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1 Executive Summary 

Edgar, Dunn & Company (EDC) has developed this paper to consider how Click & Collect 
has grown in Europe since EDC’s Click & Collect paper in 2013.  Just over five years ago, 
in 2013, EDC predicted that Click & Collect turnover in 2018 would be between €20 - €25 
billion – EDC’s latest research shows that the 2018 Click & Collect turnover for Europe 
today is slightly higher at €27 billion.  Growth of Click & Collect in Europe has been 
higher than what EDC predicted, indicating that Click & Collect is becoming essential in a 
retailer’s omnichannel strategy. 

The paper considers Click & Collect from both a retailer and customer perspective.  The 
research covers Europe, with the main focus on UK, Germany and France as these are 
the three largest ecommerce markets in Europe and represent the largest multichannel 
retail sales in Europe.  

EDC’s research and in-market experience has shown that Click & Collect has grown 
significantly in the past few years with large and small retailers offering Click & Collect 
to their customers.  

Offering Click & Collect has become business critical for omnichannel and multichannel 
retailers because: 

¡ Click & Collect enables retailers to reduce operational costs; in-store collection vs. 
home delivery is more cost effective  

¡ In-store collection increases footfall and facilitates additional purchases by 
customers when collecting their online purchases 

¡ Customers enjoy the flexibility and convenience of Click & Collect – collection in-
store, at lockers, at third parties or via click & drive1 enables customers to fit 
collection within their commute / work-life balance 

There are challenges that come with Click & Collect, such as: 

¡ Retailers need to ensure that inventory systems can cope with the evolving 
customer needs of Click & Collect, e.g. same day and/or 1-hour collection windows 
and the necessity to know exactly where inventory is located and how much is 
available for sale 

¡ Seamless integration with the payments experience – as customers wish to 
experience seamless returns and refunds (e.g. order online, return/exchange in-
store) 

¡ Increase in ecommerce and Click & Collect has also resulted in increased fraud – 
retailers need to be savvy in their approach to combat Click & Collect fraud 
without impacting conversion 

The future of Click & Collect is expected to: 

                                                                    
1 Where consumers pick up their goods at a retailer’s drive-through – particularly popular in France for 
grocery shopping 
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¡ Continue to grow and evolve, playing a pivotal role in a retailer’s multichannel / 
unified commerce strategy  

¡ Require retailers to invest in Click & Collect solutions, ensuring customers have a 
frictionless experience resulting in incremental sales 

¡ Result in growing number of third-party distribution networks for collection as 
retailers increase their customer reach and brand 

EDC suggests there are three key questions to be addressed to optimise retailer’s Click 
& Collect and payment acceptance strategy effectively: 

¡ Step 1: Where are you now?   
w Conduct an EDC 360° Payments Diagnostic 

¡ Step 2: Where do you want to go?   

w Define an optimised payment acceptance plan  

¡ Step 3: Are you getting there?   
w Establish on-going monitoring and management dashboard. 

2 Introduction 
Click & Collect – a term that just over a decade ago was relatively new and unfamiliar to 
customers and retailers alike.  Today, Click & Collect is part of the regular vocabulary in 
the retail world and a household term for the customer.  Click & Collect is the service by 
which customers order online and arrange collection of the purchased items at a 
physical location.   

Click & Collect has become the bridge between the online/mobile sales channels and in-
store physical retailing.  Customers today expect Click & Collect to feature as a standard 
delivery method when making online purchases – research shows that 17% of 
customers2 would abandon a purchase if a Click & Collect option was not available.    

What started in the grocery retail segment in many markets has now become a normal 
delivery option across multiple retail segments, including apparel, beauty retailers, 
department stores, DIY stores and food & beverage retailers.  

Click & Collect has evolved beyond the “buy online and collect in-store” model; Click & 
Collect now includes click & drive, collection at lockers and collection at third party 
retailers and/0r retail networks.  

Retailers are using Click & Collect to provide a streamlined customer experience, from 
their website to store.  Retailers are utilising tools such as email/text updates, inventory 
by store, ability to pick alternative location, etc. which enhance the customer 
experience and help reduce abandoned online shopping carts.  Equally important, Click 
                                                                    
2 InternetRetailing 
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& Collect is driving footfall into a retailer’s brick & mortar establishments and studies 
show that customers are increasingly making additional purchases in-store when 
collecting their online purchases.  

In an increasingly competitive and challenging economic environment, increased 
footfall into physical stores is crucial for retailers.  Click & Collect has thus become 
imperative for retailers.  

2.1 Purpose of this paper 
This white paper describes how retailers and customers have adopted Click & Collect 
and considers the state of the service implementations across Europe.  The paper 
compares the growth of Click & Collect with EDC’s predictions in the 2013 Click & Collect 
paper and how these services have evolved.  

The paper focuses on the three largest ecommerce markets in Europe: UK, Germany 
and France.  Online retail sales accounted for over two-thirds of the total European 
ecommerce turnover of €602 billion3 for these three markets by the end of 2018.   

The paper can assist retailers to gain a better understanding of the challenges and 
opportunities related to payments in the context of a multichannel environment where 
the Click & Collect proposition is offered. 

2.2 Research Methodology 
For 40 years, Edgar, Dunn & Company (EDC) has been working within the payments 
industry, advising payment providers, banks, payment networks, and retailers.  EDC has 
recognised the importance of the role of customer’s payment experience in a 
multichannel retailing environment and how retailers are differentiating their brand and 
proposition by creating frictionless payment experiences.      

EDC has developed this paper using a combination of desk research, in-market 
experience and conversations with retailers across Europe.  

3 Click & Collect – An Overview 

Click & Collect has become an integral part of a retailer’s omnichannel strategy.  Click & 
Collect can be defined as a facility for shoppers to purchase goods online from a 
retailer’s website and collect them from a local branch/store or an agreed location (e.g. 
partner retailers, lockers, etc.).   

Retailers are realising that integration of e-commerce and in-store experiences is 
important and business-critical.  Retailers want to stay relevant and be competitive and 

                                                                    
3 Ecommercenews.eu 
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they are recognizing the success of competitors that are offering Click & Collect as a 
service to their customers.  Click & Collect enables retailers to drive footfall into stores, 
something that has become increasingly vital in today’s connect environment where 
physical retailers are struggling with reduced margins and profits.  

3.1 Click & Collect – A Customer’s Perspective 
Click & Collect helps customers missing delivery slots resulting in the dreaded “card in 
the mailbox”, where parcels are returned to the depot and require collection, typically 
from a warehouse location not convenient to the customer.  

Customers are embracing online purchase and in-store collection because it offers them 
near-instant gratification and at the same time a cost savings on delivery.  Click & Collect 
provides an immediacy that traditional home delivery can’t match, whereby collection 
in-store can be as quick as an hour.  

Online shopping doesn’t allow for tactile purchasing or testing the prior to purchasing.  
In-store collection enables customers to check the quality of the product, consider the 
colour, style and size (where applicable) prior to leaving the store.  Any problems can be 
resolved immediately in-store and returns can even be processed at the same time if 
products don’t meet customer requirements. 

Click & Collect is particularly appealing for customers purchasing online just prior to the 
weekend or at peak shopping periods such as Christmas when time is of essence or 
where customers want to avoid long queues at checkout.  More and more customers 
are finding it convenient to order online and collect their purchases during their lunch 
hour or on the commute home, especially as retailers are offering collection at partner 
retailers (e.g. Collect+) and/or lockers that are accessible past the retailer’s operating 
hours.  

3.2 Click & Collect – A Retailer’s Perspective 
Retailers are deploying Click & Collect services as a means to draw in customers into the 
store, increase footfall and sales.  Industry surveys have indicated that between 40% - 
60% of customers who come into store to collect and online order make an unplanned 
purchase4 - this is a huge cross-selling opportunity for retailers.  

Retailers also save on delivery costs, which can be rather expensive depending on the 
city/country of the retailer as well as the type of items that are being delivered.  Bulky 
items tend to cost more. Retailers have to pay the courier/delivery service if using a 
third party, or invest in their own logistics business, which can be expensive.  

On the other hand, Click & Collect services are relatively more cost effective – in order 
to drive sales and encourage customers to use Click & Collect as a preferred delivery 
method, many retailers are offering Click & Collect services for free, or free above a 
minimum order value.  At the same time, some retailers (e.g. Tesco) have introduced a 
                                                                    
4 Retail News 
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fee for Click & Collect services in order to compensate for increasing costs of storage 
and staff to process collection orders, especially on orders that are available for 
collection on the same day or within a few hours of customers’ placing their online 
order.  

Integration of Click & Collect within a retailer’s mobile app is becoming imperative to 
the success of Click & Collect.  Whether the mobile app is used to make and order, 
collect an order or ‘check-in’ at a retailer point of interaction (e.g. at a locker, at a 
collection desk, etc.), the retailer’s app has to be optimized for Click & Collect.  

Click & Collect is an opportunity for retailers to create and extend brand loyalty.  The 
ability for customers to collect their products at a time that is more convenient for 
them, either in-store, at lockers or partner/third party retailers, makes customers more 
loyal to the brand.  The easier and more seamless the shopping experience for a 
customer, the more likely the customer is going to be a repeat customer.   

4 Click & Collect in Europe 

Ecommerce in Europe has experienced considerable growth over the past few years.  
The total ecommerce turnover in Europe increased by 11% in 2017, making it worth €534 
billion.  The current ecommerce growth rate is approximately 13%, making ecommerce in 
Europe worth €602 billion at the end of 20185.  Ecommerce represents approximately 
20% of total retail sales in Europe6.  It is expected that ecommerce will grow to €1.2 
billion by 2023 (14% CAGR). 

The United Kingdom (€178 billion), France (€93.2 billion) and Germany (€93 billion) 
remain the three biggest ecommerce markets in Europe7.  Together they account for 
approximately two-thirds of the total European ecommerce sales.   

 
                                                                    
5 Ecommercenews.eu 
6 Eurostat 
7 Ecommercenews.eu 
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Figure 1: Ecommerce Turnover 

With the growth of ecommerce, customer adoption of technology and customers’ 
changing shopping patterns and expectations, retailers are finding that they need to 
provide customers a greater blended physical and digital experience when customers 
visit the store.  Click & Collect is one measure that retailers are using to achieve this 
blend, particularly as Click & Collect drives footfall and encourages additional purchases.  
In a survey by the International Council of Shopping Centres, 61% of shoppers who 
bought items online and collected in-store, made an additional purchase.  

Given this trend and given the growth of ecommerce, it is expected that Click & Collect 
will continue to grow across Europe, but particularly in the three large ecommerce 
markets, UK, France and Germany. 

In EDC’s 2013 Click & Collect White Paper, EDC estimated the Click & Collect turnover for 
2013 and forecast the turnover for 2018.  In this white paper, EDC has estimated the 
Click & Collect turnover for 2018 and forecast it for 5 years’ time:  

 
Figure 2: Click & Collect Turnover8 

Compared to EDC’s predictions for 2018, EDC underestimated, by a small margin, the 
growth expected in Click & Collect by 2018.  EDC had predicted that Click & Collect in 
Europe would be in the region of €20-€25 billion compared to the estimated turnover of 
€27bn in 2018.  For the three large ecommerce markets, UK, France and Germany, EDC 
had estimated 2018 Click & Collect turnover to be €8 billion; however, EDC now believes 
that Click & Collect turnover in these three markets is currently €19 billion.  EDC had 
underestimated the growth of Click & Collect in these three markets.  

                                                                    
8 Source: EDC estimates 
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EDC has forecasted that the growth in Click & Collect turnover will be approximately €45 
billion by 2023 across Europe (11% CAGR).  The Click & Collect turnover in the three 
largest ecommerce markets, UK, France and Germany will be €27 billion by 2023.  

4.1 A Perspective From the UK  
Click & Collect in the UK has had a rapid growth with many retailers offering it as a 
standard delivery option.  Approximately 60% of the UK’s top 500 retailers9 offer Click & 
Collect services.  Click & Collect sales in the UK are set to rise by 55% over the next five 
years to reach £9.6 billion in 202210.  

Grocery Retailing 

The UK grocery sector is worth £190 billion and is expected to grow to £218 billion by 
202311 - the online grocery market is valued at approximately £11 billion12.  The four large 
and leading supermarket chains compete fiercely for customers with an ever-growing 
popularity of the discount chains, such as Lidl and Aldi.   

The online grocery industry in the UK has changed the way larger grocers do business 
today, with a particular focus around providing a differentiated service around 
convenience, customers’ expectations and the importance of the last mile – whether 
that means last mile delivery or Click & Collect. 

Tesco has been seeking to turn delivery into an advantage in the UK's growing online 
grocery market.  The chain already has a well-established Click & Collect service, 
providing both next day and same-day in-store pickup for online grocery orders at more 
than 300 locations in the UK.  The number of customers using the service has increased 
by 20% in the past year13.  Tesco has, in most its larger stores, ensured a dedicated Click 
& Collect pick up point for its customers to enables customers to conveniently and 
quickly collect their order.  This is key in today’s fast paced environment, the last thing a 
customer wants it’s to have to wait 20-30 minutes to collect their orders.   

Other grocery retailers such as Sainsbury’s, Waitrose, Morrisons and Asda have all 
implemented Click & Collect across the UK.  Asda has also implemented Click & Collect 
at lockers that are dotted across various locations.  The lockers are temperature 
controlled to ensure that customers’ groceries remain fresh.  Earlier this year, Asda 
installed and trialled an automated parcel vending machine, following its success at its 
parent company, WalMart, in the US.   

                                                                    
9 InternetRetailing  
10 Globaldata Report - Click & Collect in the UK, 2017-2022 
11 IGD.com (research and training charity in the food and grocery industries) 
12 USDA (United States Department of Agriculture) 
13 Tesco website 
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Figure 3: ASDA Click & Collect tower 

The tower acts as a giant vending machine that can hold up to 500 parcels and allows 
customers to collect online orders as well as take returns (all within 60 seconds).  Asda 
has opened this service to third party partners such as ASOS (apparel retailer), 
Decathlon (sports retailer) and Missguided (apparel retailer) in order to drive footfall 
and provide a more convenient and faster service to customers.  

Food & Beverage 

Click & Collect in the food and beverage sector has experience phenomenal growth in 
the UK.  In 2015, Starbucks invested approximately £30 million14 in technology, including 
the company’s mobile ordering app that enabled Click & Collect service.  Customers are 
able to customise their coffees, no foam, extra hot, double shot, syrup etc., pre-order 
their coffee to their nearest Starbucks store and collect it in a few minutes’ time!  

 
Figure 4: Starbucks Click & Collect 

Click & Collect has really begun to take off amongst quick-service restaurants and take-
aways, where there’s a wait time to fulfil the order in-store (to prepare the food/coffee 

                                                                    
14 The Telegraph 
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etc.).  Pre-ordering shortens the queuing time and enables retailers to extract higher 
sales, intensify customer loyalty and heighten foot traffic. 

In 2016, McDonalds credited Starbucks for their innovative move into Click & Collect 
using their proprietary app.  The fast food retailer took inspiration from the Starbucks 
app to develop their own Click & Collect app (and other pre-ordering initiatives such as 
kiosks) to bridge the online and offline channels.   

 
Figure 5: McDonald’s Click & Collect 

There are several other quick service restaurants that have adopted similar models, for 
example Wagamama; some have been late to the game, e.g. Costa Coffee, who recently 
launched an app enabling customers to Click & Collect, three years after Starbucks.  Roll 
out is still ongoing across their 2,400 plus stores in the UK. 

Jamie Oliver, renowned chef with a chain of restaurants, recently announced the launch 
of his Click & Collect service to drive sales, particularly lunch time trade, as part of his 
growth strategy.   

Other Retail Sectors 

Click & Collect is prolific in other sectors, particularly apparel, general retail and DIY 
stores.  John Lewis, one of the largest department stores in the UK, offers Click & 
Collect across its store but also through its grocery partner business Waitrose, 
increasing their customer’s options by another 350 stores.  In addition to this, John 
Lewis offers collection at 7,000 local shops that participate in the Collect+ network for 
an additional fee of £3.50 (for next day collection).  Further, John Lewis is in the process 
of trialling Click & Collect from Booths (supermarket) stores to widen its network and 
provide enhanced convenience for customers.  

In 2013/14, eBay announced a partnership with Argos to roll out Click & Collect across 
the Argos network.  Since then eBay partnered with Sainsburys (as a result of 
Sainsbury’s acquisition of Argos) and Collect+. 

Online only apparel retailer ASOS uses several networks for its Click & Collect service, 
including Collect+, Doddle, Asda and Hermes ParcelShops.  Dunelm, a DIY/home store 
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offers a three-hour Click & Collect service in its stores in an effort to drive sales and 
footfall.   

Click & Collect Market Observations 

Click & Collect is a very popular delivery method in the UK; both customer and retailers 
continue to adopt Click & Collect and have started to find more efficient and seamless 
ways to integrate Click & Collect into online shopping.  

In a bid to recover costs to develop a quick, efficient and smart Click & Collect services, 
many retailers have introduced a minimum spend amount for free Click & Collect service 
or a flat fee.  John Lewis imposes a minimum spend of £30 for free Click & Collect or a 
flat charge of £2 for orders under £30.  Tesco charges up to £2 depending on time slot 
requested for Click & Collect or up to £7 for same day collection. 

Retailers, especially larger retailers (e.g. John Lewis, House of Fraser, M&S, etc.) have 
creating dedicated areas within their stores for Click & Collect services.  Physical footfall 
vital for retailers and Click & Collect represents an important vehicle for retailers to 
maximise the in-store experience.  

Further, retailers are partnering with third party organizations such as Collect+ and 
Doddle to extend their Click & Collect network, making it much easier for customers to 
use Click & Collect services.  Although this was a popular option for internet only 
retailers (e.g. ASOS, Very.co.uk, Net-a-Porter, etc.), third parties are increasing being 
used by retailers such as John Lewis, H&M, M&S, etc.  

4.2 A Perspective From Germany 
Click & Collect has not grown as quickly or in popularity in Germany as in other large 
ecommerce markets such as France and the UK.  This is due to the combination of lack 
of customer demand and lack of retailer investment in Click & Collect.  A survey by 
eMarketer of German customers indicated that more than half the customers didn’t 
care for Click & Collect services as they found delivery to their homes simpler; a third 
found that they didn’t have the appropriate retailers within the vicinity.    
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Figure 6: Reasons that internet users in Germany don’t use Click & Collect 

Grocery Retailing 

Grocery retail in Germany is highly concentrated with Rewe and Edeka dominating the 
market together with discount groceries Lidl and Aldi.  Both Rewe and Edeka compete 
in the discount grocery retail segments with their own discount brands, Penny and 
Netto, respectively – making groceries highly competitive within this segment.  

Online grocery retail hasn’t been as popular in Germany as it has been in France and the 
UK – mainly because of the German market traits where customers prefer to shop local 
to home and at discount grocers such Aldi/Lidl.  The very nature of discounted grocery 
has meant that discount grocers have found it difficult to invest in ecommerce, Click & 
Collect and other innovative ideas. 

Having said that, following Amazon’s launch of Amazon Fresh in the market, many 
grocers have invested heavily in developing their ecommerce offering as well as Click & 
Collect services.   

Lidl trialled Click & Collect in 2016 in Berlin in a new store format Lidl Express in a bid to 
drive their newly launched ecommerce site.  Since then Lidl has pulled its Click & Collect 
service and Lidl Express stores as it wants to concentrate its efforts on in-store sales.  
Lidl has however, launched Click & Collect services in the UK.  

On the other hand, Germany’s second largest grocery retailer Rewe, spent €80 million 
on a logistic centre, the size of more than two soccer pitches with 38 truck loading bays, 
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in a bid to boost its ecommerce sales and associated delivery plans.  Rewe’s online 
grocery service crossed the €100 million sales in 2017, still only a tiny fraction of the 
group’s total sales of €58 billion15. 

Edeka and Real have also introduced Click & Collect services across its stores in order to 
compete in the rapidly growing ecommerce grocery space.  

Other Retail Sectors 

eBay Germany has partnered with various brick-and-mortar retailers to allow customers 
to pick up items purchased online in local stores.  eBay has retailers Butlers, Gravis, 
Porta, Möbel Boss, A.T.U, Conrad, Cyberport, More & More and Pro Aurum as part of 
their Click & Collect network. 

 
Figure 7: Media Markt Click & Collect 

Media Markt offers Click & Collect at its 260 stores; customers are able to 
purchase/reserve online and collect within the store on the same day free of charge if 
they require.   

Click & Collect Market Observations 

Click & Collect in Germany hasn’t been adopted by customers at the same scale as in the 
UK and France.  This is mainly due the local market characteristics of internet/online 
shopping.  Germany customers find it easier and more efficient to have their items 
(groceries, apparel, general retail, etc.) delivered directly to their door rather than 
collecting within a store.  This is due to two factors: German retailers haven’t really 
promoted Click & Collect to a great extent, and delivery to a customer’s home is 
typically free of charge.  Customers don’t feel the need to go into store unless required, 
especially if they have to pay for parking and take the hassle to go into store during 
busy times. 

In the past 18 months, however, retailers have started to push Click & Collect in store to 
encourage footfall, especially given Amazon’s entry into the market and having seen 
the success of Click & Collect in other markets.  

                                                                    
15 Reuters 
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Some retailers have started to make use of locker boxes (similar to Amazon) to enable 
customers to Click & Collect their items at different locations (e.g. at Deutsche Bahn) at 
times that are more suitable to them (e.g. after work and after retail operating hours).  
Delivery to a locker is gaining in popularity in Germany; DHL has banked on this and 
developed a network of 250,00 lockers across Germany16.  

Kaufland, the German retail chain owned by the Schwarz Group, is trialling Click & 
Collect lockers for customers in Berlin.  This delivery method is free to customers with 
purchases over €20; customers can access the lockers 24/7 which will be available to 
customers.    

4.3 A Perspective From France 

France was an early adopter of Click & Collect and click & drive, particularly in the 
grocery sector.  Click & drive is where customers pick up their goods at a retailer’s drive-
through rather than within the store.  However, with growing e-commerce an 
increasing number of retailers outside the grocery sector are turning to Click & Collect.  
Recent research showed that 38% of customers used Click & Collect in 2017, up by 2% 
from the previous year17.  

France has a growing trend to balance online-offline in retail.  In a 2017 survey 
conducted by Rakuten of French customers, results indicated that:  

¡ 73% of respondents like to pay online, thus avoiding queues in shops 

¡ 81% want to check if the products are available before going to the shop 

¡ 4 out of 5 respondents enjoy the speed and freedom of the Click & Collect 

Grocery Retailing 

Grocery retailing in France is one of the biggest in the world.  Online grocery retail has 
flourished in France in the last 10-15 years as more and more French customers adopt 
online grocery purchases.  

The online grocery sector in France was the first to really trial and launch Click & Collect.  
Auchan, a large French grocer, pioneered Click & Collect in France with its click & drive 
model.  Customers can collect their groceries using a drive-through at over 70 Auchan 
stores.  The cost of click & drive is free for Auchan customers and is available for same 
day collection.  

                                                                    
16 Parcelhero 
17 Research from the Federation of E-commerce and Distance Selling (FEVAD) 
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Figure 8: Auchan Click & Drive 

Auchan has recently launched an additional Click & Collect service using temperature-
controlled lockers.  The 250 lockers enable customers to collect their online grocery 
orders during extended operational hours, providing added convenience to customers.  

Intermarche, France’s largest supermarket/hypermarket chain, has several Click & 
Collection service options, from click & drive to collection at lockers.  The click & drive is 
a very similar format to that of Auchan, where customer can collect their groceries on 
the same day free of charge.  In-store Click & Collect is offered at its 1,300-store 
network, some of which offer a 24/7 collection service.  The collection at lockers is also 
24/7. 

Other grocery stores such as Carrefour, Casino and E.Leclerc also offer Click & Collect 
services in the form of drive, lockers and in-store collection.  Recently, Casino 
announced a partnership with Ocado to further its online grocery presence.  Most Click 
& Collect services are typically offered for free by the French grocers and most offer 
same day Click & Collect services.  

 
Figure 9: E-Leclerc Click & Drive 

 

Other Retail Sectors 

There are several other retail sectors that offer Click & Collect to their customers.  
Sephora, a beauty retailer, with over 320 stores across France offers Click & Collect 
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across its network of stores. Customers can order and collect their products within 2 
hours at a nearby store.   

Fnac, a large French retail chain selling electronic products, provides customers a 1 hour 
Click & Collect service on hi-tech items and certain games.  The service is free of charge 
to customers.  Boulanger, another electronics retailer, also offers a 1 hour Click & Collect 
option for its customers.  

Unique Click & Collect Characteristics 

Click & Collect has been prevalent in France for a while and it is a preferred delivery 
method for customers.  Click & Collect at lockers is becoming increasingly widespread 
with ecommerce only merchants such as Amazon leading the way.  Amazon is installing 
lockers for Click & Collect services in over 900 rail stations across France18, which will 
enable online shoppers to pick up their packages 24 hours a day.  Similarly, grocery 
retailers are increasingly installing refrigerated lockers for customers to collect their 
groceries (e.g. Auchan, E-Leclerc) as they realise customers want the convenience to 
being able to collect their items outside of operational hours.  

 

 
Figure 10: Amazon lockers 

Click & Drive has seen its popularity soar in recent years, with the number of sites 
offering the service increasing to 4,421 across the country in May 201819.  Most large 
grocery retailers offer this service as a standard and free service.  French customers 
have made Click & Drive a part of their daily commute, collecting groceries after work or 
after school drop off/pick-up, etc. 

4.4 A Perspective from the Rest of Europe 
Ecommerce has shown strong growth across many markets in Europe and it is expected 
that Click & Drive will equally grow, especially in the rest of Europe where retailers are 
catching up to the UK, France and Germany.  Despite the anticipated rapid growth in 
                                                                    
18 JLL – Real Views 
19 JLL – Real Views 
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ecommerce, Click & Collect sales will be impacted as retailers (particularly large 
department stores) continue to close unprofitable stores.  This has prompted a greater 
need for third party collection points and EDC expect to see this to be the normal model 
in markets where the network of branded stores is smaller. 

The danger of using third party collection points is that retailers do not benefit from 
footfall in their own stores, which in turn makes it more challenging for stores to remain 
profitable.  Retailers want to ensure that their customers benefit from Click & Collect in 
an increasingly competitive retail environment.  

5 Click & Collect and Payments 

While customers have come to expect a seamless, unified purchasing experience 
regardless of the chosen purchase channel (e.g. physical POS, online, mobile, etc.), 
delivery method and payment method, it has been a challenge for merchants to merge 
the various channels behind the scenes. 

With Click & Collect there is the added complexity that there needs to be an inventory 
check within the retailer’s stores and warehouse.  The ability to search local store stock 
and collect goods quickly is a key differentiator, particularly for retailers that offer a 1-
hour Click & Collect service.  

It becomes vital for the retailer to ensure that once a payment for an online purchase 
has been completed, the transaction is then reflected in the retailer’s inventory in real-
time.  The inventory management systems need to be comprehensive in that they need 
to be updated for all sales channels.  

The integration of payment systems in a retailer’s IT systems and inventory systems is 
required for a successful Click & Collect service provision.  Customers often make online 
purchases and then return or exchange their items in-store.  Retailers need to be able to 
track and handle ecommerce items once they are in store, sort customer orders, 
manage any returns/exchanges and manage uncollected orders.  All these actions have 
some impact on the payment of the product; if the item remains uncollected, the 
customer must be refunded; if the customer wishes to exchange their product for 
something else in-store then the balance (if any) needs to be applied.   

Click & Collect provides retailers an opportunity to connect with their customers and 
learn from the vast amount of data that can be captured during the Click & Collect 
process.  However, retailers are not very good at leveraging the data to really 
understand customer needs; often retailers will have different departments for the 
various functions, e.g. payments, fulfilment, inventory/stock management, customer 
service, etc., which typically aren’t integrated sufficiently to provide a seamless 
customer experience.  
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Poor integration of payments with a retailer’s Click & Collect implementation can 
become a harrowing experience for a customer.  For example, an online purchase for 
collection at a local branch leads to the customer making an additional ins-store 
purchase and at the same time exchanging one of the online purchases.  If this process 
is complex, for example, due to their online website system not integrated to their 
physical in-store systems, the customer may require a refund for their online purchase 
first and then carry out an additional new transaction for the in-store additional item.  
Needless to say, the whole Click & Collect experience can be tedious, inconvenience and 
can result in lost custom and reputation damage.  

5.1 Fraud in a Click & Collect Environment 
Fraud in ecommerce has grown significantly over the past few years; this is inevitable as 
ecommerce continues to grow rapidly across all markets and fraudsters want a piece of 
the pie.  Fraud in Click & Collect is also on the rise. 

Retailers often struggle with fraud review of Click & Collect orders.  This is because 
customers selecting Click & Collect as a delivery option do not need to provide a 
shipping address.  A customer’s shipping address is a data point many retailers rely on 
for fraud review/detection purposes.  Some common fraud detection methods that use 
a shopping address include: checking whether there is a mismatch between the billing 
and shipping address; using third party data sources to verify the homeowner at an 
address; measuring the distance between the shipping and IP addresses.   

These validation methods cannot be utilised when there is no shipping address 
associated with the order.  Additionally, as many retailers are beginning to offer 1-hour 
collection windows post online order, it doesn’t leave much time for manual reviews.  
Therefore, if fraudsters have managed to steal payment card details, they can make 
online purchases and have them delivered in-store for collection.  

The increased fraud in Click & Collect hasn’t, and should not, deter retailers from 
offering Click & Collect.  Retailers, and fraud solution providers, have developed several 
methods to combat click & fraud, such as implementing software that can examine 
multiple data points to deduce whether or not a transaction is fraudulent, for example a 
user’s previous shopping habits, their behaviour on other pages of the website, etc. 

6 Click & Collect – A Future Outlook 

Customers expect a seamless and omnichannel experience from retailers – this 
expectation has been cemented by customers’ experience with unified apps such as 
Uber, Amazon, Deliveroo, etc. where customers have a frictionless experience with 
integrated payments into the service they require.   

A similar expectation from retailers, particularly for ecommerce purchases, from 
customers means that basket abandonment remains a huge problem for retailers.  As a 
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result, retailers will be more inclined to blur the lines between the online and physical 
retail worlds.  Click & Collect affords retailers the ability to connect their online world to 
their physical world and connect with their customers.  

Click & Collect has become mainstream with customers very familiar with the concept.  
EDC forecasts that Click & Collect turnover in Europe will be in the region of €45 billion 
by 2023, from €27 billion in 2018.  EDC predicts that the Click & Collect turnover for UK, 
Germany and France will be approximately €27 billion.    

Convenience is an increasingly critical factor for customers and retailers are focused on 
meeting their customers’ expectations.  With growing expectations and constantly 
evolving retail environment, it is only inevitable that Click & Collect will also need to 
evolve and improve.  The following are the two key trends that can be expected in Click 
& Collect.  

Further In-Store Investment in Click & Collect  

With some retailers reporting that over 30% of their online sales are fulfilled through 
Click & Collect and expect this number to grow to as much as 40-50%, it is natural that 
the increased footfall and fulfilment requirements in-store will require investment.  

It will no longer be sufficient for retailers to have a Click & Collect counter in a remote 
corner of their stores, with customers waiting while customer service teams rummage 
through poorly organised storage rooms to find parcels.  Customers today are attuned 
and savvy Click & Collect shoppers.  If they have a poor Click & Collect experience, 
customers will be quick to change loyalties to another retailer that has a more 
convenient and seamless collection.  Further, customers will be quick to mar the 
retailer’s brand and reputation on social media.  

In order to have sophisticated in-store collection services, retailers will need to invest in 
technology to ensure a slick in-store customer experience.  There is already evidence of 
some retailers who are investing heavily in this, e.g. ASDA with their parcel towers.  
Some retailers are taking a slightly less flamboyant approach and starting with same-
day or one to two-hour collection, which in itself requires investment in a streamlined 
inventory and logistics process.  

However, retailers also need to weigh out the cost of implementation and improvement 
of Click & Collect versus the benefits of the additional customer footfall and purchases.  
It isn’t as straight forward as it seems, however.  Retailers have to consider their overall 
omnichannel strategy.  How does Click & Collect fit into their overall omnichannel 
strategy; in France retailers have a preference Click & Collect (and click & drive), 
particularly in the grocery sector, as retailers find it logistically and economically 
challenging to have a network of home delivery.  In some instances, Click & Collect 
extends to lockers and/or third-party retail partners.   

A few retailers have already taken steps to recover investment costs of Click & Collect 
by imposing minimum transaction/basket value to qualify for free Click & Collect 
services or imposing a flat fee for Click & Collect – whereby premium slots or times (e.g. 
same day or one-hour collection) are charged at a higher cost.  
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Collection at Third Parties 

There has been a growth in the number of retailers using third party retail networks 
such as Doddle, Collect+, or even other retailer networks (e.g. convenience stores, 
electronics stores, etc.).  Third party locations also include banks of lockers - particularly 
favoured by online only retailers such as Amazon but also grocery retailers (e.g. Auchan 
in France).  

The use of third-party networks enables retailers to ensure that customers can 
conveniently collect their items closer to their preferred locations.  In a study conducted 
in the UK by IMRG, research showed that shoppers are prepared to travel and collect 
their purchases an average of 3.8 miles.  For many retailers that do not have the physical 
presence to cover a large market, using third parties enables retailers to provide 
customers the collection proximity.   

Third parties such as Collect+ in the UK has a network of 7,000 retailers across the 
country.  That is a significant footprint, and an instant footprint for online only retailers.  
Retailers that are a part of the third-party retail network benefit from the additional 
footfall and the potential additional purchase from customers.  

For customers, collection at third parties enables the added accessibility of a closer 
location but also collection at a more convenient time for them.  Lockers and drive 
throughs are likely to increase in popularity as customers will make collection a part of 
their daily commute.  

The growth of ecommerce has led to excessive number of delivery vans, contributing to 
congestion in city centres, while the cost of home deliveries can cut into revenue.  
Retailers have typically priced third-party collections more expensive than home 
delivery as retailers have had to recoup the cost of delivery to third parties as well as 
the commissions payable to third-party networks.  

There is now a growing trend that retailers are pricing third-part collections the same as 
home delivery to encourage Click & Collect.  It is expected that as retailers will continue 
on this trend but may potentially price collection at third parties more competitively 
than home delivery.  

7 Conclusions 
Customers have become savvy shoppers and seek a convenient, easy and frictionless 
experience when making purchases, whether it be online or physical in-store.  
Customers expect more from their ecommerce interactions with retailers, in terms of a 
more convenient and reliable delivery experience.   

Click & Collect turnover in Europe is €27 billion today and has become a common and 
widely adopted delivery option for retailers to fulfil customer needs, helping retailers 
increase sales and build customer relationships and loyalty at the same time.  EDC 
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believes that with an estimated turnover growth to €45 billion by 2023, Click & Collect 
will continue to be widely adopted across Europe.  

Click & Collect will afford retailers to truly demonstrate their omnichannel strategy by 
ensuring that when customers order online and collect in-store, there is a seamless 
experience for customers.  This can be simple functions such as the ability to pay with 
several payment methods (including payment cards and alternative forms of payment, 
in-app payments via Apple Pay or Google Pay, etc.), collect purchases in-store on a 
preferred date, make returns and receive refunds back on the payment method 
selected by the customer.   

Retailers can take the customer experience one step further to drive the additional in-
store sales by providing mobile-optimised sales, e.g. QR codes on products that enables 
customers to obtain further information on the product, read reviews, etc. but also 
make additional purchases, either online, via mobile app or in-store.  This would a 
‘unified commerce’ model that most retailers are trying to achieve.  Retailers want to 
create the Uber model for retail, Click & Collect is a mechanism by which retailers can 
provide unified commerce to their customers. 

8 What can EDC do to help retailers optimise 
payments in a Click & Collect environment? 
To answer that question, EDC would suggest that any multichannel retailer operating in 
various locations and planning to implement or has implemented C&C, needs to 
consider the following three questions;   

1. Where are you now? 

2. Where do you want to go? 

3. Are you getting there? 

By answering three key questions, EDC has developed a proven three-step 
methodology that focuses on solving genuine problems and recognising that every 
retailer is different and so are its customers. 

1. Where are you now? Understand the current situation – Conduct an EDC 360° 
Payments Diagnostic  

The first step is to complete a diagnostic of the current situation. 

It does not need to be a major exercise, but retailers must have a factual understanding 
of where they currently stand, i.e. what is currently in place, what is working, what is 
not working, what is the size of the payments opportunity in terms of incremental 
revenue and cost reduction?  
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EDC would recommend taking a holistic view considering all sales channels, all payment 
methods and all payment processes in such a diagnostic. 

In EDC’s experience, a 360° Payments Diagnostic should include a collection of not only 
basic quantitative data (e.g. transaction volumes, actual costs) but also a review of 
contracts with payment partners, existing payment policies, refunds / cancellation 
policies, payments-related tools and processes, and of the internal organisation. 

This can be done in typically 4-8 weeks depending on various criteria, (e.g. the 
geographic reach of payment acceptance, the number of stores).  The diagnostic sets 
the basis for identifying and prioritising improvement initiatives.  It will evaluate in-
house payment solutions versus third party payment service providers and other 
banking relationships. 

2. Where do you want to go? Define payments optimisation/integration plan 

Based on the outcome of the above EDC 360° Payments Diagnostic, retailers will need 
to prioritise the (likely long) list of potential improvement initiatives and produce a 
payments optimisation/integration plan, which could for instance include the issuance 
of a request for proposal (RFP) in order to evaluate the most appropriate payment 
solution partner(s). 

In establishing a payments optimisation/integration plan, retailers will take into 
consideration all the different customer touch points, in-store, online, C&C, social, and 
mobility (i.e. not only the mobile device to pay, but also all the non-payment services 
that customers are now expecting – search, product reviews, balance enquiry, loyalty 
collection/redemption of rewards, servicing, delivery tracking, etc.). 

3. Are you getting there? Implement and monitor – Establish on-going monitoring and 
management 

Payments in retail have always been a hot topic but often they are not given the 
appropriate senior management attention or executive sponsorship.  Payments are 
strategic and provide a great opportunity for retailers to offer a differentiated, 
frictionless customer experience. 

Once the payments-related foundation is in place, it is important to set up the right 
organisation (e.g. a cross-functional ‘payments committee’) and tools (e.g. a payments 
dashboard with monthly updates on payments-related Key Performance Indicators and 
benchmarks). 
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If you are interested in any of these payments-related topics, EDC will be pleased to set 
up an initial conversation to discuss in further detail the learning from this study and 

how EDC can help retailers optimise payments in a multichannel environment. 
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t: +44 20 7283 1114 
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