
Guide to Choosing the
Right Fulfillment Partner
for Your Business



Before we jump in, let’s be clear on just what this guide is 
all about. Often the term “Fulfillment” refers to the feeling 
you get when lying on a yoga mat, meditating on a 
mountaintop or reading a soul-touching poem. This is 
not that type of fulfillment.

No, we’re talking about a highly complex world consisting 
of acronyms like KPI, EDI, WMS and APIs. There are 
constant technology disruptors, increased change due to 
customer demand and deadlines that must be met on a 
minute-by-minute basis.

Whether you are a startup company trying to juggle 
multiple balls at once, a mid-level company attempting 
to manage your Order Fulfillment in-house or a marketer 
of a blockbuster product, you know that fulfillment isn’t 
always... well, fulfilling.

Functions like Distribution Management and Order 
Fulfillment, although critical, take valuable time and 
resources away from growth functions like research, 
development and marketing. It’s for that very reason 
more businesses are outsourcing and most likely why 
you downloaded this e-book in the first place.

But who should you choose to work with? Fulfillment 
Operations have been around for a long time. They are 
located in every major city, and some off the beaten path. 
As you begin your journey you want to find a provider 
that specializes in YOUR needs. 
You have to find the right fit for 
both you and your customers.

It’s our hope that this e-book  
will help guide you in your path  
to selecting a qualified Order    
Fulfillment partner. We wrote 
this guide to help businesses better 
understand the process and serve 
them well in their search for the  
perfect shipping solution. Of course, 
we welcome you to contact us as a 
resource should you see fit.
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Experience
Matters

“How long have you
been in business?”

“What associations
do you belong to?”

“Who are your
support vendors?”

“Can you provide
references from a client

in a similar industry?”

“How much experience do
you have with integrating 
technologies?”

When you outsource, you bring in an expert delivering 
service at a higher level of skill and accuracy. It’s why 
you assign a CPA to do your taxes or pass legal matters 
on to an attorney. They’ve spent years honing their 
craft, and it's no different with logistics.

Fulfillment is a realm that is in constant flux. To do it 
accurately and cost effectively, you need specialized 
systems, labor, management and expertise.

Carriers and freight programs are ever-changing, 
technology is evolving and consumer expectations are 
becoming more demanding. An experienced Fulfillment 
Provider is on top of these changes and can shift you 
into more advantageous programs quickly. Outsourced 
Fulfillment Centers often have years of experience 
across many product lines, campaigns and industries. 
But experience isn’t judged by age alone. You want to be 
sure to match experience with your own needs, or better 
yet, the needs of your customers. 

When talking to a prospective Fulfillment Partner, ask 
them what types of products they have experience with. 
You want to find a company that specializes in your 
industry. This is important as different industries have 
different distribution requirements. Most Fulfillment 
Companies service multiple industries, and that’s okay. 
Just be sure that they understand the requirements that 
your customers have in the distribution chain.

A Few Questions
You May Want to
Consider Asking:
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Services Offered

Many Fulfillment Centers offer a suite of services, including fulfillment, order management, 
customer care, value-adding services (kitting and assembly), shopping cart (or integration 
with third-party carts) and reverse logistics (returns and refurbishment). You may have 
needs for several of these functions and can create your own package that is provided 
by one supplier, simplifying your management efforts.

You’ll need to determine what services you need for your business and would ultimately 
like to bundle together with one vendor. A great provider will be flexible to the custom 
needs of your business and will provide recommendations for a solution. In the Fulfillment 
realm, there is no such thing as a “one size 
fits all” approach to business.

On the following page, we’ve outlined the 
typical services you can expect from 
Fulfillment Providers and a few things 
to think about as you discuss options.
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In general terms, Order Fulfillment is the full process from 
point of sale inquiry to the delivery of product to customer. It 
can be large business-to-business orders or individual direct-to-
consumer orders. The product you sell and who you sell it to 
largely dictates the best fit as far as Fulfillment Providers go.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

E-Commerce continues to maintain impressive growth. Consumer 
expectations are constantly becoming more challenging to meet. 
Speed and cost are critical factors to delivering an exceptional 
customer experience, along with accuracy, presentation and 
communication. The consequences of under-performing will 
be felt in near real-time as today’s consumer is quick to share 
their experiences on social media and online reviews.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

Options are endless these days for marketers to reach the    
consumer. Fulfilling orders from multiple channels (web, TV, 
radio, phone, mail, affiliates, etc.) to the consumer in multiple ways 
(to home, to store, etc.) requires highly specialized technology 
that is flexible and adaptable to change. Not every provider 
can support this level of sophistication.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

Every retailer has a unique set of guidelines to adhere to, including 
pallet specifications, labeling requirements, transportation 
guidelines and integration via Electronic Data Interchange (EDI). 
Does the Fulfillment Center have experience and a successful 
track record adhering to these guidelines and requirements in 
order to avoid expensive chargebacks? Do they have processes 
in place to help defend against inaccurately levied penalties by 
retailers? How do they approach EDI and do they make this 
process easy for you? 

Order Fulfillment

e-Commerce

OmniChannel

Retail
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Shipping on behalf of the retailer is serious business, since the 
order must represent the retailer well. Does the Fulfillment 
Center know the guidelines, including packaging, presentation, 
speed of fulfillment, shipment carrier and service? How        
experienced are they in feeding data back to the retailer?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

Does the Fulfillment Center have Customer Service capabilities?  
How many seats?  What call volume can they handle?  What 
functions are supported: inbound, outbound, email, IVR, chat, 
save-the-sale? Think about your customers and anticipate 
what they will need. Then work to create an environment that 
will meet those needs. Will it be a boutique center that is high 
touch? Or will it be a collection of self-serve tools on the web 
and via IVR?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

Value-Added Services complement the storage and order 
processing functions of a warehouse. Services include kitting 
and assembly, returns and refurbishment, retail preparation, 
point of sale build and load and promotional rollouts. If you 
have a need for these, ask the Fulfillment Provider if they can 
offer these value-added services.

Drop Ship

Customer Service

Value-Added
Services

5

Copyright©2016 a2b Fulfillment



Technology

6

Technology drives everything in today’s Fulfillment Operation. System capabilities 
evolve constantly. This in turn drives efficiencies, decision making and the customer 
experience. Were your PC and software the same five years ago as they are today? Not 
even close.

The same goes for that of a Fulfillment Provider. Many in the consumer direct space 
have worked hard to build robust, PCI Compliant platforms that will support the sales 
cycle. But this doesn’t mean that they are fast, efficient or capable of making cost-saving 
decisions. Progressive Fulfillment Providers understand the value and opportunities that 
advanced, modern technology brings its clients.

A progressive architecture begins with an integrated web e-commerce platform, through 
Order Management, Payment Processing and Order Fulfillment. Then it continues 
with shipping via logic-based optimization to support customizable goals that balance 
cost and transit time.

Technology allows all this to occur in a cohesive manner and lets clients view and interface 
with the data online. Be certain that you partner with a Fulfillment Provider that embraces 
technology, employs the very best systems available and 
UPGRADES REGULARLY. 

On the following pages is a list of common technology 
functions in the Fulfillment space and the things to consider 
within each realm.
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The OMS manages the order and the customer relationship. 
Every business needs a system of record that consolidates 
orders from multiple sources in one place. The OMS will    
support product offers and promotions, payment processing, 
continuity, customer relationship management and acts as 
the hub for customer service activities. Best of breed Order 
Management Systems will also provide the analytics that you 
need to manage your business. And these systems are typically 
a much better solution to manage consumer direct orders versus 
an accounting package, ERP or shopping cart platform backend. 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

The WMS orchestrates all activities associated with the   
warehousing and distribution process. A strong WMS manages 
inventory (including lot and expiration date), flow of product 
(“First in, First Out,” for example), efficient work flows to maxi-
mize efficiencies, pick and pack functions, and so much more. 
There are light/basic WMS packages geared towards small and 
simple operations, and then there are enterprise-class systems 
that are feature rich and support high volume and complex        
processes. Typically a Fulfillment Provider will employ a 
sophisticated system that supports the needs of many clients.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

In the event that you will use a variety of service providers, 
how good is the Fulfillment Center at integrating with these 
other vendors? Are they already integrated, with proven results? 
What are the costs involved with set up and integration?

Order Management
System (OMS)

Warehouse
Management
System (WMS)

Experience with
Integration
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Sophisticated Fulfillment Providers have logic-based technology 
that lower shipping costs by determining the optimal shipping 
carrier and method in order to accomplish the client’s goal, on 
a package-by-package level. For example, these systems can 
be programmed to simply choose the lowest cost service to a 
customer address. Or, complex logic can be employed to make 
these selections more intelligent. Some services may be less 
expensive but poor performers to certain destinations. Time in 
transit may be a factor in making a decision. If the goal is to 
get a package to a consumer in 2 days, a logic-based system 
can analyze the time in transit via Ground before  automati-
cally selecting a 2-Day Air service, yielding significant savings. 
This is a great way to offer 2-Day service without paying 
2-Day rates in all instances. The newest software packages 
that really make a difference to optimize shipping costs and 
transit times can cost over $100,000. Most marketers cannot 
afford this investment on their own. But experienced Fulfill-
ment Centers are constantly researching the newest tools and 
upgrading to gain efficiencies.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

EDI is a method for transferring data between organizations. 
The retail world has adopted EDI as the preferred method of 
transacting purchase orders, shipment notification and even 
invoicing; however, each retailer has the flexibility to set their 
own requirements within the data fields. This leads to increased 
complexity because each retailer may be using the data fields 
differently, requiring very specific integrations for each trading 
partner. Fulfillment Centers that ship to retailers must have 
EDI capabilities. Some offer end-to-end solutions that will not 
only handle the distribution requirement but also provide the 
marketer with the technology to handle their part too.

Logic-Based
Shipping

Electronic Data
Interchange (EDI)
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PCI is a set of compliance guidelines surrounding the transmission 
and storage of credit card information. Fulfillment providers 
that offer Consumer Direct and Order Management system 
functionality must have safeguards in place to comply with 
PCI requirements. The higher the volume, the stricter the 
requirements. Compliance is one thing, certification is another. 
Ask providers if their systems are certified by a third-party or 
just compliant. 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

If the provider will be performing Customer Service functions 
they will need a system that facilitates these activities. These 
systems must be able to route calls, manage agents, display 
scripting and collect data. Many can also support service by 
email and webchat, in addition to phone support. Unsophisticated 
systems lead to longer call times, which increases the cost to 
the Marketer, while also decreasing customer satisfaction.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

As you see from above, there are multiple systems in 
play throughout the Fulfillment Process. 
Therefore, online visibility is 
extremely important, and business 
owners must ask themselves if 
their Fulfillment Provider offers 
an effective and secure way for its 
clients to view inventory, order 
and shipping statuses online.

Payment Card
Industry (PCI)
Compliance

Contact Center
Systems

Online Visability
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Shipping Options

Today’s high customer expectations pose huge challenges when it comes to shipping 
charges and speed of delivery. The Millennial mantra of “My Way, Right Away and I 
Don’t Want to Pay!” is a tough one to manage. However, finding a solution is important if 
you want to be competitive.

Conventionally, offers are structured as product price plus a separate charge for shipping 
and handling (S&H). Sometimes the S&H is reasonable. Other times, not so much. 
Either way, there is a danger to this model. The consumer is provided with two data 
points to assess. One, is the price for the product fair? And two, is the price for the S&H 
fair? If the answer is no to either question it may kill the sale. And now there is a third 
question, why am I being charged for S&H at all?

E-commerce is moving dramatically towards free shipping. Is it because online marketers 
recognize the dangers of the “plus shipping” model or is it because they’ve tried free 
shipping and see that their conversion rates are higher? It's probably more of the latter but 
likely a bit of both. As free shipping becomes the norm online, marketers will need to 
adapt and consider including S&H costs into the product price.

Making things even more complicated, there is now more and more attention focused 
towards faster delivery. The consumer wants it fast because they are excited about their 
order. They want to experience the product and share with their circle of friends via 
Facebook, Twitter or Snapchat. And just like any transaction, the buyer’s remorse clock 
starts ticking.
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Good news! Fast shipping has its advantages for the Marketer too! Faster 
shipping reduces back-end customer service costs as the customer is worrying 
about their order. It also minimizes buyer’s remorse. Quick delivery 
creates a positive impression on the consumer which results in 
positive social media and referrals to friends, which 
translates into more sales.

There are several ways to accomplish fast Fulfillment. 
The most obvious is by choosing the right shipping 
method. But that choice may not be obvious to all 
Marketers. For example, a Marketer can simply ship 
everything via expedited methods, such as 2-Day Air, 
but the costs will be unnecessarily high. Instead, by 
employing shipping tools that analyze the time in 
transit of each shipment before choosing the shipping 
method, many packages can be sent for 2-Day delivery via Ground service if within the 
proper range from the Fulfillment Center. This accomplishes the overall goal but at    
dramatically lower expense. Furthermore, shipping from a strategic location that is 
closer to your customers will translate into more packages being able to ship via Ground 
service while still delivering quickly.

Next, not all Ground services are equal! Choose a discounted carrier option that does 
not rely heavily on a consolidator model. This may cost a little more, but will yield similar 
in-transit times to standard Ground services at a lower cost.

Lastly, process orders faster! The strategic location of your Fulfillment Provider’s warehouse 
or the shipping method that you choose don’t mean much if it takes too long to process 
the order. Same-day shipping goes a long way with the customer and it’s becoming the 
expectation. Choose a Fulfillment Provider that shares this philosophy and has built 
their processes around same-day shipping. Combine this with the right carrier method 
and strategic location and you will be able to “wow” your customers at an affordable cost.

Marketers can rely on their Fulfillment Providers 
to bring practical solutions to meet today’s 

demand. Fulfillment Providers are specialists who 
understand the different types of shipping options.
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Location

As we’ve made clear in the previous 
section, fast shipping is the new 
norm. You must be geared to reach 
customers quickly. If you handle 
your own Fulfillment, you are stuck 
with your own geographic location, 
which may not be optimal. If you 
choose to outsource you have an 
opportunity to choose wisely and 
leverage geography. Define the population centers that are making up the most significant 
portions of your volume. With this knowledge, you can discuss with your potential 
provider which areas have the highest volume of delivery. Then ask the potential provider 
to tell you how quickly they can reach those defined zones.

Here are a few other key items to consider on location:

Be Near to Your Customers  The vast majority of the US population resides east of the 
Mississippi. In a national Direct-to-Consumer campaign you are closer to more customers 
if you’re on the east coast. Why is this important? The closer the customers, the lower 
the transportation costs (a penny saved). Shorter transit times result in happier customers 
(a penny earned). Consider the alternative. If you locate fulfillment in a western state, 
such as California, the vast majority of your packages (typically 70%-80%) will ship 
over the Rockies to eastern points. Longer distances, crossing more freight zones means 
higher costs and longer delivery times.

Logistics Infrastructure  It’s important to be near the infrastructure that complements 
logistics. By locating where carriers have major distribution hubs, your packages will 
move more quickly through the supply chain. Also, locations that are near shipping 
ports will enable faster and cheaper inbound freight to receive your goods into the  
warehouse. This will lower your inventory carrying costs and come in handy when 
you’re on backorder and every day counts to fulfill that order.

Economic Conditions  It’s important to know how the economy will affect the location 
of the warehouse you ship from. Two big factors are going to be the cost of labor and the 
cost of warehousing. Locations in California or New York are going to be far more 
expensive than options in the southeast or the midwest. Take a look at the labor issues 
surrounding the states you target. You also want to avoid states with potential franchise 
taxes that can greatly increase costs.

12
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Size and
Scale

What’s better, a large, established provider who services 
mostly Fortune 500 companies, or a small, young company 
hungry for business? There are good arguments for both. First, 
determine what your needs are and compare those to the 
provider’s capabilities.

A large provider often seems more impressive. They likely 
have more experience and more resource capabilities. Ask 
yourself where you fit in the mix. Will they forget about you 
because you’re too small? Do they charge too many fees and 
high minimums? Are you ultimately paying for services that 
your company doesn’t need?

With a small provider, be sure that they’re here to stay. Are 
they growing? What are their goals? How do their current 
clients feel about their service? A solid, small provider can 
often deliver the same service as the big guy, but with more 
personal service. They may know how to do it efficiently, 
simply because they have to watch costs a little more closely. 
In most cases, the small provider needs your business. You 
may find that you are regarded as very important to a small 
provider, thus gaining personalized service and attention to 
your needs. These providers may be more willing and able to 
customize their service as you often are in close contact with 
their primaries.

Maybe you have the Fulfillment function in-house. Most  
businesses have some seasonality or cyclicality for sales.

A large influx of product to meet your seasonal demand may  
overwhelm your facility. Even if it all fits in, is it organized? 
Do you have room to perform normal warehouse operations 
such as assembly and kitting, reworking and shipping?

Do you have enough labor to meet the peak demands? Oh 
sure, your kids, friends and neighbors and brothers-in-law 
have all said they would help. And the temp agency promises 
to deliver all the untrained warm bodies you could possibly 
need. None of these options are efficient, and none hold a 
candle to the ability of a Fulfillment Provider. 

Sometimes your labor solution just cannot be there the day or 
week that you need them. You can cover this by carrying more 
employees than you really need. And the cost of training 
short-term employees also absorbs valuable time and resources.
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“Am I going to have 
enough space and 
labor to handle
the peaks?”

“How fast can
I react to peak
demands, and
at what cost?”

Questions
You Should
Ask Yourself:
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Customer Service

You pour a lot into marketing and selling your product. There’s developing the creative, 
buying the media and product performance to name a few. As precious as today’s customer 
journey has become, you may consider implementing Customer Service in with your 
Fulfillment Plan.

Many Fulfillment Providers will offer post-sale customer care where a customer can call 
in and inquire about the status of an order, reason for charge, request product information, 
return instructions, or even to place an additional order. On 
the following page are a few benefits for integrating 
Customer Service into your Fulfillment Strategy.
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Chargeback
Management

Social Media
Management

Save-The-Sale

Live Agent, Email
and Webchat
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A customer may have questions about an order already placed, 
or they may have received the order and need guidance on use 
or performance. They may be unsatisfied with the product 
quality, results, price or delivery time. A well-trained Customer 
Service team can emphasize product benefits, recreate  excitement 
and give the consumer confidence in their purchase decision. 
Often, the customer just needs reassurance that they made the 
right choice.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

A well-designed Save-the-Sale program can transform a mediocre 
program into a success. It has the ability to revive a sale, add 
incremental revenue and retain valuable customers long into 
the future. Happy customers spend more and are delighted to 
spread the word about a great customer experience.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

From tweets and posts to periscopes and snapchats, the channels 
for customers to communicate about products continues to 
grow. Response within social media can be critical to a brand’s 
success. Having a team to monitor and respond to questions 
as well as negative feedback can ensure that your company is 
seen as a goodwill partner.

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––

A well-trained team can take the headache out of Chargeback 
Management by working closely with your merchant processor. 
An experienced Fulfillment Provider will know the proper 
methods for fighting these and should also be able to help you 
employ best practices to prevent them as well.
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Should your Fulfillment Center also be your returns and refurbishment center? There are 
certainly benefits of doing so if your provider has experience in this area. Some advantages 
include: one set of inventory and greater ease to reintroduce product and components 
back into inventory.

Select a partner who has ample experience in running returns and refurbishment programs. 
Their experience will be invaluable. Customer expectations and anxiety are high regarding 
returns and refunds. A provider needs to be efficient and fast. And when it comes to 
refurbishment, there is no tolerance for mediocre performance. 

Location is important as well. Either you or your customer are paying the return postage, 
and in either case, it’s in your best interest to keep these costs low.

The customer service function must be well-trained to support 
your return program. An organization whose primary function 

is outbound sales may not be the best for a return program. 
Select a partner that has ample expertise to meet your needs.

Returns and Refurbishment
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When it comes to warehousing, the options are endless. As 
with just about every section of this e-book, storage is going to 
depend on the needs of your particular business. What you 
store or ship will determine the space you need to select. Your 
larger warehouses usually provide multiple options of specialty 
storage, while others focus on specific ones.

If a warehouse provider is generating income on moving 
product in and out on a frequent basis, a portion of that 
revenue helps to pay for the space and therefore can be offered 
a more competitive storage rate.

Also consider where the warehouse is located as this will 
affect the cost of the space. We have discussed location in the 
sense of geography. Obviously real estate in certain parts of 
the country is more expensive than in others. But now let’s get 
more granular. The cost of a brand new facility in the center of 
a metro area will cost a lot more than an older building in a 
town 45 minutes away. Consider what you need. If you’re 
shipping to consumers, there are likely no advantages to the 
more expensive building. 

The answers to these questions can help point you to the 
proper storage solution. Basically, larger items, lower sales 
price, lower turns will force you to find lower cost storage 
alternatives. Otherwise, your cost 
structure will be impacted negatively. 
But regardless of the specific    
characteristics of your 
product, storage costs 
need to be calculated and 
compared.

Storage
Ambient Storage

Climate Controlled
Storage

Cold Storage

HazMat Storage

•  the type of storage needed
•  how efficiently the product can be stored
     (can pallets be double or triple stacked?)
•  how often does the product move?

Storage Rates Are
Typically Determined By:

Both refrigerated and frozen. 
Includes food, certain drugs

and other perishables.

Space varies depending on 
type of hazardous materials 

being handled. Multiple 
certifications and special 

requirements for handling
of materials.

Designed to maintain
product at room temperature

and control humidity.

For storing goods that
do not have temperature

or humidity control needs.
Majority of items are stored 

here. (exception of foods
and perishables)
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Key Performance
Indicators (KPIs)

These are the benchmarks of how  
a provider performs their service. 
One way to help determine a     
successful Fulfillment Partner is by 
taking a look at KPIs. 

A few popular KPI’s are listed   
to the right. However, each  
provider should have their own 
approach to tracking performance.

Our Goodness leads to
Your Greatness

48 Hour Returns & Refund Processing

20 Second Speed-of-Answer

48 Hour Dock to Stock
99.9% Inventory and Order Accuracy

Same-Day Order Fulfillment
Secure and Pristine Facilities

PCI DSS Certified Order Management

How long to receive and put away

Dock-to-Stock Time

Percentage of orders shipped 
same day. Variance report
of Warehouse Inventory
vs. Order Management

system inventory

Inventory Accuracy

Number of accurately filled 
orders divided by total 

number of orders shipped

Fulfillment
Accuracy Rate

How many seconds to
answer an inbound call

Speed of Answer
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Conclusion: Putting
The Plan into Action

Hopefully the information you’ve just read has been 
helpful and you are now in better position to embark on 
choosing the perfect Fulfillment Partner. It’s now time 
to define your next steps.

Determine if the Timing is Right: Whether you just launched a product 
and the picking and packing has you pulling your hair out, or you are an established 
brand seeking to gain operational efficiencies through outsourcing, you have a big decision 
to make. The Fulfillment Provider that you choose will ultimately serve as an extension 
of your company. You need a true partner that understands the business. But more 
importantly, you want someone that can listen to your challenges and offer solutions to 
make your life easier and your company more profitable.

Make a Short List of Providers: With this being a critical business decision, go ahead 
and make a list of the providers that you feel could be a good match based on the criteria 
above. Are they experienced in handling the type of product that you carry? Do they 
provide the operational service or services that you need? Is their location a match for 
the geographic location of your customer base? Can they scale accordingly during your 
peak order season? Once you define this initial list, then it’s time to engage.

Interview your Top Prospects: A business may have the perfect suite of services, their 
KPI’s are right on point and the technology they apply is cutting edge; but if the culture 
of the company is not a match for you, it just isn’t going to work. Once again, you need 
a partner in this business. The only way you will know for sure that you have the right 
match is by talking through your business challenges together.

Prepare for Transition: Once you have found your future partner in business, it’s time 
to make the move. Fulfillment Providers onboard clients regularly and should be able to 
walk you through the process so that you don’t miss a beat.

Change isn’t always easy. With so many variables, 
it definitely takes a big effort to establish a 

relationship with a new Fulfillment Partner. 
However, if you find the right one – the 

term “Fulfillment” just might take on 
a whole new meaning.
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This year is our 15th Anniversary of helping brands achieve exceptional 
customer experiences through Order Fulfillment and Customer Care. 
Here are a few things we are celebrating:

•  Long-Time Leader In the Fulfillment Space
•  Thousands of Campaigns Executed
•  Hundreds of Brands Represented
•  Valuable Industry Contacts Made
 

If your wish is to find a trusted partner in Order Fulfillment,
Customer Care and Value-Added Services all under one roof,

we invite you to connect with us.

Make a
  Wish…

Call Us at 866.843.3827 to Get Started or Visit a2bf.com to Learn More




