
�1

megatrend: noun – global, sustained and macro economic force or development that impacts business, 
economy, society, cultures and personal lives. Thereby defining our future world and its rapid pace of change.

PUDO INC PICK UP    
DROP OFF

Leveraging the E-Commerce Megatrend

November 2018
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Introduction

Issuer:  PUDO Inc. (the “Company” or “PUDO”) is a publicly traded company
• Public disclosures and financial information available at www.SEDAR.com
• The Company’s fiscal year end is February 28

Listing: PUDO is listed in Canada on the CSE - ticker: PDO
PUDO is listed in the U.S. on the OTC - ticker: PDPTF

*All statistics and metrics relate to combined Canada & US markets, unless otherwise specified.  All values are in US dollars unless otherwise specified

Safe Harbour Statement
“Certain statements regarding the  Company’s business and operations may include “forward looking statements” within the meaning of the Private Securities Litigation 
Reform Act of 1996 . Such statements consist of any statement other than a recitation of historical fact and can be identified by the use of forward-looking terminology such 
as “may,” “expect,” “intend,” estimate,” or “continue” or the negative thereof or other variations thereof or comparable terminology. Investors are cautioned that all forward-
looking statements are speculative, and there  are certain risks and uncertainties that could cause actual events or results to differ from those referred to in such forward 
looking statements. This disclosure highlights some of the important risks regarding the Company’s business. The number one risk of the Company is its ability to attract fresh 
and continued capital to execute its comprehensive business strategy. There may be additional risks associated with the deployment of our product and services competitors 
broader product lines and greater resources, emergence into new markets, the termination of any of the Company’s significant contracts or partnerships, the Company’s 
inability to maintain working capital requirements to fund future operations of the Company’s inability to attract and retain highly qualified management, technical and sales 
personnel, and other factors identified by us  from time to time in the Company’s filings with the SEC and the Canadian Stock Exchange. However, the risks included should 
not be assumed to be the only ones that can affect future performance. We may, among other things, also be subject to service disruptions, contract cancellations, facilities 
closures caused by labor disputes  or potential or actual acts of terrorism or government security concerns. All forward looking statements included herein are made as of the 
date hereof, based on information available to us as of the date thereof, and we assume no obligation to update any forward-looking statements.”

http://www.sedar.com/


Billions of e-commerce parcels worth $2.3T†	annually, traverse 
the planet efficiently and economically — until, they hit the last mile.  

A tight and tangled gridlock. Uneconomic. Unsustainable.

Multiple system failure has created a macro opportunity for an 
integrated services and technology solution to resolve gridlock.

Networking just 1% of North America’s $473B* e-commerce 
market, estimated at roughly 7B* parcels annually could 
realize PUDO +$400M** in potential gross revenues.
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†Statista	-	annual	
* US Dept Commerce /  Retail Council Canada  

**PUDO - based on unit average gross revenues

Market Opportunity
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The Evolution of North American Logistics

1850s - Early 1900s
People shopped in local stores 
and carried their purchases 
home

Personal and business letter 
mail was delivered in bulk by 
federal postal services, to pick-
up/drop-off counters at 
community general stores

Mail order goods were 
delivered by Pony Express, 
Wells Fargo, etc., to pick-up/
drop-off counters at community 
general stores

1945 - 1995
People shopped in local retail 
stores and large regional shopping 
malls and carried their purchases 
home

Department store mail order 
shopping grew in popularity, 
creating a regional store-based 
pick-up/returns counter model

Personal and business letter mail
was delivered by federal postal 
services to individual residences 
and businesses, and rural postal 
stations

Independent courier services like  
Fedex, DHL, UPS, LSO, Loomis
created a thriving door-to-door  
B2B logistics sector for business 
documents and parcels

1995 - 2017
People shopped in local retail 
stores and large regional malls 
and carried their purchases home.

Amazon and Alibaba sparked an  
online shopping ethos that  grew  
to $150B globally by 1999. This 
new retail model promised delivery 
of goods directly to people’s homes

Convergence of mega malls and 
online shopping eclipse department 
store mail order model, and regional 
pick-up/return counters close

By 2017, online shopping has 
grown to $2.3T globally / $473B in 
North America.  Federal postal 
services and B2B courier services 
struggle to manage residential 
delivery volumes; prices rise and 
shippers must find alternatives.

2018 - 2019
Last-mile gridlock dominates 
headlines as e-commerce giants 
like Amazon become victims of 
their own success.

By now, millions of retail, 
transportation, warehouse and 
fulfillment players populate the e-
commerce ecosystem — all 
operating independently and all 
reliant on over-burdened/broken 
postal and B2B courier systems.

Vast demographic shifts lead to 
hundreds of billions of dollars in 
losses due to undeliverable 
parcels, unmanageable returns, 
unsustainable parcel theft.

Wholesale consolidation is the 
only solution to last-mile gridlock.  
Realistically, this will never happen.

But virtually it can — with PUDO Inc.

To find our way forward we must look to the past.  Pick Up - Drop Off
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Warehousing, Sorting

Long Haul Shipping

Last-Mile

Consignees

Last-Mile Gridlock Increasing
Exponentially on Volume

Longest Distance
Lowest Cost

Shortest Distance,
Highest Cost

An Opportunity in Gridlock
• The e-commerce retail model is a megatrend 

unlike any we’ve seen before.  

• This inverse new retail model grew faster than 
the critical new logistics infrastructure it needed 
for support, could develop beneath it. 

• The old logistics model was not developed for 
retail or e-commerce, rather letter mail and B2B 
courier.

• The explosive growth of parcel volume, 
undeliverable parcels, parcel returns, and parcel 
theft within the so-called ‘last-mile’ has created 
unsustainably high-cost, paralyzing gridlock.

• PUDO’s new logistics solution could efficiently 
network hundreds of thousands of disparate 
players in the e-commerce ecosystem.   A virtual 
and vast consolidation could exponentially:

• reduce delivery time, friction, costs ~ 30%
• increase efficiency, profits ~ 30%
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Online Retail’s Ticking Time Bomb
For e-commerce, the ticking time bomb is ‘last-mile gridlock’ - the much publicized inability of online 
retailers and logistics to put parcels into the hands of consignees and/or manage parcel returns cost-
effectively and efficiently, in that comparatively short but perilously complex ‘last mile’ between local 
warehouses and/or fulfillment centres and consignee addresses.  Already, last-mile costs consume 53% of 
total costs to ship; escalating exponentially on explosive growth. The three primary causes of last-mile gridlock:

• NOBODY HOME to receive parcels (35% of the time*, $166B exposure)
• RETURNS - 3X higher for online purchases than in-store ($550B by 2020**); 

friction triggers unsellable overstock, brand degradation, insidious losses
• UNATTENDED PARCEL THEFT ($5.6B annually affecting 20% of consumers***)

“Last-mile logistics planners need to accept the new reality of internet shopping because it’s only going to 
keep growing … logistics must move closer to the customer with multi-tiered systems.”

Matthias Winkenbach, MIT Research Scientist

“The last mile is the expensive mile. Figure out a way to reduce it, and you improve the bottom line.”
Patrick Browne, UPS Director Global Sustainability

“The "last mile" is a thorn in the side of e-commerce retailers … new retail, old logistics.”
In the Black -  Leadership, Strategy, Business

*Multiple sources  **Shopify  ***Global Data 
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• 25M e-commerce parcels shipped daily 
in 2017 / 32M by 2021*

• 8.7M parcels daily (35%) undeliverable, 
on first attempt in 2017*

• 4% higher online retail sales adoption in 
UK, where PUDO-like ‘pick-up/drop off’ 
systems are widely established†

• 30% of online purchases are returned – 
3X the in-store purchase average

• Reverse logistics system failing:
• Cumbersome and costly
• Barrier to e-commerce conversion
• Consumer loyalty losses for retailers

6%
4%

37%
53%

Last Mile Line Haul Collection Sorting

Source: Honeywell, 2016

Share of Delivery Costs,
by Part of Journey

Simple & Scalable Solution to 
Last-Mile Gridlock and Costs

52% of US consumers are looking for alternate delivery and return solutions*

*UPS Pulse of the Online Shopper 2017  
** Multiple Sources   *** Ring Study/CNBC   †Globaldata

• 35% of the time, no one is home to meet 
the courier** 

• 50% of the ‘failed first attempt’ deliveries 
lead to doorstep drops** 

• Doorstep drops lead to spoilage and 
epidemic high-value parcel theft†

• 20% of US homeowners lost parcels 2017: 
$5.6B value. Average, 2.6 parcels each†

!
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Opportunity

Last-mile gridlock is crippling North America’s 
$473 B* e-commerce sector.

Couriers systems built and streamlined for business-to-
business delivery have been forced into residential service.

Postal services constructed two centuries ago to deliver mail 
are being forced into parcel services.

Across all verticals, residential parcel delivery and return 
systems are failing to meet customer expectations,  limiting 
e-commerce propagation.

Multiple system failure has created a macro 
opportunity for innovative services and technology.

What We Do

Never Miss 
A Delivery

Hassle-Free 
Returns

PUDO is uniquely equipped and positioned to resolve 
last-mile parcel delivery & return gridlock.“If I had asked people what they wanted – 

they would have said faster horses.”
Henry Ford

Networking just 1% of North America’s $473B* e-commerce 
market, estimated at roughly 7B* parcels annually, could realize 

PUDO +$400M** in potential gross revenues.

Working with all supply chain stakeholders within the North 
American e-commerce ecosystem, PUDO has designed a plug-
and-play, parcel-traffic-control networked technology solution 
that is courier-neutral, bi-directional, sustainable, affordable, and 
scales free to consumers. 

�8

* US Dept Commerce /  Retail Council Canada  
**PUDO - based on unit average gross revenues
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PUDO – How it Works
PUDO is not a courier – PUDO technology connects stakeholders in new and efficient ways

Existing bricks-and-mortar convenience 
type stores fly the PUDO flag and are 

already located near where consumers 
live/work/learn/play/vacation. Stores are 

paid per-parcel and benefit from 
additional foot traffic.

Existing storefronts
PUDO’s technology creates a fluid 

network of storefronts, transportation 
companies, fulfillment centers and 
retailers. Consumers can retrieve 

their parcels, or drop off their returns,  
nearby & hassle-free.

Technology Company
PUDO’s technology is plug-and-play for 
desktops and mobile checkouts. Parcels 
can be re-directed by any courier when a 
consumer isn’t home, or a consumer can 

choose PUDO directly from within 
integrated shopping carts.

Integration

As each link in the chain adopts PUDO technology…
• Delivery time, friction, liability, costs – decrease exponentially
• Efficiency, convenience, brand, loyalty, profits – increase exponentially 

C u r r e n t l y  E a r n i n g  R e v e n u e  f r o m  > 9 0 0  A c t i v e  P U D O p o i n t s



Only PUDO Ticks All Of The Boxes
Big players create big headlines, but contribute little to resolving gridlock

Postal	Delivery Postal	Counter Courier	Service Courier	Depot Amazon Remote	Entry Lockers Uber	Model Indie	Drivers Delivery	Drones PUDO

Ensure	someone	to	accept	delivery	all	day	every	day ✔ ✔ ✔

Ensure	access	by	any	courier	or	delivery	service ✔

Ensure	hassle-free	returns ✔

Ensure	that	missed	deliveries	are	held	for	pick-up ✔ ✔ ✔

Ensure	parcels	not	stolen	from	consignee	address ✔ ✔ ✔ ✔ ✔

Ensure	access	by	any	retailer	or	marketplace ✔ ✔ ✔ ✔ ✔

Ensure	early/late	parcel	pick-up	&return ✔

Ensure	weekend	parcel	pick-up	&	return ✔

Ensure	residential	address	anonymity	&	privacy ✔ ✔ ✔ ✔

Ensure	secure	storage	of		goods	subject	to	spoilage ✔ ✔

Ensure	age	&	identity	confirmation	on	receipt ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔

Ensure	SMS	or	email	alerts	re	parcel	pick-up	status ✔

Ensure	consignee	choice	of	delivery	methods ✔

Ensure	lowest	cost	delivery	method ✔

Ensure	best-price	delivery/pick-up	via	consolidation ✔

Ensure	multiple	retailer	consolidation	pricing ✔

Ensure	possibility	of	value-added	service	at	pick-up ✔
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WHICH PLAYERS RESOLVE LAST-MILE ISSUES CONTRIBUTING TO GRIDLOCK?
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Retail Spending Consumer Behavior

Canada & USA
• Online Shopping = 13% of retail 2017 / 17% by 2021**
• Second largest e-commerce market in the world (after China)
• 237M (79%) consumers shop online  2017 / 253M by 2021
• Online spending is growing at 5x rate of in-store spending***

• 70% of households are dual income = day vacant*
• 46% of residential dwellings are apartment style*

United Kingdom
• Third largest e-commerce market
• Highest e-spend per capita globally

• Online Shopping = 17% of retail 2017 / 25% by 2021†

• 75% of consumers shop online

• Widespread distrust of shipping services across Western Europe inspired 
successful PUDO-like ‘pick-up/drop-off’ system; revolutionizing and 
propelling rapid growth of e-commerce in the UK****

TECTONIC SHIFTS

Explosive growth in e-commerce parcel traffic and friction

Online retail globally  
(2017) with 26% annual growth 

Expected to exceed $4.8T by 2021*

Online retail in North America  
(2017) with 14% annual growth

Expected to exceed $750B by 2021*

* Statista

Europe foreshadows domestic e-commerce opportunities & solutions

* Stats Canada; **Forrester Research; ***emarketer.com; ****forbes.com; †Globaldata

$2.3T

$473 B
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Positioned for Success

• PUDO is a generic term, already entrenched in Europe, comprising tens of thousands of 
locations and millions of consumer, retailer, fulfillment and courier members across 13 countries.

• In Europe 34% of online orders are consumer-directed to pick-up/return points. This ‘click & 
collect’ option is ubiquitous in online checkouts.*

• North American counter networks are all courier-owned, preventing them from connecting 
innovative solutions and transportation partners like those proven in Europe.

• In North America, PUDO is the first-mover, already disrupting the e-commerce and traditional 
delivery/return ecosystems.

• PUDO can expedite and reduce the costs of international deliveries; 
57% of online shoppers surveyed across 24 countries, had shopped from an overseas website 
in the last six months.†

• PUDO has partnered with Global leaders in; 
• Cross-border logistics and freight forwarding
• E-commerce fulfillment
• Returns management
• Direct-to-consumer signature-required and perishable goods distribution

Networked parcel delivery and return is inevitable in North America

* Barclay’s report, 2017; †Forbes
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Harness Existing Bricks & Mortar
Thousands of convenience stores across Canada and US have already registered to be activated as PUDOpoints; a mix of well-run 
independent stores and chains/franchises that include chains such as 7-11 and Timewise stores.  There are more than 165,000 convenience 
stores throughout North America.   Convenience stores are near consumers, have short lines, and require increased foot traffic.  
PUDO’s growth plan culminating in 16,000 locations, places a PUDOpoint less than two miles from >80% of the population.

 

Strategic activation of PUDOpoints relies on providing sufficient parcel volume to ensure consistent familiarity with PUDO’s services, systems 
and processes.  Parcel volume relies on system testing and strategic partnerships with fulfillment centers and national carriers.   After months 
of research, testing and technology upgrades internally and with industry partners, PUDO has developed the right solution and 
partnerships to support network expansion.

When the PUDOpoint Network is established and near online shoppers, PUDO’s appeal broadens exponentially.  Stakeholders from all 
verticals can leverage PUDO convenience and cost savings of up to 50%. Early adopters now include e-commerce fulfillment and software-as-a-
service companies whose retailers are searching for more efficiency and choice.

Scaling the Network
How did we attract parcels without a network?  How did we build a network without parcels?

PUDO can activate more than 100 PUDOpoints per week
Chicken & Egg Problem Solved
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Who Needs PUDO?
Today’s e-commerce ecosystem includes new and old players, struggling to utilize old constructs, systems and technology to 

manage new demographics, behaviours, capacity and expectations.

• Online shoppers
• SOHO businesses
• Communities
• Chain & independent convenience stores

Consumers & CommunitiesRetailers & Manufacturers
• Fulfillment centers
• Transportation companies
• Traditional couriers
• Local gig-based couriers

Fulfillment & Couriers 
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• Omni-channel retailers
• Bricks and mortar retailers
• Online-only retailers
• Online marketplaces



Fulfillment Centers
1. PUDO is carrier-neutral. Any carrier or 

courier can deliver parcels/pick-up returns

2. Option for same-day pick-up or in-market 
exchanges

3. Safe convenient locations open late and on 
weekends

4. Strategic consolidation between shipments 
from multiple retailers at PUDOpoints – 
outbound and returns

5. Same trucks that deliver, also collect returns

6. Greater convenience and reduced costs 
increase consumer loyalty

Couriers
1. 35% of the time, no one is home to accept 

deliveries. PUDO provides a ‘near-home’ 
place for consignees to retrieve parcels 

2. Deliver to thousands of PUDOpoints  
instead of millions of homes

3. Second attempt deliveries increase costs and 
delay delivery. Elevated costs reduce margins

4. Reduced productivity – second attempts burn 
time, fuel and capacity

5. Doorstep thefts ($5.6B annually US) and the 
associated liabilities are eliminated with PUDO

Improved Customer Service / Margin Enhancement Integrated with CANPAR, LSO, Dicom and more

A well established matrix of existing PUDO-like solutions in 13 
European countries needs strategic alliances in North America. 
PUDO’s Network would enable these European entities to refine 
and expand their successful delivery/return network overseas

�15



Retailers & Manufacturers
PUDO’s solution reduces friction, increases margins and direct-to-consumer online sales

* UPS Pulse of the Online Shopper 2017; †Euromonitor	International		2017

Online consumers in the UK select a  
PUDO-like collect option at checkout.†34%Online consumers rate free return shipping 

as an important purchase consideration*79%Online consumers asking for alternate 
shipping locations*52%

• Satisfied customers – never miss a delivery
• Integrating a hassle-free returns partner increases sales and customer loyalty
• PUDOpoint delivery is less expensive than residential delivery

• Solution for age and identity required deliverables
• Eliminate spoilage – PUDOpoints have safe and secure, room temperature storage
• Solution to door-step theft; eliminates replacement cost and losses
• PUDO’s robust data analytics enables retailers to optimize logistics efficiencies and costs

As bricks-and-mortar stores close - the need for PUDO’s services grows
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Consumers
1. Retrieve/return parcels when convenient – 

open early and late, and on weekends

2. Consumers are mobile (48% even shop via 
mobile devices*) and largely unable/unwilling 
to receive parcels at home

3. 95% of consumers unwilling to trade 
privacy (courier-admittable door locks, car 
trunk delivery) for convenience

4. Locker solutions haven’t caught on with 
consumers; also federal post dependent

5. Reducing delivery and exchange related 
inconvenience, increases the popularity of 
online shopping

6. Consumers are increasingly loyal to online 
retailers with hassle-free return policies

Communities
1. Apartment/condo buildings are courier-

unfriendly (limited access, or overwhelmed by 
parcel deliveries)

2. Offices/businesses are limiting or banning 
delivery of personal courier packages at work

3. Most colleges/university residences will not 
receive e-commerce deliveries

4. PUDOpoints are located near where people 
live/work/study/play, even vacation

5. Thousands of existing convenience stores 
looking to add footfall in a time of declining 
tobacco and fuel sales, will fly the PUDO flag

6. Analysis of Europe’s success enables PUDO 
to leapfrog misdirected infrastructure spending

Never miss a delivery /  hassle-free returns Building e-commerce into the community

* UPS Pulse of the Online Shopper 2017
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Experienced & Proven Management Team
100+ Years of Logistics Expertise, Innovation & Intelligence
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• Kurtis Arnold - CEO   Kurtis started a career in air traffic control at Canada's busiest airport. The final years of his career 
were spent leading a major project designed to reduce the costs for airlines while increasing system capacity. 
Accomplishing this goal involved working with many stakeholders including international air traffic organizations, Canadian 
and USA militaries, and accommodating varying interests and capabilities of the airlines. After a successful 
implementation, Kurtis started looking for other challenges; joining PUDO first as a board member, then as CEO just over 
one year ago. His experience bringing together different perspectives and interests has led to positive changes in how 
PUDO approaches the market, and has led the company to find new opportunities with global 3PL and SaaS companies 
looking for a different approach to addressing problems with the last mile.

• Matt McDonough - COO  Twenty-five plus years in the transportation and logistics industry.  Formally Managing Director 
of TNT Express's North & Central American Business Unit where he grew the unit from $45 million to $110 million in just 
seven years. Prior to that role, also at TNT, Matt was Vice President Operations Americas Region, where he gained 
extensive experience running operations across the vast geography of the western hemisphere.  As a former Lieutenant in 
the US Navy, Matt's engineering experience brings trademark discipline to the business of logistics and PUDO.

• Frank Coccia - CSO  More than 40 years experience building hyper-efficient niche courier systems in Canada and 
Europe, plus repeated successes in banking, legal, optical and travel, fueled Frank’s vision of applying hyper-efficiencies 
to the omni-channel retail sector through the development of PUDO systems similar to those in the UK and Europe.

• Doug Baker - CFO  US-based CPA experienced in growth-focussed public companies and startups.  Doug manages 
compliance and disclosures for dual-listed PUDO.

• John Clarke - VP Sales & Marketing  Major account and business development experience leading projects such as 
developing autotrader.ca, institutional sales for Google Canada, and sales and marketing for InPost - a global parcel locker 
player that recently ceased operations in Canada.

• Chris McMullen - VP Finance  CPA with background in IT systems and transactional businesses, whose expertise is 
particularly suited to helping PUDO refine, develop and manage KPIs, systems and accounting policies. Instrumental in 
business and expansion planning. Former CFO, Livingston International.



PUDO’s Network Solution
The right people in the right places at the right time

Crisis: Momentum building for a new technology-based, asset-light, systems-integrated solution.

PUDO exists near where people live work and play now, and as, when, where they move.
PUDO resolves fundamental crisis issues of ‘nobody home’ and ‘parcel theft’.
Dropbox, Amazon Key, branded depots, Uber, drones, etc., are finger-in-dike stopgap mitigators.

PUDO ticks all boxes:  carrier-neutral & integrated, fluid, bi-directional, scalable solution.
PUDO connects all the dots: moving them as needed, connecting parcels with people.
PUDO founded and managed by logistics experts & engineers with 100+ years experience.

Each 3PL signed represents potential new market opportunity of millions of parcels per month.

Networking just 1% of North America’s $473B* e-commerce market, estimated at roughly 7B* 
parcels annually, could realize PUDO +$400M** in potential gross revenues.

PUDO staged to hit ground running now, providing North American solution for all stakeholders.
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* US Dept Commerce /  Retail Council Canada **PUDO - based on unit average gross revenues
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Contact

Kurtis Arnold
CEO
PUDO Inc.
kurtis.arnold@PUDOpoint.com
647.272.2887
Toronto, ON

Karen Speight
Investor Relations
PUDO Inc.
karen.speight@PUDOpoint.com
506.694.1250
St. John, NB  
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pudopoint.com
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