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Your 
Data for 
Stress-Free 
Delivery 
WHY CONSUMERS ARE 
INCREASINGLY WILLING TO 
TRADE PRIVACY FOR THEIR 
PACKAGES. BY LISA LACY 

onsumers have long exchanged 
data for services they find 
valuable, l ike email addresses 
or location for free W i - F i and 

t social media profiles for easier 
,^0 site logins, but they are s tart ing 

to let platforms into their lives l ike never be­
fore, even going so far as to consent to vehicle 
tracking and access to their homes. 

Whi l e many consumers are s t i l l uncom­
fortable w i t h in-home deliveries i n particular, 
this w i l l l ikely change as long-term relation­
ships w i t h platforms l ike Amazon, Google 
and even Walmart evolve and the collective 
definit ion of privacy shifts along w i t h what 
experiences consumers deem valuable. 

In-car deliveries can be traced to circa 
2015, when manufacturers l ike Volvo and 
A u d i began pilots i n Europe. I n exchange for 
sharing vehicle location dur ing a delivery 
window, couriers are granted one-time access 
to the t r u n k to drop off or pick up packages. 

Then, i n September 2017, Walmar t began 
a t r i a l w i t h smart home access company 
August Home to deliver goods inside par t i c i ­
pants' homes—or even their refrigerators. 

In-home orders placed at Walmart .com are 
picked up by associates from same-day deliv­
ery company Deliv, which has a one-time pass 
code to enter the recipient's home via a keyless 
lock. The customer receives a notification 
when Deliv arrives and can watch the delivery. 

Amazon's s imilar service, Amazon Key, 
also taps into an indoor security camera and 
a smart lock, and plays out much l ike the 
Walmar t service. 

"The goal w i t h video was largely around 
bui ld ing comfort for the customer," said Ja­

son Johnson, CEO of August Home, po int ing 
to how Uber and Lyft had dashboard cameras 
to protect the driver and also make the pas­
senger comfortable in a stranger's car. 

A November 2017 survey f rom online com­
m u n i t y Toluna found almost a quarter of re­
spondents would take advantage of in-home 
delivery i f available. Participants could give 
mult iple reasons for rejecting the service, 
and 48 percent cited security and 36 percent 
said safety as reasons to not use Amazon or 
Walmar t in-home delivery. 

In-home delivery providers are certainly 
keen to stress safety and security, along w i t h 
convenience. 

I n ablogpost, Sloan Eddleston, vp of 
Walmart ecommerce strategy and business 
operations, said homeowners control the entire 
in-home delivery experience and re turn home 
to magically find their orders wait ing for them. 

Mill ions of consumers already trust plat-

ages], nowyou have a lock and a camera and 
give permission to come into your house. I f 
that's a good experience, you w i l l let them 
walk the dog. I f that's a good experience, you 
w i l l let them clean the house." 

Similarly, Anindya Ghose, a business 
professor at N Y U , said he found i n a May 2017 
study that more t h a n 75 percent of par t i c i ­
pants were w i l l i n g to share int imate data 
w i t h companies—provided the firms have a 
product or service they value. 

"They are beginning to demand a fair 
exchange for their data and want to negotiate 
the terms w i t h brands to mutua l advantage," 
he said. 

Ghose said the market w i l l continue to see 
shifts i n the acceptance of what is considered 
normal , driven by convenience and economic 
efficiencies—much l ike w i t h Uber and Lyf t . 

A n d as Amazon i n part icular enters sec­
tors l ike healthcare, Snyder asked, "Is i t so 

forms like Amazon and Google in their homes 
w i t h voice devices—in-home delivery and 
cameras merely extend the relationship further. 
(Google's subsidiary Nest sells security cameras, 
but a rep said Nest Secure doesn't allow home 
access. He didn't comment on delivery plans.) 

For his par t , Jason Snyder, global CTO 
of Momentum Worldwide, said whatever 
plat form is closest to the consumer controls 
the conversation on the consumer journey— 
and technology-driven experiences require 
a trade-off i n which u t i l i t y and q u a l i t y of 
service determine how much permission a 
brand w i l l get. A n d as relationships bui ld , 
consumers w i l l continue to give permission, 
provided the experience is good. 

" T h i n k about the Amazon model," Snyder 
said. " I f you have a problem [ l ike stolen pack-

crazy to imagine Amazon w i l l dispatch a doc­
tor to your house i n the next couple of years? I 
don't t h i n k so." 

Younger generations in part icular believe 
large companies have l i t t l e incentive to abuse 
privacy, Ghose added. 

" T r u s t is fundamenta l i n th i s r e la t i on ­
ship. The vast m a j o r i t y of large companies 
have very l i t t l e incentive to abuse i t—they 
are also t h i n k i n g about l ong - term re la t i on ­
ships," Ghose said, d ispe l l ing the m y t h 
that f i r m s w a n t to abuse data and privacy 
because they acknowledge t r u s t is very 
fragi le and m a i n t a i n i n g i t is a w i n / w i n for 
the consumer and brand . 
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