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Abstract

Abstract

Purpose: The purpose of this study is to explore last mile delivery practices among large and medium
Swedish omni-channel (OC) retailers and e-tailers. Also, the study aims at analyzing what similarities and
differences exist between the two types of retailers.

Method: A literature review was carried out in order to gain more knowledge about the topic and develop a
theoretical framework, used for analyzing data. Also, a quantitative study was conducted through electronic
surveys (secondary data) and website observations (primary data). The 100 retailers were large and medium

OC retailers and e-tailers and were selected based on a probability sample.

Findings: The study has shown that there are plenty of similarities and differences between the two kinds
of retailers. Some of the delivery practices and options that OC retailers and e-tailers perform similarly are
unattended HD (unattended home delivery), attached C&C (click and collect), drop shipping, free solitary
C&C (click and collect). There are also differences between retailers when it comes to attended HD, time
slot, eco delivery or LTL-Courier (L.ess Than Truckload-courier). E-tailers offer more competitive remote
deliveries with more free remote delivery options. OC retailers leverage on both store network and remote
delivery services. Thus, OC retailers can learn how to cope with e-commerce growth and adapt their delivery

services as e-tailers do.

Limitations: This study has a geographical focus on Swedish OC retailers and e-tailers. The data that was
collected has been limited to the logistics variables: delivery mode, velocity, time slot, slot price
differentiation, delivery fee, eco delivery, picking location, delivery area and transport service.

Theoretical implications: This study is an important step towards contributing to academic theoretical
literature regarding last mile delivery practices. Based on the previous frameworks, new logistical vatiables
were added, such as more velocities, delivery fee, eco delivery and drop shipping. These contributions were
helpful in the process of exploring characteristics about retailers and how they differ from each other.

Managerial implications: This research is valuable for managers and retailers in order to find the best
logistical strategy. It could be beneficial for OC retailers who face challenges that e-commerce brings and

compete with e-tailers.
Keywords: Last-mile delivery, Retailing, Omni-channel, E-tailers, E-commerce.

Paper type: Research paper
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Introduction

. Introduction

The first chapter starts with the background section, which includes fundamental knowledge regarding ommi-channel, e-commerce
and last mile delivery. 1t continues with the problem description of the report. Furthermore, the purpose and research questions
are introduced. The chapter ends with the delimitations and outline of the report.

.1 Background

Technology has developed remarkably during the last years, leading to an increase in the number of people
that are using the Internet for their everyday needs. The Internet has been seen as a place where people can
meet, both privately and professionally. It has become a source of information and a place for people to
shop online. The development and escalated use of the Internet made e-commerce a channel that is popular
among customers and companies. This is because it is easy to be used by consumers and because of the
multiple beneficial tools that help retailers to monitor data (Nisar & Prabhakar, 2017). The rapid increase
leads to a lot of new challenges for internet and OC (omni-channel) retailers. This means that companies are
all trying to adapt to a new era, where e-commerce is a distribution channel that has gained popularity.

Retailers are trying different solutions to cope with the growth of e-commerce.

The definition of e-commerce is the use of computer networks to increase profit, improve customer service
and gain customer share which increases the performance of the organization. In other words, to buy and
sell products or processes through electronic means. (Mourya & Gupta, 2015). It is a concept that is used
when describing individuals who buy and sell various products, setvices, or information through a computer.
This can be translated to when people buy various products or services online. A big part of e-commerce is
B2C (business-to-consumer), which is a major business model in e-commerce. In the business to consumer
model, customers visit a website where they place an order for the products that they are willing to buy.
When the consumer has placed the order, the business will then send the order (Yu et al., 2017).

There are several large e-commerce companies and Amazon is one of the largest companies in the world.
According to Ehandel.se (2021), Amazon had a revenue growth of 44% for the first quarter of 2021. The
second largest e-commerce company, according to Obetlo (2021), is Alibaba Group Holdings, with a market
value of 648.32 billion dollars, which can be compared to Amazon's market value of 1,634 billion dollars.
The market of e-commerce has been growing considerably all over the world and in Sweden it grew 40
percent in 2020. (Postnord, 2020).

The last few years have seen more retailers trying to become OC retailers and include e-commerce to provide
a consistent customer experience (Von Briel, 2018). OC retailing is defined as a synchronized multi-channel
that companies use to collaborate with customers through various channels, such as physical stores or online
stores (Li et al., 2020). Therefore, a retailer that has different consistent channels for offering goods or
services is called OC retailer. Also, multiple touchpoints are offered to the customer. Therefore, customers
can order from whatever device pleases them, at whatever time fits them, and whatever type of combination
that is appropriate to the customer. This type of experience shall also be seamless and consistent for the
customer (Myerson, 2020).

This suggests that a remarkable difference exists between OC retailers and e-tailers. It was previously
mentioned that OC retailing implies multiple channels to communicate with customers. Both physical and
online stores are used to provide a high customer experience (Li et al., 2020). Usually, omni-channel retailers
make most of their profits with the help of brick-and-mortars (Levy et al., 2018). When shopping from an
omni-channel retailer, customers can make purchases from both online stores and physical stores. Inside a
store, customers can evaluate the product with the touch-and-feel experience. However, they can encounter
the possibility that the product is out of stock when arriving at the store (Ray & Yin, 2020). Also, consumers
can benefit from information provided by the sales associates and start using the product instantly, after
purchasing it (Levy et al., 2018).
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In contrast, e-tailing and an e-tailet's activity implies offering customers only one channel for making
purchases: the Internet. Thus, customers are able to visit e-tailers' online stores and benefit from broader
selections and detailed information that help customers assess products or make the difference between
various products (Levy et al., 2018). This can be done through various devices, such as computers, mobiles
or smartphones. What is more, customers can benefit from personalizing the retailers’ offerings displayed
on the website and search for enough information to decide about the final product that is to be purchased
(Levy et al., 2018). COVID-19 had a notable impact on e-commerce since it grew. Companies shift from
brick-and-mortar to a more online oriented approach to retailing (Bhatti et al., 2020). This automatically
developed a competition between OC retailers and e-tailers since e-tailers have various Internet channels to
sell products, while omni-channel retailers need to focus more on the online channel and adapt last mile

delivery practices.

Several large companies are using an OC strategy. According to Fortune (2020), Walmart is the largest
company in the US, counting total revenue for the year 2020. The company was in the 15t place in the Fortune
500 list of 2020. Walmart is a leading OC company in the US, that has both online stores and physical stores.
The company had a revenue of 548,743 million US dollars in 2020. Apple is another OC company that is the
4t Jargest company in the US and had a revenue of 294 135 million US dollars in 2020 (Fortune, 2020).

One important part of OC is last mile delivery which was significantly affected by the growth of e-commerce
(Cardenas et al., 2017). Nowadays, it represents a challenging part of the logistics’ activity since customers’
expectations are higher. Therefore, an important objective of last mile delivery is to improve the availability
and quality of the delivery (European Commission, 2013). Last mile delivery is defined as the physical delivery
of goods to the end-consumer. Last mile delivery is a part of the last mile distribution, which is triggered by
a customer order. The process of last mile distribution starts with the picking request and ends with the
delivery to the customer. Therefore, last mile delivery is the front-end activity of last mile distribution and is
dealing with the customer, in contrast to the back-end activity, which deals with the sender (Olsson et al.,
2019).

Moreover, last mile delivery is strongly connected to the last mile back-end fulfillment, which indicates
preparing an order for its delivery. The order fulfillment can be performed in various picking locations by
retailers, such as in-stores, central warehouses, or separate fulfilment centers. Afterwards, the products can
be delivered directly to a customer or indirectly when customers gather the order from a pick-up point
(Wollenburg et al., 2016). Because of the increased demand for goods, retailers seek to develop effective
solutions for delivery. Various companies test modern technologies, such as drones or parcel lockers to offer
flexible and high-quality delivery alternatives to customers (Ghajargar et al., 2016; Iwan et al., 20106).

In 2020, COVID-19 hit the wortld. This pandemic has increased e-commerce sales worldwide, which has
made a fast-growing distribution channel grow even more rapidly than before. It has created a need where
consumers need different alternative ways of ordering products. The distribution and fulfillment centers are
adapted to be able to satisfy the online orders, and often require one day fulfillment (Myerson, 2020). Because
of consumer’s pandemic fear, the transition from brick-and-mortar to online shopping has been increased.
With the help of various technologies, online platforms are implemented in order to accommodate customers
in the process of purchasing goods (Tran, 2021). However, the pandemic can be considered a grand challenge
because of the negative impact on retailers, such as less access to physical stores and growing demand for
last mile delivery (Pantano et al., 2020).

1.2 Problem Description

As previously mentioned, e-commerce has accelerated further during the pandemic. Last mile delivery
practices represent a challenge for retailers, particularly for OC retailers because they have to shift the
channels: from brick-and-mortar to online (Hwang et al., 2020). The increasing number of customers
ordering online, and high demand leads to last mile delivery challenges. Customers prefer to select home
deliveries and require a fast delivery time. This means that retailers must speed up the operations and always
make sure that the stock is sufficient to meet customers’ needs (“The impact of COVID-19 on Last Mile
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Delivery”, 2021). Also, retailers need to select local suppliers in order to diminish the transportation time. In
addition, retailers invest in automation and software that allow them to find the best route for delivery.
Another significant challenge of last mile delivery triggered by the e-commerce growth is expanding the
transparency of the delivery and share information with the customer regarding potential delays (“The impact
of COVID-19 on Last Mile Delivery”, 2021). Therefore, OC retailers need to cope with the growth of e-
commerce and satisfy customers through timely and high-quality delivery.

Alternatively stated, the problem of the thesis is that retailers, specifically OC retailers face the challenge of
last mile delivery and need to adapt it so it can be in line with the shift from brick-and-mortar to a more
online oriented approach and e-commerce growth. An example is offering more home deliveries, instead of
in-store deliveries. OC retailers, therefore, have to compete with internet retailers, who are already doing

business through the Internet channel.

1.3 Purpose and Research questions

With the problem statement in mind, which is the competition between OC retailers and e-tailers and the
last mile delivery challenges, the paper aims to investigate how OC retailers differentiate themselves from
and compete with e-tailers. Also, the study will pay particular attention to two main aspects of the last mile
delivery. The first aspect is the delivery setvices that retailers provide to their customers. It will cover various
characteristics such as delivery mode, velocity, time slot, slot price differentiation, delivery fee and
environmental delivery. The second aspect will focus on the distribution of products, and it will include the
delivery area, transportation service and picking location. The purpose of this paper is:

To excplore omni-channel retaslers and e-tailers' last mile delivery practices in order to understand how OC retailers can compete
with e-tailers.

This has led to two research questions that will reach the purpose of the paper. The objective of the first
research question is to investigate which last mile delivery practices performed by Swedish OC retailers and
e-tailers are popular and unpopular. It will be focused on the two aspects of last mile delivery, previously
mentioned. To be able to understand what the common and uncommon last mile delivery practices e-tailers

and OC retailers are, the first research question is formulated.
RQ1: What are the most and least popular last mile delivery practices among omni-channel retailers and e-tailers" in Sweden?

The second research question’ objective is to develop a clear understanding of how OC retailers perform the
last mile delivery, compared to the e-tailers. In other words, this research question will focus on how they
differentiate themselves from each other to be able to compete with one another. Therefore, the second

research question has been formulated.

RQ2: What are the differences and similarities between Swedish omni-channel retailers and e-tailers, regarding last mile delivery

practices?

.4 Scope and Delimitations

The study focuses on large and medium companies within OC retailing and e-tailing, where large companies
have an annual turnover of more than 50 million euros and medium has an annual turnover between 10
million euros and 50 million euros. The focus will be on distribution settings, which include the picking
location for the products, the delivery areas that the companies have and what type of transport services are
used. The delivery mode is also going to be included in the focus. The paper will investigate 50 large and
medium OC retailers and 50 large and medium e-tailers. Furthermore, the geographical focus will be the
market in Sweden. The study will also cover the environmental aspect of the triple bottom line, regarding
delivery. This study will not cover what actors are performing the delivery operations, such as in-house and

outsourced delivery, and it will also not cover the economical or the social part of the triple bottom line.
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1.5 Outline

The study contains six chapters. Subsequently, the reference list and appendices are introduced. Figure 1
illustrates how the report is structured.

Chapter 1: This chapter will include background for the research and a problem description that describes
why the research is conducted. It also includes the purpose and research question, the delimitations and the
outline of the report.

Chapter 2: This part starts with the research design and the connection between research questions and
methods. Thereafter, the methods utilized for data collection are introduced. It will also describe how the
data was analyzed and evaluate the quality of the gathered data.

Chapter 3: Within this chapter, the authors will present the theoretical framework and relevant literature to
explain the study’s topic and logistical variables.

Chapter 4: This chapter dives into the findings of the study, by presenting them with the help of the
theoretical framework.

Chapter 5: Chapter 5 aims at answering the research questions stated in the beginning of the paper. Here, a
discussion of the methods is also presented.

Chapter 6: The closing chapter will summarize the key facts developed in the previous chapter and draw

conclusions. Furthermore, theoretical and managerial implications are described and suggestions for future
research are explained.

Introduction Methods Theoretical Findings Discussion and Conclusion
framework analysis

Figure 1. Structure of the report
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2. Methods

This chapter describes the methodology of the study and begins with the research design that explains the connection between
research questions and method and research process. Then, the methods used for collecting data are described. Here, the authors
motivated why these methods were appropriate and their advantages and disadvantages. Subsequently, data analysis is introduced.
The chapter ends with investigating data quality.

2.1 Research Design

The focus of this study is to map out the last mile delivery practices of e-tailers and OC retailers in Sweden.
To be able to identify what research has been done and what gaps exist on this subject, a literature review
has been conducted. According to Bell & Waters (2014), a literature review is needed to get an understanding
of the topic that is being studied. The literature review has led to a framework that was used by the authors
to analyze different variables. The approach that has been used to be able to succeed with the study and
answer the research questions has been a quantitative approach. The quantitative approach is a method
utilized by researchers and often uses numerical data with research questions that are predetermined with a
conceptual framework and design. The quantitative approach helped the authors to answer the first research
question which eventually led to an answer to the second research question. The facts were collected from
different sources and the relationships of the facts were studied to one another. This method is most likely
to produce quantified and generalizable conclusions (Bell & Waters, 2014). Considering the aim and research
questions of this study, this type of research method is of interest, due to the need to analyze numerical data
from plenty of different companies.

The research questions are:
RQ1: What are the most and least popular last mile delivery practices among ommni-channel retailers and e-tailers' in Sweden?

RQ2: What are the differences and similarities between Swedish omni-channel retailers and e-tailers, regarding last mile delivery

practices?

To be able to develop a conclusion that is applicable for Swedish large and medium OC retailers and e-tailers,

quantitative research methods were used for producing generalizations.

In comparison with qualitative, where the aim is to understand how and why and is more explanatory, the
quantitative rather focuses on what (Azungah, 2018). The qualitative study is often used to be able to
understand why something is happening, or why something is used (Bell & Waters, 2014). A quantitative
research method, therefore, suits this study, where the aim is to explore omni-channel retailers and e-tailers'
last mile delivery practices in order to understand how OC retailers can compete with e-tailers. A deductive
approach was used by the authors. This is used when a researcher starts with a framework where different
sources are compared and verified (Azungah, 2018).

2.1.1 The connection between research questions and methods
Figure 2 is a visual illustration of the relation between the research questions and the chosen methods.

To be able to answer the research questions, a literature review has been carried out. The search engines used
were PRIMO, which is a search engine provided by Jénkdping University, and Google Scholar. This was
done to be able to find both peer-reviewed articles and sources that were reliable and connected to last mile
delivery. The literature review led to the development of the new theoretical framework, illustrated in the
next chapter. This framework was used for analyzing the results part and giving consistent answers for the

two research questions.

10
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RQ1: What are large
and medium
omni-channel

retailers and e-tailers”
J—— last mile delivery
practices in Sweden?

Literature review
regarding last mile
delivery, e-commerce
and omni-channel
retailing

\

Theoretical
framework

RQ2: What are the
differences between
Swedish
omni-channel
retailers and
J e-tailers, regarding
last mile delivery?

Quantitative study
on 100 retailers

\J

Figure 2. The connection between research questions and methods

A quantitative study covering 100 retailers was effectuated in order to answer the research questions. Primary
data consists of information regarding 25 large and 25 medium e-tailers' last mile delivery practices with the
help of observations on retailers’ websites and it was done by the authors of this Thesis project. Secondary
data comprises data about 25 large and 25 medium omni-channel retailers’ last mile delivery practices, and it
was collected through electronic surveys conducted by previous classes at Jonképing University in 2019 and
2020 and sent to the authors by the Thesis supervisor. This means that the data is about 50 e-tailers and 50
OC retailers. Hence, there are two types of contexts studied in this Thesis; omni-channel retailers and e-
tailers, and they are studied with two different methods: observations and electronic surveys, respectively. In
order to answer the research questions, the two contexts were assessed and compared. It is worth mentioning
that both the literature review and the quantitative study were beneficial for answering the research question.
In the first question, the quantitative study was useful for identifying and mentioning what popular and
unpopular delivery practices retailers perform. Here, the authors of the study used the theory for explaining
why retailers use or do not use various delivery practices. In the second question, the information from the
quantitative study helped the authors to observe similarities and differences between retailers. The literature

review was used to explain why these commonalities and dissimilarities exist.

2.1.2 Research Process

It can be seen in Figure 3 what the research process consists of. The first step was to identify the problem
of the study. It should be mentioned that research was conducted before in order to find the last mile issues
that e-commerce growth brought. The problem identification helped the authors to also identify the purpose
of the study and develop two research questions. Next, a literature review was conducted to find information
that can support the discussion and analysis chapter and have an in-depth understanding of the topic. Online
databases, such as Google Scholar and Primo were used to find peer-reviewed articles and books to find
secondary data. The outcome of the literature review was the theoretical framework, used to show afterwards
the results and analyze them. The next step was to collect data regarding large and medium e-tailers' delivery
practices by observing their websites. At this stage of the process, data about large and medium omni-channel
retailers’ delivery practices was received by the supervisor of the Thesis project in an Excel file. Then, the
data was analyzed and connected to the information from literature review. Microsoft Excel was a beneficial

tool for categorizing and analyzing data. Data was classified into multiple logistics variables, which can be

11
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seen in Appendix I. Thus, each column of the Excel file represented a logistical variable. The last step of the
research process was to discuss the findings. They wete connected to literature. At this stage, the results were
discussed and evaluated with the help of the supporting literature. The methods used were also assessed. It
must be noted that the Thesis authors categorized the retailers into OC retailers and e-tailers, without
separating the medium and large retailers, even though there is a difference between them: large companies
have an annual turnover of more than 50 million euros and medium has an annual turnover between 10
million euros and 50 million euros. The reason for this circumstance is that medium companies have a
developed economy and experience in the market. It can be argued that large companies have greater
possibilities to take advantage of the economy. However, it is asserted that medium companies are willing to
become larger. It can be assumed that the last mile delivery practices adopted by medium companies are in
line with the last mile delivery practices that large companies perform. This is because medium-sized
companies are on their way to becoming large or aiming to be large. Also, they have quite a developed
economy and it is therefore assumed that their logistical delivery practices are in line with the large ones to
be able to compete and imitate the last-mile logistical practices of the large retailers. Finally, the conclusion

summarizes the key facts and involves suggestions for further research.

" s ™ \
PROBLEM LITERATURE REVIEW DATA COLLECTION DATA ANALYSIS DISCUSSION AND
IDENTIFICATION > ) ) i —> colaliadn,
(Online databases) [Website observations, (Excel files)
surveys) (Discuss RQs and methods) |
ey

\\ ,/ I\

Figure 3. Research process
2.2 Data Collection

A triangulation approach has been used to see findings from different perspectives and cross-check the
findings that have been made to be able to confirm the findings or challenge them to be able to increase
reliability. There are several types of triangulations and one type of triangulation, which was also used in this
paper is methods triangulation. It is based on collecting data by utilizing various research methods
(Williamson, 2002). The authors performed surveys, observations, and literature reviews. Researchers can

make use of each research method’s benefits.

2.2.1 Sampling and Population

A population is ‘the aggregate of all cases sharing at least one common characteristic’ (Williamson, 2002),
while a sample represents just a subgroup of a chosen population. An element is a component of a population
that researchers collect data about. Choosing a sample when collecting data is essential since researchers
generalize the results of a sample to a broader population. However, generalizations depend on the type of
sampling used. The products that have been a part of this study had a value between 500 SEK and 1000
SEK.

In this study, a probability sample was utilized. Williamson (2002) explains that there is an equal chance that
an element from a population is involved in a sample. Therefore, the population in this paper is 50 large and
50 medium retailers, which are then divided into two categories: 25 large and 25 medium OC retailers and
25 large and 25 medium e-tailers. To be able to perform the study efficiently, it was important that the sample
criteria for the primary data was the same as the secondary data. As mentioned before, the sample criteria
for large retailers was companies that had an annual turnover that was more than 50 million euros. The
sample criteria for the medium retailers was companies that had an annual turnover between 10 million and
50 million euros. Another sample criteria was that companies were Swedish, which means that companies
must be based in Sweden. The sample criteria for the primary data was e-tailers, which is retailers that focus
on e-commerce and for the secondary data the criteria was OC retailers that had combined several channels
such as e-commerce and physical stores. This study counted a retailer that had 2 or less stores as an e-tailer,
and retailers that had 3 or more stores as an omni-channel retailers. This limitation was used to be able to
have a concrete separation of the diverse types of retailers and 2 of the e-tailers that were observed had 2

stores or less. Then, samples were randomly chosen from the two categories. This represents a type of
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probability sample, and it is called stratified random sampling, as Williamson (2002) suggests. The 25 large
and 25 medium e-tailers were randomly chosen from a list of Swedish e-tailers, found on Google. This
represents the primary data collected through observations. The 25 large and 25 medium OC retailers were
also randomly selected, but not by the authors, since data regarding OC retailers was provided by the
supervisor of the Thesis project. Therefore, this is secondary data collected through surveys.

When utilizing non-probability sampling, elements are chosen accidentally or on purpose because they are
nearby, such as a classmate or they require the same knowledge that the researcher has. It is worth mentioning
that probability sampling allows researchers to develop generalizations, while non-probability sampling does
not (Williamson, 2002).

Moreover, descriptive statistics were conducted, and it helps researchers to ‘describe the characteristics of a
sample’ (Williamson, 2002). To be more precise, the data gathered from both OC and e-tailers was collected
in an Excel file and summarized afterwards in order to create percentages; for example, how many e-tailers

utilize Home Delivery, or which are the most common delivery methods.

The criteria used to define large and medium-sized retailers was the turnover. Companies that do not exceed
50 million euros turnover are medium-sized. Accordingly, retailers that have a turnover between 10 and 50

million and medium.

2.2.2 Literature Review

A literature review is significant when conducting a research because it generates theory in a study
(Williamson, 2002). Accordingly, a literature review was performed to understand the subject of the Thesis
project and gather information for the development of the theoretical background. The literature review that
was done by the authors was a regular literature review, where the aim was to gather information to further
understand the subject of the Thesis. It is important to mention that the authors did not utilize a systematic
literature review, which is a method that describes in detail how many results were found and uses a process
that is replicable and transparent. (Reim, et al., 2015). Also, the literature review was a valuable method for
conducting the analysis of the study results and answering the research questions. The search engines utilized
to find theory were ProQuest Central, Primo (Jonképing University) and Google Scholar. Relevant keywords,
such as “last mile delivery”, “omni-channel”, “e-commerce”, “e-tailers” and vatious combinations of search
terms were entered in the chosen databases. The advanced search provided by databases allowed the authors
to enter more keywords and add synonyms. Plenty of articles use the term ‘e-tailing’, but many other articles
contained the word ‘online retailing’. In order not to omit relevant articles, synonyms were often used.
Afterwards, the titles of the articles and abstracts were read to analyze the relevance to the topic. If the articles
were selected, their full text was read to gather data and formulate the theoretical background. Moreover, the
articles selected were mostly peer-reviewed. It was important to choose articles and books that were recently
published because e-commetce is growing, and an increasing number of retailers implement e-commerce as
the main sales channel. But in some cases, some oldet, but relevant articles were used. It was also limited to
journals, books and PhD theses.

2.2.3 Surveys and Interviews

In order to collect data about 25 large and 25 medium OC retailers’ delivery practices, surveys were
conducted. As noted before, information about OC retailers represents secondary data since they were not
performed by the authors of the Thesis project, but by the previous classes at Jénképing University in 2019
and 2020 and sent to the authors by the Thesis supervisor. In appendix 11, the survey utilized to gather data
regarding last mile delivery practices of omni-channel retailers can be noticed. The previous classes did it as
a research assignment for school in order to gather data about how Swedish OC retailers perform last mile
delivery activities, such as delivery mode or pick-up location. The survey involved 23 questions and they were
multiple answer questions. The first 7 questions were related to the position and name of the retailer or years
active as an omni-channel. The rest of the questions contained the name of vatious logistics variables and

multiple answers from which the retailer could easily select the one(s) that fit.

13



Methods

A survey is a research method that is based on gathering primary data from a population or a sample. There
are various techniques used for performing a survey, such as questionnaires, interviews, and observations
(Williamson, 2002). In this paper, both electronic (emails) and telephone surveys were used as research
methods to collect information. Electronic surveys are flexible and common methods because of the easy
way of collecting and analyzing data. To conduct this type of survey, researchers establish a process that
begins with the formulation and design of a questionnaire on an online platform and end with building a
database for data collection. Email surveys are popular methods of collecting data, especially when the
information is obtained from a population that has access to email, such as different kinds of organizations.
Williamson (2002) illustrates this fact with the example of companies who have customers’ emails. In this
way, companies can rapidly get consumetr’s opinions and feedback.

Email surveys have plenty of advantages. Firstly, a survey can be simply sent to more people and the response
time is short. Secondly, compared to surveys sent by posts, email surveys do not imply any investment.
Thirdly, existent softwate's make the design and analysis processes smoother. Moreover, people who answer
email surveys are more likely to give complete and sincere answers, in comparison to people who answer
surveys through phone calls. In addition, answering questions in this kind of survey is effortless because of
the easy selection of check boxes. Email surveys have at the same time limitations and disadvantages. If
surveys are longer than three screens, the response rate can be significantly reduced. Therefore, surveys
should be short so that people can answer all the questions. Also, it could be challenging to acquire all the
emails of the people from a specific sample (Williamson, 2002). Therefore, the software application utilized
for creating the survey was Microsoft Forms, a free online survey creator. Then, the surveys were emailed to
OC retailers. This software allows developing multiple answer questions. In this way, OC retailers could
easily give a clear answer by selecting the answer in the check box that best fit. Moreover, the survey was not
long. It contained 23 questions as mentioned above, which allowed OC retailers to answer all the questions.

Telephone sutrveying is another type of survey aimed at collecting data. An important technique to gather
data in an interview. Williamson (2002) specifies that surveys conducted by telephone can have a successful
outcome if they are well-organized and planned. They can be as effective as face-to-face interviews or
questionnaires. Selecting this type of survey involves a lot of consideration of some elementary factors, such
as the topic, the complexity of the topic. Telephone surveys have numerous benefits. For example, it can
cover an extensive geographical area. Interviewers do not have to travel or invest in travelling to the
interviewee’s location. Another example is that the response rate is high, compared to email surveys.
Therefore, plenty of information can be gathered in a fast way (Williamson, 2002). Telephone surveys were
also used to gather information about various logistical variables. Some OC retailers did not answer the
surveys sent by email. Consequently, telephone surveying was used since it has a higher response rate. The

survey questions followed the same structure as the email survey in order to be clear when interviewing the
OC retailer.

Surveys performed through phone calls also involve limitations. The interview must contain questions that
are easy to be understood and not complex. In this manner, the interviewee can give short and clear answers.
Also, the questions must be developed in a way that allows the interviewee to give short answers. As
Williamson (2002) specified, “Telephone surveys are unsuited to questions requiring lengthy or involved
responses. Even though phone surveying has limitations, the previous classes at Jénkoping University
managed to ask short questions, which were identical with the survey questions. This allowed OC retailers
to give cleat, short answers. Also, the questions wete structured in a way that did not require the interviewee
to give long and involved answers.

2.2.4 Observations

An observation is a type of data-gathering technique and is about observing something or someone to gather
specific data about contents or different processes and interactions (Bell & Waters, 2014). In this case the
content that was gathered was the contents of websites. It is a complex method because a researcher often
needs to use several different techniques to collect the relevant data (Baker, 2006). The companies that were
used for the observations were randomly selected, but 25 of the companies had to belong to the large
category, and the other 25 had to belong to the medium category. The e-tailer category was limited with a
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maximum of 2 physical stores, where in this study 2 of the e-tailers that were used in this study had physical
stores. To be able to find retailers based on turnover, a search on google was made for the largest retailing
companies in Sweden, where some fell into the category large, and some fell into medium. The turnover was
then controlled through a website called allabolag.se which registers information about the companies
including their economic turnover. The numerical data from large and medium e-tailers was collected
through observations on the official websites of the companies and was randomly selected from a list of
retailers found on google. The purpose of the observations was to collect relevant data for the study regarding
last mile delivery.

The data that was collected was divided into different logistical variables and can be seen in Appendix 1.
where one of them was “Delivery mode” and divided then into sub-categories: “Attended HD”, Unattended
HD, In-store C&C, Solitary C&C and “Attached C&C”. Another logistical variable was “Eco Delivery” and
had two options: “Yes” or “No”. The third variable was “Free delivery mode” and contains five options:
“Free solitary C&C”, “Free in-store delivery”, “Free delivery over a certain order value”, “Free attended
HD” and “Free unattended HD”. The fourth variable was “Delivery time” which was divided into “Same
day”, “Next day”, “2-3 days”, “4-5 days” and “5 + days”. The fifth variable was “Picking Location”. The
options were: “In-store”, “Central warehouse”, “Separate fulfilment center”” and “Drop shipping”. The sixth
logistical variable was “Transport service” which was then divided into the following categories: “Milk-run”,
“LTL - exptess coutiet/LTL — coutier” and “Line haul + Local distribution”. The seventh vatiable was
“Time slot” and categorized into “Specific” or “Undefined. The eight variable was “Slot price differentiation”
and divided into either “Yes” or “No”. Last but not least, the logistical variable “Delivery Area” was used
and divided into “Local”, “Regional”, “National” or “International.

The study chose a structured observation and was suitable because the objective and focus was already
identified (Bell & Waters, 2014). The observation was done by visiting the official websites of the companies
where a fake order was placed for an item ranging between 500 SEK to 1000 SEK to be able to retrieve the
different delivery alternatives, prices for delivery, and information about warehousing was also searched on

the website (Baker, 2000).

2.3 Data Analysis

Figure 4 represents an illustration of how the process of data analysis took place. A literature review was
conducted to develop a theoretical framework, which represents qualitative data. In order to find relevant
theory, the databases were carefully selected. Alongside the literature review, a quantitative study was done
through both website observations and surveys. The quantitative data that was collected was constantly
discussed by the authors to be able to assess their relevance and reliability. The quantitative data was then
summarized in an excel document and classified in different last mile delivery categories and variables. Next,
it was analyzed and compared to the theoretical framework, which was developed through a literature review.

The theoretical framework was used as a base to be able to motivate the different last mile delivery practices.
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Figure 4. Data analysis process

In order to conduct the discussion chapter and answer the research questions, the data from the Excel file
was analyzed. It is worth mentioning that the Excel file contains the data from surveys and obsetrvations.
Calculations were performed to find out how many OC retailers and e-tailers use each logistical variable. The
numbers expressed in percentages were then noted in two tables: one for OC retailers and another one for
e-tailers, which will be presented and thoroughly explained in the Findings chapter.

To answer the first research question, the authors evaluated the tables to see which the most popular or least
popular logistical variables are amongst OC retailers and e-tailers. However, the authors created new tables
for each logistical variable, where the percentages for both types of retailers were written in order to better
visualize them. The percentages higher than 50% were considered popular, while the ones less than 50%
were regarded as less popular. The tables were remarkably helpful, since the authors could answer the
question without difficulty. The literature was also utilized to give a clear explanation of why the retailers,
both OC retailers and e-tailers, use each logistical variable more or less.

In order to answer the second research question, other tables were created to observe the similarities and
differences between retailers. Since the percentages for both types of retailers were written on the same table,
comparing the OC retailers with e-tailers was easily managed. If the difference between the two percentages
of the retailers was equal or greater than 15%, the authors considered the retailers’ delivery practices to be
different. If the difference between the two percentages was less than 15%, the delivery practices were
considered similar. As in the first research question, the literature review was used to motivate why similarities
and differences exist between OC and e-tailers. The data that was collected consisted of primary data which
was done through observations and secondary data through surveys and interviews. The primary and
secondary data was carried out with different methods. The companies that filled in the interviews and
surveys were told that the answers were being used for research purposes only. The authors of this report
were part of the retailing classes of 2019 and 2020 at Jénképing University that collected some of the
secondary data.

As mentioned before, two different studies were included in the Thesis. One study is represented by the
primary data collected by the authors through observations. The other study is represented by secondary
data collected by the previous classes at Jénkoping University. The fact that two different studies were
utilized was not difficult for the authors to compare them and did not influence the percentages in the
Findings chapter. The reason for this is that both followed a similar structure, according to the theoretical
framework. In the survey, the questions contain the name of the logistical variables, followed by multiple
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answers represented by the options of the logistical vatiables. The company had to choose the answer that
best fits their last mile delivery practice. The fact that the questions were short with multiple answers allowed
the company to answer all the questions. When observing the retailers’ websites, the authors were searching
for information regarding each logistical variable. Therefore, the clear structure of the survey allowed the
authors to easily transcript the data in the Excel file, together with the data from the observations.

2.4 Data Quality
According to Bell & Waters (2014), reliability is the ability of a test to produce the same results under the

same conditions constantly. To increase the reliability of the report, the authors have described in detail how
the data has been collected and how it has then been analyzed. This has been done to help other researchers
carry out the same study under the same conditions and get the same result. The data that was collected by
the authors was combined with both primary data in the form of observations and secondary data in form
of surveys and interviews. The secondaty data was collected from the retailing classes of 2019 and 2020, in
which both Thesis authors were involved. The companies were told that the answers will only be used for
research purposes, which increased the reliability of the answers. By combining both primary (collected by
the Thesis authors) and secondary data (collected by previous students), the possibility of being biased is
decreased.

Validity is described as that it measures what it is supposed to measure. The validity can be divided into two
separate categories which are internal validity and external validity. Internal validity is about measuring what
is supposed to be measured and external validity is about how generalizable the findings are (Bell & Waters,
2014). To be able to strengthen the internal validity, the companies that matched the category that was being
measured were randomly chosen, regardless of what type of products were being sold by the companies. The
authors have also taken measures to increase external validity, such as including a lot of different companies
and sizes.

To increase both reliability and validity, triangulation was used. This means that several research methods
were used to be able to analyze the subject from different perspectives. By using several different research
methods, the result of the data becomes more robust, which leads to an increase in reliability and validity
(Denscombe, 2017).
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3. Theoretical Framework

In this chapter, a scientific foundation related to the topic of the study is presented. 1V arious concepts are explained in-depth. The
first two sub-chapters will focus on e-tailing and ommi-channel retailing, respectively. It continnes with discussing last mile delivery
and logistical variables that will be incorporated in the theoretical framework. The chapter ends with illustrating and explaining
the theoretical framework developed by the anthors of the Thesis, with the help of theory.

The theoretical framework is relevant since it enhances the understanding of key notions utilized in the
development of the study. Before answering the research questions, it is essential to understand specific
characteristics about omni-channel and internet retailers and last mile delivery practices. Also, there is a
strong connection between the theory and research questions. The theory will be utilized in order to analyze
the findings and therefore build a thorough answer.

3.1 E-commerce and E-tailers

Over the last two decades, the use of the Internet and mobile segment has been increased and e-commerce
is heavily dependent on these two types of retailing channels (Mahipal & Shankaraiah, 2018). E-commerce,
as a distribution channel, has grown remarkably. This is because a significant number of individuals use the
Internet to purchase goods (Gawor & Hoberg, 2019). The growth has led to an increase in direct-to-
consumer deliveries, which is related to the growth of e-commerce (Viu-Roig & Alvarez-Palau, 2020).

The start of E-commerce was in 1991, the year when the Internet was commercialized. In 1992 a company
named Compuserve offered their customers products through an online platform. That was a historic
moment, considering that people were able to buy products through a computer for the first time. It also
shows another big moment where in 1995 Amazon.com launched and today is one of the largest companies
in the world and a leading e-tailer. An e-tailer is a retailer that focuses on selling products online. In 1999 the
spending that was done through the Internet reached 20 billion US dollars (Mourya & Gupta, 2015). This
can be compared to 2020 when the e-commerce sale reached 4280 billion US dollars (Sabanoglu, 2021). For
example, Amazon had a market value of 1,634 billion dollars, which means that it represents a large company
(Fortune, 2020).

As mentioned before, e-commerce is an easy way to purchase items and compare prices. E-commerce does
not have limited business hours and is not bounded to a physical store location. Customers can order at a
time that fits their schedules. E-commerce reduces transaction costs, which leads to companies being able to
offer lower prices to their customers (Guo et al., 2020). Therefore, it is not only beneficial for customers,
but also for companies themselves. An example of a benefit is being able to reach out to a lot more customers
when the geographical boundary is almost non-existent (Falk & Hagsten, 2015)

Due to COVID 19, e-commerce within business-to-consumer has grown. Consumers who need to procure
everyday products, such as groceries, utilize the online channel for ordering the goods. This is due to the
possibility of getting infected when going shopping in a physical shop. Jhaveri (2020) suggested that
consumers would rather shop online, instead of getting infected while shopping in-store. The virus has sped
up the process of customers purchasing items online (Tran, 2021). Online shopping is often a more
economical choice for consumers, but it also offers a greater variety of products, with more flexibility in both
time and location (Kim, 2020).

Besides these positive aspects of e-commerce, this distribution channel has also negative aspects. When
shopping on the Internet, customers perceive online transactions riskier than in-store transactions because
of the security and privacy of personal data. To be more specific, customers are worried that retailers can
collect data regarding their procurement history or personal information or send emails with unwanted

advertising.
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3.2 Omni-Channel Retailing

When a customer needed to buy a product in the past, the most common way was that the customer had to
g0 to a physical store and see what type of products the company had to offer. But in the ‘90s, the Internet
was on its way on becoming commercialized. Suppliers started creating websites, which in turn made them
create product catalogues online. This led to the first retailer offering products through the Internet. When
the companies saw that the cost could be reduced, it started to grow (Weiland, 2016).

The development of digitalization has changed retailing and e-commerce has become a big part of it. This
has therefore created a need to adapt to digitalization, where e-commerce is added to the channel-mix. But
companies have come even further by integrating all the channels, and do not consider themselves as
individual channels rather compliments to each other. This has therefore led to OC retailing. Channels such
as online stores and physical stores are integrated to create a seamless experience for the customer (Verhoef
et al.,, 2015).

Figure 5 shows how retailers' 'channels developed and the transition from simple to complex. Initially,
retailers were selling goods through one channel: in a physical store. Thereafter, retailers started integrating
multiple channels that were separated from each other. The channels development led to omni-channel

retailing, where all channels are incorporated with each other to create a seamless experience for customers.
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Figure 5. Differences between channels
Source: Author's illustration based on Levy et al. (2018)
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According to Levy et al. (2018), 80 percent of all purchases still take place in a physical store, but 90 percent
of customers do research on their purchase through a mobile device or online. This type of behavior has
therefore created a need where companies need to implement an OC strategy to be able to adapt to the
customer expectations, where the customer expects that everything will work seamlessly. Customers also
expect that companies have diverse products with rapid delivery. Commonly, customers use several channels
simultaneously e.g., checking the prices online whilst walking around in a physical store. It is also common
that customers use apps for comparing prices, and then checking different websites of retailers. This leads
to an increasing need for integration between channels to create a seamless experience for the customer
(Bijmolt et al., 2021). In Sweden, 10 percent stated that they have not used a mobile device when shopping,
e.g., checked on a mobile device if a product is available in-store before going there to be able to know
whether the product that the customer wants is available for purchase at the store (Postnord, 2019).

Something that has led to OC is that plenty of companies has started offering different pickup options such
as home delivery, pick up in-store and several options of purchasing channel (Xu & Jackson, 2019).
Consequently, new challenges occurred. One example is inventory handling. Retailers must manage these
challenges to be able to compete and provide different delivery methods, such as reserving products online
and picking them up at a store. This type of cross-channel functionality requires assortment planning that is
accurate and planned between the physical stores and the online stores (Gallino et al., 2017). The need for
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companies to fulfill the availability of shopping in a physical store and deliver directly to the customer is
increasing. Alongside this, companies need to create a seamless experience where all the channels are
integrated (Hiibner et al., 2016a).

3.3 Last Mile Delivery

Last mile delivery, as previously stated, is the physical movement of an order to the final customer, or ‘the
final leg of the supply chain’, as Vakulenko et al. (2019) explain. According to Slabinac (2015), it is considered
a part of the supply chain that does not accomplish maximum productivity. This is because customers order
low volume orders, in a frequent way. Another reason for this fact is the narrow time window delivery. Last
mile delivery is also regarded as a costly part of the supply chain since it represents 50% of the total cost of
the supply chain (Vanelslander et al., 2013). Therefore, retailers pay considerable attention to last mile
delivery.

Taniguchi et al. (2012) mentioned the main stakeholders and their objectives in last mile deliveries. For
shippers, a reduction of the total cost and maximizing customer service by offering fast deliveries are primary
objectives. Similarly, freight carriers' goal is to minimize transportation costs and achieve maximum service
quality. Another important actor in the last mile delivery is the customer, who expects a fast delivery at a low
cost. Administrators are stakeholders who make sure that the prosperity of the city environment is

flourishing. Moreover, they ensure that sustainable practices of transportation are applied.

Boyer et al. (2005) defined four types of last mile delivery strategies, in a supply chain context. It must be
noted that order fulfillment can be performed in a retailer’s store or distribution center (DC) and deliveries
can be carried out directly at customer’s doors or indirectly at pick-up points. The first type of last mile
delivery is called semi-extended, and it means that the order fulfilment is performed inside the store and
customers also pick up their orders from the store. These benefits with this strategy are that customers
observe the products in the retailer’ s store and might be willing to make more purchases and the low cost
of delivery. The disadvantage, however, is that a retailer’s store is not as efficient as a distribution center
when it comes to picking orders (Boyer et al., 2005). The second strategy is the fully extended supply chain.
Otder fulfillment is also store based, but the order is delivered directly to the customet’s home, which means
that the delivery cost is high. This kind of strategy is used by grocery stores in heavily populated cities. As
Boyer et al. (2005) explains ‘It’s easier to manage delivery in cities because delivering from several stores (say
50 in the Greater London area) allows a shorter average travel distance to customers than from a centralized
warchouse’. The third type of strategy is the de-coupled extended supply chain. It is worth specifying that
this strategy does not imply physical stores. It refers to order fulfillment that is done in a distribution center
and indirect delivery to the customer. An advantage is that products can be customized in a distribution
center. Another advantage is the low delivery cost. Therefore, customers order a product and, afterwards, it
can be manufactured according to their specifications and requirements. A drawback is that customers must
wait longer for their products to be delivered (Boyer et al., 2005). The fourth and last strategy is called
centralized extended supply chain and it involves order fulfillment in a distribution center and direct delivery
to customers. This strategy implies high delivery costs, and it represents a good option for grocery stores
that must have fast delivery to maintain the food fresh (Boyer et al., 2005).

A framework that was developed by Hiibner et al. (2016b) consists of logistics variables classified in two
strategic categories: back-end fulfillment and last mile distribution. The back-end fulfillment covers the
picking variable, which is divided into three separate variables: picking location (in-store, separated fulfillment
center, and central warchouse), picking automation (manual, semi-automated, and fully automated) and,
picking integration (separated, integrate, and capacity optimized & integrated).

Hibner et al. (2016b) also cover last mile distribution in their framework and one of the vatiables is the
delivery mode which is divided into home delivery (attended or unattended) and click and collect (in-store,
attached and solitary). Delivery time is another variable and involves velocity (same day, next day, and two
or more days). Delivery time also covers the time slot. It can be either specific or undefined. Another logistic
variable is delivery area and retailers can deliver locally, regionally, nationally, and internationally. Last but
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not least, returns are included in the framework. It is dived into no return but money-back, check and return
at reception, CEP return and accept and refund in retail outlets.

Another framework is developed by Marchet et al. (2018). This framework is based on Hiibner et al. (2016b)
framework. It consists of logistics variables classified into two strategic categories: delivery modes and
distribution settings. The delivery mode area covers the delivery mode, which is divided into attended HD,
unattended HD, in-store C&C, attached C&C, and solitary C&C. Another logistic variable is velocity, and it
involves same day, next day, and two or more days. Time slot and slot price differentiation were also included.
They are classified into either specific or undefined and yes or no, respectively. The distribution settings area
encompasses the picking location, which is divided into a central warchouse, separate fulfillment center, and
in-store. Delivery area is divided into local, regional, national and international. The last logistics variable is

transport service, and it can be milk run, LTL — express coutier, LTL — courier and FTL + local distribution.

Therefore, the frameworks developed by Hiibner et al. (2016b) and Marchet et al. (2018) mentioned above
will be utilized in this study as a guide to define and clarify the theory, more specifically, the logistics variables
that were used to identify how retailers perform the logistics activity of their last mile delivery. In addition,
the two frameworks will help the authors to develop a new theoretical framework, presented at the end of
the chapter.

3.4 Delivery Services

In the following section, five logistical variables will be discussed: delivery mode, velocity, time slot and slot price differentiation or
delivery pricing and delivery fee. Each variable contains two or more options which will be also explained for a thorough
comprebension.

The delivery mode, velocity, time slot are variables that are parts of Marchet et al. (2018) framework and
describes several logistics variables that represent retailers. Another variable that is described is delivery fee.
These variables are of interest to observe how retailers stay competitive when it comes to the last mile

delivery.

3.4.1 Delivery Mode

As Marchet et al. (2018) specified, ‘the delivery mode is a key logistics variable for the online channel, as it is
the final part of the order process’. Also, it is a significant variable since the consumer gets in touch with the
retailer. In order to decide the delivery method, retailers pay attention to diverse factors. The most important
factors are the geographical location of the retailer and consumer, demography and competition in a specific
area. In order to choose the most suitable delivery mode, the level of accessibility by a vehicle in a particular
region must be analyzed (Wollenburg et al., 2016). There are multiple types of delivering goods. Products
can be delivered directly to the customer’s home or indirectly, at a pick-up point. The orders can be fulfilled
either in-store or with the help of distribution centers, depending on the type of retailer (Boyer et al., 2005).

Home delivery is the delivery of goods to the customer’s door, and it can be perceived as a value-added
activity that retailers execute for meeting customer’s expectations. By using the home delivery alternative,
customers have the possibility to reduce the time spent on driving to the store and back to their homes.
Home delivery can also be beneficial when consumers purchase large orders and receive them in a short
petiod of time (Mehmood & Najmi, 2017). For an OC retailer who provides home delivery as a shipping
option, the process can be challenging. Firstly, an OC must collect the products ordered online by the end-
customers. Secondly, the costs for the last mile transportation must be taken care of (Wollenburg et al., 2016).
However, retailers who offer home delivery have a competitive advantage because they achieve customer

satisfaction. There are two types of home delivery: attended home delivery and unattended home delivery.

Wollenburg et al. (2016) explained that attended home delivery implies customer’s presence at home within
a specific time interval. It is mostly used by grocery stores to deliver groceries to customet’s door in Europe.
Even though it is advantageous, difficulties can occur for both consumers and retailers. Consumers atre

limited to leave the house since they must wait for the order to arrive at a particular time. In case the customer
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is not present for picking up the order, the truck goes back to the store or warehouse. This means that
supplementary costs will be covered for transportation, package handling and storage. Afterwards, the retailer
must schedule a new delivery for the customer. It is noteworthy that retailers’ goal is to balance the cost and
customer satisfaction; the costs for transportation is diminished by utilizing the maximum capacity of the

truck and the customers are satisfied by receiving the best customer setvice.

Park & Regan (2004) mentioned that one major challenge of home delivery is the ‘Not-at-home at the time
of delivery’ (Park & Regan, 2004). This means that the absence of customers at their home when a package
is delivered represents a failure. This is because of, as above stated, operational expenses must be covered,
and customers do not get satisfied. A solution to this problem is the unattended home delivery, which is the
delivery of goods at a customer’s door, although the customer is not home. This type of delivery is
convenient. According to Wollenburg et al. (2016), “unattended reception eliminates tight time slots and
capacity problems resulting from uneven demand during working hours”. Also, no additional cost must be
covered for the redelivery of a package, in case a customer is not home. For customers, the unattended home
delivery is beneficial since they do not have to wait for a delivery to arrive. However, there are concerns
related to the safety and security of unattended home delivery, such as theft of a package or burglary. Some
solutions for unattended home delivery are reception box, delivery box or shared reception box. Shared
reception box is a concept that is used when the customer picks up the package from another place. It can
be confused with C&C (Click and Collect), but retailers consider shared reception box as an unattended
home delivery since it has the same planning and costs as a normal unattended delivery (Wollenburg et al.,
2016).

Another delivery mode is Click and Collect. C&C is mainly used by OC grocery retailers, and it means that
customers purchase items online and pick them up from a pick-up point, ‘which can be a retailer store (in-
store C&C), a drive-through center near a retailer store (attached C&C), a locker or locations such as a post
office (solitary C&C)’(Marchet et al., 2018). The process of C&C is as follows: the ordered items are packed
in a central warehouse or in a store. Then, the items are picked up and shipped to the pick-up point. From a
logistical perspective, the transportation costs are reduced since customers ate cover the last mile
transportation costs (Wollenburg et al., 2018).

The in-store C&C is a convenient delivery mode for OC retailers who want to dive into the market through
OC because they do not have to spend capital on a separate pick-up location. As (Wollenburg et al., 2018)
explained, a booth is positioned inside the store so that customers can collect packages. For customers,
however, this alternative is not practical because of the time spent on driving and picking up the package.

The attached C&C is defined as a pick-up point that does not exist inside a store, but close to the retailer’s
store. It is a favorable option since customers can pick up packages without difficulties. Also, the
construction of an attached C&C does not cost as much as a solitary C&C does.

A solitary C&C signifies a pick-up point that is separate from the store. Marchet et al. (2018) mentioned that
such a pick-up point can be a locker or a postal office. It could also be a warechouse, as Wollenburg et al.
(2018) suggest. A warehouse can increase the costs for shipping, but reduce the costs for warehousing, such

as inventory and demand control.

3.4.2 Velocity

Velocity indicates the time that it takes for a delivery to artive at a customer, and it is influenced by the type
of product that a customer requires (Marchet et al., 2018). An important target that retailers set is to diminish
the velocity and delivery expenses and improve delivery security.

Same-day delivery represents a challenging logistical part because of the complex plan that has to be
developed for the rapid delivery to the customer and high costs. It has been noticed that customers do not
feel comfortable paying for the same-day delivery service. In some cases, consumers must pay for these
services. For example, customers who buy groceries day by day must pay for same-day delivery (Wollenburg
et al., 2018). Moreover, same-day delivery involves a high investment. Usually, a fast delivery implies that
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the delivery vehicle picks up the package and leaves the warehouse as soon as the order from a customer is
received. This method is expensive. Instead, vehicles can choose to wait at the warehouse until future other
orders are received from customers. This means that vehicles will perform fewer trips from the warehouse
to customers. This option is based on anticipating orders and it can save an important amount of money
(Voccia et al., 2019). Next-day delivery is as complex as the same-day delivery, but less expensive because ‘it
allows a greater degree of freedom’ (Wollenburg et al., 2018). Sometimes, this kind of delivery does not
achieve customer satisfaction. In the case of groceries, customers expect the package to arrive as soon as
possible because they have ordered groceries, which must be fresh, and which are perishable.

More days were added to the framework: 2-3 days, 3-5 days and 5 days or more. According to Allen et al
(2017), by planning productive delivery routes with consolidation of orders, retailers can achieve a reduction
in emission with less transport. Therefore, even though customers’ needs to wait for a longer period for their
delivery, the emission is reduced. It is important to consider the population in Sweden. With reference to
SBC (Statistics Sweden, Central Bureau of Statistics), Sweden consists of 290 municipalities and has 25,5
inhabits/km?. Compated to other countries from Europe, Sweden is less populated and rural.

3.4.3 Time Slot

When purchasing online, customers have the possibility to choose a delivery window in order to receive the
package. This is one type of time slot, and it is called a specific time slot (Marchet et al., 2018). In order to
achieve a high service level and have effective delivery, numerous e-tailers offer their customers the
possibility of choosing a limited time slot. Even though this can achieve high customer service, a narrow
time slot can negatively impact the delivery time because of a lot of customer requests for particular time
slots. When setting a time slot, retailers must consider both marketing and aspects regarding operations,
especially when it comes to selecting a time slot for each zip code. This makes the planning process very
complex because vehicles have to perform many trips during a single time window (Agatz et al., 2011).
Retailers encounter another multiple challenges. For example, it is difficult for retailers to share online
information regarding time slots and their availability. Another example is the high cost of fulfilment that

retailers have to manage because of customer’s requirements for the wished time slots (Wollenburg et al.,

2018).

Solutions for increased efficiency of delivery are the unattended home delivery and undefined time slots,
which are more flexible. This means that trucks do not have to depend on tight time slots and drop the
package according to a more organized schedule that aims at minimizing delivery costs (Punakivi et al., 2001).
Also, achieving this level of efficiency and flexibility is possible if customers do not select narrow time slots.
There are customers, as Strauss et al. (2020) mentioned, who are willing to choose more flexible time slots
or accept incertitude regarding the delivery time slots. Students, retired people or people who work from
home are more likely to pick a flexible time slot.

3.4.4 Slot price differentiation

Depending on the time slot, companies can change delivery prices. For retailers, this technique is
advantageous because ‘companies can balance their use of time slot capacity better, making the delivery
process more efficient (Klein et al., 2017). As an example, grocery retailers can ask customers to pay higher
fees when choosing popular time slots during the morning or evening. This is because streets are very
crowded at those times of the day and retailers intend to avoid the traffic, which can significantly reduce the
costs. That is to say, customer’s choice behavior can be impacted by the price retailers set. It must be noted
that retailers take into consideration two important factors when deciding the price: customer’s location and
delivery time slots (Klein et al., 2019).

Moreover, customers are offered plenty of alternatives that can reduce the delivery fee. For instance,
customers who are located in the same area and select the same time slot pay less since the truck performs
only one trip for more customers and less fuel is utilized (Wollenburg et al., 2018). Also, Tesco, a large retailer
in the UK compensated its customers with a cheaper delivery fee because they selected flexible time slots.
However, retailers need specific IT software to be able to differentiate time slots and develop a better
collaboration with the marketing department (Marchet et al., 2018).
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3.4.5 Delivery fee

Retailers can offer free delivery in order to satisfy customers, who value the free shipping service. Plenty of
retailers do not charge fees for orders that exceed a certain amount of money or products. According to
Huang & Cheng (2015), this is pricing method is called threshold frees shipping (TTS). As an example,
retailers can offer free delivery if customers order products that value more than $35 or order more than 5
products. It is notable that $35 and 5 items denote the threshold value. However, if customers purchase less
than the threshold value, they must pay a standard delivery fee. The advantage of TFS is that consumers are
influenced to buy more. Another advantage is that retailers can increase their sales significantly. One
disadvantage of TES is that customers may not be willing to buy products. This is because of the requirements
that they have to meet in order to benefit from the free delivery (Huang et al., 2019).

Retailers can also ask customers to pay more for the shipping fee than the shipping cost. This is not because
retailers want to become more profitable. Yao et al. (2012) explain that retailers do this to ‘offset a reduced
product price that was designed to help win business’.

3.5 Distribution Setting

In this part, the distribution settings will be addressed. It includes three logistical variables. For each variable and its options,
an explanation will be provided.

3.5.1 Picking Location

According to Matchet et al. (2018) picking location is one of the main logistics variables within an OC
environment and it is where the online orders are fulfilled. The options for picking locations are a separate
fulfillment center, a central warchouse, and an in-store, where the products are distributed from the existing
stores by picking them from the shelves (de Koster, 2003).

The separate fulfillment center refers to having separate distribution centers where one distribution center
(DC) handles online orders and another one handles the stores’ orders, which means that there is no
integration between online and stores (Marchet et al., 2018). The advantage of having a separate fulfillment
center for each is that it does not interfere with each other, where online orders and orders from the stores
are separated. This kind of method also leads to having a large service area. Another advantage is that the
fulfillment centers are designed for the specific type of order, so if the fulfillment center is specialized in
online orders, the picking of the order can be done more efficiently. The transportation cost is also usually
lower because the distance to the customer is usually shorter (Hiibner et al., 2016a). The majority of food
manufacturers and retailers use a separate fulfillment center as a picking location (Marchet et al., 2018). The
disadvantages of this are that it requires a high investment for either building or renting a DC. It also has a
long response time alongside that there are several new distribution channels that need to be set up (de
Koster, 2003).

A central warehouse means that the online and traditional channels are integrated together. Online orders
are handled at the same place as the orders to the store (Marchet et al, 2018). This type of picking location
requires a low investment for companies that already have a distribution center. In addition, it is easy to be
set up and has a large service area. Disadvantages of having a central warehouse are the interference between
online orders and store orders and a long response time (de Koster, 2003). Cooperation between SMEs in a
group purchasing organization often uses a common central warehouse where the companies can replenish
their stocks easily and fast and make joint purchases to reach quantities that can get companies discounts for
buying in bulk (Zimon, 2020).

In-store is one of the picking locations where the ordered products are distributed by the store themselves.
There are several advantages and disadvantages to it. The advantages are that it does not require a big
investment by the companies that already own a store and it is also easy to be set up when a company already
has a store. The in-store distribution has a fast response time. The disadvantages are that this type of
distribution has a high operational cost. It could also interfere with existing customers that shop at the store.
Another disadvantage is that it has a small service area (de Koster, 2003). A retailer that is new to the OC
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market usually starts with in-store to be able to expand without investing in a new facility and offer a full
product range within the structures that already exist (Wollenburg et al., 2016).

Drop shipping is a type of picking location where the retailers do not handle the orders themselves. The
focus is on acquiring customers. The orders that retailers receive are forwarded to a wholesaler who handles
the orders and delivers them to the customer on behalf of the retailer. This type of picking location is mostly
used among internet retailers. An advantage is that the retailer does not need to catry any inventory. This
reduces costs significantly and is therefore popular among new and small online retailers. Consumers require
a good amount of product variety. A lot of small and new retailers do not have the capacity to store all the
products internally, which opens drop-shipping up as an opportunity to offer several products (Zeng et al.,
2019).

3.5.2 Delivery Area

Another main logistics variable within an OC environment, according to Marchet et al. (2018) is the delivery
area for online orders. It is divided into local, regional, national and international and it depends on what
type of picking location the company has. The local delivery has a limit of 5 to 20 kilometers, and this type
of delivery area is usually used in food retailing, where fast delivery is a key element (Marchet et al., 2018).
This type of delivery area is suitable for local grocery stores because they usually handle fresh products, such
as fruits and vegetables. These types of retailers often have short transportation distances (Hibner et al.
2016b). Since the Swedish food groceries online shopping went up to 95 percent, the local deliveries have
increased (Postnord, 2020). By using a local delivery method, the delivery costs can be reduced for retailers
that use in-store fulfillment (Myerson, 2020).

Regional delivery is also suitable for grocery stores that handle fresh products (Hiibner et al., 2016b). Some
retailers use regional fulfillment centers and stores to be able to lower the cost of shipping, by only having
regional delivery. This is tested by companies that have several brick-and-mortar stores and use them as
fulfillment centers. This type of method can be used by companies that either have several brick-and-mortar
stores and are able to deliver to several parts of a country by using the stores as fulfillment centers, or stores

that only want to focus on a specific region (Myerson, 2020).

National delivery is commonly used among food manufacturers and non-food retailers that have a central
warehouse, such as home electronics retailers (Marchet et al., 2018). The transportation distance of retailers
that have a central warehouse often has longer distances. (Hiibner et al., 2016b). The market for home
electronics online in Sweden increased with 43 percent in 2020 and has led to an increase in national deliveries
(Postnord, 2020).

3.5.3 Transport Service

The third logistics variable that the author focused on is the transport service. With reference to Marchet et
al. (2018), this is divided into milk run, LTL (less than truckload) express courier, LTL courier and FTL (full
truck load) with local distribution. Milk run is a transport service that uses a vehicle that operates a closed-
loop route to deliver the products that have been ordered online. The food retailers that offer home delivery
use milk-runs. Some retailers made a combination of traditional HD and online HD to get economy of scale
(Marchet et al., 2018). Milk runs in terms of express delivery can take advantage of all the space in a truck in
an effective way and deliver it to the right places. The cost of transportation can be reduced by using this
type of transport and creates an effective route plan where the distribution distance is kept at the shortest
possible distance and be time efficient (You & Jiao, 2014).

Less than truckload is a type of transport that delivers products as small parcels. This is typically done by a
courier, it can be divided to LTL express courier and LTL courier, where the difference is the delivery speed.
In food manufacturing, LTL with a combination of both express and traditional is the most common, and
in non-food retailing the LTL with express couriers are the most common, but they also use a combination
of both. The choice of either traditional or express depends on the size of the package, where small packages
use express and traditional for the larger ones (Marchet et al., 2018). The price of using an LTL carrier is
proportionate of the number of units that are shipped (Toptal & Bing6l, 2011). A way for companies to
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decrease costs or obtain a higher profit is by using LTL shipments where companies cooperate and
consolidate their shipments (Kaewpuang et al., 2017).

Full truck load with local distribution takes advantage of the whole space in a truck and transports a full
truck from a fulfillment center to a store or a local depot, which then leads to the starting point for the local
distribution. This type of transport service combines online orders with the traditional channel orders to
reduce transport costs for click and collect delivery mode (Marchet et al., 2018). This is commonly used
because this type of transportation does not involve many intermediate stops, ensures on time delivery of
the goods and decreases emissions (Jothi Basu et al,, 2015).

3.6 Environmental delivery

A known sustainability definition is from Brundtland (1987) which is “Meets the need of the present without
compromising the ability of future generations to meet their own needs”. During the last few years,
customers' tequirements for a fast delivery has been increased significantly and companies try to cope with
the growth. Consequently, the traffic of the last mile delivery expanded, which leads to plenty of negative
environmental impacts. Greenhouse gases (GHGs), such as CO2 can cause human health problems and
climate change. Also, congestion can produce air pollution because of the big amount of fuel utilized (Demir
et al., 2015). This is why sustainable transportation has become essential. The negative environmental impact

of the transportation used for last mile delivery affects human health and the Planet.

One solution to CO2 reduction is implementing more environmentally friendly transportation. Home-
delivery is considered the most inefficient delivery mode (Mangiaracina et al., 2015). As previously
mentioned, there are cases when customers are not home, and more journeys for re-delivery must be
performed by the vehicle transporting customers’ packages. This results in more fuel and pollution to the
environment. A solution to this problem would be providing personal reception boxes. In this way, carriers
do not have to perform another additional trip (Punakivi & Tanskanen, 2002).

Moreover, customers are often offered next-day deliveries. Even though fast delivery achieves customer
satisfaction, it does not allow the consolidation of orders and plan productive delivery routes (Allen et al.,
2017). It was mentioned eatlier that customers can choose the same time slots as another customer from the
same area. This does not only mean that the transportation cost is reduced, but a sustainable solution to
home deliveries. Despite of the fact that customers must wait for their deliveries more time, CO2 reductions
are achieved. Amazon is a notable example of environmentally friendly company. After analyzing the
negative impact of one day shipping on the environment, Amazon came up with sustainable options, such
as the ‘no-rush shipping’. Customers who do not need their deliveries immediately can choose this shipping

alternative. As a result, customers contribute to the environment and receive various rewards or discounts
(Amazon, 2021).

In addition, truck that carry large shipments can damage the environment because of the high fuel
consumption and emissions (Allen & Browne, 2010). Plenty of logistics providers replace trucks or vehicles
with more energy efficient vehicles, such as electric cars or bikes. According to Postnord (2020), set the goal
of achieving fossil-free delivery by 2030.

Another solution to a more sustainable last mile delivery is influencing customers to choose sustainable
delivery options. For example, retailers can influence and advice customers to select longer time slots, which
automatically will decrease CO2 emissions.

3.7 Study Framework

Figure 6 represents an adapted theoretical framework that will be used for describing the results and
conducting the discussion and analysis. It was developed with the help of the two existing frameworks
previously illustrated: (Marchet at al., 2018) and (Hubner et al., 2016b).
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Strategic Logistics Options
area variable
Delivery mode Attended HD | Unattended HD In-store C8C Attached Solitary C&C
C&C

Velocity Same day Next day 2-3 days 4-5 days 5+ days

Delivery
service
Time slot Specific Undefined
Slot price Yes No
differentiation
Fee Free solitary Free in-store Free home Free delivery Paid
C&C delivery delivery over a certain
order value
Eco delivery Yes No
Picking location Central Separate fulfilment centre Drop In-store
warchouse shipping
Distribution
settings Delivery area Local Regional Mational International
Transport service Nilk-run LTL-express Line-haul + local distribution
courter and
LTL-courier

Figure 6. A modified framework of Hiibner et al., (20165) & (Marchet at al., 2018).

The framework is divided into two strategic areas: delivery service and distribution settings. Each area has
various logistics variables, and each variable has two or more delivery options. It must be noted that the
options of one variable are not connected to the options of another variable. New logistical variables and
options were introduced by the authors of this report, which are shown in the green cells of the figure. In

the next paragraph, the logistical variables and their options are shortly explained.

Delivery mode refers to ‘the final part of the order process’ ( Marchet et al., 2018). Home delivery is the
delivery of products to a customet’s home and it can be attended, involving customer’s presence at home
within a specific time interval and unattended, when the customer is not home to pick up the order
(Wollenburg et al., 2016). Another delivery mode is click and collect and it can be in-store C&C (customers
can pick up their packages from the retailer’s store), attached C&C (order pick-up from a pick-up point close
to retailer’s store) and solitary C&C (postal office or lockers).

In velocity, more options were included: 2-3 days, 4-5 days and more than 5 days. These three options have
more days of delivery. They were added to the framework since longer delivery time means better orders’
consolidation and emission reduction, compared to same and next day delivery (Allen et al (2017). Therefore,

it is interesting to notice how many OC retailers and e-tailers choose fast delivery and longer delivery.

Time slot means a delivery window that customers can choose to receive their packages (specific time slot).
The undefined time slot means that retailers do not display a time window for order delivery (Marchet et al.,
2018).

In the slot price differentiation variable, there are two options. “Yes’ refers to retailers that set different
delivery prices depending on the time slot. ‘No’ means that retailers do not change the delivery price
according to the time window (Marchet et al., 2018).
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A new variable was added to the delivery service: delivery fee, which can be free or paid by the customer.
This variable contains four free delivery options. Free solitary C&C means that customers can pick up their
orders for free from a pick-up point such as the postal office, as Marchet et al. (2018) specified. Free in-store
delivery indicates that customers do not have to pay when picking the package up from a retailer’s store.
When the home delivery is free, customers do not have to pay for the delivery from the retailers to customers’
home. The last free delivery option is free delivery over a certain order value, and it means that retailers do
not charge fees for orders that exceed a certain amount of money or products (Huang & Cheng., 2015).
When the delivery is paid, customers must pay the delivery fee.

In the delivery service, another new variable was included, namely eco delivery. The options added here are
yes for retailers who adopted eco-delivery and no for retailers who did not. These were added to notice how
common environmental delivery is and how many OC retailers and e-tailers plan their deliveries so that CO2
emissions can be reduced.

In distribution settings, picking location is the first variable and it is where the online orders are fulfilled, as
Marchet et al. (2018) claims. In the central warechouse online orders are handled at the same place as the
orders to the store, while in the separate fulfilment center one distribution center handles online orders and
another one handles the stores” orders (Marchet et al., 2018). Drop shipping was also added by the Thesis
authors as an option in the picking location variable; the orders that retailers receive are forwarded to a
wholesaler who handles the orders and delivers them to the customer on behalf of the retailer (Zeng et al.,
2019). In-store is where the ordered products are distributed by the store themselves. In the delivery area
variable, four options exist. Retailers can have local, regional, national and international delivery to customers.

Finally, the transport service is divided into three options. The first one is milk-run and it refers to a vehicle
that operates a closed loop route to deliver the products that have been ordered online. Less than truckload
(LTL) is a type of transport that delivers products as small parcels. This is typically done by a coutier, it can
be divided to LTL express courier and LTL courier, where the difference is the delivery speed (Marchet et
al., 2018). Full truck load (FTL) with local distribution takes advantage of the whole space in a truck and
transports a full truck from a fulfillment center to a store or a local depot (Marchet et al., 2018).
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4. Findings

This chapter comprises the findings of the quantitative study, which was done on a large number of OC retailers and e-tailers.
The data collected through website observations and elecronic surveys is displayed in two separate tables that follow the structure
of the theoretical framework.

The first table is presented below, Table 1, and it comprises the percentages of OC retailers, written under
each option of the logistics variables. The percentages indicate how many of the 50 OC retailers perform
each option and are represented in red to differentiate them from e-tailers in the Discussion and Analysis
chapter.

The table shows that in the logistics variable delivery mode, 76% of the OC retailers have attended HD as
an option. It also shows that 50% of the OC retailers offer unattended HD. The in-store C&C option is
offered by 66% of the OC retailers and the attached C&C is provided by 10% of the OC retailers. Solitary
C&C is offered by 78% of the OC retailers.

The logistics variable velocity in the first table reveals that 16% of OC retailers offer same day delivery. It
also suggests that 52% of OC retailers next day delivery. The table states that 70% of OC retailers offer 2-3
days delivery. In the table, it can be seen that 52% of OC retailers also provide 4-5 days delivery. 26% of OC
retailers offer 5 days or more for delivery.

The table highlights the logistics variable time slot, which is either specific or undefined 62% of the OC
retailers provide a specific time slot, where 38% of the OC retailers have an undefined time slot. The next
variable revealed in the table is slot price differentiation, where 34% of OC retailers have it.

Another variable is the delivery fee, which is divided into free solitary C&C, free in-store delivery, free home
delivery, free delivery over a certain order value, or paid fee. The table shows that free solitary C&C is
provided by 56% of the OC retailers. Moreover, the percentage of OC retailers who offer free in-store
delivery is 56%. The free HD is given by 8% of the OC retailers. The table illustrates that 60% of the OC
retailers provide free delivery if the order reaches a certain value. It also highlights that 8% of the OC retailers
do not offer any type of free delivery.

It was interesting to study if companies offer environmental deliveries. Therefore, eco delivery is another
logistical variable. The table demonstrates that 6% of the OC retailers provide an environmentally friendly
delivery option for customers.

The picking location is another variable. The percentage of OC retailers who have a central warehouse is
60%. 28% of the OC retailers have a separate fulfillment center. The table shows that 2% of OC retailers
use drop shipping. It also reveals that the percentages of OC retailers who have an in-store picking location
are 50%.

Table first table shows that 10% of the OC retailers have a local delivery area. 10% of the OC retailers have
a regional delivery area. It also highlights that 44% of the OC retailers have national delivery. It can be noted
that 36% of the OC retailers have an international delivery area.

The last logistical variable that the table illustrates is the transport service. It presents that 20% of OC retailers

have milk-run transport. Furthermore, OC retailers provide LTL-express courier or regular LTL-courier in
proportion of 68%. It can be remarked that 28% of the OC retailers have a line haul with local distribution.
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Table 1. Percentages of OC retailers

Strategic Logistics Options
area variable
Delivery Delivery mode Attended HD Unattended In-store C&C Attached C&C Solitary
service 76 % HD 66 % 10 % C&C
30 % 78 %
Velocity Same day Next day 2-3 days 5+ davs
16 % 32 % 70 % 26 %
Time slot Specifie Undefined
62 % 38 %
Slot price Yes No
differentiation 34 % 66 %
Fee Free Free in-store Free home delivery Free delivery Paid
solitary delivery 8% over a certain 8%
C&C 56 % order value
12 % 60 %
Eco delivery Yes No
6% 94 %
Distribution | Picking location Central warehouse Separate fulfilment Drop shipping In-store
settings 60 % center 2% 50 %
28 %
Delivery area Local Regional National International
10 % 10 % 4% 36 %
Transport service LTL-express courier and LTL-courier Line-haul + local distribution
68 % 28 %

Below, the second table is shown. It contains the percentages of e-tailers, written under each option of the
logistics variables. The percentages indicate how many of the 50 e-tailers provide each option and are
displayed in blue in order to differentiate them from OC retailers in the Discussion and Analysis chapter.

From the second table, the delivery mode can be observed and 92% of e-tailers have attended HD as an
option. It can be noted that 64% of the e-tailers offer unattended HD. The in-store C&C option is offered
by 10% of the e-tailers. The attached C&C is provided by 0% of the e-tailers. Solitary C&C is offered by
84% of e-tailers.

As illustrated in Table 2, 20% of e-tailers offer same day delivery. It also shows that 68% of the e-tailers offer
next day delivery. The table states that 92% of the e-tailers offer 2-3 days delivery and 64% of e-tailers offer
4-5 days delivery. 26% of e-tailers offer 5 days or more for delivery.

The table indicates the logistics variable time slot, which can be specific or undefined. The second table
points that 22% of the e-tailers provide a specific time slot and 78% of the e-tailers have an undefined time
slot. The next variable that is shown in the table is slot price differentiation, where 14% of the e-tailers have
it.

Another variable presented in the table is the delivery fee, which is divided into free solitary C&C, free in-
store delivery, free home delivery, free delivery over a certain order value, or paid fee. The table reveals that
free solitary C&C is provided by 20% of the e-tailers. Moreover, the percentage of e-tailers who offer free
in-store delivery is 0%. The free HD is given by 24% of the e-tailers. The table illustrates that 70% of the e-
tailers provide free delivery if the order reaches a certain value. It also highlights that 2% of the e-tailers do
not offer any type of free delivery.

Another logistical vatiable in the table is eco delivery to study if the companies offer any environmental

delivery. The table demonstrates that 20% of the e-tailers provide an environmentally friendly delivery option
for customers.
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The table highlights the picking location variable. The percentage of e-tailers who have a central warehouse
is 96%. 0% of the e-tailers have a separate fulfillment center. The table also presents that 4% of e-tailers use
drop shipping. It also reveals that the percentage e-tailers who have an in-store picking location is 4%.

The second table shows that 4% of the e-tailers have a local delivery area and 0% of e-tailers have a regional
delivery area. It also highlights that 56% of the e-tailers have national delivery. It can be noted that 40% e-
tailers have an international delivery area.

The last logistical variable that the second table illustrates is the transport service. It presents 4% of e-tailers

have milk-run transport. What is more, e-tailers provide LTL-express courier or regular LTL-courier in
proportion of 98%. It can be remarked that 4% of the e-tailers have a line haul with local distribution.

Table 2. Percentages of e-tailers

Strategic Logistics Options
area variable
Delivery Delivery mode Attended HD Unattended In-store C&C Attached C&C Solitary
service 92 % HD 10 % 0% C&C
64 % 84 %
Velocity Same day Next day 2-3 days 4-5 days 5 +days
20 % 68 % 92 % 64 % 318 %
Time slot Specific Undefined
22 % 78 %
Slot price Yes No
differentiation 14 % 86 %
Fee Free Free in-store Free home delivery Free delivery Paid
solitary delivery 24 % over a certain 2%
C&C 0% order value
20% 70 %
Eco delivery Yes No
20% 80 %
Distribution | Picking location Central warehouse Separate fulfilment Drop shipping In-store
settings 96 % center 4% 4%
0%
Delivery area Local Regional National International
4% 0% 56 % 40 %
Transport service Milk-run LTL-express courier and LTL-courier Line-haul — local distribution
4% 98 % 4%
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5. Discussion & Analysis

In this chapter the findings are analyzed and discussed. The research questions will be thoroughly answered and discussed in
relation 1o the theoretical framework. It continnes with a table containing the key differences and similarities between retailers

and ends with a discussion of the methods used to gather data.

5.1 RQI: What are the most and least popular last mile delivery
practices among omni-channel retailers and e-tailers' in Sweden?

In order to answer the first research question, various tables with OC retailers’ and e-tailers’ percentages will
be utilized. To classify OC retailers and e-tailers' delivery practices into common and uncommon, an
important characteristic was taken into consideration. OC retailers and e-tailers' delivery practices that have
a percentage greater than 50% are considered to be common. If the percentage is smaller than 50%, the
delivery practices are uncommon. Also, in all tables, the percentages marked with red on the left side
represent OC retailers. The percentages marked with blue on the right side represent e-tailers.

5.1.1 Delivery Mode

The delivery mode for omni-channel retailers and e-tailers often varies. They often offer several different
delivery modes, and the most offered is attended HD, unattended HD and solitary C&C. The choice of
delivery modes is based on geographical location of the retailer and consumer and by offering several
different delivery modes the retailers can reach out to more customers (Wollenburg et al., 2016).

Home delivery was the variable that was offered by plenty of retailers as you can see in table 3, OC retailers
and e-tailers, both attended and unattended. This could be because the retailers want to meet customer’s
expectations and attract customers to choose them by offering a delivery mode where the customers can
reduce the time of driving to the store and back to their home (Mehmood & Najmi, 2017). But it is also
surprising that this is the most offered because according to Wollenburg et al. (2016), this type of process
can be challenging, but it is a way to gain competitive advantage to achieve customer satisfaction. The
attended home delivery can be disadvantageous because it can create difficulties where the consumers are
not able to leave the house because they need to be there to receive the order. If they are not there, the
retailer must schedule a new delivery which leads to another transportation and handling costs (Park &
Regan, 2004). But this is a way for the OC retailers to utilize the maximum capacity of the trucks (Wollenburg
et al., 2016). The unattended HD is also popular among OC retailers and e-tailers and this type of method
removes the extra cost of booking another transportation when a customer is not there to receive it. This is

a method that is used because it eliminates tight time slots (Wollenburg et al., 2016).

Another type of delivery mode that is common is C&C. More specifically, solitary C&C since it reduces the
transportation costs for the retailers and customers cover that last mile transportation costs instead
(Wollenburg et al. 2018). The in-store C&C is offered because it is convenient for the OC retailers mostly
that want to dive into the market, where they do not have to spend capital on a separate pick-up location but
could be impractical for customers because they need to spend time on picking up the package (Wollenburg
et al,, 2018). An unpopular option among OC retailers and e-tailers is attached C&C. For e-tailers, it was
expected to receive 0% since they focus on the online channel. However, it was expected to receive a greater
percentage for OC retailers. According to Marchet et al. (2018), this option is favorable since customers can
pick up packages without difficulties and the construction of an attached C&C does not cost as much as a
solitary C&C does.
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Table 3. Tllustrates the logistical variable “Delivery Mode” practice.

Logistics Options
Variable
Delivery Attended Unattended | In  store | Attached | Solitary C&C
mode HD HD C&C C&C
76% 92% 50% 64% 66% 10% 10% 0% 78% 929%
5.1.2 Velocity

As shown in Table 4, both types of retailers offer various delivery times. According to the observations,
retailers always specify that the length of delivery time depends on the customer’s location or if the items are
in stock. Same day delivery is the least chosen and unpopular velocity amongst OC retailers and e-tailers.
Even though retailers try to diminish the delivery time to achieve customers’ satisfaction, such a fast delivery
requires a complex planning process (Wollenburg et al., 2018). Also, rapid delivery involves significant
investments because of the multiple trips that couriers must perform to each customer (Voccia et al., 2019).
Another reason for the lack of same day delivery is its high price setting and customers who do not feel
comfortable paying for (Wollenburg et al., 2018). This is why most of the retailers studied selected more

convenient velocities.

A good part of the OC retailers and e-tailers decided to provide their customers with next day deliveries,
which is unexpected, considering that this type of delivery and same day delivery, which is also common, are
equally complex. However, next day delivery requires less expenses and more flexibility for retailers
(Wollenburg et al., 2018). This could be why so many retailers do not deliver customer’s orders until the next
day. Also, next day deliveties can be effectuated by retailers because of Sweden’s geography. As SBC stated,
Sweden does not have a large population. In this way, vehicles are not stuck in traffic for a long time and
retailers can quickly deliver customers’ orders. The most common delivery time is the 2-3 days delivery and
the retailers take advantage of the benefits that this velocity brings. The most obvious advantage is its
flexibility and lower investment, compared to the previous velocities mentioned. Another common velocity
is 4-5 days delivery. Wollenburg et al. (2018) explain that fast deliveries are complex and involve high
investments. Once an order is placed, the courier immediately collects the package and drives to the
customer’s place. This process takes place for each individual customer and means many trips that the vehicle
executes. This leads to the assumption that the more time a retailer spends on accumulating more orders,
the better the cost control is for the retailer.

As the velocity time increases, the rate of long velocities usage decreases. Wollenburg et al. (2018) mentioned
that customers are not satisfied when delivery times are longer, especially in the grocery market. This is why
velocities that are longer than 5 days are not that common. Therefore, next day, 2-3 days and 4-5 days are
popular delivery times and same and more than 5 days delivery are unpopular.

Table 4. Tllustrates the logistical variable “Velocity” practice.

Logistics Options
Variable
Velocity Same day | Next day 2-3 days 4-5 days 5+ days
16% 20% 52% 68% 70% 92% 52% 64% 26% 38%
5.1.3 Time Slot

As seen in Table 5, the results indicate that plenty of OC retailers offer customers the possibility of choosing
time slots while ordering online, in proportion of 62%. One can conclude that time slots are used by OC
retailers because they can satisfy customers and help them receive their orders when they are free (Agatz et
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al., 2011). At the same time, the result is surprising. If excessive and narrow time slots are requested by
customers, the delivery can be subjected to changes, such as delays or high costs for the fulfillment process
(Wollenburg et al., 2018). In comparison with OC retailers, e-tailers opt for undefined time slots. In this way,
they can plan their own schedules and deliver customer’s orders according to their plan. Therefore, delivery
costs can be reduced because the vehicle does not depend on tight time windows and can deliver packages
in a more organized way (Punakivi et al., 2001).

There is a significant difference between the way OC retailers and e-tailers use time slots. Specific time slots
are popular among OC retailers and uncommon among e-tailers. A more detailed explanation for this fact
will be given in the second research question, which aims at discussing differences and similarities between
the two types of retailers.

Table 5. Tllustrates the logistical variable “Time slot” practice.

Logistics variable Options
Time slot Specific Undefined
62% 22% 38% 78%

5.1.4 Slot price Differentiation

With regard to slot price differentiation, as noted in Table 6, Swedish OC retailers and e-tailers prefer not to
display different slot prices for customers and thus this option is unpopular. The reason, as mentioned by
Marchet et al. (2018), could be that a higher investment is needed for implementing new technologies, such
as IT software that allow retailers to set prices based on time slots. Despite this negative aspect of slot price
differentiation, several OC retailers and e-tailers offer customers the possibility to choose a time window.
Klein et al. (2017) explained that one reason for this is the efficient delivery that companies can perform by
setting higher prices for popular time slots. In this way, customers will not be attracted by the higher prices
and will choose another time slot. Consequently, retailers will not have to drive during the popular time slots
and will avoid the traffic.

Table 6. Tllustrates the logistical variable “Slot price differentiation” practice.

Logistics variable Options

Slot price | Yes No
differentiation

34% 14% 66% 86%

5.1.5 Delivery Fee

Looking at the fee logistics variable, free delivery over a certain order value has the highest percentage for
OC retailers and e-tailers, being the most popular free delivery option, as Table 7 reveals. This shows that
Swedish retailers do not charge fees for orders that exceed a certain amount of money or items (TFS). One
reason why retailers opt for this kind of free shipping could be because customers value it. Another reason
could be the sales growth, which is triggered by customers who are influenced to buy more items. To be
clearer, customers tend to purchase more items in order to benefit from a free shipping (Huang et al., 2019).
Regardless of the fact that TTS is popular, some Swedish retailers prefer to use another kind of free deliveries.
This could be because TFS requires customers to meet some requirements for free shipping. Therefore,

consumers may give up on purchasing items from retailers (Huang et al., 2019).

Another popular free delivery option is free in-store delivery only amongst OC retailers. According to the
table, 66% OC retailers offer in-store C&C delivery. This could be a reason why they also provide free in-
store delivery, but only in proportion of 56%. Therefore, the difference of 10% represents retailers who set
a fee for in-store delivery. This happens since OC retailers may not pick up items from store, but from
another picking locations, which leads to more costs for transportation. As a result, retailers set a fee that

can cover the transportation cost. Regarding e-tailers, the free in-store delivery option is unpopular and 0%
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offer free in-store delivery. Even though 10% offer in-store C&C, e-tailers ask all the customers to pay a fee

to cover the transportation costs from the warehouse to the store.

In smaller percentages and less common, OC retailers and e-tailers offer free solitary C&C and home delivery
in order to satisfy customers. A small percentage of OC and e-tailers ask customers to pay a delivery fee: 8%
and 2% respectively. Yao et al. (2012) explained that a delivery fee can balance the shipping fee and shipping
cost. Nevertheless, customers value free shipping, which explains why such a small number of retailers

include delivery fees.

Table 7. Tllustrates the logistical variable “Fee” practice.

Logistics Options
Variable
Fee Free solitary | Free  in- | Free home | Free delivery | Paid
C&C store delivery over a certain
delivery order value
12% 20% 56% 0% 8% 24% 60% 70% 8% 2%

5.1.6 Eco Delivery

Eco delivery is not often offered by retailers, where only 6% of the OC retailers offer the option to choose
an environmentally friendly option and 20% of the e-tailers offer it, as noted in Table 8. This could be
because of the requirements for fast delivery. Customer expects fast delivery and companies are trying to
cope with the demand (Demir et al., 2015). According to Allen et al (2017), customers are often offered next-
day deliveries by retailers to be able to achieve more customer satisfaction. However, this type of delivery
method does not allow the consolidation of orders and retailers cannot plan productive routes, which leads
to more fuel being used and more pollution. Even though the retailers themselves do not offer an
environmentally friendly method of delivery, the coutiers have started to use it themselves. Postnord (2020)
has a goal to achieve fossil-free delivery by 2030, which means that even though the retailers themselves do
not offer it, the couriers that handle the deliveries are aiming to be fossil free.

Table 8. Tllustrates the logistical variable “Eco delivery” practice.

Logistics variable Options
Eco delivery Yes No
6% 20% 94% 80%

5.1.7 Picking Location

In Table 9, the picking location that were most commonly used by OC retailers is a central warehouse and
in-store picking location. The OC retailers mostly had several different picking locations. 60% of them have
a central warechouse. Here, different channels are integrated together, where the stores handle the online
orders at the same place as they handle the orders for the store (Marchet et al., 2018). A reason could be that
this type of picking location does not require a large investment for the companies that already have a
distribution center. This has therefore made it easy to set up the warehouse and integrate the different
channels (de Koster, 2003). However, there are also disadvantages, because different types of channels could
interfere with each other and have a quite long response time (de Koster, 2003). Most of the e-tailers used
for the study have a central warehouse. This could be because a central warchouse has a large service area

and reaches customers all over the country (de Koster, 2003).
Another picking location that is commonly used is in-store, where 50% of the OC retailers had in-store as a

picking location which was, in some cases, combined with a central warehouse. A reason that it is commonly

used by OC retailers could be that it does not require a big investment by the retailers that already have a
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store. It also is easy to set up a new channel when the company already has a store. This leads to retailers
having a fast response time (de Koster, 2003). But there are also disadvantages, such as a high operational
cost, and a small service area. But by combining different picking locations, the retailers can reach a high
response time for specific areas and have a large service area. Another reason for OC retailers to have in-
store is that some of them could be new to the market. This type of picking location does not require a new
facility to be able to expand, but rather offers a full product range within the existing structures (Hiibner,
Kuhn & Wollenburg, 2016). Regarding e-tailers, in-store picking location is not common. In this study, a few

e-tailers have a maximum of 2 stores. This is why in-store exists as a picking location for e-tailers.

A picking location that was not commonly used is a separate fulfillment center, where 28 percent of the OC
retailers have it. A reason why it is not common could be that it requires a large investment for building or
renting a DC. It also has a long response time. But there are several advantages with having this. For instance,
the retailers that use it do not have to worry about the interference between online orders and orders to the
stores; they are separated (de Koster, 2003). The retailers also have a large service area, with lower
transportation costs due to the distance to the customers is usually shorter (Htbner et al. 2016b). No e-tailer
uses a separate fulfillment center since only online orders must be handled.

Another picking location that was not commonly used is the drop shipping type of picking location, where
4% of the e-tailers use it and 2% of the OC retailers uses it. There are several advantages of having this type
of picking location. One of them is that the retailers do not need to carry any inventory, which reduces costs.
This type of method is popular among new and small online retailers, which can be a reason why in this case
it is not commonly used (Zeng et al., 2019).

Table 9. Illustrates the logistical variable “Picking location” practice.

Logistics Variable Options
Picking location Central Separate Drop In-store
warehouse fulfilment shipping
centre
60% 96% 28% 0% 2% 4% 50% 4%

5.1.8 Delivery Area

In Table 10, all the delivery practices are uncommon among OC retailers. However, the national delivery
area is the most used by OC retailers. For e-tailers, national delivery is the most popular option. According
to Marchet et al. (2018), it is most common for food manufacturers and non-food retailers that have a central
warehouse. This adds up to the result that it was received because most of the retailers have a central
warehouse. But in the results, there were both national and international. These can be combined. The
retailers have one national warehouse and if they deliver internationally, they also deliver nationally. If
national and international deliveries are combined, it can be observed that many OC retailers and e-tailers
offer it. This type of delivery area is probably used by the OC retailers because they want to reach out to as
many customers as possible. A central warehouse can achieve a large service area, but a longer distance to
the customer (de Koster, 2003).

A regional delivery is only used by 10% of the OC retailers. This adds up to the theory. According to Hiibner
et al. (2016b), this type of delivery area is most suitable for grocery stores that handle fresh products. But it
is also a method that is chosen by retailers that use regional fulfillment centers (Hibner et al., 2016b). This
also adds up because only 28% of the OC retailers have a separate fulfillment center. This could explain why
there is a low percentage regarding regional delivery. Regional delivery among e-tailers is

0%, which can be related to not having a separate fulfillment center, but rather a central warehouse instead.
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Table 10. Illustrates the logistical variable “Delivery area” practice.

Logistics Variable Options
Delivery area Local Regional National International
10% 4% 10% 0% 44% 56% 36% 40%

5.1.9 Transport Service

The most common type of transpott service utilized by OC retailers and e-tailers is LTL-express courier and
regular L'TL-courler as you can see in table 11. 68% of the OC retailers use this type of transport service and
98 % of e-tailers use it which can be noticed in Table 11. This is in line with the theoretical framework.
Marchet et al. (2018) mention that this type of transportation service is the most common option, and most
retailers use LTL-express and LTL-courier as a combination. This type of transport service uses couriers that
often consolidate the shipments and leads either to a decrease in cost or a higher profit (Kaewpuang et al.,
2017).

Milk-run is a transport service that is not commonly used among OC retailers and e-tailers. This is a transport
service that is commonly used by food retailers that offer home delivery (HD) (Marchet et al., 2018), and
because the large and medium retailers mostly consist of non-food retailers, the number is quite low. This
type of delivery area often takes advantage of the space in a truck and creates an effective route that is time
efficient and travels the shortest possible distance (You & Jiao, 2014). Because food needs to be kept fresh,
the travel distance should be as short as possible with a time and cost-effective route, this is therefore most

common among food retailers, which is in line with the results.

Another uncommon transport service is line-haul and the local distribution. Only 28% of the OC retailers
and 4% of e-tailers use it. This type of method is often used when a retailer has a fulfillment center or local
depot, and when online orders and traditional orders are combined (Marchet et al., 2018). This is not in line
with the results. With reference to Jothi Basu et al (2015), this is the most used because this type of
transportation does not consist of many intermediate stops. At the same time, it ensures on time delivery of
the goods, and a decrease in emission. This could be because most OC retailers have a central warehouse

and not a separate fulfillment center.

Table 11. Illustrates the logistical variable “Transport service” practice.

Logistics variable Options
Transport service | Milk-run LTL-express courier | Line haul + local
and LTL courier distribution
20% 4% 68% 98% 28% 4%

5.2 RQ2: What are the differences and similarities between Swedish
OC retailers and e-tailers, regarding last mile delivery?

In order to answer the second research question, various tables with OC retailers’ and e-tailers’ percentages
will be utilized. To assess if OC retailers differ from e-tailers, the difference between the percentages of both
types of retailers was calculated. If the difference is equal or greater than 15%, the retailers differ. If the
difference is less than 15%, the retailers are similar. Moreover, the grey cells represent the differences, while

the white cells denote the similarities between retailers.
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5.2.1 Delivery Mode

In the delivery mode, there are some similarities between OC retailers and e-tailers, as noted in Table 12.
Both categories have similar percentages throughout all of the delivery modes that were listed. There were 2
e-tailers that had had 1-2 stores of the ones that were analyzed and as it was expected, one major difference
was the in-store C&C, where OC retailers had 66% and e-tailers had 10%. This is because e-tailers do not
use physical stores as their main channel. Solitary C&C is one commonality where both had similar
percentages. This is not surprising because a solitary C&C means that a pick-up point that is separate from
the store is used. The OC retailers use this type combined with the different types of delivery mode and e-
tailers do not have a focus on physical stores.

One of the similarities is that 50% of the OC retailers and 64 % of e-tailers have unattended HD. As
Wollenburg et al. (2010) state, this type of method eliminates tight time slots and removes the additional cost
that must be covered for redelivery if the customer is not home to receive the package. It is also beneficial
for customers because they do not need to be home to receive the package. It is surprising because stores
aim to achieve higher customer satisfaction. Although this type of delivery method is proven to be very
beneficial for both the customer and the retailer, this is not offered by all the retailers. However, Wollenburg
et al. (2016) mention that there are safety and security issues regarding the unattended HD, which could be
a reason why it is not offered by all the retailers. Nevertheless, this type of delivery mode has benefits to

achieve higher customer satisfaction, by giving customers the choice to choose this type.

One major difference is that the attended HD is offered by 76% of the OC retailers and 92% of the e-tailers.
Although both types of retailers use this delivery, the difference is significant. This is considered a difference
because e-tailers are very close to 100%. Mehmood & Najmi (2017) mention that it is beneficial for the end
customers that place large orders because they receive the orders in a short period of time. It is surprising
that the percentage is this high because Wollenburg et al. (2016) claim that this type of delivery mode can be
challenging because the cost for the last mile transportation must be taken care of. Also, orders must be
collected and delivered to the end customer when they are home. It was expected that there would be a
difference because HD is an e-tailer standard. Wollenburg et al. (2016) mention that retailers that offer this

type of delivery mode have a competitive advantage and achieve higher customer satisfaction.

Regarding the attended HD, the percentages of retailers are very low. Only a few e-tailers have a maximum
of two stores, which explains why the attended HD is not offered to customers. Also, OC retailers do not
prefer this kind of HD. This was not predicted since the attended HD is practical and does not imply high
costs (Wollenburg at al., 2018).

Table 12. Illustrates the differences and similarities in the logistical variable “Delivery mode” practice.

Logistics Options
Variable
Delivery | Attended Unattended In store | Attached Solitary
mode HD HD C&C C&C C&C
92% 76% 64% 50% 10% 66% 0% 10% 92% 78%
5.2.2 Velocity

Table 13 reveals that there are similarities and differences between OC retailers and e-tailers when it comes
to the delivery time. It can be noted that e-tailers offer a lot more variety in the delivery time, both faster and
slower. Next day and 2-3 days delivery are options that differ considerably. This could be because e-tailers
have more online customers, especially because of COVID-19 situation and deliver orders either to
customers’ homes or to a pick-up point. Even though same day and next day deliveries are associated with
high investments (Voccia et al., 2019) and complex strategies that must be developed (Wollenburg et al.,
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2018), more e-tailers offer next day delivery in order to satisfy the huge number of online consumers. E-
tailers also use a 2-3 days delivery to omit the complex strategies and high costs and consolidate the orders.
Compared to OC retailers, more e-tailers use this type of delivery time. It was previously stated that OC
retailers combine internet and store orders in a central warchouse, while e-tailers focus on the internet
channel only. As a result, e-tailers must be flexible and offer both fast deliveries and slow deliveries for their

customers.

It was expected to receive a very low percentage among OC and e-tailers for same day delivery. This indicates
that both kind of Swedish retailers prefer to spend more time on accumulating orders and creating a
calculated plan to save money. However, the retailers do not disregard the customers’ need to receive the
package in a timely matter and offer delivery the next day. Regarding the longer delivery times, such as 4-5
days and 5+ days, OC retailers and e-tailers are similar. They both provide slower delivery times in order to
consolidate orders. Some companies deliver orders to customers after more days to minimize the emissions

that come from transportation and many trips to deliver packages to customers (Allen et al., 2017).

Table 13. Illustrates the differences and similarities in the logistical variable “Velocity” practice.

Logistics Options
Variable
Velocity | Same day Next day 2-3 days 4-5 days 5+ days
16% 20% 68% 52% 70% 92% 64% 52% 38% 26%
5.2.3 Time Slot

Regarding time slot, a major difference exists between OC and e-tailers, as remarked in Table 14. OC retailers
have a higher percentage of specific time slots. According to Agatz et al. (2011), specific time slots can
achieve a high level of customer satisfaction. It is also important to consider the fact that OC retailers’
customers can purchase goods from both physical stores and online. In fact, 80% of all purchases still take
place in a physical store (Levy at al., 2018). That is to say, a good part of customers visits and buy items
directly from the store; thus, they do not need to select a time slot. This might be a reason why OC retailers
offer more specific time slots. Fewer customers will order online and choose time slots. This allows OC

retailers to be more flexible and deliver packages according to customers’ required time windows.

In contrast, Table 14 illustrates that fewer e-tailers offer time slots. It is a fact e-tailers use e-commerce as is
a distribution channel because it is an easy way to purchase items, compare prices (Guo et al., 2020), and
reach out a lot of customers (Falk & Hagsten., 2015). Considering the huge number of online customers,
offering time slots for each individual customer would mean less flexibility (Agatz et al., 2011) and higher
costs for fulfilment (Wollenburg et al., 2018). It must be noted that e-tailers, when offering home delivery,
can ask customers to choose a time window. Considering the small percentage of time slot among e-tailers,
they might not ask customers to choose a time window for home delivery. This could be a reason why not

many of the e-tailers studied do not provide time windows for consumers.

Table 14. Tllustrates the differences and similarities in the logistical variable “Time slot” practice.

Logistics variable Options
Time slot Specific Undefined
22% 62% 78% 38%
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5.2.4 Slot Price Differentiation

It was found in Table 15 that fewer e-tailers differentiate the prices based on the time window, compared to
OC retailers. One reason for this citcumstance is that, as noted in the previous section, fewer e-tailers offer
customers time slots for their deliveries. On that account, it was expected to receive a lower percentage for
e-tailers when it comes to slot price differentiation. Another reason why OC retailers and e-tailers differ is
because of the high investment in advanced technology and IT systems that help retailers to differentiate
prices (Marchet et al., 2018). Even though both types of retailers have low percentages, there is a substantial
difference between them. For e-tailers, who sell products on only one channel, the Internet, could be very
costly to purchase advanced IT systems and set prices for such a huge number of online customers.

Table 15. Iustrates the differences and similarities in the logistical variable “Slot price differentiation”
ractice.

Logistics variable Options
Slot price | Yes No
differentiation 14% | 34% 86% | 66%

5.2.5 Delivery Fee

The delivery fee is a logistics variable that has plenty of similarities between OC and e-tailers, as noted in
Table 16. Both provide free delivery over a certain order value (TFS). Based on the website observations,
both retailer types inform customers that the delivery is free if they make a purchase that exceeds a certain
threshold value. The threshold value was expressed in either SEK or the number of items. Many OC and e-
tailers adopted TFS to influence consumers to buy more. Also, Huang et al. (2019) explain that TFS can

increase retailers’ sales.

Another similarity between OC and e-tailers is that not many of them provide free solitary C&C. Also, few
retailers ask customers to pay for the delivery. This means that a good part of the retailers want to achieve
customer’s satisfaction by offering various types of free shipping.

A remarkable difference between OC and e-tailers is free in-store delivery. OC retailers offer free in- store
shipping because, besides the online stores, they also have physical stores where customers can pick up the
packages. The studied e-tailers do not offer free in-store delivery since a few e-tailers have stores and in-store
delivery mode. Another difference is free home delivery since more e-tailers provide this option to their
consumers. Besides the fact that a free delivery option can achieve customer satisfaction, more e-tailers offer
HD, both attended and unattended, compared to OC retailers.

Table 16. Illustrates the differences and similarities in the logistical variable “Delivery fee” practice.

Logistics Options

Variable

Fee Free Free in- | Free home | Free delivery | Paid
solitary store delivery over a certain
C&C delivery order value
20% 12% 0% 56% 24% 8% 70% 60% 2% 8%

5.2.6 Eco Delivery

As mentioned before 6% of the OC retailers and 20% of the e-tailers offer the option for choosing an
environmentally friendly delivery. Table 17 reveals that the percentages are low for both types of retailers.
Therefore, this is a similarity. According to Demir et al. (2015) congestion from trucks can produce air
pollution due to the big amount of fuel that is utilized. This can lead to health issues but also climate change.
Due to the negative impacts that transportation has, it is below expectation that such a small number of

retailers offer eco delivery. A lot of people have become aware of the environment. By offering
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environmental delivery, retailers can gain a competitive advantage. Moreover, this can influence customers
to choose the eco delivery option. Postnord (2020) mentions that plenty of logistics providers use trucks that
are energy efficient, but this should be mentioned by the retailers on their websites to make the customers

aware that they can choose that type of delivery.

This can also be connected to the delivery mode where HD was offered by most of the retailers. According
to Mangiaracina et al. (2015), HD is considered to be the most inefficient delivery mode, and the unattended
HD being the most efficient. Re-deliveries must be performed if the customer is not there to receive the
package, which results in more fuel being used and more pollution caused. This is not surprising because by
achieving higher customer satisfaction the company tends to earn more money, which comes in the cost of

the environment.

Table 17. Illustrates the differences and similarities in the logistical variable “Eco delivery” practice.

Logistics variable Options
Eco delivery Yes No
20% 6% 80% 94%

5.2.7 Picking Location

The majority of both OC retailers and e-tailers have a central warehouse, which can be seen in Table 18. But
De Koster (2003) mentions that the disadvantage of having a central warehouse is that the online orders and
store orders can interfere with each other and has a long response time. But it can also be argued that this
type has not required a large investment for the companies that already had a distribution center. This made
it easy for the retailer to set up a new channel and to reach a large service area. It is not surprising that more
e-tailers use a central warechouse because they do not have to worry about channels interfering with each
other due to only having one channel. Almost all e-tailers utilize it (96), compared to OC retailers (60).
Therefore, this is a difference.

It was surprising that only 28% of OC retailer use a separate fulfilment center. With reference to De Koster
(2003), the channels are separated where each fulfillment center focuses on one type of channel. It also
requires a high investment for either building or renting a DC. However, the retailers studied were large and
medium. This means that their capital is already developed for investing in a DC.

The separate fulfilment centers make order picking more efficiently and the transportation costs is usually
lower (Hubner et al., 2016) It is not surprising that compated to the OC retailers, none of the e-tailers have
a separate fulfillment center, due to the fact of not having several channels.

Regarding in-store picking location, there is a significant difference between OC retailers and e-tailers. The
main reason for this fact is that few e-tailers had a physical store. Therefore, they picked the orders up from
a central warchouse or through drop shipping, which was not common among OC retailers and e-tailers.

Table 18. Illustrates the differences and similarities in the logistical variable “Picking location” practice.

Logistics Variable Options
Picking location Central Separate Drop In-store
warehouse fulfilment shipping
centre
96% 60% 0% 28% 4% 2% 50% 4%
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5.2.8 Delivery Area

Regarding this logistics variable, all types of delivery areas were very similar, as highlichted in Table 19. Both
types of retailers had national delivery. This was anticipated since most of them had a central warehouse or
a separate fulfillment center. As De Koster (2003) mentioned, retailers with a central warehouse or a separate
fulfillment center have a large service area, which explains why most of the retailers have a national delivery
area, most of them having an international delivery area. According to Marchet et al. (2018), a national
delivery area is commonly used among non-food retailers and food manufacturers that use a central
warchouse, which is in line with the results. The difference here is that e-tailers make more national and
international deliveries, compared to OC retailers. Otherwise, the differences between OC retailers and e-
tailers are small regarding the logistics variable delivery area. This was not predicted. Considering Myerson’s
(2002) view, local and regional delivery are used by retailers that have a lot of brick-and-mortar stores. In
other words, the OC retailers studied have several brick-and-mortar stores. Therefore, the authors predicted
a higher percentage, compared to e-tailers.

Table 19. Illustrates the differences and similarities in the logistical variable “Delivery area” practice.

Logistics Variable Options
Delivery area Local Regional National International
10% 4% 10% 0% 44% 2% 36% 40

%

5.2.9 Transport service

Both OC retailers and e-tailers have their highest percentage in LTL-express courier and LTL-courier. In
comparison with OC retailers (68%), e-tailers have a higher percentage: 98%, as noted in Table 20. It is,
however, the highest percentage for both, but it can be considered a significant difference. As Marchet et al.
(2018) explains, a combination of both LTL express courier and traditional LTL courier is common. By
offering both methods, customers can choose an express method with a higher price or the regular traditional
method that has a longer transportation time. According to Toptal & Bing6l (2011), the price of using an
LTL carrier is proportionate to the number of units that are shipped.

Milk-run was one of the options that was the lowest for both OC retailers and e-tailers. However, they differ
since more OC retailers offer it. According to Marchet et al. (2018), this type of option is common among
food retailers. They use a closed-loop route to deliver the products to the customers. To be able to develop
a milk-run, decent volumes within an area are needed. It is used because the cost of transportation can be
reduced by creating an effective route plan (You & Jiao, 2014). Since there is a small amount of food retailers
that are counted as large and medium companies, this option is not very high. Otherwise, the number would
be higher. The results that have been found is therefore in line with the theoretical framework. There is a
difference regarding line haul + local distribution where more OC retailers tend to have it compared to e-
tailers. This type of method combines orders from different channels to be able to reduce the transport cost
(Marchet et al., 2018).

Table 20. Illustrates the differences and similarities in the logistical variable “Transport service” practice.

Logistics variable Options
Transport service | Milk-run LTL-express courier | Line haul + local
and LTL courier distribution
4% 20% 98% 68% 4% 28%
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5.2.10 Summary of commonalities and differences
In order to provide a clearer understanding of how OC retailers differ from e-tailers, Figure 7 categotizes

each option into similarities or differences. The while cells denote commonalities, while the grey cells show
the differences between OC retailers and e-tailers. As previously mentioned, OC retailers and e-tailers differ
if the difference between their percentages is equal or greater than 15%. Also, if the difference between their
percentages is less than 15%, OC and e-tailers are considered to be similar. This figure can also be regarded
a summary of RQ2.

Strategic Logistics Options
area variable
Delivery Delivery mode Attended HD Unattended In-store C&C Attached C&C Solitary
service HD C&C
Velocity Same day Next day 2-3 davs 4-5 days 5+ days
Time slot Specific Undefined
Slot price Yes No
differentiation
Fee Free Free in-store Free home delivery Free delivery Paid
solitary delivery over a certain
C&C order value
Eco delivery Yes No
Distribution Picking location Central warehouse Separate fulfilment Drop shipping In-store
settings center
Delivery area Local Regional National International
Transport service Milk-run LTL-express courier and LTL-courier Line-haul + local distribution

Figure 7. Commonalities and differences

The discussion and analysis identified numerous commonalities and differences between retailers. Figure 7
cleatly presents how OC retailers differ from e-tailers, regarding last mile delivery practices. Regarding the
delivery mode, two major differences are the attended home delivery and in-store C&C. E-tailers tend to
offer a more competitive remote delivery than OC retailers. In the velocity variable, the percentages were
similar. The only differences were the next day and 2-3 days velocity. These have very high percentages for
both retailers, but e-tailers have a significantly higher percentages. This is related to the fact that retailers are
adapted for a more cost-effective delivery and customer satisfaction (Wollenburg et al., 2018). Time slot was
considerably different. More omni-channel retailers offer time slots, compared to e-tailers. Slot price
differentiation was not offered by a lot of retailers. The most common type of delivery fee was free delivery
over a certain value, even though there are differences such as free in-store delivery. This is certainly due to
the fact that e-tailers do not have stores. Eco delivery had a low usage among retailers and it represents a
similarity. The picking location is one of the major differences, where the central warehouse is almost used
by all e-tailers compared to 60% of the OC retailers. Also, the separate fulfilment center is differently used
by retailers. No e-tailers pick orders in a separate fulfilment center and a few OC retailers use it. The delivery
area is a similarity, but when combining the international and national aspect, they differ E-tailers often offer
a more national and international delivery atea compared to OC retailers. Another notable difference is the
transport service where LTL — express courier and LTL — courier are frequently used by 98% of the e-tailers
in comparison to 68% of the OC retailers. In addition, Line-haul+local distribution represents a difference.
Compared to e-tailers, more OC retailers utilize this transport service since it

combines the online orders with the traditional channel orders to reduce transport cost for click and collect
delivery mode (Marchet et al., 2018). Therefore, plenty of the logistical vatiables can be improved or added
by OC retailers in order to compete with e-tailers. Also, OC retailers and e-tailers can learn how to select the
last mile delivery practices that bring value to consumers and lower the costs of transportation or fulfilment.

5.3 Discussion of method

The choices of what research methodology and approaches were used in this study were motivated in chapter
three. The most appropriate type of research method for this study has been a literature review, which was
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conducted by the authors. A literature review is needed to get an understanding of the topic that has been
studied (Bell & Waters, 2014). By using this type of method, the authors were able to learn more about the
topic and develop a framework used for analyzing various logistical variables. In terms of reliability, the
authors described what keywords were used to collect information in order to find similar facts and produce

the same results.

Due to first creating a theoretical framework and then structuring the data after that, the authors used a
deductive approach where the framework was compared and verified. The literature review was done by
having concepts and keywords in beforehand to help find relevant facts for the study. To increase the
reliability of the study, the theory was mostly from peer-reviewed scientific articles. Because this is a subject
area where change is inevitable, and it keeps on developing, recent articles were also used.

A quantitative approach was utilized. According to Bell & Waters (2014), this type of approach is often used
for studies that use numerical data with predetermined questions. This was used alongside observations,
surveys and interviews. As stated before, to increase the validity, a mix method approach has been used. All
these methods were deemed to be appropriate for the study and throughout the data collection has been
proved to be appropriate. According to Baker (2006), observations is a complex method to be used, which
was considered by the authors. But the observations were done with an unbiased mindset, used throughout
writing the whole report to be able to make a fair study. However, by only analyzing a total of 100 companies,
the outcome of the study might not be as precise as it could be but is still deemed to be relevant to get an
overview over different types of Swedish retailing companies. Regarding the sample, one might argue that
combining medium and large companies might affect the possible last mile delivery options. This was taken
into consideration by the authors. Medium and large was used instead of small and large. Medium companies
already have a quite a developed economy and have been on the market for several years. Small companies
have not yet created a large customer base and are quite new to the market. One might argue that large
companies have a larger possibility to take advantage of the economy than medium companies. It is argued
that medium companies are aiming to become larger, and it can therefore be assumed that the last mile

logistical practices adopted by them are in line with the large ones.

It is hard to completely remove personal subjective opinions. But to be able to increase the reliability of the
report, different methods were described in detail. Triangulation was a benefic method, used to increase the
reliability of the report. Most of the articles in the report were peer-reviewed articles, reviewed by experts in
the field. The literature review, together with the quantitative study, were beneficial research methods for
collecting data and writing the discussion and conclusion. Also, the authors were able to give a thorough
answer to each research question. The authors used primary data in form of observations that was collected
by themselves combined with secondary data that was collected through surveys and interviews in 2019 and
2020 by students from a retailing class at Jonkoping University. By combining two different studies that have
two different types of methods also strengthen the triangulation method where different methods are used
to increase reliability of the report. But one might also argue that the answers to the interviews and surveys
might have been influenced by companies being biased. In this case, it does not seem relevant because the
companies were told that the answers will be used in research studies. Moreover, the fact that two different
studies are combined does not negatively affect the results of the Thesis. This is because both surveys and
observations followed the same structure presented in the theoretical framework and similar process. It was
mentioned before that the survey questions were short and contained the name of the logistical factors from
the theoretical framework. This was helpful since the authors could easily transcript the information from
the electronic surveys to the Excel file. While observing retailers’ websites, the Thesis authors searched for
the same type of information: the logistics variables presented in the theoretical framework, transcribed
afterwards in the Excel file. By having the OC retailers and e-tailers' data in the Excel file, it was possible for

authors to calculate percentages.
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6. Conclusions

This chapter starts with a summary in order fo provide a clear overview of key findings and answer the purpose and research
questions. Then, the problem of the study is answered. Afterwards, it will present theoretical and managerial implications and

suggestions and future research areas.

6.1 Conclusions

The purpose of the study was to explore OC retailers and e-tailers' last mile delivery practices to understand
how OC retailers can compete with e-tailers. The first RQ aimed at mentioning what common and
uncommon delivery practices both retailers perform. RQ 2 secked at comparing the retailers. Accordingly,

the next paragraphs will offer precise answers to the research questions and purpose.

Regarding the delivery service, four common delivery modes are Home delivery, attended and unattended,
and Solitary Click&Collect. Home delivery is attractive since it saves time for consumers (Mehmood &
Najmi, 2017) and lowers the costs for retailers (Wollenburg et al., 2016). Click&Collect is also common since
retailers can reduce the transportation costs, while attached C&C was the least used delivery
mode.Furthermore, the findings suggest that normally, retailers deliver customer’s order within 2-3 days.
This velocity allows retailers to be more flexible and reduce the costs (Wollenburg et al., 2018). In addition,
most Swedish OC and e-tailers do not differentiate the prices based on time slots because of the IT systems
that require a significant investment (Marchet et al., 2018). Also, retailers prefer to provide a free delivery
when customers make purchases that exceed a certain oder value as it can influence customers to buy more
(Huang et al., 2019). The paid delivery was the least common since it cannot achieve customers’ satisfaction.
Eco delivery is also an essential part of the delivery service, but scarcely implemented by OC and e-tailers.
This could be because consumers demand fast deliveries, which does not allow retailers to consolidate the
orders (Piecyk & Piotrowska 2017).

In the distribution settings, it was revealed that it is common for retailers to pick up the orders from a central
warchouse because it has a large service area (de Koster, 2003). Drop shipping was uncommon among
retailers. The national and international delivery areas were more common than local and regional among
OC and e-tailers. The reason for this circumstance is the ability to serve more customers, abroad (de Koster,
2003). In regards to the transport service, retailers utilize the LTL-express courier and regular LTL-courier
since they enable a cost decrease or higher profits because of shipment consolidation (Kaewpuang et al.,
2017).

When comparing OC and e-tailers, both similarities and differences can be observed. It is worth indicating
the key facts. All logistical variables have delivery options that differ among OC and e-tailers, except the eco
delivery since both retailers scarcely implement it and delivery area. In the delivery mode variable, more e-
tailers offer Attended home deliveries and more OC retailers provide In-store C&C. Also, e-tailers are more
flexible regarding velocity and more e-tailers delivery orders to customers the next day or within 2-3 days,
compared to OC retailers. .The time slot is the logistical variable that differs significantly. OC retailers have
a higher percentage of time slot usage. Most of consumers purchase goods directly from the store and they
do not need to select a time slot. Thus, OC retailers are more flexible and allow the rest of online customers
to select specific time slots. More OC retailers also provide slot price differentiation to their consumers.
Regarding delivery fee, the two types of retailers are very similar. However, the Free in-store and free home
delivery are substantially different.

There is also a difference when it comes to the picking location. 2/50 of the e-tailers pick up the ordets from
the store. This is because they do not have phsysical stores, except some e-tailers, who had no more than
two stores. Moreover, e-tailers use central warehouses more than OC retailers. However, when it comes to
separate fulfilment centres, no e-tailer uses them. Regarding the transport service, the retailers are very
different. 1/5 of the OC retailers focus more on Milk-run and 7/25 of the OC retailers use Line haul + local
distribution. Almost all e-tailers focus on LTL-express courier and LTL-courier.
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Taking everything into account, e-tailers offer a more competitive remote delivery service than omni-channel
retailers, such as home delivery. When looking at the findings, eco deliveries are low for both types of
retailers. Moreover, e-tailers mostly focus on picking orders in one location: central warehouse. They also
offer more free remote delivey options, such as free home delivery. Omni-channel retailers also offer them,
but in a lower percentage.OC retailers try to leverage on their store network while offering remote delivery
services almost as good as e-tailers'. To exemplify this fact, OC retailers use both in-store C&C and HD. To
take advantage of their stores, OC retailers also pick orders from stores with local and regional picking, but
also from central warehouses and separate fulfilment centers.

As stated in the introduction, the problem of the Thesis is the last mile delivery challenges that retailers,
specifically OC retailers face, due to e-commerce growth and COVID-19 and the competition between OC
and e-tailers. Therefore, OC retailers have to compete with e-tailers, satisfy customers and focus more on
the online channel than the brick-and-mortar channel. This study was benefic to answer the problem. As it
can be noted, OC retailers can compete with e-tailers by adopting last mile delivery practices that e-tailers
petform. As an example, both types of retailers offer attended home delivery and the percentages are high.
However, there is still room for improvement. OC retailers provide attended home delivery in proportion
of 76% and they could reach the performance of e-tailers, which is 92%. Even though home delivery
represents a challenge for OC retailers in terms of collecting the online orders and last mile transportation
planning (Wollenburg et al., 2016), it can bring various advantages to customers and retailers. Retailers can
have a competitive advantage since it achieves customer satisfaction and consumers do not have to drive to
the store and back to their homes ¢ (Mehmood & Najmi, 2017). Also, OC retailers could learn how to
efficiently use time slots from e-tailers, such as displaying less time slots to be able to manage the huge
number of online retailers, be more flexible and minimize the fulfilment costs. Nevertheless, focusing more
on the online chnannel is complex and brings various challenges. OC retailers need to take care of the store

network, increasing the number of online customers.

Therefore, this study can help retailers observe which last mile delivery practices are the most common,
popular or which delivery practices bring value to consumer or has disadvantages. Managers of OC retailers

can improve or add new delivery practices so that they can compete with e-tailers.

6.2 Theoretical implications

This study is an important step towards contributing to the academic theoretical literature last mile delivery
practices and to what extent omni-channel and e-tailers implement them. The framework developed by
Hubner et al. (2016) had a considerable importance during the development of the study. Nonetheless, the
authors of this study contributed to the development of the framework, by adding new logistical variables:
more delivery times, delivery fee, eco delivery and drop shipping. These contributions were helpful in the
process of exploring characteristics about retailers and how they differ from each other. Furthermore, the
large-scale survey carried out by the previous clases at Jénkoping University in Sweden represented an

essential contribution since these kind of sutveys were rately catried on.

In addition, previous theory developed by researchers was helpful for answering the research questions. Most
of the theory was in line with the findings and it consisted in characteristics, such as advantages and
drawbacks of different delivery practices. This information helped the authors of the study to explain why

diverse logistical variables received low or high percentages.

6.3 Managerial implications

In this report, the empirical contribution revealed what popular and unpopular last mile delivery practices
Swedish OC and e-tailers use. This study is valuable for managers and retailers in order to find the best last
mile delivery strategy. As mentioned in the introduction, the identified problem is the growth of e-commerce
and how OC retailers can compete with e-tailers. Therefore, this research could help OC retailers to shift

their channels: from brick-and-mortar to online and improve their last mile delivery practices.
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The findings show that retailers offer free delivery options and fast delivery. Also, it can be noted that OC
retailers can compete with e-tailers by improving some last mile delivery variables. As an example, both type
of retailers offer attended home delivery and the percentage is high. However, there is still room for
improvement. OC retailers provide attended home delivery in proportion of 76% and they could reach the
performance of pure internet retailers, which is 92%. Considering that OC retailers must shift the channels
because of COVID-19, they also have to adopt delivery practices that e-tailers perform. All things considered,
this report has two important implications for managers and retailers. Firstly, OC and e-tailers can observe
which last mile delivery practices are the most common, the most popular or which delivery practices bring
value to consumers. Secondly, managers of OC retailers can improve or add new delivery practices so that

they can compete with e-tailers.

6.4 Future research

The purpose of this study has been to explore the last mile delivery of OC retailers and e-tailers and compare
the similarities and differences between both categories. An interesting future research is to analyze what
type of last mile delivery is the most efficient, and what combinations create the best competitive advantage.
Another future research is to create a more generalizable study, where a bigger number of retailers is analyzed.
In this case, only Swedish OC retailers and e-tailers are analyzed, which can generalize Swedish retailers.
Therefore, an interesting future study is to analyze a larger number of retailers in other countries.
Additionally, an interesting future research is to analyze the aftermath of Covid-19, to see what companies
have done to adapt to a pandemic, and what impact it has had on the retailing market. It would also be
interesting to explore e-commerce within manufacturers and online marketplaces.

There is a growing interest in sustainability, where the need for companies to adapt a sustainable aspect is
increasing. Thus, another futute research could be to analyze the sustainability aspect in-depth, go into detail
on the amount of pollution different OC retailers and e-tailers produce. Also, the social and economic aspects
of the triple-bottom-line could be analyzed, in connection to last mile delivery and e-commerce growth.
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Appendices

8. Appendices

Appendix |: Logistics variables that were analyzed.
Delivery modes

e Attended HD

e Unattended HD
e In-store C&C

e Solitary C&C

e Attached C&C

Eco delivery
® Yes
e No

Free delivery mode

e  Free solitary C&C

e  Free in-store delivery

e Free delivery over a certain order value
e  Free attended HD

e  Free unattended HD

Delivery time

e  Same day

e Next day
e 2-3days
e 4-5days
e 5+ days

Picking location

e In-store
o  Central warehouse
e  Separate fulfilment center

e Drop shipping
Transport service
e Milk-run
e  LTL-exptess courier/LTL coutiet

e  Line-haul + local distribution

Time slot

e Specific
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e  Undefined
Slot price differentiation

® Yes
e No

Delivery area
o Local
e  Regional

e  National

e International

Appendix lI: Survey questions for data collection
Name of Student

Group Number

Name of Retailer

Name of Respondent

Position of Respondent

Years Active as "Omni'

e <1 Year

1-2 Years
o 3-5Years
e >5Years

Relative Webstore Sales to Total

< 1 00 0
10%-30%
30%-50%
50%-70%
70%-90%
e >90%

Delivery Mode

e Attended HD

e  Unattended HD
e In-Store C&C

e Attached C&C
e Solitary C&C

55



Appendices

e  Hco-Friendly/Green Alternative
e Other

Velocity
e Same Day
e Next Day
e 2-3 Days
e 4-5 Days
e 5+ Days
Time Slot
e  Specific

e Unspecified
Slot Price Differentiation

o Yes
e No

Picking Location

e Central Warehouse
e Separate Fulfillment center
e In-Store

e Supplier Warehouse
Delivery Area

e Jocal
e Regional
e  National

e International
Transport Service

e  Milk-Run
e LTL-Express Courier
e LTL/FTL+Local Distribution

e-Commerce Delivery Pricing

e Free In-Store Delivery

e Free Courier Service Point Delivery
e Free Parcel Terminal Delivery

e Free Attended Home Delivery

e  Free Unattended Home Delivery
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e Free Delivery over a Certain Order Value

e  Free Freight Subscription Programs (e.g., Amazon Prime)
Automation

e  Manual
e  Semi-Automated
e Fully Automated

Integration

e  Separated
e  Semi-Integrated

e  Fully-Integrated
Otrder-Allocation

e  Static

e Dynamic
Returns Mode

e No Returns

e  Returns via Post

In-Store Returns

Courier Service Points and Parcel Terminal Returns

Free e-Commerce Returns

e Free In-Store Returns
e Free Coutier Service Point Returns
e  Free Parcel Terminal Returns

e Free Returns from Consumer’s Home
Outsourced Activities/Functions

e Warehouse to Consumer Deliveries

e Warehouse to Store(s) Deliveries

e c-Commerce Warehouse Operations

e Warcehouse Replenishing Physical Stores Operations

e c-Commerce Returns Handling
Assortment Visibility

e We Display the "Complete Assortment" in Physical Store(s) and Online
e We Display the “Complete Assortment” Only in Webstore

Inventory Availability Status
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¢ We Display Inventory Status in All Channels
e We Display Inventory Status only in Webstore
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