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Key aspects fuelling the growing complexity of e-
commerce logistics

Growth of e- NELTES O Growing
consumer B "
commerce : competition
expectations
More fulfilment Economics are
and delivery % the challenge
opftions to solve
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The e-commerce growth was doubled in the Post-Covid era

w

W cosrco  siinsburys

=—=WHOLESALE
. G h Rate Cl by Mark Carrefour
= e - ’ o
commerce Growth Rate C 1anges by Mar et + Food ecommerce up 45% in Q1 * March online sales up 48.3% + Delivery and pickup slots up 50%
10% 37 6% * Sales volume up ~100%
® TARGET £\ Albertsons
0%
* March online sales up 100% * Average weight of online order * March ecommerce sales up 109%
23 0% 29 2% * Online sales through mid-April up up 30% + April ecommerce sales up 374%
20 1% - 20.0% 275% * Average basket size 49% larger

. 18.7% B S - 19.0%

0% 17.5% 18.1%
14.2% March survey of 1,000 US
10.7% . 11.2% 12.1% 12.0% 11.0% | Macefist VP

i 9.5% 10.0% ' online Didn’t

0% d grocery order
0 C G o purchase o0 groceries
+ Online sales up 250% YoY + Retail sales up 40.4% in Q2 gcz)c\zla??é)f . ?;cl?rsﬂy

i + ~50% of online sales fulfilled even amidst freezes on new 48% |

0% ) _ curbside customers .
Canada China France Germany [taly Japan South Korea Spain UK 32%
E2020 Pre-Covid W2020 Post-COVID Recently purchased groceries
*Sales growth data sourced from respective company financial reporting online because of CQV‘D'1 9,
Does not refer to identical reporting periods. but not for the first time
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New market growth opportunities in specific product
categories

EXHIBIT 8: TOP 10 CATEGORIES WHERE RESPONDENTS WANT MORE
E-COMMERCE ACCESS (RANKED BY % OF RESPONSES)

% of responses

ik 54% 51%

% Growth in online Of shoppers want
= furniture sales large appliance
between 2018-2022 installation services

es

y
3

Health care
Pharmacies

Education
Gas stations

Grocery stores

Discount stores

Food/beverag
Department stores

Financial services

3/
—

Housing

Source: J.P. Morgan Multi-Asset Solutions, “J.P. Morgan global e-commerce survey
of analysts and interns,” June-July 2019; data as of July 2019.
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New set of consumer expectations turns logistics from cost
source to a growth opportunity

87% stated that they'd be highly more likely to

shop again with an online merchant following a
positive delivery experience.

6 1 % of e-commerce shoppers said they decided to

purchase from one retailer over another because they
provided more delivery choices.

55% of consumers said that they will switch to a
competitor if that competitor offers a faster service.

46% of shoppers abandoned their shopping cart
because the delivery time was too long or not stated.

Consumers who get groceries delivered at
least weekly are more likely to prefer
delivery subscription plans, to buy

49% of customers stated that, clear communication
regarding delivery time is the most important element of

online and pick up in store or collect the delivery.
deliveries from parcel lockers.
73% of consumers said that
F, receiving the delivery in a convenient £ BUSNESS RESEARCH CENTER
SARMEDZK time slot is more important than ELTRUN

receiving it quickly.



Same day delivery is the new the norm infensifying
competition

[

a ) N For this reason, e-commerce super-
Amazon’s free delivery time

giants Alibaba, JD.com, and Amazon . Testing . Scaling . Market standard
>9 days ~8 days ~5 days <2 days are committed to pushing same-day
delivery into the mass market now. Same-day delivery promise
4
245 2014 2015 2016 2017 2018 2019

ws @ @ ® o o

—

China

Do ® & & o6 o o
Western Europe Amazon . . . . .
United States Amazon . . . . . .

US e-commerce market size
Index (2000=100)
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Key players employ varying fulfiiment and delivery options

Fulfilment

Model Walmart Alibaba Amazon JD.com Costco Carrefour Kroger
|
Traditional |
e E IZ amazon books IZ m m c[- kL- t
ad WHOLE | “FRES ICKLIS
______ 5 % | I— m | I 7',7,,',‘,_&?“ Order Online... PICK UP at Store. f——————
: 36 :
Click-and-collect E | amazongo ) . | | |
o o WHOLE
Wamart | g o gt :
Curbside click-
and-collect c b (“ &
ﬁﬁ_‘g Cu&ﬁgur '
Drive click-
ar:g-iSI;;ct ** M | Kroger”Ship
AN e LI 7FRESH S instacartL
Ship f - <
ip from
ip fra = il = = & = &
25 WHOLE -
______ 5 HUUml _____". Instacart { Livraison
. . Future
Pickup at third | express
party location J c B M arlazon i ' |
Doddle. ocado
Fedx ——NIAO oD = @ Walmart —
National | |
shipping E E m i El E |Z| E i
I |
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Only 10% of international retailers make a profit from the
online channel
&

Re-l-oilers Ore Obsorbing pOr-I- Of -I-he COS-I- Of Impact on profit margin due to increase in online sales
|OS.I._mI|e dellvery r-zs%
. }
-
10.1 . 2.58%
8.08
= -
E L. .J \ v
E 2018 2021
—
~ ] 1.4
= = Absorbing a part of the last-mile delivery
cost can potentially hurt retailers’
Average cost incurred to [ ] Average cost charged to [ | Average cost consumers are

organizations (USD) consumers (USD) willing to pay (USD) proﬁ‘I'O b”i‘l‘y by 26%
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Innovative fechnologies cover the three key areas of e-
commerce logistics operations

Logistics and delivery
Planning, forecasting
and inventory
management

Warehouse and in-store backrooms
SARMEDR automation €l eirrun




Many of these solutions have already been implemented...

In - car delivery

= GM and Volvo, and Honda offered
delivery to a customer’s car when it
is parked at home or office

» Provided by Amazon and Migros

= Ocado built automated order v B R | = Waitrose is the first retailer in Britain
fulfilmment centres for Kroger in the US, S S S to offer this service
Morrisons in the UK, Casino in France, W_;%' — ‘ : e ' | = The Dutch supermarket chain,
Sobeys in Canada, and the ICA ; S huged —iciiid o Albert Heijn, a subsidiary of Ahold
Group in Sweden 1 s gly 5. g | ¢ = Delhaize, is also experimenting with
= The Alibaba store, “Hema,” is b e fhis service
designed as both a store and delivery—— | _ A /= | = Amazon offers the Amazon Hub
center with overhead conveyor belts. - — — Apartment Locker

Warehouses automation In - home delivery
SARMED7R e
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...In corporate and productive environment

~.

'||H 1y A-—Q* '

: ‘ L sgi'-{ {3 x g

» DB Schenker has tested Iong cargo
bikes that can carry two containers of
packages

= UPS recently piloted e-bike delivery
after deploying it in European cities.

= Amazon and DHL are also piloting e-
bike delivery in New York.

» Velove, a Swedish company, offers an
electric cargo bike for faster deliveries

Cargo bikes
SARMEDZR

Autonomous vehicles

» Ford, Walmart, and delivery service
Postmates are collaborating to
design a service for delivering
groceries and other goods to
Walmart customers using
autonomous venhicles.

= UPS has ordered 10,000 Generation
2 Electric Vehicles

= Amazon has 100,000 custom
electric delivery vans on order
along with another 1,800 electric
vans

» Picnic, a Dutch online supermarket,
delivers orders in electric vans

Electric vehicles

E-BUSINESS RESEARCH CENTER
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... While others have been in frial phase

Sleek electric cargo
bikes

= A new delivery vehicle from a
German startup called Ono looks like
a finy truck. But it's actually an
electric bike, narrow enough to easily
move through fraffic and even fitin a
bike lane when necessary.

» 7/-Eleven was the first to successfully
complete a Federal Aviation
Administration approved drone
delivery in July 2015

 Since then, several retailers —
including Amazon — have piloted
these.

Drones
A
SARMEDZR

Robofts
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... covering, however, a wide range of processes

Inventory management
and placement

» 7/ara uses Radio Frequency
|ldentification (RFID) to frack
garments and reduce out of stocks.

= Walmart moved back room
inventory onto the top shelves on
the shop floors to improve real time
visibility and reduce ‘ghost
inventory.

See howiit
all connects!

= Amazon and P&G joined forces to S ¥ | = Amazon has applied A.l to inventory
sell products such as diapers directly = T - % management,
from P&G's warehouses, . g = Metro Mymarket has applied Al to
= Zalando and Adidas - one of | T = stores replenishment.
adidas’ distribution centers was o —
linked up to Zalando's inventory
system.

= YOOX NET-A-PORTER and Valentino

Connected inventory Al-enabled inventory
SARMED7R and forecasting €] &mon
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159 partnerships and acquisitions by key market players have
been recorded in the period 2018-2020

#93

e.g. Carrefour and Rappi,
partnerships with digital
intermediary platforms, such as
Instacart, Glovo, Postmates or

Uber Eats.

#28

e.g. Kroger with Mirakl,
Instacart with Costco

e 2. CAPABILITY
e.g. Kroger and Microsoft, - :
Ocado with retailers including PC’”';]erSh'pS (e gfogm“rl‘g @
. wdarenouses or joIiNtly aevelop
Kroger, COSIr;\j\)é)rCrigcl)?\Ss, Sobeys and solutions in areas such as Al, [ iy

cloud computing or voice

SARMED?7R

E-BUSINESS RESEARCH
ELTRUN
ATHENS UNIVERSITY O BUSMESS.



Partnerships and acquisitions concern different strategic
goals and capabilities

Launching marketplaces Entrance to new markets Offering new services Promoting innovation

 Kroger with Mirakl . Farfetch, Alibaba and « UPS with Stamps to offer
« Carrefour France - with Richemont in global luxury discounted shipping rates
Mirakl/ 52% SMEs industry « UPS with ShopRunner to offer
« Instacart with Costco in free two-day shipping and
prescription delivery returns
- Alibaba with hypermarket » DB Schenker with Magento
chain, Sun Art Retail Group * FedEx and BigCommerce fo
Ltd SMEs
» KUhne + Nagel acquired
Indonesian Wira Logistics

Augmented . Voice - based In-vehicle Shipment Warehouse . Digital
. Blockchain @ Shelf cameras : oy S . Robotics
reality shopping applications visibility automation strategy

I » DB Schenker with start-up
accelerator Plug and Play
» Ahold Delhaize partnering to
launch Artificial Intelligence
for Retail Lab

9
O
)

-+
O

=

(%)

>
=
0 * Flipkart Walmart Walmart Carrefour Audi and Kuehne + Kroger Ocado 7-Eleven
O acquired and Canada and Alibaba Nagel use acquired has
o Scapic VeChain with Google and Ocado Kindred enfered
O * Alibaba in China Focal Zebraxx technolo Systems strategic
Q acquired Systems ay and partnershi
Infinity AR Haddingto ps with
n Adobe
Dynamics. and
Microsoft
Microsoft
and FedEx
N z E-BUSINESS RESEARCH CENTER
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as well as distribution capabillities and alternatives

Launching or expanding home Expanding the click and collect | Autonomous Crowdsource Electric D Delivery
. rones
delivery points network vehicles d services Vehicles Robots

Deliveroo -30 mins grocery
delivery to London

FedEx makes major foray into
eCommerce by buying
ShopRunner

DB Schenker’s with uShip.
SEKO Logistics and Bringg

SARMEDZR

« Uber Eats and Carrefourin Amazon Australia with Myer on égnqojcraend Walmart- UPS with © UPS Kroger and
- France and Belgium — delivery Click & Collect self- Joyrun ARRIVAL Flight Nuro
;'(_—) within 30 mins. Amazon with Next stores driving to buy Forward gtjjfg(r:]%?no
) - Glovo with Carrefour in Ngong Amazon's new Counter service startup 10,000 of with Us grocery
O And Rongai Towns, Kenya) with bookstore chain Giunti and Zoox its electric CVs delivery in
-E « Morrisons with Amazon and the network of Fermopointand . waimart vehicles Health Houston
A customers SisalPay stores. Inc. with fo UPS
« Ahold Delhaize acquired InPost (post lockers) partners Cruise with
FreshDirect, a Grocery Delivery with Lidl (affilite wholesa
Service based in New York City. DHL Group and Lidl announced of le
« 7-Eleven with delivery platforms that 500 DHL Packstations will be General phormcn
Postmates, DoorDash and installed at Lidl stores nationwide o) ceufical
Google, Uber Eats, Instacart this year. . UPS with distribut
and Grubhub Ahold Delhaize would expand its frucking Ol
« Lidl with Buymie (on demand partnership with BP. platform Ameriso
groceries) Ireland. TuSimple urceBer
« Aldi UK in collaboration with gen,

ELTRUN

UNIVERSITY OF ECONCMICS & BUSIHESS
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Seven key trends shape the e-commerce logistics market

Revisiting the supply chain

Investments in new e- design
commerce fulfilment and last
mile logistics start-ups Growth of parcel shop and
@ locker networks

Specialized e-commerce @ @

logistics companies are
emerging

Direct customer
opportunities for

@ consumer product
brands
Partnerships

and acquisitions

SARMEDZR

Refurns are
the new
normal
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Specialized last mile and e-commerce logistics companies
are emerging

»= Online platform for food
ordering and delivery

» On-demand delivery services

» E-Commerce logistics company

UNICORNS

- _ .. .
SEMICORNS Self-driving veh|cI§s, drones, .robo’rs
—— Rappi = Tech-enabled fulfiment services to
swiGgy  deliveroo g PO h e-commerce businesses
DoorDash Swiggy Deliveroo Rappi ' C Al-bqsed ﬂee_l_ mondgemenT &
_ et vehicle fracking systems, Al-based
nuro 0 b o delivery management software
B LALAMOVE A— ’ N, ‘
Flexport MNuro.ai Glovo Lalamove * - ‘ i MI N ICO R N s
- ul Starship > Dunzo . B iohtHand
. - RobRc?cict:Logo
Ge Gk“: ‘ . :': V. RightHand Robotics
Gogovan Geek+ Loggi BlackBuck 5 o Shipbob Arrive Logistics LetsTransport
Locus Robotics Deliverr XpressBees
RIVIGO T @ hippytresh
Rivigo Zipline KeepTruckin Roadie Automile Elastic Run Bringg Locus HappyFresh Clear lefal Sendy

E-BUSINESS RESEARCH CENTER
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More than $ 12 billion have been invested in start-up logistics
companies since 2015

=  Around USD 28
billion has been
invested, almost all
of which was raised
in 2015 or later

= Most funding goes
to startups working
on last-mile and
freight platforms i.e.
Instacart, Manbang,
and Flexport

SARMED#R

Traditicnal Market size CAGR Total funding
industry LSO billions, 20707 20m7-23 Challenged by startups in S0 billions, until 21019
CEP I 319 3_9% Mew last-mile delivery models _ 991 New Data, HiveBox,
. . Nuro, Delhivery, Ninja
Mew entrants in the parcel business l 1.2 van, Instacart,
Xpressbees
Transport _ D 040 2_4_% Road freight marketplaces and solutions - 6.0 P
Air and ocean transporiation . 16
Storage and l 340 3_5% Warahousing - a3
physical supply o s - T
chain solutions Traf:||1..:-na. i llrd-|:a=|—.!.r or contract l 14 Best
logistics sarvices

Tech

5-6%

Note:

B2BE e-commerce specialists I 0.7 Shippo, ShipBob
Aszat fracking 0.8

Inventory order management 0.5

Intelligence providers LB

Blockchain 0.2

= New last-mile delivery models: Offer innovative last-mile delivery services to retailers and individuals by using crowdsourced delivery,

drones, AVs, efc

= New entrants in the parcel business: Act as a fraditional parcel business: include pickup, sorting, and delivery
= B2B e-commerce specialists: Provide a specific value-chain-focused solution to online retailers (e.g., return logistics, e-fulfillment,

conversion optimization)



Revisiting the supply chain design to include stores and
micro-fulfilment centres

Retail stores becomes a
strategic key asset

l Adding micro-fulfilment
centers (Mini-CFCs) can
make last-mile delivery
quicker and more cost-
effective solution

= Several leading grocers including Walmart, Ahold
Delhaize, Amazon, Albertsons, Nordstrom and
Woolworths, Carrefour have been partnering with
technology start-ups (e.g. Alert Innovation, Takeoff

= Using existing stores rather than new warehouses—
could be the entry gate to same-day delivery for

aspiring retailers.

» The Alibaba store, *Hema,” is designed as both a
store and delivery center and consumers within
three kilometers receive grocery orders in 30
minutes.

Technologies, Food-X ) to explore mini-CFCs.

= Kroger revamps distribution plan to add Mini-CFCs
and Ocado is also trialling its Ocado Zoom service
in London using mini-CFC:s.

N z E-BUSINESS RESEARCH CENTER
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Fast growth of parcel shop and locker networks

The key success factors of an G

= Since 2018 the total global number of

locations has increased by 36% independent are:

= More than 1.2m parcel shop and locker — open / agnhostic network, many locations,
locations worldwide (over 820,000 parcel long hours, awareness
shops and more than 350,000 locker = 48 leading networks including
locations) —  Hive Box with 150,000 lockers

= Two business models differ between — DHL Pakstation with 3,500 locations.
opero’rors: — Amazon’s locker network locations in the US and

the UK have increased by 50%.

— Finland’s Posti recently will significantly expand its
parcel locker network so that, by 2022, there will be

— Most (but not all) carrier-owned networks
handle only their own volumes

— Most independent networks are open to a 4,000 Posti parcel lockers in Finland, meaning up to
range of carriers. In some cases they act as 85% of Finns will have a Posti parcel locker less than
first tier supplier, working directly with one kilomefer from fheir home.
retailers, while in other cases they act as a — Ofther major operators are include Best, UPS Access

Point, InPost, FedEx, Sposter/China Post, Hermes,
DPD (La Poste) and GLS (Royal Mail).

13 locker manufacturers including KEBA, TZ
and Zhilai ﬁ
] ELTrRUN

ATHENS UNIVERSITY OF ECONGMAICS & BUSINESS

subcontractor to their carrier partners
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Direct customer opportunities for consumer product

brands

= Product subscriptions models is the way
forward.

v 46% of the consumers want to automate repeated
purchases through product subscriptions

v 96% of consumer product firms seeing subscription
models as a means to provide more convenience
and value to customers

= Brand loyalty programs are a big attraction.

v with 59% of consumers selecting this as the reason

they buy from brands
= Many are already seeing the fruits of their
efforts.

v 5% of Unilever’'s North America sales are online,
with a growth rate of 50% and P&G and Shopee
drove record sales on Show Me My Home initiative

= Shared warehouses and logistics can be used
for last-mile delivery

v 97% are considering joining forces with other
consumer product firms

SARMED?IR

Best-in-class D2C platforms operated by established online brands

Free weekly live online tasting
event for subscribers (acquired

by AB InBev) Be erBO dS
Community
club Charrtable
. donations TOMS
w/ Casper

100 nights
risk-free trial

Cost-efficient
subscription plan

U A L
Y 'NESPRESSO

Personalized styling guidance
TRUNK CLUB (acquired by Nordstrom)

NORDSTROM COMPANY
Tailored advice and
personalized skincare
products (beta tested by
Unilever)

SKINSEI

Personalized
vitamin advice

Age
exclusive
% i High-quality
; ] . coffee products
\“ﬁ[!ﬁ and
\ sLue porrie  SUDSCrIption
Exclusive COFFEE (Nestle has a
personalized majority stake)

chocolate

™
" spend acertan | BRANDLESS ) instant Exclusive
enda ce )| . oducts
amount Nk Glossier. produets
Smart printer ink
All products replacement service Exclusive beauty
are USD3 m : products
nn

Subscription
razor plans

l X,
(ERESHY |
Personalized pet food
subscription

Subscription
recipe boxes

L3 E-BUSINESS RESEARCH CENTER
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Returns are the new normal reaching up to 30%

That sweater you don't like is a trillion-dollar

roblem for retailers.
p 92 0/0 of consumers 79 u/l] of consumers
will hu;: want free
at teast 30 %o of all products ordered [P Shiping
online are returned as compared to ::L";';ss
8-89 l'/(l in brick-and-mortar stores wherea:

Top reasons why consumers return products
O 67 % of shoppers
ﬁ iﬂ | eeo @ check the returns
llage_ hefore
20% 22% 23% 35% : ek
oo pooonctrong . Other of rela‘illg:;l 2531:%3/: m PUICHAse |

product looks item LN  return shipping now & - )
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The e-commerce logistics market includes "old" and "new"

players

Logistics /3PLs /Parcel Retailers and Marketplaces Specialized e-commerce fulfilment companies

delivery companies /
Couriers

DHL,

United Parcel Service,
FedEx Corporation,
Maersk Logistics, DB
Schenker,
Kuehne+Nagel Inc.,
NYK logistfics., Union
Pacific Corporation,
and BNSF Railway
Company,
ARAMEX, XPO
logistics

SARMED?R

Walmart, Alibaba, Byrd, Rakuten Super Logistics, ShipBob,
Carrefour, ShipMonk, Red Stag Fulfillment, Fulfillify,
Amazon, Kroger eFulfillment Service, FedEx fulfilment, Fulfillment
JD, Lidl, 7-Eleven, by Amazon, Deliverr

Kaufland, Costco, )
Asda, Ocado Brands with B2C Parcel shop / locker

channels networks

On-demand logistics and  jjjcver, Micle, Lego, | Postis, Keba, Collect+
delivery services providers pg g | delivery, InPost, Doodle

Glovo, parcel2go, Technology providers for last mile delivery and
Postmates, DoorDash warehouse automation

Uber Eats, Grubhub, Starship Technologies, Nuro, Routific, Loginext,
Instacart, De liveroo, Ocado, TeleRetail, Parcelly, Onerail, Shippo ,

Swiggy, Zomato, Delhivery ShipHero, Bringg



Thank you!

Dr. Eleni Zampou

zampoueleni@aueb.ar
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ELTRUN, The E-Business Center

Dpt. of Management Science and Technology
Athens University of Economics and Business
Tel. : +30 210 8203663

www.aueb.gr | www.eltrun.gr
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