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ABSTRACT 

This thesis analyzes the possibilities of offering a same day delivery service for the German 

branch of an internationally operating company in the construction industry. The analysis 

includes a market analysis which investigates the customer demand for such a service. Also, it 

explores whether competitors and courier companies already offer same day delivery. 

Additionally, the thesis conducts a benchmarking study to investigate same day delivery 

concepts from different companies in detail. The results show that same day delivery concepts 

differ on a few important dimensions. An internal company evaluation of different same day 

delivery concepts, combined with a cost evaluation, is used to determine the most suitable 

concept for the German market. The cost evaluation reveals that using a courier instead of a 

company fleet for same day delivery is more cost-effective when offering same day delivery 

from the company’s retail stores. It also shows that offering same day delivery from retail stores 

instead of warehouses is cheaper due to the fact that the latter option requires expensive direct 

deliveries. Overall, the thesis concludes that the company should offer same day delivery from 

its retail stores with a courier, an automated order process, fixed order cut-off and latest delivery 

times, to customers located in a certain distance to the stores. 
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EXECUTIVE SUMMARY 

This master’s thesis investigated the development of a same day delivery service for an 

internationally operating B2B provider in the professional construction industry. The thesis 

focused mainly on the German market, with research also conducted in other central European 

markets. The main questions addressed were whether the company should generally offer a 

same day delivery service, how this service should be designed and whether the results of this 

thesis would be applicable to other countries.  

Same day delivery has been a much discussed topic in the last years, especially with Amazon 

pioneering this service in more and more urban areas in different countries. However, the focus 

has mainly been on the B2C market, with little research on the demand of B2B customers, 

despite the fact that same day delivery could especially be interesting in the B2B market where 

customers could save costs for downtime and inventory. The topic has also not been covered 

much in the academic literature. Nevertheless, research showed that the company’s customers 

state a certain demand for fast delivery options, especially for unplanned purchases. Moreover, 

some of the competitors have started to offer same day delivery, while the same day delivery 

offerings from courier companies have been fast growing in the last years. To fulfill the 

company’s logistics strategy of being an early adopter of services in the market, offering a same 

day delivery service is suggested. 

A benchmark analysis of the same day delivery services from competitors and several non-

competitor firms showed different possibilities of constructing this service. The services mainly 

differed on eight dimensions, namely the location the service is provided from, the carrier, the 

product assortment that is offered for same day delivery, the customers that are able to place 

same day delivery orders (customer segmentation), the order process, the latest time at which a 

customer can place an order (cut-off time), the time for delivery (lead time), and lastly, the latest 

time at which the orders need to be delivered on a day. This led to the definition of several 

different concepts for a same day delivery service. 

To decide on the best concept design for the service in the German market, several analyses 

were undertaken. First of all, a survey was conducted to let company employees rate different 

concept ideas on several criteria, such as complexity for the customer and feasibility. Secondly, 

a customer coverage analysis helped to understand the amount of customers that could be 

reached with different concepts, for instance with a same day delivery service from the 

company’s warehouses, or retail stores. Lastly, the operating costs for the different concepts 

were calculated with the help of estimating expected travel route distances for delivery vehicles. 

This was possible as same day delivery could be seen as individual travelling salesman tours. 

The cost analysis used results from the field of continuous approximation. Unfortunately, the 

company data did not fulfill all necessary assumptions for the cost calculation, hence the costs 

calculated in this thesis cannot necessarily be taken as absolute values. However, also non-

absolute values allowed the comparison of operating costs for the different concepts.  

Those three analyses led to the conclusion that the company should offer same day delivery 

from their retail stores, with the available assortment at those stores, to customers in a certain 
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distance to the stores (geographic customer segmentation). The order process should be 

automated, with fixed cut-off, lead and latest delivery times. Moreover, the orders should be 

transported by a courier, instead of a company fleet. 

A final discussion on the scalability of the thesis results to other countries concluded that the 

best same day delivery concept for the German market would not necessarily be the best 

concept in other countries, or possibly not even be feasible in other countries. However, the 

thesis process that led to the conclusion of the concept for the German market could certainly 

be applied in other countries. For that purpose, an abbreviated version of the process was 

developed.  

While the thesis uncovered the different dimensions of a same day delivery service and 

developed a cost model to evaluate operating costs, further research should still be conducted 

to better understand the potential for same day delivery in the B2B market as well as delivery 

tour distances in urban areas, where same day delivery is most likely to be used in the future.  
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1. INTRODUCTION 

This introductory chapter will outline the overall project of the master’s thesis. A literature review 

introduces the topic of same day delivery, followed by an introduction of the company where the 

thesis was conducted at. Next, the underlying problem driving the project will be explained as 

well as the scope within which the problem will be addressed. Lastly, the project’s research 

questions and methodology guiding the thesis will be outlined. 

Chapter 2 dives into the topic with a market analysis to understand the overall demand for same 

day delivery as well as the offering of same day delivery services from competitors and courier 

companies in Germany. Gaining an understanding of the different possibilities for the design of 

an SDD concept will be the main theme in chapter 3 where a benchmark analysis is conducted. 

Subsequently, chapter 4 illustrates the method of evaluation to determine the best design for an 

SDD concept in the German market. The results are presented in chapter 5, followed by a more 

in-depth description of the SDD concept in chapter 6 with the help of the business model canvas 

(Osterwalder & Pigneur, 2010), as well as a discussion on scalability. At last, the thesis 

concludes with a review of the thesis’ research questions and a discussion on limitations, 

managerial insights and further research topics in chapter 7. 

1.1 LITERATURE REVIEW 
Same day delivery (SDD) can be defined as the delivery of goods on the day of ordering 

(Mueller, Schmahl & Tipping, 2013). In recent years, many e-tailers such as Amazon, Ebay and 

most online grocery businesses have started to offer their customers this delivery option, mainly 

to compete with one of the main advantages of bricks-and-mortar retailers: instant product 

delivery (Mueller, Schmahl & Tipping, 2013). However, end-consumers in the B2C market are 

often not willing to pay extra for this service or in fact, do not need it at all, as a study by Booz & 

Company revealed (Mueller, Schmahl & Tipping, 2013). In the B2B market, however, increased 

speed of delivery could substantially reduce costs for consumers, for instance through 

decreased downtime or lower inventory levels. Especially in the construction industry, fines 

often apply if a construction project is delayed, increasing the importance of SDD for consumers 

(Graf, 2013).  

According to a research study conducted by McKinsey & Company (Hattrup-Silberberg, n.d.), 

several conditions have to be fulfilled to enable companies to offer same day delivery: 

1) Product Availability: For delivery on the same day, transport routes need to be kept short 

and therefore products need to be available nearby customer locations. 

2) Transparency of inventory levels: Information on whether products are available for 

same day delivery needs to be transparent and up-to-date. 

3) Efficient logistics network: To keep the service of same day delivery cost-effective, the 

logistics network needs to work efficiently. This involves reducing lead time by minimizing 

the time for picking and packing, processing orders immediately as well as arranging for a 

seamless interplay between order fulfillment and delivery (Gath & Herzog, 2015; Hattrup-

Silberberg, n. d.). 
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Companies have been experimenting with different business models: Large logistics providers 

offering same day delivery as an additional service, start-ups bundling local deliveries on online 

platforms, and retailers using their own fleet to deliver products to customers on the same day 

(Hattrup-Silberberg, n.d.). So far, the SDD service is mainly restricted to urban areas, due to the 

hypothesis that delivery times will be too long and costly elsewhere (Watson, 2014). 

1.2 COMPANY INTRODUCTION 

The master’s thesis was conducted in the German branch of an international company in the 

professional construction industry, which is characterized by a few larger market players but an 

overall high market fragmentation. The company provides technologically-leading products, 

services and systems to customers in more than 120 countries, with production facilities and 

R&D centers across the world. A large amount of the company’s employees work in the sales 

organization with direct customer contact, resulting in thousands of interactions with customers 

each day, with great importance placed on trust-based customer relationships.  

The company’s corporate strategy sets its focus on product and service differentiation, amongst 

others. For the successful implementation of the strategy, contributions from logistics are 

required. This led to the definition of the company’s logistics strategy. While the main focus of 

the logistics strategy used to be on operational excellence in the past, the corporate strategy 

now requires the company’s logistics to start offering highly reliable, more advanced and 

segmented services, tailored to each region and adapting quickly to changing market needs.  

‘Speed’ is one of the services the company decided to focus on within this strategy, or in other 

terms, the development of an SDD concept to realize speed with regards to order delivery. Also, 

the company wants to be an ‘early adopter’ in terms of service adoption instead of being the 

service innovation leader, hence adopting services after they become available in the market. 

1.2.1 DISTRIBUTION NETWORK 
The global market organization of the company is divided into several regions managed by 

regional headquarters. The company operates regional distribution centers (RDCs) and central 

warehouses (CW), where the former supplies products across country borders and the latter 

products within a country (Figure 1.1). One warehouse can serve as RDC and CW at the same 

time. The market organization (MO) Germany is located in the region E3, which also includes 

the following MOs: the Netherlands, Poland, Switzerland, Austria, Hungary, the Baltics, the 

Czech Republic and Slovakia. Germany has one RDC located in the West, and a CW in the 

South-East, where the latter is run by a third party. The assortment in those two warehouses is 

rather similar, and transportation is mainly handled by external carriers. In addition to the direct 

salesforce (sales representatives), the remaining three purchase channels consist of customer 

services, an online shop, and company-owned retail stores, henceforth identified as company 

shops.  
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FIGURE 1.1: Distribution Network 

1.3 PROBLEM DESCRIPTION 
The company’s logistics strategy was developed with the aid of benchmarking studies, customer 

as well as competitor research, which revealed the need for more speedy delivery options. The 

strategy development prioritized those services that needed to be developed and improved. 

This led to a focus on seven services with a high strategic relevance and market attractiveness, 

which would strengthen the company’s competitive position, especially in the categories 

reliability, speed of delivery, jobsite services and online experience. Same day delivery is one of 

those services. Offering a same day delivery service would enable customers to receive 

products on the day of ordering, improving the company’s performance on the speed dimension. 

Today, there are already many different ‘local’ and ‘unofficial’ SDD solutions in place within the 

company. The Dutch MO, for instance, is able to deliver orders on the day of ordering through 

the close-by RDC in Germany. However, this is not actually promoted and communicated as 

“same day delivery” to customers. In Munich, a same day delivery pilot project exists, providing 

same day delivery for products available in the Munich company shop, to customers in the 

Munich area. This is just to outline two of such local/unofficial SDD solutions. All the different 

solutions and approaches create the impression that the company is already offering same day 

delivery. However, no in-depth research to assess whether the company should offer SDD has 

been conducted so far. Also, there has been no development of a single SDD concept that 

could be implemented countrywide, or even in different countries, and that is communicated as 

SDD service as such.  

Given the company’s logistics strategy, it was decided that the topic was worth investigating 

further, leading to this master’s thesis. Germany was chosen as initial pilot market to investigate 

the need, feasibility and design of an SDD service.  
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1.4 PROJECT SCOPE 
The scope of this master’s thesis involved the following components: 

 An investigation of the market needs for same day delivery (market analysis) 

 The determination of different design possibilities for an SDD concept 

 The evaluation of those design possibilities for MO Germany (value benefit analysis) 

 The development of the SDD concept for MO Germany and a recommendation for 

implementation as well as an investigation of the scalability of the concept 

The calculation of a business case, the actual implementation and launch of the concept as well 

as an implementation plan and an in-depth analysis of the scalability to other countries were out 

of the scope of this thesis. 

1.5 PROJECT PROCESS 
The main objective of this thesis was to develop an SDD concept with a recommendation for 

implementation. To derive at a concept in a structured way, the new concept development 

process by Koen et al. (2001) was followed, combined with a value benefit analysis 

(Bundesministerium des Innern, 2015), leading to the following steps guiding the thesis process: 

1) Opportunity Identification & Analysis: What is the opportunity for SDD for the company? 

(Market analysis) 

2) Value benefit analysis  

o Idea Genesis: What are the different possibilities for the design of an SDD concept? 

o Idea Selection: Evaluation of the different possibilities to select the best ones  

3) Concept Development: Developing the SDD concept  

FIGURE 1.2: Concept Development Process (Koen et al., 2001) 

 

1.6 RESEARCH QUESTIONS 
From the problem description in chapter 1.3, five research questions (RQs) could be derived, 

which will be outlined in the following. 

1.6.1 RESEARCH QUESTION 1 (MARKET ANALYSIS) 
With Amazon as pioneer, SDD seems to become a trend, especially in the B2C market. Also, 

the thesis company’s large salesforce, which is in close contact with the customers, has been 
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emphasizing the need for a same day delivery concept. However, it is unclear if SDD really is an 

important trend in the B2B market, and especially in the construction industry, or whether it is 

just another concept that is simply ‘hyped’ by customers, and sales staff accordingly. In other 

words, might same day delivery simply be “that last bit of fruit that people want” (Martyn, 2015)? 

This raises the following research question: 

Research Question 1: Should the thesis company offer same day delivery in Germany? 

To answer this research question, SDD needs to be analyzed from the demand and supply side: 

 Is there an overall need for same day delivery from the customer-side? 

 How many of the competitors already are offering same day delivery? 

 Are courier companies (3PLs/4PLs1) offering same day delivery solutions for companies? 

1.6.2 RESEARCH QUESTION 2 (IDEA GENESIS) 
After identifying the market needs, the second RQ aims at understanding the different ways an 

SDD concept could look like (idea genesis), henceforth defined as ‘concept ideas’.  

Research Question 2: What are possible concept ideas for an SDD concept? 

The difference between those concept ideas is that they vary in terms of one or several 

dimensions, for instance with regards to customer segmentation (which customers will be able 

to request SDD?), transport (who will transport the SDD orders?) or product type (which 

products will be offered for SDD?). This is not an exhaustive list of all available dimensions. To 

derive at a list of different concept ideas, the local/unofficial SDD solutions in place at the 

company as well as existing SDD services from competitors and several other firms will be 

analyzed (benchmarking). 

1.6.3 RESEARCH QUESTION 3 (IDEA SELECTION) 
Subsequently, the different concept ideas for SDD need to be evaluated to select the best one 

for Germany. This leads to research question 3.  

Research Question 3: Which is the best concept idea for an SDD service in the German 

market? 

The concept ideas will be evaluated on the following criteria: 

 External complexity: How complex is the idea for customers? Does it fulfill customer needs? 

 Internal complexity: How complex is the implementation? Will the complexity influence 

efficiency (e.g. in the warehouse)? Which work effort is required after implementation? 

 Degree of Feasibility: How easy/difficult is it to implement? 

 Customer coverage: How many customers would be able to receive same day delivery? 

(cut-off point: the option needs to cover at least 50% of the customer base) 

 Availability in the market: Is the concept idea already used in the market hence easier and 

faster to implement, or is it rather new and innovative, thus more difficult to implement? 

 Operating Costs: What are the operating costs of the concept ideas?2  

                                                
1
 4PLs coordinate logistical processes without using own assets for this 

2
 It was assumed that investment costs for implementing such a service would not be substantial, and the 

investment costs for different concept ideas would also not differ much unlike operating costs 



 

6 | INTRODUCTION 

 

 Benefits: What is the expected benefit (e.g. revenue) of the different ideas? 

 Scalability: Could the concept idea be implemented in several cities/countries? 

 Assortment availability: How large is the assortment the company would be able to deliver? 

 Combination possibilities: Is the idea combinable with other existing processes? 

1.6.4 RESEARCH QUESTION 4 (CONCEPT DEVELOPMENT) 
After choosing the best concept idea for the SDD service, the actual concept of the SDD service 

needs to be developed in-depth. This leads to the fourth research question. 

Research Question 4: What is the detailed outline for the SDD concept in the German market? 

This RQ will make use of the business model canvas by Osterwalder and Pigneur (2010). 

1.6.5 RESEARCH QUESTION 5 (SCALABILITY) 
Lastly, the question of scalability needs to be addressed to determine whether the SDD concept 

developed in this master’s thesis could be implemented in other countries. 

Research Question 5: What is the scalability of the SDD concept to other countries? 

1.7 METHODOLOGY AND RESEARCH APPROACH 
1.7.1 BENCHMARKING FRAMEWORK 
Research question 2 requires the analysis of SDD concepts from other companies. For that, a 

benchmark analysis was conducted. Benchmarking is defined as “a continuous systematic 

process of evaluating companies recognized as industry leaders, to determine business and 

work processes that represent best practices and establish rational performance goals” 

(Rolstadas, 2013, p. 61). The benchmarking process has several steps (Rolstadas, 2013): 

1) Defining the object that will be analyzed and compared: Same day delivery. 

2) Selection of the benchmark companies: Competitors from four categories from the B2B and 

B2C market were chosen as well as a few non-competitors. 

3) Data acquisition 

4) Analysis of the difference in performance between the company and the benchmark 

companies: The SDD service of the benchmark companies and the local/unofficial SDD 

solutions in place at the thesis company will be compared. 

5) Definition and implementation of improvement steps: This last step only consists of the 

development of an SDD concept. 

1.7.2 TRANSPORT COST MODEL 
The evaluation of the operating costs of different concept ideas requires the determination of the 

transport costs. For that, a transport cost model was developed. A direct determinant of the 

transport costs involved in SDD is the distance traveled to a customer (Daganzo, 2005). To 

determine the minimum transport costs, the travel distance for SDD from the company to the 

customers has to be minimized (one-to-many distribution). SDD can be assumed to be mainly a 

travelling salesman problem, meaning 𝑆, the maximum number of stops a delivery vehicle can 

make on its daily route, is equal to or greater than the amount of SDD orders on a day 
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(Turkensteen & Klose, 2012).3 If the destinations for daily SDD orders are more or less 

uniformly and randomly scattered in a zone of certain size with a centrally located depot 

(company shop or warehouse), and distances are Euclidean, then the expected travel route 

distance to deliver all daily SDD orders can be calculated using results from the field of 

continuous approximation (Turkensteen & Klose, 2012; Christofides & Eilon, 1969). This will be 

further outlined in chapter 4. 

1.7.3 BUSINESS MODEL CANVAS 

The company has developed its own product development process for launching new services 

(Service TTM). The core of this process is the business model canvas defined by Osterwalder 

and Pigneur (2010). The canvas is a management and entrepreneurial tool that helps to 

describe and design business models. The canvas describes the business model through nine 

basic building blocks defining the company’s way of making money (Osterwalder & Pigneur, 

2010). Answering key questions for those blocks will help define the SDD concept.  

1) Customer segments: Which customer segments will be able to place SDD orders? 

2) Value propositions: Which problem does the concept solve, and which customer needs 

does it address?  

3) Channels: What are the communication, distribution and sales channels? 

4) Customer Relationship: What type of relationship should be established with the customer?  

5) Revenue Streams: How should the SDD service be priced?  

6) Key Resources: What are the required assets and capabilities to provide SDD? Those can 

be physical, financial, intellectual or human; they can be owned, leased, or acquired. 

7) Key Activities: What are the key activities required to provide same day delivery? 

8) Key Partnerships: Which partners (e.g. suppliers or 3PLs/4PLs) are important for the SDD 

service? Are there activities that need to be outsourced or acquired?  

9) Cost Structure: Which costs does the company incur to operate the SDD service? 

The thesis will make use of the business model canvas to define the SDD concept in chapter 6. 

1.8 OVERALL THESIS STRUCTURE 

 
 

    

RQ 1 RQ 2 RQ 3 RQ 4 RQ5 

Chapter 2 Chapter 3 Chapter 4-5 Chapter 6 Chapter 6 

Market Analysis 

Benchmarking; 

Collection of 

Concept Ideas 

Evaluation; 

Cost Model 

Business 

Model Canvas 
Discussion 

TABLE 1.1: Research Model Structure

                                                
3
 If this is not the case and SDD orders often exceed the vehicle capacity, then it becomes a vehicle 

routing problem, for which other formulas exist (Turkensteen & Klose, 2012) 

Opportunity 

Identifi-

cation 

Opportunity 

Analysis 

Idea  

Genesis 

Idea 

Selection 

Concept 

Develop-

ment 

Scalability 
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2. MARKET ANALYSIS 

In the following, the results from the market analysis will be presented. From 2012-2013, the 

company already conducted research to investigate which services it should set its focus on in 

their global logistics strategy. The research included a customer survey investigating customer 

expectations and needs with regards to logistics services, as well as a competitor and 3PL/4PL 

analysis to reveal which of them was already offering same day delivery services at the time. In 

the first part of this chapter, the findings from the customer research (2012/2013) will briefly be 

summarized. To avoid drawing conclusions solely on this survey, the need to offer same day 

delivery was further investigated through three subsequent analyses: a competitor analysis to 

understand the competitor landscape for same day delivery in 2015 in comparison to 2012/2013 

(chapter 2.2), a 3PL/4PL analysis to reveal how the SDD offering from couriers has developed 

since 2012/2013 (chapter 2.3) and a trend analysis to take a closer look at recent studies in this 

area (chapter 2.4).  

To further understand the customer demand for SDD, the usage of local/unofficial SDD 

solutions in 2015 was analyzed by means of data collection through SAP and interviews with 

transport experts and sales personnel in the company (chapter 2.5). Chapter 2.6 presents the 

results of a SWOT analysis that evaluated the strengths, weaknesses, opportunities and threats 

involved in the development and implementation of a same day delivery concept.  

Based on that, a conclusion will be drawn on whether the company should develop an SDD 

concept (chapter 2.6). 

TABLE 2.1: Analysis Approach 

Work from previous research Research in the thesis 

 Customer research from  

2012/2013 

 Competitor analysis from 2012/2013 

 3PL/4PL analysis from 2012/2013 

 

 Competitor analysis in 2015 

 3PL/4PL analysis  in 2015 

 Trend analysis in 2015 

 Investigation of local/unofficial SDD 

solutions in the company through SAP 

data and interviews with transport experts 

& sales personnel in the company 

2.1 CUSTOMER RESEARCH 
From 2012 to 2013, a customer survey was conducted with the aim to test customers’ logistics 

perceptions in three different purchasing scenarios: planned tool purchases, planned 

consumable purchases, and unplanned consumable purchases. A planned purchase either 

aims to replenish inventory or resembles an advanced purchase for a project or jobsite, 

whereas unplanned purchases result from urgent needs or unforeseen project changes (GL 

Strategy Customer Phone Interviews, 2012-2013). The survey helped to understand the 

customers’ planning, purchasing and ordering behavior, their usage and interest in different 

logistics services as well as their willingness to pay for those. Detailed survey outcomes can be 

found in Appendix A.  
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2.1.1 SURVEY SAMPLE 
The customer survey was conducted via phone with more than 2.000 customers in four 

countries (Germany, China, Saudi Arabia, and North America). The customers surveyed 

differed on five dimensions, namely trade (construction, industrial, electric, etc.), customer 

development stage (based on their frequency of orders, product lines bought, amount of sales 

channels used), customer potential (expected revenue from a customer), role of the respondent 

(owner, warehouse manager, etc.) and customer location (city, urban, rural).  

As the thesis focuses on Germany, only the findings from the German market will be outlined (n 

= 621). Respondents were randomly assigned to the three purchasing scenarios. Two-thirds of 

the sample was selected by quotas (on trade, development stage and potential) to reflect the 

company’s sales distribution. The other third of the sample consisted of passive customers as a 

proxy for the general population (passive = customers with at least one order in the last 36 

months, but less than 2 orders in the last 12 months). The results of each survey question were 

tested for statistically significant differences in the five customer dimensions and for the three 

purchasing scenarios. 

2.1.2 CUSTOMER SURVEY FINDINGS 
The most important findings of the customer survey will be outlined in detail in the following. All 

related figures can be found in Appendix A. 

Overall, customers named delivery speed as one of the most important factors for logistics 

performance, highlighting the potential opportunity for offering same day delivery. For planned 

purchases, most customers expected deliveries between 3-7 days. For unplanned purchases, 

the expected delivery time decreases to less than 48 hours.4  

The customers’ need for a shorter delivery time in case of unplanned purchases is also reflected 

in their answers with regards to chosen delivery options. Around half of the customers (51%) 

said that they had used same day delivery at least once within a year. For customers in the 

unplanned purchase scenario, this percentage increases to 64%. Moreover, 85% said to have 

used the ‘less than 24h’ delivery option, again pointing out the importance of fast delivery. 

Generally, when comparing the answers for the different purchasing scenario, it is notable that 

all express delivery service become more favorable in unplanned purchase scenarios.5  

When looking ahead, it seems that customers are also prone to using same day delivery more 

often in the future. When asked in how many of their next 10 orders they would require same 

day delivery, if their supplier offered it, the answer was 2,6 on average. This average increases 

to 3.5 in case of unplanned purchases.6   

With regards to the thesis company’s performance, only 2% of the customers rated them as a 

top supplier for unplanned purchases. Interestingly, when looking at how often they rated the 

company as a top supplier in the case of planned purchases, a substantial increase can be 

                                                
4
 Q17a: For your orders, which delivery time do you typically expect? 

5
 Q18: If you think of all your <PURCHASING SCENARIO> in the last 12 months, which of the following services 

have you used at least once? 
6
 Q19: Assuming your suppliers offered all of the following services, in how many of your next 10 orders would you 

require same day? 
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seen (9% for planned purchases of consumables, 14% for planned purchases of power tools).7  

This difference in numbers is not the case for competitors. A reason for this might be that 

unplanned purchases resemble emergencies where customers require quick product delivery, 

hence either choosing same day delivery options from competitors, or going to a close-by 

competitor store. With the thesis company’s store footprint being rather small in comparison to 

the competition, offering same day delivery might be a possibility to decrease this drop in 

customer relevance for unplanned purchases.  

Nevertheless, when evaluating customer satisfaction in terms of overall delivery speed, the 

company ranks very high in relation to competitors (9,4 on a scale from 1 – very dissatisfied to 

10 – very satisfied), with no significant differences between the purchasing scenarios.8   

Regarding the question whether customers would be willing to pay extra for same day delivery, 

it turns out that a majority of customers prefer free delivery, but their willingness to pay rises in 

unplanned purchasing cases9. When asked why some customers (18%) still chose free 

standard delivery in case of an unplanned purchases, around half of them (53%) stated that 

other, faster delivery options were simply too expensive.10 In the survey, same day delivery was 

priced at 150€ per delivery.  

Lastly, one of the goals of the survey was to identify customer need segments, meaning 

customer segments with similar logistics needs, such as customers who plan last minute, those 

who seek the lowest logistics costs, or the most advanced logistics services. However, only 

minor differences in the five customer dimensions were found. That leads to the conclusion that 

there is only limited potential to segment the customers based on their needs with regards to 

express delivery services. Of course, other segmentation options exist, which will be further 

discussed in chapter 3. 

Overall, it can be concluded that for unplanned purchases, customers prefer faster delivery 

times and their willingness to pay increases, indicating the potential opportunity for an SDD 

service. Moreover, many customers also stated that they have used SDD in the past and would 

use it for a considerable amount of their orders in the future. 

2.2 COMPETITOR ANALYSIS 
Through web research and phone interviews, the same day delivery services from relevant 

competitors were investigated (for a complete list of all competitors, see Appendix B). This 

helped to gain an understanding of what the rest of the industry is doing in terms of same day 

delivery. The competitors can be grouped into four main categories:  

a. Companies with their own brand (e.g. Würth Group): Sell power tools similar to the thesis 

company. 

b. Specialist dealers and wholesalers (e.g. GC-Group): Resell products from own brand 

companies but are often specialized in a certain trade (e.g. dry construction) and therefore 

                                                
7
 Q5: For your <PURCHASING SCENARIO> who are your three most important suppliers? 

8
 Q7a: How satisfied are you with the delivery speed performance of <FIRST SUPPLIER>? 

9
 Q20a: Assuming you ordered <PURCHASING SCENARIO> to your job site, which of these delivery options would 

you choose? 
10

 You just chose <Free standard delivery within 3-5 working days>. Why did you choose this option? 
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have a very deep assortment. As they sell very regionally, they are close to the customer, 

which could simplify offering SDD. 

c. Hardware stores (e.g. Obi): Large scale supermarkets with a very wide variety of products 

for home improvement, usually with a large store footprint. Due to the close proximity to the 

customer, customers can go to their local hardware store to pick up urgently needed 

products instead of waiting for a delivery. 

d. Pure ecommerce companies (e.g. Zoro Tools): Resell products from own brand companies 

through an online shop and can therefore have a very wide variety of products. Due to the 

non-existence of local stores, however, SDD is difficult to provide unless the company has 

a dense warehouse network  

In 2015, around 30% of the 42 competitors investigated offered SDD. In the competitor analysis 

from 2012/2013, only 10 competitors were analyzed, making a comparison difficult. In the 

following, the SDD services from the competitor groups will be outlined in detail. 

2.2.1 OWN BRAND COMPANIES 
From the 12 companies investigated, only two offered same day delivery (Würth, Müpro). This 

could be explained by the business model those companies follow. Most of them do not have 

retail stores and do not sell directly to end-consumers, but to resellers. This gives end-

customers the choice to either buy the brand from a specialist dealer, hardware store, or 

ecommerce seller, either online, by phone or in a local store. As the own brand company is 

usually not involved in the final delivery to the end-consumer, offering SDD is highly dependent 

on the reseller (Appendix C). Same day delivery from the own brand company to the reseller 

might not be needed as often as same day delivery from the reseller to the end-consumer, 

potentially explaining why only two of the own brand companies offer SDD. 

Würth resembles a special case, as the company directly sells to end-customers. They offer 

same day delivery for products available in their retail stores to clients in a 30 km radius from 

the store. The service is offered in cooperation with local express delivery companies. In 

Germany, for instance, the cooperation partner is Liefery; a 4PL specialized in same day 

delivery (Appendix C). Müpro only offers SDD in Berlin, where they use a local courier. This is 

more of an unofficial service, however, and not communicated as SDD service to customers.  

2.2.2 WHOLESALERS & SPECIALIST DEALERS 
Wholesalers also do not sell directly to the end-consumer, but often cooperate closely with 

specialist dealers. While wholesalers usually deliver products to specialist dealers, they 

sometimes also send products directly to the end consumer, while the end consumer orders 

them with a specialist dealer. This is especially useful if the end-consumer needs the delivery on 

the same day and the specialist dealer does not have the product in stock. Due to this close 

cooperation, wholesalers and specialist dealers were grouped into one category. Some 

specialist dealers have their own small local distribution centers and can deliver orders on the 

same day due to their close proximity to customers. Others are able to place SDD orders with 

their wholesaler who ships them directly to the customer or specialist dealer (Figure 2.1). 
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FIGURE 2.1: Delivery model from wholesaler & specialist dealer 

2.2.3 HARDWARE STORES 
Hardware stores sell products from different brands to end-consumers via retail stores, and 

sometimes also through an online shop. It is noticeable that many hardware stores have started 

a multi-channel strategy, where customers can choose between different order channels 

(online, store, phone) and delivery options. Especially the ‘click & collect’ delivery service can 

nowadays be seen on many hardware store websites. Click & collect enables customers to 

order products online and collect them from a local store branch on the same day. The thesis 

company also offers this service from their company shops. Some hardware stores also offer 

SDD, for instance OBI, Fastenal and Grainger. Similar to Würth, same day delivery is only 

possible for customers close-by a retail store. OBI, for instance, designated one of their stores 

as the hub for SDD, thus all SDD orders in Munich are delivered from there. The delivery from 

local stores has the advantage that many customers can be reached if the store footprint is 

high. Grainger has been offering same day delivery for decades, cooperating with a network of 

local couriers to enable this service in most of its store in the U.S. (Howard, 2014). 

2.2.4 PURE ECOMMERCE COMPANIES 
Pure ecommerce companies such as Zoro Tools, myToolStore or Amazon Business (formerly 

Amazon Supply) deliver directly from their warehouses or local fulfillment centers. This can 

make it difficult to offer same day delivery in many locations unless the warehouse footprint is 

high, which Amazon is trying to accomplish. This might explain why all nine ecommerce 

companies investigated do not offer same day delivery currently. Even Amazon Business so far 

only offers 2-day delivery. However, with Amazon generally already providing same day 

delivery, it might only be a matter of time until Amazon Business adopts this service. 

2.3 3PL/4PL ANALYSIS 
In the following, same day delivery services from 3PLs and 4PLs will be investigated. While 

some of the major players in the industry (e.g. DHL, UPS, TNT) have started to offer same day 

delivery, several smaller couriers have been emerging in the past, trying to gain some of the 

market share in this potentially lucrative niche market (Mayer, 2014). 
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From the major players, it used to be only DHL Express offering same day delivery in Europe, 

according to research conducted by the thesis company from 2012-2013. However, when 

looking at the market in 2015, all of the major players either already offered same day delivery, 

or at least started to develop such a service. DPD, UPS, GLS and TNT, for instance, have a 

same day delivery service in place (DPD, n.d.; GLS, n.d.; TNT, n.d.), while Hermes started 

piloting their SDD service in August 2015 (Hermes, 2015).  

FIGURE 2.2: SDD offering from 3PLs 

 
 

 
 

 
 

 

Same Day Delivery 

(2012/13)       

Same Day Delivery 

(2015)       

 
   

   Not offered  Selected Markets   Offered 

Besides the major players, other well-known SDD couriers in Europe are Shutl, Tiramizoo, and 

LieferFactory GmbH (Liefery), all operating in urban areas. UK-based Shutl connects street-

level retailers with independent, local carriers to deliver products within 90 minutes or a 1-hour 

time window chosen by the consumer (Shutl, n.d.). Tiramizoo and Liefery use a similar business 

model, but only operate in the German market so far (Tiramizoo, 2015; Liefery, n.d.). Detailed 

information about all couriers investigated can be found in Appendix D. 

One well-known B2C company that uses Tiramizoo’s SDD service is Media Markt, who rolled 

out the SDD service, priced at 14,95€ per delivery, Germany-wide after a successful pilot 

project. In Munich, the retailer currently receives around twenty SDD orders per day (Tiramizoo, 

2015). Interestingly, Media Markt states that there are a few product categories that receive 

most of the SDD requests: highly valuable products and products customers may have an 

urgent need for, such as an SD card before going on vacation (Tiramizoo, 2015). This 

complements the findings from the customer research that the importance customers place on 

fast delivery and their willingness to pay for them increases in case of unplanned purchases. 

A few of the major players have paired up with some of the just mentioned carriers that have 

specialized in SDD. While DHL Express and TNT seem to use their own fleet to transport SDD 

orders, DPD acquired a 20% stake in Tiramizoo to offer its SDD service called DPD Now (DPD, 

2014). UPS, on the other hand, joined Shutl and Kiala to expand its SDD service (Krisch, 2013).  

The increasing availability of same day logistics providers might indicate that SDD is not just a 

temporary trend. Interestingly, B2C retailers which already had experience with same day 

delivery through 3PLs/4PLs concluded that same day delivery seems to be more relevant for 

the B2B market, where products can be difficult to transport and are sometimes needed urgently 

to prevent downtime (Hell, 2013a, 2013b). Contrary to B2B customers, B2C customers were 

said to be unwilling to pay extra for the service, and often preferred delivery at a specific time, 

as they were not home during the day to receive same day delivery packages (Hell, 2013b). 

It should also be noted that there seems to be no company dominating the European market 

with regards to same day delivery so far. In the US, the start-up Dropoff is currently trying to 

http://www.gls-germany.com/
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become the nationwide B2B same day delivery provider (Magee, 2015). It will be interesting to 

see how the competitor segmentation will develop over the next years. For this project, 

however, the results imply that for any SDD solution involving an external carrier, the scalability 

of the service across countries might be limited with regards to the specific carrier used. 

2.4 TREND ANALYSIS 
In the ecommerce industry, same day delivery seems to be one of the most talked about topics 

these days. While very different opinions on the topic can be found, it is necessary to 

differentiate between same day delivery in the B2B and B2C market. Unfortunately, most 

studies that have been conducted on this topic focus on the B2C market thus caution is 

necessary when interpreting the results in the context of the thesis company. 

In the B2C market, same day delivery is said to be one of the solutions for e-tailers to compete 

with local retailers (Mueller, Schmahl & Tipping, 2013). However, many experts from the B2C 

market deem same day delivery as rather unnecessary, arguing that end-consumers are not 

willing to pay a high price for receiving a delivery on the day of ordering. End-consumers might 

actually be more concerned with logistics solutions for free delivery and flexible delivery 

windows to avoid delivery when the customer is not at home (Capgemini, 2013). This was 

concluded in a study by the ECC Köln and Capgemini that investigated logistics in the 

ecommerce industry from the sellers and buyers perspective (Capgemini, 2013). In line with 

that, Ebay’s former CEO, John Donahoe, argues that end-customers have time, but no money, 

concluding that same day delivery is more of a luxury service. Ebay stopped its same day 

delivery piloting project called Ebay Now in 2015 (Fuchs, 2014a). The B2C provider Cyberport 

also experimented with same day delivery and concluded that it is primarily a B2B topic, 

especially for urgently needed spare parts, as also their consumers were not willing to pay a 

higher price for SDD (Treiß, 2015). Also a study by ibi research (2014) underlines the 

importance of free delivery compared to same day delivery. The study investigated the status 

quo in the ecommerce industry in Germany with regards to delivery options and found that 53% 

of customers11 would only use same day delivery if it was free of charge, and 19% stated they 

would not even use the service if it was for free.  

On the other hand, there are studies that show that SDD is generally important to consumers. In 

2014, ECC Köln and ibi research (Statista, 2014a) investigated the shipping choice from online 

shoppers in Germany and reported that 29% of online customers12 rated SDD generally as an 

important delivery option. Moreover, a German trend study from Ebay from 2012 revealed that 

59% of consumers13 would be willing to order online more often if the order would be delivered 

on the same day. However, also this study shows that cheap delivery is more important to 

consumers than quick delivery (Zukunft des Handels, 2012). In a study conducted by Bitcom 

from 2015 (Statista, 2015a), 58% of German online users14 said they could imagine using same 

day delivery in the future, while 5% had used it at least once already. A study by the IFH Köln 

(ECC Köln, 2014) investigated same day delivery from the retailers’ perspective. From their 

sample of 281 German retailers 37% stated that they were either planning a same day delivery  

                                                
11

 n = 497 
12

 n = 637 
13

 n = 1.005 
14

 n = 1.135 
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service or were interested in it. Most of them listed as reasons to offer the service additional 

revenue and differentiation from competitors. When looking at prices charged for SDD, a study 

by Idealo from 2014 found that same day delivery was generally priced between 5-15 Euros by 

retailers (Idealo, 2014).  

Looking at it from a global perspective, a statistic on Statista.com shows that in Asia, 14% of 

online shoppers most frequently opted for same day delivery when shopping online as of 

October 2014, followed by 13% in Brazil, 11% in Mexico and 3% in the U.S. (Statista, 2015b). 

When interviewing two German SDD couriers, Liefery (L. Immisch, personal communication, 

January 25, 2016) and Tiramizoo (P. Walz, personal communication, January 27, 2016), both 

stated that SDD is essentially more of a B2B service, but that it is simply not talked about much 

in the B2B market, unlike the hype in the B2C market. Both had noticed a rather sustainable 

increase in the SDD demand in the B2B market.  

It seems that overall, free delivery is more important to customers than SDD. However, 

customers do seem to be willing to use same day delivery, and have already used it in the past. 

As many retailers are considering, or already planning, to offer same day delivery, the trend for 

SDD might eventually get more pushed from retailers than from customers demanding the 

service. This was also confirmed by Liefery (L. Immisch, personal communication, January 25, 

2016) who stated that many companies started offering SDD in 2015 and that end-consumer 

were the last to notice their own need for it. 

2.5 SAME DAY DELIVERY SOLUTIONS 
The thesis company has several local/unofficial SDD solutions that could give an indication for 

the potential customer usage of an SDD service. Through interviews with transport experts and 

company shop managers, detailed information on those solutions was gathered and will be 

presented next. Unfortunately, data on order volumes did not exist for all the solutions. More 

detailed information than presented here can be found in Appendix E. 

2.5.1 SDD IN MUNICH AND GENEVA (COMPANY SHOP EXPRESS) 
The company shop express is officially communicated as SDD service to clients. The service is 

offered at one company shop in Munich and in Geneva, that both have a dedicated van for 

same day delivery. When there are no SDD orders, the van driver works at the shop. For the 

SDD service in Munich, a total of 45 SDD orders occurred from September 2014 to September 

2015 (Appendix F). After the introduction of the service in September 2014, the number of SDD 

orders has not increased substantially over time. In August 2015, for instance, no SDD orders 

occurred. Moreover, the costs per order are extremely high (180-210€), mainly caused by the 

delivery van that is idle when no orders occur. 

2.5.2 SDD IN ZURICH 
At the warehouse in Zurich, a local courier is used to deliver products to customers on the same 

day, with approximately 2-3 orders per week according to company employees. 

2.5.2 SDD IN THE NETHERLANDS 
A local courier is used to deliver products stored at the RDC in Germany on the same day to 

clients in the Netherlands, mainly by means of direct delivery. This is, however, not really 

communicated as SDD service to clients. A total of 249 orders were placed from 75 different 
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customers between March-October 2015, with orders peaking in June and July (Appendix F). 

The peak is not unusual as there is increased construction work during the summer months. 

The 75 customers are mainly large clients with big construction sites; 19 of them used SDD 

more than once. Most of those SDD orders were for very specific products, and not for 

consumables which customers most likely buy from competitors if needed urgently, according 

transport experts in the company. Due to this, the transports experts believe that SDD from 

company shops would not make sense as these do not store such specific products. 

2.5.3 SDD IN POLAND 
In Poland, there is an SDD service from the company shop in Warsaw, and from the warehouse 

in Wroclaw. A small forwarding company has been used as a carrier for a few years already. As 

the carrier is also in close contact with the customers, a high service level can be achieved. 

SDD order frequency is rather high (16-18 orders/week) due to the fact that the price for SDD is 

equal to the price of a standard delivery (Appendix F). When the price was increased once for a 

short period of time, SDD order volumes dropped immediately. 

2.5.4 SDD VIA COMPANY SHOPS WITH LOCAL COURIERS 
Some German company shops have been using a local courier for same day delivery. 

Unfortunately, this is not recorded well and data is difficult to retrieve. In the Düsseldorf region, 

the company shops have been using a local courier that charges 14€ for a same day delivery. 

The data for this region shows that there were only 10 SDD orders in the last year. 

2.5.5 SDD VIA SALES PERSON 
Every customer is assigned to a sales person at the company. When customers need a product 

urgently, they sometimes call their sales person to drive to the company shop in the region, pick 

up the product and deliver it to the client. SAP data shows how often this happens. 

Unfortunately, this data does not specify which orders are delivered on the same day, and which 

on the next day. However, assuming that all orders placed through the sales person before 

11am are delivered on the same day, one can define those orders as SDD orders. Compared to 

other SDD solutions, the data shows a rather large number of SDD orders that are transported 

via sales personnel from almost 80% of the German company shops from Jan-Jul 2015. The 

orders are not equally spread, however. 20% of the company shops delivered 80% of those 

orders. Specifically, one shop delivered more than 25% of those SDD orders. As it turns out, 

this company shop had actively been trying to deliver products to clients via sales persons. The 

products that are delivered are mainly consumables, especially chemicals. The high amount of 

SDD orders delivered via sales personnel contradicts the conclusion from the transport experts 

that SDD from company shops would not make sense due to the small product assortment. 

2.5.7 SDD VIA TAXI 

Lastly, taxis are also often used as means of transporting orders on the same day. 

Unfortunately this is not recorded in SAP, but company employees assume that this happens 1-

2 times per week in Germany. 

2.6 CONCLUSION 
Based on the analyses in this chapter, a SWOT analysis was conducted to evaluate the 

strengths, weaknesses, opportunities and threats involved in the development and 
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implementation of an SDD concept (Appendix G) to conclude whether an SDD service should 

be developed. The results of the SWOT analysis will be explained in the following. 

Unfortunately there seems to be a lack of research in the area of SDD for the B2B market 

despite the fact that SDD in the B2B market has already existed for a while, especially for spare 

parts (P. Walz, personal communication, January 27, 2016). Caution is thus necessary when 

interpreting trend analysis results from the B2C market for the B2B market. Currently, SDD is 

still a niche-market, but there does seem to be an increasing demand from consumers. Also, 

service offerings from competitors and couriers are upward trending. While customers are 

generally satisfied with the delivery performance of the thesis company, the customer research 

from 2012/2013 also shows an underlying demand for SDD from the company’s customers. 

Especially if SDD can decrease costs for downtime or alike, an affordable SDD service could 

become an important delivery option for customers. Moreover, as only 12 out of 42 competitors 

investigated offer SDD, the thesis company could still be an early adopter if they started to offer 

SDD in the near future. This could prevent a potential loss of revenue and market share if more 

competitors were to surpass the thesis company and start offering SDD. 

There are, however, a couple of weaknesses and threats the company faces when developing 

an SDD service. As the evaluation of the local/unofficial SDD solutions shows, any SDD 

concept might compete with those solutions. The SDD pilot in Munich, for instance, competes 

with the unofficial SDD solutions at the company, especially the solution via sales personnel. 

While the service in Munich charges the client a minimum of 29€, sales personnel doesn’t 

charge the customers for SDD. For the success of an SDD concept, those unofficial SDD 

services would have to be stopped. However, accomplishing this might be difficult.  

Furthermore, the different demand levels for local/unofficial SDD solutions indicate that the SDD 

demand highly depends on the price and how the service is marketed, meaning whether it is 

well communicated to the customers. Nevertheless, Tiramizoo argues that especially when 

customers face expensive project delays on construction sites, they are willing to pay a high 

price for SDD. Overall, predicting the actual potential order volume for SDD is difficult. It should 

be noted, however, that Tiramizoo (P. Walz, personal communication, January 27, 2016) 

noticed that especially in the B2B market, companies often experience a certain maximum 

number of SDD orders, hence the demand does not further increase at some point.  

Given the push of companies to offer SDD and the apparently sustainable growth of demand for 

SDD in the B2B market, the thesis company should offer SDD. However, due to the fact that the 

demand is uncertain, the SDD concept should be affordable and not create a huge loss if the 

demand is lower than expected. An opportunity hereby would be to seek out synergies with 

existing services and processes as well as pilot an SDD service in one or several locations to 

minimize some of the potential threats involved in implementing an SDD concept. 

After determining that the company should offer SDD, it is important to find out how this SDD 

concept should look like. For this, a benchmark study (chapter 3) was conducted to understand 

how different designs of an SDD concepts before determining the best concept for the German 

market (chapter 4-5). 
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3. SDD CONCEPT IDEAS 

In a value benefit analysis, a list of possible concept ideas has to be collected at first (idea 

genesis) which will later on be evaluated on different criteria to determine the best way to design 

an SDD concept (chapters 4-5). A benchmarking analysis was used to analyze and compare 

the SDD service from other companies, and to generate different ideas for the design of an SDD 

service. The list of benchmark companies contains all the competitors that were found to offer 

same day delivery through the market analysis in chapter 2. This includes companies with their 

own brand, specialist dealers and wholesalers as well as hardware stores. None of the pure 

ecommerce companies in the industry were found to offer SDD. In addition, a few B2C 

companies from other industries with an SDD service were chosen to be included in the 

benchmark sample to get a better understanding of SDD concepts in the B2C market. The 

complete list of the benchmarking sample can be found in Appendix H. Information about SDD 

services was gathered through web research and phone interviews. Unfortunately, detailed 

information could not be collected from all companies due to the fact that employees did not 

have the authority to provide detailed information to a non-client.  

3.1 BENCHMARKING RESULTS 
Detailed information about the SDD service from all the companies in the benchmark sample 

can be found in Appendix I. The SDD services from the benchmark sample will be compared to 

local/unofficial SDD solutions from the thesis company as depicted in Figure 3.1.15 

FIGURE 3.1: Local/unofficial SDD solutions from the thesis company  

 

When looking at the prices charged for SDD services and their level of automation, two clusters 

can be found (Figure 3.2). The level of automation can be defined as the way SDD orders are 

handled and processed. This differs substantially between firms and can be categorized into 

 Manual: Each customer request for an SDD order is handled individually by an employee. 

Whether and how a product can be delivered to a certain address on the same day needs 

to be checked for every request   

 Manual fulfillment process; Variable cut-off time, lead time, latest delivery time 

                                                
15 SDD from company shops with local couriers was not included as the realization of this solution differs from 

company shop to company shop and not much data could be retrieved. 
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 Automated: Customer requests for SDD are processed automatically (e.g. through an 

online system); where and for which products SDD is available is transparent as well as 

when the order needs to be placed and how long it takes to be delivered 

 Automated fulfillment process; Fixed cut-off times, lead time, latest delivery time 

On the one hand, there are companies that have a very manual SDD process and a varying 

price for SDD. On the other hand, there are companies with a highly automated SDD service 

and a fixed price. Those two clusters might indicate that it becomes easier to set a fixed price 

for SDD if the service is highly automated. 

FIGURE 3.2: Companies’ SDD service – price vs automation of the process 

 

Regarding the level of automation, the difference between manual and automated becomes 

clear when comparing the SDD service from Würth and Kraft Baustoffe. Würth has a highly 

automated process where customers can enter their address in the Würth App, find out whether 

the product they would like to purchase is available for SDD and then order the product via the 

app, which is then delivered by a courier. Specialist dealer Kraft Baustoffe, on the other hand, 

receives customer orders by phone and individually determines whether SDD is possible and 

arranges the delivery accordingly, sometimes using their own fleet or a courier. 

For cut-off times16, similar clusters can be found (Figure 3.3). All the companies that have a 

highly automated SDD process also have fixed cut-off times. Würth, for instance, has a cut-off 

time of 9 am for delivery until 12pm, and a cut-off time of 12pm for delivery until 15pm. Other 

companies (e.g. Fastenal, Grainger, and Pietsch) individually check for each SDD order if it 

would be possible to deliver it on the same day. The cut-off times can thus vary. 

 

                                                
16

 The latest time a customer can place an SDD order 



 

20 | SDD CONCEPT IDEAS 

 

 

FIGURE 3.3: Companies’ SDD service – automation of the process vs cut-off time 

 

When comparing the price for the different SDD services to the carrier used (own fleet or other 

carrier), Figure 3.4 shows that most companies with a fixed price use an external carrier. 

SportScheck cooperates with Liefery, for instance, whereas Media Markt uses Tiramizoo as 

carrier and Würth used both in the past, but now only cooperates with Liefery. Liefery and 

Tiramizoo have more experience with SDD than companies such as Würth or Media Markt and 

might therefore be able to give fixed price rates. Knowing the transport costs might in turn 

enable companies to also set a fixed price for SDD to their end consumers. 

Figure 3.5 shows that SDD from local stores is quite popular, despite the fact that this limits the 

assortment available for SDD. Most companies might simply not offer SDD from their 

warehouses due to a small warehouse footprint.  

FIGURE 3.4: Companies’ SDD service – price vs carrier 
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FIGURE 3.5: Companies’ SDD service – carrier vs assortment available 

 

Figure 3.6 outlines that most companies which offer SDD from their warehouses are only able to 

do so in a limited number of locations. The only company that is able to offer SDD from their 

warehouse countrywide is Amazon, who has also been increasing their warehouse footprint 

substantially. In the U.S., for instance, the company owns over 70 distribution centres and 

around 20 sortation centers for last mile delivery (MWPVL International, 2015). The thesis 

companies’ SDD service for the Netherlands offers SDD from the warehouse to all addresses in 

the Netherlands, but this might only possible due to the fact that the Netherlands are rather 

small. Lastly, none of the companies seemed to make use of satellite stations, hence places 

where inventory is stored to decrease transport distance. 

FIGURE 3.6: Companies’ SDD service – location vs assortment available 

 

In terms of customer segmentation, all companies use at least a geographic segmentation, 

meaning that customers have to be located in a certain distance to the pick-up location of the 

SDD order. Some companies also charge different SDD prices to different customer types. 

Amazon, for instance, offers a lower price for SDD to customers with an Amazon prime 

membership (self-segmentation), while Pietsch charges different prices according to customer 
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development stage, but did not specify more details. Unfortunately, employees were usually not 

allowed to provide more details on other customer segmentations besides the geography 

dimension, making it difficult to draw conclusions on this. 

FIGURE 3.7: Level of sophistication of companies' SDD service 

 

One could argue that with increasing number of locations where SDD is offered and an 

increasing level of automation, the sophistication of the SDD service increases (Figure 3.7; 

beware: figure is not true to scale). Some companies are either just piloting their SDD services 

in a few locations (e.g. Zalando) and others have a very small store/warehouse footprint and 

can thus offer SDD in only a few locations (e.g. Kleiner). With regards to the level of automation, 

especially wholesalers and specialist dealers take SDD orders via phone and process them 

individually. Companies such as Würth and Amazon, on the other hand, clearly show on their 

website where SDD is available and for which products. 

The benchmarking study revealed several dimensions in which the SDD concepts differ (pick-up 

location, carrier, cut-off time, lead time, latest delivery time, order process, customer 

segmentation and product assortment). For each dimension, different ideas on how to design 

them could be found, which are summarized in Table 3.1. 

TABLE 3.1: Concept ideas summary 

Pick-up 

Location 
Carrier 

Cut-off 

Time 
Lead Time 

Latest 

delivery time 

Order 

Process 

Customer 

Segmentation 

Product 

assortment 

Warehouse 
Own 

fleet 
Variable Variable Variable 

Manual 

(Phone) 
Geography 

Whole 

assortment 

Company 

Shop 

Other 

carrier 
Fixed 

Fixed  

(e.g. fixed time 

or time window) 

Fixed 

Automate

d  

(Online/ 

App) 

Customer type 

(Potential; 

Development Stage) 

Limited 

assortment  

(e.g. restrictions) 

Satellite 

stations 
     Self-segmentation  
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Combining those ideas in all possible ways would lead to over hundred combinations. It would 

be cumbersome to evaluate each of them to determine the best combination. Fortunately, not all 

dimensions influence each other and can be evaluated separately. For instance, evaluating 

whether the order process should be manual or automated does not necessarily influence the 

evaluation for the pick-up location. On the other hand, pick-up location and available assortment 

do influence each other. Based on that, the design ideas were grouped into categories (Table 

3.2). The ideas in each category will be evaluated to determine the best way to design the SDD 

concept for the German market. 

TABLE 3.2: Concept ideas summary (categorized) 

Pick-up Location, Product 

Assortment 
Carrier 

Cut-off Time, Lead Time, 

Latest delivery time 

Order 

Process 

Customer 

Segmentation
17

 

Company Shop + Limited 
Assortment 

Own fleet Variable/Flexible Manual Geography 

Warehouse + Whole 
Assortment 

Other carrier Fixed Automated 
Geography + 

Customer Type 

Warehouse + Limited 
Assortment 

   
Geography + Self-

segmentation 

Warehouse + Satellite stations 
+ Whole assortment 

    

Warehouse + Satellite stations 
+ Limited Assortment 

    

                                                
17

 Due to the nature of an SDD service, a geographical customer segmentation is always necessary 
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4. EVALUATION METHOD  

As a second step in value benefit analysis, the different SDD concept ideas will be evaluated on 

criteria which were defined in chapter 1 (assortment availability, external and internal 

complexity, degree of feasibility, availability in the market, scalability, combination possibilities, 

customer coverage, operating costs, benefits). In this chapter, the evaluation method will be 

explained as a basis for the idea selection in chapter 5. Within value benefit analysis, weights 

for the different criteria have to be determined at first (chapter 4.1). Secondly, the measure of 

evaluation needs to be defined (chapter 4.2). Chapter 4.3 shortly outlines the potential benefits 

of the SDD concepts that will be discussed in detail in chapter 5. Moreover, formulas need to be 

developed to evaluate the ideas on the two quantitative criteria: customer coverage and 

operating costs (chapter 4.4-4.5).  

4.1 EVALUATION CRITERIA WEIGHTS 
The weights for the criteria were determined with the method of pairwise comparison 

(Eversheim, 2008) where the criteria are pairwise opposed and relatively weighted against each 

other (Appendix J). Company employees later on evaluated the different concept ideas based 

on their opinion. This is why ‘operating costs’ was not included here as costs will be calculated 

separately and should not simply be evaluated based on subjective opinions. 

4.2 MEASURE OF EVALUATION 
For each of the five categories in Table 3.2, the different concept ideas were evaluated on the 

nine criteria to determine the best idea in each category. Points equal to the amount of ideas in 

each category could be distributed for each criterion. As an example (Table 4.1), the category 

‘pick up location and product assortment’ has five different ideas, thus for each criterion, five 

points were be distributed. The points given could also be fractions. 

Table 4.1: Example for the measure of evaluation 

Criteria 
Company 
Shop + Limited 
Assortment 

Warehouse 
+ Whole 
Assortment 

Warehouse 
+ Limited 
Assortment 

Warehouse + 
Satellite + Whole 
assortment 

Warehouse + 
Satellite + Limited 
Assortment 

Assortment 
Availability 

0,5 1,5 0,75 1,5 0,75 

All values were then multiplied by the criteria weight and summed up. The idea with the highest 

score was selected for the concept development. If an employee felt like a criterion was not 

applicable (e.g. customer coverage might not be relevant for the evaluation of the order 

process), he/she could choose not to distribute any points. A summary of the evaluation method 

can be found in Appendix K. To include different opinions, employees from different 

departments in the company evaluated the ideas with this method. 
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4.3 BENEFITS 
As the company wants to offer SDD from a service perspective, the main benefit of offering 

SDD is to fulfill customer needs which will be discussed in chapter 5. Although calculating a 

business case is out of the scope of this thesis, other benefits such as additional revenue 

through the price charged for SDD, a potential increase in product sales and market reach 

efficiency will also be discussed briefly. 

4.4 CUSTOMER COVERAGE 
To understand which customers the company would be able to offer SDD to, a customer 

coverage analysis was conducted. Customer coverage measures how many customer delivery 

addresses would be able to receive SDD orders. This was calculated for SDD from company 

shops and SDD from warehouses. The company’s customer databank includes records of 

customers that have not made a purchase in years. It was thus decided to only include those 

customers in the customer coverage calculation that made at least one purchase with the 

company in 2015 (Jan-Nov). Moreover, each customer has a customer address, and potentially 

also one or more goods recipient addresses. This is due to the fact that many customers have 

several jobsites. Deliveries occur to both customer addresses and goods recipient addresses 

depending on where the order is needed. 

FIGURE 4.1: Delivery to customers 

 

The customer coverage depends on the size of the zone where SDD would be offered (and any 

additional customer segmentation). The zone 𝑍𝑖 around each warehouses or company shop 

was chosen to have a circular shape, hence its size can be calculated with 

𝑍𝑖 =  𝜋𝑟2 (1) 

The amount of delivery addresses 𝑁𝑖 (customer addresses plus goods recipient addresses) that 

are located in each zone 𝑍𝑖 was determined using an internal database from the thesis 

company which records the distance of each German zip code to the nearest company shop 

and warehouse, and the zip code of each delivery address. The zip codes that are located 

within a certain radius 𝑟 around each warehouse and company shop were determined. It is 

important to distinguish between the different zones 𝑍𝑖 as they will have a different amount of 

delivery addresses, henceforth simply called ‘addresses’, that can be reached with same day 

delivery within a certain radius. The country-wide customer coverage resulting from a certain 

radius 𝑟 (geographical segmentation) is determined by 
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𝐶𝑢𝑠𝑡𝑜𝑚𝑒𝑟 𝐶𝑜𝑣𝑒𝑟𝑎𝑔𝑒 = 𝑁 = ∑ 𝑁𝑖

𝑖 ∈𝐴

 (2) 

If customers are additionally segmented by customer type and/or development stage, 𝑁 would 

have to be changed accordingly. 

4.5 OPERATING COSTS 
In order to fulfill customer needs by offering SDD, certain costs are incurred. In this section, the 

formulas for calculating the operating costs will be derived as the costs need to be known to 

understand which SDD concept is the most cost-effective. The costs are eventually also the 

basis for deciding on a price for SDD. To determine the operating costs of a same day delivery 

service, one has to look at the path an item takes from storage to consumption. According to 

Daganzo (2005), items have to be 
1) Picked from storage 

2) Wait in an area with other items where they wait for a transportation vehicle 

3) Loaded into a transport vehicle 

4) Transported to its destination 

5) Unloaded/handled at the destination 

FIGURE 4.2: Handling and transport of SDD orders 

 

This path is also true for the thesis company (Figure 4.2). Those activities incur holding costs 

(overcoming time) and motion costs (overcoming distance), classified as handling and transport 

costs (Daganzo, 2005).  

4.5.1 SDD ORDERS 

The relationship between the average amount of daily orders 𝑂𝑖 placed in zone 𝑍𝑖 and the 

average amount of daily SDD orders 𝜆𝑖, is assumed to be linear 

𝐷𝑎𝑖𝑙𝑦 𝑆𝐷𝐷 𝑜𝑟𝑑𝑒𝑟𝑠 𝑖𝑛 𝑧𝑜𝑛𝑒 𝑖 =  𝜆𝑖 =  ⌈𝑥𝑂𝑖⌉ (3) 

𝜆𝑖  is a subset of 𝑂𝑖 (𝜆𝑖 ⊆ 𝑂𝑖) and 𝑥 is a constant representing the fraction of orders on a day 

that are SDD orders. As there is no accurate historical data that can be used to predict the 

demand, different values for 𝑥 will be used in the analysis. Before implementing an SDD 

concept countrywide, a pilot in one or several locations should be used to better approximate 

the expected amount of SDD orders. The average amount of daily orders 𝑂𝑖 in zone 𝑖 was 



 

27 | EVALUATION METHOD 

 

approximated using company data on the amount of orders placed by each delivery address 

between January and November 2015. 

4.5.2 INVENTORY COSTS 

The SDD service won’t affect the amount of inventory stored. The cost for stationary inventory is 

thus not influenced by an SDD service and can therefore be neglected in the cost calculation.  

Assumptions 

 The amount of inventory at the pick-up location is not changed 

4.5.3 HANDLING COSTS 

Assuming a constant amount of daily SDD orders in each zone, daily handling costs 𝐶𝐻𝑖 for 

every zone include the cost for picking the SDD orders and loading them onto the vehicle, which 

are determined by the time it takes to pick (𝑇𝑃) and load (𝑇𝑂) the orders, the hourly employee 

wage 𝑠𝐸 and the amount of daily SDD orders in each zone (𝜆𝑖). 

𝐶𝐻𝑖 = 𝑠𝐸𝜆𝑖(𝑇𝑃 +  𝑇𝑂) (4) 

The total handling costs 𝐶𝐻 are then equal to 

𝐶𝐻 =  ∑ 𝐶𝐻𝑖

𝑖 ∈𝐴

=  𝑠𝐸𝜆(𝑇𝑃 +  𝑇𝑂) (5) 

Assumptions 

 For both picking and loading, only one employee works at the process at a time 

 SDD orders are deterministic 

 All employees involved in the SDD process (picking, loading, transporting) work on other tasks if 

there is no SDD order to be processed 

4.5.4 OVERHEAD COSTS 

For operating a service such as SDD, there are always overhead costs 𝐶𝑂𝑖 in each zone that 

need to be paid besides handling and transport costs. Examples are an extra parking space for 

the delivery vehicle, if necessary, or software and equipment for the order handling.  

𝐶𝑂 = ∑ 𝐶𝑂𝑖

𝑖 ∈𝐴

 (6) 

Assumptions 

 Overhead costs remain constant over time and are on average equal for each pick-up location 

4.5.5 TRANSPORT COSTS 

4.5.5.1 Transport Costs (SDD from Company Shops with Own Fleet) 

Tour length 

According to Daganzo (2005) and Christofides and Eilon (1969), the average route distance 𝐷𝑖 

for the shortest path needed to visit 𝜆𝑖 points, for the case where only one vehicle is needed for 

the route (𝜆𝑖 ≪ 𝑆2), can be approximated with 

𝐷𝑖 ≈ 𝜙𝜆𝑖𝐸 (𝛿−
1
2) = ϕ√𝑍𝑖𝜆𝑖 

(7) 
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Where 𝜙 is a constant for Euclidian distances and 𝛿 the density of the daily customer locations 

(Daganzo, 2005). For a uniform density, it holds that  

𝐸(𝛿−1/2) =  √
𝑍𝑖

𝜆𝑖
 (8) 

To include the travel back to the depot, the formula has to be adapted to 

𝐷𝑖 ≈ ϕ√𝑍𝑖(𝜆𝑖 + 1) (9) 

The formula assumes that the optimal travelling salesman route is chosen through all the points 

(Christofides & Eilon, 1969). 𝜙 has been experimentally determined to be 0,75 for zones of 

square, circle and equilateral triangle shapes; the approximation generally holds well for 

variously shaped regions (Christofides & Eilon, 1969).  Researchers found that the route lengths 

calculated with this approach is close to the optimal ones (Robusté et al., 1990; Hall et al., 1994; 

as cited in Turkensteen & Klose, 2012) but the approximation becomes less accurate if the 𝜆𝑖 

points are non-uniformly distributed (Hall et al., 1994; as cited in Turkensteen & Klose, 2012). 

According to Larson and Odoni (1981, p. 410), however, the formula provides a good 

approximation as long as points are reasonably well “spread around” over a region.  

While delivery addresses are known in this study, it is not known which addresses will place an 

SDD order on a day. This makes formula 9 especially useful as the location of the tour stops do 

not have to be known. 

As the formula does not assume a centrally distributed depot, it might overestimate the distance 

travelled for small values of 𝜆𝑖. As (2/3)r is the average distance of all the points in a circle to its 

center (Christofides, Eilon & Watson-Gandy, 1971), the average route distance for 𝜆𝑖 = 1 will be 

calculated with 

𝐷𝑖 = 𝜆𝑖 (
2

3
) 𝑟    ∀ 𝜆𝑖 = 1  (10) 

 

Assumptions 

 Delivery addresses for SDD orders are more or less uniformly and randomly scattered in each zone  

 A customer places a maximum of one SDD order per day 
 

Fleet size 

The parameter 𝑆 is determined by several constraints, most importantly the delivery vehicle 

capacity, the maximum time available for a vehicle to complete a route and the travel distance 

(Christofides & Eilon, 1969). For SDD, it is assumed that orders are small hence one delivery 

vehicle can carry a relatively large amount of orders. Thus, the most important constraints 

determining 𝑆 are the time available for a vehicle to complete the route and the travel distance.  

In the B2B market, same day delivery orders should not arrive too late as customers won’t be 

available anymore. Deciding on the latest time at which an SDD order will arrive is thus 

important. This automatically restricts the distance a vehicle can travel in a day (distance 

capacity restriction). If the amount of daily SDD orders was large, then the company shops or 

warehouses would spend a large amount of time picking and packing the orders, leaving barely 

any time for the actual distribution. 𝑆 would then decrease as vehicles could only deliver a few 

SDD orders before the latest delivery time 𝑇𝐿 and therefore a great amount of delivery vehicles 



 

29 | EVALUATION METHOD 

 

would be needed. Despite the fact that SDD is assumed to be mainly a travelling salesman 

problem (requiring one delivery vehicle in each zone), it can still happen that additional vehicles 

are necessary. Therefore, fleet size was included in the cost model.  

Generally, a vehicle fleet 𝑀𝑖 in zone 𝑖 can travel 𝑀𝑖𝑣𝑠𝑇𝑚 km/day where 𝑣𝑠 is the average speed 

of a delivery vehicle (km/h) and 𝑇𝑚 the available time for driving (Daganzo & Newell, 1985). 𝑇𝑚 

is restricted by (Figure 4.2). 

 The time at which an SDD order needs to be delivered the latest on a day (𝑇𝐿) 

 The cut-off time for placing a same day delivery order (𝑇𝐶) 

 The average time it takes to pick the items from storage (𝑇𝑃)  

 The average time it takes to load the items onto the transport vehicle (𝑇𝑂) 

 The average time for stopping at the customer location (𝑇𝑆) 

𝑇𝑚 =  𝑇𝐿 −  𝑇𝐶 − 𝜆𝑖(𝑇𝑃 + 𝑇𝑂) − (𝑇𝑆 ×
𝜆𝑖

𝑀𝑖𝑑
) (11) 

If the maximum distance 𝐷𝑖 required is equated to the maximum distance a vehicle fleet can 

travel on a day, then a vehicle-mile conservation equation is received, which yields the formula 

for the minimum required fleet size to fulfill the distance capacity restriction. 

𝐷𝑖 =  𝑀𝑖𝑣𝑠 [𝑇𝐿 −  𝑇𝐶 − 𝜆𝑖(𝑇𝑃 + 𝑇𝑂) − (𝑇𝑆 ×
𝜆𝑖

𝑀𝑖
)] (12) 

⟺ 𝑀𝑖 = ⌈

𝐷𝑖
𝑣𝑠

+ 𝑇𝑆𝜆𝑖

𝑇𝐿−𝑇𝐶 − 𝜆𝑖(𝑇𝑃 + 𝑇𝑂)
⌉  (13) 

Assumptions 

 SDD orders are small in terms of product quantity, size and weight 

 The picking and loading time is proportional to the amount of orders in a zone 

 The distance traveled in unit time (vehicle speed) is the same for all vehicles and in all zones so 

that travel distances and travel times are equivalent (Turkensteen, 2012) 
 

Latest time for SDD delivery 

As said before, deciding on the latest time at which an SDD order will arrive is important. Given 

a certain cut-off time 𝑇𝐶 and a certain radius 𝑟, the time at which the last SDD order is actually 

delivered on a tour in zone 𝑖 can be calculated with 

𝑇𝐿𝑖 = 𝑇𝐶 + 𝜆𝑖(𝑇𝑃 + 𝑇𝑂) +
𝐷𝑖

𝑀𝑖𝑣𝑠
+ (𝑇𝑆 ×

𝜆𝑖

𝑀𝑖
)  (14) 

The earlier the cut-off time, and the smaller the radius, the more SDD orders can be delivered. 

However, the earlier the cut-off time, the smaller radius, the smaller the amount of customers 

that can receive SDD orders (customer coverage). There is thus a trade-off between how many 

SDD orders can be delivered on a day, and the customer coverage of the SDD service. 

Transport cost calculation 

Fixed transport costs depend on the fleet size, while variable transportation costs depend on the 

distance travelled and the number of stops (Daganzo & Newell, 1985). The total daily transport 

costs can be approximated with 
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𝐶𝑇𝑖 = 𝛼𝐷𝑖 +  𝛽𝑀𝑖 +  𝛾𝜆𝑖         ∀ 𝜆𝑖 > 0 (15) 

where 𝛼 is the vehicle operation cost per km, determined by the fuel cost per km (𝑓) and the 

hourly driver wage (𝑠𝐷) and vehicle speed 𝑣𝑠. Moreover, 𝛽 is the daily vehicle leasing cost and 

lastly, 𝛾 is the cost for stopping at a customer location and unloading the order, determined by 

the hourly driver wage (𝑠𝐷) and the time it takes to stop at a customer location (𝑇𝑆). 

𝛼 =
𝑠𝐷

𝑣𝑠
 +  𝑓 (16) 

𝛾 =  𝑠𝐷𝑇𝑆 (17) 

It is assumed that the fleet size 𝑀𝑖 remains the same every day so on days with zero SDD 

orders, the daily vehicle cost are still incurred. However, the fleet size cannot be known in 

advance as it depends on the unknown amount of SDD orders. However, each pick-up location 

will at least have one delivery vehicle, resulting in the following lower-bound transport costs 

when no SDD orders occur. 

𝐶𝑇𝑖 =  𝛽       ∀ 𝜆𝑖 = 0 (18) 

Assumptions 

 The vehicle fleet is homogenous, hence 𝛼, 𝛽 and 𝛾 are the same for all vehicles 

 The fleet size 𝑀𝑖 remains the same every day 

 

𝐶𝑇 = ∑ 𝐶𝑇𝑖

𝑖 ∈𝐴

=  𝛼 (∑ 𝐷𝑖

𝑖 ∈ 𝐴

) +  𝛽𝑀 +  𝛾𝜆  (19) 

4.5.5.2 Transport Costs (SDD from Warehouses with Own Fleet) 

As will be shown in the customer coverage results in chapter 5, same day delivery from 

warehouses can only achieve reasonable customer coverage when using direct delivery (𝑺 = 1), 

hence SDD is not a travelling salesman problem anymore. While the transport cost formula (15) 

remains the same, calculating the route for a shortest tour to drop off several deliveries is not 

necessary and the distance formula (9) reduces to 

𝐷𝑖 = 2𝜆𝑖 (
2

3
) 𝑟      ∀𝜆𝑖 (20) 

The formula represents the travel to the customers and back to the warehouse. Reasonable 

customer coverage requires direct deliveries to customers relatively far away. Therefore, an 

assumption was made that each daily SDD order requires one delivery vehicle on a day. 

Formula (13) thus changes to 

𝑀𝑖 = 𝜆𝑖 (21) 

The calculation for the latest delivery time also simplifies 

𝑇𝐿𝑖 = 𝑇𝐶 + 𝑇𝑃 + 𝑇𝑂 +
𝐷𝑖

2𝑣𝑠
+ 𝑇𝑆 (22) 

Lastly, the warehouses will still incur costs if no SDD orders occur due to the daily cost for 

leased cars. While the amount of leased cars depends on the expected daily demand for SDD, 

it was assumed that each warehouse would at least lease ten delivery vehicles so that 

𝐶𝑇𝑖 =  10𝛽       ∀ 𝜆𝑖 ≤ 10 (23) 
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Assumptions 

 For SDD from warehouses, each daily SDD order requires one delivery vehicle that cannot be used 

for other SDD order deliveries on the same day 

4.5.5.3 Transport Costs (Courier) 

For the delivery by courier for both SDD from company shops and warehouses, handling and 

overhead costs are assumed to remain the same, while transport costs depend on the pricing 

scheme of the courier. Couriers often charge a certain fixed and variable price, where the 

variable price usually depends on the distance to the delivery location. The tour length is thus 

not relevant for the price the thesis company has to pay the courier, but the distance to each 

customer location that placed an SDD order. This is again approximated with the average 

distance of all points in a circle to its center (Christofides et al., 1971). The total distance for the 

courier is thus calculated with 

𝐷𝑖 = 𝜆𝑖 (
2

3
) 𝑟 (24) 

The exact pricing scheme for the different couriers can be found in Appendix L. 

4.5.6 TOTAL OPERATING COSTS & AVERAGE COSTS PER ORDER 
The total operating costs are simply the sum of the transport, handling and overhead costs. 

𝐶 = 𝐶𝑇 + 𝐶𝐻  + 𝐶𝑂 = ∑(𝐶𝑇𝑖 + 𝐶𝐻𝑖 + 𝐶𝑂𝑖)

𝑖 ∈𝐴

 
(25) 

Lastly, the average cost per SDD order is calculated with 

𝐶𝑜𝑠𝑡 𝑝𝑒𝑟 𝑆𝐷𝐷 𝑜𝑟𝑑𝑒𝑟 =  
𝐶

𝜆
 (26) 

4.5.6.1 Total operating costs and average costs per order for two cut-off & latest delivery times 

For SDD from company shops, using two cut-off and latest delivery times (for instance “order 

until 12pm for delivery before 3pm, and order until 3pm for delivery before 6pm”), influences 

 Transport costs: Two small delivery tours lead to higher transport costs than one longer tour 

 Distance capacity restriction: With two cut-off times, drivers have less time for delivery, but 

also need to deliver a smaller amount of orders. This might influence the required fleet size. 

Those variables are simply calculated by distributing the daily SDD orders over two cut-off times 

(e.g. for three orders, two are delivered before 3pm, and one before 6pm). The variables can 

then be calculated separately for the orders of the first cut-off time and the second cut-off time. 

The total costs and costs per order calculation simply add up the transport costs for the two cut-

off times, and use the new fleet size calculated by the distance capacity restriction. For SDD 

from warehouses, using two cut-off and latest delivery times does not influence the costs for as 

all orders are anyway transported with a separate vehicle and direct delivery. 

Assumptions 

 On average, half of the SDD orders occur before the first cut-off time, and half before the second. 
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5. EVALUATION RESULTS 

In this chapter, the results of the criteria weighting and concept idea evaluation will be presented 

(chapter 5.1). After discussing the benefits of the concepts in chapter 5.2, the results from the 

customer coverage and cost analysis (chapter 5.3-5.4) are outlined. 

5.1 IDEA SELECTION RESULTS 
Eleven company employees from different departments weighted the criteria and evaluated the 

concept ideas. The pairwise comparison of the criteria led to the weights outlined in Appendix 

M. ‘Customer coverage’ and ‘external complexity’ were given the highest weights and 

‘combination possibilities’ and ‘availability in the market’ the lowest. 

The evaluation of the concept ideas led to the ‘winning’ combination (ideas with the highest 

point score per category) outlined in Table 5.1. The detailed point scores and standard 

deviations can be found in Appendix N. From the point scores, the ideas in the category ‘pick-up 

location and product assortment' and ‘carrier’ had the lowest standard deviation. Given the 

rather low amount of employees that filled out the survey, both SDD from ‘company shops with 

limited assortment’ or from ‘warehouses with whole assortment’ as well as using the company’s 

own fleet or a courier might be suitable solutions and should be investigated further. Therefore, 

customer coverage for using either company shops or warehouses is compared in chapter 5.2. 

Moreover, the costs analysis in chapter 5.3 focuses on the difference between using company 

shops or warehouses as well as using the company’s own fleet or a courier. 

TABLE 5.1: Evaluation results 

Pick-up Location, Product 

Assortment 
Carrier 

Cut-off Time, Lead Time, 

Latest delivery time 

Order 

Process 

Customer 

Segmentation 

Company Shop + Limited 

Assortment 
Other carrier Fixed Automated Geography 

5.2 BENEFITS 
5.2.1 SATISFYING CUSTOMER NEEDS 
No matter which concept idea is chosen, SDD would fulfill the customer need for a fast delivery 

option to receive urgently needed goods. This in turn will lower the customer’s risk of potential 

downtime, and the associated costs. It will also lower the time spent on going to a store to buy 

an urgently needed product. Additionally, it could lower (safety) stock kept on customer site. 

5.2.2 INCREASED PRODUCT SALES 
Offering SDD could lead to product sales that otherwise would have been lost to competitors 

that offer SDD or that are in close proximity to the customer. The potential for increased product 

sales rises with the number of customers that can be reached with SDD (customer coverage). 

5.2.3 REVENUE FROM SDD PRICE 
There is an upper and lower bound to the additional revenue from the SDD price (Appendix O): 
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 Upper bound: If an SDD order would otherwise have been delivered via a sales person (0€ 

delivery charge), then the revenue for the SDD order would simply be the SDD price.  

 Lower bound: If an SDD order would otherwise have been ordered with the next fastest 

delivery option (‘next day delivery’), then the revenue from the SDD order would be the 

difference between the SDD price and the price for ‘next day delivery.  

The price for ‘next day delivery before 10am’ is 69,90€. The benchmarking analysis showed that 

competitors in the B2B market offer SDD for as little as 10€. When investigating other delivery 

options of those competitors, surprisingly, the price for SDD is sometimes lower than the price 

for other, less fast delivery services (e.g. Würth and Grainger, Appendix P). If SDD is offered at 

a lower cost than other delivery options, the lower bound becomes a loss (Appendix O). 

5.2.3.1 Rationale for cheap pricing 

One might wonder why companies such as Würth offer SDD almost for free. First of all, a 

possible reason for the large price gap between SDD and next day delivery is that with SDD, 

only the limited assortment at the retail stores can be ordered, whereas with next day delivery, 

customers can often choose from the whole warehouse assortment. A reasonable question 

would be if such a low SDD price, especially when it does not cover the costs, is sustainable in 

the future. Amazon’s quest to deliver orders faster, for instance, increased their delivery costs 

tremendously, leading to a huge miss in earnings in 2015 (Owens, 2016). It could be that while 

SDD is a trend, an increasing amount of companies feel pressured to set equally low prices for 

SDD. If SDD continuously leads to a loss, however, companies might start incorporating the 

costs for SDD in their product prices, especially if consumers keep demanding free delivery. 

5.2.4 MARKET REACH EFFICIENCY 
Lastly, offering SDD might decrease the amount of orders that are (unofficially) delivered via 

sales representatives. This in turn would increase market reach efficiency as sales 

representatives have more time to serve clients and sell products. 

5.3 CUSTOMER COVERAGE 
In the following, the customer coverage when using the company shops or warehouses will be 

outlined. The customer coverage when using satellite stations cannot be calculated explicitly as 

it is dependent on the amount and location of satellite stations thus customer coverage could 

simply be increased up to a 100% by making use of them.  

5.3.1 CUSTOMER COVERAGE: COMPANY SHOPS 
Customer coverage was investigated for an SDD service area with a radius of 50 km, 40 km, 30 

km, 20 km and 10 km, with company shops located in the center.18 50 km was chosen as 

maximum as no larger radius was found at any of the competitors. For SDD via company 

shops19 and a geographical segmentation (radius), 86% of all delivery addresses could be 

reached with a radius of 50km, down to only 31% with a 10km radius (Figure 5.2). In terms of 

revenue, a 50km radius would reach delivery addresses worth 86% of total revenue and a 10km 

radius only 27% (Figure 5.3).  

                                                
18

 For confidentiality reasons, no absolute numbers will be stated, only percentages 
19

 For feasibility reasons, only those company shops with more than one employee were included. 
However, Appendix Q (Figure Q-1), shows that this did not impact customer coverage much 
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FIGURE 5.2: Percentage of addresses reached with 
SDD from company shops 

 

FIGURE 5.3: Percentage of addresses reached in 
terms of revenue with SDD from company shops 

 

An analysis of customer coverage per potential group shows that the extent of potential groups 

that can be reached differs more for small radiuses, but the difference is minor. Similar results 

are obtained for the percentage of addresses reached per customer development stage 

(Appendix Q). 

5.3.2 CUSTOMER COVERAGE: WAREHOUSES 
Simply drawing a maximum 50 km radius around the two German warehouses would lead to 

extremely low customer coverage. However, the western warehouse is able to provide same 

day delivery to any zip code in the Netherlands, which is further than just 50km. This is 

accomplished by means of direct transport. If direct transport is used for every SDD order, then 

a delivery vehicle can travel a lot further than 50 km. A cut-off time at 11am, and latest delivery 

at 6pm, for instance, would give a vehicle around six hours for transport if preparing an order for 

transport does not take longer than an hour. Assuming an average speed of 70-80 km/h, a 

vehicle could travel almost 500 km. To see how customer coverage changes from a small 

radius to a radius up to 500 km, customer coverage was investigated for a radius of 100 km, 

200 km, 300 km, 400 km and 500 km. 

Figure 5.4 shows that a 100 km radius results in very low customer coverage (~20%) while a 

200 km radius already increases this to approximately 60%. Moreover, a 400 km and 500 km 

radius have very similar customer coverage (~90%). It seems that radiuses between 200 km 

and 400 km would be the most interesting to look at. Interestingly, a 200km radius around the 

two warehouses would have approximately the same customer coverage as a 30km radius 

around company shops (~60%). Figure 5.5 shows very similar results for the revenue covered 

by the delivery addresses reached. Unlike customer coverage for SDD from company shops, 

the delivery addresses reached per radius do not differ much in terms of potential group and 

development stage, (Appendix Q). 

5.3.3 CUSTOMER COVERAGE: COURIERS 
The respective carrier also influences customer coverage. An external carrier, for instance, 

might only deliver SDD orders in certain zip codes. Using a carrier will thus most likely lower 

customer coverage. It is also possible to use both a courier and a company fleet in cities where 

no suitable courier is available. Würth has adopted this solution. 
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FIGURE 5.4: Percentage of addresses reached with 
SDD from warehouses 

 

FIGURE 5.5: Percentage of addresses reached in 
terms of revenue with SDD from warehouses 

 
 

5.3.4 CUSTOMER COVERAGE: CONCLUSION 
Based on the customer coverage analysis, it is not possible to give a recommendation on which 

radius would be the best one to choose. This highly depends on how many customers the 

company wants to reach. It is also difficult to tell whether company shops or warehouses should 

be the preferred pick-up location. The next chapter will show the costs of offering an SDD 

service with different area sizes and pick-up locations, possibly aiding the decision. 

5.4 OPERATING COSTS 
In this section, operating costs will be estimated to compare the different concept options. For 

the cost calculation, the uniform distribution assumption has to hold. According to Larson and 

Odoni (1981, p. 410), points that are reasonably well “spread around” in a zone would be 

sufficient to fulfill the uniform distribution assumption. This was checked for delivery addresses 

in a 50 km radius around two company shops20 (Appendix R), which shows that the addresses 

are well spread around, although the uniformity seems to increase with decreasing radiuses. 

Nevertheless, at a closer look, the data shows that most delivery addresses are located within 

0-10 km from the company shops, and the least in 40-50km distance. Customer orders show a 

similar distribution (Figure 5.6). The same analysis was done for delivery addresses and order 

distribution around the two warehouses, which are also non-uniform (Figure 5.7).  

There is no reason to believe that the geographic distribution of SDD orders will be uniform, 

given the skewed order distribution. Unfortunately, no alternative to the formula from Daganzo 

(2005) and Christofides and Eilon (1969) (formula 7) for estimating route length when the 

distribution is non-uniform could be found in the literature. Actual route distances might thus be 

shorter due to the skewness. On the other hand, the model calculates radial distances. In 

reality, routes would thus be longer, which could weigh out the effects from the non-uniform 

distribution. As the exact impact of those two issues is unclear, however, the costs calculated 

should not necessarily be taken as absolute values, but rather be used for comparing the costs, 

as all cost calculations are influenced by the underlying distribution.  

                                                
20

 Time constraint: analyzing this for all company shops would haven take a great amount of time 
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FIGURE 5.6: Distribution of delivery addresses and 
orders around from company shops 

 

FIGURE 5.7: Distribution of delivery addresses and 
orders around warehouses 

 

For SDD from company shops and warehouses, the costs were evaluated for different radiuses 

(10-50km for company shops; 100-500km for warehouses), different values of 𝑥 (percentage of 

daily orders that are SDD orders), different cut-off and latest delivery times, different amount of 

cut-off and latest delivery times, as well as different carriers. The approximate amount of daily 

orders from customers was obtained through the company database. All other input values can 

be found in Appendix S. 

5.4.1 PERCENTAGE OF DAILY ORDERS THAT ARE SDD ORDERS 

Before defining 𝑥 as the percentage of daily orders that are SDD orders, 𝑥 was first defined as 

the percentage of delivery addresses that place an SDD order on a day. As the distribution of 

delivery addresses and orders is very similar, the results did not differ substantially. However, 

the thesis company preferred the approach of using the order distribution for 𝑥.  

In the customer survey, approximately 50% of customers stated to have used SDD for 

unplanned purchases at least once within a year. If one would assume that those 50% of 

customers used it 1-2 times, and all those purchases had been made at the thesis company, 

then 𝑥 would be around 27%. However, it is likely that many of those purchases were for 

products that the thesis company does not sell, so reaching a value of 𝑥 = 27% could be rather 

unlikely. The company’s click & collect service might be seen as similar to an SDD service as 

customers mainly pick up their order on the same day when using click & collect. The amount of 

click & collect orders make up approximately 0,9% of total orders in Aug-Nov 2015 (Appendix 

F). This would be another reason to believe that the value of 𝑥 won’t be large. Therefore, the 

cost analysis will not show results for 𝑥 > 50%. 

5.4.2 COST CALCULATION: COMPANY SHOPS 

5.4.2.1 Costs: Different radiuses (own fleet) 

The results in Figures 5.8-9 show that daily operating and transport costs rise with increasing 

radiuses caused by longer delivery tours when using the company’s own fleet. However, due to 

positive effects from order consolidation, they rise with decreasing magnitude. Furthermore, for 

small values of 𝑥, costs per order are tremendous (Figure 5.10)21. This mainly stems from the 

                                                
21

 It should be noted that the same values for x lead to different order volumes for different radiuses due 
to the different customer coverage for each radius. 
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fixed vehicle costs that are also incurred if no SDD orders occurred.22 For larger values of 𝑥, 

economies of scale can be realized as SDD orders can be consolidated and fixed costs divided 

over a large number of SDD orders. However, it is also noticeable that for 𝑥 > 7%, the marginal 

decrease in costs per order for each step increase in 𝑥 becomes smaller for all radiuses, thus 

the cost benefits per order for having 15% of orders being SDD orders instead of 10% is smaller 

than the cost benefit for having 10% SDD orders instead of 5%. 

The increase in transport costs when increasing the radius was expected to be exponential due 

to the fact that the area size increases exponentially with increasing radius. However, Figure 5.9 

shows an almost linear cost increase for an increase in radius. This is caused by the non-

uniform order distribution. Choosing a 30km radius instead of a 20km radius thus has a very 

similar cost impact compared to choosing a 40km radius instead of a 30km radius. The results 

also show that the smaller the radius, the more SDD orders can be delivered: 𝑥 = 34% for a 

50km radius, up to 𝑥 = 62% for a 10km radius (for a cut-off at 12pm and latest delivery at 4pm) 

(Appendix T).  

FIGURE 5.8: Daily operating costs for SDD from 
company shops (for different r; cut-off: 12pm, latest 

delivery: 4pm) 

 

FIGURE 5.9: Daily transport costs for SDD from 
company shops (for different r; cut-off: 12pm, latest 

delivery: 4pm) 

 

FIGURE 5.10: Costs per order for SDD from company shops  
(for different r, cut-off: 12pm, latest delivery: 4pm) 

 

                                                
22

 Due to rounding in formula (3), small values of x can lead to zero SDD orders in some zones. 
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5.4.2.2 Costs: Different cut-off and latest delivery times (own fleet) 

Using different cut-off and latest delivery times mainly influences the amount of SDD orders that 

can be delivered on a day. As Figure 5.11 shows, transport costs are only slightly influenced. 

The same holds for the daily operating costs (Appendix U, Figure U-7). For large SDD order 

volumes, small delivery time windows (e.g. 3h), defined as the time between cut-off and latest 

delivery time, become more expensive when the radius increases, compared to the costs for 

wider time windows (e.g. 5-7h). The cost difference is caused by the fact that smaller time 

windows require a larger fleet with less possibility for order consolidation. Overall, for a 30 km 

radius, costs per order only show a minimal difference for varying delivery time windows (Figure 

5.12). The results do not differ much for other radiuses, except that the cost differences become 

more apparent with larger radiuses (Appendix U). 

5.4.2.3 Costs: Two cut-off and latest delivery times (own fleet) 

When comparing the costs for one cut-off (2pm) and latest delivery time (6pm), to the costs of 

using two cut-off (10am, 2pm) and two latest delivery times (2pm, 6pm) for a 50km radius, the 

difference does not seem substantial (Figures 5.13-5.14). The small cost difference that does 

exist is caused by the fact that two small delivery tours have higher transport costs than one 

long tour. Those results show that it would be possible to offer a higher service level with the 

latter option, without spending much more money. Results for daily transport costs and for other 

radiuses lead to the same conclusion (Appendix V). 

5.4.2.4 Costs: Own fleet vs. Courier 

Lastly, the costs for using two different couriers (Liefery and Tiramizoo) were compared to the 

costs for using a company fleet. As both are not available in all the cities the company shops 

are located in, and also not in all zip codes in a 50km radius around company shops, the 

comparison was made for the company shops in Berlin for a radius of 10km. The hypothesis is 

that for small-scale operations, the costs for a courier should be cheaper as the firm would 

benefit from the carrier’s consolidation possibility (Daganzo & Newell, 1985). The results are in 

line with the hypothesis as they indeed show that using a courier is cheaper than using the 

company’s own fleet in terms of daily operating costs (Figures 5.15-16). Transport costs can be 

found in Appendix W. Despite economies of scale, the company would not be able to reach the 

costs per order a courier could accomplish. The costs for using couriers increase rather linearly 

as no discounts for larger SDD order volumes on the couriers’ pricing schemes.  

FIGURE 5.11: Daily transport costs for SDD from company shops 
(varying cut-off and latest delivery times, r = 30km) 
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FIGURE 5.12: Costs per order for SDD from company shops 
(varying cut-off and latest delivery times, r = 30km) 

 

FIGURE 5.13: Daily operating costs for SDD from 
company shops (one vs. two cut-off and latest 

delivery times, r = 50km) 

 

FIGURE 5.14: Costs per order for SDD from company 
shops (one vs. two cut-off and latest delivery times, r 

= 50km) 

 

FIGURE 5.15: Daily operating costs for SDD from 
company shops in Berlin (own fleet vs. courier, r = 

10km, cut-off: 12pm, latest delivery: 4pm) 

 

FIGURE 5.16: Costs per order for SDD from company 
shops in Berlin (own fleet vs. courier, r = 10km, cut-

off: 12pm, latest delivery: 4pm) 

 

5.4.3 COST CALCULATION: WAREHOUSES 

In this chapter, the costs for SDD from warehouses will be illustrated. As SDD orders would be 

transported with direct deliveries, using different cut-off and latest delivery times or more than 

one cut-off and latest delivery time would not influence costs. It simply restricts the maximum 



 

40 | EVALUATION RESULTS 
 

distance a delivery vehicle can travel. Therefore, only the costs for different radiuses and for 

using a company fleet or a courier will be outlined. Moreover, the results for daily operating and 

transport costs do not differ much. Therefore, mainly transport costs are presented in this 

chapter; daily operating costs can be found in Appendix X and Y. 

5.4.3.1 Costs: Different radiuses (own fleet) 

When using the company’s own fleet, transport costs almost increase linearly as no order 

consolidation is possible due to direct deliveries (Figure 5.17). The costs per order underline 

that the missing opportunity for order consolidation limits the benefits from economies of scale 

(Figure 5.18). The true costs might be even higher as it was assumed that the warehouses 

would lease at least 10 vehicles. If this amount was higher, then more costs would be incurred 

on days where not all vehicles are needed. As a 200 km radius around the warehouses and a 

30 km radius around company shops had similar customer coverage, it would be interesting to 

compare the costs for those two. As Figure 5.19 shows, operating costs are higher for SDD 

from warehouses than from company shops for most values of 𝑥. SDD from company shops 

with a company fleet becomes cheaper for 𝑥 ≥ 2% due to order consolidation (Figure 5.20).  

5.4.3.2 Costs: Own fleet vs. Courier 

The courier that delivers SDD orders from the German western warehouse to the Netherlands 

has prices that vary with the market price. On average, a delivery costs about 200€. SDD to the 

Netherlands from this warehouse is best comparable to an SDD service from warehouses with a 

200km radius. Another possibility would be using the ic:courier service from time:matters, which 

is an SDD service using trains for part of the distance. When comparing the costs for using a 

company fleet or a courier, using the ic:courier would be the cheapest option, but so far this 

service is mainly offered as an SDD service for rare emergencies (Figures 5.21-22). The second 

cheapest option would be using a company fleet. However, with only two pick-up locations, the 

daily SDD order volume might vary a lot, thus the company would either have to lease a large 

amount of cars to cover days with high SDD demand, or order a courier for excessive orders on 

those days. The actual costs for using a company fleet will thus be somewhat higher. 

5.4.4 COST DRIVERS 
Next, it is important to determine the main drivers for the cost (Appendix Z) to better understand 

which parameters would be most interesting to look at in a sensitivity analysis. When comparing 

the different cost terms (transport, handling and overhead costs) to the overall operating costs, it 

is noticeable that when using a company fleet, transport costs are the main cost driver for both 

SDD from company shops and warehouses. When using couriers, overhead costs become a 

more important driver for SDD from company shops, while transport and handling costs are 

rather equal and substantially lower for small values of 𝑥. For SDD from warehouses with a 

courier, transport costs are the main driver. It seems that there is not only one main cost driver 

for the different concepts so the sensitivity analysis in the next section will take a closer look at 

all the parameters which values were based on assumptions. 

5.4.5 SENSITIVITY ANALYSIS 
As the cost calculation depends on several parameters which values were assumed rather than 

known, a parameter sensitivity analysis (Appendix AA) was conducted to understand which 

parameters exert the most influence on the model outcome (daily operating costs). For this, the 
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FIGURE 5.17: Daily transport costs for SDD from 
warehouses (for different r; cut-off: 11am, latest 

delivery: 6pm) 

 

FIGURE 5.18: Costs per order for SDD from 
warehouses (for different r; cut-off: 11am, latest 

delivery: 6pm) 

 

FIGURE 5.19: Daily operating costs for SDD from 
company shop vs. warehouse (cut-off: 11am, latest 

delivery: 6pm) 

 

FIGURE 5.20: Costs per order for SDD from company 
shop vs. warehouse (cut-off: 11am, latest delivery: 

6pm) 

 

FIGURE 5.21: Daily transport costs for SDD from 
warehouse (own fleet vs. courier, r = 200 km, cut-

off: 12pm, latest delivery: 4pm) 

 

FIGURE 5.22: Costs per order for SDD from 
warehouse (own fleet vs. courier, r = 200 km, cut-

off: 12pm, latest delivery: 4pm) 

 

OFAT (one-factor-at-a-time) approach was used, where one parameter value was increased 

while the others were held constant (Hamby, 1994). For SDD from company shops with 

company fleet this was done for a radius of 30km, as this is the radius Würth uses for SDD, and 

for SDD from warehouses for a 200km radius, as this is comparable to the 30 km solution from 

company shops. SDD order levels of 5%, 10%, 15% and 20% were used. Moreover, the 

different cut-off and latest delivery times did not have a substantial impact on the cost. 

Therefore, a cut-off time of 12pm and latest delivery of 4pm were chosen arbitrarily for SDD 
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from company shops, and 11am and 6pm for SDD from warehouses. Lastly, for SDD from 

company shops, one parameter was increased by a 100% at a time. For SDD from warehouses, 

the increase was only 20% as a 100% increase for all parameters would not be realistic (e.g. it 

would lead to a 140 km/h average vehicle speed). The cost results for the courier solution highly 

depend on the pricing scheme for the different couriers. As the pricing schemes for the couriers 

differ a lot, a general sensitivity analysis for the SDD solution with couriers was not conducted. 

For SDD from company shops, the sensitivity analysis shows that for all values of 𝑥, the 

average speed of the delivery vehicles has the most influence on the model outcome (Appendix 

AA, Table AA-1). For 𝑥 = 5% for instance, a 100% increase in speed increases daily operating 

costs by approximately 21%. All other parameters have a much smaller influence. For SDD from 

warehouses, the average vehicle speed is also the parameter with the most influence for all 

SDD order levels, with an approximate 10% change in operating costs for a 20% increase in 

speed for 𝑥 = 5% (Appendix A, Table AA-2). Also here, all other parameters have a much smaller 

influence. Nevertheless, even when increasing the delivery speed for vehicles in the warehouse 

solution by 20%, the SDD from company shop solution remains cheaper for 𝑥 ≥ 2% (Appendix 

AA, Figure A-1). However, the large influence of parameter values, especially vehicle speed, on 

costs for SDD from company shops begs the question whether SDD from company shops with 

a company fleet could become more favorable than using a courier if the true parameters values 

were different from the assumed values. Therefore, a best-case analysis was conducted. 

5.4.6 BEST-CASE ANALYSIS 
In the best-case analysis, all parameter values that are based on assumptions, and that only 

influence the costs for using the company’s own fleet for SDD from company shops, were 

changed by a 100% in the direction where they decrease the costs for using a company fleet 

(Appendix S, Table S-2). Also, the parameters that only influence the costs for using the 

couriers (Liefery and Tiramizoo) were changed by 100% in the direction where they increase the 

costs for couriers (Appendix L, Table L-3 & L-4). The results show that even in the best case 

scenario, the costs per order for using a company fleet only converges with the costs per order 

for couriers for large values of 𝑥 (Appendix AB). For 𝑥 = 10%, using a company fleet would still 

result in approximately 30€ higher costs per order compared to the cheapest courier. 

5.5 CONCLUSION 
Regarding customer coverage, similar percentages can be achieved from company shops and 

warehouses, depending on the radius chosen. When comparing the costs, however, SDD from 

company shops is substantially cheaper. Moreover, using a carrier for SDD from company 

shops is cheaper than using the company’s own fleet. The cost results thus support the results 

from the idea selection, meaning that SDD from company shops with a courier is the best 

solution. As said before, it might still be necessary to use a company fleet for company shops 

where no suitable courier is available. Moreover, the radius that should be chosen depends on 

the service level the company wants to reach, meaning how many customers they want to reach 

with this service. It also depends on the service offering from the courier used, as they might not 

offer SDD for a 50km radius, for instance. The analysis did show that smaller radiuses enable 

the delivery of more SDD orders on a day. However, even a 50km radius was able to cope with 

order levels of x = 34% (for cut-off: 12pm, latest delivery: 4pm). If this value did in fact turn out 

to be larger, this could be dealt with in terms of changing the cut-off and latest delivery times. 
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6. CONCEPT DEVELOPMENT 

Chapter 5 determined the overall outline for the SDD concept (Figure 6.1). For the 

implementation of the SDD service, detailed decisions need to be made in the dimensions 

shown in Figure 6.1 to clearly outline the SDD concept. While this thesis cannot tell the 

company how to design the SDD concept exactly, the chapter serves as a guideline to 

understand what decisions need to be made, and what suggested options for those are. In order 

to do so, the chapter will make use of parts of the business model canvas (Osterwalder & 

Pigneur, 2010). Moreover, the topic of scalability is discussed at the end of this chapter to 

understand how the results of this thesis could be applied to other countries. 

TABLE 6.1: Overall chosen concept for same day delivery 

Pick-up Location, Product 

Assortment 
Carrier 

Cut-off Time, Lead Time, 

Latest delivery time 

Order 

Process 

Customer 

Segmentation 

Company Shop + Limited 

Assortment 
Other carrier Fixed Automated Geography 

6.1 BUSINESS MODEL CANVAS: BUILDING BLOCKS 
In the following, seven building blocks from the business model canvas will be discussed, 

namely customer segments, key resources, channels, key partnerships, value proposition, 

revenue streams and cost structure. A summary of this section can be found Appendix AC. 

6.1.1 CUSTOMER SEGMENTS 
This building block refers to the customer segmentation dimension of the SDD concept. As a 

geographical segmentation was selected, it needs to be decided which radius is chosen for the 

segmentation. The customer coverage analysis showed that radiuses between 20-40km would 

be interesting to look at. Both Liefery and Tiramizoo confirmed that a radius up to 40km would 

be possible, although they usually work with smaller radiuses 

Once this is set, it has to be decided what a “radius of x km” actually means. This highly 

depends on the company system. It has already been determined which zip codes are in 

different radiuses around the company shops. If the system is able to also check the distance 

for exact addresses, then this would be more accurate than simply using zip codes. It should be 

kept in mind that the customer also needs to be able to check whether an address can receive 

SDD. Many of the 4PLs and competitors, for instance, integrated this on their website to make it 

possible to insert a zip code or address to check whether they provide SDD to this address/zip 

code. The customer segmentation will further be influenced by the amount of company shops 

that will offer SDD, which is discussed in the next building block.  

6.1.2 KEY RESOURCES 
The ‘key resources’ building block takes a closer look at the pick-up location and product 

assortment dimension of the SDD concept, amongst others. Overall, the block discusses the 

most important assets for offering SDD, which can be divided into physical, intellectual and 

human assets (Osterwalder & Pigneur, 2010). 
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 Physical assets: Company shops, assortment, packaging material, scale for measuring 

package weight, (leased vehicles for company shops where no SDD courier is available) 

 Intellectual assets: Real time inventory information for company shops, database to check if 

delivery address can receive SDD, software for cooperation with courier 

 Should all be integrated on the company website to ensure an automated order process 

 Human assets: sufficient manpower in the company shops 

While all company shops could be used to offer SDD, it might only be feasible to offer it at those 

that employ more than one person. Also, the cost analysis showed that using a company fleet to 

deliver SDD orders is costly. It could thus also be decided to offer SDD only from those 

company shops where a courier such as Liefery or Tiramizoo is available.  

Regarding the assortment, SDD couriers are mainly able deliver all items from the company 

shop assortment that are less than 3m in any dimension, less than 32kg, and that are not 

classified as dangerous goods. This limits the assortment for SDD. The assortment at company 

shops could also be refined over time to truly store those products that are urgently needed.  

As it was decided that the SDD order process should be automated, developing a database to 

check if a delivery address can receive SDD seems reasonable. However, integrating this on 

the website could be expensive and take time. For the beginning, it could thus be decided to 

check this manually. 

6.1.3 CHANNELS 
This building block refers mainly to the order process dimension, and discusses the sales, 

communication and distribution channels used as well as after-sales services provided.  

1) Communication: Customers need to be made aware of the service. Also, it needs to be 

continuously promoted. This could be done through the sales personnel, as this has been 

the common way to introduce and promote new services in the past. The sales personnel 

can be continuously informed about the service through trainings and webinars. 

2) Sales: The existing sales channels are customer services, the company website, company 

shops and sales personnel. The first two would be the most interesting for SDD as sales 

personnel do not know about the real-time inventory at company shops, and the purpose of 

company shops is not to take customer orders by phone.    

3) Distribution: This refers to the process from picking to delivery. The time for picking and 

packing should be estimated to know when the courier should arrive. Moreover, the contact 

details of the recipient need to be passed on to the courier to ensure successful delivery. 

4) After-sales service: This phase defines how after-sales services will be provided. Both the 

courier and the company have a set-up process for late or unsuccessful deliveries. Those 

two after-sales services need to be integrated. 

To ensure that the order process is automated, offering SDD through the website is important. 

SDD could be seen as a ‘click & collect’ service with the difference that a courier picks up the 

order, and not the customer. Unfortunately, when comparing the online process for click & 

collect (Appendix AD) and the required process for SDD (Appendix AE) it is noticeable that the 

SDD order process cannot easily be added online as the processes are somewhat different. 

While synergies between click & collect and SDD exist in the shops, the synergies seem to be 

less in the order process. 
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6.1.4 KEY PARTNERSHIPS 
This block refers to the carrier dimension. A courier for the transport of SDD orders needs to 

be chosen, preferably one that operates countrywide. As the delivery areas from Tiramizoo and 

Liefery show, it also seems necessary to cooperate with more than one courier as there are 

many cities where only one of them is available. Both Tiramizoo and Liefery were interviewed 

(Appendix AF) which could help the company in their decision-making. 

6.1.5 VALUE PROPOSITION 
SDD fulfills the customer need for fast delivery of urgently needed products, stored at the 

company shops, and solves the problem of customers having to go to a close-by store to buy 

those products, or wait for a delivery in the following days and potentially risk a construction 

project delay. This makes SDD unique compared to other logistics services the company offers. 

On the one hand, the service represents a performance improvement to other delivery services, 

and on the other hand, a potential cost reduction for customers if the price for SDD is lower than 

the cost for the potential project delay or for sending an employee to a close-by store.  

The exact value proposition will eventually depend on the choices the company will make in 

other building blocks. The last dimension that is important for the value proposition, and which is 

not covered in the other building blocks, is the cut-off, lead and latest delivery time 

dimension. Here, the exact times needs to be decided on, as well as whether the company will 

use more than one cut-off and latest delivery time. Also, the couriers give the option between 

immediate delivery and delivery within a specified time window.  

Now that the five different dimensions of the SDD concept (Figure 6.1) have been discussed in 

detail, it is important to look at the price the company could charge for SDD. 

TABLE 6.2: Yearly profit for different SDD solutions 

Solution 
Service 

Level 
Details 

Yearly Profit* 

(€) 

The ‘Würth’ 

Solution  

 Radius: 30km (73% customer coverage) 

 # Company Shops: All (62 with courier, rest with own fleet) 

 Price: 9,50€ 

 Cut-off: 9am & 12pm, Latest delivery: 12pm & 3 pm 

 Restrictions: max. 90kg 

- 190-210k 

or 

- 155-170k** 

The 

‘Minimum’ 

Solution 
 

 Radius: 20km (52% customer coverage) 

 # Company Shops: 57 (48 with courier, 9 with own fleet) 

 Price: 89,90€ 

 Cut-off: 9am & 12pm, Latest delivery: 12pm & 3 pm 

 Restrictions: max. 90kg 

+ 165-175k 

or 

+ 190-200k** 

The ‘Break-

Even’ 

Solution 
 

 Radius: 20, 30 or 40km (50%, 62%, or 69% customer coverage) 

 # Company Shops: 61 (those where courier is available) 

 Price: 21-37€ (13-29€)** 

 Cut-off: 9am & 12pm, Latest delivery: 12pm & 3 pm 

 Restrictions: max. 90kg 

+/- 0 

or 

+/- 0** 

*For an order volume of x = 2% 
**Excluding handling costs 
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6.1.6 REVENUE STREAMS & COST STRUCTURE 
According to the company’s service classification, SDD would most likely be defined as an 

engagement-driver, meaning it increases differentiation from the competition and further drives 

customer engagement. It is thus not a profit-driven service, or a must-have service for 

customers. The price should therefore be equal to the break-even price, or lower. Also, the price 

should be reasonable in comparison to other, similar services.  

Based on the operating costs calculated in the previous chapter, various SDD concepts with 

different prices were investigated (Table 6.2). When offering SDD from those company shops 

where Liefery or Tiramizoo is available, the break-even price would range between 21-37€, or 

13-29€ if one argues that employees picking and packing orders cause no additional handling 

costs as the employees are already available at the shop anyway. As Würth offers their SDD 

service for 9,50€, this price range seems to be competitive. 

Lastly, investment costs should be estimated. However, those will depend on the decisions the 

company will make in the other building blocks, for instance if they decide to implement the SDD 

order process on the company website. 

6.1.7 PILOTING 

Although piloting is not a building block in the business model canvas, it is still an important part 

before the countrywide implementation of the SDD service. Here, it needs to be decided at 

which company shop(s) the concept will be piloted. Piloting will help gain knowledge for the 

implementation at other company shops. A convenient area for piloting would be the Ruhr area 

as it is a very urban region. Moreover, both Liefery and Tiramizoo have a large delivery area in 

this region, and customers located there have already shown an interest in SDD. 

6.2 SCALABILITY 
The question of scalability refers to whether the SDD concept developed in this thesis would 

also be the best concept for other countries, and whether it is even possible to implement it 

other countries. Unfortunately, a detailed analysis of other countries is out of scope. 

Nevertheless, the thesis reveals several insights on the question of scalability. 

There are several reasons to believe that the best concept for Germany would not necessarily 

be the best solution in another country, or even a feasible one: 

 Assortment: The assortment at company shops differs between countries. In the 

Netherlands, for instance, the assortment is substantially smaller, which would make an 

SDD concept from company shops less favorable. 

 Warehouses design: Warehouses are designed differently (e.g. in Poland, the warehouse 

seems to be better at handling SDD orders as it already handles a large amount of it).  

 Customer coverage: The distribution of warehouses and company shops in relation to 

country-size differs. Switzerland, for instance, is 1/10th the size of Germany in terms of area 

size. The company operates one warehouse in Zürich. Reasonable customer coverage 

could be achieved from this warehouse, without needing to draw an extensive radius as 

would be necessary in Germany, making the option of SDD from warehouses more viable.  

 Courier offerings: SDD services from couriers might be less developed in other countries, 

although companies such as UPS offer their SDD service in several locations Europe-wide.  
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Lastly, there is not much possibility for benchmarking from other competitors as they also do not 

seem to have scaled their SDD service to other countries. Würth, for instance, only offers their 

SDD service from company shops with a courier in Germany, while there seems to be an SDD 

service from distribution centers available in the US (Würth USA, 2012). However, Würth is 

currently working on rolling out an SDD service in more countries in Germany, thus 

benchmarking from them might be possible in the near future. 

Those are all reasons that speak against the general scalability of the SDD concept. However, 

once it is decided to develop an SDD concept for another country as there is a demand for it, 

the process used in this thesis could be followed in an abbreviated version. Here is how:  

1. Evaluation survey: Letting employees in this country fill out the survey will give an 

understanding if the preferred solutions are similar to Germany or not. If there is no clear 

‘winning’ solution as it was the case for Germany, the customer coverage and cost 

analysis should be conducted as explained in the following. 

2. Customer coverage: The customer coverage analysis showed that similar percentages 

could be reached from warehouses and company shops. However, this was only 

possible with very expensive direct deliveries from warehouses. The warehouse as pick-

up location would only become interesting if warehouses had good customer coverage 

with a radius that was not hundreds of km. If there is no time for a detailed analysis, the 

concentration of company shops and warehouses could be used to estimate customer 

coverage, meaning the quantity of warehouses and shops in relation to the country’s 

size. This should then be compared to Germany (e.g. Germany: 1 warehouse per 

180.000km², and 1 company shop per 4500km²). If the concentration is similar to 

Germany, then company shops should be the preferred pick-up location. On the other 

hand, if the difference in concentration is substantially smaller, then warehouses as pick-

up location becomes a viable option and should be investigated in more detail. 

3. Cost analysis: After implementing SDD in Germany, the company will know the 

approximate value of 𝑥 (the amount of daily orders that are SDD orders) for the chosen 

customer coverage.  By using a rough estimate of the amount of daily orders in the other 

country where SDD is planned to be implemented, the company can get an idea of the 

daily SDD volume. After equally distributing this volume over the company shops, or 

warehouses, the cost formulas derived in chapter 4 can simply be used to compare the 

costs for the pick-up location (company shop vs. warehouse) and for the carrier (own 

fleet vs. courier). Using the formulas is now less complex because first of all, different 

values for 𝑥 do not have to be simulated. Secondly, when distributing the orders equally, 

the formulas can simply be used for one pick-up location and then multiplied by the 

amount of pick-up locations. In this thesis, the underlying distribution of orders at 

different company shops was used to get more accurate results, which obviously 

increased the calculation effort. 

The results from this shortened process will naturally be less accurate than the detailed process 

followed in this thesis. However, while verifying this shortened process is out of the scope of this 

thesis, it is believed that it will help determine the best SDD concept(s) in other countries. 
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7. CONCLUSION 

The final chapter summarizes the key findings of the thesis and answers the research questions 

from chapter 1. This is followed by a recommendation for implementation and an explanation of 

the limitations of the study. Lastly, the thesis concludes by stating the managerial insights and 

contribution to research as well as recommendations for further research. 

7.1 RESEARCH QUESTIONS  

RQ 1: Should the thesis company offer same day delivery in Germany? 

The customer survey showed that customers want fast delivery, especially for unplanned 

purchases. The pricing of the SDD service will thus be a strong influencer on the usage of the 

service. Moreover, trends in the B2C market, for instance Amazon increasingly offering their 

SDD service, might influence what B2B customers will demand in terms of logistics services in 

the future. The fact that especially in the construction industry, customers could potentially save 

costs caused by project delays through an SDD service, will most likely play a role in whether 

SDD will become a common logistics service. Also, an effort towards same day delivery can be 

noticed from both competitors and couriers show an effort towards same day delivery can be 

noticed. Based on those findings and keeping the company’s logistics strategy in mind, 

especially its focus on service differentiation, on offering services related to ‘speed’, and being 

an early adopter of logistics services, it can be concluded that an SDD service should be offered.  

RQ 2: What are possible concept ideas for an SDD concept? 

The benchmark study revealed eight main dimensions in which SDD concepts differ in their 

design, namely pick-up location, carrier, cut-off, lead and latest delivery time, order process, 

customer segmentation as well as product assortment. For each dimensions, several concept 

ideas exist as outlined in chapter 3. 

RQ 3: Which is the best concept idea for an SDD concept in the German market? 

Based on a subjective evaluation of the different design ideas through company employees 

combined with an analysis of customer coverage and operating costs, the SDD service should 

be designed as outlined in Table 6.1.   

RQ 4: What is the detailed outline for the SDD concept in the German market? 

While RQ3 resulted in the core of the SDD concept, the business model canvas from 

Osterwalder and Pigneur (2010) helped define the details of the concept which are summarized 

in Appendix AC.  

RQ 5: What is the scalability of the SDD concept? 

A discussion on the scalability of the SDD concept resulted in the conclusion that the overall 

SDD concept is not likely to be scalable. However, this thesis has developed a process to help 

determine the best SDD concept for a country. A shortened version of this process can be used 

to determine the most suitable SDD concept in other countries. 
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7.2 RECOMMENDATION FOR IMPLEMENTATION 
Based on the market analysis, it is recommended to the thesis company to implement an SDD 

concept that is cost-effective for both a low and high demand of SDD orders. This concept 

should make use of company shops as pick-up locations and utilize a courier for the distribution 

of orders. Given the cost-analysis, courier interviews and benchmark study, it is recommended 

to use Liefery as a first-choice courier. With fixed cut-off, lead and latest delivery times, the 

order process should be automated as much as possible. Moreover, customer segmentation for 

the SDD service is suggested to be geographic. Before a country-wide implementation, this 

thesis proposes to pilot the service in one or two company shops. 

7.3 LIMITATIONS 
Regarding the cost calculation of the SDD service, the costs for using a courier for SDD from 

company shops was only conducted for a radius of 10 km. Moreover, the price for the direct 

delivery courier for SDD from warehouse was based on an average value as no exact pricing 

scheme existed. The conclusion on the price for using a courier thus has its limitations. 

Additionally, due to the non-uniform distribution of customer orders, the cost analysis did not 

necessarily result in absolute values. The cost results could thus mainly be used for means of 

comparison.  

Lastly, given the time constraint for this thesis, only 11 employees could fill out the evaluation 

form for the SDD concept ideas. Most of them were from the logistics department. This limits the 

validity of the evaluation outcome for the best SDD concept design. 

7.4 MANAGERIAL INSIGHTS 
As the insights drawn from the benchmarking analysis stem from companies operating in 

different countries, markets and industries, they are also valid beyond the scope of this thesis. 

This means the dimensions and different concept designs for same day delivery discovered in 

this study can also be of interest to other companies. Moreover, managers could use this thesis 

as a guideline to develop their own same day delivery service. 

7.5 CONTRIBUTION TO THE LITERATURE 
The thesis contributes to research by uncovering the most important dimensions in which same 

day delivery services across the B2B and B2C market differ. This is especially useful as same 

day delivery has generally not been researched much. Moreover, the study shows how 

transport costs can be evaluated when the uniform distribution assumption is not fulfilled. Exact 

customer addresses are often not known when trying to estimate transport costs. The route 

distance approximation formula has been especially useful for this. The thesis shows how 

transport costs can be evaluated when both customer addresses are not known, and are not 

expected to be uniformly distributed. Lastly, the cost analysis shows the importance of order 

consolidation for same day delivery, explaining why it is generally expensive for companies to 

use their own fleet for SDD distribution when order volume is low. 

7.6 FURTHER RESEARCH 
Especially in urban transport, customer or order distribution might not be uniformly distributed 

due to the way cities are structured (e.g. dense city centers, less dense outskirts). As it is known 



 

50 | CONCLUSION 
 

that the approximations from the route distance approximation formula become less accurate 

when the uniformity assumption is not fulfilled (Hall et al., 1994; as cited in Turkensteen & 

Klose, 2012), further research should be conducted to adapt the formula to make it applicable 

for non-uniform distributions.  

Additionally, not much research has been conducted in the area of demand for same day 

delivery in the B2B market, making it difficult for players in the B2B market to evaluate the 

possibilities for offering an SDD service. Research in this area could help shed a light on the 

difference to the demand for same day delivery in the B2C market, and the exact benefits of an 

SDD service for B2B customers.  

While SDD helps customers to quickly receive products they urgently need, one might argue 

that another approach would be to prevent the situation where a customer needs a product 

urgently in the first place. If customers’ inventory and consumption was more transparent, it 

could be possible to warn customers that there is an imminent risk that they will be out of stock 

of a certain product, or even send the product before the customer orders it. Tesla, for instance, 

has been monitoring and tracking their customers’ cars to know whether anything on the car 

needs maintenance or repair, before the customer knows it. If this type of remote diagnostics 

could be applied in the construction industry, expensive express delivery could be minimized 

and same day delivery avoided to some extent. 
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APPENDICES 

APPENDIX A: Customer Survey 
TABLE A-1: Characteristics of the customer survey sample for Germany 

Customer 
Dimension 

Categories Sample split  

(n = 621 for each dimension) 

Trade 

BC/CE = Building Construction / Civil Engineering 145 

IND = Industrial 105 

M/E = Mechanical / Electric 212 

S&M = Steel & Metal 83 

IF/WW = Interior Finishes / Wood & Window 76 

Development Stage  
 

Engaged = ‘> 12 orders in the last 12 months’ + ‘> 
1 sales channel used’ + ‘> 5 product lines bought’ 280 

Frequent = ‘> 6 orders in the last 12 months’ + ‘> 1 
sales channel used’ 118 

Active = ‘2-6 orders in the last 12 months’  74 

Passive = ‘At least 1 order in the last 36 months’ 149 

 Inactive = ‘0 orders in the last 36 months’ 0 

 Prospect 0 

Potential 

A 0 

B 112 

C 423 

D 86 

E 0 

Role 

Owner/General Manager 258 

Purchases 184 

Jobsite manager / foreman / supervisor 81 

Project manager 30 

Warehouse manager 37 

Other 31 

Location 

Big City (>1.000 inhabitants/km²) 176 

Urban 280 

Rural (<150 inhabitants/km²) 165 

           TOTAL 621 
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FIGURE A-1: Top supplier rating – by purchasing scenario 

Q5: For your <PURCHASE SCENARIO>, who are your three most important suppliers?  

From 1 – very dissatisfied to 10 – very satisfied (n = 621) 

 

FIGURE A-2: Top supplier delivery performance 

Q7a: How satisfied are you with the delivery speed of <FIRST SUPPLIER>?  

From 1 – very dissatisfied to 10 – very satisfied (n = 621) 

 

FIGURE A-3: Expected Delivery Time 

Q17a: For your orders, which delivery time do you typically expect? 
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FIGURE A-4: Service used at least once 

Q18: If you think of all our <PURCHASING SCENARIO> in the last 12 months, which of the following 

services have you used at least once? 

 

FIGURE A-5: Service used at least once – by Purchasing Scenario 

Q18: If you think of all our <PURCHASING SCENARIO> in the last 12 months, which of the following 

services have you used at least once? 

 

FIGURE A-6: Service Usage next 10 orders assuming supplier offers all 

Q19: Assuming your suppliers offered all of the following services, in how many of your next 10 orders 

would you require… 
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FIGURE A-7: Same Day Delivery Usage next 10 orders – by Purchasing Scenario 

Q19: Assuming your suppliers offered all of the following services, in how many of your next 10 orders 

would you require… 

 

FIGURE A-8: Preferred delivery options 

Q20a: Assuming you ordered <PURCHASING SCENARIO> to your job site, which of these delivery 

options would you choose? 

 

FIGURE A-9: Reasons for choosing free standard delivery 

Q20b: You just chose <Free standard delivery within 3-5 working days>. Why did you choose this option? 
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APPENDIX B: Competitor Analysis 

Table B-1: List of competitors 

Own Brand 
Wholesaler & 

Specialist Dealers 
Pure eCommerce Hardware Store 

Würth* Kleiner* Amazon Business Obi* 

Milwaukee Sonepar Alibaba Group Bauhaus* 

Makita Richter+Frenzel* Yohammada Hellweg 

Bosch (Blue Line) Kraft-Baustoffe* Zoro Tools toom Baumarkt 

DeWalt GC-Group* myToolStore Hornbach 

Einhell Pfeifer & May SVH Handels-GmbH Hagebaumarkt 

Stanley Pietsch* Reidl Lowe’s 

Berner Group Zweygart* Rothhaas Northern 

Müpro* 
 

Procato The Home Depot 

Sikla 
  

Screwfix 

Duss 
  

Fastenal* 

Fischer 
  

Grainger* 

   
Förch 

                                                                                                        * offer same day delivery 
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APPENDIX C: Delivery Models 

FIGURE C-1: Delivery model from own brand companies 

 

FIGURE C-2: Delivery options when purchasing online at Würth 
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APPENDIX D: Carrier Analysis 

TABLE D-1: Same day delivery from carriers 

Company Founded Target SDD Service Location Source 

 

2001, joined 

UPS in 2012 
B2C 

Delivery to a collection point  

 Not really same day delivery 

BeNeLux, 

France, 

Spain 

(Kiala, 2014) 

 

2014, 

cooperating 

with Hermes 

since 2015 

B2B & B2C 

Platform connecting retailers & 

independent local carrier companies; 

Delivery within 90 min or defined time 

window. Customer places order on partner 

store’s website, or purchases products in 

the store and has them delivered home 

Germany 

(Hermes, 

2015; Liefery, 

n.d.) 

 

2008, bought 

by Ebay in 

2013 

B2C* 

Platform connecting retailers & 

independent local carriers. Delivery within 

90 min or defined time window. Customer 

places order on partner store’s website 

UK 

(BBC News, 

2013; Shutl, 

n.d.) 

 
2011 B2C* 

Use own local carriers who go to local 

stores to purchase & deliver customers’ 

orders. Customer places order on 

Postmates’ website 

US 
(Postmates, 

n.d.) 

 

2013 

(Stopped in 

2014) 

B2C 

Same day crowd delivery: person who 

anyway goes shopping at a BringBee 

partner company picks up and delivers 

your order as well 

Switzerland 
(Hüsing, 

2014) 

 

2010 

(cooperating 

with DPD 

since 2013) 

B2B & B2C 

Platform connecting retailers & 

independent local carrier companies; 

Delivery within 90 min or defined time 

window. Customer places order on partner 

store’s website 

Germany 

(DPD, 2014; 

Tiramizoo, 

2015) 

 

2013 – 2013 

(4 months 

project) 

B2C 

Same day crowd delivery (pilot project 

from DHL): For people who want their 

parcel delivered home from a DHL Service 

Point. Customer adds parcel to the 

MyWays App (with delivery time window & 

price willing to pay). Other people can 

choose to deliver the parcel. 

Sweden 
(Meixner, 

2015b) 

 
2014 B2C 

Same day crowd delivery: Platform 

connecting retailers, independent carriers 

& individuals wanting to deliver orders. 

Pay of carriers dependent on customer 

ratings. Customer places order on partner 

store’s website.  

Germany 
(Fuchs, 

2014b) 

 
2013 B2C 

Parcel delivery via the MyTaxi App, but 

currently not in service. 
Germany 

(Fuchs, 2013, 

2015) 

 
2012 B2C 

Customer places order on partner store’s 

website, the delivery partner delivers the 

order to customer’s car trunk. Trunk is 

located and opened through a secure 

system installed in the car 

Belgium, UK 
(Cardrops, 

n.d.) 
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2013 

Past: C2C & 

B2B 

Now: B2C 

Platform connecting retailers & 

independent local carrier companies. 

Since 2014 only offering its service for 

food delivery 

Germany 
(Kyriasoglou, 

2015) 

 2014 B2B 

Same day delivery for businesses: 

Businesses can order a parcel to be 

picked up at their office and delivered to a 

chosen address. 

US (Dropoff, n.d.) 

 
2012 B2C 

Lists products online from local retailers 

and delivers on the same day with DHL 
Germany, 

Austria 

(atalanda, 

n.d.) 

 
2014 B2C/B2B 

Platform connecting retailers & 

independent local carrier companies; 

Customer places order on partner store’s 

website 

Germany (Dailex, n.d.) 

*Uncertain 

 

APPENDIX E: Local/unofficial SDD Solutions 

TABLE E-1: Local/Unofficial SDD solutions at the thesis company 

SDD Service Frequency (Approx.) Price Cost 

SDD in Munich & Geneva  
1 – 2 orders/week, increase 
during summer months 

Munich: 29€ - 69€ 
Geneva: 59€  

180-210€ per order 

SDD in Zürich 
2 – 3 orders/week, increase 
during summer month 

30-300€ (depends on 
distance, weight, etc.) 

Varies, depends on 
courier (charges according 
to distance, weight, etc.) 

SDD in the Netherlands 1-2 orders/week 
80-290€ (depends on 
price of courier, which 
depends on weight) 

Lost time: Somebody has 
to arrange courier pick-up 

SDD in Poland 16-18 orders/week 
Same price as a standard 
delivery (≈ 5,50€) 

Cost for local courier 

SDD via company shops 
with local couriers 

Differs per shop Differs per shop  
Cost for local courier, 
differs between company 
shops 

SDD via sales person Every day The client is not charged 
Potential sales loss: sales 
person loses time 

SDD via Taxi  1 – 2 times/week in Germany Client pays the taxi driver 
Lost time: Somebody has 
to arrange the taxi 

http://www.dailex.de/
http://www.dailex.de/index.html
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APPENDIX F: Order Volume for local/unofficial SDD Solutions and Click & 
Collect 

FIGURE F-1: Amount of SDD in Munich (Sep 2014 – Sep 2015) 

 

FIGURE F-2: Amount of SDD in Poland (Apr – Oct 2015) 

 

FIGURE F-3: Amount of SDD in the Netherlands (Jan – Oct 2015) 

 

FIGURE F-4: Amount of click & collect orders in Germany (Aug – Nov 2015) 
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APPENDIX G: SWOT Analysis 

TABLE G-1: SWOT analysis 

STRENGTHS WEAKNESSES 

 Fulfilling customer needs for fast delivery 

 Early Adopter: many competitors do not offer 

SDD yet 

 Possibility to benchmark from companies that 

already offer SDD 

 3PLs/4PLs already have experience with SDD 

- potential cooperation partners 

 Amazon and Zalando offering SDD could 

increase the demand for SDD in the B2B 

market 

 Small company store footprint: potentially 

difficult to offer SDD in many regions 

 Any official SDD concept competes with 

unofficial solutions such as SDD via sales 

persons. It might be difficult to get rid of those 

unofficial solutions 

 Potential order volume is uncertain 

OPPORTUNITIES THREATS 

 Potential increase in market share through 

increased service offering 

 Additional revenue (through the price for SDD 

and the potential increase in sales through an 

increased service offering) 

 Potential synergies with other services  

 Piloting the SDD  

 Developing/operating SDD might be costly  

 No warranty that customers will use SDD (it 

might just be today’s trend) 

 Potential loss of market share and revenue if 

SDD is not offered 

 Potential low acceptance rate of new SDD 

concept: customers are used to receive SDD 

for free from sales person  

 

 

APPENDIX H: Benchmark Sample 

TABLE H-1: Benchmark Sample 

Own Brand 
Wholesaler & 

Specialist Dealers 
Hardware Store 

Other 
companies 

Würth Kleiner Obi Amazon 

 
Zweygart Bauhaus Zalando 

 
Richter+Frenzel Fastenal Media Markt / Saturn 

 
Kraft-Baustoffe Grainger SportScheck 

 
GC-Group 

  

 
Pietsch 
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APPENDIX I: SDD Services from Benchmark Sample 

TABLE I-1: Same day delivery services from benchmark sample 

Company 

(Market) 
Type SDD Service Source 

Amazon 

(B2C) 
Other 

 Carrier: Cooperate with different carriers (e.g. UPS, FedEx) 

but are developing a delivery network with their own fleet 

 Price: Free for prime members (99$ a year) in selected 

areas for orders over 35$, 5,99$ for orders under 35$ for 

prime members and 9,98$ for non-members 

 Cut-off time: 12pm for delivery till 9pm 

 Products: Mainly for everyday products (how those products 

are exactly selected is not known) available in the 

warehouse close-by (large warehouse footprint) 

 Location: US (14 metro areas), UK (London, Birmingham), 

soon: Germany 

 Pick-up location: Warehouse 

 Order process: Online 

(Amazon, n.d., 

Oliver Wyman, 

2015) 

SportScheck 

(B2C) 
Other 

 Carrier: Cooperate with Liefery 

 Price: 5,95€ per delivery 

 Cut-off time: 7:15pm for delivery between 8-10pm 

 Products: Only for products customers buy in the store (not 

via the online shop) to have them delivered home 

 Location: Only available in 19 stores in Germany 

 Pick-up location: Stores 

 Order process: In person in the store 

(Meixner, 2015a) 

Zalando 

(B2C) 
Other 

 Carrier: Cooperate with Liefery 

 Price: Free 

 Cut-off time: Unknown, delivery between 7-9pm 

 Location: Only available in Berlin and Cologne (pilot project) 

 Pick-up location: Warehouse 

 Order process: Customers cannot order SDD themselves 

yet as it is just a pilot 

(Ptock, 2015) 

Media Markt / 

Saturn 

(B2C) 

Other 

 Carrier: Cooperate with Tiramizoo 

 Price: 14,95€ per delivery 

 Cut-off time: 4:15pm, delivery within 0,5-3h (latest 8pm) 

 Products: Only products available in the store (except for 

FSK18 movies and games)  

 Location: In 20 different cities for addresses in maximum 9 

km distance a local store 

 Pick-Up location: Stores 

 Order process: Online 

(Media Markt, 

n.d.) 

Würth 

(B2B) 
Own brand 

 Carrier: Cooperate with Liefery (who always need a contact 

person + phone number for delivery to customer’s jobsite) 

 Price: 9,50€ per delivery 

 Cut-off time: 9 am for delivery till 12pm, 12 pm for delivery 

till 3 pm 

 Products: Only products available in Würth shop (according 

(Würth, n.d.;  

Phone) 
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to phone interview, the assortment in the Würth Shop is only 

a small percentage of the whole assortment, but that they 

have the most ordered products in the shop) 

 Location: In Germany in over 150 cities for addresses in 

maximum 30 km distance from Würth shop 

 Pick-Up location: Stores (Würth shops) 

 Order process: Online, via the app or by phone (calling the 

closest shop) 

 The ‘Würth Sofort-Service’ only exists in Germany so far, 

but they are working on rolling out the service in more 

countries. Unofficially, however, same day delivery is also 

possible in other countries (with local couriers) 

Müpro 

(B2B) 
Own brand 

 Carrier: Local courier 

 Price: Depends on local courier 

 Cut-off: Varies 

 Location: Only in Berlin 

 Pick-up location: Berlin service center 

 Products: Only products available at the berlin service 

stores 

 Order process: Client calls responsible sales person and if 

SDD is requested, they can arrange a local courier 

delivering the order. Client pays 100% of the courier cost 

Phone 

Obi 

(B2B & B2C) 

Hardware 

store 

 Carrier: Cooperate with Hansetrans 

 Price: 9,95€ per delivery, free for parcel deliveries over 

100€ and freight deliveries over 199€; orders must be over 

30€ 

 Cut-off time: 12pm, for delivery till 9pm (customer can 

choose a 2-hour time window) 

 Products: Only products available at the Obi store in 

Munich-Parsdorf; no weight/size/product variability 

restriction 

 Location: Only available in Munich 

 Pick-up Location: Munich-Parsdorf store 

 Order process: Online or by phone, payment at delivery 

(Obi, n.d.; 
Phone) 

Fastenal 

(B2B & B2C) 

Hardware 

store 

 Carrier: Own fleet (most of the time, sales person delivers 

the same day delivery order or anyone in the store who is 

available) 

 Frequency of SDD orders: about once every other week 

 Price: Varies; usually depends on weight. The price can be 

just the normal delivery charge they would also charge for a 

normal delivery, but it can also be more if they had to go 

extremely out of their way 

 Cut-off time: Varies  

 Products: Depends on availability in store; if it’s a product at 

the warehouse, they still try to see if it’s maybe possible with 

an external carrier, but chances are it won’t be SDD.  

 Location: US-based local stores, but not necessarily all of 

them. They try to optimize their local inventory in store 

based on usage patterns for same day delivery 

 Pick-up location: Mainly store, distribution center in rare 

cases; to customer addresses in the store territory 

(Fastenal, n.d.; 

Phone) 
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 Order process: SDD not possible for orders via the online 

store; customers have to call their local store to ask for 

SDD, or sales person if they have one; some customers can 

even call 24/7 

Grainger 

(B2B & B2C) 

Hardware 

store 

 Carrier: Cooperate with local couriers 

 Price: No additional price for online orders, only the 

standard shipping fee; For phone orders, price depends on 

the weight 

 Cut-off: 11 am for online orders, cut-off times vary for orders 

by phone 

 Products: products available at the nearest store 

 Weight/Size restriction: For online orders, 150 lbs. or less 

than 8 ft. in length and under 75 lbs; for phone orders, 

restrictions vary 

 Pick-up location: Store (in the online shop, only 3 US cities 

can receive SDD orders. However, customers can call 

almost every store by phone to place SDD orders) 

 Order process: Online and by phone 

 Comment: For SDD orders in the online shop, it is very non-

transparent if an order will actually arrive on the same day. 

If the shipping address is in the SDD area, then the SDD 

option is shown for all products, even for products that are 

backordered and could not possibly arrive on the same day 

(Grainger, n.d.; 

Phone) 

 

Bauhaus 

(B2B & B2C) 

Hardware 

Store 

 Carrier: Cooperate with different carriers 

 Cut-off time: 4pm 

 Price: Varies (dependent on distance and product to be 

transported) 

 Products: Only for products available at local store 

 Pick-up location: Store 

 Order process: customers have to call the store 

(Bauhaus, n.d.; 

Phone) 

Pietsch 

(B2B) 
Wholesaler 

 Carrier: Own fleet 

 Cut-off time: Varies 

 Price: Customer-dependent 

 Product: Only for products available at local store  

 Location: Only available in some local stores, maximum 

allowed distance to store varies 

 Order process: The SDD order is requested from the end-

consumer via the specialist dealer  

(Phone) 

Kleiner 

(B2B) 
Wholesaler 

 Carrier: Own fleet and sometimes cooperate with GLS 

depending on the size of the order  

 Cut-off time: Varies 

 Price: Varies 

 Location: Different locations in Germany, only certain 

allowed distance to warehouse 

 Pick-up location: Warehouse 

(Phone) 

Richter+Frenzel 

(B2B) 
Wholesaler 

 Carrier: Own fleet 

 Cut-off time: 12pm for delivery in the afternoon 

 Price: Usually for free 

 Products: Only for products available at the warehouse in 

Würzburg 

(Phone) 
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 Location: Only addresses with a certain distance to the 

Würzburg warehouse 

 Pick-up location: Warehouse 

 Order process: Phone 

GC Group 

(B2B) 

Wholesaler 

and Specialist 

Dealer 

 Carrier: Own fleet 

 Cut-off time: Varies 

 Price: Varies 

 Products: Only products available at local stores 

 Location: Regions around local stores, maximum allowed 

distance to store varies 

 Pick-up Location: Stores (they have over 50 in Germany, 

but not all offer SDD) 

 Order process: Customers have to call their administrator 

from the GC Group to check if SDD is possible 

(Phone) 

Zweygart 

(B2B) 

Wholesaler 

and Specialist 

Dealer 

 Carrier: Cooperate with DPD 

 Cut-off time: Varies 

 Products: Only products available at local store 

 Location: 11 different stores in Germany 

 Pick-up Location: Store 

 Order process: Phone 

(Phone) 

Kraft Baustoffe 

(B2B) 

Specialist 

Dealer 

 Carrier: Own fleet and sometimes a courier depending on 

the order volume 

 Price: Varies (more expensive if a courier is used) 

 Cut-off time: 8am/10am for delivery between 11am-

15pm/14pm-17pm respectively, but that also depends on 

product availability 

 Location: Only for addresses in the Munich area 

 Pick-up location: Warehouse 

 Order process: Phone 

(Kraft Baustoffe, 

n.d.; Phone) 
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APPENDIX J: Weighting Method for Criteria 

TABLE J-1: Criteria Weighting with Pairwise Comparison (Example) 

 
*This is just an example of how the matrix could be filled out 

2 = more important than 
1 = equally important as 
0 = less important than 
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Sum Position Percentage

External 

Complexity 1 0 0 2 2 1 1 2 9 5 12,50%

Internal 

Complexity 1 1 0 2 2 2 1 2 11 3 15,28%

Degree of 

Feasibility 2 1 2 2 2 2 2 2 15 1 20,83%

Customer 

Coverage 2 2 0 2 2 2 1 2 13 2 18,06%

Availability in 

the market 0 0 0 0 0 0 0 1 1 9 1,39%

Benefits
0 0 0 0 2 0 0 2 4 8 5,56%

Scalability
1 0 0 0 2 2 0 2 7 7 9,72%

Assortment 

availability 1 1 0 1 2 2 2 2 11 4 15,28%

Combination 

possibilities 0 0 0 0 1 0 0 0 1 10 1,39%
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APPENDIX K: Evaluation Method 

TABLE K-1: Explanation of the evaluation method (summary) 

Criteria Description 

Points to distribute 

Pick-up 
location + 
Product 

Assortment 

Carrier 
Cut-off, Lead, 

Latest 
Delivery Time 

Order Process 
Customer 

segmentation 

Assortment 
Availability 

How large is the assortment that can be 

delivered with SDD? 
5 2 2 2 3 

External 
complexity 

How complex is the idea for customers? 

Does it fulfill customer needs? 
5 2 2 2 3 

Internal 
complexity 

How complex is the implementation? Will 

it influence efficiency? Which work effort 

is required after implementation? 
5 2 2 2 3 

Degree of 
feasibility 

How easy/difficult is it to implement and 

operate it? 
5 2 2 2 3 

Availability in 
the market 

Is the idea already used in the market, 

e.g. by competitors? 
5 2 2 2 3 

Scalability 
Can it be implemented in several 

cities/countries? 
5 2 2 2 3 

Combination 
possibilities 

Can it be combined with other existing 

processes? 
5 2 2 2 3 

Customer 
coverage 

How many customers would be able to 
place same day delivery orders? 

5 
(+ Formula 2) 

2 
(+ Formula 2) 

2 
(+ Formula 2) 

2 
(+ Formula 2) 

3 
(+ Formula 2) 

Cost What are the costs?  Cost Model Cost Model Cost Model Cost Model Cost Model 

Benefits 
What is the expected revenue? (Revenue 
from SDD price and increased product 
sales) 

5 2 2 2 3 
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APPENDIX L: Pricing for couriers 

TABLE L-1: Pricing Scheme Liefery 

Description Value* (all prices + VAT) 

Fixed Transport Price (first 15 km) 6,99€ (+ VAT) 

Variable Transport Price (from 16 – X km) 0,99€/km (+ VAT) 

Restrictions  Max. 32kg/parcel 

 Max. 9 Parcels 

# of locations available Different zip codes in 51 German cities 

*No values had to be changed for best-case analysis as the values are all fixed and known 

TABLE L-2: Pricing Scheme Tiramizoo 

Description Value (all prices + VAT) 

Fixed Delivery Price  3€/delivery  

Variable Transport Price  1,20€/km  

Fixed Parcel Price 2€/parcel (for parcel <20kg & 50/30/30 for 

length/width/height)* 

Variable Price for Stopping at Customer Location 2,50€ for 5 min (first 5 min for free; 15 min 

stopping time = 5€) 

Fixed account price 45€/month per account 

Price for unsuccessful delivery 6€ (for parcel <20kg & 50/30/30 for 

length/width/height) 

Probability for unsuccessful delivery (assumed) 5% 

# of locations available Different zip codes in 18 German cities 

Overhead cost (10€/month) 0,48€/day 

*It is assumed that only one parcel is sent per SDD order 

TABLE L-3: Changed Prices for Tiramizoo for Best-Case Analysis 

Description Value 

Fixed Parcel Price 4€/parcel (for parcel <31,5kg & 100/70/50 for 

length/width/height) 

Price for unsuccessful delivery 8€ (for parcel <31,5kg & 100/70/50 for 

length/width/height) 

Probability for unsuccessful delivery (assumed) 10% 

Overhead cost (20€/month) 0,96€/month 
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TABLE L-4: Changed Prices for Liefery for Best-Case Analysis 

Description Value 

Overhead cost (20€/month) 0,96€/month 

 
 

 

APPENDIX M: Criteria weights 

TABLE M-1: Criteria weight results 

Criteria Weight 

Customer Coverage 14,39% 

External Complexity 14,27% 

Benefits 13,38% 

Scalability 12,63% 

Degree of Feasibility 11,49% 

Assortment Availability 10,73% 

Internal Complexity 8,08% 

Availability in the Market 7,70% 

Combination Possibilities 7,32% 
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APPENDIX N: Evaluation results 

TABLE N-1: Evaluation results for pick-up location & product assortment 

Pick-Up Location + Product Assortment 

Employee 

Company 
Shop + 
Limited 

Assortment 

Warehouse + 
Whole 

Assortment 

Warehouse + 
Limited 

Assortment 

Warehouse + 
Satellite + 

Whole 
assortment 

Warehouse + 
Satellite + 

Limited 
Assortment 

#1 1,09 0,96 0,75 1,17 1,03 

#2 1,32 0,97 1,21 0,62 0,89 

#3 0,76 1,39 1,26 0,73 0,86 

#4 0,55 1,35 0,85 1,35 0,90 

#5 2,33 0,84 0,69 0,58 0,57 

#6 1,08 0,86 1,06  -  - 

#7 0,89 1,12 1,21 0,89 0,89 

#8 0,74 1,18 1,04 1,24 0,80 

#9 1,62 0,96 0,73 0,91 0,78 

#10 1,95 0,82 0,81 0,88 0,54 

#11 1,82 0,46 0,95 0,75 1,02 

SUM 1,29 0,99 0,96 0,83 0,75 

Standard 
Deviation 

20,45% 

 

TABLE N-2: Evaluation results for carrier 

Carrier 

Employee Own Fleet Courier 

#1 1,18 0,82 

#2 1,19 0,81 

#3 0,77 1,23 

#4 1,12 0,88 

#5 0,33 1,67 

#6 0,93 1,07 

#7 0,84 1,16 

#8 1,10 0,90 

#9 0,98 1,02 

#10 0,84 1,16 

#11 0,66 1,34 

SUM 0,90 1,10 

Standard 
Deviation 

13,67% 
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TABLE N-3: Evaluation results for cut-off time, lead time, and latest delivery time 

Cut-Off Time, Lead Time, Latest Delivery Time 

Employee Variable/Flexible Fixed 

#1 0,39 1,61 

#2 1,00 1,00 

#3 0,99 1,01 

#4 0,92 1,08 

#5 0,76 1,24 

#6 0,94 1,06 

#7 0,20 1,80 

#8 1,03 0,97 

#9 0,51 1,49 

#10 0,79 1,21 

#11 0,63 1,37 

SUM 0,74 1,26 

Standard 
Deviation 

36,42% 

 

 

TABLE N-4: Evaluation results for fulfillment process 

Fulfillment Process 

Employee Manual Automated 

#1 0,00 2,00 

#2 0,96 1,04 

#3 1,00 1,00 

#4 - - 

#5 0,44 1,56 

#6 - - 

#7 0,22 1,78 

#8 0,79 1,21 

#9 0,18 1,82 

#10 0,63 1,37 

#11 0,48 1,52 

SUM 0,52 1,48 

Standard 
Deviation 

67,46% 
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TABLE N-5: Evaluation results for customer segmentation 

Customer Segmentation 

Employee Geography 
Geography + 

Customer Type 
Geography + Self-

Segmentation 

#1 0,77 0,42 1,80 

#2 0,91 1,07 1,02 

#3 1,06 0,71 1,23 

#4 0,75 1,11 1,14 

#5 1,88 0,71 0,41 

#6 1,64 0,60 0,76 

#7 1,08 0,97 0,94 

#8 1,46 0,57 0,97 

#9 1,27 0,76 0,97 

#10 1,72 0,68 0,60 

#11 1,15 0,76 1,09 

SUM 1,24 0,76 0,99 

Standard 
Deviation 

24,19% 

APPENDIX O: Price for SDD 

FIGURE O-1: Additional revenue from delivery price for SDD 

  

APPENDIX P: Delivery options at competitors 

FIGURE P-1: Delivery Options at Grainger 
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APPENDIX Q: Customer Coverage 

FIGURE Q-1: Customer coverage when using all company shops vs.  
only company shops with ≥ 1 employee 

 

FIGURE Q-2: Percentage of addresses reached with SDD from company shops,  
per potential group 

 

FIGURE Q-3: Percentage of addresses reached with SDD from company shops,  
per development stage 
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FIGURE Q-4: Percentage of addresses reached with SDD from warehouses,  
per potential group 

 

FIGURE Q-5: Percentage of addresses reached with SDD from warehouses,  
per development stage 

 

APPENDIX R: Customer spread 

FIGURE R-1: Customer spread for two company shops (r = {10, 20, 30, 40, 50} km) 
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APPENDIX S: Variable and parameter values 

TABLE S-1: List of values for all variables 

Variable Description Value 

𝑟 Radius from pick-up location in which SDD is offered 

(varying) 
Company Shops: 10km, 20km, 

30km, 40km, 50km 

Warehouses: 100km, 200km, 

300km, 400km, 500km 

𝜙 Constant (Christofides & Eilon, 1969) 0,75 

𝑥 Fraction of daily orders that are SDD orders (varying)   From 1% to 50% 

𝑣𝑠 Average speed of a delivery vehicle (assumed) Company Shop: 30 km/h 

Warehouse: 75km/h 

𝑇𝐿 Time at which the last SDD order is delivered on a day 

(varying)     
4pm, 5pm 

𝑇𝐶 Cut-off time (varying) 10am, 11am, 12pm, 1pm 

𝑇𝑃 Average time for picking at the pick-up location 

(assumed) 

0,25 h/order 

𝑇𝑂 Average time for leading at the pick-up location 

(assumed) 
0,03 h/order 

𝑇𝑆 Average stop time at customer destination (assumed) 0,25 h/order 

𝐶𝑂𝑖  Overhead cost in zone i (assumed; based on overhead 

costs estimated for the Company Shop Express Service 

in Munich)  

Company Shop: 2,40€/day for 

own fleet; 0,48€/day for courier  

Warehouse: 24€/day for own 

fleet; 2,40€/day for courier 

𝑠𝐸  Hourly employee wage (thesis company wage) Confidential 

𝑠𝐷 Hourly driver wage (thesis company wage) Confidential 

𝑓 Fuel cost (assumed; based on the consumption of a VW 

caddy) 

0,125 €/km 

𝛽 Daily vehicle leasing cost 22,56 €/day 

 

TABLE S-2: List for changed variables in Best-Case Analysis 

Variable Description Value 

𝑣𝑠 Average speed of a delivery vehicle (assumed) Company Shop: 60 km/h 

𝑓 Fuel cost (assumed; based on the consumption of a VW 

caddy) 

0,06 €/km 

𝐶𝑂𝑖 Overhead cost in zone i Company Shop: 1,20€/day for 

own fleet 
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APPENDIX T: Maximum order volume delivered 

FIGURE T-1: Maximum amount of SDD orders that can be delivered on a day 
(SDD from company shops with own fleet, cut-off: 12pm, latest delivery: 4pm) 

 

 

APPENDIX U: Daily operating costs for varying cut-off/latest delivery 
times 

FIGURE U-1: Daily operating costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 10km) 
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FIGURE U-2: Daily transport costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 10km) 

 

FIGURE U-3: Costs per order for SDD from company shops (varying cut-off and latest delivery 
times, r = 10km) 

 

FIGURE U-4: Daily operating costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 20km) 

 



 

84 | APPENDICES 

 

FIGURE U-5: Daily transport costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 20km) 

 

FIGURE U-6: Costs per order for SDD from company shops (varying cut-off and latest delivery 
times, r = 20km) 

 

FIGURE U-7: Daily operating costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 30km) 
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FIGURE U-8: Daily operating costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 40km) 

 

FIGURE U-9: Daily transport costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 40km) 

 

FIGURE U-10: Costs per order for SDD from company shops (varying cut-off and latest delivery 
times, r = 40km) 
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FIGURE U-11: Daily operating costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 50km) 

 

FIGURE U-12: Daily transport costs for SDD from company shops (varying cut-off and latest 
delivery times, r = 50km) 

 

FIGURE U-13: Costs per order for SDD from company shops (varying cut-off and latest delivery 
times, r = 50km) 
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APPENDIX V: Cost for SDD from company shops (different amount of 
cut-off & latest delivery times) 

FIGURE V-1: Daily transport costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 50km) 

 

FIGURE V-2: Daily operating costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 40km) 

 

FIGURE V-3: Daily transport costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 40km) 
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FIGURE V-4: Costs per order for SDD from company shops 
(one vs. two cut-off and latest delivery time, r = 40km) 

 

FIGURE V-5: Daily operating costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 30km) 

 

FIGURE V-6: Daily transport costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 30km) 

 

 



 

89 | APPENDICES 

 

FIGURE V-7: Costs per order for SDD from company shops 
(one vs. two cut-off and latest delivery time, r = 30km) 

 

FIGURE V-8: Daily operating costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 20km) 

 

FIGURE V-9: Daily transport costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 20km) 
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FIGURE V-10: Costs per order for SDD from company shops 
(one vs. two cut-off and latest delivery time, r = 20km) 

 

FIGURE V-11: Daily operating costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 10km) 

 

FIGURE V-12: Daily transport costs for SDD from company shops 
(one vs. two cut-off and latest delivery times, r = 10km) 
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FIGURE V-13: Costs per order for SDD from company shops 
(one vs. two cut-off and latest delivery time, r = 10km) 

 

APPENDIX W: Cost for SDD from company shops (different couriers)  

FIGURE W-1: Daily transport costs for SDD from company shops in Berlin  
(own fleet vs. courier, r = 10km, cut-off: 12pm, latest delivery: 4pm) 

 

APPENDIX X: Cost for SDD from warehouses (different radiuses)  

FIGURE X-1: Daily operating costs for SDD from warehouses (for different r; cut-off: 11am, latest 
delivery: 6pm) 
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APPENDIX Y: Cost for SDD from warehouses (own fleet vs. courier)  

FIGURE Y-1: Daily operating costs for SDD from warehouse (own fleet vs. courier, r = 200 km, cut-
off: 12pm, latest delivery: 4pm) 

 

APPENDIX Z: Cost Drivers 

FIGURE Z-1: Daily costs (SDD from company shops in Berlin with own fleet, 10 km radius, cut-off: 
12pm, latest delivery: 4pm) 

 

FIGURE Z-2: Daily costs  
(SDD from company shops with own fleet, 30 km radius, cut-off: 12pm, latest delivery: 4pm) 
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FIGURE Z-3: Daily costs (SDD from company shops in Berlin with Liefery, 10 km radius, cut-off: 
12pm, latest delivery: 4pm) 

 

FIGURE Z-4: Daily costs (SDD from company shops in Berlin with Tiramizoo, 10 km radius, cut-off: 
12pm, latest delivery: 4pm) 

 

FIGURE Z-5: Daily costs  
(SDD from warehouse with company fleet, 200 km radius, cut-off: 12pm, latest delivery: 4pm) 
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FIGURE Z-6: Daily costs  
(SDD from warehouse with courier, 200 km radius, cut-off: 12pm, latest delivery: 4pm) 

 

FIGURE Z-7: Daily costs  
(SDD from warehouse with ic:courier, 200 km radius, cut-off: 12pm, latest delivery: 4pm) 
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APPENDIX AA: Sensitivity Analysis 

TABLE AA-1: Sensitivity analysis for SDD from company shops with own fleet 

SDD Order Level Parameter 
Value after 
100% Increase 

% Change 
in Cost 

5 % 

Average speed of a delivery vehicle 60 km/h -21,15% 

Stopping time 0,5 h 7,98% 

Loading time 0,07 h 1,06% 

Picking time 0,5 h 7,98% 

Fuel cost per km 0,25 €/km 5,73% 

Daily overhead costs 4,80 €/day 4,49% 

10 % 

Average speed of a delivery vehicle 60 km/h -24,72% 

Stopping time 0,5 h 9,77% 

Loading time 0,07 h 1,30% 

Picking time 0,5 h 9,77% 

Fuel cost per km 0,25 €/km 6,28% 

Daily overhead costs 4,80 €/day 3,21% 

15% 

Average speed of a delivery vehicle 60 km/h -27,19% 

Stopping time 0,5 h 11,58% 

Loading time 0,07 h 1,50% 

Picking time 0,5 h 13,33% 

Fuel cost per km 0,25 €/km 6,26% 

Daily overhead costs 4,80 €/day 2,45% 

20% 

Average speed of a delivery vehicle 60 km/h -28,66% 

Stopping time 0,5 h 13,45% 

Loading time 0,07 h 1,63% 

Picking time 0,5 h 17,40% 

Fuel cost per km 0,25 €/km 5,89% 

Daily overhead costs 4,80 €/day 2,08% 
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TABLE AA-2: Sensitivity analysis for SDD from warehouses with own fleet 

SDD Order Level Parameter 
Value after 
20% Increase 

% Change 
in Cost 

5 % 

Average speed of a delivery vehicle 84 km/h -9,91% 

Stopping time 0,3 h 0,78% 

Loading time 0,04 h 0,10% 

Picking time 0,3 h 0,78% 

Fuel cost per km 0,15 €/km 3,76% 

Daily overhead costs 48,01 €/day 0,62% 

10 % 

Average speed of a delivery vehicle 84 km/h -9,94% 

Stopping time 0,3 h 0,78% 

Loading time 0,04 h 0,10% 

Picking time 0,3 h 0,78% 

Fuel cost per km 0,15 €/km 3,77% 

Daily overhead costs 48,01 €/day 0,31% 

15% 

Average speed of a delivery vehicle 84 km/h -9,95% 

Stopping time 0,3 h 0,78% 

Loading time 0,04 h 0,10% 

Picking time 0,3 h 0,78% 

Fuel cost per km 0,15 €/km 3,77% 

Daily overhead costs 48,01 €/day 0,21% 

20% 

Average speed of a delivery vehicle 84 km/h -9,96% 

Stopping time 0,3 h 0,78% 

Loading time 0,04 h 0,10% 

Picking time 0,3 h 0,78% 

Fuel cost per km 0,15 €/km 3,78% 

Daily overhead costs 48,01 €/day 0,16% 
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FIGURE AA-1: Daily operating costs and costs per order for SDD from company shop vs. warehouse 
after increasing vehicle speed for delivery from warehouses by 20% 

(cut-off: 12pm, latest delivery: 4pm for company shop; cut-off: 11am, latest delivery: 6pm for warehouse) 

  

APPENDIX AB: Best-Case Analysis Results 

FIGURE AB-1: Costs per order for SDD from 
company shops in Berlin (own fleet vs. courier , r 

= 10km, cut-off: 12pm, latest delivery: 4pm) – 
ASSUMED VALUES 

 

FIGURE AB-2: Costs per order for SDD from 
company shops in Berlin (own fleet vs. courier, r 
= 10km, cut-off: 12pm, latest delivery: 4pm) –  

BEST-CASE VALUES 

 

 

 

  



 

98 | APPENDICES 

 

APPENDIX AC: Summary of decisions to be made 

TABLE AC-1: Decisions to be made per building block 

Building 

Block 
Decisions to be made Suggested options 

Customer 

segments 

Choose radius 

 20km 

 30km 

 40km 

How to match addresses to the 

radius 

 By zip code 

 By exact distance 

Key 

resources 

Choose company shops 

 All 

 All with more > 1 employee 

 All where Liefery or Tiramizoo is available  

Define assortment available for 

SDD 

The whole shop assortment with a restriction on 

 Long items (> 3m) 

 Heavy items (>32kg) 

 Dangerous goods 

Leased vehicles 

 No leased vehicles at all 

 One per company shop where no SDD courier 

is available 

Database to check if delivery 

address can receive SDD 

 Doing it manually (e.g. Google maps) 

 Integrating it on the website 

Channels 

Communication Channels  Sales personnel  

Sales Channels 
 Customer Services 

 Website 

Value 

Proposition 

Choose amount of cut-off and 

latest delivery time 

 One cut-off and latest delivery time 

 Two cut-off and latest delivery times 

Choose exact cut-off and latest 

delivery time(s) 

 Various options, discuss with courier to ensure 

feasibility 

Lead time 

 No specific lead time 

 Delivery within a certain time 

 Delivery within a certain time window 

Key 

partnerships 
Choose courier(s) 

 Liefery 

 Tiramizoo 

 Others (DHL, etc.)  

Revenue 

streams 
Set Price for SDD  Somewhere between 21-37€ (13-29€) 

(Piloting) Where to pilot  E.g. 1-2 company shops in the Ruhr area  
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APPENDIX AD: BPMN Model for Click & Collect Process (customer perspective) 
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APPENDIX AE: BPMN Model for SDD Process 
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APPENDIX AF: Interview Liefery & Tiramizoo 

Question Liefery Tiramizoo 

How large is the 

service area on 

average 

They do 30km for Würth. Large would of 

course be possible but then the delivery of 

course takes longer. 

They usually do 15-20km. 30km is 

possible, it should always kept in mind 

that things such as lead time influence 

the radius. 

[When asked how they manage the 

30km radius for Würth, they said they 

stopped working with Würth]. 

Would the price 

structure used in 

this thesis be 

applied? 

No, this is the price they advertise online, 

but they have different pricing schemes. 

For the thesis company, they would test 

SDD for 2-3 months and look at order 

Volume, etc., and then determine a 

pricing scheme together. 

They start with the pricing scheme 

used in the thesis, and if demand 

picks up, they could lower the price. 

How does the 

software work? 

They developed their own software, which 

they give out for free. Through the 

software, ordering would take a company 

shop employee around 40 seconds; but 

it’s also possible to place orders by phone 

or via their web app. 

The software can be purchased in 

case a company decides to do SDD 

with their own fleet; otherwise an 

interface is provided. In their opinion, 

SDD really only makes sense if its 

integrated on the company website  

How long does it 

take until a 

package is picked 

up 

Max. 60 min Depends 

How do you ensure 

successful delivery 

to construction 

sites 

They say they have two advantages to a 

normal courier. First of all, they use GPS 

coordinates so they know exactly where 

to deliver to, especially if a construction 

site simply has no address. Secondly, the 

Liefery courier has the contact details of 

the recipient. 

Courier has contact details from 

recipient 

What happens in 

case of 

unsuccessful 

delivery? 

The process for this is decided on with the 

thesis company beforehand, for instance 

‘call first, drive back if no answer’ or ‘call 

back, deliver to neighbor if no answer’ 

They call 3 times in 15 min; if no reply, 

the courier calls Tiramizoo, who calls 

the thesis company. [The process 

didn’t seem that great, they seemed to 

care more about the fact that the 

courier needs to meet the time window 

for the next time window; Liefery 

seemed to suggest a lot more 

possibilities to avoid unsuccessful 

delivery] 
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What are the 

restrictions on the 

product you 

deliver? 

Max. 32kg per parcel, Length up to 1,60m 

is no problem. They do not deliver 

dangerous goods; more information can 

be found in their general terms and 

conditions. 

No dangerous goods, parcel > 32kg 

require two-man handling, generally 

just no products that should be 

transported with a forwarding 

company 

Have you seen an 

increase in 

demand from 

customer-side? 

SDD has mainly been pushed by 

companies, especially in 2015, the end-

consumer was basically ‘the last one to 

notice their own demand for SDD’. They 

have seen a two-figure growth in orders, 

and they have also noticed an influence 

on demand from Amazon and Zalando 

starting SDD in Germany.  

They have noted a steep increase in 

the ecommerce industry. For B2B 

customers, they noticed that the 

demand is capped: it only increases to 

a certain point, while in the B2C 

market, demand just keeps increasing 

How is the demand 

in the B2B market? 

They see an increasing demand in the 

B2B market, but the market shows a 

rather sustainable growth. Also, Liefery 

offers ad-hoc delivery (within 90 min) and 

time windows. B2B clients mainly use the 

ad-hoc delivery because products are 

often needed urgently. B2C clients prefer 

a certain ability to plan-ahead, and often 

choose time windows in the evening 

Currently (!) the demand in the B2B 

market is higher than B2C, but SDD in 

the B2B is simply not talked about 

much. It has already been used in the 

automotive (spare parts) and pharma 

industry (urgently needed medicine) 

for a long time, so SDD is essentially a 

B2B product. B2B is also simpler, 

there is usually always someone there 

to accept a delivery. Also, in the B2B 

market you see that if something is 

really needed urgently (because of 

project delay for instance), customers 

do not care about the price for SDD, 

while B2C is very much price-driven 

How do you see 

SDD developing in 

other countries? 

In Germany, SDD has been on the market 

for 1,5-2 years. The only two other 

countries where SDD is already used 

quite a lot are the USA and UK. In other 

European countries, it seems to be a bit 

more difficult, such as France and Italy. 

The SDD market in Germany benefited 

from the ‘German culture’ so to say (being 

on time, etc.) 

-  

 

 

 

 


