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	´INFLUENCERS´	IN	URBAN	FREIGHT	–A	BUSINESS	

MODEL	PERSPECTIVE		



Everyone	wants	different	things	



Usual	busy	street	in	the	city	centre	
with	shops,	offices,	cafés,	restaurants		

Shops Restaurants, cafés Offices 



Backside	of	the	street	with	the	delivery	truck	



Introduc>on	

•  Research	on	stakeholders	and	stakeholder	interacEon	in	the	urban	freight	
sector.	

•  Urban	freight	research	has	idenEfied	a	group	of	indirect	stakeholders	that	
may	influence	how	goods	receivers	organise	their	logisEcs	flows	as	well	as	
their	procurement	pracEces.	

•  A	business	model	perspecEve	may	be	uElized	to	understand	the	business	
side	of	affected	service	providers.	

•  The	purpose	is	therefore	to	explore	the	role	that	these	stakeholders	play	in	
relaEon	to	the	promoEon	of	sustainable	urban	freight	acEviEes	as	well	as	
the	potenEal	impact	that	their	acEons	have	on	the	business	models	of	
service	providers	



Influencers	in	urban	freight	

•  Influencers	or	influencing	organisa>ons	–	norm-
seNng	third-party	(i.e.	indirect)	urban	freight	
stakeholders.		

•  They	engage	acEvely	with	issues	of	sustainability	and	
“liveability”	(i.e.	quality	of	life)	of	the	urban	seNng.	

•  MoEvated	to	enforce	the	standards	of	behaviour	and	
aNtudes	of	receivers	that	in	turn	leads	to	pressure	on	
their	logisEcs	service	providers.	

	



The	influencers	role	in	rela>on	to	the	supply	chain	
	



MAPPING	OF	INFLUENCERS	
	•  Actors	that	bring	local	businesses	together	and	influences	the	

agenda	related	to	logisEcal	services	-	for	example	Business	
Improvement	Districts	(BIDs);	

•  Property	owners	of	commercial	establishments	like	offices	and	
shopping	malls.	

•  Public	sector	procurement	organisa>ons	that	group	city	and	
local	authoriEes	together	in	terms	of	their	purchasing	acEvity.	

•  Private	sector	companies	such	as	facility	management	
companies	that	may	work	for	a	range	of	businesses	providing	
purchasing	services	and	also	providing	out-sourced	acEviEes	
such	as	cleaning	and	catering.	



Influencers	and	influencing	organisa>ons	

Business	Improvement	Districts	(BIDs)	
Business	improvement	districts	(BIDs)	are	partnerships	
between	public	and	private	sector	actors	established	to	
improve	the	a)racEveness	of	a	specific	geographic	area	
in	ways	that	benefit	the	local	business	sector	(Briffault,	
1999;	Grossman,	2008).		
	



Influencers	and	influencing	organisa>ons	

Property	owners	(shopping	malls,	offices)	



Influencers	and	influencing	organisa>ons	

	Facility	management	company	(FCM)	



Influencers	and	influencing	organisa>ons	

Public	procurement	company	–	in	this	case	public	
municipal	procurement	organisaEon	that	is	in	charge	for	
tendering,	selecEng	and	contracEng	suppliers	for	
delivering	of	goods	and	services	for	municipal	needs	(like	
schools,	kindergartens,	elderly	care	insEtutes,	etc.)	
	
	
Göteborgs	Stad	inköp	och	upphandling		
	



BUSINESS	MODEL	APPROACH	

•  Business	model	concept	(Teece,	2010):	
–  A	means	to	define	organisaEonal	and	financial	architecture	that	a	business	rest	

upon.	
–  Demonstrates	how	value	is	created	and	delivered	to	customers.	

•  Business	model	applicaEon	
–  Importance	of	considering	business	pracEces	when	implemenEng	sustainable	

innovaEons	and	moving	from	conceptual	stage	to	market	(e.g.	Quak,	Balm,	&	
Posthumus,	2014)		

–  Helps	to	reveal	the	complex	relaEonships	related	to	the	topics	of	value	
creaEon,	stakeholder	relaEonships	and	corporate	sustainability	(e.g.	Teece,	
2010;	Boons	&	Lüdeke-Freund,	2013)	



Business model canvas (Osterwalder & Pigneur 2010) 



Method	
•  Interviews	with	influencers	about	the	requirements	and	demands,	related	to	

logisEcs	services,	which	they	place	on	receivers.	
•  The	interviews	were	conducted	between	2015-2018.	
•  OrganizaEons	interviewed:	

–  BIDs:	3	BIDs	in	U.K.,	4	BIDs	in	U.S.	
–  In	Sweden:	

•  one	BID-like	associaEon	in	Sweden	
•  one	umbrella	organisaEons	for	BIDs		
•  two	facility	management	companies	
•  four	property	owners/developers		
•  two	public	procurement	companies	
•  two	municipal	traffic	agencies.		
•  a	service	provider	and	two	cargo	bike	delivery	companies		

•  The	results	of	the	interviews	were	analysed	using	the	business	model	canvas	by	
Osterwalder	&	Pigneur	(2010).	



An example:  
Business Model 
canvas for the 
initiative of 
requesting that 
deliveries are made 
by environmentally 
sustainable vehicles 

Results 



Discussions	and	conclusions	

•  Different	influencers	have	different	reach	to	goods	receivers:		
–  seNng	the	rules	(as	for	example,	property	owners	can	set	the	rules	on	

the	logisEcs	set	up	of	their	tenants);		
–  proposing	to	organise	flows	differently	(promoEng	more	sustainable	

freight	soluEons,	by	collaboraEve	procurement,	promoEng	off-	hour	
deliveries,	common	locker	system,	etc.)	

–  orchestrate	the	flows	(consolidaEng	the	flows	in	and	out,	planning	the	
demand	of	the	customers,	etc.)	

–  facilitate	the	dialogue	and	communicaEon	(between	many	fragmented	
goods	receivers,	like	shops	or	restaurants,	and	authoriEes	and	public	
organisaEons,	logisEcs	service	providers,	etc.)	

•  Because	of	the	range	of	“modus	operandi”,	the	influence	on	business	
models	is	different	



Discussions	and	conclusions	(cont.)	

•  As	the	pressure	rises	on	influencers	to	incorporate	sustainability	into	their	
own	goals	the	potenEal	for	these	organisaEons	to	impact	the	business	
models	of	service	providers	should	be	expected	to	rise	as	well	

•  High	interest	in	sustainability	drives	influencers	moEvaEon	to	engage	in	
projects	and	programs	that	will	affect	the	future	development	of	logisEcs	
services	

•  RepresenEng	a	wide	variety	of	fragmented	actors	(goods	receivers)	in		a	
wide	range	of	forums	

•  Provide	the	plaporm	to	organise	sustainable	urban	freight	soluEons	
•  Influencers	can	be	categorized	in	relaEons	to	range	of	services	they	provide	

and	geographical	distribuEon	in	which	they	are	acEve	



Thank	you	




