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Abstract

Purpose — Due to e-commerce growth, technological advancements and environmental concerns,
developing a more nuanced service portfolio has become a critical issue for last-mile logistics service
providers. Concurrently, consumers are adopting new modes of consumption. This paper aims to
investigate the potential for last-mile logistics service providers to act as intermediaries in access-based
consumption and to revitalise their service offerings through product-service systems — a pioneering
strategy not executed in the market yet.

Design/methodology/approach — This strategic customer foresight study uses a quantitative survey of
1,000 respondents and an online focus group comprising 10 early adopter consumers to investigate
emerging last-mile service models. Potential service concepts were identified through the survey, and two
distinct concepts were subsequently selected for evaluation and co-development within the focus group.
The research was conducted in partnership with an SME logistics company in Finland.

Findings — The consumers expressed selective interest in access-based consumption related to the
proposed offering of essential household goods. Young adults and consumers in early middle age living
in the city centre emerged as the most potential user groups. Economic reasons and short-term needs
were the primary motivations for adopting access-based consumption.

Practical implications — The study showed that engaging consumers in a customer foresight process is
viable for SMEs innovating their offerings and demonstrates how the process works in practice.

Originality/value — Documented cases of customer integration into foresight processes are rare in
earlier research, and this paper extends the knowledge base through a multidisciplinary examination of
future consumer behaviour in the last-mile logistics domain. The paper also expands the limited literature
on the role of logistics in access-based consumption.

Keywords Consumer research, Product-service systems, Corporate foresight,
Access-based consumption, Last-mile logistics, Early adopter studies

Paper type Research paper

1. Introduction

As consumers increasingly shop online and use various delivery options for their orders,
innovating last-mile logistics becomes critical for service providers. During this decade,
global demand for last-mile deliveries is forecast to increase by 78% (Deloison et al.,
2020). Consequently, stakeholders in the industry are keen to implement innovative,
efficient and sustainable last-mile concepts (Hagen and Scheel-Kopeinig, 2021). Recent
delivery innovations include multi-brand parcel shops, mobile parcel lockers,
trunk deliveries, night-time deliveries, crowdsourced deliveries, pavement droids,
electric delivery vehicles and drone delivery (Araujo et al., 2020; Deloison et al., 2020;
Lim et al., 2018; Vakulenko et al., 2019a, 2019b). From the consumer’s perspective, the
last-mile delivery experience significantly influences overall customer satisfaction
(Vakulenko et al., 2019a, 2019b).

Logistics companies have to balance innovation and efficiency to succeed in the current
operating environment. Under circumstances of intense price pressure, third-party logistics
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providers face demand for offering simplicity and functionality in their services, but
simultaneously, digitalisation, e-commerce and servitisation open up new strategic options
and enable development towards change and innovation (Borgstrom et al., 2021). Logistics
companies are evolving from cost-conscious enablers to innovative players (Aradjo et al.,
2020). Sustainability and digitisation shift current industry standards, and logistics service
providers have to design a more nuanced service portfolio (Peppel et al., 2022).

This study in strategic customer foresight was conducted in collaboration with an SME
logistics company operating in Finland. The company has a history of over 100 years and is
one of the leading actors in the Finnish market. The company sought innovation
opportunities through consumer foresight for the forthcoming three years. The company
had initial ideas about new service concepts for consumers, and some of the concepts had
already proven to be successful with business-to-business clients. The company had
identified access-based consumption and sustainability as significant trends in consumer
behaviour, encouraging them to steer their innovation activities towards concepts based on
“as-a-service” models. The focus of the new services was especially on offering large
household products as a service (e.g. “home office as a service”, “washing machine as a
service”). The logistics company would be an intermediator in transporting, maintaining,
repairing and updating the products, while a retailer would provide the goods. This kind of
service did not yet exist in the market based on an industry benchmarking study conducted
before the research.

The study is guided by three questions: (1) should last-mile logistics companies innovate
their offerings through product-service systems? (2) How can the adoption of these services
by consumers be studied both quantitatively and qualitatively? and (3) What are the drivers
and constraints for consumers to engage in access-based consumption of essential
household items provided by a logistics company? The paper addresses two knowledge
gaps in the research literature: the scant documented cases of customer integration in
strategic foresight (Schweitzer et al., 2019), and the limited literature on the role of logistics
in new types of distributed consumption, such as access-based consumption (Carbone
etal., 2018).

The article begins by examining relevant literature in the fields of last-mile logistics and
access-based consumption. Then, the paper’s data and methodology are explained. After
that, the main results are presented, followed by a discussion, conclusions and
implications. The paper ends by reflecting on the limitations and future research avenues.

2. Research on last-mile logistics and access-based consumption
2.1 The last-mile logistics sector is open to service innovation

The “last mile” refers to the final delivery stages in logistics (Bates et al., 2018). Last-mile
delivery has attracted significant interest from the retail industry and logistics suppliers in
recent years (Araljo et al., 2020), and the topic has also been widely researched among
scholars (Juhasz and Banyai, 2018). In the competitive e-commerce market, online stores
try to improve existing delivery options in collaboration with logistics service providers and
develop new delivery solutions to differentiate from competitors (Holdorf and Haasis, 2014).
The last-mile logistics industry faces challenges on multiple fronts. The need for more
sustainable processes and products, political shifts and technological advancements pose
challenges for logistics (Zijm and Klumpp, 2017). Furthermore, the growth of last-mile
services has led to challenges related to congestion and pollution (Ranieri et al., 2018).

Many researchers consider last-mile delivery the most critical logistics process, but
simultaneously, it is the most expensive one, requiring efficiency in operations (Mangiaracina
et al., 2019). As the only human contact between customers and online stores often takes place
through the last-mile parcel service, the delivery service and its options are a critical success
factor for e-commerce orders, and competitive advantages can be achieved by offering



different logistics services and value-added services (Holdorf and Haasis, 2014). The objective
is to cooperate with the customer over the long term and communicate with him frequently
(Holdorf and Haasis, 2014). In the “new normal lifestyle” caused by the multiple simultaneous
crises (Hu and Kee, 2022), consumers are open to innovation that responds to their changed
lifestyles (Thongsri et al., 2022).

In an international survey of logistics stakeholders, 45.9% of European respondents
identified providing new services to customers as one of the most significant challenges in
last-mile delivery (Scandit, 2021). This challenge was specifically emphasised in the
Nordics. In Finland, the three most preferred locations for last-mile delivery among
consumers are home delivery, post offices and parcel machines (Posti, 2020). The
importance of home delivery to Finnish consumers creates opportunities for innovation in
home-centric last-mile solutions. Furthermore, the high level of digital maturity in the Finnish
economy makes it a suitable testbed for new solutions. An industry analysis conducted by
Deloitte (2023) considers Finland the most mature market for smart last-mile delivery
solutions.

E-commerce and last-mile service providers need to be effective and cost-conscious to
succeed. Zero-cost deliveries and subscription models increase the demand for same-day
and next-day deliveries (Bates et al.,, 2018). Effectiveness, efficiency and environmental
sustainability have been the main perspectives in the academic literature, but knowledge
about innovative last-mile delivery solutions is fragmented (Mangiaracina et al., 2019). In
addition, there is a knowledge gap in Finland- and Helsinki-specific last-mile logistics and
access-based consumption research.

2.2 Access-based services have received mixed consumer acceptance

The logistics industry has expressed interest in new forms of consumption (Carbone et al.,
2018). Smaniotto et al. (2020) have argued that access-based services can be considered
examples of logistical challenges with both practical implications, requiring a material,
spatial and temporal reorganisation of everyday life and symbolic implications,
necessitating a reappraisal of values, identities, ideologies and discourses. Logistics
service providers must anticipate new trends and tailor their delivery technologies and
services to meet customer-specific needs (Jacobs et al., 2019). However, research on how
to achieve this is scarce.

The influential study of Bardhi and Eckhardt (2012) defines access-based consumption as
“transactions that can be market mediated but where no transfer of ownership takes place.”
Product-service systems, offering products to be used as a service, are considered
commercially attractive and can reduce environmental impacts, such as material and
energy use (Catulli et al., 2017). Access-based consumption and product-service systems
are likely to arise when both functional and symbolic values are extracted by consumers
(Catulli et al., 2017). Access-based consumption has been available in many product
categories, such as clothing, tools, cars, bicycles, cars and handbags (Lawson et al.,
2016). In the home context, the study of Rousseau and Carmen (2021) found that
environmental considerations, ease of use and price were the main consumer drivers for
adopting home wash subscription services, while contract terms, familiarity and price acted
as barriers.

The market has indicated that in many situations, consumers want access to goods and
prefer paying for the experience of temporarily accessing them, even if historically, access
has been considered an inferior mode of consumption compared to ownership (Bardhi and
Eckhardt, 2012). The shift is vital to businesses as they head towards the growing market of
consumers engaging in alternative forms of consumption (Lawson et al., 2016). It has been
argued that when consumers shift away from traditional ownership forms, forward-looking
firms can benefit from being at the forefront (Belk, 2014). To succeed, they must understand
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what motivates consumers to participate in access-based consumption (Lawson et al.,
2016).

On the other hand, ownership is an institution with an inherent value in modern consumer
society, and the desire to own can be seen as a barrier to the access-based consumption
model (Gullstrand Edbring et al., 2016). The large-scale implementation of product-service
systems underpinning access-based consumption can be problematic, as it challenges
consumers’ needs for self-expression and affiliation (Catulli et al.,, 2013). It has also been
noted that access-based consumption threatens the relationship between consumers and
objects and prevents consumers from gaining anything other than utility from consumption
(Gruen, 2016). As a result, consumers have rejected access-based services in certain
product categories (Poppelaars et al., 2018). Therefore, identifying the most relevant
product categories becomes critical.

3. Data and methodology: a quantitative survey and an online focus group

Customer foresight is an emerging field of applied research that focuses on understanding
the future needs and preferences of customers in relation to upcoming products and
services (Eller et al., 2020). The field uses both qualitative and quantitative methodologies
and integrates techniques from strategic foresight and customer research. This study used
a multi-method approach comprising two primary components: (1) a quantitative online
survey to identify general demand and identify a relevant sociodemographic group
interested in prospective last-mile services and (2) a synchronous online focus group
discussion to co-develop service ideas with early adopter consumers from the identified
demographic. In both phases, all participants provided informed consent.

The online survey was conducted in August 2020 and collected responses from 1,000
individuals. The survey was administered through market research company Bilendi’s internet
panel using computer-assisted Web interviewing, and the collected dataset was subsequently
analysed in SPSS and Excel. The target population consisted of citizens aged 18-74 residing in
the Helsinki metropolitan area, which had a population of 1.2 million as of 2021. The 1,000-
person sample was designed to be representative of the area’s gender, age and geographical
distribution. Participants across various income and occupational categories were included.
The Helsinki metropolitan area was selected due to its perceived commercial potential as an
early adopter of new last-mile services. Based on the specifications of the target group, a
random sampling technique incorporating soft quotas related to these specifications was used
for the internet panel, which consists of over 80,000 potential respondents.

The online focus group discussion was organised in February 2021 and included ten
consumers. Focus group discussions leverage social interaction to generate insights (Stewart
and Williams, 2005), enabling researchers to systematically interview multiple respondents and
encourage cross-pollination of ideas (Wiliam, 2012). Online focus groups offer several
advantages over face-to-face settings, including lower costs and the ability to include a more
geographically diverse set of participants (Fielding et al, 2008). However, the text-based
nature of the interaction limited the assessment of non-verbal cues. The focus group involved a
small but balanced sample of consumers aged 27-42, residing in central Helsinki or nearby
suburbs. Participants were equally distributed between males and females. These individuals
self-identified as early adopters of new products and services and had also former experience
of using online stores and home delivery services. A subcontractor managed the recruitment
process, and the online discussion was facilitated via the Howspace platform. The participants
received a €60 incentive for their involvement.

Two researchers facilitated the online discussion to ensure sustained engagement across
all discussion threads. Communication was exclusively text-based, resulting in a total of
6,081 words. The qualitative data was subsequently thematically analysed using NVivo
research software. The open coding scheme comprised 65 codes, which were grouped



into seven code families via axial coding. Given the manageable volume of data, selective
coding was deemed unnecessary, with the main themes being identifiable within the code
families. These themes were used to structure the results section of the qualitative research
phase.

4. Analysis and results
4.1 Relevant service concepts identified in a quantitative survey

The quantitative survey aimed to gain a broad understanding of consumer reception
towards new types of last-mile services and to identify potential user groups for several
distinct services. Figure 1 presents the respondents’ expressions of interest in various items
they could order, use, maintain and update through a logistics company —i.e. use them as a
service. The selected product categories were based on the case company’s initial ideas
and plans, of which some had already been successful in the business-to-business domain.
The table aims to capture all potential interest and therefore excludes only the categorically
negative response “not at all interested” on the 1-5 Likert scale.

The highest level of interest was observed in using home electronics, home office furniture,
washing machines, small furniture and dishwashers as a service. The younger age groups
within the 18-44 age range exhibited greater interest in the services. Interest also appeared
to be higher among respondents living with a partner and children, as well as among those
residing in the city centre. Families with children and high-income households generally
displayed a greater inclination towards home services. Among young people, this interest
could potentially be attributed to a life stage where flexibility is valued over material
possessions. Young individuals more frequently reside in rented apartments and may
therefore be less willing to make long-term investments in household items. Their income
level is comparatively lower, and they often lack access to a private car. They also do not
have the same long-standing consumption routines as older generations.

Sustainability expectations were notably higher among young respondents aged 18-24;
49% of this group expressed interest in tracking the environmental impact of their orders,
compared to just 19% in the 65-74 age bracket. Over a third of respondents aged 18-24
were willing to pay a premium for eco-friendly transport, while approximately 11% of those

Figure 1 Interested in using products as a service (n

Living with
Total Male  Female 18-24-y. 25-34 3544 4554 5564  65-74 :"";““e‘
(n=1,000) (n1=488) (n=511) (n=111) (n=210) (n=200) (n=180) (n=159) (n=140) i1

(n=318)
Home electronics 33% 36% 31% 37% 34% 25% 23% 40%
Home office furniture 32% 35% 30% 38% 29%

‘Washing machine, dryer 27% 30% 25% 26% 26%

Small furniture 26% 28% 24% 26% 23%

Dishwasher 25% 28% 22% 38% 34% 25% 22%
Large furniture 24% 28% 21% 35% 31% 22% 21%
Fridge, freezer 23% 25% 21% 34% 31% 25% 20%
Stove, oven 22% 24% 20% 33% 30% 22% 22%
Mats, curtains and other home textiles ~ 22% 24% 20% 36% 29% 22% 20%

Small household appliances 22% 25% 18% 39% 30% 24% 18%

Source: Created by author
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over 45 were prepared to incur such additional costs. Should a transition towards access-
based and environmentally beneficial ownership models occur, younger generations are
poised to play a pivotal role in altering consumer culture.

The general consumption-related future expectations of respondents were explored to
understand emerging trends in consumer behaviour. Once again, younger consumer groups
showed a greater interest in using shared goods and renting products rather than owning them.
Among those aged 18-24, 25% expressed a willingness to increase their use of shared goods
in the future, compared to just 8% in the 45-54 age group. Regarding renting, both the 18-24
(18%) and 35-44 (20%) age groups anticipated a greater increase in future usage compared to
other age categories. The overall trend towards the digitalisation of consumer behaviour was
evident, as over a third of respondents expected to expand their use of online shopping.

A similarly substantial proportion of people is expected to increase their reliance on home
delivery services in the future. The findings indicate strong growth potential for last-mile
services, although this growth may predominantly occur through traditional deliveries
augmented with some additional services, such as recycling and installation. The needs
surveyed aligned with the company’s principal strategic themes, focusing on last-mile
services and access-based consumption. While the company was involved in various
activities related to these themes, home delivery services constituted its primary business
area. For entirely new initiatives, like warehouse and home repairment services, there
seemed to be only modest consumer interest. The findings suggested that the highest
potential for new access-based services lies among younger age groups residing in the city
centre. Figure 2 provides an overview of these emerging needs.

4.2 New service concepts co-developed in a qualitative online focus group

Two access-based concepts were selected for evaluation and development in the online
focus group based on the survey results and the logistics company’s initial plans. The
company viewed washing machines as an attractive option, having already experienced
success in delivering them to business-to-business clients. Washing machines also ranked
as the third most promising option among consumers in the survey. The second concept
chosen for development was “home office as a service,” ranked second among consumers.
This choice was further justified by the significant market shift towards remote working,
prompted by COVID-19 restrictions and new hybrid working policies. Although the highest

Figure2 Willingness to use in the future

0% 20% 40% 60% 80% 100%
Online stores 834 34% 49% a%[5%
Home delivery services - 29% 53% 7% .
Removal and recycling services - 23% 57% 8% .
Installation services . 19% 60% 12% .
Additional services of home delivery l 16% 62% 12% -
Home and repairment services i 16% 61% 13% -
Using shared goods i 12% 52% 14% _
Renting goods instead of owning i 11% 53% 15% _
Warehouse services 1Ié 8% 55% 18% _
|l 1 =1lwillincrease a lot using 2 3 4 M5 = | will decrease a lot usingl
Source: Created by author




level of consumer interest was identified in home electronics, this category was excluded
due to the company'’s lack of current partnerships with electronics retailers.

Most participants seemed neutral about whether to own or lease goods. Ownership was
generally viewed as more economical and practical, although renting was considered a
viable alternative if offered at a competitive price. The psychological need to own items, as
opposed to merely accessing them, was not explicitly widespread among participants.
However, implicit attitudes and norms may have influenced the ownership needs. The
neutral attitude is exemplified by a 29-year-old man living close to the city centre:

For me, ownership is irrelevant as such. The price would determine whether | would want to rent
or not. After all, even when you rent a house, you have to rent big appliances.

Frequency of use was a key consideration for many; renting items that were infrequently used
was viewed as reasonable. Generally, items of personal importance and regularly used were
more likely to be owned rather than leased. A 27-year-old woman living near the city centre
regards ownership as easier than renting and highlights the durability of the items:

| could rent, but | also feel that it might be easier to just buy it myself, because products like this are
supposed to be ‘everlasting’. If | were in a situation where | was temporarily living somewhere for work,
for example, | would prefer to rent them if | knew | wouldn’t be using them until they broke down[.].

A text-based and raw visual description of the two service concepts, namely, the washing
machine and the home office, were presented to focus group participants. The main
features and functionalities of these services were outlined in the concepts. The overall
impression of “the washing machine as a service” was that it “kind of makes sense,” though
its adoption would depend on factors such as price and contract termination options. Some
respondents noted that the cost of repairing a washing machine could exceed that of
purchasing a new one, thereby highlighting the importance of the maintenance services
included in the concept. The washing machine leasing model was deemed particularly
useful for those residing in a location temporarily. A 29-year-old male living near Helsinki city
centre articulated his price-sensitive expectations:

| could imagine renting a washing machine. The only thing I’m thinking about is the price. Would it
cost more than owning one? Where is the limit when it’s beneficial to lease one and when to buy?

Consumers were encouraged to envision future features related to washing machines as a
service. The service was imagined to include detergents as well as the option of using an
external laundry for clothes that cannot be washed in the machine. Consideration was also
given to the machine’s connectivity to smart home functionalities. This open ideation
rendered the concept both flexible and comprehensive for the consumer, and the
participants were able to effortlessly critique, expand and modify the presented service
concepts. A 27-year-old woman envisioned a laundry connection as an added service:

Some kind of possibility to send clothes to the laundry that cannot be washed in your own
washing machine could be included in the price of the service.

The second concept discussed was a “home office as a service”. This service would
include essential furniture, lighting and electronics installation. Nearly all participants
engaged in some form of remote work, yet many lacked a dedicated workspace at home.
They anticipated continuing with some remote work even after pandemic restrictions had
been lifted. However, they had not significantly invested in their domestic working
environments. Despite these substantial changes in lifestyle, the home office concept
received only moderately positive feedback. Many participants were content with their
pared-down working conditions, comprising just a chair and a table, rendering a
comprehensive service concept unnecessary. A 35-year-old male from a suburb near the
city centre elaborates on this:
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[The home office service] could be quite OK. | live in a two-room apartment with my spouse, and
the working space is in the corner of the living room, so there’s no need for a separate office —
making this kind of service unnecessary. The employer takes care of the electronics and
provides help when needed.

Consumers expected a high level of flexibility from the service, including the ability to
choose furniture and use the service for varying durations. On the other hand, there was no
significant interest expressed in additional services, such as the disposal of old furniture,
assembly of new furniture or the availability of spare parts.

5. Discussion and conclusions
5.1 Consumers’ willingness to use access-based products

The study examined access-based service concepts and consumers’ future expectations.
These were assessed through an online survey and focus group, informed by the collaborating
logistics company’s business strategies. The results indicated that participants generally held
neutral views on ownership versus renting, with decisions often based on practical
considerations such as price, frequency of use, maintenance features and existing living
conditions. Consumers sought flexibility in the service models but also demonstrated a degree
of self-sufficiency regarding additional services. Overall, the highest potential for new access-
based services appears among younger individuals living in the city centre, and income level,
life stage and living conditions seemed to influence these preferences. Younger respondents
were also more willing to use shared goods and rent products in the future.

The findings extend the previous knowledge base on access-based consumption from both
strategic business development and applied customer foresight perspective. There seems to be
no significant shift towards access-based consumption, as also noted by Godelnik (2017).
However, indicators of change can be detected. Specific segments of the population appear
more receptive to new forms of consumption and ownership, with access-based models
appearing particularly suitable at certain life stages. The respondents’ attitudes towards
ownership were generally neutral, signalling openness to new consumption models. Ultimately,
consumers expect leasing models to offer economic value and competitive pricing compared to
traditional ownership and established business models in the market. A high level of price
sensitivity was evident throughout the study. The pricing models of access-based services may
not be familiar to many consumers, causing a cautious reception. Raising awareness has been
identified as a critical area for development in access-based consumption (Arekrans et al., 2022).

The consumers did not strongly associate access-based consumption with sustainability, even
though younger age groups generally had higher sustainability expectations regarding last-mile
logistics. It might not be clear and transparent to consumers whether renting is more sustainable
than owning, as also noted by the study of Gullstrand Edbring et al. (2016). However, the shift
towards more sustainable production and consumption may necessitate new forms of access-
based and circular business models, which could extend the lifecycle and utilisation rate of
products. Earlier research has indicated that access-based household laundry services have a
significant environmental impact potential (Wasserbaur et al., 2020). This study also highlighted
a need for potentially environmentally friendly value-added services, such as furniture recycling
and logistics of second-hand goods. However, the respondents’ self-sufficiency with respect to
most additional services emerged as a barrier to developing comprehensive last-mile service
solutions. For example, the respondents did not report time scarcity or a lack of skills, factors
that could create a need for additional services, such as furniture assembly.

Access-based services have both practical and symbolic implications, as Smaniotto et al.
(2020) have noted. In the material and spatial sense, they may require consumers to adjust
their daily lives, such as committing to a service subscription or reorganising their homes.
However, these considerations did not appear to be critical to the respondents of this study.
Similarly, the symbolic dimension of values and identities was not deemed significant, which



can perhaps be attributed to the mundane nature of the services. Economical and practical
reasons were the main incentives for using access-based goods in this study, and no
significant symbolic capital attached to the access-based consumption of household items
could be identified. Access-based services did not appear to be “trendy” in consumer
culture. However, earlier research has indicated that access-based consumption can carry
symbolic capital. For example, in the study by Bardhi and Eckhardt (2012), young urban
consumers viewed access to car-sharing as cheaper, more convenient and flexible
compared to car ownership. It should be noted, however, that a car is a more valuable item,
is used differently, and carries different kinds of symbolic qualities. Home appliances do not
have the same visibility in social life, thereby emphasising their utilitarian nature.

The respondents did emphasise certain ecological aspects in their use of logistics services.
An increase in access-based consumption could occur due to environmental reasons, which
last-mile service providers must be able to communicate effectively. Environmentally
conscious, political consumerism could be a variable influencing consumers’ willingness to
engage in access-based consumption, as also noted by Catulli et al. (2013). Such
ecologically positive sentiment was identifiable in the consumption of recycled goods in this
study, which also called for logistics innovation. As consumers’ ecological concerns,
regulatory pressures and technological innovations drive the green transition in many
markets, sustainability is evidently becoming a cornerstone in last-mile providers’ strategies —
requiring its implementation in the last-mile customer interface as well.

Engaging consumers throughout the service innovation process helps foresee promising
features and possible limitations to the new concepts before they enter the mass market.
For example, this study pointed out that the success of access-based services in a
business-to-business context was not wholly applicable in the consumer context. Even if the
consumers were ambiguous in their ownership attitudes, the access-based service models
were not wholly able to communicate the consumer benefits. In addition, the research also
uncovered new areas of last-mile consumer innovation, such as the transportation of goods
in peer-to-peer commerce. Logistics service providers should strategically adopt new
services, innovative delivery models and communication interfaces, and the consumers’
expectations and concerns should be addressed at the service design stage to maintain
customer trust and loyalty, as also highlighted by Vakulenko et al. (2019a, 2019b).

5.2 Managerial implications

This article primarily investigated the strategic option of increasing the number of services at
the last-mile consumer interface. Consumers are already used to additional services included
in deliveries, such as installation and recycling options. They also have experience or at least
awareness of using access-based products in specific product categories, such as leasing
cars. However, being an intermediator in the access-based consumption of various household
goods carried only limited potential for logistics companies. The same applies to adding other
services to the home delivery touchpoint. On the other hand, consumers anticipated using
more online stores and home delivery services in the future, which supports the current
business model and general growth potential of last-mile service providers, even though this
simultaneously creates environmental and traffic-related challenges. The need for functionality
and simplicity in services was evident, as noted also by Borgstrém et al. (2021).

According to the company in the study, the study allowed them to identify consumer needs and
respond to them. The company had also developed its service portfolio, which led to business
growth, also documented in its public financial figures. The company has developed a direct-
to-consumer online store, which offers installation and recycling services that are already
familiar to consumers. Via retailers, the company offers transportation, installation, recycling
and delivery tracking services. It also offers a laundry-as-a-service concept for businesses. The
company’s current value promise emphasises future customer experience, emphasising the
importance of customer-centric operations.
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Logistics companies should nevertheless not discount the phenomenon of access-based
consumption and product-service systems enabling it. The relatively higher levels of interest
among young consumer groups may indicate a gradual transition towards new forms of
consumption — or at least a possibility to offer different kinds of services to different
customer segments. Pressing sustainability concerns may lead to consumer preferences
and industry regulation driving the adoption of access-based consumption. If the overall
flexibility in consumer culture increases, as noted by Caldwell and Henry (2020), consumers
may be increasingly willing to use service models that allow temporary access. Therefore, it
remains vital for logistics service providers and retailers to monitor emerging trends and
signals in consumer behaviour and respond accordingly.

5.3 Limitations and future research avenues

The study is not without limitations. The data was collected solely from the Helsinki capital area in
Finland, and even if the metropolitan area of ca. 1.2 million people can be compared to European
cities of the same size, the findings are not widely generalisable. However, the relatively large and
representative sample of 1,000 respondents can be considered valid and reliable for the
selected area. The study approach included only one SME company. However, expanding the
study to companies of different sizes, locations and positions in the logistics value chain would
likely uncover broader business implications and development trajectories for the industry.

Methodologically, the study attempted to be at the intersection of consumer research and
corporate foresight and mainly relied on consumer research approaches as the more general
trend identification, innovation scanning and service benchmarking were conducted before.
Increasing corporate foresight and consumer research data triangulation throughout the project
could have enriched the findings. The study also does not consider the opinions and
preferences of other value chain stakeholders, such as manufacturers and retailers. Expanding
data collection across the value chain would facilitate a more comprehensive understanding of
the phenomenon.
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