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ABSTRACT 
The era of the Internet has become increasingly important in our daily life. Internet 
channels are rapidly growing into sophisticated businesses. This thesis purpose is 
therefore to conduct an initial study on a newly approaching e-commerce business, 
namely the grocery basket business. As there has not yet been much research in this 
field the overall aim is to contribute to the research in this business area. There are 
many who argue that in relation to the Internet and e-commerce fields there are two 
other important fields: business model and supply chain. 

A qualitative approach is used, based on triangulation methodology including a 
multiple case study and a survey. The cases are two different types of e-commerce 
companies: brick-and-clicks and pure-players. An empirical investigation covering 
twenty interviews and a questionnaire with one thousand respondents has been 
conducted. 

Findings supported by the interviews and the questionnaire reveal much knowledge 
about the grocery basket business. This are analyzed in relation to literature of 
business model and supply chain and according to the two cases of companies in the 
business. 

The study concludes that there is a great deal of challenges facing the grocery 
basket business in both fields of business model and supply chain. In both cases it is 
a challenge to retain customers, flexibility for customers, competition and supply 
chain development. Regarding brick-and-clicks a major challenge is to make their 
physical channel and online channel work together. Regarding pure-players a major 
challenge is their dependency of wholesalers. In addition, recommendations to these 
acknowledged challenges are benchmarking on other successful grocery companies 
and/or other successful e-commerce companies. Additional recommendation for 
pure-players is that they should cooperate with a brick-and-mortar company. Finally, 
the study shows some decent potential in the business to reduce emissions. This by 
providing eco-friendly products with pre planned recipes to fit with the products, and 
having fewer products in stock. 

 

Key-words: E-commerce, E-grocery, Future grocery, Grocery basket business, Grocery 

baskets, Groceries online, Grocery, Supply chain, Business model, Grocery challenges, 

Grocery recommendations, Online grocery.  
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1. INTRODUCTION 

In this chapter an introduction to the topic is presented. The thesis starts in a broad field and 

is narrowed down into a background of a specific business. This is followed by objectives, 

delimitation and the outline of the thesis. 

The introduction of a new era… 

The Internet has become increasingly important in our daily life. Both companies and 

individuals are urging to exploit it and Internet channels are widely used (Kumar et al., 2012). 

Web sites and applications are rapidly growing into sophisticated channels with the most 

amazing designs. 

Traditional companies with physical stores cannot afford not to join this huge and 

increasingly important Internet based market called e-commerce. Manufactures have even 

turned to the Internet as a direct channel of distribution. This trend can be seen all over the 

world today. Traditional industries such as the grocery industry (for example Wal-Mart and 

Tesco) has entered the e-commerce business and web based enterprises (for example eBay 

and Amazon) have exploded and are already huge. 

These two kinds of companies are known as brick-and-clicks and pure-players. Brick-and-

clicks are companies that have a physical channel e.g. a physical store and an online channel 

to reach customers. Pure-players are companies that only have an online channel to reach 

customers. 

Accordingly a new business in the Swedish e-commerce market has arisen; home-delivered 

pre-packed groceries with recipes, from now on referred as the “grocery basket” business. In 

this 21th century with Internet as its platform for ordering groceries, the business is rapidly 

growing. 

As they are reforming such a traditional industry, as the grocery industry, into entering the 

online business this of course comes with many challenges. Not least such a simple task of 

providing groceries to customers without a physical store. However, the phenomenon of 

delivering groceries directly home to customers has been tried many times, for example as 

early as in 1929 (Kämäräinen et al., 2001; Senauer, 2001). 
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1.1. Background 

Since as early as the late 20
th

 century e-commerce has grown and undergone considerable 

changes in many countries (Svensk Handel 2011; Johnsson & Jönson, 2006; Kurnia et al. 

2006; Kervenoael et al., 2006; Hossain & Adelaja, 2000). In addition, within e-commerce 

there is a growing business of grocery. In Sweden, today there are already over 50 different 

companies within the e-grocery business of grocery baskets (Allabolag, 2013). However, as it 

is still in its early stages, there has not yet been much of research in this field. The goal of this 

thesis is therefore to contribute to the research in this business area. 

The possibilities and limitations of sustainability are related to the economic, social and 

environmentally aspects. These aspects of sustainability have received great interest in recent 

years (Carter & Rogers, 2008). 

 

Figure 1.1.1: The blue in the middle is the sustainability (Carter & Rogers, 2008). 

The grocery basket business is growing significantly (Svensk Handel, 2011) which can be 

seen by that the turnover has almost doubled each year from 2010 to 2012 (Allabolag, 2013). 

It is now also highly attended, with many upcoming companies in the business. Ten well-

established companies in the business are: Linasmatkasse, ICA grocery basket, Coop online, 

City Gross grocery basket, Middagsfrid, Mathem, Årstiderna, Matkomfort, Familyfood and 

„Mat och ro‟ (Allabolag, 2013). The first company in the business was arguably Middagsfrid, 

which started in 2007 (Allabolag, 2013; Middagsfrid, 2013). According to Hui Research and 

Posten AB (E-barometern, 2011) the grocery basket business should be the largest trend in e-

commerce year 2012. A market research project carried out by Svensk Handel (2011) predicts 

an equally promising future. Prof. Solveig Wikström (2011) at Stockholm University also 

comments on the future of e-commerce and groceries by suggesting that there must be a 
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different kind of support for shopping, planning and cooking “a grocery basket as a whole 

concept”. 

The total grocery industry in Sweden had a turnover of about 250 billion SEK in 2010 

(Svensk Handel, 2011; SCB, 2011a-c; Allabolag, 2013) and the division of the business can 

be seen in figure 1.1.2. 

 

Figure 1.1.2: The division of the total trade of groceries for consumers in Sweden 2010 (Svensk Handel, 2011; 

SCB, 2011a-c). 

Figure 1.1.2 shows that the grocery basket business, despite currently having about 50 

companies in the Swedish market, is a very small part of the total grocery trade in Sweden. 

There is therefore plenty of room for development and acquisition of a larger part of the total 

grocery trade. Although the e-grocery business in 2010 was only consisting of about 0.3% of 

the total grocery industry, it is already close to a billion Swedish crown turnover industry (750 

MSEK). In addition, about 500 of those 750 MSEK are grocery baskets with recipes 

(allabolag, 2013). In this thesis 20 grocery basket companies are interviewed. These 20 

companies represent about 70% of the total turnover of the whole business. 

Our definition of the grocery basket business is: companies that sells pre-packed groceries 

with recipes over the Internet and delivers them directly to the customer‟s home. Our 

definition of a grocery basket in this regard is: a bag/box/basket with all the groceries except 

the basic groceries (e.g. spices) and containing three to five complete recipes for five different 

meals. This is often accompanied by a professional picture of what the meal looks like, the 

name of the meal and how long it takes to cook. See an example of a picture of home 

delivered groceries from Middagsfrid (2013) in figure 1.1.3. 

69,6% 

30,1% 

0,3% Grocery retail
industry

Grocery resturant
and hotel industry

Grocery retail e-
commerce
industry
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Figure 1.1.3: Typical grocery basket inventory tablet (Middagsfrid, 2013). 

When the groceries are home delivered, the idea is that the consumers should not need to go 

shopping for themselves. This would save time for the consumer (Johnsson & Jönson, 2006; 

Astner, 2010; Morganosky & Cude, 2000; Hossain & Adelaja, 2000) and is a major aspect in 

the advantages of purchasing any products from companies within the e-commerce business. 

Moreover, it is very convenient for the customer to order products from the Internet (Alba et 

al., 1997; Peterson et al., 1997; Donthu & Garcia, 1999; Hossain & Adelaja 2000; Bhatnagar 

& Ghose, 2004; Kervenoael et al., 2006) and have them sent directly home. Additionally, the 

e-commerce business is good for the environment. Research conducted by the University of 

Lund states that a growth of about 20 percent within e-commerce in Sweden would correlate 

to a decrease of about 10-15 percent in power consumption for shopping trips and a decrease 

in transportation by 450 million kilometers (Johnsson & Jönson, 2006). 

Despite the many advantages of the e-commerce, the grocery basket business companies are 

having many difficulties. For example, customers that tend to leave after they have tried a 

grocery basket. Many members also tend to shift from one grocery basket company to 

another. In an effort to make customers satisfied there is a problem in maintaining 

economically sufficient within the company. Furthermore, a challenge within the supply chain 

is the profitability of distribution (Astner, 2010; Johnsson & Jönson, 2006). The challenge 

here is that the distribution model is very expensive. On top of that the infrastructure is also 

limiting the distribution of the grocery baskets as it is costly to deliver to places that are less 

populated and have long transport distances. Furthermore, there is a challenge with the 

groceries in the supply chain, termed the “cold chain” (Astner, 2010). The cold chain includes 

the entire route of transportation, from the manufacturers to the wholesalers, or retailers to the 

end customer. The challenge here lies in the fact that the groceries generally spend a period of 

time without proper refrigeration during said transport, resulting in the aforementioned cold 

chain being broken. 
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Furthermore, since this business still does not even count for 1 percent of the total grocery 

trade in Sweden the authors believe that they have not yet „crossed the chasm‟ (Moore, A.G., 

1991). This meaning that the big mass of people have not yet tired nor entered this business. 

These reasons and the fact that the grocery basket business is still rather new, it is possible to 

argue that grocery basket companies have many challenges ahead. In addition, there is much 

room to manage such challenges successfully and improve as a company. 

1.2. Objectives 

The overall purpose of this thesis is to conduct an initial study on the e-commerce grocery 

basket business. The thesis is focused on identifying challenges facing the business. 

Specifically the thesis aims to exploring, identifying and analyzing challenges in this business 

regarding business model and supply chain. In addition, suggest some recommendations to 

manage these challenges. By doing this the intention is to contribute to the understanding of 

challenges in the grocery basket business as it is an upcoming area in the increasingly Internet 

based world that we live in today. In order to fulfill the purpose of this thesis, the following 

questions will be answered: 

- What challenges exist in e-commerce grocery? 

- How can these challenges be managed? 

1.3. Delimitation 

The thesis will be focusing on the grocery business within e-commerce. Furthermore, the 

study will be delimited to the specific business of grocery baskets within in the Swedish 

market. The challenges that exist in e-commerce grocery baskets will be delimited to business 

model and supply chain challenges. Therefore also the recommendations to these challenges 

are delimited to the business model and supply chain.  

The literature is delimited to facts regarding e-commerce, e-grocery, business models and 

supply chains. As supply chain is a huge research area the whole system will not be analyzed. 

The supply chain will therefore be delimited to analyze the flow of products and matching a 

company‟s products to the supply chain. In addition, as sustainability includes the extensive 

areas of economical, social and environmental aspects this thesis will have to focus mainly on 
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one of the concepts. As the authors interests are in economics the economical aspect will be in 

focus. 

The thesis will also be delimited to interviewing 20 established grocery basket companies 

currently operating in Sweden and an end customer questionnaire with 1000 respondents. 

Moreover, the thesis questions will be answered based on literature concepts regarding 

business models, supply chains and the empirical data gathered from the aforementioned 20 

companies and questionnaire. The time span is set to a four month period in spring, 2013. 
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1.4. Outline 

Further on, this thesis consists of: 

Chapter 2 – Literature review 

In this chapter a literature review of relevant studies regarding the research questions and 

the topic of the thesis is provided. In addition, theoretical concepts that will be the foundation 

for constructing the analysis are provided. 

Chapter 3 – Methodology 

In this chapter the methodology and method choices made in the thesis are described and 

discussed. The chosen approaches will affect both the collection and interpretation of 

information. Accordingly, the chosen methods are described and criticized. 

Chapter 4 – Empirical study 

In this chapter the collected empirical data and findings are presented. The data is collected 

from 20 interviews of companies in the grocery basket business and an end customer 

questionnaire of the same business. 

Chapter 5 – Analysis 

In this chapter the findings are analyzed in relation to the literature review. The findings are 

analyzed according to two different types of companies in e-grocery: brick-and-clicks and 

pure-players. 

Chapter 6 – Conclusions 

In this chapter main results from the analysis are summarized as the thesis research questions 

are being answered. Managerial implications are discussed according to the 

recommendations. Finally, some further research is suggested.  
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2. LITERATURE REVIEW 

In this chapter a literature review of relevant studies regarding the research questions and 

the topic of the thesis is provided. In addition, theoretical concepts that will be the foundation 

for constructing the analysis are provided. 

All individuals who call themselves scientists are united by a common drive to perceive 

order in reality and to capture this perception in ways which increases human understanding 

of the awesome complexity which management academics call „the real world‟ (Ansoff, 

2007, p.224) 

2.1. E-commerce 

As the Internet was invented new business ideas and possibilities has exploded (Kumar et al., 

2012). Henceforth many companies have started using Internet as a channel to communicate 

with customers and to sell products. A common name for the market on the Internet is the “e-

commerce” market and since its arrival it has kept growing of importance for all kinds of 

industries (Geunes et. al 2005; Laudon & Traver, 2007; Enders & Jelassi, 2009; Heinemann & 

Schwarzl, 2010; Kumar et al., 2012). Turban et al. (2002 p.676) even comments that “e-

commerce initiatives are critical to the success or even the survival of many organizations”. 

Online retailing, as e-commerce also can be called, seems to be and have been one of the 

fastest growing channels for some years now (Laudon & Traver, 2007; Bell et al., 2012). 

As it has since many years been an increasingly important and rising business, it also exist 

many definitions of it (Johnsson & Jönson, 2006). Turban et al. (2002 p.4) tough, has a quite 

clear definition of e-commerce as: “an emerging concept that describes the process of buying, 

selling, or exchanging products, services, and information via computer networks, including 

the Internet”. 

Moreover, there can be a very complex motion to implement e-commerce initiatives. (Turban 

et al., 2002 p.676) Accordingly, it has not been painless to enter the e-commerce market, thus 

many companies have tried but failed (Johnson & Whang, 2002; Turban et al., 2002; 

Holmström et al., 2002; Johnsson & Jönson, 2006; Enders & Jelassi, 2009; Rigby, 2011). 

http://link.springer.com.focus.lib.kth.se/search?facet-author=%22Gerrit+Heinemann%22
http://link.springer.com.focus.lib.kth.se/search?facet-author=%22Christoph+Schwarzl%22
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However, the e-commerce trend seems now to keep growing and can be found in countries as 

for example, the U.S. (U.S. Census, 2012). What happens in the U.S. tends also to occur in 

the Swedish market (SCB, 2011; Svensk Handel, 2011) see figure 2.2.1-2.2.2 However, you 

must be very careful when comparing trends beyond national boundaries, because different 

countries have very different people including different cultures and societies. For example, in 

the USA there are a much larger population than in Sweden and what is occurring there may 

not occur in Sweden as well. 

 

Figure 2.1.1: The U.S. retail e-commerce sales year 2001-2010 (U.S. Census, 2012). 

 
 

Figure 2.1.2: The Swedish retail e-commerce sales year 2003 to 2011 (Svensk Handel, 2011). 
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Figure 2.1.1 and figure 2.1.2 shows a convincing up-going trend in the US and Swedish retail 

e-commerce market. Svensk Handel (2011) also predicts that e-commerce will keep on rising. 

In 2012 the e-commerce in Sweden reached 31.6 MSEK (E-barometern, 2012) which is about 

4 MSEK increase from 2011. With a vast selection of products and yet a remarkably easy way 

to find them, Rigby (2011, p.2) also believes that the e-commerce will continue to grow. He 

continues by mentioning that the prices are mostly decent and easily compared online. It is 

very convenient.  

Customers can do their purchases from their home or at work (Rigby, 2011). In addition, Bell 

et al. (2012 p.27) describes that retailing on the Internet is growing by particularly two forces: 

Those traditional retailers get their “Internet acts” together and that “pure play” retailers are 

becoming increasingly innovative. Pure-play retailers will be described further below. 

As e-commerce is growing, the traditional physical stores may no longer be enough. Rigby 

(2011) comments that a challenge for retailers nowadays is to wow the customers with 

innovations that will generate decent profits and therefore traditional stores may not be 

enough. There are also many people who do not want to go and shop in a store, and if there is 

ways to avoid it, they will. (Ibid) Many have also high expectations on the traditional 

industries e.g. for them to be a source of employment, and now with the economic landscape 

changing there are “new conditions for development” (Laestadius and Nuur, 2010, p.293). 

Moreover, as more changes most likely will or have appeared from physical to digital 

shopping, (Rigby, 2011) there is a phenomenon called “the chasm” that should be taken in 

consideration. The chasm “drives all emerging high-tech enterprises to a point of crisis where 

they must leave the relative safety of their established early market and go out in search of a 

new home in the mainstream”.  

In addition, as chasm is when a rapid market growth continues into a steady horizontal no-

growth market, it can be seen whenever a new product is introduced on a market and performs 

something that has not been seen before. Therefore, the chasm wills inevitable drive 

companies to exploit new opportunities and it is then important for companies to be aware of 

that change might occur. (Moore, A.G., 1991, p.139) In this case, changes from physical to 

digital shopping. 
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Some advantage differences between digital and physical retailing by Rigby (2011 p.6) can be 

seen in table 2.1.3. 

Advantages of Digital Advantages of Physical 

Rich product information Edited assortment 

Customer reviews and tips Shopping as an event and an experience 

Editorial content and advice Ability to test, try on, or experience products 

Social engagement and two-way dialogue Personal help from caring associates 

Broadest selection Convenient returns 

Convenient and fast checkout Instant access to products 

Price comparison and special deals Help with initial setup or ongoing repairs 

Convenience of anything, anytime, anywhere access Instant gratification of all senses 

Table 2.1.3: Advantages within digital and physical retailing. Reproduced from Rigby (2011, p.6). 

Many companies with stores are engaging to sell products via both stores and the Internet 

(Kumar et al., 2012) the so called “brick-and-clicks” (Turban et al., 2002 p.86). Rigby (2011 

p.9) mentions that digital and physical retailing should find ways to complement each other 

and with such ways increase sales and lower costs. Turban et al. (2002 p.86, p.675) further 

describes that “brick-and-mortar” are pure physical stores and “click-and-mortar”/”brick-and-

click” are physical stores that has both an offline presence (physical store) and online 

presence (online store). Also Laudon & Traver (2007) describe this kind of business as brick-

and-click. Another name for this could be “multichannel retailing” (Noble et al., 2009). These 

kinds of companies are for example Tesco and Wal-Mart. Advantages of such companies 

compared to pure online companies, are possibly a strong brand name, a national customer 

base, established warehouses, large-scale distribution, an already trained staff and low 

customer acquisition costs (Laudon & Traver, 2007). Furthermore, companies that create a 

decent brick-and-click retailing strategy usually achieve competitive advantages compared to 

other companies with single channels (Noble et al., 2009; Mahar et al., 2012). For example, 

Wal-Mart has integrated a synergy between their Wal-Mart physical stores and Walmart.com 

(their online store). They can therefore take advantage of their huge offline presence and their 

e-commerce initiative (Kumar et al., 2012 p.811). However, this kind of retailing requires an 

integrated strategy across all channels and each channel must contribute to the retailer (Noble 

et al., 2009 p.3). Mahar et al. (2012 p.991) also describes that “retail/e-tail organizations face 

distinct challenges from pure online competitors who do not support store locations. This is in 
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addition to increased competition from manufacturers who offer their own direct sales 

channel”. 

There is though a challenge with using multiple channels for the brick-and-clicks, the so 

called “channel conflict” (Turban et al., 2002 p107). It is “any situation in which the channel 

members are antagonistic due to real or perceived differences in incentives, rewards, policies 

or support”, i.e. any situation where the channels are conflicting. In addition, Enders & Jelassi 

(2009) describes that it has been difficult for brick-and-mortar retailers to integrate online 

retailing. Tesco, a former brick-and-mortar retailer, had to address the challenge of channel 

conflict. They managed it by that store managers could benefit from both the physical and 

online channel. As the online channel were selling products, the physical stores as well got 

increased turnover. (Enders & Jelassi, 2009, p.98) Also Wal-Mart did avoid channel conflict 

in a way so that their physical channel could benefit from their online channel. They used the 

online channel to promote the physical channel and therefore increase sales. (Eidem and 

Perdomo, 2012 p.811). 

As Tesco now is one of the biggest and most successful online retailers, Enders & Jelassi 

(2009 p.88) has done an analysis of Tesco‟s online channel Tesco.com. They present five 

lessons learned from it that could be appropriate to follow for any e-commerce business: 

1. Learn by doing and evolve your e-business operations strategy over time 

2. Proactively address the inherent online/offline channel conflicts 

3. Allocate the costs specific to each channel. 

4. Offer online shoppers a customized yet simple shopping experience. 

5. Leverage data from the online channel for both online and offline businesses 

Moreover, there is another Internet based company model, the “Pure-player” (Turban et al., 

2002 p.675) or also called Virtual merchants (Laudon & Traver, 2007).  These are “firms that 

sell directly to consumers over the Internet without maintaining a physical sales channel”, for 

example eBay and Amazon.com. 

Pure-play retailers however seems to have many challenges. For example, Turban (2002 

p.107) mentions that a challenge with pure-players is that: as they are growing they are losing 

money on every sale and they need to grow to a suitable size to make a decent profit. 

Furthermore, fulfillment and deliver to customers‟ homes are difficult. Many e-commerce 

players have experienced challenges here since the start in the business (Turban et al., 2002 

p.633). Furthermore, Laudon & Traver (2007) describe that such pure-players must build 
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business brand from scratch and confront many other competitors. Bell et al. (2012, p.28) also 

describes that pure-players i.e. those without a physical store, have difficulties with getting 

known in the market and acquiring customers. A danger with the Internet is also that the pure-

play sellers free-rides on the brick-and-mortar participants. For example, customers go to a 

brick-and-mortar (physical store) sees and feels the products and then purchases it at a pure-

player (Anderson & Anderson, 2002). In other words, the offline provider collects the costs 

and the online provider collects the benefits. 

Bell et al. (2012, p.29-31) has collected some principles that can be of relevance for 

improving both brick-and-clicks as well as pure-players:  

 Companies have to know their Internet retailing consumers. In other words, they need to 

understand their retail environment. For example, where consumers live and in case of 

groceries what access do customers have to it? For example if they are living close or far 

away from a physical store. 

 Companies should exploit the mouth-to-mouth communication by consumers. As 

consumers tend to talk to their neighbors, or at least are in contact or very close to them, 

there is a great chance that if a product is popular the reputation will spread among them. 

In addition, more people may purchase this product. 

 Companies need to understand the importance of expanding into more niche locations. 

They must find that expansion, even to smaller markets could play a significant role for 

online players. Many small markets eventually together become a significant market. 

 There is a possibility to exploit isolated products. For example, as in a neighborhood of 

families there is easy to find children‟s toys in a nearby physical store, but most likely not 

a walking stick for seniors. If then local shoppers cannot find the products that they are 

looking for in their neighborhood, they are more easily willing to use e.g. online shops to 

purchase it. 

 Finally, customer acquisition strategies must differ for different geographical areas. For 

example, in more customer dense areas mouth-to-mouth is effective and in less dense 

areas newsletter advertisement works better. 

As the e-commerce market grows, competition increases and there is seen a significant 

increase of traditional offline retailers entering the e-commerce market (Mahar et al., 2012).  

“The growth of pure Internet companies has far outpaced any other industry‟s growth. This 

growth and the ease of establishing a dot.com entity have invited ample competition” (Kumar 
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et al., 2012 p.807). Rigby (2011, p.3) also mentions that online competition has increased as 

prices, selection, convenience and customer trust has improved in online stores. 

Regarding competition, there is also said that companies having sustainability as a goal will 

achieve competitive advantage in the future. Having sustainable goals could mean that the 

company might have to redesign their business model, products, technologies and processes. 

However, being sustainable could result in decreased costs and increased profit for a 

company. (Nidumolu et al., 2009) Sustainability has even been called a “megatrend” and can 

be found in companies all around the globe. It is therefore of high importance in today‟s 

world. (Lubin & Esty, 2010) 

To be sustainable a company has to get their vision “right” on how to create value. This can 

be achieved through four stages: (Lubin & Esty, 2010, p.4) 

1. “Do things in new ways”. In other words, companies should aim on outperforming the 

competition by doing things in new ways. For example, in new economic, social and/or 

environmental ways. 

2. “Do new things in new ways”. Focus should be on “redesign of products processes, and 

whole systems to optimize natural resource efficiencies and risk management” across 

companies value chains. 

3. “Transform core business”. The vision could even go beyond regular sustainability and 

therefore sustainability could be a source for both increased revenue and growth. 

4. “New business model creation and differentiation”. Companies should exploit this 

sustainability trend and different itself from competition to achieve advantages. 

As sustainability includes the extensive areas of economical, ecological and environmental 

aspects this thesis will have to focus mainly on one of the concepts. As the authors interests 

are in economics the economical aspect has been chosen to be in focus. 

Moreover, there is difficult to be superior in any business, especially in businesses such as the 

company-dense e-commerce business. However, there is of course a great deal of possibilities 

to achieve greatness, more in some parts, of this digital commerce industry. In addition, Rigby 

(2011, p.3) shows how three e-commerce businesses scored when comparing digital key 

drivers (1 is low and 5 is high), see table 2.1.4. 
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 Books 
Apparel and 

Accessories 
Groceries 

Price    

Prices often lower online (delivered) 5 3 1 

Digitized products create lower costs 5 1 1 

Value of price comparisons 5 3 2 

Selection    

Value of broad assortments 5 4 3 

Value of customization 2 3 1 

Searches in stores often futile 4 3 2 

Convenience    

Research and information intensity 5 3 2 

Web tools trump store experience 4 2 2 

Ease of delivery and returns 5 3 1 

Trust    

Reliability of product descriptions 5 2 2 

Frustration in stores 4 4 2 

Trust in online retailers 5 3 1 

Total 54 34 20 

Table 2.1.4: Business scores when comparing digital key drivers. Reproduced from Rigby (2011 p.3). 

With table 2.1.4 Rigby (2011, p.3) comment that if the total of these key drivers are about 30 

to 25 the digital capabilities of the industry will in a close future be of significance. In 

addition, if it is below 30 companies in such businesses should focus on developing their 

digital tools. As shown in figure 2.1.4 only the grocery of the three businesses is below 30 

points. 

The traditional grocery industry is huge, with a great number of physical stores and 

increasingly using the Internet as a channel (Kämäräinen & Punakivi, 2002). The grocery 

industry does even call for the highest revenue of all European industries. It consist of more 

than 8 million employees and has a “vital role to satisfy the needs of consumers and 

contributes annually to more than 600 billion Euros to the EU economy” (Manzini & Accorsi, 

2012 p.251). In addition, Manzini & Accorsi (2012) comment that supply chain management 

plays a crucial role within this industry. Johnson & Whang (2002, p.414) also comment that 

e-commerce have major effects on the supply chains of many products. 
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This combination of a huge industry and rapid Internet growth has given the supply chain in 

the industry further complexity. For example, Genues et al. (2005, p.217) comment that the 

grocery business is one of the most challenging sectors of the retail market today, 

“specifically e-grocers”. In addition, since the 1990s as many companies have entered the e-

grocer market but very few have survived (Ibid). 

2.1.1. E-grocery 

Within the e-commerce retail industry, there is a strong initiative: the e-grocery business 

(Johnsson & Jönson, 2006; Astner, 2010). Astner (2010) concludes that this e-commerce 

trend is here to stay. The e-grocery business is a common name for the online grocery 

business and are being cited by many, not least the two mentioned authors above and also e.g. 

Turban et al. (2002), Kämäräinen & Punakivi (2002) and Geunes et al. (2005). 

In e-grocery customers‟ orders their products online and in most cases gets it home delivered. 

The initiative of delivering groceries home has, however been tried many times before. 

(Kämäräinen et al., 2001; Senauer, 2001) This phenomenon has been seen even in the early 

1900s. It though seems to not have been that successful as it time from time disappears and 

comes back again. For example, in 2002 Kämäräinen & Punakivi (2002) comment that home 

delivery of groceries are not that popular, but in 2006 Johnsson & Jönson (2006) comment 

that home delivery is becoming quite popular once again.  

The Internet has made grocery shopping in general a very simple and convenient task (Astner, 

2010; Mahar et al., 2012). E-grocery is used to free up time, especially for families, and 

enables more flexible purchasing patterns during the day (Johnsson & Jönson, 2006). Time is 

also saved by the individual and/or family by the fact that they do not have to go back and 

forth to a supermarket that much. (Johnsson & Jönson, 2006) This also means that from a 

customer perspective, time saving is a driving force for the growth of e-commerce (Johnsson 

& Jönson, 2006). These reasons of time savings and convenience, but also better prices and a 

wider selection of products, are common to all Internet purchases (Geunes et al., 2005). In 

addition, home delivery can be very appealing for certain customers who have difficulties 

going to shop for themselves. For example physical disability, lack of transportation and/or 

have a busy lifestyle. In e-commerce “customers are looking for convenience and saving 

time” (Turban et al., 2002 p. 90). Furthermore, e-commerce and e-grocery may also have 

positive effects on the environment. Johnsson & Jönson (2006) mention that if an increase of 

e-commerce were to occur in Sweden by a factor of 20 percent, a decrease of 10-15 percent 
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shopping trips and a total transportation lengths would be reduced by roughly 450 million 

kilometers. E-commerce also contributes to the environment because the transports are 

generally carried out by environmental friendly vehicles (Johnsson & Jönson, 2006). 

To reach a decent market share of the vast potential of online grocery, the e-grocery business 

needs to solve their supply chain challenges (Kämäräinen & Punakivi, 2002). This is vital, 

especially because the supply chain is particularly crucial for e-grocers (Geunes et al., 2005). 

In addition, there tend to have been supply chain challenges within the business. For instance 

Johnsson & Jönson (2006, p.22) describes that challenges within logistics, particularly 

expenses for distribution to end user, are quite common in e-commerce companies. Also 

Kämäräinen & Punakivi (2002) conclude that last mile operations from distribution center or 

store to customers are a major challenge. Kämäräinen & Punakivi (2002) also mention that 

home delivery is a big cost driver in the e-grocery business. 

There also seems to be a lack of confidence in handling the groceries, such as the process of 

refrigeration and packing, due to the fact that the home delivery is a new step in the business 

chain (Astner, 2010). This is a huge challenge for temperature- and storage sensitive groceries 

and Johnsson & Jönson (2006, p.24) points out that: “the packaging must be designed so that 

it can be used along the entire supply chain and withstand temperature requirements of the 

current temperature chain”.  

Furthermore there is a time challenge with the delivery of the groceries: the customer must be 

available when the groceries arrive to their home or the groceries will be left outside 

(Johnsson & Jönson, 2006). This is not always easy to achieve and the time frame of grocery 

delivery is often seen as very limited for the consumer (Johnsson & Jönson, 2006). In 

addition, a common cited drawback for e-grocery shopping is that customers have to think 

and plan for delivery schedules. Other drawbacks with e-grocery are: card security, shipping 

costs, need for immediate delivery, concerns about product freshness and lack of physical 

product experience e.g. smell and touch of the products (Geunes et al., 2005). Johnsson & 

Jönson (2006) have noted that the picking and packing process of e-commerce players has 

shown a great potential for improvement. Currently, there are a lot of costs in the 3PL (pick, 

pack and warehousing) model for the grocery business. Johnsson & Jönson (2006) have found 

that it is difficult to achieve profitability in e-commerce with groceries.  

In addition, because of some of these difficulties many e-grocery companies have in the 2000s 

been shut down, for example initiatives by ICA, COOP, Axfood, Tesco, Matomera, Webvan 



18 of 123 

 

and many other e-grocery projects. These where shut down by themselves due to low or non 

profitability (Johnsson & Jönson, 2006). However, there are presently some e-grocery 

companies that are generating a decent profit, e.g. Tesco.com (Enders & Jelassi, 2009).  

A typical challenge in all businesses is uncertainties. “The major source of uncertainties in e-

commerce is the demand forecast, which may be influenced by several factors such as 

customer behavioral, economic conditions, competition, prices” (Turban et al., 2002 p.642). 

This enfolds with another major challenge, which is that customers want “everything”. 

Customers want to have the pie and eat the pie, i.e. they want the advantages of digital and 

physical shopping. Digital advantages such as: broad selection, rich product information, 

customer reviews, tips, and physical advantages such as: personal service, the ability to touch 

and smell products, and having shopping as an event and experience (Rigby, 2011 p.4).  

As in e-commerce there are two different types of e-grocers. It is the brick-and-clicks and the 

pure-players. Brick-and-click grocery companies have both physical stores and offers web 

oriented stores. This is usually collaboration between a brick-and-mortar firm and a pure-play 

grocery firm. Such partnerships have been increasing lately. Furthermore, this kind of 

partnership gives customers more flexibility as they can chose to shop at a physical store or 

online. Customers also have a natural trust to the store, as they have always used it and may 

therefore be more acceptable to their online store. It also includes that a brick-and-mortar 

chain already have large and loyal customers base and efficient logistic system and usually 

also a strong brand name. 

Pure-play grocery firms do not have any physical stores and is only web oriented with 

possibly a warehouse. Compared to a traditional physical store, picking and home delivery are 

additional offerings to handle for a pure-play grocer (Kämäräinen & Punakivi, 2002 p.286). 

To build a new logistic infrastructure and obtain new customer can be very costly, which a 

pure-play grocery firm must do. These customer-acquisition costs can not only be very costly 

but they are also crucial. Geunes et. al 2005 (p.246) mentions that, except from the niche 

players, there is “quite difficult, if not impossible” to survive as an e-grocer company if you 

do not have the “brick base”.  

In other words, it is a major challenge for pure-players to survive. (Geunes et al., 2005) 

Kämäräinen & Punakivi (2002 p.292) even concludes that most failed e-grocers are pure-play 

grocers without support of a brick-and-mortar. However, with using both physical and online 

stores it is important that the channels reinforce each other and do not compete, as it is easy 
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that the online grocery channel may cannibalize on the more traditional physical channel. It is 

also important to know that entering the e-commerce is a huge challenge “there is no one-

size-fits-all approach to developing a strong multichannel strategy” (Noble et al., 2009 p.3). 

Moreover, as e-grocery companies offer home delivery they must have a fleet of vehicles to 

do the job. Therefore, by having an own fleet of delivery truck can be an advantage in the e-

grocery market (Geunes et al., 2005). 

Now with many traditional physical store chains entering the e-grocery market many have 

tried to use in-store pickup, i.e. that the customer comes to the store and pick up their pre-

packed groceries. This is of course not an option for pure-play e-grocers. In store-picking was 

actually the first picking model introduced. However, in store-picking is not that cost-

efficient, due to the fact that the store is not designed for picking, but for sales. (Kämäräinen 

& Punakivi, 2002 p.287) Another downside is that customer still has to go to a physical store 

to obtain the groceries. This though seems to be increasing now according to Mahar et al. 

(2012). Another delivery method that has been tried is pickup in a third party location. This 

basically means that a truck goes to a local third party location, e.g. a subway station or local 

video store, and the customers can therefore visit the truck and to collect their groceries. 

(Geunes et al., 2005) 

Moreover, to help e-grocery companies Johsson and Jönson (2006 p.20) have summarized 

some findings from customer surveys: 

 Customers value two propositions the most with e-commerce. First, it saves time for them. 

Second, it is not dependent on opening hours. 

 Some drawbacks were mentioned. For example that e-commerce shopping is less exciting 

than regular grocery shopping, functionality on web sites, quality on products and delivery 

quality. 

In addition, a lesson Arvidsson (2009, p.23) learned is that “the culture that exists among 

many Internet users is based on a strong idea of personal freedom and rejection of the 

established forces in society”. Furthermore, Turban et al. (2002 p.100) mention that “online 

grocery customers are generally repeat customers who order week after week in a tight 

ongoing relationship with the grocer”. 
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Finally, there seems to be much room for more acquisition of the grocery market. Geunes et 

al. (2005 p.249) sees a huge opportunity to growth in more niche areas of fresh and prepared 

foods. In addition, they give some advice on how to be successful in e-grocery: 

 Don't grow too soon, too fast 

 Partner with existing brick-and-mortar companies 

 Design logistics infrastructure for efficiency and scalability 

 Attract and retain customers; communicate the value clearly 

 Do not try to compete on price, but on overall value. 

Activity on the Internet, not least through e-commerce and therefore also e-grocery has been a 

vital driver to the interest in another researched topic: Business models. Ever since the 

introduction of the Internet in the mid-1990s the business model concept has seen to gain 

much momentum. (Evans & Wurster, 1997; Magretta, 2002; Zott et al., 2011; Casadesus-

Masanell & Ricart, 2011) However, the opportunity on the Internet is not “doing what you 

have always done cheaper and faster” but it is to rethink the business model to exploit the new 

platform to create and deliver value to customers (Hagel, 1999 p.56). In addition, in 2009 

about 98% of senior executives across industries “are modifying their current business models 

to some extent”. (Casadesus-Masanell & Ricart, 2011, p.3) 

Business model theories and/or tools may in this case be an appropriate approach in analyzing 

e-commerce challenges. Not least as e-commerce has been a driver for business models, but 

also as nowadays business models are a very central part of many e-commerce organizations 

(Zott et al., 2011). 

2.2. Business model 

There is a great deal of literature in the topic of business models. It has been getting much 

attention from both academics and practitioners. In addition, there are many different 

definitions of it and it seems that researchers are viewing and describing this in many different 

directions, for example by strategic, value creation, or technology innovative viewpoints. 

(Mahadevan, 2000; Chesbrough & Rosenbloom, 2002; Morris et al., 2003; Zott et al., 2010; 

2011; Osterwald, & Pigneur, 2002, 2010; Casadesus-Masanell & Ricart, 2011). 

In a comprehensive literature review by Zott et al. (2011, p.1037-1038) of the business model 

topic they could conclude four common themes: 
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1. The business model is emerging as a new unit of analysis 

2. Business models emphasize a system-level, holistic approach to explaining how firms “do 

business” 

3. Firm activities play an important role in the various conceptualizations of business models 

that have been proposed 

4. Business models seek to explain how value is created, not just how it is captured 

However, researchers seem not yet to have come up with a common and globally accepted 

language of business models. Also many firms tend to not fully grip how to compete with 

business models. They tend to build business models that fit for their current situation or 

possibly a new market. In addition, firms tend to build business models without thinking of 

competition, as almost any business model will perform decently if the firm is alone in the 

market. (Casadesus-Masanell & Ricart, 2011) Furthermore, in the literature review of Zott et 

al. (2011) there was acknowledged that many scholars have different definitions on what a 

business model is. 

Some selected business model definitions can be seen in table 2.3.1. 

Author Definition 

Chesbrough & 

Rosenbloom (2002, p.532) 

“The business model provides a coherent framework that takes technological 

characteristics and potential as inputs, and converts them through customers and 

markets in to economic outputs. The business model is thus conceived as a focus 

device that mediates between technology development and economic value 

creation” 

Blakley (2006, p.59) 
“A business model should define how one company differs from others and how it 

should make profit, i.e. a company‟s competitive advantage and revenue model” 

Johnson et al. (2008, p.52) 

“Business models consist of four interlocking elements that, taken together, create 

and deliver value. These are customer value proposition, profit formula, key 

resources, and key processes” 

Osterwald & Pigneur 

(2010, p.14) 

“A business model describes the rationale of how an organization creates, delivers, 

and captures value” 

Casadesus-Masanell & 

Ricart (2011, p.5) 

“In its simplest conceptualization, therefore, a business model consists of a set of 

managerial choices and the consequences of those choices” 

Zott et al. (2011, p.1028) 
In e-commerce “The business model  is not a value proposition, a revenue model, 

or a network of relationships by itself: it is all of these elements together” 

Table 2.3.1: Business model definitions. 

Some definitions in table 2.3.1 are very different. For example, Blakley (2006) only mentions 

how a company should have competitive advantage and differ in their revenue model and Zott 
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et al. (2011) argue that a business model should consist of more elements. As Zott et al. 

described there seems to be major differences in business model concepts and the 

understanding of it. 

Business models have also been described as many different things. For example, as “a 

statement, a description, a representation, an architecture, a conceptual tool or model, a 

structural template, a method, a framework, a pattern and a set” (Zott et al., 2011, p.1022). In 

addition, also Morris et al. (2003) explain that business models have been described as 

“architecture, design, pattern, plan, method, assumption, and statement”. 

There also seems to be a general confusion of the meaning of the business model concept. For 

example, there was seen in Zott et al.‟s (2011, p.1022) review that about one third of their 

article sample did not even define the business model concept. In addition, not even half of 

their sample defined “or conceptualize the business model”. In these articles the business 

model is assumed to have a common definition, however it clearly does not. Zott et al. (2011, 

p.1023) further mention that there are mainly three areas where business models have been 

applied: “(1) e-business and the use of information technology in organizations: (2) strategic 

issues, such as value creation, competitive advantage, and firm performance; and (3) 

innovation and technology management”. The most applied area of the three is business 

models within e-businesses. 

As Zott et al. (2010; 2011) have done a comprehensive literature review and their definition 

concerns e-commerce it should be suitable to adopt. However, there is another business model 

that should be taken in consideration. The definition is not that different from Zott et al.‟s as it 

is describing some elements together.  

It is the business model by Osterwald & Pigneur‟s (2010). Their book in the business model 

topic about one of the world‟s most famous business model tools gives an extensive 

explanation of what a business model is and how it can be described and analyzed. Their 

business model is described to include 9 segments and is called “the Canvas business model”. 

The model is even including the four segments that Johnson et al. (2008) described. This 

model should be suitable for analyzing business models. 

The Canvas business model is well known by researchers as well as practitioners for 

analyzing and designing business models (Osterwald, & Pigneur, 2010). In addition, the 

Canvas model is said to be a remarkable extension of the very famous analytical tools 
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presented by Kim & Mauborgne (2004) in the Blue Ocean Strategy. The Canvas business 

model consists of nine segments, see figure 2.4.1, and will be used as a foundation in the 

analysis chapter regarding business models. The Canvas model‟s nine segments are: 

Customer segments: The foundation of any business model must be its customers. Firms must 

therefore have some kind of customers to survive. This is why it is the first segment and also 

the most vital. Firms should therefore identify all people or organizations that they want to 

reach or serve. 

Value propositions: For customers wanting to invest in a product, the product must provide 

some sort of value for the customer. For example, solve a problem or satisfy a need. Firms 

should therefore identify all products and services that create value for their customer 

segments. 

Channels: An important role for firms is to communicate with its customers. To do this, firms 

should have common communication points with its customers. Such as: communication, 

distribution and/or sales channels. Firms should therefore describe how they communicate 

and reach its customer segments to deliver their value propositions. 

Customer relationships: Firms should care for having a decent relationship with their 

customers. Relationships can for example be personal or automated. Firms should therefore 

describe what relationships they want to establish with its customer segments.  

Revenue streams: Firm must know why and in what streams their customers segments are 

willing to invest in their products. Revenue streams could for example be transaction revenues 

(one time payments) or recurring revenues (ongoing payments). Firms should therefore 

identify what revenue they generate from their customer segments. 

Key resources: To reach customer segments, offer value propositions and maintain customer 

relationships, firms must have resources. Resources can for example be physical, financial 

and/or labor force. Firms should therefore identify their most important (key) resources. 

Key activities: As key resources, key activities are required to reach customer segments, offer 

value propositions and maintain customer relationships. Activities are actions firms must do 

to strive and survive. Firms should therefore identify their most important (key) activities. 
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Key partners: Partnerships are almost always a must to acquire resources and can also be 

suitable to reduce risks. Partners can for example be producers, suppliers and/or wholesalers. 

Firms should therefore identify their most important (key) partners. 

Cost structure: It costs to reach customer segments, offer value propositions and maintain 

customer relationships. Firms should therefore identify their most important costs. 
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Figure 2.2.1: The canvas business model. Reproduced from Osterwald & Pigneur (2010 p.40).  
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Johnson et al. (2008, p.60-61) bring up an excellent example of a business model, Apple‟s 

IPod. Apple “wrapped a good technology in a great business model. Combining hardware, 

software, and service, the model provided game changing convenience for consumers” (ibid, 

p.58-59). The IPod shocked the world and made a record profit for Apple. In other words, 

“Great business models can reshape industries and drive spectacular growth” (ibid, p.58). In 

addition, business models are seen to be essential to have a successful organization (Magretta, 

2002). Therefore, any company should urge to have a great business model. 

To have a successful business model Johnson et al. (2008, p.58, 61-64) suggest that the 

business model should have: 

1. Customer value proposition: Creating value for customers by helping them solve a 

fundamental problem in a given situation. To have a successful customer value 

proposition, the model should help customers perform a specific “job” that alternative 

offerings do not address. 

2. Profit formula: The formula that defines how the company creates value for itself while 

providing value to the customers. To have a successful profit formula, the model should 

generate value for the company, through factors such as revenue model, cost structure, 

margins, and inventory turnover. 

3. Key resources: Company assets e.g. “people, technology, facilities, equipment, channels, 

and brand”, which is used to deliver the value proposition to customers. To have 

successful key resources, a company should have the people, technology, products, 

facilities, equipment, and brand required to deliver the value proposition to their targeted 

customers. 

4. Key processes: Operational and managerial processes to deliver value e.g. “training, 

development, planning, and service”. This also includes a company‟s “rules, metrics, and 

norms”. To have successful key processes, companies should have processes (training, 

manufacturing, service) to leverage from their key resources. 

However, to gain a successful business model companies might have to change their current 

one. It can though be quite difficult to change and/or improve a business model (ibid). To 

begin with, there is not easy to develop a good business model in the first place and therefore 

many companies have also failed. Filed in for example: faulty assessment of strengths and 

weaknesses, bad decision making, (Casadesus-Masanell & Ricart, 2011) misjudged resources 

or talent (Morris et al., 2003). Furthermore, there are many firms that in time end up with a 



27 of 123 

 

business model that are no longer fitting their goals (Chesbrough & Rosenbloom, 2002). 

Therefore companies may need to analyze if there is a need of changing their current business 

model. Johnson et al. (2008 p.64-65) suggest five steps to whether a company should 

change/transform their business model. These five steps will also be used in the analysis 

chapter regarding business models: 

1. There is an opportunity to engage a large amount of potential customers. There is a 

customer demand on the products, but currently they are “too expensive or complicated 

for them”. 

2. There is an opportunity to exploit new technology. This by “wrapping a new business 

model around it” or “leverage a tested technology by bringing it to a whole new market”. 

3. There is an opportunity to execute a successful job in areas where it does not yet is done. 

This through redefine a company‟s job focus from e.g. lower prices to wider geographical 

delivery. 

4. There is a need to “fend off low-end disrupters”. For example, if there is a possibility that 

an innovation may change a product in a way that no one expects. 

5. There is a need to respond to changes of what is fundamental in competition. Markets are 

inevitably going to change and what once was a core business solution may no longer be 

accepted or have changed. 

Furthermore, Casadesus-Masanell & Ricart (2011) describes three characteristics of a good 

business model, which will also be used in the analysis chapter regarding business models. 

These three characteristics suggest that the business model should be: 

1. Aligned with the firm‟s goals: The choices while creating a business model should result 

in that organizations achieve its goals. 

2. Self-reinforcing: The choices while creating a business model should complement each 

other. The business model may have to be refined by reprioritize or even make new 

choices.  

3. Robust: A business model should be robust and able to sustain four major threats for a 

long time. The four threats are: (1) Imitation (The business model should be hard to 

imitate), (2) Holdup (“can customers, suppliers or others capture value by flexing their 

bargain power?”), (3) Slack (The organization must not underestimate competition, feel 

comfortable and start slacking) and (4) Substitution (You must be prepared for that new 

products could decrease the attractiveness of your company‟s products or services) 
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As business models are a significant part of e-commerce companies, another important if not 

crucial part is the supply chain (Manzini & Accorsi, 2012). In the increasing interest of 

e-commerce there has be an urge to research in supply chain and supply chain management. 

An exploding and rapidly growing market of course contributes too many new opportunities.  

E-commerce has therefore pushed researchers into finding new and interesting aspects of the 

supply chain (Johnson & Whang, 2002). E-commerce has also led to a communication 

opportunity on a global scale as well as competition in not leas supply chains. (Simchi-Levi et 

al., 2008) 

Supply chain theories and/or models may in this case be an appropriate approach in analyzing 

e-commerce challenges. Not least as e-commerce has boosted the supply chain interest, but 

also as supply chain is a vital part of many e-commerce companies (Zott et al., 2011). 

2.3. Supply chain 

Supply chain and supply chain management are nowadays widely known terms in the 

academic world (Christopher & Holweg, 2011). However, the supply chain system and how 

to manage it have been a consideration for civilization for hundreds of years, from the making 

of pyramids to modern military systems. (Christopher, 2005) The concept of managing the 

supply chain was arguably first researched in the 1980s (Lambert et al., 1998) and has since 

then become a well discussed topic. 

There are a great deal of theories and models in the supply chain topic. In addition, there are 

also many authors. A well-known author in this topic is Marshall Fisher, his introduction and 

arguments on how to match a supply chain to the products a company is offering (Fisher, 

1997) has been interpreted and well cited, not least by Lee (2002). Lee has introduced the 

bullwhip effect in the supply chain, together with Padmanabhan and Whang in 1997, which is 

an important contribution to the supply chain topic and has been cited by many. Furthermore, 

Christopher (2005) has written several articles, books, theories and models on how to manage 

the supply chain. Fisher, Lee and Christopher‟s theories and models are though mere drops in 

the ocean of supply chain researchers (for example Kraljic 1983, Fisher et al., 1994, Fisher et 

al., 1997, Lambert et al., 1997; 1998, Corbett et al., 1999, Fisher & Cachon 2000, Mentzer et 

al. 2001, Johnson & Whang 2002, Geunes et al., 2005, Netessine & Rudi, 2006, Simchi-Levi 

et al., 2008, Pokesch 2010, Manzini & Accorsi, 2012). 
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As supply chain is a well interpreted and cited topic, many different viewpoints and 

definitions of it can been seen. Some even argue that there is not a consistent view of what 

supply chain and its management is, or what it should be (Lambert et al., 1997 p.10). 

Some selected definitions can be seen in table 2.4.1. 

Author Definition 

La Londe and Masters 

(1994, p.38) 

“Normally, several independent firms are involved in manufacturing a product and 

placing it in the hands of the end user. One firm might produce a raw material and 

sell it to a second firm which uses the material to produce a component. A third 

firm buys the component and assembles it into a product which is sold to a fourth 

firm such as a wholesale distributor. The wholesaler in turn sells the product to a 

fifth firm, such as a retail merchant, and the fifth firm sells the product to a 

consumer. The set of firms which pass these materials forward can be referred to as 

a supply chain” 

Lambert et al. (1998, p.1) 

“a supply chain is a network of multiple businesses and relationships and 

increasingly the management of multiple relationships across the supply chain is 

being referred to as supply chain management” 

Mentzer et al. (2001, p.4, 

p.18) 

” a supply chain is defined a set of three or more entities (organizations or 

individuals) directly involved in the upstream and downstream flows of products, 

services, finances, and/or information from a source to a customer” 

Christopher (2005, p.17) 

“The supply chain is the network of organizations that are involved, through 

upstream and downstream linkages, in the different processes and activities that 

produce value in the form of products and services in the hands of the ultimate 

consumer” 

Simchi-Levi et al. (2008, 

p.1) 

“In a typical supply chain, raw materials are procured and items are produced at 

one or more factories, shipped to warehouses for intermediate storage, and then 

shipped to retailers or customers” 

Table 2.4.1: Supply chain and supply chain management definitions. 

Mentzer et al. (2001) though believe that it is possible to define a supply chain even as it has 

historically been described and defined differently. Their definition of supply chain is seen in 

table 2.4.1 and is basically that the supply chain is a set of entities that is involved in a stream 

of products. This is not that different from some of the other mentioned definitions. Among 

them there at least seems to be a common understanding that the supply chain involves more 

than one organization/entity in a flow of services or products. 
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Moreover, as the supply chain concept is described it is suitable to show a simple model on 

the topic. Turban et al. (2002, p.40, p.96) has identified a simple but useful supply chain 

model, see figure 2.4.1. This will be used and discussed further in the analysis chapter. 

 

Figure 2.4.1: Reproduced from Turban et al. (2002, p.40, p.96). 

The model in figure 2.4.1 describes a simplified supply chain, with a flow of materials and 

information among different entities or enterprises.  

Ironically, in a world where so much effort and importance has been put into supply chain, 

Fisher (1997, p.105-106) concludes that many supply chains have never been in worse shape. 

A relevant example he addresses, is the U.S. food industry that was estimated to waste 30 

billion dollars annually on “poor coordination among supply chain partners”. 

Additionally, Fisher concludes that there often is a mismatch problem within companies: a 

mismatch between products and the supply chain. This, because if products were classified by 

their demand patterns, they would fit into two categories: functional or innovative. These two 

product categories require different supply chains, which companies are not realizing. This is 

a challenge for many companies and will be discussed in the analysis chapter. 

To engage this challenge companies can follow Fisher‟s (1997 p.109) matrix of “Matching 

Supply Chains with Products”. However, first companies have to identify if their products are 

functional or innovative. Second, they must determine the demand for each product family 

and third, identify their products supply chain priorities. Only then they can set up an ideal 

strategy. 

The mentioned functional products include “the staples that people buy in a wide range of 

retail outlets, such as grocery stores and gas stations. Because such products satisfy basic 

needs, which don‟t change much over time, they have stable, predictable demand and long life 

Flow of materials 

Suppliers Producer Wholesaler Consumer 

Flow of information 

Retailer 
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cycles. But their stability invites competition, which often leads to low profit margins”. 

(Fisher, 1997 p.106) 

On the other hand, innovative products include “innovations in fashion or technology to give 

customers an additional reason to buy their offerings (...) For instance in the traditionally 

functional category of food, companies such as Ben&Jerry‟s, Mrs. Fields and Starbucks 

coffee Company have tried to gain an edge with designer flavors and innovative concepts”. 

Innovative products compared to functional products have a higher profit margin and more 

unstable demand. (Fisher, 1997 p.106) 

Now if companies have identified their products as functional or innovative they must 

determine the demand for each product family and the products supply chain priorities. After 

the product and the supply chain priorities are determined the company can use the matrix in 

table 2.4.2 to identify if their supply chain strategy is really matching their product types. 

Matching Supply Chains with Products 

 Functional Products Innovative Products 

Efficient 

Supply chain 
Match Mismatch 

Responsive 

supply chain 
Mismatch Match 

Table 2.4.2: Matrix of matching supply chain with products. Reproduced from Fisher (1997 p.109). 

In addition, seen in table 2.4.2 it is important to know that functional products require a more 

efficient supply chain and innovative products require a more responsive supply chain. 

(Fisher, 1997) 

Moreover, companies often tend to be struggling in the upper right (mismatch) corner of the 

matrix in table 2.4.2. In other words, they have innovative products and efficient supply chain 

priorities. Companies in this corner also tend to invest in improving efficiency in their supply 

chain, but they would actually gain much more if they invested in supply chain 

responsiveness. (Fisher, 1997) 
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To move away from this upper right corner of the matrix companies obviously needs to go 

either left or down. Left by going from innovative products to functional products or down by 

focusing on a more responsive supply chain. However, the direction a company should 

progress towards depends on for example, if the product innovation will generate enough 

additional profit to cover the cost of making the supply chain responsive. In addition, a signal 

that a company might need to move to the left is that their products are resulting in persistent 

low profit margins. (Fisher, 1997 p.111) 

Lee (2002) expands this theory by including supply uncertainties. In which, Lee describes 

functional and innovative products, and introduces two supply processes. A stable process: 

where the manufacturing process, technology and supply base are well established. An 

evolving process: where the manufacturing process and technology, is in an early stage and 

the supply base is therefore limited. See table 2.4.3. 

Products Supply processes 

Functional Innovative Stable Evolving 

Low demand 

uncertainties 

High demand 

uncertainties 
Less breakdowns Vulnerable to breakdowns 

More demand 

uncertainties 
Difficult to forecast Stable and higher yields Variable and lower yields 

Stable demand Variable demand Less quality problems Potential quality problems 

Long product life Short selling season More supply sources Limited supply sources 

Low inventory cost High inventory cost Reliable suppliers Unreliable suppliers 

Low profit margins High profit margins Less process changes More process changes 

Low product variety High product variety Less capacity constraint 
Potential capacity 

constrained 

Higher volume per 

SKU 

Low volumes per 

SKU 
Easier to changeover Difficult to changeover 

Low stockout cost High stockout cost Flexible Inflexible 

Low obsolescence High obsolescence Dependable lead time Variable lead time 

Table 2.4.3: Demand and supply characteristics for products. Reproduced from Lee (2002, p.106). 

Fisher (1997) mentioned that functional products are products that satisfy basic needs, have 

stable, predictable demand and long life cycles, low variety and often low profit margins. 

There is seen some similarities in table 2.4.3 as Lee (2002) also mentions that functional 

products have a stable demand, long product life and low profit margins. 
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Furthermore, Fisher (1997) mentioned that innovative products usually have higher profit 

margin, a more unstable demand and added properties to standard products. There is seen in 

table 2.4.3 that Lee (2002) mentions that those products have high demand uncertainty, high 

profit margins and high product variety. 

Moreover, Lee (2002) presents a matrix similar to Fisher (1997) with four quadrants, but 

based on demand and supply uncertainty, see table 2.4.5. 

 
Demand Uncertainty 

  Low (Functional Products) High (Innovative Products) 

S
u

p
p

ly
 U

n
ce

r
ta

in
ty

 Low 

(Stable process) 

Grocery, basic apparel, food, oil 

and gas 
Fashion apparel, computers, pop music 

High 

(Evolving Process) 

Hydro-electric power, some food 

produce 

Telecom, high-end computers, 

semiconductor 

Table 2.4.5: Supply characteristics for products. Reproduced from Lee (2002, p.108). 

Regarding the matrix in table 2.4.5, Lee (2002) argues that it is more difficult to be in the 

right column than the left and more difficult to be in the lower row compared to the upper 

one. Therefore it would be an improvement for the supply chain if the uncertainty 

characteristics could move from the right column to the left and/or up from the lower row. In 

addition, Lee (2002, p.105) comment that “when a company faces the pressure of excessive 

inventory, degraded customer service, escalating costs and declining profits, or a poor return 

on assets, its supply chain is out of control”. 

In any case, managing a successful supply chain is a complex task. In addition, with 

upcoming rate of new products and product variety have increased the difficulty and may 

more easily result in higher inventory carrying costs, markdowns and lower profit margins. 

(Fisher et al., 1997) As an example Fisher et al. mention the grocery industry and provided a 

figure of new product introductions, that showed an increase from about 10000 to about 

16000 in just 4 years (year 1987-1991).  
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Another conclusion recognized by the same Fisher et al. but in 1994 is that “flexible 

manufacturing has enabled companies to make a much wider variety of goods - all with the 

goal of giving customers exactly what they want. Even industries that traditionally have not 

been considered fashion-driven have been affected”. Lambert et al., (1998, p.3) also mention 

that managing a supply chain is complicated and not least the logistics, production and 

information flow are seemed to be all very challenging. Finally, also Lee (2002, p.105) 

comment on the complexity of managing supply chains: “managing supply chains effectively 

is a complex and challenging task”. 

Moreover, Lee (2004, p.1-2) suggests that “The best supply chains aren’t just fast and cost-

effective. They are also agile and adaptable, and they ensure that all their companies’ 

interests stay aligned”. In other words, supply chains should be: 

 Agile, as the supply chain is being able to respond to “short-term changes in demand or 

supply quickly” 

 Adaptable, as in adjusting “the supply chain design to accommodate market changes” 

 Aligned, as in “establish incentives for supply chain partners to improve performance of 

the entire chain” 

Lambert et al. (1998, p.15) suggests that to have a successful supply chain firms must manage 

key business processes across members in the supply chain. Lambert et al. also conclude that 

key activities/processes across members are vital for success. Also Corbett et al. (1999 p.71) 

mention that partnerships are a key aspect of successful supply chains. Partnerships in the 

supply chain can result in benefits for all entities in for example:  increased market share, 

inventory reductions, improved delivery service, improved quality, and shorter product 

development cycles. (Corbett et al., 1999) 

To increase and improve the management throughout the whole supply chain a major 

opportunity has been acknowledged: the way of using the Internet (Geunes et al., 2005 and 

Netessine & Rudi, 2006). Internet is said to have contributed much to opportunities to 

managing the supply chain. It can connect and share information on a real time basis with 

organizations all over the globe. (Lee, 2002) This as well invites to an Internetwork 

competition and companies must be aware of this strongly emerging phenomenon. However, 

as it invites competition it also invite to increased business integration, management and 

sharing of information across supply chains. (Lambert & Cooper, 2000; Simchi-Levi, 2008) 
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The field of managing information flow has though always been a central part of supply 

chains. Now with the rapid growth of the Internet, information sharing between companies, 

suppliers and even customers has escalated. (Johnson & Whang, 2002 p.413) This change of 

introducing the Internet has even been cited as a radical shift in dominant technologies. 

(Prokesch, 2010) 

Lee (2002, p.105) also suggests that companies moving into new markets or technologies will 

face new challenges and opportunities and must therefore prepare their supply chain for it. 

Lee suggests that to exploit the Internet, companies supply chain strategy should reflect on 

these factors: 

 The supply chain strategy of a company must be customized to the meet their customers 

specific needs. 

 Functional products i.e. products with stable demand and source of supply must not be 

managed as innovative products with unpredictable demand and source of supply. 

 The Internet should be exploited as the powerful tool it is. The internet should be used to 

support a company supply chain strategies. 

 A company‟s supply chain strategy must not be of a “one-size-fits-all or a try-everything” 

concept, this will most likely fail. 

Finally, the cold chain is acknowledged as a challenge for home delivery of groceries 

(Kämäräinen et al., 2001) especially when customers are not at home on delivery. Since home 

delivery not a new phenomenon there have been some attempts to solve this chain. For 

example, Kämäräinen et al. (2001) has introduced theories in of different alternatives for 

receiving goods, in this case receive groceries, one is mentioned as the reception box. It is 

basically that all customers that are receiving and/or want to receive groceries should have a 

reception box where the deliveries can be stored. 

2.4. Summary 

An important era of today‟s society has been acknowledged: the era of the Internet. It has 

given birth to an explosion of new business ideas and opportunities. In addition, as Internet 

businesses i.e. e-commerce businesses has since many years been increasingly important, it 

also exist many definitions of it (Johnsson & Jönson, 2006). A definition is: “an emerging 

http://www.emeraldinsight.com/search.htm?ct=all&st1=Vesa+K%C3%A4m%C3%A4r%C3%A4inen&fd1=aut
http://www.emeraldinsight.com/search.htm?ct=all&st1=Vesa+K%C3%A4m%C3%A4r%C3%A4inen&fd1=aut
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concept that describes the process of buying, selling, or exchanging products, services, and 

information via computer networks, including the Internet” (Turban et al., 2002 p.4). 

2.4.1. E-commerce 

There is said to be a very complex motion to implement e-commerce initiatives and many 

companies have therefore failed. (Turban et al., 2002 p.676) However, the e-commerce trend 

seems to keep growing and can be found in many countries. Not least the U.S. (U.S. Census, 

2012) and the Swedish market (SCB, 2011; Svensk Handel, 2011). In addition, there is seen a 

convincing up-going trend in the US as well as the Swedish and it is predicted to keep on 

rising. 

Since e-commerce is growing, the traditional physical stores may no longer be enough. 

Therefore, changes can be seen in some traditional industries. As many more changes will 

most likely appeared from physical to digital shopping (Rigby, 2011) there is a phenomenon 

called “the chasm” that should be taken in consideration. 

Furthermore, many companies with physical stores are engaging in selling via both physical 

stores and the Internet, the so called “brick-and-clicks” (Turban et al., 2002 p.86). There is 

though a challenge with using multiple channels, namely the channel conflict. 

There is another Internet based company model, the Pure-player (Turban et al., 2002 p.675). 

These are “firms that sell directly to consumers over the Internet without maintaining a 

physical sales channel”. Pure-play retailers also seem to have many challenges. For example, 

profitability challenges.  

As the e-commerce market grows, competition increases and there is seen a significant 

increase of traditional offline retailers entering the e-commerce market (Mahar et al., 2012). 

Regarding competition, there is also said that companies having sustainability as a goal will 

achieve competitive advantage in the future. Being sustainable could result in decreased costs 

and increased profit for a company. (Nidumolu et al., 2009) The economical aspect of 

sustainability will be in focus in this thesis. 

A traditional industry is the grocery industry. It is huge, with a great number of physical 

stores and increasingly using the Internet as a channel (Kämäräinen & Punakivi, 2002). This 

combination of a huge industry and rapid Internet growth has given the supply chain in the 
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industry further complexity. However, within the e-commerce retail industry, there is a strong 

initiative that can be seen: the e-grocery business (Johnsson & Jönson, 2006; Astner, 2010). 

In e-grocery customers‟ orders their products online and in most cases gets it home delivered. 

The initiative of delivering groceries home has, however been tried many times before. 

(Kämäräinen et al., 2001; Senauer, 2001) Now, however the Internet has made grocery 

shopping in general a very simple and convenient task (Astner, 2010; Mahar et al., 2012). 

To reach a decent market share of the vast potential of online grocery, the e-grocery business 

needs to face challenges (Kämäräinen & Punakivi, 2002). For example, typical challenge in 

all businesses is uncertainties. 

As in e-commerce there are two different types of e-grocers. It is the brick-and-clicks and the 

pure-players. Brick-and-click grocery companies have both physical stores and offers web 

oriented stores. Pure-play grocery firms only have the online channel to reach customers. 

Some advantages and challenges were mentioned by the two e-grocers. 

Activity on the Internet, not least through e-commerce and therefore also e-grocery has been a 

vital driver to the interest in another researched topic: Business models.  

2.4.2. Business model 

There is a great deal of literature in the topic of business models. There can even be seen four 

different themes within the topic (Zott et al., 2011, p.1037-1038) Furthermore, researchers 

seem not yet to have come up with a common and globally accepted language of business 

models. Accordingly, some supply chain definitions were shown. 

A definition is “A business model describes the rationale of how an organization creates, 

delivers, and captures value” (Osterwald & Pigneur, 2010, p.14). 

There also seems to be a general confusion of the meaning of the business model concept. For 

example, Business models have also been described as many different things. (Zott et al., 

2011) 

The Canvas business model is well known by researchers as well as practitioners for 

analyzing and designing business models (Osterwald, & Pigneur, 2010). This model will be 

used in the analyze chapter as well. 
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The Canvas model includes 9 segments: Customer Segments, Value Propositions, Channels, 

Customer Relationships, Revenue Streams, Key Resources, Key Activities, Key Partners and 

Cost Structure. 

In addition, to have a successful business model Johnson et al. (2008, p.58, 61-64) suggest 4 

segments that it must include. However, to gain a successful business model companies might 

have to change their current one. It can though be quite difficult to change and/or improve a 

business model. Johnson et al. (2008 p.64-65) therefore suggest five steps to whether a 

company should change/transform their business model. Furthermore, Casadesus-Masanell & 

Ricart (2011) describes three characteristics of a good business model. These five steps and 

three characteristics will also be used in the analysis chapter regarding business models. 

As business models are a significant part of e-commerce companies, another important if not 

crucial part is the supply chain (Manzini & Accorsi, 2012) 

2.4.3. Supply chain 

Supply chain and supply chain management are nowadays widely known terms in the 

academic world (Christopher & Holweg, 2011). There are a great deal of theories and models 

in the supply chain topic. In addition, some definitions were shown. 

A definition is:”a supply chain is defined a set of three or more entities (organizations or 

individuals) directly involved in the upstream and downstream flows of products, services, 

finances, and/or information from a source to a customer” (Mentzer et al. (2001, p.4, p.18) 

A simplified supply chain model was shown, describing the flow of materials and information 

among different entities or enterprises. However, in a world where so much effort and 

importance has been put into supply chain, many have never been in worse shape. (Fisher, 

1997) 

Additionally, there tend to be a mismatch challenge within companies: a mismatch between 

products and the supply chain. To engage this challenge companies can follow Fisher‟s (1997 

p.109) matrix of “Matching Supply Chains with Products”. This by define their product types 

and supply chain priorities and then a company can use the matrix to identify if their supply 

chain strategy is really matching their product types.  

However, companies often tend to be struggling in the upper right (mismatch) corner of the 

matrix. To move away from this upper right corner of the matrix companies obviously needs 
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to go either left or down. Lee (2002) expands this theory by including supply uncertainties. In 

which, Lee describes functional and innovative products, and introduces two supply 

processes. They both mention some interesting characteristics for functional and innovative 

products. 

In any case, managing a successful supply chain is a complex task. In addition, with 

upcoming rate of new products and product variety, it have increased the difficulty and may 

more easily result in higher inventory carrying costs, markdowns and lower profit margins. 

Moreover, Lee (2004, p.1-2) suggests that the best supply chains have three components: 

agile, adaptable and aligned. Lambert et al. (1998, p.15) suggests that to have a successful 

supply chain firms must manage key business processes across members in the supply chain. 

To increase and improve the management throughout the whole supply chain a major 

opportunity has been acknowledged: the way of using the Internet (Geunes et al., 2005; 

Netessine & Rudi, 2006) Lee (2002, p.105) also suggests that companies moving into new 

markets or technologies will face new challenges and opportunities and must therefore 

prepare their supply chain for it.  
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3. METHODOLOGY 

In this chapter the methodology and method choices made in the thesis are described and 

discussed. The chosen approaches will affect both the collection and interpretation of 

information. Accordingly, the chosen methods are described and criticized. 

Methodology is a required and important chapter a thesis. (Collins & Hussey, 2009) The 

chapter describes the methodology and methods that are used in the thesis and therefore is the 

foundation of data collection. The methods should be explained so the reader should get an 

understanding of why those are chosen and are suitable for this particular master thesis. In 

addition, validity, reliability and generalization are important parts of a thesis (Collins & 

Hussey, 2009) and are also to be discussed. 

3.1. Triangulation 

Triangulation is used when handling e.g. multiple sources of data, different research methods 

and/or methodologies. By collecting data through more than one method and/or methodology 

it can result in an overall richer view of the studied phenomenon. (Webb et al., 1966; Collins 

& Hussey, 2009) 

In this thesis, methodological triangulation is used. In other words, “more than one method is 

used to collect and/or analyze the data” (Collins & Hussey, 2009, p.85). In using 

triangulation, it provides a decent way to approach a study from different angles. In this case, 

the thesis is using two methods to collect data. The first method is to collect case study data 

using in-depth, semi-structured interviews. The second method is to collect survey data using 

a questionnaire. With these two methods the thesis can get both qualitative in depth data from 

companies in the grocery basket business and quantitative data from end customers of the 

same business. This will get an enriched view of the business that is studied. For example, the 

interviews data can be collected about how and with what companies are trying to satisfy its 

customers, and the questionnaire data can be collected of what customers really are 

demanding. Combining those data and it can be analyzed what the companies are not and/or 

need to do to satisfy customers demand. In other words, identify challenges that such 

companies should approach and recommendations to satisfy the demand. According to Gable 
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(1994) these two methods could complement each other in their strengths/weaknesses, see 

table 3.1.1. 

 Case Study Survey 

Controllability Low Medium 

Deductibility Low Medium 

Repeatability Low Medium 

Generalizability Low High 

Discoverability High Medium 

Represent ability High Medium 

Table 3.1.1: Strengths of Case Study and Survey (Reproduced from Gable, 1994). 

As seen in table 3.1.1 case study and survey complement each other on many levels, not least 

generalizability. In this case, the low generalizability of case study and interviews can be 

strengthening by the questionnaires high generalizability. 

3.2. Classifying the research 

If a study should be classified according to its purpose it can be conducted as exploratory, 

descriptive, analytical and/or predictive research (Andersen, 1998; Collins & Hussey, 2009). 

Briefly put, the aim of exploratory research is to obtain an insight into phenomena; descriptive 

research aims to describe phenomena; analytical research aims to analyze and understand 

phenomena; predictive research forecasts phenomena. 

According to the purpose of the thesis it could be classified as analytical research. Analytical 

research provides answers to a myriad of how, why and where-related questions of both 

current and future events (Collins & Hussey, 2009; Yin, 2003). The analytical approach is 

suitable because the aim of the thesis is to understand and analyze challenges in the grocery 

basket business. 

3.3. Case study 

This thesis will be conducted as two case studies of different company types in the grocery 

basket business. The first case regards the brick-and-click companies in the business. The 

second case regards the pure-player companies in the same business. Briefly, according to 

Collins & Hussey (2009, p.82) a case study is a “methodology that is used to explore a 
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phenomenon in a natural setting using a variety of methods to obtain in-depth knowledge”. 

This thesis will explore the grocery basket business and obtain depth knowledge from 

qualitative interviews. 

Acknowledge in previous chapters the business of grocery baskets is rather new and there is a 

paucity of earlier research. This contributes to case studies being a suitable approach 

according to Yin (2003), who comments that case studies are a decent approach when there is 

little previous research. Yin (2003) further suggests that case studies are suitable to “how” 

and/or “why” research questions. Furthermore, case studies tend to be used when the 

researchers have little control over events in the research (Ibid). In an academic thesis, one or 

several cases can be chosen (Collins & Hussey, 2009; Yin, 2003). Since this thesis will 

analyze two particular company types in a business, it will use a multiple case study. 

Weaknesses of case studies are that they, in general or always, are biased due to the author‟s 

own influence and the sensitive data selection to draw generalized conclusions from (Yin, 

2003). In addition, Andersen (1998) comments that the case study as a research strategy has 

been accused of providing knowledge with lower validity. A case study can also be very time-

consuming and it may be difficult to decide the scope of the study (Collins & Hussey, 2009). 

Finally, a case study will occur during a particular period of time and it can be difficult to 

understand particular events “without knowledge of what went before and what may follow” 

(Ibid). 

The case study is of a qualitative nature because the emphases of the data collection are 

quality and depth (Ibid). Therefore, the aim of the data collection for the case study was to 

gather as rich and as detailed data as possible. Getting rich and detailed data will ease the 

analytical process, and also assist in the task of increasing understanding (Holme and 

Solvang, 1997). To obtain data semi-structured interviews has been collected. 

3.3.1. Interviews 

“An interview is a method for collecting primary data in which a sample of interviewees are 

asked questions to find out what they think, do or feel” (Collins & Hussey, 2009, p.195). 

When using interviews, questions should be prepared. However, as the interview dynamics 

can change during the procedure it is important to also have open questions (Ibid). With open 

questions, the interviewee can be asked prepared questions but are free to answer them in 

their own words (Weiss, 1995). When open questions are being answered it is then important 
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that the interviewer is directing the interviewee to the topics which matter (Weiss, 1995). As 

interviewers it is also important to be open to phenomena as the interviewee might share 

thoughts and life experience (Silverman, 2004; Kvale, 1997). The information may also be 

confidential or commercially sensitive (Collins & Hussey, 2009) not least because that 

grocery baskets online is a new business area. The interviewee may also be influenced by 

recent events for example positive or really bad news that might bias the interview (Ibid). The 

interviewers must therefore be alert on that these facts may influence the collected data. 

The interviews in the thesis are conducted in a semi-structured basis. The process of getting 

the interviews was: First to send well-structured and pitching e-mails to the selected 

companies in the grocery basket business. The goal of the pitching e-mail was to make the 

correspondent understand that the authors are Master students doing a Master Thesis in their 

business field and that the authors are going to explore this business, which can help these 

companies to gain further knowledge. The companies providing an interview to the thesis are 

the first to get access to the final paper and therefore also our conclusions. In order to 

facilitate for the companies, the authors were also very flexible in time-scheduling. 

Furthermore, the authors put great effort into the interviews because qualitative interviews 

tend to be labor intensive (Weiss, 1995). 

To collect optimal information from the interviews, the interviewer used probes. Probes are 

used to follow-up questions that require the interviewee to elaborate on their initial answer 

(Collins & Hussey, 2009). There are many probes that can be used (Ibid) e.g. to clarify more; 

can you please give an example of this? To get more depth; can you give a more detailed 

explanation? With an interview there is also a possibility to ask complex questions (Ibid). 

Compared to a quantitative survey, qualitative interviews will gain more coherence, depth and 

density of the collected data (Weiss, 1995; Yin, 2011). However, because each qualitative 

interview is expected to give plenty of data, it is likely that the study will rely on a smaller 

sample than a survey (Weiss, 1995). 

The goal of the interviews was to get in-depth and authentic knowledge regarding the thesis 

topic. The authors aimed to have as many interviews as possible in face-to-face meetings, but 

as the companies are scattered all over Sweden some interviews had to be done by telephone 

or video conference. 

All interviews were documented. The documentation was resent to the interviewee so he/she 

could interpret what was documented and edit it, in case of any misunderstandings and 
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confidentialities. Finally, the interviewees resent the edited document back to the authors in a 

shape so that all remaining data in the documents were alright to use in this thesis. 

The case study was conducted through semi-structured interviews including 20 companies in 

the grocery basket business. The interviews are sorted by the date they were collected (the 

first interview is 1 and the last is 20), see table 3.5.2. These interviews are based on the 

interview questions in appendix A. 

Nr Company Interviewed Interview time Interview type 

1 Prioleva AB 1 person (CEO) 1 hour, 5 min. Telephone 

2 GI-Boxen Sweden AB 1 person (CEO) 1 hour, 10 min. Face-to-face 

3 Moderna vardagen AB (Middax) 1 person (CEO) 1 hour, 15 min. Face-to-face 

4 Matkomfort Stockholm AB 1 person (CEO) 1 hour  Telephone 

5 Veckansmiddag Sverige AB 1 person (CEO) 1 hour  Telephone 

6 
ÅT ekologiska råvaror AB 

(Årstiderna Sverige) 
1 person (CEO) 1 hour, 10 min. Face-to-face 

7 Saras Matkasse AB 1 person (CEO) 1 hour Telephone 

8 Middagsfrid AB 1 person (CEO) 1 hour, 15 min. Face-to-face 

9 City Gross Grocery basket 1 person (CEO) 1 hour, 20 min. Face-to-face 

10 Hem till Köket AB 1 person (CEO) 1 hour  Telephone 

11 Middagskorgen AB 1 person (CEO) 1 hour, 5 min. Telephone 

12 Gröna Kassen Sverige AB 2 persons (Co-CEO:s) 1 hour, 10 min. Face-to-face 

13 Company B 1 person (CEO) 1 hour  Telephone 

14 Kocken och Jag AB 1 person (CEO) 1 hour, 5 min. Telephone 

15 Mathem i Sverige AB 1 person (CEO) 1 hour  Face-to-face 

16 KF Näthandel AB (Coop Online)  1 person (CEO) 1 hour, 10 min. Face-to-face 

17 Mat.se AB 1 person (CEO) 1 hour, 5 min. Videoconference 

18 ICA Grocery basket 
1 person (Business 

Manager) 
1 hour Face-to-face 

19 Bra mat Hemma BMH AB 1 person (CEO) 1hour, 10 min. Telephone 

20 Mat och Ro i Kristianstad AB 1 person (CEO) 1hour, 5 min. Telephone 

Total 21 persons 22 h. 5 min.  

Table 3.5.2: Overview of the interviews. 
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3.4. Survey 

A survey includes many methods which focus on collecting quantitative data. Quantitative 

data refers to the people, objects, and specific situations which can be analyzed using 

interpretative methods (Collins & Hussey, 2009). These methods are, for example mail 

questionnaires, postal questionnaires, internet questionnaires etc. (Gable, 1994; Collins & 

Hussey, 2009). A survey is conducted by either primary or secondary data from a sample. A 

sample is “a subset of a population” and a population is “a precisely defined body of people or 

objects under consideration for statistical purposes” (Collins & Hussey, 2009, p.77). In this 

thesis, the sample consists of possible and/or already established end customers of the grocery 

basket business. The survey will investigate customers‟ and future customers‟ views on the 

grocery basket as a product and a service, and can therefore be seen as a descriptive survey 

(Ibid). The survey aims to provide generalizable statements about the sample of a population. 

In addition, surveys could accurately document norms of a population (Gable, 1994). 

However, surveys are inflexible for upcoming discoveries during a study. For example, after 

sending out a questionnaire it is not possible to re-draft the questions. In addition, it can also 

be hard to ask the most suitable questions in the most effective way from the beginning, when 

creating a survey. Furthermore, a survey only collects data from a situation at a specific point 

in time. (Ibid) To get this data an Internet questionnaire has been conducted and the answers 

have been collected. 

3.4.1. Questionnaire 

 “A questionnaire is a method for collecting primary data in which a sample of respondents 

are asked a list of carefully structured questions” (Colllins and Hussey, 2009, p.192). With the 

questionnaire the authors want to find out what the sample thinks and feels about grocery 

baskets in order to help answer the research questions. To get a decent sample the authors got 

help from a consulting firm within statistics. The questionnaire was sent to a sample of 5 000 

current and 5 000 previous university students that is possible future or already established 

customers of the grocery basket business. This sample should therefore represent the 

population of people that are or have been studying on universities in Sweden. An expected 

answer rate should be about 10%, i.e. about 1000 persons, and should therefore be able to 

represent a population for over 1 million people (Colllins and Hussey, 2009). The consulting 

firm also helped in collecting and statistically interpreted the 1000 answers. In year 2012 there 

were about 360 000 students in Sweden (Högskoleverket 2012) and including the 30 000 
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graduates each year, the suggested population should be over 1 million people. Furthermore, 

as the authors of this thesis are students, the questions in the questionnaire may suit other 

students well and it might therefore be some bias in the questions. In addition, the authors of 

this thesis are very positive to the development of the grocery basket business and it might 

therefore be some further bias in the questions towards a positive view on the business. Bias 

was tried to be avoided by presenting the questionnaire to supervisors, contacts at a consulting 

firm, friends and family in order to get feedback and reedit it multiple times before sending it 

out to the sample. 

A questionnaire should start with explaining the purpose of the study to the respondents 

(Collins & Hussey, 2009). Our questionnaire therefore started by showing a cover letter to 

introduce it. It is also decent to test the questionnaire before distributing it (Ibid). With an 

Internet/online questionnaire it is easy and free to email it to potential respondents. In 

addition, it is usually easy to watch and export the collected data to e.g. excel for analysis. 

However, there seems to be two major problems when using questionnaires. Firstly, 

questionnaire fatigue meaning “the reluctance of many people to respond to questionnaire 

surveys because they are inundated with unsolicited requests by post, email, telephone and in 

the street”. Secondly, the concern of how to manage with non-response bias which can be 

present if some questionnaires are not returned (Ibid).  

The questionnaire was started with explaining the purpose of the study to the respondents and 

the questions are thereafter presented in a logical order and are moving from general to 

specific topics. This is called “funneling” and is usually beneficial to acquire decent answers 

(Ibid). Furthermore, the questionnaire first has some classification questions, which “are to 

collect data about characteristics of the unit of analysis”. For example, age, gender, education 

etc. and are usually put in the beginning of the questionnaire. Furthermore, a general rule has 

been to keep it as simple as possible which should be appreciated by the participants 

according to Collins & Hussey (2009). 

In addition, it includes some open and closed questions. Open questions are where 

respondents can give the answer in their own words. Closed questions are where respondents 

can select answers from a number of predetermined alternatives. Closed questions are more 

convenient and are usually easier to analyze, since the range of potential answers are limited. 

However, open questions enable the participant to give deeper and more precise answers in 
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their own words. As open questions are more time consuming they are often very few 

compared to the closed questions. (Ibid) 

Furthermore, there are some multiple choice questions in the questionnaire. “Multiple choice 

questions are those where the participant is asked closed questions and selects his or her 

answer from a list of predetermined responses or categories”. (Ibid, p.201) It may be difficult 

to provide decent and comprehensive choices, and therefore an open question usually follows 

as a complement. The questionnaire questions can be seen in appendix B. 

3.5. Quality of research 

Reliability is one of the aspects of credibility when referring to the findings of the research 

(Kvale, 1997). “It refers to the absence of differences in the results if the research were 

repeated” (Collins & Hussey, 2009, p.64) i.e. the consistency or stability of the results 

(Kelliher, 2005). To make this thesis reliable, it is important that “observations and 

interpretations made on different occasions and/or by different observers can be explained and 

understood” (Collins & Hussey, 2009, p.65). Emphasis of the research must be on 

establishing decent protocols and procedures that can establish authenticity of the findings 

(Collins & Hussey, 2009). In addition, these procedures must be justified in order to achieving 

faithful interpretations (Sandberg, 2005). 

By doing qualitative interviews with open questions there could be a lack of reliability. In 

order to strengthen it, the semi-structured interview questions will be presented in an 

appendix in its original state. In addition, the data collected from the interviews are 

documented in a format with as much quotations as possible and this data are also provided in 

quotations in the thesis. Doing structured qualitative interviews could generate higher 

reliability because it would be easier to reconstruct, but the validity on the other hand would 

then be worse (Collins & Hussey, 2009). 

The thesis will be written so that the reader may easily understand and examine the 

interpretations that have been made. In addition, the answering options of the questionnaire 

have to be as consistent as possible. There may be hard to reconstruct the questionnaire 

findings exactly as before because the participant “may be bored during or there may be 

antagonism” (Collins & Hussey, 2009, p.204). However, by using help from a consulting firm 

within statistics the reliability of the questionnaire can be arguably high. 
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Validity is another of the aspects regarding the findings of the research (Kvale, 1997). It is 

“the extent to which the research findings accurately reflect the phenomena under study” 

(Collins & Hussey, 2009, p.65) or the ability to measure what‟s going to be measured 

(Andersen, 1998). In order to increase the validity of the thesis, the findings should present or 

measure exactly what the research claims it does (Collins & Hussey, 2009). 

The validity of the questionnaire should be arguably high because of using help from a 

consulting firm within statistics to stratify the questionnaire. Moreover, by collection of rich 

and detailed data from interviews the validity should be arguably high. Furthermore, to 

increase the validity of the findings all data from the interviews were arranged to be sent to 

the interviewee for feedback on the interpretation so there have been no misunderstandings. 

Moreover, to maintain validity in the thesis there will be continuous discussions among the 

authors, the supervisor and other academics i.e. the key informants for this thesis as Kelliher 

(2005) suggests. Through this the rhetorical and ethical (Kvale, 1997) structure will also be 

monitored continuously. There is also a usage of quotes as an additional rhetorical tool to 

maintain validity. 

Generalization involves the application of the thesis results to other cases or situations except 

those examined in the study (Kelliher, 2005). Collins & Hussey (2009, p.65) describes 

generalization as; “the extent to which the research findings can be extended to other cases 

(often a population) or to other settings” or in other words whether the results of the study can 

be used for areas outside the research area (Yin, 2003). Even though this thesis consists of 20 

interviews and a questionnaire, it may arguably not be able to conclude any generalizations. 

3.6. Limitations 

A limitation of the thesis is that it is only focusing on the grocery basket companies in the 

Swedish market and will therefore not consider if e.g. international competitors are 

approaching the market. Regarding the supply chain, it is simplified and therefore the thesis is 

limited to not analyze the whole system. Therefore it might not cover if there are other 

possible systems of the supply chain that need have challenges. Furthermore, the thesis is 

limited to focus on the economical perspective and therefore will leave other interesting areas 

e.g. major environmental and social factors, for further research. However, there may be more 

or other factors contributing to a successful grocery basket business for example, food quality. 
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Moreover, the collected empirical data is limited because it will be of companies in the 

grocery basket business and not in other e-commerce businesses that might have some kind of 

interesting solution for e.g. business models and/or supply chains. Finally the thesis is limited 

to a four months period, which does not give the ideal time to make thoroughly research 

compared to e.g. in a PhD project that has a time span of about 5 years.  
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4. EMPIRICAL STUDY 

In this chapter the collected empirical data and findings are presented. The data is collected 

from 20 interviews of companies in the grocery basket business and an end customer 

questionnaire of the same business. 

To gather relevant data for the thesis 20 interviews has been conducted from Swedish 

companies in the grocery basket business and a questionnaire has been sent out and answered 

by 1007 respondents. This data is summed and stated in this chapter. The data regards the 

grocery basket business and will be used in the analysis chapter. 

4.1. General 

The 20 Swedish companies participating in the interviews are first briefly introduced, see 

table 4.1. The data from the 20 semi-structured interviews are then presented. A large extent 

of data was collected, therefore only the most interesting and frequently occurring answers are 

presented. The interview questions can be seen in appendix A. 

Company Description 

 Brick-and-clicks 

1 
Located in Dalarna. They are focusing on groceries and home service and are currently managing 

two grocery basket companies and a physical store.  

9 
Part of one of the four largest grocery companies in Sweden, City Gross, which has many physical 

stores. They are focusing on grocery baskets.  

16 
Part of one of the four largest grocery companies in Sweden, Coop, which has many physical stores. 

They are focusing on groceries and grocery baskets.  

18 
Part of one of the fourth largest grocery company in Sweden, ICA, which has many physical stores. 

They are focusing on grocery baskets.  

 Pure-players 

2 Located in Stockholm and focus on GI grocery pre pared meals.  

3 Located in Uppsala and focus on grocery baskets.  

4 Located in Stockholm and focus on grocery baskets.  
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5 Located in southern Sweden and focus on grocery baskets.  

6 
Located in Stockholm. They are a part of a large grocery company in Denmark, Årstiderna. They 

are focusing on organic groceries and grocery baskets.  

7 Located in western Sweden and focus on grocery baskets. About 40 SEK/meal. 

8 
Located in Stockholm. They are focusing on grocery baskets and were arguably the first grocery 

basket company on the market in year 2007.  

10 Located in Karlstad and focus on grocery baskets.  

11 Located in Kalmar and focus on grocery baskets. 

12 Located in Stockholm and focus on vegetarian grocery baskets.  

13 Located in western Sweden and focus on grocery baskets.  

14 Located in Gothenburg and focus on grocery baskets.  

15 Located in Stockholm and focus on groceries and grocery baskets.  

17 Located in the western Sweden and focus on groceries and grocery baskets.  

19 
Located in Värmland. They are part of Konsum Värmland a part of Coop. They are focusing on 

grocery baskets.  

20 Located in Kristianstad in southern Sweden and focus on grocery baskets.  

Table 4.1: The 20 interviewed companies. 

The interviewees were asked for their thoughts about some general questions about their 

companies‟. The data collected from these questions are presented here. 

Company 19 mentioned: Selling grocery baskets 

 Brick-and-clicks 

1, 9, 16, 18 We are selling grocery baskets 

 Pure-players 

2-6, 7-8, 10-

15, 17, 19-

20 

We are selling grocery baskets 

 2 mentioned: Selling grocery baskets as a compliment 

 
Brick-and-clicks 

16 
We are selling grocery baskets as compliment 

 
Pure-players 

15, 17 
We are selling grocery baskets as compliment 
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 17 mentioned: Owner/founder of the company 

 Pure-players 

1-5, 7-8, 10-

15, 17, 19-

20 

Owner and founder or co-owner and co-founder 

Table 4.2: General data. 

 

Table 4.2 shows that most of the companies are selling grocery baskets. There are however, a 

few companies that sell them as a compliment and one company is only selling single 

groceries. In addition, most of the interviewees are owner and founder or co-owner and co-

founder of their company. 

4.2. Business model 

The interviewees were asked for their thoughts about their companies‟ business model. The 

data collected from these questions is presented here. 

4.2.1. Customer segments 

Company 17 mentioned: Families 

 Brick-and-clicks 

9, 16, 18 Families with children 

 Pure players 

3, 4 The big segment is families with children 

5 All kinds of families, even up to 7-8 persons 

6-8, 11-12, 

14 
Families with children 

10, 15 Mainly families 

13 Main segment is 4-5 person families 

19 Much families with children 

20 The big mass is families with children 

Company 12 mentioned: Two-person households 

 Brick-and-clicks 

1, 9, 16 Two person households 

 Pure-players 

4, 7-8, 11-

14, 19-20 
Two person households 
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Company 4 mentioned: Retirees 

 Pure-players 

4 It is even individual persons who are purchasing e.g. retirees and students 

5 
Have a customer span from those who just moved away from home and are not that good at 

cooking, to retirees up to 90 years old 

13 Retiree couples 

15 Also retirees 

Table 4.3.1: Customer segment data. 

 

Table 4.3.1 shows that most of the companies in the grocery basket business have families as 

their customers. Furthermore many companies also mentioned two-person households as 

customers. There were also a few that mentioned retirees as customers. 

4.2.2. Value proposition 

Company 7 mentioned: Grocery quality 

 Brick-and-clicks 

9 For the price of the grocery basket the quality of groceries are really good 

 Pure-players 

2 

Customers are often „well-informed customers‟ i.e. are aware of decent quality on the groceries. 

We are therefore very responsible and use quality groceries that are often organic and locally 

produced 

5 
Quality, service and choice. We are working with fresh groceries, much organic and locally 

produced 

10 Grocery baskets help customers plan and cook real meals, tasty meals with high quality 

11 We deliver high quality groceries that you can do something fun with 

14 Amazing groceries of high quality 

20 Locally produced groceries. Products with high quality 

Company 
17 mentioned: Customers are saving time/grocery basket release time for 

customers/grocery basket solve time problems 

 Brick-and-clicks 

16 To eat healthy food in less time, saves time 

18 Customers are saving time. They do not need to shop for themselves 

 Pure-players 

3 Grocery baskets enable customers do not have to shop for themselves, which is saving time 

4 
The customer saves time as the groceries are prepared, preplanned, purchased and sent directly 

home 

5 The customers release time by not having to plan and shop for groceries 
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6 Customers are saving time 

10 
It is everyday luxury and saves time. With prepared recipes families do not have to plan the 

work-day meals 

11 
Simplifies life for the customer by not having to go shopping or planning. It releases time for 

the customer 

12 Grocery baskets solve time problems 

13 Time savings is an important value for customers. Customers are saving time 

17 Saving time, it is easier for customers to shop groceries 

19 Inspiration, saves time: don‟t have to plan what to eat, cook and don‟t have to go and shop 

20 The customer saves a great deal of time 

Company 3 mentioned: Grocery basket ease stress in daily life 

 Pure-players 

8 
Grocery baskets remove stress of having to think of what to cook and to plan meals. This 

includes being a good parent, i.e. cook good meals for their children 

10 Helps customers with the stress of daily life, having time to plan and cook meals 

14 
Helps with daily stress. What is to be cooked today, planning, time to pick up children at 

daycare 

Company 2 mentioned: Convenient 

 Brick-and-clicks 

18 It is convenient and simple 

 Pure-players 

14 It is convenient, to avoid planning what to eat and go shopping 

Company 6 mentioned: Grocery baskets simplifies life 

 Brick-and-clicks 

18 It is convenient and simple 

 Pure-players 

5 Grocery baskets simplify the daily life for customers through less shopping and planning 

11 Well-designed and simple recipes 

12 
Grocery baskets help the development of local groceries and that customer can obtain such 

groceries more easily 

17 Simplified meal planning 

19 To teach children to eat food, it is an easier way to follow 

Company 4 mentioned: Eat better 

 Pure-players 

4 
Gourmet meals that are prepared and delivered are better than if an average talented chef would 

have cooked it by himself 

5 Customers get a varied diet and eat better 

8 It is a lifestyle change through cooking and eating better meals 

12 Many starts to eat much better thanks to the grocery baskets 
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Company 6 mentioned: Inspiration 

 Brick-and-clicks 

18 Inspiration 

 Pure-players 

11 We deliver time and inspiration to customers 

13 We deliver variation and inspiration in the daily life 

14 Ease daily life and particularly inspire people 

17 
We create incredible inspiration with recipes and customers can easy solve their weekly 

planning 

19 Inspiration, saves time 

Table 4.3.2: Value propositions. 

 

Table 4.3.2 shows that most of the companies in the grocery basket business offer the value 

that their product saves time for customers. Some companies also mentioned that grocery 

baskets simplify life, provide quality groceries and inspiration to customers. A few mentioned 

that grocery baskets ease stress in daily life, that you can eat better and that it is convenient. 

4.2.3. Channels 

Company 20 mentioned: Homepage, Facebook. Telephone. Email 

1-20 The homepage. Facebook, Telephone, Telephone support and/or call center. Email 

Company 3 mentioned: Twitter and Instagram 

 Pure-players 

6, 11, 14 Twitter and Instagram 

Company 6 mentioned: Google adds 

 Brick-and-clicks 

9 Google adds 

 Pure-players 

2, 5-6, 8, 17 Google adds 

Company 6 mentioned: Mouth-to-mouth/direct contact was appreciated 

 Brick-and-clicks 

9 Mouth-to-mouth or direct contact 

 Pure-players 

2, 5-6, 8, 17 Mouth-to-mouth or direct contact 

Company 6 mentioned: Newspaper 

 Pure-players 

4, 8, 10, 13-

15 
Newspaper or own newspaper 
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Company 3 mentioned: Collaboration with partners 

 Pure-players 

2 GI books 

7 Global knives 

8 Electrolux 

Company 3 mentioned: short message service (sms) 

 Pure-players 

8, 14, 15 Short message service (sms) communication 

Company 9 mentioned: Advertisement 

 Brick-and-clicks 

16 TV 

9, 16 Direct 

 Pure-players 

5-6, 8, 10, 

15 
TV 

5, 10, 15 Radio 

2-7, 15 Direct 

2, 17 Digital boards 

Table 4.3.3: Channels data. 

Table 4.3.3 shows that all of the companies in the grocery basket business use the homepage, 

Facebook and/or telephone communication to reach customers. In addition, a few of them also 

mentioned using Twitter and Instagram. Some companies also mentioned using Google adds, 

newspaper and advertisements such as TV and radio. A few also mentioned mouth-to-mouth 

contact/direct contact, collaboration with partners and short message service (sms) 

communication. 

4.2.4. Customer relationships 

Company 20 mentioned: Telephone, E-mail and/or Facebook 

1-20 Telephone and/or Telephone support. E-mail communication. Facebook. 

Company 5 mentioned: Relations 

 Pure-players 

2 Daily coaching 

10, 19-20 Personal relations 

11 Close relations 

Company 5 mentioned: Direct contact 

 Pure-players 
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7, 12, 15, 

17-18 
Direct contact through e.g. chauffeurs 

Company 3 mentioned: Customer relations cost 

 Pure-players 

7, 10-11 Not so costly 

Table 4.3.4: Customer relations data. 

Table 4.3.4 shows that all of the companies in the grocery basket business use telephone, e-

mail and Facebook to communicate with their customers. Some also mentioned direct contact. 

A few mentioned real types of relations such as personal relations and close relations. The 

few mentioning costs said it was not so costly. 

4.2.5. Revenue streams 

Company 20 mentioned: Paying customers 

1-20 Paying customers 

Company 4 mentioned: Selling to firms 

 Pure-players 

11 Joint venture 

2, 6, 19 Selling some groceries to firms 

Company 4 mentioned: Paying by card or invoice 

 Brick-and-clicks 

16 Customers are paying by card or invoice 

 Pure-players 

9, 14-15 Customers are paying by card or invoice 

Table 4.3.5: Revenue streams data. 

Table 4.3.5 shows that all of the companies in the grocery basket business main revenue 

stream are paying customers. Some also mentioned selling grocery baskets to firms. Some 

mentioned that customers pay by card or with invoice. 
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4.2.6. Key resources 

Company 20 mentioned: Knowledge in the company. Customer support 

1-20 Have some decent knowledge in the company 

1-20 Customer support 

Company 3 mentioned: Organization 

 Brick-and-clicks 

9, 16, 18 Competence and expertise in the organization 

Company 10 mentioned: Self-financed 

 Pure-players 

2, 4-6, 8, 

10-13, 20 
Are self-financed 

Table 4.3.6: Key resources data. 

Table 4.5.6 shows that all of the companies in the grocery basket business mentioned 

knowledge in the company and customer support as key resources.  Many also mentioned that 

they are self-financed. A few mentioned that they have competence and expertise in their 

organization. 

4.2.7. Key activities 

Company 20 mentioned: Distribution. The homepage. Telephone or telephone support 

1-20 Distribution. The homepage is important. Telephone or telephone support to reach customers. 

Table 4.3.7: Key activities data. 

Table 4.5.7 shows that all of the companies in the grocery basket business mentioned 

distribution, the homepage and telephone as key activities they must have. 

4.2.8. Key partners 

Company 20 mentioned: Supplier 

1-20 Some suppliers are key partners 

Company 14 mentioned: Distributors or transport firms 

 Brick-and-clicks 

9, 16, 18 One or more distributors and/or transport firms are key partners 

 Pure-players 

2-4, 8, 10-

11, 13-14, 

17, 19-20 

One or more distributors and/or transport firms are key partners 
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Company 9 mentioned: ICA, Coop, Axfood or Bergendahls 

 Pure-players 

3, 5, 7-8, 

10-11, 14-

15, 20 

ICA, Coop, Axfood or Bergendahls 

Company 3 mentioned: Farmers 

 Pure-players 

1, 5, 7 Farmers are key partners 

Table 4.3.8: Key partners data. 

Table 4.3.8 shows that all of the companies in the grocery basket business mentioned some 

kind of suppliers being key partners. Many also mentioned one or more distributors being key 

partners. Quite many also mentioned wholesalers such as ICA, Coop, Axfood or Bergendahls 

as key partners. A few mentioned farmers as key partners. 

4.2.9. Cost structure 

Company 20 mentioned: Groceries 

1-20 Groceries are the most important cost and most costly 

Company 16 mentioned: Logistic or personnel 

 Brick-and-clicks 

1, 9 Logistic or personnel is the second most important and costly 

 Pure-players 

1-2, 4-6, 8, 

11-15, 17, 

19-20 

Logistic or personnel is the second most important and costly 

Table 4.3.9: Cost structure data. 

Table 4.5.9 shows that all of the companies in the grocery basket business mentioned 

groceries as the most costly and most important cost. Many also mentioned that logistics or 

personnel were the second most costly and most important cost. 

4.3. Supply chain 

The interviewees were asked for their thoughts about their companies‟ supply chain. The data 

collected from these questions are presented here. 
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All 20 respondents mentioned their supply chain and how it worked, se table 4.4.1. 

Company 20 mentioned: Order in homepage 

1-20 Customers order on the homepage 

Company 9 mentioned: Pick and pack in own factory/facility/warehouse 

 Brick-and-clicks 

1 
From our own store/products e.g. meat are bought elsewhere, it goes to our own pick and pack 

place 

9 We pick and pack the groceries at a warehouse 

18 The baskets are picked and packed at a store 

 Pure-players 

4 
We have an exact list on what we need and order products from producers. The products come 

to our factory where they are cooked and packed 

6 
Orders are sent to a central warehouse in Denmark and groceries are sent to 3 warehouses in 

Sweden. We pick and pack there 

15 Groceries are delivered to our warehouse where they are picked and packed 

16 Groceries are delivered to one of our warehouses where they are picked and packed. 

17 
Orders are automatically sent to our suppliers. Suppliers come with groceries on the morning 

and we pick and pack at a warehouse 

20 
We purchase from wholesalers and suppliers. The groceries are delivered to our warehouse 

where we pick and pack 

Company 11 mentioned: Pick and pack in a collaborators warehouse 

 Brick-and-clicks 

9 All groceries come from a Coop Konsum warehouse where we also pick and pack the groceries 

 Pure-players 

3 
We obtain products from a local ICA store or producers/farmers. The baskets are picked and 

packed at our suppliers 

5 
We get an order list which we send to suppliers. Suppliers send groceries to our warehouse at 

our vegetable supplier where they are packed 

10 All groceries come from an ICA warehouse where we also pick and pack the groceries 

11 
Groceries come to a store where we share warehouse, they also pick and pack the grocery 

baskets 

12 Suppliers bring groceries to our warehouse where the groceries are picked and packed 

13 
Have a warehouse at the vegetable supplier where the grocery baskets are picked and packed by 

us 

14 
Groceries are delivered to a warehouse of a collaborative cold car firm. The groceries are 

picked and packed in the warehouse. There is also a kitchen there where sauces can be cooked. 

19 Coop Värmland distributes groceries to us, we pack them. 

 Table 4.4.1: Order, pick and pack data. 
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Table 4.4.1 shows that all of the companies have the homepage as order platform for 

customers. About half of the companies mention that they pick and pick in an own facility and 

the other half pick and pack in a collaborators‟ warehouse. 

Company 3 mentioned: Outsourced distribution 

 Pure-players 

2 We send lists to Dafgård which manages the rest of the supply chain 

10 A distribution firm delivers it to customers 

20 Distributors deliver it to customers 

Company 8 mentioned: Own distribution to customers 

 Brick-and-clicks 

1 We deliver it by ourselves to the customers 

9 
We either distribute it home to customers or the customer can collect it from a vehicle standing 

by one of our stores 

16 We deliver to customers with our vehicles 

 Pure-players 

3 We distribute to customers by ourselves 

5 We distributed to the customers. By doing most of it by ourselves we can keep costs down 

15 Then delivered with our cars to customers 

17 We deliver it home to customers 

19 Some are delivered directly by us to customers and others go by trucks to different provinces 

Company 7 mentioned: Distribution to customers 

 Brick-and-clicks 

9 Deliver it to customers 

18 Gets delivered to customers 

 Pure-players 

4 From the factory it is distributed to the customers 

6 We pick and pack there and distribute it to the customers 

11 From the warehouse it is then delivered to customers 

7 Deliver it to customers 

12-14 It is distributed to customers 

Company 5 mentioned: Costs 

 Brick-and-clicks 

1 The system is working fine but the logistics are costly 

 Pure-players 

4 Especially the last distribution part to customers is costly 

6 It is too expensive 

12 The distribution to customers is heavy. It is half of the cost in the supply chain 

13 Distribution to customers is a big cost 

Table 4.4.2: Distribution and cost data. 
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Table 4.4.2 shows that a few companies have outsourced the distribution of groceries. 

Furthermore, some companies mention that they are distributing groceries by themselves to 

customers and some mention in general that they distribute groceries to customers. A number 

of companies also mention that some costs in the supply chain are big. 

4.3.1. Cold chain 

Company 17 mentioned: Refrigerated boxes, rooms and/or cars 

 Brick-and-clicks 

1 We are using refrigerated boxes and always a refrigerated room where the food is packed 

9 
City Gross has always refrigerated distribution. At stores a truck stands by it, there customers 

can collect their grocery baskets from the refrigerated truck 

16 Have refrigerated cars and refrigerated warehouse 

 Pure-players 

2 
The groceries are stored in a refrigerated storage and transported with refrigerated cars to the 

next refrigerated storage and finally distributed with refrigerated cars to customers 

3 The baskets are packed at our supplier and then delivered in refrigerated cars 

4 
The cold chain is completely intact. Groceries are kept refrigerated in the warehouse of 

Matkomfort. Refrigerated cars distribute it all the way to the customer 

5 Have refrigerated cars distributing the groceries to customers 

6 

There are freezers in all terminals and it is a refrigerated area where the groceries are packed. 

The groceries are packed with ice to keep the temperature. They are distributed in refrigerated 

cars 

7 
Refrigerated packing area at Coop Konsum and the groceries are distributed with refrigerated 

cars 

8 
The only company with exclusively refrigerated trucks to distribute groceries. The cold chain is 

intact. Refrigerated cars cost a lot 

10 
Refrigerated rooms are used in the store where the groceries are picked and packed. Direct from 

the store they go in refrigerated cars directly to the customer 

11 
We are very careful with that the groceries are good and kept within the right temperature. We 

follow up with the customer what temperature the basket had 

12 Have refrigerated cars and distribute with them 

13 
Groceries are transported cold and are packed in cool boxes with ice packs and cooling 

elements. We distribute in regular cars 

15 
Have a cold area for packing. Many refrigerated cars. Groceries are delivered in coolers. There 

are also freezers in the cars 

17 
We have refrigerated cars, freezers and cool boxes, and special boxes with cryogenic fluids. 

Within the picking and packing are there is a large fridge and a large freezer 

19 
We always use refrigerated cars. We deliver groceries in cold bags which are sealed with 

zippers. On the next delivery we collect the empty cold bags 
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20 
Everything is packed in a plus 4 degrees warehouse and is delivered with plus 4 degrees in the 

cars to customers 

Company 5 mentioned: Intact cold chain 

 Pure-players 

5, 14-15, 

19-20 
Have an intact cold chain 

Table 4.4.1.1: Refrigerated boxes, rooms and/or cars and intact cold chain data. 

Table 4.4.1.1 shows that almost all companies use refrigerated boxes, rooms and/or cars in 

handling groceries. In addition, some mentioned that they their cold chain is intact. 

Company 
If no customers are home when groceries are delivered, 9 mentioned: short message 

service, different placement and/or left outside 

 Pure-players 

2 We send a “sms” to the customer that the groceries are at your door 

4 
If the customer would not be at home upon delivery, a “sms” is sent to the customer stating that 

the basket has arrived 

5 

If the customer is not at home on time of delivery, individual solutions are made, where each 

bag could be placed e.g. in a cooler bag and then a “sms” is sent to the customer saying that 

they have received their groceries 

6 If customers are not home the groceries are left outside 

10 
Customers receive a text message an hour before delivery and if they are not home, groceries 

are left outside 

11 
If the customer is not at home, the basket is left outside. If the customer wishes to have the bag 

somewhere else, we can do it. We can also drive to e.g. the workplace if desired 

12 
If the customer is not at home, we have some conditions with the customer to e.g. put it outside 

the door and we also call and sms 

14 
If customers are not home, we call them and place the basket in a different location if the 

customer wants to 

19 
If the customers are not at home, the chauffer calls the customer and agrees on a place to put 

the bag 

Table 4.4.1.2: Actions if customers are not at home. 

Table 4.4.1.2 shows that some companies have routines if the customer is not at home when 

groceries are delivered. For example, sending a short message service before and/or upon 

delivery, rearrange by placing the basket somewhere else or just leave it outside. 
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4.3.2. Different solutions 

Company 7 mentioned: Distribution 

 Brick-and-clicks 

1 You could outsource the distribution 

 Pure-players 

2 
Another solution would be using pickup points, i.e. distribute to a place where several 

customers can collect their baskets 

3 In the cold chain, cooled bags could be another solution 

4 To have gathered distribution points is another 

5 Could outsource the distribution 

´6 Exploiting focal points would be much cheaper 

12 We could buy the entire supply chain service 

13 
We have been contacted by a company that sells a large part of the supply chain. However, this 

would be very costly for us 

14 
Have some ideas on how to reduce logistics costs. For example, if everything would be 

delivered to the same place 

19 We could have our own delivery cars, but cannot finance that 

Company 5 mentioned: Pick and pack 

 Brick-and-clicks 

1 Could pick and pack in a store 

16 
We could manage production in a different way. We could pick more regularly as on an 

assembly line 

 Pure-players 

2 It could possibly be relevant to invest in an own warehouse 

17 Some have invested in various conveyors, but it creates a little less flexibility 

Table 4.4.2.1: Different solutions data 

Table 4.4.2.1 shows that some different supply chain solutions are suggested such as 

outsource the distribution and exploit focal points. Regarding pick and pack, there was 

suggested to e.g. pick and pack in store, invest in an own warehouse and invest in conveyors. 
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4.3.3. Supply chain challenges 

Company 7 mentioned: Logistics 

 Brick-and-clicks 

18 The entire logistics unit, pick and pack, keeping rules, etc. is a challenge 

 Pure-players 

2 
The challenge is to get higher volumes. The more stops per area the better. We are currently 

tied up to a single producer 

3 It is a very logistically based business 

4 
We could have permanent distribution points, but it would then require that larger volumes 

were delivered i.e. more customers in the same place 

5 
It could be a problem to expand to places that are far away. It may then be necessary to change 

packing sites and it could be long-distance transports 

6 It costs too much, which means that it is not profitable to deliver to smaller towns 

7 
The cost aspect, it costs too much. For example, vehicles that are rolling two out of seven days 

a week is not optimal 

Company 2 mentioned: Time frame 

 Pure-players 

4 In groceries, there are small time margins 

8 Many customers want tighter delivery time frames 

Company 2 mentioned: Profitability 

 Pure-players 

10 
Have low profitability right now. The profitability is a problem, to get it all working. 

We do not have enough customers to get a decent profitability 

13 
We are at that stage now with too poor profitability and turnover, and are therefore very 

dependent on our own labor input 

Table 4.4.3: Supply chain problems data 

Table 4.4.3 shows supply chain problems. For example, some companies mentioned logistic 

problems such as that they need higher volumes and/or need more customers in the same area. 

Furthermore, a few mentioned a tight time window and low profitability as problems. 

4.4. The future 

The interviewees were asked for their thoughts on the future of their company and the 

business. The data collected from these questions are presented here. 
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4.4.1. Future development 

Company 6 mentioned: No supply chain development 

 Pure-players 

6 
The next few years there will be the same supply chain, if not the geographical growing ability 

will be solved 

11 We will have the same supply chain so the customers can be safe 

12 Do not really have any development in the supply chain 

13 Nothing major will change. Want to decrease costs and become more efficient 

15 We are quite satisfied as it is at the moment, but want to increase some efficiency 

20 No direct development in the supply chain at the moment 

Table 4.5.1.1: Future supply chain development. 

Table 4.5.1.1 show that interviewed companies will not develop their supply chain at the 

moment. 

Company 16 mentioned: Product focus or development 

 Brick-and-clicks 

1 We might introduce some new products 

9 There will come more product types 

16 
The best with our basket is that it is one of the most flexible on the market. It comes in three 

different types for 2-6 persons 

18 
You need to find something that makes you unique in products. We have found some possible 

ways forward 

 Pure-players 

2 We should possibly create a traditional grocery basket with GI focus 

3 There is a possibility to do e.g. a basic basket with diapers etc. 

5 
We are continuously trying to develop our services. Now we have many different baskets and 

there are more plans to keep developing them 

6 A new product is on the way 

8 
We have the widest product offering in Sweden. We have e.g. the 5 days basket, 3 days basket, 

breakfast basket etc. We also have our own brand which we might develop with more products 

10 Develop more services. For example, that the customer can order by sms 

13 We are looking into creating some more baskets or maybe change the one we have now 

14 We want to develop more products 

15 You should never be satisfied with the product range. We will develop more baskets 

17 New products and new segments all the time 

19 
In November we started with company breakfast. Now we also have some additional products 

that you may purchase e.g. a vegetable basket 

20 Tries to find new products all the time to reach out to customers 
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Company 7 mentioned: Expansion 

 Brick-and-clicks 

16 We have intentions to reach out nationwide 

18 Our ambition is to grow significantly 

 Pure-players 

2 We want to expand abroad 

3 We want to expand the distribution to a wider area 

4 We are careful with expansion of the geographical area. It should be fun to expand abroad 

5 Want to expand to more areas in Sweden 

6 We are hoping to grow fast and strong 

Table 4.5.1.2: Future product development and expansion. 

Table 4.5.1.2 shows that many companies mentioned something about developing new 

product(s). Some also mentioned expansion e.g. in more areas in Sweden or abroad. 

4.4.2. Resources for future development 

Company 6 mentioned: Low financial resources 

 Pure-players 

3 Not much financial force at the moment 

7 What is missing is capital 

10 No financial force 

11 Do not have  that much investment capital 

12 There are some financial resources 

13 We have limited financial resources 

Company 4 mentioned: The have financial resources 

 Pure-players 

4 If there is a need for financial investments we will invest in it ourselves 

14 We can finance ourselves 

15 Have financial resources 

20 We have had a decent profit for some years and therefore have some financial resources 

Table 4.5.2.1: Financial resources for future development. 

Table 4.5.2.1 shows that some companies have low or not much financial force. However, 

there is also shown that some do have enough financial resources. 
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Company 15 mentioned: Expertise and/or knowledge 

 Brick-and-clicks 

9 Have a development department and logistic department with much knowledge 

16 
We are part of a large company. Regarding economy, we have a central organization that is 

taking care of a lot 

 Pure-players 

2 The current staff is important. Have collaboration with the distributor and producer 

3 Have some knowledge and expertise in the company 

4 There is knowledge and labor force within the company 

5 Have some decent expertise close at hand 

8 We have the longest and most extensive experience of the grocery basket concept 

10 Some knowledge exists 

12 Have learned a lot during this year and gained a great deal of knowledge 

13 We have time and knowledge 

14 There is a great deal of knowledge and skills within the grocery industry that can help us 

15 Have knowledge 

17 Have expertise within e.g. IT, advertisement and logistics 

19 Get much knowledge from our partnerships 

20 Experience is important 

Table 4.5.2.2: Expertise and knowledge for future development. 

Table 4.5.2.2 shows that many companies believe they have expertise and/or knowledge 

within their company.  

4.4.3. Long term development of the company 

Company 20 mentioned: Turnover, customers, profit margin 

1-20 The turnover, number of customers and profit margin will grow 

Company 16 mentioned: Increasing turnover 

 Brick-and-clicks 

1 The turnover should be doubled 

9 Want to double the amount of customers to year 2015 

 Pure-players 

2 We will grow and would like to double the turnover in 2 years 

3 We will double the turnover in 2013 

4 We want to double the turnover in 3 years 

6 
Believe we can be much bigger. Might not double the turnover in 2 years but there is a great 

potential to grow in the business 

7 We will grow, at least to the double in the next year 
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8 A 5 times higher turnover in 5 years would not be that remarkable 

10 We aim to have four times the turnover. Maybe double it in half a year 

12 Want to double the turnover this year 

13 We have to increase the turnover by 1000% percent 

14 We are aiming to double the turnover in year 2015 

15 We have grown 10 times since we were Netxtra 

17 We have a huge development need. In 2 years we will probably be 16 times as big 

19 We might double the turnover in 2 years 

20 Five years plan to double the turnover 

Table 4.5.3.1: Future development. 

Table 4.5.3.1 shows that all companies believe in an increase in turnover, number of 

customers and profit margin. In addition, many companies believe in at least doubling the 

turnover in a near future. 

Company 11 mentioned: Specifics in profit margin 

 Brick-and-clicks 

1 The profit margin should be about 12% 

9 The grocery basket has a higher profit margin than 3% 

16 
In general this is a low profit margin business. An efficient physical store is more efficient than 

an online store 

 Pure-players 

2 We want to keep the profit margin on 20% 

3 We have a quite decent profit margin, about 6% 

4 The profit margin will also increase 

6 The profit margin should also be increased. It is a challenge to be profitable today 

13 Would want to have a profit margin of at least 10% 

14 
We want to increase the profit margin as it is quite low right now. The grocery basket profit 

margin might go up to about 4-6% 

19 The profit margin will be better. 10% would be decent to have 

20 The profit margin should be at least 10% in the market we are in, but that is difficult 

Company 10 mentioned: Customer relations 

 Brick-and-clicks 

9 We will keep developing customer relations 

 Pure-players 

4 We are getting closer and closer all the time. We hope the customers will be even more faithful 

6 We want to be better in customer relations 

10 We have decent customer relations 

11 Want to keep close relations to our customers 
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12 Want to maintain the customer relations even if we are growing 

13 
Will change the relation to customers. We have to talk directly to them, have to meet them 

more 

14 
Want to maintain our customer relations. We have customer activities and even personal 

training. We want to maintain customers as close as possible 

19 We are aiming on maintain our customers in long term 

20 We try to develop our relations to customers 

Table 4.5.3.2: Future profit margin and customer relations. 

Table 4.5.3.2 shows that many companies want to have a higher profit margin or at least more 

than 3 percent, but preferably about 10 percent. 

4.4.4. Long term development of the business 

Company 20 mentioned: Growing business 

1-20 The business will keep growing 

Company 12 mentioned: Tougher business competition 

 Brick-and-clicks 

9 Some new companies will probably enter 

16 Many small companies will have difficulties 

 Pure-players 

2 The overall competition in the business is high, but there is not much in the GI niche 

5 There will be more players for some more years. It will also be tougher for the players 

6 Believe few grocery basket companies will survive. The current model is not sustainable 

7 The competition will increase and some will be forced out 

11 Believe that some companies will be forced out 

13 It feels like the competition is getting tougher all the time 

14 
There will probably come something new and innovative that has grocery baskets as a 

complement 

17 There is a great deal of competition because of the big grocery companies 

19 Believe that some smaller companies will be forced out 

20 
We like competition, if you compete on the same conditions. There will be some rough 

competition ahead 

Company 5 mentioned: Stabilized competition 

 Pure-players 

1 The number of companies will not change 

8 
Right now there seems to be stabilization in competition. Probably because the larger grocery 

companies in Sweden entered the business 

10 
Don‟t believe there will be more competition; the market is quite full now. There might come 

someone with something innovative 
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12 There is not much competition as we are so niche 

15 There are no direct competitors except the regular grocery stores 

Table 4.5.4: Future development of the business. 

Table 4.5.4 shows that all companies believe that the business will continue to grow. There is 

also shown that many companies believe that the competition will be even tougher in the 

future. However, some companies believe the competition is stabilized. 

4.4.5. Environmental factors 

Company 16 mentioned: Environmental factors 

 Brick-and-clicks 

1 Believe it reduces emissions compared to customers going out to shop for themselves 

 Pure-players 

2 We are working with using more environmentally friendly vehicles 

3 
Emissions is reduced by that one vehicle is delivering groceries directly home to many 

customers at one time and therefore customers do not have to go shopping for themselves 

4 

It reduces the number of food miles. For example in the case that you deliver to 1000 

households with 10 vehicles instead of 1000 households taking their vehicles to a store and 

back again 

5 

The drivers are following well planned routes, which in itself reduces emissions. They also 

drive groceries to many customers with one vehicle, which is an improvement compared to all 

customers driving to the store many times a week 

7 
It is an improvement that individuals do not have to drive with their own vehicles to shop for 

groceries. The distribution is also more effective due to well-planned routes 

8 

More environmentally friendly, because families do not have to go to the store themselves. The 

largest environmental saving is that we choose eco-friendly groceries to our customers. 

Families can reduce up to 55% of carbon dioxide emissions from our groceries 

10 
It is more environmentally friendly that one vehicle drives to many places at the same time. 

Furthermore, less groceries are wasted 

11 

Our grocery baskets are developed so that when the week is over there are no groceries left. 

Nothing should be thrown away. We also plan our baskets according to the season so that the 

groceries do not have to travel far 

12 

Waste of groceries is reduced in households, in particular fruit and vegetables, which are huge 

parts of the waste in a household. It also reduces waste compared to having groceries in stores 

because we do not have to stock groceries and therefore it is no waste 

13 

There are less food miles with groceries. Customers do not have to go to the store as often. It is 

better that one vehicle transports to many households in one area than if all households should 

go to the store. The households also waste less groceries 
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17 
Households reduce waste of groceries. There is also a great deal of waste in stores e.g. meat 

which is not bought becomes bad 

19 Customers do not have to go and shop that often. It also decreases the waste of groceries 

20 A regular family does not have to go to the store. It also decreases the grocery waste 

Table 4.5.5: Environmental factors. 

Table 4.5.5 shows that many companies believe that grocery baskets can lower emissions. For 

example, one vehicle delivers groceries too many individuals instead of that each of them 

takes their own vehicle to a store. Furthermore, many companies believe that grocery baskets 

reduce food waste since the groceries are well planned to be just enough to the meals. 

4.5. Challenges 

The interviewees were asked for their thoughts on what risks and problems their company and 

the business were facing. The data collected from these questions is presented here. 

4.5.1. Risks 

Company 7 mentioned: Quality of groceries 

 Pure-players 

4 The biggest risk is the grocery quality. We have controls on the quality 

6 There is a low awareness of organic groceries in Sweden compared to e.g. Denmark 

7 
Should be bad for the business if a new competitor should enter and behave badly, with e.g. low 

quality groceries. Then the faith in the business would be shaken 

8 Could be an actor that behaves badly. In that case it would hurt the whole business reputation 

10 
There is a risk that people with low knowledge in quality of groceries do a grocery basket and 

miss out of e.g. the quality and the cold chain. This would damage the business reputation 

11 
Is a risk that some company misbehaves with the quality of groceries and therefore hurts the 

whole business 

20 It‟s a risk if companies start to dump prices and compromising on the quality 

Company 10 mentioned: Competition 

 Brick-and-clicks 

9 There is always a threat with more players 

 Pure-players 

3 There is a risk that competitors come up with something new that is impossible to compete with 

4 Competition is another risk 

7 There is tough competition 

8 
Those companies that have risk capital in their back can afford to make losses a long time, 

which we cannot 
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11 To get run over by competitors 

12 Some players will disappear. It is a risk that you will go with them 

13 Competition is the major risk because of the big grocery companies 

14 
There is too many in the business right now. All the big players are investing in a lot of 

advertisement and the smaller companies might get forgotten. It is a tough market 

20 We can‟t match the big ones e.g. City Gross. We are too small and have to differ from them 

Company 7 mentioned: Technical risks 

 Brick-and-clicks 

9 Technical risk with for example the banks.  That the payment systems are down 

16 Technical disruptions are big risks 

18 Some general risks are that; the Internet/homepage might not work properly and the 

payments are not working properly 

 Pure-players 

2 Is a risk is that the technology should crash. For example, there are transaction risks that 

payments won‟t go through 

11 That something would happen with the computer system, we are very dependent on that 

19 We are very dependent on the website 

20 The homepage is important. About 95% of the orders are done there 

Table 4.6.1: Risks. 

Table 4.6.1 shows that some companies see risk in the quality of groceries. For example, that 

some actor might misbehave with quality and therefore smear the whole business. Some 

companies say that competition is a risk itself. Some technical risks were mentioned, such as 

that the homepage should not work and therefore customers wouldn‟t be able to order. 

4.5.2. Manage risks 

Company 6 mentioned: Manage risks 

 Brick-and-clicks 

16 IT support all hours a day 

 Pure-players 

5 
It is important to discuss risks. Try to analyze risks before they occur and have decent safety 

margins. Important to have decent controls on grocery quality 

11 You have to have backup and support 

12 Have e.g. backup for the homepage etc. 

14 Have a small plan for e.g. if the homepage should go down etc. 

20 We have continued meetings where we discuss such questions 

Company 8 mentioned: No plan for managing risks 

 Brick-and-clicks 

1 There is no direct plan for managing risks except for the cold chain 
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 Pure-players 

2 
We are very close to our producer and therefore have decent control. We have continuously 

reconciliations in the warehouse 

3 
We are trying to follow the business. For example, we are keeping our eyes open for changes 

among competitors 

5 Do not have a direct plan, because we do not see any concrete risks 

10 No actual plan for managing risks. Not in focus at all. We are a small company 

12 Do not have any direct plan for managing risks 

13 We take it as it comes. No developed plan 

19 No plan. Is there a crisis we handle it when it occurs. 

Table 4.6.2: Manage risks. 

Table 4.6.2 shows that some companies are managing risks or at least discuss it. Other 

companies mentioned that they did not actually have a plan for managing risks. 

4.5.3. Problems 

Company 5 mentioned: New customers 

 Pure-players 

2 It is a high cost to obtain new customers 

3 It can also be difficult to retain new customers 

10 
We want to reach out to more customers. It is difficult to find new customers. It is difficult and 

expensive with advertisement 

13 It is difficult to obtain, attract and reach out to new customers 

14 Luxury problems. To obtain new customers 

Table 4.6.3.1: New customer problems. 

Table 4.6.3.1 shows that some companies mentioned obtaining new customers as a problem. 

Company 10 mentioned: Variation and/or flexibility 

 Brick-and-clicks 

9 
It is difficult to have more product types to adapt to customer demand. They want different 

things 

16 
It is becoming more important for customers to contact the company and make demands. This 

type with recipes is decent for the people who want others to decide what they should eat 

 Pure-players 

2 

It is a threat to the business that the product range will get too wide. Today many are offering 

many different products e.g. 5 days basket, 3 days basket etc. to fill the demand of customers. 

However, the system is built on a standardized basket i.e. the same basket for all customers. If 

it becomes unique with much variation the costs will rise 
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3 It is difficult to know what the customers want 

4 There is a limitation that customers cannot cook exactly what they want 

5 
It is difficult for grocery basket companies to adapt to having more and different baskets to 

satisfy the customer needs 

10 
It is difficult for the customer to choose among the grocery basket companies. There are also 

many different products 

15 You want to choose as a customer 

17 It is a huge potential in the IT world to be flexible in the offerings and help customers to shop 

20 The customer should really want to choose freely 

Company 9 mentioned: Customers changing grocery basket company 

 Brick-and-clicks 

9 
Right now about 50% of the customers are dropping out after one month. About 30% comes 

back and about 20% change around and test different baskets 

18 
It is important to have a flow of new subscriptions because people are quitting the 

subscription 

 Pure-players 

4 Many customers are changing around and test different players 

11 
All customers are changing around among and testing different grocery baskets. They tend to 

get tired after a while because it is monotonous 

12 Customers change among grocery basket companies and test them 

3, 15 Customers are changing around and test many different grocery basket companies 

19 Believe that many customers are changing among companies: people want to test 

20 No customer wants to subscribe with the same grocery basket company for a year 

Company 7 mentioned: Competition in the business 

 Pure-players 

2 
There is fierce competition. The wholesalers that many grocery basket companies are 

purchasing groceries from are entering the business 

3 It will be a challenge to keep following the development of competition 

4 Could be overcrowded. The strongest will survive 

12 That there is many players is a problem 

13 It is obvious that some small companies will be forced out 

14 
The business has grown tremendously and has about 60 players. The problem is that you are 

one in the mass 

20 
There is a great deal of competition. It is quite overcrowded. Even some of the large grocery 

companies have entered the market 

Table 4.6.3.2: Variation, change and competition problems. 

Table 4.6.3.2 shows that many companies mentioned variation and/or flexibility as a problem. 

In other words, customers want to choose more freely and companies must try to enable this. 
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Many also mentioned that customers are switching between the companies. Some also 

mentioned that tough competition in the business is a problem.  

Company 5 mentioned: Profitability 

 Pure-players 

2 
Profitability will be a major problem for the pure players when the big players enter the 

business 

6 
Profitability is a problem. It is a major challenge to earn profit because of an expensive supply 

chain 

7 The profitability is a problem. The profitability must be arranged for everyone 

13 There is a profitability problem for many players 

19 There is not that big margin on the baskets. We are quite price sensitive 

Company 4 mentioned: Finance 

 Pure-players 

3 It  is scarce of capital for e.g. advertisement 

6 Financially all grocery basket companies have too high logistic costs 

7 We have no risk capital in our back. We have to finance everything by ourselves 

14 It is a challenge to grow without having any risk capital 

Company 4 mentioned: Logistics 

 Brick-and-clicks 

9 
It will be a challenge to enter new locations. We want to enter all locations where we have our 

physical stores in Sweden in 2013 

 Pure-players 

6 To sell more in certain areas, but it is difficult 

14 
To get the logistics right and being able to grow in the area. We cannot deliver to one person in 

a new area. The logistics is difficult 

17 
There is not a good enough logistic system to deliver on evenings. For example, refrigerated 

cars are adapted to deliver on early times of the day 

Table 4.6.3.3: Profitability problems. 

Table 4.6.3.3 shows that many companies see profitability as a problem. Some mentioned 

financial problems e.g. too high costs or no major financial support, while others mentioned 

logistics problems such as expanding sales to more areas. 
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4.6. End customer questionnaire 

To bring more light on how (potential) customers view the e-commerce grocery basket 

business, we sent out an Internet questionnaire to 10000 persons (5000 students and 5000 

alumni), with the help from a consulting firm within statistics. A total of 1007 persons 

answered the questionnaire: 647 students and 360 alumni. The questions in the questionnaire 

can be seen in Appendix B. All answers are summarized and showed in percentages in figures 

4.1.6-4.1.12. 

 

 

Figure 4.1.6: Money spending on groceries per month, per person. 

Figure 4.1.6 shows that about half the sample answered that they are spending 1001-2000 

SEK on food each month and about 20% that they spend 2001-3000 SEK. 
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Figure 4.1.7: Time spending on planning, shopping and cooking per month. 

 

Figure 4.1.8: Have ordered grocery basket/know someone that has done it. 

 

Figure 4.1.9: General opinion on the ordered grocery baskets. 
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Figure 4.1.10a: Student opinion of grocery baskets properties. 

Alumni 

 

Figure 4.1.10b: Alumni opinion of grocery baskets properties. 
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Figure 4.1.11: Missing functions or feature of grocery baskets. 

 

Figure 4.1.12: The need for grocery baskets. 
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Answers Where should the grocery basket be delivered 

612 of 1007 
 

213 of 612 (35%) 

mentioned 
Nearest supermarket, local store, gas station or post office. 

122 of 612 (20%) 

mentioned 
Workplace or university campus area. 

245 of 612 (40%) 

mentioned 
Only home. 

Table 4.1.13: The open questions in the Internet questionnaire. 

4.7. Summary 

Most companies are selling grocery baskets. There is, however, a few of them that sell 

grocery baskets as a compliment and one company is only selling single groceries. 

4.7.1. Business model 

There is shown that most of the companies have families as their main customers. However, 

many also have two-person households as customers.  

Most of the companies offer the value of saving time for customers. Some companies offer 

value of simplifying life, provide quality groceries and inspiration to customers. A few also 

offer the value of easing stress in daily life, that you may eat better and that it is convenient. 

All companies use the homepage, Facebook and/or telephone communication to reach 

customers. Twitter and Instagram was also mentioned by some. Google adds, newspaper and 

advertisements such as TV and radio seems also to be used by some. 

To establish and keep relations, all companies use telephone, e-mail and Facebook to 

communicate with their customers. Some also mentioned direct contact. The few types of 

relations that were mentioned were: personal relations and close relations. 

The main revenue stream of the companies is paying customers. Some also mentioned selling 

grocery baskets to firms. This is mainly purchased by card or with invoice. 

Main key resources mentioned by all companies are knowledge in the company and customer 

support. Here many also mentioned that they are self-financed. 
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Distribution, the homepage and telephone was mentioned by all as key activities the 

companies must have. 

Some kind of supplier was mentioned by all companies to being a key partner. Many also 

mentioned one or more distributors being key partners. Quite many also mentioned 

wholesalers such as ICA, Coop, Axfood or Bergendahls being key partners. 

Groceries were mentioned to be the most costly and most important cost. Many also 

mentioned that logistics or personnel were the second most costly and most important cost. 

4.7.2. Supply chain 

All companies are having the homepage as order platform for customers. About half of the 

companies mention that they pick and pick in an own facility and the other half pick and pack 

in a collaborators warehouse. A few companies have outsourced their distribution of 

groceries. Furthermore, some companies mention that they are distributing groceries by 

themselves to customers. It was also mentioned that some steps in the supply chain is 

expensive. 

Almost all companies are using refrigerated boxes, rooms and/or cars in handling groceries. In 

addition, some mentioned that their cold chain is intact. Some companies have routines if 

customers are not at home when the groceries are delivered.  

Different supply chain solutions suggested were: outsource the distribution, exploit focal 

points, pick and pack in store, invest in an own warehouse and invest in conveyors. 

A couple of companies mentioned logistic problems such as that they need higher volumes 

and/or need more customers in the same area. A few also mentioned a tight time window and 

low profitability as problems. 

4.7.3. Future 

Some companies mentioned that they will not develop their supply chain at the moment. 

However, many companies mentioned something about developing new product(s). Some 

also mentioned expansion e.g. in more areas in Sweden or abroad. 
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Several companies have low or not much financial force. However, there is also shown that 

some does have decent financial resources. In addition, many companies believe they have 

expertise and/or knowledge within their company.  

All companies believe in an increasing turnover, number of customers and profit margin. 

Many companies even believe in doubling the turnover or even more in a near future. In 

addition, there is shown that many companies want to have higher profit margin or at least 

more than 3 percent but preferably about 10 percent. 

All companies also believe that the business will continue to grow and many companies 

believe that the competition will be even tougher in the future. However, a few companies 

believe the competition is stabilized. 

Many companies believe that grocery baskets can lower emissions. Furthermore, many 

companies believe that grocery baskets reduce food waste.   

Some companies see risk in the quality of groceries, competition and some technical risk. 

Moreover, some companies mentioned that they are managing risks or at least discussing it. 

However, unexpectedly many companies mentioned that they did not actually have a plan for 

managing risks. 

Some companies mentioned obtaining new customers as a problem and many companies 

mentioned that variation and/or flexibility is a problem. Several also mentioned that 

customers are switching between the companies. Other problems mentioned were: 

profitability, financial and logistic problems. 

4.7.4. Customer view 

About half the Internet questionnaire sample answered that they are spending 1001-2000 SEK 

on food each month and about 20% that they spend 2001-3000 SEK.  

On (a scale 1-5 of importance, 5=very important) lower grocery costs through reduced waste 

in the home, fewer spontaneous purchases, fewer purchases from restaurants/cafes/kiosks,  

about 45% answered 5, 30% answered 4 and 15% answered 3. This means that a total of 

about 90% answered that lower grocery costs through reduced waste in the home, fewer 

spontaneous purchases, and fewer purchases from restaurants/cafes/kiosks were important. 



84 of 123 

 

Furthermore, about 10% had ordered a grocery basket and about 40% know someone who 

has, so at least 50% of the population should know about grocery baskets. Of the 50% that 

knows about the grocery baskets, 30% was very positive to it and 58% was fairly positive. 

About 35% answered that the need for grocery baskets was very big or fairly big, about 35% 

answered that it was fairly small and 8% that it was very small. 

Regarding flexibility on a scale 1-5 of importance (5=very important), about 40% answered 5, 

30% answered 4 and 20% answered 3. This means that a total of about 90% answered that 

flexibility of grocery baskets was important. 

Regarding time-efficient and easy preparation of meals (hours are saved every day), about 

32% answered 5, 33% answered 4 and 20% answered 3. This means that a total of about 85% 

answered that time-efficient and easy preparation of meals was important. 

Regarding Eco-friendliness, delivering locally produced/organic groceries from quality 

assured suppliers, about 35% answered 5, 30% answered 4 and 20% answered 3. This means 

that a total of about 85% believe that Eco-friendliness, delivering locally produced/organic 

groceries from quality assured suppliers was important. 

Regarding high nutrition, high-quality groceries, leading to health and better performance, 

about 50% answered 5, 33% answered 4 and 12% answered 3. This means that a total of 

about 95% answered that high nutrition and high-quality groceries, leading to health and 

better performance, was important. 

What was seen to be negative with grocery baskets was that they were not that innovative, 

they were too expensive, and that much fascination with meals are lost as groceries are being 

sent directly home.  

Most beneficial with grocery baskets was that they are convenient, easy and saves time, that 

they contain healthy groceries of high quality and that they are good for the environment. 
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5. ANALYSIS 

In this chapter the findings are analyzed in relation to the literature review. The findings are 

analyzed according to two different types of companies in e-grocery: brick-and-clicks and 

pure-players. 

As literature has been reviewed and data have been collected these should be combined into 

an analysis. In this chapter the authors will therefore, analyze the data gathered from 

companies in the grocery basket business in relation to the literature of previous research.  

Accordingly, the analysis chapter will follow the structure of the literature chapter i.e. e-

commerce, business models and finish in the topic of supply chains. 

5.1. E-commerce 

Undoubtedly, the Internet has had an important impact on our modern society. It has opened 

for an explosion of new business ideas and possibilities (Kumar et al. 2012) but also many 

new challenges. In addition, thousands of companies are now using the Internet as a channel 

to communicate with customers and to sell products. 

In the Internet based market called e-commerce, there are generally two different types of 

companies: the brick and mortar online grocers „brick-and-clicks‟ and the „pure-players‟ 

(Turban et al., 2002; Laudon & Traver, 2007; Shenkan and Shi, 2009). The brick-and-click 

grocers have both physical stores and an online, web based, channel to reach customers. The 

pure-play grocers do not have any physical stores and is only web oriented, see table 5.1.1. 

The two e-commerce and e-grocery players 

 Brick-and-clicks Pure-players 

Physical store(s) Yes No 

Online store(s) Yes Yes 

Table 5.1.1: E-commerce and e-grocery players. 

Acknowledged in the findings, the grocery basket companies can easily be divided into these 

two types of companies. In table 5.1.2 the grocery basket companies are sorted by brick-and-

clicks and pure-players. 
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Nr Brick-and-click companies Nr Pure-play companies 

1 Prioleva AB 2 GI-Boxen Sweden AB 

9 City Gross Grocery basket 3 Moderna vardagen AB (Middax) 

16 KF Näthandel AB (Coop Online) 4 Matkomfort Stockholm AB 

18 ICA Grocery basket 5 Veckansmiddag Sverige AB 

  6 ÅT ekologiska råvaror AB (Årstiderna Sverige) 

  7 Saras Matkasse AB 

  8 Middagsfrid AB 

  10 Hem till Köket AB 

  11 Middagskorgen AB 

  12 Gröna Kassen Sverige AB 

  13 Company B 

  14 Kocken och Jag AB 

  15 Mathem i Sverige AB 

  17 Mat och Ro i Kristianstad AB 

  19 Bra mat Hemma BMH AB 

  20 Mat.se AB 

Table. 5.1.2: Brick-and-click and Pure-play grocery basket companies. 

Shown in table 5.1.2 most of the companies in the grocery basket business are pure-players. 

The brick-and-click companies are mostly well established grocery companies with many 

stores, with the exception of Prioleva AB that has one store. Furthermore, acknowledged in 

the findings most pure-players have collaboration with one or more of these well-established 

grocery companies. 

In line with Johnson & Whang (2002), U.S. Census (2012), SCB (2011) Svensk Handel 

(2011) and Rigby (2011) the findings shown that almost every grocery basket company 

believe that their business will grow, i.e. the e-grocery business will keep to grow. There was 

even some that mentioned that they were going to or wanted to expand. In addition, in line 

with Kumar et al. (2012) the findings show that the traditional grocery industry companies in 

Sweden e.g. ICA, Coop and City Gross are joining the e-commerce market. Seen in the 

findings all three of them are selling grocery baskets online. This could be an initiation from 

the traditional grocery companies to cross the chasm (Moore, 1991, p.139) in which they have 

to alter their safe traditional market and find a place on the internet based e-commerce market. 

As these companies are joining the grocery basket business and becoming brick-and-clicks, 

they can take advantage of their already strong brand name, big customer base, established 
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warehouses, established distribution, and an already trained staff. As Tesco previously have 

done (Laudon & Traver, 2007). Compared to pure-players, these companies should have a 

lower customer acquisition costs, according to Laudon & Traver (2007). As these online 

channels use a familiar brand and/or have many established customers, the customers should 

have more acceptability to their online store compared to a pure-player. However, this kind of 

retailing is difficult to establish and requires an aligned strategy across both channels. 

To successfully establish that the physical and digital channel complement each other is a 

major challenge for the brick-and-clicks. As the traditional grocery industry companies in 

Sweden have joined the e-grocery business, their physical and digital channels must 

complement each other. In other words, the physical and digital channel must both contribute 

to the retailer (Turban et al., 2002). In this case of brick-and-click grocery basket companies, 

there seems to be very difficult to have the online channel not cannibalizing on the traditional 

physical stores. As these companies have several physical stores and one online store, there is 

a challenge to allocate the profit of the online store to the other physical stores. This channel 

conflict is a major challenge for these companies. Especially for ICA, as they have several 

part owners of ICA that each has their own physical store; this allocation of profit becomes a 

huge complication for them. 

Moreover, the growing Internet has opened for many pure-play grocers to enter the e-

commerce business. Compared to brick-and-click companies the pure-players have the 

challenges to build their own brand name (Laudon & Traver, 2007), a customer base, 

warehouses, distribution and staff from scratch. They must also confront many other 

competitors (Laudon & Traver, 2007). High competition can be seen in the findings among 

the grocery basket companies, as there are much more pure-players than brick-and-clicks. 

Competition was also well mentioned as a risk and challenge in the findings. In the findings 

there can also be seen that that customers tend to change between the grocery basket 

companies. It therefore seems to be difficult to successfully acquire, retain and maintain 

customers, which is in line with what Bell et al. (2012) mentioned. The pure-players also 

mentioned profitability challenges. Which is in line what Turban et al., (2002), Astner, (2010) 

and Johnsson & Jönson (2006) mentioned. There is also shown that many grocery basket 

companies have low profit margin. In addition, profitability and/or low finance strength was 

mentioned as challenges. For some grocery basket companies this can be a consequence of 

what Turban (2002 p.107) mentioned, that pure-players lose profit on every sale as they try to 
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grow to profitable size. For example Mathem is growing significantly but make no profit 

(Allabolag, 2013) yet.  

As pure-play companies do not have a physical channel it is much more difficult for them to 

succeed compared to the brick-and-clicks. “If not impossible” for them to succeed (Geunes et 

al., 2005, p.246). There though seems to be easier for niche players in the grocery basket 

business, for example GI-boxen (niche in GI grocery products) which is doing quite well.  

Some advantage differences between digital and physical retailing were described by Rigby 

(2011 p.6). If these are applied to groceries they should be as in table 5.1.3. 

Advantages of Digital Advantages of Physical 

Rich and easy available product information Edited assortment 

Possibility to give customer reviews, tips, social 

engagement and two-way dialogue 
Shopping as an event and an experience 

How-to information and advice available Ability to test, try on, or experience products 

Convenient and fast checkout Personal help from caring associates 

Special deals Convenient returns 

Convenience of anything, anytime, anywhere access 
Instant access to products and gratification of all 

senses 

Table 5.1.3: Advantages of digital and physical grocery. 

Rigby‟s (2011) advantages in are applied to groceries in table 5.1.3. For example, digital 

advantages of grocery baskets are that there is rich product information easily available on 

companies homepages and/or other sites, there is a possibility to give customer review and 

tips on e.g. Facebook, twitter etc., there is how-to information and advice available on 

homepages and/or other sites, it is convenient and often fast to checkout, there is special 

deals, and groceries are available at anytime and anywhere. In addition, there is a very broad 

selection for both groceries online and in a physical store. However, there is not a possibility 

for price comparison in grocery baskets compared to regular groceries in physical stores. 

Moreover, in traditional physical grocery there are advantages such as, edited assortments, 

that shopping is an event and an experience, there is a possibility to test, try on, and/or 

experience the products, there is access to personal help from caring associates, it is easy and 

convenient to return products, there is an instant access to products and instant gratification of 

all senses. 
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Except from the mentioned advantages the grocery basket companies also offer to deliver the 

groceries home to customers. However, this initiative is not new at all. Home delivering of 

groceries has been tried many times before (Kämäräinen et al., 2001; Senauer, 2001) Even in 

the early 1900s. With the combination of Internet this becomes quite complex. In line with 

Turban et al. (2002) that explain that it requires a complex motion to implement a successful 

e-grocery initiative. In addition, in line with Rigby‟s (2011) digital driver table, the grocery 

industry seems to have very low digital drivers compared to other industries, which 

complicates these kinds of initiatives even more. 

There is then interesting to know if the digital advantages though difficulties can claim 

superiority over the advantages of physical retailing. If it is true and the digital advantages 

were superior, the grocery basket companies should probably already have experienced a 

major boom of entering customers and revenue streams. However, the grocery basket 

business is still less than 1% of the total grocery industry in Sweden. Therefore we believe 

that the grocery basket companies have many challenges ahead before their market can 

blossom. 

5.2. Business model 

To analyze challenges in business models of grocery basket companies, the model must be 

determined. This is done according to the nine segments in the Canvas business model and 

findings from the empirical study. The nine segments are discussed below and a clear outline 

of the segments in the model can be seen in figure 5.2.1-2. 

5.2.1. Customer segments 

Seen in the findings, most brick-and-click and pure-play grocery basket companies are trying 

to engage families, in particular families with children. Furthermore, there also many brick-

and-click and pure-play grocery companies that engage two-person households. In addition, 

there are some pure-players that even engage in individual customers, for example senior 

customers. 

As the main segment is families (with children) all the companies in the grocery basket 

business seems to be missing out of a huge part of the population. Firstly, the product 

development towards this segment is slow. For example, it took the companies several years 
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from the start in 2007 to come up with a children‟s basket, which many of the companies now 

have adopted. Secondly, the grocery baskets are expensive. About half the sample in the 

findings answered that they are spending 1001-2000 SEK on food each month and about 20% 

that they spend 2001-3000 SEK.  

As a brick-and-click and pure-player grocery basket cost about 600-900 SEK for 5 meals for 4 

persons, this is on average about 37.50 SEK per meal/person. Adding this to a month of 

meals, which is about 30 days, and if people eat 2 meals every day (lunch and dinner), it is 

then                 SEK. Which then is more than half of what the sample are 

currently spending for groceries. This is even excluding breakfast and meals between.  

In addition, regarding scaling (On a scale 1-5 of importance, 5=very important) lower grocery 

costs through reduced waste in the home, fewer spontaneous purchases, fewer purchases from 

restaurants/cafes/kiosks, about 45% answered 5, 30% answered 4 and 15% answered 3. This 

means that a total of about 90% answered that lower grocery costs through reduced waste in 

the home, fewer spontaneous purchases, fewer purchases from restaurants/cafes/kiosks, was 

important. This means that cost is of course an important driver for customers to purchase this 

kind of product. In other words, half the sample population might not want to purchase this 

kind of service and therefore the grocery basket companies are missing out of a huge 

customer part. 

Furthermore, except missing out of a part of the population it seems that there is a potentially 

decent demand for grocery baskets but many have yet not tried it. About 10% had ordered a 

grocery basket and about 40% know someone who have done it, so at least 50% of the 

population should know about grocery baskets. This also means that about 50% does not 

know about grocery baskets and strengthens the thought that companies are missing out of a 

huge part of the population. Of the 50% that knows about the grocery baskets, 30% was very 

positive to it and 58% was fairly positive to it. This means that a total about 88% out of the 

30% sample was positive to it. Finally, about 35% answered that the need for grocery baskets 

were very big or fairly big. 

5.2.2. Value propositions 

Shown in the findings, brick-and-clicks grocery basket companies want to help customers 

saving time, with the quality of groceries, simplicity in the daily life, inspiration and 

convenience. Except from the values that the brick-and-clicks mentioned, the pure-players 
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also mentioned that: you may eat better and that grocery baskets ease stress in daily life. 

Saving time is in line with what Astner (2010) and Johnsson & Jönson (2006) stated, however 

they also mentioned that convenience was a common factor for e-commerce shopping, which 

was surprisingly mentioned by only a few grocery basket companies.  

In addition, in the findings of the Internet questionnaire and „time-efficient and easy 

preparation of meals, hours are saved every day‟ about 32% answered 5, 33% answered 4 and 

20% answered 3. This means that a total of about 85% answered that „time-efficient and easy 

preparation of meals, hours are saved every day‟ are important. In other words, saving time is 

a high valued by customers. Also seen in the findings of the Internet questionnaire „eco-

friendly, delivering locally produced/organic groceries from quality assured suppliers‟ about 

35% answered 5, 30% answered 4 and 20% answered 3. This means that a total of about 85% 

answered that „eco-friendly, delivering locally produced/organic groceries from quality 

assured suppliers‟ are important.  

In addition, „high nutrition, high-quality groceries, leading to health and better performance‟, 

about 50% answered 5, 33% answered 4 and 12% answered 3. This means that a total of 

about 95% answered that „High nutrition, high-quality groceries, leading to health and better 

performance‟ was important. In other words, quality of groceries is also high valued by 

customers. From this perspective the grocery basket companies that mentioned some of these 

three values are on their way in having a decent value proposition.  

Moreover, a challenge acknowledged in the value proposition regarding both brick-and-clicks 

and pure-players, is that there is a lack of flexibility for customers in purchasing grocery 

basket products. Firstly, there is shown in the findings that customers tend to change among 

and test different grocery basket companies. This could be a factor of a lack of flexibility in 

the grocery baskets that one company are offering and therefore customers want to try out 

some other company‟s offerings. This may also be a result of that many of these companies 

have cover prices, i.e. their first basket is much cheaper than the following ones with full 

price. Secondly, the customers do not have the opportunity to choose what they want to eat. 

As it is now, at almost every grocery basket company there is someone at the company that is 

choosing what the customer‟s meals should be for the week. In addition, in the findings there 

is shown that customers want flexibility.  On a scale 1-5 of importance (5=very important), 

about 40% answered 5, 30% answered 4 and 20% answered 3. This means that a total of 

about 90% answered that flexibility of grocery baskets are important. 
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Trying to cope with this demand and adapt to more flexibility is a major challenge for these 

companies. For example, there is seen in the findings that most brick-and-click and pure-play 

companies are trying/want to develop more products. In addition, also about half of the brick-

and-click and pure-play companies mentioned that variation and/or flexibility is a challenge 

for them. 

5.2.3. Channels 

In the findings there is shown that both brick-and-click and pure players mentioned the 

homepage as a channel. It is of course important, because without the homepage pure-players 

cannot sell products at all and brick-and-clicks are limited to sell the grocery baskets in their 

stores. If something bad would happen to the homepage was also shown as a risk in the 

findings, mentioned by both brick-and-clicks and pure-players. Without the homepage the 

companies may neither communicate properly with their customers. 

E-mail and telephone support was also seen being mentioned in the findings by all companies. 

These channels are also very important in communicating with customers. As customers want 

for example want to complaint or return products. Furthermore Google adds, newspaper, 

direct advertisement letters, TV and direct advertisement were also found mentioned by both 

the brick-and-clicks and pure-players. 

As the homepage is a vital communication point and vital for all these companies‟ they should 

have an emergency plan if something should happen to it. However, in the findings there is 

shown that many pure-players and one brick-and-click company does not have that kind of 

plan.  

In addition, seen in the findings some of the pure-players mentioned newspaper, collaboration 

with partners and short message service (sms) as channels. As being a pure-player it is 

important to gather new customers as they have no customer base as a brick-and-click may 

have. For example, Mathem have done a great deal of advertisement such as commercials on 

TV and online ads to promote the brand and their grocery baskets. This has probably helped 

the whole grocery basket business in the sense that more Swedish people become aware of 

their business and what a grocery basket is. 
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5.2.4. Customer relationships 

Shown in the findings, no brick-and-clicks and only a few pure-players actually mentioned 

some type of customer relationship. The little that was mentioned by pure-players was 

personal and close relations to customers.  

As so little was mentioned in customer relationships the companies could lack understanding 

of what customer relationships really are. Or as much was mentioned about that customers are 

changing among companies, it could mean that there actually are very few (personal) 

customer relationships.  

However, in the findings it is shown that all brick-and-clicks and pure players mentioned 

something about how they are trying to establish and keep relations. In addition, there were 

some brick-and-clicks and pure-players that mentioned that they were or wanted to develop 

their customer relations. For example, all companies mentioned Facebook, e-mail and 

telephone. Furthermore, some pure-players mentioned that direct contact with customers was 

mentioned to be important. This should be very important to the pure-players especially 

because they do not have any physical stores and therefore does not naturally have any direct 

contact. An issue here is that pure-players do not have the natural trust (as they are new and 

have to build e.g. brand from scratch) that physical stores and brick-and-clicks have.  

5.2.5. Revenue streams 

Shown in the findings, both brick-and-click and pure-player revenues are mainly coming from 

customers payment of grocery baskets. Customers can pay by card or invoice. In the case of 

brick-and-clicks they of course have their other revenue channel(s) e.g. their physical stores. 

Furthermore, in the case of pure-players it is shown that some of them are also selling 

products direct to other firms. 

However, as a pure-player there seems to be a lack of more revenue streams. Having only 

paying customers as revenue stream when operating a web site, is not optimal or might not 

even be half good. In having a web site there should be an opportunity to have e.g. online 

advertisement. There might therefore be decent to benchmark other e-commerce companies to 

find more possible revenue streams. 
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As the payments and sales are done through the website a major risk is that that the web site 

shut downs. For example, the Internet goes down and people cannot order. Then almost all of 

their revenue streams would be blocked for that time. 

5.2.6. Key resources: 

In the findings key resources mentioned by both brick-and-clicks and pure-players was 

knowledge in the company and customer support. This is vital for their companies to function 

properly. Surprisingly the Internet web page was not mentioned here as key resources as they 

do all have one. In line with Manzini & Accorsi (2012) the authors however believe this 

should be a key resource as well. 

Regarding finance resources in the pure-player companies some of them seem to be having 

financial challenges. For example, many of them were self-financed. Being self-financed 

could mean that they have decent finance strength if they have made a decent profit for some 

years. However, many of these companies are still young and small and therefore have low 

financial strength. This could also be a factor why so many of them mentioned tough 

competition as a risk and a challenge. However, there are of course some exceptions of pure-

players that have financial power for example Mathem. 

5.2.7. Key activities: 

Shown in the findings, both brick-and-clicks and pure-players mentioned distribution and the 

homepage i.e. Internet web site as the most important activities. Also telephone support was 

an important activity. 

As the homepage web site is vital it must be of highest priority to maintain and update it. 

Furthermore, to communicate with the customers they have to offer telephone support. 

Finally, in line with Johnson & Whang (2002) importance of distribution in e-commerce this 

is also a key activity as it is vital for the company to deliver the products to customers.  

5.2.8. Key partners 

One or more suppliers are of course vital to have a grocery basket company running. Shown 

in the findings one or more suppliers were mentioned as key partners. Regarding pure-players 

many of them also mentioned wholesaler as a key partner. In addition, both brick-and-clicks 

and pure-players mentioned local supplier (e.g. farmer and/or producer) and/or vegetable 
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supplier as key partners. Furthermore, as distribution is also very important, many companies 

in the findings also mentioned collaboration with some distributor i.e. a distribution key 

partner.  

This means that most of the companies are very dependent on one or more suppliers, 

wholesalers and distributor. When it comes to pure-players having wholesalers as partners, 

these also sell grocery baskets (for example ICA, Coop and City Gross) and therefore they 

compete against each other. This is a major issue in for these companies and will be discussed 

further in the supply chain section. 

5.2.9. Cost structure 

Shown in the findings, both brick-and-clicks and pure-players mentioned that purchases of 

groceries are the most costly and important cost. Logistics is seen as the second most costly 

and important cost. The third are personnel costs.  

As the purchase of groceries is most costly as all their products depend on it, the slightest 

change in prices on groceries will have a major effect on the company‟s profit. This though ad 

complexity to the aforementioned issue that pure-play grocery basket companies are 

purchasing from wholesalers while the wholesalers themselves sell grocery baskets. The pure-

players are dependent on the wholesalers and they therefore have a huge catch on these 

companies future.  



96 of 123 

 

 

Figure 5.2.1: The canvas business model applied on brick-and-click grocery basket companies. 
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Figure 5.2.2: The canvas business model applied on pure-player grocery basket companies.  
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In figure 5.2.1 the brick-and-click model, shows that there was not much mentioned in the 

customer relationship area. There were some thoughts on how to maintain relationships, 

however nothing in what types the relationships really was about. In figure 5.2.2 there is 

shown that some pure-players at least mentioned a type of relationship, however this segment 

is very deficient. Brick-and-clicks and the other pure-players might be able to learn from 

some of the other pure-players. 

Relationships should be taken in consideration as it is a big issue for both brick-and-clicks 

and pure-players. For example, because as said many customers tend to change among the 

grocery basket companies, and with no relations there will be impossible to maintain, retain 

customers, which is vital. This is, in line with Geunes et al. (2005) comment that maintain and 

retaining customers is a vital success factor of e-grocery. 

Moreover, the value proposition for both brick-and-clicks and pure-players is filled with 

offerings of many decent values to customers. Pure-players seem to have some additional 

values such as eat better and ease stress which the brick-and-clicks could adopt. 

However, as said there is a challenge with flexibility and/or variety for customers. This 

regards both brick-and-clicks and pure-players. Therefore the current value proposition of 

both the brick-and-clicks and pure-players cannot be seen as complete. The flexibility/variety 

challenge must be solved e.g. through developing more varied products to customers, as many 

of the brick-and-clicks and pure-players are trying to do. 

As discussed, it seems that the business model is not totally complete and therefore a change 

in their business model might be necessary. The suggested steps of Johnson et al. (2008) to 

whether a company should change/transform their business model should therefore be 

considered. These steps regard both brick-and-clicks and pure-players: 

1. As said the companies seems to be missing out of a huge part of the population. 

2. In the above sense, there is an opportunity to capitalize a “new” market for example 

people that are in need of time-saving but have less income.  

3. There are some flexibility challenges for customers and therefore there exists an 

opportunity in making the job of offering more flexible and/or better variety of grocery 

baskets.  
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4. There are many companies in the grocery basket market. At this point everyone is a threat 

to each other. To become the leader(s) within the market, most of the low-end companies 

have to be erased.  

5. As many companies have entered the market with much competition and the business 

model is not fully complete it is important to respond to the changes of the competition. 

This in order to stay in front and not get run over by a competitor. 

As shown, besides having an incomplete business model there also exist some strong 

indicators in step 1-5 that the grocery basket companies need to change their respective 

business models. 

Furthermore, Casadesus-Masanell & Ricart (2011) three characteristics of a successful 

business model will be applied: 

1. Regarding brick-and-clicks and pure-players, the first goal of grocery basket companies 

should be to obtain, retain and maintain their most important customer segment. As 

mentioned many companies do want to develop their products to this demand. However, 

there are many customers that change among companies and are not loyal to the grocery 

companies. Therefore this goal might be aligned but not fully achieved. 

2. Almost every one of the pure-play grocery basket companies is dependent on wholesalers, 

but they seem not to promote the wholesalers. They rather compete with the wholesalers 

and are therefore not reinforcing their business model. Regarding brick-and-clicks i.e. the 

wholesalers that also have grocery basket companies; they have the issue that their 

grocery basket company cannibalizes on their own physical stores instead of reinforcing 

it. 

3. Since last year 2012, many pure-play companies do not have decent financial force and 

therefore cannot sustain threats for a long time. However, there are of course some 

exceptions of companies that have e.g. investors incorporated with them. In this latter 

case, there are some that are doing a decent profit and should therefore have a somewhat 

robust model. Regarding the brick-and-clicks they have much financial force and should 

therefore, compared to the pure-players has a robust model. 
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5.3. Supply chain 

To analyze challenges in the supply chain of grocery basket companies, the supply chain must 

first be described. A supply chain model from Turban et al. (2002, p.40, p.96) will be applied 

as a starting point in this analyze. The supply chain is simplified, but enough to show a 

valuable point in the thesis.  

The grocery industry is applied on the supply chain model from Turban et al. (2002, p.40, 

p.96), see figure 5.1.1. 

 

Figure 5.3.1: Traditional supply chain in the grocery industry. 

Figure 5.3.1 illustrates a traditional supply chain with the groceries and information flow from 

supplier to customers. Customers want to purchase groceries and therefore go to a retailer i.e. 

physical store. The retailer orders groceries from a wholesaler which in turn orders from a 

supplier(s). Suppliers provide groceries to a wholesaler and from there the wholesaler provide 

its retailers with groceries. Customers purchase groceries at the retailer and bring them home. 

The retailer in this sense is a physical grocery store. 

Including an e-grocery company, such as a grocery basket company, the supply chain is 

slightly different. Acknowledged in the findings, there seems to be two general supply chains 

that are used. One is used by the brick-and-clicks i.e. the wholesalers that have entered the e-

grocery market. The other one is used by the pure-play e-grocers e.g. a grocery basket 

company with no physical store. 

From the findings a brick-and-click supply chain can be applied to the aforementioned 

simplified supply chain model, see figure 5.3.2. 

Flow of materials 

Suppliers Wholesaler Customer 

Flow of information 

Retailer 



101 of 123 

 

 

Figure 5.3.2: Brick-and-click supply chain in the grocery basket industry. 

Figure 5.3.2 illustrates a brick-and-click supply chain with the groceries and information flow 

from supplier to customers. Customers want to purchase groceries and therefore log on the 

Internet and visit an e-grocer. Customers purchase groceries online at the e-grocer. The e-

grocer orders groceries from a wholesaler which in turn orders from a supplier(s). Suppliers 

provide groceries to a wholesaler and from there the wholesaler provide its retailers i.e. 

physical stores with groceries. Customers can collect the groceries pre-packed at a retailer or 

the retailer distributes the groceries directly home to the customer. 

With these simple illustrations in figure 5.3.1, 5.3.2 a major issue can be seen. The issue that 

compared to a traditional supply chain the e-grocer becomes an additional step. From the 

view of a wholesaler, figure 5.3.2 shows that the e-grocer is an additional step to create and/or 

manage. However, this might not need to be a bad step. For example, Tesco, the biggest 

retailer in the UK, tend to use this fruitfully (Enders & Jelassi, 2009). In addition, there is 

shown in the findings that there is a demand from customers to have this kind of service 

online, and these companies should urge to satisfy it. 

From the findings also a pure-play supply chain can be applied to the aforementioned 

simplified supply chain model, seen figure 5.3.3. 

 

Figure 5.3.3a: Pure-play e-grocer supply chain in the grocery basket industry. 
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Figure 5.3.3 illustrates a pure-play e-grocer supply chain with the groceries and information 

flow from supplier to customers. Customers want to purchase groceries and therefore log on 

the Internet and visit an e-grocer. Customers purchase groceries online at the e-grocer. The e-

grocer orders some groceries from suppliers, but most groceries from a retailer. The 

supplier(s) provides groceries to the e-grocer and other supplier(s) provide a wholesaler with 

groceries. From there the wholesaler provide its retailers i.e. physical stores with groceries. 

Retailers then provide the e-grocer with groceries. The e-grocer picks and packs the groceries 

and distributes them home to the customer. There are of course some exceptions to this model 

e.g. Mathem that is ordering directly from a wholesaler. 

An issue that can be seen in this pure-play (figure 5.3.3) model is the additional cost of the 

groceries in the supply chain. The retailer of course needs to do some profit on their groceries. 

Likewise, the pure-players also need to do some profit on their sales of groceries. From the 

view of customers, the groceries are then always more costly if purchased from a grocery 

basket pure-player than directly from a retailer. This is illustrated in figure 5.3.4-5.3.5.  

 

Figure 5.3.4: Traditional and brick-and-clicks last part of the supply chain. 

 

Figure 5.3.5: Pure-players last part of the supply chain. 

As seen in figure 5.3.4-5.3.5, from the view of customers, customers purchase groceries either 

directly from a brick-and-mortar/retailer or they purchase groceries from an e-grocer that in 

turn has to purchase from a retailer. Therefore, in an economical aspect this pure-play model 

not that good. There are though a few exceptions of pure-players that purchase directly from a 

wholesaler (e.g. Mathem and Bra mat Hemma) that do not have this particular issue. 
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From the view of a wholesaler, figure 5.3.3 shows that they are losing some direct sales to 

customers. Because, pure-players are purchasing partly from a retailer and partly direct from 

suppliers. Furthermore, the wholesalers have their own e-grocer company and therefore sell 

part of their groceries to other e-grocers that in turn sell to customers. Compared to figure 

5.3.2 where the retailer, i.e. also the wholesaler, sells all groceries to the customers, they now 

lose some sales that should have gone directly to their customers. 

With this said, the major issue occurs: that why would the wholesalers keep selling to these e-

grocers? If wholesalers, for example ICA and Coop, are losing sales because of other e-

grocers, they would of course not want to help these other e-grocers by selling groceries to 

them. In addition, especially if the wholesaler itself has a similar e-grocery channel. Then 

their e-grocery channel would compete with the other e-grocers that they are currently selling 

groceries to, i.e. competing against themselves and have a channel conflict. A basic solution 

for the wholesalers might seem be to just to stop selling groceries to these other e-grocers. 

However, there is an underlying complexity here which makes this a very bad choice. 

Because, it seems that two of the larger wholesalers in Sweden, Axfood and Lidl, has not yet 

has entered the grocery basket business. However, Axfood are selling groceries to grocery 

basket companies (for example Mathem and Middagsfrid). Accordingly, if the other 

wholesalers do not enter the grocery basket market or stop selling products to the pure–

players, they would lose market share to Axfood or Lidl, as the pure-players would most 

likely start buying groceries from them. This would be very interesting to look further into, 

but reaches out of this thesis range. 

5.3.1. Supply chain mismatch 

Acknowledged in the literature of Fisher (1997) and Lee (2002) there is often a mismatch a 

company‟s supply chain and their products. Lee‟s (2002) concept model will not be used in 

this analyze but his arguments will assist in strengthening Fisher‟s (1997) model. Shown in 

the findings this mismatch seems to be a challenge for many of the grocery basket companies. 

To analyze this, their product type first has to be determined. 

According to Fisher (1997) and Lee (2002) functional products are for example groceries. 

This, because they are standard products, satisfy basic needs, do not change much over time 

and have stable demand. In addition, functional product businesses are competitive and have 

low profit margin. 
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On the other hand innovative products offer customers something additional except from the 

functional properties e.g. new designs, flavors and/or innovative concepts. In addition, 

Innovative product businesses have in general higher profit margins. (Fisher, 1997; Lee, 

2002) 

Acknowledged in the findings, there is much that indicates that grocery baskets are more of 

an innovative product than functional. Firstly, grocery basket companies tend to have or at 

least want to have a profit margin on about 10 percent (with some exceptions e.g. GI-Boxen 

that already has about 20%). While a traditional grocery company have about 2-4 percent. 

Furthermore, grocery basket companies‟ offers not just simple groceries but a combination of 

groceries, pre-packed, pre-planned to fit with an accompanied recipe for cooking of meals.  It 

is also shown that many customers are changing among companies i.e. are unfaithful 

customers which creates a relatively high demand uncertainty and difficulties to forecast. 

However, you could argue that it is a stable demand because of those groceries is a necessity 

for people to survive, but on the other hand groceries are just a part of the grocery baskets. 

Therefore the grocery basket is of course not a necessity for people to survive. Finally, the 

companies also tend to have much product variety or at least trying to develop a wide variety 

of products. 

As grocery baskets are more of an innovative product, there seems to be a mismatch regarding 

both the brick-and-clicks companies‟ supply chain and products. Because, a traditional supply 

chain of the grocery industry sell groceries (functional products) and therefore they also have 

an efficient supply chain. They should therefore be in the upper left corner in the „matching 

supply chains with products‟ matrix, see table 5.3.1.1.  
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Matching Supply Chains with Products 

 Functional Products Innovative Products 

Efficient 

Supply chain 
Match Mismatch 

Responsive 

supply chain 
Mismatch Match 

Table 5.3.1.1: Traditional grocery companies applied to the matrix of matching supply chain with products. 

In this case in figure 5.3.1.1 there is a match of supply chain and products. In other words, it 

should be working well. Apparently it has been working fine as the traditional grocery 

companies have been with us for a very long time. However, now with the implementation of 

the grocery baskets (more of an innovative product) as products the placement in the matrix 

changes from left to right see table 5.3.1.2. 

Matching Supply Chains with Products 

 Functional Products Innovative Products 

Efficient 

Supply chain 
Match Mismatch 

Responsive 

supply chain 
Mismatch Match 

Table 5.3.1.2: Traditional grocery companies going from left to right in the matrix. 

With this change seen in table 5.3.1.2, the brick-and-click companies now have a mismatch 

between their supply chain and products. In other words, they are still using an efficient 

supply chain but are now selling more innovative products.  

Acknowledged in the findings the pure-play grocery basket companies does not have a totally 

own supply chain, but uses the part of the traditional grocery industry supply chain, see table 
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5.3.3. As table 5.3.1.2 illustrated this causes a mismatch of the companies‟ supply chain and 

products and the pure-players therefore has the same mismatch challenge as the brick-and-

clicks. 

Furthermore, it seems that grocery basket companies have often started on the Internet and 

therefore little consideration has been taken regarding the supply chain (Johnsson & Jönson, 

2006). In addition, in the findings it is acknowledged that some pure-players have or will not 

have any supply chain development for some time. In other words, it is arguable if all pure-

play grocery basket companies possess the will, knowledge and financial power needed to 

develop their supply chain. In addition, seen in the findings many of these pure-players order 

groceries from ICA, Coop, Bergendahls (owner of City Gross) and/or Axfood and therefore 

have to use part of their supply chain. In other words, the pure-play grocery basket companies 

have adopted a working supply chain, but it remains expensive. Finally, some pure-play 

grocery basket companies are not even considering developing such areas within their 

company. This is a major challenge for them, because without more developed supply chains 

these companies will continue having this mismatch and most likely keep getting low 

margins. 

Also some environmental factors were mentioned. In line with that Johnsson & Jönson (2006) 

mentioned that e-commerce could lead to lower emissions, there tend to be a common belief 

in the grocery basket business that this is possible as well. Firstly, in the findings there was 

mentioned that if one vehicle delivers groceries to many places instead of that every 

individual should go to a store and purchase the same groceries this should reduce the 

transport miles of shopping trips. In this particular case it should be true. However, the 

situation in the grocery basket business is not that simple, because, the grocery baskets that 

are delivered are only for maximum 5 meals a week. This then leaves the rest of meals for the 

week open for individuals to go shopping. Furthermore, as individuals already have to shop 

for groceries it should be more environmentally friendly if they shopped for the whole week 

at the same time at this single time. In this sense, even though they are delivering in 

environmental friendly vehicles, this does probably not save that much or no emission at all. 

There are however some factors in the business that may be better for the environment. For 

example, some companies sell a great deal of eco-friendly groceries that can save emissions. 

In addition, some companies also plan their baskets to seasonal groceries. 
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Furthermore, there is possibly a reduction of wasted groceries in homes and having groceries 

in stock in a physical store. As regular individuals usually have to throw away some groceries 

as e.g. they get old, the groceries coming with the baskets 5 meals are well planned to fit with 

all the groceries. This then reduces the waste of groceries for these 5 meals. Furthermore, 

most grocery basket companies do not need to have a big stock of groceries that regular 

physical stores have. This because the grocery basket companies can order groceries for one 

week at a time and then orders exactly how much that is needed for that week. 

Final but not least, a major challenge that has been acknowledged is the cold chain. Because 

grocery basket companies are handling with fresh products these groceries have to be 

delivered in refrigerated vehicles. In the findings it was shown that almost every grocery 

basket company mentioned delivering with these kinds of vehicles. These vehicles are more 

expensive than regular vehicles as they need to be refrigerated. Furthermore, grocery baskets 

are only delivered certain times on a week and therefore the vehicles stand still the rest of the 

time. This is both very economically and environmentally inefficient. However, these 

refrigerated vehicles are needed to keep the cold chain intact. In addition, there seems still to 

be a challenge to handle unattended delivery. Both brick-and-clicks and pure-players have 

included sms and/or telephone call to customers when they are not home on delivery. But this 

still sometimes the groceries have to be left unattended. Theories from Kämäräinen et al. 

(2001) about reception boxes may therefore be appropriate to look further into. In this cold 

chain there is also an underlying trust challenge. That customer must be able to trust that the 

companies can deliver fresh products with an intact cold chain. 
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6. CONCLUSIONS 

In this chapter main results from the analysis are summarized as the thesis research questions 

are being answered. Managerial implications are discussed according to the 

recommendations. Finally, some further research is suggested. 

To finish the circle of this thesis the objectives and research questions are stated once again 

and are answered according to what has been discussed in the analysis chapter. 

The overall purpose of this thesis is to conduct an initial study on the e-commerce grocery 

basket business. The thesis is focused on identifying challenges facing the business. 

Specifically the thesis aims to explore, identify and analyze challenges that companies in this 

business have in their business model and supply chain. In addition, we also suggest some 

recommendations to manage these challenges. By doing this, the intention is to contribute to 

the understanding of challenges in the up-rising grocery basket e-commerce business. In order 

to fulfill the purpose of this thesis, the following questions will be answered: 

- What challenges exist in e-commerce grocery? 

- How can these challenges be managed? 

6.1. General 

In this thesis, we have analyzed challenges in the e-commerce grocery business of grocery 

baskets. The companies in the grocery basket business have been sorted according to having a 

physical and online channel, i.e. brick-and-click, or having only an online channel, i.e. pure-

player. According to these two categories of companies their business model and supply chain 

have been analyzed.  Generally the business of grocery baskets seems to have a bright future 

as it is believed to keep growing. There is though much competition in the business and there 

are many challenges ahead for both the brick-and-clicks and pure-players. In addition, the e-

grocery basket business is shown to be hard to manage and it is very difficult for especially 

the pure-players to succeed.  

Moreover, there may exist some bias in the empirical findings because the data have been 

collected from employees of the grocery basket companies and they naturally want their 
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company to look good. This thesis is conducted using a qualitative research approach and 

might therefore also be somewhat biased from the authors‟ side, as described by Andersen 

(1998) and Collins & Hussey (2009). 

6.2. E-commerce grocery baskets 

The first challenge that has been acknowledged for both brick-and-clicks and pure-players is 

that it is a complex motion to start e-commerce initiatives. 

For example, there is a major challenge in flexibility of products for both company types. For 

example, as customers are not able to choose their own meals and that they are providing a 

too small range of products. The challenge is that customers demand more flexibility and 

therefore the grocery basket companies must provide more or different products. However, 

only creating more products is not a suitable solution to manage this challenge, because this 

causes a mismatch in their supply chain. There is also a major, if not the biggest, challenge 

with the cold chain of fresh products. The current solution is economically and environmental 

ineffective. 

Furthermore, regarding business models both brick-and-clicks and pure-players have 

challenges in customer relations, value proposition, key resources and revenue streams. For 

example, there seems to be very few or no customer relations. They are also missing out on a 

huge part of customers because their groceries are considered expensive. In addition, they 

seem to have close to only one revenue stream, namely paying customers. Their business 

models do have a customer value proposition but it is not complete in its current state, with 

e.g. mentioned poor flexibility for customers. The companies possess some key resources but 

we argue that they are in need of more, such as expertise in developing supply chain 

processes.  

Finally, for both company types there are some indicators that the business model should 

change. For example, they are missing out on a potential segment that they may capitalize on, 

they are not doing all possible tasks to its fullest, and there is very tough competition. 

On top of that, customers tend to switch a lot among the companies, which makes it difficult 

to maintain and retain customers. In addition, it is also very much competition not the least 

from some very large traditional grocery companies that have entered the business. 
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Regarding brick-and-clicks there is a challenge to make their physical channel and online 

channel work together. As it is today these companies are not promoting their physical 

channel with the online channels, but instead compete or cannibalize on it. For example, the 

brick-and-clicks are selling groceries to competitive grocery basket companies instead of 

selling them through their own online channel. 

There is an underlying complexity here: some of the big grocery players have not yet entered 

the grocery basket business. This means that if the brick-and-clicks stop selling groceries to 

their competitors they will just start purchasing from these other big grocery players and the 

brick-and-clicks would lose market shares. However, as all big grocery players in Sweden are 

selling groceries to grocery basket companies they should soon or later enter this market. This 

is in line with that Rigby (2011) and Johnson & Whang (2002) believe that traditional 

companies cannot afford not to join the e-commerce business as their physical stores may not 

be enough.  

This on the other side will cause major challenges for many of the pure-players as they are 

very dependent on wholesalers: The challenge to not compete with those wholesalers who 

have grocery basket companies, but instead reinforce their model. 

Pure-players though have other major challenges ahead as well, i.e. building a brand name, a 

customer base, distribution and warehouses from scratch. In this case most pure-play 

companies have adopted distribution and have a small customer base, however, most of their 

brand names are unfamiliar and a good brand name is very difficult to establish. In addition, 

pure-players do not have the natural trust from customers as they have very little, or may 

never have, direct contact with customers. The only direct contact that they may have is when 

the chauffeur delivers the groceries or on some arranged events. It is also very hard to become 

profitable if the company do not have finance strength to invest with, a challenge facing many 

of the pure-players. 

In spite of many challenges there can be seen that the grocery market in Sweden is going from 

pure physical store to a more physical and online collaboration. Some have referred to it as 

using a multichannel approach (Noble et al., 2009). 

Looking back to the chasm, the business of e-grocery is still a very tiny part of the total 

grocery industry in Sweden even after several years. Therefore there have not likely has not 

been a big boom of entering customers yet. There is possibly only some open minded or niche 
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customers that have tried it so far. Could this grocery basket business be a way of crossing the 

chasm, i.e. get the e-grocery market to blossom? Maybe, just maybe it can. 

6.3. Recommendations 

Based on relevant literature we have summed up 10 recommendations on how the grocery 

basket business companies could become more successful: 

1. “Learn by doing and evolve your e-business operations strategy over time” (Enders & 

Jelassi, 2009 p.88) 

2. ”Proactively address the inherent online/offline channel conflicts and allocate the costs 

specific to each channel” (Ibid) 

3. ”Offer online shoppers a customized yet simple shopping experience” (Ibid) 

4. ”Leverage data from the online channel for both online and offline businesses” (Ibid)  

5. “Companies have to know their Internet retailing consumers” (Bell et al., 2012, p.29-31) 

6. ”Companies should exploit the mouth-to-mouth communication by consumers” (Ibid) 

7. ”Customer acquisition strategies must differ for different geographical areas” (Ibid) 

8. “Don't grow too soon, too fast” (Geunes et al., 2005 p.249) 

9. ”Partner with existing brick-and-mortar companies” (Ibid) 

10. ”Attract and retain customers; communicate the value clearly” (Ibid) 

In addition, all grocery basket companies should have a plan how to manage e.g. if the 

homepage should crash. In line with Rigby‟s (2011) digital driver table, the grocery industry 

seems to have very low digital drivers compared to other industries. These companies should 

therefore develop their digital drivers (price, selection, convenience, trust).  They should also 

continue developing new products that give a wider variation and flexibility for customers. 

Moreover, the authors recommend that grocery basket companies should improve their 

business model regarding Johnson et al.‟s (2008) four elements and Osterwald & Pigneur‟s 

(2010) Canvas business model. The authors also suggest that the companies should 

immediately increase their processes and focus in customer relationship, especially the brick-

and-clicks. Brick-and-clicks and pure-players should also improve their customer value 

proposition. Based on what was found saving time should be in everyone‟s value proposition 

and quality of groceries should be in everyone‟s value proposition. 
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Regarding channel conflict, this can be managed by for example looking at other companies 

that have done it. In other words, do a benchmark study on the mentioned companies Tesco or 

Wal-Mart and see how they have promoted their physical channel with their online channel. 

Benchmarking could also be relevant for finding more revenue streams as there is many other 

e-commerce companies out there that are doing a great deal of profit based on online 

channels. 

Regarding pure-players, our suggestion here is that a long term solution is that they must 

cooperate with a brick-and-mortar. Geunes et al. (2005) mention that it is nearly impossible to 

survive as a pure-player. In addition, most pure-players also have low finance force and are 

dependent on wholesalers. Therefore it should be profitable not to compete with the 

wholesalers but instead of reinforcing their model with e.g. a joint venture with any of them. 

Regarding their supply chain, the authors recommend that grocery basket companies reinvent, 

or failing that, at least change/develop their current supply chain model. A simplified 

suggestion of how to change the supply chain, inspired from Turban et al. (2002) model, is 

seen in figure 6.3.1. 

 

Figure 6.3.1: Suggested supply chain in grocery shopping with grocery basket companies. 

In this case the e-grocery is no longer like an intermediary, as in figure 5.3.2-3. However, to 

make this possible the e-grocer must most likely have a warehouse as well as a distributor that 

are able to deliver the groceries home to the customers. This would make 3PL play a more 

significant role than before as Johnsson & Jönson (2006) suggested it should do. With these 

alterations the supply chain for the grocery basket companies is enhanced compared with the 

current model.  

In practice, the companies should be able to achieve the same prices as the physical grocery 

stores, directly from a wholesaler, not requiring having grocery stores as pick and pack station 

Flow of materials 
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Flow of information 
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as many of the grocery basket companies have today. This should be more beneficial from an 

economical perspective for customers of pure-players as there is not an additional cost as in 

figure 5.3.5. Furthermore, it would be more beneficial from a social perspective as the 

companies would be connected to a wholesaler, use the wholesaler‟s brand, and would work 

together and reinforce each other.  

To solve the mismatch challenge in the supply chain, they suitable should go either left or 

down in the mentioned matrix by Fisher (1997). Going left would include making the grocery 

baskets more standardized and predictable, just as regular groceries. At least one company in 

the grocery basket business has already gone this way, GI-Boxen, and they are doing a 

remarkably 20% profit.  

However, here lies another issue: customers demand more flexibility in products and most of 

the companies are developing new products. In other words, this causes an even more 

complex issue because companies then may not be able to go left. This works in the case of 

GI-Boxen since they are in such a niche segment.  

Companies could, instead of going left, go down and create a responsive supply chain rather 

than an efficient one. This would, nevertheless, be a major issue especially for the brick-and-

clicks because they have always had an efficient supply chain. They might even have to 

compose a whole new supply chain on the side of the traditional one for the grocery baskets. 

Regarding the pure-players they have to adopt or as the brick-and-clicks create a new supply 

chain that is more responsive. As for now, most of the companies tend to be stuck in the 

innovative-efficient-mismatch corner, where also Fisher (1997) describe many companies 

tend to be. 

6.4. Managerial implications 

In order to change the business model or the supply chain, the grocery basket companies must 

first be aware that their model needs to change. As has been stated above, the business model 

is functional but not optimal. In changing the model the whole organization at the companies 

must believe there is need to change (Tidd & Bessant, 2009). This can be hard to accomplish 

and a new/updated vision (Kotter, 2007) should be presented from e.g. the CEO or founder of 

a grocery basket company.  
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Furthermore, in order to continue being in front of the grocery basket market the companies 

must promote an innovative culture/environment in the organization (Tidd & Bessant, 2009; 

Rooke and Torbert, 2005). In order to manage the company in this direction a great level of 

commitment from top managers as well as middle management is needed. 

Carrying out a change in the supply chain as suggested will have many implications. Firstly, 

grocery basket companies will have to re-direct their focus from product development to the 

supply chain. Secondly, pure-players have to establish a link to producers or companies that 

are in direct contact with producers or wholesalers in order to cut the intermediary. Thirdly, 

they all have to establish a warehouse with distribution that can deliver the baskets home to 

the customers. These are big challenges, but if they were to be overcome, they would be an 

enormous economic potential. However, as Johnsson & Jönson (2006) describe, it is not easy 

to become profitable in e-commerce with groceries.  

Moreover, as the business is growing it forces the companies to be constantly ready for 

change in order to be able to rapidly adapt to market changes. Most of the grocery industry in 

Sweden seems to follow the shift from regular grocery shopping to the online grocery basket 

business (for example ICA, Coop online and City Gross). To change or develop the business 

model and supply chain, new competence areas such as e.g. supply chain are needed among 

the personnel. This implies that grocery basket companies may need to train and reskill 

current employees or employ new people with this competence. 

However, this endeavor can be costly implying that the companies might need much financial 

support. In addition, as many of the companies do not have that kind of financial support it 

will be very difficult. In the change, also new actors could be vital, e.g. if someone present a 

newly found supply chain solution that could change the whole market. Therefore it could be 

useful to bring in and use someone from the outside who thinks “outside the box”. This may 

help the grocery basket companies to establish new sustainable solutions. 

6.5. Further research 

We have seen that a major problem in the business is within flexibility and/or variation, as 

grocery basket companies try to develop new products to satisfy customer needs. We 

therefore highly suggest further research within this area. 
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This thesis does not include other current e-commerce supply chain solutions and thus it 

would be useful to execute for example a benchmark study on similar companies in the e-

commerce market. 

Furthermore, some potential environmental improvements were mentioned in passing. In our 

current society, the environmental issues are being highlighted and having a strong effect on 

environment can thus have big impacts on the brand. It could be a huge environmental 

improvement potential in the grocery basket business. Therefore future research may analyze 

if the grocery basket business can improve environmental factors and e.g. lower CO2 

emissions. 

In this thesis we only look at the grocery basket business and therefore will leave room for 

other e-commerce specializations. Moreover, we suggest that there is room for even further 

empirical research as we have not interview companies in other e-grocery businesses and/or 

other countries. 

Another issue which we have not studied in depth is the delivery of groceries. Many of the 

grocery basket companies seem to use refrigerated vehicles and therefore they believe they 

have an intact cold chain. However, if customers are not home the groceries are still left 

outside and therefore in these cases the cold chain is not fully solved. Therefore further 

research in this area would be appropriate e.g. following up on Kämäräinen et al.‟s (2001) 

research on reception boxes. There also seems to be an issue in flexible time spans on 

delivery of the groceries which could be relevant for further research.  



116 of 123 

 

REFERENCES 

Alba, et al., 1997. Interactive Home Shopping: Consumer, Retailer, and Manufacturer 

Incentives to Participate in Electronic Marketplaces. Journal of Marketing. Vol.61, No.3, 

pp.38-53.  

Alla svenska bolag, 2013. Allabolag.se. [online] Available at: <http://www.allabolag.se> 

[Accessed 16 Mars 2013].  

Andersen, I., 1998. Den uppenbara verkligheten: Om val av samhällsvetenskaplig metod. 

First edition. Sweden: Studentlitteratur.  

Anderson, P. & Anderson, E., 2002 .The New E-Commerce Intermediaries. MIT Sloan. 

Ansoff, I.H., 2007. Strategic Management. First edition. US: Palgrave Mcmillan. 

Arvidsson, N., 2009. Framtidens betalsystem: en studie av förnyelse av det svenska 

betalsystemet. Rapport (Övrigt vetenskapligt). KTH Royal Institute of Technology. 

Astner, H., 2010. Start-up seminar. Ph. D., Swedish University of Agricultural Sciences.  

Bell et al., 2012. What Matters Most in Internet Retailing. MIT Sloan Management Review. 

Vol.54, No. 1. 

Bhatnagar, A. & Ghose, S., 2004. Businessing consumers on the benefits and risks of Internet 

shopping. Journal of Business Research. Vol.57, No.12, pp.1352-1360.  

Blakley, J., 2006. Strategic Thinking: A High-Tech Strategy Guidebook. US: IEEE-USA. 

Bondesson, J., 2013. Mat och Ro i Kristianstad AB. Interview: 30 January 2013, 09:30. 

Carter, C. R., & Rogers, D. S. (2008). A framework of sustainable supply chain management: 

moving toward new theory. International Journal of Physical Distribution & Logistics 

Management. Vol.38, pp.360-387. 

Casadesus-Masanell, R. & Ricart, E.J., 2011. How to Design A Winning Business Model. 

Harvard Business Review.  

Chesbrough, H. & Rosenbloom, R.S., 2002. The role of the business model in capturing value 

from innovation. Industrial and Corporate Change, Vol.11, No.3, pp.529-555. 



117 of 123 

 

Christopher, M. & Holweg, M., 2011. “Supply Chain 2.0”: managing supply chains in the era 

of turbulence. International Journal of Physical Distribution & Logistics Management. 

Vol.41, No.1, pp.63-82. 

Christopher, M., 2005. Logistics and supply chain management: creating value-adding 

networks. Third edition. Financial Times Prentice Hall. 

Collins, J. & Hussey, R., 2009. Business Research: A Practical Guide for Under- and Post-

Graduates. Third Edition. Gordonsville: Palgrave.  

Corbett et al., 1999. Case study: Partnerships to Improve Supply Chains. Sloan Management 

Review. Summer 1999. 

Danielsson, M., 2013. Mat.se AB. Interview: 17 January 2013, 15:00. 

Donthu, N. & Garcia, A., 1999. The Internet shopper. Journal of Advertising Research. 

Vol.39, No.3, pp.52-58.  

Enders, A. & Jelassi, T., 2009. Leveraging Multichannel Retailing: The Experience of 

Tesco.com. MIS Quarterly Executive. Vol. 8, No. 2, pp.88-100 

Evans, B.P. & Wurster, S.T., 1997. Strategy and The New Economics of Information. 

Harvard Business Review.  

Fisher et al., 1994. Making supply meet demand in an uncertain world. Harvard Business 

Review. 

Fisher et al., 1997. Configuring a supply chain to reduce the cost of demand uncertainty. 

Production and operations management. Vol. 6, No. 3, pp.211-225. 

Fisher, M. & Cachon, G.P., 2000. Supply Chain Inventory Management and the Value of 

Shared Information. Reviewed Management Science. Vol. 46, No. 8, pp. 1032-1048. 

Fisher, M., 1997. What is the right supply chain for your product. Harvard Business Review. 

Gable, G., 1994. Integrating case study and survey research methods: an example in 

information systems. European Journal of Information Systems. Vol.3, No.2, pp.112-126. 

Geunes et al., 2005. Applications of Supply Chain Management and E-Commerce Research. 

Applied Optimization. Vol.92. 

http://www.google.com/books?hl=sv&lr=&id=IQgWVahxO3UC&oi=fnd&pg=PR9&dq=Logistics+and+supply+chain+management+Christopher&ots=C7d5im4d-4&sig=ndU1mtjb4wLkg4COibNkbzy-BeY
http://www.google.com/books?hl=sv&lr=&id=IQgWVahxO3UC&oi=fnd&pg=PR9&dq=Logistics+and+supply+chain+management+Christopher&ots=C7d5im4d-4&sig=ndU1mtjb4wLkg4COibNkbzy-BeY
http://link.springer.com.focus.lib.kth.se/bookseries/5634


118 of 123 

 

Hagel, J., 1999. Net Gain: Expanding Markets Through Virtual Communities. Journal of 

interactive marketing, Vol 13, Nr 1, pp.55-65 

Heinemann G. & Schwarzl, C., 2010. New Online Retailing: Innovation and Transformation. 

First edition. Gable: Germany.  

Hessel, C., 2013. KF Näthandel AB (Coop Online). Interview: 16 January 2013, 11:00. 

Högskoleverkets årsrapport, 2012. Universitet & Högskolor 2012:10 R, [online]. Available at: 

<http://www.hsv.se/download/18.8b3a8c21372be32ace80003121/1210R-universitet-

hogskolor-arsrapport.pdf > [Accessed 13 Mars 2013]. 

Holmström et al., 2002. The way to profitable Internet grocery retailing six lessons learned. 

International Journal of Retail & Distribution Management, Vol.30, No.4, pp.169-178. 

Hossain, F. & Adelaja, A. O., 2000. Consumers‟ Interest in Alternative Food Delivery 

Systems: Results from a Consumer Survey in New Jersey. Journal of Food Distribution 

Research, July 2000:49-67.  

HUI research, Posten AB and Svensk Distanshandel, 2011;2012. E-barometern. [pdf] 

Sweden: Posten AB. Available at: http://www.hui.se/statistik-rapporter/index-och-

barometrar/e-barometern [Accessed 4 Mars 2013] 

Isaksson, H., 2013. Matkomfort Stockholm AB. Interview: 10 January 2013, 08:15. 

Johnson et al., 2008. Reinventing Your Business Model. Harvard Business Review. Dec 01.  

Johnson, M.E. & Whang, S., 2002. E-business and supply chain management: an overview 

and framework. Production and Operations Management. Vol. 11, No. 4, pp.413-423. 

Johnsson, M. & Jönson, G., 2006. Framtida handel – utveckling inom e-handel med 

dagligvaror. Lund University. [pdf] Sweden: Vinnova. Available at: 

http://www.vinnova.se/upload/epistorepdf/vr-06-06.pdf [Accessed 1 Mars 2013]. 

Kämäräinen et al., J., 2001. The reception box impact on home delivery efficiency in the e-

grocery business, International Journal of Physical Distribution and Supply chains 

Management. Vol.31, No.6, pp.414-426.  

http://link.springer.com.focus.lib.kth.se/search?facet-author=%22Gerrit+Heinemann%22
http://link.springer.com.focus.lib.kth.se/search?facet-author=%22Christoph+Schwarzl%22


119 of 123 

 

Kämäräinen, V. & Punakivi, M., 2002. Developing Cost-effective Operations for the e-

Grocery Supply Chain. International Journal of Logistics: Research and Applications, Vol. 

5, No. 3, pp.285-298. 

Karlsson, P., 2013. City Gross Grocery basket. Interview: 15 January 2013, 10:00. 

Kelliher, F., 2005. Interpretivism and the Pursuit of Research Legitimization: An Integrated 

Approach to Single Case Design. The Electronic Journal of Business Research 

Methodology. Vol.3, No.2, pp.123-132. 

Kervenoael, R., et al., 2006. Exploring value through integrated service solutions: The case of 

e-grocery shopping. Managing Service Quality. Vol.16, No.2, pp.185-202.  

Kim, W.C. & Mauborgne, R., 2004. Blue Ocean Strategy. Harvard Business Review. 

Kingham, G., 2013. ÅT ekologiska råvaror AB (Årstiderna). Interview: 10 January 2013, 

11:45. 

Kraljic, P., 1983. Purchasing Must Become Supply Management. Harvard Business Review. 

Kull, T., 2013. Mathem i Sverige AB. Interview: 16 January 2013, 11:30. 

Kumar et al., 2012. Clash of the e-commerce titans: A new paradigm for consumer purchase 

process improvement. International Journal of Productivity and Performance Management, 

Vol. 61 No. 7, pp. 805-830. 

Kurnia et al., 2003. The Acceptance of the Online Grocery Shopping. The 16th Bled 

Electronic Commerce Conference. Bled, Slovenia, June 2003. 

Kvale, S., 1997. Den kvalitativa forskningsintervjun. First edition. Sweden: Studentlitteratur. 

La Londe, B.J. & Masters, J.M., 1994. Emerging Logistics Strategies: Blueprints for the Next 

Century. International Journal of Physical Distribution & Logistics Management. Vol.24, 

No.7, pp.35-47. 

Laestadius, S. & Nuur, C., 2010. Development in peripheral regions: Case studies in Sweden. 

European Urban and Regional Studies. Vol.18, No.2, pp.170-183. 

Lambert et al., 1997. Supply Chain Management: More Than a New Name for Logistics. The 

international Journal of Logistics Management. Vol. 8, No.1, pp.1-14. 



120 of 123 

 

Lambert et al., 1998. Supply Chain Management Implementation Issues and Research 

Opportunities. The international Journal of Logistics Management, Vol 9(2), pp.1-20. 

Lambert, M.D. & Cooper, C.M., 2000. Issues in Supply Chain Management. Industrial 

Marketing Management. Vol.29, pp.65-83. 

Laudon, C.K. & Traver, G.C., 2007. E-commerce: Business. Technology. Society. New 

Jersey: Pearson Education. 

Lauritzson, O., 2013. BI-Boxen Sweden AB. Interview: 9 January 2013, 16:00. 

Lee et al., 1997. The Bullwhip Effect In Supply Chains. Sloan Management Review. Vol.38, 

No.3, pp.93-102. 

Lee, H., 2004. The Tripple-A supply chain. Harvard Business Review. 

Lee, L.H., 2002. Aligning supply chain strategies with Product Uncertainties. California 

Management Review Reprint Series. Vol.44, Nr.3. 

Liljekvist, M., 2013. Veckansmiddag AB. Interview: 10 January 2013, 10:00. 

Lubin, D.A. & Esty, D., 2010. The Sustainability Imperative. Harvard Business Review. 

Magretta, J., 2002. Why Business Models Matter. Harvard Business Review. 

Mahadevan, B. 2000. Business Models for Internet-Based E-Commerce: An Anatomy. 

California Management Review, Vol 42 (4), pp.55-69. 

Mahar et al., 2012. Using online pickup site inclusion policies to manage demand in retail/E-

tail organizations. Computers & Operations Research, Vol 39, Nr 5, pp.991–999. 

Manzini, R. & Accorsi, R., 2012. The new conceptual framework for food supply chain 

assessment 

Mentzer et al., 2001. Defining Supply chain Management. Journal of business logistics, Vol 

22., No.2, pp.1-25. 

Middagsfrid, 2013. Middagsfrid.se. [online] Available at: 

<http://www.middagsfrid.se/matkasse/> [Accessed 13 Mars 2013].  



121 of 123 

 

Moore, A.G., 1991. Crossing the chasm: marketing and selling High-tech products to 

mainstream customers. New York: HarperBusiness. 

Morganosky, M. & Cude, B., 2000. Consumer response to online grocery shopping. 

International Journal of Retail and Distribution Management, 28(1), pp.17-26.  

Morris et al., 2003. The entrepreneur‟s business model: toward a unified perspective. Journal 

of Business Research, Vol.58, pp.726– 735. 

Netessine, S. & Rudi, N., 2006. Supply Chain Choice on the Internet. Management science, 

Vol. 52, No. 6, pp. 844–864. 

Nidumolu et al., 2009. Why Sustainability is Now the Key Driver of Innovation. Harvard 

Business review. 

Noble et al., 2009. The promise of multichannel retailing. Management Review, McKinsey 

Quarterly. 

Osterwald, A. & Pigneur, Y., 2010. Business model Generation. New Jersey: John Wiley and 

sons. 

Osterwalder, A. & Pigneur, Y. 2002. An e-Business Model Ontology for Modeling e-

Business. 15th Bled Electronic Commerce Conference e-Reality: Constructing the e-

Economy. 

Person B, 2013. Company B. Interview: 16 January 2013, 13:00. 

Prokesch, S., 2010. The Sustainable Supply Chain. Harvard Business Review. 

Razazi, D., 2013. Moderna vardagen AB (Middax). Interview: 9 January 2013, 12:00. 

Rigby, D., 2011. The Future of Shopping. Harvard Business Review. 

Sandberg, J., 2005. How do we justify knowledge produced by interpretative approaches?. 

Organizational Research Methods, 8(1), pp.41-68. 

SCB, Statistics Sweden, 2011a. Fortsatt stark försäljning inom restaurangbranschen i april. 

[Online] Available at: <http://www.scb.se/Pages/PressRelease____315845.aspx> 

[Accessed at 16 Mars 2013] 33  



122 of 123 

 

SCB, Statistics Sweden, 2011b. Handel med varor och tjänster. [pdf] Available at: 

<http://www.scb.se/statistik/_publikationer/OV0904_2011A01_BR_10_A01BR1101.pdf> 

[Accessed at 1 Mars 2013]  

SCB, Statistics Sweden, 2011c. Livsmedelsförsäljningsstatistik 2011. [pdf]  Available at: 

<http://www.scb.se/statistik/HA/HA0103/2011A01/HA0103_2011A01_SM_HA24SM120

1.pdf> [Accessed at 14 January 2013] 

Schocher, F., 2013. Kocken och Jag AB. Interview: 16 January 2013, 15:00. 

Senauer, B., 2001. The food consumer in the 21st century new research perspectives. 

Working paper, Department of Applied Economics University of Minnesota. [pdf] 

Available at: <http://ageconsearch.umn.edu/bitstream/14346/1/tr01-03.pdf> [Accessed 28 

January 2013]. 

Silverman, D., 2004. Qualitative research: Theory, Method and Practice. Second edition. 

Thousand Oaks: Sage Publications. 

Simchi-Levi et al., 2008. Designing and managing the supply chain: Concepts, Strategies and 

Case Studies. Third edition. Europe: McGraw-Hill Education. 

Sjöberg, M., 2013. Hem till Köket AB. Interview: 15 January 2013, 08:00. 

Strömberg, C., 2013.  Middagskorgen AB. Interview: 15 January 2013, 15:00. 

Svantesson, K. and  Houbaer, C., 2013. Gröna Kassen AB. Interview: 16 January 2013, 17:00. 

Svensk Handel, 2011. Mat på nätet – Utvecklingen av den svenska dagligvaruförsäljningen 

på Internet. [pdf] Available at: 

<http://www.svenskhandel.se/Documents/Rapporter/2012/Mat%20p%C3%A5%20n%C3

%A4tet%202012.pdf> [Accessed 1 Mars 2013].  

Theander, V., 2013. Middagsfrid AB. Interview: 14 January 2013, 12:00. 

Tidd, J. & Bessant, J., 2009. Managing Innovation: Integrating Technological, Market and 

Organizational Change. 4th edition, John Wiley and Sons Ltd.  

Trautman, K., 2013. Bra mat Hemma BMH AB. Interview: 29 January 2013, 09:00. 



123 of 123 

 

Turban et al., 2002. Electronic commerce: A managerial perspective. Second edition. New 

Jersey: Pearson education. 

U.S. Census Bureau, 2012. 2010 E-commerce Multi-sector Data Tables. [XLS] Available at: 

<http://www.census.gov/econ/estats/2010/all2010tables.html> [Accessed at 26 September 

2012]  

Wänerskog, M., 2013. Saras Matkasse AB. Interview: 11 January 2013, 09:30. 

Webb et al., 1966. Unobtrusive Measures: Nonreactive Research in the Social Sciences, 

Chicago, Illinois. 

Weiss, S.R., 1995. Learning From Strangers: The Art and Method of Qualitative Interview 

Studies. Free Press. 

Wikland, M., 2013. ICA Grocery basket. Interview: 17 January 2013, 08:00. 

Wikström, S., 2011. Dags att ta Linas Matkasse på allvar. Market, [online] 16 February 2011. 

Available at: <http://www.market.se/Asikter/Debatt/Dags-ta-Linas-Matkasse-pa-allvar/> 

[Accessed 28 January 2013]. 

Yin, R.K., 2003. Case Study Research: Design and Methods. Third edition. Thousand Oaks: 

Sage Publications. 

Yin, R.K., 2011. Applications of Case Study Research. Third edition. Thousand Oaks: Sage 

Publications. 

Zott et al., 2010. The Business Model: Theoretical Roots, Recent Developments, and Future 

Research.  IESE Business School – University of Navarra. 

Zott et al., 2011. The Business Model: Recent Developments and Future Research. Journal of 

Management. Vol.37, No.4, pp.1019-1042. 

Åkerberg, A., 2013. Prioleva AB. Interview: 8 January 2013, 08:00. 

 

 

 



i 

 

 

APPENDIX A – INTERVIEW QUESTIONS 

The interviewees were asked the questions in Swedish due that is their native language and 

having a company in the Swedish market. The questions were then also answered in Swedish. 

General 

Questions 

What is your background? 

a. Relation to the company?  

b. Career? 

c. Experience? 

What is your turnover? 

a. Approximately how many customers per week did you have in year 2012? 

Do you see any problems in your company? 

Do you see any problems in the grocery basket business? 

Table A.1: Questions about general. 

Business model 

Questions 

What value do you offer? 

a. What value do you deliver to the customer? 

b. What/which customer problems do you solve? 

What customer relations do you have? 

a. How do these work? 

b. How costly are they? 

What are your channels to reach customers? 

What is your customer segment? 

What are your key partners? 

 

 



ii 

 

 

Questions 

What are your key activities to deliver value? 

a. Distribution channels? 

b. Customer relations? 

c. Revenue Streams? 

What are your key resources? 

a. Knowledge? 

b. Labor? 

c. Financially? 

What is your cost structure? 

a. Which are the most important costs? 

b. What is the most costly? 

c. What financial requirement does the company have and how do you finance it? 

What are your revenue streams? 

Do your see any problems with the current business model? 

Table A.2: Questions about business model. 

Supply chain 

Questions 

How does your supply chain look like? 

a. Logistics? 

How many steps do you have from customer order to final delivery? 

How does your supply chain work? 

a. Cost-wise? 

b. Stock? 

c. Distribution? 

d. Picking and packing? 

e. The cold chain? 

Are there any other solutions for this supply chain? 

Do you see any problems with the current supply chain? 

Table A.3: Questions about supply chain. 
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Risks 

Questions 

What is your view on risks within the business? 

a. Technical? 

b. Economical? 

c. Market? 

d. Environment? 

e. Personnel? 

How do you manage risks? 

Table A.4: Questions about risks. 

The future 

Questions  

How is the development in the company? 

a. Products? 

b. Supply chain? 

What resources do you have for development? 

a. Knowledge, expertise? 

b. Labor? 

c. Financially? 

How do you see on your company in a long term regarding: 

a. Turnover? 

b. Profit margin? 

c. Relation to customers? 

d. Number of customers? 

How do you see on the business in a long term regarding: 

a. Competition? 

b. Turnover? 

c. Number of customers? 

How do you see on environmental factors in using grocery baskets? 

a. Emissions? 

Do you see any problems in the future of the business? 

What is your vision for the future of the company? 

Table A.5: Questions about the future.  
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APPENDIX B – SURVEY QUESTIONS 

The questions were asked in Swedish due that is the native language of the population that the 

questionnaire was sent out to. The questions were then also answered in Swedish. 

End customer questionnaire 

Nr Type Question Choice 

1 Number choice When are you born? (Year) 

2 Single choice Are you female or male? 

 
Woman 

Man 

3 Single choice In which industry are you currently working? 

 

Bank 

Building 

Computer  

Finance 

Hotel/restaurant 

Health 

Consulting 

Media 

Student 

Telecom 

Transportation 

Other 

4 Single choice How good is your knowledge in cooking? 

 

Very good 

Fairly good 

Fairly bad 

Very bad 

Don‟t know 
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Nr Type Question Choice 

5 Single choice How good is your knowledge in quality of groceries? 

 

Very good 

Fairly good 

Fairly bad 

Very bad 

Don‟t know 

6 Single choice 
Approximately how much are you/your family spending on groceries each month, 

per person? 

 

0 – 500 kr 

500 – 1000 kr 

1001 – 2000 kr 

2001 – 3000 kr 

More than 3000 kr 

Don‟t know 

7 Single choice 
Approximately how much time are you/your family spending on planning, shopping 

and cooking each month? 

 

0 – 20 hours 

21 – 50 hours 

51 – 100 hours 

101 – 200 hours 

More than 200 hours 

Don‟t know 

8 Single choice Have you ever ordered a grocery basket/do you know anyone who has done it? 

 

Yes, myself 

Yes, someone else 

No 

9 Single choice What did you think about the grocery basket? 

 

Very positive 

Fairy positive 

Fairy negative 

Very negative 
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Nr Type Question Choice 

10 Multiple choice 
How important do you consider the following properties of a grocery basket? Type 

your answer in a scale from 1 to 5 (5 = very important) 

 

Flexibility of the grocery basket 

Time-efficient and easy preparation of meals, hours are saved every 

day 

Convenient, groceries are ordered on the Internet and are sent home 

accompanied with complete recipes 

Fast delivery 

Eco-friendly, delivering locally produced/organic groceries from 

quality assured suppliers 

High nutrition, high-quality groceries, leading to health and better 

performance 

Lower grocery costs through reduced waste in the home, fewer 

spontaneous purchases, fewer purchases from 

restaurants/cafes/kiosks 

11 Single choice Are you missing any function or feature of grocery baskets? 

 

Yes 

No 

Don‟t know 

12 Single choice How big do you think the need is for grocery baskets? 

 

Very big 

Fairly big 

Fairly small 

Very small 

Don‟t know 

13a Open Why do grocery baskets with recipes give a negative impression? 

13b Open What is most beneficial with grocery baskets? 

13c Open 
If you cannot get the groceries home delivered where else would you want the 

grocery basket to be delivered? 

Table B: End customer questionnaire questions. 
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