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1 Introduction 

Nowadays, environmental, and social issues have become a great concern among the 

population of our planet. Since our global resources deplete, people suffer from dif-

ferent diseases, horrible living or work conditions, more and more consumers start to 

show interest in the environment and express their voices through buying sustaina-

ble products. Based on that, consumers expect companies to care about environ-

mental and social issues as well as they do. Companies, in their turn, are now under a 

great pressure and they are facing new restrictions and regulations on the material 

they use, the products they produce, the safety of their facilities and this list can go 

on and on. However, despite the obstacles to be overcome in the beginning this new 

trend of moving towards sustainability will bring many benefits as for the company 

and its customers, and for the environment. 

This topic closely relates to logistics, as far as, it has gained special importance over 

the last few years. People order goods and services online to save time and time in 

our fast-moving world is good as gold. Easy access to online delivery platforms, a va-

riety of options, and many discounts are the factors that make it attractive to most 

consumers. Logistics is all about giving your customer what they want and when they 

want it, and nothing is so important to the customer than the last mile of the delivery 

process. Usually, customers evaluate the entire logistics process based on the last 

mile performance, thus, if order is delivered on time, to the right place and without 

damage then company create a customer for a life. Last mile is getting more and 

more attention these days, for instance, Amazon which was outsourcing last mile de-

livery to UPS, now is taking the control of their deliveries. This results in easier com-

munication with the customer and allows Amazon to quickly respond if any problem 

happens during the transportation. To succeed in the last stage of the delivery pro-

cess companies must be effective in meeting customers’ expectations, be efficient in 

controlling costs and communicate throughout the delivery process. Continuous im-

provement of these three functions can create return customers. However, the more 

people order the more waste they generate, the more deliveries are made, and more 

workforce are needed to fulfill the needs. To stay competitive on the market, 
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companies have to find new ways how to make deliveries faster, cheaper, and more 

sustainable. One of the solutions is to partly or fully outsource the last stage of the 

supply chain to ordinary people. This is called crowd-shipping when ordinary people 

are involved directly in the delivery process.  

E-commerce industry has expanded since the first wave of coronavirus infection be-

gan and it is predicted that this shift to buying goods and food online will be perma-

nent. People who did not buy products online because they were concerned about 

safety of a payment system and quality of the product now, due to lockdown and re-

strictions, discovered how ordering products online is easy and convenient. Increase 

of e-commerce leads to increase in deliveries, thus, logistics has to overcome new 

challenges, especially, those companies who are not prepared for such expansion of 

the e-commerce market can lose their business but those who adapt to the new mar-

ket conditions rapidly will benefit. Sustainability can create a strong, versatile supply 

chain that responds to the fast-changing market conditions and bring major benefits 

for all parties involved in supply chain process.  

In this research several Finnish and Swedish companies were studied to determine 

the role of sustainability in crowd-shipping companies in Finland and Sweden. The 

objective of this thesis is to determine the impact of sustainability on supply chain 

performance and marketing of Finnish and Swedish crowd-shipping companies. This 

thesis intends to answer following research questions:  

1) Which crowd-shipping companies operates in Finland and Sweden? 
2) How do these companies take care of ecological and social sustainability? 

3) What is the role of sustainability in their marketing? 
 

 In the Theory part of the thesis, sustainability and its three pillars will be defined and 

described. The next part, research methods, will focus on qualitative research. The 

final part will highlight the results, and a discussion will be presented.  
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2 Theory 

2.1 Sustainability 

We use the word “sustainability” in almost every aspect of our life: environmental, 

economic, social, political, cultural, and so on. And the definition of it is broad. How-

ever, the essence remains the same. So, what is “Sustainability”? According to the 

Cambridge dictionary, “sustainable” is defined as causing little or no damage to the 

environment and therefore able to continue for a long time. It is important to under-

stand that sustainability is a long-term oriented process and humanity has already 

started to pay attention to this problem. 

In the 19th century with the beginning of the industrial revolution, people realized 

that the industry was developing too fast needing more global resources and work-

force. This caused many environmental, social, and economic issues. Actions needed 

to be taken and, in 1983, the World Commission on Environment and Development, 

also known as the “Brundtland Commission”, was formed. They believed that by find-

ing more sustainable ways for economic growth humanity will not just survive but 

prosper (The World Commission on Environment and Development, 1987, p. 11). In 

1987, they published the final report called “Our Common Future” where the official 

definition for sustainable development was given. The definition is as follows: “Sus-

tainable development is development that meets the needs of the present, without 

compromising the ability of future generations to meet their own needs” (The World 

Commission on Environment and Development, 1987, p. 41). Indeed, for humanity to 

survive we need to put back the same amount of resources that we consume, other-

wise, we will be threatened with extinction. The amount of renewable resources on 

our planet is exceeded by over 60% (Global Footprint Network, 2016, p. 10). 
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However, sustainability is not only about the environment. It is also about achieving 

and maintaining a strong, healthy society (The World Commission on Environment 

and Development, 1987, p. 7). To do so, companies have to rethink the way they do 

business. For instance, removing child labor out of their supply chains, providing 

good working conditions, and set the goals that will help implement sustainability as 

a core concept of any business. In figure 1 we can see that sustainability is about 

finding a balance between the so-called triple bottom line of people, planet, and 

profit or as it is formally called three pillars of sustainability: society, environment, 

and economy. Without at least one of these components it is impossible to achieve 

sustainability.  

The practices show that eco-friendly products are more expensive than those that 

harm the planet the most. Customers are not willing to pay a high price for the same 

product that they can have but for a cheaper price. Due to this even though there are 

many sustainable products on the market the business activity still has a negative im-

pact on the planet. Sometimes it is very hard to tie up the activity that harms the en-

vironment to a particular business, therefore, their costs stay external to business’ 

accounting (Chouinard Yvon). Companies can make the tables turn by creating not 

just sustainable products but also operating healthy and sustainable supply chains. 

Figure 1. Three pillars of sustainabilty. 
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Eliminating wastes and unnecessary processes will contribute to cost reduction and 

improvement of supply chain operations in general.  

In 2015 the international community set out the sustainable development goals 

(SDGs) that have to be met by 2030. Through extermination of poverty, finding more 

sustainable solutions, and protection of human health and human rights countries 

will carry out the SDGs and positively contribute to sustainable development (Euro-

pean Commission). The EU aims to implement SDGs in all their policies by 2030 and 

encourage EU countries to do the same. To show their commitment to the issue solv-

ing the EU is now moving towards a circular economy, low-carbon, climate-neutral, 

and resource efficiency, thereby, increasing social, economic, and environmental sus-

tainability (European Commission). The international community exemplified 17 sus-

tainable development goals regarding global challenges we have to deal with and as-

pects of sustainable development that have to be undertaken. Those are as follows: 

no poverty, zero hunger, good health and well-being, quality education, gender 

equality, clean water and sanitation, affordable and clean energy, good jobs and eco-

nomic growth, innovation and infrastructure, reduced inequalities, sustainable cities 

and communities, responsible consumption, climate action, life below water, life on 

land, partnership for the goals and peace, justice and strong institution. Some of 

them will be precisely studied and explained in the next chapters.  

Figure 2. 17 Sustainable Development Goals. 
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The 2030 Agenda for sustainable development states that sport is a crucial facilitator 

of sustainable development. Tokyo Games 2020 aims to be the most sustainable 

Games and, moreover, they targeted to deliver sustainable products and services not 

only for the period of Games but for the long run. (Tokyo 2020). One of Japan’s long-

term oriented projects is moving towards a zero-emission state by 2030 as part of 

the global actions in order to slow down climate change (UN). They presented a tool 

to ensure sustainability throughout the whole supply chain called the Tokyo 2020 

Sustainable Sourcing Code. It defines methods by which products and services should 

be produced as well as criteria for the sourcing of it. Implementation of this Code will 

help Japan to install sustainable practices in society, therefore, achieving public 

recognition of the importance of sustainability (Tokyo 2020). First of all, Tokyo 2020 

will focus on positive contributions to climate change through the reduction of CO2, 

energy savings, and the use of renewable energy. All CO2 emissions will be compen-

sated through the carbon offset programs. By using new permanent venues Tokyo 

2020 will guarantee high environmental performances. The application of a resource 

management system will eliminate wastes and control them throughout the entire 

supply chain. Tokyo 2020 claims that 99% of the generated waste will be recycled 

from the venue construction. Reduce, reuse, recycle approach is carried out during 

the Games. Effective use of water, heat management implementation, and the devel-

opment of an ecological network are the main activities that were designed in order 

to form an eco-friendly city. To achieve social sustainability during the Games Tokyo 

2020 will operate in accordance with the UN’s Guiding Principles on Business and Hu-

man Rights (Tokyo 2020). Also, free corruption environment will be maintained. En-

gagement with stakeholders and people involved aims to provide equal opportuni-

ties for everyone and contribute to creating social equality.  
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2.2 Social Sustainability 

The social pillar of sustainability explicates the importance of human health and hu-

man rights, fair work conditions, equal opportunities, and access to the labor market 

(European Commission, 2017). Table below presents the set of sustainable develop-

ment goals that intend to solve the addressed social issues. In developing countries, 

poverty and inequality became normal practice. Those who cannot afford to get a 

higher education often find themselves in low-paid jobs living with a low standard of 

life. Their rights are usually violated by more powerful and influential people. This, in 

turn, leads to a scenario where people have no other choice but to accept offered 

low-paid jobs. In most cases, it is hazardous work endangering human health. And 

the gap between poor and rich grows continuously. In 2002 Dernbach has concluded 

that poor people in developed and developing countries tend to be exposed to the 

worst environmental conditions. To ensure that future generations will have enough 

resources to meet their needs environmental degradation and poverty reduction ac-

tions must be taken immediately. Our world is changing incredibly fast and for gov-

ernments and companies to benefit from the upcoming opportunities they have to 

invest in people, strengthens their skills (Guy Ryder, 2020). On the one hand, not well 

educated or skilled people are a waste of human resources. On the other hand, not 

educated people make up a cheap labor force sector that is in high demand now. By 

trying to save money companies and governments are always in need of people will-

ing to work for pennies.  

• Aims to protect healthy lives and 
contribute to well-being by 2030. 3th SDG

• Aims to ensure comprehensive and 
equitable lifelong quality education.4th SDG

• Promotes geneder equality and the 
empowering women and girls.5th SDG

• Aims to secure access to water and 
sanitation. 6th SDG

• Aims to diminish inequalities withing 
and among countries. 10th SDG

Table 1. SDGs that address social issues.  
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Nevertheless, as it says in the 4th SDG ensuring comprehensive and equitable lifelong 

quality education must be achieved by 2030. Educated people are the main drivers of 

the development process and socio-economic upward mobility (UN). Thus, accessible 

education has to be a priority in policy and practice. In Sub-Saharan Africa, less than 

one-half of schools cannot provide the basic resources for the students. Due to poor 

infrastructure electricity, drinking water, and the Internet are not available there 

(UN). Education is hardly accessible in such conditions. Education helps to create a 

socially responsible and peaceful society where inequalities are reduced to the mini-

mum (UN). However, due to inequality in incomes, family problems, or socio-eco-

nomic situation some young people leave school early (Europen Commision). In the 

graph above published by Eurostat, the statistics on early leavers from education and 

training in 2018 is presented. Italy, Romania, and Spain scored the highest rate with 

the percentage of early leavers above 15%. The COVID-19 made the situation even 

worse. About 1.6 billion children and youth were out of school by April 2020 over-

turning progress made on education (UN). Remote learning which became an innova-

tion still remains inaccessible for at least 500 million students (UN). Europe has al-

ready included education objectives in the Europe 2020 strategy for growth and jobs. 

Those objectives aim at reducing the early school leaving rates below 10% and ensur-

ing the completion of higher education by at least 40% of 30-34-year-old people (Eu-

ropean Commission).  

Figure 3. Early leavers from education and training in 2018 (% of 
population aged 18-24). 
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COVID-19 influenced not only the educational process but the health and well-being 

of people as well. Some essential health services were disturbed or suspended during 

the pandemic and if Europe wants to achieve the 3rd SDG by 2030 acceleration of 

growth in the provision and use of essential services must be done (UN). The 3rd SDG 

aims to protect healthy lives and contribute to well-being (UN). Yet poor countries do 

not have enough medical suppliers, facilities, and health care workers to provide es-

sential health services for the population (UN). More than 40% of all countries have 

less than 10 medical doctors per 10 000 people (UN). This number of workers is 

clearly not enough in order to provide a high health service level for everyone. In 

2017 World Health Organization revealed the data on maternal mortality; approxi-

mately 295 000 women died during pregnancy and following childbirth and 94% of 

these deaths occurred in low-resource settings. All these maternal deaths can be pre-

vented if high-quality care is accessible which not the case in poor countries (WHO). 

Europe intends to fight challenges which third countries’ health systems are facing 

through such policies as the European development policy, the European neighbor-

hood policy, and the Enlargement policy (European Commission).  

Furthermore, COVID-19 showed that access to clean water and sanitation is essential 

for stopping the spread of diseases and preventing infections (UN). Meanwhile, for 3 

billion people simple hand hygiene is not accessible as declared United Nations. In 

2017, the World Health Organization revealed that 785 million people do not have 

access to basic drinking water. According to the 6th sustainable development goal set 

by the international community governments of all countries have to secure access 

to water and sanitation for all. Furthermore, access to sanitation and water is one of 

the human rights; however, approximately 1 000 children die every day due to wa-

ter-related diseases (UN). Investing in water will eventually help to avoid such dis-

eases as cholera, hepatitis A, diarrhea, and many others and contribute to the cost-

efficiency (WHO). Also, by improving sanitation, hygiene, and water safety countries 

will contribute to the reduction of poverty, education, and food security (UN). Coun-

tries should manage water resources more responsibly, thereby; have a positive im-

pact on climate change, water ecosystems, and their biodiversity (UN). Pursuing the 

intended 6th SDG proper access to safe and affordable water must be achieved by 

2030 (UN). 
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Providing equal opportunities and treating employees fairly are the practices that 

help to build a socially responsible society. The idea is no matter what age, religion, 

race, or gender employees are they have to have equal opportunities to apply for the 

job they are interested in, be promoted, and be trained. No employee has to be 

treated less favorably than others based on their sexual, marital, or racial grounds 

(Durham Jeff). The 5th SDG promotes gender equality and the empowering of women 

and girls (UN). In order to achieve a healthy and peaceful society, the different forms 

of gender violence have to be ended. Quality health and education, economic re-

sources, and participation in political life have to be equally accessible for women 

and men (UN). Although discrimination of women endures through laws and policies, 

gender-based stereotypes, and social norms, those has to be ended to ensure 

productivity, economic growth, and sustainable development (UN). Women and girls 

represent half of the world population and are being highly valued in the fight 

against COVID-19 as 70% of health and social workers are represented by women 

(UN). Yet 35% of women in the age of 15-49 years have been exposed to physical, 

psychological, or sexual violence and during the pandemic, this number increased by 

30% (UN). It shows that the protection of women and girls still remains an issue and 

improvements need to be done. According to the United Nations article “Goal 5: 

Achieve gender equality and empower all women and girls” 49 countries out of 143 

still do not ensure the protection of women from violence. The 5th sustainable devel-

opment goal sets out the targets to eliminate and end all forms of violence and dis-

crimination against women. The Commission on the Status of Women plays an im-

portant role in the solving of this issue and by promoting gender equality and 

Figure 4. COVID-19 implications. 
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empowering women it aims to achieve a socially responsible society (UN). Through 

the social protection policies and promotion of gender equality, the EU will try to em-

power women and girls and, therefore, boost the development process in all areas 

(UN). Companies, in its turn, should learn how to manage diversity because so many 

people are working together in order to achieve a common goal and each of them 

has a different experience, backgrounds, and skills contributing to the company on a 

different level. Hiring people that are right for the job regardless of their race and sex 

is the only way how the system should work. Also, if providing learning opportuni-

ties, they have to be available for all employees. In order to run a socially sustainable 

business companies have to take into account all factors mentioned above.  

Social sustainability cannot be achieved if such practice as child labor occurs in supply 

chains. Families that have a minimum wage rate, need children to start earning 

money as soon as possible, so later they can sustain elderly parents. In the graph be-

low can be seen the pattern that over the 12 years the child labour has been going 

down, however, it is far from ideal. According to the survey conducted by ILO “Mak-

ing Progress Against Child Labour 2013”, yet 17% of all children on our planet age 5-

17 were involved in economic activity for a minimum of one hour during this survey. 

Though it is a practice that ran counter to human rights companies turn a blind eye 

Table 2. Global incidence of child labour, 2000-2012.  
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to what is happening at the end of their supply chains. Currently, 152 million children 

are still involved in the work process. (Guy Ryder, 2020) Typically, child labor occurs 

in such activities as agriculture and raw material extraction (International Labour Or-

ganization, 2019, p. 9). First tiers can even not be aware of child labor occurring in 

their supply chain. Thus, transparency throughout the whole supply chain is the key 

to sustainable development. More powerful first tiers suppliers can force their sup-

pliers to become more sustainable. Or break a contract and find another supplier, in 

case they refuse to change the way they do business.  

Referring to SDG number 10, inequalities within and among countries have to be di-

minished.  Unequal access to safe drinking water, education, basic health services, 

discrimination, inequality in incomes, and much more; these factors endanger eco-

nomic and social development (UN). People with disabilities, as well as elderly peo-

ple, refugees, and migrants, are considered to be the most vulnerable groups and 

they are at risk of discrimination (UN). During the pandemic 2019, these groups of 

people were being hit the hardest. Inequality issues occur not only in developing and 

poor countries or regions but in developed and rich as well (UN). Currently, more 

than 1 billion people live with disabilities and 80% of them live in developing coun-

tries (UNDP). Vulnerable groups must have access to quality education, health care 

services, and social protection along with the provision of decent jobs (UN). Accord-

ing to the United Nations, in order to reduce social inequality promotion of a safe en-

vironment for migration has to be secured by governments and stakeholders. Laws 

and policies that somehow discriminate against some groups of people must be elim-

inated so that no one’s rights are violated (UN). The 2030 Agenda guarantee to leave 

no one behind and through policies and regulations provide secure equal opportuni-

ties for all and reduce inequalities.  
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2.3 Environmental sustainability 

Environmental concern is growing among the population of the Earth. Air and water 

pollution, global warming, deforestation, and climate change. And it is just the begin-

ning of the long list of environmental issues we have to deal with. According to the 

United Nations, 2019 was the second warmest year recorded. UK’s Met Office pre-

sents the statistic on the global average temperature difference from 1850 to 2019. 

In the figure 5, global warming patterns can be seen. The graphic proposes that the 

temperature started to rise in the 1800s presumably due to the Industrial Revolution 

and it keeps rising mainly because of CO2 emissions in the atmosphere (EartSky). To 

limit global warming the international community presented the 13th SDG that ad-

dresses climate change and its impact (UN). In December 2015, at the Paris climate 

conference was made the Paris Agreement that aims to avert critical climate change 

by reducing global warming to 1.5 Celsius Degrees. All countries that adopted the 

Paris Agreement committed to take actions regarding climate change and ensure 

transparency by tracking the progress made towards their commitments and report-

ing to each other and society on climate actions they achieve (European Commis-

sion). Global warming caused Australian bushfires in September 2019 and until 

March 2020 it could not be extinguished. At least 33 people were killed and over 11 

million hectares of forest, bush and parks have been burned contributing to eco-sys-

tems biodiversity (BBC). Smoke from fires affected the air quality and caused bad 

weather conditions. In addition, global warming is responsible for glaciers melting 

Figure 5. Global average temperature difference 1850-2019. 
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leading to the rise of sea level (WWF). It is predicted that one-third of the world’s 

glaciers will melt by 2100 adding to the rise of sea levels and disrupting normal ocean 

circulation patterns, therefore, creating such climate events as hurricanes and ty-

phoons (WWF). Glaciers were home to many species and since they are melting 

those species are now in danger of extension. The disappearance of glaciers means 

less fresh water available for the population (WWF). In order to strengthen climate 

adaptation and resilience 13th SDG targets to integrate climate change measures into 

policies and raise awareness of this issue through improved education (UN). 

The reality is that global resources deplete faster than renews. Companies have to 

act responsibly in order to reduce their negative impact on the environment since 

they are considered to be the biggest contributors to environmental sustainability. 

70% of the world’s greenhouse gas emissions can be tied to 100 companies (Riley T., 

2017).  The diagram below shows the sources of greenhouse gas emissions in the EU 

by source sector in 2017. 80.70% of emissions come from the consumption and 

production of energy. This includes heating and cooling of buildings, gasoline for 

vehicles, oil and gas production, extracting raw materials activities, and non-

renewable electricity production. 8.72% of emissions come from agricultural 

activities such as rice production, livestock (caws), and agricultural soils (EPA). Such 

industrial activities as transforming materials chemically or physically contribute with 

7.82% to greenhouse gas emissions. 2.75% of emissions come from the waste that is 

Figure 6. Greenhouse gas emissions in the EU by sector in 2017. 
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landfilled. The organic materials in the waste decompose and produce gas. All 

mentioned above human activities generate gas emissions and heat our planet.  

Social and economic progress is followed by environmental degradation putting at 

risk the future development and survival of humanity (UN). Responsible production, 

consumption, and disposing are being one of the SDGs that needs to be met by 2030. 

It is a well-known fact that food has a high carbon footprint as it requires a lot of en-

ergy to harvest, package, transport, prepare and dispose afterward (Food and Agri-

culture Organization of the United Nations). Every year in Finland households waste 

120-160 million kilograms of food and this is equivalent to 1,000 million kilograms of 

CO2 (Luke). Usually, food is being thrown away because it is either expired or 

spoiled. Although some people prefer to order food online because of lack of time or 

unwillingness to cook the disposal problem still occurs. The graph below illustrates 

the treatment rates for domestically generated waste excluding major mineral 

wastes in the EU-28 from 2010 to 2016. It shows how the waste generated in the EU 

is treated. Most of the waste is being recycled, however, the percentage of waste 

that is landfilled still remains above 20% and EU waste policy commits to reduce this 

Figure 7. The treatment rates for domestically generated waste excluding ma-
jor mineral wastes in the EU-28 from 2010 to 2016. 
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number by implementing the circular economy (Eurostat). According to Conrad B. 

MacKerron (2015) reusability is one of the preferable food packaging material com-

ponents. To reduce the environmental impact packaging materials have on the Earth, 

businesses have to change plastic boxes and cutleries with more recyclable material, 

for instance, paper. During beach cleanups plastic boxes and cutleries are the most 

frequent find (Conrad B. MacKerron).  The article of Eurostat reveals statics on pack-

aging waste generated by packaging material in the EU in 2017. 41% of packaging 

waste comes from paper and cardboard, 19% from plastic, 18% from glass, 17% from 

wood, and 5% from metal. These are the most common types of packaging used in 

the EU. To ensure that all materials are recycled the European Parliament and the 

Council adopted a Directive in 2004 where they set recovery and recycling targets.  

Due to rapid population growth and global resource depletion we need to learn how 

to keep products and materials in use for as long as possible. A circular economy, in 

its turn, can bring major economic benefits. For instance, by minimizing the waste 

and resource use we extend the life cycle and value of products. Thereby, we lower 

the need for extracting raw materials that leads to reducing greenhouse gas 

emissions. According to European Parlament (2018), such practices as re-use and re-

cycle could save EU companies 600 billion euros while also reducing total annual 

greenhouse gas emissions by 2-4%. The data revealed by the United Nations 

demonstrates that 13.8% of food was lost in the supply chains in 2016. The reduction 

of food loss and waste is the main target of the 12th SDG and, thereby, aims to 

reduce production costs and increase food system efficiency (UN). To cope with this 

problem companies have to present more innovative and sustainable solutions for 

production and disposing, meanwhile, consumers need to reduce the waste they 

generate and usage of plastic (UN).  

Environmental issues have become urgent over the past years and governments are 

taking control of this situation. Through establishing policies and regulations related 

to environmental protection countries ensure that environmental sustainability is 

carried out as a global objective (Evans, M., 2020). There are several agencies that 

are responsible for administering environmental laws and regulations. One of the 

examples is The Environmental Protection Agency (EPA) in the U.S. Violation of such 

environmental laws could lead to fees, jail time, or probation (Evans M., 2020). Due 
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to such regulations companies all over the world implement sustainability into their 

operations. Those who do not follow this trend put themselves at risk of being ex-

cluded from the main competition.  

2.4 Economic sustainability 

We used to think that economic sustainability is only about profit. But it is not. 

Economic sustainability is strategies aimed at long-term economic growth without 

having a negative impact on society and the environment by allocating social and 

economic resources in efficient and responsible ways (University of Mary 

Washington). In fact, for a company to be economically sustainable means to have 

good governance, compliance, and risk management system (Beattie A., 2019). 

According to James C. (2020), governance implies the system of rules by which a 

company is managed. United Nations defined governance as the process of decision 

making. Putting these two definitions together will give the full picture of what 

governance is. Governance is the decision-making process and the system of rules by 

which decisions are implemented. As in every process, there are different actors 

involved in it. Actors may vary, however, one always remains in the process and it is 

government. The government carries out the objectives throughout the whole 

decision-making process as well as its execution after the decisions were made. To 

establish good governance within the company the board of directors has to align 

with shareholders' interests, companies’ value chain, and customers. The company’s 

vision and mission statement have to coherent with its commitments and strategies 

Economically 
sustainable 
company

Good 
governance

Compliance with 
laws

Risk 
management 

system

Table 3. Three characteristics of economically sustainable company.  
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responding to the needs of society. Principle 10 of the Rio Declaration (1992) states 

that each individual should have equal access to information and participation in 

decision-making processes related to environmental problems. Taking the needs of 

people into account when adopting environmental policies enables people to 

participate in it. And participation is a crucial part of good governance (United 

Nations).  

Sustainability seeks policy integration and governance is responsible for applying 

such frameworks at all levels of business. Being transparent and aware of 

environmental issues attracts investors and helps companies to build trust with 

shareholders and customers. Under good governance, corruption is excluded from 

the decision-making processes. Provided information on a particular problem should 

be complete and in easy access for all participants involved in the process. Without 

transparency, accountability could not be reached. Businesses, institutions, and 

governments have to be accountable to society and their stakeholders (United 

Nations). With accountability comes great responsibility and awareness of what 

should be done in order to prevent economic crisis and integrate sustainable 

development in the core of the business.  

Ensuring environmental compliance within the company will ensure cost savings 

through better resource allocation, reduced risk, improved reputation, and employee 

motivation (OECD, 2004). Complying with regulations is cheaper than paying fees for 

non-compliance when detected. Costs of non-compliance can be reputational costs, 

fees, loss of employees, loss of license to operate, loss of revenue, and loss of 

production (Thimothy C.). Company that operates not according to its permit may be 

shut down or fined. Knowing about non-compliance and not trying to correct it can 

affect the whole business. Incidents related to safety or the environment may occur 

and lead to expenses in order to respond to it. Having a transparent accounting 

system reduces the risk of being caught for violation of laws or hidden money 

transfers. A company that operates in accordance to compliance and includes their 

shareholders, employees, and customers into the business process gains a good 

reputation status and this, in its turn, motivates people to work harder to achieve 

common goals. Otherwise, employees may leave work or arrange boycotts because 
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they simply do not want to work for a company that is breaking the law. Losing 

potential employees is another impact that non-compliance has on the business. 

None wants to apply for a job in a company that is violating the law and does not 

hear the voice of society. 

Out of 17 SDGs 5 address importance of economic sustainability and actions that 

have to be taken in order to achieve a long-run economic growth without harming 

the environment and society. The first SDG is targeted at the extermination of pov-

erty. In order to achieve economic sustainability, humanity needs to find new ways 

of using global resources more efficiently and adapt our way of living to it. With our 

current economy that delivers a minimum living standard, it seems impossible to 

achieve it (Jane Courtnell). 9.2% of the world population live in extreme poverty 

which means they have 1.90 $ or less to spend per day (Andrea Peer). It is clearly not 

enough to maintain a healthy lifestyle. People are struggling to survive on this 

amount of money per day. The resources needed for a living are not in easy access 

anymore. Overpopulation and overconsumption played an important role in it. Food, 

education, and medicine should be publicly available for everyone which is currently 

not the case. European Commission states that a cross-sectoral approach should be 

taken in order to tackle this problem. Thus, only with common efforts, it is possible 

to eradicate poverty in the world and achieve the intended SDG by 2030. Helping the 

•Aims to exterminate poverty.1st SDG

•Aims to provide access to affordable and clean 
energy for all.7th SDG

•Aims to improve sustainable economic growth and 
provide decen work and employement.8th SDG

•Aims to develop resilient infrastructure, boost 
sustainable industrialization, encourage innovation.9th SDG

•Aims to make cities and communities more 
sustainable. 11th SDG

Table 4. SDGs that address economical issues.  
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poorest categories of people to fight against poverty should be a priority and it also 

means to back people in their efforts for peace and security (European Commission).  

During the COVID-19 many people had lost their jobs and fell into poverty causing a 

slowdown in economic growth. However, even before the pandemic per capita in-

comes were more likely to decline in 2020 (UN). Now, due to the interruption of in-

dustrial production and market volatility, it is predicted that in 2020 GDP per capita 

will decline by 4.2% (UN). In figure 8 published by the United Nations Industrial De-

velopment Organization, it can be seen that global GDP growth is expected to decline 

during the COVID-19. However, industries that produce beverages, food, and phar-

maceutical products are yet performing well over the pandemic while other indus-

tries, for instance, manufacturing industries, experience an economic crisis (UNIDO). 

The reduction of working hours in the second quarter of 2020 caused by the corona-

virus pandemic will put 1.6 billion people at risk of losing their livelihoods (Interna-

tional Labour Organization). Especially this hit the hardest such economic sectors as 

manufacturing, retail, food services, tourism, and other businesses, said the Interna-

tional Labour Organization. Policy measures are needed to support and protect the 

small enterprises, workers, and the most vulnerable (ILO). The economic sector that 

is hit the hardest due to COVID-19 is tourism. Borders closure, travel bans, and lock-

down can decrease international tourism arrivals by 60-80% in comparison with 2019 

Figure 8. Global GDP growth, 1995-2020. 
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(UN). The created target of sustainable development goal number 8 is to improve 

sustainable economic growth and provide decent work and employment for all. Eve-

ryone must be able to get a decent job that provides fair incomes, social protection, 

and prospects for personal development (UN). By investing in high-level training and 

education governments will assist young people in getting the skills needed to com-

pete in the labor market and, thereby, get decent jobs regardless of their race, gen-

der, and socio-economic background (UN). In order to protect a safe work environ-

ment, governments should implement sufficient safety and health measures and 

build-up an enhanced work environment (UN). Through innovations and technologi-

cal progress higher economic productivity can be achieved by 2030 as it states in SDG 

8. Also, promoting policies that support such activities as entrepreneurship, the crea-

tion of decent jobs, innovation, and growth of all size enterprises will contribute to 

sustainable economic growth (UN).  

As our population gets bigger infrastructures get more complicated. The 9th SDG aims 

to develop a resilient infrastructure, boost sustainable industrialization, and encour-

age innovation (European Commission). Infrastructure development creates the con-

dition for economic growth which leads to poverty reduction and improvement of 

living conditions (UN). Governments should take a lead in developing and financing 

such infrastructure projects as transport, communication, water, and sanitation, so, 

it can be accessible to anyone. According to the European Commission, approxi-

mately 800 million people do not have access to water. There can be no talk about 

economic sustainability if basic people’s needs are not met. The most attention 

should be paid to developing countries where unsustainable industrial processes may 

occur and affect their economy badly. For instance, poor infrastructure slows down 

the productivity of African companies by 40% (Chimbelu C.). Due to unreliable power 

supply companies start to buy diesel-operated power generators that produce elec-

tricity which is two times more expensive than energy from the coil. These diesel-op-

erated power generators contribute to increasing CO2 emissions causing serious 

damage to the planet. Furthermore, road and rail infrastructures are not developed 

in Africa and this creates many problems for the companies operating there. An over-

all economy is affected by the poor infrastructure and lack of financing. Thus, follow-

ing the 9th sustainable development goal the EU supports their partner countries’ 
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transformation towards sustainable processes and technologies, and improving the 

financing of infrastructures which in its turn will boost their productivity and compet-

itiveness (European Commission). At the same time, access to affordable and clean 

energy is important for accelerating economic growth and the 7th SDG aims to pro-

vide it to all. Electricity powers healthcare facilities, educational institutions, build-

ings, lighting, and telecommunication to promote IT development, which, in its turn, 

boosts countries’ economies. Nowadays, electric vehicles play an important role in 

fighting against climate change as they use electricity instead of fuel, thereby, reduc-

ing greenhouse gas emissions (Zeke Hausfather). According to the United Nations, in 

2018, 789 million people had no access to electricity. Without electricity supplies, 

good infrastructure cannot be achieved and the transition process to renewable en-

ergy will be slowed down.  

On the one hand, urbanization of cities and metropolitan areas directly accompanies 

economic growth as it contributes approximately 60% of world GDP (UN). On the 

other side, 70% of global carbon emissions and 60% of resource use come from ur-

banized areas (UN). With fast urbanization come poor infrastructures, air pollution, a 

rising number of people living in slums in urban areas, inadequate services (sanita-

tion systems, transport, waste collection), and badly planned urban expansion. Ac-

cording to the United Nations in 2019 mere half of the world’s urban population had 

proper access to public transport and 828 million people were living in slums. Make 

cities more sustainable and safer places to live, create cities where all citizens are 

Figure 9. Share of urban population living in slums. 
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living a decent quality of life without harming the environment are the targets of sus-

tainable development goal number 11. By 2030, SDG 11 aims to provide affordable 

and safe housing, transport systems, basic services, improve slums conditions, and 

reduce economic losses that relate to GDP (UN).  

Furthermore, sustainable business is attractive to both investors and consumers. 

Being aware of environmental issues consumers give preference to the companies 

that act responsibly towards the environment. An emerging trend towards investing 

in environmentally sustainable businesses makes investors interested (Failte Airland). 

Another reason to become sustainable is differentiation. To compete in the market, 

companies need to present something unique and by offering sustainable products 

they can differentiate their service or product from others. For instance, food deliv-

ery companies can make restaurants that they are working with to use recyclable 

packages and cutleries. By supporting carbon offset projects such as forest restora-

tion or conservation; companies can compensate for their CO2 emissions. Those are 

the actions that can help a business to appear unique for the customers and stake-

holders.  

3 Sustainability in crowd-shipping 

Due to the rapid growth of e-commerce supply chains need to accommodate the 

new conditions and modify their deliveries so they can be cheaper, faster, and more 

reliable, thus, special attention should be given to the last stage of the supply chain 

or last-mile delivery, where the product is delivered to the final customer (Gdowska 

K). Here are two delivery options that take place; the first one is when delivery is 

made by the professional fleet and another option is when delivery is outsourced to 

the crowd-shipping company that uses ordinary people to perform deliveries (Gdow-

ska K). Referring to Tho V. Le and Satish V. Ukkusuri crowd-shipping delivery is an 

app-based platform that connects the individuals wanting to ship a packet with an in-

dividual willing to carry the shipment in the first or last-mile logistics of urban areas. 

Couriers may perform the delivery using their daily travel routes or supplementary 
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trip. The app-based platform chooses courier, which is the closest to the delivery 

route, have the best reputation among other couriers, or offer the cheapest delivery 

fee (Le, Ukkusuri).  Performing delivery along the usual route minimizes the environ-

mental impact from vehicles, however, provided compensation for traveling longer 

distances can scale down the addressed issues in terms of environment (Paloheimo 

H.). In crowd-shipping understanding of the supply and demand sides is very im-

portant and contributes to building sustainable logistics and business models. By tak-

ing into account the needs and expectations of customers’ crowd-shipping compa-

nies will get insights about the demand side. Willingness to work as a courier is a cru-

cial part of forming the workforce and establishing pricing policies for couriers as well 

as creating a user-friendly app play an important role in such models (Le, Ukkusuri). 

Thus, potential socio-economic and environmental impacts along with customers 

and couriers’ behavior have to be investigated in order to operate a sustainable 

crowd-shipping business model.  

3.1 Social sustainability in crowd-shipping 

 

Table 5. Main areas of social sustainability in crowd-shipping. 

The contribution of crowd-shipping to social sustainability manifests in traffic, and 

congestion reductions through better and more efficient utilization of vehicles 

Social sustainability in 
crowd-shipping

Traffic and 
congestion 
reduction

Sustainable 
transport 
solutions

Road safety

Safety in 
interactions with 

customers

Personal data 
protection

Social rights of 
employees
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(Heleen B. Rai). Crowd-shipping promotes consolidation, consequently, reducing the 

number of vehicles on the road which brings benefits to the sustainability of cities. 

Noise is another issue that people who live in urban areas are facing and according to 

the World Health Organization, traffic noise has an extensive impact on human 

health. Hearing loss, heart diseases, and sleep disturbance are all caused by noise 

that comes from vehicles on the road. European Economic Community Directive pre-

sents noise limits for road vehicles and requirements for sound level measurements.  

Limit values for passenger and goods vehicles may vary from 74 dB (A) to 80 dB (A) 

meanwhile for the motorcycle it is from 75 dB (A) to 80dB (A) (EEC Directive). Not 

only noise reduction can be achieved by implementing more sustainable transport 

solutions but also the promotion of healthy lifestyles in regard to walking and cycling, 

personal integrity, and safety (TWG). Target 3.4 of SDG aims, by 2030, “to reduce by 

1/3 pre-mature mortality from non-communicable diseases through prevention and 

treatment and promote mental health and wellbeing” (EU). Air pollutants such as 

carbon monoxide, small particulate matter, benzene, heavy metals, and much more 

affect public health in a bad way causing premature deaths of 3.7 million people 

(TWG). In order to accomplish sustainable development, the EU commits to, by 2030, 

reduce injuries and deaths that are related to road traffic accidents (EU). Every year 

in road traffic accidents about 1.24 million people are killed (TWG). Based on a paper 

prepared by the Technical Working Group on Transport improved road safety is a key 

element in reaching the 3rd SDG.  

Ensuring a safe work environment is the direct duty of the employer and an im-

portant factor that has to be taken into account when running a socially responsible 

business. The tool to help the employer to prevent and fix work-related problems is 

called risk assessment. It helps the employer to assess and improve occupational 

safety at the workplace. This tool finds hazards and flaws in the work environment, 

their severity, and probability. In the risk assessment accidents that have occurred, 

working conditions, occupational illnesses, and employee’s gender, age, and other 

personal characteristics must be evaluated (JHL). The risk assessment must be done 

regularly. In the food delivery sector, special attention must be paid to safety on the 

roads. The graph below shows the statistics on the annual number of fatalities in 

road traffic accidents in Finland from 2008 to 2019. According to it in Finland in 2019 



28 
 

 

were registered 182 fatal cases. Although this number has dropped compared to pre-

vious years, accidents still happen. Couriers in pursuit of obtaining a higher commis-

sion for delivery or meeting the delivery time deadlines quite often ignore the traffic 

lights, thereby, the traffic accidents possibility is increasing (Li C., Mirosa M.). Riding 

bikes on sidewalks or riding cars in opposite direction in a one-way street is caused 

by misunderstanding in traffic when driving in a new area or a rush (Wolt).  Some-

times due to limited parking lots couriers can park their cars for a while in unauthor-

ized places during pick-ups and drop-offs (Wolt). In 2019 in China during half of the 

year were registered 3357 traffic accidents involving couriers delivering food on bikes 

(Li C., Mirosa M.). To ensure safety and efficiency during the deliveries courier’s edu-

cation of traffic rules and parking regulations during the courier introduction session 

should be provided (Wolt). Sharing information with couriers regarding the new traf-

fic laws can also contribute to improving the road situation.  

An app platform that crowd-workers use shares personal data of customers such as 

location and phone number, thus, privacy must be put in the first place (Heleen B. 

Rai). When the app matches couriers and their tasks it uses data analysis and to keep 

the user data safe “hashing” or converting personal data into another value is ap-

plied (Heleen B. Rai). The European Commission encourages crowd-shipping plat-

forms to comply with the law on personal data protection (Heleen B. Rai). It would 

Figure 10. Annual number of fatalities in road traffic accidents in Finland 
from 2008 to 2019. 
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seem that from a social point of view crowd-shipping is a very sustainable business 

model as it gives couriers freedom to go online any time they want and for as long as 

they want, and access to flexible earnings paired with safety (Wolt). However, since 

crowd-workers are volunteers or self-employed people they do not have social pro-

tection and due to unstable demand and high competition can face financial prob-

lems (Heleen B. Rai). In table 5 listed the positive and negative sides of self-employed 

couriers. On November 16th, 2020 the minister of education of Finland Li Andersson 

said that such a crowd-shipping model does not provide any insurance against acci-

dents at work, no occupational health, no wages in case of illness (MTV Uutiset). It is 

also not a payment of wages and an employment contract, but an invoice provided 

as a light entrepreneur and service agreement. According to Li Anderson, such entre-

preneurship has become an ongoing problem for the Finnish labour market, linked to 

the violation of minimum working conditions. Indeed, delivery workers are freelanc-

ers or entrepreneurs which means they do not have same rights as contracted work-

ers (Mikko P., Arseniy S.). However, such “light entrepreneur” model has its positive 

sides. Wolt Fair Platform Work present reasons why working as a light entrepreneur 

is beneficial, for instance, couriers can choose either to work as a self-employed or a 

variety of company forms, freedom to choose minimum or maximum working hours 

or when to go online and offline, freedom to accept or reject any offered task, free-

dom to choose a delivery area. Furthermore, Wolt pays the VAT to those who are 

Pros

•Freedom to choose when, where, 
and how long to work

•Flexible earnings

•Can be full-time or part-time job

•Opportunity to earn money for 
unemployed and underemployed 
people

•Little entry barriers-> accessible 
job for everyone

Cons

•Unacceptable working conditions

•Usually no insurance

•No wages in case of illness

•No occupational health

•No contract -> missing workers 
rights

Table 6. Positive and negative sides of light entrepreneurship.  
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VAT registered, Wolt provides free accident insurance to their courier partners, Wolt 

couriers can provide their services to any other companies even competitors of Wolt, 

and Wolt couriers can easily stop working (temporarily or permanently) by not open-

ing the Wolt app. All the mentioned above provides flexibility and safety for the cou-

riers and as mentioned on Wolt’s website they score 4 out of 5 on the satisfaction of 

couriers with Wolt and 3,9 out of 5 on the courier’s satisfaction with earnings 

through the Wolt platform. Usually, couriers work according to the terms and condi-

tions set out by the food delivery platform they work with. Yet the topic on this mat-

ter remains open: should everything be left as it is or couriers should become full-

fledged workers with an employment contract.  

During the COVID-19 the demand for online food delivery services has increased as 

people were locked into their homes without having an opportunity to go shopping 

for groceries. According to the “Delivery” project manager in Russia average cus-

tomer growth in online food delivery service is 30% and the main audience is people 

20-40 years old. Delivery became an essential service at the time of pandemic and 

governments of some countries allowed couriers to move around cities despite the 

lockdowns helping millions of people to quarantine at home (Mikko P., Arseniy S.). 

Some food delivery platforms introduced a new feature called “contactless delivery” 

allowing couriers to leave food at the customers' door instead of meeting them face-

to-face (Li C., Mirosa M.). In China, food delivery platforms started to hand out free 

meals in order to thank the medical staff for their help and commitments to the 

cause (Li C., Mirosa M.). However, online food delivery service during the pandemic 

2020 has its downside associated with the health of couriers. Couriers are among 

those people who are exposed to the virus the most since they carry out deliveries 

around the cities to millions of customers disregarding the lockdowns (Mikko P., Ar-

seniy S.). As the COVID-19 symptoms may vary some of the couriers may not know 

that they are infected and continue to perform deliveries spreading the virus among 

the population, especially when working with such online food delivery platforms as 

Foodora where performance and activity ratings directly influence chances of getting 

new work shifts (Mikko P., Arseniy S.). If a courier were put in 2 weeks period quar-

antine or decided to stay at home in self-quarantine for a couple of days his or her 
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activity ratings will drop dramatically resulting in losing the privilege to choose suita-

ble work shifts (Mikko P., Arseniy S.). 

Through creating different volunteer programs companies show the public that they 

care about social sustainability and act responsibly to achieve it. This, in its turn, at-

tracts new talents and customers. Employees and consumers are willing to contrib-

ute to society through such programs and by giving them this chance company grows 

to scale. In our world, it is important to understand that you compete not only on a 

local level but also globally. To succeed in fast-paced competition companies have to 

differentiate themselves from others that have similar products or services. Becom-

ing socially sustainable is a great way to show to the world that your business does 

not only focus on making a profit but also cares about society and the people they 

work with.     

3.2 Environmental sustainability in crowd-shipping 

Environmental sustainability in crowd-shipping commits to ensuring access to relia-

ble and affordable energy for all, sustainable production and consumption, and re-

duction of CO2 emissions. 25% of the global energy demand comes from the 

transport sector and in order to achieve the 7th SDG by 2030 the alternatives to fossil 

fuel have to be found and the efficiency of that fuel use needs to be improved 

(TWG). Through providing high-quality fuels, implementing fiscal policies, encourag-

ing eco-driving and electric vehicles together with transport system improvement of 

Environmental 
sustainability in 
crowd-shipping 

Access to reliable 
and affordable 

energy 

Sustainable 
production and 
consumption

Reduction of 
greenhouse gas 

emissions 

Elimination of 
waste and waste 

reduction

Table 7. Focus areas of environmental sustainability in crowd-shipping.  
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universal access to reliable energy services and reduction of CO2 emissions goals can 

be achieved (TWG). Eliminating fuel subsidies that are harmful to the environment 

will secure sustainable production and consumption as well as cut down air pollution. 

According to TWG in countries with fuel subsidies, the number of road accidents is 

higher since those fuel subsidies promote driving and, therefore, more air pollution 

and greenhouse gas emission. Poor transport infrastructure leads to losses and waste 

of food during its transportation while applying green logistics can help to avoid such 

problems and contribute on a good level to sustainable production and consumption 

ways of services and goods (TWG).  Sustainable development goal number 12 aims, 

by 2030, to cut down losses in supply chains and production processes in conjunction 

with food waste at the consumer and retail levels (EU). As it states in SDG 11 well-

planned and inclusive urbanization is needed in order to make cities safer and more 

sustainable which in its turn will provide more options for mobility (cycling, walking) 

and positively influence environmental sustainability (TWG).  

 According to the 4th principle of the Rio Declaration on Environment and 

Development (1922), environmental protection should be an integral part of the 

progress in order to achieve sustainable development. Making environmental 

sustainability the core concept of the business, in the long run, will help companies 

not only to become more sustainable and competitive on the market but also benefit 

financially from it. For instance, optimizing delivery routes can contribute to cost-

efficiency improving and, at the same time, reduce carbon footprints. Consolidated 

deliveries are also a way to reduce carbon footprint and save money. A common 

practice here is that quite frequently companies do not need a whole track space, 

thus, half of it or less is not used but they still have to pay for the entire space 

(Robinson C.H.). By combining multiple deliveries into one fully loaded track 

companies do not have to pay for an empty space. The fewer tracks and deliveries 

are needed, the fewer greenhouse gases per vehicle are produced. Nowadays, 

transport accounts for about 30% of the EU total CO2 emissions (European 

Parlament). In the food delivery sector where deliveries are mostly made by cars or 

motorcycles, special attention should be paid to reducing CO2 emissions. Figure 11 
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shows the emissions breakdown by transport mode in the EU in 2016. It is clearly 

seen that 72% of CO2 emissions come from road transportation and the majority of it 

comes from passenger cars (60.7%). During the Covid-19 the need for in-home food 

delivery has raised and due to that, the number of deliveries has increased as well as 

the number of CO2 emissions generated from cars and motorcycles. The alternative 

option for delivery is the usage of electric cars, motorcycles, or bikes, however, in 

this case, the energy consumption while charging vehicles or batteries for bikes will 

start growing proportionally. The question of how to reduce the impact vehicles have 

on the environment yet remains open. 

Responsible consumption and disposal of food is a vital part of sustainable develop-

ment for food delivery crowd-shipping companies. Many people prefer to order food 

online rather than cooking at home because it saves time and generates less waste. 

Indeed, ordering food online generates less waste than cooking at home but people 

often order more food than they could eat due to discounts offered by restaurants or 

portions that are enormously big. Even though consumers are aware of the impact 

the food industry has on the environment they do not think about keeping food left-

overs for a future meal or reusing the food boxes (Li C., Mirosa M.). By including in 

the food ordering platform more restaurants that provide healthy food, food delivery 

Figure 11. Transport CO2 emissions in the EU. 
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platforms can influence their customers to eat healthily and minimize waste. Food 

separation after consumption of takeaway food is another topic that should be high-

lighted. The problem here is that if do not separate the containers where it was kept, 

the containers, no matter what material they are made from, start to rot, thereby, 

making it difficult to recycle (Natural Home Brands). So, if the containers are dirty 

and tainted, they usually end up in landfills causing damage to the environment. In 

2019, 884 Chinese universities participated in the survey which revealed that 67.2% 

of surveyed students did not separate food leftovers and containers where it was 

kept due to lack of knowledge (Li C., Mirosa M.). However, governments are the ones 

responsible for the provision of separated recycling bins and if they are not provided 

for some reason consumers have no choice but to put all their waste into one recy-

cling bin even though they are convinced they have to separate their wastes (Li C., 

Mirosa M.). With the growth of the online food delivery sector, there is an increase 

in plastic waste generated so, for instance, in China the packaging waste volume in-

creased from 0.2 million metric tons to 1.5 million metric tons in 2 years (Li C., 

Mirosa M.). Movements towards disposable and single-use packaging emerged dur-

ing the pandemic 2020 since such packaging methods tend to be more hygienic and, 

thereby, reduces the risk of being infected (Li C., Mirosa M.). Another waste gener-

ated by online food delivery service comes from electric bicycles and it is batteries 

that are consigned to waste.  Moreover, when the battery pack is damaged there is a 

risk of thermal event or toxicity rising an environmental concern among the public (Li 

C., Mirosa M.). 

Nowadays, restaurants offer free delivery if customers meet the so-called “minimum 

price” requirement, therefore, customers order more food than they actually need 

or order together with their friends, colleagues, or roommates (Li C., Mirosa M.). This 

leads to an increased volume of food leftovers that are being thrown away because 

customers do not want to keep the food leftovers and have the same meal again or 

basically do not have an opportunity to keep food, for instance, people who live in 

dormitories are not allowed to have fridges (Li C., Mirosa M.). When people order 

from a new place, they cannot estimate the portion size and its taste and it can result 

in customers getting a large portion size which in its turn leads to more food waste 

generated (Li C., Mirosa M.). However, by ordering more expensive meals which 
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usually come in smaller portion sizes it is still possible to meet the “minimum price” 

requirement that is needed to get free delivery, customers get the portion sizes that 

can be presumably eaten (Li C., Mirosa M.). There are many apps that help custom-

ers and restaurants to prevent food waste and reduce hunger. For instance, in the US 

“Transfernation” app redirects about 2 metric tons of uneaten food per week and 

matches it with hungry people (Bozhinova K.). Volunteers and Uber drivers pick up 

food leftovers from receptions and offices to give them to homeless shelters. Drivers 

get 15$ per each pick-up, those people who donated food receive a tax write-off for 

each donation and those in need receive food, thus, this system is beneficial for all 

users (Bozhinova K.). Further, in the United States “Food Cowboy” app enables deliv-

ery drivers to create an alert in the app when food is rejected, thereby, food com-

posters when receive alerts contact the person willing to donate food for the delivery 

arrangement (Bozhinova K.). Although the use of crowd-shipping for the surplus food 

transportation in the US prosper the success of such activities depends on a large 

number of food donors and crowd-shippers (Li C., Mirosa M.). 

Due to climate change, the electric vehicle market is growing very fast and it is sup-

ported financially by public authorities (Markku Antikainen). Between 2008 and 2014 

approximately 15 billion dollars was spent on electric mobility, infrastructure, re-

search and development, and financial support, and other incentives (Markku Anti-

kainen). In Finland, in 2010 the electric vehicle companies’ turnover was 200 million 

euros and now the goal of 2 billion euros has been set for 2020, furthermore, such 

machine producers as Kalmar, Rocla, and Sandvik are now developing new electric 

solutions (Markku Antikainen). Graph 12 presents the historical data of the global 

market of electric vehicles. As can be seen in the graph the number of light electric 

vehicles is continuously growing, however, from 2018 to 2019 there was a deviation 

from the growth rates and the reason for that is the decrease in sales in China and 

the USA, the two largest markets (Virta).  Despite that deviation, the number of light 

electric vehicles globally was 9% higher in 2019 than in 2018 and was 2 264 400 units 

(Virta). 60 billion euros was invested in electric vehicles and batteries in 2019, 
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however, as COVID-19 and borders closure might be extended the insufficient parts 

supply will have a negative impact on the global car industry (Virta). Although electric 

vehicles increase consumption of electricity, in the future they can become a solution 

for energy utilities meaning low operating costs, cheap energy storage, and no capi-

tal cost (Virta). 

3.3 Economic sustainability in crowd-shipping 

From the economic point of view, a crowd-shipping company can provide a vaster 

variety of products and high-level delivery services through flexibility, better pricing, 

real-time tracing, faster and convenient deliveries (Heleen B. Rai). Businesses are 

Impact of crowd-
shipping on economic 

sector

Vaster variety of 
products

High-service 
level

Better pricing
Contribution to 

the labour 
market 

Creation of 
resilient 

infrastructure

Table 8. Impact of crowd-shipping on economic sector.  

Figure 12. The historical data of the global market of electric vehicles. 



37 
 

 

able to reach a larger sector of potential customers and by relying upon flexible cou-

riers reduce or get rid of their own fleet, hence, reducing maintenance costs and ex-

tra workers (Heleen B. Rai). Furthermore, accessible and flexible earnings make 

crowd-shipping attractive for employees and motivate them to work positively con-

tributing to the labor market (Wolt). The transport sector can offer many employ-

ment opportunities and contribute to improving an employment rate, thereby, being 

a key element in achieving full and productive employment and decent work for all 

as it states in sustainable development goal number 8.  In the EU about 10 million 

people are involved in the transport industry which accounts for 4.5% of total em-

ployment (TWG). In addition, 1.5% of employment comes from transport equipment 

manufacturing (TWG). Reduced traffic congestions can boost economic growth by re-

ducing wasted time and fuel in those congestions along with lowering emissions. Sus-

tainable and efficient transport and logistics solutions encourage green growth and 

safe road infrastructure resulting in preventing 40 million deaths and serious injuries 

over 20 years (TWG). Following the 9th SDG resilient infrastructure plays an im-

portant role in supply chain and economic development as disruptions to the trade 

could lead to increased transportation costs and several delayed products, and im-

pairment of the economy’s and business’s ability to recover and prepare for disasters 

(TWG). The transport sector provides versatile opportunities for innovation, for in-

stance, investing in Intelligent Transportation Systems (ITS) can strengthen the oper-

ational efficiency of transport and lower energy consumption (TWG). EU is targeted 

to promote innovation and multiply the number of R&D workers per 1 million people 

by 2030.  

Compensation and pricing strategies directly influence the courier’s willingness to 

work and the customer’s desire to order the product through the service provided by 

a crowd-shipping company as customers expect the delivery fee to be within their 

budgets (Gdowska K). It is challenging for crowd-shipping companies to find a bal-

ance between the decent price for a delivery task, compensation scheme, and ade-

quate task assignment.  Typically, the delivery fees for couriers are based on an 

hourly rate or the number of deliveries performed, however, due to the flexibility of 

couriers, there is no guarantee that there will be enough couriers willing to accept a 

task at the given time and at a given place as they tend to choose the most profitable 
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periods to come online (Liteng Zha).  In figure 13, the potential couriers’ desired 

working time is presented. Females are more willing to work during morning and day 

times on weekdays while male couriers prefer to work in the evenings. Therefore, to 

avoid task starvation and the absence of couriers willing to perform delivery, it is crit-

ical to investigate how the couriers determine their shift’s length (Liteng Zha). There 

are two theories regarding this topic, one assumes that the higher the wage rate the 

longer the average working time and the second expects the courier to stop working 

after reaching a particular earning goal (Liteng Zha). In most cases, the delivery cost 

is fixed, and the extra cost based on kilometers driven is added if the courier has to 

travel longer distances outside the agreed radius of the delivery area (Gdowska K). 

On the one hand, multiple studies about the effect of optimal compensation and 

pricing are assuming that couriers are only sensitive to the price, however, on the 

other side, the Banerjee et al. (2015) in his study assumed that if couriers are not 

served shortly they become very disappointed and willing to drop the task, conse-

quently, couriers are sensitive to both the waiting time and the price (Liteng Zha). 

Figure 14 shows the potential time and distance tolerance of couriers where the av-

erage time that couriers are willing to spend for the task assigned and miles they are 

willing to travel are 20 minutes and 5 miles respectively. A high service level is 

needed in order to operate a sustainable business model, hence, deliveries have to 

be efficient, timely, and guaranteed (Heleen B. Rai). Couriers’ willingness to work and 

their time flexibility have a big impact on the system performance and to successfully 

Figure 13. Couriers’ desired working time. 
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tackle all tasks during busy times and holidays crowd-shipping providers have to have 

a big database of couriers (Heleen B. Rai). To operate a sustainable and profitable 

business crowd-shipping companies must take into account all aspects that may in-

fluence occasional people’s willingness to work as a courier partner.  

 

Due to the expansion of online food delivery restaurants had to adapt the way they 

do business to the new market conditions in order to stay competitive in the market. 

While people start to order food online more often in-store dining traffic has de-

creased as people now prefer to eat food at home or their workplace (Li C., Mirosa 

M.). Those restaurants that did not respond quickly to the new market demand no-

ticed that their profitability has declined over time (Li C., Mirosa M.). However, those 

businesses that joined the online food delivery service gained many new orders and 

customers thanks to promotions and subsidies offered by online food delivery plat-

forms (Li C., Mirosa M.). In some cases, restaurants may notice that their profit is 

slowly but surely reducing with time and this can be caused by smaller subsidies pro-

vided by the online food platforms or higher commission requirements (Li C., Mirosa 

M.). Such online food delivery platforms as Uber Eats, Postmates, DoorDash, and 

GrubHub were sued during the pandemic 2020 for putting higher commission fees 

on restaurants, thereby, leaving no other choice for restaurants but to charge cus-

tomers more to keep up with the growing commissions through higher menu prices 

(Distinct Today). Small businesses suffer the most as they usually do not have bar-

gaining power over food delivery providers and if restaurants are not satisfied with 

Figure 14. Courier’s time and distance tolerance. 



40 
 

 

the current online food delivery provider it can be difficult or almost impossible to 

find another provider since food delivery platforms established a monopoly in this 

business (Li C., Mirosa M.). Furthermore, there were cases when undue costs were 

put onto small restaurants by the online food delivery platforms, for instance, when 

a delivery error was made couriers or restaurants were responsible for paying com-

pensation to customers even if it was not their mistake (Li C., Mirosa M.). During the 

pandemic 2020 online food delivery was a vital service that helped restaurants to 

survive and people stay safe. However, online food delivery platforms provide many 

opportunities for restaurants as well (Li C., Mirosa M.). By reducing the dining area 

restaurants can save costs associated with space. In the UK, US, and India with the 

increasing popularity of ordering food online appeared such a phenomenon as a dark 

kitchen where the only source of money for the restaurant is online orders, there-

fore, restaurant’s costs are reduced as there is no need in reception, dining space 

and wait staff anymore (Li C., Mirosa M.).   

A good example of economic sustainability in crowd-shipping is the case of Uber in 

2018. In 2015 Uber introduced a project called “UberRUSH” or “On-demand delivery” 

that was focusing on delivering packages that would make everyday living easier and 

saves time and money for their customers (Uber). Customers could place the request 

for the parcel delivery and Uber taxi drivers would accept it, come to the customer’s 

location, pick-up the package, and deliver it to the needed destination (Uber). This 

service provided fast delivery with a tracking system in real-time, however, in 2018, 

Uber announced that they are shutting down this service due to the absence of an 

economic value for Uber (Uber). As a well-known fact, Uber's core service is Uber 

(rideshare) which allowed Uber to expand all around the world and this product 

brings good money to the company. Uber’s other product is UberEATS that part-

nered with restaurants and when an order is placed in the UberEATS app partner res-

taurants pay 30% of the value of that order for a marketing campaign (Adam Price). 

And when they launched UberRUSH they quickly realized that this service was not 

adding any economic value to the company but instead, taxi drivers that could 

transport people with Uber (rideshare) or food for UberEATS were performing pack-

age delivery tasks that were not so valuable for the company (Adam Price). This 
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economically unsustainable business badly affected the core of Uber’s businesses 

and the decision to shut down UberRUSH was made (Adam Price).  

In Finland, the food and groceries online market had a 3% of the share of online retail 

before the COVID-19, and such big companies as S-Group and Kesko keep under their 

control about 80% of the food market (Mikko P., Arseniy S.). During the first weeks of 

the pandemic, the need for in-home deliveries for these companies has increased 2 

to 4 times, therefore, leading to an increase in revenue (Mikko P., Arseniy S.). The 

biggest online food delivery platforms, Wolt and Foodora, have reported an increase 

in orders and their revenue as well (Mikko P., Arseniy S.). According to the forecast 

presented in the graph below the revenue in the Restaurant-to-Consumer delivery 

and Platform-to-Consumer delivery is expected to grow and in 2024 to be 85 462.8$ 

and 96 864.4$ respectively. The Restaurant-to-Consumer delivery includes deliveries 

that are made by the restaurants themselves meanwhile Platform-to-Consumer de-

livery includes deliveries made by the third-party providers that partner with restau-

rants. However, not for all food businesses, the pandemic 2020 had a positive impact 

as many restaurants were closed disrupting the food delivery networks (Mikko P., 

Figure 15. Revenue forecast for the Online Food Delivery market worldwide 
from 2017 to 2024. 
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Arseniy S.). Different topics were brought up concerning food delivery during the 

pandemic 2020, however, online food delivery services have experienced strong 

growth.  

4 Methodology 

4.1 Research purpose 

The data collected in this research will be used to examine the role sustainability 

plays in Swedish and Finnish crowd-shipping companies and how those companies 

manage sustainability throughout their supply chains. The research aims to answer 

the following questions: 

1) Which crowd-shipping companies operate in Finland and Sweden? 

2) How do these companies take care of ecological and social sustainability? 

3) What is the role of sustainability in their marketing? 

4.2 Research and data analysis methods  

To understand the problem discussed in this research qualitative method was chosen 

as the most suitable and effective study type. Access to large volumes of data, their 

availability, and accessibility as well as the ability to use quick search that lists rele-

vant sources to the topic is a key advantage of using the Internet as a research 

method. Nowadays, technologies are advanced enough to help researchers find the 

relevant paragraph in the document which contains the needed information by 

simply typing the word in the search folder. In this way, the typed word will be high-

lighted, and the researcher can see where to focus. During this research, such terms 

as sustainable development, sustainability, the environmental and social impact of 

logistics, last-mile delivery, crowd-shipping, economic responsibility, and sustainable 

development goals were mainly used. The research was done in English language and 

only a few sources were studied in Finnish. All data in this research is applied for the 

2010-2021 period, however, most of the data found was up to date meaning that 
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materials were posted in the time frame from 2019-2021. To be noticed, when using 

the Internet researchers have to be careful selecting sources that are in their opinion 

suitable for the research. The data collection methods used in this research are web-

sites of crowd-shipping companies and literature review. During the data collection, 

such obstacle as unavailability of full-text materials referred to by the certain authors 

has occurred. Fortunately, there was an opportunity to find necessary for this re-

search quotes from those unavailable works. More than half materials used were in 

easy access, however, a significant number of articles, books, and researches were 

unavailable. Not for all research questions the material was matching, for instance, 

difficulties occurred when searching answers for the third research question, 

thereby, not a lot of data is presented in that sub-chapter.  

Based on the articles, books, and reports found on the internet regarding sustainabil-

ity the literature review was done. Internet was used as a search engine where could 

be found all the materials and databases needed for writing this research. Further-

more, by using websites of companies that operate in the crowd-shipping industry a 

comprehensive knowledge of the topic of this research was gained. By analyzing the 

existing data on the sustainability topic, it was possible to present all the relevant in-

formation in this research and utilize it for further solution development. Reliability 

of the data presented can be assured as only official statements, reports, and articles 

were used. The existing materials were mainly sourced from the international article 

search (PCI) through the library of JAMK University, researches that were found on 

the platform of peer-reviewed literature ScienceDirect, ResearchGate network for 

scientists. Additionally, articles that were posted by International Labour Organiza-

tion, United Nations, World Health Organization and European Commission were 

studied and used in this research. An example of a book that was used in this re-

search is “Ending child labour, forced labour and human trafficking in the global sup-

ply chain”. Material selection criteria for this research were selected based on the 

relevance of the topics to the subject of research.  

Data analysis is the most crucial part of the research as it aims to analyze and indi-

cate the most important and relevant information that will be helpful in developing 

the solution for the presented issue in this research. The content analysis methods 
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are used to summarize the information. Content analysis is applied to analyze such 

documented information as presented in the theory part and identify patterns 

through systematic data collection from books, articles, researches, websites, and re-

ports. The material was divided in accordance to each research question and then 

sub-divided by the companies that were investigated in this research. Some sources 

that relate to social sustainability were contradictory because two different points of 

view were considered, for instance, self-employed people’s perspective versus soci-

ety view and labour market condition.   

The chronology of thesis writing is presented below step by step: 

 

 

 

 

 

 

 

 

 

 

 

Finding the topic  

Determining research 

questions and methods 

Finding relevant topics, 

documents, and websites  

Writing conclusion and dis-

cussion parts 

Determining data analyzing 

method 

Analyzing data and writing 

research results 

Writing literature review 

based on the data collected 
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4.3 Research structure 

This research focuses on the sustainability of crowd-shipping companies in Finland 

and Sweden and aims to provide future readers the information on the role 

sustainability plays in crowd-shipping. The research starts with the introduction part 

where sustainability is linked to the logistics sector and research questions are 

introduced. The literature review is divided into two parts – sustainability and 

sustainability in crowd-shipping particularly. This was made for an easier 

understanding of the topic, thus, firstly, the reader gets a general idea of what is 

sustainability and then goes deeper into the logistics sector and how sustainability 

and crowd-shipping company’s performance are connected. In chapter 2.1, the 

definition of sustainability is given and explained three pillars of sustainability. In the 

same chapter, the reader can get acquainted with sustainable development goals 

(SDGs) which will be discussed further in the thesis. It was made to give the reader 

background and prepare him or her for further reading.  

Chapters 2.2 to 2.4 are devoted to three pillars of sustainability – social, 

environmental, and economic sustainability respectively. In chapter 2.2 the topic of 

social sustainability was raised and the main principles of it were defined. Then all 

SDGs which address social issues were precisely studied and linked to social 

sustainability. Chapter 2.3 focuses on environmental sustainability and at the end of 

that chapter, the reader can find information about who is responsible for 

administering environmental laws and regulations. Chapter 2.4 is devoted to 

economic sustainability. To provide a comprehensive view on the current situation of 

social, environmental, and economic sustainability in the world the COVID-19 and its 

consequences were pointed out together with real-life examples and statistics. 

Furthermore, the impact that COVID-19 has on the economy is presented as a 

diagram and explained in detail.  
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Chapter 3 describes the commitments of sustainability in crowd-shipping and its 

cornerstones, moreover, the definition of crowd-shipping delivery is given based on 

the work of Tho V. Le and Satish V. Ukkusuri. SDGs are explained from the logistics 

perspective and each SDG is discussed regarding the transportation sector. From the 

social point of view, some key advantages and disadvantages regarding social 

sustainability in crowd-shipping are exemplified . In chapter 3.2 environmental 

impact last-mile logistics has on the planet is presented and key points of importance 

of integration of environmental protection and the progress are pointed out. Chapter 

3.3 explains the contribution of crowd-shipping to the labour market and improving 

the employment rate.  

Chapter 4, methodology, contains research purpose and questions that will be 

answered relying on the data collected. Then research and data analysis methods are 

explained to make it possible for future readers to repeat the research step by step.  

Results are presented in chapter 5 in regard to crowd-shipping companies operating 

in Finland and Sweden. Conclusion and discussion parts can be found at the end of 

this thesis, these parts intend to wrap up this research and discuss the findings. All 

materials that were used during this research are listed as references.  

5 Research results 

This chapter answers research questions that were formulated in chapter 4.1. The re-

sults will be presented following the order in which research questions were written.  

5.1 Which crowd-shipping companies operate in Finland and Sweden? 

Crowd-shipping company  Operates in CEO 

CoReorient/PiggyBaggy Finland Harri Paloheimo  
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Wolt Finland, Sweden  Miki Kuusi 

Foodora Finland, Sweden  Emanuel Pallua 

Fiuge Finland Jukka Tarkiainen 

BudBee Finland, Sweden, Denmark, 

the Netherlands 

Fredrik Hamilton 

BagHitch Sweden Erik Wallin 

DHL Sweden Oscar de Bok 

Instabox Sweden, Denmark, and 

Norway 

Alexis Priftis  

Movebybike Sweden Lisette Hallström 

Urb-it Sweden Kevin Kviblad 

Uber-eats Sweden Dara Khosrowshahi 

Table 9. Finnish and Swedish crowd-shipping logistics companies.  

PiggyBaggy 

CoReorient is a Finnish company that was founded in 2011 by Harri Paloheimo and 

Heikki Waris and provides sustainable sharing and circular economy services (Jukka 

Ovaska). By the end of 2015, CoReorient had more than 1500 users and have deliv-

ered approximately 700-800 items (Jukka Ovaska). The company always experiments 

with new concepts and service development and currently CoReorient is trying to 

help young people find a job and involve in society by using crowdsourcing as a me-

dium (Jukka Ovaska). Furthermore, CoReorient participates in similar projects all over 

Finland which enables CoReorient to get insights into the market condition and their 
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customers. PiggyBaggy is a beta company of CoReorient that provides crowdsourced 

ride-sharing services. If a person needs something to be delivered, he or she can 

leave on PiggyBaggy’s website a delivery request where the destination, time ac-

ceptable for delivery, and desired price are defined (Jukka Ovaska). Then when peo-

ple who are also registered in this system will see someone’s request, they are willing 

to accept it if the time and road schedule suits. Drivers contact senders either by 

phone or through the service in order to arrange details, for instance, payment 

method (PiggyBaggy). PiggyBaggy insures all deliveries up to 100 euros and real 

names are used for registration which makes this service secure (Jukka Ovaska). This 

service of sharing costs of transporting goods can save money for drivers since gaso-

line price is continuously rising, the environment through performing consolidating 

deliveries, and time for all parties involved (Harri Paloheimo). In 2014, Jyväskylä City 

Library and Sitra were testing a new pilot project called “Bringing the library home” 

in the process of which the customers of the Library of Jyväskylä could order books 

delivered to their homes through the PiggyBaggy service for goods and return them 

in the same way (Sitra).  This pilot project promotes sharing of goods, vehicles, facili-

ties, and competence and allows to achieve the most value from a single asset (Sitra). 

The pilot project was designed to test the advantages crowd-shipping brings and 

what challenges may occur for this kind of service in Finland, furthermore, it will help 

gather data on the demand there is for crowd-shipping, environmental impact, and 

its economic value (Sitra). 

Wolt 

Wolt, a Finnish food delivery platform is a Finnish technology company that entrusts 

the last-mile delivery process to ordinary people (courier partners). Wolt was 

founded in 2014 by Miki Kuusi in Helsinki, Finland. Currently, Wolt operates in 18 

countries, has over 6000 restaurant partners, 12 000 courier partners, and 3 million 

registered users (Wolt). In 2020 Wolt was ranked second of the FT: 1000 Europe’s 

Fastest-Growing Companies 2020 published by the Financial Times. The growth of 

food delivery services made Wolt adapt its supply chain for a rapidly developing mar-

ket. By making a healthy supply chain come true and seeking improvements all the 

time, Wolt was able to boost their business, attract new customers, and make the 

delivery process go more smoothly, thereby, saving time and money. Wolt’s platform 
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helps customers to discover and buy food from the restaurants and get this food de-

livered to them by Wolt’s couriers (Wolt Fair Platform Work). Wolt not only provides 

convenient service for their customer but also promotes economic opportunities for 

partner restaurants and couriers (Wolt). Moreover, this type of work is accessible for 

everyone no matter what race you are, the language you speak, or the educational 

background you have. The light entrepreneurship model which Wolt applies gives 

flexibility to their couriers as they are willing to choose where to work, when to go 

online and offline, when to take a break. No working contract means couriers are 

free to stop working temporarily or permanently by just not opening the Wolt app 

(Wolt Fair Platform Work). 

 

Foodora 

Foodora was founded in Munich, Germany in February 2014 then, in April 2015, it 

was acquired by Rocket Internet and, in September 2015, the company merged with 

Delivery Hero (Wikipedia). In December 2018, Takeaway (the Dutch group) bought 

Delivery Hero, and nowadays, Delivery Hero is still using the Foodora brand to oper-

ate in Sweden, Finland, and Norway (Wikipedia). Foodora is a food delivery platform 

that outsources food delivery from a restaurant to the customer’s location to their 

couriers but unlike Wolt Foodora has a slightly different system. While Wolt couriers 

can start working any time by simply swiping the button “go online” Foodora couriers 

need to book a working shift to start delivering (Faizan Ahmad). Furthermore, de-

pending on the contract that couriers sign with Foodora he or she has a fixed number 

of hours that they are allowed to take per week. Foodora pays fixed 7 euros per hour 

to the couriers regardless of the number of deliveries they deliver, 2.20 euros as a 

starting amount, and compensation based on a distance (Faizan Ahmad).  

Fiuge 

ICarryIt, or as it is called nowadays Fiuge, is a Finnish startup company that focuses 

on crowd-shipping services and intends to make transport solutions easier, cheaper, 

and more sustainable (Fiuge). The ELY Centres for Economic Development, Transport 

and the Environment donated 350 000 euros to the company, and this money 
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covered half of the costs spent on project development and will help to expand 

abroad starting with Helsinki, Kirkkonummi, and Lappeenranta (Yle). Fiuge is an app-

based service that is very similar to Uber ride-sharing service or Wolt meaning that 

couriers are freelancers that use their own vehicles and insurance won’t be provided 

to them as they are not fully employed by the company, however, the business 

model of this service differs from Uber and Wolt (Yle). Fiuge provides door-to-door, 

same day delivery service of any goods be it an item of new furniture, parcel, or 

shopping bag (Fiuge). The Fiuge app allows customers to set the price they are willing 

to pay for the delivery, the app will also give a piece of advice about what price is 

better to set for the particular item, moreover, the app sends notifications when the 

package is picked-up and if needed customers can track and contact couriers (Fuige). 

Payment is transferred (cash or bank transfer) only when the package is delivered 

and Fiuge promises to deliver most of the packages within one hour and also offers 

insurance for transported goods which makes this service convenient for the custom-

ers (Fiuge). 

BudBee 

Budbee is a technology company founded in Stockholm, Sweden that has 

revolutionized last-mile delivery service for e-commerce and nowadays serves 

people in four countries: Finland, Sweden, Denmark, and the Netherlands (Budbee). 

Budbee commits to make the customer’s experience the most delightful when 

shopping online, deliveries are made either door-to-door or to the collection point 

called Budbee box, so the customer can pick-up the parcel from there (Budbee). If 

using a Budbee box service, the app sends a notification or a text message when the 

parcel is on its way to Budbee box which is nearest to the customer and when it is 

ready to pick-up (Budbee). When a parcel is placed in the Budbee box, the customer 

gets a pin code needed to open the box. If a customer wants door-to-door service, by 

using the app he or she should specify where and at what time the parcel needs to 

be delivered and Budbee courier will bring it to the door (Budbee). If for some reason 

the customer wants to return the order then, again, through Budbee app customer 

should book a time when the courier can come and take the parcel, no need to 

return it by yourself (Budbee). A tracking system that allows customers to track their 

packages in real-time makes the Budbee service more convenient and reliable 
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(Budbee). There is a customer support service that can answer any questions and this 

support service can be reached through the Budbee app or by using the link that 

Budbee sends to customers (Budbee). Since 2017 Budbee made more than 11 million 

deliveries and 98% of those deliveries were delivered on time (Budbee).  

BagHitch 

BagHitch is a Swedish company that matches drivers with empty vehicles that are al-

ready on the road or planning a trip and people who need something to be delivered 

to their doors (BahHitch). In Sweden there are 500 000 bulky items for sale on mar-

ketplaces and online auction houses, however, many of those items are not sold due 

to lack of transportation and difficulties with the arrangement of transportation of 

online purchases with traditional companies (BahHitch). BagHitch performs small to 

bulky delivery door to door and provides insurance for transported items as well as a 

safe payment system. By using sharing economy all parties can benefit from the us-

age of such a platform: people get their items delivered to the point of destination, 

drivers get paid for performing the delivery, thereby, lower their transportation costs 

(BahHitch). Additionally, BagHitch uses a rating system to guarantee the system is re-

liable.  

DHL Sweden  

DHL was founded in the U.S. in 1969 by Adrian Dalsey, Robert Lynn, and Larry 

Hillblom and in the late 19s expanded worldwide (DHL Sweden). The company’s 

name originally came from the combination of founders’ surname initials: Dalsey, 

Hillblom, and Larry (Wikipedia). Now DHL is the biggest logistics company that oper-

ates in over 220 countries, hires 380 000 workers, and delivers over 1.5 billion par-

cels per year (DHL Sweden). DHL Sweden is part of Deutsche Post DHL world’s lead-

ing logistics and mail group and provides a wide spectrum of services such as DHL Ex-

press, DHL Parcel, DHL Global Forwarding, DHL Freight, DHL Supply Chain, Deutsche 

Post International (DHL Sweden). In 2013 DHL announced MyWays platform to im-

prove the last-mile delivery service of Stockholm and outsource it to residents of the 

city (DHL). Customers who want their packages to be delivered to their doors after 

ordering the item online have to specify where they want the package to be deliv-

ered, a suitable time and fee that they are willing to pay for the delivery, then people 
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who are going the same direction and would like to transport the package and earn 

some money connect though the MyWays app with the individual whose package 

they want to deliver (DHL). The system works in an easy way: when the package has 

arrived at the DHL’s collection location it becomes visible in MyWays app to every-

one and once the deliverer is defined, he or she can agree on details and transporta-

tion fee through the app (DHL). MyWays aims not only to contribute to the improve-

ment of the environment but also to social and economic aspects and as states on 

the DHL website, the deliveries were mostly performed by students which is being a 

great way for them to earn extra money by delivering packages along their daily trip 

(DHL). 

Instabox 

Instabow is a Swedish logistics start-up company that was founded by Alexis Priftis, 

Johan Lundin, and Staffan Gabrielsson in 2015 (Instabox). It has started with 

delivering pharmacy packages  to the smart lockers located in Stockholm and 

nowadays Instabox delivers over a million packaging per month and partners with 

many online retailers such as H&M, Boozt, Ikea, and much more (Instabox). 

Customers when shopping online at a retailer store can choose an option to pay 

through Instabox, then they will get a link where they can track the parcel as well as 

a delivery code which is used when collecting the parcel at one of the Instabox smart 

lockers (Instabox). The service is convenient, fast, and sustainable, customers can 

pick-up their parcel on the way to work or while walking in the city center, or if for 

some reasons customer can not pick it up by him- or herself the code can be sent to 

a friend (Instabox). Instabox promotes consolidated deliveries which help to reduce 

the environmental impact of transportation and, moreover, in 2021 Instabox raised 

90 million dollars for developing new technologies that will allow the company to go 

fossil-free and for the expansion outside of Sweden (Instabox). Due to COVID-19 e-

commerce market is bursting and Instabox intends to adjust its service to the new 

market conditions (Instabox). 

Movebybike 

A Swedish cycle logistics company Movebybike was founded in 2012 by Jeppe Larsen 

and Dmitri Fedortchenko but started to operate in 2014 (Velove). At that time the 
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company was delivering only furniture, however, later the company had its first big 

customer, Gudrun Sjöden, which allowed Movebybike to grow in scale (Velove). 

When the focus area of the company shifted from delivering furniture to restocking 

the clothing shops for Gudrun Sjöden, Movebybike was in need of a new transport 

solution that will be able to operate in the traffic of the Stockholm and the loading of 

goods had to be fast and easy (Velove). The co-founder of Velove gave the idea to 

Movebybike founders to use cargo bikes that are able to carry goods with a weight of 

around 300 kg (Movebybike). Nowadays, Movebybike delivers furniture, parcels, 

food for catering services, and also restock shops. Movebybike leases cargo bike 

from Armadillo and the first electric cargo bike the company got in 2017, and already 

in 2018 Movebybike got its second electric vehicle from Armadillo – semi-trailer 

(Velove). Today the company has 14 electric cargo bikes and 50 coworkers 

(Movebybike).  

Urb-it 

Urb-it is an app-based platform that was founded in Stockholm, Sweden in 2014 and, 

currently, operates in 3 cities and employs over 1500 couriers (Urb-it). Customers 

have to book the delivery and Urb-it’s couriers will deliver it within the same day and 

in the most sustainable way (Urb-it). Usually, the delivery is made by foot, however, 

sometimes to reduce the delivery time the courier can use public transport, 

additionally, Urb-it fleet consists of bikes and electric cargo bikes which help to 

handle the big orders (Urb-it). For a more convenient delivery service through Urb-it 

app customers can communicate with their courier and agreed on a delivery time 

that is more suitable for them (Urb-it). Urb-it can deliver anything from the grocery, 

flowers, retail stores, and so on to the customer's door in a hassle-free way (Urb-it). 

Uber-eats 

Uber-eats was launched in 2014 by Uber as an online food delivery platform that 

crowdsources delivery of food to ordinary people or couriers (Uber). Customers can 

order their favorite meals through the Uber-eats app and get them delivered to the 

door by one of the Uber-eats couriers. Restaurants can also benefit from the partner-

ship with Uber-eats as if the food is featured in the app it can reach a large audience 

and attract new customers (Uber). As for now, Uber-eats operates in 45 countries 
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and the deliveries are mostly made by car, bike, or scooter (Uber-eats). Uber-eats 

provides access to flexible earnings and working schedule, thus, couriers can choose 

when to start working, how long to work, and when to take breaks (Uber). No less at-

tractive option for couriers is “Instant Pay” which allows withdrawing the money up 

to 5 times a day (Uber). The company commits to tackle the environmental issues to 

prevent climate change while ensuring the safety of couriers on the road (Uber). 

5.2 How do these companies take care of ecological and social sustaina-

bility? 

PiggyBaggy 

PiggyBaggy platform allows to decrease the number of cars on the road, thus, re-

duces transportation costs, and, thereby, lowers the emission of CO2 and pollutions 

that come from vehicles (Jukka Ovaska). PiggyBaggy utilizes existing vehicles and 

public transport in order to make delivery service environmentally friendly and sus-

tainable (PiggyBaggy). An easy-to-use app connects the locals that want something to 

be delivered and those who are willing to transport goods along their daily route, 

thereby, drivers can benefit from sharing the transportation costs and others get a 

convenient and relatively cheap service (PiggyBaggy). With the fuel prices continu-

ously rising the drivers are able to save money or even earn some extra and for both 

parties involved PiggyBaggy service guarantees the safety of payment transactions 

(PiggyBaggy). Youth, elderly or unemployed people are the groups that sometimes 

due to transportation-related factors can not achieve some facilities, and PiggyBaggy, 

in its turn, can help those groups of people to get what they need for a low price and 

with care for the environment (Aisling Mc Ginn). Due to high costs for the public sec-

tor libraries could not provide door-to-door service, however, through PiggyBaggy 

service people with disabilities or elderly people can have books delivered to their 

homes and with relatively low costs for both customers and service provider (Aisling 

Mc Ginn). 
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Wolt 

Food delivery company Wolt promises to compensate all of their CO2 emissions by 

supporting carbon offset projects that are certified and recognized (Wolt). Wolt part-

ners with the South Pole which works with leading brands and companies all over the 

world for achieving low-carbon reality (Wolt). By working together Wolt and the 

South Pole were able to evaluate the amount of greenhouse gas emissions including 

methane, carbon dioxide emissions, and nitrous oxide that each type of vehicle oper-

ated by Wolt’s couriers generates (Wolt). Following the information on Wolt’s web-

site car generates 170 grams of carbon emissions per kilometer and it is the most en-

vironment polluting mode of transport used by Wolt’s couriers, then with 100 grams 

per kilometer comes scooters and e-scooters, and due to heavier breathing, even de-

livery by bike can emit 10 grams per kilometer (Wolt). In case when Wolt does not 

know what type of transport courier is using they will classify it as a car in order to 

make sure that every gram of greenhouse gas emission is compensated (Wolt). Every 

quarter Wolt calculates how much greenhouse gas emissions emitted in the atmos-

phere and buy carbon-credits from its partner, the South Pole, after that they to-

gether choose the projects where to invest these credits and currently Wolt support 

two projects, one in Colombia called “Vichada forest Restoration” and another one in 

Brazil “Envira Amazonia Tropical Forest Conservation” (Wolt). So far Wolt cut back 

170 million tons of CO2, protected or restored 55 000 square kilometers of land, and 

developed approximately 700 projects to contribute positively to the environment 

(Wolt). Furthermore, by including in a restaurant selection eco-friendly options and 

restaurants that provide healthy food Wolt contributes to responsible consumption 

which is a crucial part of sustainable development for food delivery crowd-shipping 

companies (Wolt). Through the Wolt app customers can choose restaurants that pro-

vide healthy meals or vegan options or choose only those restaurants that offer eco-

packages (Wolt).  

Wolt’s couriers are facing inequalities in social protection, meaning that they do not 

have sick leaves, unemployment benefits, and employment contract, however, Wolt 

provides free accident insurance and this, in its turn, puts the couriers in a difficult 

position being considered to be employees (Wolt). Wolt provides an opportunity for 

both underemployed and unemployed people to accessible earnings regardless of 
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their race, gender or educational background, or language skills removing inequali-

ties from the society (Wolt). For couriers being self-employed means to be flexible 

with their schedule and earnings, thus, for some, it can be a full-time job and for oth-

ers, it can be a good chance to earn supplementary money in addition to their main 

job (Wolt). According to Wolt Fair Platform Work 27% of their couriers are students 

who want to finance their studies, 16,8% are those who want to earn extra money 

but already have a main job, and a significant part of couriers, 30.8%, are working full 

time at Wolt. The absence of a boss who tells Wolt couriers what to do gives free-

dom to couriers to combine their personal life, studies, or daily routines with their 

work, and this is highly appreciated by couriers (Wolt). Referring to the satisfaction 

survey conducted by Wolt the majority (85.3%) of couriers like working at Wolt be-

cause of the flexibility it provides and 76.6% are either very satisfied or satisfied with 

their partnership with Wolt (Wolt Fair Platform Work). Wolt has made a sketch of a 

policy approach that is needed to guarantee the flexibility of such platforms in the fu-

ture and there are some of the elements presented in Wolt Fair Platform Work. The 

legal status of modern self-employment should be clearly defined by the EU Commis-

sion, social protection should be accessible for all workers, regardless of the type of 

work, platforms should not be fined for providing insurance to self-employed work-

ers, and platforms should be transparent in regard to their self-employed workers 

(Wolt). Wolt commits to ensuring social sustainability and through Wolt Fair Platform 

Work document they show its commitment. During pandemic 2019 Wolt tried to 

support its restaurant partners through a ”restaurant support package” where it says 

that Wolt for the time of pandemic removes commission for orders that are self-

picked up by customers in some of their markets and launched give-back campaigns 

in others (Wolt). Regarding Wolt couriers the Covid-19 Partner Support Program was 

introduced and it was intended to provide economical support for those couriers 

who were put into mandatory quarantine or diagnosed with Covid-19 (Wolt). With 

care to their customers and couriers during pandemic Wolt was providing contactless 

delivery service to minimize human contact and, moreover, produced 10 000 bottles 

of sanitizers and sent it to their restaurant partners and couriers (Wolt). All 

recommendations that were made by the World Health Organization regarding 

actions to prevent the spread of coronavirus Wolt was sending to its courier partners 

as well as a reminder saying that Wolt couriers take responsibility for themselves 
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when making a decision either to work or not, Wolt does not want to put pressure on 

anyone if they are uncomfortable with working during pandemic (Wolt).  

Foodora 

Foodora, Wolt’s competitor in Finland, commits to zero-emission delivery by bike 

and partners with restaurants that shares the same value regarding sustainability. In 

2018, Foodora introduced a sustainability program that is focusing on recyclable 

packaging, the achievement of food transparency, and the reduction of waste (Mar-

kets Insider). Food transparency is expressed by providing customers the ingredient 

information on every meal they can order in the Foodora app, therefore, customers 

can contribute to sustainable food suppliers by choosing the meal that consists of lo-

cal or ethically sourced ingredients (Market Insider). In Canada, Foodora works to-

gether with 20 restaurants and provides option “opt-in” and “opt-out” of cutlery 

meaning that customers can choose whether they need cutleries or not, thereby, 

contributing to the waste reduction goal set by Foodora (Market Insider). The com-

pany is providing eco-friendly and disposable packaging and, in 2018, Foodora was 

trying to replace plastic packaging and cutleries with cardboard packaging and cutler-

ies made of crystallized polylactic acid (Market Insider). As well as Wolt’s case, 

Foodora couriers are considered to be self-employed people and they are lacking so-

cial protection, insurance, and occupational health.  

Fiuge 

Fiuge, or ICarryIt, is relatively new in crowd-shipping service and started to operate 

only in 2019 yet can’t estimate their environmental impact, however, there may be a 

slight increase in traffic because people instead of picking parcels by themselves will 

leave it up to Fiuge (Yle). Jukka Tarkainen, CEO of Fuige, believes that deliverers will 

use bikes as a transport mode or work on foot when the distance between the pick-

up point and customer’s location is short (Yle). Nevertheless, Fiuge puts environmen-

tal sustainability at the core of its business and as mentioned on Fiuge website the 

company’s couriers use small vehicles which generate less greenhouse gas emissions 

than big trucks (Fiuge). The algorithm of the system consolidates deliveries so the 

courier can deliver multiple parcels along their trip, therefore, positively contributing 

to the environment (Yle). Fiuge uses a virtual platform as a big central warehouse, 
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thereby, making the whole delivery process smoother and more environmentally 

friendly (Fiuge). In regard to social sustainability improvement Fiuge guarantees 

same day delivery service and provides a tracking system that allows customers to 

track their deliveries in real-time, making this service reliable (Fiuge). Moreover, any-

time customers can contact the courier by phone or through the system and pay-

ment is transferred only when the parcel is delivered which guarantee safety for cus-

tomers (Fiuge). Although this service is secure and reliable there is an ongoing de-

bate regarding employee’s rights and working conditions. According to the CEO Jukka 

Tarkainen couriers are self-employed and they can choose working hours by them-

selves, meaning that they can work either full time or few hours per week or even a 

month (Yle). He also said that he hopes couriers will work by bike or foot over short 

distances to reduce environmental impact, however, in this case working conditions 

of couriers are being questioned (Yle). Anyone can apply to become a Fiuge courier 

regardless of their race, gender, or religion (Yle). As couriers are self-employed peo-

ple the company can’t provide them with insurance and due to payroll tax couriers 

are paid way less than normally employed people would get (Yle).   

Budbee 

Budbee offers the greenest way for e-commerce delivery service and it is the most 

environmentally friendly last-mile partner in Europe (Budbee). The company 

commits to long-run goals towards sustainable development and seeks continuous 

improvement of their service even if it means higher costs for implementing projects 

which are beneficial for the environment (Budbee). In August 2020 Budbee 

introduced the new terminal which is equipped with solar panels covering over 80% 

of the terminal’s roof (Budbee). Those solar panels are able to produce 

approximately 232 000 kWh of electricity per year and this is more than enough not 

only for the terminal to operate but to charge all the electric vehicles operated by 

couriers (Budbee). Budbee supports its partners on their way to operate 100% fossil-

free cars and for this purpose Budbee installed fueling stations that are fossil-free 

right at the terminal, furthermore, the company offers discounts for their partners 

for fossil-free fuel (Budbee). In fact, Budbee is very ambitious and it set a target to 

become 100% fossil-free by 2022, and in 2020 the company announced that all 

linehaul fleet in Sweden has to turn into 100% fossil-free fleet (Budbee). Another 
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focus area of the company is delivery by bike and through cooperation with many 

partners, Budbee was able to increase its bike fleet (Budbee). Through the 

partnership with ZeroMission Budbee compensates all emissions that were emitted 

during deliveries by investing in projects that address climate change and social 

issues, for instance, the Mikoko Pamoja Mangrove (Budbee). Starting with 2019 all 

company’s emissions are compensated with 110% (Budbee). As stated on Budbee’s 

website people are the most valuable and vital part of the company, thus, Budbee 

offers to its employees a good working condition and work environment which is 

safe (Budbee). The company tries to diminish inequalities by creating a work 

environment where all employees are treated fairly regardless of their age, religion, 

gender, or disability (Budbee). 

BagHitch 

The same concept as PiggyBaggy uses was applied by the Swedish company BagHitch 

which was able to save 62 tons of CO2 through smarter transportation and deliveries 

that were performed along the planned road trip (BagHitch). Additionally, BagHitch 

allows drivers to lower their traveling costs, and people who need something to be 

delivered to their doors get an item for a low price (BagHitch). Through improved ve-

hicle capacity BagHitch helps to tackle the issue with a marketplace for transporta-

tion and in 70% of cases, this service is used by marketplaces and auction houses 

(BagHitch). BagHitch does not use any external websites or service providers, there-

fore, the system works effectively, payments are secure and guaranteed, the infor-

mation provided is trustworthy. Also, BagHitch has a rating system which makes it 

useful for users to estimate their experience with BagHitch and, thus, provide infor-

mation for future users about how good this service is (BagHitch).  

DHL Sweden 

Due to the growth of e-commerce DHL also established goals that are needed to be 

met by the end of 2025 regarding environmental protection and those goals are in-

cluded in DHL’s Code of Conduct, their Supplier Code of Conduct, and Environmental 

and Energy Policy (DHL’s Sustainability Report 2019). DHL and its partners operate 

according to 11th (sustainable cities and communities), 13th (climate action), and 17th 

(partnership for the goals) SDGs and encourage the shift towards the use of 
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alternative fuels and energies, thereby, contributing to CO2 emissions reduction 

(DHL’s Sustainability Report 2019). The company aims to improve energy and fuel ef-

ficiency by 2025 by 50% compared to the set baseline of 2007 and additionally DHL 

wants to achieve a zero-emission supply chain by 2050 (DHL’s Sustainability Report 

2019). Furthermore, DHL provides GoGreen Certified Trainings for their employees, 

this training gives a basic knowledge of environmental protection and allows employ-

ees to assist the company to achieve its environmental targets in their work routine 

(DHL’s Sustainability Report 2019). DHL through its partners also participates in for-

est restoration projects to reduce greenhouse gas emissions and, thereby, mitigate 

global warming (DHL’s Sustainability Report 2019). In order to reduce air pollution, 

the company is replacing its fuel vehicles with electric ones and as mentioned in 

DHL’s sustainability report 2019 by using electric cargo bikes they are able to save 

approximately 8 tonnes of CO2 emissions each year. In figure 16 are illustrated the 

company’s mission for 2050 and targets for 2025. Continuous optimization of deliv-

ery routes and pick-ups is supported by increased attention to delivery by bike, foot, 

and the use of e-vehicles (DHL’s Sustainability Report 2019). DHL tracks all wastes 

throughout its supply chain and disposes it under environmental management sys-

tems (DHL’s Sustainability Report 2019). Moreover, DHL provides recyclable and re-

usable packaging and shares its sustainable solutions with customers (DHL’s Sustain-

ability Report 2019). To protect biodiversity the company is working together with 

the UN’s Convention on Biological Diversity and is involved in projects to stop wildlife 
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trade as well as raise awareness of this issue among employees (DHL’s Sustainability 

Report 2019). 

DHL in its sustainability report 2019 reveals the data about how the company cares 

about social sustainability. DHL has a list of policies that help to apply principles of 

social sustainability into the core principles of the company, for instance, The Em-

ployee Relations Forum measures KPIs to guarantee that human rights are not vio-

lated within the DHL (DHL’s Sustainability Report 2019). The company also cares 

about diversity and there is The Diversity Council established to improve diversity 

management and, additionally, there is The Sustainability Advisors Council that gives 

recommendations and external expertise (DHL’s Sustainability Report 2019). These 

policies promote occupational health and safety, employee development and en-

gagement, and, furthermore, the company operates in accordance with Declaration 

on Fundamental Principles and Rights at Work of the International Labour Organiza-

tion in order to ensure that human rights are respected (DHL’s Sustainability Report 

2019). By the end of 2025, DHL wants to achieve 80% employee engagement rate 

and through measures and KPIs the company is able to track the progress (DHL’s Sus-

tainability Report 2019). DHL provides a variety of learning paths for their employees 

and by the end of 2020 targets to certify 80% of their employees, during 2019 

346 000 employees have participated in Certified training courses (DHL’s Sustainabil-

ity Report 2019). To secure occupational safety DHL measures the accident rate at 

work and aims to reduce injuries and accidents at work by raising awareness among 

Figure 16. DHL’s mission for 2050 and targets for 2025. 
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employees (DHL’s Sustainability Report 2019). Moreover, DHL tries to reduce ine-

qualities by providing equal opportunities for both men and women, and by 2025 the 

company aims to increase the engagement of women in management by 30% (DHL’s 

Sustainability Report 2019). As states in DHL’s Sustainability Report 2019 the com-

pany also offers work opportunities for people with mental and physical disabilities. 

For elderly people, DHL ensures transactions into retirement which is trouble proof 

and it is financed through the demographic fund, working time accounts, and em-

ployer-funded top-up (DHL’s Sustainability Report 2019). Even during hard times as 

COVID-19, the company was able to keep its workforce and in 2019 the number of 

DHL’s employees was 546 924 people comparing it to 2018 when the number of em-

ployees was 547 459 people (DHL’s Sustainability Report 2019). In graph 17 the num-

ber of employees directly working for DHL is illustrated. Comparing to the baseline of 

2015 DHL’s average growth rate is 2.5%. To ensure the health and safety of its em-

ployees DHL operates in accordance to 4th (Quality education), 8th (Decent work and 

economic growth), and 17th (partnerships for the goals) sustainable development 

goals of United Nations (DHL’s Sustainability Report 2019). 

Instabox 

Instabox commits to be environmentally friendly and to do so the company supports 

its partners in the transition to the use of fossil-free vehicles and as for now four of 

their partners provide completely fossil-free deliveries: Adlibris, Apoteket, H&M, and 

Bubbleroom (Instabox). Instabox installed fueling stations that are fossil-free at their 

terminals in order to make the transition to the fossil-free state possible (Instabox). 

Figure 17. Workforce growth rate. 
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Although the company revealed that sometimes they use diesel to fuel the vehicles, 

they compensate it by participating in carbon offset projects making their deliveries 

100% emission-free (Instabox). Recently Instabox introduced the new project called 

Instabike where deliveries are made by bikes. The company works closely with 

certified partners to tackle the environmental issues and guarantee that deliveries 

are emission-free, in those regions where Instabox can not guarantee fossil-free 

delivery the company does not offer its service to customers (Instabox). 

Furthermore, Instabox consolidates deliveries and it results in a service that is not 

only beneficial for the company, and fast and convenient for customers but also 

environmentally sustainable and aims to reduce CO2 emissions (Instabox). During the 

COVID-19 Instabox guaranteed the contactless delivery service and sometimes even 

provided home delivery. To make the service more convenient for the customers the 

company offered an option for those who have symptoms to extend the time parcel 

is stored at one of the Instabox locations (Instabox). To prevent the spread of disease 

all Instabox’s employees followed the recommendations of the Public Health Agency, 

hand hygiene and social distancing were respected (Instabox). 

Movebybike 

Transportation in urban areas is facing issues regarding logistics and environmental 

impact, Movebybike offers a sustainable and cost-efficient solution for transporting 

goods (Movebybike). Instead of using big trucks that generate a lot of greenhouse 

gas emissions, Movebybike uses electro vehicles to deliver the goods. Moreover, the 

electric cargo bikes the company uses are safe and silent, thereby, it helps to reduce 

road incidences and avoid noise pollution. In order to operate in Stockholm where 

the streets are tiny, the Movebybike had to adapt its vehicles and as a result, the 

vehicles are small and do not contribute to traffic jams (Movebybike). As mentioned 

on the company’s webpage Movebybike is now the greenest transportation service 

in Sweden. Furthermore, Movebybike offers its employees warm clothing for work 

and provides e-bikes, thus, no need to have your own electric bike to start working at 

Movebybike (Movebybike). Also, the company offers many benefits to its employees 

and provides insurance, additionally, those who are 25+ are getting pensions 

(Movebybike). Movebybike is a discrimination-free company and each employee is 

treated fairly and valued, support team aims not only to provide the best support for 
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the riders but also provide the best experience to their customers through their 

platform (Movebybike).  

Urb-it 

By performing deliveries on foot, by bike, or by public transport Urb-it provides a 

service that is eco-friendly and relatively cheap (Urb-it). This kind of delivery does not 

generate CO2 emissions in the atmosphere and contributes to the reduction of traffic 

jams on the road, thereby, making the city life better and more sustainable (Urb-it). 

Partnership with ”Bra Miljöval” a Swedish organization that is environmentally certi-

fied allows Urb-it to tackle environmental problems more intensively (Urb-it). 

Payments are secured and done without any external sites which allowed the Urb-it 

app to score 4.92 out of 5 in customer experience (Urb-it). Urb-it’s couriers are free 

to choose when they want to work and where which gives them flexibility and the 

opportunity to earn some extra-money (Urb-it). The company also provides social 

protection for their couriers as well as sick leaves, pensions, and holiday pay, thus, 

social rights are respected.  

Uber-eats 

The company intends to become a zero-emission platform by 2040 and to achieve 

this goal Uber-eats will use its Green Future program to make the transition from fos-

sil-fueled vehicles to electric vehicles possible (Uber). To support the movement to-

wards sustainable and clean cities customers can request a delivery that will be made 

by an electric vehicle positively contributing to the environment (Uber). Through the 

partnership with electric vehicle rental fleets, vehicle manufacturers, charging net-

work providers Uber-eats ensures that couriers will have access to more sustainable 

options (Uber). Furthermore, to reduce the plastic waste Uber-eats’ restaurant part-

ners will no longer include the cutleries in the order if the customer needs cutleries 

he or she has to add them manually (Emilie Boman). Moreover, Uber-eats’ app 

added a new feature “allergy-friendly” by using this filter customers can choose res-

taurants that offer allergy-free options and through the app communicate meal op-

tions with the restaurants (Emilie Boman). Uber-eats’ couriers are free to choose 

when and how long to work, and the “Instant Pay” option allows couriers who are in 

need of money to withdraw the cash from their app account 5 times per day (Uber-



65 
 

 

eats). The app also can provide the navigation system if the courier does not know a 

route to the destination point (customer location), thereby, all deliveries are made in 

a smooth way, and routes are optimized (Uber).  

 

Figure 18. Environmental sustainability findings. 

 

Figure 19. Social sustainability findings.  

5.3 What is the role of sustainability in the marketing of these crowd-

shipping companies?  

As was described earlier in previous chapters nowadays people pay more attention 

to sustainable development than before and environment-friendly purchases, as well 

as green marketing, have become popular (Zhang X., Dong F.). 33% of customers con-

sider brands as the ones who have to take responsibility for the environment and 
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expect companies to address social and environmental issues in their brands 

(Olando, 2020). Zhang X. and Dong F. in their research work defined green marketing 

and it as follows: it is all marketing activities that companies design for customers 

with the goal to minimize the impact their products and services have on the 

environment. The percentage of customers who are more likely to choose a brand 

that is eco-friendly equals to 61% (Olando, 2020), and due to growing interest in the 

protection of society and the environment, many companies shifted away from the 

production of products that are harmful to both environment and human health to 

the production of eco-friendly and socially sustainable ones (Zhang X., Dong F.). 

Effective green marketing for companies means being honest with customers and 

committed to do what you promised to accomplish while being accountable for all 

actions you do in order to be environmentally sustainable (Shazia Bukhari). For 

instance, setting long-term goals such as switching to recyclable packaging can 

demand short-term loss in order to adopt new practices and companies should be 

honest with themselves and customers whether they can or can not adopt new 

sustainable policies (Olando, 2020). Companies have to be accountable for every 

activity which is harmful to society or the environment and try to achieve sustainable 

development by focusing on the whole company’s performance not on one 

particular activity to be sustainable, therefore, consistency is the key element to 

avoid negative social media news that can damage company’s reputation (Olando, 

2020). Furthermore, companies that are doing green campaigns have to educate 

their customers, therefore, letting them know why environmental and social 

sustainability matter (Shazia Bukhari). In chapter 2.4 was said that access to 

information and participation in decision-making processes related to environmental 

problems are being part of good governance and that is the reason why effective 

green marketing should respect customer’s voices and give them an opportunity to 

participate in environmental actions. Shazia Bukhari revealed 3 types of green 

marketing: first, ads that highlight environmentally and socially sustainable service or 

product, therefore, promoting a healthy lifestyle, second, ads that represent 

environmental responsibility of a company and, last but not least, ads that provide 

customers a clear picture of how company’s product or service relates to 

environmental protection (Shazia Bukhari). It is important to remember that 

marketing can have carbon footprints, thus, if doing printed campaigns, flyers, or 
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billboards company beforehand should make sure that these printed materials are 

recyclable and do not harm the environment (Olando, 2020). Nowadays, everyone 

has access to the Internet and digital marketing should be in priority because this 

allows companies to minimize their environmental impact and reach a greater 

audience (Olando, 2020). Moreover, companies can increase the authenticity and 

value of their brand which then will help to attract new loyal customers by providing 

quality and relevant content that is tailoring the message to customers (Olando, 

2020). Each company investigated in this research mentions sustainability on its 

website and promises to deliver service that is customer-oriented and eco-friendly.  

PiggyBaggy 

Due to growing prices for gasoline PiggyBaggy will be able to expand all over the 

world by providing service that is beneficial for customers and drivers (Aisling Mc 

Ginn). And as the global focus on sustainability continues raising PiggyBaggy will be 

able to attract users of this service by providing a sustainable solution for last-mile 

delivery (PiggyBaggy). PiggyBaggy is part of the EU growth strategy for the coming 

decade and has participated in a project called Horizon 2020 SMA and in 2014 

relieved public findings equal to 50 000 euros (Aisling Mc Ginn). Partnership with 

delivery management companies and e-commerce allows PiggyBaggy to increase 

demand for environmentally, socially and economically sustainable effects 

(PiggyBaggy). Currently, 2476 users are registered in PiggyBaggy and 1204 deliveries 

are performed (PiggyBaggy).  

 

Wolt 

By offering a service that is affordable, quick, and reliable Wolt was able to expand 

globally within 5 years and now it works together with 30 000 restaurants and 

partners in 23 different countries (Wolt). Restaurant when makes a decision to join 

Wolt can boost their monthly sales by 10-15% more and, furthermore, restaurants 

can get help from Wolt to order eco-friendly packaging (Wolt). Through the 

promotion of restaurants that offer healthy options for their customers, Wolt 

promotes environmental sustainability to their customers, making them act 
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responsibly towards the environment (Wolt). Wolt aims to build the digital version of 

shopping malls and to achieve this goal in 2020 Wolt added retail and grocery 

delivery service into Wolt system (Wolt). Wolt is a long-term oriented company that 

targets to operate sustainable service and make a profit which allows the company 

to invest in service improvement and to be around for its employees, partners, and 

customers (Wolt). The company is building trustworthy relationships with employees 

through its commitment to them to be a socially sustainable company that respects 

human rights, ensures diversity, and treats all employees fairly (Wolt). For couriers, 

Wolt commits to be a platform that is sustainable and fair, for restaurants it promises 

to be a long-term partner, for customers, the company commits to provide excellent 

service, and for society, Wolt commits to be the company that cares about the 

environment (Wolt). 

Fiuge 

By ensuring social and economic sustainability Fiuge contributes to the labour 

market and provides many job opportunities for couriers as well as customer care 

(ICarryIt). Although due to its flexibility this service is very attractive for those who 

want to become Fiuge courier, working conditions and absence of insurance still 

remain a problem for the labour market that has to be solved (ICarryIt). However, 

Fiuge takes responsibility for improving the social issues their couriers are facing as 

well as Wolt and Foodora do. As mentioned on its website, with Fiuge last-mile 

transportation is environmentally friendly and service is customer-oriented. People 

can save up to 50% from the transportation since Fiuge’s delivery prices are lower 

compared to industry price and, moreover, the service is free for companies (Fiuge).  

Budbee 

Budbee offers innovative and sustainable solutions for its partners, customers, and 

the environment (Budbee). The company intends to provide a fast, cheap, and 

sustainable service and aligns its values with mission and vision, thereby, creating a 

reputation of a mission- and customer-oriented company. Budbee uses technologies 

as a way to communicate with customers and through the actions that address social 

and environmental issues the company is educating its customers and partners about 

sustainability and its importance. Budbee aims to provide the best last-mile delivery 
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service for the customers while reducing the impact the business has on the 

environment and keeping costs as low as possible (Budbee). Nowadays, the company 

has more than 200 coworkers and according to the customer ratings this service 

scored 4.9 out of 5 (Budbee). 

BagHitch 

BagHitch increases cars’ capacity that are already on the road and it results in 

environmentally friendly delivery service (BagHitch). Easy to use app and reliable 

service make BagHitch service attractive for both customers and drivers, as a result, 

many new users are joining its community. This service not only provides an 

opportunity for marketplaces and online auction houses to sell their products but 

positively contributes to local communities(BagHitch). The company has a constant 

growth by 20% each month, this lets BagHitch make a decision that business 

develops in the right direction (BagHitch). 

DHL Sweden 

DHL not only sees sustainability as an opportunity to differentiate its products and 

services from others but as something that connects people and improves lives 

(DHL’s Sustainability Report 2019). By focusing on the integration of sustainability 

into main areas of business DHL is trying to find new, more sustainable solutions for 

their customers that can help to reduce CO2 emissions (DHL’s Sustainability Report 

2019). The provision of learning paths that raise awareness of the environmental 

problems among employees helps DHL to educate and inspire people to engage in 

the sustainable development of the company (DHL’s Sustainability Report 2019). As 

states in DHL’s Sustainability Report 2019, diversity is what makes DHL strong and 

through this statement, DHL positions itself as a socially sustainable company that re-

duce inequalities inside its business (DHL’s Sustainability Report 2019). DHL’s mission 

is to deliver excellence in a sustainable way along the three bottom lines of people, 

planet, profit and so far, DHL sticks to the chosen destination which is being the rea-

son why people choose DHL as the logistics provider (DHL’s Sustainability Report 

2019). 
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Instabox 

The service that the company offers is fast, reliable, and eco-friendly which resonates 

well with customers' expectations and needs for green logistics, thereby, being 

customer-focused and environmentally conscious allows Instabox to achieve a 

growth of 300% each year (Instabox). Currently, the service has more than 2 million 

users all over Sweden and Instabox is aiming to expand its service outside the Nordic 

countries (Instabox). Honest to its customers Instabox always reports to its certified 

partners all the actions it does to stop climate change and the information is open to 

everyone on its webpage (Instabox). In 2021 the company raised 90 million dollars 

with the help of EQT Ventures and plans to invest that money in new sustainable 

solutions that will bring e-commerce last-mile logistics to the next level (Instabox). 

Movebybike 

Through the promotion of a healthy lifestyle and green logistics solution the 

company now employs 32 people in 6 cities and delivered more than 200 000 goods 

(Movebybike). In 2018 Movebybike annual growth was equal to 100% and the 

company targets to reach 200% during the following years (Movebybike). By driving 

electro vehicles with the company’s logo around the city riders advertise the 

company and sports lifestyle, moreover, on Movebybike’s website, several reasons 

why working with Movebybike in terms of social and environmental sustainability are 

listed (Movebybike). 

 

Urb-it 

Urb-it intends to provide a solution for the last-mile delivery service that is 

environmentally and socially sustainable, this, in its turn, helps the Urb-it community 

to grow in scale, and currently, the company has around 300 clients in Europe and 

1500 couriers (Urb-it). By positively contributing to the city lifestyle and providing 

delivery that is convenient, hassle-free, and fast for the customers Urb-it positions 

itself as a reliable partner (Urb-it). Through the partnership with such companies as 

Orkestro, DHL France, Lineten and much more Uber-it is able to boost on-demand 

businesses in the UK, help companies to get theirs customers’ packages delivered to 
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the door, and provide a reliable and eco-friendly service (Urb-it). The company takes 

responsibility in terms of social issues and, thereby, attracts more employees and 

customers.   

Uber-eats 

Through the integration of sustainability in the core of the business, Uber-eats was 

able to attract new loyal customers, partners, and employees, and now it employes 

10 000 couriers and operates in 6000 cities all over the world (Uber). Uber-eats takes 

responsibility for its actions and as the leading mobility platform commits to provide 

service that is environmentally friendly and socially sustainable (Uber). The 

introduction of many new customer-oriented filters in the app creates the best 

experience for the customers and, therefore, customers for life (Uber). During the 

pandemic Uber-eats’ net sales raised up to 6.96% billion dollars and now the food 

delivery business is bigger than its ride-sharing (Michelle Cheng). The graph below 

presents the statistic of Uber-eats’ growth from 2017 to the first quarter of 2020. The 

pattern of continuous growth can be clearly seen, even before the pandemic Uber-

eats was getting attention from the public, however, the rapid growth emerged due 

to people’s needs for groceries and food delivery when quarantine at home (Michelle 

Cheng). The CEO of Uber-eats expects this service to become as big as Uber’s ride-

sharing (Michelle Cheng). 

Figure 20. Uber-eats growth from 2017 to the first quarter of 2020.  
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6 Conclusion and discussion 

6.1 Significance of the research  

During the research, eleven crowd-shipping companies that operate in Finland and 

Sweden were found and presented in chapter 5.1. As it was already defined in the 

literature review crowd-shipping is when ordinary people are directly involved in the 

last stage of the delivery process, thus, the companies that are presented in chapter 

5.1 are either partly or fully outsource their last stage of the supply chain to ordinary 

people. The research showed that Swedish and Finnish crowd-shipping companies 

are mostly app-based platforms that deliver either door-to-door or to collection 

points nearest to the customer’s location. Investigated companies intend to provide 

a service that is easy to use, cheap and eco-friendly which positively contributes to 

society, the planet, and the economy. Companies like PiggyBaggy, BagHitch, Fiuge, 

DHL Sweden, and Urb-it do not employ people, but they match those who need 

something to be delivered and those who are already on the road or are planning to 

make a trip and willing to earn some extra money and reduce their transportation 

costs. These platforms promote cost-sharing of transporting goods, thus, all parties 

involved can benefit from this service: customers can get their goods delivered for a 

smaller price if compare to market prices, and drivers reduce their transportation 

costs. In PiggyBaggy, BagHitch, Fiuge, DHL Sweden, and Urb-it platforms prices can 

be negotiated, therefore, customers leave delivery requests and specify what item 

needs to be delivered, where, and at what time. The app can give a piece of advice 

about what price it is better to set based on the item and drivers are willing to accept 

those requests that fit them.  

Such companies as Budbee and Instabox focus on the last-mile delivery improvement 

of e-commerce service, to make the online shopping the most delightful for their 

customers and greener these companies deliver orders to the specially designed 

boxes all around the city where customers can pick it up by themselves. Instead of 

delivering those parcels by vehicles to every customer and polluting the 

environment, customers can pick-up the parcels on their way to work, or while 
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shopping in the city center. The parcel is delivered to the smart box which is nearest 

to the customer’s location and the app sends a pin code which the customer should 

use to open it. The creation of smart boxes intends to cope with the growing demand 

for e-commerce, so people instead of wasting time staying in queues could come to 

the collection point and pick-up their parcels by themselves. Wolt, Foodora, 

Movebybike, and Uber-eats, in their turn, act as a third-party logistics service 

provider for restaurants and companies which outsourced their last-mile delivery to 

specialist companies. Price per delivery is fixed and in the case of Wolt and Foodora 

couriers are self-employed people which means that they can start to provide their 

service to customers or have a break whenever they want. Moreover, due to the 

absence of contract couriers can stop working temporarily or permanently by just 

not opening the app.  
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Figure 21. Finnish and Swedish crowd-shipping companies by types.  

Crowd-shipping companies in Finland and Sweden support United Nations and its 

sustainable development goals and operate in accordance with the 13th SDG – to 

reduce climate change and its impact on the planet. All investigated companies 

promote consolidated delivery through the optimization of vehicle’s capacity and 

driving routes, therefore, reducing the transportation costs, greenhouse gas 

emissions, and traffic and congections on the road. Some app-based platforms do 

not provide vehicles for their couriers but instead, they try to utilize already existing 

vehicles and public transport, for instance, Urb-it and PiggyBaggy encourage the 

delivery performed with the use of public transport. Furthermore, most of these 

platforms compensate for all of their CO2 emissions by supporting carbon offset 

projects that are certified and recognized. By doing this, customers can be assured 

that all emissions and pollutions that were emitted in the atmosphere during the 

delivery process are compensated and delivery is zero-emission. Wolt, Foodora, and 

Uber-eats by including healthy and eco-friendly options in their restaurant selection 

contribute to responsible food consumption and operate under the EU waste policy 

that aims to reduce landfilled waste by implementing a circular economy. Also, to 

tackle the plastic waste issue Wolt and Foodora introduced the option where instead 

of putting cutleries in every meal restaurants will put them only for those customers 

who requested it. Electric vehicles and bikes are becoming more and more popular 

among people and investigated crowd-shipping companies encourage the use of 

electric vehicles and bikes when delivering the last stage of the supply chain. Not 

• Service 

agreement 

• Self-

employment  

- Wolt 
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only do drivers get support from crowd-shipping platforms when switching to more 

sustainable and eco-friendly modes of transport but also their partners. For instance, 

Budbee and Instabox support partners on their way to become environmentally 

sustainable businesses, so the transportation can be 100% fossil-free. All Finnish and 

Swedish crowd-shipping companies focus on making the last-mile delivery service 

more sustainable and customer-focused by complying with environmental laws and 

their customers' needs.  

In regard to social sustainability, Finnish and Swedish crowd-shipping companies 

offer a wide range of benefits both for their customers and employees. Due to the 

high cost for public sector youth, unemployed and elderly people can not achieve 

some facilities and get what they want, however, crowd-shipping provides cheap and 

convenient service and will transport goods with care for the environment. The 

tracking system, secure payment, and trustworthy users are the reasons why crowd-

shipping service is so reliable and popular nowadays. During the pandemic food 

delivery was essential and couriers of Wolt, Foodora, and Uber-eats were on the 

front line, therefore, companies had to somehow secure the safety of their couriers. 

For instance, contactless delivery was introduced, Wolt launched the COVID-19 

Partner Program to financially support those who were put into quarantine or 

diagnosed with COVID-19, sanitizers were provided for courier partners and 

restaurants, and most important, couriers could choose what is better for them 

either to stay home or continue to work during this hard times. Some of the 

investigated crowd-shipping companies can not provide social protection for their 

couriers because of their employment status (self-employed), otherwise, they can be 

fined, and due to payroll tax couriers get less salary than normally employed people 

would get. Self-employed people can not be provided with sick leaves, 

unemployment benefits, employment contracts, and insurance, however, Finnish 

company Wolt tries to fight such inequalities and provides accidence insurance for 

their couriers. Without doubts, traffic and road accidents must be reduced through 

the proper education of employees and the sharing of information with couriers 

regarding, for instance, new traffic laws. Despite the lack of social protection couriers 

have many benefits such as flexible schedules and accessible earnings. Couriers can 

choose for themselves either this will be their full-time job or a job to earn 
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supplementary money and couriers see such flexibility as an advantage. 

Furthermore, these crowd-shipping companies have a low entrance barrier meaning 

that jobs are accessible for all no matter what race, gender, or age employees are. 

Finnish and Swedish crowd-shipping companies try to diminish inequalities through 

policies that help to apply social sustainability into the core principles, provision of 

learning opportunities, and employee engagement. Additionally, crowd-shipping 

companies in Finland and Sweden provide many job opportunities which have a 

positive impact on the labour market.  

All investigated crowd-shipping companies use green marketing strategies and their 

ads highlight products and services that are environmentally and socially sustainable. 

As marketing also has its own carbon footprints Finnish and Swedish crowd-shipping 

companies focus more on digital marketing to minimize environmental impact and it 

also helps to reach a greater audience. Through quality and relevant content tailored 

to the customer expectation, these companies were able to increase the value and 

authenticity of their products and services. Especially now, when people are so 

concerned about the environment, the demand for sustainable and cheap service 

that crowd-shipping companies offer to their customers is rapidly growing allowing 

companies to grow in scale. Finnish and Swedish companies are mission-oriented 

and honest with their customers that is the reason why it attracts new loyal 

customers and adds value to their brands.  

It is important to understand the demand and supply sides when building a 

sustainable business model and special attention should be paid to the investigation 

of couriers’ willingness to work because without people who are ready to provide 

their service the crowd-shipping model won’t work. When switching to electro 

vehicles companies have to take into account that charging electric vehicles 

consumes energy and contributes to an increase in energy consumption worldwide. 

Finnish and Swedish crowd-shipping companies have long-run projects aimed to 

tackle environmental and social issues and by implementing sustainable transport 

solutions companies will not only reduce CO2 emissions but also contribute to noise 

reduction and the building of resilient infrastructures. Since the resources of our 

planet deplete circular economy opens new prospects and crowd-shipping promotes 
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the circular economy, thereby, lowering the need for extracting raw materials and 

leading to greenhouse gas emissions reduction.  

The results of this research showed that crowd-shipping companies in Finland and 

Sweden try hard to tackle environmental and social issues, however, not all 

companies in the world do the same. Usually, companies in pursuit of money forget 

about social and environmental sustainability as they are trying to get profit in the 

short-run. Crowd-shipping is so far a relatively new solution for the transportation of 

goods and yet not commercialized. It was designed principally for making the life of 

communities and cities better and more sustainable, thus, the focus is not on making 

a profit but rather on providing cheap and convenient service that will not harm the 

environment. Because last-mile logistics is so close to the customer’s side crowd-

shipping can provide a deep insights on the market and, therefore, effectively meet 

customers’ expectations, be efficient in controlling costs and communicate 

throughout the delivery process in order to make their customers satisfied. 

Sustainability, in its turn, helps to build a strong and versitile supply chain that 

responds quickly to the recent expansion of e-commerce market and its changing 

conditions, and brings major benefits for all parties involved.  

The result generalizable for the Nordic crowd-shipping industry since all existing 

companies in Finland and Sweden were studied and the pattern of growing attention 

to sustainability in this industry was found. However, crowd-shipping service in other 

EU countries was not investigated which is why the results can not be applied for the 

crowd-shipping industry in general.  

6.2 Reliability assessment  

The selected research method measured all that it intended to measure; however, it 

did not provide enough depth as desired. Interviews with one of companies that 

were investigated during this research could have provided a deeper and wider infor-

mation that can not be found on the Internet. Since the chosen research method is 

literature review, all data was gathered from the Internet, in particular scientific 
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articles, books, companies’ websites, news, thus, the reliability of the majority of the  

data can be assured, however, some Internet sources can’t guarantee 100% reliabil-

ity of the materials provided (news). Due to obsolescence of information the results 

introduced in this research may be not valid in the future, so, the future researchers 

should pay attention to the date when results were found. The results can be repro-

duced independently by using the Internet and all the links listed below. The conclu-

sion and generalization are meaningful for the crowd-shipping industry and high-

lights the bottlenecks of the system and hot spots where attention should be paid.  

6.3 Further research   

During the reliability assessment was mentioned that interviewing at least one of the 

companies investigated in this research can provide meaningful insights about how 

Finnish and Swedish crowd-shipping companies manage their environment, social, 

and economic sustainability. Since for getting more information about the topic not 

only scientific articles and companies’ websites were used but news releases as well, 

the reliability of the gathered data is not 100%. For the future research use of only 

scientific articles and books together with conducted interview can positively con-

tribute to the data quality improvement.  
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