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This study was aimed at identifying the strategies used and determining the performance of Wolt cou-
rier partners in the Helsinki Centre region. A quantitative and qualitative research method was used,
where questionnaires with both open-ended and multiple-choice questions were shared electronically
with 26 randomly selected Wolt courier partners in the Helsinki Centre, then the results were collect-
ed and evaluated.

The first chapter gives a general view of the food delivery and food delivery platforms and how cou-
rier partners operate as small-scale entrepreneurs. A review of theories that served as a foundation to
back up the study made up the second chapter. The method used is explained in chapter three, and the
research findings and results are presented in chapter four. The final chapter contains a summary, rec-
ommendations, the study's conclusion, and limitations.

It was seen from the findings that courier partners like any other entrepreneur put in place strategies
that enable them to be performant in their activity. It was seen that Wolt courier partners in the Hel-
sinki Centre region were making profits from making deliveries as over 50% of the respondents were
making a profit of over 30%. It was understood that strategies like working during peak periods, ac-
cepting short-distance tasks, and accepting tasks with high delivery fees were the most proposed strat-
egies by courier partners as most courier partners had an influence on their profit percentage.
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CONCEPT DEFINITIONS

ROA

Return on Asset

ROE
Return on Equity

ROI

Return on Investment
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1 INTRODUCTION

As the world becomes more digital, consumer’s purchase routines are also tilting more and more to-
wards online purchase. Online shopping and courier services saw a rise in demand, especially at the
height of the COVID-19 pandemic due to the implementation of lockdown measures. According to
Delfmann et al (2002) online purchases have witnessed a tremendous increase which has had an influ-
ence on logistics companies. This increase, however, has been foreseen to be constant or keep on in-
creasing in the years ahead. Online purchase gives consumers the opportunity to easily browse through
a wide range of products that traditional retail shops cannot provide, and for products to be delivered to

their preferred locations at their convenience.

The food sector has also experienced a revolution and witnessed a change in paradigm with an increase
in on-demand delivery service. Even though food delivery services became more popular due to re-
strictions set up to curb the spread of the COVID-19 virus, urban consumers already had the habit of
on-demand food ordering with one of the main reasons being that they find it convenient and less
stressful after a busy day (Teck-Chai & David 2019, 63). Courier partners are actors who make it pos-
sible for these items to get to the doorsteps of customers. They collect items that have been ordered by
the customer from a restaurant and make the deliveries to the customer’s address. While some of these
couriers are employees of these restaurants, others are separate entrepreneurs who hire their services to

make these deliveries.

In Finland, different IT companies run application software that delivers food to customers. This appli-
cation software is of three categories, namely apps for customers, restaurants, and courier partners. The
app for customers enables them to see products from different restaurants and place their orders. The
app for restaurants permits them to be able to receive these orders from customers and the app for cou-
rier partners enables them to collect orders from the restaurants and deliver them to the customer’s

address.

The focus of this study will be on couriers who are independent entrepreneurs that enter a partnership
to make deliveries with Wolt Oy which is an IT company that runs software for food deliveries. In
2016, Wolt initiated its delivery service, following the accumulation of more than 100,000 registered

users in Finland and the successful acquisition of €10 million in funding from EQT Ventures. The



company embarked on its path with an initial capital injection of €566 million and has subsequently

redirected its attention to investments in technology firms, primarily within Europe and the United

States. Their investments have ranged from €1 million to €75 million, as indicated by EQT Ventures in
2020. With the backing of EQT Ventures, Stockholm, was included with Wolt extending its services as
reported by Takabashi in 2016. Additionally, as disclosed by Nordic9 in 2017, The company com-
menced its business activities in Tallinn, Estonia. Additionally, Wolt partnered with Starship Technol-
ogies to undertake experiments related to autonomous food delivery (Wolt 2016). At present, Wolt
functions in 24 nations and has garnered €267 million in financial backing (Wolt 2020). Israel intends

to expand its platform by acquiring enterprises in various fields throughout Europe.

Courier partners like any other entrepreneur deploy resources under conditions of risk and uncertainty
for the purpose of gains or growth (Dollinger 2008, 9). According to Schumpeter, an entrepreneur is an
economic agent who can cause a change in an economy (Dorin & Alexandru 2014; Schumpeter 2012).
In an economy, economic development is a result of how the economic mechanism is run by the activi-
ties of entrepreneurs (Croitoru 2012). According to Schumpeter, real economic growth and develop-
ment are attained when there is an innovation that causes a rise in productivity (Konstantakis, Michael-
ides & Papageorgiou 2014). As entrepreneurs, courier partners must deal with the uncertainties and
risks that come with their operations. For them to attain their primary objective, which is to make a

profit, they must implement several strategies.

Organizational, competitive, functional, and operating strategies are business strategies that entrepre-
neurs use to minimize business risk and cost or gain a competitive advantage due to better perfor-
mance. Key performance indicators (KPIs) show the health of a business. Profit is one of the most im-
portant KPIs because it explains the raison d etre of business which is the creation of goods and ser-
vices for profit motives, and it is gotten by deducting all costs from the total revenue obtained (Marr
2012). This thesis has as its objective to identify the strategies used and determine the performance of
Wolt courier partners and more specifically to identify the strategies used by Wolt courier partners,

determine their performance (profit %), and to compare their profits with the different strategies used.

This thesis also has as its objective to provide information to stakeholders of the food delivery sector
about the impact of the activities of courier partners on society. For these objectives to be met, a sur-
vey will be done with a random selection of courier partners in Helsinki. There are several business

strategies that can be used by entrepreneurs to increase performance but for the sake of this study, only



strategies used by courier partners to maximize their earnings are considered. Also, with respect to
performance, profit will be used as the only KPI.



2 THEORETICAL FRAMEWORK

The whole idea around business strategy and performance reflects the core reason around a business
venture. For the topic to fit the research objectives, there is sampling of some theories and literature

review about performance, business strategies, profits, and logistics and enlightened below.

2.1 The notion of business performance

Evaluating performance of every task is a vital aspect. Yet, it's worth noting that while some activities
can be straightforward to assess, others may pose greater challenges. The concept of performance can
exhibit varying characteristics in various countries and fields, and within the realm of business, it is
subject to multiple perspectives from diverse economic entities and is impacted by various factors
(Zsid6 2015).

In a historical context, the term "performance™ was initially introduced into the Hungarian language in
1853 and subsequently made its way into diverse domains such as economics, pedagogy, and sports.
performance can be defined as the quantifiable outcome of an action. It can be characterized as the
effectiveness with which a business carries out its action plan in the business world, aligning with pre-
established plans and ultimately resulting in business efficiency. Meanwhile, the Romanian Concise
Dictionary (DEX 1998) interprets it as an exceptional accomplishment within a specific area of activi-
ty. This paragraph conveys the historical evolution of the term "performance™ and its varying defini-

tions in different contexts.

2.1.1 The concept of performance and empirical studies.

A lot has been discussed about business performance, primarily concentrating on two central elements:
effectiveness and efficiency. Despite this focus, efficiency, profitability, economic efficiency, effec-
tiveness, productivity are several other terms that are commonly used to describe business perfor-
mance. The paragraph also suggests that the meanings of these terms may slightly differ when consid-

ered in the context of different languages or perspectives.



Productivity is a term that is being used to describe performance and can be defined as the quotient of
input of a component taking into consideration the nature of the output and input. Authors like Solow
(1957), Jorgenson & Griliches (1967), and Abramovitz (1962) have expatiated the basic concepts of
productivity measurement methods and development. Nordhaus and Samuelson (2005) defined
productivity as the unit cost of output or the efficiency of the use of resources. According to Pritchard
(1990), efficiency is characterized as the relationship between what is produced, and the resources put
in, while effectiveness pertains to the relationship between the real results and the anticipated or stand-
ard outcomes. Porter (1998) explained how the term effectiveness is different from efficiency whereby
explaining that effectiveness is the carrying out of an operation better than competitors, while efficien-
cy is a sub- set of effectiveness, therefore effectiveness is a better way of utilizing resources (Porter
1998).

Business performance as seen by different authors, according to authors like Gregory, Nelly, and
Platts, is typically analyzed through two primary lenses: effectiveness, which measures how well an
organization achieves its goals, and efficiency, which assesses how economically it manages the re-
sources necessary to reach those goals. Furthermore, it suggests that some scholars, like Sink (1985)
and Sink and Tuttle (1989), showed that despite the focus on those two terminologies, effectiveness,
productivity, economic, profitability, and efficiency are several other terms that can also be used to
describe business performance. Another perspective, as presented by Rolstadls (1995) looks at busi-
ness performance from three angles which includes effectiveness, which looks at how well the compa-
ny meets consumer needs; economic efficiency, which focuses on how efficiently the company uses its
resources; and adaptability, which examines how well the enterprise is prepared to face future chal-
lenges and changes. In summary, this paragraph illustrates that business performance is a complex
concept that encompasses various dimensions, including achieving objectives, resource efficiency, and

adaptability.

According to Rappaport (1998), a business is performant when it creates value. The main aim and re-
sponsibility of any business is legally creation of value for its shareholders in a lawful way. The inter-
est of the shareholders is the main priority; therefore, efficiency and effectiveness are at the center of
achieving this objective. Lorino (1995,1997) also talked about value creation, whereby a business is
considered performant when it can add to and improve the value-cost ratio and focuses on the attain-
ment of the company’s strategic objectives. He emphasized that businesses are aimed at creating value

for their shareholders, and any other value is secondary and only helps in achieving the former.



2.1.2 Performance measurement

One of the most famous quotes about business performance is from Lord Kevin who explains that if
ideas are expressed in figures, it will provide a better understanding, if not, it will only give mediocre
and unsatisfactory information (Neely et al 1995). Measuring performance has as primary motive to
enhance decision making and it can be achieved by quantifying effectiveness and efficiency to analyze
past actions. This can be done by collecting, processing, organizing, analyzing, and interpreting data.
(Neely et al 2002)

The domain of performance measurement has witnessed a swift transformation. The origins of this
practice can be traced back to as early as the 1400s where the first ever accounting recoding was doc-
umented in Genoa. It wasn't until the late 19th century that financial and management accounting sys-
tems were introduced, with prior accounting records serving as a means of measuring performance.
Return on Investment, Return on Equity, and Return on Assets have emerged as new performance in-
dicators over time. Increasing competition and the demand for more information led to a shift away
from traditional performance measurement practices. This shift became especially pronounced in the
1980s, as traditional performance metrics were no longer sufficient. With the introduction of various
new frameworks and measurement methods, including balanced scorecards, performance prisms, eco-
nomic value added, and more, the field of performance measurement has garnered greater attention in

scholarly literature.

2.1.3. Performance indicators

According to Fritz-Gibbon (1990), a performance indicator is a piece of information collected at regu-
lar intervals from complex systems to evaluate their performance. Gunasekaran and Kobu (2007,

2821) also define a performance indicator as group of parameters which can be utilised in gauging how
efficient or effective a specific action is. These indicators are real, measurable measures used to gauge,
compare, and oversee how well an organization is doing overall. They encompass aspects like quality,
expenditure, financial performance, flexibility, constant delivery, employee satisfaction, customer sat-
isfaction, security, environmental, and community impact, as well as learning and growth. Perfor-
mance indicators serve as valuable tools for decision-making, and their usage varies across different

departments and production levels within companies.



This versatility in applying performance indicators is driven by the constant pursuit of maintaining a
competitive edge in the market (Gunasekaran & Kobu 2007, 2821).

Indicators serve as valuable tools that enhance understanding and control in business operations, ena-
bling effective resource management by managers. Additionally, these indicators offer external stake-
holder’s insights into the company’s status and help assess the extent to which it has achieved its ob-

jectives by comparing expectations with actual results. This, in turn, allows the company to identify

areas of weakness and strength and consider potential enhancements (Franceschini et al. 2007, 10-11).

The majority of key performance indicators can be categorized into financial indicators (which include
profit margins growth in revenue and return on investment), customer indicators (including customer
retention, customer acquisition cost, market share, and customer satisfaction), internal process indica-
tors (comprising cycle times, quality metrics, and process efficiency), learning and growth indicators
(involving employee satisfaction, employee turnover, training and development, and innovation), as
well as environmental and social responsibility indicators (like carbon emissions, community engage-
ment, and sustainability metrics) (Robert & David 1992).

2.2. The Concept of profit

Profit is a concept with a lot of debate and studied by numerous economists and academicians
throughout history, and it cannot be attributed to a single author. Profit stands as a cornerstone in the
realms of both economics and business that has evolved over time and has been the subject of exten-
sive research and debate by numerous economists. Profit represents the financial gain or excess of rev-
enue over costs. Marshall, in his work "Principles of Economics™ (1890), discussed profit as a reward
for entrepreneurship and risk-taking in business. He talked about two main types of profit which were

accounting profit and economic profit.

According to Marshall (1890), accounting profit represents the surplus of total revenue over explicit or
monetary costs. It is the profit calculated based on the actual, tangible expenses incurred in the produc-
tion and sale of goods or services. Accounting profit considers items like wages, rent, materials, and
other out-of-pocket costs. Marshall introduced the concept of economic profit, which goes beyond
accounting profit. Economic profit takes into account not only tangible, monetary expenses but also

implicit or opportunity costs. Implicit or opportunity costs are the next best forgone alternative use of



resources. In other words, economic profit deducts not only the explicit costs but also the costs associ-

ated with the use of resources that could have been employed elsewhere.

2.2.1 Empirical studies of profit in food delivery

In the food delivery sector and ridesharing industries, numerous proposed regulations have aimed to
safeguard the less privileged population, yet little attention has been given to the real-world effects of
these policies. Both sectors combine a complex web of self-centred and interconnected decision enti-
ties, including food delivery customers, couriers, vehicle supply platforms, ride-hailing passengers,
drivers, and restaurant proprietors, all engaging in interactions that strive to achieve economic balance
(Liu & Li, 2023). Considering these multifaceted considerations, the financial success of digital food
delivery is believed to be a pivotal concern, as it directly affects all stakeholders. Customers play a
pivotal role as delivery prices influence their purchasing decisions (Yeo et al., 2017). Courier workers
hold another key position, as their earnings have a direct influence on their motivation to accept and
fulfil deliveries (Qi et al., 2018). Furthermore, as per Fikar et al. (2018), delivery platforms wield sig-

nificant influence on profits due to the substantial costs associated with deliveries.

‘Eleme’, ‘Alibaba’, and ‘JD’ are well known Chinese platform companies that are successful. The suc-
cess of these platforms can be attributed to their prowess in optimizing advantages for all participants
involved, including marketers, households, delivery systems, and the food delivery platform. This,
consequently, bolsters their capacity to attract prospective sellers and consumers. The effective coordi-
nation of sellers, consumers, and delivery systems places platform companies at the core of the plat-
form environment, where all actors assume distinct roles and engage with one another (Shriver et al.,
2013). Feldman et al (2021) investigated the most effective relationships between online platforms and
restaurants to maximize overall profits by using a restaurant model. They found that conventional con-
tractual agreements, in which platforms impose a commission on restaurants, may not always result in
the most favorable pricing outcomes. As per a TechCrunch survey in 2019, in China ‘Eleme’ known
among the most successful food delivery platforms in the country imposed approximately 20% com-
mission to restaurants on each digital order. At first glance, these platform logistics may seem advan-
tageous to restaurants, but it also provides the platform with an additional possibility of influencing
pricing beyond the standard commission fee which can result to extracting more profits from restau-

rants. Given the considerable power these platforms, altering the commission rate can be challenging.



However, restaurants have the option to employ their own logistics, as suggested by Niu et al. (2021).
This self-logistic strategy involves restaurants managing online deliveries directly.

Furthermore, due to the combined effect of commissions from the platform and logistic service fee, it
is known that restaurants owners and customers end up paying more for online food delivery. For ex-
ample, in the USA, Grubhub imposes a 25% commission on restaurants along with an average service
fee of $2 for logistics on each online order. According to Pletz (2019), the logistics service fee is

viewed by restaurants as a "drain™ on their benefit.

2.3 Business strategy

An effective business strategy can generate profits for a company, thereby having satisfied sharehold-
ers which are the main objectives of a business. For this to be possible, business leaders must set well-
defined objectives and coin strategies that will enable them to attain those objectives such as creating

value for the company, its customers, suppliers, and employees. (Boyles 20022).

A business strategy is a deliberate combination of offensive and defensive tactics designed to enhance
a company's positioning and optimize returns on investments (Porter, 1980). According to Mirabeau
and Maguire (2014), in small businesses, strategies often emerge in response to challenges related to
resource allocation to meet specific business requirements. Additionally, Summer and Bayraktar
(2012) have categorized four primary generic business strategies, which include cost leadership, focus,
hybrid strategies and differentiation.

2.3.1 Types of strategies

Numerous business strategies exist, each tailored to specific objectives and applications. In this discus-
sion, we will primarily focus on four fundamental strategies: differentiation strategies, competitive

strategies, cost leadership, and growth strategies.

The core idea about differentiation strategy is to create and design products which consumers will per-
ceive it as unique from competitive products. Creating a unique product entail a lot of investment es-

pecially in research, designing the product, and marketing. Lechner and Gudmundsson in their study
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found out that a direct connection exists between small scale enterprises and differentiation strategy.
Additionally, it is advantageous to adopt the differentiation strategy over other strategies as it is diffi-
cult to replicate according to Banker et al. (2014). Nevertheless, it's crucial to acknowledge that differ-
entiation strategies entail elevated risk due to the substantial investments required to attain this unique-
ness (Banker et al., 2014).

In the field of competition strategies, innovation has become a crucial way for companies to secure a
competitive edge in the market. Based on actual evidence, when a company becomes more innovative,
it tends to perform better financially. According to Bigliardi innovations geared towards meeting up
with customer needs had the most significant positive impact on financial performance. Investments in
innovation resulted in increased sales and business growth. Furthermore, with these advancements
small businesses were able to create unique exceptional products. (Bigliardi 2013). The success and
survival of small business depends on how well they use innovation as an essential tool in business
(De Jong and Vermeulen, 2006).

A cost leadership strategy revolves around the pursuit of operational efficiency. Small entrepreneur
can achieve this by leveraging economies of scale, incorporating technological innovations to improve
operations, optimizing the use of resources and workforce efficiency, and reducing unnecessary over-
head costs (Banker et al., 2014). Small scale enterprises owners that choose to implement cost leader-
ship approach needs to transform to a learning organization (Gehani, 2013). To accomplish this entre-
preneur, need to maintain regular business operations while simultaneously reducing costs to enhance
profitability. Several commonly used methods for reducing costs include minimizing waste and out-
sourcing to overseas locations (Gehani, 2013). Research by Lechner and Gudmundsson (2014) identi-
fied a direct association between the performance of small-scale businesses and cost leadership strate-
gies. Parnell, Long, and Lester (2015) observed that small scale entrepreneur often favours this strate-
gy because it is seen as cautious and secure. Nonetheless, it's crucial to acknowledge that this approach
can expose businesses to potential competition, and if too many light entrepreneurs tend to practice
similar market strategies, it can cause premature decline of most of these enterprises (Parnell et al.,
2015).

In small businesses, in order to stimulate economic development, growth strategies should be highly
utilised, and governments can also intervene by providing incentives and financial support to stimulate
the adoption of more effective methods for promoting small business expansion (Nnamseh & Akpan,

2015). Previous studies have emphasized the importance of strategy in the progress and enlargement of
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small enterprises (McDowell et al., 2016). The process of nurturing new ventures and fostering growth
is multifaceted, influenced by numerous factors. It's important to know that the path to growth for
businesses can change. It doesn't stay the same. Instead, it adapts based on different things like what's
happening outside the business, how the business works on the inside, and what the business owner
does (Audretsch, Coad, & Segarra, 2014). McDowell and their team (2016) looked at how the choices
businesses make about their plans affect how well they do. What they found is that the businesses that
do the best are the ones that are ready to change their plans to fit what's happening in the market (Dutta
& Thornhill, 2014).

In a separate study, Nnamseh and Akpan (2015) investigated the pros and cons of using strategic man-
agement methods to revitalize the growth plans of small businesses. They found that strategies like the
balanced scorecard, SWOT analysis, Porter's Five Forces, and PEST analysis carry both risks and ben-
efits that can help small businesses grow. These effects are seen in different parts of the business, such
as creating new products, expanding into new markets, reaching more customers, and diversifying
their offerings (Nnamseh & Akpan, 2015).

2.4 Food delivery

The concept of food delivery initially surfaced during World War 11, when a significant portion of the
population faced food scarcity and lacked cooking facilities. VVolunteer organizations played a crucial
role in supplying meals to those in need. Following the war, this concept transitioned from being a
social and community service to a convenience offered by restaurants to customers to enhance their
quality of life. After ordering, clients only needed to await the delivery of their meals to their residenc-

es (Seghezzi & Mangiaracina, 2021).

Traditionally, food delivery services were primarily managed by individual businesses over the phone.
These businesses offered comprehensive delivery services, handling all aspects of the process, from
taking customer orders to food preparation, collecting payments, and finally delivering the products.
However, the advent of digital platforms has now given commercial establishments the option to focus
solely on their operational processes (Pigatto et al., 2017). E-commerce initially
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focused on the sale of physical products, however with the advancement of mobile internet, it has sig-
nificantly reshaped the service sector too. As a result, a wide array of these services is now convenient-
ly purchased online with the aid of mobile gadgets and subsequently delivered offline to homes. These
services encompass a diverse range from restaurants and florists to laundry and medicine (Zhang et al.,
2019). E-commerce platform companies have proliferated globally due to the rapid growth of both
consumers and retailers. This growth has led to the expansion of express delivery businesses, subse-
quently increasing the focus on logistics-related research (Liu et al., 2019; Jain et al., 2021). Li et al.
(2020) proposed a categorization for food delivery services, dividing them into two primary groupings:
those involving restaurants delivering directly to consumers and those facilitated by platforms that
connect consumers with various restaurants. In the case of restaurant-to-consumer delivery services,
they handle both the cooking and the transportation of the food, and they offer their services through

the restaurant's website or intermediary platforms (Li et al., 2020).

According to Alnaggar et al. (2021), crowdsourcing delivery model is characterized by short-term
transactions between individuals, facilitated by online platforms that act as intermediaries to connect
buyers and sellers. Under this commercial model, crowdsourced meal dispatch platforms centralize
customer orders, communicate the details of these orders to restaurants, and notify independent con-
tractors who use their own vehicles to collect orders from restaurants and deliver and make deliveries
(Cho et al. in 2019). Despite its reputation for flexible food delivery, crowdsourced delivery has at-

tracted considerable criticism.

According to the findings of Bauer and Herder (2009), the risks associated with crowdsourcing work-
ers include issues such as ambiguity, lack of qualifications, inexperience, or lack of commitment. Po-
tential workers can simply register on a digital platform, facilitating their immediate hiring without the
need for formal interviews or recruitment procedures. Furthermore, as mentioned by Li et al. (2020),
crowdsourcing staff often find it difficult to understand and use technical systems effectively, mainly
due to the rapid adoption of information and communication innovations within crowdsourcing plat-
form systems. Crowdsourcing meal delivery staff face strict time constraints and additional complica-

tions in maintaining food quality standards (Doroudi et al., 2016).

Over the past few years, the on-demand food delivery industry has seen significant and swift growth
and attracted a great deal of interest from researchers. Most current work focuses on customer demand
and courier supply when modeling and operating on-demand food delivery platforms. (Liu & Li,

2023). According to Kapoor and Vij (2018), Online on-demand food delivery platforms offer an in-
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creasingly popular and convenient choice, enabling customers to easily order from a diverse range of
restaurants with a simple tap on their smartphone. Consumers who are attracted to the online food
technology sector have a far more differentiated and advanced perspective than previous generations,

as McKenzey (2019) points out.

According to Mckenzey (2019), these delivery platforms personalize the ordering process by saving

relevant customer information in information management systems.

In online food delivery, information quality has been suggested as a key service factor because it low-
ers consumers’ anxiety about products and satisfies their intellectual needs (Robinna et al., 2020). In
the past few years, due to the expansion of online food delivery platforms food accessibility and avail-
ability has improved in many countries, substantially increasing the penetration of information tech-
nology (Kumar and Shah, 2021).

In the last couple of years, the online food delivery industry has become the focus of an increasing
amount of research. This growth can be attributed in part to the sudden increase in demand for online
food delivery services amid the COVID-19 pandemic. Due to security concerns, an increasing portion
of the population opted for online food delivery applications to have meals delivered to their residenc-
es, providing both safety and convenience. This trend has been explored by several studies, including
Mehrolia et al. (2021), Meena & Kumar (2022), Hong et al. (2021), and Zanetta et al. During the initial
phase of the COVID-19 pandemic in India, Sharma et al. (2021) conducted research to analyze the
characteristics of people who used or refrained from using online meal delivery services. As indicated
in research conducted by Mangwani et al. (2020), customers often perceive a greater value when
online meal delivery platforms present enticing offers. Consequently, consumers are showing a grow-

ing preference for online meal delivery platforms due to their decision to interact with these services.

Beyond their expectations in terms of experience before and during the sale, e-customers are increas-
ingly demanding the efficiency of a key logistical aspect. Auad et al (2020) studied approaches to
aligning supply levels with demand, revealing that to ensure exceptional customer service, the limita-
tion of delivery areas for one or more restaurants can be used as a strategy to manage and lower de-

mand on specific days.
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According to Yang et al (2003), convenience plays an essential role in enabling customers to access
the products they have ordered quickly, reliably, and flexibly.
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3 METHODS AND DATA

In this study data collection was obtained in several ways from specific sources, where information
was gotten from past studies, analysis and literature from topics related to business performance, strat-
egies, and food deliveries. This information focused on how these concepts of business performance
and strategies are related to the activities of food delivery in general and Wolt courier partners in the

Helsinki region.

3.1. Research design

In this study, quantitative and qualitative data were obtained. A survey was done with opened ended
questions which was distributed randomly to several courier partners. These questions helped collect
the necessary information that helped enlighten the strategies and business performance of Wolt couri-

er partners in the Helsinki region of Finland.

According to Pedamkar (2002), collection of data is a process whereby there is the gathering of both
quantitative and qualitative data obtained from a survey or research study to determine its findings.
This study utilized both firsthand and preexisting data. Firsthand data was obtained directly from in-
formation gathered from a survey which was completed by courier partners. 26 questions were asked

and answered by 26 random courier partners in Helsinki region.

The sample for this study was obtained by the issuing of electronic questionnaires that was created in
webropol. The link was copied and sent to WhatsApp groups and individuals. A stratified random
sampling technique was used where the questionnaires were answered by 26 courier partners. The
sample population was made up of courier workers who carry out deliveries specifically in the Helsin-

ki Centre region.

Descriptive statistics were used to analyze the data that was collected in this thesis. Questionnaires
were shared electronically to 26 randomly selected courier partners within the Helsinki region. The
information gathered has been structured into themes that will satisfy the objectives to be met by the
thesis. Mathematical analytical techniques and tables were employed to examine and display the data,
presenting the results in the following chapter.
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4 PRESENTATION AND ANALYSIS OF DATA RESULT

This chapter of the study deals with results and discussion of the findings from descriptive and tabular
analysis. The identification, performance, and comparison of strategies used by courier partners to the
profits obtained are discussed in detail. This chapter is very vital in this study as the presentation and

explanation of data obtained from courier partners will be shown.

4.1 Findings

The objective of this study was to identify the strategies used and determine the performance of Wolt
courier partners in Finland. Results obtained will be presented in tables which show frequencies and

percentages that give a deep understanding of our objectives as shown below.
A total of 26 respondents participated in answering the questionnaire of which 17 were male with a
percentage of 68 and 8 were female with a total of 32% This means that there are more male than fe-

male as courier partners especially in the Helsinki region.

TABLE 1. The age of respondents

n | Percent
18- 25 2 | 1.7%
25-30 12 | 46.2%
31-35 9 | 34.6%
35and above | 3 | 11.5%

From table 2 above, 7.7% were within the age group of 18-25 years, 46.2% fell within the age group of
25-30 years, 34.6% within the age group of 31-35 years, and 11.5% of the age of above 35 years. It

was noticed that most of the courier partners of Wolt were of the age group between 25-30 years old.
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TABLE 2.The longevity as a Wolt courier partner

n | Percent

Less than 6 months | 1 | 3.9%

6 monthsto 1year |3 | 11.5%

1 year to 2 years 13 | 50.0%

More than 2 years |9 | 34.6%

Table 3 above shows how long the respondents have been courier partners with Wolt, 3.9% have been
courier partners for less than six months, 11.5% between 6 months to 1 year, 50% between 1 to 2
years, and 34.6% for more than 2 years. This means that most of the respondents (84.6%) have been
courier partners for at least a year to more than two years, which is enough time to gain experience and

develop strategies.

TABLE 3. The hour of work

n | Percent
1-3hours |2 | 8.0%
4-7 hours |9 | 36.0%
8-12 hours | 6 | 24.0%
12 plus 8 | 32.0%

Table 4 above represents the total number daily hours put in work, 8% of the respondents put in about
1 to 3 hours of work daily, 36% of the respondent work for 4 to 7 hours a day, 24% of the courier part-
ners work for 8 to 12 hours a day, and 32% for more than 12 hours a day. It is worth noticing that 56%
of the courier partners did food delivery for at least 8 hours a day, which is a considerable number of

hours and is to be considered as a full-time job.



TABLE 4 The strategies used by courier partners based on experience.
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Delivery orders on time

Customers are king

Following traffic law

Working during lunch time to maximise
earnings

Understanding how the
algorithm of wolt courier
partner App works

Mastering the road
network of your
delivery area

Work during peaks ( breakfasts, launch
and dinner time)

Use an electric car

Operate under your
own company

Ensure have good
sleep before
talking the
wheels

Hydrade
regularly

Work more in peak periods

Take task with high task fees

Use shortest possible
routes

Time concsious

Flexible

Patient

Making more deliveries during peak
periods

Accepting deliveries with
shorter distances

Using cheaper mode of
delivery

When most start food delivery job, most
do it with others who have experience.
This way they get familar with how
things work

In case of difficulties during
delivery, suport service is
contacted.

Having evough rest
before starting a
delivery session.

Plan efficient delivery roads

Use or invest in good delivery
cars

Have a better
knowledge in the use of
internet and it's gadgets

Available at pick hours

Task selection

By taking short distance orders

Patient

Respectful

Signing in early.

Target areas with more restaurants

Use faster delivery equipment

Being smart and time conscious

Surveys

App modernisation

Work more during peak periods

Use shortest possible routes

Having enough rest before starting work

Requesting assistant when
facing difficulties

Make deliveries during peak periods

Minimise fuel consumption by
accepting favorable tasks

They do more advertising around

Communication flow with
drivers

Seeking suport from wolt suport center
during work in case of any problems

Communicate with other
partners to get other strategies
to better performance

Surveys

Adding new functions
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Table 5 shows some of the strategies that respondents are/have been using to maximize their earnings.
This brings us to the first specific objective of this study which was to identify the strategies used by

Wolt courier partners.

From the strategies that were given by the respondents as strategies based on their experience, making
deliveries at peak periods was one of the most mentioned strategies by the courier partners. This means
that courier partners make more money by completing as many tasks as possible. Therefore, courier
partners may prefer to start work or work when the demand is relatively high during the day as it may

also maximize the earnings per hour.

The second most mentioned strategy was accepting short-distance tasks and using the shortest possible
routes to complete deliveries. The strategy of accepting mostly short distance tasks can be likened to
the first strategy because shorter distance tasks mean quick deliveries hence completing many tasks
within a shorter period. Short distance tasks and the use of the shortest possible routes are cost reduc-
tion strategies since less fuel is used to complete such tasks. Another cost reduction strategy that was
mentioned amongst the strategies by the courier partners was the use of an electric car and minimizing

fuel consumption by accepting favorable tasks.

TABLE 5. The total monthly gross earnings

n | Percent
Less than €500 3 111.5%
€501 - €1,000 4 | 15.4%
€1,001 - €1,500 |6 | 23.1%
€1,500 - €2,000 |7 | 26.9%
More than €2,000 | 6 | 23.1%

Table 6 above shows the estimated monthly gross earnings of respondents. 26.9% of the courier part-
ners had a monthly earning of between €1,500 to €2,000, 23.1% made a monthly income of between
1,001 to €1,500, 23,1% had a monthly income of above €2,000, 15.4% of the respondents made a
monthly income of between and 11.5% made a monthly income of between €501 to €1,000 less than
€500. It is worth noticing that 50% of the respondents made a monthly income of at least €1,500 from

food delivery.
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TABLE 7. The estimated profit percentage

n Percent

Less than 10% 1.7%

10% - 20% 19.2%

2

5
20% - 30% 5 |19.2%
30% - 40% 4 |15.4%

More than 40% 10 | 38.5%

Table 7 shows the result of how respondents were asked to give an estimate of the percentage of profit
they make after deducting all expenditures as it was asked in question 15 of the questionnaire. It was
obtained using the formula, Percentage Profit= (Net Profit / Total Cost ) x100. This data goes to fulfil
the second specific objective of this study which is to determine the performance of the courier part-
ners in the Helsinki Centre region in Finland. From the table above, 38,5% of the respondents made a
profit of above 40%, 19.2% of the respondents made a profit of between 20% to 30%, 19.2% of the
courier partners made a profit of between 10 to 20%, 15.4% of the respondents made a 30% to 40%
profit, and 7.7% of the respondents made a profit of less than 10% from making deliveries. It can be
understood here that all the courier partners are making profits though at different levels. This data can
also signify that the strategies that are adopted by the courier partners are leading them to be perfor-

mant, and that food delivery or being a courier partner can be a lucrative economic activity.

FIGURE 1 The factors influencing the profit percentage of respondents.

MNumber of deliveries completed per
hour

Distance traveled for deliveries

Delivery fees and incentives offered
by Wolt

Efficiency in managing multiple
orders

Tips received from customers

Availability of peak-hour bonuses
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In figure 1 above shows the response of courier partners and how some factors have an influence on
their profit percentage. Some of these factors are equivalent to some of the strategies that were pro-
posed by the courier partners. This goes to fulfil our third specific objective which is to compare the

strategies and the performance (profit) of the courier partners.

From the graph above, it is seen that 92% of the respondents answered that the number of deliveries
completed has an influence on their profit percentage. The most mentioned strategy by the courier
partners was working mostly during peak periods of the day, that is when customers make orders for
food most during the day. With this strategy it can be understood that courier partners make more de-
liveries relatively during this period of the day. This goes on to confirm that working during the peak

periods of the day will enable Wolt courier partners to be more performant.

The second most selected factor by the courier partners are the distance travelled for deliveries, deliv-
ery fees and incentives offered by Wolt, and efficiency in managing multiple orders. These three fac-
tors were chosen by 62% of the respondents. With respect to the distance travelled, most courier part-
ners preferred shorter distances tasks to make as many deliveries as possible. This still goes to confirm
the idea that more deliveries improve the courier partner’s profit. Also, some courier partners target
tasks with high task fees as it increases their earnings and thus profit. Incentives offered by Wolt, ac-
cepted by 62% of the respondents, have an influence on their earnings meaning the more incentive,
they get on deliveries the more their profits and vice versa. Tips received from customers and the
availability of peak hour bonuses were accepted by 54% and 46% respectively and affected their prof-
it.
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5 DISCUSSIONS AND CONCLUSION

This chapter is a conclusive chapter that will delve into the heart of our research, summarizing the key
findings that have emerged, while also offering closing remarks that underscore the importance of
these findings within the context of our study. Moreover, the author will provide a set of carefully con-
sidered recommendations, pointing the way forward and offering valuable insights for both future re-

search and practical applications.

The introduction sets the tone for the rest of the study's content. It provides a concise overview of the
research topic. The study objectives were the most pertinent portion of the introduction, as it attempts
to elicit the researcher’s perception of the topic prior to conducting the study and what was intended to

illuminate with respect to the topic after conducting the research.

The study was structured into chapters with the first being the introduction, the second chapter known
as the theoretical framework which contained all the theories that serve as the base for the develop-
ment of the topic. It also contained ideas and research results that have been brought up by other au-
thors vis-a-vis the topic. This chapter was further structured into headings and sub-headings which
ease the understanding, the presentation, and the flow of the different ideas of others of which at the
end of each review the author of this study presents his own idea with regards to the different reviews.
The second chapter of this study was the most explanatory section of the work as it gavewasa deep
understanding of how the study is going to unfold and if it was to be considered by the number of pag-

es it occupied.

Chapter three of this study, which was titled methods and data, was aimed at explaining the various
methods that were used for the collection of data to be used and explaining the kind of data that was
collected during the research. The chapter was further subdivided into four sections which are research
and designs, instruments for data collection, sample and sampling techniques, and methods for data

analysis. Chapter three gave the various tools that will be needed in the subsequent chapter.

Chapter four contained the presentation of the findings that were gotten from the research. It showed
the details of the study from the main objectives to the specific objectives. From the results obtained it
is revealed that Wolt courier partners in the Helsinki Centre region, like any other entrepreneur, have

strategies which they apply to maximize profit and thus performance. It was also revealed that all the
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courier partners are making profits though at different levels. It was also understood that strategies
such as being available for work mostly during peak periods, accepting mostly short distance tasks,
and accepting tasks with high task fees were the most effective strategies as it had an influence on

most of the respondent’s profit percentage.

Based on the findings, it can be concluded that the strategies used by Wolt courier partners, such as
making deliveries at peak periods, accepting short-distance tasks, and using the shortest possible
routes, have a significant impact on their performance and earnings. Most courier partners have been
working for at least a year to more than two years, indicating that they have gained experience and
developed effective strategies. Additionally, the data shows that most courier partners work for at least
8 hours a day, indicating that food delivery is considered a full-time job for them. The estimated
monthly earnings and profit percentages also suggest that being a courier partner can be a lucrative

economic activity.

From this study, there are several main stakeholders that can be identified, which are the Wolt courier
partners, Wolt, and the government of the Helsinki municipal authority. This part of the study will
propose some recommendations to these stakeholders which can help enhance the functioning of this
industry. With regards to the courier partners, it can be recommended that they can focus on peak peri-
ods, as mentioned in the study that working during peak periods can significantly increase earnings.
Courier partners should prioritize working during these times to maximize their profits. Courier part-
ners should consider accepting mostly short-distance tasks to increase their efficiency and complete
more deliveries. Courier partners can also consider using the shortest possible routes to complete de-
liveries can save time and reduce fuel consumption by planning their routes carefully to minimize
travel distance and maximize their earnings. Courier partners can use electric cars which can be a cost

reduction strategy, as it minimizes fuel consumption and thus help increase their profits.

As concerns Wolt, they can provide training on efficient route planning since accepting short-distance
tasks and using the shortest possible routes were identified as effective strategies for maximizing earn-
ings and reducing costs, Wolt can provide training or resources to help courier partners plan their
routes more efficiently. Wolt can also promote the use of electric cars as it was mentioned in the study
that some courier partners mentioned using electric cars as a cost reduction strategy. Wolt can encour-
age the use of electric cars by offering incentives or discounts on electric vehicle rentals or purchases.
Wolt can improve communication with courier partners by providing clear and transparent information

about factors such as delivery fees, incentives, and peak hour bonuses, since they have an influence on
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courier partners' earnings ensuring that courier partners are aware of the potential earnings they can
expect. Wolt can also consider introducing a rating system for customers. This can help ensure that
courier partners are rewarded for providing excellent service and can potentially lead to higher earn-

ings.

As concerns the government, the government can establish regulations and policies that support the
growth and development of the courier industry, while also ensuring fair and safe working conditions
for courier partners. This can include measures such as setting minimum wage standards, regulating
working hours, and ensuring access to social security benefits. The government can also help promote
entrepreneurship skills by providing training programs and resources to help courier partners develop
their entrepreneurial skills and improve their overall performance. This can include workshops on
business management, financial literacy, and customer service. The government can also foster collab-
oration between courier platforms and government agencies by working closely with courier platforms
like Wolt to gather data and insights on the industry and use this information to inform policy deci-
sions and improve the overall functioning of the courier sector. This can include sharing information

on market trends, customer preferences, and best practices in the industry.

Carrying out this study, they were some difficulties encountered which slowed down its smooth devel-
opment. The principal difficulty faced was the collection of data. Since the survey carried out was
through the sharing of electronic questionnaires on WhatsApp groups and other platforms, some couri-
er partners had a slow response to the questionnaires while others did not respond at all. Another major
problem was access to information, since very little scientific study has been done with respect to food
delivery especially in Finland.
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APPENDICES

SURVEY

1. Age:
2. Gender:

4. Are you a wolt courier partner in the Helsinki region?
a. Yes

b. No

if yes continue

5. How long have you been working as a courier partner for Wolt?

a. Less than 6 months

b. 6 months to 1 year

c. 1 year to 2 years

d. More than 2 years

6. On average, how many hours per week do you work as a Wolt courier part-
(1] T U P PRSPPI PP

How would you define the term *‘courier partner strategy'" within the context of Wolt's opera-
L[] SO PRPR

7. Based on your experience or knowledge, what strategies do you think Wolt's courier partners
use to improve their performance and efficiency?

8. How do you evaluate your overall performance of Wolt's courier partners in terms of:
a. Timeliness of deliveries

Extremely Poor

Poor

Neutral

Good

Excellent

b. Accuracy of order delivery

Extremely Poor

Poor
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Neutral

Good

Excellent

C. Customer service and professionalism

Extremely Poor

Poor

Neutral

Good

Excellent

9. Are you aware of any support or training programs offered by Wolt to its courier partners?
a. Yes

b. No

If yes, please specify the types of support or training provided to the courier part-

10. What do you perceive as the competitive advantages of Wolt's courier partners compared to
other food delivery service providers in Helsin-
PRSPPSO

11. What is your total monthly earnings as a Wolt courier partner?
a. Less than €500

b. €500 - €1,000

c. €1,000 - €1,500

d. €1,500 - €2,000

e. More than €2,000

12. How much do you spend on expenses related to your work as a courier partner (e.g., fuel,
maintenance, equipment)?

a. Less than €100

b. €100 - €200

c. €200 - €300

d. €300 - €400

e. More than €400

13. What percentage of your total earnings would you estimate as profit after deducting your
expenses?

a. Less than 10%

b. 10% - 20%

c. 20% - 30%

d. 30% - 40%
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e. More than 40%
14. In your opinion, what are the main factors that influence your profit percentage as a Wolt
courier partner?

a. Number of deliveries completed per hour

Yes No

b. Distance traveled for deliveries
Yes No

c. Delivery fees and incentives offered by Wolt
Yes No

d. Efficiency in managing multiple orders
Yes No

e. Tips received from customers
Yes No

f. Availability of peak-hour bonuses
Yes No

Other (please specify):
15. How satisfied are you with your current profit percentage as a Wolt courier partner?
a. Very satisfied
b. Moderately satisfied
c. Slightly satisfied
d. Not satisfied

16. Are you planning to continue working as a Wolt courier partner in the future?
a. Yes, definitely
b. Yes, but with some reservations
c. Undecided
d. No, not interested anymore
17. Which strategies do you currently use to maximize your profits as a Wolt courier partner?
(Select all that apply)
a. Efficient route planning to minimize distance travelled

Yes No

b. Accepting orders during peak hours with higher delivery fees
Yes No

c. Optimizing multiple order deliveries to increase efficiency
Yes No

d. Providing excellent customer service to receive more tips
Yes No

e. Utilizing Wolt's incentive programs effectively
Yes No

f. Other (please specify):
18. On ascale of 1 to 5, how effective do you think your chosen strategies have been in increasing
your profit percentage?

a. 1 - Not effective at all

b. 2 - Slightly effective

c. 3 - Moderately effective

d. 4 - Very effective

e. 5 - Extremely effective
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19.Are you aware of the strategies used by other successful Wolt courier partners to maximize
their profits?

a. Yes

b. No

If yes, please describe some of the strategies you are aware

20. In your opinion, how do your profits as a Wolt courier partner compare to other courier
partners who use similar strategies?

a. My profits are significantly higher

b. My profits are slightly higher

c. My profits are about the same

d. My profits are slightly lower

e. My profits are significantly lower

21. How satisfied are you with your current profit level as a Wolt courier partner?

a. Very satisfied

b. Moderately satisfied

c. Slightly satisfied

d. Not satisfied

22. Are you planning to adopt any new strategies or make changes to your current strategies to
further increase your profits?

a. Yes

b. No

if yes can you list



