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Foreword


One of the key differences between e-commerce and traditional retail is that e-commerce customers typically have to wait for their purchases to be delivered. From the consumer's point of view, this waiting time is a disadvantage, so e-commerce providers strive to reduce it as much as possible. One of the latest developments in this area are so-called "Quick Commerce" offers, which promise delivery to consumers within a short time frame (often within 10-30 minutes). Previous research has mainly focused on the effects of waiting time at "traditional" e-commerce providers, which usually ranges from one to several days, as well as waiting time in physical stores, which usually amounts to minutes. However, it is unclear to what extent these findings can be transferred to the very short waiting times associated with quick commerce services. This highly relevant question is the starting point for Alice Harter's dissertation.


The aim of Alice Harter's dissertation is to investigate the effects of waiting time on consumer behavior with a focus on the area of "quick commerce". She examines both the strength and nature this effect, as well as important moderators and mediators of the relationship. To achieve these objectives, the dissertation employs a combination of a systematic literature review and two empirical studies. For example, using largescale panel data from a quick commerce seller as well as an online experiment, Alice Harter can show a significant impact of deviations from the actual to the communicated waiting time on reordering behavior. Late deliveries have a stronger (negative) effect than the positive effects of early deliveries, which can be explained by the mediating effect of customer satisfaction.


Alice Harter's dissertation is an important contribution to the field of e-commerce and online-to-offline business models. She successfully combines complementary methodological approaches in her studies. I wish that e-commerce research and practice will benefit from the insights of this dissertation.


Martin Spann


Munich, February 2024
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Introduction


1 Motivation and Objective


Delivery speed is one of the most influential factors for consumer decision-making in e-commerce (Drenik, 2023).1 This importance has been recognized by various online retailers, who have invested heavily in their capacity and operations to offer even faster delivery (Herrera, 2023; Young, 2023). Most major online retailers now provide two-day or next-day delivery, with a growing trend towards same-day delivery (Del Rey, 2020; Liptak, 2019; Perez, 2019). This trend is also reflected in a decrease in average delivery times for retailers. For example, Amazon’s delivery speed in the US has decreased from an average of 3.4 days in October 2020 to just 1.9 days in July 2022. Other retailers, such as Walmart and Target, have also reduced their delivery times, albeit from an average of 6.5 days to 4.4 days over the same time period (Bitter, 2023).


This trend towards faster delivery does not stop at same-day delivery. In fact, quick commerce is a new business model in online-to-offline markets that has evolved around the importance of fast delivery. The key service promise of quick commerce is to deliver products to consumers within mere minutes (Coresight Research, 2021). Such rapid delivery ensures the gratification of instant needs, which are inherently time-sensitive. For example, quick commerce interactions can help “save a party host who has run out of food, … help an uncle who has forgotten to buy his niece a birthday present, … help someone who can't make it to the shop to stock up on essentials” (Channelsight, 2023, para. 21), or help consumers get dinner conveniently and fast. The consumer utility of satisfying these instant needs varies significantly depending on the speed of the delivery. Thus, on-demand delivery services in quick commerce are selling a service that is time-critical (Taylor, 2018).


Several international companies are active in this new and fast-growing market (Bogdanova, 2021), such as DoorDash, Delivery Hero, and Deliveroo for restaurant meals, or Getir, Gorillas, and Gopuff for groceries and household essentials (Davalos & Levingston, 2022; Perri, 2022). However, legacy retailers are also entering the market, thus increasing the competition. For example, Sainsbury’s in the UK offers its own rapid grocery delivery service called Chop Chop, but partners with well-known delivery apps such as Deliveroo, Uber Eats, and Just Eat to offer on-demand delivery as well (Butler, 2023). Other recent examples include the German start-ups Mayd for pharmaceuticals and Arive for high-end items and gifts (Heuberger, 2022a, 2022b). Some of these companies promise order fulfillment in less than 15 or 30 minutes (Davalos & Levingston, 2022; Wu et al., 2012), though a general definition of quick commerce sets the delivery time threshold to one hour or less (Bogdanova, 2021). Worth an estimated $20–$25 billion in the United States alone, quick commerce accounts for about 10%–13% of online consumer packaged goods sales (Coresight Research, 2021), as sparked notably by convenience trends and the COVID-19 pandemic (Müller-Sarmiento, 2021).


Quick commerce differs from traditional e-commerce in several important ways (see Table 1 on the next page). First, its orders are delivered much faster, typically in a matter of minutes, often by delivery personnel on foot or two-wheeled vehicles (e.g., bicycles, scooters; Hu & Marcius, 2021). In contrast, traditional e-commerce orders are typically delivered within several business days, usually by larger vehicles (e.g., trucks). Second, quick commerce and traditional e-commerce also differ in the range of products they offer. Quick commerce tends to focus on selected product categories, such as restaurant meals, groceries, or household essentials, and offers only a limited number of fast-rotating stockkeeping units. This reduced product assortment is necessary because the exceptionally fast delivery can only be achieved by relying on localized microfulfillment centers (so-called dark stores) or by collaborating with third-party retailers. Traditional e-commerce retailers instead cover a greater number of items (including niche items) from a wider range of product categories, such as consumer durables, consumables, and apparel, which they can ship from regional fulfillment centers (Coresight Research, 2021). Third, quick commerce has been targeting consumers in highly urbanized and densely populated areas, as the high delivery speed requires a short geographical distance between the fulfillment center and the customer’s delivery address (Nierynck, 2020). Traditional e-commerce, on the other hand, is available in both urban and rural areas, regardless of the distance to be covered.





	Aspect

	Quick Commerce

	Traditional E-Commerce





	Delivery Speed

	Within minutes

	Within days





	Means of Transport

	On foot or two-wheeled vehicles (e.g., bicycles, scooters)

	Larger vehicles, such as trucks





	Fulfillment Center

	Local

	Regional





	Assortment Size

	Limited number of fastrotating stockkeeping units

	Larger number of products, also including long tail items





	Typical Product Categories

	Meals, groceries, convenience products, household items, fastmoving consumer goods

	Durable goods, consumer goods, apparel





	Availability

	In urban areas

	In urban and rural areas





	Examples

	DoorDash, Delivery Hero, Deliveroo, Getir, Gorillas, Gopuff, and Wolt

	Amazon, Walmart, Target, Costco, The Home Depot, eBay, and Apple







Table 1: Main Differences between Quick Commerce and Traditional E-Commerce


Prior research has already established the importance of delivery time in traditional e-commerce due to its impact on consumers’ decision-making in both the short- and long-run (e.g., Deshpande & Pendem, 2022; Fisher et al., 2019; Marino et al., 2018; Rao et al., 2011; Rao et al., 2014). However, because deliveries in quick commerce satisfy instant needs and thus need to be delivered much faster—minutes rather than days—it is unclear whether these findings can be generalized to quick commerce. Therefore, the objective of this cumulative dissertation is to improve the understanding of delivery time in quick commerce and its impact on consumer behavior. To address this research gap, we first conduct a systematic literature review of the research on waiting times (see Article 1). In doing so, we not only derive valuable avenues for future research, but also provide a theoretical foundation for our subsequent empirical investigation of delivery time in quick commerce (see Article 2). These two articles are then complemented by an empirical examination of purchase motivation and product type and their impact on consumer decision-making (see Article 3). We hereby additionally improve the understanding of two important purchase factors that may moderate the effect of delivery time on consumer behavior.


2 Contribution of the Dissertation


This dissertation contributes to extant research in a number of ways, the most important of which are discussed for each article below. Article 1 adds to the literature on waiting times by synthesizing and integrating the existing evidence on consumer responses to waiting times in various settings. These settings may differ substantially in terms of consumers’ access to information about their potential waiting time and consumers’ opportunity costs of waiting. To account for these differences, we structure our findings according to the type of customer-provider interaction (i.e., on-site vs. remote)2, thereby shedding light on the nature of waiting time effects, the affected consumer outcomes, and the moderators and mediators of this relationship in two fundamentally different settings. On a second level, we structure our findings according to the examination of reference points (i.e., present vs. absent). This allows us to identify the different external and internal reference points that consumers may rely on when evaluating and responding to waiting times, and to analyze how their presence and deviation from the actual waiting time influence consumer responses. In doing so, we contribute to the research on disconfirmed waiting times3.


Article 2 also enriches the literature on disconfirmed waiting times, but does so by empirically investigating minute-long deviations from communicated delivery times in the novel setting of quick commerce. We thereby extend prior research that has focused on day-long waits in online retail (e.g., Akturk et al., 2022; Deshpande & Pendem, 2022) and minute-long waits in offline retail (e.g., Kumar, 2005; Kumar et al., 1997; Tom & Lucey, 1995). Further contributions to the literature on disconfirmed waiting times come from our conceptualization and analysis of the nature of late and early delivery effects on consumer behavior, thus going beyond the often assumed linearity and symmetry of disconfirmation effects (e.g., Dellaert & Kahn, 1999; Demoulin & Djelassi, 2013; Houston et al., 1998). Article 2 thereby complements the emerging research on quick commerce services, adding a consumer perspective to the current organizational and operational lens through which these services have been previously viewed (e.g., Bai et al., 2019; Dablanc et al., 2017; Mao et al., 2022; Taylor, 2018).


Article 3 in turn contributes to the literature on purchase motivation. Prior research has reported a large variety of purchase reasons (e.g., Stilley et al., 2010; Suher & Hoyer, 2020), confounding consumers’ purchase motives with other influences, such as advertisements, promotions and different product specifications. To address this issue, our research disentangles consumers’ purchase reasons and breaks them down into two main motives, i.e., consumers’ needs and wants. Previous studies have also either assumed that consumers buy hedonic (utilitarian) products for hedonic (utilitarian) reasons (e.g., Dhar & Wertenbroch, 2000; Li et al., 2020) or have examined motivation and product type separately and individually (e.g., Chen et al., 2016; Kivetz & Zheng, 2017; Shao & Li, 2021). However, because these dimensions need not be orthogonal, our research disentangles the means (i.e., products) from their ends (i.e., purchase motivation). This allows us to identify an interaction effect and empirically show that consumers’ purchase intentions differ not only by motivation, but also by product type. Thus, Article 3 not only provides a better understanding of consumer purchase motivation, but also adds to the literature on product types. Finally, Article 3 may serve as a starting point for further research into how purchase motivation and product type may moderate consumer responses to waiting and delivery time.


3 Dissertation Structure and Article Abstracts


This dissertation consists of three independent articles, all off which contribute to a better understanding of the impact of delivery time on consumer behavior in quick commerce services, such as the delivery of restaurant meals or consumer goods. Article 1 is a systematic literature review that provides the foundation for the dissertation by reviewing consumer responses to waiting time in a variety of settings, such as supermarkets, restaurants, public transport, online retail, call centers, or while browsing the internet. Building on this theoretical foundation, Article 2 investigates how deviations from communicated delivery times relate to consumer repurchase behavior in quick commerce. Article 3 then examines how consumers’ purchase intentions depend on both their motivation for the purchase and the product type in question.


The three articles are thematically linked by their contribution to a better understanding of consumer behavior in quick commerce and differ in terms of both the outcome of interest studied and the method used. While the conceptual paper reviews consumer responses in terms of attitudes, intentions, and behaviors (Article 1), the two empirical papers focus on repurchase behavior (Article 2) and purchase intentions (Article 3). Furthermore, Article 1 is a systematic literature review, whereas Article 2 uses a large panel data set of customer transactions, complemented by an online experiment, and Article 3 relies on two online experiments. Table 2 on the next page provides an overview of the three articles in terms of their research objective, data, and method(s), followed by their respective abstracts.
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Figure 1: Dissertation Structure





Article 1: Consumer Responses to Waiting Time - A Systematic Literature Review


Consumers can experience waiting times across different industries, channels, and even devices. These waits are an inevitable by-product of service processes due to the inability to perfectly predict demand and store service experiences for later use. The majority of research thus far has shown that waiting times have a negative effect on consumer responses, resulting in economic costs in terms of lost sales. However, waiting times can also have positive effects; for example, when they act as a quality signal and thereby attract more customers. Despite this economic importance, the existing research on waiting times is still fragmented and lacks synthesis, thus leaving us with an incomplete understanding. The aim of this research is therefore to provide an integrated and comprehensive overview of the effects of waiting time on consumer responses. To this end, we conduct a systematic literature review in which we identify and analyze 60 publications from 36 different journals in the disciplines of information systems (IS), management, marketing, and operations research (OR). We structure our findings according to the type of customer-provider interaction studied (i.e., on-site or remote) and the examination of reference points (i.e., absent or present). Based on our descriptive results and main findings, we derive promising avenues for future research.





	Article

	Article 1

	Article 2

	Article 3





	Title

	Consumer Responses to Waiting Time - A Systematic Literature Review

	The Effect of Delivery Time on Repurchase Behavior in Quick Commerce

	Buying What You Want or What You Need - An Empirical Investigation of Purchase Motivation





	Research Objective

	Provide a systematic review of the effects of waiting time on consumer responses and derive avenues for future research

	Analyze the effects of deviations from communicated delivery times on repurchase behavior in quick commerce

	Analyze how purchase motivation impacts consumer decisionmaking (in light of different product types)





	Data

	Scientific publications from 36 journals (N = 60 publications)

	Panel data (N = 2,096,539 orders, N = 304,407 customers), third- party data on COVID-19 measures, experimental data from a study on Clickworker (N = 411 participants)

	Experimental data from two studies conducted on Prolific (N = 200 participants, N = 800 participants)





	Method

	Systematic literature review

	Observational data, online experiment

	Two online experiments







Table 2: Overview of Research Objectives, Data, and Methods


Article 2: The Effect of Delivery Time on Repurchase Behavior in Quick Commerce


“Quick commerce” refers to meeting consumers’ instant needs by delivering products ordered online within minutes. Although speed is thus inherently important, little is known about how deviations from communicated delivery times (whether late or early) might affect repurchase behavior. The authors study the effects of delivery time deviations on repurchase behavior using a large, customerlevel, transaction data set from a Western European food delivery service and a controlled online experiment. The results show that late (early) deliveries increase (decrease) interpurchase times; these effects diminish with larger deviations. The results also show that late deliveries have a stronger effect on repurchase behavior than early deliveries of the same magnitude. The controlled online experiment establishes customer satisfaction as the underlying psychological mechanism that mediates the effect of delivery time deviations on repurchase behavior. These findings advance understanding of delivery time deviations and repurchase behavior by complementing prior research on disconfirmed waiting times and quick commerce. Practitioners can use the results to optimize their delivery algorithms, operations, and service recovery efforts.


Article 3: Buying What You Want or What You Need - An Empirical Investigation of Purchase Motivation


One of the core questions in marketing pertains to what motivates consumers to make their purchases. Empirical evidence shows that consumers bring up various reasons as an explanation. However, two general motives stand out: consumers’ needs and their wants. In one situation, consumers may buy a product, because they need it. Yet, in another situation, they may buy it because they want it. Accordingly, in this project, we aim to understand how purchase motivations impact consumer decision-making. Using experimental data, we first show that products that satisfy consumers’ needs are associated with significantly higher purchase intentions than products that merely satisfy consumers’ wants. Second, our results support decision justifiability as the mechanism that explains this effect, with needs being more easily justifiable than wants. Finally, we find that utilitarian products (cf. hedonic products) amplify the positive indirect effect of need motivations on purchase intention via decision justifiability. Overall, our findings highlight the importance of motivations for consumer purchase behavior and suggest that firms should emphasize consumers’ needs as opposed to their wants, while taking into account a product’s main features.
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1 62% of online shoppers name fast shipping when defining a positive experience with an online retailer (Avionos, 2019). Similarly, 57% of online shoppers cite fast shipping as a decision criterion when choosing a delivery option (Statista, 2021).


2 On-site interactions refer to customer-provider interactions in offline retail, restaurants, or banks, for example. Remote interactions, on the other hand, relate to interactions in online retail, call centers, or live chats, for example.


3 A negative disconfirmation occurs when the actual waiting time is longer than the reference point, such as the expected or announced waiting time. Conversely, when the waiting time is shorter than the reference point, it reflects a positive disconfirmation. According to the expectation–disconfirmation theory (Oliver, 2010), these outcomes differ in terms of their level of customer satisfaction.
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