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EXECUTIVE SUMMARY

E-commerce is growing rapidly and customers are 
looking for fast and convenient ways to be delivered 
a wide range of affordable products. The Covid-19 
pandemic has fueled this growth. It is estimated 
that e-commerce will grow substantially year by 
year and by 2025 it will be worth 7,385 trillion US 
dollars globally (source: eMarketer). The demand 
for last-mile delivery is soaring and is expected 
to grow by 78% worldwide by 20301.

While demand for online sales could grow 
without limits, our planet and current 
infrastructure cannot handle the increased 
volumes. According to the World Econom-
ic Forum, by 2030 growing demand for 
e-commerce delivery will result in 36% more 
vehicles in inner cities, a rise in CO2 emis-
sions by 6 million tons and 21% higher con-
gestion2. Big cities already suffer from a rise 
in CO2 emissions, pollution, traffic, congestion 
and noise caused by an increased volume 
of deliveries. 

The authors of The Future of the Last-Mile 
Ecosystem study (World Economic Forum, 
January 2020) analyzed multiple new solu-
tions for last-mile delivery and their impact on 
ecology, cities, delivery costs and consumer 
convenience, i.e. drones, electric cars, trunks 
delivery, autonomous vehicles, office delivery, 
parcel lockers and multi-brand parcel shops. 

According to this analysis, the only really 
effective solution available at the moment 
for cities is multi-brand pick-up hubs. 
They should become the delivery infrastruc-
ture of the future and ensure sustainable 
growth of e-commerce and e-grocery.

Multi-brand networks based on the hub effect 
are the way to make delivery, including its 
last-mile, more sustainable and better for 
the planet, cities, people and market players. 
A universal network of multi-brand hubs 
seems to be the best remedy for problems 
of the last-mile delivery for all parties: 

• The planet – by limiting greenhouse gas 
emissions.

• The cities – by securing fresh air and less 
congestion, at the same time ensuring the 
architectural urban tissue is not destroyed.

• The people – by giving them easy access 
to affordable shopping and more free time.

• The market players – big retailers and local 
businesses – by making e-grocery profita-
ble for all of them, so that consumers can 
profit from its benefits. 

We compared the environmental impact 
of different e-grocery delivery options in 
Grand Paris: home delivery, hypermarket 
shopping and delivery in the Delipop model. 

The home delivery model is charac-
terized by an almost zero distance-time 

to travel and a willingness to pay for 
the service, the goods are delivered to 
the customer's home. 

The hypermarket model is characterized 
by a willingness of households to travel more 
kilometers for lower cost products. 

The Delipop model – first universal 
network of fully automated pick-up points, 
dedicated to collect e-grocery purchased 
from several retailers, local stores and small 
businesses. The Delipop network was created 
as a response to the growing demand for 
online shopping for groceries as well as 
changing needs of modern consumers who 
are looking for practical, quick solutions.

According to calculations made by the au-
thors of this report, the Delipop model reduc-
es the greenhouse gas emissions per order 
by 77% compared to the home delivery ser-
vice and by 92% compared to the hypermar-
ket purchases. Moreover, the Delipop model 
reduces the traveled kilometers per order by 
92.5% compared to the home delivery service 
and by 98.5% compared to the hypermarket 
purchases.

That means that the Delipop Network will 
save more CO2 emissions than are ab-
sorbed by all 500,000 trees growing in Paris. 
In comparison to the home delivery model 
it can generate “savings” of 536,000 trees 

1 World Economic Forum: The Future  
of the Last-Mile Ecosystem, January 2020.

2 Ibid.
3 Delipop web panel, 06.10.2021–24.02.2022.
4 Ibid.
5 Stated by consumers at the end of the process  

at the machine from the opening, to 28.03.2022.
6 Delipop web panel, 06.10.2021–24.02.2022.
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and in comparison to hypermarket shopping, 
the “savings” are even 3 times bigger and 
comparable to a forest of over 1.8 mln trees.

The Delipop model is a sustainable solution 
for urban logistics in big cities. Delipop aims 
to deploy a network of multi-stakeholder au-
tomatic pick-up points. At one and the same 
place, consumers will be able to pick up their 
groceries purchased online from one or more 
retailers. The Delipop model is based on the 
consolidation of order flows in warehouses 
located outside the city and on order delivery 
to mutual pick-up points in urban areas. 

Automation helps to reduce operating costs, 
which are the main obstacle to a sustainable 
business model of pedestrian drives. By 2026, 
Delipop plans to open 1,000 pick-up points in 
France, including 350 in the Grand Paris and 
Île-de-France area. Delipop can help big cities 
to build a bridge between traditional com-
merce and its sustainable future in a time of 
booming e-commerce.

Delipop is based on robotic Arctan technol-
ogy and a specialized information system. 
Thanks to the internal robotization system, 
pickup points can accommodate hundreds 
of orders and handle 2–3 customers at the 
same time. Every Delipop consists of two 
modules with 2 climate zones (4 and –18oC), 
containing from 94 up to 200 logistic bins and 
28 frozen lockers. The collection process is 

very fast – a typical order can be picked up 
by the customer in 1 minute and 30 seconds, 
with the collection time of one bin in less than 
30 seconds. Customers who have ques-
tions during the pick-up can contact Delipop 
Friends – a customer service assisting them 
in real time.

Multi-brand hubs substantially improve the ef-
fectiveness of couriers and vans used. Thanks 
to the hub-effect we can immensely lower 
the number of vans used in the distribution – 
lowering CO2 emissions accordingly, lowering 
the costs and congestion.

Consolidation and massification  
in the Delipop model:
• Preparation of orders at different retailers’ 

warehouses. 
• Consolidation for city distribution.
• Massification – distribution to multiple. 

Delipop robotic pick-up points. 

Hub effect in e-grocery:
• Home delivery: 1 courier can deliver 

14–25 orders (the Paris average is 14-15).
• Multi-brand hubs – the Delipop 

Network: 1 courier can deliver 200–300 
orders thanks to the hub effect.

• This means that one courier can be even 20 
times more efficient in the Delipop model in 
comparison to the home delivery model. 

• The bigger the hubs capacity, the bigger 
the positive impact of the model.

Key benefits of the Delipop model 

ECO – for the Planet and cities: 
• Even 91% fewer greenhouse emissions 

in the last-mile.
• Green zones are easier to introduce.
• 15 times fewer kilometers driven = fewer 

cars, no blocked streets, no double parking. 
• Supporting demotorization of cities.
• The Delipop network will save more 

CO2 emissions than it is absorbed by 
all 500.000 trees in Paris.

SOCIAL – for citizens and communities:
• Choice of multiple retailers and local stores 

– all at one nearby location.
• Reducing the price gap between purchases 

in city centers and suburbs. 
• Less time shopping = more time enjoy-

ing life.
• Supporting implementation of the 

15-minute city concept. 
• Recruiting and engaging people from the 

communities.

ECONOMIC – for retailers and local 
businesses:
• Lower delivery costs = profitable e-grocery 

and better offer.
• Access to Delipops for local businesses.
• Increased employee efficiency. 
• Access to new customers. 
• Payment per order, OPEX instead of CAPEX.

The model was proven during a 5-month pilot 
project – the first Delipop pick-up point was 
opened in Paris on 6 October 2021, at 194 
avenue de Versailles in cooperation with the 
first retailer who has joined the network – 
Carrefour. 

In June 2022 also Monoprix signed for a 
partnership, making Delipop the world's first 
multi-brand e-grocery pick-up network.

38% of users placed their orders 3 times or 
more. Most of them were very enthusiastic 
about the concept.3 The Delipop model has 
very loyal customers. Some of them man-
aged to pick up even 30–50 orders within 
5 months.4 The general satisfaction level 
of service is very high: 4.45/5.5 What attracts 
the most consumers:6

• Proximity to their homes.
• Free delivery.
• Great customer experience.
• Price advantage.
• Wide range of products.

Let’s build a new last-mile delivery 
infrastructure – ensure sustainable 
growth, save our planet and our cit-
ies, support citizens and secure the 
prosperity of market players.
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