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INTRODUCTION

Retailers know that even if they’ve met all the requirements, but fail on the quick-and-reliable to
their customers, all their efforts have been in vain. Customer expectations are ever-increasing,
and they expect their entire journey to be as personalised and flexible as possible.
Global logistics have grown into a heavily regulated, complex network, and municipalities – in
their effort for cleaner air – restrict traffic and control congestion. How can the high street stores
and boutiques compete in this environment with Amazon and Deliveroo? This is what we’re
going to discuss with David Saenz, COO at Stuart Delivery.

Business Reporter: We know that customer satisfaction is the centre of any business’s success. When it comes to the
delivery environment, what are customers’ expectations these days?
David Saenz: Customer expectations in this area are changing just as they are everywhere. Customers expect to
be able to pull their phone out of their pocket, press a few buttons and get exactly what they want, and then pull
it out again two minutes later, change their minds, press a few more buttons and have what they want now. And
that’s a very difficult challenge to meet in the delivery and logistics space where planning is paramount.
How has the environment changed when it comes to legislation with transport delivery, and also then the
involvement of municipal areas?
These are really hot-button issues that are going to fundamentally change the entire system of how delivery is
done today and require something new. So cities like London are introducing ultra-low emission policies. Other
cities like Paris, Madrid are considering eliminating motorised vehicles from city centres altogether. All of that
means we need to tear down the system and rebuild it.
We’ve got a lot to talk about. So give us an overview of what we’re going to learn in this series of videos.
Well, I think we’re going to learn some really interesting things on both the retailer side and the end-customer
or consumer side. For the consumer, what they care about most is, how do I get delivery that is faster, more
convenient, more flexible for me? And for the retailer, it’s about how do I make my end-customer happy, how
do I operate in the new world where regulation changes my old systems? And for the smaller guys, how do I
compete with the Amazons of the world – how does the UK high street remain healthy using delivery as an
advantage?
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CHALLENGES
What are your clients looking for in a delivery partner?
They’re looking for a partner that can help them make their end-customer happy. So as a B2B solution, that’s
really our objective. We work with the retailers to understand where their delivery needs are, what their demand
is like, what their customer expectations are, and then we design a delivery solution that matches exactly that.
So there’s the three components. We’ve got the retailers, the merchants, and the delivery companies. So talk about
some of those challenges that they encounter at the moment.
Traditional delivery is to pick up 200 parcels at six in the morning at a distribution centre, perhaps 75 miles
outside of London, and then organise a big tour, all the way around the city, dropping off one package every
five or 10 minutes. That’s fine for the volume of parcels that need to be delivered every day. But it really doesn’t
match those customer expectations that we mentioned at the outset.
It means the best you can do is the same day offering, where maybe if the customer orders by 9:00AM, they
can have their package after 7:00PM. It means the best they can do is that horrible four-hour delivery window
that we’re all familiar with, where you have to sit around your house waiting for someone to show up. And it also
means there’s zero flexibility.
It means that a customer… once that parcel’s on that truck, it can’t be changed. They can either reschedule it
for another day, or they have to be there for that four-hour window. What Stuart tries to do is solve all three
of those problems. We pick up from the retailer’s store locations in the cities, which means we’re starting our
journey from two miles away, rather than 75, which means we can get out to the customer in 30 minutes or 60
minutes.
It means we’re planning much shorter routes, which means that we can offer a 30-minute delivery window
instead of four hours. And it means, because we don’t dispatch a courier to complete that job until 30 minutes
or so before the job is scheduled, the consumer can change their mind at any point right up until just the time
that delivery is supposed to start, and change from their home to their office, their office to their home, from that
afternoon till later that day in the evening… whatever changes they need to make to match their schedule.
What is it that you’re doing when you’re talking to your clients to make sure that the requests and exactly what
the retailers and the merchants want, and that’s all aligning and that’s all working? How do you do that?
So this is the technology piece. So underlying everything I just described is the need to first match supply and
demand. So we have extensive forecasting models, where we look at every city, break it down into 15 or 20
sub-regions, look at weather, look at seasonality, look at events that are happening… about 50 variables in total,
and decide this is exactly how many couriers need to be on the street in this part of London on this day, in this
week, in this month to satisfy their customer demand.
Then the second piece is the dispatch. All of that forecasting doesn’t mean anything if we don’t get the right
courier to do the right job. So we invest in dispatch algorithms in order to be able to satisfy every single one of
those requests as they come in from our clients.
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SUSTAINABILITY
Cityscapes and urban environments are changing rapidly. There’s a great pressure to have greener models. How is
that impacting all of this?
Well, it’s impacting everything immediately, indirectly. So we can see already new standards are being
introduced in London. We have the Ultra-Low Emission Standard, beginning mid 2019, which will tax the use of
vehicles in the city centre.
And we can see other cities going even further. So, for example, Madrid and Paris are considering eliminating
vehicles from city centres altogether within the next several years.
Give us an idea of the numbers here. Because that’s obviously going to have a massive impact, as you say. So put that
into context in terms of how it’s going to be affecting businesses and retailers and delivery companies.
The London [low emission] charge, to take that as an example, is £12.50 per day [for cars or small vans]. That
doesn’t seem like a huge number, but if you have a fleet of 100 trucks, you’re looking at hundreds of thousands
of pounds a year. And if you’re on the other side of the equation, if you’re an independent courier, that’s a
meaningful impact on your daily earnings.
So these numbers add up very quickly. And when those costs come into play, there are only two solutions. One,
they get passed on to the customer. Or two, more efficient models are built to absorb them without needing to
increase the customer fee.
How much time have we got? How long have businesses got before they react and start changing the way that they
work?
Well, the first step will be cost. These changes are coming already, as we see, starting in June of next year in
London. And there will be additional costs that need to be accounted for. Ultimately, the changes won’t be
solvable simply by paying a tax.
There will need to be structural changes. And for that timeline, we’re looking at two to three years, which means
planning needs to begin today.
BR: What are some of those trends that we’re going to be looking at, and what impact will that have?
First of all, what we’re doing – using local stores to pick up, rather than sending a whole fleet of trucks in every
morning to deliver parcels to retailers to sell from their brick-and-mortar locations. And then, [rather than]
sending in another fleet of trucks in the afternoon to deliver parcels to the end-customers of those very retail
stores, you send only one fleet of trucks in.
That will make a big difference on pollution standards in cities. Second is using technologies like drone
technologies. Those are still several years away. But those will become essential. And that’s actually just an
example of environmentally friendly technologies.
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So vehicles can be electric. You can use bicycles for short-distance jobs. There are lots of ways to cut down
on emission problems. And finally, other solutions like lockers. Ways to optimise how customers receive their
parcels will be a big part of the long-term planning.
Another area of huge concern is the consumer awareness of sustainability. They’re expecting corporate
responsibility now. How are you at Stuart delivering that and helping your clients to comply?
Well, the first is in our technology. So the models that we’re building and the technology that we’re developing
allow our retailer clients to get their products to their customers at the standard they expect in a much more
environmentally responsible way.
The second is around knowledge. So we’ve been at this for three or four years now. And that means we’ve
had hundreds of conversations, understood the impact on different types of retailers in different verticals and
are able to take all of that and feed it back to new clients with whom we’re speaking to help them in their own
internal planning.
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E-COMMERCE
You are seen very much as a disruptor. Small businesses are now able to cope with competition against the likes of
Amazon, Deliveroo, and so on. You see that obviously as something, which is quite important to be able to do. Tell
us a little more about that.
Well, we think that we [give] the local retailer, the UK high street retailer the ability to have a significant
advantage, in a way that used to be an albatross. To make that concrete, real estate – or the lack of real estate –
has always been a big cost advantage for the Amazons of the world. They don’t have that overhead. Therefore,
they can offer cheaper prices, gain more market share. And the more customers come to their platforms, the
stronger and stronger they get.
But when delivery becomes a consumer priority, and consumers are making delivery choices, excuse me, retailer
choices, based on the delivery options, now, the retailers have a big advantage. Their stores are two miles
away from their end-customer. That means they can get their products to their customers in 30 minutes. It
means they can offer the advantages around flexibility and convenience that Stuart provides in a way that the
e-commerce peer play simply can’t.
So what used to be an albatross, that real estate, now becomes a competitive advantage. So using our
technology to facilitate that advantage gives the high-street retailers a leg up.
Although it still might give it a leg up, would you say that e-commerce still has the edge because of all the
advantages you mentioned?
Well, it’s interesting. If you look at what online shopping experience, you have search, you have the shopping
experience, and you have delivery. And search and shopping are now sort of world class. Most retailers have
really good websites where you can find what you’re looking for quickly and have a nice checkout experience.
That leaves only delivery as an area for innovation for retailers.
And if you look at the statistics, 62 per cent of consumers in the UK say they will pay a premium for a same-day
delivery service. 72 per cent say they will order more if it can be delivered to them in an advantageous way, and
79 per cent say they will switch retailers with whom they’re shopping if they don’t have a delivery option they’re
looking for. So absolutely optimising in this area, using solutions like Stuart will allow high-street retailers to have
a significant advantage over the big boys of the world.
What you’re describing here seems to be almost a hybrid between Amazon and, say, Deliveroo. So how would you
distinguish yourself from models like theirs?
Well, those are marketplace solutions. And what I mean by that is they don’t just do a technology piece and a
delivery piece. They also source the end-customer on behalf of the retailer. And Stuart does not. We’re a pure
B2B solution. We exist to provide the technology and to give a great delivery experience to the retailer’s endcustomer.
But that’s the key point. The end-customer is the customer of the retailer in Stuart’s model, unlike a marketplace
where you go to an amazon.co.uk to place the order. You don’t come to stuart.com or to a Stuart app to place an
order. You go directly to the retailer, place the order, and as a result, there’s no competitive tension as to whose
customer that really is.
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You don’t just have the big chains, you also have the smaller retailers as well. So what impact is a model like yours
having on the different styles and types of retailer?
So we are a cross vertical solution. That means we’ll deliver anything within reason. We have retailers in
clothing, shoes, pharmacies, flowers, anything where there might be either an urgent need or a retailer is looking
to offer a premium delivery service to their end customer.
Looking at the future, do you really think that you can effectively leverage these economies of specialisation in a
way that going to make this work very much more in the future?
Absolutely. These types of economies essentially pool assets to try and be more efficient. And when you look
at the two core challenges we’re trying to solve, the first being consumer expectation and the second being city
regulation and improved environment, the only way to solve those two challenges simultaneously is to pool
resources, to pool assets, and to find efficiency through technology.
Well, it’s interesting that we all know the environment is changing rapidly, and it’s interesting to see the potential
response there and how that can impact on our high street, our retailers, and on other delivery companies and
e-commerce. It’s been great finding out more. David Saenz from Stuart Delivery, thank you very much indeed.
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CONTACT US
Get in touch to optimise and innovate your delivery
offering with Stuart.
Stuart is now live across 35 UK cities. Get in touch to
start delivering with us!

