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ABSTRACT

To better understand the consumer behaviours that drive demand
for fast deliveries, this paper explores two key temporal aspects of
the consumer journey: urgency and impatience. Urgency reflects
a need for quick delivery, while impatience stems from a desire to
receive products as soon as possible. Urgency and impatience merit
attention to further understand consumer behaviour in relation to
fast last-mile deliveries, as these pose challenges for logistics effi-
ciency and environmental sustainability, particularly in the last-

ARTICLE HISTORY
Received 10 December 2024
Accepted 11 February 2026

KEYWORDS

Last mile-deliveries; time-
based competition;
consumer behaviour;
environmental sustainability;
diary study

mile. The purpose of this paper is to explore urgency and impa-
tience in the last-mile consumer journey, and the influence of these
two concepts on the speed of last-mile deliveries. Additionally, the
paper introduces the potential effects of urgency and impatience
on environmental sustainability of such deliveries. The study uses
diary entries from 15 Swedish e-commerce consumers over one
month, followed by semi-structured interviews. Findings reveal that
both urgency and impatience appear to be important denomina-
tors of consumer behaviour in the last-mile consumer journey.
Further, urgency and impatience can have a direct impact on con-
sumer choices regarding last-mile delivery method, including speed
of delivery and reception of delivered orders. The paper also gives
an increased understanding of how urgency and impatience can
have implications for more environmentally sustainable last-mile
deliveries. By taking a consumer-centric perspective on last-mile
deliveries, this paper joins the recent academic conversation focus-
ing on an increased understanding of the consumer to improve
logistics operations.

Introduction

Logistics is concerned with delivering goods efficiently and at the right time (Wilding and
Newton, 1996). Time is a critical factor across the supply chain (e.g. Amorim et al. 2024;
Langley and Holcomb 1992; Paluzzi et al. 2025; Savelsbergh and Woensel 2016), especially
in the last leg — commonly referred to as the last mile — where consumers receive online
orders (Buldeo Rai, Verlinde, and Macharis 2019). Last-mile deliveries typically span from
the order penetration point to the final destination (Lim, Jin, and Srai 2018). Fast deliveries
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are increasingly used by retailers in the last mile as a competitive differentiator (Amorim
et al. 2024; Savelsbergh and Woensel 2016), and consumers not only expect quick
deliveries but also demand timeliness to be satisfied (Daugherty, Bolumole, and Grawe
2019; Paluzzi et al. 2025).

However, the push for speed in last-mile deliveries has implications beyond customer
satisfaction. Indeed, the last mile is widely regarded as the most inefficient and envir-
onmentally damaging part of the supply chain (Mangiaracina et al. 2015), often due to the
lack of consolidation and efficient transport routing. These inefficiencies are frequently
tied to short planning horizons driven by fast delivery expectations (A. Halldérsson and
Wehner 2020; McKinnon 2018). Further, hurried consumers might make less sustainable
choices along the online consumer journey, such as collecting their ordered products in
a non-sustainable way (Niemeijer and Buijs 2023). Thus, understanding fast last-mile
deliveries is essential, not only to meet customer expectations but also to mitigate
environmental impact.

While fast deliveries are often perceived as a necessity (Daugherty, Bolumole, and
Grawe 2019), not all consumers require them (e.g. Sallnds and Bjorklund 2020). Some may
act out of habit or convenience, placing orders at the last minute simply because fast
delivery is available. If longer lead times can be accepted by some consumers, there will
be a larger flexibility for the retailer and logistics actors to plan an efficient and envir-
onmentally sustainable transport set-up (e.g. McKinnon 2018), without necessarily com-
promising customer satisfaction (Paluzzi et al. 2025).

Hence, for retailers and logistics companies to be able to balance sufficient logistics
customer service in terms of fast deliveries, with environmental concerns, there is a strong
need to understand consumers’ ways of thinking and acting (e.g. Daugherty, Bolumole,
and Grawe 2019; Esper et al. 2020; Paluzzi et al. 2025). Despite consumers’ direct influence
on logistics outcomes (Sallnds and Bjorklund 2023; Vakulenko et al. 2019), research on
consumer perspectives in last-mile logistics remains limited (Olsson, Hellstrom, and
Vakulenko 2023). Interestingly, Esper et al. (2020) advocate for a consumer-centric
approach, emphasizing the importance of incorporating consumer experiences into
logistics design. This paper, therefore, takes a much-needed consumer-centric approach
to fast deliveries.

In this paper, we argue that two key time-related aspects — urgency and impatience —
play a central role in shaping consumer behaviour during the online consumer journey
(Ali, Magsood, and Janjua 2025; Daugherty, Bolumole, and Grawe 2019; Paluzzi et al.
2025), and, hence, can have an impact on the speed of last-mile deliveries and their
environmental sustainability. Urgency reflects a genuine need for quick delivery, often
triggered by external factors such as limited-time offers (Ali, Magsood, and Janjua 2025),
while impatience, on the other hand, stems from a desire to receive products as soon as
possible, influencing both purchase decisions and satisfaction levels (Chen et al., 2005;
Paluzzi et al. 2025). Both impatience and urgency have the potential to impact consumer
behaviour, albeit both have been largely overlooked in the context of last-mile deliveries
(Paluzzi et al. 2025 being one exception). We argue that in order to further understand
consumer behaviour in relation to fast last-mile deliveries, urgency, and impatience must
be studied further.

With this as a background, this paper adopts a consumer-centric approach to last-mile
logistics (Esper et al. 2020), with a focus on how urgency and impatience influence the
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consumer behaviour, and, in turn, the need for fast last-mile deliveries. The purpose of this
paper is to explore urgency and impatience in the last-mile consumer journey, and the
influence of these two concepts on the speed of last-mile deliveries. Additionally, the
paper introduces potential effects of urgency and impatience on environmental sustain-
ability of last-mile deliveries.

In line with Olsson, Hellstrom, and Vakulenko (2023), who highlight the lack of a holistic
view of customer experience in last-mile logistics, the paper at hand takes a much-needed
broad view of consumers’ perspectives on last-mile deliveries. That means that rather than
limiting to a certain delivery location, such as home delivery (Olsson, Hellstrém, and
Vakulenko 2023; Paluzzi et al. 2025) or parcel points and lockers (Niemeijer and Buijs
2023), it instead applies an inclusive perspective of what consumers encounter in their
consumer journeys through the means of a diary study (e.g. Bolger, Davis, and Rafaeli
2003; Ohly et al. 2010).

The remainder of this paper is structured as follows: A literature review outlines the
last-mile consumer journey and the two focal time-related aspects — urgency and impa-
tience —and ends with a conceptual framework. This is followed by a methodology
section describing the qualitative diary study. The results are then presented and dis-
cussed, including implications for fast last-mile deliveries and environmental sustainabil-
ity. Finally, the paper concludes with key insights for research and practice, along with
suggestions for future studies.

Literature review
The last-mile consumer journey

When making an online purchase, there are several activities covering multiple steps
in the consumer journey (Vakulenko et al. 2024); this journey has been captured in
different ways in the literature (e.g. Lemon and Verhoef 2016; Mu and Zhang 2021;
Vakulenko et al. 2019, 2024). For example, Lemon and Verhoef (2016) developed
a process model for the consumer journey, including the three stages of pre-
purchase, purchase, and post-purchase, highlighting touchpoints that consumers
encounter during the journey, categorised into four types of ownership; brand, part-
ner, consumer, and social/external. Mu and Zhang (2021) identified five steps in the
online consumer journey, of which the first three can be placed in a pre-purchase
stage (consumer search, click decision, and browsing time), followed by the purchase
and, finally, post-purchase frustration. Also in the online context, Vakulenko et al.
(2024) identified three categories (delivery, packaging, and return) and 12 specific
touchpoints in the online consumer journey that were found to impact the consumer
experience of the purchase. In Vakulenko et al. (2019), an online-consumer journey
map was suggested, visualising 1) the flow of an order, 2) important stakeholders
(consumer, retailer, and transport company), and 3) the choices and actions of con-
sumers along the journey path. While a general trait of consumer journeys is a step-
wise procedure that might seem to be a linear process (e.g. Mu and Zhang 2021;
Vakulenko et al. 2019), it is important to acknowledge that consumers enter new
journeys with the experiences of previous journeys. For example, Lemon and Verhoef
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Figure 1. Conceptual framework.

(2016) visualised that a feedback loop can arise in any of the three stages before,
during, and after the purchase, influencing steps earlier in the consumer journey.

Based on Vakulenko et al. (2019) and Lemon and Verhoef (2016), an online
consumer journey for last-mile deliveries can be illuminated, with the general
three stages of pre-purchase, purchase, and post-purchase as a basis (see Figure 1
for conceptual framework). In the pre-purchase stage, the consumer chooses the
retailer and the product(s) to order (Vakulenko et al. 2019). In the purchase stage,
the consumer makes the actual decision about the specific order. In the last-mile
delivery context, this not only means placement and payment of the order (Lemon
and Verhoef 2016), but also includes the choice of the delivery method (Vakulenko
et al. 2019). In fact, consumers are often met by a number of delivery alternatives
(Buldeo Rai, Verlinde, and Macharis 2019). This means that the consumer must make
a choice between several different aspects of last-mile deliveries (Sallnds and
Bjorklund 2020). These are typically: delivery lead-time (i.e. the projected time
between order and delivery) (Sallnds and Bjoérklund 2020); delivery location (e.g.
home delivery, pick-up at parcel points, pick-up at parcel lockers, pick-up in retailers’
stores) (A. Halldérsson and Wehner 2020); and transport company (Sallnds and
Bjorklund 2020). Although this might seem to be many parameters for consumers
to encounter, Vakulenko et al. (2019) suggested that consumers do not necessarily
distinguish between the different actors when evaluating the logistics service -
rather, they view the last-mile delivery actors from a holistic perspective, i.e. as
one single actor delivering their orders.

Finally, a number of post-purchase activities arise. Vakulenko et al. (2019) distinguish
between waiting, including tracking of the order, reception, product check-up, and, in
some instances, product return. For the purposes of the study at hand, waiting and
reception are regarded as most relevant in relation to the speed of last-mile deliveries.
With regards to the reception, consumers can either take an active role, collecting the
ordered products at a pick-up place (parcel points, parcel lockers, or retailers’ stores), or
a more passive role as a receiver of the products in the case of home deliveries (A.
Halldérsson and Wehner 2020), which can be either attended or unattended (Olsson
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et al,, 2023). These roles have implications for the speed of last-mile deliveries and for the
environmental sustainability of these deliveries.

Time-related aspects of consumer behaviour: urgency and impatience

The two time-related aspects in focus in this paper are urgency and impatience. Both are
of particular relevance when taking a consumer-centric perspective, but have received
limited attention in the last-mile logistics literature, despite their potential to impact the
speed of deliveries.

Urgency in logistics has mostly been associated with emergency-related matters from
an operator perspective, for example ‘the reaction time available for responding to an
incoming order’ (Van Lon et al.,, 2016, p. 617). For e-commerce, and a consumer-centric
perspective, urgency can be said to describe consumers’ actual or perceived time con-
straints. Such constraints can be placed on the consumers by retailers, for example
through time-limited sales offers or count-down timers (Ali, Magsood, and Janjua 2025),
but can also arise from consumer circumstances, such as the need to get something
delivered before a certain date. Urgency has previously been identified as impacting
human behaviour. For example, Zhu, Yang, and Hsee (2018) recognised the urgency effect
in a study considering urgent versus non-urgent and important versus non-important
tasks. The urgency effect means that people tend to perform urgent tasks over non-
urgent, even though they are unimportant. In a recent study in an e-commerce context,
Ali, Magsood, and Janjua (2025) showed that urgency, perceived through limited avail-
ability of products, triggered consumers to act faster on their online purchase than they
would have done otherwise. There is reason to believe that urgency plays an important
role regarding consumers’ choices in the last-mile customer journey, thus affecting the
speed of last-mile deliveries. However, this relationship between urgency and consumer
delivery choices has, to the best of our knowledge, been neglected in the academic
literature.

In addition to urgency, and in line with Paluzzi et al. (2025), consumer impatience is, in
this paper, argued to be of relevance for last-mile deliveries. Outside the domain of last-
mile logistics, impatience has been identified as significantly relevant to understanding
consumer behaviour (Chen, Ng, and Rao 2005; Hardisty and Weber, 2020). Chen, Ng, and
Rao (2005) postulate that impatience can, for example, determine consumers’ wish for fast
service and delivery as well as their preferences towards early rather than later payoffs.
While the previous example illustrates how impatience affects behaviours, other studies
have instead focused on how consumer impatience can be affected. For example, Shaddy
and Lee (2020) studied price promotions and found that these can noticeably trigger
consumer impatience. The relevance of focusing on consumer impatience in last-mile
logistics was first highlighted by Daugherty, Bolumole, and Grawe (2019), who argued
that such an understanding will have important implications for logistics customer
service, and thus for retailers and logistics companies wanting to satisfy consumers.
They argue that ‘Today’s consumers are different and extremely impatient’ (Daugherty,
Bolumole, and Grawe 2019, p. 5).

What, then, is consumer impatience? Impatience is a psychological state of a consumer
(Hardisty and Weber, 2020), and Daugherty, Bolumole, and Grawe (2019) equate con-
sumer impatience with the consumers’ desire to get their orders as soon as possible.
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A slightly different interpretation is suggested by Hardisty and Weber (2020), who define
impatience as the negative emotion associated with waiting for a positive event (Hardisty
and Weber, 2020). Impatience is thus present before a consumer receives their online
order (Paluzzi et al. 2025), and a typical example is the consumer waiting for the delivery
of an online order (Hardisty and Weber, 2020). Consumer impatience in the context of
last-mile logistics is yet to be fully understood in the academic literature, and studies
delving into the concept are scarce. However, with their experimental study in the specific
context of home deliveries, Paluzzi et al. (2025) made an important contribution by
showing that consumer impatience mediates the relationship between time-based logis-
tics performance and consumer satisfaction. Impatience with both delivery speed and
delivery timeliness was studied in an experimental setting, in both cases showing the
mediating effect. Further, Paluzzi et al. (2025) argue that retailers wanting to improve their
last-mile deliveries should focus on delivery speed and delivery timeliness in order to
reduce consumer impatience and thereby increase consumer satisfaction.

Conceptual framework

Tying together the last-mile consumer journey with the two time-related aspects of urgency
and impatience, a conceptual framework is depicted in Figure 1. This framework guided the
analysis of the empirical data and is visible in the structure of the results. The framework
draws on Lemon and Verhoef's (2016) process model for the consumer journey, including
the three stages of pre-purchase, purchase, and post-purchase, further detailing these in
addition to drawing on Vakulenko et al. (2019). The framework highlights that the concepts
of impatience as well as urgency may relate to various activities in the three stages of the
last-mile consumer journey. The framework relates to previous research in a number of
ways. For example, it builds on the research into impatience by Paluzzi et al. (2025), but
adds a second time-related aspect, i.e. urgency. While Figure 1 visualises a sequential last-
mile consumer journey, it is important to keep in mind that there can be a feedback
dimension that influences consumer choices (Lemon and Verhoef 2016).

Methodology

A qualitative diary study, combined with follow-up interviews, of consumers’ last-mile
e-commerce events for one month were deemed appropriate to capture time-related
aspects of the last-mile consumer journey, and to allow for a more holistic approach to
consumer experiences than seen in many previous studies (in line with Olsson,
Hellstrom, and Vakulenko 2023; Sallnas et al. 2024). One of the main strengths of diary
studies is the opportunity to gather data in people’s natural life contexts (Ohly et al.
2010); in 'life as it is lived’ (Bolger, Davis, and Rafaeli 2003, p. 579). The diary study thus
enabled the researchers to follow consumers during the actual purchases and deliveries
of products ordered online, which was deemed important to capture time-related
aspects of last-mile logistics, such as impatience and urgency. Another strength with
diary studies is the possibility to capture consumers’ perceptions and thoughts at the
same time as, or very close to, the occasion, without the drawbacks of answers in
retrospect. Additionally, in comparison to other data collection methods, such as direct
observations, the use of diary studies allowed for the potential non-linearity of online
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purchases to be captured, as respondents can record, for a period of an entire month,
their daily thoughts on potential purchases and their browsing time (e.g. Mu and Zhang
2021), without necessarily placing an order.

Sampling

Sweden was chosen as a suitable geographical context for the diary study, due to the
common occurrence of online shopping amongst the Swedish population. In an average
month, 71% of Swedish consumers aged 18-89 conducted online purchases, and this figure
has been above 65% for the past five years (Svensk 2025). Sweden is also a relatively mature
e-commerce market, exemplified by the fact that by 2014 about one-third of Swedish
consumers aged 18-79 shopped online at least once per month (PostNord 2015). The
most common types of products are pharmacy, clothes, and shoes (Svensk 2025).
Electronics has the highest share of online shopping versus physical stores (49%), followed
by clothes and shoes (30%), and pharmacy (23%) (PostNord 2025). Of further relevance for
the diary study, 91% of Swedish consumers say that it is important to be able to select how
their purchased item is delivered, and 20% wanted online retailers to prioritise fast deliv-
eries (PostNord 2025). In fact, 18% of consumers who shop online stated that a main reason
for shopping in a physical store was that they do not want to wait for the delivery (PostNord
2025). Even so, it should be noted that Sweden differs from many other European countries
in that it is less densely populated, at 25.8 per m? (SCB 2025).

A purposeful sampling approach (Patton 2002) was applied, drawing on extended
professional and social contacts to identify participants. This ensured accessibility and
a level of familiarity that facilitated participation, while avoiding individuals with close
personal ties to the researchers. All respondents were approached via e-mail or telephone
before participation, to inform them about the study and to give them the possibility to
accept or decline the invitation. The respondents were selected to provide a variety of age
(under 30, 30-49 and above 50), location in Sweden (urban, rural, geographical spread),
and gender. Further, frequency of online shopping was included in the selection criteria.
Respondents were asked if they shop online at least once per month before being
included in the study. A few frequent shoppers were also included. In total, 16 respon-
dents were recruited for the study, from which 15 participated in both the diaries and the
interviews, while the final respondent became ill and did not participate. The sample size
of 15 is well in line with previous research applying diary studies (e.g. Carlander, Trygg,
and Moshfegh 2019 with their 11 respondents). Table 1 describes the demographics of
the respondents.

Data collection and analysis

Several options are available for collecting data, such as paper and pencil diaries, aug-
mented paper diaries, and electronic data collection (Bolger, Davis, and Rafaeli 2003; Ohly
et al. 2010). Here, the web-based survey tool Microsoft Forms was used. Further, diaries
can be time-based, event-based, or a combination (Bolger, Davis, and Rafaeli 2003). This
study relies on time-based diaries, completed once per day (on some occasions, more —
see below). The diaries relied on the registration of specific events, such as completing an
online purchase or picking up a delivery. The respondents were instructed that
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completing their diaries once a day was sufficient, rather than the exact point in time
when the events occurred. Respondents were advised to complete the diary in the
evening, when most of the day had passed, but no strict time was set. The respondents
were also informed that they could add information a second or third time, if more
e-commerce events would occur after the first diary entry.

The form was built as a semi-structured questionnaire. It consisted of six subsections
(see Table 2 for an overview, and Appendix 1 for details). The first logged the date,
the second purchases made, the third notifications, the fourth deliveries, fifth browsing
without placing an order, finishing with general reflections. The questions in sections two
to four were looped to allow for multiple purchases, notifications, and deliveries to be
logged. Both open-ended and closed questions were used. The majority of the open-
ended questions allowed long answers, but a few were used to specify the purchase, so
that it could be followed through the sections and over time, for example, ‘Specify which
purchase (company and type of item)’. There were also four short open questions asking
for price, distance, and time. Closed questions had yes or no answers, date, or alternatives.
When alternatives were used, the option ‘other’ was included, where the respondent
could write an alternative. One question did not have ‘other’ as an option, but was
a variation of yes and no while offering multiple alternative answers (Yes, | have made
a collection, Yes | have had a home delivery, Yes | have had a delivery to my letter box and
No). Depending on answers, respondents were given different questions, i.e. if the
respondent answered that a home delivery had been received, questions concerned
home delivery, while if the respondent answered that a collection had been made,
questions regarding home delivery were skipped.

The questionnaire was tested in a number of iterations, where colleagues and family
members, acting as consumers, were asked to fill in the questionnaire and immediately
communicate concerns and suggestions for improvements. As a means to increase
credibility (A. Halldorsson and Aastrup 2003), three researchers were involved in the
process of constructing the questionnaire and went through it jointly on three occasions
before it was deemed ready for data collection.

Respondents were given individual diaries, through a web-link to a personal
Forms questionnaire. If no e-commerce events had occurred, the diary took a few
minutes to complete. If events had occurred, the diary took approximately 10
minutes to complete. The respondents then visited the same personal Forms link
every day for one month (25 April to 24 May 2024). Respondents were deliberately
not informed prior to the study that one of the main purposes of the diaries was to
identify various aspects of time that influence consumers in their online shopping.

Table 2. Questions in the questionnaire.

Open questions Closed questions

No. of questions  No. of loops  All  Long Short Specifying All Y/N Alt Date
1. Date 1 0 0 1 1
2. Purchases 21 4 13 7 3 3 8 4 4
3. Notifications 9 4 4 3 1 5 3 2
4. Deliveries 10 4 4 2 1 1 6 1 5
5. Searches 3 0 2 2 1 1
6. Reflections 1 0 1 1 0
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Instead, the initial information stated that the study aimed at understanding e-com-
merce habits and behaviours.

After the completion of the diary entries, digital interviews were conducted the
following month to follow up on the respondents’ responses and to log background
data about the respondents. The interviews included reflections regarding the specific
purchases and the time period of the diary, as well as reasons and details behind answers.
Questions were compiled in an interview guide (see Appendix 2), ensuring that all
respondents got the same questions, as a means to increase dependability (A.
Halldérsson and Aastrup 2003). Specific focus during the interview was given to time,
asking follow-up questions regarding statements relating to time. These interviews lasted
approximately 30 minutes and were conducted by two researchers, where one took
extensive notes and the interviews were recorded.

For the analysis, the answers were compiled into an Excel file. One sheet was created
per respondent and specific purchases were colour-coded to make it easier to follow each
purchase from browsing, via purchase and notifications, to delivery. In addition, the total
number of responses were sorted according to replies to specific questions (e.g. ‘I made
the journey only to collect the item’, ‘Il got to the pick-up location in the following way’,
and ‘This was important to me when selecting delivery method’). The data from the diaries
and the follow-up interviews were coded in NVivo. Statements related to time were given
a label, for example ‘time between notification and collection’, and thereafter grouped
according to different stages in the online purchase journey. From this analysis, impa-
tience and urgency emerged as interesting concepts. The analysis was of an abductive
character (Kovacs and Spens 2005), literature was revisited in several iterations, and
empirical statements were related to the theoretical concepts of impatience and urgency,
respectively. Thereafter, they were related to the last-mile consumer journey process, and
activities therein. Three researchers took part in all stages of the research process, thus
enabling researcher triangulation and increasing confirmability, in line with A. Halldérsson
and Aastrup (2003).

Results

This section outlines urgency and impatience found in the study, sorted by when in the
last-mile consumer journey they appear, and what aspect of the journey they relate to. An
overview with supporting quotes can be found in Table 3.

Urgency

In this study, we noted several examples of consumers’ time constraints denoting
urgency.

Of 59 purchases, 26 were noted as urgent and 20 not urgent. Urgency related to the
choice of retailer in the pre-purchase stage, to the placement of order and choice of
delivery method in the purchase stage, and finally related to reception in the post-
purchase stage.

In the pre-purchase stage, urgency was mentioned with regards to deciding to go to
a physical retailer. For example, if it was urgent, the consumer would shop in a physical
store rather than order online (U1a in Table 3). On the other hand, one of the respondents
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(Harry), who had a subscription that offered next day delivery felt that it would be faster to
shop online than drive to a physical store, as he could depend on the fast delivery from his
Amazon subscription (U1b in Table 3). Different approaches to urgency were thus found
between respondents in the pre-purchase stage.

In the purchase stage, the results indicate an interesting diversity between the con-
sumers in terms of how planned their purchases were, relating urgency to the placement
of order. Consumers’ responses ranged from spontaneous purchases, of which one
example is Jack who had thought for 15 minutes before ordering a comic book, to very
planned, as in the case of Sophie who described herself as planning her purchases well in
advance, so that they seldom became urgent (U2b in Table 3). Even so, Sophie described
placing an order for a beauty product a particular day because of a promotional cam-
paign, indicating urgency in placing the order while the campaign was still available (U2a
in Table 3).

Also in the purchase stage, and urgency related to the placement of order, we found
that a subscription to Amazon Prime, with a monthly fee including free home delivery the
next day, seemed to change Harry’s purchasing behaviour, increasing his online pur-
chases (U2e in Table 3). His reliance on and expectations of next-day delivery seemed to
create an urgency by placing the order later, relying on it being sufficient to order the day
before the item is needed rather than to plan ahead and allow a longer delivery time.

Further, we expected some consumers to report on urgency related to placing the
order before a cut-off time, to get it before a certain date. However, only Sophie noted
such a time (U2d in Table 3), indicating that in general this is not visible to the consumers,
and thus does not induce urgency.

It was also clear that urgency existed in many instances in the choice of delivery
method, influencing the delivery time that was of interest to consumers, for example
when needing the item for a gift (U3a in Table 3). In contrast, the delivery time was less
important to some respondents, for example noting that price took priority over time (U3c
in Table 3), meaning that it was not as urgent when selecting delivery method.

In the post-purchase stage, respondents expressed urgency related to the reception of
their ordered items, measured by the time between consumers receiving information that
their parcel is ready and the actual collection/delivery. The diaries revealed that the
consumers varied in how fast they acted to collect their deliveries, some noting quick
collection (U4a in Table 3). Interestingly, it was also exemplified that the urgency may be
imposed by transport providers wanting consumers to collect their orders fast (and in that
way clearing space for other parcels), thereby indirectly affecting the speed of the last-
mile delivery.

Impatience

Examples of consumer impatience were also evident in the diary study. Despite not
needing the products that had been ordered quickly (no urgency), there were several
instances where the consumers clearly stated that they wanted a fast delivery. In the
purchase stage, impatience related to the activities of placing the order as well as choice
of delivery method. It also related to reception in the post-purchase stage.

First, in the purchase stage, impatience was identified when placing an order quickly or
spontaneously without planning, for example due to a discount (I1b in Table 3). Harry,
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with his subscription of next day delivery, described how he conducted separate online
purchases with single products, placed consecutive days, rather than coordinating and
ordering at one time (I1a in Table 3), which would result in fewer (consolidated) deliveries.

In particular, impatience could be seen as related to choice of delivery method in the
purchase stage. Respondents reflected that they wanted to get their parcel fast, despite
there being no real need for urgency (12a in Table 3), or only a potential future need (I2b in
Table 3). This influenced them when selecting delivery method, showing interest in fast
delivery.

While some of the respondents became impatient when selecting delivery method,
despite their need not being urgent, there were also comments about not needing fast
delivery (I1c in Table 3). Thus, not all consumers become impatient regarding the delivery
time. Furthermore, impatience was expressed in terms of dislike of uncertainty regarding
delivery time (12d in Table 3), impacting consumers in the choice of delivery, even to the
point of cancelling the order.

There were also examples of impatience in the post-purchase stage related to the
reception. Availability of collection points or parcel lockers is behind some of the
instances of impatience, for example opening hours or needing to queue (I3a in
Table 3), indicating that there may have been negative experiences in the past. In
contrast, there were many examples of consumers waiting to coordinate their collection
of parcels with other errands (e.g. I13b in Table 3), indicating lack of impatience.

Finally, for home deliveries, consumers expressed impatience related to reception in
terms of delivery information. Consumers do not want to wait around for long periods of
time waiting for the parcel to arrive (13c in Table 3). Rather, they appreciate information
regarding specific delivery times, allowing them to make other plans.

Discussion

The discussion focuses on urgency and impatience in relation to fast last-mile deliveries. It
also includes a section regarding environmental sustainability of last-mile deliveries.

Urgency and impatience in relation to fast last-mile deliveries

First, urgency appears to be an important denominator of consumer behaviour in the
online consumer journey. The empirical examples show the most obvious appearances of
urgency due to an urgent need, e.g. for an approaching birthday or missing a medical
item, which influences the need for a fast last-mile delivery. Urgency is also related to the
planning horizon, where there are large differences among the empirical examples —
some consumers plan ahead and seldom get rushed, while others have a shorter, more
reactive planning horizon, or get hooked by an attractive time-limited offer. However,
a rushed decision on a purchase does not necessarily imply the need for a fast delivery.
Thus, it seems as while retailers postulate that consumers are impatient and that ever-
faster deliveries are needed (Amorim et al. 2024; Daugherty, Bolumole, and Grawe 2019),
there is far from always an urgent need on the part of consumers. There is, however, a risk
that more and more of those who plan ahead postpone the placement of their orders, as
the e-commerce industry teaches consumers that online orders can be delivered fast, as
illustrated in the empirical example of Harry, who had a subscription promising next day
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delivery and adapted his shopping to this, relying on that one retailer (Amazon) for fast
and free home deliveries. Such behaviour is likely to be determined by a mix of good and
bad experiences of previous delivery methods, and there thus appears to be a feedback
loop between the pre-purchase and purchase stages in terms of choice of retailer and
choice of delivery method. This is in line with Lemon and Verhoef (2016), who illustrate
feedback loops between different stages of the customer journey, based on consumer
experiences. In fact, non-urgent needs can become urgent if consumers do not act on
them in time. This has implications for choices in the consumer’s journey, and can impact,
for example, the choice of delivery method, where a faster delivery is desirable just
because of the short planning horizon. It can also impact the collection of an order in
the reception at the post-purchase stage. Instead of picking up the order when other
errands need to be done, consumers might rush to the pick-up point or the parcel locker
to collect the parcels immediately.

Second, the empirical analysis corroborated what Paluzzi et al. (2025) and Daugherty,
Bolumole, and Grawe (2019) have suggested: impatience, that is, a feeling on the part of
consumers to want their order ASAP, is indeed an important aspect of last-mile deliveries.
While Paluzzi et al. (2025) confirmed this for home deliveries, the study at hand illustrates
that impatience also appears to be of relevance for other types of spatial delivery
alternatives, such as delivery to pick-up points or parcel lockers. Further, findings show
that impatience is present both in the purchase and the post-purchase stages of the
consumer journey. While Paluzzi et al. (2025) focused on the impatience at the purchasing
stage, the paper at hand widens the focus to a more holistic view of impatience in the
consumer journey. For example, we found examples of impatience even when placing the
order, such as the consumer placing several consecutive and separate orders with
Amazon rather than one order containing several items, reasoning that the delivery
speed might be faster.

Further, impatience was also noted in the post-purchase stage of the consumer
journey. On the one hand, this can be compared to the findings of Paluzzi et al. (2025),
as they study impatience with timeliness of home deliveries. However, the findings of this
study point to impatience also being present in the post-purchase stage with regard to
other delivery methods, in particular related to reception (where consumers hurried to
pick up their order at a parcel box or pick-up point as quickly as possible due to
impatience).

Further, an important finding of this research is that impatience is not always present.
Instead, results clearly point to the fact that not all consumers perceive the feeling of
impatience in their consumer journey. Rather, there are examples of consumers who seem
to be less rushed. This brings us to one of the main findings of the study at hand:
consumers are diverse, as also noted by Amorim et al. (2024), and far from all can be
said to be ‘extremely impatient’, to use the phrasing of Daugherty, Bolumole, and Grawe
(2019, p. 5). While retailers have been found to perceive an increased demand for faster
deliveries (e.g. Sallnds and Bjoérklund 2020) and offer such deliveries as a way to stand out
from competing retailers (Savelsbergh and Woensel 2016), this research points to the
need to differentiate between different types of consumers, as they, indeed, are diverse.
Further, consumers seem to range from those who are impatient regardless of circum-
stances to those that are never or rarely impatient. This means that there is, as suggested
by the results from the diary study, a large group of consumers who sit somewhere in-
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between, and that circumstances can change where on the ‘impatience spectrum’ they
can be found. For example, the results strongly suggest that putting a price on a fast
delivery method compared to a slower one decreases the level of impatience of con-
sumers, or, at least, they do not act on their impatience. In other words, the results
indicate that consumers are very seldom prepared to pay for delivery.

Third, and as already implied, while impatience and urgency separately have implica-
tions at the different stages of the online consumer journey, the findings also suggest
a close relationship between the two. Despite a non-urgent need, consumers often get
impatient with the delivery speed, which in turn can impact both the choice of delivery
method and how fast items are collected. The findings, therefore, suggest that consumers
act as if there is an urgent need when, in fact, there is not. Instead, they get impatient.

In line with the above, this research adheres to recent suggestions that not all
consumers value the same time-related last-mile delivery attributes (Amorim et al.
2024), and there is not a ‘one size fit all’. In line with Amorim et al. (2024), we suggest
that with the help of more advanced consumer data, it should be possible for retailers to
differentiate their offerings for different types of consumers, e.g. those who need urgent
delivery, those who are impatient and those with neither urgency nor impatience. In
Figure 2, four different categories of situations for consumers are illustrated, showing the
potential for retailers to differentiate their offerings on delivery speed. Specifically, the
categorisation relies on a distinction between the presence of urgency/no urgency on the
one hand, and impatience/no impatience on the other. It highlights how these time-
related concepts can be understood in relation to fast last-mile deliveries, how they affect

NO IMPATIENCE IMPATIENCE
A B
Urgency, No impatience Urgency & Impatience
URGENCY Fast deliveries needed Fast deliveries needed
Planning horizon of consumers Important for retailers to be able
can reduce urgency to offer fast deliveries for these

consumers and situations

(o D
No urgency, No impatience Impatience, No urgency
NO Slower deliveries acceptable to Fast deliveries expected but not
consumers required
URGENCY
Consumers choose the most Possibility to reduce impatience

convenient and cheap delivery and thereby expectations of fast
delivery (e.g. through cost)

Figure 2. Categorisation of consumer urgency and impatience.
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the need for fast deliveries (e.g. category B), and when fast deliveries might not be needed
(e.g. category C). The categorisation is a first attempt to use urgency and impatience as
a denominator of consumer perceptions and behaviour, and should be given more
detailed attention in further research.

Urgency and impatience in relation to environmental sustainability

Finally, we strongly believe that an increased understanding of urgency and impatience in
relation to consumer choices can expand the opportunities for more environmentally
sustainable last-mile deliveries. Given that too short lead-times hinder efficient logistics
and high fill-rates (Allen, Piecyk, and Piotrowska 2017; McKinnon 2018), the time available
for transport and thus the speed of deliveries is relevant. In this section, the potential
effects of urgency and impatience on environmental sustainability of last-mile deliveries
are introduced. Figure 3 provides an overview of proposed relationships between envir-
onmental aspects and urgency and impatience related to activities in the last-mile
consumer journey, which are outlined below.

First, impatience and urgency in the purchase stage may reduce time, and thereby
opportunities, to plan efficient transport. Conversely, lack of urgency or impatience in the
purchase phase can mean that consumers opt for slower delivery alternatives, allowing
more time for planning efficient transport, such as routes and capacity utilisation. The
amount of time required for planning efficient transport is linked to urgency and impa-
tience in the following way. For the choice of delivery method, urgency means that
a faster delivery may be selected, influencing the time available for transportation,
including the time for planning transportation. Similarly, impatience causing consumers
to opt for faster delivery also influences the time available for transportation.
Furthermore, impatience when placing the order, in terms of ordering items separately
rather than combined, also influences the planning of transportation. Specifically, the
impatience connected to an offer of a next day delivery, regardless of urgent need, leads
to a shorter transport time.

Stage in consumer Activity in

; ; Time aspect Environmental aspect
journey consumer journey
i Impatience
PRE-PURCHASE |  Choiceof P
retailer Urgency
e —— Impatience Possibility to plan
efficient transport
order Urgency
PURCHASE
Choice of Impatience

deliverymethod Urgency
POST- o . Impatience /
PURCHASE eception Urgency

Figure 3. Proposed relationship between environmental aspects and urgency and impatience related
to activities in the consumer journey.

Kilometres driven
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Second, impatience and urgency in the post-purchase stage may result in shorter time
frames for collection, which in turn may influence kilometres driven. This relates to the
kilometres driven by car, where Niemeijer and Buijs (2023) found that collection from pick-
up points involved a large extent of consumer trips by car. Trip-chaining, i.e. coordination
with other errands, would reduce the car kilometres per delivery. Kilometres driven is
linked to urgency and impatience in the following way. Urgency in the reception, mean-
ing that consumers collect their parcels fast, impacts the speed of the time from order
placed to its delivery to a consumer’s home. Similarly, impatience can have the same
effect. Both urgency and impatience in reception may lead to consumers collecting their
parcels as quickly as possible, thus not coordinating with other errands, leading to
additional kilometres driven. Conversely, lack of urgency and lack of impatience in
reception can mean that consumers take longer to collect their parcels, allowing more
time for coordination with other errands and thereby opportunities for fewer kilometres
driven. The study at hand found that consumers tried to coordinate their collection of
parcels with other errands, for example picking up items on the way home from work.
Furthermore, impatience in the reception may influence the number of failed deliveries,
and thereby the kilometres driven. Specifically, impatience means that consumers do not
want to wait many hours by the door for a home delivery and the delivery could fail if the
consumer is not there. A failed delivery may mean a new delivery attempt or that the
consumer is asked to go to a pick-up point, both resulting in additional kilometres
compared to if the initial delivery had succeeded.

Finally, urgency in the pre-purchase stage may mean that consumers opt for travelling
to a store for purchasing or collecting the item. This travel influences kilometres driven by
consumers, as it may be further than the closest pick-up place. Alternatively, urgency in
the pre-purchase stage may mean that the consumer selects home delivery, in which case
the kilometres driven are not by the consumer but rather by a delivery vehicle that
delivers many parcels on its route.

As this paper only proposes relationships rather than delving deeply into the environ-
mental sustainability related to urgency and impatience, we see a strong need for future
research to do so. Furthermore, there should be an opportunity for retailers to guide these
consumers to select the more environmentally sustainable alternative (i.e. the slower
alternative) in different ways, as exemplified by Sallnds and Bjoérklund (2020).

Conclusions, implications, and further research

Understanding consumers is essential for efficient last-mile logistics that also satisfy
consumer needs (e.g. Daugherty, Bolumole, and Grawe 2019; Esper et al. 2020;
Paluzzi et al. 2025; Vakulenko et al. 2019). The paper set out to explore urgency
and impatience in the last-mile consumer journey, and the influence of these two
concepts on the speed of last-mile deliveries. Additionally, the paper set out to
address potential effects of urgency and impatience on environmental sustainabil-
ity of last-mile deliveries. Through the use of a diary study, the paper answers calls
for more research into consumer behaviour and perceptions in the context of
consumer-centric supply chain management (Baldi et al. 2024). The main findings
of the paper include: 1) both urgency and impatience appear to be important
denominators of consumer behaviour in the last-mile consumer journey; 2) urgency
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and impatience can have a direct impact on consumer choices regarding last-mile
delivery method, including speed of delivery and reception of delivered orders; 3)
urgency complements impatience in understanding consumer behaviour underly-
ing the need for fast last-mile deliveries; and 4) the increased understanding of
urgency and impatience can have implications for more environmentally sustain-
able last-mile deliveries.

Research implications

By taking a consumer-centric perspective on last-mile deliveries, this paper joins
the recent academic conversation focusing on an increased understanding of the
consumer to improve logistics operations (e.g. Baldi et al. 2024; Esper et al. 2020).
The study corroborates with this literature, as it illustrates the importance of
understanding the diversity of consumers. Specifically, it highlights that not all
consumers are equal, and that far from all become impatient and need fast last-
mile deliveries, which in turn has implications for how retailers and transport
providers can plan their last-mile logistics operations. Thereby, the study also
questions the previous so-called truth that all consumers are impatient and that
ever faster deliveries should be the norm (Daugherty, Bolumole, and Grawe 2019).
Further, findings corroborate with Amorim et al. (2024) who suggests that it should
be possible to differentiate offers of speed of delivery to different types of
consumers.

Additionally, this paper answers the call for research into consumer impatience posed
by Daugherty, Bolumole, and Grawe (2019). Together with Paluzzi et al. (2025), this study
is one of the first to empirically illustrate the impact of consumer impatience on last-mile
deliveries. Notably, the study at hand adds to the findings of Paluzzi et al. (2025) in three
main ways. First, whereas Paluzzi et al. (2025) focus on home deliveries, this paper shows
that impatience is of importance regardless of the delivery alternative, and thus, for
example, deliveries to pick-up points and parcel lockers as well. In fact, impatience is
suggested to impact the actual choice of delivery method. Second, the findings show that
impatience is present not only in the waiting for home deliveries to arrive, as in Paluzzi
et al. (2025), but also for the reception of deliveries to pick-up points and parcel lockers.
This has implications for how fast consumers pick up their deliveries, which in turn can
affect the environmental impact of last-mile deliveries (e.g. Allen, Piecyk, and Piotrowska
2017).

Third, we introduce the concept of urgency in the last-mile consumer journey, and
suggest it to be an important denominator of consumer behaviour, not least as it appears
to affect consumer impatience in different stages of the consumer journey.

Finally, an additional research contribution is the use of a diary study in a logistics
context. To the best of the authors’ knowledge, this method is seldom employed and we
believe it contributes with detailed insights into consumer behaviour that in turn can
affect last-mile logistics (see e.g. Ignat and Chankov 2020; van Loon et al. 2015). In fact,
Baldi et al. (2024) proposed that new methodological perspectives are needed to capture
consumer behaviours, and we argue that the diary study method has strong potential in
this domain.
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Managerial implications

The research can guide retailers and logistics companies in their efforts to meet
customer needs and expectations at the same time as efficiency and, potentially,
environmental sustainability improvement. The knowledge gathered about urgency
and impatience can be used by retailers and logistics companies to create oppor-
tunities and new ways of acting in relation to time. The findings that consumers
differ in terms of urgency, impatience, and planning horizons has implications for
retailers and transport providers. Specifically, they suggest that by understanding
their consumer base, retailers can differentiate their offers and, in turn, hopefully
increase efficiency and decrease environmental impact of their transportation.
Therefore, Figure 2, is one of the main practical contributions of this paper.
Indeed, even though a fast delivery option can motivate consumers to use e-com-
merce, our study shows that there is a wide variation of how time is perceived
among the consumers. In particular, the fast lead time may not be needed so
often, hence there may be room for diversifying the delivery options towards
consumer needs and meet the different expectations through adapting delivery
solutions, e.g. through recent technology development. One way to do so could be
to distinguish between four different types of situations for consumers, as illu-
strated in Figure 2.

Limitations and further research

This study is limited to the Swedish context, and future studies into urgency and
impatience should include other geographical regions to find similarities and differences
between different contexts. Further, while Paluzzi et al. (2025) make an important con-
tribution in terms of customer satisfaction and impatience, there is a pressing need to
delve further into urgency and impatience in combination — to also understand their
impact on sustainable last-mile deliveries. Finally, while the findings of urgency and
impatience in this study were mainly found inductively in rich, empirical material, there
is a need to study these two time-related concepts in more depth in more detailed
studies. While we still argue for the consumer-centric approach and study of actual
consumer behaviour, the selection criteria of consumers would benefit from focusing
on specific groups of respondents.
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