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BACKGROUND
• Olist is the largest e-commerce site for sellers 

in Brazil . It connects merchants and their 
products to the main marketplaces there. 
Merchants are able to sell their products on 
Olist and ship them directly to the customers 
using Olist logistics partners.

• ~ 100k data containing information on Olist
orders from 2016 to 2018 has been made 
available for the analysis

S o u r c e : h t t p s : / / p a g a n r e s e a r c h . io / c o m pa n y / o l i s t # : ~ : t e x t = O l i s t % 2 0 o pe r a t e s % 2 0 a n % 2 0 o n l i n e % 2 0 e , s m a l l % 2 0 b r i c k % 2 0 a n d % 2 0 m o r t a r % 2 0 b u s in e s se s .



GOALS AND OBJECTIVES

Understand the delivery 

services provided by 

Olist logistic partners 

from 2016 to 2018 

Evaluate delivery 

services performance

Develop strategies to 

enhance delivery services 

performance and boost 

customer satisfaction
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Delay  in  De l i very
• The overal l  average % of delayed del ivery 

was 6.65%

• % of delayed packages increased each 
year from 1 . 13% in 2016 to 8.51% in 2018

% of packages 
delayed in delivery 

were increasing
from 2016 to 2018



On average, customer satisfaction was 
4.29 for on-time del ivery whereas it  
was only 2.27 for delayed del ivery 

Note: the satisfaction score was 
measured on a scale of 1-5

significant discrepancy 
in customer satisfaction 
between on-time delivery 

and delayed delivery

De lay  in  De l i very



• A package was more l ikely to be 
delayed in winter and spring,  especial ly 
in March and November.

• The delay was not particular ly 
associated with the workload (i .e .  the 
total  number of orders)

Delay  in  De l i very

Seasonality played a 
role in delay rate



• These states tend to  have much smaller 
numbers of  orders ,  and the average days  
from purchase to del ivery  compared to  the 
overa l l  average ( 18 .67 days)

Locations where 
customers placed 
orders was also a 

contributing factor to 
delivery

T o p  5  s t a t e s  w /  t h e  l o w e s t  c u s t o m e r  s a t i s f a c t i o n

T o p  5  s t a t e s  w /  t h e  l a r g e s t  v o l u m e  o f  o r d e r s

• Overal l ,  s tates with  la rger  numbers of  orders  
tend to have lower  % of  delay packages  and 
h igher  sat isfact ion .

• One except ion is  state RJ which had 
s igni f icant ly  h igher  % of  delay packages .



Why does opt imizing 
del ivery matter?

A satisf ied customer:
• Is  more l ikely to become repeat 

customers
• often share their  positive experiences 

with fr iends and family ,  both in person 
or through social media,  which can 
attract new customers

By improving del ivery process,  we can 
boost our customer sat isfaction, increase 
profitabil i ty ,  and pave ways to long-term 
success.

CUSTOMERS



STRATEGIES

Priorit ize improving the 
quality of delivery 

services in states with 
high order volume, such 

as RJ,  through more 
effective inventory 

management and other 
means

Pay attention to the seasonal  
impact  on del ivery services,  

especial ly  dur ing months 
prone to delays .  Prepare in 

advance and col laborate 
proactively with logist ics 

partners to develop 
contingency plans

Implement local 
distribution centers or 
warehouses in or near 

states with low number of 
orders 

STRATEGY N°1 STRATEGY N°2 STRATEGY N°3
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