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EXECUTIVE SUMMARY

2025 was the year cross-border ecommerce lost its biggest shortcut. The US ended
duty-free treatment for low-value parcels in two steps. The EU and the UK have
agreed to do the same, only more slowly. Shipping had to adapt as it went, and it
did: delivery kept getting better right through the disruption. This report is built on
what we see across more than 2,500 couriers in over 180 countries. It sets out what
happened in 2025, and what it means for the year ahead.

SIX NUMBERS THAT SUMMARISE THE YEAR

295hn 99.5%

Parcels moved worldwide in 2025, about 10% Peak delivered rate, reached in August.
more than in 2024.

$800 $150bn

US duty-free threshold, suspended for China and Chinese exports redirected away from the United
Hong Kong on 2 May and for every country on States during 2025, mostly to ASEAN, Africa, Latin
29 August. America and the Gulf.

17 29 Sep

Parcels moved on China's Singles Day, a single- Stripe and OpenAl launched the Agentic
day record. Commerce Protocol, moving Al-driven checkout
from concept to infrastructure.
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2025 IN NUMBERS

The world moved about 295 billion parcels in 2025, roughly 10% more than the 267.9 billion of 2024.
China did most of the lifting, as it has for years: its express networks alone handled 199 billion parcels, up
13.7%, which is two thirds of everything moved on earth. The US shipped 23.1 billion, up 3.3%. Europe's
market is close to 21 billion and India adds another 10 to 11 billion, before Japan, Brazil, Southeast Asia or

Africa enter the count.

295hbn 99.5% $6.4tn

Parcels moved worldwide Peak monthly delivered Global retail ecommerce
in 2025, up about 10% rate, August 2025 sales in 2025

GLOBAL PARCEL VOLUME, 2024 AND 2025

Obn 100bn 200bn 300bn

ECOMMERCE GROWTH IS SLOWING DOWN

Global retail ecommerce sales reached an estimated $6.4 trillion in 2025, up 6.8%, the slowest growth
since 2022. Ecommerce still gained ground: it now takes 20.5% of everything bought worldwide, in shops

and online combined. In the US, online sales hit $1.23 trillion, or 16.4% of all retail spending.

Growth is slowing, but the channel keeps taking share from physical stores.

AIR CARGO VS OCEAN FREIGHT

Two freight markets moved in opposite directions in 2025. Air cargo got cheaper. Flying a kilogram across
the main East-West routes cost about 12% less than the year before, down from $3.67 to $3.23. Ocean

freight was messier. Container spot rates jumped to roughly $3,200 per 40 foot box in June 2025, then
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eased back to about $2,400 by early 2026, still high by the standards of the past decade. Demand for air
cargo capacity grew 3.4% worldwide, led by Asia-Pacific at 8.4%. North America was the only region to
shrink, down 1.3%.

AIR FREIGHT RATE AND OCEAN SPOT RATE, 2024 TO 2026

AIR FREIGHT RATE OCEAN SPOT RATE

2024 _ $3.67/kg Jun 2025 peak - $3,200
2025 _ $3.23/kg Early 2026 - $2,400

DELIVERY GOT BETTER THROUGH THE YEAR

Across the parcels we tracked in 2025, delivery improved as the year went on. The delivered rate rose
from 95.1% in January to a peak of 99.5% in August, then held between 96.5% and 97.3% through

the final quarter. Every month from June onward beat every month from January to May, peak season
included. Returns and exceptions moved the other way, falling from 4.8% of parcels in January to 1.1%

in December.

MONTHLY DELIVERED RATE VS. RETURNED PLUS EXCEPTIONS, 2025

100%
98%
96%
94%

92%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

6%
4%
3%
1%
0%
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

THE SHAPE OF A SHIPPING WEEK

Volume is not spread evenly across the week. Sunday is the quietest day and runs about 53% below
Monday, the busiest. Two forces create that gap. The first is when merchants hand orders over: most

fulfilment runs on a working-day cycle, so a Saturday evening purchase is usually released on Monday
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morning with everything else from the weekend. The second is carrier staffing, because sortation hubs are
built around that Monday surge and run lighter at weekends.

It matters because it decides how long a parcel waits before anything happens to it. A purchase made just
after a Friday cut-off can sit for two days before its first scan, while the same one on a Monday morning is
moving within hours. Merchants who want faster delivery look at the carrier first, but moving a cut-off often

buys more than switching carrier does.

WHAT IS IN THE BOX

Weight tells a similar story about how mixed real parcel flows are. No single class dominates: the largest
band, 1 to 2 kilograms, is 17.0% of parcels, the heaviest bracket at 10 kilograms and up is 13.8%, and the

lightest, under 100 grams, is 10.2%. Everything else sits fairly evenly in between.

PARCEL WEIGHT DISTRIBUTION, 2025

1-2kg 16.96%

2-5kg 14.9%

14.52%

250-500g

10kg+

13.82%

500g-1kg 13.14%

0-100g 10.23%

100-250g 8.6%

5-10kg

7.83%

That flatness is the finding. Carrier pricing is built in weight bands, and a merchant whose volume clusters
in one band can negotiate around it, while a merchant spread across all of them cannot. It also explains
why one carrier rarely fits a whole catalogue: light parcels reward networks built for density, heavy ones

reward networks built for fewer stops, and most merchants ship both.
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CROSS-BORDER ECOMMERCE

For decades, a parcel worth less than $800 could enter the United States without paying duty. That rule,
called de minimis, quietly shaped how millions of small ecommerce shipments crossed borders. In 2025 it
went away in two steps, both by executive order: on 2 May for goods from China and Hong Kong, and on

29 August for every country in the world.

600K 5.9bn +4.8%

Daily China de minimis parcels Low-value parcels China's cross-border
after May, from 4 million entering the EU in 2025 ecommerce growth, after 16.9%

DE MINIMIS SUSPENSION TIMELINE

@® 2 MAY 2025
US suspends de minimis for China & Hong Kong

Executive order ends duty-free treatment for parcels under $800 from China and Hong Kong.

@® 29 AUG 2025
US suspends de minimis globally

The same $800 exemption ends for every country, effective 12:01am Eastern.

@® JUL 2026
EU interim flat fee begins

A flat €3 duty per item category applies while full automated duty calculation is built.

@ MID 2028

EU full automated duty calculation

The EU's low-value exemption (currently €150) is fully phased out.

@® BY MAR 2029

UK low-value import relief fully scrapped

The UK's own exemption ends on a longer timeline than the US or EU.

Daily de minimis parcel volume from China fell from a peak of around 4 million a day to about 600,000. In

the nine weeks after the August suspension, US Customs and Border Protection processed roughly 24
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million de minimis-eligible packages. For the whole of 2024 the figure was about 1.4 billion. That is a steep
drop by any reading.

The de minimis era is ending everywhere, not just in the US.

EUROPE AND THE UK ARE MOVING T0O, JUST SLOWER

The EU is removing its own €150 low-value exemption as part of a wider customs reform, with a flat €3
duty per item category from 1 July 2026 as an interim step and full automated duty calculation only in
2028. The UK is scrapping its low value import relief altogether, by March 2029 at the latest. UK low-value
import volumes had already tripled since 2021, which is why the relief is being phased out instead of

switched off overnight.

France did not wait. It proposed an EU-wide handling fee in April 2025, then introduced its own national
tax of €2 per item on parcels below €150 from 1 March 2026. It is the clearest lesson of the episode.
Because the tax applied only to goods declared in France, platforms cleared them elsewhere: daily low-
value declarations into France fell from roughly 500,000 to about 50,000, the tax collected around €2.3
million a month against a forecast of €400 million a year, and it was withdrawn on 1 July 2026. In a

customs union, a levy one country applies alone is routed around, not paid.

The EU-wide duty is doing what the national ones could not. In the first two months after 1 July 2026,
Belgian customs reported small parcel volumes down 53% and Dutch customs down 46%, and the French
finance ministry put the EU-wide fall at 30 to 40%.

WHERE THE MONEY FLOWS

Start with the one government that counts it properly. China's customs administration put total cross-
border ecommerce trade at RMB 2.84 trillion in 2025, up 4.8%. Exports alone had grown 16.9% the year
before. A sector compounding at double digits slowed to low single digits in twelve months, and that is the

de minimis reset showing up in the exporter's own statistics.

China is not just the largest exporter, it is the default one. Across 29 markets surveyed in early 2026, 70%
of shoppers said they buy from retailers outside their own country, and 57% named China when asked
where from. The United States came second at 41%, the UK third at 23%, Germany fourth at 21%.
Measured by where goods ship from, China's cross-border export revenue reached $250.1 billion in 2025,

roughly twelve times the United States in second place.
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SHARE OF SHOPPERS WHO BUY FROM RETAILERS ABROAD

Saudi Arabia 84%

South Africa

80%

Australia

~J
8
S

Europe (average) 73%

Brazil 71%

Global average 70%

Canada 66%

Malaysia 66%

China 54%

United States 53%

Europe is the largest block on the buying side. European B2C ecommerce reached €842 billion in 2024,
up 7%, with France now the largest national market at €175.3 billion ahead of the UK and Spain. Cross-
border trade within and into Europe was worth around €358.7 billion, about 70% of it through marketplaces
rather than retailers' own sites. Roughly 73% of European shoppers buy from abroad.

Asia-Pacific is where the growth is. Southeast Asian ecommerce reached $157.6 billion in gross
merchandise value in 2025, up 22.8%, with Thailand up 51.8% and Malaysia up 47.6%. Shopee, Lazada
and TikTok Shop account for almost 99% of it. Cross-border buying is normal rather than exceptional: 66%
of Malaysian and 65% of Thai shoppers buy from abroad.

North America is the biggest cross-border import market by value and one of the least cross-border by
habit. The United States takes around $65.3 billion a year from overseas online sellers, far ahead of
France at $14.6 billion and Spain at $13.5 billion. Yet only 53% of Americans buy from abroad at all, the

lowest rate of any major market, against 66% in Canada.

Everywhere else splits along the same line, between appetite and capability. Latin America grew about
12.2% in 2025 to roughly $191 billion, and Brazil shows the asymmetry plainly: 71% of its shoppers buy
from abroad, but only 30% of its businesses sell abroad. Africa and the Middle East have the highest
appetite measured anywhere, at 84% in Saudi Arabia and 80% in South Africa, largely because domestic

assortment is thinner. 74% of Australians buy from abroad while only 14% of their retailers call
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international expansion a 2026 priority. Russia ran the experiment early: cross-border fell from roughly
30% of its ecommerce in 2018 to about 3% by 2024, and around 98% of what remains comes from China.

Cost and customs stop shoppers everywhere. 41% say duties or taxes put them off and 45% point
to delivery cost or time, while 14% paid customs on their last cross-border order and called it their
biggest frustration.

THE CORRIDORS THAT CARRY THE VOLUME

The European Union, the United States and the United Kingdom each publish a count of the low-value
parcels crossing their border, and together they cover the destinations that carry the weight of global flow.
The EU is the largest by a wide margin. 4.6 billion low-value items entered it in 2024, 91% of them from
China, and close to 5.9 billion in 2025. To see the scale of that single flow: Germany is Europe's biggest
parcel market, and its entire cross-border volume in both directions to all countries was 0.5 billion parcels
a year, roughly a ninth of what China sends into the bloc.

The United States is the corridor that changed. US Customs handled more than 1.36 billion de minimis
shipments in fiscal 2024; across calendar 2025, with both suspensions in force, that fell to about 942
million and the declared value with it, from $64.6 billion to $48.1 billion. The UK sits third at roughly 600

million low-value consignments a year, and still rising.

INBOUND LOW-VALUE PARCEL VOLUME, EU, US AND UK

EU inbound, 2025 — 5.9bn
EU inbound, 2024 (NS 466n
US de minimis, FY2024 - 1.36bn
US de minimis, 2025 - 0.94bn

UK low-value, 2024 . 0.6bn

Where did the displaced volume go? Not to Europe. Analysis of China's full-year 2025 exports found
roughly $150 billion redirected away from the United States, of which about $130 billion can be traced: $65
to $70 billion into ASEAN, $25 billion into Sub-Saharan Africa, $20 billion into Latin America and $19 billion
into the Gulf. Europe's share of Chinese exports actually slipped. Volumes there grew, but on ordinary
demand, not on displaced American parcels.
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Air cargo says the same in a different unit. Across 2025, Europe to Asia demand grew 10.3% and intra-
Asia 10.0%, while Asia to North America shrank 0.8%, the only major lane to fall. By July 2026 it was the
fastest growing lane in the world at 9.2%, which says more about how far it had fallen than about recovery.

HOW LONG THE BORDER TAKES

Customs clearance time is the gap between a parcel's first customs event and the moment it clears. It
belongs to the destination authority, not the sender, and it varies enormously: parcels bound for Canada
typically clear in under an hour and the United States in a few hours, while Spain, Brazil and Russia run
into days. This is the baseline the new rules are landing on. Every exemption that disappears moves
another tranche of parcels from no customs check to some check, and clearance time is where that shows

up first.

MEDIAN CUSTOMS CLEARANCE TIME BY DESTINATION

Canada l 0.4h

United States ' 6h

Japan - 27h
Portugal _ 68.9h

Brazil 151.1h

Spain 156.7h

Russia 231.5h

WHAT THIS MEANS FOR 2026

Watch clearance time. It is the number that will show, before any trade statistic does, whether the
new regimes slow parcels down or whether better systems absorb the extra checks. For
merchants the practical lesson is the French one: the cost of a border is now set by policy that can
change in a quarter, so landed-cost models need to be rebuilt more often than they used to be.
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DELIVERY PERFORMANCE

Averages hide a lot in shipping. A courier can post a fast median transit time and still leave plenty of

customers waiting far longer than they expected. This chapter looks at both ends.

98.4% 1.6d 81.5%

On-time rate, Americas Average transit, Europe On-time rate, China to UK

THE REGIONAL PICTURE, INSIDE BORDERS

This section describes domestic delivery only; cross-border lanes follow below. In 2025 the Americas ran a
domestic on-time rate of 98.4% with an average transit time of 2.9 days. Europe was close behind on time
at 98.1% and much quicker at 1.6 days, with first-attempt success rising from 82% to 86% between the

first and second quarters. The UK was quicker still at 1.3 days and highest on time at 98.6%.

ON-TIME DELIVERY RATE AND AVERAGE TRANSIT BY REGION, 2025

Europe _ 1.6 days
UK domestic _ 1.32 days

Cross-border lanes are rougher, as you would expect, though not uniformly. UK to US ran 89.8% on time

over an average 4.4 days. The same route in reverse, US to UK, was both faster and more reliable at
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98.5% and 3.5 days. Cross-border performance is rarely the same in both directions. China to UK was
both the longest lane and the weakest, at 81.5% on time over 5.7 days.

Checkout promises do not always match reality. European retailers advertise an average delivery time of
1.18 days and deliver in 1.6 days, a gap of just under half a day. US carriers all improved on the previous
year during the December 2025 peak: UPS reached 97.2% on time, FedEx 95.3% and USPS 94.1%, each
several points up on 2024. The longer trend is clearly positive. The share of cross-border parcels taking
more than 15 days fell from 29% in 2020 to 7% in 2025.

70/ Share of cross-border parcels now taking
(o

more than 15 days, down from 29% in 2020.

WHAT OUR OWN TRACKING DATA SHOWS

Within Europe, median transit time, measured from the first carrier scan to delivery, ran between 43 and
59 hours depending on the month. The pattern was choppy rather than a neat line, peaking in May and
settling into its fastest stretch over the last four months. Across all regions the shape was the same,
between 43.5 and 61 hours.

The tail is the part worth planning around. The slowest 10% of parcels took between 133 and 168 hours,
five to seven days, every month of the year. Set against the median that is a ratio of almost exactly three
to one, and it barely moved: 3.1 in January, 3.2 in December, never below 2.7 or above 3.4 in between.

Peak season did not stretch it and the summer lull did not shrink it.
MEDIAN TRANSIT TIME, AND THE SLOWEST 10%, 2025

® EUto EU ® All regions
66h

59h
53h
46h

39h
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

180h
160h
140h
120h

100h
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
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That stability is the finding. A tail that holds at three times the median through a customs shock and a
record peak is not congestion, it is structure: a predictable slice of parcels that miss a cut-off, sit over a
weekend, or wait on a second delivery attempt. Planning for the median tells a customer when a parcel
usually lands. Planning for the tail tells them when to worry, and that is the number a delivery promise has

to survive.

First-mile latency is the time between a parcel being created and its first carrier scan. Merchants control
this step the most and see it the least. Germany, the US and Spain all take around 15 to 16 hours

domestically, France 13, while the UK runs to over 20.

FIRST-MILE LATENCY BY MARKET, MEDIAN HOURS, 2025

France (domestic) 13h

Spain (domestic) 15.5h

US (domestic) 15.8h

Germany (domestic) 15.9h

UK (domestic) 20.4h

US-Canada (cross-border) 20.55h

WHAT THIS MEANS FOR 2026

Merchants competing on speed in 2026 will get little from tuning their domestic network and a lot
from fixing their cross-border lanes. That is where the days are, and the part of the journey most
have never measured. Start with the first mile, which is the step merchants control most and

watch least.
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PEAK SEASON 2025

THE WORLD SPENT MORE, AND DID IT EARLIER

Peak season 2025 arrived on the back of a year of steadily improving delivery. Global Cyber Week
spending reached $336.6 billion across more than 89 countries, up 7%. By 15 December, global online
holiday sales had passed $1 trillion, also up 7%, with online traffic up 12%. US online holiday sales
reached $257.8 billion, with Cyber Monday alone worth $14.25 billion. Mobile drove 56.4% of holiday
sales, and curbside pickup peaked at 39% of orders on 23 December, which shows how much fulfilment

pressure builds in the final days.

$336.6bn 77N 34%

Global Cyber Week Parcels moved on Singles Shoppers very confident
spending, up 7% Day, a single-day record of on-time holiday delivery

GLOBAL AND US HOLIDAY SPEND, 2025

$336.6hbn $1tn+ $257.8bn

Global Cyber Week spend, 89+ Cumulative global online holiday US online holiday sales
countries sales by 15 Dec

$14.25bn 56.4% 39%

US Cyber Monday spend Share of holiday sales from mobile Curbside pickup share, peak day
(23 Dec)

One thing stands out. Traffic grew faster than spending, up 12% against 7%, so the extra revenue came
from more visits, not bigger baskets. Discounting was doing the work.

CHINA'S SINGLES DAY, STILL THE BIGGEST SINGLE EVENT ANYWHERE

China's Singles Day period generated an estimated $238 billion in platform sales, up 14.2%. The parcel
numbers are sharper still: 13.9 billion parcels moved during the 22-day window, a daily average 18%
above the same window a year earlier, with a record single-day peak of 777 million. JD.com orders rose
nearly 60%, with 95% fulfilled within 24 hours.
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CARRIERS HELD THE LINE, BUT CONFIDENCE DIDN'T FULLY FOLLOW

US parcel carriers handled about 2.3 billion parcels in December 2025, up 5%, with some networks
trimming capacity and letting independent and regional carriers take the overflow. Shoppers were not
convinced it would hold. Across six major markets, only 34% said they were "very confident" their holiday
packages would arrive on time: 51% in the Middle East, 37% in the United States, 31% in Germany, 30%
in Australia, New Zealand and France, and just 26% in the UK, which has one of the most mature parcel

networks anywhere.

SHARE OF SHOPPERS "VERY CONFIDENT" OF ON-TIME HOLIDAY DELIVERY

Middle East 51%

United States 37%

Six-market average 34%

Germany 31%
Australia / NZ 30%

France 30%

UK 26%

The season also keeps stretching. In Australia and New Zealand, peak sales activity now starts 13 days

before Cyber Weekend, more than twice the run-up of two years earlier, and retailers offering same-day or

next-day delivery saw a small but real sales lift.

The networks are delivering, but shoppers do not yet believe it

WHAT THIS MEANS FOR 2026

Plan for a longer season instead of a bigger day: capacity built around a single peak date will be in
the wrong place for most of it. The confidence shortfall is the other opportunity, and it is a

communication problem before it is a logistics one.
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THE CARRIER LANDSCAPE

The US parcel market moved 23.1 billion parcels in 2025, up 3.3%. Amazon Logistics has overtaken
USPS as the largest carrier by volume, with 6.9 billion parcels against USPS's 6.2 billion, a gap that
widened sharply as USPS volume fell almost 9%. UPS shipped 4.3 billion and FedEx 3.9 billion. The
fastest growth was outside the big four: regional and independent carriers more than doubled their

volume, carrying the overflow from Shein and Temu.

23.1bn 6.9bn $85hn

Parcels moved in the Amazon Logistics volume, Proposed Union Pacific -
US market in 2025 now the largest US carrier Norfolk Southern merger

Amazon Logistics has overtaken USPS as the largest US carrier

CONSOLIDATION IS RESHAPING WHO DOES THE WORK

Two of the largest deals in the industry's history moved forward in 2025: DSV's purchase of DB Schenker,
and the proposed Union Pacific and Norfolk Southern merger that would create the first coast-to-coast
single-line US railroad. Both are set out below. Underneath them, roughly 89,000 US trucking carriers
have left the market since 2022, and three in four US supply chain leaders now rent capacity instead of
building it.

MAJOR 2025 CARRIER AND LOGISTICS M&A

CLOSED IN PROGRESS

DSV acquires DB Schenker Union Pacific — Norfolk Southern

€14.3 billion deal. Pushed DSV's contract logistics $85 billion proposed merger for the first coast-to-

earnings up 196% year on yeatr. coast single-line US railroad. Initial filing
unanimously rejected by the Surface Transportation
Board in January 2026; revised application targets
a 2027 close.
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WHAT THE BIG PUBLIC CARRIERS REPORTED

Every major carrier told a slightly different story about 2025. UPS and FedEx finished within a billion

dollars of each other on revenue. DHL Group slipped 1.6%, which it put partly down to tariffs and the end
of US de minimis. Royal Mail returned to a small operating profit for the first time in three years, and Evri
saw international inbound volume rise 26%. In China, SF Holding passed RMB 300 billion in revenue for

the first time, while JD Logistics grew nearly 19% but saw its margin thin from 3.5% to 2.4%.

MAJOR CARRIER REVENUE, FY2025

UPS FedEx DHL Group

$88.7bn $87.9bn €82.9bn

5.2bn packages worldwide in 2025 17.0m packages a day, fiscal 2025 Down 1.6%; Express division down
2.8%

IDS | Royal Mail Geopost Evri

+£4.8% 2.2bn parcels 807m parcels

Returned to operating profit Up 5% on the year Up 11%; international inbound up 26%

On volume, UPS moved 5.2 billion packages worldwide and FedEx averaged 17.0 million a day. Geopost
moved more than 2.2 billion parcels, GLS 977 million and Royal Mail 1.4 billion in the UK.

WHERE GLOBAL MARKETPLACES SHIP FROM

The large cross-border marketplaces are not variations on the same business. Temu, Shein and
AliExpress carry very little domestic China revenue, so almost everything they sell moves internationally,
which makes their cost structure completely different from a domestic retailer's. Category mix divides them
further: fashion is 78% of Shein's gross merchandise value, meaning small, light, high-return parcels, while
Amazon's strength is electronics, meaning higher value per parcel and far less tolerance for loss.

2025 forced all of them to move. When the US closed de minimis they redirected instead of retreating:
Temu's European sales rose around 60% year on year and Shein's UK sales about 50%, while Temu's US
consumer spending fell around 30% and its US monthly active users dropped from 58 million in March to
41 million by May.

The deeper response was to stop being cross-border where it hurt most. All three have been pushing
inventory into local warehouses in their larger markets, which turns a customs problem into a working-
capital problem and changes which carriers they need. A platform shipping from a Chinese hub needs
consolidators and postal injection. One shipping from Poland or Texas buys domestic parcel capacity from

exactly the regional carriers whose volume doubled in 2025.
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WHAT WE SEE IN COURIER PERFORMANCE

Set those volumes against how often parcels arrive and the striking thing is how little separates anyone.
Of the parcels that reached a final outcome in 2025, between 97.7% and 99.9% were delivered rather than

sent back, and that range covers every major carrier we track. There is no laggard.

That matters, because the industry talks about carrier choice as though reliability were the thing being
bought. At these levels it is not. Returns are where carriers genuinely differ: FedEx saw 2.25% of parcels
come back, UPS 1.79% and GLS 1.43%, while Australia Post, USPS and Royal Mail all sat below a

quarter of a percent.

RETURN RATE BY CARRIER, HIGHEST TO LOWEST, 2025

oy P
vps (N 1.79%
os N : <%
Hermes _ 0.80%
ppD (I 0.50%
DHL [ 0.35%

Australia Post - 0.23%
usps [ 0.19%
Royal Mail [} 0.09%

Read that as a map of what each network carries, not how well it carries it. FedEx and UPS move the bulk
of US retail parcels, where apparel and electronics both return heavily. The posts sit at the bottom
because much of what they carry is documents and low-value goods nobody sends back. The carrier is

not causing the return rate, it is revealing the catalogue behind it.

WHAT THIS MEANS FOR 2026

Stop shopping for reliability and start shopping for fit. Every major carrier will get the parcel there,
so what separates them is price on your lanes, coverage where your customers are, and what
happens on the small share that goes wrong. A merchant whose category returns heavily should
be negotiating return handling, not delivery success. That is the only line where carriers are

far apart.
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EXCEPTIONS AND RETURNS

RETURNS ARE NOW A ROUTINE PART OF SHOPPING, NOT AN EDGE CASE

64% of shoppers have returned an item to an online retailer, and 92% send back up to 30% of what they
buy. The biggest reason by far is the wrong size, named by 54%. Returns policy now shapes the buying
decision itself: 79% would abandon a purchase if their preferred return method was not offered, and two in

three would rather drop a return at a locker or a shop than post it back.

96.1% 1.5% $849.9bn

Parcels reaching a Overall return rate Value of US returns in 2025
final delivered status across tracked parcels

Returns are increasingly the moment that decides whether a customer buys again.

The scale is easier to grasp in money. US returns came to $849.9 billion in 2025, and the rate is much

higher online: 19.3% of everything bought on the internet came back. About 9% of returns were fraudulent.

RETAILERS STARTED CHARGING, AND IT COST THEM

The response has been to make the customer pay. 72% of US retailers now charge for at least some
returns, up from 66% a year earlier. It works as a cost measure and it hurts as a commercial one. Among
merchants who introduced a return fee, 47% saw more customer complaints, 37% lost customers outright,
34% saw average order value fall and 24% saw sales fall. Free returns remain a major purchase

consideration for 82% of shoppers, up from 76%.

That is the trade every merchant is now making, usually without measuring both sides of it. A return fee
shows up immediately in the logistics line and slowly in the revenue line, which makes it look better in

month one than it does in year one.
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WHAT WE SEE IN OUTCOMES AND EXCEPTIONS

Across 2025, 96.1% of the parcels we tracked reached a final delivered status and another 1.1% were

returned to sender, so almost every parcel resolved one way or the other. Exceptions were a rounding
error at 0.03%.

FINAL PARCEL STATUS, 2025

96.05% 'l

@ Delivered (96.05%) @ In transit (2.85%) @ Returned (1.07%) @ Exception (0.03%)

Where exceptions did happen, the shape was consistent. About half were returns still in progress.
44% were last-mile problems, either a failed attempt or a recipient refusing the parcel. Only 7% were
customs holds.

EXCEPTION CATEGORY SHARE, 2025

Destination customs hold - 6.8%

Delivery problems are a last-mile story, not a customs story

That ratio is worth sitting with, because it is the opposite of where most merchants look first. Customs is
the step that feels risky, because it is the one nobody controls and the one that generates the angriest
emails. It is also the step that goes wrong least. The parcel is far more likely to fail fifty metres from the
customer's door than at a border.

Counting every parcel that started a return journey, the overall return rate was 1.5%. That average hides
real variation by lane. Germany runs highest, at 1.01% on domestic parcels and 1.00% on parcels heading
to France. Australia, France and the UK sit close together in the middle, between 0.62% and 0.70%. The
US is lowest, at 0.42% domestically and 0.23% on parcels going to Canada. The cleanest lane returns a

guarter as often as the heaviest one.
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RETURN RATE BY CORRIDOR, 2025

Germany domestic 1.01%

1.00%

Germany -> France

Australia domestic 0.70%

France domestic 0.65%

UK domestic 0.62%

US domestic 0.42%

US -> Canada 0.23%

The pattern tracks consumer law and category mix more than carrier quality. Germany pairs the strongest
statutory return rights in this group with a heavy apparel mix, so sending something back is free, quick and
unremarkable. Parcels leaving Germany for France come back at almost exactly the same rate, which
says the behaviour follows the shopper rather than the border. The US sits at less than half the German
rate, in a market where most retailers now charge for the return leg.

WHAT THIS MEANS FOR 2026

The lane variation is the part you can act on. A merchant shipping inside Germany carries roughly
four times the return exposure of one shipping inside the US, so the cost is never spread evenly
across the business. A blanket return fee applied everywhere will annoy the customers on the
clean lanes without fixing the heavy ones.
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POST-PURCHASE EXPERIENCE 717

The moment a customer clicks "buy" is not the end of the relationship. It is the start of the part
they remember.

86% 76% 8.7%

Shoppers who hit a delivery Won't buy unless they Large retailers showing
problem in the past year trust the delivery provider an exact delivery date

THE ANXIETY IS REAL, AND IT IS MEASURABLE

86% of online shoppers hit at least one delivery problem in the past year, and 74% had a late delivery
specifically. A separate study across Europe and North America found 79% had hit a problem in just the
previous three months. Two in three shoppers feel some anxiety after clicking "buy”, and 38% say frequent

tracking updates take the edge off it.

The same pattern shows up everywhere. 58% of shoppers name high delivery costs as a frustration and
52% name long delivery times. 67% have abandoned a purchase because of the delivery options offered
and 58% because of the returns options. 76% say they will not buy at all unless they trust the delivery and

returns provider behind the order.

Delivery trust has become a purchase gate, not an afterthought.

68% of consumers say a bad delivery experience might stop them shopping with a retailer again, up from
64% a year earlier, and the age split is stark: 60% of shoppers aged 18 to 29 say one bad experience is

enough, against 17% of those over 60. The generation that buys the most online is the least forgiving of it.

WHERE THE CUSTOMER GOES TO LOOK

Here is the part most retailers have never measured. When a shopper wants to know where their parcel is,
37% go to the delivery company's website and another 11% to its app. 28% go to the retailer's website and
16% to the retailer's app. Roughly half of all tracking traffic lands on a carrier property, not on the brand

the customer bought from.
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That is mostly the retailer's own doing. Among the largest US online retailers, only 35.1% send the
customer to a tracking page they own and control. 52.6% redirect straight to a third-party carrier site, and
1.8% provide no tracking link at all. The highest-intent moment in the entire customer journey, when the
shopper is actively looking for the brand instead of being interrupted by it, gets handed to a logistics

company with no interest in selling them anything else.

The problem grows as the carrier mix fragments. A merchant shipping with one carrier can live with
sending customers to that carrier's page. A merchant shipping with eight, across four countries, is sending
customers to eight different pages in four different layouts, several of which will be in the wrong language
and one of which will be down. This is the practical reason multi-carrier tracking exists: not because
tracking data is hard to get from any single carrier, but because it is genuinely hard to make eight carriers'

data read as one journey.

THE MOST-READ EMAIL A RETAILER SENDS

The numbers on delivery notifications are not close. Across more than 20 billion sends, shipping
confirmation emails were opened 62.67% of the time and clicked 16.01% of the time. An ordinary
marketing campaign email was opened 30.41% of the time and clicked 0.74% of the time. That is roughly
twice the opens and more than twenty times the clicks, and it earns about $3.08 per email sent against

$0.155 for a campaign send.

More than a quarter of retailers never say the parcel arrived

Retailers have half-noticed this. 57.9% now put marketing content in their shipping emails, and almost all
of them make it contextually relevant. But the same study found that while every large retailer sends an
order confirmation and a shipping confirmation, only 71.9% send anything when the parcel arrives. More
than a quarter of retailers never tell the customer their order was delivered, which is the one message the

customer was waiting for.

THE DATE PROBLEM

Shoppers want a date. 80% of US online adults say it matters that a retailer confirms a specific delivery or
pickup date, 72% want to see that date on the product page before they add to basket, and 40% say they
will not buy at all if no delivery date is shown.

Retailers do not give them one. Among the largest US online retailers, only 8.7% show an exact delivery
date at checkout. 21.1% show a date range, 33.3% show a vague "ships in X days", and the rest show
nothing useful. Among smaller direct-to-consumer brands it is worse: 1% give a true estimated delivery
date and 40% make no delivery promise at all. 41% of ecommerce sites publish a shipping speed instead

of a date, leaving the customer to do the arithmetic.
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The promises that do get made are often inaccurate, and not always in the direction you would expect.
One ANZ study found retailers advertising an average of 5.2 days at checkout while delivering in 2.2, the

opposite error to the European one above, and only 7% offering an estimate accurate enough to be useful.

Of the promises specific enough to check, 34% were met and 12% arrived early, while 14% were missed
by an average of seven days. Only 9% of US and 7% of UK shoppers have full confidence that retailers

meet the dates they promise.

The consolation is that accuracy matters less than communication. 93% of consumers say proactive
updates about a delay substantially offset the bad experience of the delay itself. A late parcel the
customer was warned about is a minor irritation. A late parcel with silence behind it is the one that ends

the relationship.

WHAT THIS MEANS FOR 2026

For shoppers, the information they want is unglamorous and specific: a real date before they buy,
a message when something changes, and a way to send it back that does not involve a printer.
For anyone providing tracking, the strategic fact is that shoppers already visit a tracking page
roughly once per order, and half the time it is the wrong one. That traffic is the most engaged
audience a retailer has, and it currently converts to nothing because it lands somewhere

the retailer does not control. Closing that distance does not require better carrier data. It

requires every carrier's data to arrive normalised, on time and in one place, which is the actual
technical problem.

For post-purchase tooling, the opportunity has shifted from visibility to promise-keeping.
Showing a parcel's current status is table stakes and every carrier already does it. What almost
nobody does well is tell the customer, before they buy, when the parcel will arrive, and then tell
them again the moment that changes. The distance between 80% of shoppers wanting a date and
8.7% of retailers giving one is not a shortfall in demand or in willingness. It is a shortfall in the

ability to compute a date that turns out to be true.

Eg Ship24 Ecommerce Logistics Annual Report 2026

24



W Ship24

POLICY AND SUSTAINABILITY

The cross-border chapter gave the dates for de minimis. This one covers what sits underneath: the
economic and environmental conditions shipping now works inside, and the reform arriving behind the

headline duty changes, which decides who is responsible for a parcel rather than what it costs.

3.9% 1.3% $2.9bn

Global share of new trucks US share, down from 3.0% in 2023 Premium airlines paid for
that are zero-emission sustainable aviation fuel

THE MACRO BACKDROP IS TIGHTENING

Global government debt is on track to pass 100% of GDP by 2029. Developing countries paid a record
$1.4 trillion in debt service in 2023 alone, with interest costs at an all-time high, four times what they were
a decade earlier. None of this is about shipping directly. It matters because customs reform, tariff policy

and infrastructure investment all compete for the same stretched budgets.

Customs reform and climate policy are arriving together, and both add cost.

CLEAN TRANSPORT IS A GENUINELY SPLIT STORY

Zero-emission trucks are not on one trajectory, they are on two. In the US, their share of new truck
registrations fell from 3.0% in 2023 to 1.3% by the first half of 2025. Worldwide, the share more than
tripled over the same period, from 1.2% to 3.9%. Sustainable aviation fuel shows the same gap between
promise and delivery. Production reached about 2 million tonnes in 2025, still under 1% of global jet fuel
demand, and airlines paid a $2.9 billion premium for the limited supply. The price gap is narrowing, from
$7.00 to $5.00 a gallon between 2023 and 2025, but it still costs several times more than conventional jet

fuel. The industry's own 2030 target of 20 million tonnes is a long way off.

Zero-emission trucks are heading in opposite directions by region

The EU's shipping emissions trading scheme is often misread as reaching full coverage in 2026. Route

coverage is fixed by design and does not phase in: 100% of emissions on voyages between two EU ports,
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and 50% on voyages to or from a non-EU port, permanently. What does phase in is the separate
obligation to surrender allowances. Shipping companies surrendered allowances for 40% of their 2024
emissions in 2025. That rises to 70% of 2025 emissions this year and reaches 100% from 2027.

Shoppers say they care, which is a change from a few years ago. 57% say knowing the environmental
impact of their delivery matters to them, and 47% say they would only buy from retailers using delivery
providers they consider sustainable. The gap between that and what people actually pick at checkout is
still wide, but there is evidence the framing decides it. In one field study, 30% of shoppers who would not

wait longer for a discount would wait longer for an environmental reason.

THE BIGGER CUSTOMS CHANGE IS NOT THE DUTY

The flat duty on low-value parcels is the part that made headlines, but it is an interim measure. The reform
behind it rewrites who is responsible for a cross-border parcel in the first place. Non-EU platforms become
"deemed importers", which makes the marketplace, not the shopper and not the carrier, liable for customs
formalities and for the duty owed. Penalties for getting it wrong run up to 6% of the annual value of goods
imported. A new EU Customs Authority is due to be operational in Lille from 2027, with a central customs
data hub following for ecommerce from mid-2028.

A separate ecommerce handling fee was agreed by the Council for 1 November 2026, with the amount to
be set by the Commission rather than fixed in the legislation. Merchants planning 2026 landed-cost

models should treat that number as unknown rather than assume it matches the €3 duty.

WHAT THIS MEANS FOR 2026

The shift from taxing the parcel to holding the platform responsible is the change that lasts. A duty
can be absorbed or repriced in a quarter. Liability has to be engineered around, and that work falls

on the marketplaces and the systems behind them, not on the shopper.
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Al AND AGENTIC COMMERCE

AGENTIC COMMERCE WENT FROM IDEA TO STANDARD IN A SINGLE YEAR

On 29 September 2025, Stripe and OpenAl launched the Agentic Commerce Protocol, an open standard

that lets an Al agent complete a checkout for a shopper. Salesforce adopted it the same week.

$53bn 2,600 23%

Projected agentic-Al supply Daily price quotes handled Organisations scaling Al
chain software spend by 2030 by C.H. Robinson's Al agents agents in at least one function

Agentic commerce has moved from a marketing phrase to real infrastructure.

The figures that follow are forecasts, not measurements. Enterprise spending on supply chain software
with agentic Al features is projected to grow from under $2 billion in 2025 to $53 billion by 2030, with
adoption rising from 5% of enterprises to 60%. Separately, 90% of B2B buying is projected to run through
Al agents by 2028. US estimates put agentic commerce at $300 to $500 billion by 2030, or 15 to 25% of
all US ecommerce. Adoption has already started: 30 to 45% of US consumers use generative Al for

product research, though about half are still uncomfortable letting an Al complete a purchase on its own.

0 0 B Projected US agentic commerce market by
5 2030, at the high end of current estimates.

WHAT COMPANIES ARE DOING WITH IT TODAY

Four companies have published enough detail to judge. C.H. Robinson and ArcBest have put agents on
high-volume quoting and carrier communication, FedEx on predictive maintenance, and Maersk on arrival

prediction. The results are set out below.
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NAMED Al DEPLOYMENT OUTCOMES, SELECTED COMPANIES

C.H. Robinson

2,600+ price quotes and 5,500+ load tenders a day
handled by Al agents, each in under two minutes. 3
million+ shipping tasks completed by Al agents to
date.

ArcBest

30+ Al agents deployed through 2025, automating
~120,000 email quotes and halving the carrier call
abandonment rate with an Al phone agent.

FedEx

Predictive maintenance has prevented an
estimated 17,000 hours of facility downtime;
autonomous trailer-unloading robots planned for
2026.

Maersk

Visibility systems now predict shipment arrival
times with 95% or better accuracy.

Physical automation is moving in parallel. Walmart's robotics partnership with Symbotic is contracted to

retrofit all 42 of its US regional distribution centres, a programme expected to run more than eight years.

On the road, Aurora Innovation ran the first commercial driverless trucking service in the US in April 2025,

on the Dallas to Houston corridor.

THE GAP BETWEEN ADOPTION AND IMPACT

Most enterprise Al is still experiment, not deployment. Fewer than a quarter of organisations are scaling Al

agents anywhere in the business: 23% have scaled in at least one function, no more than 10% in any

single function, and 39% are still experimenting. Retailers show the same gap. Al became the single

biggest 2026 investment priority for 35% of retailers, yet two in three of those same retailers rarely or

never use delivery data to improve their operations. Al investment without a data foundation underneath

tends to underdeliver.

Fewer than a quarter of organisations are scaling Al agents at all

WHAT THIS MEANS FOR 2026

The infrastructure for agentic commerce exists and has real adopters, but most of the industry is

still experimenting rather than running it at scale. The companies pulling ahead here, C.H.

Robinson and ArcBest especially, have one thing in common. They built the Al on top of a specific

process they already understood well, rather than bolting it onto a system nobody had mapped.
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OUTLOOK 2026

2025 taught the industry three things. Trade policy can change faster than any supply chain can adapt to
it, and did so twice in four months. Volume does not disappear when a border closes, it reroutes, and it
reroutes to places the obvious narrative did not predict. And underneath all of it, service quality kept

improving, month after month, largely unnoticed because the headlines were about tariffs.

Those three findings are what the following predictions are built on. None of them is a forecast in the
financial sense, and none should be treated as one. They are the positions this report's evidence points to,
each tied to something measured in the chapters above, so that a reader can check the reasoning rather
than take the conclusion on trust. Where a prediction rests on a forecast rather than a measurement, it

says so.

Ocean capacity growth stays soft, then floods

Forecasts put effective capacity growth at just 1.7% for 2026, then over 8% in 2027 as a wave
of new-build vessels reaches the water. That shape, tight now and loose later, tends to
produce rates that move more than volume does. Expect a choppier year than demand alone
would justify, and be careful about locking long contracts into the back half.

Air cargo starts 2026 stronger than 2025 ended

Demand growth reached 11.2% in February 2026, up from single digits through most of 2025,
with capacity growing alongside it. The lane doing most of the work is the one that collapsed
first: Asia to North America grew 9.2% in July 2026, which is a rebound off a low base rather
than a return to normal.

Global growth cools, trade growth nearly stalls

Global GDP growth is expected to slow to 3.0% in 2026, with merchandise trade volume
growing just 0.5%, well down on an earlier 1.8% estimate. Whatever shipping demand exists
in 2026 comes off a soft backdrop. Carriers that grow will do it by taking share, not by riding
the market.

The EU and UK follow the US template, years slower

Both are committed to phasing out their low-value duty exemptions, and the EU's flat duty is
already in force. The deeper change is liability rather than duty: making non-EU platforms the
deemed importer moves responsibility from the shopper to the marketplace, and that is much
harder to price around than a fee is.
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National parcel taxes do not work

France's €2 levy collected around €2.3 million a month against a forecast of €400 million a
year, because platforms simply cleared their goods in another member state. Romania and
Italy tried variants of the same idea. Any country acting alone inside a customs union should
expect the same result.

More cross-border volume shifts away from the US, but not toward Europe

Roughly $150 billion of Chinese exports were redirected away from the United States in 2025.
Most of it went to ASEAN, Sub-Saharan Africa, Latin America and the Gulf. Europe's share of
Chinese exports slipped. The obvious assumption, that American volume became European
volume, is not what the trade data shows.

Service quality improves again, quietly

Delivered-rate and transit-time trends through 2025 moved consistently in the right direction,
and every month from June onward beat every month from January to May. If that holds, 2026
opens from a stronger baseline than 2025 did. The risk to this one is capacity discipline:
networks that cut too hard will find out in November.

Agentic commerce produces real revenue for a handful of early movers

The infrastructure now exists in the Agentic Commerce Protocol, and forecasts run to $300 to
$500 billion by 2030. But fewer than a quarter of organisations are scaling Al agents anywhere
today. 2026 is likely the year a few retailers report actual agentic-driven sales rather than
projected ones, and the rest keep piloting.

Returns rise again, and the fees backfire

Shoppers already send back up to 30% of what they buy, and the heaviest lanes run four times
the rate of the cleanest ones, so the cost lands unevenly. 72% of US retailers now charge for
some returns, and among those that introduced fees, 37% lost customers. Expect more
charging, and more quiet reversals.

The delivery date becomes the competitive front

80% of shoppers want a specific delivery date and 40% will not buy without one, while fewer
than one large retailer in ten shows an exact date at checkout. That distance is too wide to
survive contact with a competitor who closes it. The winning move is not faster delivery, it is an
accurate promise followed by a message when it changes.
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METHODOLOGY

This report rests on two bodies of evidence: Ship24's own tracking data, and published market and trade

data taken from the organisations that produce it at source.

Ship24 operates a multi-carrier tracking platform covering more than 2,500 couriers across over 180
countries, connected through direct integrations with postal operators, express integrators, regional
carriers and marketplace logistics networks. It ingests hundreds of millions of carrier events a year,
continuously rather than in snapshots, so these measurements describe parcels as they moved, not as

they were later reported.

Every event passes through a single normalised status taxonomy, which is what makes the comparisons
possible: a national post, a consolidator and a global integrator describe the same physical moment in
three different vocabularies, and only once all of them are mapped onto one set of states do their scans

become comparable.

Event handling carries most of the work: duplicate scans from a carrier's feed and a partner's are removed
before anything is counted, timestamps are normalised to a single clock from a dozen local formats, and

carrier identity is resolved from the event stream rather than from what was declared at booking.

We use it for what it measures directly: how often parcels arrive, how long they take, how often they come
back, and how that varies by region, corridor, carrier and month. Figures describing the size of a market, a

network or a trade lane belong to the organisations that publish them.

External figures come from named, dated, primary sources in a consistent order of preference. Customs
and government statistics first: US Customs and Border Protection, HM Revenue and Customs, the
European Commission, China's State Post Bureau. Then the Universal Postal Union, the International
Post Corporation, the World Trade Organization, the IMF, IATA. Then the operators' own audited
disclosures, from DHL Group, FedEx, UPS, Royal Mail, Geopost, SF Holding and JD Logistics, and the
marketplaces that move the flows: Amazon, Temu, Shein. Then specialist research with published,

checkable methods: Drewry, Pitney Bowes, Salesforce, eMarketer, Gartner and McKinsey.

Measurements and forecasts are labelled differently, and a projection is never presented as an
observation. Where credible sources disagree, both are shown. Where research was commissioned by an
interested party, that is said where the figure appears. Where a statistic could not be traced to a primary
source, it is not here. The window is the 2025 calendar year, with 2024 for comparison and 2026
developments through August. Everything is aggregated, and nothing here identifies a client, a merchant

or a person.
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ABOUT SHIP24

Ship24 gives merchants and platforms one place to track every shipment, across every carrier: more than

2,500 couriers in over 180 countries, 2.5 billion parcels tracked, 15,000 brands served, 99.9% uptime.

THE PRODUCTS

The Tracking API is the foundation: one endpoint, a tracking number, the whole journey back. Status
Normalisation reads each courier's raw event text and maps it to one taxonomy, so a parcel passed
between a line-haul operator, a consolidator and a national post reads as one journey rather than three.
Courier Auto-Detection identifies the carrier from the number itself. Smart Refresh Rate sets the polling
interval per shipment, so parcels near a status change are checked harder than parcels sitting still. Al
Predictive Delivery Date returns a computed arrival date, which is what lets a merchant promise a date
at checkout rather than a speed. Proof of Delivery returns the delivery confirmation itself. Webhooks
push every change as it happens with the full payload, and retry if an endpoint fails.

Tracking Analytics turns that data into decisions: delivery rate, resolution rate, median transit and on-time
performance against the estimated date, filtered by date, courier, origin and destination. Couriers carry a
star rating, geography drills to the individual route, and delivery speed is shown as a distribution rather

than an average.

The Shipment Dashboard is the operational view for teams who do not want to build one, with bulk CSV

import and filtering by status, courier and country.

The Branded Tracking Page keeps the customer on the merchant's own brand at the moment they are

most engaged, fully customisable, carrying promotional content, and embeddable in an existing site.

Delivery Notifications cover the seven moments that matter, from information received to delivered.

Design, content and timing are configurable, and messages come from the merchant's own domain.

I0SS and VAT services cover EU-bound sellers, with Ship24 acting as registered intermediary and

handling monthly reporting and payment.

Integrations cover Shopify and Temu directly, Make, Zapier and Google Sheets for no-code workflows,

and an MCP server plus Al plugins so an assistant can query shipment data itself.

Pricing is published, usage-based and self-serve, with a free tier and no annual contract. Support is

handled by people, and data quality is monitored continuously.
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