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LAST MILE EXPERTS

Our focus drives 
Your SUCCESS!

Last Mile Experts is a specialist  CEP and 
E-commerce last mile consultancy. 

Our team have joint experience of several 
hundred years and are supported by 
partnered specialists throughout the globe, 
who help us deliver industry best practice in 
even the most focused areas.

In addition to the above, we have 
relationships with many key suppliers of 
hardware and software for route optimisation, 
sortation or tracking and control.
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WHAT WE DO AT  
LAST MILE EXPERTS

At Last Mile Experts, we support 
our clients to develop, deliver and 
sustain competitive advantage 
across a number of critical business 
areas but focusing on Courier 
Express Parcel and e-commerce 
last mile:

 � Business operating models including  
cross-border

 � General or specific operations solutions
 � Hardware and software selection and 

contract negotiation
 � People and organisational development
 � Research and benchmarking
 � Support in negotiating the best SLA’s and 

commercial terms
 � Strategic as well as operational pricing and 

product portfolio management

Mergers & Acquisitions
including market reviews, pre-deal 
due diligence and post-deal advisory

E-commerce / Amazon 
and the last mile 

Out of Home delivery 
options including APMs and HUB’s 
(lockers) and PUDO’s (access points).

Strategic planning and commercial 
proposition

Interim / turnaround management
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SPONSOR

DPDgroup

2021
key facts and figures

€14.7 B*

revenue
+14.8% growth vs. 2020 
*Asendia revenue included

Largest 
parcel delivery 
network in Europe

2.1 B 
parcels delivered
+14% growth vs. 2020

12.2 M 
New daily record 
12.2M parcels handled Europe-wide on 
Nov 29th, +60% vs. usual daily volumes

120,000
delivery experts

58% 
of B2C volumes 
vs. 55% in 2020

4,881 low emission
vehicles deployed in
176 European cities

70,000 Pickup points worldwide
Pickup points (parcel shops and lockers) in 31 countries

Operating countries with Pickup points

dpdgroup.com

DPDgroup is one of the world’s leading 
parcel delivery networks, aiming to 
be a reference in sustainable delivery 
and become a leading enabler of 
e-commerce acceleration.
DPDgroup combines innovative 
technology and local knowledge to 
provide a flexible as well as user-
friendly service for both shippers as 
well as shoppers. 
With 120,000 delivery experts 
operating in nearly 50 countries, and 
a network of 70,000 Pickup points, 
DPDgroup delivers 8.4 million parcels 
worldwide each day – 2.1 billion parcels 
per year. Through the brands DPD, 
Chronopost, SEUR, BRT and Jadlog.
DPDgroup is the parcel delivery 
network of GeoPost. GeoPost posted 
sales of €14.7 billion in 2021. GeoPost is 
a holding company owned by La Poste 
Groupe.

We plan to bolster our current number of out of 
home delivery points from 60,000 to more than 
100,000 over the next three years in Europe, 
with the aim of providing up to 90% of the 
European population with access to a Pickup 
point in less than 10 minutes walking distance

Maxime d’Hauteville 
CEO of Pickup 
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AUTHOR - LAST MILE  
EXPERTS MANAGING PARTNER

MAREK RÓŻYCKI

Experience in courier  
industry
 � Financial Controller - 

DHL Express Poland     
1990

 � Founder, Masterlink Express (now DPD 
Polska) 1991

 � Turnaround CEO Masterlink Express     
1999-2004  

 � CEO CEE, DPD 2004-2006
 � CEO CSEE DPD  2006-2013
 � VP Amazon Logistics Europe  2014-2015 
 � Deal Advisor SB Member Pekaes SA     

2015-2017
 � Deal Advisor SB Member  

Advent/InPost S.A  2016-2017
 � Deal Advisor SB Advisor  

Urgent Cargus S.A.  2017-2019
 � Board Advisor Trendyol Turkey     

2020-2022
 � Board Advisor eMag/Sameday Romania    

2020-
 � Board Advisor Technomanija Rep. of Serbia 

2021-

Achievements
 � Created leading domestic CEP carrier in 

Poland (DPD Polska)
 � Textbook restructuring of Masterlink 

following takeover by Swedish Post
 � Successful turnaround of 7 further CSEE 

BU’s
 � Developed the most homogenous road 

based parcel network in CSEE
 � Tripled DPD CSEE revenue from 2006-

2013, with industry beating ROS
 � Conceived IT4EM (ERP for several DPD 

markets)
 � Part of start up team for Amazon Flex, 

Fresh and Prime Now
 � Participated in creating the successful 

restructuring plan for InPost 

Selected Projects
 � Complete nationwide PUDO/locker 

implementation plan in CEE
 � Restructuring of  some 10 CEP businesses  
 � Launch of fuel surcharge throughout DPD 

CSEE
 � Launch of PUDOs throughout CSEE
 � IT4EM/IDM capability at DPD CSEE
 � Helped acquire or sell over 10 CEP 

businesses

Summary 

Entrepreneurial ex-regional CEO 
with multicultural experience; 
a courier express parcel, 
restructuring and last mile 
e-commerce background. 

A team builder with a strong 
industry network who has 
operated in various CEP markets, 
especially Poland, with a proven 
track record of success even in 
very challenging circumstances.
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Experience in courier  
industry
 � Operations Supervisor, 

Oversea Courier Services    
1992-1996

 � International Operations 
Manager, M.S. Stolica 1996-2003

 � (GSA for Airborne Express, FedEx, Aramex/
GDA, Net Express)

 � Founder, COO of MACS brokerage & freight 
forv.  1998-2004

 � Key Account Manager, Frans Maas Polska                 
2004

 � International Operations Manager, M.S. 
Stolica 2004-2005 

 � Industrial Engineering Manager, UPS Polska             
2005-2010

 � PM, UPS NE District 2010-2011 
 � Industrial Engineering Manager, UPS EMEA 

Region 2011-2013
 � Outside Service Providers Manager, UPS 

Polska2013-2014

 � PM, Central Hub construction, UPS Polska               
2014-2015

 � COO, UPS Polska   2015-2019
 � PRO Partner Last Mile Experts, CEP 

consultant 2020-2021
 � Partner, Vice President Last Mile Experts                 

2021 - 

Achievements
 � OCS, Airborne Express, FedEx and Aramex 

(GDA) next day international services 
implementation across the Poland

 � Full operational and IT integration of UPS 
and acquired M.S. Stolica

 � UPS Nordics HQ and Stockholm package 
centre relocation

 � UPS stage one integration with acquired 
Kiala B2C company

 � UPS Poland central hub construction and 
distribution network redesign

 � UPS Poland best operational performance 
worldwide 

CO-AUTHOR LAST  
MILE EXPERTS VP PARTNER
MIREK GRAL

Selected Projects
 � Co–founder of Polish Express Carriers Forum
 � GSE contracts with Airborne Express, FedEx 

and Aramex 
 � UPS Polska integration with M.S. Stolica and 

complete distribution network redesign
 � Launching UPS intercontinental flights via 

Warsaw airport
 � First stage of Kiala B2C/PUDO business 

merge with UPS network 
 � Renegotiations of Polish UPS Outside 

Service Providers service agreements with 
new SLA implementation

 � UPS Poland feeder & hub’s network redesign
 � BREXIT operational set up redesign for UPS 

Poland.
 � Subject matter expert during few DD’s in 

CEE CEP market

Summary

More than 29 years of experience in CEP 
industry supported by cooperation with 
the largest players on the international 
market.

Leader and Team player with 
organisational and planning skills 
followed by experience of work abroad 
with multinational/ multicultural 
environment and time critical projects. 
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ABOUT THIS REPORT

In 2021, the European CEP market exceeded 10,6 
billion B2C parcels and over 80 billion Euros. The 
expectations for 2022 are even higher.

The CEP industry is driven by dynamic growth in 
e-commerce, which is now further strengthened by 
restrictions in retail caused by Covid-19. 

Over the last few years, there have been significant 
changes in market shares, parcel types  B2C (Business 
2 Consumer) vs. B2B (Business 2 Business) and first or 
last mile channels P2P (Point 2 Point) vs D2D (Door 2 
Door).

Out of home (OOH) delivery, including pick-up and 
drop-off points (PUDO) and automatic parcel machines 
(APM), is playing an increasingly important role.

Our updated and improved report covers the market 
structure, countries, players, growth and key trends.

In this report we seek to understand what is behind the 
Out of home delivery trend and to assess what future 
impact this will have on the various stakeholders.
The market is served by a combination of carriers 

ranging from the national postal operators to parcel 
lockers operators and indeed CEP players. The report 
covers new types of OOH delivery providers, too.

There are a number of new OOH factors and players 
which have become more relevant in recent years 
such as convenience store networks or newspaper 
distribution networks aka kiosks.

LME has in depth knowledge of this market and has 
made various studies on OOH delivery in Europe and 
elsewhere. Our team has a strong entrepreneurial 
background including the creation of DPD Polska 
(formerly Masterlink Express) a leading player on the 
Polish CEP market and the integration of companies 
as was the case with UPS Poland. Our consulting work 
includes advising many companies, both e-commerce 
and carriers, regarding the set up or improvement of 
nationwide PUDO/locker models and supporting IDM 
(Interactive Delivery Management) tools.

Background to the report

What can you find in this report?
 � The report covers all key players in the European 

market for OOH delivery.
 � We define the OOH market to include PUDO and 

APM parcels. They mainly include B2C and C2X 
parcels and P2D, D2P, P2P channels. OOH can be 
used for the first and last mile.

 � We analyse the evolution of B2C parcel volumes 
before, during and after the pandemic so as to 
bring the right market insights on 27 EU countries 
and Great Britain. 

Who will benefit from our report?
The report is intended for:
 � Owners and operators of OOH networks.
 � CEP companies.
 � Online retailers.
 � Investors in these businesses.
 � Market regulators and policymakers.
 � Journalists and editors of newspapers and 

magazines. 
 � Analysts, consultants and other stakeholders.

 

What are the sources and methodology?
The main sources for the report are:
 � Extensive desk research on the OOH market and 

its operators covering company press releases, 
websites and other sources.

 � UPIDO. AG internet search algorithm outcomes 
to estimate B2C parcel volumes growth in 27 EU 
countries and Great Britain.

 � Published information on key market drivers 
such as economic data and estimates of home 
shopping levels and practices.

 � Interviews with senior-level contacts in the 
market.

 � LME’s own, in depth, expert knowledge and 
analysis.

 � The key input to our market size estimates is 
a bottom-up analysis of the OOH points of the 
firms operating in Europe in 28 countries (EU + 
GB).

 � Verification with experts from local markets to 
confirm the players, the number of OOH points, 
trends, etc.

 � Dataplace.ai analysis of data related to 
consumer traffic and in “location intelligence” 
services.

 � Where actual or published date is not available, 
estimations were made based upon our market 
knowledge. 

 � The analysis of PUDO points and automated 
parcel machines contained in the report refers 
to the status as of the end of December 2021.
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METHODOLOGY

OOH (out of home) is relatively new 
and is developing fast. To ensure the 
collected information is up to date, we 
have conducted:
Extensive desk research on PUDO 
(pick up drop off) and APM (automated 
parcel machines, called  as “lockers”) 
networks in Europe covering company 
accounts, websites, press reports and 
other sources.
Several interviews (CEO, senior-level 
of CEP, PUDO, APM operators, experts, 
retailers).
Analysis of 28 countries (EU countries  
+ GB).
Analysis of 288 networks (network by 
network for each country in scope).

Moreover, we have partnered with 
UPIDO A.G.  and dataplace.ai, the 
former has created several proprietary 
algorithms enabling to exploit Internet 
search data in order to monitor and 
predict the evolution of e-commerce 
and B2C parcel volumes and the latter 
has provided detailed information on 
the Polish OOH market.
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DEFINITIONS

Definitions and abbreviations used in the report

 � APM   Automated parcel machine

 � B2C   Business to consumer

 � CEE   Central Eastern European countries

 � CEP   Courier Express Parcel 

 � COD   Cash on delivery

 � CX   Consumer experience

 � D2D   Door-to-door delivery

 � ESG   Environmental, social and governance 

 � EV   Electric vehicles

 � E-VEHICLE  Ecological (low emission) vehicle

 � FTD    First time delivery 

 � GHG   Greenhouse gas emission

 � IDM   Interactive Delivery Management 

 � LAST MILE  Leg of a journey comprising the movement  

    of goods from a distribution centre  

    to a final destination

 � LCV   Electric light commercial vehicles

 � LME   Last Mile Experts

 � OEM   Original Equipment Manufacturer

 � OOH   Out of home 

 � Paczkomaty® Reserved name for InPost parcel locker

 � PUDO   Pick up and drop off location

 � RPL   Residential parcel locker
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EXECUTIVE SUMMARY 

Customers are increasingly demanding 
when it comes to the delivery 
experience. They want visibility, 
flexibility and control. In fact, several 
recent studies, including those by 
Metapack, show that consumers will 
abandon their basket if the delivery 
option they want is not available.

Given massive volume growth, out 
of home is a „must have” to be able 
to achieve capacity and critical to 
offer customer choice. A good returns 
process is an important element of CX 
and can determine whether customers 
come back…or not.

While each user group (Customers, 
Merchants and Carriers) benefit from a 
different value proposition, automated 
parcel machines and PUDO’s are 
central to each of them and can be 
expected to become more important 
over time. 

Much of the Covid-19 acceleration 
in e-commerce is likely to last and 
B2C parcel volumes in the EU and 
Great Britain will reach more than 20 
billion pieces in 2025 in our base-case 
scenario. However as a result of the 
pandemic parcel growth performance 
is not uniform across the EU, and OOH 
delivery networks do not seem to be 
optimised at this stage yet.
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COMMENT 

Online shopping has accustomed customers to 
convenience. They can look for products and order them 
anytime and anywhere. They also have similar expectations 
in relation to the way they have their parcels delivered – 
they not only want to receive their orders quickly, and get 
free shipment, but also to collect at a place and time that 
suits them. The answer to this challenge is Out of home 
(OOH) delivery.
OOH is both cost effective and environmentally friendly. 
Parcels can be picked up on the customer’s commuting 
path at a convenient time, within a time frame of some 
days. OOH allows consolidation of last mile shipments 
which increases delivery efficiency and reduces the 
carbon footprint. Resources (cars, couriers) and processes 
(dropping off more parcels at the same location decreases 
the number of stops required and eliminates unsuccessful 
deliveries due to an absent recipient) are limited. Moreover, 
both the delivery costs and the average delivery time are 
significantly decreased.
The development of the PUDO (pick up drop off) points 
and parcel lockers is undoubtedly one of the most 
important trends in the CEP industry. Their popularity is 
growing with the rise of e-commerce, as can be seen from 
the LME reports on OOH in 2021 and 2022. More and more 
OOH points are emerging, displacing door-to-door services. 
A perfect example is the Polish market, where the OOH 
share in the CEP market increased from 41% to 47% last 
year, which was mainly due to the increase in the share of 
parcel lockers (from 29% to 36%). D2D courier services are 
slowly becoming premium services. Surcharges for delivery 
of parcels to the customer’s door are more and more often 
discussed.

Prof. Arkadiusz Kawa 
Managing Director of Łukasiewicz 

– Poznan Institute of Technology
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to the report



BACKGROUND TO THE REPORT

15

CEP INDUSTRY CHANGING

In the late 1990’s, the mail and 
parcels market started to grow, 
worldwide, fueled largely by 
growing e-commerce related 
volumes. The incumbent players 
were forced to look for new more 
efficient and economic solutions. 
Originally there were three main 
shipping streams:

 � Business mail and parcels.
 � B2C mail and parcels as a result 

of distance shopping.
 � Field engineering service  

delivery.

In line with fast market 
development and the growing 
popularity of the internet 
e-commerce has become 
increasingly important, 
Amazon, in particular has 
played a key role in changing 
the face of last mile delivery 
in the region over the last 
decade.
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E-COMMERCE IN EUROPE 

Out of Europe’s 747.8 million people, 92% of households have internet access.
The third biggest worldwide e-commerce market in 2020 is Europe with revenues 
of 460.5 billion. An annual growth of 7.3% will lead to revenues of US$655.6 billion 
by 2025. (source: Statista) 

Source: Statista
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E-COMMERCE IN EUROPE 

Statista’s recent market research shows long term steady growth of e-commerce 
despite periodic slowdowns such as the one currently being experienced, 
arguably as a direct result of the war in Ukraine. This growth is the key catalyst for 
B2C parcel volume development. 

Notes: Data shown is using current exchange rates, does not yet reflect market impacts of Russia-Ukraine war.
Source: Statista, Jun 2022

 Europe retail e-commerce revenue forecast from 2017 to 2025
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WHAT DOES COVID CHANGE?

 � Accelerated e-commerce growth
 − New users and categories

 � Further capacity issues
 − Need for new “human-less” options 
 − Need for better IDM & “consignee integration”

 � Better understanding of the need for sharing
 − More agnostic networks
 − More government pressure on synergy 

 � Revolution in last mile infrastructure?
 − Localised stock vs “hub & spoke”

A shifting landscape

The past few years have witnessed 
wave upon wave of disruptions whose 
magnitude has affected the entire 
world. The COVID-19 pandemic had 
a powerful accelerating effect on 
e-commerce as a whole, adding 
around 15 million new shoppers in 2020 
and fast-forwarding the industry three 
to five years ahead of pre-pandemic 
forecasts. Along with new shoppers, 
new behaviours appeared in response 
to the government-imposed restrictions 
and lockdowns, which left consumers 
little choice other than the internet 
to meet their everyday needs. The 
crisis was thus a contributing factor 
to the growth of most online product 
categories, especially food. As the 
pandemic ebbs, some of these new 
habits and behaviours have subsided 
as well, while others subsist and evolve, 

becoming lasting trends that continue 
to shape the industry.

In 2021 15.5% of all purchases among 
regular shoppers in Europe were made 
online. The pandemic served as a 
catalyst for this transition, facilitating 
the emergence of a multi-faceted, 
omnichannel consumerism that we 
have dubbed New Commerce, in 
which digital and traditional modes of 
shopping meet. 

The strong economic uncertainty since 
the beginning of 2022, triggered by 
a very complex geopolitical context, 
could significantly influence the 
consumption habits, questioning the 
e-commerce growth installed for the 
past 2 years.
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2021 was a transition year between the old 
and the next normal once the pandemic 
is over. As we predicted in 2020, 2021 B2C 
parcel volumes, slightly higher than 10 billion 
deliveries in the European Union and Great 
Britain, were flattish compared to those a 
year earlier. The 20 billion total annual B2C 
parcel volumes milestone is forecasted to 
be reached at some point between 2025 and 
2026 and the 30 billion level between 2028 
and 2029. In the short run, however, European 
B2C parcel development is forecasted to 
be muted. In 2022, B2C parcel volumes are 
expected to be only slightly higher than what 
would have been expected in a scenario 
without a pandemic. 

The current inflationary situation and war in 
Ukraine,as well as the latest Covid-19 wave 
in China, will not support current consumers’ 
spending and product availability. Once 
geopolitical and macroeconomic tensions are 
overcome, we expect to witness an increasing 
gap between post-pandemic B2C delivery 
volumes and the levels that would have been 
reached without a pandemic. In 2029, an 
additional 10 billion B2C deliveries, at least, 
are expected to be generated as a result of 
the consumers’ behavior change during the 
2020-21 pandemic. This growth differential 
will be driven by the next generation of online 
shoppers born out of the pandemic.

THE COVID-19 PANDEMIC IS STILL DRIVING A MAJOR 
SHIFT TOWARDS ONLINE SHOPPING AND GREATER 
B2C DELIVERIES IN EUROPE BY THE END OF THE 
DECADE.

Source: UPIDO 
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In 2021, more than 50% of EU countries 
remained at B2C parcel volumes 20% higher 
than their pre-pandemic level in 2019. 
Lithuania, Latvia, Cyprus, the Netherlands 
and Czechia led B2C delivery growth rates 
with volumes increasing by more than 40% 
between 2019 and 2021. They are closely 
followed by Greece and Great Britain which 
are also nearing the 40% increase in volumes 
between the pre-pandemic stage and the 
end of the pandemic. Only four European 
countries reached B2C parcel volume growth 

rates, between 2019 and 2021 levels, which 
were lower than 10%. Despite changes in 
online consumption behavior across all 
European countires, the pandemic has not 
unleashed a homogeneous development 
of online shopping in those regions. It rather 
seems that divergences in B2C parcel volume 
development have become even greater 
than before the pandemic, highlighting the 
importance of successfully deploying the next 
generation of delivery services and designing 
new delivery experiences.

IN MOST EUROPEAN COUNTRIES, B2C PARCEL 
VOLUMES REMAIN SUBSTANTIALLY HIGHER THAN 
BEFORE THE PANDEMIC.

Source: UPIDO 
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COVID-19 DRIVING
VOLUMES IN 2021 AND 2022

The effects of the Covid-19 pandemic are captured by integrating the Oxford 
University Covid-19 Stringency Index, which measures the levels of Covid-19 
containment measures in each country, in the B2C parcel volumes predictive 
model.
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IN 2021, COVID-19 RESTRICTIONS DID NOT MATTER FOR 
EUROPEAN ONLINE SHOPPERS

Unlike in 2020 when the sudden mobility 
restrictions and lockdowns unambiguously 
led to an unprecedented surge in online 
shopping and B2C parcel volume. There was 
no correlation between the stringency of 
measures in 2021 and B2C parcel volumes 
growth rates once the number of 2021 
deliveries are compared with their pre-
pandemic level in 2019. 

This could be explained by the relatively 
successful vaccination campaigns that 
were carried out throughout the European 
Union and Great Britain. On the one hand, 
people felt confident enough to return to 
physical shopping experiences, and physical 
retail stores took advantage of improved 
immunity among the European population 
through reopening. On the other hand, many 
shoppers adopted new online shopping 
habits in 2020 and maintained them in 2021 
irrespective of the evolution of the pandemic. 

An irreversible change in preferences towards 
online shopping could be observed for 
certain shoppers’ demographics and product 
categories.

Source: UPIDO 
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MOSTLY SINGLE DIGIT GROWTH 
PREDICTIONS FOR 2022
If one distinguishes Amazon Prime from non-Amazon Prime countries in Europe, one can 
observe, for both groups, the same median B2C parcel volume growth rate between 2019 and 
2021, that is 22%. In the Amazon Prime group, the Netherlands, Great Britain and Spain were 
clearly outperforming their peers in terms of B2C deliveries during this period. In the non-
Amazon Prime countries, Lithuania, Latvia, Cyprus, Czechia, Greece, Estonia and Slovakia were 
the B2C parcel growth outperformers.

Some European countries showed strong 
resilience in keeping B2C parcel volume 
growth momentum. 

Source: UPIDO 
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During this 2021 transition year for B2C parcel 
volumes, seven countries have proven to be 
particularly resilient in terms of annual growth 
rates, namely Latvia, Lithuania, Czechia, 
Denmark, the Netherlands, Sweden and Italy. 
They were all able to maintain positive year-
on-year growth rates ranging from 4% to 21% 
in a time during which many shoppers were 
purchasing in physical retail stores again.

We witnessed high rates of decline (less 
than 10% on a YoY basis) in almost/over half 
of European countires. One reason for these 
volume declines is that some countries 
were growing extremely fast in terms of 
online sales in 2020 and could simply not 
keep the same growth pace in 2021. Another 
possible reason is the growth of faster on-
demand delivery services, such as online 
grocery shopping, which is progressively 
shifting consumers’ experiences away from 
traditional parcel deliveries for a greater 
variety of goods. Despite the crash/slowdown 
of rapid deliveries consumers eexpereince 
new delivery services that are incomprably 
faster (more convenient etc.), their standards 
and expectations chance towards the entire 
delivery industry. That could explain the lower 
order volumes for goods channeled through 
classical parcel delivery, particularly if carriers 
are not adapted to the 21st century’s digital 
economy conditions.

Once the groups of Amazon Prime and non-
Amazon Prime countries are distinguished, a 
greater B2C parcel volumes growth resilience 
can be noticed for the former, highlighting 
larger variations in B2C parcel volumes in the 
non-Amazon Prime relative to the Amazon 
Prime group. The Amazon Prime subscription 
program helps to stabilise online shopping 
and parcel volumes in time of greater 
uncertainty.

Source: UPIDO 

Source: UPIDO 
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E-COMMERCE NEEDS 
BETTER SOLUTIONS AND CX

E-commerce needs, above all:

 � Capacity
 � Quality/first-time delivery (FTD)
 � Choice 

 − Where? 
 − How? 
 − When?
 − For how much?

We have pivoted to a carrier agnostic model to allow flexibility for our 
partners and the choice of a wide mixture of everything from super-
urban to rural sites, with the opportunity to allow customer pick up or 
return at days and times to suit busy lifestyles – particularly suited to 
the new hybrid ways of working

Nick Williams
Head of Strategic Partners & Product

PayPoint plc
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UP-TO-DATE DELIVERY PREFERENCES 
ACROSS EUROPE 

Overall, e-shoppers are using fewer 
types of delivery places on average, 
most likely as a result of pandemic-
related mobility restrictions. While 
the ranking of main delivery places 
resembles that of 2019, both parcel 
shops and especially parcel lockers 
stations progressed, with the latter 
moving up to 3rd place, just one 
percentage point behind parcel shops. 
Delivery preferences also remain 
similar to 2019 such as real-time 
information, multiple delivery options 
(select delivery day and one-hour 
window ahead of delivery).

Knowing the exact one-hour window 
and advanced notifications both 

moved up in the ranking, undoubtedly 
reflecting the desire of those working 
from home to avoid interruption during 
important or high-activity moments in 
their workday.

The European countries where 
parcel lockers usage has grown and 
ranks high are Estonia where regular 
e-shoppers routinely use parcel shops 
(87%) followed by Latvia (75%), Lithuania 
(70%), Poland (62%), Hungary (24%) and 
finally Romania (21%). Whereas in China, 
39% of Chinese e-shoppers prefer to be 
delivered at a parcel lockers and 38% at 
a parcel shop.

Source: DPDgroup 2021 e-shopper barometer study conducted in 33 
countries worldwide, including 21 European countries.

82%
At home Parcel shops Parcel lockers

18% 17%
-4 +4
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GROWING CUSTOMER  
EXPECTATIONS

Customers are now more and more 
demanding in terms of deliveries. 
They want transparency, flexibility 
and greater influence on their delivery 
logistics. More and more customers 
value the fact that there are various 
delivery options via online shopping. 
What’s more, if the delivery is for free, 
consumers are willing to wait.
Customers are even able to opt out of 
a purchase if the delivery option they 
want is not available. Considering this 
and the fact that we currently have a 
huge increase in CEP industry (B2C) 
volumes, offering OOH deliveries is a 
must. 

Customers expect features  
such as:
 � Same-day – or even same-hour!
 � Time slot delivery
 � Alternative delivery options

 − Parcel lockers / PUDOs
 − Safe drop / leave with  

 neighbour (UK)
 � In-flight redirections or time slot 

changes
 � Consolidation of deliveries
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MERCHANTS ONLY HAVE 
ONE CHANCE TO MAKE A 
FIRST IMPRESSION

Consumers want to have a choice, so 
various delivery options at checkout is 
a must.

 � A preferred delivery option increases 
the probability of closing a basket 
which, in turn, leds to more revenue.

 � Positive delivery experience 
increases the probability of repeated 
orders and, therfore more revenue.

 � Above all, first-time delivery success 
means a closed sale… and less 
chance of a return.

 � Empirical data shows that a failed 
first time delivery increases the 
chance of a service failure several 
fold.

Consumers purchasing for the first 
time will only return if the CX is 
good! 
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LAST MILE – THE MAJOR CHALLENGE
 � Online shopping, as opposed to 

traditional trade, involves delivery to 
the final customer, a process that is 
complicated and costly.

 � According to Statista’s, “Last Mile 
Delivery Market” report, the global 
last mile delivery market is expected 
to grow to more than 200 billion U.S. 
dollars by 2027 from 108.1 billion 
U.S. dollars in 2020. The growth of 
the last mile delivery market is led 
by the increased number in online 
orders.

 � 70% of this expenditure will be 
generated by transport, some 40% 
of which relates to the last mile. 

 � The last mile is a critical point in 
the entire supply chain and one that 
is often still mis-managed and as it 
represents the biggest challenge for 
operators, especially in light of the 
ever growing expectations created 
by e-commerce.

OOH, using PUDO’s and APMs is 
currently the best solution to the last 
mile capacity problem.

It helps sustain B2C (and C2C) parcel 
volumes and the demand from 
vendors and consignees for ever more 
consumer-centric and flexible last mile 
services.

OOH can be up to 5 times more 
efficient per route, gives high quality 
and customer choice, which is so very 
important.

Locker routes can serve over 1300* 
parcels vs an absolute ceiling of around 
200 for a dense door to door, urban 
courier route.

OOH AS A SOLUTION TO THE LAST 
MILE PROBLEM

*Based upon actual urban deliveries for InPost in Poland.
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Out of home (OOH) delivery consists of 
delivering a shipment to a point or machine 
that is in a convenient place for the customer. 
A parcel can be picked up on the customer’s 
commuting path at convenient time, within 
a time frame of a few days. OOH is most 
commonly found in two forms: APM and 
PUDO. PUDO is a place where one can collect 
a package. It can be a small (convenience) 
store, a parcel shop or a depot/micro depot. 

OOH allows the consolidation of shipments, 
which increases delivery efficiency and 
can reduce delivery costs. Resources (cars, 
couriers) and processes (dropping off more 
parcels at the same location decreases the 
number of stops required and eliminates 
unsuccessful deliveries due to an absent 
recipient) are reduced. 

Out of home delivery involves the customer 
in the last mile process. Customers must do 
some of the work that the courier normally 
does, i.e. they must go to the OOH point and 
pick up their parcels by themselves.

The facilities have to be easily accessible to 
everyone. They must be “slipper distance” 
to coin a Bpost phrase, from someone’s 

residence, workplace or another place of 
regular sojourn or passing by. 

If a consignment cannot be delivered to the 
door, the redirection should be as close as 
possible to the address of delivery indicated 
during the order so as to minimise operational 
costs.

DEFINITIONS / CHARACTERISTICS 
OF OOH

1

2
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OOH PROVIDERS

OOH are provided by various players:

 � National postal operators 
historically the largest last mile 
infrastructure, usually with a mixture 
of traditional postal outlets, third 
party agency/PUDO points and 
increasingly, lockers.

 � CEP companies such as DPDgroup, 
DHL, InPost/Mondial Relay, UPS, 
Evri/Hermes, GLS or FedEx and 
local heroes such as Zasilkovna, 
Matkahuolto, Sameday or Colis Prive 
have their own pick up and drop off 
facilities. 

 � E-commerce Amazon and 
AliExpress as well as local heroes 
such as eMAG, Allegro as OOH 
providers.

 � Retail point owners such as  
7- Eleven, Zabka, Orlen, Lidl, 
PayPoint.

 � Infrastructure owners such as 
Public transport, Rail companies, 
Local or city authorities or, 
more recently, private (parking) 
infrastructure owners/operators. 

 � IT platforms/Consolidators 
(bliskapaczka.pl, Asendia, Metapack, 
Seven Senders (development of 
courier brokers towards IT solutions 
integrating multiple forms of delivery 
and opening physical PUDO points).
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ADVANTAGES OF OOH

 � OOH offers ever more consumer 
centric and flexible last mile 
services.

 � Almost 100% first time delivery
 � Proximate to customers (best in 

class urban networks are <350m 
away) - who can pick up the 
package “on the way”, e.g. when 
shopping or coming back from work.

 � Convenient - 24/7 (outside APMs) or 
extended opening times PUDOs

 � Contactless (APMs).
 � Cheap and easy returns
 � More flexibility; long period of 

storage (some 5 days in most 
PUDOs).

 � Operationally and financially 
efficient.

 � Ecologically superior where the 
PUDO or locker is proximate to 
home.

 � Fast and relatively cheap means of 
increasing capacity*.

*Where operating at reasonable capacity.
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REASONS/DRIVERS FOR OOH 
DEVELOPMENT

We believe in offering choice and convenience 
to shoppers and the Pickup network enables 
us to do just that. If someone isn’t at home to 
receive their parcel, they would still be able to 
receive their delivery with a collection from 
their nearest parcel shop or locker, that same 
day. The 6,200 Pickup shops and lockers in 
the UK are within easy walking and/or cycling 
distance for most consumers. For example, 
98.89% of our Pickup shops in London are a 
ten-minute walk away.

Tim Davies 
Regional Support Manager at DPD UK 

 � The lack of available labour and an 
increase in fixed costs can be expected 
to result in the significance of D2D courier 
services, which will become more 
expensive and evolve into a premium 
alternative. 

 � Economy delivery services and 
subscription models will further drive the 
demand for OOH capability which will be 
the only way to achieve acceptable cost 
levels.

 � The pandemic (COVID-19) has further 
accelerated the popularity of OOH. 

 � Re-commerce trends (second hand) 
and new entrants such as Vinted, OLX, 
Zalando. Pre-owned are making C2X 
services ever more in demand and this 
is ideally suited to OOH networks due to 
the low cost of both the first and last mile 
(only to/from the access point with the 
customer/consignee doing the rest).

The reasons for OOH success are:
 � More choice for the customer.
 � High first time delivery rates.
 � Ease of locating and accessing by 

couriers.
 � Highly efficient delivery method 

which increases last mile capacity 

up to 4 times.
 � Significant cost benefits vs. D2D.
 � Significantly less congestion.
 � Some 2/3 less carbon emissions 

in urban areas and more in rural 
ones*.

*Reduction of carbon emissions due to a higher delivery success rate
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OPEN/AGNOSTIC VS  
CLOSED NETWORKS

The discussion of open (a.k.a. Carrier 
Agnostic) or closed OOH networks 
has become increasingly topical as 
e-commerce has driven this area of the 
last mile forward and led to the need 
for new ways of approaching it.
Traditionally, incumbent OOH networks, 
usually posts due to their legacy 
infrastructure, have been unwilling 
to allow others to use their networks 
as they consider them to be part of 
their competitive advantage. This 
is beginning to change as players 
become more knowledgeable in this 
space and as governments and local 
authorities push for a shared last mile, 
due to environmental concerns.

While most networks are still closed, 
the change to an open model has 
come from China where the largest 
network in the world, HiveBox operates 
under an open model to which China 
Post has recently joined.
Open networks have an advantage in 
four key areas: efficiency, proximity, 
speed of development and sharing 
benefits.
Generally Open networks will be most 
efficient and should, in our view, be the 
“go to” model.
In the end, always be the customer 
(consignee) and it is the customer, who 
will expect fewer but larger and more 
proximate OOH networks.

$
MORE 

EFFICIENT
SHARING 
BENEFITS

FASTER 
DEVELOPMENT

MORE 
POINTS/

PROXIMITY

Open NetworkOpen Network
Many carriers and posts don’t get the value of an open (agnostic) network. 

Here’s why they make sense.
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PREFERENCES BY GROUP

OOH gives benefits to all key user 
groups: 

For the consumer 
(consignee), the key
is to have a choice of 
delivery options. Not 
only carrier brands, but 
various types of services 
that best match their 
current shopping needs.

For the merchant, the 
key is to have such
choice of delivery 
methods, that will
increase the basket 
closing indicator and
to ensure high and fast 
first-time delivery
scores and all important 
CX.

For carriers, the key is 
the ability to offer
capacity and good 
customer service
efficiently and 
effectively, something 
OOH is key for (in fact it 
is probably impossible
to serve subscription 
models profitably
without this.
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The UK OOH market continues to evolve organically. Whilst the 
overall theme is continued growth in the number of locations, 
there are also some interesting competitive dynamics playing 

out too. The most headline grabbing announcements of the 
past 12 months have been around the Post Office and InPost. 

The Post Office has now opened its network for the first time in its  
40- year history, meaning other carriers can utilise the government owned 

network of postal outlets – something Amazon and DPD have been the 
first to take advantage of. And InPost have rapidly scaled up their network 

from 1,000 APMs to 3,000 APMs, partnering with Evri and DHL  
in the process.

Mike Richmond 
Chief Commercial Officer 

Doddle

CONSUMER VIEW

D2D is theoretically the most convenient (if the consignee is home), but 
parcel lockers create the best overall CX 

PARCEL LOCKERS
“COLLECTION AT  MY 

CONVENIENCE”

PUDO
PARCEL SAFELY DELIVERED

CARRIER HOME DELIVERY
THERE’S NO PLACE LIKE HOME ?

Convenience:
 � Convenience and flexibility – 

access 24/7*
 � Located “on my way”, with 

easy access and  parking 
 � Physical proximity

Convenience:
 � “It’s on my way”, in my 

shop or petrol station etc.
 � Physical proximity – it is 

nearby…but not generally 
24/7 as per lockers

Convenience:
 � Location comfort – unlimited 

geographical coverage
 � Delivery comfort – it comes 

to my doorstep as long as I’m 
home

Customer centric: 
 � Customer has choice
 � Ease of use – one click to 

open the locker
 � Fast and easy - remote 

access eliminating queues

Customer centric:
 � Customer has choice
 � Extended time to pick up vs 

APM’s (usually a few days 
more)

 � Easier for (older) non tech 
savy customers, who prefere 
non standardised “human 
touch”

Customer Centric:
 � Ease of delivery – I don’t 

have to leave my home! 

Efficient:
 � Low/ attractive delivery 

price for, fast delivery 
(typically next day) 

 � No more missed delivery – 
high delivery success at first 
attempt

Efficient:
 � Low/ attractive delivery price 

for, 2-3 day delivery 
 � No more missed delivery – 

high delivery success at first 
attempt

Efficient:
 � Operationally least efficient
 � Fast delivery (typically next 

day)
 � To your doorstep but at  

a higher price

*in the vast majority of cases
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MERCHANT VIEW

CARRIER VIEW

Capacity, high first time delivery and good customer experience make OOH an 
important delivery channel 

Home delivery is the legacy option, but labour and fuel costs favour OOH

PARCEL LOCKERS PUDO/ STORE PICK UP CARRIER HOME  DELIVERY 

Delivery  
 � Safe place for parcels 

decreases level of damages
 � First attempt > high success 

rate
 � Good CX

Delivery 
 � Safe place for parcels 
 � Intermediate level of damages
 � First attempt > high success 

rate
 � Generally good CX

Delivery 
 � Highest level of damages
 � First attempt > relatively low 

success rate
 � If first attempt missed, high 

chance of service failure

Customer experience: 
 � Simple returns available at no 

/ low cost 

Customer experience: 
 � Consumer returns generally 

easy and available
 � Less standardised experience 

than from a machine

Customer experience: 
 � Few players can achieve good 

CX
 � Consumer returns are costly 

and challenging 

Volume / Capacity management 
 � Flexible to sudden volume 

changes until capacity is 
reached

Volume / Capacity management 
 � Flexible to sudden volume 

changes … up to a point

Volume / Capacity management 
 � intermediately sensitive to 

sudden volume changes*

LOCKER NETWORK  PUDO NETWORK CARRIER HOME  DELIVERY

Location  
 � Urban areas ideally located 

in bedroom districts, “close to 
home”

 � APM access to generally 24/7  
 � Need good and dense network 

(can be supported by PUDO’s)

Location 
 � Urban (or rural centre) areas 

located in a higher traffic points
 � Indoor access with limited 

opening times or days

Location 
 � Mainly residential with some 

business
 � Unlimited geographical 

coverage

Delivery service
 � Most efficient highest number 

of parcels per stop*
 � Automated process
 � Delivery success at the first 

attempt

Delivery service
 � Better than D2D several 

parcels per stop
 � Manual process
 � Delivery success at the first 

attempt

Delivery service
 � Most expensive and least 

efficient for carriers (ca 
1 parcel per stop)

 � Relatively low successful FTD  
level (especially without IDM) 

 � Leave safe options

Customer experience 
 � No direct contact with 

consumer
 � High possibility to manage on 

time delivery to meet SLA and 
generally best CX

Customer experience 
 � No direct contact with 

consumer (unless own PUDO)
 � High possibility to manage on 

time delivery to meet SLA and 
generally good CX

Customer experience  
 � Full personal contact 

with each consumer…but 
dependent upon the courier’s 
behaviour

 � Moderate possibility to manage 
on time delivery to meet SLA 
and varied CX

*except for large PUDO/Micro Depot alternatives

*especially where last mile delivery is outsourced/subcontracted by the carrier.
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OOH SOFTWARE – THE 
SECRET SAUCE IN OUT OF 
HOME THE LAST MILE

Importance of a great customer experience 
in OOH Deliveries

As OOH rapidly grows within the last mile 
delivery industry, it’s important to ensure that 
customers have a great experience when 
using these options.

OOH has proved itself to be a better model for 
last mile delivery and good user experience is 
one of the keys to increasing the adoption of 
OOH options versus typical home deliveries.

Good Software is the Key to Customer 
Experience

Software effectively dictates the user
experience because, at the end of the day,
this will largely be defined by how intuitive, 
simple and easy a process is.

What the final customer interacts with is 
typically based on the software being used 
by the company doing the deliveries. If the 
software on the user interface or operational 
processes is not solid, the customer 
experience will suffer. On the other hand, if the 
software is strong operationally, simple and 
functional for the customer, the customer will 
have a good experience.
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Better software in PUDOs

PUDOs will, for the forseable future, be a 
key part of OOH. A good PUDO experience 
will likely be more connected with in-store 
operational software rather than customer 
interfaces.

The flow should be extremely simple for final 
customers. It should be as easy as presenting 
some form of valid authentication (such as 
a QR code or a PIN-code) or just confirming 
a notification in an app, following a geocode 
check.

However, the tools to manage the PUDO shop 
for the operator should be solid, allowing 
them to easily communicate statuses or 
service issues with the delivery company, and 
authenticate the customer trying to collect a 
package.

Better software in Smart Lockers

Contrary to the above, when choosing APM’s 
as an OOH option, the final consignee will 
have to interact with a customer interface at 
the APM itself.

Therefore, it is imperative that the APM is 
simple to interact with and allows for a easy 
flow of either Pickup or Drop-off.

Not only that, but it is also becoming more 
frequent for APMs to use external interfaces, 
such as mobile or web apps.

Besides the customer experience aspect of 
APMs, an even more important element is 
how the APM is able to communicate with all 
the other operational components in the flow.

Good APM software will allow for efficient 
operations, simple and integrated flows, data 

collection for continuous improvement, and 
increasingly avoid a lot of the typical problems 
associated with APMs (such as overbooking).

Since the APMs are autonomous machines, 
at scale, it is also important to ensure that 
they are cost-efficient to maintain - where 
software can play a crucial role through 
preventive maintenance, remote monitoring, 
and troubleshooting.
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Software as a tool to close OOH gaps

OOH can have multiple elements, from PUDO 
points, APMs to newer solutions such as smart
lock enabled PUDO locations, both personal 
and communal.
Also, they can serve different flows such as 
first-mile, last-mile, and increasingly C2C 
operations. 

These systems should ideally be 
interconnected to ensure that the customer 
has a similar and uniform experience when 
interacting with each of them.

Moreover, operationally, it’s important for 
the delivery company to have different 
systems and operation types aligned and 
communicating with each other inside the 
same system, avoiding extra flows and 
disconnected solutions that will increase the 
operational complexity and error margin.

IDM as a tool to increase User Experience 
and drive OOH adoption

IDM is one of the key drivers in optimising the 
last mile User Experience, both for home and 
OOH deliveries. 

Almost like “Uber for parcels”, not only does 
it give a sense of control to the customer, by 
allowing them to track the progress of their 
order, but they also enable them to change 

the delivery option after the purchase had 
been made. This is not only convenient for the 
final customer but also operational efficient 
for the delivery company. That way, the 
consignee can warn the delivery company 
upfront about a potential missed delivery and 
give them an alternative delivery option in 
time.
(eg. DPD IDM)

IDM as a catalyst for OOH adoption

IDM can ‘convert’ customers into OOH 
delivery users. If a consignee makes a 
purchase with home delivery, but realises they 
won’t be able to receive it, with a customer 
centric IDM tool, he or she could use the 
IDM tool to easily select the OOH option as 
an alternative. Should that change result in a 
successful delivery, they will be more likely to 
opt for OOH delivery in the future.

Concluding thoughts

Even though we can see that while hardware 
and other physical infrastructure is important 
in the last mile, software is the secret sauce 
that makes everything work. For this reason, 
companies like ours are focusing more and 
more on creating software tools that will help 
develop the new last mile. 

Software is undoubtedly the key ingredient in any successful 
out of home project and this is an area that we have been 

focusing on from day one. Best in class software will be 
easily implemented, intuitive to use for both operators and 

consignees and above all flexible and stable

Miha Jagodic 
CEO 

Bloq.it
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THE WINNER 
IS EVERYBODY

While each user group 
(Customers, Merchants and 
Carriers) benefit from a different 
value proposition, lockers and 
PUDO’s are central to each of 
them and can be expected to 
become more important over time. 

Out of home is a „must have” 
if e-commerce is to be able 
to achieve the capacity that 
it needs today and that we 
predict for tomorrow.
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LOCAL BROKERS FOR OOH

Parcel Brokers or consolidators, allow one to gain access to large 
players and “local heroes” with one interface but are mainly geared 
towards SMEs or even private individuals. A few examples include
“bliskapaczka.pl” which is integrated with Poczta Polska, InPost, Ruch, 
DPD, UPS, FedEx OOH points. Brokers exist in most EU
countries and some leading examples include:
 � PL   - apaczka/sendit.pl, furgonetka.pl
 � IT   - spedire.it, sendabox.it
 � ES   - packlink.es
 � UK   - parcels2go.com, parcelmonkey.co.uk, parcelhero.com
 � DE   - letmeship.com
 � EU-wide  - sevensenders.com

Source: bliskapaczka.pl
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DENSITY ANALYSIS

MOST EUROPEAN COUNTRIES ARE PROGRESSIVELY 
REACHING CRITICAL OOH PENETRATION LEVELS IN 
TERMS OF OOH DELIVERY NETWORK DENSITY

In 2021, Denmark, Finland and Czechia 
were topping the European ranking of 
Out of home delivery options per 10,000 
inhabitants. In these countries, many OOH 
delivery points and locations were shared 
across e-commerce players, which massively 
adopted Out of home delivery at checkout, in 
turn enabling consumers to receive parcels 
from different brands and retailers in a more 
and more consolidated way. 

Denmark and Finland were the only countries 
exceeding 20 OOH delivery locations per 
10,000 inhabitants, followed by Czechia, 
Poland and Sweden which exceeded 15 OOH 
delivery locations per 10,000 inhabitants 
each. They were closely followed by Slovenia 
and Slovakia. Latvia and Great Britain are the 
last two countries composing the European 
leading group with 10 OOH delivery locations 
per 10,000 inhabitants. Furthermore, there is 
strong evidence that, in these nine countries, 
an early adoption of OOH networks by 
e-commerce platforms and retailers had 
been greatly benefiting online shoppers’ 
experiences. 

The leaders in adoption of OOH delivery 
were developing their OOH delivery networks 
services faster than the top followers, a group 
of countries made of Italy, the Netherlands, 
Germany, France, Spain, Belgium, Croatia 
and Estonia. Another group of followers,  
comprised of states like Ireland, Austria, 
Portugal, and Lithuania, have achieved fairly 
high OOH delivery density levels. Hungary, 
Luxembourg and Romania were starting to 
join the followers, too. Only Bulgaria, Cyprus, 

Greece and Malta seemed to lag behind 
others European countries in OOH delivery.

In 2021, almost all followers were getting 
closer to the penetration acceleration 
threshold of 10 OOH delivery locations per 
10,000 inhabitants. That is a sufficient number 
of OOH delivery points for further acceleration 
of online shoppers’ adoption of OOH delivery, 
i.e., to unleash the so-called “OOH delivery 
network effect”. Once OOH penetration 
reaches 10 OOH delivery locations per 
10,000 inhabitants, the evolution of OOH 
adoption becomes exponential. This means 
that, in countries reaching this OOH density 
threshold, a critical mass of consumers 
adopts OOH delivery as a convenient way of 
receiving parcels, and by so doing, invite even 
more e-tailers and e-commerce platforms 
to offer Out of home delivery at checkout. 
That, in turn, increases the online shoppers’ 
demand FOR OOH delivery services.
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DENSITY ANALYSIS

MORE OOH DELIVERY LOCATIONS FOR 
EUROPEAN ONLINE SHOPPERS: OOH DELIVERY 
INFRASTRUCTURE WAS FURTHER DEVELOPED 
THROUGHOUT EUROPE IN 2021

Except for the four countries lagging behind 
in terms of OOH delivery network density, 
the rest of the European Union countries 
and Great Britain were steadily expanding 
the use of OOH delivery alternatives in 2021. 
Despite the muted and relatively flat evolution 
of European B2C parcel volumes in 2021, 
the progress in the European adoption of 
alternative Out of home delivery network 
facilities was huge. 

OOH delivery point density increased by over 
50% in seven countries between 2020 and 
2021. In these geographies, we also observe 
that many OOH delivery locations are shared 
by at least two different delivery networks or 
e-commerce platforms.
This resulted in substantial convenience
improvements for online shoppers and a more 
efficient “sharing economy” type of network.

Source: UPIDO
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DENSITY ANALYSIS

THE GROWTH IN THE NUMBER OF OOH DELIVERY 
LOCATIONS VARIED WIDELY ACROSS EUROPE IN 2021

Sweden, Slovakia, and Great Britain were 
topping the year-on-year growth in OOH 
delivery locations in 2021. They were closely 
followed by Portugal, Poland, Luxembourg, 
and Denmark. These countries were 
increasing their total number of OOH delivery 
points by over 50% in light of the post-
pandemic development of next generation 
delivery services.

These OOH growth leaders were followed 
by a group of eleven countries with year-on-
year network density growth rates higher than 

twenty-five percent, namely Italy, Czechia,  
Latvia, Austria, Spain, Romania, Lithuania, 
France, the Netherlands, Belgium and Ireland. 

The 2021 negative growth figures for 
some countries mainly resulted from data 
adjustments in the estimation of the OOH 
delivery network size from one year to 
another, given the incomplete information that 
was made available by some OOH delivery 
networks for the years 2020 and 2021.

Source: UPIDO
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DENSITY ANALYSIS

Denmark, Czechia and 
Finland were topping the 
number of PUDO locations 
per 10,000 inhabitants in 
Europe in 2021. Another three 
countries also reach the 
critical threshold of 10 PUDO 
points per 10,000 inhabitants, 
namely Poland, Sweden 
and Slovakia. Similarly to 
parcel lockers, after the 
threshold is reached, the 
adoption of PUDO networks 
by e-commerce platforms 
and online shoppers alike 
can grow exponentially as 
a result of PUDO network 
externalities. Denser PUDO 
networks call for more 
platforms to add PUDO 
delivery options at check-
out and further increase the 
attractiveness of the PUDO 
OOH delivery solutions for 
consumers in terms of convenience. This 
in turn pushes even more e-commerce 
platforms to offer OOH delivery alternatives 
at checkout, and by so doing contributes 
increases the probability that consumers 
massively adopt OOH delivery. A virtuous 
OOH delivery circle is eventually generated 
under these conditions.

Another group of countries is close to reach 
this tipping point of 10 PUDO points per 10,000 

inhabitants in the coming two years, namely 
Slovenia, Italy, France, the Netherlands, Great 
Britain, Hungary, Belgium, Denmark and Spain. 
This means that most European countries are 
likely to benefit from dense PUDO networks in 
a very near future. Therefore, the PUDO OOH 
delivery solution is expected to contribute 
even more to the overall adoption of OOH 
delivery networks in Europe in the next years.

IN 2021, PUDO NETWORKS WERE THE GREATEST 
CONTRIBUTOR TO OOH DELIVERY LOCATIONS IN 
EUROPE

Source: UPIDO
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DENSITY ANALYSIS

SO FAR, ONLY A MINORITY OF EUROPEAN 
COUNTRIES ARE ON THEIR WAY TO REACH CRITICAL 
LEVELS OF PARCEL LOCKER NETWORKS DENSITY

Out of the twenty-seven 
European Union countries 
and Great Britain, twenty 
nations remained at a very 
low level of parcel locker 
penetration as measured 
by the number of parcel 
locker locations per 
10,000 inhabitants in 2021. 
These penetration levels 
considerably reduce the 
likelihood of wide adoption 
of parcel lockers as a main 
OOH delivery mode in most 
European countries in the 
coming years.  

Some interesting prospects 
in terms of future massive 
adoption of parcel lockers 
in Europe are detected in 
seven countries, namely 
in Denmark, Finland and 
Estonia, which are leading the European 
ranking in terms of parcel lockers network 
density, closely followed by Latvia, Sweden, 
Poland and Lithuania. Rapid acceleration in 
the adoption of parcel locker deliveries  is 
expected in all of these countries as soon as 
the critical threshold of 10 parcel lockers per 
10.000 inhabitants is reached.

Despite the current relatively low parcel locker 
network density in Europe, almost all EU 
countries have tried to develop parcel lockers 
at some minimum viable penetration scale. 
Collaboration between parcel locker networks 
and shared access to parcel locker cells 

across delivery providers and e-commerce 
platforms could ensure that the right levels 
of network density are reached faster, in turn 
helping to unleash the potential process 
of exponential growth in parcel lockers 
adoption by online shoppers. The coming 
years will show whether these OOH delivery 
opportunities are seized through a greater 
adoption and shared use of parcel lockers on 
top of what PUDO points are already offering.

Source: UPIDO
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OVERVIEW OF ALL  
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Important notes relating to OOH 
data in this report: 

 � As several carriers often use one 
OOH network, the number of points 
available for customers are not 
equal to number of unique points. 

 � OOH points created by retailers 
for internal use (such as IKEA, 
Castorama, OBI and others) are not 
taken into the consideration in this 
report. 

 � While Amazon is included in country 
analysis, this year, due to difficulty 
in gaining accurate data on Amazon 
OOH locations, the figures should 
be treated as indicative only (with 
exception of Amazon’s UK locations). 

 � For country summary pages 
numbers are rounded to the nearest 
10.

 � We have taken all reasonable steps 
to ensure that the data presented 
reflects the actual market situation. 
However, due to rapid development, 
the number of OOH points may differ 
from the one currently available on 
our continent. We invite all interested 
parties to contact us and participate 
in the next edition of the report in 
order to jointly strive for the best 
quality of the presented data.



51

DENSITY ANALYSIS

OVERVIEW OF ALL  
COUNTRIES

 � Key unique PUDO markets:
 − ●Germany   63 330
 − ●France   56 620 
 − ●The Great Britain  56 130
 − ●Italy    52 980 
 − ●Poland   45 280

 � Key unique APM markets: 
 − ●Poland   19 580
 − ●Germany   10 720 
 − ●The Great Britain  10 070 
 − ●Spain      6 920
 − ●Sweden     5 510 

79 710 APMs which is + 82% to 2020
Total number of unique OOH points grew by 36% YoY. 

Numbers presented in this section reflect 
unique points and will be followed by the 
number of available delivery points across 
all operators. In many cases, a single PUDO 
point, or parcel locker can serve multiple 
carriers and operators. Therefore, tables 
present networks with duplicated numbers, as 
clients may receive different packages served 
by various carriers to the same location, this 
is also important from a sustainability point 
of view. Germany is a clear leader of PUDOs 
with over 63 000 locations. With almost 20 
000 parcel locker locations, almost double of 
Germany or the UK, Poland can be described 
as “Lockerland”. 

 � OOH locations offered by key multinational carriers in countries analysed:
 − ●Deutsche Post/DHL   84 700 PUDO 17 310  APM 102 010 OOH points in total*
 − ●DPDgroup      62 530  PUDO  3 750  APM  68 750 OOH points in total*
 − ●GLS       56 100  PUDO  6 200  APM  62 300 OOH points in total*
 − ●●InPost       19 290  PUDO 20 110 

 
APM  39 400 OOH points in total*

 − UPS       31 080  PUDO  2 370  APM  33 450 OOH points in total*

* Including partners and shared points.
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AUSTRIA

CHARACTERISTICS

 � ●Unique number of points found:  4 790 PUDOs.  
1 460 APMs. In total 6 240 OOH points*.

 � ●Österreichische Post (Austrian Post) is still the 
largest operator offering its own points to other 
carriers such as DHL or Evri.

 � ●A new agnostic network MYFLEXBOX offers 
lockers to DHL, DPD and UPS.  

Operator PUDO APM Comment

A1 PAKET STATION 70 Partnership with GLS and DPD. 

AMAZON 227

DHL 1 700 515 Partnership with Austrian Post.

DPD / PICKUP 1 837 282 DPDgroup international network.

GLS 800

MYFLEXBOX 230
Partnership with  DPD, DHL, UPS. Plan to implement 
next 170 lockers by the end of 2022.

MYRENZ 89 Solution for residential and commercial buildings.

ÖSTERREICHISCHE 
POST (AUSTRIAN 
POST)

1 700 515 Partnership with Evri.

ROSY'S 4 Grocery click & collect in Vienna. 

UPS 449 Incl. MBE locations.

VARIOCUBE 40 Solution for residential and commercial buildings.

OOH in total

TOTAL 6 486 1 972 8 458

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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BELGIUM

CHARACTERISTICS

 � ●Unique number of points found: 9 070 PUDOs.  
1 040 APMs. In total 10 110 OOH points*. 

 � ●bpost is a strong leader. It is one of the most 
innovative postal companies in Europe. They have 

the densest network and offer delivery to lockers. 
bpost offers 1-click-Return and „Print @Office” 
option – printing labels for customers.

Operator PUDO APM Comment

BPOST 2 050 540 Partnership with DHL.

BUDBEE 500

COLIS PRIVÉ 50
Part of Hopps Group (with 25% Amazon share) 
Previously with MR, starting their own Colis Privé store 
network.

DPD / PICKUP 970 DPDgroup international network. 

GLS 500 Royal Mail.

HOMERR 400

FEDEX 1 580

MONDIAL RELAY 1 300 Partnership with Evri (Hermes).

POSTNL 800

UPS 1 295

VIATIM 120
Individuals sign up to offer pick-up point services at 
their home. Partnership with DHL and DPD.

OOH in total

TOTAL 9 065 1 040 10 105

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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BULGARIA

CHARACTERISTICS

 � ●Unique number of points found: 4 260 PUDOs.  
120 APMs. In total 4 380 OOH points*.

 � ●Balgarski Poshti (Bulgarian Post) is the biggest 
player. 

 � ●Speedy (DPD) and its main rival Econt are the only 
players offering APMs. 

Operator PUDO APM Comment

ACS 10

BALGARSKI POSHTI 
(BULGARIAN POST)

2 986

ECONT 550 37

IN TIME 41 Partnership with UPS.

INTERLOGISTICA 209 Partnership with GLS.

G.TACHYDROMIKI 7

EXPRESS ONE 
BULGARIA 

50 Austrian Post subsidiary.

SPEEDY 409 80
DPDgroup international network. RAPIDO (DHL Partner) 
becomes part of Speedy. Partnership with Evri.

OOH in total

TOTAL 4 262 117 4 379

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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CROATIA

CHARACTERISTICS

 � ●Unique number of points found:  3 230 PUDOs.  
180 APMs. In total 3 400 OOH points*.

 � ●Hrvatska pošta (Croatian Post) is the biggest player 
and has lockers supplied by Omniva 

 � ●Tisak is the largest kiosk retail chain with a network 
of over 800 points of sale throughout Croatia 

and the leading Croatian distributor of printed 
matter, tobacco products, prepaid vouchers and 
has started to offer parcel services for telecom 
operators and other products.

Operator PUDO APM Comment

DIRECT4.ME 30

DPD / PICKUP 618 30 DPDgroup international network. APM by Direct4.me

GLS 230

HRVATSKA POŠTA 
(CROATIAN POST)

1 016 145 Partnership with DHL.

OVERSEAS EXPRESS 550 Austrian Post subsidiary.

TISAK 814 Network of the kiosks.

OOH in total

TOTAL 3 228 205 3 433

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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CYPRUS

CHARACTERISTICS

 � ●Unique number of points found: 280 PUDOs.  
10 APMs. In total 290 OOH points*. 

 � ●Akis Express is the biggest PUDO operator. Cyprus 
Post is the second largest player and only operator 
of APMs. 

Operator PUDO APM Comment

ACS 40 Partnership with DHL.

AKIS EXPRESS 100

CYPRUS POST 68 13 PUDO - Post offices. Partnership with DHL.

G.TACHYDROMIKI 4

KRONOS EXPRESS 60

UPS 4

OOH in total

TOTAL 276 13 289

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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CZECH  
REPUBLIC 
CHARACTERISTICS
 � Unique number of points found: 18 420 PUDOs.  

2 410 APMs. In total 20 840 OOH points*.
 � ●Zásilkovna (Packeta group) is the leader on the 

PUDO and APM market, ahead of the national Post. 

 � ●Česká pošta (Czech Post) is developing Balikovna 
dedicated to PUDO. 

 � ●Balikobot is the fastest growing APM network in 
the country.

Operator PUDO APM Comment

ALZABOX 1 157
Operated and owned by: Alza a.s. Open network. Plans 
to install up to a 2 000 lockers until end of 2022.

BALIKOBOT 2 300
Broker with Lockers.ai brand, next 764 units will be 
avaiable by the end of 2022. Partnership with Alza.

ČESKÁ POŠTA 
(CZECH POST)

5 685
Czech Post includes network of PUDOs called 
Balikovna (2 222 locations).

DHL EXPRESS 394 49

DPD / PICKUP 1 337 12 DPDgroup international network.

GLS 1 000

OX.POINT 100 Partnership with Rohlik.

PILULKA 30 Pharmacy chain. 

PROFESIONAL 
PARCEL LOGISTICS 
(PPL) 

2 898 129 Partnership with DHL Parcel.

ROHLIK 66 Grocery chain. Including 30 Alza Box APMs. 

UPS 109

WEDO ULOŽENKA 1 200 100 WEDO, formerly InTime and Ulozenka.

ZASIELKOVNA 5 800 2 000 Packeta group. Partnership with Evri.

OOH in total

TOTAL 18 423 5 943 24 366

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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DENMARK

CHARACTERISTICS

 � ●Unique number of points found: 11 050 PUDOs.  
3 890 APMs. In total 14 940 OOH points*.

 � ●PostNord have the biggest OOH network in the 
country. 

Operator PUDO APM Comment

BRING 1 091 239
Posten Norge. Partnership with Nearbox. Plans to add 
150 PUDO  by the end of 2022.

BUDBEE 1 000

DAO 1 500 Partnership with Evri.

DHL 600 500
Deutsche Post. Using APMs in Salling Group and 
Nordic Infrastructure.

DPD / PICKUP 3 155 DPDgroup international network.

GLS 1 750

INSTABOX 100

NEARBOX 3 194
Nordic Infrastructure,  JV between Post Nord and 
SwipBox. Parcel lockers for PostNord, Bring, DHL.

POSTNORD 1 620 3 050
APMs owned by Nordic Infrastructure (Postnord). Plans 
to install up to a total of 5 500 lockers until the end of 
2023. partnership with Bring, DHL.

SALLING GROUP 400
Retail driven APM Network (inside) - bought from 
SwipBox. Partnership with Bring and DHL.

UPS 337

OOH in total

TOTAL 11 053 7 483 18 536

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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ESTONIA
CHARACTERISTICS

 � ●Unique number of points found: 270 PUDOs.  
790 APMs. In total 1 060 OOH points*.

 � ●APMs are the most popular delivery option in this 
advanced last mile market. 

 � ●DPD, Omniva and Itella have dense APM networks 
as well. 

Operator PUDO APM Comment

DPD / PICKUP 246 DPDgroup international network

ITELLA (POSTI) 273
Plan to implement new 100 PUDO points and 300 
lockers by the end of 2022. Partnership with DHL and 
GLS.

OMNIVA (AS EESTI 
POST)

250 269 Partnership with Evri.

VENIPAK 22 Plan to implement 150 lockers by the end of 2022.

OOH in total

TOTAL 272 788 1 060

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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FINLAND

CHARACTERISTICS

 � ●Unique number of points found: 8 380 PUDOs.  
3 540 APMs. In total 11 920 OOH points*.

 � ●OOH is dominated by local companies, where 
Posti is the biggest operator. 

 � ●OOH is currently the standard delivery model –the 
share of home delivery is quite small.  

Posti’s parcel lockers were first installed in Finland 
in 2011, and today lockers are the preferred 
delivery option for Finns. 

 � ●Over 90% of Posti’s B2C volume is OOH, and Posti 
dominates the locker space with over 2300 APMs.

Operator PUDO APM Comment

BRING 2 900

BUDBEE 18

DB SCHENKER 1 000

MATKAHUOLTO 1 300 700 AMP by Pakettipiste.

PAKETTIPISTE 200
Partnership with PostNord, Matkahuolto, DHL 
Express. 

POSTI (FINNISH 
POST)

981 2330

Plan to implement additional 150 PUDO's and 260 
new lockers by end of 2022. Also 160 existing units 
will be expended this year. Partnership with Evri and 
DHL. 

POSTNORD 2 000 150

Danish and Swedish post (merged). AMP partnership 
with Pakettipiste. Development of own network with 
SwipBox lockers. Plan to develop up to 600 APMs 
by the end of 2022.

SMARTMILE 140
Partnership with Matkahuolto, DHL, PostNord. Plans 
to add 160 new APMs by the end of 2022.

UPS 198

OOH in total

TOTAL 8 379 3 538 11 917

NETWORK

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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FRANCE
CHARACTERISTICS
 � ●Unique number of points found: 56 620 PUDOs.  

2 740 APMs. In total 59 360 OOH points*.
 � 4th biggest OOH network in Europe. OOH delivery 

points for courier companies are quite popular. A 
quarter of French B2C parcels end up in an OOH 
location.

 � ●La Poste (Pickup network/Chronopost, Colissimo, 
DPD) is a strong leader, with widespread coverage 

in both urban and 
rural areas (¾ of 
the population is less than 600m from a point. In 
metropolitan France, 96% are less than 10 minutes 
from a point).

 � ●Mondial Relay is the second biggest network, with 
a large number of locations (83% of the population 
lives less than 10 min from a pick-up point).

Operator PUDO APM Comments

AMAZON 1 200

BLOQ.IT 3
Test trial with FreshForGood. Plans to add 200 new APMs by 
the end of 2022.

CAINIAO (ALIBABA) 500 Plan to implement 1 500 lockers by the March 2023.

CIBLEX 250 Walden Group.

COLIS PRIVÉ 4 100
Part of Hopps Group (with 25% Amazon share). Previously with 
MR, starting their own Colis Privé store network.

EXPEDIBOX 100 Solution for residential and commercial buildings. 

FEDEX 5 500

GLS 11 000
Royal Mail. Partnership with Mondial Relay and Pickme, PUDO 
points managed by private persons. 

LA POSTE GROUPE 23 789 458 PUDO points including Post offices and PICKUP locations. 

MONDIAL RELAY 11 000 313 InPost group. Partnership with Evri. 

MYRENZ 165 Solution for residential and commercial buildings.

RELAIS COLIS 6 300 Walden, 34% DHL Group minority share.

UPS 5 681 Incl. MBE locations.

OOH in total

TOTAL 67 620 2 739 70 359

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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GERMANY

CHARACTERISTICS

 � ●Unique number of points found: 63 330 PUDO,  
10 720 APM, 74 050 OOH points in total*.

 � The third biggest OOH network in Europe. 
 � Deutsche Post/DHL have most pick-up points, 

making their networks attractive to most local 
courier operators.

 � ●Deutsche Post/DHL offers a wide variety of 

dispatch options: Packstation, post office, DHL 
Paketshop or Paketbox (90% of the German 
population are within ten minutes of a DHL 
packstation).

 � ●Deutsche Post/DHL is considered to be the 
“father” of the APM. The DHL Packstation started 
as a pilot project in 2001. 

Operator PUDO APM Comments

AMAZON 1 000 Partnership with Shell, Aldi, Edeka. 

BLOQ.IT 0 Preparing for market entry in 2022. 

DEUTSCHE POST/
DHL

29 000 9 000
Deutsche Post/DHL plans to have around 12 000 Packstations 
nationwide by 2023.

DPD / PICKUP 7 352 DPDgroup international network. 

HERMES 16 000 Partnership with Evri.

GLS 7 000 Royal Mail.

INSTABOX 0 Preparing for market entry in 2022. 

LPR 330
LPR specialises in intelligently linking servicing and logistics 
concepts. On request, they even deliver from/to individually 
agreed places (vehicles or garages).

MY RENZ 720 Solution for residential and commercial buildings.

UPS 3 649

OOH in total

TOTAL 63 331 10 720 74 051

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.

NETWORK**
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GREAT BRITAIN 
CHARACTERISTICS
 � Unique number of points found: 56 130 PUDOs.  

10 070 APMs. In total 66 200 OOH points*.
 � Royal Mail (National Post) is the biggest OOH 

operator offering service points to: Amazon, DPD 
and GLS.

 � ●Collect+ (PayPoint) is the most popular non-postal 
OOH channel (94% of urban population live within 
one mile of their point).

 � ●‘Open access’ networks include Doddle, C+/
PayPoint and Hub Box.

 � ●Evri (Hermes) has a 
in-store print device 
for parcel labels. 

 � Several new APM 
entrants and 
renewed interest 
from InPost.

Operator PUDO APM Comment

AMAZON 8 500 5 000 Partnership with Post Office, Next, Co-0p and Paypoint.

ASDA 633 Grocery stores with Click&collect service.

BYBOX 1 400 Primarily B2B.

COLLECT+ 10 000
Partnership with PayPoint, Yodel, Amazon, Dhl, DPD, Ebay, 
Fedex, HubBox, Parcel2Go. Since 2021 as an click&collect 
points for Randox Health Covid 19 tests.

DHL EXPRESS 4 500 Dedicated network.

DHL PARCEL 3 000 Dedicated network. 

DODDLE 400 Open network. Moving mainly into software and advisory.

DPD / PICKUP 6 137 DPDgroup international network. 

EVRI 7 000 3 000
Lockers by InPost UK. Evri UK is controlled by InPost’s main 
shareholder, Advent International.

FEDEX 3 700 PayPoint.

HUBBOX 5 500
1 000 own HubBox Collect Points. Partnership with Collect+, 
Post Office/Payzone, DPD, Hermes AG, UPS. 

INPOST 3 000 Partnership with Evri and DHL.

LOCKARS 20 Plans to expand by next 200 APMs by the end of 2022.

PARCEL FORCE 11 000 Including Post Office. Partnership with GLS.

POST OFFICE 10 000
Partnership with Amazon, DPD, Royal Mail, Parcel Force and 
Local Collect.

QUADIENT (PARCEL 
PENDING)

650
Service offered to multi-family properties, universities and 
retailers.

ROYAL MAIL 14 000
Including partners’ locations. Some of locations used by GLS, 
Amazon and DPD.

UPS 4 756 Including HubBox and MBE locations.

OOH in total

TOTAL 84 626 13 070 97 696

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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GREECE

CHARACTERISTICS

 � ●Unique number of points found: 2 860 PUDOs.  
70 APMs. In total 2 930 OOH points*.

 � ●Elta (Greek Post) is the biggest player.
 � ●Skroutz (marketplace) has become the main APM 

operator.

 � We observre significant interest in this market and 
can expect faster OOH development over the next 
few years.

Operator PUDO APM Notes

ACS 600 Partnership with GLS.

CLEVER POINT 250 Partnership with DHL and Courier Center .

COURIER CENTER 340 Including Clever Point locations.  

DHL  EXPRESS 
GREECE

250 10

ELTA  COURIER 800 Subsidiary of Greek Post (ELTA).

ELTA (GREEK POST) 1 400 Mainly regarding mail.

FEDEX (TNT) 5

G.TACHYDROMIKI 260

SKROUTZ 60 Marketplace.

OOH in total

TOTAL 3 905 70 3 975

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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HUNGARY

CHARACTERISTICS

 � ●Unique number of points found: 5 390 PUDOs.  
1 050 APMs. In total 6 430 OOH points*.

 � ●Magyar Posta (Hungarian Post) is the key player 
followed by GLS, who have been traditionally 
strong in this market.

 � ●Pick Pack Point/Sprinter are a legacy leader, but 
have not developed in recent years.

 � ●eMAG/Sameday has entered the market with 
vigour and is now the APM leader, offering 
customers over 400 APMs in it’s first year.

 � ●Paketa is another important entrant.

Operator PUDO APM Notes

ALZABOX 180
Operated and owned by: Alza a.s. Open network. Plans 
to install up to a 250 lockers until the end of 2022.

DPD / PICKUP 218 DPDgroup international network. 

EMAG/SAMEDAY 449
Plans to install 500 additional lockers by the end of 
2022.

EXPRESS ONE 160 Austrian Post subsidiary.

FOXPOST 352 Plans to install up to a 800 lockers until the end of 2022.

GLS 1 000

MAGYAR POSTA 
(HUNGARIAN POST) 

2 500 50
Partnership with MOL. Media Markt and COOP. DHL 
Partner. 

PACKETA 806 14 Packeta group. Partnership with Evri.

PICK PACK POINT 700 Sprinter. Partnership with Inmedio, Relay, MOL, OMV.

UPS 3

OOH in total

TOTAL 5 387 1 045 6 432

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.



66

DENSITY ANALYSIS

IRELAND

CHARACTERISTICS

 � ●Unique number of points found: 3 330 PUDOs.  
240 APMs. In total 3 570 OOH points*.

 � ●Fastway (franchised courier network) are the 
leaders. They have the densest network and offer 

delivery to PUDO points (many offered through 
PayZone).  

 � ●Ireland represents a major opportunity for OOH 
development due to a relatively low base.

Operator PUDO APM Comments

ANPOST (IRISH 
POST)

900 60
Plans to install 130 parcel lockers by the end of 2022. 
Partnership with DHL. 

DPD / PICKUP 344 DPDgroup international network. 

DROP2SHOP 600
Located at BWG Foods chain stores, owned by Coll-
8 Logistics.

FASTWAY 1 108 Franchise based operator from NZ.

GLS 180 Royal Mail.

PARCEL MOTEL 175 UPS.

PARCEL DIRECT 200
Partnership with  DHL, DPD, Fastway Courier, FedEx, 
GLS, Pallet Direct and UPS. 

OOH in total

TOTAL 3 332 235 3 567

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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ITALY
CHARACTERISTICS
 � ●Unique number of points found: 52 990 PUDOs.  

1 090 APMs. In total 54 070 OOH points*.  
 � ●Poste Italiane is a strong leader in OOH. They have 

the biggest PUDO network (post offices, Kipoint, 
Nexive) and are amongst the few players who have 
APMs (together with Amazon and Pakpobox). 

 � ●60% of Italians 
who purchase 
online state that 
place of delivery 
is extremely 
important. 

Operator PUDO APM Comment

AMAZON 11 000 400 Partnership with Pam, Eni. 

BRT 4 418 BRT/DPDgroup international network.

CITY POSTE 64 Mail Express Group.

DHL 3 500 Deutsche Post. 

FEDEX 700

GLS 5 000

INDABOX 4 000 Open network. Partnership with Poste Italiane.

KIPOINT 119 Poste Italiane. 

MAIL BOXES INC 500 Private frenchise (from UPS). 

MAIL EXPRESS 
GROUP

210

NEXIVE 1 500 Poste Italiane.

PAKPOBOX (ALFRED 
24)

340

POSTE ITALIANE 13 000 350 Partnership with InPost. APM includes InPost machines.

PRONTO PACCO 8 962
Partnership with GLS. Inluding PUDO managed by private 
persons. 

SAILPOST 370 HR Parcel. 

TNT 1 250

UPS 3 889 Incl. MBE locations. 

OOH in total

TOTAL 58 482 1 090 59 572 

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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LATVIA

CHARACTERISTICS

 � ●Unique number of points found: 1 010 PUDOs.  
1 030 APMs. In total 2 040 OOH points*.

 � ●Latvijas Pasts (Latvian Post) is the biggest player. 
 � ●Venipak is the second biggest operator in OOH.

Operator PUDO APM Comment

DPD / PICKUP 213 DPDgroup international network.

ITELLA (POSTI) 86 119
Plan to implement new 110 PUDO points and 220 APMs 
by the end of 2022. Partnership with Narvesen, DHL 
and GLS. 

LATVIJAS PASTS 
(LATVIAN POST)

675 285 Partnership with Circle K.

OMNIVA 211 Partnership with Ervi.

VENIPAK 252 200

OOH in total

TOTAL 1 013 1 028 2 041

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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LITHUANIA

CHARACTERISTICS

 � ●Unique number of points found: 580 PUDOs.  
1 370 APMs. In total 1 950 OOH points*. 

 � ●Lietuvos paštas (Lithuanian Post) is the biggest 
operator, but the others – Venipak and Omniva 
lead in terms of APMs.  

Operator PUDO APM Comment

DPD / PICKUP 1 265  DPDgroup international network.

ITELLA (POSTI) 130 145
Plan to implement new 50 PUDO points and 250 APMs 
by the end of 2022. Partnership with IKI, DHL and GLS.

LIETUVOS PAŠTAS 
(LITHUANIAN POST)

285 284
LP aquired an ailing APM network several years 
ago and this is was the base for their current APM 
development.

OMNIVA 426 Partnership with Evri.

VENIPAK 165 532 Including 284 LP Express. 

OOH in total

TOTAL 581 1 652 2 233

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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LUXEMBOURG

CHARACTERISTICS

 � ●Unique number of points found: 220 PUDOs.  
140 APMs. In total 360 OOH points*.

 � ●Post Luxembourg is the biggest player and the 
only operator of APMs.

Operator PUDO APM Notes

DHL 43

DPD / PICKUP 36 DPDgroup international network.

MONDIAL RELAY 100 Partnership with Evri.

POST LUXEMBOURG 24 135

UPS 19

OOH in total

TOTAL 222 135 357

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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MALTA

CHARACTERISTICS

 � ●Unique number of points found: 80 PUDOs.  
20 APMs. In total 100 OOH points*. 

 � ●Malta post is the only operator offering PUDO and 
APM locations.

 � ●Malta is the smallest OOH market in the EU.

Operator PUDO APM Comment

MALTA POST 75 22
PUDO includes Post offices and agencies. Partnership 
with GLS.

OOH in total

TOTAL 75 22 97

NETWORK

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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THE 
NETHERLANDS 
CHARACTERISTICS
 � ●Unique number of points found:  14 530 PUDOs.  

1 040 APMs. In total 15 560 OOH points*. 
 � ●PostNL is the biggest operator. They have an APM 

network (installed especially at major train stations 
throughout the Netherlands). 

 � ●APM development 
is speeding up 
with new players like Bloq.it or Instabox entering 
the market.

Operator PUDO APM Comment

BLOQ.IT 10
Test trial with Lockster. Plans to add 80 new APMs 
by the end of 2022.

BUDBEE 500
The Swedish network operates in Sweden, Finland, 
Denmark, Belgium, and the Netherlands.

DEBUREN 150 Partnership with DHL and UPS.

DHL 3 750 65 Deutsche Post. Partnership with bPost.

DPD / PICKUP 1 418 DPDgroup international network. 

GLS 700
Royal Mail. Crowdsourced network model of 
“Homerr Points”.

HOMERR 1 600

INSTABOX 40

Plans to install 55 lockers at gyms (Basic-Fit) in 
2022, and up to a total of 3 000 lockers until 2023. 
Acquired Red je Pakketje in May 2021 for locker 
deliveries.

MONDIAL RELAY 950 Partnership with Evri. 

POSTNL (DUTCH 
POST)

4 000 200

SMARTMILE 69
Used by DHL and PostNord.  Plans to add 100 new 
APMs by the end of 2022.

UPS 1 509

VIATIM 600
Individuals sign up to offer pick-up point services at 
their home. Partnership with DHL and DPD.

OOH in total

TOTAL 14 527 1 036 15 563

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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POLAND
CHARACTERISTICS
 � ●Unique number of points found: 45 280 PUDOs.  

19 580 APMs. In total 74 050 OOH points*. 
 � ●Poland (aka “Lockerland”) is the largest OOH 

country in Europe and also has most APMs.  
 � ●Allegro (marketplace) has become the leader 

in OOH by cooperating with all major carriers, 
grocery/convenience shops and many others. 

 � ●Lockers 
are a particular 
favourite for 
Polish customers 
reaching the highest NPS (higher than D2D). 

 � ●InPost is the leader of the CEP market (some 80% 
of their volume is OOH).

Operator PUDO APM Comment

ALLEGRO 44 000 1 000
Plans to install up to a total of 3 000 lockers until the end of 2022. PUDO 
partnership with DPD, UPS, Polish Post, Żabka, Orlen, Ruch, Kolporter, 
Furgonetka and others.

CAINIAO (ALIBABA) 550 Plan to implement 4 000 lockers by the end of 2023.

DHL 13 000 170
Including PUDO by Żabka convenience chain, service points and APM by 
Swipbox.

DPD / PICKUP 2 994 1 144 DPDgroup international network. 

EPAKA.PL 307
Broker for Ambro Express, DHL, DPD, Fedex, GLS, InPost, Orlen Paczka, 
UPS.

FEDEX 900 By Kolporter newspapers shops. 

FURGONETKA 768
Broker for Ambro Express, DHL, DPD, Fedex, GLS, InPost, Orlen Paczka 
and UPS. 

GLS 4 500
Partnership with Aldi, Auchan, ABC, Bi1, Carrefour, Dealz, E.Leclerc, 
Groszek, Jula, Kolporter, Lewiatan, Martes Sport, Smyk, Stokrotka. Plans to 
expand PUDU network up to 5 500 locations until 2022.

INPOST 2 407 16 445 Plan to expand APM network up to 18 000 by 2023. Partnership with Evri.

ORLEN 6 225 200
Polish petroleum company. PUDO including RUCH kiosks. Plans to 
expand APM network up to 2 000 by 2022.

PAKERSI 100 Broker for Ambro Express, DHL, Fedex, Hellman, InPost and Polish Post. 

POINTPACK 17 500
Broker. Partnership with grocery and supermarkets: Żabka, ABC, 
Lewiatan, Groszek, Delikatesy Centrum, Euro, PSD, Kaufland, Lidl, 
Biedronka, Shell, Auchan, Carrefour and others. 

POLISH POST (POCZTA 
POLSKA)

16 800 240
Partnership with Żabka, Biedronka, ABC, Delikatesy Centrum, and 
Lewiatan grocery chain, followed by ORLEN petrol stations and RUCH 
newspapers kiosks. 

RUCH 1 050 Orlen (Polish national petroleum company).

SHIPCENTER.PL 105 Broker for DHL, DPD, Fedex, InPost, Polish Post and UPS. 

UPS 3 198 Incl. MBE locations.

ŻABKA 7 000 Grocery chain with PUDO for DHL, and Polish Post.

OOH in total

TOTAL 120 854 19 749 140 603

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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PORTUGAL

CHARACTERISTICS

 � ●Unique number of points found: 6 930 PUDOs.  
270 APMs. In total 7 200 OOH points*.

 � ●CTT (Portugal Post) is the biggest player. 

 � ●Bloq.it is a new player on the APM scene.

Operator PUDO APM Comment

BLOQ.IT 17
Test trial with Glintt, El Corte Ingles and Galp. Plans to 
add 50 new APMs by the end of 2022.

CTT (PORTUGAL 
POST)

2 366 200
PUDO including post offices. Plan to implement 800 
lockers by the end of 2022.

DHL 900

DPD / PICKUP 758 65 DPDgroup international network. 

GLS 510

MONDIAL RELAY 530 Partnership with Evri.

MRW 550 Including Andorra, Portugal and Gibraltar.

NACEX 291

SENDING 700

UPS 329 Incl. MBE locations.

OOH in total

TOTAL 6 934 265 7 199

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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ROMANIA

CHARACTERISTICS

 � ●Unique number of points found:  7 690 PUDOs.  
2 500 APMs. In total 10 190 OOH points*.

 � ●Poşta Română (Romanian Post) is the biggest 
PUDO player. 

 � Sameday is a clear leader in APMs and is part of 
the leading e-commerce player, eMAG.

Operator PUDO APM Comment

DPD / PICKUP 74 63 DPDgroup international network. 

CARGUS 568
Plans to launch up to 2 000 PUDO points untill the end 
of 2022. Partnership with DHL.

EMAG/SAMEDAY 2 294
1 000 additional lockers will be installed by the end of 
2022.

FAN COURIER 130 10
Fan also has access to some PayPoint- Colet Expres 
points but we understand that utilisation is minimal and 
so we have excluded numbers here.

GLS 52

G.TACHYDROMIKI 1

PACKETA 1 368 Partnership with Evri.

POSTA PANDURI 130

POŞTA ROMÂNĂ 
(ROMANIAN POST)

5 500

OOH in total

TOTAL 7 693 2 497 10 190

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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SLOVAKIA

CHARACTERISTICS

 � ●Unique number of points found: 5 660 PUDOs.  
1 190 APMs. In total 6 840 OOH points*.

 � PACKETA has overtaken the previous leader, the 
Slovenská pošta (Slovakian Post), and became the 
largest OOH operator.

 � ●AlzaBox, is dynamically expanding its open APM 
network and is it to be the largest APM network in 
the country.

Operator PUDO APM Comment

ALZABOX 542
Operated and owned by: Alza a.s. Open network. Plans 
to install up to 800 lockers until the end of 2022.

DEPO 325

DPD / PICKUP 439 DPDgroup international network.

GLS 300 22

SLOVAK PARCEL 
SERVICE 

1 361 Austrian Post subsidiary. Partnership with UPS. 

SLOVENSKÁ POŠTA 
(SLOVAKIAN POST)

1 580 145 Parcel lockers Balikobox.

ULOŽENKA 150 WE|DO. 

PACKETA 1 500 480 Partnership with Evri.

OOH in total

TOTAL 5 655 1 189 6 844

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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SLOVENIA

CHARACTERISTICS

 � ●Unique number of points found: 1 980 PUDOs.  
770 APMs. In total 2 750 OOH points*.

 � ●DPD, GLS and Pošta Slovenije (Slovenian Post) are 
the key operators. 

 � ●DPD has an agreement with Petrol (fuel stations) 
and with Trafika points.

Operator PUDO APM Comment

DIRECT4.ME (KIVI) 450 Partnership with Posta Slovenije and DPD.

DPD / PICKUP 672 542
DPDgroup international network. APM including 
Direct4.me

GLS 650 200

POŠTA  SLOVENIJE  
(SLOVENIAN POST)

660 124
Incl. 100 APMs by Direct4me. Partnership with DHL and 
Evri.

OOH in total

TOTAL 1 982 1 316 3 298

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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Operator PUDO APM Comment

AMAZON 430 Partnership with Repsol.

CAINIAO (ALIBABA) 700 Plans to implement 2 000 lockers by the March 2023.

CELERITAS 1 900

CITIBOX 25 000
Citibox are mainly RPL (residential parcel lockers) located in 

Madrid and Barcelona.

CORREOS 8 381 5 114 CityPaq. 50% OOH, and 50% RPL (By Citybox). 

DHL 3 600 Deutsche Post.

ENVIÁLIA 300

FEDEX 2 400

GLS 4 100 5 350 5 350 (200 GLS + 5 000 Citibox + 150 Pudo.es).

HAPIICK 150 Partnership with  DPDgroup international network. SEUR and GLS.

MONDIAL RELAY (PUNTO 
PACK) 

3 000 Partnership with Evri.

MRW 550

NACEX 1 905 Including Canary Islands, Baleares and Andorra.

PUDO.ES 323
Used by DPD and GLS Incl. 13 at Canary Islands. DPD acquired 25% 

of the shares in September 2021.

SENDING 2 800 Partnership with GLS.

SEUR 2 321 350 DPDgroup, APM by PUDO24 and Citibox.

UPS 3 433 Incl. MBE locations.

OOH in total

TOTAL 34 690 37 417 72 107

SPAIN
CHARACTERISTICS
 � ●Unique number of points found: 34 690 PUDOs.  

6 920 APMs. In total 41 610 OOH points*. 
 � ●Correos, the Spanish postal operator, is the leader 

on the OOH market. They have the densest 
network and offer delivery to lockers (Citypaq, 
Citibox).

 � ●Citibox are mainly RPL located in Madrid and 
Barcelona. APM numbers seem to be high, 
however, Spanish units have a much lower number 
of cells than those installed in other countries. 

 �  

These types of boxes are not counted as unique 
APMs.

 � ●Punto Pack is the local brand of Mondial Relay 
in Spain and along with DPD, UPS and DHL, they 
are the providers of delivery points for courier 
companies. 

NETWORK

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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SWEDEN

CHARACTERISTICS

 � ●Unique number of points found: 11 180 PUDOs.  
5 510 APMs. In total 16 690 OOH points*.

 � ●PostNord is the biggest operator. They have good 
coverage of the Nordic market. They have APMs 

initially via a partnership with SwipBox but now 
taken over by PostNord.

 � ●New players such as iBoxen and Instabox are 
potential challengers in the APM segment.

Operator PUDO APM Comment

BRING 1 646 71
Posten Norge. Partnership with iBoxen. Plans to add 
70 PUDO and 200 APM locations by the end of 2022.

BUDBEE 1 000

DB SCHENKER 1 600 Partnership with GLS.

DHL 1 600 120 Deutsche Post. 

DPD / PICKUP 2 628 DPDgroup international network.

IBOXEN 817

Planned to develop up to 3 500 locations by the 
end of 2022. Open network, partnership with DHL, 
DB Schenker, UPS, TNT, FedEx, Airmee, Bring, Early 
Bird, Best Transport, Premo and MTD. 

INSTABOX 1 700
Plans to install up to a total of 5 000 lockers until the 
end of 2022. Used by couriers, retailers and property 
managers.

MYRENZ 800 Solution for residential buildings. 

POSTNORD 2 091 2 000
PostNord Sweden will test SwipBox parcel lockers 
in Stockholm. Partnership with DPDgroup. Plans to 
develop upo to 4 500 APMs by the end of 2022.

UPS 618 Incl. MBE locations.

OOH in total

TOTAL 11 183 5 508 16 691

NETWORK**

* Including partners and shared points.

** Customer view, duplicated numbers, as a single point may serve various carriers.
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WHAT ABOUT AMAZON?

 � Amazon is known for its preference for control, rather than being 
controlled or exposed to strong external partners.

 � They have been educating customers to expect ever faster delivery 
times. Often this service is offered at low cost or even for free (as part  
of a subscription package).

 � This year we have added Amazon to the country analyses. While 
data is difficult to come by, we estimate that the e-commerce 
behemoth has ca. 5 000 APMs in the UK, and about 8 500 “Amazon 
counter” locations at last check (but this is growing very fast).

 � In France, Amazon has ca. 1 200 lockers including the recent SNCF 
agreement.

 � In Italy, we estimate that Amazon have some 11 000 “Amazon 
counter” locations and 400 APMs.

 � Amazon has also started to develop its own APM networks in Italy, 
France and Germany.

 � In addition, Amazon also has in house Amazon Logistics, albeit we 
don’t believe that they are currently offering own PUDO locations.



OOH
DENSITY
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Poland is one of the leading markets 
in the CEP industry in the EU - in 2021, 
it ranked 1st in terms of the number of 
owned APMs and 3rd for the absolute 
number of OOH parcel delivery 
points. For this reason, we often call it 
“Lockerland”.

The first APM on the Polish market 
was launched by InPost in 2008 and 
since then a revolution in the world 
of OOH parcel delivery in Poland 
started. PUDO, and especially one of 
its forms – APMs - became so popular 
that a specific term appeared in the 
Polish cultural circle: “paczkomatoza”. It 
refers to the overabundance of parcel 
machines in public spaces. Although 
the connotation of the word is mainly 
negative, the data shows that people 
are very actively using this form of 
delivery (40% of all ordered parcels in 
2021 were delivered to APMs). However, 
as research done by dataplace.ai has 
shown, there is still a lot of work to be 
done in this market - 11 504 533 people 
live further than 6 kilometres from 
their nearest APM.

When reading the chapter, you can 
expect a number of thoughtful bites 
of industry knowledge for the CEP 
sector and a comprehensive analysis of 
PUDOs and APMs in Poland, including 
insights on market share between 
networks and the assessment of white 
spots for new OOH parcel delivery 
points. Data on the APM and PUDO 
industry in Poland in this chapter has 
been collected for Q1 2022.

Analysis

Coverage of Poland by automatic 
parcel machines 
Overall, there are 21 071 APMs 
operating in Poland. Most of them 
belong to the 6 biggest players in 
the OOH delivery sector: InPost, DPD, 
Allegro, Orlen, DHL, and Poczta Polska. 
The map below visualises the places 
with the most parcel machines in a 
given area, expressed by a heat map.

OOH DENSITY ANALYSIS
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The map can be read with a scale: the redder 
the colour of the area, the fewer parcel 
machines are placed there. Reddest points 
represent between 1 to 10 APMs per geohash 
(a geohash is a unique identifier of a specific 
region. In this case a size of one square 
represents 39.1km x 19.5km). 

The greenest colour represents 838 APMs 
points per 1 geohash. Therefore, the highest 
number of parcel machines in Poland are in 
the Masovian voivodeship (where the capital 
city - Warsaw - is located) and in the South of 
Poland. It can also be inferred that the bigger 
the city the higher the density of APMs.

A more detailed map focusing on the three 
leading brands illustrates their locker density 
across Poland.

OOH delivery in Poland (PUDOs and APMs)

Although parcel machines are a hot topic on 
the Polish market, OOH delivery is much more 
than self-service machines standing on city 
streets. Poland is also flooded with parcel 
pick-up and drop-off points. 

The PUDO sector has grown by 6.7% 
compared to the previous year in terms of 
the number of points. All over Poland, there 
is a total of 66 892 PUDO points and parcel 
machines of all companies operating in the 
industry. This amounts to 18 PUDOs and APMs 
points per 10 000 inhabitants and means 
that there are 546 people per analysed OOH 
parcel delivery point (total of PUDO and APM). 

Density of APM’s (automatic parcel machines) in Poland as of Q1 2022

Key: the reddest: 1-10 APMs per square, the greenest: 838 APMs per 

square

Source: dataplace.ai

Three OOH parcel delivery leaders on the Polish market with the 

widest range of APMs

Key to the map: InPost: purple, DPD: mint, Allegro: orange 

Source: dataplace.ai
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APM market share 

Dataplace.ai analysis shows that 13 800 499 
people have less than 350 meters to the 
closest InPost parcel machine (InPost is the 
market leader with the densest network of 
machines). Compared to the competition this 
is a huge reach advantage. Second place 
is occupied by DPD, that reaches 1 073 912 
people within a 350 meters range distance. 
In 3rd place comes a relatively new player, 
who is strongly developing its network - 
Allegro. Allegro One Box APMs reach 881 634 
inhabitants, within the mentioned distance.

DPD is a last mile expert pursuing the 
deployment of its network of lockers and 
parcel shops. Allegro, on the other hand, is an 
e-commerce platform that sends parcels by 
courier (mainly third-party) or via other PUDO 
outlets, as well as its own relatively new APM 
network.

A total of 16 345 555 people living in Poland 
have access to at least one parcel machine 
within 350 meters of their place of residence. 
This means that 44.7% of Poles have less than 
350 meters to an APM.

Cities with the highest number of APMs 

 � ●Warsaw 1 383 
 � ●Cracow 712
 � ●Łódź 532 
 � ●Wroclaw 518 
 � ●Poznan 451   

The above cities are the most populated in 
Poland, so it is not surprising that they are the 
largest markets for this type of parcel delivery. 
Nevertheless, despite the highest number 
of APMs, there is still room for traffic division. 

When it comes to statistics, in Warsaw 
there is an average of over one thousand 
inhabitants per machine (1 184 people per 
APM). In Wroclaw, the ratio of inhabitants to 
the number of automatic parcel machines is 1 
126 people per machine. The remaining cities 
listed in the ranking do not exceed  
1 000 inhabitants per one automatic parcel 
machine. However, that does not mean that 
they’re not worth taking a closer look at when 
planning to enter the CEP business.

The analysis of Polish cities with the largest 
number of people per APM allows to 
determine places with the biggest potential 
for setting up new points. Interestingly, those 
aren’t large metropolises, but mostly far 
smaller municipalities. In fact, none of the 
larger cities even made the top 10 locations 
with the highest number of inhabitants per 
APM.

The first place belongs to the municipality 
of Pruchnik, where the number of people 
per parcel machine is the highest. There are 

9752 people per machine. Next is the Korsze 
commune with 9427 people per machine. On 
the 3rd place there is Tarnowiec with as many 
as 9197 people per parcel machine.
However, the decision to enter the market 
should never be driven solely by the 
information that a particular location has the 
highest ratio of people per parcel locker. 
Therefore, as an example, have a look at the 
detailed analysis of the city of Korsze to see 
if it has the potential to open a new OOH 
delivery point.

Municipalities with the highest number of people per parcel machine  
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Analysis of statistical data for the area 15 
minutes by walk from city centre showed 
that 4 188 people are registered in Korsze. 
Dataplace.ai analysis of mobile data in this 
area shows that the daily traffic is 8 678 (both 
visitors and permanent residents). There are 
many establishments in Korsze which attract 
traffic from the nearby villages, such as a 
school, large discount – Biedronka (Jeronimo 
Martins store), or sports facilities such as the 
sports and entertainment hall. Nevertheless, 
it is still a small town with few specialised 
stores, clothing, or shoe shops. Therefore, 
in order to make the necessary purchases, 
residents, are in many cases forced to either 
travel to the nearest bigger city, which is 
82 km away, or order online. Looking at the 

average age - 37 years, residents are young, 
so making purchases online is not an obstacle. 
The percentage of people before their 17s is 
15.5%. Looking at above information Korsze 
has potential to extend its OOH parcel 
delivery market.

Korsze city

Daily traffic 8 678

% of visitors 65%

Residents 4 188

Average age 37

Average income 
(Polish zloty)

1 886

Source: dataplace.ai
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Buildings

Area reachable by walk in 15 minutes 

BUILDING TYPES TOTAL AREA (M2) TOTAL VOLUME (M3)
NUMBER OF
BUILDINGS

Commercial and service 16 520 28 274 54

Hotel buildings 446 893 1

Office buildings 9 533 18 723 17

Commercial and service buildings 6 540 8 657 36

Other 43 929 51 310 342

Residential 54 192 130 577 371

Single-family residential buildings 32 859 60 637 302

Buildings with three or more 
apartments

21 034 69 342 68

Collective residence buildings 298 596 1

Public use 5 944 7 308 15

Buildings of museums and libraries 359 718 1

Buildings of schools and research 
institutions

2 389 4 466 6

Buildings of physical culture 1 754 1 754 1

Buildings of religious worship 1 072 0 3

Other non-residential buildings 369 369 4

Source: dataplace.ai
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Analysis of our data shows that 11 504 533 
people in Poland have a distance of more 
than 6 km to a parcel machine. This result 
certainly proves that there is still space on 
the market to be filled. This is also confirmed 
by the increasing number of new business 
models that are emerging in the OOH delivery 
market.

However, it is worth noting that this market is 
already very competitive and highly location 
dependent. The most important thing is to 
create an efficient business model. Some 
companies operate by providing couriers 
with their own network of machines, allowing 
them to share infrastructure. Others equip 
courier companies with machines dedicated 

exclusively to them. Still others provide 
space in their shop and sign a contract with 
a parcel machine network, allowing them to 
set up such a machine in their shop or simply 
becoming a PUDO point. A quite fresh idea is 
to build a common, open network of parcel 
machines.   

One thing that is essential, regardless of 
the chosen model, is to utilise the data and 
assess the potential of the prospect location.
Setting up and maintaining a machine or a 
PUDO point is costly especially when building 
a big nation-wide network, so it is important 
to choose an attractive location that still has 
room to gain customers and generate income.

Datalace.ai analysed the traffic in the selected 
parcel machines, which were already placed 
before the COVID-19 outbreak, in order to 
see if the pandemic affected their popularity. 
Three time periods have been chosen for 
the analysis - the whole month of February 
2020 (before COVID-19), the whole month of 
July 2020 (during COVID-19) and November 
2021 (after COVID-19), when most of the 
restrictions were lifted. In 70% of these, traffic 
at parcel machines before COVID was lower 
than during and after the pandemic. This 
confirms the success of parcel machines 
and their usefulness in these special 
circumstances, showing that there has been a 
change in shopping behaviour among Poles. 
Additionally, across all APMs, traffic was lower 
in November 2021 than in July 2020 (by 6% 
on average). This could be due to two factors. 
Firstly, people have become accustomed to 

the pandemic and started to do more offline 
shopping. On the other hand, the number of 
PUDO outlets increased during this period, 
so the distribution of customers per parcel 
machine decreased.

The analysis of traffic evolution over time is 
extremely important for logistics businesses, 
as it allows to control and anticipate market 
needs. The biggest problems of this sector are 
slow return on investment, low productivity, 
long delivery times (parcel delays due to 
APM overloading), but also too high logistics 
costs. Most of these troubles stem from a 
lack of market knowledge. Controlling and 
regularly reviewing traffic makes it possible to 
determine whether there is a high potential in 
a given location and make it possible to check 
how stable the traffic is and the extent to 
which it is dependent on changing trends.

Is there still room for development in the Polish market?

Pandemic and popularity of APMs 



GREEN 
LAST MILE 



GREEN LAST MILE REPORT

89

GREEN LAST MILE

OOH is an integral part of any green 
last mile strategy and hence we share a 
few pages from Last Mile Expert’s 2022 
European Green Last Mile Report. 

The activities of the global population are 
estimated to have caused approximately 1.0°C 
of global warming above pre-industrial levels 
(IPCC, 2018). Global warming is likely to reach 
1.5°C between 2030 and 2052 if it continues to 
increase at the current rate. This have serious 
implications for the increased incidence of 
extreme weather events. 

In 2021, the European CEP market exceeded 
7 billion parcels and over 80 billion Euros. The 
expectations for 2022 are even higher*. 

The CEP industry is driven by very dynamic 
growth in e-commerce, which continues to be 
strengthened by restrictions in retail caused 
by Covid-19. 

This has led to a dramatic increase in the 
number of parcel related vehicles on the 

streets and to the carbon footprint associated 
with them. Estimates from UPIDO suggest 
that the carbon footprint associated with 
e-commerce parcel delivery can be as much 
as 5.5 million metric tonnes in 2032 and it is 
for this reason that this is a matter of great 
relevance in the battle to protect our planet. 
More importantly, we could reduce the carbon 
footprint by over 91% in just a decade, or to 
put it more visually, save over one forest the 
size of the “Black Forest” in this time. 

Despite increasing communication activities 
by many carriers regarding their green 
policies, our feeling is that much of this is 
”greenwashing” and that only a handful of 
players are really making headway in creating 
a green last mile, at least based upon the 
project evidence we were able to find.

We can see that a few large players, notably 
DPDgroup, are seeking to “walk the talk” as 
well as several local heroes such as Hermes, 
Posten Norge or Paxter. 
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Due to a lack of comparative data or 
independent audit, it is hard to fully evaluate 
individual projects, although our research 
has enabled us to identify key areas of 
opportunity and where the quick wins are, as 
well as the longer-term potential for a greener 
last mile. 

So, what is the right way forward? While 
EVs appear to have a key impact in creating 
a green last mile, Paythru Mobility have 
demonstrated that the infrastructure which 
will allow them to be used at scale is still 
being developed. For now, education of all 
last mile stakeholders can have a major effect 
in achieving better and more ecological 
delivery via shipping less air, driving 
responsibly or ordering parcels when and 
where the consignee can really collect them. 

Another tool that can arguably be rapidly 
implemented is the use of OOH and other 
forms of last mile consolidation, which lead 
to aggregated parcel flows being delivered 
near to the consignee and allowing for 100% 
(or close to this) first time delivery rates. 
Experience from Poland and elsewhere 
has shown that this can reduce the carbon 
footprint by up to ⅔ in urban areas and even 
more in rural ones. 

Finally, manual cargo bikes or small EVs such 
as scooters can be an interim solution for 
the infrastructure problem as they are less 
dependent on it and can even be supported 
by battery change stations with pre-charged 
battery packs. 

Of course, the best would be to combine OOH 
and EVs; Interestingly, the bpost ecozone 
project in Mechelen with a combination 
of e-vehicles and parcel lockers shows a 
possible 87% reduction of CO2 but this will 
need to wait until EV (charging) infrastructure 
allows for this. 

Unfortunately, without legislative action 
providing a carrot for those already inclined to 
“go green” and a stick for those who are not 
ready to act, we do not see the green last mile 

developing fast enough. It is the role of NGOs 
and those carriers and other stakeholders to 
impress on local and national governments. 
The need for action that is timely and 
effective. 

For the sake of our grandchildren and their 
grandchildren, we sincerely hope that this will 
be the case.
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The environmental impact of the last mile

The logistics consulting activities carried out 
by the Logistics and Modern Technologies 
Center within Łukasiewicz- Poznan Institute of 
Technology (Łukasiewicz - PIT), confirm that 
the green last mile is not just fashion, but a 
real challenge faced by retailers and logistics 
operators. 

More and more companies, operating in an 
omnichannel model, are looking to optimise 
logistics. They pay attention not only to 
the economic dimension of transport and 
distribution, but also to the requirement 
for sustainable transport, which should be 
low-emission and human- and environment-
friendly. Sellers are aware that the 
requirements of customers, especially online 
ones, no longer end with the requirement of a 
low-cost and fast delivery. Many e-commerce 
customers are willing to pay more knowing 
that the delivery of their package will be 
environmentally friendly. 

Consumer awareness is of great importance 
for the development of the green last mile. 
Due to the nature of e-commerce logistics 
service, the challenge of making the last mile 
greener is mainly faced by CEP operators. 

Based upon UPIDO’s calculations, EVs 
alone have the most significant carbon 
reduction effect. Their mass implementation 
is nonetheless not possible at scale for some 
time, due to, amongst others, restrictions 
in charging infrastructure and the numbers 
of legacy vehicles in use. This means that 
OOH implementation or “eco education” for 
merchants, drivers and consignees is arguably 
the most important short term weapon in the 
carbon beating armoury.

More than 40 billion B2C parcel deliveries in 
Europe will generate additional stress on the 
environment after 2032 during a period that 
will be critical for limiting global warming to 
a 1.5oC increase above pre-industrial levels. 
Our impact analysis of different last mile 
instruments fighting climate change show 
that the European CEP industry is already 
equipped with powerful green last mile 
solutions that could significantly contribute to 
mitigating global warming. 

Deploying these green last mile instruments, 
such as Out of home delivery alternatives 
or electric vehicles, but also whatever can 
substantially increase the odds of reaching 
the most ambitious decarbonisation goals 
as early as possible, should be at the heart 
of the business models of postal and parcel 
companies as never before.
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Consumers are also likely to strongly call 
for the use of these new cleaner ways of 
providing last mile delivery services. Given 
that last mile delivery emissions represent 
such a major part of total parcel delivery 
emissions, getting closer and closer to 
eliminating most of the last mile-induced 
pollution can decisively contribute to strongly 
limiting the overall carbon footprint of online 
shopping delivery, in turn enabling the digital 
economy to transit to more sustainable levels. 
Continual measured progress towards these 
ambitions is needed to ensure corrective 
actions can be taken on time by all last mile 
stakeholders, from delivery companies to 
regulators and customers alike. New data-
driven last mile sustainability strategies 
should be designed given the current urgency 
for saving our planet. The last mile towards a 
better future must be secured.

If you are interested in the entire 
Green Last Mile Europe 2022 report, 

we invite you to register on the 
website 

https://lastmileexperts.com/
reports-case-studies/ 

to receive a free copy of the entire 
report.

Out of home has so many benefits and delivery to parcel 
lockers and PUDO points is not just for the standard carrier 
market. If we can get to a point in time where the last mile 
starts from a consolidation hyperlocal hub, and the parcels 

were then delivered by cargo bikes or street porters directly 
into parcel lockers, that must be the most sustainable, carbon 

friendly method of being green

Paul McCormack
CEO 

Infinium Logistics
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CAPACITY VS PERFORMANCE

Countries are at different stages of OOH 
delivery development. In the first stage, few 
OOH points are made available to shoppers; 
then, in the second stage, the network is 
progressively expanded to cover more 
locations across a geography; and, finally, in 
the third stage, it reaches a high number of 
OOH points close to where people live, move 
or work. 

Countries that have difficulties to move 
from the first to second stage are classified 
as “under-performers”. Conversely other 
countries, the so-called “under-utilizers” 
have built a dense enough OOH network, but 
their delivery points could welcome more 
parcels. Other countries in the “low readiness 
to cope with growth” group cannot rely on 
enough OOH points to make delivery easier. 
Finally, the “fully ready” group has enough 
OOH points to welcome massive amounts of 
parcels.

After Covid-19 hit, some EU countries have 
been performing better than other in terms of 
B2C parcel volume growth. The champions 
were growing at a fast pace before the health 
crisis and growth was even greater with the 
pandemic. Some countries, growing at a 
relatively low pace just before Covid-19, were 
waking up and multiplying their previous 
annual B2C parcels volumes growth rates 
several folds.

In some of countries, B2C parcel volumes 
were growing at an already high pace before 
Covid-19 but, surprisingly, were growing at 
lower rate than half of their peers over the 
Covid-19 period. Finally, the last group of 
countries were both growing at a slow pace 
before and after Covid-19 as if shoppers did 
not change their habits and preferences for 
online shopping much.

OOH Capacity
Parcel Growth 

Performance

Fully ready for 
next growth 

waves

Parcel growth 
champion

OOH network density above the median EU OOH delivery 
points per 10,000 inhabitants
B2C parcel volumes growing above the median EU growth rate 
before and after Covid-19

Low readiness 
to cope with 
accelerated 

growth

Waking-up 
market

OOH network density below the median EU OOH delivery 
points per 10,000 inhabitants
B2C parcel volumes growing above the median EU growth rate 
only after Covid-19

Under-utilising 
capacity to fuel 

growth

Sleeping  
beauty

OOH network density above the median EU OOH delivery 
points per 10,000 inhabitants
B2C parcel volumes growing above the median EU growth rate 
only before Covid-19

Under-
performing 

peers 

Searching for 
higher growth

OOH network density below the median EU OOH delivery 
points per 10,000 inhabitants
B2C parcel volumes growing below the median EU growth rate 
before and after Covid-19

OOH DEVELOPMENT PARCELS VOLUMES
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A EUROPEAN ROADMAP 
TOWARDS A VIRTUOUS 
OOH DELIVERY CIRCLE

The Covid-19 pandemic has accelerated 
the adoption of online shopping in the 21st 
century European digital economy. This has 
in turn impacted B2C parcel volumes traffic 
and postal and logistics companies have 
speeded up the adoption of new alternative 
delivery methods. E-commerce platforms and 
retailers have also implemented and adopted 
a wider range of delivery options at checkout. 
Covid-19 and the next generation delivery 
services have collided to reveal new last mile 
delivery patterns across Europe. B2C delivery 
in European countries is being shaped by two 
adoption races taking place simultaneously: 
the adoption of e-commerce itself on the one 

hand, and the adoption of next generation 
delivery methods on the other hand. But 
where do EU member countries and Great 
Britain stand in this joint last mile delivery 
race? In the above chart, we map the last mile 
delivery state of each country according to 
their achievements in this double adoption 
race that will frame the future of the European 
CEP industry.
Our chart describes how the European 
Union countries and Great Britain have 
fared, in terms of two of the most critical 
last mile delivery features. Thanks to great 
adoption rates of e-commerce and new 
delivery infrastructures, some countries are 

Source: UPIDO
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maximizing B2C parcels volumes and OOH 
delivery development while others have yet 
to find how to create the best ways of taking 
advantage of OOH delivery to achieve greater 

B2C parcels volumes growth, or to make high 
online shopping penetration more sustainable 
thanks to OOH delivery networks. 

1) The leaders in achieving a virtuous OOH 
delivery circle (green area 1)
In seven countries, a high enough OOH 
delivery adoption rate has been reached 
which quickly leads to an acceleration in the 
implementation, by e-commerce platforms 
and e-tailers, of an increasing number of 
OOH delivery options available at checkout. 
This wider choice of delivery options further 
strengthens the development of online 
sales resulting in much higher B2C parcel 
volumes than before the pandemic. A 
virtuous OOH delivery development circle 
is at work in Czechia, Spain, Estonia, Latvia, 
Austria, Slovakia and Great Britain. These 
leading countries have been able to unleash 
a virtuous circle whereby the combination 
of PUDOs and parcel lockers, as well as the 
increasing shared access to OOH delivery 
networks across platforms for online 
shoppers, contribute to e-commerce volumes 
growth and vice versa.
2) The fast movers in transition to a virtuous 
OOH delivery circle (yellow area 2)
In eleven countries, the possibility to quickly 
reach the virtuous OOH delivery circle has 
never been so close. They are now at a critical 
stage to further accelerate the growth of 
e-commerce thanks to OOH delivery or to 
make the outstanding growth of e-commerce 
even more sustainable. In the case of Poland, 
Denmark, Slovenia, Sweden, France and 
Germany, OOH delivery infrastructure should 
be further leveraged to drive even higher 
online shopping penetration and B2C parcel 
volumes: there is an untapped online sales 
growth opportunity that could be almost 
immediately seized given the availability of a 
relatively dense OOH delivery infrastructure. 
In Lithuania, the Netherlands, Portugal, Ireland 
and Croatia, OOH delivery infrastructure 
should be made fully available in response 
to the very important development of 
e-commerce.

3) The challenged followers in the transition 
towards a virtuous OOH delivery circle 
(orange area 3)
In eight countries, one of the two key factors 
for achieving a virtuous OOH delivery circle 
is lagging behind the best European peers’ 
outcomes. Online shopping and B2C parcel 
volumes are either growing too slowly in 
spite of numerous OOH delivery options, or 
the number of OOH delivery locations is still 
rather limited despite fast development of 
e-commerce between 2019 and 2021. While 
we find the latter case in Greece, Cyprus 
and Malta, the former case is particularly 
striking for Finland. Belgium, Luxembourg 
and Hungary are also confronted with a mix 
of challenges before being able to accelerate 
their transition towards greater OOH delivery 
adoption and better e-commerce growth 
shows. Of all countries in this group, Italy is 
likely to be the first to join the fast movers in 
2022.
4) The countries with difficulties to escape a 
vicious circle (light red area 4) or trapped in 
a vicious circle (read area 5)
For some countries, neither a sufficient online 
shopping growth level (and the related B2C 
parcel volumes growth) nor a dense enough 
OOH delivery infrastructure can support an 
accelerated development of the e-commerce 
ecosystem. The lack of dense OOH delivery 
networks jeopardizes the development of 
e-commerce and the relatively low growth 
of e-commerce compared with other 
European peers disables a faster adoption 
of OOH delivery systems. This was the case 
for Bulgaria in 2021 while Romania began 
to escape this trap with imporoved parcel 
volumes and OOH delivery options prospects 
for 2022, largely due to the efforts of Sameday 
who now operate the largest APM network in 
the Romanian market.

EU countries and Great Britain can be clustered in five categories.
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REGULATORY INSIGHT 
FOR OOH/LOCKER PARCEL 
SERVICES

The rapid expansion of Out of home (OOH) 
services and volumes over the next few 
years is likely to significantly change the 
delivery market for senders and receivers. 
To serve these volumes, automated parcel 
lockers are being deployed in most countries 
across Europe and beyond, using various 
deployment and operational models. 

The increased volumes and infrastructure, 
combined with a largely unregulated 
ecosystem, will enable OOH to emerge and 
become an established option for users.

The deployment model can primarily be 
classified according to combination of:
 � type of network: open or closed.
 � type of player. 

An open locker network is carrier-agnostic, 
meaning it can be used by any courier firm, 
and potentially registered merchants as well, 
to deposit parcels into selected locker banks 
for collection. A closed network only permits 
access for the parcel service provided by 
the locker operator, or its private choice of 
logistics partner(s).  

At least five different types of players can be 
observed leading locker deployments in a 
market: 
1. National postal operator.
2. Parcel carrier(s)/courier(s).
3. E-commerce platform.
4. Government department.
5. Independent private locker operator. 

The strategy and scope of the player typically 
results in specific choices around open/
closed networks, the form of wholesale 
access, and the geographical as well as 
physical deployment model. 

Market dynamics in an unregulated ecosystem

Different deployment situations exist 
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Most countries across Europe currently have 
two to four parcel-locker operators, though 
some deployments are at a very early stage. 
Early-stage deployments are unlikely to 
attract significant interest from the general 
population, and upstream senders will not 
want to integrate delivery into a limited-
utility parcel locker network due to the small 
proportion of population served. Some form 
of near-national or full-regional availability 
(actual or at least credibly committed) is 
likely required to achieve interest from major 
senders and enable effective integration 
with high-volume e-commerce and B2C 
senders. Nationwide availability also provides 
awareness of convenient delivery for the 
whole receiving population, along with 
flexibility around choice of parcel locker, e.g. 
near to work or near to home. 

Nationwide availability is not the only 
criteria to stimulate parcel-locker take up. 

Deployment density also has a major impact 
on its utility to recipients, and, as a result, the 
economics and attractiveness for senders 
when directing users to the (nearest) parcel 
locker as the delivery alternative to the home 
or office address. 

Density also has an environmental carbon 
footprint consideration, as recipients must 
travel to the locker to retrieve their parcels. 
Although it can be done by walking or 
combining pick-up with an existing excursion, 
pick-up will generate its own additional 
carbon impact if the recipient drives 
specifically to collect the item. There is a 
complex trade-off between locker density, 
the courier’s effort/cost and the recipient’s 
effort/convenience, which, in some cases, 
explicitly shifts the carbon footprint from 
courier to recipient.

Looking forward, market failures and 
competition issues within such an ecosystem 
could affect both emerging and established 
players. But what regulatory questions does 
this raise?

 � The impact of deployment and availability: 
Rapid expansion of digitally-enabled 
infrastructure and support for OOH 

services will bring various benefits, 
but could lead to some imperfect or 
undesirable outcomes from regulatory 
and policy perspectives. These include 
geographical deficiency such as not-
spots and protracted roll-outs (e.g. due 
to planning constraints), first-mover 
occupancy/land-banking, failure to 
reflect externalities (impact on public 

Breadth, density and environmental considerations apply

Regulatory issues could arise in this sector
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space, environment, congestion and road 
safety), equity and access concerns which 
tend to affect more deprived areas and 
societal groups. Could deployment rules, 
requirements and constraints arise for 
OOH operators?

 � Competition: Competition law and the 
competition authorities will address anti-
competitive complaints as well as merger 
activity in the OOH, packet and parcel 
delivery space. However, the sector in 
different countries could evolve to become 
susceptible to ex-ante regulation, and 
potentially a declaration of a dominant 
player. Is there the prospect of stiffening 
of controls on competition, which would 
place successful players in this sector 
in a potentially unanticipated regulated 
circumstances? Could equivalent 
regulatory remedies arise through merger-
control obligations?

 � Access to parcel lockers: Parcel lockers 
can easily be designed to allow access 

for multiple upstream parcel couriers and 
logistics firms. In Germany, the national 
regulatory authority concluded that there 
was no need to mandate access to the 
incumbent’s parcel lockers due to the high 
competitiveness of the parcel segment, 
and that there was no indication of market 
power (ERGP, 2019). Consideration of 
potential market failures will arise, but 
will specific circumstances lead to access 
obligations for OOH providers and access 
opportunities for couriers?

 � Universal services: A dense nationwide 
OOH network will have the ability to 
compete directly with home delivery 
services, and potentially be a significant 
disruption to the existing natural monopoly 
of nationwide home addresses. This 
competition will impact volumes and 
revenues for a regulated postal universal 
service obligation (USO) provider. At 
the same time, universal OOH services 
could become mandated as a universally 
beneficial delivery solution. Might a 
financial contribution to a postal, parcel, 
or OOH USO be demanded, or implicitly  
imposed? 

Stakeholders with an increasing involvement 
and interest in the development of the OOH 
segment should prepare for answers to 
these competition and regulatory questions. 
For governments and regulators, now is 
the best time to develop targeted, carefully 
considered, policies and a regulatory 
framework to maximise benefits for 
competition, consumers and society as a 
whole. 

Ian Streule
Partner

Analysys Mason
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JOSE ANSON

Jose Anson is founder and CEO of 
UPIDO (Unlimited Parcel Intelligence 
& Data Outreach). He holds a PhD 
in economics from the University of 
Lausanne (Switzerland) and has made a 
career as an economist in international 
organizations including the World Bank, 
the World Trade Organization, and 
the United Nations. He led economic 
and big data research at the Universal 
Postal Union, where he conducted 
numerous postal development 
missions in emerging and developing 
countries between 2005 and 2017. 
He also developed the methodology 
for the Integrated Index for Postal 
Development (2IDP) which ranks the 
best postal services in the world every 
year. Jose is the author of numerous 
scientific publications in peer-reviewed 
economic journals in the area of 
international trade, development 
economics and postal economics, and 
his research is extensively cited by 
other economists.

UPIDO provides delivery intelligence-
as-a-service continually monitoring 
e-commerce and the CEP industry 
evolutions in more than 100 countries. 
Thanks to proprietary machine 
learning algorithms, it has produced 
highly reliable B2C parcel volumes, 
predictions, and forecasts, enabling 
parcel and postal companies to 

anticipate better in the new delivery 
normal resulting from the Covid-19 
crisis. UPIDO predictions have been 
used to prevent delivery failures, 
better plan the holiday season, 
anticipate major shifts in online 
consumer behaviour, and design the 
next generation delivery services 
with artificial intelligence. Thanks to 
its accurate online shoppers’ demand 
prediction, UPIDO brings timely insights 
to unleash greater lifetime value 
creation for all e-commerce ecosystem 
players. UPIDO also strongly supports 
postal and parcel companies to 
leverage their unique data assets and 
better serve customers in their country 
and worldwide.

Jose Anson, CEO of UPIDO AG

CONTRIBUTOR
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CONTRIBUTOR

Dataplace.ai offers its customers the 
power of data by providing various data 
sets, that allow to better understand 
the offline world and draw actionable 
business insights. Customers can 
access the data via API and data drops 
– for data science and BI teams, or via 
convenient web app interface – for 
non-data science professionals. 
 
Dataplace.ai works closely with the 
CEP industry in terms of providing 
geospatial data, such as:
 � Traffic volume, type, and dynamics 

(pedestrian/vehicle, intensity, 
recurrence, locality)

 � Behaviour-based customer 
segmentation

 � Customer paths and shared traffic 
between locations (within the 
network or with competitors)

 � Residents and visitors at the location
 � Demographic profile of the location
 � Purchasing power and expenditure 

structure at the location
 � Retail and service outlets in the 

neighborhood (POI data base)
 � Buildings’ characteristics
 � Planned investments

 
Logistics industry profits from this 
kind of data, by using it to analyse 
prospect locations for automated 

parcel machines and pick-up points 
and to assess performance of the 
points within the network, against 
external, highly dynamic factors, such 
as traffic. Businesses like Furgonetka 
– leading logistics company with 10+ 
years of experience, leverages the data 
provided by dataplace.ai to identify 
best locations for OOH parcel pick-up 
points. 
 
Dataplace.ai provides analysis and data 
for a vairety of sectors – retail, FMCG, 
logistics, banking & insurance, real 
estate, and media. Leading retailers like 
SPAR or Carrefour use the solution to 
expand their store chain network. Media 
agencies like GroupM identify target 
segments and locations for digital 
marketing and OOH campaigns, based 
on data provided by dataplace.ai. FMCG 
businesses like JTI or Coca Cola, focus 
on analysing their distribution networks 
and supporting trade marketing teams 
in new product rollouts and activation 
campaigns. Banks and insurers 
use the data for risk modeling and 
branch network optimization, whereas 
real estate companies assess their 
investment sites and enrich marketing 
materials with additional analysis.
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 � In 2021, the European CEP market reach 
over 17 billion parcels delivered, including  
slightly higher than 10 billion B2C parcels. 

 � The 20 billion total annual B2C parcel 
vol umes milestone is forecasted to be 
reached at some point between 2025 and 
2026 and the 30 billion level between 2028 
and 2029.

 � OOH delivery efficiency is above 99%.
 � Last mile delivery is responsible for  

40-50% of total distribution cost for 
carriers. 

 � OOH is increasingly important in many EU 
markets – the Nordics, France, Germany, 
Romania, Czech Republic, Hungary and 
Poland have close to 50% OOH share of 
delivery. 

 � Poland has the largest locker network in 
Europe which is about 70% bigger than 
that of the second European player, DHL, 
in neighboring Germany. In Spain, there 
are over 37 thousands lockers but most of 
them are small RPL’s (Residential Parcel 
Lockers). 

 � Based on Last Mile Experts MVP (minimum 
viable product) rule, dense network should 
have 1 point per 10,000 inhabitants at least.

 � Denmark has overtaken Finland to 
become the European leader in terms 
of OOH density with more than 25 points 
per 10,000 inhabitants. Other countries 
with more developed OOH solutions have 
between 7 and 20 points. 

 � PUDOs still have the greatest impact on 
the number of OOH delivery points and 
density.

 � There is significant opportunity for bigger 
APM networks in 20 out 28 countries.

 � Without investments in OOH delivery 
networks, the EU & GB will increasingly 
suffer from serious delivery infrastructure 

gaps leading to last mile capacity issues 
and increasing costs.

 � Recently, more agnostic networks are 
being developed, which support cost 
optimisation and environmentally friendly 
delivery. They also allow for greater OOH 
network expansion in markets where 
availability of additional locations and 
partner shops is becoming a challenge.

CONCLUSIONS
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FUTURE OF OOH

 � Almost all industry experts expect an increase in the percentage of B2C 
parcels going OOH for the following reasons: 

 − as the proximity of points increases, they become more convenient and  
 closer to a “home delivery”.

 − capacity demands make this the only viable or cost effective option.
 − ecological matters favour proximate OOH delivery.

 � While the most developed OOH markets now have over 90% of volumes going 
OOH, we expect that the new norm will be about 40–60% depending upon 
markets specific and cultural issues.

 � Some segments will still require home delivery such as heavy & bulky items,  
premium “on demand” or e-grocery services. For these to be more efficient, 
there is a need for development of new technologies such as smart locks (e.g. 
Amazon Key) with in-home delivery and refrigerated lockers or robots making  
‘Click & Collect’ more effective.

 � This sector is developing so fast, that even us as we write, some data is already 
outdated. Accordingly, we can expect further dynamic change in our next 
report. 
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NOTES TO THE REPORT

TERMS AND CONDITIONS

 � It is not possible to state the exact numbers of PUDOs or APMs for all 
companies. Many companies do not provide figures at all or provide outdated 
figures. 

 � Wherever required, authors have estimated OOH points.
 � Data has been obtained from publicly available sources and from 

commercially available sources. The data published represents the latest 
information available from these sources at the time we carried out our 
research. The report refers to the number of points at the end of 2021.

 � Authors have reviewed company websites and publications or news on 
PUDOs or APMs. Moreover, we have conducted several interviews (CEOs, 
senior-level CEP and e-commerce executives, experts, retailers) to develop 
our core, database. We have used Last Mile Experts market (“know how”) and 
expectations for future developments.

 � Most data was collected in early 2022 but, where possible, it has been updated 
just prior to publication.

 � We can produce bespoke, more detailed country reports if needed. If this is of 
interest, please contact info@lmexpert.com to get more information. 

LME takes no responsibility for any
incorrect information supplied to
us by external parties. Quantitative
market information is based a range
of sources and assumptions and is
made on a reasonable effort’s basis.
 � LME reports are publications 

containing valuable market 
information. 

 � LME reports may not be reproduced 
in full or in part, without the 
permission of LME.

 � Quotation of short sections from the 
document is permitted as long as 
the specific report and authors are 
quoted as being the source.
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https://lastmileexperts.com/

https://lastmileexperts.com/lma/

https://lastmileprophets.com/

https://lastmileexperts.com/lms/

https://lastmileexperts.com/lmd/
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CONTACT

Last Mile Experts Sp. z o.o.
Ul. Kiedacza 8a
Warszawa, Polska

www.lastmileexperts.com

info@lmexpert.com

Marek Różycki

Mirek Gral 


