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The eCommerce boom over the last decade has 
thrust last mile logistics into the spotlight. In 2012, 
eCommerce accounted for 8% of total retail purchases 
and now, online sales represent nearly 20% of the 
total retail landscape.i 

While eCommerce was growing quickly before the 
COVID-19 pandemic hit, the pandemic served as an 
accelerant, as shoppers who had never ventured into 
online shopping before explored new options. In fact, the 
pandemic added an extra $219 billion to U.S. eCommerce 
sales from 2020-2021.ii 

This pandemic also changed consumer expectations. 
Because running simple errands like going to the grocery 
store or pharmacy became more difficult amidst changing 
lockdown and restriction orders, more consumers sought 
quick delivery options for time-sensitive items. Consumers 
named “fast/reliable delivery” as the most important 
attribute to online shopping from March-June 2021, 
according to a Consumer Insights Survey by PwC.iii

The definition of “fast” has also evolved for some customers 
– especially for deliveries around certain must-have 
products. Rather than next-day or two-day delivery options, 
which used to delight customers, “fast” has come to mean 
same-day for some customers. Savvy consumers who seek 
out same-day shipping options are potentially more likely 
to shop with a merchant that offers it. Today, it appears that 
same-day delivery has become mainstream. 

“The promise of 
next-day delivery 
no longer impresses 
customers in a world 
where same-day 
and even two-hour 
services are becoming 
more common.”

Emerging Risks and 
Rewards in the Last Mile

– Yossi Sheffi, Director, 
MIT Center for Transportation 
and Logistics iv



Given the increase in same-day delivery offerings, last mile 
logistics has become a concern for businesses, and new, 
non-traditional gig economy carriers have emerged to 
help businesses handle these short zone deliveries. Many 
merchants previously relied on well-known national and 
regional carriers, and they rapidly adapted to the emerging 
ecosystem of additional carriers to meet the evolving 
expectations around last mile. While we no longer live in a 
world of lockdowns, shopper expectations around same-day 
delivery may be here to stay. 

To better understand the emerging risks and rewards 
within the last mile, UPS Capital commissioned a 
compilation of two independent studies conducted by 
Dynata in April 2022. 500 U.S. business owners with a 
decision-making role in the use of non-traditional carriers 
for same-day delivery operations, and 1,000 U.S. consumers 
ages 18 and older were surveyed. The study results indicate 
that there can be major benefits to meeting the new 
demands around same-day delivery – but also emerging 
risks for both carriers and merchants alike.  

of consumers 
anticipate the demand 
for same-day and 

next-day delivery will 
remain high, despite 
the pandemic receding
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47%
use a third-party 
courier network

30%
use their own 
internal fleet

38%
use non-

traditional carriers

26%
use a combination 
of these options

Last Mile delivery 
models reported by 
surveyed businesses:

The Gig Economy Enters the Last Mile 
Consumers quickly moved to adopt same-day delivery options, and often prefer to shop with businesses that 
offer it. While consumers may not take advantage of same-day delivery on every single order (knowing they may 
pay premiums for faster turnaround times), they like having the option. Businesses that offer more choices and 
control over delivery timelines can provide a better customer experience which, in turn, can make shoppers more 
likely to return and make additional purchases. 

63% of consumers have made an online purchase with same-day delivery

63% of consumers are more likely to shop with a business that offers same-day or 
next-day delivery options, with one third (33%) reporting they are “significantly” 
more likely

Given the trend towards same-day delivery, more businesses have paved the way to offer same-day delivery 
options to customers. However, adopting same-day shipping was a logistical challenge for some businesses, 
because they needed to introduce new carriers. Some turned to their own internal fleet while others started 
working with non-traditional, gig economy carriers or a combination of carrier options.
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Most frequently used non-traditional/gig economy carriers

57%

54%

38%

38%

31%

20%

20%

13%

12%

DoorDash

Uber Direct

Postmates

Courier Express

Shipt

Dropoff

Point Pickup

Axlehire

Roadie

Non-traditional carriers have emerged as a means 
to address quick-turn, short zone deliveries. 

Working with non-traditional, gig economy carriers can not only allow businesses to benefit from increased 
revenue but can also be highly valuable from a customer service perspective. Same-day delivery can create 
business advantages like supporting evolving customer expectations, driving customer satisfaction, improving 
brand loyalty, and ultimately helping businesses remain competitive. 

When asked about customer delivery satisfaction with non-traditional, gig economy carriers, 69% of businesses 
say customer satisfaction with last mile/same-day is better than traditional carriers.

These changes to embrace same-day delivery can be a lot to juggle for merchants seeking to provide a standard, 
seamless customer experience. In this way, an expanded carrier network in the last mile has also introduced
more risk. 

Businesses also reported: 

49%
Nearly half of businesses 

say they use more last mile/
same-day carriers than they 

did 2-3 years ago

57% 
Last mile/same-day 
delivery is critical to 

our business to remain 
competitive

41% 
Last mile/same-day 
delivery is a revenue 

driver for their business
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Emerging Risks Around 
Same-Day Delivery 
While merchants are seeing the benefits of working with 
non-traditional, gig economy carriers, they also can’t ignore 
some of the emerging challenges. 

Businesses using non-traditional, gig economy carriers are 
seeing increased loss, theft, and damages specific to the last 
mile. Ongoing supply chain disruption is likely contributing 
to these concerns around reliability. Additionally, when 
an incident does happen, it can hurt a business’s bottom 
line if it has to pay out of pocket to re-ship the item to                         
the consumer. 

Top pain points 
businesses face 
in the last mile

27%
Increases in loss, theft 
and damage specific 
to the last mile  

27%
Finding the right 
technology solutions 
that work seamlessly 
with current supply chain 

39%
Finding trustworthy, 
reliable carriers and 
partners to work with 

23%
Increasing costs 
of the last mile

of businesses have experienced 
more damages and losses with 
last mile or same-day carriers 
compared to traditional carriers

One of the major factors driving increased losses in the last mile is porch piracy. Research shows that 210 million+ 
packages disappeared from porches across America in 2021.v Porch piracy is widespread and same-day deliveries 
are not immune. 

of businesses have had to pay 
out of pocket to cover a lost, 
stolen or damaged package 
when working with a last mile/
same-day delivery carrier 

of consumers reported at 
least one porch piracy related 
incident from same-day or 
next-day shipments within 
the last year

14% 
of consumers have 
experienced porch piracy 
multiple times in the past year 

60%

64%
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of consumers will 
blame the carrier only

will blame both the 
merchant and the carrier

On the other hand, the merchant 
can be the one on the receiving end 
of the consumer’s blame.

66% of consumers report that 
they would either be unlikely to 
buy or simply never buy again from 
a business if they had a negative 
experience with last mile/same-day 
delivery. 

This blame-game that bubbles up 
with last mile deliveries can end up 
hurting consumer relationships and 
ding the brand reputation of both 
carriers and merchants.

When something goes wrong... 

40%
32%

While consumers may want to reach out to the carrier regarding an incident, it is often difficult for them to 
determine which company ultimately delivered their goods, given that isn’t always advertised or made public by 
the merchant. This drives a cycle of confusion.

of businesses say consumers get less insight into the status of 
their shipment when using last mile/same-day delivery carriers 

of businesses say it’s unclear to their customers who is 
responsible when an issue arises 

42% of consumers 
who have had a customer service 
complaint have felt confused on who 
to go to when their same-day or next-
day delivery shipment was lost, stolen 
or damaged 

Issues like porch-pirated theft, loss, or damage in the last 
mile may lead to customer confusion about who should be 
held accountable – the merchant suppling the product, or 
the carrier delivering it.

57% of the time 
consumers will attempt to reach out 
to the carrier to report an incident 
with a shipment in the last mile 

So at the end of the day, 83% of the time, 
the carrier is being blamed when a delivery           
goes wrong. 
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Insuring Better Shipping Experiences™ 
The last mile can – and should – be better protected. With the quick shift to same-day delivery, many businesses 
and carriers are currently operating in an under-protected and under-insured manner. Many merchants rely on 
carrier liability as their safety net when an unexpected issue occurs, not understanding the risks and minimal 
coverage that it may provide. 

Given ongoing struggles with claims and more loss, theft, and damage from non-traditional, gig economy carriers 
compared to traditional carriers, businesses are seeking out alternative solutions to help ensure peace of mind 
and protection against the unexpected. Businesses may now have the opportunity – and desire – to work with 
carriers that can offer protection for last mile shipments.  

94% of businesses would be more likely to select a last mile/ 
same-day delivery carrier that offers shipping insurance protection 
with clear terms and conditions that include coverage for lost, 
damaged or porch-pirated shipments 

86% of businesses say shipping insurance protections would have 
a positive impact on their ability to provide a better customer 
experience in the event of a loss, damage or porch-pirated theft

Shipping insurance can be a competitive differentiator for a same-day delivery carrier, as it would make a business 
more likely to work with them. It’s also a feature for which businesses may be even willing to pay more. 

90% of businesses would be willing to pay more 
to work with a last mile/same-day delivery 
carrier that offers shipping insurance protection 

43% of businesses say 
that under half of their 
claims are getting paid 

64% of businesses don’t have 
third-party insurance protections 
or are relying on the carrier’s 
liability/terms and conditions 
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In a world full of supply chain disruption and emerging risks, businesses may be willing to pay premiums to work 
with those carriers that offer increased protection. 

Interestingly, it’s not only merchants that are seeking increased protections in the last mile. Shoppers seem well 
aware that supply chain volatility has impacted them, and not all same-day delivery options are reliable. As a 
result, they are more likely to order from merchants that offer enhanced protections. 

88% of consumers would be more willing to work with a merchant 
that offers peace of mind and protection for same-day or next-day 
shipments in the event of a loss, damage or porch-pirated theft 

Businesses and carriers that are not protecting the last mile may be putting their reputations on the line. In a 
world where consumer concern about shipping mishaps outweighs the desire for free or fast shipping, insurance 
may be a competitive differentiator.vi Non-traditional, gig economy carriers that provide more protections can 
stand out from those that don’t in the race for same-day delivery reliability.

When asked what percent of the full retail value of the goods businesses would be 
willing to pay for shipping insurance protection around the last mile, they stated: 

97% of businesses are willing to pay 1% or more of 
the retail value of the goods for shipment protection. 

said less than 1% 

said 1%- 2%

said 3%- 5%

said 5% or greater

3%

29%

48%

20%

https://upscapital.com/resources/personalized-shipping/
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Opportunities to Differentiate 
 

Same-day delivery is here to stay, not only because it’s becoming the norm for consumers, but also because it can 
provide valuable revenue generation opportunities for businesses. 

However, last mile/same-day delivery can still present risks. There are opportunities for carriers to differentiate 
themselves with strategies that help mitigate these risks, from enhanced real-time tracking to shipping insurance. 
Even though same-day deliveries may often travel only a small distance, the risks around loss, porch-pirated theft, 
and damage remain. Carriers with concrete solutions that offer consumers peace of mind and minimize confusion 
about who to contact when something goes wrong can succeed in the new era of same-day delivery. 

For more information, please visit http://www.upscapital.com/.

48%
reported their business is now 
using more last mile/same-day 
delivery options compared to 
their offerings in 2020 

41% 
of businesses surveyed stated 
that last mile/same-day delivery 
is a revenue driver for
their business 

http://www.upscapital.com/
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Methodology 
Emerging Risks and Rewards in the Last Mile report is based on an April 2022 survey conducted by Dynata of 500 U.S. business decision makers with a 
decision-making role in the use of non-traditional, gig economy carriers for same-day delivery operations, and 1,000 U.S. consumer respondents ages 18+. 
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Insurance coverage is underwritten by an authorized insurance company and issued through licensed insurance producers, including UPS Capital Insurance 
Agency, Inc. (“UPSCIA”), a subsidiary of UPS Capital Corporation (“UPS Capital”). The insurance company, UPSCIA and its licensed affiliates reserve the right to 
change or cancel the program at any time. You may be offered the opportunity to insure eligible shipments under a policy of insurance (the “Policy”) issued: 
(i) directly to you; (ii) to UPS Capital; or (iii) to the sender/ publisher of this communication. Where the Policy is issued to UPS Capital or such sender/publisher, 
such Policy extends coverage to your eligible shipments, but you are neither an insured nor an additional insured under such Policy. In the event of a loss 
covered under such Policy, any resulting claim payment shall be directed to you as a loss payee. Where insurance coverage is made available through a third-
party platform, details regarding the terms and conditions of that coverage is provided by UPSCIA. This information does not in any way alter or amend the 
terms, limitations or exclusions of the applicable Policy and is intended only as a brief summary. Insurance coverage is not available in all jurisdictions and 
coverage is governed by the terms, conditions, limitations and exclusions set forth in the applicable Policy.

© 2022 United Parcel Service of America, Inc. UPS, UPS Capital, InsureShield, the UPS brandmark, and the color brown are trademarks of United Parcel Service 
of America, Inc. All rights reserved. 
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