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Last-mile logistics: between consumer expectations  
and the illusion of sustainable development

The article addresses the issue of last-mile logistics in the context 

of the dynamic growth of e-commerce and the influence of economic, technolo-

gical, and social megatrends. The starting point is the identification of the gro-

wing role of e-commerce in shaping new patterns of consumption and the related 

consumer expectations – concerning the speed and flexibility of delivery, process 

transparency, as well as the ecological character of services. The subsequent sec-

 

cluding fleet electrification, the introduction of electric bicycles, the development 

-

rials. It is emphasized that these activities are of both operational and reputational 

significance, becoming an important element of building competitive advantage 

discrepancies between corporate declarations and actual environmental outco-

mes. In this context, the phenomenon of greenwashing is examined, understood 

as the ostensible engagement in environmental issues that is not reflected in ope-

rational practice. It is underlined that growing consumer awareness necessitates 

the transparent reporting of activities and the presentation of measurable indicators 

of emission reduction and environmental impact mitigation. The conclusions drawn 

from the study indicate that the future of last-mile logistics will depend on the abi-

lity of enterprises to translate pro-environmental strategies into tangible, measur- 

-

washing and to establish the foundations for genuinely sustainable development 

in the e-commerce sector.

last-mile logistics, e-commerce, e-consumer, megatrends, sustainable 

development, greenwashing
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Introduction

E-commerce represents one of the most dynamically developing segments of the con-

temporary economy. Its expansion is the result of the synergy of several processes – 

the widespread availability of Internet access, the growing digitalization of everyday con-

sumer practices, as well as social and demographic changes that foster greater openness 

to new forms of shopping. Online purchases are becoming not only a convenient alterna-

tive to traditional sales channels but, in many cases, the primary form of acquiring goods 

and services. Increasingly, e-commerce is no longer regarded as a supplement to the retail 

-

els, and customer service standards are being shaped.

This phenomenon is accompanied by growing consumer awareness, with individu-

als attaching increasing importance not only to the product itself but also to the qual-

ity of the entire purchasing process. Crucial factors include the speed and timeliness 

of delivery, the possibility of choosing a flexible place and time of receipt, service trans-

parency, and compliance with environmental and social values. The last-mile delivery 

stage becomes particularly critical – it closes the logistics chain and directly influences 

the final consumer experience. It is precisely at this stage that both opportunities for 
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These requirements pose growing challenges for enterprises operating in the e-com-

merce sector. Global megatrends – such as advancing digitalization and automation, 

the green transformation of the economy, regulatory pressure regarding environmen-

for the functioning of logistics. Companies are compelled to combine cost efficiency 

-

sifying competition and consumer pressure, declarations concerning “green logistics” 

and pro-environmental solutions increasingly fall within the scope of critical debate 

on the authenticity of corporate actions, with the phenomenon of greenwashing becoming 

The purpose of this article is to provide a critical analysis of last-mile delivery pro-

cesses in e-commerce, both from organizational and consumer perspectives. Particular 

attention is devoted to identifying the megatrends shaping delivery models, examining 

as assessing the significance of solutions associated with sustainable development.  

-

prises in order to evaluate the extent to which the green narrative of logistics is reflected 

in operational reality.

On this basis, the following research questions have been formulated:

 – What technological, social, and environmental megatrends are currently influencing 

the shaping of last-mile delivery models?

 –

service standards in e-commerce?

 – Do practices described as sustainable represent a genuine factor influencing consumer 

the phenomenon of greenwashing?

Challenges of business development in a dynamic environment – 

sectoral context

Contemporary enterprises operate under conditions of rapid volatility and unpredicta-

bility. The energy transition, geopolitical tensions, advancing digitalization of processes, 

and rising consumer expectations increasingly render classical models of organizational 

management inadequate. In their place emerges the necessity of continuous adaptation, 

flexibility, and anticipatory responses to disruptions and ongoing changes. In logistics 

into operational and strategic challenges related to costs, delivery times, supply chain 

structures, and the growing importance of the ecological dimension. The expanding share 

of e-commerce, the shortening of product life cycles, the progression of urbanization, 

2023, p. 19].

and the difficulty of unambiguously predicting the direction of change. This is commonly 

referred to as VUCA conditions – volatility, uncertainty, complexity, and ambiguity [Gao 

et al. 2021, p. 467]. Enterprises must operate in the context of ongoing transformations 
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change effects impacting transport infrastructure.

The ongoing digital transformation is also of considerable significance. It repre-

sents one of the main currents of change, introducing technologies such as the Internet 

automation into the economy – including logistics sector. Their application enables route 

optimization, inventory management, real-time temperature monitoring, and forecasting 

of delivery disruptions. These technologies also open broad opportunities for managing 

-

-

erate new challenges. They require investment, process redesign, digital competencies, 

transformation leaders and entities with limited flexibility. The ability to meet the demands 

potential of enterprises providing logistics services, especially those catering to individ-

ual consumers. This approach assumes an understanding of a company’s competitiveness 

in a dynamic dimension – the fundamental capacity to perceive changes both in the exter-

nal and internal environment and to adapt to them in such a way that the resulting profit 

flows ensure the long-term functioning of the enterprise [Garelli 2003, p. 5].

Another element determining the operating conditions of enterprises, including those 

in the logistics sector, is regulation. The European Union is implementing ambitious cli-

sector is one of the main sources of greenhouse gas emissions, which results in pressure 

for decarbonization and the adoption of a circular economy model. Operators must adapt 

-

context, rising consumer environmental awareness may also be of significance, as it often 

compels producers or service providers to adopt specific behaviors. In the broadly under-

stood logistics industry, consumer expectations are increasingly driving the provision 

2020, p. 1177].

With the digitalization and automation of logistics, there also arises the necessity 

ready to respond immediately to environmental changes. The capacity for experimenta-

tion, iterative development, and real-time testing of solutions is becoming one of the fun-

damental competencies of future-oriented firms [Senge 1990, pp. 4–5, 17–18]. Although 

such aspects may be invisible from the customer’s perspective, they nonetheless shape 

involve the need to develop so-called green competencies, which, depending on the sec-

Parallel to the transformational challenges of ecology and digitalization, serious social 
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-

eries translates into cost pressure on employees.

Importantly, individual customers are increasingly guided by social and environ-

mental values when choosing service providers. Transparency, ethical certifications, 

-

sive criteria for consumer loyalty [infuture.institute 2024].

In summary, it can be indicated that logistics enterprises, operating in a dynamic envi-

ronment, must redefine their roles by transforming from operators of physical processes 

-

ment in this sector is not about geographical expansion – it is about profound adaptation 

to megatrends, social expectations, and standards of responsibility.

Megatrends as determinants of business decisions

the future. One of the fundamental analytical tools used for this purpose is the identi-

of megatrends is particularly significant, as this industry constitutes the direct interface 

between technology, the economy, and the consumer.

[infuture.institute 2024], the most important trends influencing logistics include: digital-

transparency, the economy of time, personalization, urbanization, and the green transfor-

mation. These are systemic factors that permanently alter companies’ operational models 

One of the most dominant technological megatrends is digitalization. In the logistics 

sector, it signifies not only the introduction of digital technologies into selected processes 

but, above all, the transition to real-time data management, system integration, and event 

prediction. Technologies such as AI, IoT, machine learning, and predictive analytics en- 

into dynamic route planning, warehouse automation, inventory optimization, the identi-

-

transparency and an element of building trust with customers.

A second important trend is automation. This aspect can influence various indus-

tries to differing degrees, depending on the technological processes applied. In logistics, 

sorting stations are particularly significant. These technologies increase efficiency 

and reduce errors, but also require a redesign of warehouses’ physical and process archi-
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tecture [Ellithy et al. 2024, p. 16]. Examples of implementing such solutions can be found 

of shipments daily while maintaining high quality standards. Automation may also extend 

to customer service processes, enabling clients to manage deliveries without the involve-

ment of employees, for instance, by selecting delivery locations or scheduling delivery 

times.

The third pillar of technological transformation is data integration and security. 

-

in logistics enhances the security and immutability of information while also enabling 

-

tation of these technologies is not free from challenges. It requires substantial investment, 

new expertise, the transformation of management models, and the reorganization of entire 

in organizational culture and the absence of a strategic vision for integrating megatrends 

into corporate activity.

-

ingly influencing business decisions in the logistics sector. These processes affect the val-

ues, expectations, and attitudes of both consumers and employees – redefining the foun-

is the transformation of consumption. Consumers increasingly expect fast, inexpen-

sive, and environmentally friendly deliveries, while at the same time becoming more 

socially and environmentally conscious. There is growing acceptance of de-consumption 

models based on minimalism, reuse of resources, and localism, as well as of strategies 

 

p. 420]. In logistics, this may translate into customer expectations that deliveries be car-

-

tions that reduce the carbon footprint.

-

tually every sphere of life, epitomized by the common phrase that “the world has accel-

erated”. In the logistics context, the economy of time manifests itself in consumers val-

forcing logistics operators to invest in predictive systems, real-time communication, 

 

is reinforced by urbanization and changes in household structures. Last-mile delivery  

process. Challenges such as restricted access to city centers, increasing traffic congestion, 

legal constraints, and environmental pressures necessitate new solutions – such as micro-

hubs, bicycle deliveries, shared vehicles, and logistics models based on shipment consol-

idation [Fegde 2025, p. 1].

Environmental megatrends, such as climate change, rising air pollution, and the need 

for decarbonization, directly influence the investment priorities of logistics firms. Com-
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panies are implementing CO2 reduction strategies, transitioning fleets to electric or hydro-

gen vehicles, utilizing renewable energy in warehouses, and investing in zero-emission 

 

pp. 57–59].

 

is changing under the influence of automation, demographics, and new generational 

diversity, and transparent employment conditions. Logistics companies must respond 

to these needs by offering new models of collaboration, investing in organizational cul-

 

pp. 35–37].

At the intersection of technological, social, and environmental megatrends, new busi-

ness models are emerging. Increasingly, logistics is described as a hybrid service – com-

bining physical transport, digital experiences, and ethical values. The future of the industry 

and responsibility toward the environment. Dynamic technological, social, and environ-

mental transformations are redefining the foundations of logistics enterprises. Whereas 

competitive advantage was once primarily based on scale, costs, and delivery speed, 

today it depends more on operational flexibility, the capacity to absorb innovation, open-

ness to megatrends, and sensitivity to consumer needs. From the end customer’s perspec-

and with what environmental and social consequences. Consumers expect the logistics 

process to be not only fast and inexpensive but also transparent, environmentally respon-

sible, and consistent with their values. The phrase “fast, cheap, sustainable” is therefore 

not merely a slogan – it represents the actual matrix of expectations within which logistics 

companies must now operate.

An integrated approach to megatrends requires that companies’ strategic decisions are 

-

sis of long-term processes. Critical here is the implementation of foresight mechanisms 

– that is, the systematic identification and interpretation of signals of change and their 

that successfully integrate megatrends into their operational models – both technological 

and organizational – gain not only a competitive advantage but also systemic resilience. 

Examples can be found among operators that have transformed their distribution centers 

into automated predictive logistics hubs, deployed zero-emission fleets, or established 

this approach should not be reserved exclusively for large corporations. An increasing 

number of medium-sized firms and local operators are implementing micro-innova-

tions – for example, flexible delivery slot systems, integration with e-commerce plat-

forms, route optimization based on weather data, or infrastructure sharing with other 

entities. The future of logistics lies not in centralization but in the intelligent distribution 

Finally, we observe a transition from logistics being perceived as a technical service 
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the most crucial touchpoint with a brand. Negative experiences in this area may under-

6–7]. Therefore, adaptation to megatrends cannot be selective. Only enterprises that treat 

them as an integrated system of interdependencies – encompassing technology, people, 

 

As one of the sectors most exposed to change and social expectations, logistics today 

faces a choice: either become a creator of sustainable, fast, and inclusive solutions, or be 

pushed aside by more flexible and attentive players.

The consumer in the e-commerce market

with online shopping becoming a daily practice for a significant portion of society. E-com-

merce is no longer a complement to traditional sales channels – it has become an equiva-

lent and, in many areas, a dominant model for the exchange of goods and services. Global 

of the digital economy, contributing to the redefinition of relationships between provid-

ers and consumers. In Poland, similar tendencies are observed: broader Internet access, 

growing digital competencies, and changing lifestyles mean that online shopping now 

spans diverse social groups and is becoming an element of everyday consumption [GUS 

2024, pp. 109, 124].

One of the evident patterns is that e-consumption is most strongly associated with 

the level of educational capital. Individuals with higher education are significantly more 

-

nological innovations as well as better financial conditions enabling access to devices 

and stable Internet connections. At the same time, there is a gradual increase in par-

ticipation among those with lower educational attainment, suggesting that e-commerce 

is becoming increasingly inclusive, although it still does not fully eliminate the barriers 

of digital exclusion [GUS 2024, pp. 109, 124].

Equally clear is the relationship between consumer age and the intensity of online 

shopping. Younger generations – raised in a digital world and treating online shop-

ping as a natural way of acquiring goods – are the most strongly represented. This 

also to introduce solutions that enhance the convenience, speed, and personalization 

points to the growing universality of e-commerce in society. Older age groups remain 

less active; however, even within this segment, participation is gradually increasing – 

partly due to simpler shopping tools and partly as a result of social and family pressures 

[GUS 2024, p. 124].

Occupational activity is another factor differentiating consumer behavior online. 

The most active participants remain employees and students, for whom the Internet 

-
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more traditional business models or preferences for direct purchasing. Among the econom-

ically inactive and retirees, interest in e-commerce is noticeably lower, confirming the the-

 

of consumption [GUS 2024, p. 124].

Interesting regularities can also be observed with respect to the place of residence. 

While city dwellers have long been the natural target group for e-commerce, the growing 

availability of the Internet and logistics infrastructure means that residents of smaller 

towns and rural areas are increasingly engaging in online shopping. This phenomenon 

to be the domain of urban centers and is becoming a standard accessible nationwide. 

At the same time, regional differences persist, which may result from varying levels 

of development in local courier services, logistics, or consumer awareness [GUS 2024,  

pp. 125–126].

The structure of online purchases highlights further characteristic features of the e-con-

sumer. The greatest interest is shown in products that are easy to present online and rel-

atively simple to handle logistically, such as clothing, footwear, cosmetics, or household 

accessories. Consumers simultaneously expect convenience, flexibility in the choice 

in the importance of non-price factors: transaction security, transparency of the purchas-

ing process, and the alignment of seller practices with social and environmental values. 

E-consumers are becoming more conscious – treating a purchase not only as the acqui-

sition of a product but also as an experience that should align with their expectations, 

processes deeper than the mere growth in the number of transactions. Educational, 

age, and occupational factors, as well as place of residence and digital competencies, 

 

to goods, while on the other hand, it reveals disparities in the adoption of new forms  

of consumption. Enterprises operating in this field must therefore not only invest in tech-

nology and logistics but also understand the complex needs and preferences of diverse 

models, logistics processes, and communication methods. Addressing these expectations 

is a prerequisite for maintaining competitiveness in an increasingly demanding digital 

environment. 

The specificity of the last-mile delivery process  

and consumer trends

-

tions, that is, between enterprises. With the growth of online commerce, however, the ser-

of this stage is the final segment of the supply chain – from the moment an order is placed 
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to the delivery of the product at the location chosen by the consumer [Lim et al. 2018,  

p. 310].

This process is considered the most demanding element of logistics service. This results 

from the diversity of shipments, the growing intensity of orders, and the need to adapt 

services to the individualized expectations of recipients. Logistics experts emphasize 

that last-mile delivery generates the highest costs within the entire logistics chain and, 

Gevaers 2009, p. 4]. This stage involves specialized courier companies and express parcel 

In the scientific literature, last-mile delivery is primarily analyzed in three dimen-

p. 4]. Consumer expectations toward this stage of the process are constantly increasing – 

they now encompass not only delivery speed and flexibility but also convenience, ecolog-

ical responsibility, and alignment with a particular lifestyle. Dissatisfaction at this stage 

in e-commerce.

of convenient delivery options. The most popular solutions are those that provide flexibil-

-

place and collections at partner points. Solutions that require the customer’s presence 

Among additional factors motivating online purchases, consumers primarily high-

-

ity regarding delivery times and days, and the option of managing shipments through 

-

venience, is also gaining importance. Although mentioned less frequently, the ecological 

aspect has its place in the hierarchy of expectations – most often in the form of prefer-

[Gemius 2024, pp. 121, 145–146].

-

ers remain the most frequently selected solution, developing extremely dynamically 

in Poland and becoming a part of the everyday landscape. The popularity of this option 

stems both from its widespread availability and from the ability to align parcel collection 

with one’s daily schedule. Consumers are increasingly reluctant to treat a personal receipt 

hours prevent them from being at home at the time of delivery [Gemius 2024, p. 115].

Another area of growing expectations is delivery speed and cost. Customers expect 

free or low-cost shipping while simultaneously demanding that orders be fulfilled 

pressures creates significant challenges for logistics companies, which must reconcile 

economic efficiency with high service quality.
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experience. In an era of rising environmental awareness, consumers increasingly expect 

-

for building customer relationships and confirming the values that guide the company  

-

nology, logistics, ecology, and consumer expectations converge. This stage is particularly 

sensitive – even small shortcomings can determine customer satisfaction and future brand 

loyalty. The ability to shape this process in a flexible, convenient, and sustainable way 

e-commerce sector. 

Research methodology

The article has a theoretical-analytical character and is based on the method of content 

analysis and literature synthesis. The starting point was the identification of the conditions 

shaping the functioning of logistics processes in e-commerce, with particular empha-

statistics, and consumer research findings published by institutions such as the Central 

The research procedure comprised three stages. The first involved a review of aca-

demic and industry literature, with particular attention to publications on economic meg-

atrends, urban logistics, digitalization, and sustainable development. The second stage 

consisted of an analysis of statistical reports and empirical research results on e-consumer 

influencing consumer loyalty. In the third stage, a synthesis of the collected data was con-

ducted, combining conclusions from quantitative studies with a qualitative interpretation 

A critical approach was applied in the analysis, meaning that not only the declared 

practices and strategies of logistics companies were verified, but also their consistency 

-

munication and the actual level of process sustainability, with the phenomenon of green-

washing analyzed in this context. This made it possible to identify situations in which 

full reflection in operational practice.

The selection of source material was purposeful – focusing on publications and reports 

that present the latest trends in e-commerce in Poland and worldwide, as well as those 

that allow the capture of transformational processes in logistics. A comparative analysis 

of international and domestic data made it possible to place Polish experiences within 

the broader context of global megatrends.

The adopted methodology enabled the formulation of conclusions at both the practical 

-

ical level, addressing ecological and social consequences. Thus, the article combines 
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processes in building competitive advantage and corporate credibility in the eyes of con-

temporary consumers.

Practical ecological solutions in the last-mile delivery process 

to end consumers

In this part of the analysis, the focus is placed exclusively on the ecological aspects 

of last-mile logistics. Earlier sections of the article also addressed other megatrends, such 

environmental issues were selected for in-depth analysis, as in recent years they have 

been particularly emphasized both in the strategies of logistics enterprises and in con-

sumer expectations. Ecology is also an area where the discrepancy between corporate 

-

sion, therefore, allows not only the examination of specific actions but also a critical 

of logistics enterprises. A strategic orientation toward sustainable development stems not 

only from environmental and regulatory requirements but also from economic and repu-

tational considerations. Companies strive to present their positive environmental impact 

as an element of building competitive advantage and a source of customer loyalty. For 

strategies of many operators.

One of the most important ecological solutions in last-mile logistics is the reduction 

of transport-related emissions. In practice, this translates into the electrification of vehi-

cle fleets and experiments with alternative means of transport, such as electric bicycles. 

In recent years, Poland’s largest logistics companies have been consistently implement-

ing such investments. For instance, InPost currently operates nearly 1,300 electric vehi-

being tested – five pilot routes have been selected to examine how bicycles may facilitate 

1.

The development of electric fleets, however, requires significant financial investment, 

-

ual companies are electric. Nevertheless, most companies’ strategic documents highlight 

2 emissions and investing in eco-friendly transport 

solutions. It should also be stressed that the real environmental impact of electric vehi-

cles depends on the energy sources used for charging. Only when powered by renew-

able energy can they be considered fully zero-emission. Logistics companies increas-

1

Fordow_E_Transit.pdf; ; https://

;  https://www.dpd.com/pl/pl/o-dpd/o-dpd-

[accessed: 16.09.2025].
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ingly report data on the share of renewables in their energy mix. InPost, for example,  

declared that in 2024 renewables accounted for 45% of its energy consumption, repre-

senting a 10-percentage-point increase compared to the previous year. The company also 

reported that its absolute greenhouse gas emissions had decreased by 15% compared 

to 2021, with a long-term goal of achieving climate neutrality across the entire value 

chain by 2040 [InPost 2025, pp. 8, 28, 138]. Similar commitments are announced by other 

-
2 

[Geopost 2024, p. 11].

-

and delivered to a single location, thereby reducing the number of courier trips and, con-

CO2 emissions by as much as 75% compared to direct home deliveries [InPost 2025, 

3

role, they must be used appropriately – shipments should be collected “on the way”, for 

the consumer’s home should allow for access on foot or by bicycle. InPost reports that 

figure reaching nearly 90% in urban areas [InPost 2025, p. 26].

-

4

wholly or partly from recycled sources [InPost 2025, p. 153].

Pro-ecological solutions also include other operational measures, such as reducing 

energy consumption in sorting centers through process automation or the use of ener-

gy-efficient lighting. Additional initiatives worth mentioning serve both environmental 

-

-

-

5. InPost, within its sustainable 

development programs, implements initiatives such as eco-returns, the InPost Green 

2 https://group.dhl.com/en/sustainability/sustainability-roadmap.html [accessed: 16.09.2025].
3 accessed: 20.07.2025].
4 [accessed: 16.09.2025].
5 Ibid.
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return systems, and other activities. The company also holds ISO 14001:2015 certifica-

tion for environmental management6.

To systematize the examples of environmental activities presented and indicate their 

summarized below. The table organizes both the main directions of change in the tech-

nological, social, and environmental spheres, as well as their practical implications for 

the logistics sector. It also includes examples of solutions implemented by companies 

-

tation, including the phenomenon of greenwashing, which increasingly undermines 

the authenticity of pro-environmental declarations. This overview shows that last-mile 

-

tives, and their effectiveness depends on both technological innovation and the credibility 

The summary presented in the table confirms that pro-environmental activities in last-

mile logistics should be analyzed in the broader context of technological, social, and envi-

ronmental megatrends. The solutions implemented – from fleet electrification to the devel-

of last-mile logistics on the environment, but their actual effectiveness depends on their 

consistency with the company’s long-term strategy and the scale of implementation. 

In many cases, green initiatives are fragmented and focus on areas that are most visible 

to the customer, which helps to build a positive image but does not always translate into 

measurable environmental results. Therefore, when assessing the effectiveness of pro-en-

vironmental measures, attention should be paid not only to their communicative appeal, 

but above all to actual data on emissions reduction and resource consumption. Only such 

an approach will allow us to distinguish genuine sustainable development practices from 

those that are part of greenwashing rhetoric.

When considering the environmental aspects of logistics, it is therefore essential 

actions must encompass not only the operational phase but also production and subse-

quent disposal. At the same time, consumer behavior plays a critical role, such as collect-

-

aging, or its reuse.

In summary, the range of ecological initiatives in last-mile logistics is broad, covering 

sures implemented on a scale sufficient to bring about genuine environmental improve-

ment, or do they primarily serve a communication function? To avoid accusations 

of greenwashing, logistics enterprises must demonstrate not only appealing initiatives 

but, above all, measurable effectiveness in reducing emissions and lowering their envi-

ronmental footprint.

6 https://inpost.pl/strategia-esg; 

InPost_w_szpitalach.pdf; 

iso-14001-2015-922272.pdf [accessed: 20.09.2025].
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Conclusions

The analysis of last-mile logistics processes shows that the shaping of delivery mod-

els is now largely determined by technological, social, and environmental megatrends. 

Ongoing digitalization and automation of transport processes, urbanization, and increas-

practices

logistycznych

area

 

 

  

of solutions  

Potential  

Technological Digitalization 

of processes, inter-

artificial intelligence 

predictive analytics, 

Improved route plan-

ning and monitoring, 

warehouse automa-

tion, real-time data 

integration, enhanced 

customer service

InPost – automated 

sorting centers;  

systems;  

DPD – parcel  

interoperability, 

cybersecurity threats, 

dependency on tech-

nology providers, 

“innovation”

Social Urbanization, time 

economy, service 

personalization, 

lifestyle changes, 

Growing demand 

for fast and flexible 

deliveries, develop-

better customer 

communication

Partner points 

-

lect; mobile parcel 

management apps

Cost pressure, couri-

er over-exploitation, 

“green consumer 

paradox” – eco-dec-

larations without 

behavioral change

Environmental Green transition, 

decarbonization, 

circular economy, 

ESG reporting

Fleet electrification, 

expansion of parcel 

carbon footprint 

reduction initiatives

InPost – 1,300 

electric vehicles, 

Green City program; 

DPD – 500 electric 

program, ISO 14001 

and 50001 certifi-

cates

-

of unified emission 

measurement meth-

ods, selective report-

ing of achievements

Consumer 

 

Growing environ-

mental awareness, 

demand for transpar-

ency, personalization 

of shopping expe-

rience

Shaping standards 

of “fast, cheap, 

and eco-friendly” 

delivery, focus 

on convenience 

and delivery control

Widespread use 

options, development 

of eco-returns

Inconsistency be-

tween declarations 

and actual behavior 

instead of parcel 

rather than substan-

tive change

Source: own elaboration
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ing regulatory pressure regarding climate protection compel enterprises to redefine their 

strategies. Fleet electrification, the testing of electric bicycles, and the development 

time serving as tools for building competitive advantage and shaping the image of com-

panies as socially responsible entities.

In this process, the preferences of e-consumers play an increasingly important role. 

Expectations regarding the speed and flexibility of deliveries, as well as growing empha-

actual consumer choices – such as the preference for free home deliveries instead of con-

translate into real behavioral changes that support sustainable development.

Finally, the analysis exposes a tension between corporate declarations and the actual 

activities, whose environmental impact is difficult to measure. In such cases, ecological 

-

claims are not supported by transparent data and long-term emission reduction strategies.

In conclusion, the future of last-mile logistics will depend on the ability of enter-

prises to authentically integrate sustainable practices into operational models, along with 

a parallel shift in consumer attitudes. Only then will green logistics cease to be an ele-

as a tangible contribution to environmental protection.
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