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1 - Context 

The UPU’s mission

“[…] to stimulate the lasting development of 
efficient and accessible universal postal 
services of quality in order to facilitate 
communication between the inhabitants of 
the world”.

Preamble of the UPU Constitution
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1 - Context 

Through the International Bureau the UPU fulfils three functions

• It is a unique forum that builds consensus and convergence, bringing together 
governments, regulators, and other stakeholders from 192 countries with a view to 
sharing experiences and identifying multilateral solutions to global and regional 
challenges.

• It is a provider of affordable technical solutions that can support postal operators and 
other market players in their efforts to increase operational efficiency.

• It is a knowledge center capable of fostering capacity development and knowledge 
and information sharing, and of providing high-value added research and analytics to 
all stakeholders interested in using big data on 192 countries to seize the opportunities 
offered by global trends, such as the growth of e-commerce.
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2 – Measuring e-commerce 

Postal statistics and Electronic Data Interchange 

messages

The efforts in measuring e-commerce (domestic and international) are concentrated 
around:

• Postal statistics contain data from over 200 countries or territories and include 
approximately 100 indicators of postal development. The data is collected annually from 
all UPU member countries.

• High-frequency data extracted from EDI messages are sent between postal operators 
with operation information about mail items. They contain data on mail type, tonnage, 
nature of transaction, value of shipment, postage and delivery times.

These are proxies of physically delivered e-commerce purchases.
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2 – Measuring e-commerce 

Example 1, the postal supply chain
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2 – Measuring e-commerce 

Example 2, an EDI 
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2 – Measuring e-commerce 

Example 3, customs declarations 
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3 – Conclusion  

No perfect database but many databases

Challenges remain in achieving full coverage, which differs across EDIs

• Bilateral delivery times, a proxy for trade costs, are accurately estimated (170 
operators with an average of 69 partners).

• Cross-border postal tonnage and volumes are well known (170 operators with an 
average of 48 partners).

• The value of cross-border items is known only for some countries and territories (170 
operators with an average of 25 partners). However, identifying HS-codes remains 
challenging.

• For now, the network covers only designated postal operators.
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3 – Conclusion  

Useful links

• Latest publications: https://www.upu.int/en/Universal-Postal-Union/Activities/Research-
Publications

• UPU standards: https://www.upu.int/en/Postal-Solutions/Programmes-
Services/Standards

• UPU postal statistics: https://www.upu.int/en/Universal-Postal-
Union/Activities/Research-Publications/Postal-Statistics

• UPU Monthly Postal Trade dashboard: https://marketplace.officialstatistics.org/upu-
monthly-postal-trade

https://www.upu.int/en/Universal-Postal-Union/Activities/Research-Publications/Postal-Statistics
https://www.upu.int/en/Postal-Solutions/Programmes-Services/Standards
https://www.upu.int/en/Universal-Postal-Union/Activities/Research-Publications/Postal-Statistics
https://marketplace.officialstatistics.org/upu-monthly-postal-trade
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Annex 1

Trends in the postal sector
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Annex 2

Trends in the postal sector
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Annex 3

Trends in the postal sector

“Postal decoupling” Evolving competitive arena
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Annex 4

Trends in the postal sector
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Annex 5

Trends in the postal sector
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THANK YOU!


