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ABOUT ARMSTRONG & ASSOCIATES, INC.
 
Armstrong & Associates, Inc. (A&A), founded in 1980, is a leader in Third-Party Logistics (3PL) market research, 
consulting, and M&A advisory services. A&A has become an internationally recognized key resource for 
information and consulting in the 3PL market.

A&A’s mission is to possess leading proprietary knowledge in supply chain management and market research 
that is not available anywhere else. Our ongoing commitment to this mission is demonstrated by the frequent 
citations of A&A’s 3PL market research in media articles, publications, and the securities filings of publicly 
traded 3PL companies. Additionally, A&A’s email newsletter currently has over 88,000 subscribers worldwide.

A&A’s market research enhances its consulting services by providing continuously updated data for analysis. 
Leveraging its extensive knowledge of the third-party logistics (3PL) market and the operations of top 3PL 
providers, A&A has delivered strategic planning consulting to more than 50 3PL companies. Additionally, it 
has supported 26 completed investment transactions and offered advice to numerous organizations seeking to 
benchmark their current 3PL operations or outsource logistics functions.
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INTRODUCTION

Introduction

The global third-party logistics industry has entered a new phase of expansion and transformation. 
After weathering the turbulence of pandemic-era disruptions, freight market volatility, and persistent 
inflationary pressures, the 3PL market reached nearly $1.3 trillion in global revenues in 2025 and is 
projected to reach approximately $1.4 trillion by 2026, representing one of the most sustained periods 
of growth in the industry’s history. This expansion is being driven by converging forces: the continued 
surge in e-commerce fulfillment volumes, the rapid buildout of AI and cloud computing infrastructure, 
and the growing complexity of global supply chains navigating an era of geopolitical uncertainty and 
trade policy realignment. As companies face mounting pressure to balance cost efficiency with supply 
chain resilience, the strategic role of 3PL providers has never been more central to how goods move 
around the world.

The forces reshaping 3PL demand vary significantly across industry verticals. Technological has 
been the fastest-growing segment, fueled by explosive demand for semiconductors, data center 
equipment, and high-value electronics as the global AI buildout accelerates. Retailing follows closely, 
reshaped by the e-commerce revolution that has driven unprecedented demand for warehousing, 
fulfillment, and last-mile delivery, while Healthcare continues its rapid ascent through the proliferation 
of biologic therapies and the permanent expansion of cold-chain infrastructure catalyzed by the 
COVID-19 pandemic. Meanwhile, Automotive faces structural headwinds from the costly EV transition, 
Chinese competitive pressures, and ongoing trade disputes, with European automotive logistics in 
particular weighed down by the structural decline of legacy gasoline and diesel vehicle production and 
intensifying Chinese EV competition.

Against this backdrop, the competitive dynamics among 3PL providers are shifting. Supplier 
consolidation among large multinational shippers continues to favor the approximately 18 3PL 
providers with the network scale to deliver integrated, cross-border solutions. Digital freight brokers 
and technology-forward intermediaries are steadily capturing market share through productivity 
gains and platform-based efficiency, challenging traditional freight brokerage models. Meanwhile, 
the penetration of 3PL services among large U.S. corporations has reached near-saturation - 94% of 
Domestic Fortune 500 companies now work with at least one 3PL, up from just 46% in 2001 - signaling 
that future growth will increasingly come from deeper service integration, geographic expansion, and 
penetration into mid-market segments.

To illuminate these dynamics and the evolving nature of 3PL/customer relationships, this report draws 
on Armstrong & Associates’ proprietary research database of 8,404 current 3PL customer relationships 
across 46 countries, encompassing nearly 22,000 individual services. Supplemented by external data 
sources including Fortune Global 500 and Domestic 1000 revenues and UN ComTrade values, our 
analysis provides a comprehensive view of how and to what extent customers are outsourcing logistics 
functions, which services and industries are driving growth, and how 3PL relationships are evolving 
across key regions and markets worldwide.
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GLOBAL 3PL VALUE-ADDED SERVICES

2. Global 3PL Value-Added Services

Value-added services differentiate 3PLs from transactional transportation companies and basic 
warehousing operations.  Figure 1 includes some of the primary 3PL value-added services and 
capabilities. The major changes since 1995 have been an increase in the degree and clustering of these 
services.  Several of the largest 3PLs (CEVA Logistics, CJ Logistics, DB Schenker, DHL Supply Chain & 
Global Forwarding, DSV A/S, Kuehne + Nagel, GEODIS, and UPS Supply Chain Solutions) offer all or 
most of these services to their largest customers.

Figure 1. Third-Party Logistics Value-Added Services and Capabilities

The competitive landscape among 3PLs continues to be defined by three core differentiators: supply 
chain management systems capabilities, operations management expertise, and logistics engineering 
proficiency. Today’s tier-one 3PLs operate on integrated technology platforms that span global 
transportation and warehouse management, delivering real-time visibility, exception management, 
and transportation optimization across thousands of daily shipments and vast geographic footprints. 
These same providers offer value-added warehousing, supply chain network design and analysis, and 
call center and fulfillment management capabilities that collectively enable end-to-end supply chain 
execution for their customers.

The global reach of major 3PLs has expanded considerably, driven in large part by strategic 
acquisitions that have extended operational coverage across the countries representing the majority of 
world GDP. However, this growth through acquisition brings with it an ongoing challenge: integrating 
disparate operational systems, processes, and cultures into a cohesive service offering. Approximately 
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18 3PLs have now achieved the network scale necessary to deliver single-source global solutions 
to large multinational corporations. These Global Supply Chain Managers (GSCMs) are positioned 
to become increasingly dominant as shipper demand for consolidated, cross-border logistics 
management intensifies.

The scale of 3PL engagements varies widely, with net revenues ranging from a few hundred thousand 
dollars to over $500 million per account. Contracts with Fortune 100 companies routinely exceed 
$50 million annually, with the largest accounts concentrated in the Automotive and Technological 
industries. At the other end of the spectrum, large 3PLs have traditionally avoided Managed 
Transportation accounts with purchased transportation below $5 million, leaving smaller shippers to 
work with freight-brokerage-centric domestic transportation management (DTM) 3PLs such as C.H. 
Robinson, Echo Global Logistics, TQL, and similar firms. These smaller accounts tend to deliver higher 
gross margins and exhibit greater provider loyalty.

The rise of digital freight brokers and technology-driven DTM providers continues to reshape the 
competitive middle ground. Digitally native firms such as Arrive Logistics and RXO are experiencing 
strong growth by leveraging automation and data-driven decision-making to attract shippers seeking 
speed, transparency, and scalability. These platforms trade lower gross margins for higher productivity, 
steadily expanding their market footprint as digital tools become table stakes across the freight 
brokerage landscape.

Company size remains one of the strongest predictors of 3PL adoption. Larger shippers are not only 
more likely to engage at least one 3PL but also tend to outsource a broader range of services as their 
supply chain complexity increases. At the same time, many large multinational Fortune Global 500 
companies are actively consolidating their 3PL base, reducing the number of 3PLs in their networks in 
favor of fewer, more capable partners. This supplier rationalization trend plays directly to the strengths 
of 3PLs with multinational operations and integrated solutions, enabling them to manage significant 
portions of a customer’s global supply chain under a single relationship.

While our database does not include every 3PL customer relationship, it is large enough to identify how 
and to what extent customers use 3PL services.

Table 1 lists the top Global Fortune 500 3PL customers utilizing 10 or more 3PLs within their supply 
chain operations.
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Table 1. Top Global Fortune 500 Buyers of 3PL Services

# of 3PLs Company
74 Volkswagen
72 Walmart
67 Nestlé
52 Procter & Gamble
49 Unilever
48 PepsiCo

45 General Motors
43 Samsung Electronics
42 Ford Motor
40 Mercedes-Benz Group
39 Coca-Cola
38 Siemens
37 Home Depot
36 Toyota Motor
35 HP, Philips
34 Mars
30 Amazon.com, BMW Group, Colgate-Palmolive
29 Panasonic Holdings
28 Honda Motor, Kraft Heinz
27 Bosch Group
26 Danone, Target
25 Nissan Motor, Whirlpool
24 BASF, Bayer, Caterpillar, Shell, Volvo
23 Johnson & Johnson
22 LG Electronics, RTX
21 Berkshire Hathaway, Haier Smart Home, Sony, Smurfit WestRock
20 Dow, General Mills, Michelin, Midea Group, Nike
19 BP, Deere, Dell Technologies, LVMH, Xerox Holdings
18 Cargill, Cummins, Goodyear Tire & Rubber, Henkel AG & Company, Tata Motors

17
Abbott Laboratories, Anheuser-Busch InBev, DuPont, GE Aerospace, IKEA, Lenovo 
Group, L’Oréal, Starbucks, Stellantis

16 Adidas, Heineken, Koch Industries, Sanofi

15
3M, Bridgestone, Huawei Investment & Holding, International Paper, Kimberly-Clark, 
Kroger

14
Alibaba Group Holding, Asustek Computer, Continental, Eaton Corporation, GSK, 
Honeywell International, Hyundai Motor, Reckitt Benckiser, Sycamore Partners, U.S. 
Department of Defense

13
ConAgra Brands, Diageo, ELO Group, ExxonMobil, Hon Hai Precision Industry, 
International Business Machines, Johnson Controls International, Kingfisher plc, 
Merck, Mitsubishi, Renault

12
Airbus, Campbell's, Fujifilm Holdings, Hitachi, Investor AB, JBS, Medtronic, Mondelez 
International, Scotts Miracle-Gro

11
Canon, Carrefour, Chevron, Costco Wholesale, JD.com, Kering, Novartis, Pfizer, PPG 
Industries, SAIC Motor, Saint-Gobain,  Zhuhai Gree Corporation

10

ABB, Bath & Body Works, Baxter International, Best Buy, CNH Industrial, Emerson 
Electric, Ingersoll Rand, Levi Strauss, Lowe's, Newell Brands, Office Depot (ODP), 
Owens Corning, Roche Group, Stanley Black & Decker, Tyson Foods, Weyerhaeuser, 
Williams-Sonoma, ZF Friedrichshafen

 

Volkswagen, the twelfth-largest company on the Global Fortune 500 list, ranks first in 3PL use, with 
74 3PL relationships. Key 3PLs servicing Volkswagen include CEVA Logistics, TRADISA, Rudolph 
Logistik Gruppe, BLG Logistics Group, Neovia, Arvato, DSV A/S, DEUFOL, DHL Supply Chain & Global 
Forwarding, DP World Logistics, Kuehne + Nagel, and Logwin AG. 
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Walmart, first on the Fortune Domestic 1000 and Global Fortune 500 lists, ranks second in 3PL use 
with 72 3PL relationships. Key 3PLs working with Walmart include DSV A/S, Aldicon Logistica, FedEx 
Logistics, ID Logistics Group, Kuehne + Nagel, Maersk Logistics, RJW Logistics, and Speed Commerce. 
With extensive warehousing and international and domestic transportation needs, Walmart relies heavily 
on 3PLs to manage its global operations.

Nestlé ranks 92nd in Global Fortune 500 revenues and third in overall 3PL use with 67 3PL relationships. 
3PLs providing services to Nestlé include C.H. Robinson, DB Schenker, DHL Supply Chain & Global 
Forwarding, Matson Logistics, and Wincanton.

Not all Fortune 500 companies have business models that would require the services of a 3PL. We have 
excluded most companies in the Advertising, Entertainment, Financial, Insurance, Real Estate, Utilities, 
and Waste industries from our analysis. Domestic Fortune 500 use of 3PLs within this subset is shown in 
Figure 2.

Figure 2. Domestic Fortune 500 Use of 3PLs 2008 – 2024
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In 2022, 92% of Domestic Fortune 500 companies worked with at least one 3PL. In 2024, 94% worked 
with at least one 3PL. These values have increased from our initial tracking in 2001, when only 46% 
of the companies had 3PL relationships. The increase reiterates the ongoing trend for companies to 
outsource logistics functions to 3PLs in order to control costs, increase supply chain efficiency, and 
access leading innovation and technology. As shown in Figure 2, company size remains a strong 
predictor of 3PL use. The larger the company, the more likely it is to have at least one relationship with 
a 3PL. In addition, larger companies with more complex supply chains utilize more services from 3PLs 
than smaller ones. This trend is covered later in this report. 

In our analysis of 3PL use, there is some inter-year variation due to changes in the mix of customer 
relationships being reported by 3PLs and shifts in the Fortune rankings. There is also underreporting of 
customer relationships across all categories; this is usually attributed to confidentiality agreements
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that prevent 3PLs from naming customers. However, the overall trend shows a significant increase in 
the penetration of 3PLs among all Fortune 500 companies since 2008. The increase is largest in the 
Fortune 401–500 group, as smaller companies increasingly recognize the strategic importance of 3PL 
relationships and services. The increase from 2008 to 2024 is the smallest in the Fortune 1–100 group, 
which has maxed out at 99%.

In a shift from initial 3PL sales strategies that emphasized relationships with large Fortune 500 accounts, 
most 3PLs are now also pursuing smaller accounts, which offer the potential for strategic relationships 
with higher profit margins. 

Trends indicate continued awareness of the benefits of using 3PLs among Fortune 101–1,000 companies. 

This growth should hold over the foreseeable future, even with a projected increase of 5% to 6% in 2025 
and 2026. Taking the last decade into consideration, 3PLs have developed business at an average of two 
to three times the rate of growth in the U.S. economy.

The increased 3PL usage described above is consistent with information from our other ongoing 3PL 
market research. Our estimate of 3PL penetration of the total potential U.S. 3PL market is 28.7%, up from 
10% in 2002. This compares to current 3PL market penetration rates of 22.2% in Europe and 20.0% in 
the Asia Pacific. Consistent with the increased U.S. market penetration, we estimate that total U.S. 3PL 
revenues have increased from $64.2 billion in 2001 to $323.4 billion in 2025. 

3. Global 3PL Revenue by Vertical Industry

The Global 3PL market reached nearly $1.3 trillion in 2025. We segment the United States 3PL market into 
four service line segments: Domestic Transportation Management (DTM), International Transportation 
Management (ITM), Dedicated Contract Carriage (DCC), and Value-Added Warehousing and Distribution 
(VAWD). The first two categories are non-asset-based; the latter two are traditionally asset-based. 
For other countries, we combine DTM and DCC into a single Transportation Management segment to 
account for differences in operations within countries. VAWD and the European term Contract Logistics 
are roughly the same. 

Throughout the 1990s and early 2000s, growth in the Asia-Pacific region tended to be focused on 
ITM (freight forwarding and NVOCC). However, in the last decade, there has been increased focus on 
domestic distribution (VAWD) to address consumer spending growth and the resultant demand for goods 
in developing countries, including China, Indonesia, India, Singapore, and Thailand. 

Below, we have broken our global 3PL revenues into eight major categories: Automotive, Consumer 
Goods, Elements, Food and Groceries, Healthcare, Industrial, Retailing, and Technological. Anything that 
does not fall into these major categories is recorded under Other. Our industry estimates were developed 
based on data in our proprietary database, coupled with Fortune company trends, and regional ComTrade 
revenue flows.
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Figure 3. Global 3PL Revenue by Industry from 2016 – 2026E  (US$ Billions)

Globally, the three largest vertical industries are Technological, Retailing, and Automotive. Combined, 
they represent approximately 60% of Global 3PL revenue. Technological includes nine subsegments 
with the largest being “Electronics and Electrical Equipment,” “Computers and Office Equipment,” and 
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The explosive growth of cloud computing, AI infrastructure, and semiconductor demand has driven 
massive increases in high-value, temperature- and shock-sensitive logistics, making Technological one 
of the most 3PL-intensive verticals. The e-commerce surge — which, per Statista, more than doubled 
global online retail penetration from ~9% in 2016 to over 20% by 2025 — has fundamentally reshaped 
fulfillment expectations around speed, returns handling, and last-mile delivery, driving retailers to 
outsource increasingly complex omnichannel logistics to 3PL providers. Healthcare growth can be 
attributed to aging populations worldwide, the rise of biologics and specialty pharmaceuticals such as 
GLP-1 drugs that require cold-chain logistics, and the unprecedented vaccine distribution infrastructure 
built during COVID-19, which created sustained demand for specialized 3PL services with strict 
regulatory compliance.

Automotive’s modest 1.9% CAGR reflects a decade disrupted by trade war tariffs, a global semiconductor 
shortage that initially inflated logistics spending before triggering a sharp correction, and an uneven 
transition toward electric vehicles. While reshoring of battery and component supply chains is 
generating new 3PL demand, the industry’s net growth has been weighed down by these boom-and-
bust cycles. The forecast period signals a turning point, with automotive 3PL growth accelerating from 
3% in 2025 to 4.7% by 2026 as chip supply normalizes and EV logistics networks mature.
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4. Global 3PL Services and Relationships

In our Who’s Who in Logistics 3PL database, we use the functional categories shown in Figure 4 to 
categorize the 3PL services being performed in each 3PL/customer relationship. “Integrated solutions” 
are combinations of services provided to a single customer, such as a combination of dedicated contract 
carriage, warehousing, and/or transportation management. “Value-added” refers to services such as 
merge-in-transit, reverse logistics, packaging, and a host of others (listed in Figure 1), which go beyond 
basic offerings. “Supply chain management” refers to a significant number of 3PL services being 
performed within multiple segments of a customer’s supply chain.

The A&A database contains 21,689 services being provided by 3PLs. The primary 3PL services provided 
are transportation management (24.1%), warehousing (20.6%), and value-added services (19.0%). These 
are shown in Figure 4. 

Figure 4. Frequency of 3PL Services by Category

3.2%

3.7%

3.6%

3.9%

5.4%

8.0%

8.5%

19.0%

20.6%

24.1%

0 1000 2000 3000 4000 5000 6000

Lead Logistics Provider

Intermodal

Dedicated Contract Carriage

Other

Supply Chain Management

International

Integrated Solutions

Value-Added TM or WM

Warehouse Management

Transportation Management

The average number of 3PL services provided by the industry segment is shown in Table 2. Automotive, 
Technological, Healthcare, Elements, Consumer Goods, and Industrial customers use 3PLs for a 
higher-than-average number of individual services. These verticals tend to have more complex, multi-
layered supply chains that require a broader range of outsourced capabilities — from transportation 
management and warehousing to value-added services, integrated solutions, and international logistics. 
Automotive and Technological customers, for example, rely on tightly coordinated just-in-time and just-
in-sequence delivery networks with global component sourcing, driving demand across nearly every 
service category. Elements and Industrial customers face similar complexity due to the specialized 
handling, regulatory compliance, and multi-modal transport requirements associated with raw materials 
and heavy goods. 
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Prior to the pandemic, Healthcare was below average in the average number of services provided by 
3PLs. However, COVID-19 fundamentally reshaped the healthcare supply chain, as the urgent need 
for vaccine distribution, PPE logistics, and temperature-controlled pharmaceutical delivery exposed 
critical gaps in existing capabilities. This drove healthcare companies to rapidly expand their use of 3PL 
services — particularly cold chain logistics, integrated solutions, and international transport — pushing 
the vertical above average. The post-pandemic growth of biologics, specialty drugs, and gene therapies 
has sustained this elevated demand, as these products require sophisticated handling, real-time 
visibility, and strict regulatory compliance that most healthcare organizations cannot efficiently manage 
in-house.

Table 2. Average Number of 3PL Services Provided by Industry

Industry
Average Number of 

Services
% Variance from 

Average
Automotive 2.94 13.9%

Technological 2.91 12.9%
Healthcare 2.64 2.3%
Elements 2.64 2.2%

Consumer Goods 2.63 1.9%
Industrial 2.60 0.7%

Grand Total 2.58 0.0%
Retailing 2.48 -4.1%

Other 2.21 -14.5%
Food, Groceries 2.20 -14.7%

On average, 3PLs provide 2.58 services per customer relationship. This number has steadily decreased 
from the 2008 average of 2.98 and reflects an increase in 3PL use among mid-sized and small 
customers, which tend to have less complex supply chain service needs. As shown in Figure 5, Fortune 
500 Global customers’ average 2.84 services per 3PL relationship, Fortune 1,000 Domestic customers’ 
average 2.82 services, and those 3PL customers not ranked in the Fortune lists average 2.46 services 
per relationship.

Figure 5. Average Number of Services per Relationship by Fortune List Rank
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Table 3 shows the number of services and the percentage of total services utilized by each industry. 
Retailing customers led with 16.9% of all 3PL services, followed by Technological customers (16.1%), and 
Food & Groceries (14.3%). Retailing’s dominant share reflects the sheer volume and breadth of logistics 
operations required to support omnichannel fulfillment, from e-commerce warehousing and last-mile 
delivery to returns management and seasonal surge capacity, making retailers among the most service-
intensive 3PL users. Technological customers generate a similarly high share due to the complexity of 
managing global component sourcing, high-value inventory, time-sensitive distribution, and the growing 
logistics demands of data center buildouts and semiconductor supply chains. Food & Groceries ranks 
third, driven by the vertical’s essential, high-frequency nature: perishable goods require temperature-
controlled transport, strict food safety compliance, and extensive distribution networks that span from 
farm to store shelf, generating a large volume of individual service engagements.  

Table 3. Average Number of 3PL Services Provided by Industry

 
In most industry segments, the most common 3PL services are transportation management, 
warehousing, and value-added transportation and warehouse management. Table 4, below, shows that 
transportation management demand (relative to other services for the segment) is highest among Food 
and Groceries, Elements, Industrial, and Other customers. Warehousing demand is strong for Consumer 
Goods and Retailing customers. Consumer Goods, Retailing, and Healthcare customers use a higher 
proportion of value-added services.

Table 4. Most Important 3PL Services by Industry

Food, Groceries Transportation Mgt. 29.3% Warehouse Management 21.9% Value-Added TM or WM 17.4% Integrated Solutions 7.1%
Automotive Transportation Mgt. 22.4% Warehouse Management 19.4% Value-Added TM or WM 18.2% Integrated Solutions 10.5%
Consumer Goods Warehouse Management 24.8% Transportation Mgt. 22.0% Value-Added TM or WM 21.7% Integrated Solutions 8.4%
Elements Transportation Mgt. 27.9% Warehouse Management 16.8% Value-Added TM or WM 15.7% International 9.6%
Healthcare Transportation Mgt. 24.2% Warehouse Management 21.8% Value-Added TM or WM 21.1% Integrated Solutions 9.0%
Industrial Transportation Mgt. 26.6% Warehouse Management 17.1% Value-Added TM or WM 16.5% Integrated Solutions 8.9%
Other Transportation Mgt. 26.3% Value-Added TM or WM 19.2% Warehouse Managemen 17.8% International 9.0%
Retailing Warehouse Management 23.0% Transportation Mgt. 22.1% Value-Added TM or WM 21.6% International 8.0%
Technological Transportation Mgt. 21.5% Warehouse Management 20.8% Value-Added TM or WM 19.6% International 11.5%

First Second Third Fourth

Industry
Number of 

Individual Services
Percent of Total 

Services

Retailing 3659 16.9%
Technological 3498 16.1%

Food, Groceries 3098 14.3%
Automotive 2898 13.4%
Industrial 2650 12.2%

Consumer Goods 1902 8.8%
Elements 1698 7.8%

Healthcare 1236 5.7%
Other 1050 4.8%

Grand Total 21689 100.0%

GLOBAL 3PL SERVICES & RELATIONS
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Table 5 shows the most important services for Fortune 500, Fortune 1,000, and unranked customers. 
While transportation management ranks first among all segments, Fortune 1,000 companies shifted 
slightly more toward Warehouse Management than Value-Added TM or WM at the time of this report. 
Smaller, non-Fortune-ranked customers still primarily focus on transportation management and 
warehouse management 3PL services. Integrated Solutions had reduced for all rankings compared to 
the last report.

Table 5. Most Important 3PL Services by Fortune List Rank

F500 Global Transportation Mgt. 23.5% Warehouse Management 19.0% Value-Added TM or WM 18.0% Integrated Solution 9.2%
F1000 Domestic Transportation Mgt. 23.2% Warehouse Management 18.1% Value-Added TM or WM 18.0% Integrated Solution 8.5%
Not Ranked Transportation Mgt. 24.7% Warehouse Management 21.9% Value-Added TM or WM 19.8% Integrated Solution 8.0%

First Second Third Fourth

5. Lead and Strategic Relationships

We have closely monitored Lead Logistics Provider (LLP) relationships since 2000. While the total 
number of LLP relationships has increased each year, the relative percentage of LLP services in total 
services has consistently hovered around 3%. LLP relationships are not expanding relative to other 3PL 
services. 

Of the total 8,404 3PL customer relationships, 1,422 (16.9%) are strategic. This figure continues to 
trend downward from our past studies, including 2019, which had 18.6% strategic relationships. 
Strategic relationships include supply chain management and/or lead logistics provider services. To 
the extent that LLP relationships have formed, they are most likely to occur in more partnership-based 
relationships involving larger 3PL accounts. Compared to our last report, Industrial, Food, Groceries, 
and Elements all had increases in strategic 3PL relationships. Technological, Retailing, and Industrial 
remain the top three industries.

Table 6. Strategic Relationships by Industry

Industry
Number of Strategic 

3PL Relationships

% of Industry Customers 
with Strategic 3PL 

Relationships
Technological 236 19.7%

Retailing 215 14.5%
Industrial 211 20.7%

Automotive 192 19.5%
Food, Groceries 166 11.8%

Consumer Goods 128 17.7%
Elements 119 18.5%

Healthcare 95 20.3%
Other 60 12.6%
Total 1422 16.9%

We also measure “more strategic” relationships, in which integrated solutions, supply chain 
management, and/or lead logistics services are performed. 31% of 3PL customer relationships have 
“more strategic” properties. The remaining 69% of relationships are tactical.
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6. 3PL Revenue for Vertical Industries by Key Regions

6.1. Asia Pacific

Asia Pacific’s 3PL market grew from $318 billion in 2016 to $517 billion by 2026E, a 5.0% CAGR that 
made it the largest regional 3PL market globally and one of the fastest-growing. Growth was driven 
overwhelmingly by the region’s technology and consumer industries: Technological led all verticals at an 
8.5% CAGR, fueled by the diversification of electronics manufacturing beyond China into Vietnam, India, 
Malaysia, and Thailand, as well as surging demand for semiconductor fabrication logistics and the data 
center infrastructure underpinning the global AI buildout. Retailing grew at a 7.0% CAGR, propelled by 
the unprecedented rise of regional e-commerce platforms like Alibaba, JD.com, Shopee, and Lazada.

The next tier — Healthcare and Food & Groceries (both at a 6.7% CAGR) — reflected APAC’s rapidly 
expanding middle class, aging population, and rising disposable incomes. Healthcare logistics benefited 
from the buildout of cold-chain infrastructure for biologics and vaccines, while Food & Groceries growth 
tracked the modernization of grocery retail and the shift toward packaged and frozen foods across urban 
markets.

The remaining verticals grew well below the regional average. Consumer Goods (3.0%), Other (1.9%), 
Industrial (1.7%), Elements (1.2%), and Automotive (0.9%) all reflected structural headwinds: cyclical 
commodity swings, uneven industrial output, and a painful automotive transition marked by the shift to 
electric vehicles and intense price competition from Chinese EV manufacturers. The regional story is one 
of sharp divergence — technology, e-commerce, healthcare, and food carrying the growth, while legacy 
industrial and automotive verticals stagnated over the decade.

Figure 6. Asia Pacific 3PL Revenues by Industry from 2016 – 2026E (US$ Billions)
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6.2. Europe 

Europe’s 3PL market expanded from $161 billion in 2016 to $248 billion by 2026E, a 4.4% CAGR that 
reflects both the region’s maturing logistics ecosystem and the uneven pace of growth across its 
verticals. The fastest expansion came from the digital and knowledge-economy industries: Technological 
logistics led at a 7.5% CAGR, driven by investment in semiconductor supply chains, data center 
infrastructure, and the broader AI buildout. Retailing followed at 6.0%, propelled by the continued rise of 
e-commerce and the penetration of online retail into historically underserved Eastern European markets.

The next tier — Healthcare (5.0%) and Food & Groceries (4.5%) — grew in line with long-term structural 
trends, including Europe’s aging population, the expansion of cold-chain infrastructure, and rising food 
costs. Together these four verticals drove the bulk of the region’s 3PL growth over the decade.

Europe’s industrial and legacy verticals told a more cautious story. Industrial, Elements, Consumer 
Goods, and Other all grew at CAGRs of 2.0% to 3.2%, reflecting elevated energy costs following the 
2022 Russia-Ukraine war, ongoing competition from Asian producers, and uneven manufacturing output 
across the Eurozone. Automotive was the slowest vertical at a 1.1% CAGR, weighed down by the costly 
transition to electric vehicles, intensifying Chinese EV competition, and the structural decline of legacy 
gasoline and diesel vehicle production across Germany, France, and Italy. The result is a region whose 
growth engine has clearly shifted from heavy industry toward technology, e-commerce, and healthcare 
logistics.

Figure 7. Europe 3PL Revenues by Industry from 2016 – 2026E (US$ Billions)
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6.3. Central/South America 

The Central and South America 3PL market expanded from $37 billion in 2016 to $66 billion by 2026E, a 
5.9% CAGR that ranks it among the faster-growing regions globally despite its smaller absolute scale. 
Technological was the fastest-growing vertical at an 11.1% CAGR, the highest rate in the global 3PL 
market, propelled by the nearshoring of electronics manufacturing to Mexico, investment in data center 
capacity to serve the Americas, and rising imports of electronics and telecom equipment across the 
region. Retailing followed closely at 10.5% CAGR, reflecting the rapid penetration of e-commerce into 
Brazil, Mexico, Argentina, and Chile, driven by platforms like MercadoLibre and regional expansion by 
Amazon.

Healthcare (7.6% CAGR) and Industrial (6.0% CAGR) formed a strong second tier. Healthcare growth 
tracked rising regional pharmaceutical distribution, expansion of cold-chain infrastructure, and growing 
private healthcare networks across the larger economies. Industrial growth reflected continued 
infrastructure investment and the nearshoring-driven expansion of Mexican manufacturing tied to 
USMCA.

The remaining verticals grew closer to or below the regional average. Food & Groceries (4.0%) and 
Automotive (3.9%) expanded in line with underlying consumer demand and Mexico’s role as a major 
global automotive production hub. Consumer Goods grew at 3.3%, while Elements (1.4%) and Other 
(0.4%) lagged meaningfully, reflecting volatile commodity prices across Latin American producers 
of chemicals, metals, and energy, as well as the region’s exposure to broader macroeconomic and 
currency instability through the period.

Figure 8. Central/South America 3PL Revenues by Industry from 2016 – 2026E (US$ Billions)
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6.4. North America 

The North American 3PL market grew from $200 billion in 2016 to $400 billion by 2026E, a 7.2% CAGR 
that reflects the fastest growth among major developed-market 3PL regions. Growth was driven most 
powerfully by Retailing, which expanded at a remarkable 10.1% CAGR — the fastest pace of any vertical 
in the region — propelled by the e-commerce revolution, the continued rise of Amazon and omnichannel 
retailers, and an unprecedented buildout of warehousing, fulfillment, and last-mile delivery capacity 
across the U.S. and Canada.

The next tier was tightly clustered. Technological (9.0% CAGR), Healthcare (8.8% CAGR), and Food 
& Groceries (8.1% CAGR) all grew at rates well above the regional average. Technological logistics 
benefited from the reshoring of semiconductor manufacturing, the massive data center buildout 
supporting the global AI boom, and rising consumer electronics and telecom volumes. Healthcare 
growth was driven by the expansion of biologic and specialty pharmaceutical distribution, the continued 
buildout of cold-chain infrastructure, and higher per-capita healthcare spend. Food & Groceries 
reflected both sustained grocery e-commerce adoption post-COVID and elevated food cost inflation 
through the middle of the decade.

Figure 9. North America 3PL Revenues by Industry from 2016 – 2026E (US$ Billions)

$38 $37 $41 $42 $44 $57 $64 $47 $46 $49 $53 
$7 $8 $10 $11 $12 

$14 $17 
$12 $12 $12 $12 $16 $15 $18 $20 $21 

$28 
$37 

$24 $23 $23 $23 $20 $24 $27 $26 $28 

$41 
$51 

$41 $43 $43 $45 
$15 $17 

$19 $20 $23 

$36 

$42 

$30 $32 $32 $35 

$21 $22 
$25 $25 $26 

$40 

$45 

$31 $30 $33 $35 

$9 $10 
$10 $11 $12 

$16 

$17 

$13 $12 $12 
$12 

$35 
$45 

$52 $50 
$54 

$85 

$104 

$81 $84 $87 
$93 

$39 
$43 

$50 $49 
$53 

$80 

$88 

$69 $77 
$85 

$92 

$0.00

$100.00

$200.00

$300.00

$400.00

$500.00

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2026E

Automotive Consumer Goods Elements Food, Groceries Healthcare Industrial Other Retailing Technological

The more industrial and legacy verticals grew at more moderate rates. Consumer Goods (5.8%), 
Industrial (5.3%), and Elements (4.1%) all expanded in the mid-single digits, supported by reshoring 
momentum, infrastructure investment, and the 2022 commodity surge following the Russia-Ukraine 
war.  Other grew at 3.6%, and Automotive posted the slowest growth at 3.2% CAGR, weighed down 
by the costly EV transition, persistent semiconductor supply constraints through the early 2020s, and 
intensifying Chinese competition in the broader automotive value chain.
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That said, North American automotive logistics still outperformed both Europe (1.1%) and Asia Pacific 
(0.9%), reflecting Mexico’s emergence as a preferred nearshoring hub under USMCA. The overall picture 
is a 3PL market increasingly defined by digital commerce, technology, and healthcare logistics rather 
than traditional heavy industry.

7. 3PL Services by Region

When separating the data by region, we see trends in services provided, the number of strategic 
relationships, the average number of 3PL/customer relationships, and by industry. The Asia-Pacific 
Region (1,287 customer relationships and 3,211 services), Europe/Middle East/Africa Region (EMEA) 
(2,763 customer relationships and 8,157 services), North America (4,184 customer relationships and 
9,887 services), and South/Central America (170 customer relationships and 434 services) are included. 
Regions were determined based on a 3PL’s base of operations.

Figure 10 shows each region’s distribution of services provided.

Figure 10. Most Important 3PL Services by Region
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Transportation management ranks first among the Asia-Pacific and North America regions. EMEA and 
South/Central America is highest in warehouse management. 3PLs in the Asia-Pacific region provide 
customers with a significant proportion of international services. EMEA-based 3PLs provide a greater 
proportion of warehousing, value-added, and integrated solutions. North American services are typically 
transportation management, warehousing, and value-added services. Dedicated contract carriage is 
also most significantly represented in North America.

 

3PL SERVICES BY REGION
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“Strategic” relationships are those in which a 3PL is a Lead Logistics Provider, or provides supply 
chain management services, or both. Relationships that are “more strategic” include serving as a Lead 
Logistics Provider, providing supply chain management services, and/or offering integrated solutions. 
Figure 11 shows the percentage of all customer relationships in each region that are either strategic or 
more strategic.

Figure 11. Percent of Strategic or More Strategic Relationships by Region
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Customer relationships with North American and Asia-Pacific-based 3PLs tend to be the most strategic. 
However, when considering “more strategic” relationships, EMEA-based 3PLs clearly lead, given the 
high number of integrated solutions they offer. This reflects the traditional European “Contract Logistics” 
model integrating warehousing with outbound distribution, which corresponds with our Value-Added 
Warehousing & Distribution 3PL Market Segment definition.

As seen in Table 7, EMEA-based 3PLs provide the greatest average number of services per customer, 
followed by North America. Asia-Pacific and Central/South American 3PLs provide the fewest services 
per customer.

Table 7. Average Number of Services by Region

Region
Average Number 

of Services

Asia-Pacific 2.49
EMEA 2.95

Central/South America 2.36
North America 2.55
Database Total 2.58

3PL SERVICES BY REGION
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CUSTOMER RELATIONS BY KEY COUNTRIES

The distribution of services within each industry varies by region, as shown in Figure 12. 

Figure 12. Distribution of 3PL Services by Region and Industry

For 3PLs based in the Asia-Pacific region, 44.7% of all relationships are within the Technological and 
Automotive industries. 

In the EMEA region, 17.2% of all customer relationships are within the Automotive industry, while both 
Retailing and Technological relationships are also common.

For 3PLs based in Central/South America, 35.9% of all relationships are within Food, Groceries, and 
Technological. Automotive is also common.

North American 3PLs account for 18.8% of all relationships in the Food, Groceries industry and 17.9% in 
Retailing. Industrial and Technological customer relationships are also common.

8. 3PL/Customer Relationships by Key Countries

Our database contains 3PL/customer relationships for 46 countries. Since 2013, our customer database 
has grown significantly. We have accumulated enough data to draw insights for six1  individual countries: 
China, France, Germany, Hong Kong, Japan, and Mexico. We analyzed services, vertical industries, stra-
tegic relationships, and major customers of 3PLs for each country. We also benchmarked country-level 
trends against regional averages.

While we have significant information about each country (30.6% of relationships in our database are 
represented by these six countries), and each country has anywhere from approximately 250 to 2,400 
services represented, we do not purport to have exhaustive data. To help indicate the strength of the 
data, we have noted the number of customers and relationships in the footnotes for each country.

8.1. China

In China, 3PL customers* tend to use fewer services per relationship, averaging 1.85 compared to the 
regional average of 2.49. This reflects the highly fragmented nature of China’s 3PL market, where many 
domestic providers specialize in single-service offerings, particularly standalone transportation manage-
ment or warehouse management, rather than providing integrated, end-to-end supply chain solutions. 
Chinese companies have also historically been more inclined to manage certain logistics functions in-
house, outsourcing selectively rather than bundling services with a single provider. 

1 The United States is excluded from this analysis since the majority of our North American 3PLs are based in the U.S.; results would be duplicative of the regional insights already presented 
for North America.
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While Automotive and Retailing customers lag the regional average, Chinese 3PLs have a significant 
number of Technological customer relationships, exceeding both the regional and global average. This 
reflects China’s role as the world’s largest electronics manufacturing hub, where the concentration of 
global production for smartphones, computers, semiconductors, and consumer electronics, combined 
with the logistics demands of major domestic platforms and cross-border e-commerce, creates an ex-
ceptionally dense 3PL customer base in this vertical.

Major customers of Chinese 3PLs include Amazon.com, Apple, China Petroleum & Chemical / Sinopec 
Group, China National Petroleum Corporation, Haier Smart Home, Hitachi, Huawei, JD.com, Lenovo 
Group, Midea Group, Navistar/International Motors, Panasonic, Samsung Electronics, Toyota Motor, 
Volkswagen, and Walmart.

*Includes 1,412 services and 762 customers.

Table 8. China: 3PL Number of Services and Strategic Relationships 

Figure 13. China: Distribution of 3PL Services as a Percent of Total
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Figure 14. China: Distribution of 3PL Customer Relationships by Vertical Industry

8.2. France

While customers of French 3PLs* do not engage in many strategic relationships, they tend to be on the 
“more strategic” side, using value-added transportation and/or warehouse management, along with 
integrated solutions, rather than standalone transportation or warehouse management services. This 
reflects the maturity of the French logistics market, where leading providers like CEVA Logistics, FM 
Logistic, and GEODIS have invested heavily in integrated supply chain capabilities and value-added 
services, positioning themselves as strategic partners rather than transactional service providers.

A high proportion of services is provided to the Food & Groceries, Consumer Goods, and Automotive 
industries. France’s role as Europe’s leading agricultural economy and a major food exporter reinforces 
the concentration of 3PL services in the Food & Groceries vertical, where strict EU food safety regu-
lations and complex cold-chain requirements further drive outsourcing to specialized providers. The 
inclusion of a high number of customers in these verticals working with CEVA Logistics, FM Logistic, 
and GEODIS — which provide specialized, temperature-controlled, and integrated logistics services — 
further drives this trend.

Major customers of French 3PLs include Apple, BMW, Carrefour, ExxonMobil, General Motors, Henkel, 
Honda Motor, L’Oréal, MAN Truck & Bus, Michelin, Nestlé, Renault, Scania, Škoda, Volkswagen, and 
Walmart.

*Includes 1,994 services and 693 customers. 

Table 9. France: 3PL Number of Services and Strategic Relationships 

FRANCE - 3PL SERVICES & RELATIONS
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Figure 15. France Distribution of 3PL Services as a Percent of Total

Figure 16. France: Distribution of 3PL Customer Relationships by Vertical Industry

8.3. Germany	

The services provided by German 3PLs* are typical of the EMEA region, with fewer integrated solutions 
than those offered by counterparts such as France. The percentage of customers with strategic 3PL rela-
tionships is lower than the regional norm and the global average. However, customers tend to use 3PLs 
for a greater number of services (3.07 on average), partly due to high demand for international services 
and warehouse management. This reflects Germany’s position as one of Europe’s largest export econo-
mies, where companies require extensive cross-border logistics capabilities to serve markets across the 
EU and globally.

German 3PLs have a high proportion of Automotive, Technological, and Retailing relationships, many 
through leading 3PLs such as DHL SC & GF and DB Schenker, as well as specialized providers Arvato 
and Fiege Logistik. Germany’s dominance in automotive manufacturing concentrates a significant share 
of 3PL activity in this vertical. The Technological and Retailing verticals benefit from Germany’s strong 
industrial electronics industry and its position as Europe’s largest consumer market, which drives grow-
ing demand for e-commerce fulfillment and omnichannel logistics.
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Major customers include Airbus, Apple, Audi, Bayer, BMW, Daimler Truck, ExxonMobil, Porsche, MAN 
Truck & Bus, Recusana, Robert Bosch, Scania, Siemens, Sony, Volkswagen, and Walmart.

*Includes 2,304 services and 750 customers.

Table 10. Germany: 3PL Number of Services and Strategic Relationships

Figure 17. Germany: Distribution of 3PL Services as a Percent of Total

Figure 18. Germany: Distribution of 3PL Customer Relationships by Vertical Industry
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8.4. Hong Kong

In Hong Kong*, demand for warehouse management and value-added transportation/warehouse man-
agement significantly exceeds regional averages, while transportation management is 10 percentage 
points below the Asia-Pacific average. This reflects Hong Kong’s distinctive role as a trade and distri-
bution hub rather than a manufacturing center — companies leverage Hong Kong’s world-class port 
and free-trade zone infrastructure for warehousing, consolidation, and value-added logistics rather than 
domestic freight transport. Warehousing and value-added services are driven by customer relationships 
with KLN, China Resources Logistics, and Oriental Logistics Co. Twenty-seven percent of customers 
have strategic relationships.

Hong Kong-based 3PLs dramatically exceed the regional average for Retailing customers, reflecting the 
city’s position as a gateway for global retail brands entering the Greater China and Asia-Pacific markets. 
Very few Technological customers have relationships with 3PLs in Hong Kong; instead, others in the 
region, such as Chinese, Japanese, and Taiwanese 3PLs, which are closer to the major electronics man-
ufacturing bases, drive up the regional average. Likewise, Hong Kong falls below the regional average of 
Automotive customers, as vehicle manufacturing is concentrated in mainland China, Japan, South Korea, 
and Southeast Asia.

Major customers include Armani Exchange, China Petroleum & Chemical Corporation (Sinopec Group), 
China National Petroleum Corporation, Continental, ExxonMobil, General Motors, Honda Motor, Honey-
well International, Inditex, Target, Xiaomi, Walmart, and Woolworths.

*Includes 261 services and 83 customers. 

Table 11. Hong Kong: 3PL Number of Services and Strategic Relationships

Figure 19. Hong Kong: Distribution of 3PL Services as a Percent of Total
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Figure 20. Hong Kong: Distribution of 3PL Customer Relationships by Vertical Industry

8.5. Japan

In Japan*, customers tend to use 3PLs for a full suite of services. The average number of services used, 
3.87 services per relationship, far exceeds both the regional and global average. This reflects Japan’s 
deeply embedded culture of long-term business partnerships and continuous improvement (kaizen), 
where companies favor comprehensive, tightly integrated logistics relationships over piecemeal out-
sourcing. Japanese manufacturers have long pioneered just-in-time and lean supply chain practices, 
which demand highly coordinated, multi-service 3PL engagements.

Thirty-nine percent of Japanese 3PL customers engage in strategic relationships — the highest among 
the countries studied — particularly due to the frequent use of service-heavy supply chain management 
relationships. Yusen Logistics, Nippon Express, and Logisteed are significant providers of supply chain 
management services. The prevalence of strategic relationships reflects the Japanese business model of 
deep supplier integration, in which 3PLs function as extensions of the customer’s operations rather than 
as arm’s-length vendors.

Japan-based 3PLs exceed the regional average for Automotive and Retailing customers. Japan’s posi-
tion as the world’s third-largest vehicle manufacturer, home to Toyota, Nissan, Honda, and an extensive 
network of parts suppliers, drives the concentration of automotive logistics relationships. The Retailing 
vertical benefits from Japan’s highly developed domestic consumer market, which demands sophisticat-
ed omnichannel fulfillment and last-mile delivery capabilities.

Major customers include Amazon.com, Canon, Cardinal Health, Nissan Motor, Panasonic, Samsung Elec-
tronics, Texas Instruments, Toyota Motor, Volkswagen, and Walmart. 

*Includes 569 services and 147 customers.
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Table 12. Japan: 3PL Number of Services and Strategic Relationships

Figure 21. Japan: Distribution of 3PL Services as a Percent of Total

Figure 22. Japan: Distribution of 3PL Customer Relationships by Vertical Industry
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8.6. Mexico	

Mexico-based 3PLs* provide customers with a significant number of warehouse management services. 
Relationships also tend to be slightly “more strategic” due to the number of supply chain management 
services provided, though customers use fewer integrated solutions, intermodal, and international ser-
vices.

The use of fewer average services, 2.08 compared to the North American average of 2.36, corresponds 
to the distribution of industries served, as Mexico-based 3PLs have a high proportion of customers in 
verticals that tend to use fewer 3PL services per relationship, particularly Retailing and Food & Grocer-
ies. The concentration in these verticals reflects Mexico’s large domestic consumer market and its role 
as a major food and beverage production base. Notably, despite the nearshoring boom driving signifi-
cant new manufacturing investment into Mexico (particularly in automotive and electronics), these gains 
have not yet translated into a proportional increase in the breadth of 3PL services used, suggesting the 
market is still maturing toward more integrated logistics outsourcing models.

Major customers include Black & Decker, Costco Wholesale, Home Depot, Nestlé, PepsiCo, Procter & 
Gamble, Sabritas, Sony, and Walmart. 

*Includes 281 services and 135 customers.

Table 13. Mexico: 3PL Number of Services and Strategic Relationships

Figure 23. Mexico: Distribution of 3PL Services as a Percent of Total
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Figure 24. Mexico: Distribution of 3PL Customer Relationships by Vertical Industry
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RETAILING CUSTOMER RELATIONS

9. 3PL Revenues and Customer Relationships by Key Industries 

Market penetration within different industries by 3PLs is a good indication of their operational 
competence, customer vertical strategy and business alignment, sales, and marketing efforts. 

9.1. Retailing

Retailing 3PL Revenues include the subsegments Food and Drug Stores, General Merchandisers, 
Internet Services and Retailing, Specialty Retailers, and Apparel. Key shippers within this group include 
Walmart, Amazon.com, Costco Wholesale, JD.com, Home Depot, Walgreens Company, Kroger, Nike, and 
Target. 

Figure 25. 2025E 3PL Gross Revenues by “Retailing” Industry Subsegments (US$ Billions)
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RETAILING CUSTOMER RELATIONS

Table 14. Retailing Customer Relationships

9.1.1. GXO Logistics

GXO Logistics is the spinoff of XPO Logistics’ contract logistics (VAWD) division which was formed from 
XPO’s September 2014 acquisition of former U.S. VAWD 3PL New Breed Logistics.

GXO provides value-added warehousing and distribution, order fulfillment, e-commerce logistics, 
reverse logistics, and other supply chain services via its global network of 1,043 warehousing facilities. 
There are 325 warehouses in the U.S., 383 in the U.K., 282 in Europe (excluding the U.K.), and 53 
primarily in Asia and Latin America.

GXO’s revenue by vertical is 49% omnichannel retail, 12% technology/consumer electronics, 12% 
industrial/ manufacturing, 10% food/beverage, 10% consumer packaged goods, and 7% is from other 
industries. The vast majority of revenue is generated in the U.K., U.S., France, the Netherlands, Spain, and 
Italy.

3PL
# Customer 

Relationships
# Strategic 

Relationships
# F500 Global 
Relationships

# F1000 Domestic 
Relationships

GXO Logistics 88 12 9 11
Maersk Logistics 67 19 10 25
DHL Supply Chain & Global Forwarding 62 10 12 9
Kuehne + Nagel International AG 49 11 11 9
Wincanton plc 44 0 8 3
Radial 39 0 1 3
Ryder Supply Chain Solutions 38 8 11 14
CEVA Logistics 30 7 3 4
GEODIS 30 1 4 6
FedEx Logistics, Inc. 27 0 5 7
Toll Group 26 0 3 6
ID Logistics Group 23 3 6 3
Elanders Group 22 1 0 1
Yusen Logistics 21 19 7 11
Speed Commerce 21 0 7 7
FM Logistic 20 0 7 0
C.H. Robinson 20 2 9 7
DSV A/S 19 6 7 6
Alpha Distribution Solutions 17 0 4 8
BNSF Logistics, LLC 17 1 4 8
FIEGE Logistik Stiftung & Co. KG 17 4 1 1
Hub Group 16 2 6 9
Saddle Creek Logistics Services 15 1 3 4
MODE Global 15 1 3 9
TMM Logistics, S.A. de C.V. 14 0 4 3
Logwin AG 14 0 0 0
DHL Supply Chain North America 13 0 4 4
Knight-Swift Transportation 13 2 7 10
UPS Supply Chain Solutions 12 3 4 5
RXO 12 1 7 10
DB Schenker 11 1 2 2
Arvato 11 3 0 1
Zipline Logistics 11 0 1 0
WWEX Group 11 2 4 4
Expeditors 10 6 5 9
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Overall, customers leverage GXO for an average of 2.04 services, with 19% using GXO for “more 
strategic” services. Zappos.com is its largest retail customer. Other major retail customers include Home 
Depot, Carrefour, and Williams-Sonoma.

In May 2022, GXO completed the acquisition of London-based, omnichannel retail logistics provider 
Clipper Logistics plc for £965 million in cash and shares.

In November 2023, GXO purchased U.S.-based e-commerce fulfillment provider PFSweb.

In April 2024, GXO completed its acquisition of the UK’s Wincanton, further expanding its reach and 
capabilities in the UK and Ireland.

9.1.2. Maersk Logistics

Maersk Logistics & Services provides customized freight forwarding and supply chain solutions. Overall, 
customers leverage Maersk for an average of 3.29 services, with 54% using Maersk for “more strategic” 
services. Customer relationships in the Retailing segment include Walmart, Amazon.com, Home Depot, 
Target, Carrefour, Macy’s, and Nike. 

In 2005, Damco Sea & Air became part of the A.P. Møller-Maersk Group with its acquisition of P&O 
Nedlloyd, and was combined with the other freight forwarding operations of Maersk Logistics under the 
brand name Damco. Four years later, the Logistics business unit was rebranded under Damco.

On January 1, 2019, Damco became a non-integrated A.P. Møller-Maersk Group brand, focusing directly 
on its air and ocean expertise and reporting within its Logistics & Services segment.

In April 2020, A.P. Møller-Maersk acquired Performance Team, a U.S. cross-dock deconsolidation and 
distribution specialist. In October 2020, the Damco brand was discontinued.

2021 was a year of M&A for Maersk with acquisitions that included e-commerce 3PLs U.S.-based Visible 
SCM, B2C Europe, and Portugal-based HUUB. In 2022, M&A continued with its purchase of German 
freight forwarder Senator International, Hong Kong’s LF Logistics for $3.6 billion, which boosted its 
global warehousing footprint to 6 million square meters across over 450 warehouses, and U.S.-based 
freight forwarder Pilot Freight Services for $1.68 billion, expanding its U.S. inland business and services 
portfolio.

Maersk continues to expand its warehousing network, adding new facilities in the U.S., Mexico, New 
Zealand, China, and Singapore. Today, it has 500 warehouses worldwide.
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9.1.3. DHL Supply Chain & Global Forwarding (DHL SC & GF)

DHL Supply Chain & Global Forwarding is one of the world’s largest 3PLs.

DHL Supply Chain’s revenues were $20 billion in 2025, with the Retail industry accounting for 28%, 
followed by the Consumer Goods industry at 22%, Auto-mobility at 13%, Life Sciences/Healthcare at 
12%, and Technology at 12%. Engineering, manufacturing, and other industries account for the rest. DHL 
Supply Chain’s regional breakdown is EMEA at 45%, the Americas at 42%, and the Asia-Pacific at 14%.

DHL Global Forwarding (DGF) revenues were $15.5 billion in 2025, and gross profit was $3.8 billion, 
producing a 24.6% gross margin. Air freight metrics tons handled were down 1% to 1,767,000, and ocean 
freight TEUs handled fell 1.2% to 3,274,000.

DHL serves customers across most industries, offering an average of 3.17 services. It is particularly 
strong in the Retailing, Technological, Healthcare, and Automotive industries. DHL services the following 
major Retailing customers: Walmart, Home Depot, Carrefour, Nike, and TJX.

In December 2024, DHL Supply Chain agreed to acquire a controlling interest in Brandpath Group from 
PJ Investment Group (PJIG) to expand its e-commerce services.

In January 2025, DHL Supply Chain acquired returns-service provider Inmar Supply Chain Solutions, a 
division of Winston-Salem, N.C.-based retail-services company Inmar Intelligence. Under the deal, DHL 
Supply Chain will add 14 U.S. warehouses dedicated to handling returns.

In April 2025, DHL Group acquired Cryopdp, a white-glove logistics specialist based in Nashville, Tenn., 
from Cryoport. Cryopdp specializes in logistics for clinical trials, biopharma, and cell and gene therapies. 
DHL said the acquisition would enhance its capabilities in the specialty pharmaceutical logistics arena 
and support its strategy to become a leader in life science and healthcare logistics by 2030.

In September 2025, DHL Supply Chain announced it would acquire SDS Rx to further expand its 
healthcare logistics business. SDS Rx specializes in final-mile delivery and transportation for healthcare 
facilities.

9.1.4. Kuehne + Nagel

Kuehne + Nagel is one of the world’s leading 3PLs, providing services at more than 1,200 locations 
in nearly 100 countries. It has strong market positions in sea freight, air freight, contract logistics, and 
overland businesses. Kuehne + Nagel’s North American business accounts for 24% of its gross revenue, 
and it has nearly 14,000 employees.

Leveraging its forwarding and contract logistics capabilities, Kuehne + Nagel has built good global 
spare parts logistics and cold chain/pharmaceutical capabilities. It has full IATA (International Air 
Transport Association) CEIV Pharma (Center of Excellence for Independent Validators in Pharmaceutical 
Logistics) certification for its entire global KN PharmaChain network, which includes over 90 locations 
across all continents.
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Kuehne + Nagel has also expanded its perishables logistics business with the acquisitions of Kenyan 
perishables specialists Trillvane, Commodity Forwarders of the U.S., Panatlantic Logistics of Ecuador, 
and major Canadian perishables player Worldwide Perishable Canada Co. Perishables account for one-
third of Kuehne + Nagel’s global air freight volumes.

In February 2021, Kuehne + Nagel made its largest acquisition, acquiring Apex Logistics International. 
With over $40 billion in gross revenue, more than 2.2 million tons of air freight, and over 4.6 million ocean 
freight TEUs handled in 2021, the combined entities created the largest global air and ocean freight 
forwarder.

Overall, customers leverage Kuehne + Nagel for an average of 3.13 services, with 53% using Kuehne + 
Nagel for “more strategic” services. Kuehne + Nagel’s Retailing industry customers include Walmart, 
Amazon.com, Home Depot, JD.com, and Alibaba Group.

9.2. Technological

Technological 3PL Revenues include the nine subsegments below, with Electronics, Electrical 
Equipment making up 28.9% of the industry total. Key shippers within this industry group include Apple, 
TTI, Samsung Electronics, Foxconn, AT&T, HP, Whirlpool, Sony, and Dell Technologies. 

Figure 26. 2025E 3PL Gross Revenues by “Technological” Industry Subsegments (US$ Billions)

Technological relationships tend to be dominated by transportation-centric providers with small 
shipment expertise and value-added warehousing 3PLs offering targeted value-added services to high-
tech companies. DHL Supply Chain & Global Forwarding, CEVA Logistics, GXO Logistics, and Kuehne 
+ Nagel have the most relationships in this segment. Kitting, pick and pack, spare/service parts order 
fulfillment, returns handling, test and repair, and refurbishment are noteworthy value-added 3PL services 
provided to customers. These relationships are listed in the following table.
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Table 15. Technological Customer Relationships

9.2.1. DHL Supply Chain & Global Forwarding

DHL SC & GF, also a leader in Retailing customer relationships, is the leader in Technological industry 
relationships. Customers in this industry include Apple, Samsung Electronics, Dell Technologies, Hita-
chi, Sony, Intel, HP, RTX, Boeing, and Airbus. 

9.2.2. CEVA Logistics

CEVA Logistics is one of the world’s largest logistics companies. CEVA’s industry sectors are Consum-
er and Retail (27%), Automotive (25%), Industrial and Aerospace (24%), Technology (15%), Healthcare 
(5%), Energy (3%), and Other (1%). Overall, customers leverage CEVA for an average of 2.93 services, 
with 46% leveraging CEVA for “more strategic” services. Select CEVA Logistics Technological indus-
try customers include Google Nest, Samsung Electronics, LG Electronics, HP, Collins Aerospace, and 
Airbus. 

CEVA services over 180 countries. Its core services include fulfillment centers, high-velocity cross-
docks, subassembly, sequencing, dedicated contract transportation, and network designs/redesigns. Its 
revenue is split 50/50 between Contract Logistics and Freight Management. 

In April 2018, CEVA Logistics announced its initial public offering and was listed on the Swiss Stock Ex-
change under the ticker CEVA. In conjunction with the IPO, French container line CMA CGM acquired a 
33% stake in CEVA. A year later, CMA CGM completed its public tender offer to acquire CEVA Logistics, 
becoming its majority shareholder.

On April 4, 2022, CMA CGM acquired most of Ingram Micro’s Commerce & Lifecycle Services activities 
(CLS), including Shipwire and the company’s technology-forward logistics businesses in North Ameri-

3PL
# Customer 

Relationships
# Strategic 

Relationships
# F500 Global 
Relationships

# F1000 Domestic 
Relationships

DHL Supply Chain & Global Forwarding 69 12 24 26
CEVA Logistics 60 19 26 14
GXO Logistics 51 7 15 21
Kuehne + Nagel International AG 51 19 14 10
DSV A/S 37 5 10 8
FedEx Logistics, Inc. 33 5 10 9
UPS Supply Chain Solutions 29 10 10 13
GEODIS 26 3 10 4
DB Schenker 25 5 12 8
ModusLink 25 5 10 7
Dimerco Express Group 23 16 5 5
Yusen Logistics 21 6 6 6
Ryder Supply Chain Solutions 19 3 9 8
SEKO Logistics 17 0 3 3
Logwin AG 17 0 5 7
Elanders Group 14 2 3 3
Expeditors 13 8 9 7
NIPPON EXPRESS HOLDINGS, INC. 13 1 7 4
C.H. Robinson 12 1 5 2
Speed Commerce 11 0 1 2
Arvato 11 3 4 3
Maersk Logistics 10 2 7 5
Wincanton plc 10 0 5 1
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The acquisition expanded CEVA’s capabilities for tech industry customers, especially in telecom, and 
increased its repair and refurbishment services and value-added warehousing and distribution capabili-
ties, adding 59 warehouses to its global footprint.

On July 4, 2022, CMA CGM bought Colis Privé, a leading player in last-mile, small parcel logistics in 
France. Three weeks later, on July 25, 2022, French automotive specialist GEFCO was acquired.

In February 2024, CMA CGM closed on the acquisition of Bolloré Logistics, another major France-based 
freight forwarder and 3PL, which will be rebranded as CEVA Logistics.

9.2.3. GXO Logistics

In terms of Technological industry customers, GXO Logistics has relationships with Samsung 
Electronics, Sony, Collins Aerospace, RTX, and Boeing. 

9.2.4. Kuehne + Nagel

Kuehne + Nagel has Technological industry relationships with Apple, Samsung Electronics, Lenovo 
Group, HP, Airbus, and Orange. 
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10. Conclusion

The information presented in this report paints a clear picture of a global 3PL industry that is both 
expanding in scale and evolving in character. With the global market at nearly $1.3 trillion and U.S. 3PL 
revenues reaching $323.4 billion, reflecting a five-fold increase since 2001, the outsourcing of logistics 
functions has transitioned from a competitive advantage to an operational imperative for companies 
of virtually every size and industry. The near-universal adoption of 3PL services among the largest U.S. 
corporations (99% of Fortune 1–100 companies and 94% overall) underscores the degree to which third-
party logistics has become embedded in the fabric of modern supply chain management. Yet the real 
story is no longer simply about whether companies outsource, but rather how deeply and strategically 
they engage with their logistics partners.

Our analysis reveals important nuances in the nature of these relationships. While the average number 
of services per 3PL customer relationship has held relatively steady at 2.58, the composition of those 
services varies meaningfully by region and industry. EMEA-based 3PLs continue to lead in the depth 
and integration of services provided, averaging 2.95 services per relationship and maintaining the 
highest rate of “more strategic” relationships at 42.7%, reflecting Europe’s mature contract logistics 
model. By contrast, China’s highly fragmented market averages just 1.85 services per relationship, with 
only 7% classified as strategic, highlighting significant room for growth as the market consolidates. The 
Technological, Retailing, and Automotive verticals remain the largest consumers of 3PL services globally, 
but the fastest-growing verticals are Technology, Retailing, and Healthcare, where the complexity and 
regulatory demands of supply chains increasingly favor outsourcing to specialized 3PL providers.

Regional dynamics further reinforce that the 3PL industry is not monolithic. North America’s growth is 
increasingly driven by e-commerce Retailing, Healthcare cold chain, and the reshoring of Technological 
supply chains, while Asia-Pacific continues to be defined by the dominance of electronics manufacturing 
and the accelerating shift toward a “China-plus-one” sourcing model. Europe faces the dual challenge 
of a stagnating Automotive industry and surging E-commerce demand. In Central and South America, 
the explosive growth of Technology logistics and E-commerce has made Technological and Retailing the 
two fastest-growing verticals, each growing at over 10% CAGR, even as commodity-exposed industries 
like Elements have lagged significantly.

Looking ahead, several forces will shape the trajectory of 3PL/customer relationships in the coming 
years. The 2026 USMCA renegotiation and broader trade policy uncertainty, including the ongoing 
realignment of U.S.-China trade, will continue to drive supply chain restructuring and create new 
logistics complexities, favoring 3PL providers with global reach and regulatory expertise. The 
accelerating adoption of artificial intelligence, warehouse automation, and digital freight platforms will 
redefine productivity benchmarks and raise expectations for visibility, speed, and decision-making 
across the supply chain. At the same time, the industry’s persistent talent gap and rising labor costs 
will further incentivize outsourcing, particularly in value-added warehousing and distribution. For 3PL 
providers, the path to sustained growth lies in deepening strategic partnerships, investing in technology-
enabled solutions, and building the integrated, multi-service capabilities that the world’s most complex 
supply chains increasingly demand.
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