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Research Methodology

The purpose of this research project was Combined quantitative and qualitative methodology:

to update the information available to A Quantitative:‘&

ComRe@n ecommerce parcel delivery A Nationally representative sample 300 Irish businesses
in Ireland. A All interviewing conducted via telephone

A Quota controlled in terms of business size, region and
sector. Corrective weighting appli¢d ensure

representativityof all Irish businesses
A Qualitative:
A mMp L5LQa 6A0GK -commerEelSNARAS NIy
companies based in Ireland.
AT L5LQa SAGK LI NOSt 2LISNI (2
Ireland (all major operators)

Quantitative fieldwork was conducted from the 4th to 13th of January 2021 (pilot-Q#th of Dec 2020),

while all qualitative interviewing was conducted from November 202@ebruary 2021.
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Quantitative: Profile of Sample |
FasSy 'ff {a9Qa oHp

4

‘m %E Company Size mi]

1-3 employee: 67

4-9 employee:

Dublin

Rest Leinste

Munster

10+ n Conn/Ulste

Region

32

Sector

Agriculture Zmram—
Any Manufacturing

Construction 19

Wholesale & Retai
Hotels & restaurants

1
Transport & communication: 2

Financial & Insuranc: I
Real estate 5

=

Professional, scientific & technic

SN

Administrative & Support Service Activiti 6

Other services -

N -~

Data weighted by business size, sector and region to be representative of all Irish businesses.

@ Analysis of sample

* All others under 5%
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B\A

FaSYy 'ttt {a9Qa oHPp

Industry from Ireland most revenue

02YSa FTNRY X Target market for your industry
Base: 325 325
% %
Mostly to other business 24

In Irelanc 95 Mostly to consumers

A mix of both

Outside of Irelan
Both roughly equ:

@ Q31 Does your operation in Ireland generate most of its revenues...
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Key highlights

1 in 3 Irish businesses offer an online sales
option, this increases to 4 in 5 amongst
retail & wholesale businesses.

1 in 5 companies who sell online to
nondomestic markets have experienced
issues with Vat or customers charges,
mainly due to administration issues. With
regards to Brexit, half of companies who
sell non domestically expect Brexit to have
a negative impact on online sales, while
over 1 in 4 expect it to have no impact at

all.

Almost 70% of Irish businesses do not offer
an online sales function (mainly service
companies), with the main rationale for not
offering online sales being that it would not
benefit the business. Just 5% of those not
currently offering online sales have any

plans to do so in the future.

Satisfaction with domestic delivery
providers is high, with overall satisfaction
at 80%. Satisfaction with nondomestic
delivery providers is lower than that
enjoyed by domestic delivery providers
(albeit 62% is still positive). Across both
domestic & international deliveries price
achieves lowest level of satisfaction.

Since the start of the Covid9 pandemic the
average proportion of online sales has increase
by +14% amongst all online selling companies,

with 67% of all online sales companies
experiencing an increase to some extent. Over
half of all companies who have experienced an
increase in online sales since the pandemic
expect online sales volumes to continue to
increase, while 1 in 3 expect them to remain
steady.

70% of businesses who currently sell online
expect demand for online sales to increase
over the next three years, an additional 2 in 5
of those not currently offering online sales
also expect demand to increase, equaling
over half of all businesses.
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1. An evolving context




)

The unprecedented surge in demand has put
considerable pressuren existing networks

x WS OKAY3 aLISF1 Ay 9 aif
X Increasing capacity requirements.
x QObtaining vans and staff challenging.

Generalslowdown in delivery capabilities

x | KIffSy3aAay3a (2 K2y 2dzN
during December peak) and next day
delivery currently not guaranteed.

Requirement for new procedures;

x Social distancing in delivery centres and
hubs.

x Driver safety.

x Contactless delivery (removal of signature ji
on arrival). "



Ecommerce

At the onset of Covid9 many (even larger businesses)
foundthemselves unprepared

x & . I a-so@mhercs site (often deprioritised)

x Retalil focussed business models, supply chains and
propositions.

In the past year, the majority have experienced
unprecedented online growth

x 3%, 4x versus 2019 for many.

Multiple challengesexist: Multiple opportunities exist:
x Predicting volume X New product

(peak all year) solutions (corporate
x Inability to fulfil orders gifting)
x Staffing and safety x Broadening of online

x Maintaining brand demographics |
experience X Future changes in
x New competition consumer behaviour
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An evolving context

A
A

A
A

Small E-commerce

alye W2yt AyS FANBRGIQ YSIFYyAY
pounce on online opportunities.

Strong increase in volume due to Cotig strong rise in
WIAFOAYIQ y20SR LI NI AOdz | NI &
| @S FSE4G | aGNRy3 dzLJ AFO |F
Managing volume increases poses internal stock, logistics
and packaging challenges (particularly during peak times).

Med - Large E-commerce

Online an important but not a primary channel for most prige
to the pandemic (meaning upgrades were necessary in rﬂ_ :
Strong increases in volume due to Cell $
Increased volume poses challenges for warehouse
management and distribution. For example, changes in
operations (to simultaneously handle/process the volume
increase and to comply with Covi® regulations i.e. social
distancing measurestc).

N <
MZure
)
: = ”Hm“l"l’l




2. Online vs offline sales




BlA

Incidence of businesses who offer online/e -commerce sales ~
Base: All businesses 325 V

Total

Yes offer
online/e-
commence

l

Higher for Retail & Wholesale
81%, mix of both B2B & B2C
Lowest for Services Sector 18%

No do not offer 68%
online/e-
commerce

1 in 3 Irish businesses offer an online sales option, this increases to 4 in 5 amongst retail &
wholesale business.

@ 2b Hoe ourrc]:ompanyoﬁerthefacilityforo_nline/ e?_omm?rgfsalles;?
12 a Howlong asyourcompanybeenoperatnl)ganon inesalesfacility? 7.202380| ComReg| Parcels| February 202

b What platform do youusefor onlinesales?



Tenure of online sales & sales platform used B\A
Base: All businesses 325 .

N\Y

| Length of time conducting online sales Platform Used
Tota (Base: All who sell online131) (Base: All who sell online131)

Within the last 16 9 Own website 87
f months
Yes offer ‘ Within the last 712 ‘ H

online/e- months “

commence

Within the last 12 year:

Higher among
Amazon Marketplac 12 those selling online
4yrs+

Within the last 34 year:

those selling mostly

Shopify I 10
Higher among
| :

to consumers
68%
Ebay
Longer than 4 years a

No do not offer v g y
online/e-

Higher for Retail & Wholesale
commerce

81%, mix of both B2B & B2C Woo Commerce; 2

Lowest for Services Sector 18%

Other I 3

Average 3.5yrs

Amongst the Irish businesses offering online sales, the average length of tenure is 3.5 years, with 15% commencing online

sales within the last year. The main platform used for online sales is via the companies own website (mainly driven by those
who have been offering online sales longer term).
®§b Doesyourcompanyoffer the facility for online/ e-commercesales?
13

a Howlong hasyourcompanybeenoperatnl)gan onlinesalesfacility?
b What platform do youusefor onlinesales?
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Rationale for not having e

Base: All businesses 325

Total

m—)

Yes offer
online/e-
commence

No do not
offer
online/e-
commerce

-commerce sales

Benefit from having an online-e
commerce sales option
(All who do not offer online salex;r194)
%

No, it would not 86
benefit my busines l

Of those who claimed
that an online e
commerce site would not
benefit their business the
main rationale was that
they sell a service, not
products.

Yes, it would benefitI
. 13
my business

52y96‘uy2é

& rest, insurance etc)

Higher for companies with 10+emps,
services sector 82% (construction, hot¢l

‘QB&A

Incidence of having plans to develop a
online sales option
(All who do not offer online salex;r194)
%

Yes 5

Almost 70% of Irish businesses do not offer an online sales function (mainly service companies), with the main rationale for

not offering online sales being that it would not benefit the business. Just 5% of those not currently offering online sales
have any plans to do so in the future.

Q2b Doesyourcompanyoffer the facility for online/ e-commercesales?

Q7 Couldyourcompanybenefitfrom havingan onlinee-commercesalesoption?

Q7b Whydo yousayyourcompanywould not benefitfrom havingan onlinee-commercesalesoption?
Q8 Doyouhaveanyplansto developanonline/ e-commercesalesoption (e.g ownwebsiteor saleviaecommerceglatform)for yourbusinessn the next12 months?

14 @
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Online/e -commerce seller segmentation

FaSYy 1'ff {a9Qa oHPp

None

Average proportion of online sales

68

Volume of Online
Sales
%

High online sellers (80%+
f all sales)

Medium online sellers (30%
80% of all sales)

Low online sellers
(less than 30% of all
sales)

*Segmentation based on
53.52% proportion of online vs offline

amongst all selling online sales

Those selling online can be distributed across high, medium and low online sellers.

15 @ Q4 Currently what proportion of all sales are:
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Profile of online/e -commerce seller segmentation BLA
FaSY 'tf {a9Q&d oHp ‘

N4

v A L
e 4 s

A 10+ emps A Under 10 emps A 4-10 emps A 1-3 emps
A Services A Mostly B2B A Retail &wholesale A Retail & wholesale
A Mostly B2C A Mix of B2B & B2C A B2C

Some significant variations in the make up of online selling companies, with high online sellers being more

retail & wholesale focused, B2C and with a lower number of employees. None online sellers tend to be
Y2NBE aSNPAOS T20dzaSR O2YLI YyASaQ [yR USYyR 02

*Bold = significantly higher
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3. Awareness, Usage & Perceptions
of delivery providers



Awareness of parcel delivery providers BLA

Base: All businesses 325 .
Online Sales Group ‘
Awareness High Medium Low None
% 53* 27* 51* 191
% % % %

An Post [T o8 ¥ % wo|
PO 85 83 % -
ov. I 7S “ w7

oy I 65 | - -
v I 66 2 s e e

Fedex [ 56 68 82 18 58

Nightline _ 42 63 78 16 39
ets. 38 52 76 14 36
NTL 35 54 42 16 35

x| 25 33 28 5 27

Parcel Motel [ 6 5 1 10 6
Other || 3 - 2 3 3
None [] 5 - 22 i 3

High awareness across the range of delivery providers, with higher awareness amongst the high and medium online selless group

*Small base
18 ® Q.22a/Q.22b TOTAL AWARENESS J.202380| ComReg| Parcels| February 202.



Awareness of parcel delivery providers BLA
Base: All businesses 325 .

Awareness
%

e
oro I &5 — [
retail & wholesale
ov. I 76 — (o o]
Higher Retail and Wholesale &
Fastway [N 68 —> | v oonerueres
UPS_ 66 —> | Higher Munster & mostly to other business |
reces I 56 — [
Nightline _ 42 — | Higher 4 -9 employees, 10+ &  Retail and
Wholesale
GLS_ 38 —P| Higher 4 -9 employees & Retail and Wholesale
TNT _ 35 —> | Higher Retail and Wholesale |
DX - 25 —P| Higher Retail and Wholesale |

Parcel Motel . 6

Other I 3 —>| Higher for 10+ emps |

None l 5 _’| Higher in Dublin |

High awareness across the range of delivery providers, with Retail & Wholesale companies claiming higher awareness
across a range of providers. Reflected by higher awareness amongst the high and medium online sellers groups.

*Small base
19 ® Q.22a/Q.22b TOTAL AWARENESS J.202380| ComReg| Parcels| February 202.



Usage of parcel delivery providers; last 3 years B{A
Base: All businesses 325 .
‘v

Usage High Medium Low None

% 53* 27+ 51* 191
% % % %

AnPost [ 89 o4 73 o1 89
pPD[ 32 33 59 39 28
Fastway | 26 32 31 52 19
pHL T 21 27 50 48 11
ups| T 16 8 48 49 7

Nightiine | 9 11 40 6 6
GLS. 8 8 42 4 5
Fedex | 6 11 5 1 7
NT| 4 7 6 5 4
DXI 3 5 - 0 3
Other I 3 ) 2 3 3
None I 5 ) 22 ) 2

An Post claim highest usage at 83%. Across the user groups, medium sellers use a range of providers, while high online
sellers show higher usage of An Post (albeit not significant).

: : : . 5
20 @ Q22b Which packet and parcel delivery service providers have you used over the past 3 years” *Small base 3.202380| ComReg| Parcels| February 202



Usage of parcel delivery providers; last 3 years B{A

Base: All businesses 325 .

Usage
%

89 consumers and  Munster
DF)D- 32 — | Higher 4 -9 employees, Conn/Ulster |

Fastway - 26 — Higher Retail and Wholesale, Mostly to other business,

Munster

DHL - 21 —> | Higher Munster |

UPS- 16 —> | Higher Mostly to other business, Munster

Nightline . 9 —> | Higher 10+ emps |

GLS. 8 —> | Higher 4 -9 employees |

Fedexl 6 —> | Higher 10+ emps |

TNTI 4 —» | Higher 10+ emps |

DXI 3
Other I 3

None I 5

Muster based companies and larger companies (10+emps) claim to have used a wider range of delivery providers, while
companies based in Ulster/Connaught over index on usage of DPD.

. . . . 5
21 @ Q22b Which packet and parcel delivery service providers have you used over the past 3 years” *Small base 7.202380| ComReg| Parcels| February 202



Main provider for domestic & non domestic parcel deliveries BLA
Base: All businesses 325 .

N\

Providers for deliveries in Ireland Providers for deliveries Abroad
(All selling online domestically n131) (All selling online non domestically-r82)

> Higher Services, Mostly to
UPS - 17 Otlher busin\gss & Muns)t/er* DPD - 26

DHL. 8 Fastway | 1
GLs| 2 Fedex| 1

TNT O GLS| 1
Other || 7 TNT| 1
Don't Knowl 1 Other I 2

*Small base size on demographic variations

An Post is the main delivery provider used for both domestic and nondomestic deliveries.

@ Q22c¢ Which packet and parcel delivery service providers is your main provider for parcels delivered in Ireland?

22 Q22d And which packet and parcel delivery service providers is your main provider for parcels for delivery abroadraetiti® m023s0| comReg| Parcels| February 202:



Attitudes towards operators

Small E-commerce

A ¢CKS WLISNB2YIFf (G§2dz0KQ FTNRY RS
important (e.g. knowing the delivery driver, strong liking for
familiarity).

A Low levels of experience with couriers meaning most rely on
rumours/myths about each of the operators.

A Tend to be more price conscious meaning lower cost
operators preferred.

Med - Large E-commerce

A Securing a partner who can consistently, and reliability move \&
ol | | L[j St

higher volume is a key priority.
A Wt SNE2Y I f (2dzOKQ R2Sa
smaller businesses, but they do require to be able to get in
O2y Ul O 4AGK GKS WNRIKOG O2ydF OGQ aKz2dzZ R (KSe
A Tend to have higher awareness of the
advantages/disadvantages of each of the operators.
A Some willing to pay more for heightened levels of service
(enhanced tracking servicestc) -~




4. Provision of services




Products and services

_:mA Operators
reW’e

The majority do not distinguish between
packets and parcels.

b Delivery speed:

x Prior to Covidl9, next day/two day domestic delivery
becamesomewhat of a norm.

x Same day deliveryet to take holdanddoes not appear
to be a key priorityfor most operators or an
expectation from most- €@ommerce companies.

|
b Weight of packets:

x There is avariation is average weighémongst the
operators.

x Noconsiderable change is average weightthe last
number of years (Just more volume!).

b Delivery frequency:

x 6 day deliveriegut in place by majority to handle
peak volume (especially in 2020).

x Likely to become a more permanent feature in the
coming years (as premium service).

25



Infrastructure & geography

_:mA Operators
reW’e

b Strong infrastructure in the east, and south west.
% The south east and west of Irelapdtentially the
most underserviced areas.
b Some operators have a very strong network across the
country (with increased investment in recent years);

x Franchise/owner operator business model can
provideeasier expansion for some

x Others are lagging behind and catching up in g
NBE RdzOA y 3 (WeOwher&dridelsiare diing | -
a long time for their first delivery). 'Q‘"

’. &

.

.

TR
o

b All reconsidering how they will need to expanid order
to manage current and future volumes;
New expansions of existing sites

X

x { SO02yR 2NJ 6§KANR WKdzo aj
y .
X

(%)

2 KAES YEYylF3Ay3da WwWwyS3l(
Limited possibilities of using joint depots (IT ==

iIssues).

26



Value added service ol

_:mR Operators
Ll

TRACKING

b Growing recognition oustomer demand for
WON) O1AY3QT

x Consumer desire toeduce uncertainty

x  Give the retailer theability to be proactive ° o

TRACKING NUMBER

2563374728468267382

TRACK ORDER

b DPDperforming strongestwith tracking (1 hour
window and SMS naotifications)

x Some are working towards integrating this level
of service

x However, mosOdzZNNBy G f & KI @S |
tracking product

b Multiple valueadd innovations are in the pipeline.

% In-flight changes. | x Parcel shop % Improvements
expansiona key to customer

x Tracking. area for others. dashboards.

% Route optimisation

27



Value added service BSA

Operators
1R P IN THE PIPELINE -
The majority of
innovations in the

% Tracking
% In-flight changes

% Parcel shop expansion
x

pipeline areYa A y 3

rators al 3 {
OPe ators also  Internal ustomer dashboard azfdziA?z2
looking for ways to :
. automation
|mp rov_e *x  Route
efficiencies/ optimisation
Qt SIyy S —

OPERATOR BENEFIT CONSUMER BENE

x  Driverless van:
% Drone delivery

\°£4

DOWN THE ROAD

28 J.202380| ComReg| Parcels| February 202.



Future iInvestments

_:mA Operators
reW’e

Operators investment priorities stretch across 6 key areas

SMART SOLUTIONS

29

Leaner and more
intelligent logistics.

Route optimisation.
Parcel shop expansion.

Drones still a long way off.

SUSTAINABILITY

Generally corporate led
but of growing
significance amongst
consumers.

\_}) CAPACITY INCREASE

b WENF Ol Ay 3IQ A YLINE BSPfoDeftyiidvestments.

b Internal automation. p{ 2t @OAYy3I F2NJ
b Customer portals. the network.

b Vans and drivers.

=
;j;) SOCIAL IMPACT
b Supporting SMESs b Maintaining safe working
x Advice and tools. environments.

x Product offers.

J.202380| ComReg| Parcels| February 202:



A Both smaller and larger operators are keen to |
incorporate better tracking into their delivery service Ria

A Gives businesses the ability to be proactive, peace ofi
mind knowing parcels arrives and tracking is & "
perceived to reduce customer service requirements. |8

U W/ 2aG F20dzaQ F2NJ f I NB{
to avoid expanding customer care
requirements.

0 WEAYS F20dzaQ F2NJ aYl f §SNJ 0dzaA
owner is often also the customer service rep
who has to respond to emails!.

A Online portal option has strong appeal as customers
can review which orders have arrived or outstanding
etc (both larger and smaller).

30



5. E-Commerce & Online sales




Proportion of online and offline sales pre and post covid BLA

Base: All who sell online-h31 .
Proportion of sales on line Proportion of sales currently '
prior to Covid19 online
% %
Higher among

Higher amongst those
selling retail & wholesale,
mostly to consumers, high
online sellers

— | retail & wholesale, —
mostly to
consumers and
high online sellers

Online 40

Online 67% of e

commerce
companies
experienced an

increase in online
sales since Covid

Offline
Offline
Companies who experienced an

i Higher among increase in e -commerce sales over
Higher amon . : ; i
se?vices Iowgonline services, low online mdexlamongst retail & wholesale

Il ' % sellers 82% companies and those who sell to B2C
sellers 90% o OB

Since the start of th&€ovid19 pandemic the average proportion of online sales has increase by +14% amongst all online

selling companies (a 35% increase), with 67% of all online sales companies experiencing an increase to some extent.

Q4 Currently what proportion of all sales are *Small base size on demographic variations

Q5 Before the CowvitB pandemic hit Ireland during March 2020 what proportion of all sales were
32 @ 8% %Oé'o%%rmurgeor}t?&gr]ﬁttg%%%%e%tl'g\r)e é i {ﬁ% ?1%')'(?% arﬁé%ﬁgased since théJpardlemic, do you expect J.202380| ComReg| Parcels| February 202



Expectation for online sales post covid -19 BLA

Base: All who sell online-231 .
Perception of future online V
alrtsa olff gK2Qa t Ay
increase since&ovidn - 88)

%

67%
of e-commerce |
companies - Whvirhtondmboll
experienced an
increase in online
sales since Covid

Online sales volumes v
continue at the current lev

l

Companies who experienced an

increase in e -commerce sales over Online sales volumes v

index amongst retail & wholesale decrease from the current lev

companies and those who sell to B2C 52y Q G
& B2B

Over half of all companies who have experienced an increase in online sales since the pandemic expect online sales

volumes to continue to increase, while 1 in 3 expect them to remain steady. 1 in 10 expect to experience a decline in
online sales.

Q4 Currently what proportion of all sales are
Q5 Before the Covid9 pandemic hit Ireland during March 2020 what proportion of all sales were

33 @ 8? Tou commented that your@@g\ggi%@l&f salgr?eorqg)rgtel rsni(;lr%:trﬁg?sed since thel@@éddemic, do you expect

S 10 continue or return to pr s1n J.202380| ComReg| Parcels| February 202!



Changes in parcel demand; past 3 years B{A

Base: All who sell online-h31 .
Main Trends in demand for parcel Main drivers of increased demand '
delivery past 3yrs (all experienced an increase in parcel
(all selling online131) demand ng 101)
% %

50

Any specific impact from Covid-

Changing customer preferences (i.e

influenced by Covid-19) 3

P I

Our demand for parcel or packet services 53 Sales growth in gener

increased strong| 1 73%

increased

28

Online sales growth in particular (i.e n

Higher influenced by Covid-19)
amongst
omengst ()

online New types of products or services on o 8
sellers
Increased
Impact of technology or innovatio 7 demand primar"y
Our demand for parcel or packet services :
increased slightl from Domestic
Local supportI 7 market 85% (15%
from mix of
There has been little change to our demand Change in delivery service options avaiIaIe3 domestic &
parcel or packet servic nondomestic
Our demand for parcel or packet services markets)
decreased slightly / strong Social MediaI 2
52yQi 1y2
Other I 2

Over the past 3 years, over 70% of online selling companies have experienced an increase in online sal€syilith

19 and sales growth being the main drivers of increased demand. Changing customer preference also being
influential. The main market for increased demand has been from the domestic market.

10a What havebeenthe maintrendsin yourdemandfor parcelor packetdeliveryservicesn the pastthreeyears? *Caution small base

34 @ 10b What havebeenthe maindriversof yourincreasedlemandfor parcelor packetdeliveryservices?
11 Hasthe increaseddlemandcome.. J.202380| ComReg| Parcels| February 202.
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Operator volume performance

ﬂﬂ Operators
Ll

b Thestrong growth of B2(Mas been the major
theme over the last few years

% Driven by growthin e.commerce.

% Increasedrust in operators and e
commerce.

x A{ dZNBS€¢ AY H-A%H n RdzS

b Inbound volumefrom Europe has been a main
driver of B2C growth (clothes etc).

x Domestic (both large and SME) also growing
substantially too (especially since Co%f).

% International outbound growing, buar
behind inbound volume.

b B2B appears to be stagnant (even declinirogit
remains a significant proportioof volume and
value for most.

x Estimates 080-50% amongst operators

x However, the trend is towards B2C and this
IS whereoperators are focusing resources.



E-Commerce volume performance

Ecommerce

O Overall, there has not been a dramatic ;
RAFTFSNBYOS Ay GKS WiBLISQ 27
sent.

LINE

x Ecommerce businesses are mostly just |
sending more volume.

b However, there are exceptions for some
businesses;

x Some new types of products being sent
(e.g. gift sets/baskets, home gym
equipment, desks for households etc)

36



Proportion of Domestic vs Non Domestic sales & size of packages B&A
Base: All who sell online-©31 .

v

Proportion of Current online sales Size of packages
Domestic vs international %
%
Internationa 8

Higher Services &
mostly to consumers

Small / light packagt 56 —
ie. Under 2k

Domestic

Larger packageds
more than 2k

Higher
—> medium

online sellers

Domestic sales make up the bulk of the online sales market, averaging at 92% of all online sales. Smaller packages are also

more prominent, accounting for over half of all online sales.

*Small base size on demographic variations

@ 88&1 Thinkingof yourcurrentonlinesaleswhat proportionare domesticversusnondomestic

37 b Thinkingof your currentonlinesaleswhat proportionare smallversudarge J.202380| ComReg| Parcels| February 202:



Incidence of iIssues sending parcels abroad

Base: All who sell abroad:r82

Incidence of experiencing VAT or customers
charges when sending products abroad
(all who sell aboard g 82)
%

Yes

=)

No

Amongst the 17 businesses
who experienced an issue

with VAT or customs charges

the main issues were
administration issues and
increased/unexpected costs
17% claimed Brexit issues*.

Py

B\A
A

N4

Expected impact from Brexit
on international sales
(all who sell aboard g 82)
%

0
A very positive impact on sa } 18%
A fairly positive impact on sal 17 positive
No impact on sale
A fairly negative impact on sa
53%
negative

A very negative impact on sa 23

52 Y QU a——

1 in 5 companies who sell online to nondomestic markets have experienced issues with Vat or customers charges, mainly

due to administration issues. With regards to Brexit, half of companies who sell non domestically expect Brexit to have a

negative impact on online sales, while over 1 in 4 expect it to have no impact at all.

12 Haveyoueverexperience@n issuewith VATor customschargesvhensendingproductsabroad? ) )
38 ® 12b Youmentionedthat you experiencedn issuewith VATor customschargesvhensendingproductsabroad,what exactlywasthe issueyouexperienced?

13 Whattype of impactdo youexpectBrexitto haveon yournon-domesticsales?

(*small base)

J.202380| ComReg| Parcels| February 202:
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Brexit

E-commerce
Note: as of Dec 2020/Jan 2021

b All have had to reassess how they do business with
the UK market.

b Of those who are exporting to the UK, the Brexit
surcharge haadded cost to the UK customer

x There is also felt to belack of clarityaround
rules- adding confusion.

b Many ecommerce sellers are takingdag | A 4 I Y R
approach.

x Until issues ar@oned out.
x QOthers are consideringptions beyond the UK
6aGKS O2ylAySylGeéuo
b Some (especially larger domestic businesses) view
Brexit as somewhat of an opportunity.

x 2 A0K Wa&aLJS S Becotifig ak&/t A O 3
differentiator in the Irish market.



Brexit

ﬂﬂ Operators
reW'e

b Getting®. NBE A
last two years for all

% Significant investments I R S

x Communicating requirements to customers a
priority especially for the last 6 months

b All had a Brexit plan

% But uncertainty right up to the deadline made

planning for all

b Many note a large decrease in volumes in Jan 20

We¢SSGKAY 3 A&adz
% Customer not aware of
requirements (e.g. HS

codes)
Logistics and IT issues.

Situation appears to be
improving in Feb 2021.

Note: as of Dec 2020/Jan 2021

lias bedhla Re§ @iority for the
operators.

6AY (K

in place prior to January 2021

eventualities a challenge.

S & 10 thd lghg tern yimdity M&vd
Brexit as an opportunity for
the Irish retailer

x However, there is a sense
that that international
players will adjust their
supply chains to adapt
(As many are currently
doing).
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6. Parcel delivery costs




Delivery cost negotiation & impact on the customer BLA
Base: All who sell online-©h31 .

Price negotiation Delivery
between company & costs
delivery providers %
%

Cost

negotiated/

customised for Passed onto the customeire 57
my business charged separatel

55
Cost from
suppliers
Standardll'St Free delivery option provided ¢
price all goods
42% free delivery option
_ (87% of these claim free delivery is likely to
Higher among continue for the next three years)
companies selling
online less than 4 Free delivery option over a certe . . .
Jrs spend amoun Just 3 companies claimed delivery costs are

passed onto the customer if quicker delivery
Passed onto the custome! times are required, this was mainly claimed

quicker delivery times are requir to be due to not being at the level to offer
(i.e. standard delivery is fre free delivery

Delivery costs between the online sellers and delivery providers are mainly agreed based on a standard price list, albeit a

significant proportion negotiate the price. With regards to customer delivery charges, some 2 in 5 offer some from of free
delivery, while over half charge customers separately for delivery.

Q17 How is the price you are charged for packet/parcel agreed with your parcel and delivery service provider?
Q21a How are delivery costs typically handled within your company?
Q21b How likely is your company to continue free delivery for the next three years?
42 Q21b You said that delivery costs are passed onto the customer if quicker deliver times are required, why is this the case? J.202380| ComReg| Parcels| February 202



Average parcel delivery costs & number of parcels BlA
delivered in 2019 A

Base: All who sell online-h31 \4
Average Average spend on
number of g€ Spe
parcel delivery
parcels 2019
delivered 2019 o
% 0
€5767
1,604 Share of company
spend on parcel
and packet delivery
d services:
9%
[
7

¢CKS I SNF 3S ydzYoSNJ 2F LI NOSfta aSyid LISNI O2YLI ye gl a OAND

2019. On average parcel delivery costs made up 9% of all company spend in 2019.Note high proportion of respondents
unable to give an answer to 2019 estimates.

Q15a How much did you spend on parcel and packet delivery services in total last year (2019)?
@ Q15b And on a best estimate basis how many packets and parcels and packet did you send in total last year (2019)?

43 Q16 What was the share of your spend on parcel and packet delivery services in your total costs in 2019? J.202380| ComReg| Parcels| February 202:



Cost of parcel delivery; domestic vs international BLA

Base: All businesses 325 .
Average spend per domestic deliver Average spend per international deliven V
(all who sell online domesticallygrii31) (All who sell abroad n 82
% %
Mean ETDPNH emMn ®op

13.33 High onlinf
15.58 medium onl
15.48 1l ow online

€1435 —

[ R ==

U6.59 High onl i nseg
0$7.42 medium onl
047.16 |l ow online

€7.02 _,

*Caution small base size

| dZNNByi(ifte GKS | gSNI IS O02ald 2F R2YSAGAO RSt ADSNE

online sellers appear to have lower per parcel costs (note small base size).

*Small base size on demographic variations

@ 818 Typicallyhow muchdo you spendper packetor parcelfor deliveriesin Ireland?

44 19 Typicallyhowmuchdo youspendperpacketor parcelfor deliveriesabroad? J.202380| ComReg| Parcels| February 202:



Changes in average spend BLA

Base: All who sell online-h31 .

Total
%

Higher among service companies, low online

Higher than three years a 54 — | ollers

The same as three years ¢ 31

Lower then three years ay
52y Qi 1y2 10

54% of all online selling companies claimed their average spend per package has increased in the last three years, with the

mean increase being +15%

*Small base size on demographic variations

20a Isyourcurrentaveragespendper packetor parcel.. o o
@ 20b Yousaidyourcurrentaveragespendper packetor parcelis higher/ lowerthan threeyearsago,what percentagenvouldyousayit is higher/ lower?
45 J.202380| ComReg| Parcels| February 202:
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Pricing

ﬂﬂ Operators
reW'e

b The price per parcel appears to have been
declining/static for the last number of years

x Discounts offeredor larger volumes

b Most expect to put in placprice increasesn the
coming years

(i.e. extra bulky, requires more manual
handling etc)

b Despite some operators offering variable pricing
model, the majority (and the trend) appears to be
moving towarddixed pricing with addons

% Simplermodel for charging

x However, many SMEs appear to like the
variable pricing more.




Pricing

Ecommerce

b Most ecommerce companies feel that they currently
get good value for money

x Heightened since Cowvid b critical service for my
business 0 ®
b{ag9a FNB aLISYRAYy3 dzJ G2 ¢
OZ2YLJ NBR U2 | NRBdzyR €0 T2N
commerce companies in the market.

x Discounts offeredor larger volumes (although
this does not appear to have happened during
Covid19 for most).

x Larger companies more likely2 Wy S32
LINA OS Q
x International costs higher (exacerbated by Brexi

b The majority are expectingrice to increase in the
coming years

x [ dZNNBY (0 LINP{-AFSOI a3Ry
proof point.
x As is the current demand for operator service

a7



Free delivery

Ecommerce

b WCNBS RSftAQOSNEQ A& 2
0OdzaAySaasSa FyR ¥2NI V¥
x TheWy 2 tdddXx0 a decade ago
x Attempt to capture market share

x Incentive larger basket size&sS®3Id 2PSNJ etp SiGOL D

FT
o A

L

Z
[@=-N b”)
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2Y§A0Y2au;é
AGSYyYao

b5SaLIAUGS I RSEAANB FTNRY Ylyeée G2 Y20S | éF& TN
RSt AOSNEQ>X AU A& | NRAaAa]l] 02 R2Z2 az2T
x Customer expectationgespecially amongst

WNB Idzf I N Odzai2YSNAU
Reduced conversion rates

X

x Many feel adding éiered delivery services the
only way to rationalise introduction of charges.

~

b{ag9Qa | g2AR 2FFSthitpassoNES RSt AQDSNE | yR
the cost to the consumer.

x [ FyQld GF1S GKS KAG G2 GKSAN Y NHAYy®
x Paying higher price per parcel.

48 J.202380| ComReg| Parcels| February 202:



