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Research Methodology 

The purpose of this research project was 

to update the information available to 

ComRegon ecommerce parcel delivery 

in Ireland.

Combined quantitative and qualitative methodology:

Å Quantitative: 

Å Nationally representative sample 300 Irish businesses

Å All interviewing conducted via telephone

Å Quota controlled in terms of business size, region and 
sector. Corrective weighting applied to ensure 

representativityof all Irish businesses

Å Qualitative: 

Å мр L5LΩǎ ǿƛǘƘ ŀ ŘƛǾŜǊǎŜ ǊŀƴƎŜ ƻŦ Ŝ-commerce 
companies based in Ireland.

Å т L5LΩǎ ǿƛǘƘ ǇŀǊŎŜƭ ƻǇŜǊŀǘƻǊǎ ǿƛǘƘ ƻǇŜǊŀǘƛƻƴǎ ƛƴ 
Ireland (all major operators)

Quantitative fieldwork was conducted from the 4th to 13th of January 2021 (pilot 9th-14th of Dec 2020), 
while all qualitative interviewing was conducted from November 2020 ςFebruary 2021.
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Quantitative: Profile of Sample I

Analysis of sample

Region

Dublin

Rest Leinster

Munster

Conn/Ulster

Company Size

32

25

26

17

Sector

1-3 employees

4-9 employees

10+

67

25

8

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

* All others under 5% 

Agriculture 

Any Manufacturing 

Construction

Wholesale & Retail

Hotels & restaurants

Transport & communications

Financial & Insurance
Real estate 

Professional, scientific & technical

Administrative & Support Service Activities

Other services

2
6

19

15

6

1
2
3
5

1
4

6

1
2
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Quantitative: Profile of Sample II

Q31  Does your operation in Ireland generate most of its revenues...
vΦон 5ƻ ȅƻǳ ǎŜƭƭ ΧΦΦ

Industry from Ireland most revenue 
ŎƻƳŜǎ ŦǊƻƳ Χ Target market for your industry 

Base: 325 325

% %

95

24

1

41

4

34

In Ireland

Outside of Ireland

Both roughly equal

Mostly to other business

Mostly to consumers

A mix of both
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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. 

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.

Since the start of the Covid-19 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. 

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.

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. 

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
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1. An evolving context: Covid -19

ƀThe unprecedented surge in demand has put 
considerable pressure on existing networks

×wŜŀŎƘƛƴƎ άǇŜŀƪ ƛƴ 9ŀǎǘŜǊ нлнлέ

× Increasing capacity requirements.

× Obtaining vans and staff challenging.

ƀGeneral slowdown in delivery capabilities;

×/ƘŀƭƭŜƴƎƛƴƎ ǘƻ ƘƻƴƻǳǊ {[!Ωǎ όŜǎǇŜŎƛŀƭƭȅ 
during December peak) and next day 
delivery currently not guaranteed.

ƀRequirement for new procedures;

× Social distancing in delivery centres and 
hubs.

× Driver safety. 

× Contactless delivery (removal of signature 
on arrival).

Operators



J.202380| ComReg| Parcels|  February 20219

1. An evolving context: Covid -19

ƀAt the onset of Covid-19 many (even larger businesses) 
found themselves unprepared

×ά.ŀǎƛŎέ Ŝ-commerce site (often deprioritised)

× Retail focussed business models, supply chains and 
propositions.

ƀIn the past year, the majority have experienced 
unprecedented online growth.

× 3x, 4x versus 2019 for many.

E-commerce 

Multiple challengesexist:

× Predicting volume 
(peak all year)

× Inability to fulfil orders

× Staffing and safety

× Maintaining brand 
experience

× New competition

Multiple opportunities exist:

× New product 
solutions (corporate 
gifting)

× Broadening of online 
demographics

× Future changes in 
consumer behaviour 
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An evolving context

Small E-commerce 

Med - Large  E-commerce

Å aŀƴȅ ΨƻƴƭƛƴŜ ŦƛǊǎǘΩ ƳŜŀƴƛƴƎ ǘƘŀǘ ǘƘŜȅ ǿŜǊŜ ǊŜŀŘȅ ǘƻ 
pounce on online opportunities.

Å Strong increase in volume due to Covid-19 ςstrong rise in 
ΨƎƛŦǘƛƴƎΩ ƴƻǘŜŘ ǇŀǊǘƛŎǳƭŀǊƭȅ ŀǊƻǳƴŘ /ƘǊƛǎǘƳŀǎΦ

Å IŀǾŜ ŦŜƭǘ ŀ ǎǘǊƻƴƎ ǳǇƭƛŦǘ ŦǊƻƳ Ψōǳȅ LǊƛǎƘΩ ƻǾŜǊ ǘƘŜ Ǉŀǎǘ ȅŜŀǊΦ
Å Managing volume increases poses internal stock, logistics 

and packaging challenges (particularly during peak times). 

Å Online an important but not a primary channel for most prior 
to the pandemic (meaning upgrades were necessary in 2020).

Å Strong increases in volume due to Covid-19.
Å 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 Covid-19 regulations i.e. social 
distancing measures etc).
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2. Online vs offline sales
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Base:  All businesses 325

Incidence of businesses who offer online/e -commerce sales

Q2b Doesyourcompanyoffer the facility for online/ e-commercesales?
Q3a Howlonghasyourcompanybeenoperatinganonlinesalesfacility?
Q3b What platform doyouusefor onlinesales?

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

32%

68%No do not offer 
online/e-

commerce

Yes offer 
online/e-
commence

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

Total 
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Base:  All businesses 325

Tenure of online sales & sales platform used

Q2b Doesyourcompanyoffer the facility for online/ e-commercesales?
Q3a Howlonghasyourcompanybeenoperatinganonlinesalesfacility?
Q3b What platform doyouusefor onlinesales?

Platform Used
(Base: All who sell online n -131)

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). 

87

12

10

5

2

3

Own website

Amazon Marketplace

Shopify

Ebay

Woo Commerce

Other

32%

68%

No do not offer 
online/e-
commerce

Yes offer 
online/e-
commence

Total 
Length of time conducting online sales 

(Base: All who sell online n -131)

9

6

9

9

66

Within the last 1-6 
months

Within the last 7-12 
months

Within the last 1-2 years

Within the last 3-4 years

Longer than 4 years ago

Average 3.5 yrs

Higher among 
those selling online 

4yrs+

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

Higher among 
those selling mostly 
to consumers
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Base:  All businesses 325

Rationale for not having e -commerce sales 

Q2b Doesyourcompanyoffer the facility for online/ e-commercesales?
Q7 Couldyourcompanybenefitfrom havinganonlinee-commercesalesoption?
Q7b Whydoyousayyourcompanywouldnot benefitfrom havinganonlinee-commercesalesoption?
Q8 Doyouhaveanyplansto developanonline/ e-commercesalesoption(e.g ownwebsiteor saleviaecommerceplatform)for yourbusinessin the next12 months?

Benefit from having an online e-
commerce sales option 

(All who do not offer online sales n ς194)

%

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.

86

13

1

No, it would not
benefit my business

Yes, it would benefit
my business

5ƻƴΩǘ ƪƴƻǿ 

68%

32%

No do not 
offer 
online/e-
commerce

Yes offer 
online/e-

commence

Total 

Incidence of having plans to develop an 
online sales option 

(All who do not offer online sales n ς194)

% 

5

95

Yes

No

Higher for companies with 10+emps, 
services sector 82%  (construction, hotel 
& rest, insurance etc)

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.
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Online/e -commerce seller segmentation

Q4  Currently what proportion of all sales are:

11

8

13

Volume of Online
Sales 

%

Average proportion of online sales 
amongst all selling online

53.52%

High online sellers (80%+ 
of all sales)

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

Low online sellers 
(less than 30% of all 

sales)

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

*Segmentation based on 
proportion of online vs offline 
sales

68None
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Profile of online/e -commerce seller segmentation
.ŀǎŜΥ !ƭƭ {a9Ωǎ онр

Low online sellers 
(13%)

Medium online sellers 
(8%)

High online sellers 
(11%)

ÅUnder 10 emps
ÅMostly B2B

Å4-10 emps
ÅRetail &wholesale
ÅMix of B2B & B2C

Å1-3 emps
ÅRetail & wholesale
ÅB2C

*Bold = significantly higher

None online sellers 
(68%)

Å10+ emps
ÅServices
ÅMostly 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 

ƳƻǊŜ ǎŜǊǾƛŎŜ ŦƻŎǳǎŜŘ ŎƻƳǇŀƴƛŜǎΩ ŀƴŘ ǘŜƴŘ ǘƻ ƘŀǾŜ ŀ ƭŀǊƎŜǊ ƴǳƳōŜǊ ƻŦ ŜƳǇƭƻȅŜŜǎΦ
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3. Awareness, Usage & Perceptions 
of delivery providers
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Base:  All businesses 325

Awareness of parcel delivery providers

Q.22a/Q.22b - TOTAL AWARENESS

Awareness 

High awareness across the range of delivery providers, with higher awareness amongst the high and medium online sellers groups.

98

85

76

68

66

56

42

38

35

25

6

3

5

An Post

DPD

DHL

Fastway

UPS

Fedex

Nightline

GLS

TNT

DX

Parcel Motel

Other

None

%

Online Sales Group

High Medium Low None

53* 27* 51* 191

% % % %

97 99 98 98

83 93 51 91

84 87 80 72

88 63 76 64

72 95 62 62

68 82 18 58

63 78 16 39

52 76 14 36

54 42 16 35

33 28 5 27

5 1 10 6

- 2 3 3

- 22 - 3

*Small base
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Base:  All businesses 325

Awareness of parcel delivery providers

Q.22a/Q.22b - TOTAL AWARENESS

Awareness 

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.

98

85

76

68

66

56

42

38

35

25

6

3

5

An Post

DPD

DHL

Fastway

UPS

Fedex

Nightline

GLS

TNT

DX

Parcel Motel

Other

None

%

Higher 4 -9 employees, 10+ & Retail and 
Wholesale

Higher Dublin

Higher 4 -9 employees & Retail and Wholesale

Higher Retail and Wholesale

Higher for 10+ emps

*Small base

Higher 10+ emps, 
retail & wholesale

Higher in Dublin

Higher 4 -9 employees & Dublin

Higher Retail and Wholesale & 
Mostly to other business

Higher Munster & mostly to other business

Higher Retail and Wholesale
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Base:  All businesses 325

Usage of parcel delivery providers; last 3 years

Q22b  Which packet and parcel delivery service providers have you used over the past 3 years?

Usage

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). 

89

32

26

21

16

9

8

6

4

3

3

5

An Post

DPD

Fastway

DHL

UPS

Nightline

GLS

Fedex

TNT

DX

Other

None

%

Sales Online

High Medium Low None

53* 27* 51* 191
% % % %

94 73 91 89

33 59 39 28

32 31 52 19

27 50 48 11

8 48 49 7

11 40 6 6

8 42 4 5

11 5 1 7

7 6 5 4

5 - 0 3

- 2 3 3

- 22 - 5

*Small base
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Base:  All businesses 325

Usage of parcel delivery providers; last 3 years

Q22b  Which packet and parcel delivery service providers have you used over the past 3 years?

Usage

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. 

89

32

26

21

16

9

8

6

4

3

3

5

An Post

DPD

Fastway

DHL

UPS

Nightline

GLS

Fedex

TNT

DX

Other

None

Higher Mostly to other business, Munster

Higher Mostly to 
consumers and Munster

%

Higher Retail and Wholesale, Mostly to other business, 
Munster

*Small base

Higher 4 -9 employees, Conn/Ulster

Higher Munster

Higher 10+ emps

Higher 4 -9 employees

Higher 10+ emps

Higher 10+ emps
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Base:  All businesses 325

Main provider for domestic & non domestic parcel deliveries

Q22c  Which packet and parcel delivery service providers is your main provider for  parcels delivered in Ireland?
Q22d  And which packet and parcel delivery service providers is your main provider for  parcels for delivery abroad at the moment?

41

17

14

11

8

2

0

7

1

An Post

UPS

DPD

Fastway

DHL

GLS

TNT

Other

Don't Know

Providers for deliveries in Ireland
(All selling online domestically n - 131)

Providers for deliveries Abroad
(All selling online non domestically n- 82)

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

46

26

18

6

1

1

1

1

2

An Post

DPD

DHL

UPS

Fastway

Fedex

GLS

TNT

Other

Higher Services, Mostly to 
other business & Munster*

Higher Retail and Wholesale

*Small base size on demographic variations
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Attitudes towards operators

Å Securing a partner who can consistently, and reliability move 
higher volume is a key priority.

Å ΨtŜǊǎƻƴŀƭ ǘƻǳŎƘΩ ŘƻŜǎ ƴƻǘ ŀǇǇŜŀǊ ǘƻ ōŜ ŀǎ ƛƳǇƻǊǘŀƴǘ ŀǎ ƛǘ ƛǎ ŦƻǊ 
smaller businesses, but they do require to be able to get in 
ŎƻƴǘŀŎǘ ǿƛǘƘ ǘƘŜ ΨǊƛƎƘǘ ŎƻƴǘŀŎǘΩ ǎƘƻǳƭŘ ǘƘŜȅ ƴŜŜŘ ǘƻΦ

Å Tend to have higher awareness of the 
advantages/disadvantages of each of the operators.

Å Some willing to pay more for heightened levels of service 
(enhanced tracking services, etc)

Å ¢ƘŜ ΨǇŜǊǎƻƴŀƭ ǘƻǳŎƘΩ ŦǊƻƳ ŘŜƭƛǾŜǊȅ ƻǇŜǊŀǘƻǊǎ ŀǇǇŜŀǊǎ ƳƻǊŜ 
important (e.g. knowing the delivery driver, strong liking for 
familiarity).

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

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

Small E-commerce 

Med - Large  E-commerce
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4. Provision of services
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Products and services

The majority do not distinguish between 
packets and parcels.

Operators

ƀWeight of packets:

× There is a variation is average weight amongst the 
operators.

× No considerable change is average weight in the last 
number of years (Just more volume!).

ƀDelivery frequency:

× 6 day deliveries put in place by majority to handle 
peak volume (especially in 2020).

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

ƀDelivery speed:

× Prior to Covid-19, next day/two day domestic delivery 
became somewhat of a norm.

× Same day delivery yet to take hold and does not appear 
to be a key priority for most operators or an 
expectation from most e-commerce companies.
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Infrastructure & geography

ƀStrong infrastructure in the east, and south west.

× The south east and west of Ireland potentially the 
most underserviced areas.

ƀSome operators have a very strong network across the 
country (with increased investment in recent years);

× Franchise/owner operator business model can 
provide easier expansion for some.

× Others are lagging behind and catching up in 
ǊŜŘǳŎƛƴƎ ΨŎƻƭŘ ǎǇƻǘǎΩ (i.e. where drivers are driving 
a long time for their first delivery).

ƀAll reconsidering how they will need to expandin order 
to manage current and future volumes;

× New expansions of existing sites

×{ŜŎƻƴŘ ƻǊ ǘƘƛǊŘ ΨƘǳōǎΩ 

×²ƘƛƭŜ ƳŀƴŀƎƛƴƎ ΨƴŜƎŀǘƛǾŜ ŜŎƻƴƻƳƛŜǎ ƻŦ ǎŎŀƭŜΩ

× Limited possibilities of using joint depots (IT 
issues). 

Operators
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Value added service

Operators

ƀGrowing recognition of customer demand for 
ΨǘǊŀŎƪƛƴƎΩΤ

× Consumer desire to reduce uncertainty

× Give the retailer the ability to be proactive 

ƀDPD performing strongest with tracking (1 hour 
window and SMS notifications)

× Some are working towards integrating this level 
of service

× However, most ŎǳǊǊŜƴǘƭȅ ƘŀǾŜ ŀ ΨōŀǎƛŎΩ 
tracking product

ƀMultiple value-add innovations are in the pipeline.

× In-flight changes.

× Tracking.

× Route optimisation

× Parcel shop 
expansion a key 
area for others. 

× Improvements 
to customer 
dashboards. 
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Value added service

Operators

DOWN THE ROAD

IN THE PIPELINE

OPERATOR BENEFIT CONSUMER BENEFIT

× In-flight changes

× Route 
optimisation

× Tracking

×Parcel shop expansion 
×Customer dashboards

× Drone delivery 

× Driverless vans

× Internal 
automation

The majority of 
innovations in the 

pipeline are ΨǎƛƴƎƭŜ ǘǊƛǇ 
ǎƻƭǳǘƛƻƴǎΩOperators also 

looking for ways to 
improve 

efficiencies/ 
ΩƭŜŀƴƴŜǎǎΩ
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SUSTAINABILITY SOCIAL IMPACT DRIVER WELFARE

Future investments

SMART SOLUTIONS TECHNOLOGY CAPACITY INCREASE

Operators

ƀLeaner and more 
intelligent logistics.

ƀRoute optimisation.

ƀParcel shop expansion.

ƀDrones still a long way off.

ƀΨ¢ǊŀŎƪƛƴƎΩ ƛƳǇǊƻǾŜƳŜƴǘǎΦ

ƀ Internal automation.

ƀCustomer portals.

ƀProperty investments.

ƀ{ƻƭǾƛƴƎ ŦƻǊ ΨŎƻƭŘ ǊƻǳǘŜǎΩ ƛƴ 
the network.

ƀVans and drivers.

ƀGenerally corporate led -
but of growing 
significance amongst 
consumers. 

ƀSupporting SMEs 

×Advice and tools.

×Product offers.

ƀMaintaining safe working 
environments.

Operators investment priorities stretch across 6 key areas
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Trends in parcels

Å Both smaller and larger operators are keen to 
incorporate better tracking into their delivery service

Å Gives businesses the ability to be proactive, peace of 
mind knowing parcels arrives and tracking is 
perceived to reduce customer service requirements. 
ü Ψ/ƻǎǘ ŦƻŎǳǎΩ ŦƻǊ ƭŀǊƎŜǊ ōǳǎƛƴŜǎǎŜǎ ŀǎ ǘƘŜȅ ǿŀƴǘ 

to avoid expanding customer care 
requirements. 

ü Ψ¢ƛƳŜ ŦƻŎǳǎΩ ŦƻǊ ǎƳŀƭƭŜǊ ōǳǎƛƴŜǎǎŜǎ ŀǎ ǘƘŜ 
owner is often also the customer service rep 
who has to respond to emails!.

Å Online portal option has strong appeal as customers 
can review which orders have arrived or outstanding 
etc (both larger and smaller). 
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5. E-Commerce & Online sales 
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Base: All who sell online n -131

Proportion of online and offline sales pre and post covid

Q4  Currently what proportion of all sales are
Q5  Before the Covid-19 pandemic hit Ireland during March 2020 what proportion of all sales were
Q6  You commented that your proportion of sales online has increased since the Covid-19 pandemic, do you expect 
this to continue or return to pre Covid levels in the next 12 months? 

54

46

Proportion of sales currently 
online

%

Online

Offline

40

60

Proportion of sales on line 
prior to Covid-19

%

Online

Offline

67% of e-
commerce 
companies 

experienced an 
increase in online 
sales since Covid 

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

Higher among 
services, low online 
sellers 82%

Companies who experienced an 
increase in e -commerce sales over 
index amongst retail & wholesale 

companies and those who sell to B2C 
& B2B

Higher among 
retail & wholesale, 
mostly to 
consumers and 
high online sellers

Higher among 
services, low online 
sellers 90%

Since the start of the Covid19 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.

*Small base size on demographic variations
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Base: All who sell online n -131

Expectation for online sales post covid -19

Q4 Currently what proportion of all sales are
Q5 Before the Covid-19 pandemic hit Ireland during March 2020 what proportion of all sales were
Q6 You commented that your proportion of sales online has increased since the Covid-19 pandemic, do you expect 
this to continue or return to pre Covid levels in the next 12 months? 

53

36

7
4

Online sales volumes will 
increase from the current level

Online sales volumes will 
continue at the current level

Online sales volumes will 
decrease from the current level

5ƻƴΩǘ ƪƴƻǿ 

Perception of future online 
ǎŀƭŜǎ όŀƭƭ ǿƘƻΩǎ ƻƴƭƛƴŜ ǎŀƭŜǎ 
increase since Covidn - 88)

%

67% 
of e-commerce 

companies 
experienced an 

increase in online 
sales since Covid 

Companies who experienced an 
increase in e -commerce sales over 
index amongst retail & wholesale 

companies and those who sell to B2C 
& 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.
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Base: All who sell online n -131

Changes in parcel demand; past 3 years 

Q10a What havebeenthe maintrendsin yourdemandfor parcelor packetdeliveryservicesin the pastthreeyears?
Q10b What havebeenthe maindriversof yourincreaseddemandfor parcelor packetdeliveryservices?
Q11 Hasthe increaseddemandcome...

Main drivers of increased demand 
(all experienced an increase in parcel 

demand n ς101)
%

Over the past 3 years, over 70% of online selling companies have experienced an increase in online sales, with Covid
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.

50

43

28

24

8

7

7

3

2

2

Any specific impact from Covid-19

Changing customer preferences (i.e not
influenced by Covid-19)

Sales growth in general

Online sales growth in particular (i.e not
influenced by Covid-19)

New types of products or services on offer

Impact of technology or innovation

Local support

Change in delivery service options available

Social Media

Other

Main Trends in demand for parcel 
delivery past 3 yrs

(all selling online n-131) 

%

53

20

26

10

Our demand for parcel or packet services has 
increased strongly

Our demand for parcel or packet services has 
increased slightly

There has been little change to our demand for 
parcel or packet services

Our demand for parcel or packet services has 
decreased slightly / strongly

5ƻƴΩǘ ƪƴƻǿκ ƴƻǘ ǎǳǊŜ

73% 
increased
Higher 
amongst 
high 
online 
sellers

Increased 
demand primarily 

from Domestic 
market 85% (15% 

from mix of 
domestic & 

nondomestic 
markets)

*Caution small base
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Operator volume performance

ƀThe strong growth of B2C has been the major 
theme over the last few years

× Driven by growth in e-commerce.

× Increased trust in operators and e-
commerce.

×ά{ǳǊƎŜέ ƛƴ нлнл ŘǳŜ ǘƻ /ƻǾƛŘ-19.

ƀInbound volume from Europe has been a main 
driver of B2C growth (clothes etc).

× Domestic (both large and SME) also growing 
substantially too (especially since Covid-19).

× International outbound growing, but far 
behind inbound volume. 

ƀB2B appears to be stagnant (even declining) but 
remains a significant proportionof volume and 
value for most. 

× Estimates of 30-50% amongst operators

× However, the trend is towards B2C and this 
is where operators are focusing resources.

Operators
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E-Commerce volume performance

ƀOverall, there has not been a dramatic 
ŘƛŦŦŜǊŜƴŎŜ ƛƴ ǘƘŜ ΨǘȅǇŜΩ ƻŦ ǇǊƻŘǳŎǘǎ ōŜƛƴƎ 
sent. 

× E-commerce businesses are mostly just 
sending more volume.

ƀ However, there are exceptions for some 
businesses; 

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

E-commerce 
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Base: All who sell online n -131

Proportion of Domestic vs Non Domestic sales & size of packages

Q9a Thinkingof yourcurrentonlinesales,what proportionaredomesticversusnondomestic
Q9b Thinkingof yourcurrentonlinesales,what proportionaresmallversuslarge

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.

Proportion of Current online sales 
Domestic vs international

% 

8

92

International

Domestic

Size of packages
% 

56

44

Small / light packages 
ie. Under 2kg

Larger packages ie
more than 2kg

Higher 
medium 
online sellers

Higher Services & 
mostly to consumers

*Small base size on demographic variations
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Base:  All who sell abroad n ς82

Incidence of issues sending parcels abroad 

Q12 Haveyoueverexperiencedan issuewith VATor customschargeswhensendingproductsabroad?
Q12b Youmentionedthat youexperiencedan issuewith VATor customschargeswhensendingproductsabroad,what exactlywasthe issueyouexperienced?
Q13 What typeof impactdoyouexpectBrexitto haveon yournon-domesticsales?

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*.

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.

17%

83%

Yes

No

Incidence of experiencing VAT or customers 
charges when sending products abroad 

(all who sell aboard n ς82)

%

Expected impact from Brexit 
on international sales
(all who sell aboard n ς82)

%

1

17

27

30

23

2

A very positive impact on sales

A fairly positive impact on sales

No impact on sales

A fairly negative impact on sales

A very negative impact on sales

5ƻƴΩǘ ƪƴƻǿ 

(*small base)

53% 
negative

18% 
positive
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Brexit 

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

ƀOf those who are exporting to the UK, the Brexit 
surcharge has added cost to the UK customer. 

× There is also felt to be a lack of clarity around 
rules - adding confusion.

ƀMany e-commerce sellers are taking a Ψǿŀƛǘ ŀƴŘ ǎŜŜΩ 
approach.

× Until issues are ironed out.

× Others are considering options beyond the UK
όάǘƘŜ ŎƻƴǘƛƴŜƴǘέύΦ

ƀSome (especially larger domestic businesses) view 
Brexit as somewhat of an opportunity.

×²ƛǘƘ ΨǎǇŜŜŘ ƻŦ ŘŜƭƛǾŜǊȅΩ becoming a key 
differentiator in the Irish market.

E-commerce 

Note: as of Dec 2020/Jan 2021
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Brexit

ƀGetting Ψ.ǊŜȄƛǘ ǊŜŀŘȅΩ has been a key priority for the 
last two years for all operators.

× Significant investments ƳŀŘŜ όƛƴ ǘƘŜ Ƴƛƭƭƛƻƴǎ ϵύ

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

ƀAll had a Brexit plan in place prior to January 2021

× But uncertainty right up to the deadline made 
planning for all eventualities a challenge.

ƀMany note a large decrease in volumes in Jan 2021.

Operators

In the long term, many view 
Brexit as an opportunity for 
the Irish retailer

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

Ψ¢ŜŜǘƘƛƴƎ ƛǎǎǳŜǎΩ ƛƴ WŀƴǳŀǊȅΦ

× 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
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6. Parcel delivery costs
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Base: All who sell online n -131

Delivery cost negotiation & impact on the customer

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?
Q21b You said that delivery costs are passed onto the customer if quicker deliver times are required, why is this the case?

55

45

Cost from 
suppliers 

standard list 
price

Cost 
negotiated/
customised for 
my business

57

19

23

1

Passed onto the customer (i.e
charged separately)

Free delivery option provided on 
all goods

Free delivery option over a certain 
spend amount

Passed onto the customer if 
quicker delivery times are required 

(i.e. standard delivery is free)

Delivery 
costs

%

Price negotiation 
between company & 
delivery providers

%

42% free delivery option 
(87% of these claim free delivery is likely to 
continue for the next three years)

Just 3 companies claimed delivery costs are 
passed onto the customer if quicker delivery 
times are required, this was mainly claimed 
to be due to not being at the level to offer 
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.

Higher among 
companies selling 
online less than 4 
yrs
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Base: All who sell online n -131

Average parcel delivery costs & number of parcels 
delivered in 2019

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)?
Q16  What was the share of your spend on parcel and packet delivery services in your total costs in 2019?

Average 
number of 

parcels 
delivered 2019

%

Average spend on 
parcel delivery 

2019
%

Share of company 
spend on parcel 

and packet delivery 
services:

9%

¢ƘŜ ŀǾŜǊŀƎŜ ƴǳƳōŜǊ ƻŦ ǇŀǊŎŜƭǎ ǎŜƴǘ ǇŜǊ ŎƻƳǇŀƴȅ ǿŀǎ ŎƛǊŎŀ мΣсллΣ ǿƘƛƭŜ ǘƘŜ ŀǾŜǊŀƎŜ ǇŀǊŎŜƭ ŘŜƭƛǾŜǊȅ Ŏƻǎǘ ǿŀǎ ϵрΣтсл ƛƴ 
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.

5767ϵ

1,604
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Base:  All businesses 325

Cost of parcel delivery; domestic vs international

Q18 Typicallyhowmuchdoyouspendperpacketor parcelfor deliveriesin Ireland?
Q19 Typicallyhowmuchdoyouspendperpacketor parcelfor deliveriesabroad?

/ǳǊǊŜƴǘƭȅ ǘƘŜ ŀǾŜǊŀƎŜ Ŏƻǎǘ ƻŦ ŘƻƳŜǎǘƛŎ ŘŜƭƛǾŜǊȅ ƛǎ ϵтΣ ǿƘƛƭŜ ǘƘŜ ŀǾŜǊŀƎŜ Ŏƻǎǘ ƻŦ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŘŜƭƛǾŜǊȅ ƛǎ Ƨǳǎǘ ƻǾŜǊ ϵмпΦ IƛƎh 
online sellers appear to have lower per parcel costs (note small base size).

Average spend per domestic delivery 
(all who sell online domestically n ς131)

%

Mean ϵтΦлн ϵмпΦор

Average spend per international delivery
(All who sell abroad ςn 82)

%

7.02

14.35

ϵ

ϵ

ú6.59 High online seller*
ú7.42 medium online sellers*
ú7.16 low online sellers*

ú13.33 High online seller*
ú15.58 medium online sellers*
ú15.48 low online sellers*

*Caution small base size

*Small base size on demographic variations
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Base: All who sell online n -131

Changes in average spend 

Q20a Isyourcurrentaveragespendperpacketor parcel...
Q20b Yousaidyourcurrentaveragespendperpacketor parcelishigher/ lower than threeyearsago,what percentagewouldyousayit ishigher/ lower?

Total
%

54

31

4

10

Higher than three years ago

The same as three years ago

Lower then three years ago

5ƻƴΩǘ ƪƴƻǿ κ ƴƻǘ ǎǳǊŜ 

Higher among service companies, low online 
sellers

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
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Pricing

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

× Discounts offered for larger volumes 

ƀMost expect to put in place price increasesin the 
coming years.

× Especially around Ψƴƻƴ-ŎƻƳǇŀǘƛōƛƭƛǘȅΩ items 
(i.e. extra bulky, requires more manual 
handling etc)

ƀDespite some operators offering variable pricing 
model, the majority (and the trend) appears to be 
moving towards fixed pricing with add-ons

× Simpler model for charging

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

Operators
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Pricing

ƀMost e-commerce companies feel that they currently 
get good value for money

× Heightened since Covid-мф όάcritical service for my 
businessέύΦ

ƀ{a9ǎ ŀǊŜ ǎǇŜƴŘƛƴƎ ǳǇ ǘƻ ϵт ǇŜǊ ŘƻƳŜǎǘƛŎ ŘŜƭƛǾŜǊȅ 
ŎƻƳǇŀǊŜŘ ǘƻ ŀǊƻǳƴŘ ϵо ŦƻǊ ǎƻƳŜ ƻŦ ǘƘŜ ƭŀǊƎŜǎǘ Ŝ-
commerce companies in the market.  

× Discounts offered for larger volumes (although 
this does not appear to have happened during 
Covid-19 for most).

× Larger companies more likely ǘƻ ΨƴŜƎƻǘƛŀǘŜ ǘƘŜ 
ǇǊƛŎŜΩ

× International costs higher (exacerbated by Brexit).

ƀ The majority are expecting price to increase in the 
coming years

× /ǳǊǊŜƴǘ ǇǊƻƭƛŦŜǊŀǘƛƻƴ ƻŦ ΨŀŘŘ-ƻƴǎΩ ōŜƛƴƎ ŀƴ ƛƴƛǘƛŀƭ 
proof point.

× As is the current demand for operator services.

E-commerce 
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Free delivery

ƀΨCǊŜŜ ŘŜƭƛǾŜǊȅΩ ƛǎ ƻŦŦŜǊŜŘ ōȅ ǎƻƳŜ όƳƻǎǘƭȅ ƭŀǊƎŜǊ 
ōǳǎƛƴŜǎǎŜǎ ŀƴŘ ŦƻǊ ΨōƛƎ ǘƛŎƪŜǘΩ ƛǘŜƳǎύ 

× The ΨƴƻǊƳΩto do so a decade ago

× Attempt to capture market share 

× Incentive larger basket sizes όŜΦƎΦ ƻǾŜǊ ϵтр ŜǘŎύΦ

ƀ5ŜǎǇƛǘŜ ŀ ŘŜǎƛǊŜ ŦǊƻƳ Ƴŀƴȅ ǘƻ ƳƻǾŜ ŀǿŀȅ ŦǊƻƳ ΨŦǊŜŜ 
ŘŜƭƛǾŜǊȅΩΣ ƛǘ ƛǎ ŀ Ǌƛǎƪ ǘƻ Řƻ ǎƻΤ

× Customer expectations (especially amongst 
ΨǊŜƎǳƭŀǊΩ ŎǳǎǘƻƳŜǊǎύ

× Reduced conversion rates 

× Many feel adding a tiered delivery service as the 
only way to rationalise introduction of charges. 

ƀ{a9Ωǎ ŀǾƻƛŘ ƻŦŦŜǊƛƴƎ ŦǊŜŜ ŘŜƭƛǾŜǊȅ ŀƴŘ tend to pass on 
the cost to the consumer.

× /ŀƴΩǘ ǘŀƪŜ ǘƘŜ Ƙƛǘ ǘƻ ǘƘŜƛǊ ƳŀǊƎƛƴΦ

× Paying higher price per parcel. 

E-commerce 


