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InBUSINESS spoke with Janet Cox, Head of Field Sales at DHL Express 
Ireland, to find out how businesses can maximise their growth potential by 
developing a strong e-Commerce strategy, and why it rings true for an SME 
just as much as for a large corporation.
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IF THERE IS ONE
POSITIVE FROM THE
BREXIT FALLOUT
AND THE PRESSURE
ON IRISH EXPORTS
TO THE UK AS A
RESULT OF THE
FALL IN THE VALUE
OF STERLING, IT’S
THE GROWING
REALISATION FROM
IRISH SMES THAT
THEY NEED TO
DIVERSIFY TO
NEW MARKETS.”
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vision of an export-led recovery in Ireland 
that brings new and growing SMEs to the 
international stage. “If there is one positive 
from the Brexit fallout and the pressure on 
Irish exports to the UK as a result of the 
fall in the value of sterling, it’s the growing 
realisation from Irish SMEs that they need 
to diversify to new markets,” she advises. “It’s 
certainly the silver lining to the ‘Brexit cloud’ 
and in the longer run I believe we’ll have a 
stronger SME exporting sector as a result.”

Cox’s general view on exports as the main 
driver of future economic growth, and 
market diversification in particular as the 
route to future export success, resonates at 
a broader industry level, where DHL has 
forged ties with like-minded industry 
organisations as well as major companies 
such as AIB. “We share a common objective 
to support new and developing SMEs on 
their export journey. Add in Enterprise 
Ireland, and in particular the support to 
SMEs available through their network of 
Local Enterprise Offices, and you have a 
broad range of support resources available to 
SME exporters nationwide.”

s Head of Field Sales at 
DHL Express Ireland, 
Janet Cox knows a thing or 
two about market growth. 
Based at DHL’s head office 
near Dublin Airport, Cox 

oversees the strategic development of the 
DHL sales team to strengthen and grow their 
market share across the country.

“We have a very strong infrastructure and 
operational footprint across Ireland – much 
more so than any of our competitors,” says 
Cox. “This certainly helps when selling 
our services into the business community.” 
With more than 500 staff and a ground 
fleet of more than 200 vehicles you could 
say that DHL’s local presence is unmatched. 
“When you factor in that we are the only 
international express carrier with a locally 
based customer services centre, it’s certainly a 
compelling proposition,” she adds.

A self-confessed champion for small 
businesses, Cox taps into her 20+ years of 
industry experience at DHL in carrying 
out her role. A high-energy, passionate 
individual, her commitment is driven by her 
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AN INDUSTRY SHIFT
During her time in DHL, Cox has 
seen the nature of the logistics 
industry change significantly. 
“Traditionally we would have 
seen our main growth in the 
ICT sectors, with some high-end 
manufacturing in there as well,” she 
says. “In more recent times things 
have moved on and the growth 
has more typically emerged from 
the likes of the pharmaceutical, 
life sciences and medical device 
sectors. There’s still activity in ICT 
and higher-end manufacturing, but 
proportionally it’s not as significant 
as in previous years.”

The shift Cox has been 
witnessing over the last number of 
years has also involved a massive 
move in the market towards 
e-Commerce. And the stats back 
up this growing trend. According 
to a Virgin Media report. the value 
of Ireland’s internet economy is 
forecast to grow from its current 
level of a8.4 billion per annum 
to an estimated a21.1bn by 
2020, with consumer spending 
contributing to 60 per cent (almost 
a13bn) of this amount.

“Lots of Irish companies 
are seeking to maximise their 
sales and service through their 
online activities,” explains 
Cox. “Whether it’s as simple as 
ensuring a customer can easily 
find their location, or seeking to 
promote their product online, 
each company requires a strong 
e-Commerce strategy to maximise 
growth potential. This is just 
as true for an SME as it is for a 
multinational organisation. Irish 
companies are well positioned 
to sell internationally through 
the e-Commerce channel. ‘Brand 
Ireland’ is very well received 
across the world and Irish retailers 
are valued for their unique, 
high quality and competitively 
priced product offering as well 
as their strong understanding 
of international business, so the 
opportunity is clearly there.”

According to Cox, the shift to 
e-Commerce within the logistics 

sector is a fundamental one. “When I first 
joined DHL we were 90 per cent+ a business to 
business company,” she says. “Today more than 
50 per cent of our deliveries go to consumers at 
a residential address.” This change undoubtedly 
creates challenges in terms of the ‘last mile’ 
delivery – an industry term used to describe 
the movement of goods from a hub to a final 
destination in the home – as clearly it is more 
difficult to ensure someone is at home to sign 
for a delivery. DHL’s answer to such demands is 
an online solution called On-Demand Delivery, 
which allows consumers to choose a delivery 
time and location to suit them.

This year the company also introduced the 
DHL Swipbox, a stand-alone secure locker unit 
located in various retail outlets around the 
country which allow customers to collect their 
shipments at their own convenience. “We have 
had to be innovative and stay abreast of what 
customers want,” says Cox. “If our business 
didn’t change, we would quickly get left behind. 
Our aim is to keep our customers up to date and 

to have live tracking information 
available which enables our 
customer to receive or collect their 
delivery at a time that suits them.”

THE NEED TO EMBRACE
So whilst e-commerce has 
tremendous growth potential for 
Irish businesses in general – and 
exporters in particular – the simple 
reality is that right now around 
25 per cent of Irish businesses do 
not have a website, let alone the 
ability to conduct transactions 
online. Many of these companies 
are missing out on the potential 
opportunity that the growth in 
online activity represents. Indeed, 
there is a belief among some SMEs 
that the costs associated with the 
development of digital tools to 
support an e-Commerce strategy 
are simply too high. However, 
this need not be the case and the 
investment costs associated with 
some well-targeted e-Commerce 
activity can be recouped quite 
quickly through increased sales.

“I’m a firm believer that Irish 
SMEs need to fully embrace 
the international e-Commerce 
opportunity,” stresses Cox. 
“Online sales generated through 
e-Commerce give companies an 
opportunity to dip their toes into 
other international markets with 
very limited risk. For a start there’s 
no payment risk. Furthermore, 
some good website analytics may 
indeed demonstrate that there may 
already be interest in your product 
from countries you may not have 
even considered as a potential 
market. DHL has already seen this 
to be the case with many customers 
and we have worked closely with 
these customers to help take their 
business international in this way.”

For DHL, the growth in 
e-Commerce has revolutionised 
how the company operates but the 
work doesn’t stop there. According 
to Cox, DHL must continuously 
adapt its logistics solutions to meet 
the changing needs of the market. 
Together with its SME customers, the 
company is focused on developing 

digital solutions to support a 
number of key service areas such as 
time delivery, an efficient returns 
programme, customs and integrated 
computer systems.

A CHALLENGE 
WORTH TAKING ON
Whilst e-Commerce represents 
a huge opportunity for SMEs to 
grow, it also represents a challenge 
to develop the logistics and supply 
chain solutions to support online 
sales. Many progressive Irish 
companies have demonstrated 
that it is a challenge worth taking 
on, as the growth opportunity 
is significant. Still, to effectively 
grow your business with online 
retail channels there’s a lot you 
need to consider. It’s not just about 
choosing the best online retail 
platform for your business and 
selecting the right pricing model – 
you also need to know how to reach 
customers in your target markets 
and understand the regulations and 
restrictions around exporting.

Customers want to be able to 
rely on their logistics partner as 
an extension of their business. 
They need a professional, well-
established organisation that can 
offer a high standard of service 
and choice to their end-users. 
According to Cox, DHL Express 
achieves this high level of customer 
service by consciously choosing not 
to outsource any of its business that 
is customer-facing.

“We have a local sales team, a 
local e-Commerce team, a local 
finance team and an award-
winning centre of excellence 
customer service team all located 
in Dublin,” she says. “We have 
seen the benefits of this for our 
customers. They want to talk to 
someone who understands their 
business. All 100,000 of our global 
staff undergo rigorous certified 
international specialist training and 
this investment in our staff has paid 
off. We have seen that motivated 
staff create loyal customers and it 
has been a key factor in our ability 
to grow market share.”

CV:

Janet Cox

ROLE:  
Head of Field 
Sales, DHL 
Express Ireland

LIVES:  
DUBLIN

FAMILY: 
Married to 
Stephen for 17 
years with three 
children

CURRENTLY 
READING:  
The Battle by 
Paul O’Connell

FAVOURITE 
FILM: 
My Fair Lady 
(1964)

HOBBIES: 
Big sports fan, in 
particular GAA
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Cox says SMEs should 
consider the following 
when developing their 
e-Commerce strategy:

Understand your 
customers and their 
online behaviours.

 
 
Research the different 
components of a digital 
landscape and prioritise 
what to focus on first, 
e.g. website, microsite, 
mobile apps, a social 
media presence etc. 
 
 
 
Take small steps and 
review what works well – 
don’t try to do everything 
at once!

Clearly tell your 
customers you ship 
internationally on your 
home page and offer a 
range of shipping options.

Select a business partner 
to work with who can 
give you confidence. 
Typically they should  
have delivered 
successful e-Commerce 
tools already.
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