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� iReach Market Research established in 2004 by 
Oisin Byrne

� Full Market Research Agency across Business 
and Consumer segments.

� Our Mission Statement:
“Through innovation and the implementation of 

technology solutions, our research will add value to 
our clients, using cutting edge approaches and 

techniques, resulting in the generation of fresh and 
predictive insights in a cost effective way”
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� Research Market somewhat traditional in Ireland

� New technologies and innovations have the 
potential to add real, measurable benefits to 
market research 

� An enhancement, rather than replacement of 
more traditional methods

� Cost Effective and Innovative
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Changes in Shopping Behaviour 
amongst the Irish Consumers
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15%

17%

20%

33%

35%

39%

40%

56%

66%

85%

Total

7%24%10. Sporting Goods

23%9%9. Cosmetic/Beauty Products

21%19%8. Toys/Children’s Presents

39%26%7. Clothing/Footwear

24%47%6. PC Software/Video Games

38%40%5. Books

26%57%4.  Electronic Gadgets

55%56%3. CDs/DVDs

70%61%2. Entertainment Tickets (e.g. cinema)

88%82%1. Flights/Holidays

FemalesMales

� Top online regular items: Travel Booking, Entertainment Tickets and CDs/DVDs
� Items preferred by males: Electronic Gadgets, Softw are/Games, Sporting Goods
� Items preferred by females: Entertainment Tickets, Clothing, Beauty Products

• Most Frequent Online Purchases in Ireland:
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� Half of Irish shoppers (49%) will cut back on their spending on consumer product s for 2009
� Yet, online retailers won’t be as badly affected as  the mortar-bricks and traditional retailers

24% 39%

34%

20%

21%

13%

36% 7%

4%

2%

Online Purchases

All Purchases

Significantly Less Slightly Less Same as Last Year Slightly More Significantly More

• Planned Spend for Consumer Products and FMCG for 20 09:

49% 15%

24%37%
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� Researching offline and buying online is becoming i ncreasingly popular in Ireland
� Overall, six out of ten (57%) have researched items offline and bought them onlin e
� This trend is most prevalent amongst younger, follo wed by mid-age population

67%
58% 60% 59% 55%

33%
25%

33%
42% 40% 41% 45%

68%
75%

<18 18-24 25-34 35-44 45-54 55-64 65+

No

Yes

• Researching Consumer Products Offline and Buying Th em Online:
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35%

13%

75%

87%

Would
Purchase

Currently
Purchase

� While 13% of Irish consumers currently purchase their groceri es online, every 
third (35%) shopper would prefer to purchase their groceries on line and have 
them delivered rather than travel to and from super market if they had this option.

� Strongest market need for online grocery shopping i n country areas

• Online Shopping for Groceries:

� Irish consumers spend 
80 minutes on average 
when grocery shopping

41%33%33%Would Purchase

9%12%17%Currently Purchase

CountryTownCity
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WONDERING WHY?:

� 93% of Irish shoppers said online shopping is more convenient than shopping in traditional stores

� 93% stated that online shopping allows them to buy from shops or brands not present in Ireland

� 90% agreed that online shops save their time compared to traditional brick-and-mortar retailers

� 93% believe they save money on consumer products by purchasing them online

� 74% claimed online is the best place to find shopping bargains
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Consumer Trends in                 
Social Networking 
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� 52% of Irish consumers use social networks on a regular  basis
� Social Networks still more popular amongst younger Internet users

• Those Who Use Social Networks on Regular Basis ( by age group ):

72%

61%

39%

31%
24%

0%

18-24 25-34 35-44 45-54 55-64 65+
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� MARKET NEEDS DIFFER SIGNIFICANTLY ACROSS DEMOGRAPHI CS:
� Keeping in touch with friends is the primary reason for visiting social networks 

amongst 68% of Irish consumers (yet significantly drops with rising age )
� Keeping in touch with family is the second most popular ( increases with rising age )
� Sharing information and knowledge is the third most popular ( higher among males )
� Sharing content/photos is the fourth most popular activity ( higher among females )

• Things that Irish Consumers Enjoy Most About Social  Networks:

0%2%2%2%0%1%2%1%7. Other

1%

2%

10%

4%

12%

70%

Female

0%

0%

18%

11%

4%

67%

18-24

2%

2%

5%

5%

9%

75%

25-34

2%

6%

4%

7%

16%

63%

35-44

3%

3%

9%

17%

31%

34%

45-54

0%

20%

0%

20%

40%

20%

55-64

2%

3%

7%

7%

12%

68%

Total

3%

3%

4%

13%

10%

65%

Males

5. Lifelogging

4.  Business/Work Contacts

3. Sharing content/photos

3. Sharing information/knowledge

2. Keep in touch with family

1. Keep in touch with friends
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6.5%8. Other Sites

0.5%7. Nimble.ie

1%6. Frendstier

2%5. LinkedIn

3%4.  MySpace

9%3. YouTube

30%2. Bebo

48%1. Facebook

Total

� Social Networks – new market opportunity to enhance brand awareness and CRM
� Half (48%) of Irish consumers use Facebook as their primary so cial platform
� Target your AUDIENCE through the right platform!!!

• Those Who Use Social Networks on Regular Basis:

12.5%

0.5%

0.5%

1%

0.5%

2%

27%

56%

25-34

7%

1%

2%

7%

6%

8%

16%

53%

35-44

21%

0%

0%

6%

11%

14%

14%

34%

45-54

20%3%

0%0%

0%0%

20%0%

0%0%

20%11%

20%65%

20%22%

55-6418-24
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Trends in PC and Online Gaming                  
amongst Irish Consumers
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17%

12%

14%

15%

26%

29%

36%

62%

None

Work Laptop

XBOX 360

Playstation PSP

Nintendo Wii

Nintendo DS

Playstation 2/3

Home Laptop or PC

- 83% of Irish households play PC or Video games
- Home laptop or PC – most popular platform (62%)
- Explosion in the number of other gaming platforms
- Video Gaming platforms turning into social network 
platforms (e.g. XBOX 360, Playstation, Nintendo)

• Popularity of Game Platforms: • Hours Spend Playing Games per week:

17%

2%

3%

3%

9%

26%

40%

None

24+ hours

16-24 hours

12-16 hours

8-12 hours

3-8 hours

<3 hours

- Average player of PC/Video Games spends 
4 1/2 hours playing games per week
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� 92

2%

6%

19%

29%

45%

Total

� 86

2%

4%

17%

30%

47%

18-24

� 79

1%

4%

19%

28%

48%

Females

� 110

3%

9%

19%

30%

40%

Males

� 113

1%

9%

28%

14%

48%

45-54

� 87

2%

6%

18%

30%

45%

35-44

� 94

2%

6%

18%

31%

42%

25-34

� 21

0%

0%

5%

19%

76%

55-64

None

Average Spend

� 501 +

� 301 - � 500

� 101 - � 300

� 10 - � 100

Amount Spend

• Annual Spending on Games and Online Games Subscript ions:

- An average Irish consumer spends approximately � 92 on PC/Video/Online games each year.

- Males tend to spend more (� 110) on games than their female counterparts (� 79).

- Age groups 45-54 are likely to spend most (� 113) on gaming compared to other age groups.
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• Consumer Spend for 2009:

25%

18%

20%

27%

40%

50%

49%

2%

2%

5%

1%

1%

36%

21%

2%Spend on High-Tech Gadgets

Spend on Games/Downloads

Spend on Mobile Phones

Significantly Less (by >20%) Slightly Less (by <20%) No change Slightly More (by <20%) Significantly More (by >20%)

- Spend on High-Tech gadgets will be substantially l ower this year (with more than

half of Irish consumers (56%) planning to spend less on electronic gadgets this y ear)
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• Consumer Spend for 2009:

14%

16%

37%

35%

35%

58%

40%

4%

4%

7% 2%

23%

24%

1%Spend on Restaurants/Eating Out

Spend on Cinemas/Movies

Clothes and Shoes

Significantly Less (by >20%) Slightly Less (by <20%) No change Slightly More (by <20%) Quite a Bit More (by >20%)

- Restaurants and other Food establishments will be hit hardest by economic recession

(with six out of ten (60%) planning to spend less on restaurants and eating ou t this year)
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Upcoming March Briefings:

Sustainability for CSR, Green 
Brands and Green Products

March 10 th 12:30pm – 1:15pm


