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Introduction - Online: A minimum
requirement or a competitive advantage

Welcome to the third edition of the bi-annual
Deloitte Ireland Consumer Review.
In this edition, we examined the ever-increasing importance
of online channels to both consumers and retailers and
looked at how consumers’ online activities are evolving. We
also tracked consumers’ spending patterns where we found
evidence of an emerging dual economy.
On average, across all categories, the percentage of
consumers who indicated that their spending did not
change from the last survey gave way to an increase
in those who felt that they had spent more and an
identical increase in those that felt they had spent less.
Further evidence of a dual economy developing in Ireland
emerges when we look at spending categories that could
be considered more discretionary in nature. More than
one-third of consumers reported spending less on going
out, restaurants/hotels and holidays. However significant
proportions also responded that they spent more in these
categories, with 22% reporting increased spending on
restaurants/hotels and 19% responding that holiday
expenditure had increased.
We surveyed consumers on their typical pre-purchase
behaviours, the factors that influence their purchasing
decisions, the most prevalent online resources that they
use and the ways in which they express satisfaction and
dissatisfaction in the online age.
If there is a key message from our latest research, it is
that consumer power is growing. The internet is now

the primary source of information on new products and
services and maintaining an engaging online presence is
becoming a minimum requirement rather than a source of
competitive advantage.
Consumers no longer use the internet to simply source
information; they want to engage with businesses and
other consumers. They want to share their experiences and
influence others, while also being influenced themselves.
No single communication channel dominates the
conversation. Social media, independent websites, retailers’
websites, online advertising, in addition to physical stores
and staff, all have a role to play. There are opportunities
for businesses willing to engage at all touch points on the
consumer’s purchasing journey however attention must be
paid to ensuring that information is standardised across all
online platforms as well as in-store.
Businesses must therefore be alert to consumers’ differing
communication preferences and ensure they develop an
integrated communications strategy that is consistent
across all parts of the organisation. With consumers
becoming increasingly vocal and empowered, businesses
need to make sure they remain a part of the conversation
on their own products and are seen as a provider of
honest information and advice as well as taking feedback
and criticism when warranted.

If you would like further information
on the survey please contact:
David Hearn
Partner, Consulting
T: +353 1 417 2920
E: dhearn@deloitte.ie

To this end, those businesses that develop full end-to-end
customer experiences that encompass a variety of online
mediums in addition to traditional physical interaction will
be able to capitalise on this changing environment. Moving
with the times has never been more important.
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Key observations

Before their last significant
purchase, almost

More consumers read online reviews

@

2/3

than spoke to
in-store staff,
before their last
major purchase.

The internet was
the most common
primary source of
information on new
products and services
for consumers.

two-thirds of consumers
visited the website of
the retailer from which
they made the purchase.

Family and
friends is
the most
trusted source
for product
and service
information.
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Consumers under
the age of 35

put most trust
in anonymous
online customer
reviews when
finding out about
new products and
services.

?

Two-thirds of
consumers
said that
their purchasing decisions
are influenced by
other customers’
experiences, while a
similar proportion often
share their experiences
as consumers, regardless
of whether these are positive or negative.

Key learnings
• Products and services need to be made available to consumers
through the channels they want to use.
• Businesses must engage with their hyper-connected consumer in
two-way conversations that can lead to deeper and more profitable
relationships for both parties.
• Social engagement can generate deeper and more real-time
consumer insight both in terms of behavioural data and feedback
which can be used to drive innovation and improve the offering to
consumers.
• Engagement through social media can also enable consumer
businesses to target promotions and marketing communications
to the individual that are context relevant and location specific,
therefore increasing conversion rates.
Today, people and their devices are wired as one. Integrating digital
into the customer experience has become a business imperative, and
retailers who ignore this fact will likely be trapped in the digital divide
– the gap that separates shoppers’ digital needs and expectations
from the experiences retailers are actually providing to them.
With market disruption comes opportunities. Agile retailers who can
adapt and innovate stand to benefit most in this rapidly changing
marketplace.
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Executive summary
Consumer power is growing. The internet is the primary
source of information on new products and services and
consumers have access to wider information and choice than
ever before.
Before their last significant purchase, almost two–thirds of
consumers visited the website of the retailer from which they
made the purchase and more than half visited the website of
another business selling similar products.
The marketplace is undergoing digital disruption. Retail is no
longer just about the product, the experience also matters.
Conversations about your brand are taking place – with or
without your participation – on multiple online platforms.
Increasingly, successful businesses will be those with the
capability to develop end-to-end customer experiences
across a variety of online mediums.
Our research shows that similar numbers of consumers
now find out about new products or services through social
media channels as they do by visiting a store, while social
media is also proving to be more effective at informing
consumers than through e-mails.
The data trail of this consumer activity provides a rich source
of information for businesses with the capability to be
attentive and responsive to the insights it provides.
In the age of digital disruption, listening has never been
more important. Retailers will need to establish social
command centres that listen to consumers and track what
they are saying about their products and services.
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Social media can be used to extend customer support
beyond the product and transform it into an experience by
engaging with consumers to build relationships, to develop
trust and, importantly, to turn negative experiences into
positive ones. Businesses will need to decide on their level of
engagement – to monitor, to listen, to interact and engage.
Failure to engage may result in conversations about your
brand taking place on a competitor’s platform.
As consumers search for and generate information about
products and services online, more and more businesses
are collaborating with consumers by hosting consumergenerated content on their online platforms. Content
strategies need to focus on informing and educating
consumers rather than just selling to them. Arming
consumers with the right information helps them move
independently through the shopping journey, creating trust
and building loyalty.
Not all conversations about your brand will be positive and
content creation and management bring with them the
requirement to manage reputational risk. Businesses,
therefore, will need to include content-related issues on the
risk management agenda along with data protection and
other data risks.
Trust and reputation are inextricably linked. Our survey
results show that family and friends is the most trusted
source for product and service information. Two-thirds of
our survey respondents said that their purchasing decisions
are influenced by other customers’ experience while a similar
proportion share their experiences as consumers, regardless
of whether these are positive or negative.

What is somewhat surprising in our latest research is the
large degree of trust placed in customer reviews as a source
of honest information, only marginally behind the family and
friends category. This may indicate that consumers are using
customer reviews to inform them before a decision is made.
As consumers become more demanding, retailers must
develop the capabilities to remain relevant and responsive
across all touch points of the customer journey. This will
involve investing in monitoring and understanding how
consumers become aware of their products and services
beyond traditional marketing channels. In the past, many
large businesses were slow to respond and retained silos that
separate their different touch points with consumers. In future,
integration will be critical to success. Innovative retailers will
take ownership of the consumer journey and use consumer
data and insight seamlessly across their online and in-store
platforms to inform their business strategy.

Action points
• Listen: Retailers should establish social command centres that
listen to consumers and track what they are saying about their
products and services.
• Engage: Social media can be used to extend customer
support beyond the product and transform it into an
experience.
• Collaborate: Retailers who encourage customer-generated
content on their online platform find that this allows them
to own the conversations about their brand and that it helps
generate consumer loyalty.
• Manage reputational risk: The growing power of the
consumer places consumer activism on the risk agenda
alongside data security, reputational risk, the protection of
consumers’ rights and customer satisfaction. Businesses
can mitigate these risks by implementing enterprise control
platforms to monitor what content is being shared and
by whom and ensuring that they remain a part of the
conversation about their own products.
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Consumer Beheaviour:
An emerging dual economy
Deloitte’s latest research into consumer confidence and
spending patterns in Ireland shows evidence of an emerging
dual economy.
Across all categories of expenditure in the last six months,
our research1 shows a decrease in the percentage of
respondents in the middle ground and a shift in consumers
becoming either more optimistic or more pessimistic.
There has been a marked increase in consumers anticipating
to spend more in luxury categories such as restaurants,
hotels and holidays when compared to last year. This is a
strong indication of a recovering economy.
While this is good news for retailers, it is essential to remain
alert to the opportunities and threats in a rapidly changing
marketplace. Our research into online information sources
shows that the internet is now the primary source of
1 The Deloitte Consumer Tracker is a forward-looking economic update focused
on consumer spending attitudes and behaviours. Through our proprietary
consumer survey, we gain detailed insight not only into the patterns of consumer
expenditure on a category by category basis, but also the underlying drivers
of spending behaviour, notably household disposable income and consumer
confidence.
The Deloitte Consumer Tracker aims to reflect consumer confidence levels in the
market through monitoring and comparison of key consumer indicators such as
overall consumer confidence, confidence in level of disposable income, spending
essentials and spending on discretionary goods and services.
The Deloitte Ireland Consumer Business Tracker surveys a sample of 1000
consumers on these key indicators concerning the prior six months and
consumers’ outlook for the following six months.
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information on new products and services. This means that
maintaining an engaging online presence is becoming a
minimum requirement rather than a source of competitive
advantage and retailers will need to develop the capabilities
to operate effectively and consistently across the multiple
touch points in their consumers’ purchasing journey.
There is a continuing perception that utility bills are
continuously increasing with 49 percent of respondents
indicating that they spent more on these in the last six
months. This is most likely linked to the continuing political
controversy with the introduction of the household water
charges.
Worryingly, the percentage of respondents who pay into a
pension on a monthly basis remains low.
There are subtle indications that the Irish consumer is once
again shifting from saving mode, which was prevalent in
September 2014, and has intentions to increase spending.
Retailers may wish to consider the results of the online
resources section in conjunction with the consumer
sentiment results to identify the best possible medium
by which to take advantage of the improving sentiment
amongst Irish consumers. These insights, set out in detail
from page 15 of this report, will help to ensure they are
best placed to deliver on consumer expectations in Ireland’s
emerging dual economy.

Consumer confidence

Figure 1: Irish consumer sentiment – consumer spending attitudes and behaviours
Levels ofabout
optimism
last 6 months
Question: Thinking
theover
following
aspects of your life, over the last six months, would you say that your level of
optimism or confidence in each area is better, the same or worse?
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When looking at individual categories, optimism about spend
on children’s education and welfare, job security and household
disposable income is largely stable from our last survey. There is
a marked increase in optimism in respondents’ spending attitude
towards health and wellbeing (7 percentage point increase).
However the two items which are most notable are respondents’
optimism towards level of debt and job/career opportunities.
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Level of debt: There is a marked increase in optimism with
regards to level of debt improving in the last six months with
a net of 4 percentage points move towards a more optimistic
sentiment.
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23
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The level of optimism across all categories has increased since
September 2014 with optimism increasing by between 2 and
7 percentage points. However, interestingly, those respondents
who indicated that they felt things had worsened over the last
six months has also increased across all categories (except health
and wellbeing which remained stable) by between 1 and 12
percentage points (average of 3 1/3). Those who responded that
things had not changed had reduced, allowing for the increase
in both optimism and pessimism.

14

A lot worse

4

Don’t know/not applicable

Job opportunities/ career progression: There is a worrying
pessimistic sentiment developing in respect of respondent’s
career development, with a net flow of 9 percentage points
towards career development becoming more challenging over
the last six months. However, when you consider there is a slight
positive shift in terms of job security (net 1 percentage point
shift to more optimistic sentiment), it may be considered that
respondents have moved from focusing on “survival” in their
jobs to taking the next step.
The reduction of the middle ground across all categories
indicates an emerging dual economy.
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Consumer spending
Thinking about all the expenses in your household, for each
of the following, would you say you have spent more, less or
the same than the previous six months?
Figure 2: Irish consumer spending in the last six months
Question: Thinking about all the expenses in your household, for each of the following, would you say you have
spent more, less or the same than the previous six months?
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A lot more

There is further evidence of an emerging dual economy when we consider
respondents’ sentiment with regard to spending over the last six months.
On average, across all categories, the percentage of consumers who
indicated that their spending did not change from the last survey gave
way to those who felt that they spent more or less by the exact same
proportion. Respondents who felt that they spent more, and those who
felt they spent less over the last six months, increased on average by 1.3
percentage points on the September 2014 figures.
When focusing on individual categories, there is continuing feedback that
utility bills have increased with 49% of respondents indicating that they
spent more on these in the last six months. This could be attributable to the
ongoing political controversy associated with the introduction of household
water charges, while seasonal factors may also be at play given that
respondents were asked about their spending during the winter months.
Significant proportions of consumers also reported spending more on
transport (34%), telecommunication (31%) and health (30%) categories.
Interestingly, 27% of respondents indicated that they had spent more
on housing in the previous six months. Given that mortgage interest
rates remained broadly stationary during the period in question, this high
proportion may be attributable to the ongoing, and much-publicised,
increase in residential rental levels.
Where consumers reported spending less, categories that could be
considered luxury or discretionary featured prominently. 39% reported that
they spent less on both going out and restaurants/hotels, 38% responded
that they spent less on alcohol and 34% reported reduced spending on
holidays.
However these are the categories that also demonstrate evidence of the
emergence of a dual economy. Significant proportions also responded
that they spent more in some of these categories. 22% reported increased
expenditure on restaurants/hotels and 19% of consumers reported
increased spending on holidays. Out of a total of 17 categories, these two
categories had the lowest proportions of consumers reporting that they
spent the same as in the previous six month period (33%).

Consumer spending
Thinking about all the expenses in your household, for each
of the following, would you say you will spend more, less or
the same in the next six months compared to what you
in the in
lastthe
six next
months?
Figure 3: Irish consumerspent
spending
six months
Question: Thinking about all the expenses in your household, for each of the following, would you say you will spend more, less or
the same in the next six months compared to what you spent in the last six months?
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A lot more

As is the case with spending over the past six
months, utility bills is the category that consumers
feel they are most likely to spend more on over the
next six months – 36% indicating that they will do so.
Similarly, approximately one-quarter of respondents
reported that their future spending on transport,
health and telecommunications is likely to increase.
These are all categories where significant proportions
also reported higher spending in the past six months.
However no clear picture emerges when we look
at the results regarding categories that could be
considered more discretionary in nature. 20% of
respondents anticipate that their spending on
holidays will increase, 18% expect expenditure
on restaurants/hotels to increase and 17% expect
spending on going out to be higher. However,
higher proportions actually expect their spending on
holidays and restaurants/hotels will be lower over the
next six months, at 29% and 28% respectively. This
suggests that the Irish consumer remains cautious in
its outlook.
When we look at the responses from the same
questions in our survey at the same time last year
(and thereby removing any seasonal effects), the
proportions that indicated that they would spend
more in these luxury categories (holidays, restaurants/
hotels and going out) has increased modestly – a
more positive outlook than the results of this survey
initially indicate.
As with overall spending behaviour over the last six
months, a majority of consumers anticipate that there
will be no adjustment in their spending over the next
six months (61% on average across all categories).
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Consumer attitudes to financial obligations

Figure 4: Irish consumer purchase intentions
Question: Below is a list of statements that apply to you/your household, can you please indicate which of the proposed circumstances
best apply to you/your household?

Happened
in last 6
months

Intended
Planning
to but
to in next
abandoned 6 months
plans

No plans
at the
moment

Don’t
know/NA

Paying for a long break/holiday

6%

6%

28%

48%

13%

Adding an extension to the home or
redecorating a room

4%

4%

11%

62%

20%

Buying a car

7%

5%

16%

59%

13%

Buying a major home appliance

6%

4%

11%

65%

14%

Buying a major piece of furniture

4%

4%

14%

64%

15%

Buying an expensive electrical item

21%

9%

13%

51%

7%

Selling an expensive electrical item

3%

4%

8%

67%

17%

Downsizing: moving into a smaller home

2%

3%

8%

67%

20%

Upgrading: moving into a larger home

2%

2%

6%

68%

22%

Buying a property

2%

3%

6%

69%

21%

As with our survey results from September
2014, there continues to be cautious optimism
emanating from the responses received in relation
to consumer’s purchase intentions. When we look
at areas like car purchases, home extensions and
purchasing appliances, furniture and electrical
goods, those who indicate that they will purchase
these items in the next six months has either
increased or held at similar levels recorded at
September 2014.
Considering the areas of buying a property,
downsizing or upsizing, the sentiment seems to
be that there will be a reduction in buying a new
property or upsizing (both down 1 percentage
point) while there is an increase in those indicating
that they will downsize (up 2 percentage points).
This slight shift in the property market may be
linked to the introduction of the Central Bank of
Ireland’s new mortgage rules.
It is noticeable that most categories (exceptions
being house extensions and upsizing) have shown
slow increases from March 2014.
In respect to holiday purchases, this is up 10
percentage points from September 2014, which
can be explained by seasonality, but is also up 5
percentage points from March 2014 which is a
comparable period.
There is also an increase or stable result for
purchases which happened in the last six months
in all categories except house extension, which
is a more tangible measure of the cautious
optimism.

12

Consumer sentiment outlook

Figure 5: Irish consumer attitudes towards financial obligations
Household
financial outgoings
month every month, which of the following apply to you?
Question: Thinking about
your household
financialevery
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As indicated in our March and
September 2014 surveys, only one in
four respondents pay into a pension
on a monthly basis. In the March 2015
survey, this percentage has dropped
to 23 percent and is becoming
increasingly worrying.
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There is a slight reduction in those
paying into a savings account and
repaying their full credit card balance
and simultaneously there is a slight
increase in those making loan
repayments and holding a credit card
balance. Indeed these figures are
similar to the March 2014 figures and
this may indicate seasonality within
these sentiments.
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Figures for payment of rent and
repayment of mortgages remain
virtually identical to the September
2014 figures with only a 1 percentage
point increase in those paying rent.
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Deloitte perspective
There was a growth in optimism in our September 2014 survey and this trend
seems to be continuing although the pace of the growth has slowed.
One development is that there seems to be a move away from the middle
ground where people feel things will not change in a six month period to a
position where there are growing numbers of consumers indicating both a more
optimistic and pessimistic view of their situations.
There are subtle indications that the Irish consumer is once again shifting from
saving mode, which was prevalent in September 2014, and has intentions to
increase spending.
A trend that luxury expenditure is once again increasing among Irish consumers
can be clearly seen from the figures in the survey. This is particularly evident when
compared to March 2014 and this is a key sign of a recovering economy.
For the Irish retailer, the results of our Consumer Tracker for March 2015 would
indicate that they will need to cater for Irish consumers who are facing different
situations. The emerging evidence of a dual economy suggests retailers will need
to continue to utilise sales and promotions to attract some consumers, while the
emergence of increased activity in the luxury goods markets would suggest that
some retailers can now focus on or add more to this element of their offerings.
The Irish retailer may wish to consider the results of the evolving role of online
resources in conjunction with the consumer sentiment results to identify the best
possible medium by which they could take advantage of the improving sentiment
amongst Irish consumers, therefore ensure they are best placed to deliver on
consumer expectation in the dual economy that is now emerging.
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Online Resources:
Fundamental to your business
Consumer power is growing. The internet is the primary
source of information on new products and services and
consumers have access to wider information and choice
than ever before.
Before their last significant purchase, almost two–thirds
of consumers visited the website of the retailer from
which they made the purchase and more than half
visited the website of another business selling similar
products.
There is a correlation between the level of consumer
pre-purchase activity and their level of spending. High
spending categories such as travel and holidays or
major household appliances have higher activity levels,
while categories such as clothing and footwear or train
tickets, which are considered more as utilities with lower
average spending, show lower activity.
For businesses, maintaining an online presence is
now a minimum requirement rather than a source of
competitive advantage. Consumers are talking about
your brand on multiple platforms and at every touch
point on their purchasing journey.
To grab consumers’ attention and extend their online
presence, many sellers are utilising multiple online
models including:
• directly operated online storefronts
• online storefronts on third-party marketplace
• incorporating third-party marketplaces into the
retailer’s own online storefront
• expansion of click and collect services
• selling products to other e-retailers on a wholesale or
consignment basis
• social networking and commerce applications

• affiliate marketing programs, where one business sells
the products of another in return for a commission
• paid search and comparison shopping sites as key
influencers of consumer purchase decisions
As new technologies enter the mainstream, more
disruptions to the traditional path to purchase
are expected. The impending changes from these
technological convergences are massive and disruptive,
and they’re coming very, very fast. People, information
and objects will be continually networked and linked.
These changes bring with them new and different
opportunities for businesses to engage with their
consumers. The challenge lies in how to close the gap
when dealing with millions of individual expectations.
Businesses need to invest in developing better
consumer-centric business models. Consumer
engagement needs to go beyond the marketing
function, it requires better collaboration across different
parts of the organisation in managing the different
touch points with consumers.
Our research shows that similar numbers of consumers
now find out about new products or services through
social media channels as they do by visiting a store,
while social media is also proving to be more effective
at informing consumers than through e-mails.
Consumers in our latest survey reported that they often
share their views when they are either satisfied or
dissatisfied with a product or service. Businesses whose
online capabilities allow them to capture dissatisfied
consumer conversations will have the opportunity to
turn negative experiences into positive ones.
Businesses will need to invest in technologies and
develop analytics capabilities to help integrate and track,
across all channels and touch points, every individual
purchasing journey so that they can offer a targeted

response in real time. For example, a retailer might use
the native apps on a mobile device such as its global
positioning system (GPS) to send a targeted email in
response to a consumer search.
While such possibilities are exciting, they are not
without challenges. The proliferation of digital access
points and the exponential growth of consumer data
have increased the risks of cyber crime for consumer
businesses. This is becoming an important issue for
consumer trust, corporate governance and brand
protection.
Reputational risk is an issue that needs to be managed
across the entire supply chain and is not just the
responsibility of the customer service function. Building
consumer trust requires that brand messages are
consistent with the consumer’s experience of the
product or service.
Businesses can mitigate their risks by implementing
enterprise control platforms to monitor what content
is being shared and by whom. These systems will need
to gather consumer insights widely, including from
all employees who, in their different roles, come into
contact with the consumer. Fundamental to success
in the digital economy is ensuring that staff at every
level – online and in-store -- understand the role they
play in serving consumers and are empowered to make
the right decisions at the right time when responding to
customers.
We are at a tipping point in retail – a point where digital
channels should no longer be considered a separate
or distinct business. Instead, digital is fundamental to
the entire business and the entire shopping experience,
in and out of the store. As this new reality begins to
have a greater impact, retailers will need to change
dramatically the way they think, measure, and invest in
digital and address their customers’ digital needs and
wants.
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Consumers’ actions before major purchases
Which of the following actions, if any, did you take before making your
last major purchase, such as an expensive product or service (e.g. a
holiday, a TV, a furniture etc.)?
Figure 1: Consumers’ actions before major purchases
Question: Which of the following actions, if any, did you take before making your last major purchase, such as an expensive product or
service (e.g. a holiday, a TV, a furniture etc.)?

According to our survey results, prior
to making their last major purchase,
almost two-thirds of Irish adults visited
the website of the retailer from which
they made the purchase. The next most
popular action was to visit the website of
other businesses selling similar products.

Visit the website of the company from which you made your purchase %

Although almost half of respondents
visited the store from which they made
the purchase beforehand, the internet is
clearly now a key source of information
for consumers regarding major purchases.

64

Visit the website of other companies selling similar goods or services %

54

Visit the store from which you made your purchase %

48

Use a web search engine (e.g. Google) %

45

Visit other stores %
Use online customer review sites %

35

Talk to in-store staff %

32

%

Ask family and friends for recommendations or advice %

29

Use a price comparison website %

28

Browse the company’s catalogue or brochure %
Look for information on social media sites %
Read reviews in the press or magazines %

More than one-third of respondents
used online customer review websites
(35%) before their purchase, a more
popular option than speaking to in-store
staff (32%), while three times as many
purchasers read customer reviews online
as read product or service reviews in
newspapers or magazines (12%).

38

22

Deloitte research shows that consumer
generated content such as reviews and
recommendations can improve conversion
rates and help increase the top line.
Giving consumers the ability to share and
create content can also encourage loyalty.

15

12

Look for information on blogs % 10
Call customer service % 7
Used an in-store touchscreen % 6
Used an App created by the company from which you made your purchase % 5
Used an App created by another company other than the one which you made your purchase % 4
None of these % 7
16

16

15 9 3

Businesses should consider adjusting
their marketing mix to account for new
channels and the extended path to
purchase, with less direct branding and
more management of unbranded content
on social platforms and communities.

Pre-purchase actions that help consumers’ decisionmaking process
Figure 2: Online/in-store
that help
the decision-making
for major
purchases
Which of actions
the following
actions,
if any, did youprocess
take before
making
your
Question: Typically
when
you
are
making
a
major
purchase,
such
as
an
expensive
product
or
service
last major purchase, such as an expensive product or service (e.g. a (e.g. a holiday, a TV, furniture etc.),
what do you tend to do to help you make a decision?

holiday, a TV, a furniture etc.)?

When online, 65% of consumers use the
internet to compare prices while 60% obtain
information on the product or service that they
are considering purchasing.
More than half of respondents check the
availability of a particular product or service
via the internet, indicating the importance for
businesses to have this functionality available on
their websites.

30

60

Search for detail/description/info of a product or service %

50

Ask for recommendations from staff % 9
Ask for recommendations from friends/family %

13

10

Reviews/recommendations from other customers %

47

Reviews or recommendations from independent experts %

45

Check for discounts %

57

Check for vouchers or coupons %

46

Check availability or stock %

54

Compare prices before going to the shop %
Compare prices while in the shop %
Via websites

A survey of 2,000 US shoppers conducted by
Deloitte in late 2013 found that 84% had used
some type of digital device for shopping related
activities on their most recent store trip.

65
25
In store

9
10
37
25
35
19
53

Businesses will need to invest in monitoring
and understanding how consumers become
aware of their products and services beyond the
traditional marketing channels and will need to
invest in systems that help them to engage with
their consumers as well as in the capability to
personalisie and target specific information to
individuals in real time based on their consumer
activity.
Interestingly, our research shows consumergenerated content is rated above reviews
by independent experts. Some 47% of
respondents use the internet to source reviews
or recommendations from other customers,
slightly more than those who source reviews or
recommendations from independent experts.
In-store, the most popular actions are
comparing prices and asking staff for
recommendations.
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Information sources for new products and services

Figure 3: How do consumers find out about a new product or service?
In line with other responses that highlighted the
Question: How do you get to know of new products or services?
importance of online channels, the internet was the
How do you get to know of new products or services? Please rank the top 3 ways, where 1 refers to the most frequent way
get primary source of information on new
mostyou
common
to know of new products or services
products and services for respondents in the survey.
26% of consumers cite online resources as their
most common information source, with 57% noting
the internet is amongst their top three sources of
information on new products or services.

Total
Online %

26

TV or Radio %

24

Friends or Family %

13

12
9

19
13

21

In a shop %

12

15

Social Media %

10

17

Emails %

7

10

Newspaper %

5

13

20
13
11

7

18

46
54
40
38
24
30

12

Apps % 4 4 4
Main

57

12
2nd

3rd

The more traditional media of TV/radio was the second
most popular primary information source, with 24%
responding that this was the most frequent way they
found out about a new product or service. However
the popularity of TV/radio decreased when respondents
were asked to include their three most popular
information sources. By this measure, the category of
friends and family is the second most popular source
with close to more than half of respondents sourcing
information in this way.
Our research shows that similar numbers of consumers
now find out about new products or services through
social media channels as they do by visiting a store,
while social media is also proving to be more effective at
informing consumers than through e-mails. Newspapers
remain reasonably popular as a source of information,
but predominantly as a secondary information source
rather than being consumers’ primary choice.
Social media outlets can be valuable tools for both
customers and retailers. In a preferred scenario,
product information, style expertise (from bloggers,
designers, etc.), and personal recommendations (from
trusted friends and family members) can be integrated
strategically into the broader shopping experience.

The disrupted path of purchase
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Who do consumers trust to provide honest
information?
Figure 4: Who do consumers trust to provide honest information on products and services?
Question: Who do you trust to provide honest feedback on product/service information and product/service reviews?

Who do consumers trust to provide honest information on products and services?

Gender
Male

Family or friends %

63

Customer reviews %

58

Independent product or service experts %
Store staff or retailer website %

39

Female 15-24

35-44

45-54

55+

%

%

%

%

%

%

60

66

61

58

65

64

66

54

63

61

63

53

60

55

Insert
45
34
table

33

30

44

45

45

Product manufacturer or service provider % 13
5

25

19

22

19

19

21

27

12

14

14

15

12

15

11

5

5

6

7

5

3

5

5
4
20

Main

25-34

%

22

None of the above %

Age

2nd

3rd

Our survey results show that family
and friends is the most trusted
source for product and service
information. What is somewhat
surprising is the large degree of
trust placed in customer reviews
as a source of honest information,
only marginally behind the family
and friends category in our
results. Furthermore, younger age
groupings actually place slightly
more faith in customer reviews than
in family and friends. Such high
levels of trust in customer reviews,
which are usually anonymous and
impossible to verify for legitimacy,
which may come as a surprise.
Significantly lower in the rankings
are independent experts, with
only 39% trusting this category to
provide honest feedback. It seems
that consumers do not trust such
sources to provide fully impartial
information and are perhaps wary
of undisclosed links with retailers or
service providers.
Another interesting feature of our
results is that females are more
trusting of both family and friends
and customer reviews, while males
are relatively more trusting of
independent experts and direct
sales information from store staff or
websites.

What do consumers purchase online?
What have consumers purchased via the internet in the past
12 months?
Figure 5: What have consumers purchased via the internet in the past 12 months?
Question: In the last 12 months, have you used the internet to purchase any of the following? Please select as many as apply.

Clothing and footwear %

49

Hotel and accomodation %

46

Flights/rail/cruise/car hire %

44

Books, DVD’s, Music, Games %

42

Holiday packages %

25

Electrical equipment %

24

Health and beauty products %

24

Mobile phone, internet products %

24

Sports & leisure (e.g. sporting equipment) %

19

Restaurant booking %

19
16

Grocery shopping for food and non-alcholic beverages %
Furniture and homewares %

13

Major household applicance % 7

Our research shows that almost nine out
of ten Irish adults have made an online
purchase in the past year. A wide variety
of products have been purchased with
clothing and footwear being the most
popular items.
Travel services are also frequently
purchased online with 46% of respondents
having purchased hotel or other
accommodation via the internet and 44%
have purchased transport services online in
the past twelve months.
Among the least popular categories in
terms of online purchases, but areas that
appear to offer potential for growth in
online sales, are grocery shopping (16%
have purchased in the past year), furniture/
homewares (13%) and major household
appliances (7%).
Deloitte analysis shows there is a
correlation between the level of consumer
pre-purchase activity and their level of
spending. High spending categories such
as travel and holidays or major household
appliances have higher activity levels, while
categories such as clothing and footwear
or train tickets, which are considered more
as utilities with lower average spending,
show lower activity.1

Alcoholic beverages and tobacco % 6
I have not made an online purchase in the last 12 months % 11
11
7

1 The Deloitte Consumer Review UK Report The growing
power of consumers, June 2014
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Consumers’ rights and post-sales actions

Figure 6: How consumers react to positive and negative experiences
Question: Thinking about how much you know about your rights as a consumer, do you tend to agree or disagree with the following
statements?

Thinking about how much you know about your rights as a
consumer, do you tend to agree or disagree with the
following statements?

I know my rights
as a consumer %

16

I regularly return goods if I am %
not satisfied and ask for a refund

20

Returning goods to a %
store is complicated
If I feel I have not received a satisfactory level of service either in store or while
staying in a hotel I don’t hesitate to complain %

7

32

16 5
21

36

73

20 6 4

44

24

53

I know my rights in terms of data privately i.e. how the data I share with companies
is used. %

14

33

29

16 5

I am happy to share some data about what I buy or the service use with companies
in return for a more personalised service or product. %

12

34

33

13 6

Strongly
agree

22

13

27
37

23

15 5

32

30

29

13 4

25

27

19

I often share my views with others when I am dissatisfied %
with a product I have bought or service I received

26

32
20

I often share my views with others when I am satisfied %
with a product I bought or service I have received

Other peoples positive or negative experience of a product they bought or service
they received influences my decisions to buy the product or use the service %

38

Agree

Neither/Nor

Disagree

Strongly
disagree

According to our survey results, twothirds of consumers often share their
views when they are either satisfied or
dissatisfied with a product or service.
Significantly, a similar level of
respondents (67%) said that their
purchasing decisions are influenced
by other customers’ experiences with
only 8% responding that they are not
influenced by others.
Regarding actions taken when
unsatisfied, half of respondents
regularly return goods when unsatisfied
and don’t hesitate to make complaints
about poor service. Only one-in-five
expressed a preference for not making
complaints or returning goods when
unsatisfied.

Deloitte perspective
Research shows that building consumer trust depends
on brand messages being consistent with the
consumer’s experience of your product or service.
This requires the entire value chain to engage behind
delivering the brand’s promise.
Businesses will need to adjust their marketing mix
to account for new channels and the extended path
to purchase, with less direct branding and more
management of unbranded content on social platforms
and communities.
Given the rapid growth and influence of online
information, retailers will need to standardise and
customise their information across all platforms (digital
and in-store). Consumers respond negatively when this
is unavailable and take their business to other retailers
where they can find the information they require.
Retailers should establish social command centres that
listen to consumers and track what they are saying
about their products and services. Social media can be
used to extend customer support beyond the product
and transform it into an experience.

Digital has changed the conventional purchase funnel.
A more demanding consumer is harder to convince
and in a more competitive market will be enticed by
the wide choice available to him or her. Businesses
need to develop the capabilities to remain relevant
and responsive across all touch points of the customer
journey including enterprise-wide customer relationship
management capabilities.
Social communities are incredibly powerful. Not having
a presence in the social media environment could
prevent consumers from reaching out to a business
and choosing instead to vent their concerns or views
on a competitor’s social platform. Businesses should be
confident that if they offer great customer service, social
media activity around their brand will reflect that.
Taking the above findings together, it is clear that
businesses need strategies that effectively address
customer dissatisfaction but can also benefit from
turning a potential negative customer experience into a
positive one.
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Conclusion

Our research highlights the ever increasing importance
of online resources for both consumers and businesses.
Consumers use the internet to research product information,
compare prices, check availability and find out about the
opinions and experiences of other consumers.
However the internet is now also empowering consumers.
With improved access to information, consumers are
embracing the opportunity to share their opinions, positive
and negative, about products and services they have
purchased. Critically, these opinions are seen as more reliable
than the retailer’s message, and even independent product
experts, and are influencing the purchasing decisions of
others.
For businesses, no longer is it sufficient to simply maintain
an online presence. The online landscape is becoming
increasingly competitive. For major purchases, two-thirds
of consumers will visit the website of the retailer from
which they ultimately make a purchase, but the majority
will also visit the websites of competing stores. To compete
effectively a website needs to entice consumers, have
sufficient functionality to meet consumers’ developing

24

preferences, and educate consumers and maintain credibility
by moving beyond the hard-sell approach.
However, customer engagement needs to evolve further.
Old established patterns can no longer be relied on, and
businesses need to rethink about how they engage with
consumers. Do they actively engage in online conversations
taking place in external forums? Do they just monitor
online content as a way of gaining customer feedback?
Should traditional advertising be abandoned in favour of,
or complimented by, online and social media content?
Although this new landscape can appear daunting it cannot
be ignored and the rewards for those who get it right, and
for those up-and-coming businesses who are seeking to
challenge the incumbents, are clear.
Similarly, a strategy of responding to dissatisfied customers
is more important than ever. While the risks of allowing
unhappy customers to shape views on products and services
brings new challenges for businesses, the opportunity that
comes from turning a negative customer experience into a
positive one is all the greater.
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