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“Irish consumers appear to be enthusiastic about buying
online from locally-based retailers. An increased supply of

Irish online retailers would not only serve to boost
consumers’ use of online and mobile retail, but would

ensure that more of consumers’ online expenditure
remains in the local economy, instead of flowing out of the

country to overseas retailers.”
– David Falls, Research Analyst

This report looks at the following areas:

• What devices do Irish consumers use to purchase items online?
• What types of products and services are Irish consumers buying online?
• What are consumers’ delivery preferences?
• What impact will the introduction of the postcode system in RoI have upon online retail?
• What is the value of the online and mobile retail sector in Ireland?

Increasing internet connectivity and growing ownership of internet-enabled mobile devices means that
Irish consumers can access and purchase items from online stores with greater ease than ever, whilst
providing online retailers with the opportunity to grow sales via online and mobile channels. However,
in order to capitalise on this, online retailers will have to provide more value-added benefits to
consumers, and ensure that a seamless experience is offered across the range of devices that
consumers use in their purchasing journey.
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Figure 16: Proportion of total sales made online (excluding automotive fuel) and year-on-year growth rate, UK (including NI), 2011-14
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Brands and products
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Laptop/desktop computers more likely to be used for online shopping
Figure 17: Usage of devices to shop online in the last 12 months, NI and RoI, December 2014

Devices usage reflective of ownership
Figure 18: Ownership of devices in household, NI and RoI, December 2014

Women more likely to engage in mobile retailing, particularly while at home

The Consumer – Devices Used to Shop Online
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Figure 19: Use of smartphones and tablets to shop online in the last 12 months, by gender, NI, December 2014

Figure 20: Use of smartphones and tablets to shop online in the last 12 months, by gender, RoI, December 2014
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NI consumers exhibit higher online purchasing levels across most types of goods and services
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Figure 22: Consumers who purchased books/CDs/DVDs/video games or music/movies/game downloads in the last 12 months via
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Purchasing fashion items via tablet devices peaks amongst 45-54-year-olds
Figure 23: Consumers who purchased clothing/footwear/accessories online via a tablet device in the last 12 months, by age, NI and
RoI, December 2014

NI consumers twice as likely to purchase household appliances online
Figure 24: Consumers who purchased household appliances online in the last 12 months via laptop/desktop computers, NI and RoI,
December 2014

Irish consumers less likely to purchase DIY and garden products, or furniture and home furnishings online
Figure 25: Consumers who purchased DIY and garden, or furniture and home furnishings online via a laptop/desktop computer over
the last 12 months, NI and RoI, December 2014
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Click-and-collect more likely amongst consumers with children
Figure 27: Consumers who have used click-and-collect services from the retailer they purchased from, by presence of children in
household. NI and RoI, December 2014

RoI women significantly more likely than men to return purchases via post
Figure 28: Consumers who have returned an online purchase by post in the last 12 months, RoI, December 2014
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Majority of consumers value delivery cost savings over faster delivery
Figure 29: Agreement with statements relating to online and mobile retailing, NI and RoI, December 2014

More local businesses trading online would be a catalyst for online shopping
Figure 30: Consumers who agreed with the statement ‘I would shop online more if there were more NI/RoI based online retailers,’ by
age, NI and RoI, December 2014

Seven out of 10 consumers feel there are more bargains online
Figure 31: Consumers who agreed with the statement ‘There are more bargains online compared to high street shops,’ by age, NI and
RoI, December 2014

Almost four in 10 consumers research purchases online, but buy offline
Figure 32: Agreement with the statements ‘I research purchases online, but prefer to make the purchase in-store,’ versus ‘I prefer to
look at a product in-store and then buy it online,’ NI and RoI, December 2014

NI Toluna data
Figure 33: Types of device that consumers have used to shop online in the last 12 months, while at home, NI, by demographics,
December 2014
Figure 34: Types of device that consumers have used to shop online in the last 12 months, while not at home (eg at work, in a café),
NI, by demographics, December 2014
Figure 35: Types of device that consumers have not used to buy products online in the last 12 months, NI, by demographics,
December 2014
Figure 36: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, NI, by
demographics, December 2014
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Figure 37: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, NI, by
demographics, December 2014 (continued)
Figure 38: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, NI, by
demographics, December 2014 (continued)
Figure 39: Types of items that consumers have bought online via a smartphone device in the last 12 months, NI, by demographics,
December 2014
Figure 40: Types of items that consumers have bought online via a smartphone device in the last 12 months, NI, by demographics,
December 2014 (continued)
Figure 41: Types of items that consumers have bought online via a smartphone device in the last 12 months, NI, by demographics,
December 2014 (continued)
Figure 42: Types of items that consumers have bought online via a tablet device in the last 12 months, NI, by demographics,
December 2014
Figure 43: Types of items that consumers have bought online via a tablet device in the last 12 months, NI, by demographics,
December 2014 (continued)
Figure 44: Types of items that consumers have bought online via a tablet device in the last 12 months, NI, by demographics,
December 2014 (continued)
Figure 45: Types of delivery methods used to have items delivered – or to return items in the last 12 months, NI, by demographics,
December 2014
Figure 46: Types of delivery methods used to have items delivered – or to return items in the last 12 months, NI, by demographics,
December 2014 (continued)
Figure 47: Agreement with the statement ‘Time-limited online sales encourage me to shop at websites I may not normally use’, NI, by
demographics, December 2014
Figure 48: Agreement with the statement ‘I am interested in having packages deliver by drone (eg amazon prime air)’, NI, by
demographics, December 2014
Figure 49: Agreement with the statement ‘I would shop online more if there were more NI/RoI based online retailers’, NI, by
demographics, December 2014
Figure 50: Agreement with the statement ‘I am willing to wait longer for deliveries if it means cheaper/free postage’, NI, by
demographics, December 2014
Figure 51: Agreement with the statement ‘I prefer to look at a product in- store and then buy it online’, NI, by demographics,
December 2014
Figure 52: Agreement with the statement ‘I find it easier to shop via a standard website compared to a dedicated app’, NI, by
demographics, December 2014
Figure 53: Agreement with the statement ‘I don’t trust online security when paying for goods/services’, NI, by demographics,
December 2014
Figure 54: Agreement with the statement ‘I prefer to buy and download music/movies/games/etc rather than buy physical copies’, NI,
by demographics, December 2014
Figure 55: Agreement with the statement ‘I research purchases online but prefer to make the purchase in-store’, NI, by demographics,
December 2014
Figure 56: Agreement with the statement ‘There are more bargains online compared to high street shops’, NI, by demographics,
December 2014
Figure 57: Agreement with the statement ‘I am willing to pay more for delivery to get products faster’, NI, by demographics, December
2014

RoI Toluna data
Figure 58: Types of device that consumers have used to shop online in the last 12 months, while at home, RoI, by demographics,
December 2014
Figure 59: Types of device that consumers have used to shop online in the last 12 months, while not at home (eg at work, in a café),
RoI, by demographics, December 2014
Figure 60: Types of device that consumers have not used to buy products online in the last 12 months, RoI, by demographics,
December 2014
Figure 61: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, RoI, by
demographics, December 2014
Figure 62: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, RoI, by
demographics, December 2014 (continued)
Figure 63: Types of items that consumers have bought online via a laptop/desktop computer in the last 12 months, RoI, by
demographics, December 2014 (continued)
Figure 64: Types of items that consumers have bought online via a smartphone device in the last 12 months, RoI, by demographics,
December 2014
Figure 65: Types of items that consumers have bought online via a smartphone device in the last 12 months, RoI, by demographics,
December 2014 (continued)
Figure 66: Types of items that consumers have bought online via a smartphone device in the last 12 months, RoI, by demographics,
December 2014 (continued)
Figure 67: Types of items that consumers have bought online via a tablet device in the last 12 months, RoI, by demographics,
December 2014
Figure 68: Types of items that consumers have bought online via a tablet device in the last 12 months, RoI, by demographics,
December 2014 (continued)
Figure 69: Types of items that consumers have bought online via a tablet device in the last 12 months, RoI, by demographics,
December 2014 (continued)
Figure 70: Types of delivery methods used to have items delivered – or to return items in the last 12 months, RoI, by demographics,
December 2014
Figure 71: Types of delivery methods used to have items delivered – or to return items in the last 12 months, RoI, by demographics,
December 2014 (continued)
Figure 72: Agreement with the statement ‘Time-limited online sales encourage me to shop at websites I may not normally use’, RoI, by
demographics, December 2014
Figure 73: Agreement with the statement ‘I am interested in having packages deliver by drone (eg amazon prime air)’, RoI, by
demographics, December 2014
Figure 74: Agreement with the statement ‘I expect that I will shop online more when the postal code is introduced in 2015’, RoI, by
demographics, December 2014
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Figure 75: Agreement with the statement ‘I would shop online more if there were more NI/RoI based online retailers’, RoI, by
demographics, December 2014
Figure 76: Agreement with the statement ‘I am willing to wait longer for deliveries if it means cheaper/free postage’, RoI, by
demographics, December 2014
Figure 77: Agreement with the statement ‘I prefer to look at a product in- store and then buy it online’, RoI, by demographics,
December 2014
Figure 78: Agreement with the statement ‘I find it easier to shop via a standard website compared to a dedicated app’, RoI, by
demographics, December 2014
Figure 79: Agreement with the statement ‘I don’t trust online security when paying for goods/services’, RoI, by demographics,
December 2014
Figure 80: Agreement with the statement ‘I prefer to buy and download music/movies/games/etc rather than buy physical copies’, RoI,
by demographics, December 2014
Figure 81: Agreement with the statement ‘I research purchases online but prefer to make the purchase in-store’, RoI, by
demographics, December 2014
Figure 82: Agreement with the statement ‘There are more bargains online compared to high street shops’, RoI, by demographics,
December 2014
Figure 83: Agreement with the statement ‘I am willing to pay more for delivery to get products faster’, RoI, by demographics,
December 2014
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