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“Despite consumers still feeling the squeeze on their
finances, there is still some appetite for precautionary
saving: the two most common reasons for saving are for
security and to cover unexpected events.”

— Brian O’Connor, Production Manager

This report looks at the following areas:

BUY THIS
= What level of savings do Irish consumers have? REPORT NOW

= What savings and investment products do Irish consumers own?
= Why do Irish consumers save?
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Both Irish economies are growing and unemployment is in decline, but consumers are still feeling the

squeeze on their personal finances — so most consumers are not yet in a position to add greatly to their
savings.

CALL:

Moreover, even though consumer confidence is high, many still feel the need for precautionary saving: EMEA

the main reasons cited by Irish consumers for saving are to cover unexpected events and for security. +44 (O) 20 7606 4533
For those consumers with the financial means to save, there is little financial incentive to do so given
the historically low interest rates.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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The Consumer — Ownership of Savings Products

Key points

Simple, risk-free products most popular among Irish consumers
Figure 18: Ownership of savings and investment products, NI and Rol, October 2014

Standard savings accounts popular among all ages and means
Figure 19: Ownership of savings accounts, by age and social class, NI and Rol, October 2014

Ownership of notice accounts highest among men and ABC1s

NI consumers opting for cash ISAs over stocks and shares ISAs
Figure 20: Ownership of cash ISAs and stocks and shares I1SAs, by working status, NI, October 2014

High level intent to purchase stocks and shares ISAs in future

Figure 21: Consumers who do not own stocks and shares ISAs but plan on buying within the next year, by gender and age, NI,
October 2014

Pension gap between men and women still going strong
Figure 22: Ownership of personal pensions, by gender, age and social class, NI and Rol, October 2014

Figure 23: Ownership of company pensions, by gender, age and social class, NI and Rol, October 2014

The Consumer — Value of Savings

Key points

Most consumers have some savings — but generally quite modest
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Figure 24: Amounts that consumers currently have in their savings and investments (excluding pensions and second homes), NI and
Rol, October 2014

ABC1s most likely to have high level of savings/investments
Figure 25: Consumers who claim to have no savings or investments, by social class, NI and Rol, October 2014

Younger consumers less likely to save
Figure 26: Consumers who claim to have no savings or investments, by age, NI and Rol, October 2014

Women lagging men in the savings/investment stakes
Figure 27: Consumers who claim to have no savings or investments, by gender, NI and Rol, October 2014

The Consumer — Reasons for Saving

Key points
Emergencies, surprises and security the main reasons for saving

Figure 28: Intended purpose of savings and investments, Rol and NI, October 2014

Women focused on precautionary saving, men on retirement

Figure 29: Consumers who are saving ‘for the security of knowing the money is there’, by gender and social class, NI and Rol, October
2014

Holidays and house deposits also on women’s saving agenda
Social class a definite factor in why consumers save

Age is a major factor in consumers’ motivation for saving
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NI Toluna tables
Figure 30: Amount that consumers currently have in their savings and investments (excluding pensions and second homes), by
demographics, NI, October 2014
Figure 31: Amount that consumers currently have in their savings and investments (excluding pensions and second homes), by
demoagraphics, NI, October 2014 (continued)
Figure 32: Ownership of savings account (excluding Post Office accounts), by demographics, NI, October 2014
Figure 33: Ownership of cash ISA, by demographics, NI, October 2014
Figure 34: Ownership of stocks and shares ISA, by demographics, NI, October 2014
Figure 35: Ownership of company pension, by demographics, NI, October 2014
Figure 36: Ownership of NS&I (National Savings and Investments) products (eg premium bonds, index-linked savings certificates), by
demographics, NI, October 2014
Figure 37: Ownership of personal pension, by demographics, NI, October 2014
Figure 38: Ownership of individual company shares, by demographics, NI, October 2014
Figure 39: Ownership of notice account, by demographics, NI, October 2014
Figure 40: Ownership of with-profits, unit-linked, money market, distribution or guaranteed investment bond, by demographics, NI,
October 2014
Figure 41: Ownership of Post Office/An Post Saving Account, by demographics, NI, October 2014
Figure 42: Ownership of investment trust, by demographics, NI, October 2014
Figure 43: Ownership of other savings or investments, by demographics, NI, October 2014
Figure 44: Intended purpose of savings and investments, by demographics, NI, October 2014
Figure 45: Intended purpose of savings and investments, by demographics, NI, October 2014 (continued)
Figure 46: Intended purpose of savings and investments, by demographics, NI, October 2014 (continued)
Rol Toluna tables

Figure 47: Amount that consumers currently have in their savings and investments (excluding pensions and second homes), by
demographics, Rol, October 2014

Figure 48: Amount that consumers currently have in their savings and investments (excluding pensions and second homes), by
demographics, Rol, October 2014 (continued)

Figure 49: Ownership of savings account (excluding Post Office accounts), by demographics, Rol, October 2014
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Figure 50: Ownership of company pension, by demographics, Rol, October 2014

Figure 51: Ownership of personal pension, by demographics, Rol, October 2014

Figure 52: Ownership of individual company shares, by demographics, Rol, October 2014

Figure 53: Ownership of notice account, by demographics, Rol, October 2014

Figure 54: Ownership of with-profits, unit-linked, money market, distribution or guaranteed investment bond, by demographics, Rol,
ggtﬁr%eggf)(l)‘\}vnership of Post Office/An Post saving account, by demographics, Rol, October 2014

Figure 56: Ownership of state savings products (savings bonds, savings certificates, instalment savings and prize bonds), by
demoaraphics, Rol, October 2014

Figure 57: Ownership of investment trust, by demographics, Rol, October 2014

Figure 58: Ownership of other savings or investments, by demographics, Rol, October 2014

Figure 59: Intended purpose of savings and investments, by demographics, Rol, October 2014

Figure 60: Intended purpose of savings and investments, by demographics, Rol, October 2014 (cont)

Figure 61: Intended purpose of savings and investments, by demographics, Rol, October 2014 (cont)
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