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“Irish consumers are interested in click-and-collect
services, receiving goods at work and by drones. This is

being driven by longer working hours and means retailers
will need to be increasingly flexible to enable consumers to

specify a delivery location and time of their choice and
even change it at the last minute to better fit into their

busier lifestyles.”
– James Wilson, Research Analyst

This report looks at the following areas:

• Which devices are Irish consumers using to shop online and what are they buying?
• Which types of delivery methods are Irish consumers using to receive goods?
• What would encourage Irish consumers to shop online more often?

Clothing, footwear and accessories are the most popular items being purchased online. Indeed, 43% of
Irish consumers prefer to look at products in-store before buying them online, indicating that
showrooming (viewing items in-store before purchasing online) is common in Ireland. Tourism-related
services, such as flights and hotels, and physical media (eg books, CDs and DVDs) are also popular
items bought online.

There is a strong preference among Irish consumers for having goods delivered to their homes. There
is also interest in click-and-collect services, having items delivered by drone and to work and other
places (eg gym lockers, car boots, transport hubs). This is being driven by the longer hours that Irish
consumers are working and the generally busier lifestyles that they are leading. However, speed of
delivery is not as important as cost savings and going forward the challenge for retailers is to reduce
the cost of delivering goods ordered online to maintain their price advantage over high street retailers
and thus provide consumers with the price value that they are looking for.
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Figure 45: Types of items/services bought online via tablet, by demographics, NI, February 2016 (continued)
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Figure 47: Types of delivery used by consumers when shopping online in the last 12 months, by demographics, NI, February 2016
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Figure 71: Agreement with the statement ‘Time-limited online sales encourage me to shop at websites I may not normally use (eg
deal-of-the-day/Black Friday offers)’, by demographics, RoI, February 2016
Figure 72: Agreement with the statement ‘I am interested in having packages delivered by drone (eg Amazon Prime Air)’, by
demographics, RoI, February 2016
Figure 73: Agreement with the statement ‘My delivery experience has improved since the introduction of the eircode system’, by
demographics, RoI, February 2016
Figure 74: Agreement with the statement ‘I would shop online more if there were more RoI-based online retailers’, by demographics,
RoI, February 2016
Figure 75: Agreement with the statement ‘I am willing to wait longer for deliveries if it means cheaper/free postage ‘, by
demographics, RoI, February 2016
Figure 76: Agreement with the statement ‘I prefer to look at a product in-store and then buy it online’, by demographics, RoI, February
2016
Figure 77: Agreement with the statement ‘I find it easier to shop via a standard website compared to a dedicated app’, by
demographics, RoI, February 2016
Figure 78: Agreement with the statement ‘I have been affected by a company’s data being hacked (eg M&S, Asda)’, by demographics,
RoI, February 2016
Figure 79: Agreement with the statement ‘Minimum spend surcharges (eg €/£4 fee for spending below €/£40 per order) would deter
me from shopping online in the future’, by demographics, RoI, February 2016
Figure 80: Agreement with the statement ‘I prefer to use click-and-collect services compared to having items delivered to my home/
work’, by demographics, RoI, February 2016
Figure 81: Agreement with the statement ‘I find shopping online is more expensive compared to 12 months ago’, by demographics,
RoI, February 2016

Report Price: £1095.00 | $1773.30 | €1390.99

Online and Mobile Retailing - Ireland - March 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/748410/
mailto:reports@mintel.com

	Online and Mobile Retailing - Ireland - March 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Market Drivers
	Companies and Brands – What You Need to Know
	Competitive Strategies – Key Players
	The Consumer – What You Need To Know
	Devices Used to Shop Online
	Items Purchased Online
	Types of Delivery Used
	Attitudes towards Online and Mobile Retailing
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – The Consumer



