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When shopping online, how important are the following to you?
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Not that
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Free delivery 
and returns

Shopping app that 
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and address details
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images
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Online chat 
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loads

Speed of 
delivery
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If an item is cheaper online than in store I will always buy online
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Do you consider the risk of fraud when making cashless payments for purchases in 

each of these ways?
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Do you consider the risk of fraud when making cashless payments for purchases in 

each of these ways?

Republic of Ireland

% purchase 
this way

Base
(rebased on 
those that 

purchase in 
this way)

% Yes % No

95% 473 44% 56%

93% 466 71% 29%

87% 435 58% 42%

88% 439 70% 30%

84% 419 75% 26%

70% 349 57% 43%

Northern Ireland

% purchase 
this way

Base
(rebased on 
those that 

purchase in 
this way)

% Yes % No

92% 460 47% 53%

89% 446 72% 28%

85% 423 64% 36%

81% 403 73% 27%

80% 400 75% 25%

65% 325 62% 39%

UK

% purchase 
this way

Base
(rebased on 
those that 

purchase in 
this way)

% Yes % No

89% 1789 48% 52%

89% 1773 68% 32%

79% 1589 62% 38%

74% 1474 69% 31%

73% 1463 71% 29%

50% 993 61% 39%

Physically in a store or restaurant

Computer

Contactless payment 

Online via mobile or tablet

On the telephone

Apple/android pay

4



When shopping how important are each of the following to you?
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences? - ROI
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Have you ever bought a product because of an Instagram influencer, blogger or 

celebrity endorsement?
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences?
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44%
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Company’s position on being animal friendly

Company's position on fair trade

Company’s stance on social issues (gender diversity, family friendly 
facilities/ work Practices, stances on issues such a same sex marriage 
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Company's position on sustainability policies
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Company’s contribution to the local community / CSR activity

None of these
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences? 
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences? - ROI
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences? – NI
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Which of these factors, if any, are important to you when you are purchasing products 

or experiences? – UK
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How much of a premium would you pay for ethical/environmentally 

responsible/faitrade for each of these? – ROI
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Silent Boomers Gen X Millennials Gen Z Silent Boomers Gen X Millennials Gen Z Silent Boomers Gen X Millennials Gen Z

Products such as clothes/shoes, homewares, technology
and beauty

Eating/drinking out and days out Holidays and hotels/weekends away

Don’t ever buy / Don’t know No premium Up to 10% premium More than 10%
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How much of a premium would you pay for ethical/environmentally 

responsible/faitrade for each of these? – NI
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20%
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Don’t ever buy / Don’t know No premium Up to 10% premium More than 10%
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How much of a premium would you pay for ethical/environmentally 

responsible/faitrade for each of these? – UK

5% 8% 10% 10% 11% 7% 10% 13% 10% 11% 14% 15% 17% 12%
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Products such as clothes/shoes, homewares, technology
and beauty

Eating/drinking out and days out Holidays and hotels/weekends away

Don’t ever buy / Don’t know No premium Up to 10% premium More than 10%
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following? – gym membership
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following? – subscription services e.g. Netflix
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following?
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following?
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following?
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Thinking about the next 12 months, do you think you will spend more, the same or 

less than the last 12 months on the following?
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On a scale of 1 to 10, 1 being low impact, how much do you see each of the following 

having an impact on your disposable income over the next 12 months?

7% 6% 7%

20% 17% 19%
10% 11% 12% 14%

21%
27%

22%
30%

36%

11%
18% 21% 19% 19%

23%
28% 28%

37%

46%
43%

47%

53%

40%

50%
62%

51%
57% 55%

45%

47%

41%

42%

40%

52%

52%
56%

54% 51%
53%

53% 50%

48%

48% 51%
45%

26%

43%

31% 28%

38%
31% 32% 35%

27%

37%
28%

24%

37%
29%

23%
27% 30%

24%
19% 22%

15%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

ROI NI UK  ROI  NI  UK  ROI  NI  UK ROI NI UK  ROI  NI  UK  ROI  NI  UK
ROI

  NI   UK
ROI

   NI   UK

NET: 1-3 Low impact NET: 4-7 mid NET: High impact

Brexit Inflation Stagnant wages Mortgage / 
rental costs

Focus on savingLiving costs Rise of interest 
rates

Foreign 
currency 
volatility
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How much do you agree, or disagree, with each of these statements? – renting a 

house or apartment or making financial contribution for those living with parents 

19% 20% 21%
13%

49%
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Strongly
disagree

Slightly
disagree

Neither agree
nor disagree

Slightly agree

Strongly Agree

I feel my rent is 
manageable

I am currently saving 
to buy a home

I am happy renting and have 
no interest in buying a home 

for the foreseeable future

I am worried about 
increases in my rent 
over the next year

I worry about having to 
move from this home and 
find a new place to rent

I would like to buy a home 
but the cost of buying is a 

significant barrier
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How much do you agree, or disagree, with each of these statements? – own a 

house or apartment
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I am currently saving to 
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the foreseeable future

I am worried about 
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I worry about having to move 
from this home and find a 

new place to rent

I would like to buy a home 
but the cost of buying is a 

significant barrier
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