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Summary

« The majority of the respondents actively researched in one of the analyzed product
categories within the past 24 months — regardless if online or offline.

« Focusing on the interplay of online and offline information sources in the research
process the internet is predominantly used and more frequently perceived as a useful
information source.

« In the phases of initial and intense research online sources clearly outpace offline
sources across all categories. In the decision making phase online touchpoints
dominate particularly in the categories travel and mobile communication.
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Methodology

« Target group: Internet user in Ireland, 14 years and older
« Sample: N=1,000 Internet user
* Methodology:

-~ Online Questionnaire

- Representative weighting by age, gender, education, income, frequency of online access,
frequency of online purchase, usage of YouTube

* Period of analysis:
— Fieldwork: from October 25" to November 8%, 2010
- Final Report: November 2274, 2010

* Research company: TNS Infratest
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Analysis of the data

* Online surveys are usually conducted via online access panels.

« This is a widely accepted method; however, respondents on panels tend to use the internet quite
intensively and are usually media inclined in general and internet inclined in particular.

* We applied a weighting process according to a representative offline telephone survey in order to
minimize this effect.

* Nevertheless, this bias towards intense online users is still present, although minimized, and
slightly impacts this study focusing on daily and weekly internet users.

* TNS Germany has sound experience with online surveys in every respect and we've learned that
respondents in online surveys can be seen as |lead users, reflecting future media- and internet
usage.

* The interpretation will always be focused on online users who use the internet at least once a
week. This group represents approx. 86% of the Irish online population.
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Analysis of the data

Cur study reflects 67% of the Irish population aged 14+ or 86% of the Irish online population aged
14+,
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Shopping Behaviour



Relevant Product Categories

The following report refers to different product categories

Finance (e.g. savings accounts, credit cards, shares,....)
Insurance (e.g. car insurance, home insurance, health insurance,....)

Travel (e.g. hotel bookings, package holidays, flights, car hire,....)
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Mobile Communication (e.g. smartphones, mobile phones, mobile phone
subscriptions,....)
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Shopping behaviour in the past

The majority of the respondents has already made a purchase in one of the analyzed categories - travel
related products are most popular

Shopping behaviour in the past
All Respondents

W Past 6 months WPast 12 months @ Past 24 months =~ More than 24 months ago  Never / no answer

91%

A

Travel ~k— 1 5% 3%

Mobile Communication @
Insurance ‘

60%

Finance ' 6 5 13% 40%

Q8: Did you buy or shop any products out of the folowing categones withan the last 3 months, the last 6 months, the last 12 months, the last 24 months
regardiess if online or offline?
Base: All Respondents n=1,000; answer categories “don't know" and “no answer” not shown
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Distribution of Online Purchases

On average international companies with local Irish online shops (e. g. amazon.ie) earn the highest
amount of online spendings

Distribution of Online Purchases
Online Buyers

International companies - ok O (%]

with local irish online shops 36%
L7 2

Online shops from the UK }3' .~ 31%

International companies . )

without local irish online shop 30%

Onli ho. ( ly in Ireland 'J =

ine shops operating only in Irelan 22%
Cannot allocate parts of my annual value "'-" %)
of online purchases L ‘ 1%

tated that you spend about [._.] € on online purchases annually. Now pleass think about how you usually spend this annual value of online purchases
O s who purchase onfine and stated a valid annual value of online purchase n=965

pondent
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Place of Purchase - Finance

Contractor websites (e. g. bank websites) are the most relevant and most preferred online place of
purchase for finance products

Preferred

Directly at a contractor (e. g. branch of a financial institute) _ 36% - 3%
Qver the phone _ 25% - 18%

At an independent agent, broker or consultant - 18% . 9%

At a mass retailer - M% I 3%
Mail order . 10% I 6%
G@: Which of the following ways of purchase have you ever tried in each of the following catagones?

Q10: And which of these is your preferred way of purchase for products out of the following categones...?
Base: Product buyers - Ever tried n=659; Preferred n=552 (product buyers with valid answer in Q9)
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Place of Purchase - Insurance

Insurances are most frequently and preferably bought over the phone — price comparison or
contractor websites with significant shares as well

Price comparison website _ 30% B 15%

Website of a contractor {e. g. financial institute) _ 28% B 1
Website of a retailer/distributor [ 17 [ K

Online auctions . 5% | 1%

over the phone [T 3% B 25

] At .an independent agent, broker or (.:<‘>r.1-s;xltant - g . S
§ Directly at a contractor (e. g. branch of a financial institute) - 21% . 1%

| Mail order [ 10% | 2%
At a mass retailer - 9% l 4%

Q8: Which of the foflowing ways of purchase have you ever tried in each of the following categones?
Q10: And which of these is your preferred way of purchase for products out of the following cateqornies...?
Base: Product buyers - Ever iried n=782; Prefarrad n=714 {product buyers with vakd answer in Q%)
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Place of Purchase - Travel

Contractor websites are by far the most popular place of purchase for products out of the category
travel

Price comparison website — 31% - 19%
Website of a retailer/distributor [N 26 [ R

[e)
s
3

At an independent tour operator _ 27% . 9%

Directly at a contractor (e. g. fravel agency) - 21% l 7%

Over the p - 20% . 7%

Mail order - 8% | 2%

At a mass retailer . 6% | 2%

Q5: Which of the followng ways of purchase have you ever tred in each of the following categorias?
Q10: And which of these is your preferred way of purchases for products cut of the following categonios.
Base: Product buyers « Ever tried n=334; Preferred n=848 {praduct buyers with valid answer n Q9)
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Place of Purchase — Mobile Communication

Branches and websites from contractors are the most relevant purchase places for mobile

communication

1'“*3.\.

L
Wabsite of a contractor (8. g. network or service provider)

g Website of a retaile
 —

Prefarred

Price comparison website

Directly at a contractor (&. g. service provider store)
Al a specialist retailer

At a mass retailer

Over the phone

Mail order

Q8: Which of the following ways of purchase have you ever tnied in each of the following cateqones?
f the following categorias...?

Q10: And which of these is your prefarred way of purchase for product

a e a
2 ae

Base: Product buyers - Ever tried n=816; Prefermad n=711 (product buyers with valid answer in O8)
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Methods of Payment - Finance

Online payment with credit card is the most common and most preferred method of payment for
buying financial products online

Online payment with credit card I .

o Cnline payment with laser / laser card _ 0% _ 23%
= Online payment via pay pal . - &
3 Online payment with direct debit card B >

Onfine payment via iDeal | R&2 J3%

Bank / cash transfer after / before delivery - 22% - 12%
Over the phone payment - 20% . 6%

Cash on delivery - 10% g3

Q11: Thinking of the purchases you've already made over the intamet. Which of the following mathods of payment have you ever tned in each of the jollowing
categones?

Q12: Which is your preferred method of payment for products or services cut of the following categones?

Base: Online buyers - Ever tried n=305; Preferrad n=272 {onéne buyers with vaid answer in Q11)
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Methods of Payment - Insurance

Online payment with credit and laser cards are the most relevant and most preferred methods of
payment for buying insurances online

=
Online payment with credit card I - | R

R e B S e B e [ G O 0T S S e L OB T LT EI20
? Online payment via pay pal B 14 m
B Oninepemertwindrectdebtoad - =
Online payment via iDeal . 5% [ 1%
Over the phone payment I 0 B 13
Bank / cash transfer after / before delivery - 10% . 3%
Cash on delivery - 7% 1%

categones?

Q12: Which is your preferred mathod of payment for products or sarvices out of the followng catagones?
56 ine buyers - Ever fried n=489; Prefarrad n=470 {onfine buyers with valid wer in Q11)

Base: Onlin yers r fried n=489; Preferrad n=470 buyers wit answer in Q1
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Methods of Payment - Travel

For buying travel related products on the internet credit cards are by far the most frequently tried and
most preferred method of payment

s o ol I " [

e e R R
g—_ Online payment via pay pal _ 26% - 10%
® Onlmepaymentwrthtirectdabltvc;ard '''''' - 14% - I3% -
7777777 Online payment via iDeal i I3% - 0%
Over the phone payment - 15% l 2%
Bank / cash transfer after / before delivery - 10% I 2%
Cash on delivery - 10% . 4%

G 11: Thinking of the purchasas you've already made over the intemet. Which of the following mathods of payment have you ever tried in each of the following
categones?

Q12: Which is your preferred method of payment for produc cts o services ot of the following "‘al“i'}.n';'.:."i—"

Base: Online buyers - Ever tried n=710; Prefarrad n"OD (onfine buyers with vakd answer in Q11
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Methods of Payment — Mobile Communication

Online payment via credit card but also paypal and laser are the relevant and preferred methods for
mobile communication sales on the internet

e

|
8.
o
Online payment with credit card _ 41% — 31%

o
% Online payment with laser / laser card _ 32% _ 23%

Online payment with direct debit card B o B s
- Onliné p;yn;ént Vi; iDél' - . ‘% - | | 1* |

Cash on delivery - 14% - 7%

Over the phone payment - 14% . 5%

Bank ! cash transfer after / before delivery - 10% . 6%

Q12: Which is your prefemred method of paymeant for products or services out of the following catagories?
Base: Online buyers - Ever fried n=444; Prefarred n=421 {onfine buyers with vald answer in Q11)
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Research Behaviour

Across all categories more than 50% of the respondents researched within the past 24 months -
regardless if online or offline

Research in the past 24 months
All Respondents

Travel 85%

I

75%

——

Mobile Communication 66%

o)
N
Insurance i

Finance 6

59%

I

013: Below you Il md a list of product categories. Did you research or inform yourself about the following products within the last 24 months? it doesn't matter
nhut &r you researched onfine or offine
Base: Al ras::"-:-e"‘c n=1,000

thinkinsights

Google Source: Goonle. Verdical Dean Dive Mul



Research Funnel: Online vs. Offline Search

Strong position for online sources in the research funnel: Across all categories clearly dominant in the

phases of initial and intense research
@?!r&e:ﬁpa;fr:‘t) ) Intense Research Final Decision )

B e N o [

Finance T U R
B e B - o
Insurance B 4% B s
D e N o
Travel 57 B .
N o D oo [ s
Mobile Communication v

m (at least one} online touchpoint used in the respective stage of the research funnel
Y (at least ons) offline touchpoint used in the respective stage of the research funnsl

Q14: Thinking spacifically about the financial products that you' ve researched or purchased within the past 24 months. How or where did you FIRST stari
rasearching or informing yourself about each product? G15: And how did you do the intensive and deeper research? Q16: And how did you make your final
decision? Base: Respondents who researched / purchasad and used online or offine touchpoints in the research process: Finance: inital research n=679,
miense research n=632, final decision n=616; Insurance: initial research n=795, intense research n=733. final decision n=708; Travel: indial research n=3872
mense resaarch n=B00, final decision n=792; Mobile Communication: initial research n=767, intense research n=712. final decision n=690
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Online Research Funnel: Finance

Websites of financial institutes and search engines are the most relevant online information sources for

finance products
(22?}?3::&:?‘1) ! Intense Research Final Decision )

Websiteof a fnanciatinstiuts NN o+ I 77 | ¢

e
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SearchEngne [ 44% e . e
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Social networking sites (e.g. Facebook) | 3% | 3% 0%

110
o '-i

.‘; v (.a,.
e

Video portals (2.g. YouTube) l 2% l 6%

=
i

o

Q14: Thinking specifically about the financial products that you' ve ressarched or purchased within the past 24 months. How or where did you FIRST star
researching or imforming yourself about each product? Q15: And how did you do the intensive and deeper research? Q16: And how did you make your final
decision? Base: Respondents who researched / purchasad Finance products within the last 24 months and used online touchpaints in the research procass on
finance products:

First Touchpaint n=808 ; Intense Research n=538; Final Decision n=332
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Offline Research Funnel: Finance

In the offline world the bank consultant clearly drives the final decision for buying finance products

@ “l:r;;tgta%_g:;‘e;;:}) ! Intense Research Final Decision )

Friends and colleagues I 45% I 7 m 12%

Consultants of my main bank I 45% [ KA EE=— 38"
Family members I 35% BT 20 B 7%
o o Displays in stores o _ 27% | 7 - 24% | -7 iw. o
Independent financial consultant I 24% I 22 B 9%
Newspapers or magazines = 23% . 23 B 6%
Brochures / Leaflets . 21% B 20% B 5%
""""""""" nsurancebroker  HEEN 18% EEEvv. 0000 W™
TV - advertising! commercial TV . 14% B 14% | 2%
TV — special television programs or shows . 13% - 13% B 4%
Catalogues . 1% | RELA 1%

Q14: Thinking specifically about the financial products that you' ve researched or purchased within the past 24 months. How or where did you FIRST stard
researching or informéng yourself about each product? Q15: And how did you do the intensive and deepar research? Q16: And how did you make your final
decicion? Base: Respondents who ressarched ! purchased Finance products within the last 24 months and usad offéne touchpoints in the research procass on
finance producis: First Touchpaint n=444; Intenss Rasearch n=371; Final Decision n=284
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Online Research Funnel: Insurance

Search engines and websites of financial institutes dominate the initial and the intense online research

phase on insurance products
(llfrgr':ta!l'oR::he;c:m) Intense Research . Final Decision )

Website of a financial institute — 63% — 63% _ 52%
Search Engine I o D s [ 2
Product or price comparison sites - 32% - 26% . 12%

Consumer reviews on the intemet B 16% B 19% | R

 Onmebiogsandionms  W0% W% |
"""""""" Socilnetworking shes (a9, Facebook) D% @ex  [m
| Vdeopotas(eg YouTube) s " %

Q14: Thinking spacifically about the insurance related products that you' ve researched or purchased within the past 24 months. How or where did you FIRST
start researching or informing yourself about each product? Q15: And how did you do the intensive and deeper research? Q16: And how did you make your
final decision? Base: Respondents who researched / purchased Insurance products within the last 24 months and used online touchpoints in the research
process on insurance products:

First Touchpaint n=720; Intense Ressarch n=605; Final Decision n=333
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Offline Research Funnel: Insurance

Professional WOM from an insurance broker or personal WOM from friends / family shapes the
research and decision phase on insurances

@ (::';g?%.?::he;;ﬂ) Intense Research 7 Final Decision =3

Insurance broker I 45% N 5 . 29

Friends and colleagues I 42% I 35 m 1%
R el inesbets. N ¢2% N T W 16%

TV - advertising/ commercial TV . 22% B 5% I 3%

Newspapers or magazines . 20% B 19% B 6%
Brochures / Leaflets . 19% B 16% I 2%

Displays in stores . 17% I 20% W 6%

Y Consultants of mymainbank W %% EEEe 0 ES%

Independent financial consultant B 13% B 19% B 6%
TV — special television programs or shows B 12% B 10% 0%
) o Catalogues B 10% [ 12% | 2%

G 14: Thinking speacifically about the insurance related products that you' ve ressarched or purchased within the past 24 months. How or where did you FIRST
start researching or informing yourself about each product? G15: And how did you do the intensive and deeper research? Q16: And how did you make your
final decision? Base: Respondents who researched / purchasad Insurance products within the last 24 months and used offline fouchpoints in the research
process on insurance products:

First Touchpaint n=49%; Intense Research n=419; Final Decision n=315
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Online Research Funnel: Travel

For travel products websites of transportation companies or hotels as well as search engines are the
most important online information sources

: (:fr:r':ta '7533?33?,1) ? Intense Research Final Decision_)

Website of a transportation company . 6% N 7 . 20%

Website of a hotel / hostel P 637 I 550 . 7%
Search Engine T 540 . 47 4%

Consumer raviews on the internet _ 3% _ 29% W 9%
Product or price comparison sites . 27% . 20% 4%
Online blogs and forums B 17% B 12% 1%
Video portals {e.g. YouTube) m 10% n 7% | 2%
""""""""" Social networking sites (e.0. Facebook) ~ W9%  We% 1%

Q14: Thinking specifically about travel related products that you' ve researched or purchased within the past 24 months. How or where did you FIRST start
researching or informéng yourself about each product? Q15: And how did you do the intensive and deeper research? Q16: And how did you make your final
decision? Base: Respondenis who researched !/ purchased Trave! sarvices within the last 24 months and usad online touchpoints in the research procass on
travel services:

First Touchpoint n=858; Intense Resesarch n=746; Final Decision n=577
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Offline Research Funnel: Travel

Personal WOM among friends and family has a strong impact on the offline research on travel products
- driving final decisions as well

@ “I_L:&a[r gsae;g}) ? Intense Research . Final Decision_)
y

Friends and colleagues _ 55% _ 54% NN 20%

Family members D 42% _ 38% B 17%

Transportation company I 5% | KO 1%
Brochures / Leaflets I 4% . 2o W 6%

TV — advertising/ commercial TV . 20% . 2 B 5%
TV — special television programs or shows . 17 B 15% § 4%

Q14: Thinking specifically about travel related products that you' ve researched or purchased within the past 24 months. How or where did you FIRST start
researching or imforming yoursalf about each product? Q15: And how did you do the intensiva and deeper research? Q16: And how did you make your final
decision? Base: Respondents who rasearched [ purchased Travel services within the last 24 maonths and used offline touchpoints in the resaarch process on
fravel sarvices:

First Touchpoint n=492; Intense Research n=399; Final Decision n=215
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Online Research Funnel: Mobile Communication

Dominant position for service provider and manufacturer websites — search engines leading to these

sites are very popular as well
(::’:;'gf;&?;?;g}) > Intense Research ' Final Decision )

Website of a network or service provider P I 51 Il 29%
Website of a manufacturer for mobile phones [ A I 5o B 240
Search engine I 42" E— 35 . 5%

Website of a telecoms retailer =5 36" I 40 Bl 15%
- Consu.m—er- révierws on the i-n-te-e;n-e-t. -23'/. -------- = 24% | . 10%
""""""""""" Productorprics comparison sites [N 20% W% 3%
"""""""""""""""""" Onineblogsand foums W 13% W% 1%
 Vdeoportais(eg.YouTue) W% mex %
© Socalnetworkingsites (e.g. Facsbook) W% e %

(14: Thinking specifically about the mob#e communication products that you' ve researched or purchased within the past 24 months. How or where did you
FIRST start researching or informing yoursalf about each product? Q15: And how did you do the intensive and deeper ressarch? Q16: And how did you make
your final decision? Bass: Respondenis who researched / purchased mobiie communication products within the last 24 months and used online touchpoinis in
the research process on mobile communication products: First Touchpoint n=704; Intense Research n=61%; Final Decision n=410
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Offline Research Funnel: Mobile Communication

The offline research and decision process is most frequently driven by the sales staff - in store

displays strong in the initial research phase
(g:g?}?:;‘eggm) ! Intense Research Final Decisionj

Sales person I - [ s 5

Displeys in sores S e s
 Fredsandcolesgues NN ¢ DN < 2%
Family members I 31 B 1 B 13%
""""""""""" T [ T
Newspapers or magazines I 24% B 23 4%
..érgehumlee;ﬁe;s | -23% o -22% : .5%
VVVVVVVVV TV;adverﬁsi;\gl commercnalTV | - -721% - - 16;/0 | | | 2% o
TV — special television programs or shows | 1% B o 1%

Q14: Thinking spacifically about the mab#e communication producis that you” ve researched or purchased within the past 24 months. How or where did you
FIRST start researching or informing yourself about each product? Q15: And how did you do the intensive and deeper research? Q16: And how did you make
your final decision? Base: Respondents who researched ! purchased mobile communication praducts within the last 24 months and used offline touchpoints in
the research process on mobile communication products: First Touchpoint n=463: Intense Research n=389; Final Decision n=280
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Most useful touchpoints — Top 3 per Category

Search engines always among the Top 3 online sources in terms of usefulness - online rather perceived
as most useful than offline

& - S

—_—

Finance Insurance Travel Mobilé Communication

Online total 36% Online total Online total Online total

el raitosapste 2% | WSRHSCIeMancel gy, | Wohmlods i | ekedammoker o

Search engine 7% . Search engine 16% ' Search engine 14% Search engine 10%
= 3 2 f B : Website of a

Consumer reviews on the i Product or price 1 Website of a hotsl / : :

2 e 1% ; canparisor? o 4% ' hostel 9% : pm;or:g:cmer for mobile 9%

Offline total Offline total Offline total Offline total

P S e R S 13y, | Branch of a tour e e ot 1%
i : | operator / fravel agency : perso

Friends and colleagues 4% | Family members 4% : Ig:c:amriends and 3% E;p?hy:si" REMRS; 4%

Displays in stores, branches 3% : Talks with friends and 4% : Family members 3% Family members 3%

colleagues

None / No final decision 38% None / No final decision None ! No final decision None / No final decision

Q17: Which of these sources was most useful in helping you get mformation or reach your final dacision?
Base: Product researcher or buyer: Finance n=923; Insurance n=927; Travel n=833; Mobile Communication n= 931
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Ownership of Finance Products

Financial products are widely spread: The typical onliner in Ireland owns about four financial products

Ownership of Finance Products
All Respondents

Gument account & Y 7'
Savings account m _ 66%

Credit card ' =

Debit card b I 50

Mortgage g D

Loan 7L, I 6

Pension funds ﬁ' _ 26%

S-hares a [ E— 217.

Investment funds ﬁ‘ - 14%

Bonds i? B 1%

Q22: Which of the following personal financial products do you own?
Base: All respondenis n=1.000
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Ownership of Insurances

Car and home insurances are the most popular insurance products. On average Irish onliners own
about three insurances.

Ownership of Insurances
All Respondents

Garinsurance o I
Home insurance |' f I 5¢

Health insurance H R 50

Life insurance s r_“i I 6

Mortgage protection insurance g _ 28% |

Accident insurance . EE 1

Pet insurance @ B &

Bike insurance ’~ 4.-_.\' . 4%

Boat insurance g | 1%

Wedding insurance b | 1%' |

3: Which of the following msurance products do you own?
A

Q23
Base: All respondenis n=1.000

thinkinsights

with Google Source: Google, Verfical Deep Dive Multipie, Ireland: May 2012 |



Travel - Frequency of Holidays

Most respondents book one or two holiday trips per year

S
o Frequency of Holidays in the past 5 years
All Respondents
1 | B2
2-4 R
1-15 B
More than 15 - 41(;%
| did not book any holiday break within the past 5 years 6%
Q24: How many holiday breaks (regardless of ime spant) did you book within the past 5 years?

- ~« AB - -~ -~ -4 /AN
Base: Al respondents n=1.000

thinkinsights
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Favourite type of holiday

Summer holidays are the most favoured type of holiday - city and short break holidays are very
popular as well

Favourite type of holiday
All Respondents

Wellness travel

Language holiday

Summer holiday @ I GO
City I Short break ‘» I 5
""""""""" piyroicey (9 w—
Domestic holiday (staycation) I 16
Winter holiday ’1 . 13%
Rambling holiday ' B 1%
Cruise e B &%

s
e

Q25: What' s your favourits type of holiday?
Base: Al respondents n=1.000
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Mobile Device

Mobile phones are still by far the most frequently owned mobile device — almost one fourth of the
respondents owns a smartphone

Mobile Phone

Smartphone

Netbook

Mobile Intemet Key

iPad

Q286: Do you own one of the following?
Base: Al respondents n=1.000

thinkinsights

with Google

Usage of mobile devices

18%

15%

93%

All Respondents

Postpaid

./ 32%

Postpaid vs. Prepaid

Prepaid -
54%



Mobile internet access

Netbooks, mobile internet keys and smartphones are the preferred devices for accessing the mobile

internet
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Q27 How often do you use your mobde device to access the intemet?

Base: Mobide device owner: Mobde Phone n=875, Smartphone n=259, Natbook n=193, Mobds Intermnet Key n=176, iPad n=67 !* Attention: Low Incidence
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