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1 Introduction and Methodology

Amarach Research was commissioned in 2009 to continue the programme of
consumer research conducted by the National Consumer Agency with a view to
monitoring, analysing and recording patterns of consumer behaviour and

experiences in Ireland.

A key feature of the research is the comparison (where possible) of data collected
in previous waves i.e. the benchmark survey (conducted in November /December
2007), Wave 1 survey (August 2008), Wave 2 (November /December 2008) with
the current consumer landscape as surveyed in Wave 3 (May/June 2009). This

comparison provides a value time-series.

The research, in common with previous surveys, was conducted by means of face-
to-face interviewing with 1,000 people between the ages of 15-74. To ensure that
the data is nationally representative; quotas were applied on the basis of age,
gender, social class and region. Interviews were conducted over a four-week period

in May/June 2009.

The programme of market research explores a range of consumer behaviour and
experiences in Ireland, including:
e The level of consumer empowerment, awareness of consumer rights and
the propensity to complain,
e Consumer behaviour with regard to general shopping and pricing,
e Consumer behaviour specifically with regard to grocery shopping and

e Trends in switching goods / service providers.

The results of the market research are compiled across four volumes. This part
details the results relating to Irish consumers’ experiences and attitudes towards

switching across a wide range of goods and service sectors (section 2).
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2 Consumer Switching Behaviour
Figures 1 and 2 illustrate the extent to which consumers have switched providers.

The data is presented for a wide range of sectors and is ranked into groups,
depending on the level of switching. Results of the previous waves are also shown

(this is the case throughout the report, where data are available).

Figure 1 Extent of Switching Providers - | - Primary & Secondary

(Base: All aged 15-74 — 1,000)
i No Yes

Mobile telephone provider

PRIMARY

Car insurance provider Wave 3 2009

L] Wave 2 2008

. Wave 12008
Main grocery shop

Top-up grocery shop

Fixed/landline telephone provider

Bank/financial institution who offers
current a/c service

SECONDARY

Home insurance provider

Broadband internet access provider

As with previous waves, switching providers for mobile phones continues to be top
of the list of providers which consumers have switched from, with over 1 in 4
(28%) saying that they have done so, followed by car insurance providers and main
grocery shop. Looking at the detailed data, not shown, 41% of 15-24 year olds
have switched mobile phone provider. Also noticeable is the number of Irish
consumers who have changed their broadband service provider. This has increased

the most since the previous wave (14%) an increase of 8%.
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Looking at Figure 2, 4% of consumers have switched their electricity supply

service provider within the last 12 months.

Figure 2 Extent of Switching Providers - Il - Tertiary

(Base: All aged 15-74 — 1,000)
! No Yes

Health insurance

Gym membership

Credit card provider
Savings/investments provider
TV service provider e.g. Sky, ntl

Mortgage credit provider

Provider of credit (more than 1 year but
exc. mortgage)

Electricity supply service (+4%)

Gas supply service

[ ] wave 3 2009
Wave 2 2008
Wave 12008

]

TERTIARY

Overall the amount of switching is on the increase, of the 17 sectors surveyed, 12

of the sectors show an increase in the numbers switching since the last wave, 3

sectors recorded a decrease and 2 are unchanged.

Figure 3 presents data relating to the reasons why consumers switch their product

or service provider.
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(Base: All aged 15-74 who switched providers — 557)
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To get a better deal is clearly the most influential factor in switching behaviour.
Over 4 in 5 consumers cite this as their number one reason for switching.

Figures 4, 5 and 6 illustrate the reasons for switching, segregated by sector.

Figure 4 Reason for Switching Providers - |

(Base: All who switched providers for each service)
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As with all previous waves, recommendations by friends/colleagues continues to

be the key driver of switching for all services, but particularly for mobile phones (3
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in 5). 1in 3 prefer to keep switching car insurance providers all the time in order

to ensure that they’re getting the best deals.

Figure 5 Reason for Switching Providers - Il

(Base: All who switched providers for each service)

Switching Providers Switched
o = = Insurance current a/c bank

(Base: 10/40 (14%)) (Base: 120 (12%))
° %
Recommended better provider b 23
peers/friends/colleagues y S};‘f 5538
g‘?’\i::cah TV ad which prompted me to 51156 1138
8 Question not
Read an article in the newspaper !Z &11 asked in
37 Benchmark
Saw a report on a TV programme F1 E survey

Prefer to keep switching all the time 12
to be sure of getting the best deals

Other 13 5115

13

:] Wave 3 2009
Wave 2 2008
[ wave 12008

Just over 1 in 2 who have switched the bank in which they have their current
account, did so based on recommendations from family/friends.
Recommendations from family/friends and preferring to keep switching all the
time in order to ensure the best deal are equally as influential when deciding to

switch home insurance providers.
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Figure 6 Reason for Switching Providers - Il

(Base: All who switched providers for each service)

Switching Providers
Shop Grocery Shop

(Base: 218 — (22%)) (Base: 191 — (19%))
% %
Recommended better provider by I §400+10%) 36 (+7%)
peers/friends/colleagues . 142 42
Saw a TV ad which prompted me to 1" 9
switch 13 7
S 8 f
Read an article in the newspaper 9 %
1 1 Question not
Saw a report on a TV programme asked in
P prog | 1 h% Benchmark
Prefer to keep switching all the time 321 321 survey
to be sure of getting the best deals
1
Other g 19 512%

:] Wave 3 2009
Wave 2 2008
[ wave 1 2008

As a slight change from the previous wave, recommendations from friends/family
about a better provider is now more influential than preferring to keep switching all
the time to be sure of getting the best deals when it comes to choosing a main

grocery shop provider. Both are equally important for top-up grocery shop.

Figure 7 assesses how easy or difficult the switching process was. Over 4 in 5
consumers who had switched providers considered it to be an easy process. This is

a 7% increase on the previous wave.
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Figure 7 Experience of the Switching Process

(Base: All who have switched providers - 557)

| Wave 3 2009 | | Wave 2 2008

% %
Very Difficult (5
Somewhat Difficult (4,
Neither/Nor (3) 18
Somewhat Easy (2) 30
82%
easy 75% easy

Very Easy (1)

Not Stated ==

Over 2 in 3 consumers who have switched service provider believe that they are
receiving a better service with their new provider (Figure 8). Note that this is a new

question in this wave.

Figure 8 Service with New Provider

(Base: All who have switched service provider — 557)

Much better service (5)

69%

Better service (4)

The same/no difference (3) 25
much Worge senvice 7 ;
uch wor i £
* New Question eDOI‘\ t ﬁn
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9
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As with those who found the switching process to be easy, over 4 in 5 (82%)
believe that they have saved money due to switching providers (Figure 9).
Consumers in the ABCI grouping are slightly more inclined than those in the

C2DE group to say so (86% versus 80%).

Figure 9 Whether Saved Money Due to Switching

(Base: All who have switched providers — 557)

%

No

Don't know

Yes

The reasons for not switching are shown in Figures 10, 11 and 12 across a number

of sectors for each of the four surveys to date.
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Figure 10 Reason for Not Switching - |

(Base: All who switched providers for each service)

Current I Fixed I Broadband “ Mobile
A/C bank phone line provider provider

(Bass/: 880) (Basg/: 838) (Bas?/: 856) (Bas?/: 725)

Current supplier offers best value for 33% Mss 2'25 2;4;
money 49 35 28 60

The time and money needed to switch !18 Erg E]g 568
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—
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Quaessk"e%"i: ot [_] wave 22008
Benchmark [ wave 12008
survey

Across all the sectors shown above, the main reason for not switching continues to

be due to consumers believing that they are getting the best value for money from

their current provider.

Figure 11 Reason for Not Switching - Il

(Base: All who switched providers for each service)
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This is also the case for the sectors in Figure 11 and 12.

Figure 12 Reason for Not Switching - Il
(Base: All who switched providers for each service)
m TOp-Up
Shop Grocery Shop

(Base: 782) (Base: 808)

%
Current supplier offers the best 42
value for money 40

;Dmm
B
)
278
H

The time and money needed to 6
switch outweighed the benefits (-;,
Itis too difficult to find out which 3 4
supplier provides the best value for B4 E4
money 5 5
Cannot switch due to limitations - -
- - Question not
There is no convenient alternative 3 7 il
P 3 5 Benchmark
provider 3 7
survey
Quality/level of service provided by 17 16
current provider n;a n;a
n/a n/a

(1 wave 32009
[] wave 22008
:] Wave 12008

Figures 13, 14 and 15 relate to the likelihood of consumers switching in future. As
with previous waves, switching providers for car insurance, main and top-up

grocery shops remain at the top of the list for future likelihood of switching.
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Figure 13 Future Likelihood of Switching Providers - Primary

(Base: All aged 15-74 — 1,000)

No Yes

Mobile telephone provider

]

H H Wave 3 2009

Car insurance provider |:|Wave 22008

[ Iwave 12008
Main grocery shop
Top-up grocery shop

(+9%)

Electricity Supply Service
Home Insurance Provider

However, the most notable difference since the previous wave is the number of

consumers who intend switching their electricity supply service provider within the
next year (12%). Those aged 45+ are more inclined to say that they will do so
(17%).

Figure 14 Future Likelihood of Switching Providers - Secondary
(Base: All aged 15-74 — 1,000)

No Yes
] wave 32009
Wave 2 2008
% Wave 12008

Bank/financial institution who offers
current a/c service

Fixed/landline telephone provider

Broadband internet access provider

Health insurance

TV service provider e.g. Sky, ntl

Credit card provider

Savings/investments provider
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Figure 15 Future Likelihood of Switching Providers - Tertiary

(Base: All aged 15-74 — 1,000)

[ No Yes

Provider of credit (more than 1 year but
exc. mortgage)

[ ] wave 32009
[ ] wave 22008
[ ] wave 12008

Gym membership

Gas supply service

Mortgage credit provider

It can be seen from Figure 15 that very few consumers are considering switching
credit provider (either medium term or mortgage), gym membership or gas

supplier.
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