
The Last Mile
Getting the last mile right is 
critical as consumers’ delivery 
expectations become more 
demanding.

77%
of consumers are 
willing to pay for 
same or next day 
delivery

consider return 
shipping to be the 
most attractive 
service if they 
don’t have to pay

69%

More insights @ www.pwc.ie/retailconsumerreport

Social Media
Social is the new media 
and needs to be fully 
leveraged as consumers 
use it as key source of 
purchasing inspiration.

38%
say they use social 
media to inspire 
their purchases

94%
of 18-24 year 
olds use social 
media to inspire 
their purchases

Data is more than insights. Extracting its 
value through personalised consumer 
engagement is key, however privacy must 
be respected.

Data
Data is more than insights. Extracting its 
value through personalised consumer 
engagement is key, however privacy must 

% satisfi ed with sales associates
knowledge of product range

The store continues 
to evolve and will 
play a key role 
in attracting and 
retaining consumers.

The Store

63%

51%

12%
decline on 
last year

2017

2018

Less than half 
are satisfi ed with most 

elements of the in-store 
shopping experience

Mobile has become
the standard with...

Mobile

29% of 
Irish consumers 
frequently using 

a mobile phone to 
shop online. This 
will increase as 

Ireland catches up 
with other

more mature 
markets.

more likely to shop with
a retailer that offers
mobile payment

33%
38%
of 25 – 34 year olds 
shop online weekly

Economy
& Growth

While generally positive, 
the Irish consumer 
remains cautious 

and value conscious. 
Retailers must work 
harder than ever to 
attract and retain 

consumers and provide 
a winning customer 

experience.

expect the 
Irish economy 
to perform the 
same or better 
than in 2017

82%
Less than
a third expect 

to spend more in 
2018 than they

did last year

1 Mobile has become 
the standard

2 The store
continues to evolve

3 Data is more
than insights

4 Social is the
new media

5 Getting the Last 
Mile right is critical

Five Key 
Insights
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51%
are not 
comfortable 
for a retailer 
to identify 
them when 
nearby

51%
comfortable 

%

52% say they are 
concerned about 
security when 
making mobile 
payments


