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The Agenda

¸ Who we are ïpast, present and future

¸ Climate Perceptions: are consumers coping?

¸ Continuing and emerging trends

¸ Is it all doom and gloom?
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Who we are ï

Past, Present & Future
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Record Population Growth in Recent Years
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By 2016 we are 

forecast to hit 

over 5 million (at 

the moment!)

Current population stands at 4.4 million
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Components of Population Change
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Natural increase outstripped net migration and contributed to just over half (54%) of 

the population increase in the year to April ô08.  Also lower mortality rates nowadays.

Natural increase

Population Change

Net Migration
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2009 Forecast Net Migration
Emigration/Immigration
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ERSI Forecasting a 2009 net migration figure of -50k, with 25k inwards and 75k exiting.  

This would be the highest net migration since 1989. 
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Long Term Population Change (ó000s)
1986 - 2016
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Population Census CSO Projection (M2FI)

Ageing 

population: 

20-25% of 

population will 

be aged 65+ by 

2041

20-29 age bracket to 

shrink by 4-6% over the 

next 10 years (decline in 

births now impacting)

Pop 

growth %
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Number of Households
1987 ï2006
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The number of households stands at 1.469 million (2006 census), a 31% increase 

over a 10 year period.  Has had implications for many household related 

categories.  However, we are not going to see such record growth in the future.

Source: HBS (CSO)

However, 

household size 

has declined.
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Growth In Smaller Households
1986 - 2006
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Å As a result of long-term falls in mortality rate, people are living longer. Thus a customer for 

life takes on a new meaning

Å Itôs estimated that 1 in 4 of the population is now on long term medication

Å Increased strain on our healthcare system

Å Impacting on traditional lifestages

Å They are being stretched and redefined

Death Rate per 1,000 Population 
1986 ï2007
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Unemployment Rates
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The unemployment rate does not take into 

account reduced working hours up to 3 

days a week, etc as does the Live Register

2008
Average for ô08 was 6.3

Jobless rate could 

hit 12-15% in 2009

While the Q3 

QNHB in 2008 had 

a jobless figure of 

160k, the latest 

estimates are over 

195k people and 

climbing.

Feb estimates 

10.4%



16

However the Live Register has Higher Figures
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* The Live Register is not designed to measure unemployment.  
It includes part-time work e.g. seasonal & casual workers who 
work up to 3 days per week

2008

Total Persons

(Feb 354,400)

Persons on 
live 

Register

Irish

Nationals

c. 64k non-Irish 

Nationals (almost 

20% of all persons on 

the Live Register, 

driven by those from 

the EU Accession 

States)

(1) (1)Month

327,861 on the Live Register in Jan 2009 (monthly increase of 12%)

143% increase  in redundancies in Jan ô09 compared to Jan ó08
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Economic Status
Number of Workers in Household
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Prime driver of increased wealth
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Other Key Demographic Changes

¸ Smaller familiesé average number of children per family 

declined from 2.2 (1986) to 1.4 in 2006.  

¸ Cohabiting couples are the fastest growing type of family unit.  

In addition, almost two-thirds of these are couples with 

children.

¸ Muslims the third largest religion (after Catholicism and 

Church of Ireland) ï32k.

¸ More flats, apartments and bedsits é now 148k+* (1.77 

million housing units in total).

*Source Census 2006
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Other Key Demographic Changes

¸ Increased urbanisationé but in towns rather than cities 

(Dublin, Cork, Limerick).  While all counties in Leinster 

increased the highest growth.

¸ Will people try and retreat to the cities?

¸ Postponing of commitment to traditional family structures.
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Other Key Demographic Changes

¸ Divorce on the increase (up 70% between 2002 - 2006)é 

9% now separated/divorced (2006).

¸ Ireland ïstill a cultural melting pot. It is difficult to estimate 

percentage of foreign nationals still in Ireland. Estimates place 

numbers at 10-12% (with about one-third under 25).  
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Volume & Value of Retail Sales
(All business combined)2003-2008 (Index 2000 = 100) Up to Dec 2008
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2008 a bad year and set to continue
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Retail Sales
Value & Volume: Annual Change Dec ô07 vs. Dec ó08

Hardware, paints and glass

Pharmaceutical, medical and cosmetics

Household equipment

Textiles and clothing

Footwear and leather

Books, newspapers, stationery

Food, beverages and tobacco

Electrical goods

Furniture and lighting 

Motor trade

Bars

Value of Sales Volume of Sales

Source: CSO
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Negative Inflation for First Time Since 1960
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Ulster Bankôs Pat McArdle expects CPI to remain negative for all of 2009, 

going below minus 4% in several months ïimpact of further rate 

reductions and as recession bites.

+ = Lower prices for consumers

- = Margins lower, can affect jobs
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Most Notable Changes in the Year Impacting 

on Our Negative Inflation

Food & Non-Alcoholic Beverages

Alcohol & Tobacco

Health

Communications

Recreation

Education

Restaurants & Hotels

Misc Goods & Services

All Items -0.1%

Factors impacting: 

Å Lower mortgage rates, petrol and diesel prices

Å Drop in home heating price

Å Household equipment prices down

Å Increase in health and car insurance premiums pushed up miscellaneous goods & 

services Source: CSO
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Rich Man ïPoor Man 
Disposable Income ïHousehold Data

Bottom Quintile

2nd

3rd

4th

Top Quintile

Total

94/5 1999/2000 2004/05

102
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304

448

740

358

140

291

469

681

1177

552

201

424

704

1057

1826

842

ú ú ú

Household

Quintiles

Source: Household Budget Surveys

Gap between Rich Man ïPoor Man has actually increased over the 

above 10 year period
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Section One:

Climate Perceptions:

How are Consumers 

Coping?
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What Are We Doing Less Of?

2%

2%

2%
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46%

59%

67%

66%

51%

38%

29%

22%

Doing  éMore Same Less

Going out to a 

restaurant for a meal

Going out for a drink

Using garage forecourt 

shops to buy food or 

groceries

Using local shops like 

Centra, Supervalu

Nowadays
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What Are We Doing More Of?

55%

47%

43%

26%

21%

14%

40%

48%

51%

63%

68%

78%

9%

9%

5%

4%

2%

2%

Doing  é More Same Less

Buying items on special offer

Using discount stores like Aldi 

& Lidl

Buying shops own label 

products

Using major supermarkets

Drinking at home

Using public transport

Nowadays
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Continuing & Emerging 

Trends
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Continuing & Emerging Trends
Consumer Reactions to the Recession are in 

a Constant State of Flux

Some are doing well still 

and have a sense of 

GUILT

Guilt

Some are living in a state 

of FEAR (e.g. job, 

mortgages etc.)

Fear

However, is the nightmare of meltdown more Dublin

and Rest of Leinster?

Denial

Many are still in DENIAL, 

not wishing to believe that 

things could get worse
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Continuing & Emerging Trends

We have moved from this 

inspirational leader

So what are we searching for?

Toé.
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Continuing & Emerging Trends
Need Companies That Care

¸ In these óuglyô times, people crave empathy, 

sympathy and comfort.

¸ A longing for organisations that care.

Implications for Business

¸ Customer service will become increasingly important to retain share.  However, this is 

often an area cut in hard  times.

¸ Brands need to build even deeper relationships with customers in times of strife.

¸ Consumers have the internet in this recession ïhence the need to sympathise and 

interact with customers will never be greater.  Online forums, talk shows etc. will be 

the soapbox of the consumer.

¸ Customers are likely to start answering back more ïsomething we Irish have been 

very poor at!
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Continuing & Emerging Trends
Rediscovering Home

¸ This is a continuing trend, but is likely to be 

amplified in the coming months.

¸ Part relates to a redefining of values and part 

due to practical financial concerns.

Implications for Business

¸ Catering for this home market has much opportunity.

¸ Remember people who are used to a high standard of living are likely to 

get cabin feveré they will need entertainment.

¸ The values of home do not necessarily have to be boring or dull.
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Continuing & Emerging Trends
Search For óRealô

¸ We have been searching for this since the 

Celtic Tiger began!

¸ In hard times consumers increase their search 

for what truly makes them happy as they re-

evaluate their lives.

¸ We have a values gap ïmany have not 

experienced a recession, they have high 

expectations for living standards etc.

Implications for Business

¸ Consumers will value the simple things, the practical over the ephemeral

¸ A search for solidity is evident.


