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01THE ROAD FROM RESEARCH TO PURCHASE

01 InTRODUCTIOn

This study, The road from research to purchase, sought to:

On Carzone.ie, and through our mobile apps and our social media channels, we provide tools and content 
that enable Irish consumers to research the second largest purchase they are ever likely to make – a car.

In our daily interactions with leading brands, dealers and advertising agencies, we are aware that there 
are gaps in understanding how the internet is changing consumer research and buying behaviours.  While 
there is research available in other markets on the role of the internet in car purchasing, there was no 
equivalent research in Ireland.

Carzone.ie commissioned a study from consultancy AMAS to explore how digital technologies impact 
on traditional consumer research and buying habits. For the first time in Ireland, trends such as greater 
smartphone use and the concept of “extended search” have been put under the spotlight in the context 
of consumer research and buying.

1. Offer a local perspective on trends that have emerged from research in other markets on the 
role that the internet plays in consumers’ research and buying decisions.

2. Show the impact that increased internet adoption among Irish consumers has had in terms of 
use of a largescale classified site and its mobile and social media channels.

3. Profile the users of Carzone.ie,  the content they access and their use of a high traffic classified 
site.

This research provides insights that should be of interest to brands, dealers and agencies which seek to 
influence consumer decisions.  It shows that Carzone.ie is highly-rated among users and is relevant not 
only to car and car-related brands but to other consumer brands who want to attract an engaged 
audience who are active purchasers.

Warren Cray
General Manager
Carzone.ie
warren.cray@carzone.ie

Tracey Kenny
Head of Display 
Advertising
Carzone.ie
tracey.kenny@carzone.ie

www.facebook.com/carzone.ie 

@CarzoneIE

www.carzone.ie/displayadvertising



02

02 SUMMARy

Irish consumers who make a significant purchase like a new or used car are making greater use of digital 
channels to inform their purchasing decisions. While the actual purchase is more likely to be made 
offline, consumers are far more informed than they used to be, thanks to the wealth of content they have 
accessed online.  Car buyers have a deep familiarity with what stock is available, how prices and 
specifications compare, who is selling what and a depth of other relevant content.

Traditional consumer research and buying patterns are being disrupted by the internet.  This is the key 
conclusion from this study, The road from research to purchase, which examined how the internet is 
affecting consumer research and buying behaviours.

The impact of the internet on consumers – how brands engage with them, what influences their 
pre-buying behaviour as well as their final decisions to purchase – is under intense research scrutiny 
internationally.  Google alone has stated that it has commissioned 75 separate research studies in north 
America and Europe on how the internet affects offline purchasing behaviour.
 
In the first-ever research study of its kind in Ireland, The road from research to purchase, found that:

1. The “research to purchase” cycle can be a lengthy one.  Consumers do not only access a site like 
Carzone.ie when they are about to buy a new or used car, but as part of a lengthy process of being 
kept continuously informed about what’s new, what’s available, what costs what and other factors 
that inform their buying decisions.

2. Smartphones and tablets are informing consumers and changing how they interact with brands’ 
messages.  Research is no longer a desk-bound activity but can as easily happen in a dealer’s 
showroom or on their forecourt.

3. Awareness of new marques and models is being influenced by the concept of “multi-screening”, 
otherwise called media meshing.  From a marketing perspective, that means watching an 
advertisement or other content on one screen (such as a TV) and seeking further information on that 
product on a classified site on a second (such as a smartphone or tablet).

4. Consumers are becoming increasingly sophisticated in their use of search tools to identify the 
relevant content.  While the research journey may start on a search engine like Google or Bing, it can 
involve “extended search” on a classified site like Carzone.ie where the duration of the visit is longer 
than on other sites.

Another aspect of this research was to conduct a detailed profiling exercise among the users of Carzone.
ie.  It showed that 72% of site users are male and 65% belong to the ABC1 social category.  The audience 
are active purchasers and have made recent purchases of other goods and services apart from cars and 
car-related products and services.  In the previous year, 57% bought holidays and flights, 44% have bought 
smartphones, 25% have bought tablet computers while 24% have bought a new broadband service.  
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03 METHODOlOGy

The research was conducted through:

1. An online survey independently established and managed by AMAS which was conducted in 
accordance with the Market Research Society code of conduct.  The survey was conducted in 
September 2013 and was promoted through banner advertising on Carzone.ie, an email marketing 
campaign and promotions through Carzone.ie’s social media channels. The survey attracted a high 
response rate of 2,585 which provided a very robust sample size. A “deduping” process eliminated 
duplicate entries.

2. An analysis of digital analytics on Carzone.ie and related channels for 2013 using the premium  
analytics tool Adobe SiteCatalyst. This is the analytics tool used by Carzone.ie. Previously known as 
Omniture, this premium tool is a global leader in providing intelligence to publishers, eCommerce 
operators and other online businesses.

3. Correlation of the results of this with 16 reputable international and Irish research studies on 
digital trends and consumer purchasing behaviour.  International sources include Google, which has 
commissioned several studies into the impact of the internet on car buying in several markets. Irish 
sources include IAB Ireland,  Eircom, UPC, as well as 2014 forecasts from media planners Carat, Aegis 
and Mindshare were also reviewed.  See Section 7 for a full list of these sources.

Blending the findings from a range of different sources provided valuable insights into how consumers 
use the internet.  Five key trends emerge which are explored in Section 5 of this study.

SiteCatalyst
analytics tool

RESEARCH
STUDIES

OnlInE CUSTOMER 
Survey -  

SAMPlE SIzE OF 
2,585

Irish + International

Methodology

THE ROAD FROM 
RESEARCH TO PURCHASE
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04  ABOUT CARzOnE.IE

Carzone.ie is Ireland’s top motoring website with over 900,000 monthly unique users.

The scale of the site ensures that it has a unique perspective on how a site, which allows consumers to 
conduct in-depth pre-buying research – from reviewing the stock of new and used cars through to 
checking car prices and specifications – relates to a major item of consumer spending.

In 2013, Carzone.ie was named as one of only 14 Irish websites to have achieved top marks in a review of 
privacy policies and practices by the Data Protection Commissioner. Carzone.ie is part of AutoTrader UK, 
owner of the UK’s leading motoring website.

Source: Adobe SiteCatalyst, January 2014

Carzone.ie

monthly
900,000 35

milion
searchesunique users each month

12.2 
MInUTES 

SPEnT On SITE 
PER VISIT
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05 COnSUMER InSIGHTS AnD TREnDS

Trend #1: The internet empowers consumers

There is a growing body of evidence that the internet generally and specific channels, such as classified 
websites like Carzone.ie, are changing consumer research and buying patterns.  User behaviour 
identified through both the online survey and the site analytics correlates with the findings of a series of 
other studies undertaken in several large consumer markets, such as the UK and the US.

Taken together, there are five main trends that are of relevance to brands as they seek to engage with and 
influence consumers along the journey from research to purchase 

Irish consumers are more digitally savvy, spend an increasing length of time each day on the internet and 
in the process are better informed when making purchasing decisions.

Eight in ten Irish adults now use the internet.1    Despite the deep recession and cuts in household 
spending, Irish consumers have been prepared to spend on digital technologies and services. 

On average, Irish adults have access to four portable online devices2  in every Irish home but that number 
rises to six among 16 to 24 year olds.  With internet-connected devices and greater confidence about 
finding what they need on the internet, Irish consumers are spending more of their personal time online 
– growing from an average of two hours in 2009 to a current level of three hours.3

An example of how the internet is changing consumer behaviour is the ease with which consumers can 
switch suppliers. A range of switching/price comparison sites and greater transparency about pricing, 
and in some cases deregulation, have fuelled this phenomenon.

As the graph on page 6 shows, switching car insurance provider is the top activity among online Irish 
consumers who use price comparison sites, with more than half saying that they used the internet to 
switch providers in the past three years.4

1. The UPC Report on Ireland’s Digital Future
2. Eircom Household Sentiment Survey Phase 4
3. IAB Ireland: A Mobile Future
4. National Consumer Agency research conducted by Amárach and quoted in UPC Report on Ireland’s Digital Future

8 in 10 Irish 
adults use the 

internet

3 hours
daily 

online
(personal time)

1 3
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That finding is consistent with what users reported through the Carzone.ie online survey.  A third said that 
they had switched car insurance provider within the last year. 

Shopping is the top internet activity among broadband-enabled Irish homes at 70% a percentage point 
ahead of accessing social media websites such as Facebook and Twitter.5 Increasingly, the content they 
access and marketing messages they consume are influencing both their online and offline purchasing 
behaviour.

That journey to purchase – be it online or offline – is being intensely analysed, as brands and their 
agencies reassess how they can influence consumer choice and buying decisions.  

Google is investing in multiple research and data analysis projects to understand new buying patterns 
– not only where purchases happen online but increasingly how online influences offline purchases. In 
2013 Google said it had commissioned around 75 studies into what it calls ROBO – research online, buy 
offline – within the past three years in Europe and north America using a range of different 
methodologies.  It has run  various trials with leading consumer brands and retailers to understand more 
how digital technologies and marketing campaigns are influencing traditional retailing.

5. The UPC Report on Ireland’s Digital Future
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Trend #2: Smartphones and tablets are game changers 

In 2013, Google made a significant change to one of its advertising tools, allowing offline data to be 
imported into AdWords for the first time and so allowing brands and agencies track the entire research 
to purchase offline journey.

Separately, the Consumer Barometer with Google tool enables brands and their advertising agencies 
understand how consumers with varying degrees of internet literacy are using the internet broadly as a 
research tool and more narrowly to research the purchase of different products. The tool allows 
comparisons between different categories and different geographical markets.

For the purchase of cars among all internet users in Ireland, the Consumer Barometer6  shows that among 
online consumers who had bought cars:

• 46% said that they did both online and offlineresearch before they bought offline.

• 35% did research online only.

• 3% did research offline only.

6. Consumer Barometer with Google
7. IAB Ireland: A Mobile Future
8. Eircom Household Sentiment Survey
9. 02 Media Christmas survey

Smartphone ownership in Ireland at 54% in mid-2013 ranks as the fourth highest penetration level in 
western Europe and is forecast to grow to over 62% by mid-2014. By the start of 2014 over 2 million 
adults in Ireland, or 61% of the population, had smartphones, according to the Eircom Household 
Sentiment Survey. 7

Tablet ownership is also on the rise – growing from 12% in 2012 to 40% by February 2014. The number 
of adults with access to a tablet is  estimated to grow from 1.4 million at the start of 2014 to 1.75 million 
by the end of the year.8 

For 16-34 year olds, mobile is described by Carat as “completely and overwhelmingly their first and most 
important screen, the one they care about most and use every hour of the day. “  Mobile is going to be 
an increasingly important part of brands’ media mix, providing “a new route to market but also a daily 
opportunity to improve the customer experience that they provide.”

41% of Irish smartphone owners say their primary use is more about the internet than communications 
(calls and texts). Among Irish smartphone owners, 55% said that they “showroom” – use their mobiles to 
check prices, read reviews or learn more about the product they are considering.9  
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Trend #3: Consumers take their homework seriously 

10. Digital Drives Auto Shopping,  Google Think Sights
11. Source: Carzone.ie user survey

In terms of car purchasing, research from the UK indicates that mobile phones are blurring the lines 
between online and offline research, with consumers doing some of their online research in dealer 
showrooms and on dealer forecourts. Half of UK car buyers used a smartphone for car research.  

Among US smartphone owners who shop around for a car, a third went online to review descriptions of 
particular models.10 Tablet and mobile promotions result in action among consumers. Several studies in 
other markets show that consumers are likely to call a car dealer or a supplier of parts and services, if 
such a feature was available on a smartphone search.

In Ireland, consumers have become fast adopters of mobile applications. Among Carzone.ie users, all but 
7% of site users access the internet via their smartphones, according to the user survey. By January 2014, 
there had been a total of over 413,000 downloads of the Carzone.ie apps, with the iPhone/iPad app 
accounting for 320,000 of those downloads.

In the region of 37% accessed the iPhone/iPad app at least once in the previous month.  Mobile is a 
significant source of referrals to dealers. Satisfaction levels with these mobile apps is high, with 89% 
either ‘very satisfied’ or ‘satisfied’ with the apps.11

 

Consumers don’t make snap decisions about purchasing a big ticket item – instead, they take their time 
to compare products, specifications, pricing and other factors before buying, online or offline. For a car 
purchase, the influence and buying cycle can take up to three years, according to research that Google 
has commissioned into car buying in various international markets.

42%
OF IRISH

ADUlTS USE 
TAblETS

(FeBruAry 2014)

1.75M
IRISH 

ADUlTS WIll 
USE TAblETS 

by EnD 2014

level of usage of tablet devices in Ireland
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What are the top online research sources for new and used cars?

new cars
Used Cars

A series of global studies in the major consumer markets show that consumers engage in a lengthy 
process of informing themselves.  In the UK study, the research found that buyers of new cars were 
engaged in pre-market activity typically for 18 months while “in market” activity was on average 2.7 
months.  Buyers of used cars tended to make quicker purchasing decisions, usually an average of 1.7 
months.

Digital channels – search engines, classified sites, manufacturer and review sites – were the top research 
source that enabled consumers to make decisions, ahead of dealer showrooms and recommendations 
from friends and family members. 12

For UK car buyers, classified sites are the top source (47%) that help them buy a used car but are also 
important when it comes to buying a new car, with 24% of buyers saying that they were a source.
Drilling down into the selection of features and specifications digital again is the top source – with 63% 
and 60% respectively of UK new and used buyers saying they use digital channels.  Video and social media 
channels are likely to grow and become a greater feature in influencing motoring decisions in the years 
ahead. 

Source: Use of the Internet in Car Buying, Google

12.  Use of the Internet in Car Buying, Google

Classified ad/listing sites

Search engines

Auction  sites

Car dealer sites

Car manufacturer sites

Consumer review sites

24%
47%

40%
38%

14%
33%

25%
27%

41%
21%

25%
18%
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What is the average time spent on site per visit by user?

Trend #4: Targeted search results influence buying decisions 

Sources: Adobe SiteCatalyst and comScore

13.  Carzone.ie user survey
14.  Average Cazone.ie visits drawn from Adobe SiteCatalyst data between January and December 2013; 
    average visits to auto manufacturing websites for Ireland drawn from comScore for period January to  December 2013
15.  Digital Drives Auto Shopping,  Google Think Sights

Research activities, such as checking car prices and researching car purchases, are among the main 
reasons why visitors go to Carzone.ie or the mobile apps.13  User behaviour on Carzone.ie shows that 
consumers are frequent visitors to the site and typically spend long periods of time on the site than is the 
case for other sites.

The average desktop visitor spends 12.2 minutes on Carzone.ie while on an iPad the duration of the visit 
is even longer at 13 minutes.  This compares with just 3.2 minutes on average for a visit to car 
manufacturer web sites.14  Traffic is strongest on weekdays, with peak traffic on Mondays (16% of 
average weekly traffic) for desktop and lowest on Saturdays (12% of average weekly traffic). There are 
slightly increased traffic levels on iPads at weekends but the broad pattern is similar.

Consumers conduct more pre-buying research than ever and rely on multiple touchpoints before they 
engage with a dealer or retailer.  In the US, a typical car purchaser has 24 such touchpoints, from 
comparing models to watching videos to locating a dealer.15 year on year, digital sources are growing in 
importance with consumers reporting a 20% growth in their use of search engines.  

12.2
minutes
carzone.ie

site

3.2
minutes

car 
manufacturer

sites
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% of people using search engines before purchasing

BOOKS

CInEMA TICKETS MOBIlE PHOnE SUBSCRIPTIOn

Source: Consumer Barometer with Google

Search Engine Optimisation (SEO) and Search Engine Marketing (SEM) fast track prospective purchasers 
to web pages and onsite search tools on classified motoring sites. Some 90% of US drivers who clicked on 
paid search terms were new customer prospects, according to one study.16 According to the Consumer 
Barometer, two-thirds of Irish car buyers who are online used an internet search engine before buying. 

The graphic above is taken from the Consumer Barometer in February 2014 and shows that 81% of Irish 
consumers who bought a car did research online before purchasing.  This is far higher than most other 
product categories that are tracked. For retail shown in the top left of the graphic, online purchasing 
varies between 59% for books and 66% for sports equipment. For technology shown in the blue top right 
of the graphic, online research varied from 70% for mobile phone subscriptions to 87% for 
computer hardware.

For media and entertainment shown in orange in the centre, it varied from 60% for cinema tickets to 83% 
for event tickets. The highest types of research conducted online are for holidays, from flights to hotels, 
all shown in light blue. Travel tends to be the highest category for all types of online activities across a 
range of studies.

While a search engine like Google is the gateway, consumers rely on search tools provided by classified 
sites such as Carzone.ie to identify highly specific requirements. Unsurprisingly, internet search engines 
are the top traffic referrer to Carzone.ie, accounting for 56% of traffic referrals.  

16.  Auto Aftermarket: Today’s Digital Driver, Google Think Insights

60%

61%53%

59%

66% 83%

72% 60%

82% 72%

53% 75%

97%91%

93%92%

78% 73%76%

79%76%87%

75%70%

CARS

81%
Among people buying cars in Ireland, 
81% did research online 
before purchasing
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Top number plates searched on Carzone.ie

Top car brands searched on Carzone.ie

Carzone.ie enjoys good brand recognition as evidenced by the fact that 39% of traffic is either direct or 
from users bookmarking the site. That brand recognition also comes through in terms of SEO – Carzone.
ie or variations on its brand accounting for seven of the top ten keywords for referral traffic on search 
engines like Google. 

An analysis of onsite searches on Carzone.ie and its apps reveals how “extended search” -- very specific 
research strings – dominate search behaviour. Typically, make, model, price and year among the top 
search terms.  BMW leads the way in terms of the top brands searched on Carzone.ie in 2013 while 
searches with 2008 plates were the most commonly searched. 

2008

2010

2013

2007

2011

26.7%

23%
19.3%

16.4%

14.5%

Brand

BMW
Volkswagen
Audi
Ford
Toyota
Mercedes-Benz
nissan
Opel
Hyundai
land Rover
Skoda

% of total searches

11.6%
10.7%
10.0%
7.3%
7.0%
6.7%
3.9%
3.8%
3.0%
2.7%
2.5%

bMW:
top brand
searched

on 
carzone.ie
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Trend #5: Media meshing provide opportunities for brands 

Media meshing, or multi-screening, is changing consumer behaviour and how they engage with brands 
and marketing messages.  

Typically, many consumers watching TV programming or advertising go online from their smartphones 
and/or their tablets for a range of follow-on actions from seeking more detail about a product or service 
to visiting brands’ own sites or other sites which are leaders within their categories.  

Clearer distinctions are being drawn between media meshing – where the second or third screen activity 
is related to TV content being viewed – and media stacking, where activity on other screens is unrelated 
to the TV content. A major Ofcom study17  in the UK found that female, younger audiences and from the 
ABC1 social categories are more habitual media meshers.  

Tablet users are more likely to adopt multi-screen adopters. A survey18  among 3,600 digital device 
owners conducted by the BBC World news found that 43% of tablet users say they consume more TV 
than they did five years ago. Most respondents said that they use tablets alongside TV. Irish media 
meshing habits are following trends in other markets. Among Irish smartphone or table owners, 89% said 
that they had browsed their chosen gadgets while watching TV while 80% said that they had browsed 
information which was relevant to what they were watching on TV.19 

It would be wrong to think that multi-screening is just about TV. A study by IAB UK found that the 
combinations were often smartphone and laptop (51%), smartphone and desktop (27%) and smartphone 
and tablet (20%).  Tracking consumer behaviour using wearable cameras and smartphone apps, the How 
people really use connected devices study concluded that use of multiple devices has disrupted the 
traditional purchase “funnel.”  As many as 78% of recent purchases “involved a connected device” with 
smartphones playing an important role in the research phase.

Brands are being advised by media planners to take account of consumers’ multi-screening habits.   
Mindshare’s Day in the Life of study showed that many Irish ABC1s are no longer watching TV in 
isolation – 37% say they also use social media, 37% were surfing the web while 33% were engaged in 
online search.  “This emphasises the importance for brands to adopt a multiscreen approach, ensuring 
they are with their consumer every step of the way,” Mindshare noted in its outlook for the Irish media 
landscape in 2014.

For media planners, TV and online are increasingly being seen as complimentary channels. Several 
studies have shown positive results for campaigns that use both TV and online.  In the Irish market, an 
Aegis Media/Amárach study for IAB Ireland assessed consumer responses to three campaigns that used 
both TV and online. It concluded that across key advertising metrics – advertisement assessment, 
emotional impact and behavioural impact – “there is a perceptible enhancement of advertising 
performance amongst those who saw the ads both online and on TV versus those who saw the campaign 
through TV only.”

17.  Ofcom Communications Marketing Review 2013
18.  BBC World Service study 2013
19.  IAB Ireland A Mobile Future
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Source: Adobe SiteCatalyst, 2013

Carzone.ie peak traffic aligns to peak Tv viewing time

Already, Carzone.ie attracts advertising from brands that recognise its role as a complementary channel 
for car and car-related campaigns. The digital analytics shows that traffic peaks on Carzone.ie in the 
evenings when TV audiences also spikes. Some 43% of daily visits occurring after 7.00p.m and 10.00p.
m.is the high point of the day.

The Carzone.ie survey confirms that it has a qualified audience for car and car-related brands.  The user 
survey shows that 45% of the site’s audience had bought a new or second hand car within the past year.  
However, other purchasing behaviours among the audience within the past 12 months shows Carzone.
ie’s relevance to non-car brands:

• 57% had bought a flight or hotel.

• 44% had bought a new smartphone.

• 30% had bought new furniture or home furnishings.

• 26% had bought home or other non-car insurance.

• Tablet computers (25%), PCs or laptops (24%) and new broadband services (24%) were other 
popular purchases.
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06 SURVEy FInDInGS

6.1 Audience profile of Carzone.ie

gender split of the Carzone.ie audience

Location split of the Carzone.ie audience

Carzone.ie users were invited to participate in an online survey designed to profile the site’s audience, 
understand their online behaviour, purchasing patterns and their perceptions of Carzone.ie.
The survey was promoted by email, on the site and through its social media accounts and was 
independently established, managed and analysed by AMAS.  It attracted a high response, with some 
2,585 completed surveys received.

The survey shows that Carzone.ie reaches a highly-qualified audience. Users are more likely to be male 
and:

• Belong to the ABC1 social classification

• Be decision makers in terms of household spending

• Have made a range of significant purchases over the previous 12 months, from holidays to 
smartphones, broadband and other non-motoring products and services

The survey showed that 72% of Carzone.ie users are male and the most (63%) are aged between 25 and 
44.  Slightly more than a third (35%) of users are Dublin-based, with a balanced geographical spread 
throughout the remainder of the 32 counties and with less than 1% audience from outside of Ireland.

28%72%

Dublin

35%

leinster
(rest)

Munster Connacht Ulster Other

24% 24%

9%
7% 1%
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Age profile of the Carzone.ie audience

Demographic classification of the Carzone.ie audience

65% of users belong to the ABC1 demographic classification, with 10% classified as C2s.  Most users, 
some 60%, work full time while the self-employed including farmers account for 11%.
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Household spending role of the Carzone.ie audience

Household income of the Carzone.ie audience

The vast majority of Carzone.ie users are involved in making decisions about household spending.  62% 
said that they were the joint decision makers with their partners or another member of the household 
while 31% said they were they were the main decision maker.  

In terms of the scale of their household incomes,  43% of Carzone.ie users have annual incomes of more 
than €50,000 per annum.  A further 31% have incomes of between €30,000 and 50,000.20

20.  17% of the sample decided not to give their household income and were excluded from these calculations and from the 
graph

Joint decision maker

Main decision maker

not decision maker

62%31%

7%

0 5 10 15 20 25 30 35

22%€70k plus
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€30k - €49k

under €30k

21%

31 %

25%
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Purchases made by the Carzone.ie audience in the past 12 months

6.2 Online behaviour

The survey showed that Carzone.ie users are:

• Heavy online users who routinely access the internet every day by a mobile or tablet.

• Regularly buy goods and services online.

• Use the internet as a key research tool.

• Show a preference for Irish sites when researching purchasing decisions.

Asked about what they have bought over the previous 12 months, the survey reveals that Carzone.ie 
users are significant purchasers of a broad range of consumer goods, not just cars and car-related 
products and services.  Holidays rank as the top purchase at 57%, followed by smartphones (44%).  Among 
other significant non-car purchase are furniture or household furnishings (30%), home or other non-car 
insurance (26%),  tablet computers (25%), PCs or laptops (24%) and new broadband service (24%).

A total of 45% of Carzone.ie users bought a car within the previous 12 months – 9% of the sample bought 
a new car, while the remainder bought a second hand car.  A third of the sample switched their car 
insurance from another provider.
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Time spent online by the Carzone.ie audience each week

Frequency of the Carzone.ie audience using mobile to access the 
internet

On a typical week day, a majority of Carzone.ie users  (52%) are online between one and three hours a 
day.  A further 20% spend between three and five hours online a day while 19% estimate that their daily 
usage for a typical weekday exceeds five hours. The usage patterns are not greatly dissimilar for 
weekends.

Mobile and tablet usage is very high among this audience, with only 7% saying that they do not access 
the internet via a mobile or tablet device.  70% said that they use a smartphone or tablet regularly (at 
least three to five times a day).
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6.3 use and perceptions of Carzone.ie

Online buying frequency of the Carzone.ie audience

The survey showed:

• Positive user feedback to Carzone.ie, its mobile apps and social media channels.

• Regular use of Carzone.ie  channels with 38% of users saying they visit the site at least once 
a week and 20% stating they are familiar with Carzone.ie mobile.

• Searching for used cars and checking car prices are the most popular features on Carzone.ie.

The frequency of visits to Carzone.ie indicates the site is a popular destination.  Asked how regularly they 
had visited the site over the past 12 months, 38% responded that it was at least once a week, 15% said at 
least once every two weeks and 20% said at least once every three to four weeks. Irregular users – those 
who visit the site less than once a month – accounted for 28% of the users surveyed.

The overwhelming majority of site users, some 94%,  buy goods or services online.  Almost two-thirds, 
some 64%, make an online purchase at least once a month. 

Online is the research tool of choice when deciding to buy and Irish websites are considered important.  
46% said that they had a preference for mainly using Irish sites, while 34% declared themselves neutral 
on the issue.  Comparing different products is an important part of the buying cycle, with 93% confirming 
that it is part of their purchasing behaviour.
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Occasionally
65%36%
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Frequency of visiting Carzone.ie

Frequency of use of Carzone.ie apps

Turning to the Carzone.ie mobile apps, 59% said that they had used them.  Among app users, 49% 
described themselves as regular users, using the apps at least twice a week, with 33% describing 
themselves as less regular users (using the apps only once or twice a month).  Just 18% said that they use 
it less than once a month.

Asked to rate the app, 46% said that they were very satisfied and 43% saying they were satisfied, with 
9% being neutral and under 3% expressing some dissatisfaction
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weekly

fortnightly

Three/four weeks

Every three months

Every six months

less frequently

38%

15%

20%

14%

7%
6%

49%regularly

33%less regularly

18%rarely

0 10 20 30 40 50

very satisfied

Satisfied

9%Neither

2%Dissatisfied

1%very dissatisfied

49%

43%

0 10 20 30 40 50



23THE ROAD FROM RESEARCH TO PURCHASE22

reasons for visiting Carzone.ie

Research activities dominate the usage of Carzone.ie, with researching the purchase of a new car the 
most common activity at 73%, followed by:

• 64% Checking car prices

• 30% Reading car reviews

• 26% Selling a car

• 24% Researching the purchase of a new car

• 22% Comparing car specifications

Survey participants were asked to rate various features and functionality on Carzone.ie and the 
responses indicate very high satisfaction levels.  Asked about site navigation, 92% of the sample said 
that they were either “very satisfied” or “satisfied”, while the site’s search function achieved a 
satisfaction score21  of 90%, content scored 91% and design scored 87%.

21.  A combination of those who said they were either very satisfied or satisfied
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Carzone.ie scored very highly on trust, the scale and comprehensiveness of its car database and the 
benefits it offers to consumers in terms of researching the purchase of a new or used car. Views were 
then canvassed among respondents about their perceptions about Carzone.ie, through a series of 
statements about the site and options about agreement, disagreement or neutrality.  

Turning to the social media channels (Facebook and Twitter), slightly more than half of the respondents 
ranked their satisfaction levels.23   An open-ended question sought suggestions on how Carzone.ie could 
improve its service. In the region of 28% of the respondents opted to leave an answer but the 
overwhelming majority (over 80%) of the comments were complimentary.

21.  A combination of those who said they were either very satisfied or satisfied
22.  A combination of those who strongly agreed and agreed with the statement
23.  30% of the sample said that they didn’t use Carzone.ie’s social media channels and 19% said that they were not aware of 
them
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