PAGE  

[image: image1.jpg]2009

Republic of Ireland

Introduction

Fieldwork period:
October 2008 to April 2009

P 4 i S A
7 1
24 J .9}51 ¥’
ol PR ] (g% ’
e | i H
) "/ ] "
S s )
0 jv')-'
»





[image: image2.jpg]OTHER BMRB SERVICES

Target Group Index

The TGl is designed to increase the effectiveness of marketing operations by identifying and ‘describing’ specific target groups
of consumers, their newspaper and magazine readership, their TV-viewing habits and the extent to which they see or hear other
media. It is based on a random- location sample of 25000 adults each year.

Northern Ireland TGI
Like the ROI TGI the concept is the same, with variations in brands to reflect the local market. The sample size is 2000 adults.

UK TGI
A database created by combining data from the GB and Northern Ireland surveys. The sample size is 27000 adults.

All Ireland TGI
A database of 32 counties created by combining the TGI data for Northern Ireland and the Republic of Ireland. The sample size
is 5000 adults.

Global TGl
In recent years TGl has expanded internationally and now operates in over 60 countries worldwide with 700,000 interviews a
year representing the behaviour, motivation, and attitudes of over a billion consumers

Premier TGl
Established in 1987, Premier TGl is an annual survey of adults from the opinion-leading and high-spending A and B social grades:
providing detailed and exclusive information on luxury brands, consumer behaviour, media exposure and attitudes.

Youth TGl
Youth TGl is a biannual nationally-representative survey of 7-19 year-olds in Britain. Established in 1993, Youth TGI provides
valuable insight into the product usage, media habits, lifestyles and attitudes of the 7-19 market.

TGI Recontact
TGI Recontact administers additional questions to a specific sub- sample of TGl respondents. The results are then merged with
the full TGl data set, making them available for analysis alongside standard TGl variables.

CHOICES
CHOICES is our own PC-based software package, offering users the potential to cross-analyse anything with anything else on
the survey. A variety of media and targeting programs are included within CHOICES.

Omnibus
Face-to-Face, Telephone, Online and Youth omnibus surveys are run every week. All fieldwork uses high quality sampling
procedures and the latest technology. Results are available within 24 hours of the end of fieldwork.

Ad hoc research

Whether your requirements are consumer, business-to-business or social research, it's worth talking to BMRB. We deal with a
wide range of market research problems that need quality of thinking and the application of relevant methodology to provide
creative solution.

Qualitative research
The qualitative research team are a team of experienced researchers backed by the resources of BMRB who draw upon TGl data
to help define target groups or even recall individual TGI respondents to conduct depth interviews.

Ealing Gateway
26-30 Uxbridge Road, Ealing
London W5 2BP

www.bmrb-tgi.co.uk | tgihotline@bmrb.co.uk
Telephone 020 8433 4000 | Fax 020 8433 4003 ?
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1.   THE TARGET GROUP INDEX
1.1 
PURPOSE AND DESCRIPTION
The aim of the TGI is to increase the efficiency of marketing operations, particularly in the sphere of advertising, by helping to identify, describe and reach target groups for advertising and other promotional activity.

In this, the 2009 survey in the Republic of Ireland, which was conducted between October 2008 and April 2009, information was obtained from adults about their purchasing of all major products and brands and their use of services.  In addition, information on their demographic characteristics and media exposure was also collected.

By providing single-source marketing and media data the TGI will help to identify, describe and reach target groups for advertising campaigns.  Advertisers will obtain the facts about their current range of products and will learn about other markets which provide opportunities for expansion.  Agencies will receive comprehensive information on all their major accounts and on markets which are new to them.  Media Proprietors will get data which may enable them to state the case for advertising in a particular newspaper or magazine or on television or radio, wherever advantages in coverage or selectivity can be demonstrated.

As the TGI aims to continue as a permanent service (fieldwork for the 2010 survey commences in October 2009), it has the advantage of providing trend data over the years.  Although one of its attractions is the basic simplicity of the standard data provided, enabling rapid comparisons to be made between different demographic groups, categories of users or media vehicles, the TGI is also a vast bank of consumer information which may be used for additional analysis of the most sophisticated kind.

In outline, the TGI works as follows:

Organisation:  Fieldwork is conducted by Millward Brown Lansdowne (formerly Millward Brown IMS), a representative sample of adults being contacted throughout the Republic of Ireland.  Most demographic information is collected at the contact interview stage – with a self-completion questionnaire then being posted out or left with the respondent.
Full methodological details will be provided upon request.
Questionnaire:  Questions on products, services and activities establish the respondent's use or ownership of, or participation in them.  In the case of branded fields, which make up the greater part of the questionnaire, questions on frequency or weight of product use and on 'brand used most often' and 'other brands used' are asked.  In other fields the respondent is asked about expenditure or quantity bought or visits made and, where appropriate, about the person who made the buying decision or about gifts.

The design of press media questions is similar to the NRS survey in Great Britain.  The frequency question is identical but the recording of average issue readership is on a shortened scale.

TV questions ask about average viewing on Monday- Friday, Saturday and Sunday divided into 8 viewing segments from 6.00am to 5.59am for each of the main channels and Satellite, Cable and Digital TV.

Commercial radio questions cover days listened, number of hours listened per day, listening times, type of station and type of music listened to.
The demographic classifications include all the breakdowns in common use and several others of value in all or some fields - for example, home ownership, highest level of educational attainment and household income.


2.  THE SAMPLE

2.1
THE UNIVERSE

The universe is the adult population aged 15 years and over residing in the Republic of Ireland.

2.2
SAMPLE DESIGN

Fieldwork was conducted over 2 separate periods - October to December 2008 and January to April 2009. 

For each Wave of fieldwork, placement of the TGI booklet with eligible respondents was achieved through a dual approach employing both CATI (Computer Assisted Telephone Interviewing) and face-to-face contact interviews.
In the case of both methodologies, quotas were set to ensure that the final TGI sample was nationally representative of the adult population aged 15 and over living in the Republic of Ireland.  

Sex

Male


Female

Age

15 - 24


25 - 34


35 - 54

55+

Social Class

AB (Upper middle)


C1 (Lower Middle)


C2 (Skilled working)


DE (Unskilled)


F (Farming)

2.3

WEIGHTING

The sample was weighted to represent the demographic characteristics of the population of the Republic of Ireland.

2.4

ANALYSIS OF THE SAMPLE

The table overleaf shows a comparison between:


(i)

The 2006 census data (updated by the C.S.O.) of the age profile with the TGI profile after weighting.

(ii)

The estimates of social class from JNRS 2008/09 with the TGI profile after weighting.





ANALYSIS OF THE SAMPLE – DEMOGRAPHICS

	
	Population
	TGI Respondents

(Weighted)

	
	
	
	

	Sex*
	%
	‘000
	%

	Adults
	100.0
	3,532
	100.0

	Men
	49.4
	1,744
	49.4

	Women
	50.6
	1,788
	50.6

	
	
	
	

	Age *
	
	
	

	15-24
	16.9  
	597  
	16.9  

	25-34
	22.3  
	787  
	22.3  

	35-55
	34.4  
	1214  
	34.4  

	55+
	26.5  
	934  
	26.5  

	
	
	
	

	
	
	
	

	Social Class**
	
	
	

	AB 
	13.5
	477
	13.5

	C1
	27.7
	980
	27.7

	C2
	24.0
	848
	24.0

	D
	15.2
	536
	15.2

	E
	11.6
	409
	11.6

	F
	8.0
	282
	8.0

	
	
	
	

	Region#
	
	
	

	Dublin
	27.9
	987
	27.9

	Rest of Leinster
	26.5
	935
	26.5

	Munster
	27.7
	980
	27.7

	Connaught/part of Ulster
	17.8
	630
	17.8

	
	
	
	
	
	
	


Source:

*
Central



**
JNRS/Agreed AIMRO figures



#
Agreed AIMRO figures based on estimates

3.   THE RESULTS

3.1
PRODUCT AND BRAND DATA

Product and brand information in the TGI is based on numbers of users, and caution should therefore be exercised in comparing it with estimates of market size and brand share from other sources.  The TGI provides data about the number of users of a product, not the volume of consumption.  The counts for brand(s) used most often and others used in the past six months are shown in the Summary Volume.  From these it will be apparent that in many fields some respondents have more than one brand which they use most often.  In addition, they show the ratio of most often used to others used frequently for brands in the same field.

Product fields are defined in terms as meaningful as possible to respondents, and where there are doubts over such a definition a broad classification has been generally preferred to a narrow one (e.g. shampoos as a whole, rather than medicated shampoos and non-medicated shampoos).  It is, of course, possible to re-define or split product fields in any way, by special analysis if necessary.

(a) Common Analyses

In a typical branded field, respondents are classified as heavy, medium, light and non-users of the product.  Common analyses include the following:

(A) the sample size and the estimated number in the population which use a given product/brand

(B) the profile e.g. the percentage of ABs or readers of a particular newspaper

(C) the penetration e.g. the percentage of ABs or readers of a particular newspaper who are heavy users of a product

(D) the index of selectivity e.g. the relative penetration of a product/brand amongst a particular demographic group, compared to the population as a whole

(b) Definitions 
Adult:  Any person aged 15 or over.

Chief Income Earner:  This is based on information given by the respondent to the interviewer concerning the member of the household, related to the respondent, who has the largest income.

Social Grade:  Social grade is assessed by the interviewer when attempting to place the questionnaire and is therefore based on information given personally and verbally by the respondent.

Occupation details are collected for the related member of the household who has the largest income.  If the Chief Income Earner is retired it is based on his or her former occupation.  If the Chief Income Earner has no formal occupation, social grading is assessed based on his/her main source of income. 

Interviewers are supplied with a list of occupations within industry to guide them in their assessments of social grade.  In comparing the survey sample with other sources it should be remembered that definitions may differ between research organisations.  Social grade is checked by Millward Brown Lansdowne’s coding and editing office staff.
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A

 

B

 

C1

 

C2

 

D

 

E

 

Social Status 

 

Upper middle class

 

Middle class

 

Lower middle class

 

Skilled working class

 

Working class

 

Those at lowest levels

 

of subsistence

 

Occupation of  Chief Income Earner

 

Higher managerial, administrative or 

 

professional

 

Interm

ediate managerial, administrative 

 

or professional

 

Supervisory or clerical, and junior 

 

managerial, administrative or professional

 

Skilled manual workers

 

Semi and unskilled manual workers

 

State pensioners or widows (no other 

 

earner)

 

Social 

 

Grade

 

F 50+

 

Farmers of

 

large farms

 

Farmers of small

 

farms

 

Farmers or farm managers of

 

holdings of 50 acres

 or more

 

F 50

-

 

Farmers or farm managers of

 

holdings less than 50 acres;

 

farm workers/labourers

 


The table below defines the eight social grades used.  The relationship between social grade and net income of the Chief Income Earner is a complex one.  Please note that income is in any case not a determinant of social grade.
Geographical Classifications: In all cases, the geographical location of a respondent’s primary residence is assessed by the fieldwork supplier and reported using a number of standard classification systems based upon current CSO definitions.

It should be noted that, in the case of County Boroughs, these are abbreviated with a C/B in the database. Since this appellation refers to areas falling within the boundaries of given cities within a province, we also report separately on 3 such areas within Munster. These relate to the following:
Munster C/B  (1) 


Limerick 

Munster C/B  (2)


Cork

Munster C/B  (3) 


Waterford




The below is an extract from the Introduction Volume to ROI TGI 2009. Fuller methodological details can be made available on request to end-users of the data by request to Arts Audiences.
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