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DLR West Business Association
Nutgrove | Churchtown | Ballinteer

Our Vision Our Mission

We are the organisation of major influence & impact in the sustainable We empower, connect, promote and represent businesses through
development of Nutgrove, Ballinteer & Churchtown as a desirable place to access to resources, networking & ensuring businesses have a strong
work, live, play, shop, visit & a great place to do business. voice dealing with local & national issues.

Our Values
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Members Inclusivity Being supportive
We are committed to delivering We create an environment We actively assist and encourage each
exceptional service and where all are welcome and other to achieve through fostering a
experiences. collaborate effectively. positive outlook.
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Integrity

We uphold ethical standards, show

respect to others, and maintain an

accountable, open and transparent
culture.
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Member Benefits:

Become a
. - Raise your profile through joint Member Today!
promotions and member showcases Scan the QR code
. - Meet local peers, collaborate, to Join.

and access training opportunities

. - Gain insights, shared expertise, and
access to mentoring

. - Be represented in key local
decision-making and planning
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Targeting Your Customers
Using Research

How to spend as little as possible to
find out as much as possible !

July 2026
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About Me

il

CEO OF AMARACH | AM CHAIR OF BRIDGE | HAVE MORE DEGREES
RESEARCH ENTERPRISE CENTRES SINCE THAN A THERMOMETER.
(WWW.AMARACH.COM) 2025. ALSO CHAIR OF IRISH
SINCE 2005. JOINED YOUTH FOUNDATION
AMARACH IN 2000 AFTER A (WWW.IYE.IE) ; EPILEPSY
DECADE IN AIB BANK. IRELAND

(WWW.EPILEPSY.IE) AND
THE SOCIAL FINANCE
FOUNDATION
(WWW.SFF.IE). SECRETARY
OF HERITAGE CREDIT UNION
(WWW.HERITAGECU.IE)



http://www.amaracjh.com/
http://www.iyf.ie/
http://www.epilepsy.ie/
http://www.sff.ie/
http://www.heritagecu.ie/

Goal of Today

® To give you a framework within which you can
consider sources of market research.

® To identify what is already out there and is always
worth a look.

® Issues to consider when thinking about consumer
research.

® Issues to consider when thinking about business
research.



Ultimate Goal of Every Market Research Project
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e Which youtneed to know
e Which help explain

It has to be tO — What you should do next

— What you shouldn’t do next ,

find things OUt. — Who your competitors are

— How your competitors do things

— The size of the market.
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| e |ts about the bad news, not the good news. My job as a market researcher is
" more often to break bad news rather than good news.

CO re p ri n Ci p | e S : e |t should help you find your point of differentiation.

e Trends and relativities can be as important as absolute numbers. An absolute

number without context can be misleading.



These are the cogs




Sources of Data:
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Understanding the Context

® All organisations operate in a context.
— Is the market growing or contracting?
— Is the market becoming more competitive or
less?
— What are the driving forces for change:

* Regulatory change (attitudes to tobacco).

* Technology change.
* Market Change (e.g. school books).

® How does government view the sector:
— Positively, negatively or not at all?

D Is government a customer — for business services;
grants; where there is market failure etc.
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Every Arm of Government produces data worth considering — and it is all free!

Az dir

® Much depends on the nature of the market that you are in
— Retail — it could be micro area plans — Bus Connects etc.
Very local but there is much information on the area and
the demographics.

® Local Government
— Local Development Plans (www.dlIrcoco.ie)
* Road lans; housing plans; population projections
* Interactive maps
* Written statement — Dundrum Area Plan
* CMH Site
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Census of Population — from national to local

® Huge focus on the 1926 Census — actually the 2022 version is more relevant!
— https://census.geohive.ie/pages/census2022

_ ) Independent
® Huge amount of information about your catchment area e.g. Ireland and the
1926 census

— Population.

— Socio economic profiling.

— Behavioural characteristics. Ory
® For interactive localized mapping of disposable wealth down to your specific Of US

street block, consult the CSO PxStat Geographical Income Profiles Portal.
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https://census.geohive.ie/pages/census2022
https://census.geohive.ie/pages/census2022
https://www.cso.ie/en/releasesandpublications/fp/fp-gpiihi/geographicalprofilesofincomeinireland2022-householdincome/keyfindings/
https://www.cso.ie/en/releasesandpublications/fp/fp-gpiihi/geographicalprofilesofincomeinireland2022-householdincome/keyfindings/
https://www.cso.ie/en/releasesandpublications/fp/fp-gpiihi/geographicalprofilesofincomeinireland2022-householdincome/keyfindings/

Economic Data

® There are multiple sources

— Based on real behaviour rather than reported
behaviour — which is fundamental. Look at savings
ratio versus reported consumer confidence.

— Include sources such as

e Central Bank (Consumer Spending; Saving;
Inflation Projections; Unemployment;
Economic Forecasts).

* OECD (All of the above plus comparative
national analysis).

* CSO (Retail Sales — volume & value; inflation).

* IBEC / ISME — data on sectors.

— The real challenge is to move from macro down to
your market.
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Ireland is still anomaly

Consumer Spending Growth: Forecast Comparisons

2.3%
1.9%
1.8%1.8%
1.0%
0.8%
0.6%
0.5%
4% 4%
Ireland Germany Eurozone USA

W 2026 W 2027

Source: OECD, June 2026

® Irish consumer spending prospects continue to
be far more positive than for other, key
markets with the exception of the USA.

® Growth prospects for the UK remain very
vulnerable to even slight increases in inflation,
higher taxes or lower consumer confidence.

@ Ireland’s economic fortunes are tied to the
eurozone, and again Ireland stands out as an
anomaly: Germany and the eurozone as a
whole face an anaemic spending outlook,

vulnerable to even a modest uptick in inflation.

14
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Consumers not as confident as economists

Irish & Eurozone Consumer Confidence Compared

Saranry 110 My 3036 ® But despite the positive economic

headlines, consumers in Ireland are
now as gloomy as their eurozone
counterparts.

50

00 ® The ‘cost-of-living crisis’ hasn’t gone
away, and the overall rise in energy
and fuel prices since the start of the
Iran war has cast a pall over

o sentiment in general.

D Indeed, Irish sentiment is now as
negative as it was in the early days of

the Ukraine war.

-20.0

® Over 450,000 more people working
here compared to pre pandemic
numbers.

s umer Confiderce Euromne w—Conaurmer Confidence Ireland

15
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Source: European Commission, May 2026



Irish retailers more bullish than their Eurozone counterparts

Retailer Confidence Eurozone & Ireland Compared
January 2019 - May 2026 . .
s ® In contrast to Irish consumers, Irish

retailers are much more bullish about
their prospects.

® Similarly, they are more positive than
their eurozone counterparts which
partly reflects the more buoyant
consumer spending background for
Ireland vs the EU.

0.0

-10.0

® This bodes well in the short run for
retail sales generally, though the
impact of inflation may hide deeper
trends.

e Rt iler Confidencs Euramne e it 4 iler Coonfi die nee Ireland

Source: European Commission, May 2026 16
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Retail spending mainly driven by rising prices, not volumes

Retail Sales Trends January 2022 - April 2026

All businesses excl. motor trade, Seasonally Adjusted
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Source: CSO Retail Sales Index

® Looking in more detail at retail sales, it
is clear that much of the recent
growth driving retailer confidence is
simply due to rising prices.

® The trend lines are clear: the gap
between the indices for value and
volume are widening.

® All this is contributing to the cost-of-
living crisis which hasn’t gone away
for most since it surfaced in early
2022.

17
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More inflation expected

@ Irish consumers feeling the pinch from inflation more than eurozone counterparts...

Irish & Eurozone Inflation Perceptions Compared Retailer Pricing Expectations Eurozone & Ireland Compared
January 2019 - May 2026 January 2019 - May 2026
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Q. How do you expect the prices you charge to change over the next 3 months?
0.0 2
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® ... while Irish retailers intend putting up the prices they charge more aggressively than eurozone counterparts

Source: European Commission, May 2026
18



So in summary - official and free data can give you.

® Catchment area analysis.
® Economic forecasts.

® Customer profiles.

® Catchment demographics.
® Forecasts.

® It is not about being right — it is about understanding the
context and being ready.

19



Other ‘Free to Air’ Sources

® Multiple companies provide sources of information.

® The Big 4; Industry / Trade Associations (e.g. Marketing Institute;
Hospitality).

® Be wary of global studies with an Irish presence — sample sizes can be so
small as to be meaningless they can be beautifully produced.

® Always done with a purpose — just bear that in mind.

> )
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25 years of research

Just One

MAY 2026

Just one thought...

We have a bumper edition of Just One for you this month. Throughout May
we have seen a flurry of reports, studies and commentaries featuring our
research on behalf of our clients. Topics range from all Ireland views on the
future our relationship with the EU to new retirement realities to the benefits
of remote working. And lots more besides

Be sure to check out our archive below for all the studies and reports we
have contributed to and shared over the past year. As ever, Amarach will be
there to support you as you navigate the opportunities and challenges that
lie ahead.

Just one infrastructure...

Ireland’s digital infrastructure is increasingly vital to the future we want: as
explored in this report with Jim Power for Digital Infrastructure Ireland.

Just one island...

Qur annual survey for European Movement Ireland tracks significant
changes in sentiment about the EU on both sides of the border.

Just one Al...

Amadrach talked about the age of Abundant Insight now available to
marketing practitioners at a ‘lunch & learn’ event for the Marketing Institute.

20



The Market:
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Context Leads to Market

® There isn’t a clear division between the market and the context.

® You need to understand the structure of the market — the
players; the changes that have happened to those players:

— Professional services firms (e.g. accountants, solicitors and
financial brokers all are markets that are undergoing huge
change).

— Who is on the way up and who is static or not moving?

® Some sources may be data led — downloading financial accounts.
Abridged accounts can provide clues rather than hard evidence.

® You are moving into qualitative research, which can be just as
valuable as quantitative and more up to date.
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Things that can be found out and made easier by pretty basic Al

B = o

® Organisation structures.

@ Scale of organisations.

® Press announcements of activity and deals.

® You need to develop sources of information on
your sector:

— Trade press, industry organisations;
professional bodies.

® You should be able to




Targeting your rC
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Customers:
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B2B or B2C

@ Ifitis B2C, it is more straight forward.
— Short online survey using one of the survey tools.
— Don’t lead the witness (On a scale of 1 to 5 how
great are we isn’t a question!).
— Need a good sample size!

® Could also consider focus groups (to have a more
detailed discussion about the services that you
provide —and how they could be changed.
— Much harder to organise than people anticipate.
— Don’t just ask people you know and like.
— Alonger discussion, preferably held on neutral
ground. Minimum of 8 in a Group.

@ Can also explore with them their attitude to
competitors.




B2B - talk to them with ground rules

@ | think you need to talk to the customer with ground rules.
® This is separate to a sales exercise — although it should lead to sales in the future.

@ It is a qualitative research exercise — not a survey
— You go with a definite improvement or understanding agenda in mind
— It’s a meeting set up for this purpose — not tagged onto something else
— Max 30 minutes
— You go minded to listen.
— You have to create a climate of trust.
— You have to be prepared to hear bad news and not be defensive about it.
e JFK - ‘the time to repair the roof is when the sun is shining’.
— And you have to be prepared to demonstrate to them that you have changed.



® That you bring nothing to the meeting.
— You can assist in setting the agenda by weaving in the context and market
components.

@ That they see it as an opportunity to solely drive down price.
— Think that this can be part of the discussion, but you need to get beyond it

@ That they are unclear about the nature of the discussion:
— The tone or climate of the meeting is established in the set up.
— The rationale for the meeting may also be triggered by something that you have
learned in the context or market.
— Can send them some of the questions / topics in advance.

@ That you respond negatively to criticism of your organisation or your staff.

@ That you stick too rigidly to your agenda — come with a discussion guide not a
guestionnaire.

@ Confidentiality is key:
— Tell him / her that you are one of a number of discussions that are taking place.
— If you break trust, you will do serious / irreparable damage to the relationship. g™

L e—

@ People in your own organisation think it is something different.
— You need to protect the integrity of the conversation.
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Benefits

@ You may think that everyone knows everything about your organisation — | can guarantee you that they don’t!
— You can talk about the change processes typically underway and how things are different
— You can demonstrate an openness to change
— You can build a relationship in a non price context

@ You can understand the decision cycle — and understand when next major purchase processes will take place
— E.g. public

@ It demonstrates a respect for them as a customer (or potential customer) that that you have sought out their opinion.
® You can learn about their perspective on the market (and the internal pressures that they are under)

® You will find out how you are performing relative to your competitors.



Outcomes

® Out of these programmes (which should be continuous in my

view) you should get:
— A clear understanding of the strategic drivers for change in

the market.
* B2C - demographics; economics; spending patterns.
* B2B —industry change; procurement patterns; the role
of technology change.
— Industry change — nothing stays the same — you are not
selling to last year’s business — you are selling to next year’s.
— What customers actually want; what others are doing that is
different to you; what they don’t want and how you are

perceived.

® Which should lead you to shape and sharpen your proposition.

29
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Heritage Credit Union

Know You « Support You « Owned by You

DLR West Business Association ¢ Second Tuesday < 14 July 2026

Alan Roche, Chief Executive Officer



Who we are

€253m 58,000 60+ 11

communities, one credit

in assets members years serving Dublin union

Member-owned. Not-for-profit. Decisions made here, by people who know the area.

Know You Support You Owned by You

In branch, on the phone, online — Every member is an owner. We answer
reachable across our Dublin to members, not shareholders.
communities.

Members are people, not accounts.
Conversation before product.

Heritage Credit Union Limited < Credit Union House, Main Street, Rathfarnham, Dublin 14 < heritagecu.ie



For the people behind your business

Average loan decision turnaround.

Same da y ® Apply online end to end — open banking, no paperwork in most

cases.

For you When it cannot wait For your community
Savings, term deposits, current The van dies, the job needs kit, the Owned by 58,000 of your neighbours
accounts, loans and mortgages — opportunity will not hang around — and customers. Profits returned to
one local relationship for all of it, with decisions from people who members, not shareholders.

people who know you. understand self-employed income.

Lending decisions made locally ¢ Talk to us: 01 490 0162 - heritagecu.ie



ONE MEMBER'S STORY

John runs his own business. His wife is a nurse. One child.
Seasonal income and for the banks, that was the end of the
conversation.

He sat down with us. We looked at the complete picture: the
business, the household, the full year — not one payslip.

They are living in their house today.

Self-employed is not a complication to us. It is who we serve.



THANK YOU

Thank you to DLR West Business Association, and to Amarach Research for this morning's session.

Sixty-three years here.
Worth a conversation.

Five minutes over coffee is all it takes to see what Heritage can do for you.
Or join online tonight at heritagecu.ie.

Alan Roche ¢ Chief Executive Officer ¢ alan.roche@heritagecu.ie * heritagecu.ie

Heritage Credit Union Limited is regulated by the Central Bank of Ireland. Reg. No. 42CU. Credit Union House, Main Street, Rathfarnham, Dublin 14.



UPCOMING EVENTS

DLR West Business Association ,/, B R I D G E %

Nutgrove | Churchtown | Ballinteer ENTERPRISE CENTRES

Second Tuesday: _ :
@ What to Expect in a WRC Inspection First Aid & AED Course €65pp @

Manual Handling Course €40pp Webinar: Team development and @

culture

Second Tuesday: Member Showcase - : -

Entrepreneur Drop in Clinic
Marlay House
SME Owners’ Series: Webinar: How to Optimise Your Company’s
Management Reporting LinkedIn Profile to get Greater Engagement
GETTING PAID: Credit Control Webinar: Health & Safety - What Every
Masterclass Small Business Owner Needs to Know

SME Owners’ Series: Webinar: Future-Proofing Your SME:
Strategy for Growth Innovation, Al & Strategic Growth




SCAN TO BOOK




DLR West Business Association

Nutgrove | Churchtown ' Ballinteer

SECOND TUESDAY EVENT

What to Expect in a WRC Inspection
with SME Advisor Mark Fiedling

AN
INSPECTOR
WRC: Workplace Relations Commission CALLS‘

Learn all about WRC Inspections — NOTIFICATIONS, UNANNOUNCED, WHAT RECORDS,
BE PREPARED to ensure your business is ready for THE INSPECTION.

17 Tue, Aug 11th
PREPARING NOW ENSURES YOU AVOID: 1) 8:30am
_JFinancial penalties -
_|Reputational damage
|Crisis management
- |Compliance orders
- |Disruption to your business




DLR West Business Association

Nutgrove Churchtown Ballinteer

THANK YOU
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