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Quantify the role of the internet in 
the TV purchase process 

1 

Identify the differences between those 
that use the web in the purchase 
process vs those that don’t 

2 

Objectives and Methodology 
Objectives 

Methodology 

357 offline TV purchasers @ Fnac 
recruited via contest entry at point 
of purchase (in store)  

1 

Follow up telephone interview then 
conducted 10 days after purchase  2 

Understand purchase process of 
online researcher 3 

3 
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52% 

Quantifying the online2store effect 

52% of those buying a TV offline in-store at Fnac had 
previously used the internet for research 

1 

WWW 
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Quantifying the online2store effect 

Amongst 
those not 

researching 
online prior to 

purchase 

Those not using the internet prefer other means of 
research, whilst a significant number either don’t trust, 

don’t know or don’t have access to the web 
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DID NOT 
RESEARCH 

ONLINE 
RESEARCHED 

ONLINE 

2 Profile of online researchers vs. offline 
researchers  
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Shopper profiles 

Less than 25 

25 - 34 

35 - 44 

45 - 54 

55 + 

6% 2% 

15% 

29% 

24% 

27% 

27% 

37% 
16% 

8% 

55% 45% 75% 25% Age 

The online researcher is significantly more male and 
younger than his offline counterpart  

Average 44yrs 38yrs 
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Length of time before final purchase 

The online researcher is a more considered shopper, 
spending longer researching before purchase 

Less than a week 

Between 1 and 2 weeks 

Between 2 and 3 weeks 

Between 3 weeks and 1 month 

Between 1 and 2 months 

Between 2 and 3 months 

Longer than 3 months 
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€526 

+33% 

Basket size 

€701 
Amount 
Spent 

RESEARCHED 
ONLINE 

DID NOT 
RESEARCH 

ONLINE 

Those researching online 
spend on average 33% 
more than those that do not 
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Brands and Stores considered 

2.4 

Again the online researcher is significantly more 
considered, reviewing more brands and visiting more 

stores  

♯of Brands 
considered 

♯of 
Stores 
visited 

2.7 

1.8 

2.1 
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Purchase process of online researcher 3
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Wanted to see 
TV before 
purchase 

54%  16%  

Wanted to take 
away 

immediately 

8
% 

Questions 
about the 
product 

12%  

Lack of 
confidence of 
buying online 

11%  

Product 
availability 

Reasons for not buying online 

Amongst those researching online physically needing 
to see the product is the biggest barrier to e-

commerce; instant gratification of taking away 
immediately is also significant 

12 
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Sites visited in the decision making process 

Brand websites are the clear go-to destination for online 
research 

OEM sites 

Generalist retailer sites 

Specialist (offline) retailer sites 

Blogs/Forums 

Price comparison sites 

Specialist (online) retailer sites 

Super/Hypermarkets 
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Reasons for internet research before 
purchase 

Having a strong presence when consumers are deciding 
on aspects of their purchase is critical to OEMs and 

retailers alike  

Very important Quite important 
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Reasons for internet research before 
purchase 

In store availability and in store pricing/promotion the 
main “mind changers”   

13% 

18% 

18% 

23% 

26% 

I decided on additional 
features 

I didn't have a specific model 
in mind  

I found another I preferred 

Price/special offer on another 
model influenced me 

The one I wanted wasn’t 
available in store 

Was the TV that you actually 
bought the same one as you 

researched online? 

Yes 

No 
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Conclusions 3
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1

2

3 

4

The Majority of offline shoppers research 
online before purchase 

Offline shoppers that research online are 
more valuable spending 33% more that those 
that don’t research online 

They are also more considered shoppers, 
viewing more brands and visiting more 
stores 

Wanting to see the physical product is the 
principal barrier to online transaction 

17 
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