



Survey Supplement: Additional Demographic Breakdowns
(For full story, see news release issued Dec. 4, 2007 by Guidance)
Summary findings of a nationwide survey conducted in late November by market researcher Synovate for Guidance (http://www.Guidance.com), a specialized technology advisor that envisions, builds and supports web technology solutions that help businesses thrive online.  
The survey asked 1,000 adults to select the most important factor when making a purchase online.  Overall:  43 percent said price, 18 percent cited free shipping, 8 percent chose special promotions or coupons, 7 percent selected features (like recommendations and product reviews), 4 percent said speed/efficiency of checkout, and slightly more than 1 percent named the opportunity for in-store pickup/returns.
Additional findings: 

Who’s the Most Price Conscious?  
· Regional differences are notable; by a five percent margin, those in the South (46.5 percent) place greater emphasis on price than those in other regions.  

· Where education is concerned, the differences are even more pronounced – and perhaps surprising, at that.  Nearly 50 percent of those with at least some college cited price above all (49.2) – against 33 percent of those with high school or less and 34.5 percent of post-grads.  

18 Percent Overall Care Most About Free Shipping
· The genders again part company here:  22 percent of women ranked it first, against 15 percent of men.  
· There are big variations based on education:  nearly 26 percent of those with graduate degrees ranked free shipping first – against just 14 percent of those with high school or less.  
· On a regional basis: more than 20 percent of those in the Northeast cited free shipping, marginally more than those in other regions. 
Other Findings of Note
· Those in the 25-34 age bracket cared most about special promotions or coupons – 14 percent, against 10 percent of those 55 to 64, and lows of 4 percent for the youngest and the oldest respondents.  
· Perhaps surprisingly, those features that are unique to online shopping – customer reviews, “also-bought” recommendations, etc. – made less of an impression on the (arguably) most Web-savvy age demographic, those 18-24.  Less than 5 percent of that group ranked features first.  
· Among all demographic groups, the self-employed ranked “features” highest (14 percent). 

· Those in the West are marginally more interested in features than elsewhere in the country.  
Getting to Know the 19 Percent Who Don’t Buy Online 
· On an income basis, there’s a clear split:  those with incomes of less than $50,000 are least likely to buy online (27-28 percent say they don’t).  Of those with incomes higher than $50,000, only 11-12 percent say they don’t make purchases online.

· On a regional basis, those in the Midwest are least likely to make a purchase online – nearly one in four said they don’t (24 percent).  In the Northeast only 14 percent reported that they don’t buy online.  
· Online purchasing behavior is also a function of education: 32 percent of those with high school or less say they don’t buy online, against 14 percent of those with at least some college and 12 percent of post-grads.

· True to form (given the time-savings involved), self-employed and full-timers are most likely to buy online (only 12 percent and 14 percent do not, respectively). Retirees and the unemployed are less likely, at 26 percent and 24.5 percent, respectively. 

The survey has a margin of error of +/- 3 percent.  
For a full copy of the survey results, or for a chart/graphic representation of the data, email rochelle@edgecommunicationsinc.com.  
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