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All statistics included in this study are based on the Transition Year
Students findings and not on empirical data. 

This is a broad study as opposed NOT scientific research. 



1. SUMMARY



1.1
THE PROJECT -

OVERVIEW
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The project was developed during Transition Year (Sep-2018 / May-2019) and

involved about 100 students from St Angela's College.

 

The general objective of this project was to “raise questions about the spending

habits of young people in Cork City and promote the development of small local

retailers”. 

 

The project was broken down into four stages and students had worked over the

course of the academic year to identify what types of products are available in Cork

City, how the youth in Cork consume these products and what the overall retail

experience is like for our younger generations shopping in Cork City.

The students had the challenge of identifying the global retailers who are continually

innovating and reaching young people positively through a number of different

channels and seeing how they can apply their findings on a local level.



1.2 TEAM
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The project was developed in partnership between the St Angela's College,

Cork Business Association and Cork City Council. The team directly involved

was:  

Philip Gillivan

President of the Cork Business

Association - CBA and responsible

for project designing and

partnerships.

Júlia Campi

Project coordinator and business

person, responsible for structuring

and coordinating the project.

Muireann Curtin Students

Project Management teacher at St

Angela's College, responsible for

leading student work.

Responsible for developing and

executing activities, delivering the

proposed results.



1.3 TERMS

As mentioned previously, the project was developed in 4 terms,

with the following specific objectives. The details of the specific

objectives, applied methodology and results will be presented

in the following pages.
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TERM 1 Understand the reality of CBA retail associates in the

City Centre and how their target customer base are

consuming and perceiving the retail community in

Cork

TERM 2 Understanding the obstacles and necessities to

match retailers and their target customer base.

TERM 3 Find solutions for retailers, based on different

experiences around the world (with the idea of bring

those solutions to Cork)

TERM 4 Create a campaign to engage the youth consumer

market)



2. PROJECT

DEVELOPMENT



COMPANY OVERVIEW1. CUSTOMER SEGMENT

The first term was developed between September and October 2018. The first

group comprised of 25 students in transition year. The main objective was

understand the reality of CBA retail associates in the City Centre and how the

youth of Cork are consuming and perceiving the retailers, using surveys,

research and analysis.
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BRIEF DESCRIPTION

20 %

Supermarkets

a) Definition of Sample Size:  the target public is aged between 15 and 19

years old. According to the last Census (2016), Cork has 9.011 people in this

age group. So the sample size was defined as:

 

Confidence level: 95%

Error margin: 4%

Sample size: 563

2.1 - TERM 1

DEVELOPED ACTIONS

The students received 430 answers from the target public and 24 from the

retailers, which was enough to have a representative sample size. 

 

b) Development of 2 different surveys: Students received a small manual

about how to develop surveys and some videos as well. Two different surveys

were developed using Google Forms, which were analyzed by those involved in

the project. After approval, they were both sent to the target audience and to

the retailers. On receiving all the answers, the students were divided into

groups to analyze the material and propose solutions for the retailers.

 The data was presented to representatives of the CBA and Cork City Council

on the 18th of October at St Angela's College. The material produced by the

students was also given to the CBA representative for sharing with their

members.



COMPANY OVERVIEW1. CUSTOMER SEGMENT

The main findings from the application of the questionnaires follow below: 
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KEY FINDINGS

20 %

Supermarkets

2.1 - TERM 1

1 - Sources of student finance (NOTE: Students could select more than

one source of finance, hence values exceeding 100%):

Part-time job: 23%

Gift from parents: 58%

Gift from relatives: 51%

2 - Student online spend each month:

€0 - €50: 82%

€50 - €100: 12%

€100 - €150: 3%

€150 - €200: 1%

Other: 3%

3 - Students monthly spend in Cork City:

€0 - €50: 64%

€100 - €150: 27%

€100 - €150: 5%

Other: 4%

4 - When students were asked where they primarily shop, the following

were their responses (NOTE: Students could select more than one option):

In-store – 85.2%

Online – 25.6%

Marketplace – 9.6%

Other – 6.8%



COMPANY OVERVIEW1. CUSTOMER SEGMENT
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KEY FINDINGS

20 %

Supermarkets

2.1 - TERM 1

5 - What channels do students usually use to communicate with

Cork brands? (NOTE: Students could select more than one option)

Phonecalls/SMS: 17%

Social Media: 54%

Email: 19%

Physical Stores: 49%

Brand/Company Website: 40%

Other: 4%

 

 
6 - Why do students not consume in the shops in Cork City?

(Ranked in order of importance to students ie. 1. Received the highest

percentage.)

1.      Low variety of products

2.      High prices

3.      Difficult to find what I need in store

4.      The absence of online brands

5.      No money left for these purposes

6.      The service

7.      Unattractive environment

8.      Lack of flexibility in payment methods

7- What kind of deals do students prefer? (NOTE: Students could

select more than one option)

1.      Lower Price Sales (Price Reductions) – 80%

2.      Student Discounts – 52%

3.      Voucher – 31%

4.      Online Promotions – 27%

5.      “Send to a friend and earn discounts” – 6%



OPPORTUNITIES
Student’s  comments  and  feedback

STUDENT DISCOUNT
Shops  should  be  more  open  to  adding

some  sort  of  a  student  discount  to  their

shop,  since  the  students  do  not  have,  for

the  most  part,  great  purchasing  power.

During  our  survey  which  we  carried  out  on

retailers  we  found  out  that  50% of  retailers

offer  a  student  discount  and  all  of  those

50% offer  a  student  discount  of  10% .  This

can  turn  off  a  student  as  getting  10% or  less

of  a  product  is  not  much  and  it  does  not

appeal  much  to  students.

CUSTOMER RELATIONSHIP
Shops  should  treat  teenagers  with  just  as

much  respect  as  their  loyal  customers.

Some  retailers  make  students/teenagers  feel

as  if  they  are  a  waste  of  time  in  their  store

and  at  times  some  teenagers/students  do

not  get  the  same  level  of  assistance  in  the

store  as  some  of  their  older  counterparts

which  can  cause  a  student  not  to  want  to

spend  their  time  and  money  in  that

particular  store.  They  are  also  asking  for  free

Wi-FI.

CHANNELS

Shops  should  increase  their  online  presence

and  maybe  offer  online  purchases.  Using

social  media  and/or  online  influencers  to

advertise  products  or  services  but  to  also

advertise  what  deals  are  available  for  our  age

genre.  Only  50% of  the  retailers  surveyed

offered  online  purchases  and  student

discounts  which  can  cause  a  student  to  tend

not  to  go  to  that  particular  store.
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CHANNELS



COMPANY OVERVIEW1. CUSTOMER SEGMENT

The second term was develped between November and December 2019. The

main objective was understand the obstacles and necessities to match retailers

and their target youth customer base. 
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BRIEF DESCRIPTION

20 %

Supermarkets

a)    Definition of personas:

One group of students from the first term presented the analyzed data to the

students of the second term, explaining what they did and their conclusions;

Using the Empathy Map tool, defined who are these teenagers, what they

want, who and what influences them, what would make them buy in the city

centre, etc;

Students developed 4 different personas:  2 for girls, being one between 13-

15 years old and the other between 16-19 years old; 2 for boys, being one

between 13-15 years old and the other between 16-19 years old.

 

 

b)    Definition of Customer Journey:

Using the Customer Journey tool, the students defined the ideal day

shopping in the city centre. They designed a "perfect shopping day"

Using Mystery Shopping to understand the gap between retailers and the

young consumer. 

2.2 - TERM 2

DEVELOPED ACTIONS



COMPANY OVERVIEW1. CUSTOMER SEGMENT

-  1 3  -

KEY FINDINGS - PERSONAS

20 %

Supermarkets

2.2 - TERM 2



COMPANY OVERVIEW1. CUSTOMER SEGMENT
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2.2 - TERM 2

KEY FINDINGS - PERSONAS

Obvious, heavy security presence.



OPPORTUNITIES
Student’s  comments  and  feedback

STUDENTS DISCOUNT

The participating stores of Mystery Shopping were: Azure, Café Velo, Gloria Jeans, H&M,

Idaho, Inglot, Lifestyle, Lush, Only, Penneys, Shake Dog, Skechers, TopShop and Vibes

and Scribes. In January 2019, each  participating  store  received  a  report  detailing  the

persona  who  visited  the  site,  their  impressions  of  the  business  (positive  and

negative) and  what  would  be  a  good  consumer  experience  for  the  persona  who

performed  the  evaluation.

CUSTOMER RELATIONSHIP
Places  to  put  down  heavy  bags  or  wet  umbrellas

(perhaps  a  rental  locker  system) .  Free  Wi-Fi  and/or  app

to  be  able  to  view  discounts,  products,  special  offers.

Seating  areas  for  friends  who  came  along.  Feel

welcome,  friendly  and  helpful  staff.  Student  discounts

and  good  prices.  Social  media:  absence,  do  not

communicate  well  or  on  the  channels  that  young

people  use.  Using  more  Instagram  and  Snapchat.  

 

“A  simple  hello  and  a  smile  goes  a  long  way”

CHANNELS

Standards  of  buses  could  be  greatly  improved  in

regards  to  both  their  physical  appearance  and

their  reliability.  The  city  should  have  other  forms

of  transport  besides  buses  and  taxis.  Students

are  unsure  of  how  to  use  the  rental  bicycles

placed  around  town  and  the  lack  of  bicycle  lanes

make  them  unappealing.  Sharing  a  taxi  with

friends  or  clean  buses  that  arrive  routinely  is

much  more  appealing.  
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TRANSPORTATION

ENVIRONMENT
The  streets  need  a  better  standard  of

maintenance.  Not  a  lot  of  WIFI  services  and

somewhat  hostile  reception  at  times  in  stores.

The  city  could  be  more  youth  friendly.  There  are

not  many  places  to  go  if  you  just  want  to  be  with

friends,  and  not  consume  anything.  Lack  of

events  for  teenagers.

 

"If  we  had  never  been  there  before  we  would

have  been  completely  lost,  needs  to  be  more

tourist  friendly” .  



COMPANY OVERVIEW1. CUSTOMER SEGMENT

The third term was developed between January and March 2019. The main

objective was to find solutions for retailers, based on different experiences

around the world (in the hope of bringing this reality to Cork). 
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BRIEF DESCRIPTION

20 %

Supermarkets

The students were divided into 5 groups. The work to be developed was to

research solutions that can be developed in Cork, focusing on the following

topics:

 

a)    Group 1 - Current Initiatives - Analyze: how can the initiatives being

developed in Cork could be improved to reach young people? The current

proposals were Feel Good Friday and Cork City Shopping. 

 

 b)    Group 2 - Transportation - Analyze: how are the most innovative cities

dealing with transportation and access to the city centre? What kind of ideas

could we bring to Cork?

 

 c)    Group 3 - Innovation - Analyze: what are the most innovative retail

companies doing in the world? Which kind of ideas could we bring to Cork and

how?

 

d)    Group 4 - Engaging - Analyze: how we can engage young people with

retailers? 

 

e)    Group 5 - Environment - Analyze: which kind of events could we organize

in the city centre to attract young people? 

 

2.3 - TERM 3

DEVELOPED ACTIONS



COMPANY OVERVIEW1. CUSTOMER SEGMENT
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2.3 - TERM 3

KEY FINDINGS  -  OPPORTUNITIES

GROUP 1 
CURRENT INITIATIVES

GROUP 2
TRANSPORTATION

New taxi service with an app: on the app you would be able to verify your

student status and could then as a result avail of student taxi fares. The ability

to also share a taxi with a friend or someone going to the same area as you and

splitting the fare.

Free buses on Saturday

Feel Good Friday: using Facebook as opposed to Instagram or an app.

Facebook does not appeal to this age demographic.

Advertising on the Cork City website- students are very unfamiliar with this

website.

Creating an app to show everything that is happening in the city: festivals,

events, special offers, discounts and so forth.

GROUP 3
INNOVATION

Seating areas in shops

Environmentally friendly products. 

Social media interaction is extremely useful. Polls and surveys should

absolutely be used, and offering rewards or discounts for customers

participating would boost brand recognition and popularity

GROUP 4
ENGAGEMENT

Small Business Open Days: The city could hold an open day for small businesses

to advertise their products and talk to young people 

“Most Loved by Young People” competition: to run a competition that would

award one store in Cork City the “Most Loved by Young People” 

Student Program: Businesses would present a problem and students will solve it. 

Game Day in the City Centre: held in Bishop Lucey park and have simple but fun

game for young people to play.

Movie Night at Fitzgerald’s park: this would allow people to be bought into the

city tempting them to buy locally.

Party in the Park: Daytime event held in Fitzgerald’s Park, it would include

brands or shops to have stalls in the park giving out special deals and offers to

the young people attending. It would also include live music and food from

restaurants in the city.

GROUP 5
EVENTS



COMPANY OVERVIEW1. CUSTOMER SEGMENT

The fourth and final term of the project was developed between March and May

2019. The main objective was creating a marketing campaign to engage this

youth demographic. 
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BRIEF DESCRIPTION

20 %

Supermarkets

The students were divided into 4 groups. The work developed was to research

data and create a marketing campaign.  

 

a)    Group 1 and 2: the purpose of these two groups was to create a public

awareness campaign for the use of the CBA to bring awareness of the damage

shopping online does to the local economy, jobs, money leaving the local

economy, derelict sites in the City etc.

 

 

b)    Group 3 and 4: the purpose of these two groups was creating a marketing

/public awareness campaign to encourage school students to shop local in

Cork City.

 

 

2.4 - TERM 4

DEVELOPED ACTIONS
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Negative effects of online
shopping on the world

NEGATIVE EFFECTS
 

●Waste of an immense amount of plastic and

packaging

●165 billion packages are shipped in the US

each year, with the cardboard used roughly

equating to more than 1 billion trees

●Severely contributing to the plastic pollution

●Contribution to the employment of underage

workers

●Addiction to online shopping leading to debt

●Hidden costs e.g. tax and delivery

●Security risk of credit card fraud

 

PROPOSED SOLUTIONS
 

●Encourage retailers to open stores in more

areas

●Make people aware of plastic waste

●Encourage retailers to offer second level

student discounts

●Make people aware of environmentally

friendly stores~ buying local produce from

farmers markets or shops that offer a no waste

policy helps the environment and the economy
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Negative effects of online
shopping on the world

NEGATIVE EFFECTS
We spent €2.7 billion at foreign-owned

websites last year. 

This effects the economy and also affects

the person using the web page. 

Technology can affect children's social

development by robbing them of empathy,

compassion and sensitivity to human

relationships, effecting their focus and

closeness with their family. [sharecare.com]

When a young person shops online, they are

less likely to be socialising with friends and

spending their money in local business.

 

 

 

PROPOSED SOLUTIONS
 

A video showing the two very different

shopping experiences that shopping in town

vs online gives the consumer.

@cork.retailers. surveys.sac: This page

promotes shopping locally in the city centre

and hopefully will encourage people to shop

less online.
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Negative effects of online
shopping on the world

NEGATIVE EFFECTS
 

Last year, Irish consumers spent 5 Billion

euro online, 60% of which went to overseas

retailers.

Naturally, as stores close the workers lose

their jobs which adds to the issue of

unemployment. 

 

 

 

 

 

 

 

PROPOSED SOLUTIONS
 

Educate young people about Cork retailers,

the damage of online shopping, and about

shopping in the city. 

Encourage them to make the most of the

shops and services in Cork City.

The best way to reach young people would

be by making an Instagram account.

@CorkRetailExperience #
SaveOurCityCentre
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SUGGESTED POSTS
Online shopping reduces the

amount of people in the city

centre. This reduces the

amount of businesses. This is

an ongoing cycle. Less people,

fewer businesses, and vice

versa. Break the cycle!

#SaveOurCityCentre

Our City Centre is always

there for us, night and day.

It’s our time to return the

favour.

#SaveOurCityCentre

Enjoy hanging around with

friends? Make sure we can

have somewhere to go so.

#SaveOurCityCentre

What isn’t there to do?

Transport, food, greenery,

retail… All we need is someone

to come enjoy it! Support us in

supporting you

#SaveOurCityCentre

Shopping, dinner, and a show?

All in one place? It’s more likely

than you’d think!

(Donuts totally count as dinner

too)

#SaveOurCityCentre

There’s something for

everyone. Fancy a book and a

cosy nook?

#SaveOurCityCentre



3. STUDENTS

FEEDBACK
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STUDENTS FEEDBACK

A survey was applied to 30 students who participated in the project. The main results

follow below.

OBS.: The students who answered

"No" said they had difficulty working

in a group, or a short time to carry out

the proposed activities. Because it

was Transition Year, in some terms

students had only 3 classes to

deliver all the results.

OBS.: After carrying out activities

outside of school, students chose

"Feeling that your opinions have

been heard is the most  important

result from the project. It means that

they want to participate more in the

city's future.
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STUDENTS FEEDBACK

"It's easier to buy

something from

someone you

know"

"it would be really

interesting to get to

know the people

"behind the scenes"
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STUDENTS FEEDBACK

When asked what skills they developed the most

during the project, 30% of the students chose as the

"Team work" maximum score. Following are

"Communication and good presentations" and

"Sistemic vision". Third, the result was for "Critical

thinking and problem solving". The other skills

developed were "Self confidence", "Research and

analysis", "IT skills" and "Management tools".
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STUDENTS FEEDBACK

When asked if you could give some advice to retailers, what would it be? What they

could do better, the students gave some suggestions, mainly involving customer

relationship, social media and sustainability.

"Advertise their store

more on social media

and student discounts."
"Be more

environmentally

sustainable!!!!!!!!!!"

"Discounts are important

for students seeing as we

don't have a lot of money"

"Teenagers grow into

adults who remember how

they got treated in shops".

"Get more involved in their local

communities, be more environmentally

conscious because less young people

desire to pay for the products of

unethical labour and products or

packaging with a negative effect on the

climate. In short- adapt or get left

behind".



4. WHAT´S NEXT?



N E X T  S T E P S

Fort Lauderdale

Lauderhill

West Palm Beach

Host workshops at the start
of the next academic year

between students and
retailers.

 
Communicate better with

young people. 
 

Expand the academic
module to more schools

next year.

2

3 4
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1

Improve the city's
transportation system,

offering better options for
students.

 

Create leisure options and
events that attract young
people to the city centre.

Philip Gillivan - CBA President



5 . F I N A L  C O N S I D E R A T I O N S

Fort Lauderdale

Lauderhill

West Palm Beach

The main purpose of the project was to create a real engagement between the
students involved and the retailers in Cork.
 
The work was developed during a school year, and was very involved with the team
and the students.
 
It is only the first step in a process that requires a lot of communication, teamwork
and dialogue between those involved.
 
The results presented are not scientific results. They are the impressions and
findings of a group of young people. In any case, they demonstrate several aspects
with clarity. It is necessary to invest more in the city, in terms of transport, with
emphasis on a youth demographic, making the best use of the urban spaces. To
make certain future generations - be they young people or retailers - have Cork as
a city that truly fulfills the role of welcoming people.
 
It is very important that the work does not end here. The students said in their
feedback that they expect to see the changes in the city, following on the work
developed by them. It is also important to emphasize that, despite all the
technology, behind every purchase, people are involved- they are the protagonists
in this venture. And being human, we respond readily to connection and
engagement.
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Fort Lauderdale

Lauderhill

West Palm Beach

All statistics included in this study are based on the Transition Year Students
findings and not on empirical data. 

This is a broad study as opposed NOT scientific research.
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Email Address: philip@philipgillivan.com

Phone Number: 00353 86 814 1371

Prepared by:

Júlia Campi

jucampi3@gmail.com


