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® Discount Discovery: Delight or Cynicism?
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sale, | think:
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37% of those who compare
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comparison shoppers.
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Transparency of pricing is perhaps

the most immediate impact O]c the Goods or services that | find cost more than advertised
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Customers are jumping the “fences Mobile phone plans I 63%

that companies have carefully set up Airline tickets 55%
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Bested by a Neighbour: Anger or Embarrassment?

When discovering L L L o
others paid less w w w w 40% likelytolbe 329% Adults aged 55+

than | did for the are embarassed Embarrassed: 45% Adults aged 18-54

same product:
P oMM ma 55% Likely to be 399% Adults aged 65+
are angry Angry: 58% Adults aged 18-64
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INSIGHT Infographic by Crystal Wiesner

Source: Online survey of 1,516 Canadians commissioned by Smith School of
Business and conducted by Leger in April 2015. Some respondents preferred
not to answer some questions or offered no opinion.



