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Introduction 
 
M.1 This is a short summary report describing the findings of a simple 

omnibus survey of UK citizens, asking a few basic questions about their 
experience of buying goods and services either at the door or in-home 
after a visit or demonstration.  

 
M.2 Its primary purpose was to discover more about the market for goods and 

services sold using these methods, but a key secondary purpose was that 
the results should inform planning of further research effort.  

 
M.3 The questions formed part of a regular omnibus survey conducted by 

TNSofres. The questions were included in survey fieldwork undertaken 
between 11 and 17 of December. Tabulations were delivered to the OFT 
on 30 December 2002, and a raw data file of results in SPSS format on 
the 6 January 2003.  

 
M.4 This report is based on those tabulations and in a few instances on 

primary analysis of the raw data. The survey produced a total of 1882 
successful interviews. The final section of this annexe contains a full list 
of the questions used in the survey. 

 

Overall results: Purchasing and recent purchasing 
 
M.5 Purchasing goods and services using the methods described above is not 

especially common. More than three quarters of those interviewed 
reported that they had never done so. There were some differences in 
the likelihood. Women were more likely to have done so than men, older 
people - but still pre-retirement - more likely to do so than the young, and 
those in social classes ABC1 more likely than those in C2DE. This final 
result may reflect the relationship between greater affluence and the link 
with certain markets like double-glazing. 
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Table M.1: Have you ever bought or paid for a product or service sold by a  
salesperson at the doorstep, or a salesperson visiting the home? 

 
   Gender  Age group  Social status 
               
 Total  Male Female  16-

24 
25-
34 

35-
44 

45-
54 

55-
64 

65
+ 

 ABC1 C2DE 

               
Unweighted total 1882              
Estimated 
universe (000's) 

 
44583 

             

 
Percentage 
response 

              

Yes 23  19 28  9 20 24 28 34 28  26 21 
No 76  81 72  90 79 75 71 66 71  73 78 
               
 
M.6 As a consequence the number of persons who could be asked questions 

about their purchasing experience was immediately limited to a sample of 
459, although at a later stage of the interview all 1,882 were asked 
questions about approaches and visits in addition to actual purchases. In 
turn, not all 459 had made recent purchases. Just over a third indicated 
that they had made no purchases of this type within the previous year. 
The average number of purchases in the previous year amounted to 
approximately 1.6, though this concealed some considerable variation 
with a small proportion of those interviewed reporting purchasing on 
more than 10 occasions. 

 
M.7 This reduced the sample of people able to answer questions about such 

purchasing experiences to a core group of 302. This is just 16 percent of 
the original 1,882 people, although when weighted according to the UK 
population structure it is estimated that the actual prevalence is slightly 
lower at an estimated 15.5 percent of the adult population.  

 
M.8 This has implications for future studies. In broad terms, among adults 

chosen at random we could not rely on more than 1 in 7 being able to 
answer relevant questions about recent purchases. Where such questions 
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are detailed, to aid recall, it is often better that they are directed at 
someone who had made a purchase within the previous 6 months. In this 
case we would not expect to find more than about 1 in 14 adults who 
could meet these conditions, though some would be able to discuss more 
than one purchase. 

 
Chart M.2: Those who had ever purchased from doorstep salesperson or after a 

home visit or demonstration: Purchases in the previous year. 
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Purchase of different goods and services 
 
M.9 The purchase of different goods and services can be described in two 

ways. It can be divided according to the percentage of people purchasing 
at least once during the year, but it can also be divided according to the 
total number of purchases each year. The key difference between these 
two approaches is some items and products are likely to be only 
purchased infrequently, but others on a regular basis. In the former group 
we would expect to see major items like double glazing and household 
appliances and in the latter items like cosmetics and cleaning materials. 

 
M.10 Results are presented below in table M.3. What this reveals is that a 

diverse range of goods and products are sold using these methods, but 
that individually many products account for no more than 1 or 2 percent 
of the doorstep selling market.  
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M.11 This provides very clear evidence that it would not be feasible to attempt 
to study the market for many of these products individually. For example, 
we have already established that only about 15 percent of adults have 
direct experience or doorstep or in home purchasing within the previous 
year. Of these, we now additionally know that only about 2 percent of 
these bought a home alarm system. This equates to just three persons in 
every thousand. A survey that started from a random sample of the 
general public would expect to have to talk to about 33,000 individuals 
in order to identify just 100 with experience of buying the product in 
question.  

 
M.12 The data show evidence for the existence of an inverse relationship 

between the cost of the item and the volume of transactions. For 
example, purchase of household cleaning materials is the major dominant 
item, followed by cosmetics making up about 60 percent of the total 
number of transactions, compared with just 1 percent for double glazing 
products.  

 
M.13 Note that in this survey we did not actually locate a single person who 

had recent experience of buying any form of education or training, any 
assistive product, a conservatory or any debt management services. It 
would be incorrect to conclude that there is no market for such products 
sold at the doorstep, only that within this study we have failed to find 
any locate any. 

 
M.14 It is worth noting a few features about sampling errors in this situation. 

The effective sample size of persons who have recent purchasing 
experience is about 300. If, in reality, a particular product were 
purchased by about 1 percent of people, we would expect to obtain 
about 3 people reporting their experience of buying this product. 
However, the probability of finding no one with this experience in our 
sample is (0.99^300) or about 5 percent. This is unlikely but certainly not 
impossible, and given the range of products we are looking at – it is 
certainly not unreasonable that some products we expected to see will 
be absent simply through bad luck.  
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Table M.3: Purchase of different types of goods and service: 
  By persons and by total transactions in previous 12 months 
 

  
Percentages 1 

 Estimated universe in 
thousands 

Goods or service Persons  Items  Persons  Items 
(Unweighted sample size) (302)  (600)     
Cosmetics/toiletries 13  14  920  1880 
Cleaning materials 52  47  3600  6330 
Jewellery -  -  20  20 
Clothing 2  1  140  150 
Education or training 0  0  0  0 
Household appliances 8  5  520  720 
Furniture 1  -  70  70 
Assistive products (e.g. stair lifts) 0  0  0  0 
Double glazing 4  2  250  250 
Conservatory 0  0  0  0 
Home alarms 2  1  100  100 
Solar or alternative energy 
heating systems 

1  1  80  80 

Debt management 0  0  0  0 
House repair or improvement 2  1  160  160 
Holiday or timeshare -  -  10  10 
Legal advice 1  -  50  50 
Financial advice 1  -  40  40 
Insurance or assurance -  -  20  20 
Small household items 10  5  680  720 
Utilities/gas/electric/telephone 4  2  290  290 
Food items 4  2  260  330 
Pictures/photos 2  1  150  180 
Rugs/carpets 1  1  50  70 
Broadband/Cable/TV 2  1  110  110 
Something else 7  5  500  640 
Don't know 1  9  70  1200 
All types of goods or service 2 118  100  6910  13420 
1 The symbol ‘-‘ denotes less than half the least significant digit shown 
2 The total for person sums to more than 100 since individuals may purchase 
more than one type of goods or service. 
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Crude market size estimates 
 
M.15 It should be noted that given the base sample, products that represent 

only one or two percent of the market equate to sample sizes of up to 
around six persons and perhaps twelve items, though in some cases 
fewer. This is a very limited volume of data on which to base estimates. 
For discrete variables - such as use of credit – any estimates should be 
considered to be no more than a very rough guide. 

 
M.16 Nor, given the very limited data, can we expect the results to provide 

reliable estimates of market size, but for the record, the estimates are 
tabulated below. Note that not all the categories provided suitable data to 
produce estimates, partly as a result of recall difficulties, partly as some 
categories were coded after the event from longer written answers. Note 
also that the utilities did not provide an estimate of price since the 
transaction is normally a switch of suppliers and no immediate costs or 
fees are payable.  
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Table M.4: Very approximate estimates of annual market size:  

Products sold at the doorstep of through home visits and 
demonstrations 

 

 
Items 
(thousands)  

Cost per 
item  Market size (£ million) 

      
Cosmetics/toiletries 1,880  £11.25  £21.00 
Cleaning materials 6,330  £8.10  £51.00 
Jewellery 20  ..  .. 
Clothing 150  £46.00  £7.00 
Education or training 0  ..  .. 
Household appliances 720  £134.00  £96.00 
Furniture 70  £98.00  £7.00 
Assistive products 0  ..  .. 
Double glazing 250  £2916.00  £729.00 
Conservatory 0  ..  .. 
Home alarms 100  £1210.00  £121.00 
Solar or alternative energy 
heating systems 

80  £208.00  £17.00 

Debt management 0     
House repair or improvement 160  £2290.00  £366.00 
Holiday or timeshare 10  £750.00  £8.00 
Legal advice 50  £169.00  £8.00 
Financial advice 40  ..  .. 
Insurance or assurance 20  £250.00  £5.00 
Something else 640  £69.00  £44.00 
      
All types of goods or service  13,420    £1,481.00 
 
M.17 It should be stressed that these are in no way representative of the total 

market size for these products, only that component that is sold through 
door to door or on home methods. Collectively the estimate is that 
approaching £1.5 billion of goods and services are sold in this way. 
Several of these markets appear small. However, many of the products 
are in direct competition with high street and other suppliers and this 
may moderate the volume and value of goods that can be sold through 
doorstep and in-home channels.  
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Bias and other distortions 
 
M.18 The methods used by market research companies to construct samples in 

omnibus surveys – while falling short of the ideal conditions of random 
sampling - are generally considered to be free of major bias. However, 
there are likely to be a number of situations where bias might arise for 
other reasons.  

 
M.19 Given the nature of the questions we would not expect anyone leaving 

their home to visit another to mention purchases made there. This was a 
deliberate part of the approach in this survey, as we did not wish to 
cause confusion on the part of the respondents. But while we can be 
reasonably sure that products sold in this way were not counted in the 
survey, this remains a grey area. Products sold through 'Party plan' 
methods fall into this areas. 

  
M.20 The purchase of many home improvements, fitted kitchens, bathrooms 

and the like could potentially involve a home visit at some stage, that 
may be required to check dimensions, layout of pipes, drains and similar 
but the visit may or may not be central to the purchase. From this survey 
the indications are that consumers consider that they are not making 
such purchases 'in-home' but there may not be an absolute demarcation 
between what happens in the showroom and what happens in the 
consumer’s home.  

 
M.21 It may also be possible that some of those interviewed were focussed on 

doorstep rather than in-home selling. Both are mentioned in the initial 
questions, and both inexpensive items like cosmetics and expensive 
items like double-glazing are given as examples in the introductory 
preamble. But doorstep selling is a more emotive topic and, arguably has 
a higher media profile so may capture the attention.  

 
M.22 Of the goods and services mentioned by consumers, two groups – 

cosmetics and cleaning materials – seems especially associated with 
repeat purchases. While the initial purchase may have involved a 
doorstep or in-home visit, subsequent purchases may require little in the 
way of face-to-face contact and in cases may appear to the consumer to 
resemble catalogue transactions.  
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M.23 Over time the interaction between seller and buyer may change so that 

instead of direct contact, the supplier simply pops through the letterbox, 
leaves or otherwise drops off a catalogue of current and new products 
from which the consumer selects as and when they choose. If that 
happens, then it would not be surprising if some consumers did not 
mention transactions of this type since we deliberately stressed that 
catalogue purchases were not part of the study.  

 
M.24 The discussion in this section, based on both results and some feedback 

from the contractor who conducted the interviews, is included for the 
purpose of highlighting issues that might require consideration when 
planning further research. 

 

Use of credit and satisfaction ratings 
 
M.25 Generally speaking the use of credit in making the purchase was clearly 

linked to the type of purchase. It was observed at only low or very low 
levels for the purchase of inexpensive items, but was more common for 
more expensive products like double glazing, home improvement and 
holiday timeshare. However, note well that these estimates have very 
limited accuracy apply here. These figures are only rough indicators, and 
no more. 

 
M.26 Respondents were asked to provide a satisfaction rating for each 

purchase based on a five-point scale as set out below:  
 

+2  very satisfied  
+1  satisfied 
   0  neutral  
– 1  dissatisfied 
– 2  very dissatisfied 

 
On this basis, positive average scores represent net satisfaction, zero 
represents a neutral response and negative scores net dissatisfaction. 
Two recorded negative overall scores, solar and alternative energy 
heating systems and holiday or timeshare schemes. Most other products 
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had rating with average scores in the region of one. Few categories were 
entirely free of dissatisfied customers. 

 
Table M.5: Use of credit. 
 Satisfaction rating with final purchase 
 
      
 Satisfaction rating 
      

 

Use of 
credit 

percent  
Average 

score  
Very dissatisfied 

percent 
      

Cosmetics/toiletries 1  1.2  7 
Cleaning materials 3  0.8  14 
Clothing 0  1.2  14 
Household appliances 16  0.8  4 
Furniture 0  1.6  0 
Double glazing 50  1.4  7 
Home alarms 0  0.7  20 
Solar or alternative energy 
heating systems 

27  -0.6  50 

House repair or improvement 24  1.0  29 
Holiday or timeshare 100  -1.0  100 
Legal advice 0  0.6  22 
Insurance or assurance 0  1.0  0 
Something else 2  0.7  16 
      
 

Visits in general: Overall frequency 
 
M.27 Respondents reported being visited by door to door salespeople much 

more frequently than they reported actual purchases. The number of 
reported visits averaged about ten per year or typically a bit less than 
once a month, although in part this was the result of a group of people 
who seemed especially prone to such visits and reported being 
approached more than once each week. These results are shown in table 
M.6 below. 
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M.28 Home visits - that is where the sales person actually enters the home to 

discuss the product or purchase - were less common than approaches to 
the doorstep, but again the overall average was boosted by a 
comparatively small group who were visited numerous times each year. It 
seems unlikely that such high numbers of visits would be to negotiate the 
purchase of a large one-off purchase. More likely these represent 
repeated visits linked to the regular purchase of lower cost items like 
cosmetics and cleaning materials. See table M.7 below.  

 
Table M.6: Approaches by door to door salespersons: 
 Frequency regardless of purchases 
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Table M.7: Home visits and in-home demonstrations:  
 Overall frequency in the previous year without regard to purchases 
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Considerations for further research effort 
 
M.29 The use of sample surveys to examine the consumer experience of 

purchasing at the doorstep or in-home for any single type of goods or 
service is likely to prove an expensive option. In general, the prevalence 
in the general population of people with recent doorstep purchasing 
experience of a specific market is too low to allow an efficient approach. 
It will certainly require large numbers of screening interviews to produce 
a suitably large final sample.  

 

Discussion 
 
M.30 Understanding the consumer experience therefore appears to need an 

approach not based on specific markets. A logical examination of what 
we have discovered so far suggest a number of candidates that could be 
used to partition the aggregate market into manageable blocks. Two 
candidates of particular interest are product value, and the presence of a 
bespoke element to the purchase. On value the following three logical 
groupings suggest themselves: 
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• Low value – consumables, cleaning materials, cosmetics, but includes 
some inexpensive household gadgets 

 
• Intermediate value – training, advisory services, appliances, change of 

energy supplier, some assistive products like beds that have no 
obvious bespoke element.  
 

• High value – major installations, home improvements, heating 
systems, double glazing, some assistive products like stair lifts that 
have a bespoke element. 

 
M.31 The high value group appears to have a high proportion of bespoke 

products compared to the others. It is also reasonable to believe that the 
low and intermediate value products face greater competition from high 
street and alternative suppliers than the high value group. It would also 
appear to be suitable group in which to include credit involving 
borrowings or commitments in excess of £1,000. Holiday timeshare 
products probably form part of the final group, but may not be commonly 
sold using this approach. Anecdotally they are more likely to be sold by 
invitation to sales presentations.  Other credit arrangements - such as 
vouchers - might be covered in the intermediate value group. 

 
M.32 A suitable point at which to set the division between low and medium 

price goods and services might be £35. This partly by observation of the 
sorts of prices paid for cosmetics and cleaning materials in this study, 
but also partly because this is level below which 'The Consumer 
Protection (Cancellation of Contracts concluded away from Business 
Premises) Regulations 1987' do not apply. 

 
M.33 The results of this survey alert us to the importance of several issues for 

future studies. These are important lessons, and we can strive to avoid 
any ambiguity and uncertainty in further research. 

 
• Correctly identifying the location where the main negotiation and 

signing of agreements and contracts takes place. This is essential if 
we are to clearly distinguish between doorstep and in-home 
purchasing and contracts concluded, say, at kitchen and bathroom 
showrooms that nevertheless require visits before installation.  
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• Ensuring that it is clearly understood that both doorstep and in-home 
visits are covered, and avoiding any self-exclusion where the visit 
may have been invited by the purchaser rather than solicited by the 
salesperson.  

 
• Asking appropriate questions to ensure we have a better 

understanding of the true market size of products sold through these 
channels, and of the detriment. 

 
• Ensuring that we cover all products – even ones that are not obvious 

to the respondent like credit. If necessary use prompting materials. 
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ANNEXE 
 

 
OMNIBUS QUESTIONNAIRE 
  
\\Bonnie\capi\Omnimas\980550.001\RTFS\ADOO550.RTF 
  
Answers will be inverted randomly 
Question 8000 
DO NOT SHOW SCREEN UNTIL TOLD TO DO SO 
 
Question 8001 
I am now going to ask you a few questions about being sold items or services 
by door to door sales people. By this I am referring to all different types of sales 
people coming to your door to sell you goods such as toiletries, cleaning 
materials, products for the disabled or elderly, double glazing companies and 
legal services and education courses etc. 
 
Question 8501 
User defined button : 3 'DK\CR'  
61L1 
Q.1 Have you ever bought or paid for a product or service sold to you by a 
salesperson at the doorstep, or as a result of a sales person visiting your home? 
 1 � Yes 
 2 � No 
 
  
If [ Q8501 , 1 ] continue at question 8502 
Otherwise continue at question 8507 
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Question 8502 
62L2 
SHOW SCREEN 
 
Q.2 And on how many occasions have you bought something within the past 
year ?  If unsure please give me your best estimate 
 
 12 � None 
 1 � 1 occasion 
 2 � 2 occasions 
 3 � 3 occasions 
 4 � 4 occasions 
 5 � 5 occasions 
 6 � 6 occasions 
 7 � 7 occasions 
 8 � 8 occasions 
 9 � 9 occasions 
 10 � 10-19 occasions 
 11 � 20+ occasions 
 
  
If [ 1 > DOOR ] continue at question 7777_1 
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Question 8503_1 
Answers will be inverted randomly 
Open ended answer is written as a bitmap  
User defined button : 20 'DK\CR'  
64L2 
 
SHOW SCREEN 
 
Q.3 Thinking about the last occasion you bought something, which one of 
these best describes the type of product or service you bought? 
 
 1 � Cosmetics toiletries 
 2 � Cleaning materials 
 3 � Jewellery 
 4 � Clothing 
 5 � Education or training course 
 6 � Household appliance (e.g. Vacuum cleaners) 
 7 � Furniture 
 8 � An assistive product (e.g. Stair lifts, Orthopaedic bed) 
 9 � Double glazing 
 10 � Conservatory 
 11 � Home alarm 
 12 � Solar or alternative energy heating systems 
 13 � Debt management services 
 14 � House repair or improvement (e.g Tarmac drive) 
 15 � Holiday or timeshare agreement 
 16 � Legal advice 
 17 � Financial advice 
 18 � Insurance or assurance 
 19 � Something else 
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Question 8504_1 
User defined button : 14 'DK\CR'  
66L2 
 
SHOW SCREEN 
 
Q.4 And roughly how much did the <Question 8503> cost? 
 
 1 � Under £10 
 2 � £11-£20 
 3 � £21-£50 
 4 � £51-£100 
 5 � £100-£199 
 6 � £200-£299 
 7 � £300-£399 
 8 � £400-£499 
 9 � £500-£999 
 10 � £1,000 - £1,999 
 11 � £2,000 - £4,999 
 12 � £5,000 - £9,999 
 13 � £10,000 or more 
 
Question 8505_1 
User defined button : 3 'DK\CR'  
68L1 
Q.5 And did you buy the <Question 8503> using any type of credit? 
 1 � Yes 
 2 � No 
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Question 8506_1 
Answers will be inverted randomly 
69L1 
 
SHOW SCREEN 
 
Q.6 And how happy were you with the <Question 8503>? 
 
 1 � Very happy 
 2 � Quite happy 
 3 � Neutral 
 4 � Quite unhappy 
 5 � Very unhappy 
 
  
If [ 2 > DOOR ] continue at question 7777_2 
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Question 8503_2 
Answers will be inverted randomly 
Open ended answer is written as a bitmap  
User defined button : 20 'DK\CR'  
70L2 
 
SHOW SCREEN 
 
Q.3 And the occasion before that? 
 
 1 � Cosmetics / toiletries 
 2 � Cleaning materials 
 3 � Jewellery 
 4 � Clothing 
 5 � Education or training course 
 6 � Household appliance (e.g. Vacuum cleaners) 
 7 � Furniture 
 8 � An assistive product (e.g. Stair lifts, Orthopaedic bed) 
 9 � Double glazing 
 10 � Conservatory 
 11 � Home alarm 
 12 � Solar or alternative energy\heating systems 
 13 � Debt management services 
 14 � House repair or improvement (e.g Tarmac drive) 
 15 � Holiday or timeshare agreement 
 16 � Legal advice 
 17 � Financial advice 
 18 � Insurance or assurance 
 19 � Something else 
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Question 8504_2 
User defined button : 14 'DK\CR'  
72L2 
 
SHOW SCREEN 
 
Q.4 And roughly how much did the <Question 8503> cost ? 
 
 1 � Under £10 
 2 � £11-£20 
 3 � £21-£50 
 4 � £51-£100 
 5 � £100-£199 
 6 � £200-£299 
 7 � £300-£399 
 8 � £400-£499 
 9 � £500-£999 
 10 � £1,000 - £1,999 
 11 � £2,000 - £4,999 
 12 � £5,000 - £9,999 
 13 � £10,000 or more 
 
Question 8505_2 
User defined button : 3 'DK\CR'  
74L1 
 
Q.5 And did you buy the <Question 8503> using any type of credit? 
 
 1 � Yes 
 2 � No 
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Question 8506_2 
Answers will be inverted randomly 
75L1 
 
SHOW SCREEN 
 
Q.6 And how happy were you with the <Question 8503> ? 
 
 1 � Very happy 
 2 � Quite happy 
 3 � Neutral 
 4 � Quite unhappy 
 5 � Very unhappy 
 
  
If [ 3 > DOOR ] continue at question 7777_3 
 
Question 8503_3 
Answers will be inverted randomly 
Open ended answer is written as a bitmap  
User defined button : 20 'DK\CR'  
76L2 
 
REPEAT UP TO MAXIMUM OF FIVE: Q3 THROUGH Q6 INCLUSIVE  
 
SHOW SCREEN 
Q.7 Regardless of whether you have actually bought anything from a door-to-
door salesperson, how often would you say that you are approached by door-
to-door salespeople trying to sell you something? 
 
 1 � About three or more times a week 
 2 � About once or twice a week 
 3 � About once every 2-3 weeks 
 4 � About once a month 
 5 � About once or twice a year 
 6 � Less often 
 7 � Never 
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Question 8508 
95L2 
 
SHOW SCREEN 
 
Q.8 Again, regardless of whether you have actually bought anything after a 
home visit or demonstration in-home, how many occasions have you 
experienced such visits within the last twelve months ? 
 
 12 � None 
 1 � 1 occasion 
 2 � 2 occasions 
 3 � 3 occasions 
 4 � 4 occasions 
 5 � 5 occasions 
 6 � 6 occasions 
 7 � 7 occasions 
 8 � 8 occasions 
 9 � 9 occasions 
 10 � 10-19 occasions 
 11 � 20+ occasions 
 
End of questionnaire 
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