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For the second year, MediaCom 

Ireland has undertaken a study to 

cast some light on the role of social 

media in Irish consumers’ lives and 

the role that brands play in it.

The research was conducted with 

market research agency iReach 

using a nationally representative 

online panel of Irish consumers aged 

16+.  

Background



90% of Irish people use social media, but frequency 

has dropped since 2016. 

The frequency of using private communication apps 

WhatsApp and Facebook Messenger, has grown. 

Attitudes towards social media have changed. We see 

decreasing levels of agreement that social media is a 

main source of news. 

Digital addiction is real! 10% less social media users 

managed to stay offline from digital media vs 2016

Multiscreening is very much embedded, with 62% of 

Irish social media users using mobiles/tablets while 

watching TV.

Search engines are the primary way people find out 

information about products / services – same as in 2016

The influence of bloggers appears to be declining when it 

comes to information seeking. They continue to be more 

influential for younger people, but it’s not one of their top info 

sources. 

52% of social media users notice the ads on social 

networks and 61% say the ads on social media annoy them. 

80% of social media (who follow brands) do so because they 

want to keep an eye on the latest brand news and offerings. 

There has been a decline in people following brands for 

quick wins (like competitions or discounts)
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Research Findings



There has been a significant drop in 

the percentage of people using social 

media multiple times a day – down 

9% year on year. 

This drop in frequency is also 

reflected in the GroupM Ireland data 

which shows that time spent using 

social media has dropped YOY from 

96 minutes daily to 87 minutes. 

There has been a decline in time 

spent on Facebook and Twitter, and 

an increase in time spent on 

Snapchat (Source: GroupM Ireland 

Quarterly Media Tracker, Q3 2017 v 

Q3 2016). Are we seeing the impact 

of the ‘Fake News’ controversy now? 

Frequency of social 
media use has dropped, 
but 4 in 10 use it 
multiple times daily

Q: How often do you use social media? N=1,411 Adults 15+  
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69% use Facebook at least once a 

day – the same as in 2016 –

showing that for the majority of 

us, checking Facebook remains 

an ingrained activity. 

The private communication 

channels of WhatsApp and 

Facebook messenger are being 

more frequently used than a year 

ago. 

Similarly, Instagram and Snapchat 

have both grown significantly in 

frequency. 

Private communication 
channels experiencing 
most rapid growth

Q: How often do you use the following social media or apps? N=1,274 

Facebook

WhatsApp

Facebook Messenger

Twitter

Snapchat

Instagram

Google+

Viber

LinkedIn

Skype

Pinterest

Tinder

Shazam

2017 2016

69% 69%

46% 36%

38% 30%

22% 22%

24% 16%

23% 15%

19% 14%

13% 14%

6% 6%

4% 6%

7% 5%

3% 2%

2% 0%

At Least Once a Day



What we’re seeing is increased 

levels of disagreement that social 

media is one of Irish consumers’ 

main source of news. 38% now 

disagree its one of their main 

sources of news (up from 33%) 

and 50% disagree about it being 

one of their main sources of sport 

news (up from 42%). 

Attitudes towards social 
media have changed

Q: Please indicate how much you agree or disagree with the following statements about your social media usage. (Single 

Select Grid, n = 1274 social media users)

I use social media to see what family/friends are doing but tend not to post myself

I use social media and occasionally put up posts or pictures myself 

Social media is one of my main sources of news

I use social media and often share posts or pictures with my close friends & family

Social media is one of my main sources of sport news

I use social media to keep up with celebrities and entertainment news

I use social media and often share posts or pictures to everyone

I use social media as a tool to help me progress in my career

I play games on social media 

I use social media to get ‘likes’, retweets or shares of my posts

2017 2016

56% 60%

47% 50%

41% 44%

36% 37%

30% 35%

24% 27%

21% 25%

19% 21%

20% 17%

16% 16%

2017 2016

22% 23%

32% 31%

38% 33%

40% 39%

50% 42%

52% 50%

59% 56%

59% 60%

68% 65%

63% 66%

Agree Disagree



10% less social media users have 

managed to stay offline than in 

2016.

The majority of us haven’t 

managed to stay offline for more 

than a day. 

A third of Irish social media users 

have managed to stay offline for a 

week. 

Those who are never offline are 

more likely to be male and 18-34. 

Staying offline is too 
hard to do

10%

9%

31%

31%

34%

45%

25%

15%

2017

2016

I have managed to stay offline from all digital media for at 

least….

A Month A Week A Day Never

Q: “I have managed to stay offline from all digital media for at least….N=1,274 



Second screening isn’t new, but it’s 

still prevalent, with 62% using their 

phone or tablet while watching TV. 

Women are more likely than men to 

use their phone or tablet at the same 

time as watching TV (66% of women 

vs 56% of men). 

Facebook usage while watching TV 

has dropped back and this is driven by 

18-34s doing this less (from 56% in 

2016 to 39% in 2017)

54% of 18-24s are using Snapchat 

while watching TV. Meanwhile 

Twitter’s decline while watching TV is 

being driven by this cohort (from 21% 

to just 10%).  

62%

39%

37%
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63%

47%

37%

12%

10%

15%
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Use mobile or tablet

Use Facebook

Search info about shows I'm watching

Use Snapchat

Use Instagram

Use Twitter

Wait for ad break before going online

Use Shazam to find out songs

None of the above

2017 2016

SECOND SCREENING

Activities done while watching TV

Almost two thirds of Irish 
consumers second screen 
while watching TV

Q: Which of the following activities do you tend to do while watching TV? N=1,274 



Buying goods and services

There has been a sizeable drop in the percentage agreeing they like to seek out advice or get expert opinions when buying 
products, indicating a fall in trust in online sources. However, over two thirds of consumers continue to agree the internet is 
their main source of information about brands, products or services that interest them. 

I like to get advice before buying new things

I value the opinion of experts when choosing products

The internet is my main source of info on brands, products or services 

that interest me

I always check product reviews before purchasing 

I rely on info from family/friends/work colleagues to learn about 

brands

I rely on info from family/friends/work colleagues when making buying 

decisions

Advertising helps me choose what I buy

2017 2016

59% 76%

58% 72%

68% 71%

59% 67%

53% 60%

41% 50%

35% 35%

2017 2016

14% 4%

15% 4%

15% 11%

17% 11%

17% 12%

25% 17%

31% 27%

Agree Disagree

Q: Please indicate how much you agree / disagree with the following statements about buying goods and services? n=1,274 



Search is the first port of call for the 

majority when seeking out information 

on products and services. 

A brand’s own website is also an 

important information source, with 46% 

visiting to get information – showing 

the importance of having a website 

even if it isn’t transactional. 

Comparison websites have dropped in 

terms of importance, from 46% to 35%. 

Are consumers becoming more astute 

about the transparency of these sites 

and how they make money? 

News articles and product reviews have 

also reduced in terms of impact – down 

9% in a year. 

Search and visiting a 
brand’s own website 
remain the top ways of 
getting info on products 
and services.
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Magazines

Magazine/Leaflet/Mail Shot from Brand

Blogs From Writers I Trust
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Newspapers

Facebook
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Brand's Website
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2017 2016

Q: Which of the following media do you tend to use to get information on products and services that interest you? n=1,274 

GETTING INFORMATION ABOUT PRODUCTS AND SERVICES



When seeking out information on 

products and services, the influence 

of bloggers appears to be declining 

most significantly for 18-34s (from 

21% to 15%). This echoes the drop in 

trust we have seen in other aspects 

of the research. 

Blogs are a place a quarter of 18-24 

year olds turn to for information on 

products and services, but this has 

dropped back from 30%. It’s 

important to put this in context and 

remember that 18-24’s top three 

information sources are the same as 

the All Adults: 

• Search Engines (68%)

• Brand’s website (59%)

• Retail websites (52%)

Focus on: 
‘Blogs from Writers I trust’

12%
15%

9%
13%14%

17%

25%
30%

15%

21%

11%
14%

6% 5%
0%

5%

10%

15%

20%

25%

30%

35%

“Blogs from Writers I trust”

Adults Male Female 18-24 18-34 35-54 55+

2017 2016

Q: Which of the following media do you tend to use to get information on products and services that interest you? n=1,274 



52% of social 

media users say they 

notice ads on social 

networks (up from 

49% in 2016) 

61% of social 

media users agree 

that ads on social 

media sites annoy 

them.

Over half of social media users notice the ads… 
but nearly two thirds (61%) find them annoying

Source: 

44% of social 

media users use 

adblockers to stop 

receiving ads when 

online. 



Brands on social media
8% less social media users agree they are willing to share personal info in return for a special 
incentive (38% v 45% in 2016) 

38% 38%

28%

12%

45%
42%

29%

18%
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I would share some personal info

with a brand I trust in return for a

special incentive

I follow particular brands or

companies that interest me on

social media

I prefer social media content

from brands and companies to

straightforward ads

I use social media to tell my

friends about new brands that

I've discovered

Attitudes to brands on social media (Any Agree)

2017 2016

Q: Please indicate how much you agree or disagree with each of the following statements about brands on social media (n=1,274)



Following brands online
The number one reason social media users follow brands online is to keep an eye on their latest 
offerings (+9% YOY). The percentage of people following brands for immediate gains has dropped 
since last year. 18-34s are most likely to interact with brands online. 

2016 2017

To keep an eye on their latest 

offerings

71%

80%

To get special offers, incentives or 

discounts

79%

72%

To enter competitions

73%
65%

To interact with company or brand 

(complain / share experience)

22%

24%



Brands on Social Media
The majority of people who follow brands on social media believe they should post once a 
day or less. There has been a drop in the percentage of people who think brands should be 
posting multiple times a day (from 17% to 11%)

11%

33% 34%

15%
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How frequently should brands you follow post on social media? 

2017 2016

Q: How often do you think brands or companies you follow should post on social media? (n=479)



The drop in frequency of using 

social media sites, combined 

with increasing levels of people 

disagreeing with social media 

being one of their main news 

sources indicates that trust and 

transparency are key issues 

impacting how consumers use 

social media. 

Consumers want ‘new news’ on 

social media, with 80% following 

brands to keep an eye on their 

latest offerings and less people 

following to get discounts or enter 

competitions where last year this 

was the primary motivator. 35% 

only want brands to post every 

few days. 

There appears to be a growing 
scepticism from social media 

users about the role of brands. 
Less people (38% v 45% last 

year) are willing to share 
personal data with brands in 
exchange for an incentive. 

Trust remains an 

issue

Give me ‘new 

news’ (but not 

that often)

Consumers 

becoming 

increasingly 

savvy

Key Insights for brands



03
Survey Methodology & 

Demographics 



METHODOLOGY

Social Media Influencers Survey Consumer Research Project

Conducted by iReach Market Research on behalf 

of Mediacom

Mi Pro Survey Software

iReach utilises leading market research solution 

for all aspects of survey project management: 

sampling, design, data collection and tabulation

iReach Online Consumer Panel

iReach uses proprietary panel across consumer 

groups, built on a nationally representative modelConsumer Research Study conducted nationwide 

Sample Size = 1,411 Respondents

1,274 Social Media users

Study conducted as part of the iReach Consumer 

Omnibus Survey

Online Survey

Consumer Panel

Fieldwork undertaken in August 2017

Confidence Level

The iReach Consumer Decisions Omnibus delivers a high level statistical accuracy. Delivering a sample

size of over 1,000 interviews, this provides a confidence level of + or – 2.5% at a 95% confidence interval.



DEMOGRAPHICS

48% 52%

Gender Age of respondents

Single/Never Married

Married/Cohabiting

Separated/Divorced/Widowed

35%

59%

5%

Marital Status

Children at Home

Primary
1%

Secondary
31%

Third 
Level
48%

Post 
graduate
20%

Education

< €19,999 12%

€20K - €39,999 21%

€40K - €59,999 21%

€60K - €79,999 13%

€80K+ 13%

Prefer not to say 11%

Don’t know 9%

Household Income Region

20%

17%

10%

53%None

5%

20%

29%

11%
Dublin

35%

High managerial, admin, professional

Intermediate managerial, admin, professional

Supervisor, Jr managerial, admin, professional 

Manual worker (skilled, non-skilled) 

Farmer/ Agricultural Worker

Casual Worker – Not Permanent Employment

Homemaker

Unemployed

Student

Retired (on state, private pension)

4%

11%

34%

16%

0%

1% 

6%

6%

11%

6%

Occupation

Full Time Carer 3%

36% 25% 22% 11% 6%

18-34

35-44

45-54

55-64

65+
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http://www.google.ie/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCKK5-crZ-8cCFYua2wodT8gIzw&url=http://www.psdgraphics.com/psd/couple-silhouette-male-and-female-psd/&bvm=bv.102829193,d.ZGU&psig=AFQjCNFRODZyG_G_slCnhnAa8VHjLT2N4w&ust=1442497827572414


Thank You. 

For further information, contact: 

ian.mcgrath@mediacom.com or 

vicky.shekleton@mediacom.com

mailto:ian.mcgrath@mediacom.com
mailto:vicky.shekleton@mediacom.com

