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So here we are in 
2018 and the year is 
already shaping up to 
be one where our news, 
economic well-being and 
immediate futures will be 
dominated by Trump, Brexit 
and the strong possibility of 
an irish General Election.

On the marketing 
and media front, 
the onward march 
of all things digital 
continues but 

perhaps with more caution. 
Issues such as ad visibility,  
brand safety and measurability 
have become a higher priority 
and many advertisers are 
rightly concerned by the 
failure by the tech platforms to 
provide stronger reassurance 
around reliable placement 
and meaningful analytics 
for their online investments. 
There are many challenges on 
the horizon not least the new 
GDPR legislation and e-Privacy 
Regulation from the EU. There 
are also major client concerns 
around digital disruption, 
disappearing headroom, 
measurement of ROI and 
increasing the short-term focus 
of marketing benchmarks.

Last year was a watershed year 
for MediaCom in Ireland. We 
welcomed a number of new 
clients to our roster including 
JD Sports, Finance Ireland, 
Adare Manor, Boots Ireland 
and Opel / Vauxhall. We were 
behind some large and varied 
media campaigns, from the 
launch of the NOW TV brand 
into the Irish streaming market, 
to a record-breaking fundraiser 
for the Society of St Vincent 

de Paul, and more recently, 
the launch of U2’s new album, 
‘Songs of Experience’.

We are proud of all our client 
work in the last year, and ones 
that come to mind include Sky, 
Fanta, Dulux, Universal Pictures 
and former client, Audi. The 
latter two receiving gold awards 
at national and international 
level for great branded content.

As an agency, we have a 
strong belief in adding insight 
and new knowledge to topics 
which are of major interest 
to our clients and the Irish 
marketing community at large. 
We continued our Insights 
Investment programme which 
we begun over 18 months 
ago, with great new studies on 
marketing sentiment amongst 
Irish CMO’s, the unmeasured 
area of ‘dark social’ sharing, 
the portrayal of women in 
advertising, as well as topical 
studies on ecommerce, ‘Black 
Friday’ and social media habits. 

The battle for talent is 
seemingly relentless across 
agencies, tech, media and 
client companies. Our ‘People 

First’ mantra is not something 
that just lives in a corporate 
manual  it is reflected in our 
behaviours, our client service 
ethos and our investment in 
cultural, social and learning 
initiatives. We have continued 
to invest heavily in staff training 
programmes, especially in 
the area of client service and 
digital. We have taken up the 
challenge of identifying the next 
generation of recruits with a 
number of Grad Night initiatives 
designed to encourage 
students to consider the media 
agency life.

We were delighted to add a 
number of new colleagues 

to our senior 
management team 
this year including 
Chief Client Officer, Simon 
Kennett, who joined us after 
10 years in senior roles at IPG 
and MediaCom UK where he 
worked on GSK and Tesco. 
Also joining as our new Head 
of Digital is Deborah Carpenter. 
Deborah brings a commercial 
edge to our digital expertise 
having run Communicorp 
Group’s digital commercial 
solutions team for a number 
of years. We now have a more 
diverse team which adds a 
lateral dimension to experience 
and problem-solving. In the 
last year we have added new 
colleagues to our growing 
team of 40 people, from 
Romania, South Africa, the 
UK and even Tipperary! We 
enter 2018 with a stronger 
senior team, a brilliant and 
highly collaborative network, 
and a GroupM resource that is 
market-leading in its approach 
to trading, digital standards 
and programmatic capabilities. 

In 2018 we will unveil major 
initiatives that will push our 
capabilities further ahead in 

the areas of Research, 
Data Analytics and 
Content Creation. Our 
new planning platform, The 
System, will help us to provide 
our clients with a real-world 
media planning approach 
to media plans which drive 
growth.

I want to finish by thanking our 
great clients, media partners 
and our industry colleagues 
for working with us to add 
the edge to their marketing 
communications. 

Rath leanúnach do 2018!

PETEr mCParTLin, CEo

WE HAVE A MORE DIVERSE  
TEAM WHICH ADDS A LATERAL  
DIMENSION TO EXPERIENCE  
AND PROBLEM SOLVING 

noW TV is the newest entrant 
into ireland’s highly competitive 
TV market. 

Owned by Sky, this OTT service offers 
customers ‘no-strings’ access to great 

shows, movies and sports without a 
contract. Launching in summer 2017, this 

multi-media campaign continues to be highly successful 
at building brand awareness and driving new customer 
growth through real-time optimisation.

in its fourth season of 
broadcasting the all-ireland 
Championships, our job for Sky 
was to identify a solution that 
allowed Gaa fabs to experience 

the Sky expertise beyond the 
games themselves. 

Working with Balls.ie we created a weekly video series 
around “The Talking Points” focusing on GAA coverage 
broadcast on Sky each weekend. This extended the 
reach of Sky’s GAA commentary and expert analysis 
beyond match coverage, while adding local debate and 
engagement into the content. An overall strong 2017 
GAA campaign resulted in an increase of viewership 
11% YOY bringing the total number of Sky viewers to an 
average of 40k per game.

in a sector dominated by franchise films, ‘SinG’ was a brand-new 
property for Universal Pictures. 

Box-office targets were ambitious and the message risked being lost in 
the Christmas seasonal clutter. We worked in partnership with Media 

Central to deliver a totally unique solution to overcome this challenge – we 
created our own digital radio station : SingFM.ie, to promote the movie’s 

playlist. It was a media first which generated high engagement and helped drive 
a record-breaking box office return. The initiative also won Gold in the innovation category at 
the 2017 Irish Sponsorship Awards.

Challenged with no TVC and 
no local advertising assets, 
Fanta ireland faced a massive 
hurdle in re-launching their 
new bottle. 

The global messaging of “giving the 
youth control” was also a platform which we needed to 
localise. Working alongside the Daily Edge, we created a 
bespoke vertical on their app called “My Feeling”. 

Here, consumers were able to navigate content based 
on their current mood. If you wanted happy content 
one clicked the “Gas” icon or alternatively feeling sassy 
clicked the “Fab” icon. Our ‘My Feeling’ partnership gave 
the user control of the content they consumed, with 
Fanta at its heart, resulting in 7% growth in penetration.

our brief from akzonobel 
was to help position moda 
as a stylish, yet accessible 
brand for homeowners. 
We needed to show the 
audience how easy it can be 
to create a home that they 
could be excited about. 

Branded content allowed Moda 
to own a space that undelined 
its premium, easy-to-use 
qualities. While Dulux has great 
recognition as the country’s 
leading paint brand, Moda 
is less well-known as a premium brand. 
The result was a six-part branded content 
series on the RTE Player supported with 
amplification across multiple RTE platforms 

including TV, Print, Social, Display and VOD.
The result has been a strong increase in 
overall awareness and brand consideration 
as well as a major boost in sales in the 
period of the campaign.

Panadol is one of the world’s 
leading paracetamol-based 
pain relievers, sold in more 
than 85 countries worldwide. 

What is less known is that all the 
Panadol for these 85 countries is made 

in Dungarvan, Co. Waterford. We wanted to celebrate 
this heritage and make it famous by bringing to life 
Panadol’s truly Irish credentials and demonstrate 
Ireland’s position as a global export market.

To achieve this ‘fame, we had to work with a media 
partner that delivered real scale and genuinely 
interesting and relevant content – RTÉ was our go-
to partner of choice. Our decision was justified; we 
delivered a multi-platform content solution that was a 
first for GSK using staff and locations as the basis of 
the content story.

”
 oUr ComBinaTion oF TaLEnT, THinKinG  
 & TECHniQUE iS PaY inG oFF For CLiEnTS“

M&M Global
agency network of the Year 2017

Festival of Media Global
agency network of the Year 2017

Campaign
media network of the Year 2017
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WE HaVE a STronG BE LiEF in aDDinG inSiGHT  
anD nEW KnoWLEDGE To ToPiCS WHiCH arE  

oF maJor inTErE ST To oUr CLiEnTS

WE ConTinUED oUr inSiGHTS inVESTmEnT ProGrammE, WHiCH  BEGUn oVEr 18 monTHS aGo, WiTH GrEaT nEW STUDiES 
on marKETinG SEnTimEnT amonGST iriSH Cmo’S, THE UnmEaS UrED arEa oF ‘DarK SoCiaL’ ConTEnT SHarinG, THE  
PorTraYaL oF WomEn in aDVErTiSinG, aS WELL aS ToPiCaL STU  DiES on ECommErCE, ‘BLaCK FriDaY’ anD mULTi-SCrEEninG.

Dark Social 
‘Dark Social’ is a term coined by Alexis C. Madrigal, senior editor 
at The Atlantic, to describe the sharing of content that occurs 
outside of what can be measured by web analytics programmes. 
This mostly occurs when a link is sent via online chat or email, 
rather than shared over a social media platform, from which 
referrals can be measured.

MediaCom Ireland and RadiumOne, the sharing analytics 
specialists, conducted quantitative research over summer 2017 
to gain an understanding into the type of content consumers are 
sharing through private and public channels and the underlying 
motivations for doing so.

Black Friday
We’ve seen headlines of Black Friday potentially waning in other 
markets around the world. But Black Friday has quickly gathered 
momentum in Ireland and is having a powerful impact on 
savvy Christmas shoppers and dramatically changing shopping 
patterns in the festive season.  

With this in mind, we conducted a survey to gauge consumers’ 
attitudes about Black Friday and broader Christmas 2017 
spending plans.

What irish Women Want
To celebrate International Women’s Day, an exclusive study 
undertaken by MediaCom Ireland and leading Irish women’s 
website, EVOKE.ie, shed interesting light on how Ireland stacks 
up on gender equality.

The study explored attitudes to workplace equality, career 
progression, women in management, feminism, the top challenges 
facing women in 2017 and opinions on representations in media 
and advertising. 

Social nation
Our ‘Social Nation’ survey allowed us to delve deeper into the 
social media habits of Irish consumers.

This is the second year of the Social Nation research, allowing 
for trend changes over time. The key outtake from the research 
is a drop in trust, which begs the question - are we now seeing 
the impact of the “Fake News” controversy? 

”

KEY PoinTS

1. Sharing content online is a popular activity: 66% of 
Irish people share content on Facebook. 

2. But not all sharing happens on Facebook: 4 of the 
top 5 platforms for sharing online content are private 
communication (Dark Social) channels; email, WhatApp, 
Text and Facebook Messenger. 

3. Dark social is where the majority of online content is 
shared (77%): Across almost every content category, 
Irish people are more likely to share online content 
privately than publicly.

KEY PoinTS 

1. Black Friday plans: A third of Irish consumers planned 
to make a Black Friday purchase in 2017, up from 24% in 
2016. 

2. most irish people don’t budget: Just 27% consumers 
had a set budget planned for Christmas 2017 – a 5 
percentage point decrease on 2016

3. are we becoming thoughtless gifters? 66% of us have 
given cash at Christmas, 45% have re-gifted a present 
and 30% of 16-34s have sold an unwanted Christmas 
present online. 

KEY PoinTS

1. mind the (pay) gap: 51% of men agree that salary levels 
are balanced for men and women in their workplace, 
compared to 36% of women. 

2. Gender stereotypes: 68% of women and 62% of 
men agree that most advertising reinforces gender 
stereotypes. This rises to 84% of young people (18-24) 
who agree with the statement

3. Portrayal of women in advertising: 50% of women and 
33% of men feel women are not accurately portrayed in 
advertising and media. 

KEY PoinTS 

1. Trust is an issue: Less people (38%) agree that social 
media is one of their main sources of news (a fall of 5 
percentage points v 2016).

2. Consumers are becoming increasingly savvy: Less 
people (38% v 45% last year) are willing to share 
personal data with brands in exchange for an incentive.

3. Tread carefully on social media: 52% of social media 
users notice the ads on social networks and 61% say 
they annoy them. 35% of social media users believe 
brands should only post every few days. 

“
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”
THE SYSTEm iS HErE  

To SHaPE CLiEnT GroWTH  
PLanS For 2018

“ oUr ‘PEoPLE FirST’ manTra  
iS noT JUST SomETHinG  

THaT ExiSTS in a manUaL”
“

Four years ago we launched our 
communications planning model, 20|20 
Connections. It was revolutionary at the 
time. But we can’t stand still because the 
market, consumers, media and our clients’ 
businesses are constantly evolving. So 
now we’re launching Systems Planning, an 
evolution of what we started in 2014 and a 
completely new approach to how we create 
plans for our clients. 

Systems Planning is a brand new way 
of working. It is more data driven; more 
collaborative; more rigorous. Now, being a 
systems planner is easier; delivering Systems 
Planning and using The System to do it. This 
will enable us to connect systems end-to-end 
consistently and at local market level for all 
our clients.

What is Systems Planning? 
Systems Planning is MediaCom’s Global 
Planning Process. Evolved from 20|20 
Connections, it has been designed to ensure 
that everyone in the Global MediaCom 
network approaches their planning work in a 
consistent manner applying outcomes based 
thinking to how they plan. Systems Planning is 
driven by the belief that our communications 
solutions should continue to grow clients’ 
businesses.

What is The System? 
The System is a new, live operating system 
MediaCom has developed to enable everyone 
across our network to work together to deliver 
in-market solutions on behalf of our clients. 

Who is Systems Planning for? 
Systems Planning is a planning process that 
has been designed to be used by everyone 
planning at MediaCom, be that on local 
market clients or multi-market assignments. 
All account teams, planners and new 
business teams will be using the Systems 
Planning process to respond to client briefs. 

Who is The System for? 
Everyone at MediaCom can access The 

System and use it to work through our 
Systems Planning process, access different 
applications, data, resources and tools to 
respond to client briefs. 

The System can be used to communicate with 
colleagues across our network, share work, 
take inspiration, and access tools and data. 

Following the current  test and learn, induction 

sessions and a full training programme are 
being rolled out across MediaCom globally in 
this quarter.

We are the Content + Connections Agency, 
we believe in People First, Better Results and 
we do Systems Planning and now use The 
System to do it.

We believe that everything starts and ends 
with our people. This is the cornerstone of 
our “People first” philosophy. This is not 
something that just lives in a corporate 
manual, it is reflected in our behaviours, 
our client service ethos and our 
investment in cultural, social and learning 
initiatives. 

Our ambition is to make MediaCom the best 
place to work for knowledgeable, curious, 
caring and passionate people. We strive to 
nurture a culture that will fire enthusiasm 
and inspire creativity. Our thinking is simple: 
inspired people will create better work for 
our clients.
We have continued to invest heavily in staff 

training programmes, 
especially in the area of 
client service and digital. We 
have also taken up the challenge 
of identifying the next generation of 
recruits with a number of Grad Night 
initiatives designed to encourage students 
to consider the media agency life.

MEDIACOM BEHAVIOURS

KnoW iT – We dedicate ourselves 
to mastering our own craft, while 
having a passion and curiosity to 
learn from others. If we think we 
know all the answers, then we 
probably haven’t asked enough 
questions!

PUSH iT – We strive to make the 
ordinary extraordinary and don’t 
settle for ‘good enough’. We are 
brave enough to ask “what if” 
questions to understand the bigger 
picture, exploring beyond our silos.

SHarE iT – We support the people 
in our teams – and beyond our 
teams. We believe that when we 
share and receive ideas openly, 
it enriches and inspires everyone 
around us. 

Do iT - We take personal 
responsibility for our work and can be 
relied on to get the job done. We are 
straight-talking with ourselves and 
each other, and believe achievements 
are only meaningful when we succeed 
together as One MediaCom.  



For further information on any aspect of the mediaCom services please contact

 Peter mcPartlin, CEo, at 086 - 2310222, or 
 ian mcGrath, managing Director, at 087 - 2242358

oUr CLiEnTS
adare manor – allianz – akzonobel – Bayer – Boots – The Coca-Cola Company – DFS – GSK – Gum Litter Taskforce – indeed.com –  

mars ireland – muller – new York Bakery Company – noW TV – opel / Vauxhall – Playstation – ryanair – St Vincent De Paul –  
Sky – Sony – Standard Life – Trivago – Universal music – Universal Pictures international

mEDiaCom irELanD, marConi HoUSE, DiGGES LanE, DUBLin 2
Tel: +353 1 232 1800  - www.mediacom.com/ie - @mediaComireland

ConTEnT+
WE arE

TH
E

ConnECTionS
aGEnCY


