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Advertising & Media

“IT is not the strongest of the species 
that survives, nor the most intelligent; it 
is the one most adaptable to change.” – 
Charles Darwin
       We are spending more time 
absorbing media every year - though 
media consumption is peaking as the 
maximum capacity, the amount of time 
you have to watch, look, read and listen, 
is topping out. In fact, the next big battle 
between TV and Digital Streaming will 
be the ownership of the “second” screen 
that’s on – whether that be a TV, tablet, 
phone or other connected device. Social 
Media will be the prime driver of this.

The Use of Media 
TV is still the highest 
grossing media, 
with OOH, Internet 
and Cinema making 
gains across the 
board. Overall 
advertising media 

spend is down 2-3% so far in 2019 - and 
Brexit uncertainty is certainly a major 
factor. This year, just six of the top 10 
programmes were on RTE, with four 
on Virgin Media. A shining beacon for 
Television audiences was Love Island, 
which transcended all expectation 
and delivered equally across all 
demographics, socio and economic, 
equally.
       Who said the golden era of TV was 
over? Despite the growth of Netflix 
and other on-demand streamers, Irish 
adult viewers watch over three hours 
of TV every day, which equates to 22 
hours each week, with 84% of measured 
content watched as it happened. 91% of 
broadcast sport is watched live.
       Digital has greatly benefitted 
Cinema through lower production access 
costs and we each go to the movies an 
average of 3.3 times a year, compared to 

How to 
Use Digital 
Effectively

Digital has encroached on you and your customers’ various 
touchpoints, so Louis McConkey examines the current state of the 
media market and what’s being consumed when and where.

the European average 
of 1.7. Advertisers have 
realised that Cinema 
offers geographic, 
demographic and 
psychographic 
targeting and there 

were almost 20 minutes of commercials 
and trailers (mostly ads) shown before 
the screening of Once Upon a Time in 
Hollywood, for example.

A massive 82% of all 
adults in Ireland listen 
to radio on an average 
day, with the average 
listener tuning in for 
four hours daily. That 
first button or position 

is ever important as we switch channels 
just 1.6 times a day. Of all earspace, 85% 
of listening time is spent with live radio. 
The listener’s own on-demand audio 

is a far second, although Podcasts and 
Spotify have made significant gains in 
recent years. 

Print readership 
continues to decline, 
though still offers 
‘Retail Detail’ and it’s 
a beneficial secondary 
medium, especially 
for an older audience. 

Readership is still quite strong, with 
a band of loyal followers of both 
broadsheets and tabloids. The traditional 
press titles have been very successful 
in driving their audiences online (if not 
monetising them) and the reputable 
online titles are more likely than not to 
be the old school real estates.

       Outdoor: the OOH market is strong 
and is very dominant in major urban 
areas due to investment in digital plant 



Advertising & Media Advertising & Media
Retail News|September 2019|www.retailnews.ie|19

by most contractors. 
Creating a high impact 
campaign outside of 
the big cities can be 
difficult due to universe 
of panels available. 
Digital innovation is 
helping OOH to grow 
share

Digital advertising 
spend is still growing, 
which is no wonder, 
given how many times 
you check your phone 
a day (60 on average). 

The market breaks down into: Search 
(36% share), Display (32%), Social (20%) 
& VOD (12%). Digital has seen massive 
growth, but internet use has begun to 
stagnate as it reaches peak saturation. 
Ironically, one of the big audience 
shifts has been the over 55s, who are 
embracing tablets in their droves. VOD 
/ AV consumption continues to grow, 
although it is starting to level off with 
older age groups. YouTube remains the 
prime channel.

Just as the internet 
has spurred a media 
revolution, so too a 
retail eCommerce 
revolution. It’s not 
the discounters who 

are going to eat your lunch; it is Siri, 
Cortana, Google Assist, Alexa et al who 
are going to take huge bites of it. At the 
moment, it is more likely to be non-
grocery on bigger ticket or high value 
items but it is coming. In the US, grocery 
eCommerce has been growing at 14% a 
year. In Ireland, just 8% of adults have 
bought groceries online but contrast this 
with the 50% who have bought fashion or 
sports goods online.

       Although trust is an issue, Ireland 
is fast becoming an early adopter in 
all things Digital and as the platforms 
get their privacy acts in order, we will, 
over time, learn to supress our distrust 
of them and uptake of the devices 
will increase. It will no longer be just 
enough to invest in your premises, staff 
and suppliers. You need to invest time, 
manpower and resources to protect 
your business in the technological 
ether. Use of smart devices is becoming 
mainstream – personal assistants, 
smart watches, home monitoring etc. 
– and 5G roll-out will accelerate the 
uptake of the IoT. The advances in AI will 
shape how your consumers research, 
order and buy the products they are 
getting from you now. 

Local Media
So, in terms of delivering footfall to 
clicks or bricks & mortar, you need to 
look at where your consumer is likely to 
be at with media you can buy or control 
locally. Take the time (or get some help) 
to set up a Google AdWords account. Do 
it before someone else stakes out your 
territory. Proximity Targeting is possible 
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The amount of time consumers have to watch, look, read and listen, is 
maxing out.

within a one, five or 10km radius 
of specific locations, depending on 
availability of plant or inventory locally. 
You might have to run your campaign 
slightly longer through the various 
day-parts but you will eventually reach 
your catchment audience. Encourage 
your customers to sign-up to your social 
media feeds. Incentivise them to keep 
coming back, perhaps with your green 
or ethical credentials. Consider whether 
you want to catch them out and about 
(mobile) or at home (tablets). 
       Develop a relationship with 
your local media – Press and Radio. 
Sure, you might have to spend some 
money to advertise but also try to find 
a way to garner on-going editorial 
through sponsorship of a sports team, 
supporting a charity, a healthy education 
programme, a local event and so on.
       Digital offers many tools to gather 
data, create awareness, convert 
opinion and help achieve objectives but 
don’t spread yourself too thin with a 
scattergun approach. Pick something 
and do it properly. Then evaluate your 
campaigns against the results and try to 
improve them. Finally, remember, the 
quality of your message or product is 
just as important as the delivery.

The next big battle between TV 
and Digital Streaming will be the 
ownership of the “second” screen 
that’s on – whether that be a TV, 
tablet, phone or other connected 
device.


