
2007 Advertising Spend
2007 was the year where digital marketing 
graduated from the media periphery to 
being an integral component of the strategic 
media planning process. To build upon this 
phenomenal growth, two fundamental areas 
need to be addressed: the availability of 
broadband and an all encompassing Irish 
measurement body. If these two areas are 
achieved in 2008 we firmly believe that 
digital advertising will make serious gains in 
overall advertising spend. We estimate that 
the market grew by 75% in 2007 and that 
this will further increase by 37% in 2008 to 
�118 million.

Audience
According to Comscore, Ireland has the third 
fastest-growing Internet audience in Europe 
behind Russia and Spain. Ireland’s Internet 
users jumped 16% in September, rising to 
almost 1.5 million unique visitors aged 15 
or older, up from nearly 1.26 million a year 
earlier.

According to Comreg, the total number 
broadband subscribers topped almost 
800,000 at the end of Q3 2007 – a rise of 
over 100% on the previous year. 

However although audience numbers are 
growing fast, and broadband penetration is 
improving, we are nowhere near acceptable 
levels of broadband availability and remain 
in the lower half of the EU league table.

Inflation
For the first time, some niche Irish sites have 
regularly run out of available advertising 
inventory. This has caught both the sites 
and media planners by surprise and the 
immediate response by some sales teams 
was to usher in over- inflated rate increases. 
We estimate inflation for display activity 
came in at 15% in 2007.

From a paid search perspective, average 
bid prices increased in the region of 15%-
25% in 2007 while key sites have been 
looking for large price increase for long 
term sponsorships, in some cases almost 
doubling the sponsorship cost. With the 
medium still in its infancy and the sector still 
devoid of proper industry-wide measurement 
systems, advertisers will not agree to large 
inflationary increases in 2008 given the 
economic slow down. However, online 
inflation will be higher than other media and 
should net out at 8.5%.

Key Developments
Site Upgrades
One very welcome change in 2007 was the 
redesign and redevelopment of a number of 
popular Irish sites, particularly Independent.
ie, RTÉ.ie, Ireland.com and Entertainmentie. 
Enhanced interactive features, such as 
streaming video, regularly updated content, 
blogs and user-generated content have 
become an integral component of these 
sites as more publishers place increased 
emphasis on audience engagement. As a 
result, all sites have witnessed significant 
traffic increases within the past year.

Social Media
2007 will be remembered as the year 
Facebook made its mark on the Irish digital 
landscape. The latest statistics indicate that 
it has 167,000 registered regular Irish users. 
As a result of to this phenomenal growth, 
Facebook are introducing free tools, such 
as building customised brand profiles and 
applications which will make it easier and 
more economical for Irish advertisers to 
enter the social media space. 

With over 600,000 Irish users, popular social 
networking site, Bebo, has now branched 
into digital drama with popular productions 
like ‘Kate Modern’ and ‘Gap Year’. This 
represents a real, albeit expensive opportunity 
to be an integral part of young consumers’ 
online life. While certain sites have not hit 
the Irish market yet it is worth keeping an 
eye on twitter.com, loopt.com, helio.com, 
hotornot.com and iminlikewithyou.com. 
These interactive community-driven sites 
are making a large impression in the US and 
are likely to hit Irish shores in the future.

Mobile
Vodafone and 02 brought realistic mobile 
propositions to the table in 2007. However, 
whilst this signifies progress, the Irish 

mobile advertising market remains in its 
infancy in comparison to the UK. Two key 
areas that need to be addressed in order 
for this to progress are relative entry price 
and the standardisation of moblie platforms 
across operators.

Google  
The undisputed king of Search advertising, 
Google made a number of noteworthy moves 
to consolidate and grow its leading position 
in 2007. These included the acquisition of 
DoubleClick, the primary online display ad 
serving platform. It helps traffic the ads of 
many of the major online advertisers and 
acts as an arbitrator of campaign clicks and 
impressions.

Google seems to be moving towards being 
a total online advertising resource. With this 
acquisition they will have search, analytics, 
content publishing resources both with 
AdSense and the newly added YouTube, 
and now an ad serving platform with video 
and rich media expertise. 

Future Challenges
The problem with current online  
measurement is that there isn’t a  commonly-
agreed industry standard. There are a 
number of separate entities measuring a 
limited range of sites. Comscore provide 
estimates of site usage based on a limited 
panel of Irish users. The new JNIR will only 
capture audiences on a select number of Irish 
sites that have signed up to it. ABCe audits 
are done selectively by a small number of 
sites, usually at a period when traffic peaks 
for them (eg. January for recruitment sites.) 
Advertisers are therefore, forced to rely on 
statistics provided by the sites themselves 
for information on user composition.

What advertisers want to know is the profile 
of people who click on their ads and the 
cumulative effect of placing a campaign 
across a number of different sites.  All that 
planners know is the total audience for 
individual sites with no relationship between  
one site and another. 2008 is the year when 
all of the commercial stakeholders in the 
Irish online medium need to put in place 
the measurement foundations for it to fulfill 
its true potential as a primary marketing 
communications tool.  
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