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“There remains a high level of advertising avoidance as
Irish consumers continue to fast forward through TV

adverts when using catch-up and on-demand services, and
change channels and browser tabs when adverts start.

However, delivering humorous campaigns with special
offers will help brands to re-engage consumers.”

- James Wilson, Research Analyst

This report looks at the following areas:

Advertising expenditure continues to grow across Ireland. This is being driven by online channels, with
video-on-demand and native advertising seeing the largest increases in spending between 2016 and
2017. However, despite the significant increase in online advertising expenditure, TV advertising
remains the most effective in gaining Irish consumers’ attention.
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TV advertising the most effective offline channel

Photoshopping in ads viewed negatively by Irish consumers

Consumers want direct mail to be recyclable

Social networks remain effective advertising platforms
Figure 21: Online advertising methods consumers consider most effective (noticeable), NI and RoI, June 2018

Women more receptive to ads in social media news feeds
Figure 22: Consumers who think advertising on social network feeds (eg sponsored links on Facebook) are effective (noticeable), by
gender and age, NI and RoI, June 2018

Ads on internet media services effective in reaching younger consumers
Figure 23: Consumers who think advertisements on internet media service (eg YouTube, Spotify) are effective (noticeable), by age, NI
and RoI, June 2018

Email ads effective in reaching older consumers
Figure 24: Consumers who think email (direct mail advertising) advertising is effective (noticeable), by age, NI and RoI, June 2018

TV continues to catch consumers’ attention
Figure 25: Offline advertising methods consumers consider most effective (noticeable), NI and RoI, June 2018

Boomers notice advertising on live TV
Figure 26: Consumers who think live TV advertising is effective (noticeable), by age, NI and RoI, June 2018

Less affluent consumers notice direct mail advertising
Figure 27: Consumers who think advertising they receive in the mail (direct mail) is effective (noticeable), by gender and social class,
NI and RoI, June 2018

Billboard ads reaching affluent consumers
Figure 28: Consumers who think billboards and outdoor posters are effective (noticeable), by gender and social class, NI and RoI, June
2018
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Irish consumers continue avoiding ads
Figure 32: Agreement with statements relating to advertising, NI and RoI, June 2018

Advertising that entertains appeals to parents
Figure 31: Agreement with the statement ‘I pay attention to advertising that makes me laugh’, by presence of children in the
household, NI and RoI, June 2018

Women more likely to think ‘Photoshopping’ in ads should be banned
Figure 32: Agreement with the statement ‘I think it should be illegal to 'touch up' images in advertising (ie Photoshopping images in
fashion advertisements)’, by gender, NI and RoI, June 2018

Ads inspire younger consumers to buy new products
Figure 33: Agreement with the statement ‘An advertisement has inspired me to buy a new product or service in the last month’, by
age, NI and RoI, June 2018

Consumers think paper-based advertising should be recyclable
Figure 34: Agreement with statements relating to advertising, NI and RoI, June 2018

Greater restrictions on advertising appeal to women
Figure 35: Agreement with the statement ‘There should be greater restrictions on advertising some products (ie alcohol, tobacco etc)’,
by gender and social class, NI and RoI, June 2018
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Personalised mail can gain Gen-Xers’ attention
Figure 36: Agreement with the statement ‘Personalised advertising through the post is more likely to catch my attention than standard
mail advertising’, by age, NI and RoI, June 2018

Older consumers want more information on ‘cookies’
Figure 37: Agreement with the statement ‘There should be more information on how ‘cookies’ affect my online experience’, by age, NI
and RoI, June 2018
Figure 38: Agreement with the statement ‘There should be more transparency on the information collected by companies and passed
on to advertisers’, by age, NI and RoI, June 2018
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Appendix – Data Sources, Abbreviations and Supporting Information
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