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OVERVIEW AND ASSUMPTIONS:

MEDIA ACCELERATES IN 2021, KEEPS A FAST PACEIN 2022

AsIreland continuestheslow process of cautiously reopening and

learningto live with therealitiesof managing Covid as a localised
epidemic as wellas a global pandemic, it seems rightto reflecton
how resilient and resourceful wehavebeen as a peopleand how,
despiteeverything, we are emerging in a position of such relative
strength.

Both the wider Irisheconomy and the ad market we are
concernedwith herehavereturnedto growth, beyondall
expectations for thelatter, so in this edition of This Y ear, Next
Year we areableto take a far more optimistic view in our
forecasts. Midway through 2021, it became apparentthat the
market was growing much fasterthan we expected and
remarkably sincethen it has continued to accelerateand reacha
levelnotseen since before thecrashof2008.

We now estimate that in 2021 the advertising market grew by

justunder 20%and we’re now anticipating 9% growth next year.

Forreference, during 2008, the global financial crisis produced
an11%decline (2020 was down 6%) and took 6 years to return
to growth.

While many ofthe factors causing this growth were in place
beforelastyear, the pandemichas proventobe an accelerant to
shifting consumption trends, be they media oreconomic.
Helpfully, most ofthe assumptions incorporatedinto our
numbers then remainunchanged now, including widespread
vaccinedistribution and improved therapeutic treatments.

However, therearestillsomenegative considerations. Most
obviously, we have made great stridesnationally butglobally we
areyet to fully emerge from the pandemic.
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Alongside thisthere is Brexit and its wide range ofunresolved
issues and potential disruptions, many focused on theissue ofthe
Northern Ireland protocol. These bring generational challenges
that must be overcome, beginning with higher levelsofinflation
across all sectors ofsociety and something theadvertisingmarket
is particularly susceptibleto.

Generally, we think thateconomicactivity will be somewhat
normal after2022, although actions taken nowwill affect the pace
at which the economy expands. This is potentially optimistic:
Social safety nets, including support systems for people affected by
the ongoing volatility, remain a considerable source ofriskto a
broader economicrecovery.
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CATEGORY TRENDS:

A RISING TIDE RAISES ALLSHIPS

With the obvious exception ofthose categories most constrained
by the Governmentrestrictions that have remained in placetoa

80 greaterorlesserextentacross 2021, all major media categories
have shown impressive growth across thisyear.

70 Retail retainedthenumber one spenderspotwithgrowth inline
with the overall market despite a governmentbanon the
traditional Januarysalesdueto concerns around the Delta v ariant
and related surgein casesseen over the 2020 Christmasand New
Yearperiod.

60
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The most significant year ony ear growth came from Drink, up

closeto80%intermsoftotal spend and drivenby a forced focus

40 onthe in-hometradeforbothalcoholic and soft drinksbrands as
B@d well as a pivotto supporting non-alcoholic variantsforthe former
inresponsetotightened advertisingguidelines.
30
'@= i The othertraditionally big spending categories, Household

Services (which includes TV and Broadband suppliers), Finance
and Government, Social, Political Organisations (which includes
the HSE) all retained similar market sharesby maintainingthe
high levelsofadvertising seenthroughout last year,bucking the
rest of marketand meaningtheir base was strongerand their
growthlessmarked in 2021.
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0 E gia 20 25 Expectationsfor 2022 wouldseelowerlevel growthbuta
consistency in top four spending categories: Retail, HH Services,
= T Finance and Government, Social, Political;and highest yearon
Yrans Share of Market (%) yearshifts to come from Entertainment and Media,

0 Travel/Transport and possibly Motors.
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MEDIA
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DIGITAL

ONCE AGAIN DRIVING RESULTS

Most notableamongthe broad consumertrendsrapidly
accelerated by the realities of Covid-19, are the expansion ofthe
app ecosystem,increasing consumer adoption ofe-commerce and
the growing role of cross-border media marketplaces—spend
placedoutside of Ireland with pan-Europeanor Global platforms
and networks, buttargeting Irish consumers. These factors are
most tangibly causing growth in Digitalmedia in Ireland to
accelerate fasterthan any other medium.

Digital advertising willlikely end 2021 growingby 23%, meaning
itnowaccountsfor60%oftotaladvertising in Ireland, up from
58%lastyearand 52%in 2019. We predict further strong
expansion 0f12%in 2022 resulting in a 62%share of market.

Search has outperformed this averagerate, aided by the ongoing
effect of Irish advertisers accelerating their investment into their
online propertiesand e-commerce capabilities. The current year
for non-Search remains somewhat hampered by the negative
impact fromtravel, entertainment and price-led retail
messaging early in the year, as well alower relative online
investmentfor Government messaging, which retained a
significant share oftraditional media spending. Therefore, we
expectaless marked, butstillimpressive +18%in 2021 followed
by a13%gainin 2022 with investment in Social channels setting
the pace.
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Our overlapping sub-category of digital extensions (digital ad
revenue realised by traditional media owners fortheironline
properties and reported within theirnumbers in this document)
accountedfor around 10-12% oftotal internet-related mediaand
7 % ofall media, having, rebounded quickly thisyear, as
anticipated. We estimate thattotal digital extensions grew by
44% during 2021 and will do so again by 14%during 2022.
Radio and otheraudio digital-related ad revenues, including
podcasts, and Digital Outdoorformats have seen the biggest
jumps from an admittedly lowcomparativebase while the more
established Connected+ TV and Print extensionsad revenues
both performed more modestly, though well ahead oftheir
traditional off-line parents.

Because many marketers seek to benchmark their budgetsagainst
industry-wide averages, it’'simportantto note some spending
dynamicsthatmay be lostin the overallnumbers. For example,
smaller companiesand businessesthatoperate entirely online
likely allocate 100% oftheirbudgetsto digitalmedia, while
marketers thathave an omnichannel orientation,orarelarge
enoughto activate other media, tend to have lower shares of
spendingon digital media. Theresult is that,in reality, the typical
large brand spends substantially less than the average amount, as
we explorelaterin this document.

Importantly,the morebroadly we define digital advertising, the
more that alladvertising is considered to be digital. As time
progresses, the distinction between digital and non-digital
advertisingwill becomeless meaningful than the distinction
between the mediacompanies, whose products willincreasingly
blur linesthathistorically divided different media types.



TELEVISION

RECOVERING RELEVANCE

Televisionis now expected to have grown by 16%in 2021, an
extraordinary return to prominence giventhe uncertainty that
reigned throughoutthe year. Due to the strength ofthis revivalon
top oflast year’'sremarkable second halfrecovery we expectlow
single digitgrowth nextyear and beyond forthebroadly-defined
medium,including what we call Connected TV + which
incorporatesall BVOD. True in the future as it has beenin the
past, many ofthelargestmarketers rely on television because of
itsunique capacity to help them build orreinforce the strength of
their brands by borrowingthebrand equity of content and pairing
that with uniquely broad and deep reach and frequency.

Asbroadcastersinvest further in their catch-up and streaming
platforms, Connected TV + will also continue to grow. We estimate
that Connected TV+inventorywill accountfor over€18min Irish
media company ad revenue,up by 10%over2020 levels. We
anticipate Connected TV + ad revenue will growto €37 millionby
2026.

The biggestchallenge forcommercial TV in the short to medium
termis thatits unique reach advantageis stillerodingat paceas
investmentsin ad-freeorad-light streamingvideo services
dominatethe industry. By spending billions of dollars on content
annually, Netflix, Disney, Amazon and Applehave already
established a presence in almost every major marketon earth.
Each ofthese companiesindividually and collectively represent a
competitivethreatto ourlocalbroadcasters and UK based
satelliteand cable operators.
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On a positivenote, therobustness ofoverallviewingto TV content
offers someevidenceto suggest thatthe rise ofthese serviceshas
initiateda golden age forthe mediumwhichhas seen all
broadcastersbenefitfrom an increased interest and appetite for
the quality product it can deliver, thusunlocking broader
commercial opportunities forthem beyond spotadvertising
through the likes of sponsorships, product placement and ad -
funded programming.

However, as a practical consideration, falling viewership ofad-
supported TV in traditional environmentshas undeniably led to
reduced reach potential for campaignsthat rely on the medium,
which may generally make TV less attractive to some marketers.
To deal with this challenge, some havelooked to betterintegrate
the management of campaignson Y ouTube and TV ratherthan
manage them separately, as still typically occurs today. To the
extentthat YouTube and TV converge, this will help sustain the
role ofabroadly defined notion oftelevision in the media mixes
for many, while furtherblurring the linesbetween TV, digital
and search advertising forothers.

Ongoing technologicaladvancessuch the recently launched Sky
Glass will necessarily play a vital part in retaining the television
set’srelevance asthe main source ofin-home entertainmentinto
the future, offering a platform that collates and cataloguesthe
myriad viewing choicesavailable to the modern viewer. However,
itis an expensive businessinvesting in suchinnovation and the
rewards not immediately realised, soit remainsto be seen which
localsupplierswill bebest ableto keep upin this rapidly evolving
race forIrish consumers’attention.
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RADIO/AUDIO, PRINT, OUTDOORAND
CINEMA

Expectationsfor Radio/Audio havebeenraised significantlyin this update, with our forecastnowat 12% growth in 2021; however, this
revision is partly theresult of updating 2020’s performance to a 9% decline following a weakerthan anticipated final quarter amongst
regionalstations. Newer forms of Radio—particularly podcasting and streaming audio services—help provide some “sizzle” to the medium.
Beyond perceptions of podcastingas an appealingformat, the sectoris improving its commercial potential. Large traditional broadcasters,
aswell as othermedia owners in publishing and pure-play internet,are embracingthe formatand investing in technologiesto better
produce and hostcontent. All ofthis makesit much easier and very desirable forlargebrandsto deploy resources into the m edium. At the
same time, thevastmajorityof Radio ad inventoryand thebulk of the industry’sadvertiser base skewslocal orregionaland smallor
medium-sized. Both factorsarenegativein a world thatis increasingly oriented aroundlarger brands with national orientations. Without
the backstop of government messagingand with a reluctance to embrace more innovative waysoftrading, anothersocially restricted
Summer lacking festivals and other mass gatherings, meaning less highyield promotionalactivity, would spella year of poten tial toil for the
medium.

Looking atother media, we expect Print,including Newspapers and Magazines, to temporarily haltdeclines previously experienced. We
forecast that Newspapers willrebound by 15+%in 2021,buoyed by strongdigital-first bounce back from smaller scale,local advertisersbut
then fallby 8%in 2022.The more niche appeal of Magazines unfortunately means the medium haslagged behind and willlikely continue to
struggle across the nextthree years. Where publishersofbothformatsareinvestingin their digital properties, they will m aintain a capacity
for relevanceand an abilityto add tremendousvalue to marketers’ advertising efforts. Unfortunately, for much oftheindustry, therelative
yield potentialofonlineis very different fromtheir offline printed model, hence the remorseless rebasing of the marketpla ce. However, to
the extent thatincremental revenues generated fromrelated licensing activity on social platforms can beredeployedinto content, individual
publisherswill be poised to benefit. Ifthis occurslocally, theindustry mightbe better positioned to reduceits pace ofd ecline.

By contrast, Outdoor advertising should fare muchbetter, albeitin recoveryfrom an exceptionally low base, growingby 19%in 2021 and
then growingby a further 27 %in 2022. Extensivelockdowns meanta more delayed return to growththan forother mediaand the stopstart
natureofthe recovery andreopeningofsocietymeans the mediumlost ability to accommodate backlogswiftly. Outdooris ben efitting from
new digital formatswhich allowsfor incrementalsources of demand to emerge. Bettertargeting, the capacity forreal-timeand/or
programmatic buying and the increasingnumber oflocations for digital signage are all positive factorsleading into nextyear and beyond.

Finally, we expect Cinemaadvertisingto have only partially recovered thisyearand then leapup by close to90%in 2022 as studios release
their extensivebacklog of filmsand people’s pent updemand to re-engage with a perennially popular leisure activity is finally sated.
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BENCHMARKINGDATA:

BROADCAST TV STILLLEAD MEDIAFORMOSTLARGE ADVERTISERS

A superficialread ofthe dataincluded in ThisYear, NextYear might 80%
leave onewiththeimpressionthat because 60% ofIreland’s advertising

revenueis generated by digitalmediaand 17.5% goesto

TV, that marketers are allocating 60% of their budgets to digital media 60%

and 17.5%to TV, onaverage. This would be a mistaken interpretation,
because many advertisers—especially small ones and those whose )
businessesoperate entirely online—oftenallocate allornearly all of - 40%
their budgetsto digital media while large businesses typically allocate E
highershares of theirbudgets to television. o 20%
E (o]
GiventhefocusofmostIrish mediaagencies, servicing larger brands Io
primarily, we wanted to better assessthe typical large advertiser media E 0% .

mix. To do this, welooked to GroupM’sowndatato find useful
illustrations of the waysin which different marketersallocate their
budgets in Ireland. In studying these trends, we primarily focused on 0%

C

-

Germany

: Il

g
two dominant groupings of media, television and digital platformsand e} 7
haveincluded UK and Germany data following same methodology to % /
illustrate howthis trendis mirrored across major European markets. LE 20% /
This showsthat during 2021, a large brand is allocating 41% of = 7
its advertisingbudget to television, including Broadcaster VOD, and S 40%
30%to internet-based media, excluding BVOD. For reference, in2019,
television typically accounted for 39%, while digital media typically
accounted for24%. 60%

For clients, we recognise that this data may provide useful information

about what other marketers are doing. However, the goal shouldnotbe 80%
to mimic them. Instead, we present this information to help spur

questionsabout the right allocations foryourbrand. Well-developed

mediaplans account for a marketer’sunique goals, apply some

creativity to achieving those goals and consider what worked well for

otherswho faced similar circumstances.

mTV % Digital
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IRELAND ADVERTISING REVENUE SUMMARY - DIGITALEXTENSIONS IN TRADITIONAL

MEDIA LINES (EG. TELEVISION INLCUDES BROADCASTER VOD)
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DIGITAL
* Growth
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- Search
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191,058
5.1%
22.9%
128,814
-1.4%
15.4%
206,438
-3.7%
24.7%
18,213
0.5%
2.2%
61,350
8.0%
7.3%
6,200
9.7%
0.7%
222,782
24.3%
26.7%
137,000
42.7%
16.4%
85,782
3.1%
10.3%

196,586
2.9%
22.5%
131,717
2.3%
15.1%
180,383
-12.6%
20.7%
18,435
1.2%
2.1%
65,027
6.0%
7.5%
6,400
3.2%
0.7%
273,259
22.7%
31.3%
176,000
28.5%
20.2%
97,259
13.4%
11.2%

199,647
1.6%
21.3%
134,430
2.1%
14.4%
176,285
-2.3%
18.8%
18,446
0.1%
2.0%
67,798
4.3%
7.2%
7,040
10.0%
0.8%
332,012
21.5%
35.5%
219,000
24.4%
23.4%
113,012
16.2%
12.1%

192,333
-3.7%
20.4%
130,175
-3.2%
13.8%
153,010
-13.2%
16.2%
18,364
-0.4%
1.9%
72,355
6.7%
7.7%
6,429
-8.7%
0.7%
370,950
11.7%
39.3%
245,000
11.9%
26.0%
125,950
11.4%
13.3%

197,467 206,589 190,221
2.7% 4.6% -7.9%
19.4% 18.4% 18.0%
119,115 114,110 103,548
-8.5% -4.2% -9.3%
11.7% 10.2% 9.8%
133,422 118,401 90,806
-12.8% -11.3% -23.3%
13.1% 10.6% 8.6%
17,153 15,851 14,054
-6.6% -7.6% -11.3%
1.7% 1.4% 1.3%
76,520 72,043 40,431
5.8% -5.8% -43.9%
7.5% 6.4% 3.8%
6,281 6,368 1,849
-2.3% 1.4% -71.0%
0.6% 0.6% 0.2%
468,349 587,420 614,376
26.3% 25.4% 4.6%
46.0% 52.4% 58.2%
288,942 304,675 320,706
17.9% 5.4% 5.3%
28.4% 27.2% 30.4%
179,407 282,745 293,670
42.4% 57.6% 3.9%
17.6% 25.2% 27.8%

220,695 229,678
16.0% 4.1%
17.5% 16.7%

115,588 125,102
11.6% 8.2%

9.2% 9.1%

104,714 96,654

15.3% -71.7%

8.3% 7.0%
13,002 11,392
-7.5% -12.4%
1.0% 0.8%
48,215 61,379
19.3% 27.3%
3.8% 4.5%
2,011 3,745
8.8% 86.2%
0.2% 0.3%

756,860 850,350
23.2% 12.4%
60.0% 61.7%

409,437 456,841
27.7% 11.6%
32.5% 33.1%

347,423 393,510
18.3% 13.3%
27.5% 28.6%

240,179
4.6%
16.6%
125,405
0.2%
8.7%
96,803
0.2%
6.7%
11,544
1.3%
0.8%
62,648
2.1%
4.3%
3,932
5.0%
0.3%
906,705
6.6%
62.7%
488,986
7.0%
33.8%
417,719
6.2%
28.9%

249,497
3.9%
16.6%
124,429
-0.8%
8.3%
94,798
-2.1%
6.3%
11,432
-1.0%
0.8%
63,538
1.4%
4.2%
4,089
4.0%
0.3%
957,321
5.6%
63.6%
517,621
5.9%
34.4%
439,699
5.3%
29.2%
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GroupM's This Year Next Year is published twice a year with the goal of informing analysts
and marketers of GroupMs market observations.

All rights reserved. This publication is protected by copyright. No part of it may be reproduced,
stored in a retrieval system, or transmitted in any form, or by any means, electronic,

mechanical, photocopying or otherw ise, w ithout w ritten permission from the copyright ow ners.

Every efforthas been made to ensure the accuracy of the contents, but the publishers and
copyright ow ners cannot accept liability in respect of errors or omissions. Readers wiill
appreciate that the data is up-to-date only to the extent that its availability, compilation and
printed schedules allow ed and are subject to change.

GroupM is the world’s leading media investment company responsible for more than
$50B in annual media investment through agencies Mindshare, MediaCom, Wavemaker,
Essence and nV/SIX, as wellas the outcomes-driven programmatic audience company,
Xaxis. GroupM's portfolio includes Investment and Services, all united in vision to shape
the next era of media w here advertising w orks better for people. By leveraging all the
benefits of scale, the company innovates, differentiates and generates sustained value
forour clients w herever they do business.

Methodology: Approaches vary by media. Please contact GroupM for details.

Questions? Contact: Bill Kinlay, bill.kinlay@groupm.com
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