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We work to:

• Foster a culture of excellence in

strategic leadership, creativity,

innovation, and equality within our

members.

• Supported by our first-class training

and education programmes.

• Promote diversity and inclusion as a

strategic and economic imperative.

• Advocate for the interests of our

members at Corporate Board,

Government, and international levels

Our 3 priorities for the years ahead are:

IAPI is the representative body for commercial creativity and 

communications in Ireland and has 66 agency members.

We aim to position and promote our industry as a recognised 

and respected engine of responsible growth for our members, 

our people, our clients and our planet. 

• Encourage, inform and support our

members in adopting responsible

production and consumption practices.

• Position Ireland as a global centre of

excellence for commercial creativity

and media planning, thus attracting

world class talent and clients.

• Constantly work to empower our

members to grow the value of their

businesses.

Talent

•Attraction

•Retention

•DEI

•Wellbeing

Growth

•Effectiveness

• Influence

•Advocacy

•Globalisation

Sustainability

•Ad Net Zero

•Change the Brief
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75% of IAPI member agencies

participated in the 2022 Industry

Census throughout September and

October 2022.

A further Leaders Sentiment Survey

was conducted in Nov 2022, the

findings of which are at the end of

this report.

Representative members from all

agency disciplines took part

providing comparison findings for

each agency type where relevant.

Media
26%

Networked 
creative

12%
Indpt creative 
& branding

41%

Integrated
12%

Events
3%

PR
6%

Content & Participation

Participation



For the first time, the total workforce employed by IAPI

members has exceeded 2,000 staff and is now

estimated at 2,373, (21% growth since 2021), with the

highest volume of staff within Client Services. This

reflects the 25% growth in IAPI membership over the

past two years, as well as growth across certain

member agencies.

Despite this, it is widely acknowledged that churn

continues to be a major challenge for the industry.

Digital and Social specialist departments are still seeing

the largest amount of talent churn at 24%.

Of note is the reduction in talent moving to tech

companies (17%), with respondents noting that one

third are leaving for “other” reasons. Anecdotal reports

suggest that a large portion of this cohort has moved

abroad to work or travel, reflecting the lag in this

natural movement due to the pandemic.

While over two-thirds of leavers are at junior levels (less

than 5 years), half of these are moving to another

agency with only 25% targeted by big tech.

More worrying is that the industry is still a target for the

more experienced, and highly valuable talent (6+ years),

with over a third that are leaving taking a role in big

tech.

The industry is still actively recruiting for social media

skills with over half the respondents looking for these

specialists as a matter of urgency or within the next

year. Strategic planning comes a very close second with

other digital roles such as E-commerce, digital

production, UX/UI and content creation also in high

demand.

This is mirrored in the Leaders Sentiment Survey, with

the highest percentage of respondents most concerned

about specialist digital and planning roles.

Executive Summary
Talent

4Section 1 – Executive Summary

Est. 
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2,373 in 

IAPI

Growth of 

21% YOY

24% Digital 

Talent Churn

2/3’s leavers 

are Junior 

(>5 yrs. exp)

Gap in Social 

Media & 

Planning 

Skills



8 in 10 respondents either have their own DEI Policy in

place or use the IAPI Policy available to all members,

While it appears that clients are not actively seeking

their agencies to have a fully inclusive and diverse

workforce, agencies believe that it very important for

their agency culture, and will lead to better creativity.

Females still dominate the workforce by 14% overall

which is on a par with 2021.

With more females in Executive Management (6:4 ratio),

the goal to reach gender equality in the Boardroom

looks highly feasible. With 43% of females at C Suite or

Board Director level, this is another 3% up from last

year.

However, we need to seek parity at every level. Females

over-index in two-thirds of agency departments. While

Creative and Data Analytics roles are still heavily

dominated by males. The industry needs to look at

talent attraction in these areas to ensure this is

balanced out over the next few years.

Respondents show a marginal improvement in attracting

non-Irish to its’ workforce, with 15% non nationals now

employed. This equals the overall percentage of non-

Irish workers according to the 2016 Irish Census.

However, the vast majority are still from the affluent

middle class, reflecting the need for greater social

demographic diversity.

Of note too, is that only 2% of the workforce have a

disability, compared to 13.5% recorded to have a

disability within the Irish population.

Where maternity leave is paid, on average, 81% of

salary is paid in Maternity inclusive of Social Welfare

Where paternity leave is paid, on average 78% of salary

is paid in Paternity inclusive of social welfare, and on

average 12 days of paid paternity leave is provided.

Executive Summary
Diversity & Inclusion
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80% have 

DEI Policy

43% 

females on 

the Board
(up by 3%)

Females 

over-index 

in 2/3’s of 

Depts.

15% non-

nationals & 

2% have 

disability

95% still 

from affluent 

classes



Executive Summary
Commercial Performance

2021 showed healthy increases on average for IAPI
members across both Revenue (up by 25%) and Media
Billings (up by 11%).

The average revenue (or fee income) reported by
respondents for 2021is 5.3m across all agency types.
Unsurprisingly, given how badly impacted they were by
the pandemic, Event agency revenue is considerably up
by 130% vs 2020, and PR agencies also reported a
healthy increase of 34% vs. 2020 Revenues.

Comparing the first half of 2021 with the first half of

2022, this again shows an average increase of 9% on

both Revenue and Media Billings. For Jan-Jun 2022,

Event, PR, Independent Creative & Branding and Media

agencies are all showing a healthy increase in Revenue.

Only networked agencies are down vs. Jan-Jun in

2021.

All respondents predicted an increase in Revenue and
Profit Margins for 2022 vs. 2021. The average profit
margin is predicted to be at 12% for 2022, with PR
agencies showing the highest percentage of profit
margin.

On average retainer fees now contribute over one third
of the total revenue for all agencies, including media
agencies.

New business (over half in 2022) is still coming
predominantly from pitch wins. Of note, is that
Independent Creative agencies gain one third of their
business with no pitch and 40% through their own
business networks.

Almost 7 out of 10 pitches are run directly by clients
and are still the biggest drain on resources and funds
for agencies. In 2021, it is estimated that IAPI agencies
took part in 594 pitch processes, costing the industry
€7m.

31% of business for respondents is now coming from
international clients or for domestic clients in
international markets. It is apparent that the ability to
work remotely has opened up the international market
for Irish agencies and represents a significant growth
area for the industry.
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2021 

Revenues up 

by 25%

5.3m 

average 

revenue for 

all agencies

Predict 12% 

profit for 

2022

Approx. 

pitching cost 

of €7m in 

2021

International 

business 

now at 31%



Executive Summary
Leaders Sentiment
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Leaders are again, more optimistic about their own agency’s

future than the industry as a whole. While, almost 9 out of 10

respondents state that their agency will do as well, if not

better, in 2023, only 62% feel the same way about the

industry.

Even with the uncertainty of the current economic backdrop,

on average 71% see their revenue increasing next year and

only 3% see it decreasing.

Of most concern is the increased focus on cost by clients, and

their reluctance to plan for growth as Ireland faces into the

uncertainty of 2023. On the positive side respondents also

note a current increase of scope and increased demand for

industry expertise.

Reflecting rising inflation across the country, Leaders are most

concerned about rising salary and energy costs. IAPI’s recent

salary survey, conducted in October 2022, showed a

considerably high wage inflation of 7%.

The majority of IAPI members (71%) are working a hybrid

model of 1-3 mandatory days in the office, with the remaining

days working from home and this looks set to continue.

97% of respondents are already or are about to become an Ad

Net Zero Supporter, with a quarter of respondents, stating

that Sustainability is a top priority for their agency. They

reported that 1 in 4 client briefs now have sustainability built

into the brief and 87% stated their belief that Sustainability is

now a priority for clients.

90% of respondents perceive IAPI membership as excellent or

good value, and of note is that 100% of the newer members

from Branding, Events & PR stated that they get good value

from their membership.

Skills Training and promoting the Value of the Industry appear

of highest benefit to respondents, and all IAPI initiatives

planned for 2023, were perceived as beneficial by at least 8

out of 10 members.

90% 

optimistic 

about 

agency

71% predict 

increased 

revenue in 

2023

Clients 

focused on 

cost vs. 

growth

Wage 

inflation at 

7% - a key 

concern.

97% 

support Ad 

Net Zero
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Section 2. Talent
Total Workforce

1,281
1,545 1,611

1,774 1,830 1,802 1,834 1,965

2,373

2013 2014 2015 2016 2017 2018 2019 2021 2022

Total staff employed by IAPI members

1%

1%

1%

1%

1%

1%

1%

1%

3%

3%

3%

6%

6%

7%

7%

12%

12%

13%

20%

IT

Data Analytics

HR

Research & Insights

Other

Non Executive Board Members

New Business/PR/Marketing

Administration

Strategic Planning

Production Services

Event Management

Finance

C Suite/Board Director

Executive Management

Media Buying/Trading

Media Planning

Creative Services

Digital & Social Specialists

Client Services & Project Management

% of staff by department

The highest numbers of staff are

employed in client services and

project management, reflecting

clients’ needs for frequent

communication and quality

service from their agencies.

The total workforce employed by

IAPI members has grown by 21%

over the year, reflecting both the

recruitment drive in the industry and

the fact that IAPI membership itself

has grown by 25% over the past 3

years.

9Section 2 - Talent



C Suite/Director/Board Director

Finance

Other

Data Analytics

Research & Insights

Event Management

Production Services

Non Executive Board Members

HR

Executive Management

Strategic Planning

Creative Services

Media Buying/Trading

Media Planning

Client Services & Project…

Administration

New Business/PR/Marketing

Digital & Social Specialist…

IT

2%

12%

9%

0%

10%

7%

9%

9%

12%

13%

20%

15%

17%

19%

19%

24%

9%

24%

40%

Churn by Department over the past 2 years

2021 2022 YTD

17%

23%
21%

9%

30%

Where is our Talent going?

It is widely acknowledged that

churn continues to be a major

challenge for the industry.

There are slight variances over the

past two years, however Digital

and Social specialist departments

are still seeing the largest amount

of talent churn.

Of note is the reduction in talent

moving to Tech, with respondents

noting a higher percentage going

for “other” reasons. A large portion

of this talent has moved abroad to

work or travel, reflecting the fact

that this natural movement has

been hampered since 2019 due to

the pandemic.

10Section 2 - Talent

Section 2. Talent
Churn



It is clear that while over two-

thirds of leavers are junior talent

(less than 5 years), half of these

are moving to another agency

with only a quarter targeted by

big tech.

Over a third of the more

experienced talent (6+ years) are

taking a role in big tech.

A small percentage of the most

senior agency staff have left the

industry in the last couple of

years, predominantly to work in

other industries.

0-2 Years 
32%

3-5 Years 
35%

6-8 Yrs
17%

9-12 Yrs
11%

12+ Yrs
5%

Leavers by Years of Experience

0%

5%

10%

15%

20%

25%

30%

35%

40%

Hi Tech
Platform

Media
Agency

Creative
Agency

Media
Owner

Client
Marketing

Dept

Other

Where is Young Talent going?

0-2 Years 3-5 Years

0%

10%

20%

30%

40%

50%

60%

70%

80%

Hi Tech
Platform

Media
Agency

Creative
Agency

Client
Marketing

Dept

Other

Where is Experienced Talent going?

6-8 Years 9-12 Years 12+ Years
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Section 2. Talent
Who is leaving and where are they going?



Tech Co / 
Platform

11%
Other 
Media 
Agency
11%

Other 
Creative 
Agency
41%

Client
4%

Other
33%

Where are 
Creatives going?

Tech Co / 
Platform

45%

Other 
Media 
Agency
22%

Other 
Creative 
Agency
22%

Other
11%

Where are Executive 
Management going?

Tech Co / 
Platform

15%

Other 
Media 
Agency
20%

Other 
Creative 
Agency
29%

Client
15%

Other
21%

Where are 
Client Services going?

Tech Co / 
Platform

10%
Other 
Media 
Agency
10%

Other 
Creative 
Agency
30%Client

10%

Other
40%

Where are 
Strategic Planners going?

Tech Co / 
Platform

24%

Other 
Media 
Agency
33%

Creative 
Agency

4%

Client
6%

Other
33%

Where are Media Buyers 
& Planners going?

Tech Co / 
Platform

22%

Other 
Media 
Agency
32%

Other 
Creative 
Agency
26%

Client 
4%

Other
16%

Where are 
Digital & Social going?
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Section 2. Talent
Where are specific skills going?



41%

35%

26%
24%

21%
18%

15%
12%

9%

Specialist
Digital

Planning,
Insights &
Analytics

Creative
Thinking

E-Commerce Leadership Sustainability Team
Management

Marketing
expertise

Creative
Execution

Skills gap of most concern to Agency Leaders

The industry is still actively recruiting
for social media skills, with strategic
planning coming a close second.

Other digital roles such as E-
commerce, digital production, UX/UI
and content creation are also in high
demand.

This is mirrored in the Leaders
Sentiment Survey, with the highest
percentage of respondents most
concerned about specialist digital
and planning roles.

7%

11%

7%

13%

16%

6%

19%

21%

19%

19%

28%

7%

20%

11%

23%

21%

19%

21%

31%

19%

21%

25%

33%

28%

IT Skills

HR Skills

Customer Experience Skills

Ecomm/Digital Skills - PR/Comms

UX/UI Skills

Programmatic Skills

Ecomm/Digital Skills - Creative

Creative Skills

Insights & Analytics Skills

Ecomm/Digital Skills - Media

Digital Production Skills

Content Creation Skills

Strategic Planning Skills

Social Media Skills

Skills being actively sought by the industry

Urgently required Required in next 12 months

13Section 2 - Talent

Section 2. Talent
Skills Gap
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Section 3. Diversity, Equity & Inclusion



YES –
Agency 
Policy
65%

Yes  - IAPI 
Policy
15%

No
20%

Do you have a Diversity & Inclusion 
Policy in place?

80% of respondents either have their own 

DEI Policy in place or use the IAPI Policy 

available to all members, and the same 

number see DEI as a priority for their 

agency.

While it appears that clients are not actively 

seeking their agencies to have a fully 

inclusive and diverse workforce, agencies 

believe that it very important for their 

agency culture, and will lead to better 

creativity.

15%

65%

18%

3%

Top priority

One of our
priorities

Not sure

Not a priority

How much of a priority is Socio-Economic 
Diversity for your agency?

2

3

3

4

4

5

Our clients expect agencies to have a
diverse workforce

A diverse workforce helps us keep up to
speed with trends in society

It's simply good for business

We need to reflect the full diversity within
Irish society in order to relate to them

Having more diversity in the agency will lead
to better creativity and original thought.

It's good for our agency culture to have a
fully inclusive and diverse workforce

Please rank the following statements
in order of priority

1=Most Important; 6=Least Important

15Section 3 – Diversity & Inclusion

Section 3. Diversity, Equity & Inclusion
Priorities



HR 88%

Administration 80%

New Business/PR/Marketing 70%

Finance 68%

Strategic Planning 67%

Client Services 65%

Media Planning 63%

Event Management 62%

Production Services 62%

Research & Insights 60%

Executive Management 59%

Non Exec Board Members 59%

Digital & Social Specialists 50%

Media Buying/Trading 50%

C Suite/Board Director 57%

Data Analytics 60%

Creative Services 62%

IT 90%

Gender split by Department

43%

57%

Females still dominate the
workforce by 14% overall.

With more females in Executive
Management (6:4 ratio), the goal
to reach gender equality in the
Boardroom looks highly feasible.
With 43% of females at C Suite
or Board Director level, this is
another percentage point up
from last year.

However, we need to seek parity
at every level. Females over-
index in two-thirds of agency
departments. While Creative and
Data Analytics roles are still
heavily dominated by males.

The industry needs to look at
their talent attraction to ensure
this is balanced out over the
next few years.

Section 3. Diversity, Equity & Inclusion
Gender Balance

Gender split across the industry
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The industry shows a marginal

improvement in attracting non-Irish

to its’ workforce, with 15% non

nationals now employed. This

equals the overall percentage of

non-Irish workers according to the

2016 Irish Census.

However, the vast majority are still

from the affluent middle class,

reflecting the need for greater

social demographic diversity.

Of note too, is that only 2% of the

workforce have a disability,

compared to 13.5% recorded to

have a disability within the Irish

population.

5.7%

2.1%

1.9%

1.9%

1.8%

0.4%

0.3%

EU (non Irish)

Asian

South American

American/Canadian

African

Australia/New Zealand

Middle Eastern

% of non-Irish Nationals 
in the Workforce

5%

28%

67%

Dublin - lower income level /
working class

Rest of Ireland - affluent /
middle class

Dublin - affluent / middle
class

Geo/Socio Demographics of our 
Workforce

Section 3. Diversity, Equity & Inclusion
Beyond gender, how diverse is the industry?
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The 2022 figures estimate a drop in

the percentage of IAPI agencies

providing paid maternity leave.

Where maternity leave is paid, on

average, 81% of salary is paid in

Maternity inclusive of social welfare.

Where paternity leave is paid, on

average 78% of salary is paid in

Paternity inclusive of social welfare,

and on average 12 days of paid

paternity leave is provided.

69%

81%
85% 82%

95%

84%

2016 2017 2018 2019 2021 2022

% providing paid maternity leave

63%

13%

6%

19%

Yes to all staff Yes to some
staff

We don't
currently but

are planning to

No, we don't
provide paid

paternity leave

% providing paid paternity leave

18Section 3 – Diversity & Inclusion

Section 3. Diversity, Equity & Inclusion
Maternity & Paternity Pay
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Section 4. Commercial Performance



€4,874,788
€4,270,008

€5,340,659

€3,195,800 €3,474,539

2019 2020 2021 Jan-Jun 2021 Jan-Jun 2022

ALL AGENCIES
Average Revenue/Fee Income

€122
€113

€125

€53 €58

2019 2020 2021 Jan-Jun 2021 Jan-Jun 2022

M
ill

io
n

 E
u

ro

MEDIA GROUPS
Average Billings

9%

9%

20Section 4 – Commercial Performance

2021 showed healthy increases on

average for IAPI members across both

Revenue (up by 25%) and Media

Billings (up by 11%).

Section 4. Commercial Performance
Average Revenue and Media Billings

Comparing Jan-Jun 2021 vs. Jan-Jun

2022, is again showing an average

increase of 9% on both Revenue and

Media Billings.



€5,694,500
€5,132,214 €5,086,227

€2,809,091
€3,376,566

2019 2020 2021 Jan-Jun -2021 Jan-Jun 2022

Media – Aver revenue/fee income

€3,797,740
€3,424,583 €3,655,097

€1,633,199
€2,311,810

2019 2020 2021 Jan-Jun -2021 Jan-Jun 2022

Indpt Creative/Branding – Average revenue/fee income

€3,902,800 €4,103,800 €4,205,612

€2,318,000
€1,919,389

2019 2020 2021 Jan-Jun -2021 Jan-Jun 2022

Networked Creative – Average revenue/fee income

€2,849,208
€2,574,611

€3,447,732

€1,370,500
€1,846,273

2019 2020 2021 Jan-Jun -2021 Jan-Jun 2022

PR – Average revenue/fee income

€4,355,667

€2,836,000

€6,524,870

€2,487,000

€5,212,356

2019 2020 2021 Jan-Jun -2021 Jan-Jun 2022

Events – Average revenue/fee income 

20%

35%

110%

42%

17%

21Section 4 – Commercial Performance

Section 4. Commercial Performance
Average Revenue by Agency Type



On average respondents are reporting

that retainer fees have increased as a

portion of agency’s overall fee income.

They now contribute over one third of

the total revenue or fee income for IAPI

agencies.

For media agencies, the trend continues

with retainer and project fees almost on

a par with media commission as a

percentage of their revenue.

Creative agencies also continue to

slowly increase their retainer fees as a

percentage of overall revenue.
27% 29% 33% 35%

61% 59% 54% 50%

12% 12% 13% 15%

2019 2020 2021 2022  t o  
d a t e

All  Respondents
Revenue % Spl i t

Retainer Fees Project Fees Media Commission

27% 28% 31% 34%

71% 70% 67% 63%

2% 2% 2% 3%

2 0 1 9 2 0 2 0 2 0 2 1 2 0 2 2  t o  d a t e

Creative & Branding Agencies
Revenue % Spl i t

Retainer Fees Project Fees Media Commission

32%
42% 39% 38%

10%
10% 10% 10%

58%
48% 51% 52%

2 0 1 9 2 0 2 0 2 0 2 1 2 0 2 2  t o  d a t e

Media Agencies
Revenue % Spl i t

Retainer Fees Project Fees Media Commission
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Section 4. Commercial Performance
Revenue Breakdown



The vast majority of respondents

predict an increase in revenue for

2022 vs 2021 with only 5

respondents predicting a decline

in revenue YOY.

Media Agencies predict an

overall 14% increase in media

billings for 2022 vs. 2021.

21%

25%

34%

37%

60%

PR

Media

Networked Creative

Indpt Creative & Branding

Events

Predicted YOY Increase in Revenue

25%

12%

8%

12%

12%

PR

Media

Networked Creative

Indpt Creative & Branding

Events

2022 Profit Margin Predictions vs. 
2021 Actual 

2022

2021

3

2

3

4

3

Commercial Challenges
That impact on profit margins. 
1=least impact / 5=most impact

59%
50%

68%
61% 57% 61%

Staff Costs as a % of Revenue
Includes ALL employment costs, 

training & recruitment

All bar one respondent predict a

profitable year for 2022. On

average 2021 profitability was at

13% across all respondents with

a predicted profitability of 12%

for 2022.

And staff costs as a % of Revenue

remain extremely high at an

average of 61% across all agency

types.

It is clear to see the toll that

Talent Churn has had on the

industry with Recruitment Costs

being stated as the biggest

impact on profit margins.
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Section 4. Commercial Performance
Profits, Predictions & Challenges



0% 20% 40% 60% 80% 100%

Media

Events

PR

Networked Creative

Indpt Creative & Branding

How are Pitches Managed?
by agency type

Run by pitch consultants Run directly by clients

46%

33%

56%

55%

25%

9%

33%

6%

20%

34%

43%

33%

25%

20%

40%

Media

Events

PR

Networked Creative

Indpt Creative & Branding

Origin of New Business in 2022?  
by agency type

Pitch win No pitch required Network Other

There has been an increase in 

pitching across the industry in 2022 

as well as an overall increase in new 

business gained through Networks.

Interestingly, Independent creative 

agencies are gaining 40% of new 

business from their networks.  These 

are attributed to global independent 

agency networks or client networks, 

as opposed to holding company 

networks.

In terms of pitch management, just 

under one third of all pitches for 

2022 were run by pitch consultants 

with the remaining 68% run directly 

by clients.

50%

32%

15%

55%

16%

27%

Pitch win

No pitch required

Came through our network

Other

Where is New Business coming from?

2021 2022

Section 4. Commercial Performance
Where is New Business coming from?
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=                    = = =   

Based on the average number of pitches per 

agency cited by respondents, it is estimated 

that 594 pitch processes were undertaken by 

IAPI members in 2021, and 396 up to end 

June 2022.

12

25

9
6

10 9
7

10

6 5
7

6

Average number of pitches 
per agency type

2021 Jan-Jun 2022

At an average of 485 hours per pitch, this 

amounts to a staggering volume of 

speculative work from agencies – the 

equivalent of 32 FTEs or working years.

The cost of pitching to the industry is also 

considerable and estimated at just under €7m 

in 2021.  However, at an average cost of 

€11,715 per pitch, this is a considerable 

reduction on 2020, which recorded a cost of 

€29,703 per pitch.

288,090 

hours

36,000 

days

7,200 

working 

weeks

Cost of 

€7m

Time 

spent on 

Pitching 

in 2021

535

455

723

178

485

355

614

696

112

481

Media

Networked Creative

Indpt Creative &
Branding

PR

Overall Aver

Average hours spent on pitches
per agency type

2021 Jan-Jun 2022

€33,855
€40,500

€27,521

€13,333 €10,371

€3,867
€4,417

€5,874

€2,000
€1,344

Media Networked
Creative

Indpt Creative &
Branding

PR Overall Aver

Average cost per pitch 
by agency type

Staff Costs 3rd party costs

Section 4. Commercial Performance
The cost and time spent on Pitching
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On average 31% of business 

for respondents is either from 

International clients or from 

domestic clients in 

international markets. 

The ability to remotely work for 

international clients post Covid 

has clearly opened up the 

international market for Irish 

agencies and represents a 

significant growth area.

62%

16%

65%

15%

% Respondent
pursuing business
from Int'l clients

What % of your
client base is Int'l?

Asking domestic
clients for business

in Int'l markets

% of work for
domestic clients in

Int'l markets?

18%

16%

18%

13%

25%

13%

26%

13%

9%

18%

Media

Networked creative

Indpt creative & branding

PR

Events

Average % of International Business by Agency Type

International clients Domestic clients in Int'l markets

This is especially true for Event 

agencies, where on average 

43% of their business is 

International, with a quarter for 

Internationally based clients.

Networked Creative agencies 

are also seeing growth in this 

area with 42% of international 

work, although their growth is 

more for domestic clients 

reaching into international 

markets.

Section 4. Commercial Performance
International Reach
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As we have noted before, Leaders 

tend to be more optimistic about 

their own agency’s future than the 

industry as a whole. 

88% of respondents state that 

their agency will do as well, if not 

better in 2023. 

Very 
Optimistic 

12%

Somewhat 
optimistic

50%

Not sure
21%

Not that 
optimistic

18%

Optimism for the INDUSTRY in 2023 
i.e. Do as well as 2022 or better 

from a revenue perspective

Very    
optmistic

29%

Somewhat 
optimistic

59%

Not sure
3%

Not that 
optimistic

9%

Optimism for your AGENCY in 2023
i.e. Do as well as 2022 or better 

from a revenue perspective

Strongly 
Increase

3%

Increase
38%

Remain the 
same
44%

Decrease
15%

Estimated Revenue Changes for 
the INDUSTRY in 2023

Strongly 
Increase

12%

Increase
59%

Remain the 
same
26%

Decrease
3%

Estimated Revenue Changes for 
your AGENCY in 2023
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Section 5. Leaders Sentiment 
Optimism and Revenue Predictions

It is encouraging that, even 

with the uncertainty of the 

current economic backdrop, 

on average 7!% see their 

revenue increasing next year 

and only 3% see it 

decreasing.



Increasing scope with existing clients

Expanding services

Digital/Social services

New busines

Focus on effectiveness/Effies

Winning back talent

International business

More in house solutions

Referrals (IAPI & Clients)

Further integration of technology

Government business

Network opportunities

Sustainability services

B2B services

Opportunities for 2023
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Section 5. Leaders Sentiment 
Trends and opportunities

There are positive and negative 

trends being reported by leaders 

across client marketing departments.

Of most concern is the increased 

focus on cost and clients’ 

unwillingness to plan for growth as 

Ireland faces into the uncertainty of 

2023.

This makes it extremely difficult for 

the industry to plan and respond pro-

actively to clients’ needs.

On the positive side respondents also 

note a current increase of scope and 

increased demand for industry 

expertise.

Reflecting clients’ demands 

for more industry expertise 

Leaders believe their 

biggest opportunity will 

come from increasing their 

scope of work with existing 

clients as well as expanding 

their services.

Emerging trends seen in client marketing departments



12%

32% 32%
41% 41% 44%

50%

65%

Not being
able to

provide a
clear

roadmap for
my team

Losing talent Managing
mental

health and
stress levels

Maintaining
morale

Attracting
talent

Insecurity
about the

economy/the
future

Managers
coping with

remote
teams

Maintaining
agency
culture

What are leaders most concerned about for their team in 2023
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15%

21%

47%

50%

74%

76%

Talent retention & attraction

Maintaining creative standards

Creating new business opportunities

Planning and forecasting for the agency in an uncertain
economy

Agreeing increased rates with existing clients in line with
inflation

Rising business costs (wage inflation, energy costs)

Business challenges for 2023

Section 5. Leaders Sentiment 
Challenges Ahead

Reflecting rising inflation across the 

country, Leaders are most 

concerned about rising salary and 

energy costs.

IAPI’s recent salary survey, 

conducted in October 2022, 

showed an industry-wide wage 

inflation rate of 7%, 3 percentage 

points about the national average.

The uncertain economic climate is 

having its’ impact on the ability to 

accurately forecast and create new 

business opportunities.  

While talent churn is still an issue for 

the industry, IAPI Leaders no longer 

view this as their biggest concern 

for 2023.

As far as concerns for their team in 

2023, Leaders are still primarily 

concerned with Maintaining Agency 

culture, although this has decreased 

compared to the 2021 Census when 

100% of respondents stated this as 

a concern.

Leaders also understand that their 

teams will be feeling insecure about 

the economy and the future.



The Industry has adapted well to 

hybrid working across all agency 

types.

The majority of IAPI members 

(71%) are working a hybrid 

model of 1-3 mandatory days in 

the office, with the remaining 

days working from home.

Very few have introduced more 

than 3 mandatory office days per 

week.

Totally 
flexible -

fully remote, 
or in office -

up to 
individuals

26%

Hybrid: 1-3 
mandatory 
days in the 
office p.w.

71%

3+ 
mandatory 
office days 

p.w.
3%

In your opinion, what will the working 
pattern look like for your agency in 2023?

53%

21%

12%
15%

No, we
anticipate no
change to our
office space

No change at
present, but it
is something
we intend to
look at in the

future

We are actively
considering
reducing our
office space

We are actively
considering

increasing our
office space

Do you anticipate your physical office 
size will change in the near future?
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Section 5. Leaders Sentiment 
Predictions for Working Patterns & Office Space

Despite the majority of IAPI 

members, not having full offices on 

any one day, only 12% of agencies 

are actively considering reducing 

their space.  

However, with 1 In 5 respondents 

suggesting they intend to look at 

this issue, it may become a future 

trend.



According to respondents, 1 in 4

client briefs now have

sustainability built into the brief

and 87% stated their belief that

Sustainability is now a priority for

clients.

Yes
81%

We will 
do

16%

No, 

Have you signed up as a 
Supporter of Ad Net Zero?

Top priority
22%

One of our 
priorities

50%

Starting to 
work it out

22%

Not a 
priority

6%

How much of a priority is 
Sustainability for your agency?

(lowering your carbon footprint)
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Section 5. Leaders Sentiment 
Views on Sustainability

Top 
priority

9%

One of their 
priorities

76%

Starting 
to work 
it out
15%

How much of a priority is 
Sustainability for your clients?

(lowering their carbon footprint)

Ad Net Zero in Ireland is a full

collaboration across the

advertising and marketing

community in Ireland, supported

by IAPI, AAI, MII, IAB Ireland and

CPI.

97% of Respondents are already

or are about to become an Ad Net

Zero Supporter. Ad Net Zero is

the global initiative that is the

advertising response to the

climate crisis.

Nearly a quarter of respondents,

state that Sustainability is a top

priority for their agency. However,

there are still a minority who do

not see it as a priority for their

agency.



9 out of 10 respondents

perceive IAPI membership as

Excellent or Good value, there

is still room for improvement

with Independent Creative and

Integrated agencies.

Of note is that the newer

members from Branding, Events

& PR all state that they get

good value from their

membership.38%

33%

33%

24%

63%

44%

100%

33%

100%

66%

22%

33%

10%

Media

Integrated Media &
Creative

Networked Creative

Indpt Creative

Branding, Events & PR

ALL Agencies

How do you rate the value of IAPI membership?

Excellent value Good value Average value

52%

52%

55%

61%

71%

74%

77%

77%

81%

81%

84%

87%

90%

Pitch Guidelines and pitch intervention

Creative is Native - promoting Ireland…

smash EAP programme

Working with schools and colleges to…

Education - TUD/IAPI Pg Diploma…

Effie Awards Ireland - focus on…

Cannes Young Lions/Eurobest Young…

IAPI PR & promoting of IAPI members

Diversity & Inclusion Initiatives

Ad Net Zero

Events  that showcase the industry and…

Economic Updates & Commercial advice

Skills Training

% of Respondents that find the following highly 
beneficial or beneficial for their agency
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Section 5. Leaders Sentiment 
The Value of IAPI membership

Skills training continues to be

the No.1 ask from IAPI

members, reflecting the need

for IAPI to provide training that

would otherwise be timely and

cost prohibitive for individual

members.

While some initiatives are

deemed more beneficial than

others, all IAPI initiatives were

deemed beneficial by at least

half of respondents.



smash is the Employee Assistance

Programme, funding by TABS (The

Advertising Benevolent Society),

and is provided by IAPI to all its’

members.

88% of leaders have heard of

smash with three-quarters

encouraging employees to take up

its’ services.

While the majority understand that

it looks after the mental wellbeing

of IAPI members and their families,

there is more limited

understanding of the additional

support services on offer through

the programme.

97%

27%
30%

20%
17%

53%

33%

Mental
Health

counselling
services

Legal
advice

Financial
advice

Career
advice

HR advice Wellbeing
&

nutritional
advice

Health and
Fitness
advice

Which of the following services do you 

believe smash provides to IAPI members

and their families?

84%

87%

87%

90%

94%

94%

97%

97%

GROWTH:  Promoting Ireland as a European hub for
Commercial Creativity

SUSTAINABILITY:  Advocating for Ad Net Zero
across agencies and the wider marketing eco…

PEOPLE:  Looking after the wellbeing of your
workforce

GROWTH:  Advocating for the Irish Industry within C
Suite & Government

PEOPLE:  Improving Diversity & Inclusivity in the
industry

PEOPLE:  Driving awareness of the industry within
diverse talent pools

PEOPlE:  Skills Training & Education

GROWTH:  Demonstrating the value the industry
delivers for Irish business through economic…

For 2023, which of the following IAPI workstreams will be of 
most benefit to your agency? 

Section 5. Leaders Sentiment 
smash and The Future
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It is clear that members need

support from IAPI in

demonstrating the value of the

industry. This will always be the

case but is even more so now as

we move into an uncertain

economy.

Having listened to members’

needs throughout 2022, the IAPI

Board have now organised

themselves into the above

workstreams, all of which are

deemed of benefit by at least 8

out of 10 respondents.



www.iapi.ie


