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Agenda

• 2020 audited accounts

• President’s address

• 2021 highlights

• Priorities for 2022

• Looking ahead

• Closing remarks
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Please welcome Jon Byrne, BMH
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President’s address
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2021 Highlights
• 57 Virtual Events

• 4,000+ attendees 

• 2,560 downloads on IAPI TV
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Highest No. of members on record 
61 agencies
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9 new 
members 
during the 
pandemic
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Plus 2 currently 
waiting for Board 
approval…



Thanks to the Exec
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Thanks to 
the Board
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Hello to our new           President…
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New Board Members
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IAPI Structure for 2022
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UN Sustainable Development Goals
17 goals to transform our world

TALENT

GROWTH

SUSTAINABILITY



IAPI structure for 2022

17



Priority 1 - Talent
Geraldine Jones, Stha Banks, Aoife McCleary, Jamie Fulham & Neal Davies
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Two Key Challenges identified for 2022
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In-depth Interviews with Industry leaders, current 
employees and recent leavers

Global DEI research to benchmark where we stand 
vs the norm

TALENT RETENTION DIVERSITY OF TALENT

1 2



What are the key factors in our talent 
retention challenge?
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Factors at play
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Covid 
Fatigue 
and the 
desire 

for 
change

Perception vs 
Reality

Tech as 
our 

industry 
disruptor

Decision making 
not all about pull 

factors



Multiple 
Push 
Factors
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IAPI Role



How are we performing from a diversity & 
inclusion perspective?

24



Diversity of our Talent pool
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GLOBAL DEI SURVEY 

RESULTS  - IRELAND



women are still underrepresented in 
higher positions despite 
overrepresentation at total levels

48% vs 65%

ethnic minorities are on par with 
national averages but are paid less on 
average compared to white colleagues 

at every level

Are we willing 
to hold 

ourselves 
accountable?

Who is at your 
table?

Are we willing to 
address the 

ethnicity pay gap 
that’s emerging 
in our industry?
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Diversity Results
2 key challenges in the market



Inclusion Results
Multiple challenges here too…

Inclusion & Belonging Indices lower 
than the global benchmarks

67% & 62%

Ethnicity was the basis of the highest 
levels of discrimination. More than 1 
in 10 experiencing discrimination

13%
Ageism still a challenge, almost half
of the respondents say it plays a 
factor in stalling careers. Also 1 in 3 
Women don’t believe employees are 
treated fairly regardless of age.

45% & 33%

The burden of parenting which we have 
seen tending to fall on women came in 
strong with more women respondents 
more likely to believe that family 
status can hinder their career. 

52% compared to 

27% for men 27



Inclusion is the true 
measure of 

our diversity efforts
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IAPI is committed to 
help foster changes Initiatives, Skills building & Resources 



2021: 27 x Training Webinars

• John Fanning on Brand

• Finance for Account Managers

• Translating the Brief

• TAM Ireland

• The CX Factor

• World’s most Effective Campaign

• How to Present with Impact

• FREE access to EACA training

• Discount for IPA training

Education a key focus



Still a key focus in 2022…
2021 - TUD Post-Graduate Diploma

• 5 out of 6 Modules completed - 60 students 

• 29 guest lecturers – 60% from client 
brands/media owners

• 6th module on leadership in late Jan 2022.

2022 - Re-structuring the course

• 6 modules, pairs of 2, spread over 18 
mths

• No Q4 courses

• 2 Modules = Post Graduate Certificate = 
20 credits

• 3 x PG Certs = Post Graduate Diploma



TALENT – 2022 Priorities

ATTRACTION RETENTION EDUCATIOND&I
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Priority 2 - Growth
Jonathan Conlon, Margaret Gilsenan, Abi Moran, Aoife McCleary, Emma Williams
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2021 Highlights

+500 
attendees

------
+300 video 
downloads 34



Numerous initiatives that 
help us drive world-class 
professional standards and 
report on industry trends



Focus on 
Media
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11 Media specific events 
763 attendees
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2021

IRELAND’S MOST SUCCESSFUL 
YEAR TO DATE AT

INTERNATIONAL AWARDS
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1 GRAND PRIX

2 GOLDS

1 S ILVER

2 BRONZE
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The results 
are in…
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US MARKET ROADSHOW 37 FRESH SUBMISSIONS OVERSEAS PROMOTION

2022
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Looking towards 2022
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Priority 3 - Sustainability
Abi Moran & Fiona Field
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Advertising’s response to the climate emergency

© Advertising Association 2021. All rights reserved.  



71%
are worried
about the negative impacts of our 
industry on the environment

© Advertising Association 2021. All rights reserved.  53



91%
agree that knowing
their organisation was taking climate action 
would improve their
job satisfaction

© Advertising Association 2021. All rights reserved.  54



OVERALL AMBITION: 

NET ZERO BY

2 0 3 0

© Advertising Association 2021. All rights reserved.  55



Businesses to commit to net zero

by 2030: measure carbon footprints, 

reduce emissions, and offset to 

remove whatever cannot be avoided.

ACTION 1: 

Get Our House in Order 

-Advertising Business Operations

Measurement framework now in 

place - Ad Net Zero supporters to 

report carbon data as industry proxy

© Advertising Association 2021. All rights reserved.  

How To Measure Advertising Operation’s Carbon Emissions

Konrad Shek, Director of Policy, Credos
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https://youtu.be/DaDUYB5ws1Q


Commit to zero waste / zero 
carbon production, using 
resources and tools such as the 
new carbon calculator 

ACTION 2: 

Curb Emissions

from Advertising Production

© Advertising Association 2021. All rights reserved.  

AdGreen Measuring & Reducing Production Emissions

Jo Coombes Project Director, and Sophie Broadbent, 

Calculator Project Manager, AdGreen
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https://youtu.be/dYu7iEWtUV8


IPA Media Futures Group’s Climate 

Charter to enable media planning 

and buying choices to be made 

with carbon impact front-of-mind.

ACTION 3: 

Curb Emissions from

Media Planning & Buying

The Media Carbon Calculator was 

launched on the 9th of June. The 

Charter has been created by the 

IPA Media Climate Future Group 

and funded and supported by the 

IPA Media Futures Group and other 

leading IPA media agencies. 

© Advertising Association 2021. All rights reserved.  

IPA Media Climate Charter

Nigel Gwilliam, Director of Media Affairs, IPA, Jack 

Monaghan, Senior Insight Manager, RapportWW

and Pauline Robson, Head of Blink
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https://youtu.be/FcvupWrl8A8


Build sustainability credentials

into awards judging criteria,

and encourage sustainable 

planning for industry events 

ACTION 4: 

Curbing Emissions Through Awards

and From Events

Build sustainability credentials
into awards judging criteria,
and encourage sustainable planning 
for industry events 

ACTION 4: 

Curbing Emissions Through Awards
and From Events

New award standards in 

development, plus isla partnership 

established to set best practice for 

industry events

© Advertising Association 2021. All rights reserved.  
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Influence strategy & content through 

initiatives like #ChangeTheBrief,

and support Government in the run 

up to COP26

ACTION 5: 

Harness Advertising’s

Power to Support Consumer BehaviourChange

© Advertising Association 2021. All rights reserved.  60



Advertised Emissions in the UK in 2019 were 

responsible for more than 186m tonnes of carbon 

dioxide equivalents – almost half the size of the 

UK’s total domestically-produced emissions.

It is equivalent to 47 coal-fired power plants 

running for one year and is adding an extra 28% 

to the annual carbon footprint of every single 

person in the UK.

Effective ad campaigns are making

UK’s carbon emissions problem worse



Setting up Ad Net 
Zero in Ireland

• The Ad Net Zero brand, strategy and programme of 
tactics can be replicated for the Irish market 

• Onboarding and management of supporters can be 
approached in a similar way to the UK 

• Initial resourcing – 1 x project manager with experience 
of Irish market, Sustainability and Marketing/Comms 

• The project manager would work closely with the UK 
team, attend Steering Group and Working Group 
meetings and embed key learnings into the Ad Net Zero 
Ireland programme

• Collaboration with MII, AAI, CPI & IAPI
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• A new qualification to help people working in the 
advertising and marketing services industries 
understand the climate crisis and the actions to 
achieve net zero emissions from the development, 
production and media placement of advertising by 
2030. 

• Through 10 hours of online learning, this certification 
aims to empower individuals with the knowledge and 
practical skills to become genuine agents of change 
and positive action. 

Ad Net Zero Essentials



A look ahead
Sean Hynes
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Closing remarks
Charley Stoney
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