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Setting the Scene:
The Digital &
Social Media Landscape
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DIGITAL AROUND THE WORLD IN 2019

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND GLOBAL MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL UNIQUE INTERNET ACTIVE SOCIAL
POPULATION MOBILE USERS USERS MEDIA USERS

7676 5.112 4,388 3.484

BILLION BILLION BILLION BILLION
URBANISATION: PENETRATION: PENETRATION: PENETRATION:
56% 67% 57 % 45%

QANDFORUM core

MOBILE SOCIAL
MEDIA USERS

3.256

BILLION
PENETRATION:

42%

Source GlobalWeb Index2019



ANNUAL DIGITAL GROWTH

THE YEAR-ON-YEAR CHANGE IN KEY STATISTICAL INDICATORS

TOTAL UNIQUE INTERNET

POPULATION MOBILE USERS USERS

+1.1% +2.0% +9.1%

JAN 2018 - JAN 2019 JAN 2018 - JAN 2019 JAN 2018 - JAN 2019
+84 MILLION +100 MILLION +367 MILLION

ACTIVE SOCIAL
MEDIA USERS

+9.0%

JAN 2018 - JAN 2019
+288 MILLION

l an o Core

MOBILE SOCIAL
MEDIA USERS

+10%

JAN 2018 - JAN 2019
+297 MILLION

Source GlobalWeb Index2019



EVOLUTION OF TIME PER DAY SPENT USING SOCIAL <core

AVERAGE AMOUNT OF TIME SPENT PER DAY USING SOCIAL MEDIA (IN HOURS AND MINUTES), WITH YEAR-ON-YEAR CHANGE

IRE Z2H 16M
2H 08M
TH 52M
I“m mdm '
2014 2015 2016 2017 2018

Source GlobalWeb Index2019



SOCIAL PLATFORMS: ACTIVE USER ACCOUNTS core

BASED ON MONTHLY ACTIVE USERS, USER ACCOUNTS, OR UNIQUE VISITORS TO EACH PLATFORM, IN MILLIONS

FACEBOOK m
YOUTUBE 1,900
WHATSAPP
FB MESSENGER
WHXIN / WECHAT 1,083
INSTAGRAM
QQ
QZONE
pouyin/ TkToK [N 500
siNAWEIBO [N 446
REDDIT ~e—] 330
witer [N 326 DATA UPDATED TO:
pousaN [N 320 25 JANUARY 2019
unkeDIN: D 303
sapuTesA” [ 300
S %0 . SOCIAL NETWORK
SNAPCHAT" * 287
VEci o MESSENGER / VOIP
PINTEREST [ 250
LINE 194

Source GlobalWeb Index2019



Instagram, Not Snapchat, Is the Social Platform of the Hour COF€

Worldwide user growth of Instagram, Instagram Stories and Snapchat (in millions)

@ Instagram MAUs @ Instagram Stories DAUs Snapchat DAUs
1,000

900
800 Jun‘18

700
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Jun18
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100 46

Q128?8
: Launch ‘
0 D454 Aug 16

2013 2014 2015 2016 2017 2018

MAU =Monthly active user

@ @ @ DAU =Daily active user .
@statistaCharts Source: Company announcements Stat|Sta -4

Source: Statista
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THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE INTERNET ACTIVE SOCIAL
POPULATION SUBSCRIPTIONS USERS MEDIA USERS

4.83 4.74 4.45 3.20

MILLION MILLION MILLION MILLION
URBANISATION: vs. POPULATION: PENETRATION: PENETRATION:
63% 98% 92% 66%

QANDFORUM core

MOBILE SOCIAL
MEDIA USERS

2.80

MILLION
PENETRATION:

58%

Source GlobalWeb Index2019



ANNUAL DIGITAL GROWTH

THE YEAR-ON-YEAR CHANGE IN KEY STATISTICAL INDICATORS

TOTAL MOBILE INTERNET

POPULATION SUBSCRIPTIONS USERS

+0.9% +1.6% +14%

JAN 2018 - JAN 2019 JAN 2018 - JAN 2019 JAN 2018 - JAN 2019

ACTIVE SOCIAL
MEDIA USERS

+3.2%

JAN 2018 - JAN 2019
+43 THOUSAND +75 THOUSAND +532THOUSAND #*100 THOUSAND +100 THOUSAND

l e Core

MOBILE SOCIAL
MEDIA USERS

+3.7 %

JAN 2018 - JAN 2019

Source GlobalWeb Index2019



SOCIAL MEDIA BEHAVIOURS (25 core

HOW INTERNET USERS ENGAGE WITH SOCIAL MEDIA [SURVEY BASED]

VISITED OR USED A SOCIAL ACTIVELY ENGAGED WITH AVERAGE AMOUNT AVERAGE NUMBER OF PERCENTAGE OF INTERNET
NETWORK OR MESSAGING OR CONTRIBUTED TO SOCIAL OF TIME PER DAY SPENT SOCIAL MEDIA ACCOUNTS USERS WHO USE SOCIAL
SERVICE IN THE PAST MONTH MEDIA IN THE PAST MONTH USING SOCIAL MEDIA PER INTERNET USER™ MEDIA FOR WORK PURPOSES

98% 82% 1H 53M 7.9 16%

- Source GlobalWeb Index2019



MOST ACTIVE SOCIAL MEDIA PLATFORMS L] cor€

PERCENTAGE OF INTERNET USERS WHO REPORT USING EACH PLATFORM [SURVEY BASED]

YOUTUBE
FACEBOOK
WHATSAPP

FB MESSENGER
INSTAGRAM
TWITTER
SNAPCHAT
LINKEDIN
PINTEREST
SKYPE

VIBER

ReDDT [ 16%
rover: I 13% B sociaL NETWORK

witcH [ 13% MESSENGER / VOIP
WECHAT 10%

IMGUR [ 8%

Source GlobalWeb Index2019




SOCIAL MEDIA AUDIENCES: QUARTERLY GROWTH ¢<ore

THE QUARTERLY CHANGE IN THE TOTAL ADDRESSABLE ADVERTISING AUDIENCES* OF SELECTED SOCIAL MEDIA PLATFORMS

QUARTERLY CHANGE IN QUARTERLY CHANGE IN QUARTERLY CHANGE IN QUARTERLY CHANGEIN | QUARTERLY CHANGE IN

THE TOTAL ADVERTISING THE TOTAL ADVERTISING THE TOTAL ADVERTISING THE TOTAL ADVERTISING |  THE TOTAL ADVERTISING
AUDIENCE ON FACEBOOK AUDIENCE ON INSTAGRAM  AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT | AUDIENCE ON LINKEDIN
(MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS) (REGISTERED MEMBERS)

+3.6% +5.9% +1.5% -8.1% 0%

- Source GlobalWeb Index2019



SOCIAL MEDIA ADVERTISING AUDIENCES  Lf=2tt) core

A COMPARISON OF THE TOTAL ADDRESSABLE ADVERTISING AUDIENCE* OF SELECTED SOCIAL MEDIA PLATFORMS

TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING TOTAL ADVERTISING ; TOTAL ADVERTISING
AUDIENCE ON FACEBOOK AUDIENCE ON INSTAGRAM ~ AUDIENCE ON TWITTER AUDIENCE ON SNAPCHAT | AUDIENCE ON LINKEDIN
(MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS) = (MONTHLY ACTIVE USERS)  (MONTHLY ACTIVE USERS) |  (REGISTERED MEMBERS)

290 1.80 1.23 1.70  2.00

MILLION MILLION MILLION MILLION MILLION
FEMALE MALE FEMALE MALE FEMALE  MALE FEMALE MALE FEMALE MALE
34% 46% 37% 43% 42% 58% 54% 46% ' 45% 55%

- Source GlobalWeb Index2019
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Influencer Marketing:
Scale & Spend
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What the evidence sa\

MEDIA

1 TV 107.1
C HAN N E L 2 Radio 103.2
3 Newspapers 87.8
EFFECTIVENESS 4
5 OOH 71.7
6 Direct Mall 67.0
7 Social Media 65.8
8 Cinema 61.4
9 Online Video 57.6
10 Online Display 50.0

Source:Ebuiquity
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@< Mr Cian Twomey with Crunchy Nut.
¥ Published by Mr Clan Twomey [?]- March 7 « Paid - &

When your girlfriend is a loud eater #NotJustForBreakfast #Ad

8 Mr Clan Twomey win Crunory M
J—— a1 - -

Whee your gririend & @ loud et PhotjusForBsegitant




Reach Population of Ireland

3.16 Million 6.58 Million



Video Views Top Rated Show of 2018

990,000 975,580 Ad Views
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Catherine

O HARA

MIVE TALKIN

263k Instagram Followers

85,580 Combined Monthly Print Reach
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JackSepticEye

21,985,080

Subscribers
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2 1 y 985 : 080 From Athlone, Ireland

Population: 21,000
Subscribers
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JackSepticEye Beyonce

21,985,080 17,482,189

Subscribers Subscribers



JackSepticEye

21,985,080

Subscribers
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PLAYLISTS

Created playlists = 505

Life s Strange 2 The Wailking Dead: The Fina Transference 60 Parsecs

Jacksepticeye's Funniest H.. Jacksepticeye Power Hour Spider-Man Not Tonight

Total Content Views

0.9 Billion
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THESE ARE THE EXCEPTI

FOR NOW



1.7 Million

Paid Influencer Posts
Per Year
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Source: eMarketer
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INFLUENCER MARKETING Higher Spend Forecast
GLOBAL SPEND B toverSpend Forecast

$12

$10B

$10
$8
$6
$4

Ad Spend in Billions

$2
o

Source: Mediakix.com



Source: eMarketer

Share of Influencers' Revenue Generated via
Sponsored Posts in Austria, Germany and
Switzerland, by Social Media Platform, 2017
% of total

Instagram
YouTube
Facebook
Blogs
6%
-3% Twitter
2% Pinterest

3% Other

Note: estimates based on scenario analysis including social media analytics
data, information from a representative sample of 1,000+ of 30,000
influencers identified in the DACH region and in-depth interviews with
industry experts

Source: Goldmedia, "Influencer Marketing in the DACH Region: Market
Structure, Size and Future Outlook" as cited in press release, March 20,

www.eMarketer.com
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The New Influencer Agency core

INFE
Ni /N/,E

o
HYPERTLY

Source: Influencer Marketing Hub, Benchmark Report 201¢



AdSpendin Ireland

COre investment

v
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EHMOY |
e EHNANY cEMPMY EHMYY €HHMBY ¢pyorT) -
€eogoyY
EHTPY
CHOPY ewmcY cmyny eMpyY emcpY emMcyY empoY ¢wmowm
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Print TV 1 Radio m Outdoor m Cinema ® Online

Source: Core Predictions Outlook 2018



: : : COré€investment
Under 2% of media spend is on influencer work

hlllll%)

e 19% q 206
17%

[ 20%
P 50y 0% 10%20%
i *
i218m “ Estimate
i131m
2017
Print TV = Radio = Qutdoor = Cinema ® Online

Source: 1:1 Interviews, Core internal prediction, IAB/PWC
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Irish Influencerend Estimates

2018 2019 2020
Irish Spend Forecast Forecast
] 5 m ] 5. 75mij 6. 8m
15% 18%

YoY Growth YoY Growth

Source: AR Agency 2019



The New Influencer Agency: Revenue Sources

Influencer Agency Revenue Source

core

Source: 1:1 Interviews

PR Agency

Creative Agency

Media Agency
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The New Influencer Agency: Revenue Sources

Source: 1:1 Interviews

Direct

PR Agency

Creative Agency

Media Agency

0%

Influencer Agency Revenue Source

5%

10%

13%

15%

22%

20%

20% 25%

30%

35%

40%

45%

46%

50%

core

Size of

Brief

Small

LARGE



What is Influencer Marketing Being Used for in Ireland?  core’

1%

O Brand Awareness & Perception
B Drive Sales & Lead Gen

B Increase Social Engagement

B Educate

B Research

Source: AR Agency 201€









I Aits very core influencer marketing is still about small
groups of people influencing small groups of people.

In the war for ¢ o n s u natentfs, i t Khed-to-hand
combat that brands must engage in to authentically gain
and maintain cultural relevance in an exhaustingly over-
saturated market.

This is why influencer marketing is so effective H because
true influencers create, connect, and collaborate to build
the small communities that actually make up our overall
cultureT

MichaelBlatter, Mirrorball
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the pause that refreshes”



SURGEON GENERAL'S WAR
By Pregnant Women May
Injury, Pramasivie Birth, A
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Kenmare
FOODIE

kenmare_foodie « Follow
Boathouse Bistro

kenmare_foodie When life continues to
throw you shit you still have each other and
are stronger together.

All that ever matters is family "

I'm so thankful for my boys, the sunshine
and food at The Boathouse Bistro today
after a week of ambulances and hospitals
and me sleeping on a recliner chair. My back
is broke &2

O QW A

DAYS AGC

Log in to like or comment.

-1 BCRDEBIA
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HOT CROSS BUN PUDDING WITH LEMON
CURD (SPON)

o
CELEBRATING

40 YEARS

IRELAND
M&S

#ThislsNotJust a Hot Cross Bun, these are Marks & Spencer Golden Hot Cross Buns, buttered and
filled with Sicilian lemon curd, smothered in a homemade custard, allowed to soak then baked until
golden, before being adorned in a lemon curd glaze. This is a dead simple but incredibly delicious
recipe which is easy to make using ingredients available at your local Marks & Spencer.
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gastrogays « Following
Midleton

. fifi_f | love this brand

awelcometipple If it's anything like
their whiskey it's gonna be a very
good one! Cant wait to get our
hands on it

@ mcfaulerwin @ctodd87
Qg N

151 likes




DISTRIBUTION OF SPONSORED INSTAGRAM )
POSTS BETWEEN INSTAGRAM TOPICS 9)) -

y

k) ¢ @

FASHION FOOD ENTERTAINMENT

¢ ¢ & & & o

BABY HUMOR BEAUTY TRAVEL HOLIDAY

¢ & ¢ & d e

ANIMALS FITNESS SPORT AUTOMOTIVE DECOR TECHNOLOGY

core



TREND 1 | MICRGINFLUENCERS

A Greater Emphasis on Micrdnfluencers
Celebrity and macreinfluencers are
Increasingly expensive and often personally
disconnected from their audiences.

Companiesare turning to micrcoinfluencers
with smaller, but more responsive followers.

Micro-influencers are 4x more likely to get a
comment on a post than macrinfluencers.

Sources: Nogre.com



TREND 1 | MICROGINFLUENCERS \m core
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Four different types of influencers

Celebrities ‘ Hundreds
. (TMM+
Macro influencers

(250K - 999K

Rising creators

followers)

Thousands

(<250K followers)

Micro influencers Tens of thousands

Ireland
5,000 to 20,000 Millions locally,

tens of millions globally

Source: WARC / Sharable & Fullscree



TREND 2 | LONGTERM RELATIONSHIPS

The End of the OnePost Stand

Marketers and influencers aravorking as
campaign partners for longer periods.

About half of marketers (51%) are now working
with influencers for longer than six months.

37% of 1 nfluencers said
partner with brands for longer periods rather
than onetime campaigns.

Opportunity to build a longterm narrative and

leverage the influencer as a true brand
ambassador.

Sources: Mobile Marketer



TREND 3 | ALIGNMENT VERSUS NUMBERS

Align on Brand Values

Brands are looking at a broader range of
metrics when selecting influencersand are
Increasingly understanding the importance of
aligning with brand values.

Alignment and brand fit are essential for a
successful partnership.
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From Influencersto Entrepreneurs

Successful influencersre turning their
personal brand into a business to harness their
reach.

View More on Instagram

© Q [

14.615 likes



TREND 4 | PRODUCT EXTENSIONS




TREND 4 | PRODUCT EXTENSIONS
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TREND 5 | AUDIO
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Episodic Content through Podcasts
1. Provides greater control for the Influencer

AR R RS . S 2. Feeds their desire to create dnestand
:::::::f daR* N meaningful content

s e 0909 | i

R e 3. A more natural style of promoting

messages



TREND 5 | AUDIO
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Five Questions to Take Home

1. Does my strategyhave the right mix and weighting of Influencer type?

2. How will my brand benefit from a longer -term Influencer relationship?

3. Do my brand values align with the values of my Influencer?

4. Is there an opportunity to go beyond a simple marketing communication?

5. What is the opportunity that audio presents for my brand?
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Thank you.

Rob Shine

rob.shine@onecore.ie



