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Controlling Comms
Public relations is more than securing publicity for clients. Some consultancies now
manage the multiple aspects of company communications, writes Robert O’Brien

T

he public relations sector is
remarkably resilient. Economic
downturns come and go but very
few practices fold their tent. Years ago
the main purpose of PR consultancies
was securing press column inches and
on-air minutes for clients, and
organising events. That function is still
central, but there’s a lot more besides.
The communications function now
extends to online, from Twitter to
influencers, and more generally,
‘stakeholder engagement’. Government
lobbying has always been a core activity
of many PR firms, and for some
practices the engagement reach has
widened to strategic counsel.
Dan Pender, who established Pender
& Associates Ltd in 2011, is a good
example of the evolving nature of the
sector. Pender (44) cut his PR teeth in
his early twenties with Declan Kelly
and Jackie Gallagher, two of the sector’s
more successful practitioners. Then it
was into Fianna Fáil and advisory roles
with minister Martin Cullen, before a
few years as communications director
with the Irish Tax Institute.
At the age of 34, the Carlow man
established his own venture, and he’s
done well. Operating as PR360, the
business had 22 people employed in
2019 and a payroll overhead of €2.1m.
As the pandemic struck last March,
Pender dropped the ‘PR’ part of the
branding and the consultancy now
trades as 360.
“That change was a reflection of the
changing nature of communications,
and our belief in the value and role that
we play with the leaders and clients
that we represent,” says Pender.
“Today's arena demands an approach
that is data-driven, more strategic and
has a greater mix of services. In a very
uncertain world, you need a
communications approach that is
designed to fit in with that reality. We
do our best work in partnership with
clients who see the value in that, and
our change to 360 reflected our belief
in the value that we provide at senior
levels for the clients we work with.”

52

BUSINESS PLUS

F E B R U A RY 2 0 2 1

Dan Pender dropped ‘PR’ from his
company’s trading name

Pender’s view is that businesses,
brands and leaders who achieve
enduring success tend to value
communications in a more strategic
and broader sense than was the case
in the past.
“Securing column inches can be
a vanity exercise with no bottomline value for the business,” Pender
contends. “It doesn't go to the heart of
addressing the challenge that you're
trying to meet or the advantage that
you’re trying to capitalise on.
“If you take communications
seriously when you start strategising
your business plan, that's when you
garner the best impact. This manifests
itself in a variety of different ways that
stretch far beyond the traditional sense
of where people used to see us.”

Pender says comms consultancy can
play an important part in the attraction
and retention of people in companies.
“Our work is also pivotal regarding
how clients interact privately with
stakeholders, which is of huge
importance to them. That’s more
reflective of what a contemporary
communications offering is, and the
difference it makes.”
Reflecting on the past year, Pender
opines that many company leaders
have retreated to the bunker and
crossed their fingers in a vain attempt
to wait it all out. Other bosses have
accepted their situation and acted.
“When everything changed, they built a
plan, communicated it, and improved it
where necessary. Because of their preexisting communications culture and
solutions focus, they inevitably had a
better year than their bunker-dwelling
counterparts,” says Pender.

B P S U RV E Y
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W

hile the advertising sector in
Ireland has been marked by
consolidation over the past
decade, not so in public relations. In
fact last year two leading agencies
broke free of their overseas
ownership through MBOs.
Drury was owned by Omnicom for
two decades and 2020 saw managing
director Anne-Marie Curran and
colleagues Billy Murphy, Sinead Birt
and Paddy Hughes buy back the
practice, which was established in
19 89. “Under management
ownership our team will be even
more agile and innovative, exploiting
the fast-moving evolution of
communications consultancy,” says
Curran. “The consequences of the
pandemic have reinforced the critical
role of effective communications for
brands and businesses.
“What this crisis and indeed the
past financial crisis has taught us is
that the sector is exceptionally
resilient and adaptab le to changing
circumstances,” Curran adds. “As
the months of 2020 rolled on,
our outlook improved, levels of
uncertainty evaporated, we got on
with the job remotely and had a great
result for the year.”
Another MBO was effected by
Siobhan Molloy, managing director
of the Weber Shandwick office in
Dublin, a consultancy originally
established by Eileen Gleeson and
others in 1989. The company has
a net worth of €2m at the end
of 2019, including balance sheet
cash of €1.7m.

Siobhan Molloy executed an MBO at
the Dublin office of Weber Shandwick

According to Molloy, a director of
the business since 2003: “It is
a win-win for me. Operating as
an independent agency gives us
additional opportunities and agility to
develop our business in this market
while remaining as the Irish partner
to the international Weber Shandwick
network. We have local autonomy for
the business, whilst staying close to
our expert colleagues across the
Weber Shandwick world.
“To be able to make this change
with the support and partnership of
IPG and Weber Shandwick’s senior

management team was terrific and
reflects the progressive leadership
of the company.”
Molloy adds that the Covid
pandemic has reinforced the value
of strategic communications. “Our
advice and creative tactics were
integral to our clients and their
organisations, who continued to
successfully operate as well as those
deeply impacted by restrictions,”
says Molloy. “For the latter,
communications and public affairs
were critical to stakeholder
engagement, to inform and influence
solutions to the difficulties and
hardship faced.”
Survey continued on page 54

The ability to spot the
right story is vital
Here at Cullen Communications, we’ve been helping companies
tell their story for more than 35 years. We’ve seen just about
everything, and helped brands come through even more. Most
of all, we know how to spot the right story, the one that makes
things happen. Visit our site for a free PR consultation today.

www.cullencommunications.ie

cullen
communications
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Pandemic Impacts
What impact did pandemic-related lockdowns and restrictions have on PR
consultancies? Emily Styles canvassed some leading practitioners to find out
Owen Cullen Cullen Communications

Paul Allen Paul Allen & Associates

The pandemic and associated restrictions caused an
immediate global slowdown that pushed most business
sectors, including PR, into survival mode. Apart from
those lucky few whose clients thrived because they
were in the ‘right’ business, most agencies saw a
significant shrinking of activity and revenue, as clients
postponed or cancelled events, campaigns, launches
and other activity.
However, even as these cutbacks were taking place,
consultancies found themselves busy as clients pressed
the crisis button and required assistance with regard to
communicating urgent health, safety and continuity
messages to staff and customers.
Although all interactions were pushed online, busyness
was a defining characteristic of the year. For ourselves, the
pandemic caused some movement in our client roster as
some opted to hit the pause button. Despite cutbacks, we
have also had good new business wins, showing that
companies recognise the value of PR.

The pandemic afforded us the opportunity to launch our
campaign, ‘We Say Crises Makes Reputation’. While many
others in the industry may have dialled down, we sought out
the new business opportunities that the pandemic created,
resulting in several and high-profile public affairs campaigns.
We developed and managed the ‘Irish For Biden’ campaign.
The strapline was ‘Call a Cousin, Ring a Relative, Phone a
Friend’, and as events have shown, it was a huge success.

Sharon Murphy Wilson Hartnell
In terms of business continuity, communications has
fulfilled a critical function throughout the pandemic. Whilst
the lockdown restrictions posed challenges for business in
general, we were able to respond and develop solutions to
overcome the challenges. Even amid the pandemic, there
were plenty of opportunities, which perhaps required us to
take more risks. Our strategic consulting work increased
during this time, and being part of the Ogilvy and WPP
networks was a real advantage for us and our clients.
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Darren Hughes MediaConsult
In the midst of any crisis people look for certainty. Our
response to lockdown was to assure clients that we were
there with them for the long haul, and to make them
relevant to the news agenda. We worked with many to see
where they displayed Covid innovation within their field.
Charities such as Debra Ireland highlighted people’s
experience with isolation and we demonstrated the
innovation shown by Ireland's local authorities. Despite a
tougher business environment, we gained market share.

Jonathan Healy Healy Communications
Covid-19 created a very challenging environment for the
companies we support. We ended up with a two-tier
structure: organisations that were significantly impacted
and those for whom it was business as usual. The
importance of effective communication was never more
evident, and our broad media experience helped deliver
that message at what was a very noisy time. We have some
new clients whom we have yet to meet in person, but
hopefully that can be put to rights in 2021.
continued on page 56
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Pat Walsh Murray Group
The pandemic brought uncertainty, which was unsettling
at times but also presented an opportunity to get even
closer to our clients at an existential time for many
of them, and one when communication plays such a
critical role.
As a full-service agency working across diverse sectors
and organisations we were somewhat protected, as
reduced activity in some areas was offset by very intensive
communication and stakeholder activity in others, not
least for clients engaged in capital raising and business
transformation initiatives.

Kerryann Conway The Hive Agency
Obviously the impact of the pandemic has been huge for
every sector, with each feeling its way to see what is and is
not possible within the fluctuating guidelines. I think
sensibility and consumer data insights have been the
difference between producing tone-deaf campaigns and
world-class, best-practice PR campaigns.

Jonathan Neilan FTI Consulting
2020 was a year of mixed fortunes for clients. Some
clients, such as those in pharma, life sciences and business
services, had standout years. Others in more directly
affected sectors had to manage the adverse effect of being
largely shut down overnight. This brought challenges
in terms of workforce engagement, shareholder
communication and business continuity considerations.
What was consistent with all of our client engagements,
was the need for effective communication in a new
environment. Whether it was internal communications,
communicating to investors, the media or other key stakeholders, clients were very aware of the importance of
maintaining clear communications during this time.

Michael O’Keeffe Teneo
As all our worlds became smaller and we transitioned to
working from home, our clients needed us as independent,
external sounding boards more than ever before. It was

lost on no-one in Irish business that staying connected,
and communicating clearly and purposefully with all
stakeholders, is at the heart of any successful strategy.
Some parts of the business were busier than ever, such as
crisis management, government affairs, organisational
design and digital content creation. Others were impacted
by exposure to sectors such as sport and hospitality. As we
have Ireland’s largest sports and sponsorship practice, we
could see up close the issues facing that particular industry,
which has thankfully recovered somewhat.

Jim Devlin Cunningham Devlin
Opportunities to meet clients and other stakeholders at
events were clearly off the table when the pandemic
struck. We provide conference PR support for a number
of trade unions. These events went online and were
conducted very well, with plenty of debate and
engagement with members. Consultation support for
clients engaged in infrastructure and real estate
developments have also gone online.

James McCann ClearStory International
One of the most fascinating aspects of this period was the
ability to almost look through time. The sudden impact of
lockdown and restrictions first came into effect in
Southeast Asia. The conversations we were having with
clients on that side of the world were almost polar opposite
to those in Europe and North America, where there was
still some denial about what was about to happen.
In the run-up to the first lockdown there was a great
degree of uncertainty around how clients would respond to
the challenge, and how our team would need to adapt. The
first four weeks were by far the most difficult, with some
clients in the travel tech and events space struggling to find
their feet as the lockdowns took hold across Europe and
Southeast Asia. However, the technology sector as a whole
held up well and we noticed a sharp rebound by Q3, as
clients pivoted their business models and new prospects
came on board.
continued on page 58

Managing Complex
Reputation Issues
The challenge of managing corporate reputation has
evolved significantly in recent years – and most acutely
during 2020 when COVID-19 placed new and unexpected
challenges on businesses. In the period ahead, a company’s
reputation - its ‘licence to operate’ – will be a function
of how it engages and manages a wider range of issues
and stakeholders than ever before. The most pronounced
changes over the past five years – and which will shape how
reputation is managed in the years ahead, fall under two
principal headings: Technology Risk and ESG Practices.

Technology
In August 2020, during the midst of
the COVID-19 pandemic, our research
team engaged with institutional
investors on a range of issues to
assess the concerns they had about
the companies in which they invest.
The single greatest concern cited
by over 260 institutional investors
surveyed was ‘cyber-attacks
stealing or compromising company
information’. Not COVID-19, not
climate change, not regulation or
policy change; not a litany of other
factors. The stand-out issue was
cyber/technology threat. This is not
entirely surprising. We have, for some
time, considered technology and
cyber threat as perhaps the single
greatest reputational risk facing
companies – and that is reflected in
the development of our business.
The simple fact for companies, large
or small, is: data breaches and cyberattacks will happen. The questions
are: have you taken as many steps as
possible to mitigate that risk; and; how
prepared are you to respond?
FTI Consulting has built one of the
world’s leading cyber and technology
risk management and response
teams to help pre-empt, manage
and deal with the aftermath of cyber

breaches, ransomware demands
and data loss. Our ability to blend a
dedicated technology team with crisis
communications expertise means
we are able to help companies plan
for, and manage through, what are
highly complex and potentially very
damaging events – both financially and
to reputation. Ensuring the technology
response is aligned with internal
and external communications helps
minimise reputational damage and
re-build relationships with affected
shareholders in the aftermath.

ESG
ESG is an acronym which is now on the
agenda of every company. While the
‘E’ – for environmental - is relatively
clear in its meaning and importance;
and ‘G’ – for governance – is generally
governed by legislation and clear
guiding principles; the ‘S’ – for social
- is the element of ESG that often
impacts reputation the most but is
the hardest to oversee and manage.
COVID-19, in particular, has reaffirmed
that factors relating to ‘S’ are now
among the most pressing issues for
companies globally. Many employees
transitioned ‘overnight’ out of wellperforming businesses to effective
unemployment. As mentioned, a
company’s reputation - its ‘licence

Jonathan Neilan
Managing Director
FTI Consulting, Dublin

to operate’ - will be largely a function
of how it engages and manages
it stakeholders - particularly its
employees - through this and future
crises.
Where there was a lack of focus and
reporting on ‘S’ in the past, it will
now clearly be an element of the
corporate story and a prominent
pillar of a company’s ESG credentials
and reputation. It is incumbent on
companies to now (and quickly) grasp
the meaning and implications of a
strong ‘S’ and to communicate activity
and progress to all stakeholders. This
includes: oversight of diversity and
inclusion; supply-chain practices;
occupational health & safety; training
and development; and, corporate &
social responsibility initiatives.
FTI Consulting has built a dedicated
ESG practice over the past decade –
a practice which started with a deeper
focus on stakeholder reputation post
the global financial crisis but has
expanded significantly to take account
of the increasingly broader scrutiny to
which companies -and their practices
– are now subject. We blend our deep
knowledge of ESG issues and practices
globally, with our internal and external
communications expertise to bring
that to bear for our clients.

Jonathan Neilan is a Managing Director
of FTI Consulting’s Dublin practice
To find out more contact: SCDublin@fticonsulting.com

www.fticonsulting.com Twitter: @FTIDublin
©2021 FTI Consulting, Inc. All rights reserved.
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Profitable Public Relations
The strong economy
pre-pandemic delivered
good growth and profits for
leading PR consultancies,
writes Robert O’Brien

S

ome of Ireland’s largest PR
consultancies are allied to global
public relations players. Edelman
Ireland, established in 1981, booked a
profit of c.€390,000 in 2019, following
a net gain of €330,000 the year before.
With 39 people on the payroll, the
debtor book value increased by 16% in
2019 to €3.2m and the company had
year-end net worth of €1.7m.
FleishmanHillard in Dublin has its
origins with John Saunders, who took
up a global role with the American
giant in 2015. The Dublin company
FleishmanHillard International
Communications recorded revenue of
€9.9m in 2019, down 12%, and net
profit of €820,000, up 20%. The
Dublin office generates one quarter
of turnover outside Ireland, and 32
people were on the payroll in 2019.

Joe Carmody, managing director
of Edelman, named Agency of the
Year by the PRCA in 2020

Hanover Group opened its Dublin
office in 2017 with a two-year revenue
target of €2m-plus. In 2018, revenue
was €860,000 and the turnover figure
was not disclosed in the 2019 accounts
filing. However, trade debtors
improved almost 60% year-on-year to
€458,000. Hanover was acquired by
Montreal’s Avenir Global in 2019.

Hume Brophy has offices in
Dublin, Brussels, Singapore, Hong
Kong, Frankfurt and London.
Dublin-registered Hume Brophy
Communications Ltd had turnover
of €6.8m in 2019 and a gross profit
margin of 49%. Administrative
expenses reduced by 40% through
2019 and the company booked a net
profit of €1m. A dividend of €500,000
was paid in 2019, while directors’
remuneration totalled €1.2m. The
company had 37 employees on the
payroll in 2019, as well as the five
directors.
Some indigenous PR consultancies
generate strong income streams too.
At Q4 Public Relations four founder
directors and key account
management personnel shared
c.€2.7m in 2019. At MKC
Communications, the two founders
shared directors’ remuneration of
€550,000 and pension contributions
of €270,000. At Gibney
Communications, four directors
shared €440,000 remuneration in
2018/19, down from €680,000 the
year before.

PUBLIC RELATIONS FEE STRUCTURES

T

he cost of hiring a PR agency
or consultant depends on a
variety of factors including
campaign objectives, strategy and
execution, as well as other variables
such as whether the agency is
retained on a project basis or for
an ongoing period of time.
The representative body for PR
firms in Ireland is the Public Relations
Consultants Association. Member
firms have been audited and verified
by the Consultancy Management
Standard, Ireland’s only management
standard specifically designed
for communications consultancies.
These standards include demonstrable
outcomes and excellence in
service delivery.
In general, member firms of PRCA
Ireland are willing to answer an initial
brief and present their credentials free
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of charge. A fee may be charged if
specific creative proposals are
requested. This is often treated as a
‘rejection fee’, payable only if the
submitting agency is unsuccessful with
their proposal.

FEE STRUCTURES
Most agencies prefer the Retainer
model, which is an agreed monthly/
quarterly fee, payable in advance
for an agreed schedule of activity.
Retainers would generally be agreed
for contracts of six months or more.
l Retainer plus Hours is where agency
time exceeds the terms of the retainer.
An additional hourly charge is
levied and invoiced, normally on
a monthly basis.
l For any activity that falls outside the
agreed schedule (Retainer), an
additional specific Project Fee is
l

F E B R U A RY 2 0 2 1

agreed between client and agency. For
non-retained clients, PRCA members
also facilitate a once-off fee for a
specific activity.
l Hourly Charges are fees based
entirely on time spent by the
consultancy and invoiced typically on
a monthly basis. A higher rate would
apply to time spent by senior
management compared to junior staff.
l In-house Charges incurred by the
consultancy are also invoiced to the
client. This spans photocopying,
telephone, postage, travel, office
facilities, stationery etc.
l The consultancy may offer Specialist
In-house Services such as design,
media monitoring, photography,
research, AV production etc.
Fees for additional services should be
agreed in advance.
Survey continues on page 62

PRO FILE

C L E AR S T ORY I NT ER N ATI O NA L

THE KEY TO INTERNATIONAL
REPUTATION BUILDING FOR STARTUPS

E

Patience, consistency of effort and quality editorial are essential ingredients in
international PR, writes ClearStory International CEO James McCann

merging Irish startups engaging in international public
relations for the first time typically face similar
challenges. For first-time founders, these challenges
can be exacerbated as they lack a track record, leading to
what we call the ‘first-time founder conundrum’. The crux of
the conundrum lies in the fact that while you are working on
something impactful, nobody knows who you are and so it is
far more difficult to garner attention. Being unknown has a
knock-on effect on the credibility of every startup, particularly
if their market positioning has been scattered after pivoting
over time.

PROACTIVE REPUTATION MANAGEMENT

For those seeking to compete in key international media
markets such as the United States, UK, Germany, Hong Kong
and Singapore, many mistakenly assume their strong
domestic reputation will be sufficient to secure traction. While
it helps to have some track record online domestically, it does
not always translate into success abroad, requiring a more
proactive approach as opposed to a passive reputation
management approach. Aside from the need to overcome the
‘first-time founder conundrum’ on an international basis,
early stage companies are competing with hundreds of others,
each of which are looking to secure a mention to attract
investment, users or partners.
So what are early stage companies looking to expand
internationally to do? The first step is recognising that
reputation-building in any new market takes time. A quick
path to instant market recognition domestically or
internationally is rare. Just remember, the larger the media
market the higher the time investment required to lay the
foundations of your company's reputation.
The second factor is to ensure consistency of effort.
Momentum and growth are two core narratives that help drive
credibility in the marketplace. Making a splash and
disappearing back into obscurity can leave more questions
over time. In order to construct a strong narrative around your
company you need to maintain a consistent presence. Most
importantly, you need to ensure journalists are receiving
quality editorial material. Credibility is built over time, and
while relationships help with relevant journalists, strong
editorial is key to ensure your story makes the cut above
others. The harsh reality is that journalists are increasingly
pressed for time and when in competition with established
brands, you always need to appear more interesting.

GROWTH AND MOMENTUM NARRATIVES

Key points of leverage for reputation-building among early
stage companies tend to revolve around fundraising and job
announcements, product launches and partnerships, but
reputation-building doesn’t always have to follow that
formula. Growth and momentum narratives can be
disseminated based on founder backgrounds, key
milestones, innovation, culture and thought leadership, as
well as stories that tap into local context which provide just
as much impact.

Of course, size and scale matters, as does staff count and
money raised, but over time and through consistent effort, key
announcements as the first-time founder conundrum is
overcome pay a higher dividend, accelerating the reputationbuilding process.
The transition from reputation-building to reputation
management comes naturally with market recognition.
Further inbound queries and strategic considerations as
companies scale bring that need into the spotlight, requiring a
higher level of care with founders’ public profiles. The largest
reputational risk issues for most later stage technology
companies centre around the use of user data, cybersecurity
issues, internal company culture, financial irregularities and
investor relations, which have attracted an almost palace
intrigue format of coverage in recent years. Thankfully, it is
rare that these reputational issues come into focus for early
stage companies, where the sentiment is often
overwhelmingly positive.
As with any public relations campaign, any company that
engages in the PR process needs to remember two things:
transparency on deliverables is essential, as are realistic
expectations. Remember that time, consistency and editorial
will gradually deliver what you require.

clearstoryinternational.com
Tel: + 353 1 961 0048
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‘Organisations are keen to
engage with their audiences’
Leading PR consultants tell John Kinsella about client activity,
adapting to remote working and how they view their prospects through 2021

NIGEL HENEGHAN
Managing Director
Heneghan
ACTIVITY We’ve continued to complement
our core advisory services with enhanced
creative services, from design and content
marketing to video, podcasts and
programmatic content. Clients recognise the
need to complement hard news with features
and content that comes alive for stakeholders
via social media channels. One of the standout trends is the extent to which tech is now
omnipresent across seemingly traditional
sectors like property, retail, energy and food.
REMOTE WORKING There is no substitute
for real personal interaction, but remote
working or a variation of it is here to
stay. The team responded positively, quickly
and seamlessly, and successfully delivered for
clients from day one of lockdown.
LOBBYING Lobbying is a particular area
where that one-on-one meeting is missed.
That aside, it has been business as usual.

OUTLOOK There is a very positive
dynamic in the market at the moment.
Most organisations are keen to engage
with their audiences and they want to
do that irrespective of Covid lockdowns
or otherwise.

‘There is a
positive dynamic
in the market’

JIM DEVLIN
Principal
Cunningham Devlin PR
& Communications
ACTIVITY 2020 was better than most of us
forecast at the start of the pandemic, among
clients and in the communications/PR sector.
We have been maintaining a similar level of
lobbying activity, usually across Zoom or
Microsoft Teams. Stakeholders are amenable
to continuing to engage with clients, even if
this is not in person.
REMOTE WORKING We coped surprisingly
well with remote working; everybody has
adapted. We have pretty robust broadband
connectivity and the web conferencing
applications have worked very well. My best
investment over the last few months was a
large desktop screen for the home office –
essential! I think a large element of home
working is definitely here to stay. But we are
not giving up on the office just yet.
OUTLOOK I think most clients are doing
their best to maintain activity levels and
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‘Most clients are doing their best
to maintain activity levels’

Jim Devlin (right) and Derek Cunningham

are fairly hopeful of a strong rebound once
the pandemic is brought under control.
However, the long-term impacts of Brexit

and the costs of the pandemic, could still
be a significant drag on the economy for
some time to come.
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‘Most clients continued
to implement their plans’
The pandemic has brought some monumental shifts but
for some it has not been all bad. Conway
Communications is set to create a buzz in 2021 as
newly transformed THE HIVE Agency. A rebirth of
sorts, the company finds itself on a growth and
evolutionary trajectory with a new name to reflect its
transformation.

EIMEAR
HURLEY

Head of PR
Carr Communications
ACTIVITY The majority of our
clients weren’t impacted severely
by the pandemic in an economic
sense, and so to a large extent
our work with them continued as
normal. Most clients continued to
implement their communications
plans throughout 2020 at pretty
close to normal levels, but with a
greater emphasis on the use of
digital and social media.
Our innovation has been in
finding better, more focused
messaging that is cognizant
of the impact of the pandemic
on people’s attitudes and
behaviours, and choosing the
right channels through which to
reach them.
REMOTE WORKING We were
already in the process of looking
at a more hybrid way of working
for our team, so we had all of the
structures in place to quickly
allow us to continue working and
conducting our business virtually.
A hybrid work approach is a longterm plan for our business.
EVENTS One really positive
impact of moving to virtual

events is that many clients are
experiencing higher attendance
for online events than they would
have with live events. I think
virtual events are here to stay.
LOBBYING As the market
leader in advising the state
regulatory sector, communicating
and advising on the impacts of
regulatory change has been a
huge part of our work in the past
year. Managing the transition in
the coming year, when the
pandemic is over, will be a
particular challenge.
OUTLOOK We are engaged in
strategic planning sessions with
clients looking forward three to
five years. These are fascinating
discussions, as we are looking at
changes in consumer patterns and
population behaviour; changes in
how technology can be used to
engage with clients in different
sectors; and changes in how
organisations will themselves
manage future HR and internal
communications issues.
Once there is a clear
understanding of when business
might start to return to normal on
even a phased basis, clients will
return to making firm investments
in their communications plans.
Survey continued on page 64

Over the last 15 years, Kerryann Conway and her
team have built a well-established and a
well-respected strategic public relations agency.
During 2020 its portfolio expanded and it is now a
trusted communications partner with multinationals like
Twitter; one of Ireland’s biggest semistate
organisations, Dublin Bus; global luxury brands
including Moet Hennessy and Peroni; and Ireland’s
top creatives and independent festivals including
St Patrick’s Festival and Macnas.
According to CEO Kerryann Conway, media relations
and strategic communications are still the bedrock of
the agency’s services. “At our core we have an instinct
for what makes a good story. We work with clients to
conceive their story across the PR spectrum of employer
branding, corporate responsibility, new product
launches etc. We craft it, shape it and share it across all
platforms, including social media, influencer
engagement, digital advertising, sponsorship,
experiential and of course media relations.
We collaborate with the best brains and coolest
creatives in the country and maximise our network for
the benefit of our clients.” THE HIVE Agency team are
early adopters, shaping campaigns with consumer
insights, emerging trends and new technologies,
including data-driven PR evaluation systems to impress
the most cynical boardrooms. “Communications has
changed and so have we. THE HIVE is a better
reflection of who we are and where we are going.
With our brilliant clients, unmatched network, solid
foundations and talented team, we are ready to create
a buzz in 2021,” said Kerryann.

B P S U RVE Y

ANNE-MARIE
CURRAN
Managing Director
Drury

ACTIVITY Many of our clients pivoted
their business very rapidly, showing great
agility and flexibility. Consumer behaviour
has also changed, and for many those
changes will persist. Changes include
buying behaviour online and views on what
services are really of importance to
people. In addition, our new reality has
created a greater occasion for individuals
to consider buying local or buying more
sustainably. These changes will lead to a
reset to the conversations we and our
clients need to have with consumers and
customers.
REMOTE WORKING The reality of
meeting virtually has proven that there is
no loss to the effectiveness of meetings
or productivity. In the future, the benefit
that a hybrid working scenario brings to
many people’s lives could be enormous. I
look forward to seeing how it will reshape

SIOBHAN MOLLOY
Managing Director
Weber Shandwick

ACTIVITY When the pandemic hit, we
supported clients to develop and roll out
real-time initiatives around Covid
information programmes, issue
management, internal communications,
and consumer and customer-facing
communications. Our diverse portfolio of
clients also meant we had many clients
strengthening communications with a
wider range of audiences. Leaning into our
network colleagues, we had access to
best-in-class digital platforms and
insights, which we utilised to create
digital firsts for many of our clients and
brand partners.
REMOTE WORKING Zoom, Skype and
Microsoft Teams have become invaluable
tools for collaborating with clients and
staff. Many of us definitely don’t miss the
daily commute, but on the other hand
those of us with families also had to deal
with home schooling, which in the initial
lockdown phase took its toll on myself
and my husband. We all miss someone
popping their head around the door for
a quick chat, or think-tank sessions
sitting around the boardroom table
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our communities, our urban rural divide
and our access to top talent.
OUTLOOK We are beyond the hunkering
down phase, and clients are prepared to
invest in their communications and in their
organisations. The change has been so great
that many now see an abundance of
opportunity within that change, whether it’s
the reversal of globalisation, a kinder and
more community engaged society, or a
willingness to seek out more creative and
social experiences. Many clients are now
focused on how they can embrace the
positives of the change for good within
their own organisations. In the future we
are likely to see clients being prepared for
more frequent business disruption.
Communications will form a key component
within business continuity planning.

‘We are beyond
the hunkering
down phase’

‘Budgets will
remain tight and
producing results
will be key’
teasing out ideas. It’s hard to say what
the future looks like. I think the likelihood
is that it will be a mix of office and
remote working.
EVENTS Creativity and innovation were
at the heart of the agency’s virtual
communications approach in order to
excite clients and their varied audiences
alike. Live face-to-face events are a
powerful brand platform, but postpandemic, digital and the live event
space will merge as never before.
OUTLOOK Businesses are continuing
to take a cautious approach until they
see how the roll-out of the vaccine
progresses, and how that will impact on
consumer confidence. There is light at the
end of the tunnel but budgets will remain
tight and, as always, value for money and
producing tangible results will be key.
Survey continued on page 66

At Teneo, we deliver transformational impact to business leaders and
organisations by establishing relevance, enhancing reputation and
enabling sustained high performance.
We specialise in CEO advisory, corporate communications, brand strategy and consumer campaigning,
sponsorship and sports advisory, government affairs, financial communications, organisational performance
transformation, digital strategy and premium content creation to deliver world-class outcomes for our clients.
Find out how we can help you navigate change and uncertainty to improve your business outlook.

Visit teneo.com/Ireland

At Teneo, we deliver transformational impact to business leaders and
organisations by establishing relevance, enhancing reputation and
enabling sustained high performance.
We specialise in CEO advisory, corporate communications, brand strategy and consumer campaigning,
sponsorship and sports advisory, government affairs, financial communications, organisational performance
transformation, digital strategy and premium content creation to deliver world-class outcomes for our clients.
Find out how we can help you navigate change and uncertainty to improve your business outlook.

Visit teneo.com/Ireland
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DARREN HUGHES
Managing Director
MediaConsult

ACTIVITY Relevancy and innovation were
the two watchwords during 2020, with
any client displaying both attributes
reaping the rewards in their sector. In
property, Youbid had a stellar first year
with its online auction platform. Educational
clients such as Accounting Technicians
Ireland immediately concentrated on
virtual learning.
Clients who made it easier for people to
save money online, such as WeSwitchu.ie
in the electricity space, and mortgage
platform doddl.ie, were to the fore
in their sectors.
Blue-chip investment sectors,
represented by Gormleys Fine Art and
Core Bullion, facilitated online purchasing.
Clients in the food sector, such as Clarke's
Fine Foods and John West, also had
strong years.
REMOTE WORKING Remote working
has been a huge positive, increasing
communication and collaboration, and
cutting down on travel time. Remote
working as a choice should be here to stay,
but discipline is needed. Calls should be
limited and not expand to fill hour-long
spaces in diaries.
OUTLOOK We specialise in matching
sectoral experts with appropriate media,

‘Remote working should be here
to stay, but discipline is needed’
and this area has grown due to the need
for guidance through the Covid-19 crisis.
Sectors that are performing well, such
as property, food, art and investments,
are hoping to keep the impetus going and
capitalise on increased savings levels.

‘Clients’ outlook was upbeat.
Then January 2021 happened’
PAT WALSH

Managing Director
Murray Group
ACTIVITY Change begets opportunity and
we have been really impressed with clients’
business continuity readiness and the speed
with which they have adapted. The
pandemic has knocked years off significant
structural changes in areas such as retail,
finance, entertainment, education, media,
professional services,
and even healthcare. Clearly, digital has
come of age but so too has environmental,
social and corporate governance in
a world in which purpose, values and
sustainability have a new and very
tangible resonance.

66

BUS INES S PL US

FE B RU A RY 2021

There is a pent-up demand in hospitality
to provide luxury options for people
when they can travel, and clients in the
green sector are experiencing consistent
returns on investment with their public
messaging.
REMOTE WORKING Much like our clients,
we adapted quickly to Zoom, MS Teams and
suchlike, which worked very well. For me
though, these remain a distant second to a
coffee and a warm handshake. Flexibility
and remote working are doubtless here to
stay, but for staff development, collegiality
and creativity, I feel office-based working
remains an essential requirement. I expect
we will see a hybrid work approach by
most organisations.
EVENTS Due to the cancellation of live
events, virtual events and stakeholder
engagements have become much more
affordable and accessible. That will present
interesting opportunities agency-wide, and
especially for our public consultation and
information practice areas.
OUTLOOK I think that clients’ outlook
at end 2020 was much more upbeat. Then
January 2021 happened. I think there is still
optimism but also an element of having to
hunker down until mid-year, not so much
driven by budgets as the continuing
constraints of Covid.

European Recycling Platform
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SHARON MURPHY
Chief Executive
Wilson Hartnell
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‘Clients continue to invest in
their communications activity’

ACTIVITY What we have experienced is an
overriding sense of resourcefulness and
resilience. Even within the businesses that
have been badly impacted, there is the
realisation that this is temporary and they
will bounce back. The fact that Irish
business has weathered storms in the past
and returned to growth has been a source
of comfort. As an island on the edge of
Western Europe, we have always had to be
resourceful and innovative and this growth
mindset and meitheal has stood to us during
this pandemic.
REMOTE WORKING Maintaining a sense
of togetherness and teamwork continues
to be key for us. I believe that more flexible
working solutions are here to stay and
I see that as a good thing. However, we
are inherently social beings and no amount
of technological advancement can replace
being in a room and bouncing ideas off
each other.
EVENTS Throughout the pandemic, we
successfully organised and executed many

MICHAEL O’KEEFFE
CEO
Teneo Ireland

ACTIVITY We speak often within our
industry – and within Teneo – of the value
we offer as strategic advisors. And this was
certainly borne out in our experience of
working with senior leaders in both public
and private sectors, during this tumultuous
time. We worked side by side with clients
right through the cycle of closures, remote
working, transitioning to digital fulfillment
and, as restrictions eased, supporting efforts
to re-open and manage significant
organisational change.
As a company we didn’t stand still and
we integrated Bridge PR into our business
in 2020 and also acquired Kotinos, a
consulting firm focused on strategy,
organisational design and high performance.
Adding senior advisors and expanding
into new practice areas was a major
achievement, given the challenges of

‘Clients are looking to tell a
new brand or corporate story’
68
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virtual events. However, hearing music
in a live music venue or at a festival, or
witnessing sporting events unfold in a
packed stadium, is something to be
savoured. I believe the pandemic has made
us realise just how special and significant
those moments are in our lives.
LOBBYING During this pandemic, we have
seen many clients playing a key role in
ensuring public health guidelines are
implemented. Our work with the Federation
of Irish Sport highlighted the contribution
that sport makes to physical and mental
health, as well as to the economy. It also
made the government more aware of the
pressure sport faced and continues to face.
OUTLOOK Overall, clients are optimistic
about the future and business performance
post Covid-19. We have seen clients continue
to invest in their communications activity,
and if anything, the pandemic has
reinforced the fundamental role that
communication plays in business.
on-boarding new team members in a
largely virtual working environment.
REMOTE WORKING Prior to the pandemic,
we had already started a work-from-anywhere
policy, and removing travel and commuting
time from the equation has definitely been a
plus. Some things have proven tricky, such as
on-boarding new colleagues and pitching for
new business. The pandemic has provided a
massive opportunity for us all to reassess
how we want to work.
EVENTS Virtual events are fine, and may
well be part of the mix of events in the
future, but in my view they are only a
stopgap. Nothing beats being there in person.
Sport, music and the arts are all about the
experience. We worked hard to create virtual
conferences, seminars, concerts and events,
and have also helped organise multiple press
conferences online. In most cases, in my
view, these are a temporary substitute for
the real thing.
OUTLOOK Clients are looking to reset, to
assess ways of working, and to tell a new
brand or corporate story. I think it depends
on the sector, as some who really suffered
are probably pleased to be back up and
running. Others have changed their business
model forever and pivoted online, while
store, franchise or restaurant locations have
to be considered again.

B P S U RV E Y
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NIAMH BOYLE

Managing Director
The Reputations Agency
ACTIVITY We adapted to the pandemic with
innovative ways to run our business and to
deliver for our clients. In early May, we ran
our annual Ireland RepTrak 2020 event
online, with keynote speakers from Ireland
and around the world. We also launched our
new Purpose Power Index to identify the
organisations and sectors that the public
believed had performed best during the
Covid pandemic.
We launched our inaugural Social CEO
Report in Q4 2020, which analysed the social
media activity and LinkedIn profiles of the
CEOs of the 100 organisations featured in the
RepTrak study. We also launched our Leaders
Reputation Programme, a three-month
project, designed to empower and build
confidence in business leaders.
TRA Roadmap, our proprietary strategic
planning process, developed in partnership
with WPP, continues to enable us to devise
innovative and award-winning strategies.
REMOTE WORKING We transitioned to
remote working on 16 March 2020 with robust

‘We envisage that
Q3 and Q4 will
see a strong
upsurge in
business’
IT systems already in place. We envisage that
an element of remote working will continue
in the medium to long term, but we are also

aware of the challenges that this style of
working can bring. We are looking forward to
meeting our clients in person again, but in the
meantime the video meeting, conferencing
and webinars platforms we have been using
have been a great substitute.
OUTLOOK We experienced a significant
uplift in business in Q4 2020, with clients
renewing contracts and new clients investing
in planning for 2021. We envisage that Q3
and Q4 2021 will also see a strong upsurge
in business, as the bulk of the vaccination
programme should be rolled out by then.
Survey continued on page 70

drury.ie

Market leading strategic thinking
Drury Communications, Ireland’s leading transaction advisor
Drury Communications is an advisory firm with high calibre, experienced financial communications capability
and a deep understanding of capital markets, unmatched in Ireland.
In 2020, we advised on more transactions, by value, than any other Irish PR firm, as verified by Mergermarket.
In 2021, we will continue to provide strategic and tactical communications advice and support, delivering
successful outcomes for our clients.
If there is any assistance we can provide to you, your team or your clients, please email transactions@drury.ie
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’Virtual events are easier
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ACTIVITY We have clients in
the aviation, food and beverage,
and leisure sectors who have
experienced the deepest
impacts of lockdowns and travel
restrictions. Other clients have
seen a limited impact.
Companies are focused on
addressing the challenges
and are now looking to the
progressive roll-out of vaccines
and a return to the more normal
business conditions of digital
and social media.
Our innovation has been in
finding better, more focused
messaging that is cognizant
of the impact of the pandemic
on people’s attitudes and
behaviours. And choosing the
right channels through which
to reach them.
REMOTE WORKING We had
new joiners during the first
lockdown and FTI also launched
our technology team in Dublin in
early 2020. This brought with it
challenges but everyone has
adapted well. One upside of
moving to virtual meetings is
forming virtual teams and
working collaboratively on
projects with FTI colleagues
based all around the world.

EVENTS Our business is not
heavily weighted to events so it
has not been a major shift for
us. That said, we have organised
a greater number of client
briefings and events than in
the past, as virtual events are
easier and quicker to organise
and require less time
commitment from participants.
This has presented the
opportunity for a greater
degree of engagement with
clients and prospects.
LOBBYING Issues such as
Brexit and the social and
economic turmoil created by
the Covid pandemic have driven
an increased interest in
engaging with Irish policy
makers at local, national and
EU level. Year-on-year, we have
continued to see an increased
demand from multinationals in
particular to engage with
government.
OUTLOOK We are cautiously
optimistic for the second half of
2021. Those organisations who
continue to communicate
effectively with consumers,
suppliers, policy makers,
employees and shareholders
will be winners post-pandemic.
Consequently, we believe our
services will continue to be in
demand and we are targeting
further growth despite the crisis.
Continued on page 72
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JAMES McCANN

Managing Director
ClearStory International
ACTIVITY We have seen amazing
innovations from our clients – across
all sectors – throughout the pandemic.
Event technology firms pivoted to become
healthtech providers, virtual conferencing
providers and retail management systems.
We also saw the emergence of a new
generation of startups and innovation-led
companies quickly emerge from simple
concepts to become critical infrastructure,
in tackling the pandemic.
From coughing detectors used to identify
the outbreak of disease, to temperature
wristband monitors, real-time blood testing
from home kits and mental wellbeing apps,
the level of innovation in the healthtech
sector alone has been incredible.
REMOTE WORKING With clients across
the globe, we were already used to hosting
meetings over Zoom and Hangouts. We
started planning in early February and then
turned fully remote the week before
lockdown. It has worked incredibly well
throughout the period, increasing
productivity and providing insights into
the future of work.
We reshaped how we brainstorm, host
team meetings and presentations, but there
is no substitute for face-to-face contact in
some cases. From our perspective, remote
working is the way of the future and we will
likely practise a hybrid approach once the
pandemic is over.
EVENTS The events sector has been hit
hard by the impact of Covid-19. All of our
event clients had to pivot this year from
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‘Public relations remains a core
component of client strategies’
CONOR McCABE

physical to virtual events, with the majority
normally attracting more than 15,000
attendees in their physical format.
While delegates might attend for the
networking and social element, journalists
come for content.
There has been a surge in virtual events,
but newsworthiness is often the biggest
challenge as competition for media space

becomes greater. We have worked with
several large-scale virtual events this year,
to focus on building their news appeal.
OUTLOOK Our clients remain bullish
on investing in reputation building and
market awareness in 2021. Many are raising
further funds for expansion, with public
relations remaining a core component
of their strategies.

B P S U RV E Y

PUBLIC RELATIONS

ANN-MARIE
O’SULLIVAN
Chief Executive
AM O’Sullivan PR

ACTIVITY Our main client sector is life
sciences, a sector that held up extremely
well during 2020. We were in the middle of
a public information campaign for a client
when the pandemic hit and our plans for a
two-day stakeholder event in April 2020 had
to be revamped. In conjunction with our
client and their consulting engineers, we held
the first virtual public information event for a
major infrastructure project in Ireland in May,
on behalf of Roche Ireland.
REMOTE WORKING The team coped really
well with the sudden imposition of the
lockdown in March and we were up and
running from home within 24 hours. Zoom
and WhatsApp became our primary means of
communication overnight.
Creativity and personal interaction are
key in our business and the sudden move
to working from home meant that we all
had to become much more deliberate in our
interactions. We have pitched to and won new
clients – some that we have yet to meet in
person – and we have also hired new team
members virtually. I believe that a hybrid
version of remote working is going to be the
norm for a lot of organisations.
EVENTS The growth in virtual events,
which happened throughout 2020, has
provided some limited opportunities for

‘We have won new clients that
we have yet to meet in person’
AM O’Sullivan PR and we’ve partnered with
virtual event providers on behalf of a few
clients. However, overall this has not been
a growth area for us

OUTLOOK In 2020 we saw an investment
by companies in internal communications and
we expect to see that continuing in 2021.
Survey continued on page 74
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SHARON
BANNERTON
Managing Director
Bannerton PR

ACTIVITY ‘Omnichannel’ became the
buzzword, as we saw retail clients and
brands shift focus to online retail, personal
shopping, and click ‘n’ collect. Supporting
customers with digital and other
engagement, from web consultations to
email and phone ordering, became routine
for consumer and corporate clients. And our
PR efforts supported the messaging around
new business offerings and new ways of
doing business.
If anything, our clients invested more
in communications in 2020 to effectively
support changes in business direction and
operation, and to support wider societal
concerns around healthcare and economic
recovery. I think there is a determination
and a need to connect more through
traditional media and digital platforms,
on account of losing out on the in-person
interactions and networking, that would
normally support sales and business
development.
REMOTE WORKING Zoom client meetings
are efficient and you begin to question the
need for office space. I imagine we’ll see
more remote working going forward.

JONATHAN HEALY
Managing Partner
Healy Communications

P U BLI C R E LAT ION S

‘The thinking is that you market
your way out of a downturn’

EVENTS Webinars have been a very
significant channel, whether as an
educational business support or as a means
for businesses to engage with and support
clients. Some major conferences and awards
we would have been involved with did not
happen. For many occasions, the virtual
simply can’t compare with the live event.

‘Storytelling
will be the key
difference in
brands being
heard’
ACTIVITY This has been an incredible year
for innovation. Watching companies pivot
and evolve in the face of adversity has been
amazing and our broad client mix bears
witness to that. Good communications have
been central and we have been engaging with
many firms on how to tell that new story,
while respecting their established brand.
REMOTE WORKING The fact that our
company is relatively young meant that we
always had a culture of flexible working. While
our meetings transitioned online, clients were
very understanding and we quickly learned
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OUTLOOK All indications are that
very proactive corporate and marketing
communication will continue across
2021. Even where business has been hit,
the thinking is largely that you market
your way out of a downturn, and sell
your business and your people even
more strongly.
that time efficiencies from not having to travel
could be used in other ways. We have our
anchor points, but I believe that our real
office is where our clients are.
EVENTS As an MC, the one area of my own
business that struggled was live events. That
diary cleared out quickly in March, but I had
the pleasure of working with a number of
clients who migrated online. Having worked
in radio for many years, I know the
importance of a script and a running
order. Virtual and hybrid events will be
commonplace this year and my advice to
clients is to plan them well. It’s easier
to shut a laptop than walk out of
a crowded auditorium!
OUTLOOK My mantra for much of 2020
was that anyone who could predict a
fortnight’s time with any confidence was not
telling the truth. Businesses are now eager
to get going. 2021 will again be noisy, but in
a different way. Storytelling will be the key
difference in brands being heard, and to do
that properly, they will need to collaborate
with good communicators.
continued on page 76
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International Leaders Sharing
Insights at The Executive Institute
Are you the CEO of a progressive organisation? The CEO Forum is an
invitation only series for the CEO’s of Ireland’s leading organisations.
Speakers for all Forum events have worked at Global CEO/Chairman level
with some of the best known organisations in the world. They will share
insights on leadership and strategy. Whilst currently a virtual series,
we will be returning to The Merrion Hotel in Quarter 4.
Interested in attending?: Enquiries@ExecutiveInstitute.ie
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DAN PENDER

Founder and
Managing Director
360

ACTIVITY We’ve found that the most
successful organisations are those that
have accepted the pandemic for what it is.
Rather than retreat to that bunker, they’ve
confronted the situation and acknowledged
that the game has changed. What worked in
2019 did not work in 2020 and will not work
in 2021. Knowing this is allowing them to
focus on building solutions and move forward
constructively.
It is precisely that focus on solutions
that differentiates successful organisations
from the rest. Governments, industries,
communities and consumers are all being
challenged by the pandemic. They want real,
workable solutions to their problems and
they want them implemented as quickly as
possible. Organisations that focus on action,
will race ahead of their competitors in 2021.
OUTLOOK The simple reality is that
businesses can’t afford to hunker down
in 2021. Covid will continue to have a monthby-month impact on the economy and
society, but a solutions-based climate is
emerging. Caution is slowly giving way to
creeping optimism. Personal savings are

growing. Vaccination numbers will rise once
the rollout begins. Lockdown restrictions will
lift. Slowly but surely, there will be a return
to normality.
2021 will not be 2020. It will be fast
moving and every quarter will throw up new
challenges and considerations. The best

business and communications strategies will
be attuned to this.
Businesses that are adaptable, with an
ability to think in bitesized, quarterly phases,
while keeping their eye on the overall bigger
picture, will have greater success bringing
their solutions to fruition.

‘Businesses can’t afford
to hunker down in 2021’

MAEVE GOVERNEY
Deputy Managing Director
Walsh:PR

ACTIVITY We work with some of Ireland’s
best-known organisations and brands, and
each of them faced and continue to face
challenges and opportunities. For example,
home delivery services such as those offered
by Glanbia through MyMilkman.ie, provided us
with an opportunity to feature these local
heroes through local and national media.
Gleneely Foods, who were totally reliant
on supplying food services, found a way to
continue trading by gifting luxury hampers
directly to consumers, for which we gained
them considerable media coverage.
Social media became the medium of choice
for many brands, an affordable platform that
made it possible to remain agile and to
connect with and support consumers. With
the public in lockdown, B2C communication
moved mostly online. Tone of voice – through
client messaging – became all important
REMOTE WORKING We’ve lost the direct,
in-person contact with our clients but we are
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‘Social media
became the
medium of choice
for brands’

seeing and engaging with them a lot more,
albeit via a computer screen. Gone are
the days of multiple emails and faceless
conference calls, which is a positive outcome.

OUTLOOK Feedback from our clients
indicates that they are prepared to increase
marketing budgets and learn from the
valuable lessons on ways of working during
the lockdown. And also the changing of
consumer behaviour, as a result of same.
The rise of virtual events made it a lot
more accessible for companies to host and
for individuals to attend. We’ve incorporated
numerous online events for consumers
through clients’ social channels, e.g.
cookery demonstrations, yoga classes
and motivational talks. They were all
very well received.

B P S U RVE Y

P U BL IC RE L ATI ON S

VALERIE O’REILLY
Managing Director
Unicorn PR &
Communications

ACTIVITY We’ve seen a renewed energy and
motivation across all of our clients. Their
reliance on PR and media relations has
definitely increased. For those that can’t
reach out to their target market via
conferences or traditional networking, they
are focusing a lot more on digital marketing
to get noticed.
REMOTE WORKING We began working
remotely three years ago, as we believe
that work-life balance is the most important
factor in maintaining your health. And that
reflects directly on how well you work.
EVENTS We organised a number of
webinars for clients and are currently
working on developing more virtual aspects
of their businesses. It has really allowed us
explore some innovative opportunities. We’ve
organised outdoor festival fundraisers for ten
years, and they were all cancelled in 2020.
You can’t recreate the same atmosphere of
having 10,000 people at a country music
festival over the internet.

‘Client reliance on PR and
media relations has increased’
LOBBYING Our involvement with the
government in 2020 was predominantly
around announcing a number of ‘good
news’ stories. Most recently, DPD Ireland
announced 700 jobs to manage the surge
in online shopping ahead of Christmas.
OUTLOOK I think people are entering 2021
with positivity, hope and excitement that the

vaccine is being rolled out and it might
finally end this plague that has restricted
us all for nearly a year. I think it’s very
much reflected in business. Our clients
are continuing to invest and we have new
client contracts and exciting campaigns
confirmed for 2021.
continued on page 78
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OWEN CULLEN
Managing Director
Cullen Communications
ACTIVITY Some of our clients’
business sectors have been
severely impacted, in particular
automotive and tourism/travel
clients. On the flip side, the
pandemic has also created
opportunities. Many companies
have pivoted to try and take
advantage of new trends, new
channels and new consumer
demands. We have taken on new
clients in technology, healthcare,
sustainability and retail.
EVENTS We have organised
some virtual events out of
necessity. I think there’s a pentup demand for live events, and
we’re looking forward to

organising and attending them
as soon as they come back.
LOBBYING We were very busy
on the public affairs front in
2020. The world has obviously
gone through a significant change
— partnering with a PR agency
can help clients to clarify their
messaging and develop a strategy
that gets the message in front of
the right audiences. I expect our
agency to be busier than ever on
the lobbying front in 2021.
OUTLOOK Clients in areas like
healthcare and technology are
buoyant and keen to invest in
their communications strategy
going into 2021. Others are
still waiting for the storm to pass
and hoping that 2021 brings a
change of luck.
Continued on page 80

‘The pandemic has created
opportunities for some’
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PAUL ALLEN

Managing Director
Paul Allen & Associates
ACTIVITY We went after several sectors,
including childcare, food processing, aviation
and new product development. It was funny
being hired over Zoom, but having a
television background with RTÉ, it was
easy to play the game.
REMOTE WORKING We were well prepared
in advance of the lockdown for remote
working. With a constant stream of
communication and Zoom calls, we motivated
and energised the team and maintained our
high standards. We simply used the same
strategy and tactics as we would for clients
to deal with this crisis – having a steady hand
on the wheel when managing a crisis is
invaluable.
EVENTS We are planning several virtual
events for 2021. Like TV, the same principles
apply e.g. pre-recorded packages, good
inserts, quality graphics and being wellorganised. Just because it is a virtual event
doesn’t mean you should ignore the basic
principles. Too many ‘virtual events’ are
simply Zoom calls with glitter, which people
are bored of.
LOBBYING We have been exceptionally
busy with public affairs and lobbying and
we have spearheaded several highly

‘You can overcome adversity by looking
to new markets and new sectors’
successful campaigns, including campaigning
to re-open sectors of industry safely. The
Oireachtas continues, legislation continues
to be published and peoples’ voices need
to be heard.
OUTLOOK There is a sense of cautious
optimism among clients for the year ahead.
The businesses that will thrive are the ones
prepared to seek new opportunities.

At the end of the day, it’s all about mindset.
If you want to sit at home and watch boxsets on Netflix, go for it. But if you want
to go out there and make a real difference,
it’s a call for leadership, and the buck stops
with the client principal. You can’t change
circumstances, but you can overcome
adversity by looking to new markets
and new sectors.

REBECCA BURRELL
Managing Director
Burrell Marketing & Publicity

ACTIVITY On a general basis, the Covid-19
pandemic affected agencies hosting physical
launches, events, executing media drops and
travelling to meet clients and media. We
haven’t worked in the office since March
2020, which is challenging in terms of team
support. We also have a number of hotels as
clients, who were dramatically and negatively
affected by the hospitality restrictions.
Fortunately, the majority of our clients are
in online fashion, spirits, beauty and haircare,
which have either survived or thrived. We
also executed a number of virtual events,
which were successful and well received,
particularly in partnership with media
groups.
REMOTE WORKING It has been a major
learning curve for us but we have adapted as
time has gone on, and each of us has worked
out the most effective way to work from our
homes. I imagine a hybrid approach will now
be taken by both employers and employees,
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‘Clients are
prepared to
increase budgets
and learn from
the lockdown’

as there are natural advantages to working
remotely, such as no commutes. However,
there are also drawbacks in terms of absence
of social interaction, brain-storming, chats,
drinks on a Friday etc.
OUTLOOK Feedback from our clients
indicates that they are prepared to increase
marketing budgets and learn from the
valuable lessons on ways of working during
the lockdown – and the changing of consumer
behaviour as a result of same.

B P S U RV E Y

DAVID COYLE

Head of Commercial
Operations
Thinkhouse
ACTIVITY Depending on the sectors, brand
performances have varied widely. Luckily a
lot of our clients are in the FMCG sector and
have seen growth during this period. One of
our key offerings is to guide brands on how
to grow their business by exploiting the
channels that are available to them, and for
sure there has been an acceleration in digital
investment. We are fortunate in Thinkhouse
that we are expert in this area and this is
one of the reasons why brands value us.
Having said that, Thinkhouse has not been
immune from the Covid impact and we won’t
be back to our busiest until events and
sponsorships are fully activated. However,
2021 is looking strong for us, with a number
of exciting opportunities currently in the
pipeline for the organisation, both
internationally and domestically.
REMOTE WORKING We made significant
investments in our IT infrastructure in 2018
and 2019, so teams such as our film and
design studios were able to immediately
work remotely after the first lockdown
without much disruption. Even when there
has been no lockdown, we looked after our
staff’s safety by asking them to remain
working outside of the office.
As we are all aware, working from home
has presented many different types of
challenges for people, and that is where
agencies’ support mechanisms are essential.
In this regard, both the PRCA and IAPI have
been excellent in launching mental health
and wellbeing initiatives for their members.

PUBLIC RELATIONS

‘I think we’re in for a strong

rebound during the year’

We deliver our weekly wellbeing
programme ‘Fit to Win’ to ensure we’re
delivering support and resources for our
team to stay healthy, mentally and physically.
We stay connected with three full agency
gatherings a week
EVENTS Thinkhouse would normally be
active representing brands at music festivals
and sporting events. We continue to be
involved in major events such as Darkness
into Light, and managing virtual press events
and product launches.

OUTLOOK I think we’re in for a strong
rebound during the year. We have already seen
a large increase in certain categories, and
foresee 2021 to be a year with huge potential
for Thinkhouse, for the industry and the wider
economy. The pandemic has underlined the
extent to which digital interaction is no
substitute for the real thing. Once normal life
returns, there will be a huge outpouring of
celebration and togetherness, and brands will
want to be involved in this.
Survey continued on page 82

BUSINESS PLUS

FEBRUARY 2021

81

B P S U RV E Y

PUBLIC RELATIONS
CONOR McCABE

KERRYANN
CONWAY

Managing Director
The Hive Agency
ACTIVITY The restrictions heavily impacted
some clients and their operations. From a
brand and corporate reputation perspective,
it’s really important that they stay connected
to their stakeholders and customers, and
that it’s done in an authentic and meaningful
way. Effective and strategic public relations
became even more important in 2020 than
ever before.
REMOTE WORKING It’s a tight team and
tech is at the centre of our operations and
campaign executions, so we moved pretty
seamlessly to remote working. For us, remote
is here to stay, albeit in a hybrid form. From
a company culture perspective, it’s important
that we sit around a table and break bread
together. There are nuances in conversations
that can’t be understood the same way
when exchanges are not face to face, but
I won’t be spending 12 hours a week
commuting ever again!.
EVENTS It has never been more
competitive trying to capture people’s
attention and to make meaningful
connections with customers. We are all
fighting for the same eyeballs, so you have to
communicate in an innovative way and draw
people in to hear your news. To launch one
client event during lockdown, we curated a
stunning AR/VR presentation to share with
stakeholders and customers. We avoided the
jaded ‘webinar’ interview formats and looked
at adopting best practice internationally to
in-room guest simulation interviews. It has
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‘Strategic PR became even
more important in 2020’
been really exciting to think boldly and push
to innovate in this area of the business.
OUTLOOK Through conversations in our
network, I know our clients are determined to
make a positive impact economically, socially
and sustainably in 2021, irrespective of the

fluctuating conditions. There is a renewed
impetus to deliver on their visions and
ambitions, having gone through the most
tumultuous period in recent history. There
are still problems that need solutions and
people who need products.

B P S U RV E Y

PUBLIC RELATIONS

DAVID O’BRIEN
Founder
Relevant PR

ACTIVITY Clients have been endlessly
imaginative in how they have produced great
work and overcome logistical obstacles, while
pitching virtually for new business and
actively engaging with their newly remote
working teams, so that they felt included,
encouraged and supported. Personally, I
believe that digital media and local radio
have seen creativity thrive.
Separately, I re-imagined my business,
renaming it Relevant PR, keeping the focus
on our core Corporate, B2B, B2C and Skills
Training services, but broadening its appeal
further by offering Ireland’s only PR content
e-Store for brands new to PR or with limited
resources.
REMOTE WORKING For the past number
of years, we have worked on a part office,
part remote working basis, so the pandemic
transition process was pretty smooth. Hybrid
working is the best of both worlds in terms
of productivity and creativity, and it will
continue to be an integral part of how
we operate.

‘Savvy brands understand they need

relevant PR and editorial visibility’
EVENTS Virtual events also need effective
PR. For example, we secured national news
and radio coverage for our new client, The
Analytics Institute of Ireland. They had 1,000
attendees from around the world at their
international summit last November. Originally
scheduled for the Conference Centre in Dublin,
the virtual event was instead hosted from a
specially created presentation and production
studio at The O’Reilly Hall, Dublin.
OUTLOOK Investment in PR
communications will build in 2021. Why?
Because savvy brands who want to build
their market share and reputation understand
that they need relevant PR and editorial
visibility to create a narrative bond between
themselves and key audiences. Without that
bond, competitors step into the void and
win new customers.
Survey continued on page 84
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Who’s Who In
Public Relations
PAUL ALLEN &
ASSOCIATES
01 676 9575
Contact: Paul Allen
The consultancy’s services span
crisis management, public affairs
and lobbying, litigation support,
corporate communications and
reputation management. “Crises
make reputations,” says principal
Paul Allen.

ALICE PR & EVENTS
01 558 2151

BANNERTON
01 531 1000
Contact: Sharon Bannerton
Established in 2010, the agency
works across corporate and brand
PR services, from media planning
and engagement to events, CSR
and crisis management. Sector
experience includes tech and
telecoms, property, financial
products and services, education,
travel and aviation, health and
beauty, consumer and FMCG
brands, and personal profiling.

BEACHHUT PR
info@beachhutpr.com
Contact: Paul Hayes
The agency works with scaling
technology companies across all
sectors and in multiple markets.
The agency has a particular focus
on fundraising and customer
acquisition for internationally
scaling Irish companies, and on
rapid expansion and corporate
credibility for multinationals looking
to make an impact in Ireland.

lifestyle brand strategy, where it
has extensive experience. The
agency is part of international PR
network SERMO, which has 16
agencies in 28 cities. The network
provides Burrell with “resources,
contacts, thought leadership,
shared case studies and revenue
streams”.

CARR
COMMUNICATIONS
01 772 8900
Contact: Eimear Hurley
The range of services spans
strategic communications counsel,
reputation management, media
strategy, public affairs, business
and management coaching,
behavioural economics and design.

CLEARSTORY
INTERNATIONAL
01 961 0048
Contact: James McCann
The consultancy specialises in
working with seed or series A
stage technology companies that
are seeking to build their
reputation and awareness of their
products or services in their
domestic market or internationally.
Its client base and journalist
network spans North America,
Europe and Southeast Asia.

THE
COLLABORATIONS
AGENCY

CUNNINGHAM
DEVLIN
01 551 4505
Contact: Jim Devlin
The communications advisory
business has clients in a range of
sectors, including renewable
energy, healthcare, real estate and
private equity. According to Jim
Devlin, the business’s USP is
“boutique, personalised service
with a high degree of understanding
and experience in the sectors
within which we operate”.

DRURY
01 260 5000
Contact: Anne–Marie Curran
This full–service PR and
communications agency has
practice areas in public affairs,
corporate and financial, brand
and digital communications.
The directors completed a
management buyout from
Omnicom Group in August 2020.

EDELMAN

01 905 6350

01 592 1330

CROTTY
COMMUNICATIONS

ELEVATE

01 661 8777

BURRELL
MARKETING &
PUBLICITY

CULLEN
COMMUNICATIONS

01 676 1711
Contact: Rebecca Burrell
Burrell’s speciality is in luxury and

01 668 9099
Contact: Owen Cullen
In operation for 35 years, the
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agency offers an integrated PR
toolkit covering strategy,
campaigns, events, media
relations, digital and social. “We
have a dynamic, tight–knit team
that offers creativity and hard
work in equal measure – we can all
play the piano but we don’t mind
pushing it either,” says principal
Owen Cullen.
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01 662 5652

FLEISHMAN HILLARD
01 618 8444

FOOD PR &
COMMUNICATIONS
087 817 3800

FTI CONSULTING
01 765 0800
Contact: Jonathan Neilan
The Dublin consultancy employs
30 people and forms part of the
FTI network that also has offices in
London, Washington DC, Brussels,
Frankfurt and Singapore. Services
include investor and media
communications, public affairs, and
advice on corporate governance,
ESG, digital and cyber reputation
issues. Clients include large
multinational and often listed
companies.

GIBNEY
COMMUNICATIONS
01 661 0402

HANOVER
COMMUNICATIONS
01 969 4086

HEALY
COMMUNICATIONS
086 174 3947
Contact: Jonathan Healy
Led by radio and TV broadcaster
Jonathan Healy, the Cork agency’s
team of former journalists have
broad experience in print, radio
and television, bringing their
storytelling skills to a wide range
of clients.

HENEGHAN PR
01 660 7395
Contact: Nigel Heneghan
Clients are drawn from a broad
spectrum of sectors, including
renewable energy, food production,
medical and health, NGOs, aviation,
construction and industrial
services, media, telecommunications, software and the public
sector. “Our USP is our experience,
innovative strategic solutions and
consistent positive results,” says
principal Nigel Heneghan.

B P S URV EY
THE HIVE AGENCY
01 661 9728
Contact: KerryAnn Conway
Formerly trading as Conway
Communications, clients of
The Hive Agency include Twitter,
Dublin Bus, Peroni and the
St Patrick’s Festival. “We’ve
developed the most sophisticated
PR evaluation systems to impress
even the most cynical
boardrooms,” says principal
KerryAnn Conway.

HORGAN PR &
MARKETING
01 538 3633

HUME BROPHY
01 662 4712

HUNTER
COMMUNICATIONS
01 905 6350

INSIGHT
CONSULTANTS
01 293 9977

P UBL IC R E LATI ON S

INSTINCTIF
PARTNERS
01 234 2423

KEATING &
ASSOCIATES
01 662 0345

LIMELIGHT
COMMUNICATIONS
01 668 0600
Contact: Kathryn Byrne
The agency provides corporate
and consumer public relations,
event management and public
affairs for clients drawn from a
wide range of industry and service
sectors. “We make sure your
message is heard by those you
wish to hear it,” says principal
Kathryn Byrne.

MEDIACONSULT
041 984 6111
Contact: Darren Hughes
The agency specialises in working
with consumer clients across a
range of sectors including

property, hospitality and food,
charities, green issues, arts and
multi–platform local authority
campaigns. Clients include the
Irish Heart Foundation, Magnet
Networks and Accounting
Technicians Ireland. “We have
long–standing working
connections with news desks,
many of whom use us as an
active component of their future
news feature planning on a
regular basis,” says principal
Darren Hughes.

MKC
COMMUNICATIONS
01 703 8600

MURRAY GROUP
01 498 0300
Contact: Pat Walsh
Principal Pat Walsh says Murray
is seen as a go-to agency for
corporate reputation and crisis
management mandates in
particular. “We like to think of
ourselves as a North Star for

our clients. We help navigate
the way even in times of
uncertainty, and that trust
is driven by experience,
judgment and a sprinkling of
magic dust.”

O’HEA PR
01 660 8524
Contact: Roisin O’Hea
Former journalist Roisin O’Hea
established the agency in 2004
and her team are also former
journalists with contacts across
print, online and social media.
The agency’s specialisms span
motor, travel, hospitality,
technology, retail, education
and luxury. Clients include
Renault Group, InterContinental
Dublin, AlcoSense and
Belmond.

O’LEARY PUBLIC
RELATIONS
01 678 9888
continued on page 86

At Walsh:PR we exist
to make a positive
difference to our world
and we focus on areas
we are passionate about.
FOOD | HEALTH | SUSTAINABILITY | NGO

With 18 years experience executing creative
and effective PR campaigns.
Corporate • Consumer • Public Affair • Digital
Sports • Sponsorship • Training

e: valerie@unicornpr.ie

Get in touch today
and let us help you
make a difference
to your business.
w: www.walshpr.ie
e: info@walshpr.ie

w: www.unicornpr.ie
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agency’s areas of expertise
include corporate PR, consumer
and brand PR, environment and
sustainability, technology and
manufacturing, food and
nutrition PR.

WALSH:PR

Leading PR practitioners attending the 30th anniversary of the
Public Relations Consultants Association (pre-pandemic)

AM O’SULLIVAN PR
021 466 3076
Contact: Ann–Marie O’Sullivan
The Cork consultancy has
considerable experience working
with clients in the life sciences
sector and counts six of the top
10 global pharma companies as
customers. The agency also
enjoys a strong reputation in
emergency management and
business continuity. Stakeholder
engagement and public
consultation programmes are
additional areas of expertise.
In 2020 AM O’Sullivan PR won
the inaugural PRCA Agency of the
Year award (1–10 employees).

communications and public
relations agency is part of the
WPP Wunderman Thompson
Group in Ireland and globally.
Clients include Aer Lingus, BMW,
Irish Distillers and Sisk, and the
consultancy increasingly takes a
more strategic role on behalf of
clients in corporate reputation,
corporate communications,
sustainability, CSR and purpose.

RPS
01 488 2900

SPRINGBOARD PR &
MARKETING
021 496 9000

PR WISE

360

01 234 2412

01 637 1777
Contact: Dan Pender
Formerly trading as PR360,
the Dublin consultancy provides
communications services for
clients that include Roche, Audi
and Lidl. “We believe in real,
measurable KPIs that deliver
value to an organisation’s bottom
line. From experience, too many
agencies are happy to fudge this
question. We have devised a
framework that measures impact
across 26 different data points,”
says principal Dan Pender.

RELEVANT PR
01 649 9025
Contact: David O’Brien
Rebranded from Commssolver in
2020, the agency caters for
corporate, B2B and B2C clients.
Clients are drawn from
technology, professional
services and industry bodies,
and include Mail Metrics, law
firm Philip Lee and IAPI.
“We tell the story, you make
the news,” says principal
David O’Brien.

THE REPUTATIONS
AGENCY
01 661 8915
Contact: Niamh Boyle
The strategic reputation,
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TENEO
01 661 4055
Contact: Michael O’Keeffe
Teneo Ireland is part of a CEO
advisory firm with global
operations. The Dublin office was
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established by Teneo through
the acquisition of PSG
Communications in 2016. “We
advise clients on addressing
challenges from corporate and
brand communications to crisis
management, public affairs and
digital strategies at the highest
levels of the organisation and
remit,” says Teneo principal
Michael O’Keeffe. “We can also
lean on our global network and
access deep expertise in
everything from ESG and
investor relations to diversity
and inclusion.”

THINKHOUSE
01 420 0700
Contact: David Coyle
This creative communications
agency and production company
offers services in three key
areas – Fame, Transformation
and Planet – encompassing
creative (PR, advertising, social
and digital, events), strategy and
‘big picture’ initiatives for
society and the planet. The
agency’s Youth Lab taps youth
intelligence for insights into
behaviours, attitudes and
outlooks of the next generation.
Clients include Unilever,
Musgrave, Facebook and
Heineken.

UNICORN PR &
COMMUNICATIONS
087 238 8641
Contact: Valerie O’Reilly
Established in 2003, the

01 661 3515
Contact: Maeve Governey
The consultancy’s core sectors
are food, health, sustainability
and NGO. In 2020 the client
portfolio expanded to include
hospitality, security and
manufacturing companies.
“Our approach is to work as an
extension to our clients’ team
and to add the value they need.
We understand a company’s
investment in PR must really
work for them and we commit
to doing so,” says Deputy MD
Maeve Governey.

WEBER SHANDWICK
01 679 8600
Contact: Siobhán Molloy
Established over 30 years ago,
the firm specialises in consumer
PR, corporate communications,
issue management, healthcare,
and public affairs solutions for
national and international
organisations and companies.
In 2020 Siobhán Molloy led an
MBO of the Dublin office.
“We have a deep knowledge
and understanding of the Irish
market. Combined with access
to the Weber Shandwick global
network, we are ideally
positioned to provide cutting
edge communications counsel
to clients,” says Molloy.

WILSON HARTNELL
01 669 0030
Contact: Sharon Murphy
Wilson Hartnell has been in
business for almost 50 years and
the agency is part of the Ogilvy
and WPP networks. The full–
service communications agency
says it combines corporate and
consumer expertise with
specialised sectoral knowledge
across retail, food and beverage,
health and wellness, sport and
leisure, travel and hospitality,
and data and technology.
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