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Business Ireland is the official 
publication of the Dublin Chamber 
of Commerce. Published on a 
quarterly basis this high-quality 
magazine keeps readers up-to-date 
on all the business issues affecting 
Ireland today as well as featuring 
a selection of must-read editorial 
features and is an invaluable read 
for Ireland’s top business leaders. 
Our goal is to provide reader-value 
through comprehensive reports 
on the essential cornerstones 
of business in conjunction with 
Chamber-led content

In each issue we will produce in-
depth features dealing with:
•  All aspects of InFoRMAtIon 

teCHnoLoGY, including cloud 
computing, software, business 
solutions and techniques to 
enable readers to optimise the 
technological aspects of their 
business in a dynamic and ever-
changing economy.

•  All aspects of FInAnCe and 
BAnKInG, including corporate 
and commercial finance, 
payroll, accountancy, credit 
management and solutions 
for businesses of all sizes. This 
will be particularly focussed on 
expanding your business and 
cutting costs. 

•  All aspects of LeGAL and 
InSURAnCe, from employment 
law, intellectual property and 
business insurance, to dispute 
resolution, HR, corporate 
restructuring and insolvency 
issues. 

•  IMPoRtS and eXPoRtS, with an 
emphasis on business logistics, 

trade credit insurance, trading 
with emerging markets, export 
regulations and cost cutting. 

•  StARt-UPS, every issue will 
cover an area of interest 
for start-ups with expert 
advice from everything from 
company formations, to legal 
requirements, funding and 
branding.

•  InFRAStRUCtURe and 
the enVIRonMent, 
regular features on 
transport, architecture, 
telecommunications, plus a 
special focus on renewable 
energy and natural resources. 

•  Every issue will cover toPICAL 
ASPeCtS crucial to business 

expansion – coaching, 
training, recruitment, business 
consultancy and legal policies. 
We have also incorporated a 
new section on PeRSonAL 
FInAnCe to cover issues such 
as pensions, tax and debt. 

Each edition will reflect an 
important area of Dublin 
Chamber Policy incorporating a 
special report on various themes 
including transport, retail, tourism, 
infrastructure, smart economy and 
governance.

* Specific features list available on 
request for the four quarterly 
publications.

MeDIA InFoRMAtIon 2014

Innovation 
 

the Nation
Creativity will be the word this autumn as Innovation Dublin 2012 
takes place from October 15th to 26th. Floriane Loup looks at what 
the festival has to offer.
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EASTERN 
PROMISE

Can Ireland enter the 
Chinese arena?

A FEAST FOR 
THE MIND

What the Dublin City of 
Science festival can do 

for our economy
PATRICK’S 
DAY
Dublin Chamber President 
Patrick Coveney on his 
goals for 2012

THE NAME 
GAME
The men behind 
Dublin’s most lucrative 
sponsorship deals
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The clout that the 
pharmaceutical industry 
has in Ireland cannot be 

understated. Just as the collapse 
of the construction sector showed 
how reliant we were on it as a 
source of providing employment, 
today the pharmaceutical industry 
generates nearly 50 per cent of 
our overall exports, with the latest 
�gures for 2012 showing that it is 
worth a whopping €55 billion to our 
economy. �e other �gures speak for 
themselves. Currently there are more 
than 120 pharmaceutical companies 
with a presence in Ireland. Included 
in these are 13 of the world’s top 15 
companies which manufacture �ve of 
the 12 highest-grossing medicines in 
the world. 

u  PATENTLY CLEAR
P�zer’s Lipitor, used for the treatment 
of lowering cholesterol, has been the 
biggest selling drug of all-time. For 
Ireland’s bene�t, the world’s Lipitor 
production is based entirely in Irish 
operations in Cork providing sizeable 
revenue and thousands of jobs for 
the area. However, as well as other 
products produced in Ireland, the 
expiration for the patents placed on 
these drugs are to expire within a 
year. In order for a pharmaceutical 
company to become successful and 
pro�table, one requires a line of 
products that are patented for them 
to produce and thereby bringing in a 
continuous revenue stream from its 
exclusivity. Once a patent expires, any 
company can produce the exact same 

product with a di�erent name for a 
fraction of the price. 

Current estimates put the loss of 
revenue to the largest pharmaceutical 
companies, as a result of patent 
expirations, between 2009-2014 at a 
staggering €100 billion worldwide. 
�e question is, with the country in 
the situation it �nds itself in, are these 
inevitable patent expirations coming 
at the worst possible time, and will 
this a�ect pharma companies in 
Ireland as employers? According to 
Dr Neil Boyle, Managing Director of 
one of the largest pharma companies 
in Ireland, MSD, these events are 
prepared for well in advance: “From 
a taxpayer and patient perspective, 
when a patent expires on a medicine, 
there is structures in place to reduce 
the cost of that medicine through 
a combination of agreements 
with governments and price 
competitiveness with suppliers. �is 
is something that’s in place in Ireland 
and will come under a new legislative 
framework which is currently being 
discussed by the Government in the 
Health Bill. 

“We see governments trying to force 
in accrue savings but also to limit 
access to innovation. We are keen to 
work with the Government so that we 
do allow greater value through loss 
of exclusivity which can also facilitate 
access to newer medicine which is one 
of our core goals. We need to develop 
at a policy and patient level within 
healthcare and society.”

in a time of austerity
For years the continual growth of the Irish pharmaceutical industry was considered one of 
the key factors in our success during the Celtic Tiger era. Colm Gorey asks whether it has the 
ability to cope with the numerous challenges presented in 2012.

PHARMA
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The Industrial Development 
Agency (IDA) recently voiced 
their concern about a potential 

lack of quality o�ce space in Dublin’s 
most sought a�er business districts. 
Speaking at the agency’s annual 
report last July, Chief Executive Barry 
O’Leary claimed that the IDA were 
con�dent of winning “a number of 
large-scale services operations”, but 
warned that their ability to attract 
major FDI projects to the capital 
could be undermined by the short 
supply of modern o�ce buildings.

“�is might sound a little bit 
strange,” said O’Leary, “but there 
are really only four or �ve modern 
o�ce buildings in Dublin that can 
take projects of that scale, and if 
we get a couple of hits in the next 
couple of months – bearing in mind 
it takes a good 18 months to design a 
new building – it is something to be 
mindful of.”

Considering that in the last few 
years Dublin business has been 
more concerned with survival than 
expansion, the idea that a lack of 

o�ce space has suddenly become an 
issue might seem incredible to some 
but, according to IDA’s Property 
Marketing Manager �omas McEvoy, 
the comment that the agency were 
making was that, looking to the 
future, it’s important to ensure that 
we’re prepared for all potential 
outcomes. “We were projecting out 
a number of years and looking at a 
scenario where, if a number of the 
larger projects were to locate in some 
of the larger buildings in Dublin, that 
would mean that we would need to 
be considering what the availability 
would be like in three years’ time,” 
says McEvoy.

McEvoy is keen to point out the 
issues that could arise if we don’t 
act now to ensure a future demand 

FEATURE  
A LACK OF 

OFFICE SPACE?

Dublin

While there is no current shortage of office space in Dublin, 
precautions must be taken now to ensure that the city can cope 
with future foreign direct investment. Dean Van Nguyen reports.

Future-Proofing
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Q2 2012 A FESTIVAL 
OF GROWTH

What The Gathering can 
do for Irish tourism 

IPB’s Ronan Foley on why 
they’re giving back 

to the community

HAPPY HOUR
Why our drinks industry 
is an international 
success story

REMEMBERING 
STAINES
The air disaster that 
shook Irish business
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MAKING A
DIFFERENCE



ABoUt DUBLIn CHAMBeR oF 
CoMMeRCe
After 300 years as ‘the voice 
of Dublin’, Dublin Chamber 
of Commerce has recently 
undergone a strategic review 
which resulted in a new brand 
identity and a multimillion euro 
refurbishment of the Chamber’s 
historic Clare Street offices.

Representing the interests of 
businesses, both large and 
small, in Ireland’s capital and 
business hub, the Chamber offers 
members significant opportunities 
to promote their business and 
network with other members.
The Chamber provides a range 
of business services, including 
business training, visa and export 

documentation, international 
business opportunities and 
discounts for members on a range 
of business services.

ReADeR PRoFILe
•  Reaches all major business 

sectors in Ireland, including 
retail, industry, technology, 
financial and professional 
services.

•  Reaches CEOs, senior 
management executives, 
directors and owners of Ireland’s 
top companies.

•  All recipients are proactive 
business leaders with the 
responsibility for growing their 
business.

CIRCULAtIon AnD 
DIStRIBUtIon
Business Ireland, the official 
publication of the Dublin 
Chamber of Commerce is 
produced four times per year. 
It is distributed to all Chamber 
members and reaches key 
management executives, selected 
directors of top Irish companies; 
the decision makers of the 
business community

ADVeRtISInG RAteS
Full Page €3250
Half Page  €1850
Quarter Page €995
Special Positions
Double Page Spread €4950
Outside Back Cover   €4250
Inside Front Cover  €3750
Inside Back Cover   €3450

Please note that the prices are 
exclusive of VAT at 21 per cent.

SPeCIFICAtIon

Size:  A4, individual advert sizes available on request.
Artwork:   We accept high resolution (300dpi) PDF, TIFF, EPS 

or JPEG files. A contract colour proof is required 
for all adverts. Publisher and printer cannot be 
held responsible for the colour reproduction of 
ads supplied without a proof.

Frequency:  Quarterly
Publication Dates:  • April 2014 

• July 2014 
• September 2014 
• December 2013
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The Business Of Leinster Rugby

BLUE 
THUNDER
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O�cially branded as �e 
Gathering Ireland 2013, the 
year long ‘festival of festivals’ 

is set to be the largest tourism event 
ever held in this country. With the 
stated aim of building relationships 
between Ireland, its diaspora and 
other business sectors, Tourism 
Ireland and Fáilte Ireland hope to use 
�e Gathering to create a foundation 
of interest in Ireland which they 
can build on and exploit for years              
to come.

The initiative came about at the 
first Global Irish Economic Forum 
(GIEF), held in Farmleigh in 2009. 
The forum was organised by the 
Department of Foreign Affairs with 
two objectives: to explore how the 
Irish at home and abroad – and 

A Festival of Growth

It may sound like the title of an M. 
Night Shyamalan movie, but The 
Gathering is actually an initiative 
designed to entice communities 
around Ireland to open their doors 
and invite anyone with a connection 
to Ireland to visit the country next 
year. Steven O’Rourke investigates 
what it will mean for Irish business. 

16

The Irish public relations 
industry has been 
transformed by the rise of 

social media, and these developments 
present as much of an opportunity 
as they do a challenge. In a world 
characterised by 24/7 news 
channels, status updates and tweets, 
PR professionals are expected 
to communicate their client’s 
message e�ectively, while reacting 
immediately to bad press that may go 
viral at any minute.

Social media has tapped into 
every aspect of our lives. Whether 
its politics or entertainment, digital 
technology continues to expand 
the channels and frontiers of 
communication. It is no accident 
the Arab Spring was dubbed the 
‘Facebook revolution’. Nor is it 
surprising that a charity song went 
straight to number one on the Irish 
iTunes chart last Christmas after 
going viral on Twitter. At the heart of 
both examples was the rapid dispersal 

of information that tapped into and 
fuelled the public’s imagination. 
Surely, then, the opportunities 
created by the advent of digital 
content and social media is a blessing 
for Irish PR agencies? 

In some respects, yes. With fewer 
journalists about as a result of Irish 
newspapers being hit by falling 
advertising revenues, the print 
media inevitably relies more on press 
releases and information provided 
by communication professionals. PR 

A public relations 
REVOLUTION?

The way Ireland communicates is evolving and so too is the 
public relations sector. Simon Mee looks at how the advent 
of Twitter, Facebook and other social media applications have 
changed what it means to be a PR professional. 
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On May 14th, laya healthcare 
launched in the private 
healthcare insurance 

market with a new brand promise 
for members: ‘looking a�er 
you always’. At the helm of the 
company, formerly known as Quinn 
Healthcare, was Managing Director, 
Dónal Clancy. Joining BUPA Ireland 
in 1996, Clancy has been with the 

insurance company through its many 
transitions, receiving a managerial 
post when the company was taken 
over by the Quinn family. He 
describes the most recent rebranding 
as o�ering “a signi�cant opportunity 
to our business and that was to 
highlight our members’ place at the 
heart of everything we do”. 

Clancy was born and raised in 

Mitchelstown, Cork. His father was 
the principal of a local national 
school, which Clancy attended, and 
his mother worked as a hairdresser. 
He learned from both the value of 
hard work and perseverance, not 
just professionally, but in their home 
lives too. “Both my parents fostered 
a strong family and work ethic 
amongst my seven siblings and I,” 
asserts Clancy.

Clancy moved on to the Christian 
Brothers Secondary School, later 
transferring to St Flannan’s College, 
Ennis, to complete his Leaving Cert. 
Although not a big sports player, 
his skills as a team leader obviously 
developed early. Clancy says that he 
“always enjoyed the outdoors and 
keeping active. I was particularly 
interested in scouting and anything 
poor eyesight would allow you to get 
involved in”.

Dónal Clancy, Managing 
Director of laya healthcare, talks 
to Niamh King about his life 
in business and a 16 year career 
with the insurance company. 

The Look of     
          LAYA   
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Achieve your 
goals in 2013 by 
targeting the key 
decision makers in 
Ireland’s business 
community
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Ireland’s Indian Future
Much is made these days of 

the export-led recovery: 
trading our way back to 

growth by exporting, particularly 
to the BRIC economies. �e ‘I’ in 
BRIC – India – is already the focus 
of attention among Irish players 
keen to do business with the world’s 
second-most populous nation. 
“�ere are huge opportunities in 
India for Irish exporters,” said Colin 
Lawlor, chairman of the IEA’s Asia 
trade forum, “but we in Ireland have 
not perhaps put su�cient e�ort 
into visiting the market.” Ireland 
and India have had a positive 
relationship dating back to the 19th 
century, arising from a comparable 
background. Both depended on the 
British Empire economically and, 
following independence, they also 
shared similar statuses as ex-members 
of the Empire, trying to forge an 
independent path. Mutual recognition 

and philanthropy has only deepened 
that relationship.  

u DCU IRELAND-INDIA 
INSTITUTE 

Even so, our economic ties with 
India have been relatively recent. 
India was added as a focus country 
for Irish trade a�er 2004, and annual 
turnover in 2010 was around €1 
billion. Despite considerable mutual 
trade, there is still plenty to do to 
deepen our trade with the country – a 
task DCU is taking on and which has 
garnered support from major Irish 
corporate law �rm A&L Goodbody. 
“�e DCU Ireland-India Institute is 
a perfect example of the vision and 
commitment required to build solid 
links between Ireland and India,” 
partner Mark Rasdale says, “and is 
an initiative which A&L Goodbody 
is keen to support.” �e institute 
‘supports research collaboration and 

faculty exchange,’ as well as preparing 
graduates for the globalised world 
and inviting talented Indian students 
to continue their education at DCU. 
“�e notion is that it would be a 
centre of knowledge exchange around 
issues associated with contemporary 
India,” says DCU President, Brian 
McCraith. “It’s about what Indian 
society is like, how is one successful 
in Indian business, what are cultural 
issues one would need to be aware of.” 
Already, DCU are �nding that their 
e�orts are providing dividends in 
attracting India’s best and brightest. 
“We did a comparison last year and 
already we’d have the highest number 
of Indian students of any of the Irish 
universities,” McCraith revealed. 
A&L Goodbody is engaged in similar 
long term initiatives. “Our lawyers 
frequently travel to India and we have 
established a tailored international 
internship programme,” says Rasdale, 

India’s stature on 
the glocal economic 
stage is constantly 
growing and 
it’s become a 
hugley attractive 
marketplace for 
foreign investors. 
Business Ireland 
speaks to those who 
have been involved 
in establishing 
economic and cultural 
links with the south asian 
country and explores how we 
can learn lessons from those who 
have already made the journey.
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FoR ALL ADVeRtISInG InFoRMAtIon

For all advertising information call Stephen Goulding on (01) 432 2245 or 

email stephen.goulding@ashville.com 

Ashville Media Group will publish your advertisement on behalf of Dublin Chamber of Commerce.


