


|API Industry Surveys

Given that the annual IAPI Industry Census focuses on previous years'
performance, members felt that reporting on 2019 figures would bear
little relevance given this years' frading environment due to the
pandemic.

Instead, IAPI have conducted a number of industry surveys that
provide more relevant insights into the overall performance of the
media and commercial creativity sector this year.




1. 1API
Leaders
Survey
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There appears to be little doubt amongst leaders
that their own agency will recover, however the

perceived timeline for that recovery has shifted in
line with the prolonged impact of the pandemic.

In June, 44% of leaders felt they would be back to
2019 revenue figures by at least the middle of 2021
compared to only 27% in October.

The 12% who believed that recovery would take until
the end of 2022, has now increased to 33% of leaders
seeing this as their recovery timeline.




It is promising to note that predictions in
terms of revenue decline for this year
have moved in the right direction over
the past few months.

The current predictions place the
average agency revenue decline at
15-18% compared to 25-30% in June.










Understandably, the least optimistic agencies are those who
provide Experiential and Event services who are predicting a fall
in revenue of up to 60% this year.

Interestingly, the predications for the overall industry spend are
less optimistic than the individual agency revenue predications
which, particularly for media, reflects the move towards retainer
fees, rather than the traditional commission structure.

While 80% of media agencies predict an industry spend decline
of 20-30% this year, all media respondents state that their own
agency revenues will decline by less than 20%.

And nearly all (93%) of creative agencies predict an industry
spend decline of 20-40%, but only half predict the same decline
in their own agency.
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2. Sentiment
Survey
findings
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Over two-thirds of respondents are either
proud or very proud to be working in the
industry with juniors the least proud at 54%
and leaders the most proud at 91%.

This positive view is also reflected by over
half the respondents stating that they would
recommend the industry as a great place to
work.

Again however, a third of juniors stated they
would recommend with reservations while
83% of leaders would recommend or highly
recommend the indusitry.
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2.2
The personal
and business
impact of
working
remotely
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Maintaining agency culture is the most serious concern for everyone.

One of the key advantages the industry had, to date, over corporate
or big tech organisations is the informal, creative and fun working
environment which in attracting and retaining talent has proved
invaluable.

IAPI members are very focused on this issue and during the latest round
of APl leaders’ conversations, best practice for innovative initiatives
and communications were openly shared to help everyone maintain
this advantage.






2.3 The
impact of
working
remotely on
attitude and
oufputs
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2.4
Wellbeing

and Mental
Health
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2.5 Future
Optimism







much longerdo you see yourself
workingin the Industry?

TOTAL Juniors Managers

* For the long term * For the medium term
® Not sure * For the short term

® I'm actively looking to leave the industry

three-quarter
of juniors) see
the industry for the

, with only 4% actively

ise that 84% would
om the home ag




2.6 Industry
views on
Diversity &
Inclusion
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2.7 Views on
Climate
Change
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In terms of addressing the issue, there was
consensus across all levels in terms of how the
industry can play a part.

Most interesting is the agreement from 79% of
respondents to create and commit to @
Climate Change mandate or charter for every
IAPI member agency.



“The findings from this survey demonstrate an active and resilient industry, with
a continued focus on the future and our role in society. IAPI are busy forming
plans for 2021 which we predict may continue to provide challenges to
agencies and their clients.

The focus will be on continuing to provide advice, support and inspiration for
members during an inevitably tough year. However, we will also introduce
new initiatives that continue our work on diversity and inclusion and help to
provide professional, accredited education for members.

Our ambition to create a centre of excellence for advertising and commercial
creativity here in Ireland is now more important than ever and we will continue
fo update and promote our national portfolio through

, launched on 5™ November this year.

I'm looking forward to another busy and purposeful year with the IAPI Board
and our members in 2021.

Charley Stoney, CEO, IAPI.



http://www.creativeisnative.com/

