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Jimmy Murphy: ‘What we do

IS an incredible lever for growth
In our clients’ companies’
Picture: Fergal Phillips

Setting value, getting paid

The new head of the trade
group for Irish advertising
professionals says the industry
needs to foster the next
generation, and understand
the true value of its work

the industry here deal with
that change

Mu was diffscult
for companies (o finxd the time
o think strategically about the
change coming to the sector
He has been in advertising for
two decades, but sald be had
like the
change happening now He
attributes it mostly to digieal
advancements.

Increasingly. clients are
coming o creative and media
agencies not just for advertis.
. e
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MEDIA MATTERS

PODCAST

Hosted by Colette Sexton, Media Matters talks
to industry experts on the issues that really
matter on the first Wednesday of every month.

The first episode of 2018 features

Rhona Blake, who is a founding director of
one of the country’s biggest public relations
companies, FleishmanHillard Ireland, and is
also chair of the PRCA, the trade association

for public relations and communications
companies in Ireland.
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This was reflected In the
purchase of creative agency
Rothco by Accenrure, Murphy
sakd. Accenture has realised
that the customer journcy s
much broader now and e
ativity can have a big impact
on that. Murphy said it was
likely that more Irish creative
agencies would be sold

“It's a much broader and
deeper brief now than just
making ads or buying media
space,” he sald.

takent,
Murphy. adirector of Publics,
plans w focus on three madn

!
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The first is talent and od
ucation. This includes offer
Ing training to IAP members
as well a5 helping agencics
10 attract students from
non-traditional advertising
backgrounds and educating
more people about the po
tential offered by 2 career In
advertising
The second arca Is diver-
sty There is a still a problem
with divenaty 1n shertising
across gender and class, he
said, and more diverse com
panies are more profitable and
Creative

“Women are really well
represented in the industry
but they are not represented
at a senor Jevel This Is im
proving, but it is nowhere near
where ft should be. We shouald
have double the number of
women that we hanve at senjor
Jevel ™

His third pillar ks com
merciality. Margins are still
100 lean in advestising at the
moment. and Murphy be
leves that needs to be ad
dressed Agencies should not
be slaves 10 hourly rates, but
should base their prices on
the value they add

“It's a lfestyle industry ina
way. It's areally nice Industry
towork in_ It is really interest
ing and stimulating, but we
should be vahuing what we do
more and getting pakd more
for it.” he said

“We create value for our
chients’ brands and their busi
nesses, We drive profitabibity
and shareholder value in thelr
businesses. Our Creativity &
a key part of that. If we could
chasge for the mpact that we
have rather than the hours
we put in, everyone would
be happy.”

Stepping up

Murphy might have plans
now for his term as president,
but he was inftially refuctant
1o take on the role. which

s

Women are
really well
‘represented
inthe

industry,
but they

‘arenot
represented
at asenior
level

was offered 10 him by Aidan
Greene, the deputy chief ex
ecutive at Core and his pre
decessor at the [APL

“Aidan rang me one day and
said: Timmy, this is the call
where we ask you to stepup

1 sakd "It feels like a big

commutment. It feels like a
iot of time. How much time
sr"

Greene told Murphy to cal
culate the amount of time he

be was actually
mating. It 1s abous four thmes
the amount of time 1's very
onerous. It's a huge honour
and I'm delighted 1o do It, but
it Is one of those things you
are called 1o da. It i not born
of amibdtion, but it is born of
the need 1o do something for
the industry

That betng sasd, Murphy is
already planning for his re
placement. As part of his role.
he wans todo more cutreach
10 the industry and to get more
people involved in IAPL Get
ting moee people involved also
allows the IAPY 1o grooen them
as fugure board members and
presidents, he said

The organisation has several
commuittees within its board
but it has recently started
bringing people who are not
on the board into commiiecs.
For exampie, the commitice
for the ADFX award ceremo
ny thas year is made up of the
heads of client services from
cight different agencics.

“This spreads the load In
terms of the work quite a
bit further, bat It also gets 2
lot moze people involved In
IAPL™ he salkl

"It is one of those things
where you pay your sub
scription every year, you go
toa few events and youdon't
think about it that much. but
once you get involved you
realise how much IAPI does
and how much it contrib
utes to the industry. The more
people are exposed 1o that
the better”

Murphy said he belicved in
the posver of collective action,
and that was why he issucha
supporteg of the IAP

“We are a group of busi
nesses and cach of those in
dividual businesses have thetr
own responsibilities todelver
good work and peofit for thetr
sharcholders.

“Ultimately, that is where
the responsibility lies. How
ever, [dobelieve inthe power
of collective action. | believe
that we have a very potent
industry

“What we do for a biving is
an incredibile Jever for growth
In our clients’ companies.
There Is a value in that, If we
work collaboratively asan in
dustry to push and (o promote
that ability 10 improve chients’
businesses and profitability,
we can be rewarded better
as an industry and a force for
change in business.”
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Conor Brophy The
NFLdominated USTV
last year, with Donald
[rump and the Oscars
trailing in its wake.
But its viewing figures
are on the slide

2017 show

r \be annual wp 0 Nicksen ratings
that the US's television viewing habit hul :
year fell into three categories S . Donald

Trump and awasds ceremonies Nothing clse

cven gt a look-in
Even using SPOft as & CHMegory
In reality, it was American football that dominated Iy
in the US Of the top 50 broadcasts Last year

is shightly mislcadling,

TV viewi
National Football League (NFL) games accounted for 37
That includes seven of the top ten. Donald Trumg's in

auguration. his first congre
Academy Awards were the
upper end of the chast
Sitcoms and de
the annual list. Th
ruary 1983, for instance, sl ranks among the T
watched broadcasts in US television history. In the era of
g, however

sereaming servioes and time shifted view
few shows now generate sufficient exciiement o push
them Into the must-see live TV category
The scripted programme which artracted the biggest
audience (n the US Last year was the season 11 premijere
of The Big Bang Theory. At 17 7 million viewers, that was
#ood for 581h place. It has been three years since an ept
sode of any scripted series broke into the
It used 1o be the case that piggy -back
sporting event could secure a commanding audience
share, but now even that is by no means a guarantee of
ratings success. The eplsode of 24. Legacy which alred
immediately after the Super Bow! last January brought
n 17.6 million viewers. That was the lowest total for the
post-Super Bow! slot in M years.
The Nielsen figures show that 93 per cent of the audi
ence for sports beoadcasts either watch live or, af Jeast,
on the same day: The corresponding figure for scaipted

=6

Thar's the justification
for the NFLs monstor
TV nghts deal, the most
valuabbe ever signed by
ANy SPOIUNg OTRANSS
Research
indicates
younger
viewers are
less likely to

ton. The nine - season
deal, dating from 2014,
was worth $39 6 billion
$4.4billion a year to
the NFL. By way of com
parison, the most recent
English Premier League
deal, agreed in 2016, will
see BT and Sky pay £18
billion (S2.4 billion) a
year for the British rights
1o alr Premier League
matches. ”
However, despite its ha‘ ¢ fOI:rned
peeessievense g0 the habit of
erating prowess, the e
NFL (like the Premier \VatChmg
League) saw TV audi BB T n
ence figures fall by 9 per gam(‘s l“ C
cent in 2017 This may be
due. in part, 10 a number
of what the league hopes were one-off issues. The fall
out from protests involving prominent players kneeling
during the playing of the US national anthem before
games, 10 highlight racial injustice, was one of these,

Concerns over the organisation's attitude to player
welfare, specifically its reluctance to acknowhedge or
take steps to mitigate the lmpact of repeated concus
slons, was another Top players also got injured in thelr
droves dunng the regular season (the knockout or play
offs phase, involving the top 12 teams, is currently on
going). This contributed to Lacklustre play and a notable
absence of star names during prime- time games, which
may have affected audience figures

The NFL also has (o consider that it may not be im
mune o the same trends that have hit the live TV num
bers for sciipted content. Research indicates vounger
viewers, digital nattves, are less likely to have formed
the habit of waiching games live than previous genera
tions. They're also more likely at any given moment 1o
switch to competing content available on thetr mobile
devices, ironically inchuding streaming services offering
the shows that used 1o feature alongside football games
on the Niclsen top 50 list

But the second screen which can take away viewers
<an also deliver them. Last month, the NFL announced
a five-year $2.5 billion deal with US elecoms network
Vertzon 1o stream games 10 its mobile subscribers. That's
a substantial improvement on the $1.5 billion deal it had
with the same carrier over the previous five seasons
The league also pocketed $50 million from Amazon
Last year for non-exclusive rights to air Thursday night
games (already avatlable live to terrestrial TV viewers)
Twanter had paid fust $10 million for the same package
of games a year carlier

The question of sustamability has to arise. though
Even the most bullish NFL executives must. by this
stage, be wondering how the league can continue 1o re
package the same games and demand ever- higher fees
at the time of renewal. especiaily 1f there's any question
about the loyalty of the all- important live TV audience
During a televised game in 1988, the Houston Oflers
coach jerry Glanville uttered what has dnce become
one of the most quoted lines in US sports punditry NFL,
he said while berating a novice referee, stands for “Not
For Long” Thirty vears later the cliché may soon be ap
plied 10 the peak valuation of sport’s richest property if
viewing figures continue to slide
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