
 

 

  
    

    
     

    
    

      
      

      
  

      
     

     
     

    
   

 
     

    

 

 

 

 

 

PROFILE

   

J E R E M Y M U R P H Y

T: +353 87 1844378
Email: jm.murphy@outlook.ie
LinkedIn: Jeremy Murphy

                     Portfol io

Hello and thank you for downloading my portfolio. I 
have years of experience as a features writer, having 

written for publications as diverse as the Lady Magazine,
 

 

 

Softwear Proficiency 

Adobe Indesign/Hootsuite/Google Adwords/ Google 

Analytics/Mailchimp/ Canva/Video Editing

General Skills 

Research/ Public Speaking/Teaching/ Event 

Management/Developmental Editing

 

Contents

SKILLS

Irish Tech News and the Sunday Business Post. I am also 

an accomplished digital marketing strategist, specialising 

in written content, social media management, event 

campaigns and acquisition campaigns.

Linkedin page, copy, design &
management, sample A 

Facebook page, copy, design &
management, sample B 

Blog sample: Micro-Moments 

Blog sample, 'Kerry Golf's New Kid on
 the Block; Hog's Head 

Website Sample A: Childers Park &
Woodlands, Listowel.ie 

Website Sample B: About Page,
Lifescape.uk 

Website Sample C: Pat McAuliffe,
Listowel.ie 

Website Sample D: About Page,
Listowel Writers' Week 

Article Sample A: To Trace or Not to 

Trace 

Article Sample B: Denise Chevin and 

the Call for Housing Innovators

https://www.linkedin.com/in/jeremy-murphy-9bb992129/


Keywords: Linkedin, professional, target market, unique voice, USP, customer
persona.

 

 

 

Social Media Page Sample A
Kate Lawler Linkedin Page

I am a graduate of Kingston College, and my practice is accredited through the 
European Mentoring & Coaching Council (EMCC). I provide a wide range of coaching 
sessions, including LIFE COACHING, CAREER COACHING, CONFLICT COACHING and 
GROUP COACHING. In my LIFE COACHING sessions I focus on listening, identifying 
self-limiting beliefs, as well as the importance of action-plans. In my capacity as a 
CAREER COACH, I help clients in the middle of their lives find a new direction, clients 
unsure of their career path and clients who need more fulfillment in their careers. In 
GROUP COACHING, I address issues such as bullying, poor group dynamics and a

Project: For Kate’s Linkedin page, a professional tone was warranted. The challenge 

was to strike a balance between Kate’s natural and friendly approach, and the 

business-orientated environment of Linkedin

I am a professional life coach based in the UK. Using contemporary coaching 

techniques and practices, I help my clients identify what they really want in their 

lives and careers, and what activities and actions will bring them real satisfaction and 

fulfilment. My motto is: ‘I help people live the life that is right for them.’



poor relationship with a manager/boss. In my CONFLICT COACHING sessions, I 
emphasise the importance of seeing the other party’s point of view and outlining 

positive resolutions.



Social Media Page Sample B
Listowel & Duagh Comhaltas Facebook Page

Keywords: Facebook, social media promotion, unique voice, value proposition,
cultural organisation, social enterprise.

Project: For Listowel Comhaltas the challenge was to discover the organisations's 
unique voice. One that was relaxed and friendly, but also succeeded in presenting the 

organisation’s unique value proposition.



I know what the first question is going to be: what the heck are micro-moments?

“Micro moments” is one of the latest phrases in tech speak, coined by researchers at
“Think With Google”, to describe recent phenomena in internet and smartphone
usage.

Whatever you do, don’t let the lingo put you off, the term encapsulates some very
interesting behaviour trends, and the research provides invaluable information for
marketers and companies.

So, what are micro-moments? Here is Google’s Sridhar Ramaswamy’s definition:
(don’t worry if this is information overload, I talk you through the steps below)

 

  

 

Blog Sample A 

Micro-Moments: What the Heck are They? And How can They Help my Business?

Project: Explaining an interesting development in digital marketing in a fun and 

accessible way. By presenting the audience with useful and interesting information 

you present a value proposition.

Keywords: Active voice; humour; education; information; learning can be fun; quirky 

facts; value proposition; customer persona.



‘Micro-moments occur when people reflexively turn to a device - increasingly a 

smartphone – to act on a need to learn something, do something, discover something,
watch something, or buy something. They are intent rich moments where decisions 

are made and preferences shaped.’ 

Now, what does all this mean? In increasing numbers, surfers look to their 

smartphones to answer specific questions and satisfy particular needs, whether it is 

a recipe for a spicy nacho salsa, opening hours for a pharmacy, or the release date of 

the Beetles first LP. This grabbing of the smartphone to ascertain specific 

information, a burning need to know something, need to buy something, or need to 

do something, is called a micro-moment.

So, that is what they are, now for the next question: how is any of this relevant to 

my business/work/hobby?

Well, this is new: here are revolutionary social and behaviour trends and marketers 

and companies need to adapt, need to adjust marketing strategies accordingly, and 
they need fresh approaches.

Current research suggests this is not happening, or at least not happening quickly 

enough.

Currently, 67% of people mulling a vacation abroad browse causally in their spare 

time - while on the morning commute, while waiting for an appointment, and so on.
However, of that 67% a remarkable half eventually reserve their holiday on a 

different website, a different format and at a different time! This means companies 

and marketers are not converting that causal interest into a sale.

OK, how do I fix it? There are some very sophisticated remedies for this - trigger 

emails, targeted banner ads and a subscription service could all dramatically increase 

the conversion rate - but they are simpler, more cost-effective solutions as well, one 

of which is to ensure your website is up to scratch.

What research into micro-moments proves without doubt is people want 

information fast – the typical smartphone user is a frenetic staccato browser, with 

very specific questions and queries, and he wants them answered fast.

The Luth research group did some fascinating research into micro-moments,
behavioural trends and motor dealerhsips recently. For customers surfing the net 

looking to buy a new car, their micro-moments can be surmised under the following 

headings: ‘which car is best?’; ‘is it right for me?’; and ‘can I afford it?’.

Imagine you’re a customer interested in buying a new SUV for your growing family,
and the Volvo XC60 has caught your eye. However, you have questions: how much 

does one cost? What is the best deal? Do SUV’s guzzle gas?

If that customer visits your website and they can’t locate the answers to those 

questions quickly and painlessly, then the website has not done its job. However, if



your website directs the customer to the Volvo XC60 page, with pricing, deal details,
and the reason why the Volvo is the most fuel efficient SUV on the market, then your 

website has did its job. Success! You have orientated your website towards this new 

type of browser.

Remember, one major difference between digital marketing and traditional 
advertising media, likes newspapers, radio spots and so forth, is while all that really 

mattered in the older medium was persuading and charming the customer, with 

digital marketing you have to prioritise ease of access and ease of use – put it right 

up your list you do!

Don’t make your website difficult and complicated. Prospective customers will come 

to you website with some very specific questions in mind, and you have to ensure 

they get the answer as quickly and easily as possible.

The new phenomena of micro-moments emphasises this all the more! Trigger-happy,
frenetic and information mad: this is the new internet user, and marketers and 

companies must adjust accordingly, give the new type of customer what they want!



 

 

 

 

A remarkable feature of Kerry golf is the sheer range of diversity of different courses,
there really is something for all tastes. The windswept link in Ballybunion typically 

tops course rankings (www.top100golfcourses.com placed it first in Ireland!) the 

Arnold Palmer designed Tralee golf course has undergone a renaissance of late, and 

the 18-hole Killeen course in Killarney retains all its charms – with fescue fairways 

trimming the shores of Lough Leane and the majestic McGillicuddy Reeks as a 

backdrop, Killeen is not to be missed.

Relative newcomer is the Robert Trent Jones J r. designed Hogs Head course in 

Waterville, South Kerry. The new designer fully revamped the original Skellig Bay 

Course (which closed in 2006) and the result is a course that fully exploits the rugged 

natural environment.

Visually spectacular, golfers traverse through windswept dunes, mountain vistas and 

heathe-adorned embankments. Golf veterans should love the classic “biarritiz”

Blog Sample B 

Hog’s Head, Kerry golf’s new kid on the block 

Project: Write an engaging travel blog in a enthusiastic, optimistic style, that appelas 

to the businesses’ target audience; high-end tourists who visit Ireland.

Keywords: Travel; touris; engaging; visit; target market; customer persona; travel 
bloggin; tone; brand personality.



green on the 6th, where a large depression (or swale) has been hollowed into the
centre to add extra difficulty.

The 13th is called “Kathleen’s Choice”, and it gives players a choice between
comparable greens, both with their own unique mountain vista. Perhaps the
course’s most striking feature is the choppy river Finglas, which can be seen gushing
through the fairways and the beautifully curved stone bridge on the 3rd brings its
own unique charm.

It is also worth noting that the diversity of golf experiences in Kerry, the fantastic
range of different styles and types of courses, is something the owners of Hogs Head,
Bryan Marsal and Tony Alvarez, New York based management consultants, appear to
embrace. Marsal doesn’t view Hogs Head as a one off destination for golf tourists,
but rather one destination on a golfing trail that spans the entire county: “(after)
playing two rounds at Hogs Head and one to two rounds at Waterville, then they
could go play Ballybunion, Dooks or Tralee, or maybe the Old Head” the American
management consultant told the Irish Independent.

Whether this is feasible or not, will perhaps depend on time constraints and budget,
but, if you visiting Kerry for golf, it is advisable that you try and sample some of the
diversity of golfing experience on offer.

Any golf enthusiast should certainly visit Ballybunion, one of the finest, if not thee
finest, links courses in Ireland, with rolling fescue-turfed fairways, windswept dunes
and beautiful sea vistas. Tralee, Killarney or Dooks could well be next on the list,
courses that exploit the rugged scenery to fantastic effect. However, if you have an
opportunity to try something new and different, then this fresh, new and risky Hogs
Head golf course may be just the thing. Remember, in the words of
ww.top100golfcourses.com, a reasonably reputable and unbiased course ranking
website, “golfers are spoilt for choice in Kerry”.



Website Sample A

Childers’ Park & Woodlands, Listowel.ie

‘It is a hidden gem’; ‘A wonderful surprise’; ‘I still can’t believe it is there’ – this is how
some of our visitors react when they discover The Garden of Europe, nestled in the
heart of Gurtinard Wood and Childers’ Park. Containing more than 2,500 varieties of
tree and shrub, representing native floral from all corners of the European continent,
the garden is a wonderful, peaceful kaleidoscope of horticultural diversity.

More than anything, The Garden of Europe is an oasis of calm and serenity in the
middle of Listowel; a place for adults and children to come and enjoy themselves;
admire the flowers, shrubs and trees on display, walk through the various pathways
and breath in the serene atmosphere. The bust of poet and philosopher Friedrich
Schiller, a key figure in Germany’s romantic movement, chimes with the garden’s
theme of unity and friendship amid diversity. The Holocaust memorial, denoted by
the German embassy in Ireland, is an important commemoration of the millions who

Project: Write enthusiastic & engaging website copy that entices visitors to take an 

interest and explore.

Keywords: Website; products; style; engaging; CTA; SEO; unique voice; essence.



lost their lives and ensures the garden is also a place for contemplation and
reflection.



About Me

My name is Kate Lawler, and I am a practicing life coach based in the UK. In my
forties, I went through some big changes, and I asked myself what I really wanted
out of life. I found Life Coaching techniques and practices enormously helpful, and
the experience inspired me to become a life coach myself in order to help people in
similar situations. I have never looked back, and now I help people from around the
world live the life that is right for them.

Website Sample B 

About Page Lifescape UK 

Project: I was tasked with writing in Kate’s voice,

capturing what was unique and distinctive about her lifecoach service.

Keywords: Unique voice; essence; character; tone; brand consistency.



A kingdom of words and stories, a vibrant artistic centre, Listowel loves and
treasures its artists. One of our most loved and treasured is Pat McAuliffe
(1846-1921), architectural and stucco artist, whose fusion of architectural schools
continue to intrigue and dazzle. McAuliffe’s monumental frontages and sculptures
enliven Listowel’s busy streets and preserve an invaluable part of our artistic
heritage.

Famous Works

Website Sample C 

Listowel.ie Pat McAuliffe 

Style: For Pat McAuliffe page on listowel.ie, I researched the sculptor’s background 

and artistic influences, and wrote a piece that was informative, but also engaging 

and pleasurable to read.

Keywords: Qualitative research; informative content; unique voice; essence; USP;

active voice.

Pat McAuliffe Architectural & Stucco Artist



Pat McAuliffe’s most famous work is probably the Maid of Erin frontage, situated in
Listowel’s bustling ‘small square’. It depicts a beautiful woman resting her arm on a
harp - a romantic personification of Ireland. The base is decorated with spiral
patterns and is emblazoned with the overtly nationalistic inscription; ‘Erin Go Bragh’.
It is a wonderful work of art and craftsmanship, adding colour and intrigue to one of
Listowel’s busiest streetscapes.

Pat McAuliffe’s work also adorns the Harp and Line bar in William Street, which
embodies a similar fusion of Celtic and Byzantine elements. Listowel’s neighbouring
town Abbeyfeale, in Co Limerick, is also decorated with Pat McAuliffe-crafted shop
and building fronts, and it is well worth a visit.

The Man and His Art

Pat McAuliffe’s artistic style has been characterised as ‘ambitious and often
exuberant’, employing techniques such as compositional framing of facades. His
intriguing frontages and plasterworks display an eclectic mix of styles and influences,
ranging from Byzantine, art nouveau and Celtic. Bryan McMahon recognised this
daring, wild streak in McAuliffe, in a biographical piece he wrote about one of
Listowel’s greatest sons:

‘In retrospect I see him quite clearly, great and black-bearded, his dark eyes alive
under a cream-coloured straw hat. He came of an old-established family in the
town. As a young man, Pat McAuliffe had in him a restless, imaginative streak that
left him dissatisfied with the chores of plastering in an average Irish country town.’



Founded in 1970 with the first festival taking place in 1971, the dream of Listowel
Writers’ Week was a simple but daring one: to transform a beautiful Kerry heritage
town into a centre of the literary universe and make it somewhere writers and
book-lovers from all corners can gravitate to for a celebration of literature and
imagination. Listowel Writers’ Week was founded to foster new and exciting talent,
to give aspiring writers wings, and we haven’t forgotten this! Each year, this dream of
the original founding members, writers, artists and champions like John B Keane,
Bryan MacMahon & Brendan Kennelly, is realised through our programme of events,
workshops and competitions.

Our creative writing workshops were the first to be introduced in Ireland by
Bryan MacMahon. They cater for all experience levels, from eager beginners to
seasoned masters, and covering virtually every literary genre and craft. Douglas
Kennedy, Vona Groarke, Michael Harding, Christine Dwyer Hickey, Elizabeth Day &
Gerald Dawe are just a few of the master-craftspeople that have delivered creative
writing workshops in Listowel. If you are an aspiring young writer, quietly mastering
your art, don’t do it alone, we are here to help!

Keywords: Competition; unique voice; tone; brand voice; brand consistency
; customer persona.

 

 

Website Sample D 

Listowel Writers’ Week, About Page

Project: For Listowel Writers’ Week, the task was to capture 

what was unique about the festival, and help it stand out in a the crowded field of 

literary and cultural festivals.



Each June bank holiday weekend, some of the most distinguished names in
contemporary literatue, join travelling storytellers, experimental poets, local
songwriters, cutting-edge novelists, and readers from all corners of the globe, for five
days, to create a literary mecca in the heart of the Irish countryside.

Lemn Sissay, JM Coetzee, Edna O’Brien, Seamus Heaney, Kazuo Ishiguro, Anne
Enright, Graham Norton, Alan Cumming, Hugo Hamilton, John McGahern, Tishani
Doshi & Robert Fisk are among the fantastic writers we have welcomed over the
years and we look forward each year to adding to this renowned list.



With the Covid19 pandemic showing no signs of easing, and with lockdown causing
unprecedented economic and societal damage, it is worth examining the methods
and measures used by various countries. Measures used as either an alternative to
lockdown or a way of transitioning away from lockdown and back to normal life. In
addition to states, software giants Google and Apple recently announced they were
collaborating on the creation of a tracking app that would assist in the fight against
coronavirus. Using Bluetooth technology, the app would create a database of
positive cases. With this data, the app would inform anyone who had either come
into direct contact with someone who had tested positive, or being in that person’s
immediate vicinity. In contrast to the monitoring and tracking technologies used in
countries like China and Singapore, Google and Apple envision their application to be
entirely voluntary, easing privacy concerns, but potentially making it less effective.

Before we examine these various high-tech tracking solutions, it is worth noting that
technology is not the only means governments have employed in their battle with
this disease. Chinese-style 'temperature guns', that check your temperature before

Article Sample A: To Trace or Not to Trace: Is There a Technological Solution for 
Industries in Lockdown

 

Style: Thoughtful commentary on a topical issue. Article involved extensive research.

Keyword:Topical issue; feature; commentary; research; human-interest; insightful 
opinion and commentary.



entrance to shopping centers, offices and public transport, could be introduced in
the west.

Central quarantine centres, piloted with some good results in China, have become a
more regular feature in some countries. These involve infected people being moved
to large-scale centers, where they receive treatment and convalesce; the advantage
of this method over infected people quarantining at home is it protects family
members.

While central quarantine centers may invoke images of austere barrack-like
compounds, this is not the case in many countries. Some countries have converted
luxury hotels and resorts into central quarantine centers. In Israel, ten hotels have
been turned into such centres, such as the luxurious Dan Panorama Hotel in Tel Aviv,
and, from the looks of things, it maintains many of its hedonistic trappings.

The Chinese also used technology in their battle with the disease from the very
beginning. Using the apps Alipay and Wechat, ubiquitous in mainland China, the
government made it obligatory to register your health status via these applications.
Based on their status, whether your were negative, positive or at risk, each person
has been given a QI health code. Green signifies negative; yellow, at risk; and red
signifies you are positive for Covid19. When entering shopping malls, office
complexes and restaurants, people are obliged to scan their health code; a green
code grants access; yellow means movements are restricted; and red prevents you
from all access.

In Hong Kong, people infected are obliged to wear electronic wristbands, which alert
authorities if they break quarantine and travel outside a certain radius. In Singapore
they have created an app called Trace Together, which logs infected persons and
informs people who have interacted with them or been in their vicinity. South
Korea’s approach to monitoring strikes me as more haphazard; when someone tests
positive, the government send messages to everyone in that person’s location,
alerting them that someone in their vicinity has tested positive. While the message is
anonymous, the government does include personal details of the person, including
age-range and gender.

Some are encouraging western governments to track and trace more, and to make
tracking and tracing central in their attempts to combat Covid19. In Ireland, Tómas
Ryan, a professor in Trinity Colege Dublin's School of Biochemistry and Immunology
wrote in the Irish Times recently, 'This is not merely a case of scaling up testing
capacity – we need to search, identify and isolate all potential cases and contacts.
Individuals with symptoms (primary cases), and their families or housemates, would
be quarantined and tested. Rigorous contact tracing would identify, isolate and test
all contacts (secondary cases) and tertiary and quaternary contacts.'

https://www.timesofisrael.com/the-only-place-where-israelis-are-gathering-to-party-virus-quarantine-hotels/
https://www.irishtimes.com/opinion/we-need-mass-testing-for-coronavirus-this-is-how-to-do-it-1.4229748


In China these measures are mandatory and state-led. If introduced in more liberal,
civil-rights-based societies, they could infringe upon data protection and privacy
rights, as well as provoke a backlash.

However, as I mentioned above, both Google and Apple have announced they are
developing a tracking and monitoring app that would be opt-in; you chose to share
your data so the risk you pose to yourself and others can be assessed. Ireland's HSE,
the public health authority, have currently contracted software developers to
develop an opt-in app.

The app Apple and Google are developing sounds simple but effective; if you have
come into contact with an infected person, interacted with him or her or being
within a certain radius, you are informed and encouraged to take medical
precautions; likewise, if you become infected, everyone you have been in contact
with or who you had been within a certain radius of you is informed and advised to
take certain precautions. The data is anomynised, so although you will be informed
when you come into contact with an infected person, you will not be informed who
that person is or any other private details about him or her. While it sounds
promising in principle, the Google/Apple model requires the public to voluntarily
divulge their medical information; if they fail to do this, the technology is useless. In
some countries, there may be legal challenge to such widespread use of private
information, as well as fears that some governments may de-anonymise the data. On
the positive side, there does not appear to be a stigma developing around those that
contract Covid19, although if a certain person becomes very sick or dies from
Covid19, knowing who was likely to have infected that person becomes problematic
for obvious reasons.

Finally, our battle with Covid19 may permanently change the way we design and
build living and work places. The recent shift towards open-plan offices and
work-spaces could be reversed; with more plexiglass, partitions, capsules and pods.

So, where does this leave us? Should western countries consider such measures?
Compulsory temperature checks? Technological tracking and tracing systems?
Quarantine in large centres? The picture painted is of an altogether more
angsty and socially-alienated society, with more rules, regulations and paperwork.



Style: Formal article on a technical subject, targeted at business, industry and
technical specialists.

Meeting the growing demand for housing is foremost on the agenda of many
European governments, and property prices are steadily rising – in Dublin for
instance, prices are 50% higher than their recessional level five years ago.
A renaissance in offsite construction, modular homes, volumetric system pods, new
digital design processes as well as many other innovations, could well be a major
part of the solution.

A recent article by Denise Chevin (“Housing: is offsite really the sector’s panacea?”)
for constructionmanagermagazine.com, provides a detailed snapshot of the offsite
construction sector in the UK, and many of her findings are promising.

Both conventional consultants and developers like Berkeley Group, Tide
Construction, and Ilke Homes (the latter a Elliot Group and Keepmoat joint venture,
with targets of 2,000 homes per annum) as well as more unconventional players like

Article Sample B: Denise Chevin and the Call for Housing Innovators 



Urban Splash and nHouse, are investing heavily in offsite construction and
manufacturing – in everything from multi-million residential developments to
exciting new regeneration projects.

Engineering consultants like Aecom are not only investing in modular and other
forms of offsite construction, but changing their philosophy of development. There
has been, according to Chevin, a shift of emphasis away from construction towards
manufacturing, with individualised parts designed offsite.

Moreover, companies have become increasingly more sophisticated in terms of
designs, utilising new digital technologies as a means of streamlining the processes.
Mark Farmer, author of architectural pamphlet “Modernise or Die” was quoted in
Chevin’s article as saying: ‘the future-proofed ones are using digital platforms … not
the “cottage industry building traditionally in a shed” approach we have been used
to’.
Chevin also cites statistics from BOPAS (a body that accredits offsite projects for
lending, planning and insurance purposes) that show a growth in accreditation
granted – 2017 was double the 2015 level.

However, she also surveys some of the difficulties and obstacles faced by companies
investing in offsite. These include cost-effectiveness: Joanne Roney, CEO of
Manchester City Council, (also quoted by Chevin) admitted that manufacturing
offsite dwellings in a cost-effective way is possible, but challenging. A £3.5 billion
construction project, a joint venture between Your Housing group, Welink and a
Chinese construction company, has been scrapped and L&G’s offsite operations
(they are Leeds-based developers) have been delayed.

There are also more systematic difficulties consultants and developers should be
aware of. Chevin argues that it is essential in offsite construction to agree on design
in the earlier stages – and one would have to agree with her, it is surely essential to
agree on design from the outset when manufacturing en masse? – but this
necessitates agreeing on supplier in the earliest possible stage, something Chevin
feels may “produce consequent nervousness around security of supply”.

However, while nothing is without obstacles, solutions do exist. Chevin lists two
positive developments. Farmer, who is also chief executive of Cast Consultancy, is
negotiating with lenders for a more systematic and robust policy of lending to offsite
construction companies. Homes England, a public body that provides funding and
support to residential developers, are considering allocating a quota of released land
to offsite construction. Whether offsite will become more popular, whether
innovation will win or traditional forms of residential construction will prevail,



remains to be seen, but I think Chevin’s conclusion is both balanced and optimistic:
“as most in the market agree, if we are to deliver 300,000 new homes a year (UK
government target) there’s more than enough room for innovators and
traditionalists”.

With governments battling housing shortages, with prices rising, with the need for
alternative approaches to residential property growing, we need innovators, and we
need innovative solutions more than ever.


