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#SayWhatYouSee
Fancy winning a brand new iPad?  
That’s good, because we at PML Group are giving one away.
So have you worked it out yet? We're nearing the closing date for entries in our SayWhatYouSee competition, so 
to be in with a chance of winning visit saywhatyousee.ie and enter by Sunday 29th June. Remember, the three 
images combine to reveal a popular catchphrase. 

When you’ve worked it out, simply log on to saywhatyousee.ie and enter your details along with your answer.

A winner will be drawn from all the correct answers.

So, keep your eyes on out of home and SayWhatYouSee.ie
Closing date for entries: 29/06/14

http://saywhatyousee.ie/
http://saywhatyousee.ie/
http://SayWhatYouSee.ie
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Lidl launched their Vitasia range of Asian cuisine into stores nationwide 
on Monday, 9th June. The range includes tempting appetisers like 
Tempura Prawns and Chicken Bombay Skewers, delicious rice and 
noodle dishes and traditional Chinese desserts.

As part of their advertising campaign for this exotic new food range, Lidl 
have used some adventurous ooh. The centrepiece of the campaign is 
a 3D wrap of a city centre bus shelter on Townsend Street, where the 
roof has been built in a traditional Asian style to reflect the new Vitasia 
range. In addition to the 3D bus shelter special, other formats used in 
this campaign were Adshels, Gallery 6 sheet specials and City Impacts.

 
This campaign was planned by Mediaworks and Source out of home 
and the 3D special build was created by Delite Global.

Lidl use exotic ooh for their new Vitasia range

Harvey Nichols is a good fit for ooh
Harvey Nichols is promoting its summer sale with 
a striking ooh campaign featuring models wearing 
ill-fitting clothes. The outdoor work features the 
strapline, "Best get there early". It is running on 
Luas Columns on the Green line servicing the 
Dundrum Centre at stations including St Stephen's 
Green, Ranelagh and Balally.

The posters, which were created by Adam & Eve/
DDB, show models wearing ill-fitting clothes to 
make the point that those who get to the sale too 
late will be forced to choose from the leftovers.

Julia Bowe, the group press and marketing director 
at Harvey Nichols, said: "At a Harvey Nichols sale 
there are only two types of people – the quick and 
the disappointed. We encourage customers who 
want to be sure of getting their hands on their 
'must-have' items at a fraction of the price, to set 
their alarm clocks, as the competition is usually 
fierce. As with most things in life, the early bird gets 
the (designer) worm!"

The campaign was planned by PHD with PML. 
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ooh is central to NITB’s summer campaign

The Northern Ireland Tourist Board (NITB) has launched 
a new all-Ireland summer campaign, with out of home a 
central part of the promotion.

The new campaign follows real life visitors from the 
Republic of Ireland as they travel to Northern Ireland for a 
short break to experience exciting cultural destinations and 
captures their genuine reactions. The TV adverts feature 
real tour guides as well as world famous Game of Thrones 
actress and Causeway Coast native, Michelle Fairley.

For the ooh element of the campaign NITB have used 
creative that highlights popular tourist areas in Northern 
Ireland, such as the Giants Causeway and Ireland’s only 

completely walled city, Derry. Accompanying these images 
are copy lines that encourage the audience to ‘discover’ the 
drama and adventure of Northern Ireland.

Out of home advertising has been extensively used in 
this campaign to target key audiences, with commuters a 
particular target. A variety of ooh formats have been used 
to reach these potential consumers, including MegaRears, 
Adshels and Metropoles. Specials were also used in this 
promotion, with 240 Sheets and a special at the entrance to 
Connolly Station included in the campaign.

This campaign was planned by AV Browne and Source out 
of home.

(L-R) Eimear Callaghan NITB, Joanne McKendry AV Browne, 
Gavin McGuinness Source, Ruth Burns NITB
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Ladbrokes has launched a new, distinctive 
advertising campaign that introduces the 
Ladbrokes Life. The campaign is character 
driven and presents the Rothco creative in a 
modern and distinctive fashion. 

 

 
The protagonists include The Believer (bravery), Gut Truster 
(instinctive), Generous John, The Professor and the always 
optimistic Mr. Brightside.

The wide ranging ooh campaign, planned by Starcom and 
Source out of home, is running on Phone Kiosks, Adshel 
Vinyl Wraps, Bus Mega Squares and digital Orbscreens. 
Notable centrepieces include a blanket red Colour Bus more 
recognisable in the streets of London than Dublin and a 
graffiti special Golden Square on Aungier Street. 

Click here to see the see the Live Paint video.

A display of character from Ladbrokes

Birds Eye 
takes Inspiration    
Iglo Foods has taken to the streets to launch 
its new Birds Eye Inspirations range of tasty 
fish and chicken recipes. Running nationally on 
Adshel 6 Sheets are two designs for the ‘Chicken 
Inspirations’ and ‘Fish Chargrills’ products. 
Target mealtimes include the family meal, a light 
bite after the gym, or a romantic couples’ night in.  
 
The campaign was planned by Havas Media 
(formerly GT Media) and PML with creative by 
Owens DDB.

http://vimeo.com/99080295
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SSE Airtricity turns up the Heat with latest offer

Smiles all round for Capri Sun

Following its successful rebrand, SEE Airtricity returned to ooh this 
month to promote its summer offer. Running on main city Adshel 
and Super Rears the bright and breezy designs incorporate direct 
response mechanisms QR codes and NFC for instant uptake. 

The campaign has been planned by Carat and PML, with creative by 
OwensDDB

Mums the word for Grocery Brand Solutions as it chose 
PurchasePoints, Cityboxes and Phone Kiosks to “intro-juice” its 
range. The “naturally fun” posters by Bloom Advertising, targeting 
families, are located on the high street and close to point of purchase. 
The campaign is planned by PHD and PML. 
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Budweiser, the official beer sponsor of the 2014 FIFA World Cup, has 
used out of home advertising to highlight the strong creative in their 

“Rise as One” campaign.

With the World Cup having kicked off in Brazil on 12th June, brands such 
as Budweiser are keen to make use of the global excitement surrounding 
the event. The basis of the “Rise as One” campaign is a “fully integrated, 
global content series” centred on the theme of honouring “the moments 
that unite football fans worldwide.” As part of this campaign, Budweiser 
has created a “Rise as One” microsite that serves as a hub for all video 
and social content surrounding the World Cup.

To promote this innovative marketing campaign, Budweiser have used 
the power of out of home as a key advertising platform. Including 48 
sheets, Adshels, Golden Squares and Metropanels, Budweiser have 
used a variety of strong creative on their posters, which includes images 
of people reacting to World Cup games.

We really like this marketing campaign from Budweiser. The strong creative correlates with the strong message behind 
the campaign – everyone can rise as one and enjoy the anticipation of the World Cup. And what better beer to have while 
watching the football? Why, Budweiser, of course!

This campaign was planned by Carat and Source out of home.

Budweiser goes out of home  
in their World Cup campaign
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ADMAN WALKING
Acorn Media are introducing an exciting new 
outdoor advertising format, Adman Walking.

Adman Walking are portable LED signboards. The 
have a built-in high power LED display and are 
battery operated with a running time of seven hours. 
Adman Walking also have a four-sided open design, 
making them convenient for picture changing.

The format has recently been used to promote 
the reopening of HMV on Grafton Street and 
similar products have been used abroad as part 
of promotions at point of purchase and outdoor 
campaigns.

This new ooh medium offers companies the 
opportunity to get their messages moving and offers 
access to busy pedestrian areas. Adman Walking 
Brand Ambassadors can advertise anywhere, e.g. 
stores, streets, shopping centres and festivals to 
name a few.

For further details, please contact Pat or Carl at 
AmbientPlus on 01 668 2900.

ooh I Like...
Nothing says summer like sunshine and coconuts at the 
beach.

Luckily Dublin has seen plenty of both in recent weeks 
with Vita Coco adding to the sunshine with their ‘Grab 
Nature by the Coconuts’ ooh campaign which I liked a lot.

Timing is everything and they have capitalised on the 
good weather with relevant creative displaying a simple 
message with a good product shot and all with a sense 
of humour. 

In a nutshell (no pun intended!) the ad is everything that 
good out of home should be and most importantly is 
memorable.

Darren Greene
General Manager - Client 

Service, PML

This campaign was booked by Richmond Marketing and Clear Blue Water via PML
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IT’S NEVER BEEN EASIER  
TO AVOID ADVERTISING!
Paul Kitcatt is the chief creative officer  
and co-founder of Kitcatt Nohr, a UK Marketing agency.

We all know, because we are frequently told, 
that we are each exposed to 3,000 advertising 
messages every day. Or 2,500. Or 20,000. 
Depending on who’s trying to scare you.

It’s a figure agencies often use to explain to 
their clients how incredibly difficult it is to get 
attention in the modern world. As a prelude to 
showing the most outrageous idea the agency 
can come up with, designed to cut through all 
those other messages. Followed by the most 
outrageous bill the agency dares to present.

The truth, I think, is far more shocking. And far more difficult 
for any agency or client to deal with.

I suspect that for perhaps half the population, the number 
of messages each person is exposed to every day is zero. 
Nought. None.

This is not just because we are all so inured to advertising 
that we don’t even notice it any more. Nor is it because 
our brains are wired for selective attention. Both are true. 
But something else has happened over recent years, the 
combined effect of which is to make complete ad-avoidance 
a real possibility.

This is how you do it:

First, never watch live TV. There's an incentive here, too: you 
don't have to pay the licence fee. Students know this very 
well. And if you're not watching live, there are no ads, or you 
can fast-forward past them.

Second, read the news online. If you do it on a tablet, you can 
use the reader option to remove all ads, and make it easier 
to read. If you subscribe to a tablet edition, you'll never see 
them anyway.

Third, use Spotify premium for all your music. No ads, 
excellent sound quality, and no inane DJs either. The only live 
radio you need listen to is the BBC.

Fourth, set your browser to expunge all pop-ups.

Fifth, turn up your email spam filters to the maximum.

Sixth, never open any envelopes with pictures or headlines 
on them.

And finally, don't use social media.

You may notice that with the exception of the last, none of 
these involve any form of denial of the wonders of modern 
technology. The opposite, in fact – they make use of it to put 
you in control of the information you want to attend to.

As for social media, we are all very excited by the fact that 
half the world is on it. But half the world is not. Possibly the 
wealthier half.

What can advertisers and agencies do to reach people who 
have so many ways to hide?

Content was supposed to be the answer. Create a lot of 
interesting stuff and put it on your website, and people would 
come, and even better, they'd help promote it. But how would 
they find it in the first place? And why would they come back? 
We've seen the results. Websites full of all manner of films 
and exciting content, some related to the brand, some not 
at all. Great claims made for its effectiveness by sudden 
'experts'. Followed by a lot of shuffling of feet and avoidance 
of eye-contact when results were asked for.

Media Agency: Starcom // Creative: Design+, PML Group  
ooh Specialist: Source out of home
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Living, as we do, in a time when just about every book, 
film, piece of music, performance, sporting event, comedic 
moment with pets, perversion and quackery is a mere click 
away, and free, it's hard to believe adding more content, and 
branding it, will solve the problem of ad-avoidance.

Look at the list of ways you can avoid advertising, and an 
answer is obvious. The one thing you can't edit out or fast 
forward is the real world. At least until Google Glass gets on 
everyone's faces, and provides a way to pixelate the scenery. 
For now, outdoor advertising is the one form you can't avoid.

So making the most of the oldest form of advertising available 
is a good answer. But it's not the best answer. Ask yourself 
why people want to avoid ads. Answer: because they don't 
like them. The solution is obvious: Make ads people like.

You can with only a little effort avoid most ads. And most 
ads deserve to be avoided. But everyone can remember a 
favourite ad. It won't have been the one that ticked all the 
marketing department's boxes. It may not have listed all the 
product benefits. The logo certainly won't have been as big 
as the client wanted. But it had charm, wit, or emotion, and 
it connected.

Over many years in this business, I've heard all kinds of 
questions asked about creative work, and comments made, 
and reasons offered for its greatness or otherwise. But 
seldom, or perhaps never, is the one simple question asked 
and answered: will people like this?

Make ads people like.  
As easy and as difficult as that.

IT’S NEVER BEEN EASIER TO AVOID ADVERTISING!

The only type of advertising  
you can’t avoid?

Flashback
In the month that's in it 
here's a classic poster from 
McDonald’s for the France 
'98 World Cup. Ingenious 
incorporation of the Golden 
Arches - obviously the ball 
was light then too.

At PML Group we have a 
library of over 80,000 out of 
home designs from over 25 
years. If you’re interested 
in seeing old creative for 
any reason feel free to drop 
us a line and explore our 
Posterwatch database.
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A great day was had by all at our recent family day at Dublin Zoo. Kids young and old had a great time 
monkeying about. Looking forward to next year already.

Colum and Jimmy are pictured with Noel Martyn from Mediaworks 
at the announcement of the shortlist for the IAPI Adfx Awards 
2014. PML Group are a sponsor of the event, which takes place 
on September 4th, 2014.

Thanks to our friends at Clear 
Channel who brought us to the 
Iveagh Gardens on a sunny 
June evening to enjoy the 
tasty treats at Taste of Dublin. 
Our favourite stands have to 
include Rock Lobster and the 
Green Hen. 90’s tunes from 
Smash Hits meant that even 
the music was cheesy.

Welcome to Adrienne Murphy who 
has joined the PML client service 
team as Account Executive. Adrienne 
previously worked in marketing and 
PR capacities with Knightsbridge at 
the Powerscourt Centre and Harvey 
Nichols, so we are hoping she 
passes on some of her fashion tips 
along with her other experience.

NEW 
STAFF 
AT 
PML

Out and about
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Current Campaigns

Bank of Ireland // Format: 48 Sheet  
Creative: Cawley Nea/TBWA // Media Agency: Carat  
ooh Specialist: PML

Avenmore // Format: Adshel  
Creative: Goosebump // Media Agency: Carat  
ooh Specialist: PML

TNCC // Format: AdTower  
Creative: Publicis // Media Agency: PHD  
ooh Specialist: PML

Travel Republic // Format: Pearse Street Panels  
Creative: International // Media Agency: Posterscope Ltd UK 
ooh Specialist: PML

Samsung // Format: Aircoach  
Creative: Cheil // Media Agency: Starcom  
ooh Specialist: Source out of home

News Talk // Format: 48 Sheet  
Creative: Irish International // Media Agency: Carat  
ooh Specialist: PML
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Current Campaigns

FBD // Format: 48 Sheet  
Creative: Publicis // Media Agency: Carat  
ooh Specialist: PML

One4All // Format: NFC Adshel  
Media Agency: Starcom  
ooh Specialist: Source out of home

Lotto // Format: 240 Sheet  
Creative: DDFH&B // Media Agency: Starcom  
ooh Specialist: Source out of home

Mercedes Benz // Format: Metropole  
Creative: Havas // Media Agency: Vizeum  
ooh Specialist: PML

Adidas // Format: 48 Sheet  
Media Agency: Carat  
ooh Specialist: PML
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Planet ooh special

GOLD LION: 
YOU ARE MY SON 
A humanitarian programme for the 
demobilisation of guerrilla activity in 
the run up to Christmas.

“Before being a guerrilla, you are my 
son. Come home this Christmas.”

Click here to view video.
 
Advertiser: Ministry Of Defence
Agency: LOWE-SSP3 Bogotá, Colombia

GOLD LION: 
RENOVATED BILLBOARDS 
As a price war rages in Germany between DIY 
stores OBI wonders how they can break out of 

the spiral of ugly billboard adverts.  

OBI pushes billboards to a new level with  a 
new type of advertising, calling it "renovated 

billboards" Click here to view video.

Advertiser: OBI
Agency: Jung Von Matt Hamburg, Germany

GRAND PRIX: ANZ 
GAYTMS 
ANZ Bank is the principal sponsor of the 
Sydney Gay and Lesbian Mardi Gras. So, to 
show ANZ's support, they transformed the 
bank's inner-Sydney ATMs into dazzling 
GAYTMs.  Click here to view video.

Advertiser : ANZ Bank
Agency: WHYBIN\TBWA Group Melbourne

http://winners.canneslions.com/2014/outdoor/entry.cfm?entryid=35930&award=2
http://winners.canneslions.com/2014/outdoor/entry.cfm?entryid=23026&award=2
http://winners.canneslions.com/2014/outdoor/
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May 2014 // Cycle 10 - 11

Top Rated DesignsTop Recalled Campaigns

Top Call to Action Best Message Understanding

2nd

1st69%

64% Maleficent - Disney Pictures // Format: 6 Sheet 
Creative: Irish International //  
Media: OMD // 
ooh Specialist: Source out of home

Smirnoff Sorbet // Format: 6 Sheet 
Creative: 72 & Sunny //   
Media: Carat  //   
ooh Specialist: Source out of home

Gum Litter Taskforce // Format: T-Side 
Creative: Focus Advertising //  
Media: MediaVest // 
ooh Specialist: PML

Cadbury Marvellous Creations //  
Format: 96 Sheet // 
Creative: Publicis // Media: PHD  
ooh Specialist: PML

Centra // Format: 6 Sheet 
Creative: Publicis // Media: Starcom   
ooh Specialist: Source out of home

Gum Litter Taskforce // Format: 6 Sheet 
Creative: Focus Advertising // Media: MediaVest   
ooh Specialist: PML
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Top Products
May 2014 // Cycle 10 - 11

Small Format Large Format Transport Ambient Digital

1 Cadbury Marvellous Creations € 612k

2 National Lottery - Play Online € 512k

3 Sky Plus € 434k

4 EBS Mortgages € 349k

5 Vodafone 4G € 328k

6 Gum Litter Taskforce € 319k

7 VHI - Dental Cover € 317k

8 Electric Ireland € 304k

9 Tropicana € 275k

10 AIB ME2U € 259k

11 Amstel Radler € 253k

12 Godzilla - Warner Bros € 239k

13 Carlsberg - Premier League € 225k

14 HB - Good Bye Serious € 216k

15 Centra € 210k

16 Bank of Ireland € 201k

Display Value

Mondeléz maintained Cadbury’s 
ooh presence into May with its 
Marvellous Creations campaign 
which included the Parkgate 
Street spectacular, shown below. 
The Finance category was the 
most active on the medium (up 
127%) with notable campaigns 
for EBS Mortgages, VHI Dental 
Insurance and AIB’s new ME2U 
smartphone app. Confectionery 
& Snacking, Media, Retail Outlets 
and Film categories all also 
showed healthy rises. Telecoms 
witnessed a noticeable fall off 
versus a year previously when O2 
had a major prepay campaign. 

Cadbury Marvellous Creations
National Lottery - Play Online

Sky Plus
EBS Mortgages

Vodafone 4G
Gum Litter Taskforce

VHI - Dental Cover
Electric Ireland

Tropicana
AIB ME2U

Amstel Radler
Godzilla - Warner Bros

Carlsberg - Premier League
HB - Good Bye Serious

Centra
Bank of Ireland

Small Format Large Format Transport Ambient Digital

The figures contained in this report are based on 
published Media Owner rate cards and refer to 
display values only. The figures are drawn from 
PML Group’s exclusive Posterwatch service, which 
monitors 100% of roadside and transport panels 
(interior and exterior) every two weeks; a total of over 
32,200 panels across IOI. The figures also include 
Ambient & Digital media. For further details on 15 
years of Posterwatch data please contact either:  
Colum colum@pmlgroup.ie or James james@
pmlgroup.ie

Media Agency: Starcom // Creative: DDFH&B  
ooh Specialist: Source out of home

Media Agency: PHD // Creative: Publicis  
ooh Specialist: PML
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Top Products
May 2014 // Cycle 10 - 11

Top Categories

1 Finance € 1,762k

2 Confectionery & Snacking € 1,570k

3 Media € 1,365k

4 Tourism & Travel € 1,350k

5 Retail Outlets € 1,269k

6 Films € 1,086k

7 Beers & Ciders € 1,029k

8 Telecoms € 934k

9 Political & Advisory € 898k

10 Food € 885k

Small Format Large Format Transport Ambient Digital

Display Value

Finance

Confectionery & Snacking

Media

Tourism & Travel

Retail Outlets

Films

Beers & Ciders

Telecoms

Political & Advisory

Food

Small Format Large Format Transport Ambient Digital

+127% 

+44%

+99%

+8%

+37%

+29%

+0%

-72%

+6%

-11%

% Change on 2013

Media Agency: Starcom // Creative: Rothco  
ooh Specialist: Source out of home

Media Agency: MediaVest // Creative: Publicis  
ooh Specialist: PML

Media Agency: Starcom // Creative: Publicis  
ooh Specialist: Source out of home
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Bulmers Live at Leopardstown is back for 2014. 

Experience ‘the essential festival’ with great food and 
thrilling racing, followed by some of the best live Irish 
and international music you will see this festival season. 
Leopardstown Racecourse’s great selection of bars and 
restaurants offers some wonderful locations to mingle 
and soak up the vibes, during what will definitely be one 
of the highlights of the summer social calendar and a very 
unique event.

We are giving away four Summer Bundle passes to 
Bulmers Live at Leopardstown on Thursday 17th July. This 
prize includes: 

• Admission 
• Bottle of Bulmers or Soft Drink 
• Summer Bundle meal option 
•  Live concert from The Stunning after racing, one of 

Ireland’s most successful bands

To be in with a chance to win four Summer Bundle tickets 
just tell us:

What birthday is Bulmers Live at Leopardstown 
celebrating this year?

a) First 
b) Sixth 
c) One hundredth 

Send your answers to: competitions@pmlgroup.ie

Closing date for entries is Thursday 10th July 2014.

 

Last Month’s Winner
Congratulations to Sharon McGarry of 20th Century Fox who 
won a pair of tickets to Taste of Dublin. 

June
28th - 
29th

Westport Arts Festival

July
3rd - 6th Ennis Street Festival. Ennis

5th Ring of Kerry

8th - 26th Dirty Dancing. Bord Gais Energy Theatre

25th - 
28th

Vodafone Comedy Festival. Iveagh Gardens

28th - 
3rd Aug

Galway Races. Ballybrit

August
8th - 17th Kilkenny Arts Festival

2nd - 4th Indiependence. Mitchelstown

7th - 11th Dublin Horse Show. RDS

11th - 
17th

Fleadh Cheoil na hEireann. Sligo

14th - 
17th

Tramore Races. Waterford

14th - 
20th

Rose of Tralee. Tralee

29th - 
31st

Electric Picnic. Stradbally Estate, Laois

29th -  
5th Oct 

Lisdoonvarna Match Making Festival. Clare

30th Croke Park Classic: Penn State vs UCF Knights 
Croke Park

September
5th – 7th Oscar Wilde Festival. Galway

7th GAA All Ireland Hurling Senior Championship 
Final. Croke Park
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