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EBS first to run on 
new Luas formats
EBS embarked on an extensive outdoor advertising 
campaign to promote flexible mortgage appointments for 
customers. 

An exciting element of the campaign, and a media first, 
were the new Luas advertising formats. EBS were the first 
advertiser to display on the new external formats on the 
Luas, running on Luas Tram Tops, Centres and Sides.

The key message behind the campaign was EBS’ availability 
to discuss mortgage opportunities with potential customers. 
The creative by Irish International emphasised that mortgage 
appointments can be arranged at any time, whether it’s early 
in the morning or late in the evening after work, during the 
weekdays or at weekends – whenever suits you.

The key target audience for this promotion were commuters, 
who may not have the time to discuss their mortgage options 
during regular working hours. Therefore ooh advertising on 
transit formats was ideal for targeting this audience.

Rhoda McDonagh, Marketing Manager at EBS, commented 
“Due to the fact that our new creative is short and snappy, we 
wanted to find an exciting way to showcase this message. 
We felt that the outdoor medium was a perfect fit for our 
new campaign and the Luas in particular was a great way 
to reach our target market of adults aged 25-44. We are also 
delighted to be the first advertisers to use the new Luas 
formats, which increased the impact of our campaign on the 
Luas.”

Planned by Starcom and Source out of home, the EBS 
Mortgages campaign ran on Adshel, CommuterPoints, 
T-Sides, Luas Columns and an internal tram domination, 
48 Sheets, 96 Sheets, Golden Squares and Phone Kiosks. 
Additional high impact ooh was included in this campaign, 
as EBS also ran on the Parkgate Street special and an 
advertising domination at Pearse Station, which featured 
Transvision and vinyl wraps on ticket barriers and escalators.
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Budweiser’s latest ooh campaign included a 
media first, as it was the first to run on Commuter 
Squares and Commuter dPods at Irish Rail and 
DART stations. 

As part of Exterion Media’s advertising contract with CIÉ, the 
media owner is working on development projects that will 
see the launch of innovative traditional and digital media 
formats, such as the Commuter Squares and dPods. The 
initial wave of stations where the new formats have been 
installed include Heuston, Connolly, Tara Street, Malahide, 
and Dun Laoghaire. They will also be installed in Galway 
Station, Limerick Station and Kent Station in Cork, as well as 
Busáras, Parnell and Waterford bus stations.

Budweiser’s Dream Job campaign includes a competition to 
win a €50,000 cash prize to go towards the pursuit of your 
dream job. Budweiser are asking entrants to enter their 
competition via Budweiser Ireland Facebook and telling the 
judges what their dream job is and why they feel passionate 
about it. Applications will be accepted until February 4, 2015.

As 20-somethings are a strong target audience for the 
Budweiser campaign, transit and roadside ooh advertising 
were important for targeting this age group. Planned by 
Carat and Source out of home, the Budweiser campaign 
ran on Golden Squares, Europanels, A1s in pubs, 48 Sheets, 
6 Sheets, MetroPoles and Luas Portrait Panels, as well as 
Commuter Squares and dPods.

TGI ROI 2014 research reveals that 22% of males and 21% of 
females, aged 18-34 and living in the Dublin area, have seen 
outdoor advertising at DART stops and stations in the last 
week. Therefore the new commuter formats included in this 
promotion strongly complement the overall ooh campaign.

New commuter formats launch with Budweiser Dream Job
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Meteor – Nobody likes Christmas Limited

Paddington Bear makes his cinema debut

Nicholas St Wenceslas is the star of the new Meteor Christmas 
campaign and according to the company, he’s calculating, greedy and 
wants to line his pockets with Christmas cheer and yuletide profit.

Rothco worked on the creative for this campaign, which was planned 
by Vizeum and Source out of home, and the concept is a culmination 
of Meteor’s 2014 promotions, highlighting the flexibility and value 
of Meteor’s ‘Unlimited’ offers. The campaign launched in December 
with TV, outdoor, radio, press, digital, cinema and video on demand, 
creating a truly through the line campaign.

out of home was a key advertising medium for Meteor’s Christmas 
campaign. As commuters were a key audience for Meteor’s wry take 
on the traditional corporate Christmas ads, the campaign included a 
variety of roadside and transit formats such as 48 Sheets, 96 Sheets, 
Golden Squares, MetroPoles and Adshel.

According to Fenella Fay, Meteor’s head of marketing communications, 
the Christmas campaign “ties in our unlimited offers and highlights 
our brand values.” 

“It’s really important to us that this campaign remains fresh and 
engaging to our customers and potential customers, so there will be 
a natural evolution of the concept utilising some really great tools over 
the coming weeks. I’m sworn to secrecy though.”

Paddington Bear is back! The film Paddington hit 
cinemas on November 28th and StudioCanal ran 
an extensive ooh campaign to promote the classic 
children’s book character’s debut on the big screen.

Planned by Media Bureau and PML, the Paddington 
campaign ran on Adshel, 48 sheets, 96 sheets, 
Citybox, dPods and Purchase Points. As families were 
a key target audience for this campaign, running on 
formats such as Purchase Points and retail dPods 
was a very effective way to target this market.

The campaign was also on display on Adshel Vinyl 
Wraps and the Green Screen at St Stephens Green, 
which strengthened the presence of the colourful 
creative on the streets.

We don’t know about you, but we’re booking our 
tickets to go see Paddington right now!



5

This year Dunnes Stores are running a Christmas campaign that is all about making the festive 
season special with Dunnes and is conveyed through their tagline ‘Make Christmas’, alongside 
a variety of creative on out of home formats.

Several festive designs are used in the Dunnes Stores ooh 
campaign, bringing together people’s favourite parts of 
Christmas – festive parties, a sprinkling of snow; spending 
time with family, friends and of course, pets. Using such 
copylines as ‘Make it home’, ‘Make someone feel special’ and 
‘Make it magical’, the Dunnes Stores campaign is clearly all 
about making the Christmas season special.

The campaign was planned by Carat and Source out of home, 
with creative by Cawley Nea\TBWA, and ran on 48 Sheets, 
Golden Squares, MetroPoles, City Impacts, Super Rears 
(Double and Single Deck) and Transvision Screens.

On the 21st of November Clerys celebrated a year to the day 
since the store’s re-opening. Clerys’ doors were forced to 
close for four months in 2013 following a flash flood which 
permeated all four floors. To mark turning one again Clerys 
organised a birthday extravaganza weekend, which included 
a golden ticket promotion where ticket holders received 
exclusive discounts, prizes and gifts-with-purchase.

To complement the golden ticket promotion, Mediaworks and 
Source out of home took Adman Walkers to the streets of 
Dublin to promote Clerys’ first birthday and invited passers-
by to ask for a golden ticket.

Speaking about the festivities, Dominic Prendergast, 
Managing Director, Clerys said; “It’s been a remarkable 
year for Clerys and as a team we are very proud of what we 
have achieved in the 12 months since our re-opening. The 
flooding last year was unfortunate but we’ve been able to 
turn it into something positive and we haven’t looked back 
since so we’re taking this opportunity to celebrate!”

Dunnes ‘Make Christmas’ special

Clerys celebrate first birthday, again!
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Can you spot 
the difference?

One twist does it for new Avonmore milk cartons

BMW Mini recently launched their new 
Mini five-door series. Keeping all of the 
design features that customers have come 
to love over the years, Mini have made life 
that bit more practical by adding back 
-seat doors. To promote the arrival of the 
five-door Mini, BMW ran a clever outdoor 
campaign asking audiences to spot the 
difference between the traditional three-
door and the new five-door Mini.

The campaign was planned by Vizeum 
and Source out of home and ran on 48 
Sheets, 96 Sheets, MetroPoles, dPods and 
LCD screens. 

We really like this campaign from Mini, 
and are off to book ourselves in for a test 
drive!

Avonmore has launched an innovative new 
design for its milk cartons, which makes them 
easier to open, pour more smoothly and flatten 
more conveniently for recycling.

The new Elopak carton (Pure Pack Sense) is a 
first for the Irish market and is being introduced 
across the Avonmore milk range starting with 
Avonmore Super Milk, which is on shelf now.

Glanbia ran a targeted out of home campaign to 
promote Avonmore Super Milk’s new packaging. 
As Main Shoppers are a key target market for 
the product, the campaign included many retail 
ooh formats such as C-Store Screens, shopping 
baskets, LCD Screens, Trolley Bays, Tesco Store 
Points, Purchase Points, dPods and Adboxes. 
Adshel was also used in this campaign, which 
was planned by Carat and PML.

“Milk is important throughout the day and 
therefore packaging and ease of opening are 
essential for our consumers,” said Robert 
Jordan, Glanbia Consumer Foods. “We 
continually review our packaging to offer the 
best in terms of convenience for our customers, 
whilst at the same time ensuring the top quality 
and taste of our milk remains the same,” he 
said.
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Flashback
Santa prefers Blue! At least, that is what the 
Pepsi 6 Sheet told us in the late-Nineties. 
Whatever his preference for his suit colour, 
Mr. Claus made the right choice of media to 
exhibit his sartorial preferences!

This picture is one of over 85,000 that 
our Posterwatch database has on record, 
stretching back over three decades. For 
further details on Posterwatch feel free to 
give us a call.

ooh I Like... Erin Dine-In meals 

Hidden Hearing target Subtitle European film festival 
in Kilkenny with 'Life doesn't have subtitles' message. 

This month, the outdoor campaign for Erin 
Dine-In meals really stood out to me. With 
simple and catchy creative, the campaign 
could be seen on 6 sheets and Store Points 
nationwide. 

Outdoor was a perfect media for this product as 
it appeals to people on the move looking for a 
simple, quick and tasty meal. Great for anybody 
looking for flavours that make you go ooh! 

‘We saw an opportunity to target the Subtitle 
European Film Festival in Kilkenny, to highlight 
that for those people who are suffering from 
hearing loss, life doesn’t have subtitles to help. 
It’s the right message in the right place at the 
right time, that’s why we went for it when our 
media agency Clear Blue Water suggested we do 
it, and PML who made it happen. In this day and 
age, no one should have to live with hearing loss 
that can be fixed. That’s the message we hope 
hits home.’  Dolores Madden, Head of Marketing, 
Hidden Hearing. 

Ciara Brennan 
Account Executive

Hidden Hearing is Ireland’s premier professional provider of hearing 
healthcare in the private sector, with a national network of over sixty 
five branches and clinics. 
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4 Considerations Before Launching 
Mobile out of home Campaign
By Scott Bell., founder and CEO of Alabama-based Bell Media

Mobile and out of home are finding great ways to work together to generate trackable, 
measurable results. There is little doubt that out of home ads will be better geared toward 
generating mobile traffic as time goes on.

When considering a mobile out of home campaign, there are a few things that I would consider 
before implementing:

Additional consideration should be taken into account for dwell time. When determining 
the best way to deliver Web campaigns and generate mobile web traffic, think about your 
consumer and how much time they will be exposed to your ad. If dwell time is 10 seconds, a 
text campaign with an easy keyword to generate traffic may be more suited. If dwell time is 
20 to 40 seconds, you may be able to get away with a simple URL.

MOBILE
WEBSITE

5001

1 2 3

4 5 6

abc.com alaphabetandotherwords.com

B B

STAND
OUT

Where is my ad going to take the consumer? If the URL 
on your billboard or indoor screen takes the mobile user 
to your general website, you may not be generating and 
converting Web traffic effectively. Landing pages that are 
mobile optimised and geared toward generating action 
(buying a product, submitting your email and contact 
info, etc.) will produce better results.

How are you delivering the mobile connection? Text-in 
campaigns can be effective in generating Web traffic 
because you can send the consumer an auto-reply 
directly to their phone with an actionable step (such as 
"click this link to redeem your coupon") This will allow 
you to generate qualified Web traffic without requiring 
them to remember your URL.

What URL are you using? out of home products are built 
to reach consumers on the go, so is your URL quick and 
memorable? Can a customer key it into their phone 
on the fly? If not, you may be turning an opportunity 
into a loss. Make sure your URL is quick, simple and 
memorable so that consumers can correctly visit your 
site while out and about.

How is your content? Content is always king and when 
adopting a mobile strategy campaign, make sure the 
actionable request is front and centre and stands out 
from the clutter.
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Current Campaigns

An Post // Format: Golden Square  
Media: Starcom // Creative: Target McConnells 
ooh Specialist: Source out of home

Kellogg's // Format: 6 Sheet  
Media: Carat // Creative: Design+  at PML Group 
ooh Specialist: PML

20th Century Fox // Format: T-Side 
Media: Vizeum // Creative: Adept 
ooh Specialist: Source out of home

Mondelēz  // Format: 6  Sheet
Media: PHD Media // Creative: Fallon 
ooh Specialist: PML

Opel // Format: 6 Sheet
Media: Carat // Creative: Rothco 
ooh Specialist: PML
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Current Campaigns

Cork Airport  // Format: 6 Sheet
Media: Initiative 
ooh Specialist: PML

Valeo Foods // Format: 6 Sheet
Media: Starcom // Creative: Havas 
ooh Specialist: Source out of home

Brown Thomas // Format: MetroPole
Media: Carat // Creative: Irish International 
ooh Specialist: PML

Pandora Jewellery // Format: T-Side
Media: Mediaworks  // Creative: Owens DDB 
ooh Specialist: Source out of home
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Best New Product Launch (Beverage):         Avonmore Protein Milk

Carat / PML / Irish International

Havas Media  / PML

ZenithOptimedia / PML / Irish international

Best New Product Launch (Food):          Birds Eye Inspirations

Best Sponsorship 
by A Retailer:
Lidl ‘Secret Garden’

Best Advertising Campaign (Online/Digital), 
sponsored by Brandbank: 

Galaxy ‘Style Exchange’

Advertising Research Sponsored by MCCP

Smithwick's Squirrel Creative Development         
Millward Brown                
Diageo Ireland

Marketing Society Research 
Excellence Awards 2014
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JCDecaux begin rolling out a national digital retail network 

In February 2014 JCDecaux partnered with Victoria Square 
in Belfast to provide advertising opportunities on premium 
digital panels in the city’s largest shopping centre. The next 
phase of their digital network involves a national presence 
in key shopping centres in Dublin, Cork, Galway, Kilkenny 
and Drogheda.

All of the shopping centres selected for digital conversion 
will be getting JCDecaux iVision Wave units. With a 70’’ 
screen to deliver content on a grand scale the iVision Wave 
has a modern, contemporary look and incorporates the latest 
LCD Technology offering client’s superb picture quality.  The 
iVision Wave units also have an automatic light adjustment 
feature whereby brightness levels change according to the 
level of ambient lighting in the direct vicinity.  Picture quality 
will be further enhanced by clear tempered, non-reflective 
glass. Slots are being sold as 10’’ spots within a 60’’ loop on 
each screen.

Units will be available in St. Stephen’s Green Centre and 
Frascati in Dublin from cycle 1, then Eyre Square Galway 
and MacDonagh Junction in Kilkenny from cycle 3, with 
others following. 

70" Screen

Superb picture quality

Best available LCD technology on the market

Automatic brightness level adjustment 
according to ambient light

Stylish, contemporary, minimalist design

Clear, tempered, non-reflective glass
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OUTSIDE THE BOX 

Where does MINI gets these light cars from? They 
surprised once more by putting a car on top of a 
billboard, instead of on it. "Outside the Box".

Agency: Gitam BBDO Tel Aviv

Harvey Nichols Christmas Lunch.       Agency: LG2, Quebec 
To promote the Quebec City Magic Festival, LG2, Quebec has created the "Magic Mop" by using magnets to control the 
mop while it appears to be moving up and down over the billboard on its own.

Adam & Eve DDB win Outdoor 
Grand Prix at Eurobest 
Adam & Eve DDB won the Eurobest Outdoor Grand Prix 
for Front Row, a collaboration with Google+.

About Front Row:
Although Manchester United boasts a fanbase north 
of 650 million, interestingly, less than 1% actually lives 
in the U.K., its home country. Because very few get the 
chance to visit Old Trafford stadium to show their support, Adam & Eve DDB teamed with Google+ to bring the stadium 
to them - digitally. During a match versus Liverpool, fans were given the opportunity to cheer from the "front row" 
without having to leave home.

Superfans from around the world were asked to submit photos on Google+ that showcased their spirit using the 
hashtag #MUFrontRow. The best 22 fan entries were selected and then projected Hangouts with those fans onto the 
digital advertising boards at the side of the field. The Hangouts were broadcasted throughout the match so that fans 
truly felt like they were part of the action.

Planet ooh ooh innovations
from around the world

http://www.eurobest.com/winners/2014/outdoor/
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To celebrate the History Channel’s highly 
anticipated miniseries titled “Houdini” and 
the illusionist’s incredible feats, the channel 
challenged Chicago bus riders to hold their breath 
for an impressive three minutes, the length of time 
that Houdini famously held his. The History Channel 
installed 3D tanks on three bus shelters in Chicago 
along with buttons that when pushed start a three 
minute timer. However, these shelters are more 
than just timers. As riders struggled to hold their 
breath, the 3D tanks filled with bubbling water, 
and submerged an image of Houdini wrapped in 
chains, creating an underwater illusion Mr. Houdini 
himself would envy.

Houdini.  Agency: AtomicProps      

The Fall Of The Outdoor

To launch a special edition commemorating the 
25 years since the fall of the Berlin Wall, Sabado 
magazine had a campaign of outdoors fall on 
the two biggest cities of Portugal, Lisbon and 
Oporto. The outdoors laid down on the ground 
for one week.

Agency MSTF Lisbon

Honda Fit 2015: 
Funnel

Grip Limited, Toronto 
demonstrate how big 
the Honda Fit 2015 is 
in this #FITwhatever 
ambient stunt.

Agency: Grip Limited

Planet ooh ooh innovations
from around the world

Cover Greetings 
Passengers are offered a unique, touching surprise. 
Cover Greetings shows how loved ones staying at 
home were able to send a personal message to 
their boyfriend, girlfriend or relative through the 
headrest on their KLM aircraft seat. Schiphol and 
KLM worked together to ensure that the personal 
message was placed on the right seat in the aircraft. 
The result: an unexpected and touching moment for 
passengers when they board the aircraft and see 
the headrest cover created especially for them. 
Through Cover Greetings, Schiphol and KLM have 
added a surprise to the time of departure to make it 
a special moment both for the passenger and their 
loved ones at home

Agency: DDB & Tribal Amsterdam and FHV BBDO

https://www.youtube.com/watch?v=pPEb8FPP7Es
http://www.bestadsontv.com/ad/67104/KLM-Royal-Dutch-Airlines-and-Amsterdam-Airport-Schiphol-Cover-Greetings
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Top Rated DesignTop Recalled Campaigns

Top Call to Action

1st

2nd

75%

69%

57%

98FM // Format: 6 Sheet   
Media: Maxus // 
ooh Specialist: PML

Pepsi Max // Format: Super Rear  
Creative: Irish international // Media: OMD 
ooh Specialist: PML

Moy Park Foods // Format: MetroPole 
Creative: AV Browne //    
Media: Initiative // 
ooh Specialist: Source out of home

McDonald's Eurosaver // Format: 6 Sheet 
Creative: Cawley Nea/TBWA //  
Media: Mediaworks // 
ooh Specialist: Source out of home

Three // Format: 48 Sheet  
Creative: Boys and Girls //  
Media: MediaVest  
ooh Specialist: PML

Nestlé Kit Kat Chunky // Format: T-Side  
Creative: DDFH&B //  
Media: Mindshare  
ooh Specialist: Source out of home

October 2014 // Cycle 21 -22
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Top Products
October 2014 // Cycle 21 -22

Small Format Large Format Transport Ambient Digital

1 Pepsi Max € 530k

2 Three - Bill Pay € 346k

3 Zurich Pension € 326k

4 McDonald's Eurosaver € 315k

5 VHI Healthcare € 311k

6 Irish Life € 254k

7 eircom Business € 251k

8 Kinder Surprise € 226k

9 Vodafone 4G € 209k

10 SSE Airtricity € 208k

11 AXA Insurance € 208k

12 Carlsberg € 194k

13 Bord Gais Energy € 188k

Display Value

Telecoms and Finance 
dominated the top 10 
campaigns in October 
taking three places each: 
Three, eircom Business and 
Vodafone 4G along with Zurich 
Pension, VHI Healthcare and 
Irish Life. PepsiMax extended 
its highly successful burst 
while McDonald’s and Kinder 
Surprise were also highly 
visible. The main increases 
in categories versus last year 
could be seen in Tourism 
& Travel, Food, QSRs and 
Energy.

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

€k €100k €200k €300k €400k €500k

Pepsi Max

Three - Bill Pay

Zurich Pension

McDonald's Eurosaver

VHI Healthcare

Irish Life

eircom Business

Kinder Surprise

Vodafone 4G

SSE Airtricity

AXA Insurance

Carlsberg

Bord Gais Energy

Small Format Large Format Transport Ambient Digital

McDonald's // Format: 6 Sheet
Media: Mediaworks // Creative: Cawley Nea\TBWA 
ooh Specialist: Source out of home

eircom // Format: Dart Card
Media: Vizeum // Creative: DDFH&B 
ooh Specialist: Source out of home
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Top Products
October 2014 // Cycle 21 -22

Top Categories

1 Finance € 1,822k

2 Tourism & Travel € 1,765k

3 Telecoms € 1,650k

4 Food € 1,276k

5 Beers & Ciders € 1,006k

6 Retail Outlets € 967k

7 Soft Drinks € 826k

8 Confectionery & Snacking € 805k

9 Films € 765k

10 Media € 717k

11 QSRs € 635k

12 Health & Hygiene € 559k

13 Energy € 549k

Small Format Large Format Transport Ambient Digital

Display Value

% Change on 2013
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Finance

Tourism & Travel

Telecoms

Food

Beers & Ciders

Retail Outlets

Soft Drinks

Confectionery & Snacking

Films

Media

QSRs

Health & Hygiene

Energy

Small Format Large Format Transport Ambient Digital

+9%

+46%

-3%

+41%

+11%

+14%

+12%

-64%

-7%

-76%

+30%

-4%

+67%

Irish Life // Format: MetroPole
Media: Mediaworks // Creative: DDFH&B 
ooh Specialist: Source out of home

Three // Format: Golden Square
Media: MediaVest // Creative: Boys and Girls 
ooh Specialist: PML

Pepsi Max // Format: Aircoach
Media: OMD // Creative: Irish International 
ooh Specialist: PML
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The Bord Gáis Energy Theatre is hosting ‘ELF THE MUSICAL’ 
this December.

ELF is the hilarious tale of Buddy, a young orphan child 
who mistakenly crawls into Santa’s bag of gifts and is 
transported back to the North Pole. Unaware that he is 
actually human, Buddy’s enormous size and poor toy-
making abilities cause him to face the truth.

For your chance to win a pair of tickets to the evening 
show on Sunday 28th December, just answer the following 
question:

Who starred in the 2003 hit film on which the musical is 
based. 
1) Will Ferrell 
2) Colin Farrell 
3) Will Smith

Send your answers to: competitions@pmlgroup.ie

Closing date for entries is Tuesday 16th December.

 

Last Month’s Winner
Congratulations to Íde O’Brien, Samsung who won tickets to 
the Ireland v Georgia rugby test.

December
16th - 
10th Jan

Elf the Musical. Bord Gáis Energy Theatre

26th Guinness Pro12 Munster v Leinster. Thomand 
Park

26th - 
29th

Leopardstown Christmas Festival. 
Leopardstown Racecourse

January 
1st Guinness PRO12 Connacht v Ulster. 

Sportsground

3rd Guinness PRO12 Leinster v Ulster.  
Aviva Stadium

9th Guinness PRO12 Connacht v Edinburgh. 
Sportsground

16th Christy Moore. Bord Gáis Energy Theatre

18th - 
21st 

Showcase Ireland. RDS

10th -8th The Walworth Farce. The Olympia Theatre

28th – 1st Temple Bar Tradfest

February 
3rd – 
14th

Jesus Christ Superstar. Bord Gáis Energy 
Theatre

7th Six Nations Italy v Ireland.  
Stadio Olimpico

13th 14th 
15th TBC

Guinness PRO12 Leinster v Newport Gwent 
Dragons. RDS

13th 14th 
15th 
TBC   

Guinness PRO12 Munster v Cardiff Blues. 
Thomond Park

14th Six Nations Ireland v France. Aviva Stadium

21st – 
22nd   

Into The West - WestExpo. RDS

CompetitionEvent Guide

Back Catalogue:
Click here to view previous issues!

NI Engage
To get monthly updates on latest ooh campaigns and new 
offerings in the Northern Ireland market click here to 
subscribe to NI Engage.
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