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3Arena makes sweet music in Dublin city
Three announced last month that The O2's new name is 3Arena. The Live Nation 
owned 13,500 capacity venue – which has also been refurbished – plays an enormous 
role in the Irish entertainment industry, with over 100 gigs per year being hosted at 
the venue.

To mark the arrival of 3Arena, Three ran an innovative out 
of home advertising campaign on a variety of formats. Luas 
Columns, Adshel, standard and HD 48 Sheets and 96 Sheets 
were all included in this campaign.

Distinctive creative was used on these posters, with the 
new 3Arena logo appearing on a black background and 
highlighted using luminous yellow, blue and pink colours. 
Illuminated Adshel panels made this creative particularly 
effective, with the 3Arena logo lighting up the streets at 
night.

A key aspect of this outdoor campaign was a musical string 
special in Dublin city centre. For just one day on Friday 12th 
September musical strings were installed on a 6 Sheet 
panel on a bus shelter at College Green, where passers-by 
were encouraged to play on the strings as if it were a guitar. 
This outdoor special received a strong interaction from its 
audience and livened up the city by making (mostly) sweet 
music!

MediaVest and PML planned the 3Arena campaign, the 
creative was by Boys and Girls and Eclipse Media made the 
interactive musical string special.

http://www.youtube.com/watch?v=srjGT6VHPYA
https://vine.co/u/1088808926885093376
https://vine.co/u/1088808926885093376
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Tesco’s latest advertising campaign promoted the supermarket chain’s online shopping 
services. Commuters were the key target audience for the campaign, being encouraged to 
‘do the weekly shop on the daily commute’. 

To effectively reach their target audience, outdoor 
advertising in commuter areas was vital to Tesco’s latest 
promotion. Tesco included an advertising domination in 
Dublin's Pearse Station in the campaign, which gave the 
brand the ideal opportunity to reach commuters at a busy 
city centre location.

The campaign was planned by Initiative and PML and ran on 
a variety of ooh formats, including Adshel, Floor Graphics, 
Luas Columns, Portrait Panels and Commuter Cards. The 
domination at Pearse Station included 96 Sheet, 48 Sheet, 
Commuter Points and LED Escalator Panels.

The creative focused on copy lines that encourage the 
audience to shop on Tesco.ie at a time that suits them, 
using their smart phone, laptop or tablet device. ‘Next stop. 
The weekly shop.’ and ‘The train arriving at Platform 2 is 
your nearest Tesco’ are examples of copy lines used in the 
campaign, which emphasised the fact that Tesco.ie helps 
you do your household shopping anytime, anywhere.

Target McConnells worked on the creative for this campaign.

Tesco ventures onto out of 
home to target shoppers 
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Energia, promoted the extension of their duel 
fuel offer on ooh advertising in cycle 18.

The fuel offer from Energia guaranteed 
households savings of up to 18% off their 
gas and electricity standard rates. It was 
the cheapest dual fuel deal available and 
Energia was the only energy provider to offer 
this level of discount for dual fuel switchers. 
Responding to strong demand among Irish 
households, Energia extended the offer until 
30th September.

Out of home was an excellent advertising 
medium for this campaign and direct response 
was incorporated into the promotion, with 
potential consumers encouraged to use the 
promo code that appeared on the posters at 
energia.ie. Planned by Vizeum and Source 
out of home, the campaign ran on Adshel 
and reached key potential consumers via 
transport and roadside.

Energia promote 
home energy savings 
on Adshel

TUC brings home the bacon
Valeo Foods brightened up 
the landscape with a colourful 
campaign to promote their new 
TUC Bacon biscuits.

A bright yellow stands out on the 
creative in this campaign, with 
bold blue and red colours making 
the copy lines very prominent on 
the poster.

With September having been so 
good weather-wise the colours 
stood out all the more.
Planned by Starcom and Source 
out of home, TUC’s ‘Bring Home 
the Bacon’ promotion ran on 
48 Sheets, Adshel, Adshel Vinyl 
Wraps, Gallery 6 sheet specials, 
Citybox, Aircoach MegaRears and 
Supersides. 
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Charlotte Tilbury arrives 
at Brown Thomas
Outdoor advertising was central to Brown Thomas’ latest campaign, which promoted 
the arrival of Charlotte Tilbury’s high-end beauty range at BT.

The Charlotte Tilbury line differs to other make-up brands 
as it is based around 10 core looks, dubbed the ‘Tilbury 
Transformations’ and all Charlotte Tilbury products are 
tailored to these looks. To promote these looks, the creative 
in the BT Charlotte Tilbury campaign focused on one model 
being styled in the 10 different looks on different posters; e.g. 
The Bombshell, The Vintage Vamp and The Sophisticate.

6 Sheet posters were ideal to advertise both the Charlotte 
Tilbury range and its launch in Brown Thomas, and such 
formats as Adshel, Metropanels and CommuterPoints 
were used in this campaign. The campaign also took over 

a platform at Pearse Station, promoting the 10 different 
Charlotte Tilbury looks on CommuterPoints and emphasising 
the fact that this make-up brand is exclusively sold in Ireland 
at Brown Thomas.

NFC-enabled Adshel were included in the campaign, so 
passers-by who admired a make-up look on the posters 
could immediately buy Charlotte Tilbury products online at 
brownthomas.com.

Carat and PML planned this campaign, with the creative by 
Brandnew.ie.
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In the latest out of home advertising campaign for Captain 
Morgan, Diageo promoted Captain Morgan and ‘Colaaaaaarr’ 
and encouraged consumers to ‘order like the Captain’.

Cola is a widely used accompaniment to the popular rum 
drink and Captain Morgan promoted this mixture on a 
variety of outdoor formats, including 48 Sheets, Golden 
Squares, CommuterPoints, Metropanels, Luas Straplines and 
Transvision Screens at rail stations.

The pirate-theme associated with Captain Morgan was 
clearly present in the creative in this campaign, through such 
copylines as ‘Colaaaaaarr’, which was emphasised on a 48 
Sheet illumination special; plus a photo of Captain Morgan on 
a Golden Square poster, sharing a Captain Morgan and Cola 
with his Dublin crewmates.

Carat and Source out of home worked on the planning for 
this campaign.

Colaaaaaarr matey! Captain Morgan sails onto ooh

Nature Valley’s Oats & Honey
General Mills recently used a variety of outdoor formats 
to promote Nature Valley’s Oats & Honey bar. The granola 
bars combine real honey and rolled oats, to produce a sweet, 
wholesome snack.

Advertised as a healthy snack that can be eaten anytime, 
anywhere, main shoppers and commuters were key target 

audiences for this product. Outdoor advertising formats used 
in this campaign included POPAds, Store Points, T-Sides and 
Floor Graphics were also used in supermarkets.

This campaign was planned by Universal McCann and Source 
out of home.
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Arnotts Wonder-ful campaign 
Arnotts’ latest outdoor advertising campaign promotes their loyalty card for 
customers, ‘Wonder Card’, and the new Arnotts Wonder App, which allows customers 
to be rewarded on their favourite purchases online or in-store. 

Users of Arnotts' new Wonder-ful app can earn and spend 
points at any time of purchase, as well as view their loyalty 
points balance, account details and challenge themselves 
with the Wonder Quiz, which changes each season and offers 
users the chance to win top prizes from Arnotts. 

Initiative and PML planned a stand out campaign to promote 
Arnotts’ loyalty card and new app, using such formats as 
Metropanels, Luas tram domination and Wrapped Luas 
Columns.

A rotating 3D special of the Arnotts Wonder Card was built 
on top of a Wrapped Luas Column at St Stephens Green Luas 
station, attracting the attention of passers-by and increasing 
potential consumers’ awareness of the Arnotts loyalty card 
and app.

Javelin worked on the creative for this campaign and Eclipse 
Media built the rotating Wonder Card 3D special.

http://www.youtube.com/watch?v=i3NTZsK6pGk
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PepsiCo have launched a new marketing campaign for Pepsi MAX, 
promoting two key reasons for picking up the soft drink: ‘Maximum 
Taste, No Sugar’. 

‘Maximum Taste, No Sugar’ is part of Pepsi’s ‘Unbelievable’ campaign, 
which challenges traditional perceptions and aims to deliver the 
unexpected. In terms of Pepsi MAX, this campaign promotes Pepsi MAX 
as a tasty, refreshing soft drink, discouraging potential consumers 
from assuming that as a no-sugar cola they are compromising on 
taste.

Out of home advertising was a vital element of this campaign, with 
many ooh formats used to deliver unexpected and interactive 
advertising on the streets. 

A 3D special was built on an Adshel at Camden Street, where a giant 
can of Pepsi Max was built on top of the bus shelter along with a layer 
of ice that appears to drip down from the roof, reaffirming Pepsi MAX’s 
refreshing taste. A dispenser was also built into this Adshel, allowing 
passers-by to enjoy a free can of Pepsi MAX. 

Other formats used in this extensive ooh campaign 
include Super Rears (Double Deck), Adshel Vinyl 
Wraps, Retail Adtowers, MegaSide, Phone Kiosks, 
DigiTowers, 48 Sheets, 96 Sheets, MegaSquares and 
a Banner in Dublin city centre. 

The creative in this campaign focuses on a can/bottle 
of Pepsi MAX on a black background surrounded by 
cracked ice, icicles and condensation to convey it’s 
satisfying taste.

OMD and PML planned the ‘Maximum Taste, No 
Sugar’ campaign for Pepsi MAX, Eclipse Media built 
the 3D dispenser special and the creative was by 
Irish International.

Pepsi MAXimise new campaign 

(L-R) Donnacha Kinsella OMD, Laura Hendrick Clear Channel, Oilbhe Doyle OMD, 
Niamh Daly PML, Rebecca Burke PepsiCo and Pat Cassidy Ambient Plus 
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Zurich Life have launched their 2014 outdoor advertising 
initiative, building on the success of their award-winning 
‘Dear 30 year old me’ campaign that ran in 2013.

The aim of the ‘Dear 30 year old me’ campaign is to make 
people more aware about planning for the future. A key 
insight from Zurich Life’s research in 2013 revealed that 
many people are too busy with their day to day lives to plan 
ahead, but when brought face-to-face with an image of their 
future selves, people are forced to think again.

Last year’s advertising campaign centred on a 30 year old 
receiving a letter from their future self which encourages him 
or her to start making retirement plans. Universal McCann 
and PML planned the campaign for 2014 and the concept 
has been expanded from Zurich Life’s 2013 promotion, with 
some humour thrown into the mix with new creative by 
McCann Blue.

“Last year, ‘Dear 30 year old me’ got everyone talking. It was a 
fresh approach to pension advertising and customers really 
got the concept”, says Elaine Fitzpatrick, Head of Marketing 

at Zurich Life Ireland.

“‘Dear 30 year old me’ focuses not only on the positive aspects 
of retirement but on making the right pension decision. In 
the ads, the retired me is confident in their retirement and 
congratulates their 30-year-old self on the better decision 
they made in starting a pension … compared to another 
slightly unwise choice they made in the past!”

The campaign is running on several key outdoor formats, 
including 48 Sheets, 96 Sheets, 6 Sheets, Metropoles, and 
Adshel Vinyl Wraps. TGI research indicates that, nationally, 
71.6% of 30 years olds recall seeing either billboard or bus 
shelter advertising in the past week.* 

In addition to outdoor the ‘Dear 30 year old me’ campaign is 
running in national newspapers, radio and online.

*Source: TGI ROI 2013

Zurich Life’s ‘Dear 30 year old me’ returns to ooh 
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Nestlé’s Lion Peanut Bar ran on out of home advertising in cycle 17, and we’re loving the 
vibrant creative!

The bar with more bite looks very tasty on ooh and ran on a 
variety of outdoor formats to target key audiences, such as 
commuters and shoppers. These formats included 6 Sheets, 
Supersides, Retail Adtowers and DigiTowers.

Mindshare and Source out of home planned the campaign 
with the creative by DDFH&B and Design+. 

The Bar with more Bite is Back 

Flashback
Roy Keane’s latest ‘autobiography’ will be upon us soon enough 
but, of course, we’ve been here before. This was the 6 sheet design 
used in 2002 to promote the Eamon Dunphy version. We await 
with interest  to see how Roddy Doyle handles the same subject. 
Get prepared for more about the ‘S’ word in the next little while!

For the chance to win tickets to see Roy Keane in conversation 
with Roddy Doyle enter our competition page 19.

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.
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Feeling vs thinking - the secret to 
creative genius
Chris Barez-Brown, founder of Upping Your Elvis

If you were to ponder the biggest decisions that you have made in your life, such as getting 
married, starting a family, buying a house, setting up a business etc, how much of that decision 
do you think was made by ‘thinking’ versus ‘feeling’?

When I’ve asked that question before the average response has been that ‘thinking’ was 20% of the decision-making process 
versus 80% which was attributed to ‘feeling’.

If I were then to ask you the same question for decisions which are made in business every day, those percentages reverse 
and it’s pretty obvious why.

In business any new idea that we have needs to be sold through the hierarchy and therefore needs robust logic and rationale 
behind it.

To understand a little more about what we are missing out on, we need to explore the relationship between our conscious 
thinking versus our subconscious processing.

Our conscious brain is a fantastic thing. It’s what makes us smart, rational, and logical. When we are sitting at our desk 
thinking hard we are deploying the full power of that conscious brain. It’s brilliant at keeping us safe and deploying our wealth 
of experience. It is however limited in its potential to be creative. Nobody knows how much of our processing is conscious but 
research would indicate that it’s somewhere between 5% and 10%.

Our subconscious on the other hand, has the capacity to remember huge amounts of information. Recent research suggests 
we may never forget an experience that we have. It may be stored in a strange way but it’s all in there. Not only that, it 
processes even when we’re asleep, which explains why we often wake up before our alarm clock stirs us. It is therefore the 
portal to our creative genius.

If I were to ask you now where you have your best ideas, my guess would be that it’s not sitting at your desk thinking hard, but 
it’s more likely to be in the shower, commuting to work, in bed, running, in the pub, walking the dog – anywhere but at work.

The reason for this is that at those moments you get more access to your subconscious. When we are working hard and fast 
we rely upon our conscious brain to direct actions and thinking, and therefore we are almost purely logic-based, and have 
less awareness of our subconscious helping us. When we relax however, we start to get more access to our subconscious. 
Without thinking, our relationship with our subconscious becomes more balanced and therefore we find it much easier to 
have breakthrough ideas when in this state.
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Feeling vs thinking - the secret to creative genius

ooh I Like... Irish Cancer Society - Paint it Pink 

The Irish cancer society 
campaign has caught my 
eye this month, I like that it 
is using colour and humour 
to capture an audience 
to help raise money and 
awareness for a good 
cause, across different 
formats.

Dee Lundberg
Operations Executive

So the key to creative genius, thinking 
expansively about the future and having great 
ideas is getting away from your desk and doing 
whatever gets you into a more relaxed state.

And then, when you are doing that, don’t ‘think’ 
about the ideas too much but rather ‘feel’ them.

The best creatives I know say things like this: 
“There’s something about this idea.” Now they 
can’t tell you what that something is, they just 
feel it, and therefore put more energy into 
developing it further.

There is some good time at work for thinking, 
and I do not suggest for one second that we stop 

that – chaos would ensue and we would have the most ridiculous business practice going on.  However, if we were to just 
redress the balance and start to encourage more people to articulate what they are feeling, our creativity will undoubtedly 
soar.

Irish Cancer Society //    
Creative: Clickworks // Media Agency: Carat  
ooh Specialist: PML
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Café .Waiting .Love 
To introduce the romantic movie “Café .Waiting .Love” and to promote the launch of its first concept store, Edko Film 
turned a bus shelter into a café to immerse passers by with the scent of coffee and mood.

Mr Kipling: Edible 
Billboard 
As part of its new ‘Life is better 
with cake’ marketing push, cake 
brand Mr. Kipling unveiled an 
edible billboard in London. Made 
from over 13,000 Mr Kipling cakes 
it was on display for eight hours at 
Westfield London Shopping Centre 
enabling thousands of shoppers to 
have a slice of delight along with 
their purchases.

Agency:  JWT London

McDonald’s: The Can 
Currency 
In Sweden an empty drinks can is worth 
one kronor when you recycle it. At music 
festivals and in parks you’ll see a lot of 
young people with empty drinks cans 
and empty wallets. So to help them 
and help the environment McDonald’s 
accepted cans as a currency. Just take 
a bag, fill it with your empty cans and 
exchange it for burgers. McDonald’s 
then exchanged the cans for cash at the 
recycling depot. 

Agency: DDB, Stockholm, Sweden

https://www.youtube.com/watch?v=6CpTb2_RrQ8
http://www.bestadsontv.com/ad/65666/Mr-Kipling-Edible-Billboard
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The World’s First Talking 
Water Fountain 
The Partnership for a Healthier America 
unveiled a talking Drink Up Fountain as part 
of its Drink Up #spreadthewater initiative, 
encouraging people across the country to 
drink more water, more often. 

The Drink Up Fountain dispenses entertaining 
greetings and compliments intended to  
entice the drinker to continue sipping. When 
a drinker's lips touch the water, the fountain 
"talks," completing a circuit and activating 
speakers.

Agency: Y&R New York and VML 
New York

IKEA: Wall climb
Ikea promoted the opening of 
one of their stores in France 
by building an apartment 
into a vertical rock-climbing 
wall. The 9m high x 10m wide 
poster is filled with IKEA 
products and members of the 
public can hook themselves 
up to a safety harnesses and 

climb the poster.

Agency: Ubi Bene, 
Paris

Corona Extra Sun Beam – Extend the Sunshine 
Nobody likes sitting on a shady patio. You originally went 
outside so you could enjoy the sun with your friends. Well, 
Corona Extra decided to do something about it. Introducing 
the Corona Extra Sun Beam, a reflective surface that 
extended the sunshine to those unfortunate to be stuck 
in the shade. They did so by getting a large branded crane 

to hold up a reflective billboard to reflect the sun back 
onto the patio so that the building would no longer see 
shade. They then brought out the Corona and free shades 
to those who decided to stick around.
 
Agency: Zulu Alpha Kilo, Toronto

https://www.youtube.com/watch?v=bl_0BfPlJYc
https://www.youtube.com/watch?v=tGDJGUIQRbs
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1 29 Dec - 11 Jan 14 29 Jun - 12 Jul

2 12 Jan - 25 Jan 15 13 Jul - 26 Jul

3 26 Jan - 08 Feb 16 27 Jul - 09 Aug

4 09 Feb - 22 Feb 17 10 Aug - 23 Aug

5 23 Feb - 08 Mar 18 24 Aug - 06 Sep

6 09 Mar - 22 Mar 19 07 Sep - 20 Sep

7 23 Mar - 05 Apr 20 21 Sep - 04 Oct

8 06 Apr - 19 Apr 21 05 Oct - 18 Oct

9 20 Apr - 03 May 22 19 Oct - 01 Nov

10 04 May - 17 May 23 02 Nov - 15 Nov

11 18 May - 31 May 24 16 Nov - 29 Nov

12 01 Jun - 14 Jun 25 30 Nov - 13 Dec

13 15 Jun - 28 Jun 26 14 Dec - 27 Dec
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Top Rated DesignTop Recalled Campaigns

Top Call to Action

Top Aimed at Me

1st

1st

1st

79%

73%

63%

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

Meteor - Prepay // Format: 48 Sheet  
Creative: Rothco // Media: Vizeum 
ooh Specialist: Source out of home

7UP Free // Format: 6 Sheet 
Creative: Irish International//    
Media: OMD // 
ooh Specialist: PML

UPC  // Format: 48 Sheet 
Creative: Irish International //  
Media: Carat // 
ooh Specialist: PML

Nestlé Peanut Lion Bar //  
Format: 6 Sheet // 
Creative: DDFH&B // Media: Mindshare  
ooh Specialist: Source out of home

Centra  Our Bright Range //  
Format: 6 Sheet //  
Creative: DDFH&B // Media: Starcom   
ooh Specialist: Source out of home

August 2014 // Cycle 16 - 17
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Top Products
August 2014 // Cycle 16 - 17

Small Format Large Format Transport Ambient Digital

1 UPC € 434k

2 Meteor Pay as You Go € 424k

3 VHI Healthcare € 417k

4 Gum Litter Taskforce € 408k

5 Three 4G € 376k

6 Coca Cola - Share € 301k

7 7UP Free € 289k

8 Sky Sports € 276k

9 Cadbury Star Bar € 236k

10 Carlsberg - Premier League € 221k

11 HB - Good Bye Serious € 214k

12 Energia € 200k

13 eircom Bundles € 188k

14 Nokia Lumia € 178k

15 McDonald's Summer Drinks € 166k

Display Value

UPC ran the largest 
campaign in August with its 
Sky Sports for €1 a month 
offer, which ran primarily 
on billboards. Telecoms 
was the largest category 
on ooh in August as it was 
in 2013. Meteor Pay as You 
Go, Three.ie 4G and eircom 
Bundles were the largest 
campaigns within this 
category. Soft drinks were 
represented by the return 
of Coca Cola Share and 7Up 
Free.

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 €50k €100k €150k €200k €250k €300k €350k €400k €450k

UPC

Meteor Pay as You Go

VHI Healthcare

Gum Litter Taskforce

Three 4G

Coca Cola - Share

7UP Free

Sky Sports

Cadbury Star Bar

Carlsberg - Premier League

HB - Good Bye Serious

Energia

eircom Bundles

Nokia Lumia

McDonald's Summer Drinks

Small Format Large Format Transport Ambient Digital

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

7UP Free //  
Format: Adshel  // 

Creative: Irish International // 
Media Agency: OMD //  

ooh Specialist: PML
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Top Products
August 2014 // Cycle 16 - 17

Top Categories

1 Telecoms € 1,849k

2 Media € 1,103k

3 Films € 1,089k

4 Soft Drinks € 1,025k

5 Tourism & Travel € 1,014k

6 Beers & Ciders € 985k

7 Confectionery & Snacking € 970k

8 Retail Outlets € 969k

9 Finance € 933k

10 QSRs € 757k

Small Format Large Format Transport Ambient Digital

Display Value

% Change on 2013 €k €200k €400k €600k €800k €1,000k €1,200k €1,400k €1,600k €1,800k

Telecoms

Media

Films

Soft Drinks

Tourism & Travel

Beers & Ciders

Confectionery & Snacking

Retail Outlets

Finance

QSRs

Small Format Large Format Transport Ambient Digital

+4%

+3%

-25%

+17%

-23%

-15%

+43%

+12%

-25%

+27%

Aer Lingus // Format: City Impact  
Creative: Publicis //Media Agency: MediaVest  
ooh Specialist: PML

Samsung Galaxy // Format: dPod  
Creative: Chill //Media Agency: Starcom  
ooh Specialist: Source out of home

Guardians of the Galaxy // Format: Adshel Vinyl Wrap // 
 Media Agency: OMD  // 

ooh Specialist: Source out of home // 
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Roy Keane and Booker Prize-winning author Roddy Doyle 
will speak at an exclusive event this month in the Main 
Hall of the RDS to coincide with the publication of Keane’s 
memoir “The Second Half”

The Eason organised event takes place on Wednesday 22nd 
October at 8pm and attendees will receive a signed copy of 
‘The Second Half’.

“My football career both on and off the pitch has been 
colourful, to say the least,” said Keane. “I look forward to 
chatting about the highs and lows. People may not have 
expected Roddy Doyle and me to come together and write 
a book but I really enjoyed the process and look forward to 
discussing it in front of a live audience.”

For your chance to win a pair of tickets, simply answer the 
following question:

What Premier League club is Roy Keane currently 
assistant manager of?

1) Manchester United
2) Aston Villa
3) Liverpool

Send your answers to: competitions@pmlgroup.ie

Closing date for entries is Friday 10th October.  

Last Month’s Winner
Congratulations to Jennifer Walsh of Mediabrands, who won 
tickets to TEDxDublin.

October
11th Republic of Ireland v Gibraltar - EURO 2016 

Qualifier. Aviva Stadium

21st - 9th 
Nov

Shrek The Musical. Bord Gais Energy Theatre

22nd - 
2nd Nov

Wexford Festival Opera. Wexford Opera House

24th - 
27th

Cork Guinness Jazz Festival. Various

26th Il Divo. 3Arena

27th Dublin Marathon. Dublin

November
7th - 16th Cork Film Festival

8th Guinness Series: Ireland vs South Africa. Aviva 
Stadium

11th - 
12th

Lee Evans. 3Arena

13th The Irish Sponsorship Awards 2014. DoubleTree

16th Guinness Series: Ireland vs Georgia. Aviva 
Stadium

20th eircom Golden Spider Awards. The Convention 
Centre Dublin

20th The Appy's. CHQ Building, Dublin

22nd Guinness Series: Ireland vs Austrilia. Aviva 
Stadium

December
26th Guinness Pro12 Munster v Leinster. Thomand 

Park

26th - 
29th

Leopardstown Christmas Festival. 
Leopardstown Racecourse

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.

mailto:competitions%40pmlgroup.ie?subject=Roy%20Keane%20competition
mailto:competitions%40pmlgroup.ie?subject=Competition%20-%20Taste%20of%20Dublin%202014
mailto:info%40pml-ni.com?subject=engage%20mailing%20list
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