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Quick service restaurant giants McDonald’s ran a Free 
Breakfast Friday special on 27th March, where customers 
were given a free Bacon & Egg McMuffin or a free Sausage 
& Egg McMuffin. To avail of the offer, people simply had to 
get themselves down to South Great Georges Street, where 
McDonald’s were giving away Free Breakfast Friday vouchers 
through a bus shelter dispenser.

Planned by Mediaworks and Source out of home, the 
dispenser special ran from Monday 23rd March until 10am 
on the Friday. Each day the voucher creative changed to mark 

the countdown until Free Breakfast Friday. For example, the 
Monday vouchers in the dispenser noted that there were 
4 more days to go until consumers could receive a free 
breakfast from McDonald’s.

The McDonald’s dispenser was part of a wider ooh campaign 
that ran on Adshel and Metropanels. Cawley Nea\TBWA 
worked on the creative for the campaign.

Thank McDonald’s  
                           it’s Friday
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Captain Morgan ran an exciting out of home special, in 
which pictures taken of people with ‘Captain Morgan’ 
in a photo booth were projected onto a Golden Square 
on Wexford Street. Planned by Carat and Source out 
of home, the projection special ran throughout cycle 8.

The photo booth was located in different Dublin 
hotspots on a variety of nights, including Flannerys 
(10th April), Whelans (16th April) and Opium (17th 
April). The Captain and Morganettes were on hand 
to welcome people to the photo booth before they 
got their photo taken with Captain Morgan himself. 
Photos were then projected onto the Wexford Street 
Golden Square.

A media first, the projection special was a live upload 
on Friday 10th, Saturday 11th, Thursday 16th and 
Friday 17th April. On those nights people could go 
out and see themselves on the screen after getting 
their picture taken with Captain Morgan. On other 
nights when the photo booth was not live, a rotation 
of the images taken on each night was projected onto 
the Golden Square from 8pm to midnight. When the 
projection wasn’t active the Golden Square continued 
to run Captain Morgan branding, with creative by 
Design+, PML Group’s creative service.

This innovative and fun dooh campaign was very 
eye-catching, creating an excellent brand awareness 
opportunity for Captain Morgan on the busy streets 
of Dublin.

Captain Morgan photo booth special 
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General Mills used ooh as the centrepiece of its campaign to 
launch the Nature Valley Protein bar.

As a protein-packed snack on the go, commuters are a key 
target audience for this product and Nature Valley’s ooh 
campaign included advertising on Supersides, City Impacts 
and Luas Columns. Planned by UM Dublin and Source out of 
home, the campaign also included ambient formats aimed 
at commuters. Branded bike seat covers were placed on 
bikes around Dublin city centre, keeping many Dubliners 
happy who were cycling during the rainy weather and also 
reminding them that the Nature Valley Protein bar is an ideal 
snack for people on the move. 

Reverse Graffiti was also included in this campaign, where 
the Nature Valley Protein logo was stencilled onto the streets 

along with the tagline ‘When hunger strikes, strike back with 
protein’. McCann UK worked on the creative for this campaign.

Retail environments were another key area for Nature Valley 
to direct its advertising towards Main Shoppers and it ran on 
Store Points, Purchase Points and C-Store Screens.

New Nature Valley Protein bars are available in two flavours – 
Peanut & Chocolate and Peanut, Pumpkin & Sunflower Seeds. 
According to Food and Beverage News, each bar contains 15% 
(8g) of daily protein needs and 30% less sugar than average 
adult cereal bars sold in the UK.

Nature Valley Protein bar gets into gear

Top Call to Action
February 2015 // 
Cycle 3 - 4

Find out what else made 
an impact on page 14
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Bulmers has launched a new campaign that aims to 
highlight the brand’s authenticity and heritage. 

The 'Not a Moment Too Soon' campaign (which ties 
in well with the recent sunny weather) is rolling out 
across TV, radio, digital, outdoor and below the line, 
together with PR.

Developed by Publicis in partnership with Shane 
Whelan of PROjekt, who has worked with Bulmers 
on its advertising for almost 20 years, the campaign 
focuses on savouring the Bulmers moment and “the 
meticulous crafting of the product in a world that is 
defined by a fast-paced tempo”.

The TV ad was directed by Irish filmmaker and writer, 
Aoife McArdle, who is known for her work on music 
videos, including for U2.

“This new campaign is a return to our roots and to 
the time it takes to craft an original,” said Bulmers 
marketing manager, Belinda Kelly. “Time has always 
been a distinctive and defining quality of the Bulmers 
brand and its authenticity and Irishness are central 
to its wide appeal.

“The new campaign is a homage to the time it takes 
to get things just right – and not a moment too soon.”

The extensive outdoor campaign was planned by 
Vizeum and PML and is running on 48 Sheets, 96 
Sheets, Golden Squares, Adshels, T-Sides, DART 
Commuter Cards, Luas Straplines and Orbscreen.

Bulmers ‘Not a Moment Too Soon’ campaign

The current Bulmers ‘Not a Moment Too Soon’ campaign really stood out for 
me this month. Running on Adshel, Digital, Large, and Transit Formats the 
strong product shot along with a clever tag line creates a sense of nostalgia 
and reminds us that some things take time. For me this is a really great 
example of effective ooh. 

ooh I Like...

Niamh White 
Finance Director, 
PML Group
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Cadbury Dairy Milk keeps families in the 
picture with Egg ‘n’ Spoon 

Mondelēz ran a strong family-orientated outdoor campaign 
for Cadbury in the build up to Easter, focusing on Dairy Milk 
Egg ‘n’ Spoon.

In partnership with MummyPages.ie, Cadbury ran a 
competition in which families were asked to share their ‘Family 
Joy’ and send in photos of their families to MummyPages.ie. 
The outdoor element of the competition, planned by PHD 
and PML, saw family photos chosen at random and appear 
on 6 Sheet posters at bus shelters, which were targeted to 
counties where each family lives.

The centrepiece of the campaign was a 240 Sheet poster in 
Ranelagh, which was a collage of photos of over 40 families 
who took part in the competition. 

Commenting on the campaign, Cadbury Brand Manager 
Sinead Manly said: “Cadbury Dairy Milk Egg ‘n’ Spoon is all 
about families sharing joyful moments at Easter. This year 
our campaign focused on traditional media formats including 
TV, Digital and ooh but we also wanted to incorporate media 
innovation. The user generated campaign allowed us to 
combine traditional ooh with innovation targeting our core 
audience as well as making a big impact. It was a really 
innovative way to reach out to real Irish families to capture 
their moments of family joy!”

Fallon UK and Tag worked on the creative for this promotion.
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The countdown is on. Under lifetime 
community rating (LCR), anyone aged 
over 35 who does not have private 
health insurance by April 30th will be 
faced with higher prices if and when 
they do take out a policy.

Aviva Health are encouraging people 
to beat the April 30th deadline on ooh, 
offering health insurance plans that 
start from €8.17 per week with Aviva 
Select Starter. The campaign, planned 
by MediaVest and PML is running on 
48 Sheets, Bus Shelter wraps and a 
variety of 6 Sheet formats. 

In cycle 8 Aviva Health also ran 
dominations on CommuterPoints 
in train station galleries, including 
Connolly and Tara Street stations, 
using a variety of creative that focused 
on the benefits of getting your health 
insurance with Aviva. 

Aviva encourage you to beat the health insurance deadline
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A picture really can paint a 
thousand words when it comes to 
good poser design. Here’s a great 
example from 2005 of the image 
doing all the talking for Sadolin. 
Smart, simple and fun. A classy 
classic poster!

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.

Flashback

Moy Park ran Purchase Point Pouch Special 
Builds in cycle 8 in three major shopping centres 
in Dublin - Stillorgan Village, Blanchardstown 
and Clarehall along with one at Tesco 
Knocknagoney, one of the largest Tesco stores 
in Northern Ireland.. Slightly different to other 
Pouch specials, as there was a transparent 
section on one side of the pouch which scrolled 
to give the impression that the chicken was 
cooking.  

The campaign, planned by AV Browne and Source 
out of home also featured on standard Purchase 
Points and Mall 6 Sheets, Backlit Metropoles 
and PopAd Trolley Handles in ROI, and POS 6 
Sheets, 96 Sheets and airport signage in NI.

Moy Park Campaign Packs a Pouch 

https://vine.co/v/eaOQaUOv5LL
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Ooh played a central role in Diageo’s introduction of the latest beer from 
the Brewers Project at St James’s Gate. Out of home is well positioned 
well as a launch medium combining rapid coverage build, high frequency, 
a strong urban mobile audience and the power of visual branding

A national campaign planned by Carat and Source out of home consisted 
of billboards in the form of 48 Sheets and Golden Squares; 6 Sheets 
comprising Adshel and Metropanels and illuminated A1 i-site posters in 
bars.

“Beer has become the poster child for the renaissance in craft product,” said 
Nick Curtis-Davis, Guinness’s Head of Innovation, “There is huge curiosity, 
interest and demand for new beers among Irish drinkers nowadays and our 
brewers at the Pilot Brewery are excited to be playing their part in this beer 
renaissance. “We believe Hop House 13 will appeal to mainstream lager 
drinkers who are looking for beer with more taste and more character but 
without compromising on the refreshing taste that lager offers.”

Named after the early 1900s hop store building at St James’s Gate where 
hops are still stored, Hop House 13 is a double-hopped premium lager 
made with aromatic hops.

Guinness chooses out of home to launch Hop House 
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Why you (clients/agencies) should all 
be buying and using more posters
By Kevin Chesters, Executive Planning Director, mcgarrybowen London

My last blog talked about how you should vote in the 
General Election for the bloke with the best poster. It got 
me thinking about posters in general. And I came to a pretty 
clear conclusion: I absolutely bloody love posters.

I’ll spend the next few minutes telling you why you should be 
considering them for your next campaign because there is 
an amazing emotional argument for them. But considering 
we all know that less people are watching telly and more 
media spend is going into it then there is also a potential 
media inflation argument too.

For starters, posters are brilliant. They’re the last true 
broadcast medium on earth. TV has become too fragmented 
and ultra-targeted, radio has too; and don’t get me started 
on programmatic and the web. Blimey. Posters are a return 
to the brilliant era of the common good, societal cohesion; a 
triumph of the pulpit and soapbox. Pretty much everything 
ace that any of the adland champions ever did worked 
brilliantly on a poster, from “Management Trainee, Aged 42” 
to “Hello Boys”.

Posters are also the only medium that selflessly demand 
nothing from you in return. TV ads interrupt your content, so 
do radio ads. Digital display follows you around the web like 
some spurned spotty adolescent begging for sex. Even print 
ads break up the lovely uniform nature of articles you are 
reading. But posters just interrupt you with a beautiful gay 
abandon, unignorable and gloriously invasive. Interrupting 
nothing but the view and landscape. Demanding pretty much 
nothing in return.

Now traditionally everyone slagged them off because 
supposedly they were wasteful or you couldn’t prove ROI. 
Received wisdom, largely. Seismic innovations in technology 
of planning, booking and emerging digital formats have 
eradicated all these supposed downsides. Outdoor is now 
beautifully plannable, targeted to within an inch of its life and 
can do all sorts of things that the 48s and 96s of yesteryear 
couldn’t even dream of.

Smartphone proliferation also now means that in the last five 
years posters have become one of the best DR mechanisms 
too – three quarters of us search for stuff on our smartphones 
when we’re out and about. And when we’re out and about, 
we’re not watching telly.

So, in the words of Freddie Mercury: they had the time, they 
had the power, they‘ve yet to have their finest hour… radi… No, 
posters. Outdoor. Digital and traditional.

Have I convinced you yet?

Well if my hyperbole and eloquence haven’t convinced 
you, then I think pretty soon that simple pounds and pence 
might. We know from Thinkbox that audiences went down 
4.5% in 2014, and we know from the media owners like ITV 
that revenues went up 6%. So simple maths will tell you that 
more money chasing less audience will give you an pretty 
worrying inflationary figure.

So, basically in terms my gran would understand, you could 
soon be paying more for the same thing or paying the same 
to get less. The same is not true, however, of posters. Same 
number of eyeballs seeing those posters out there.

And I’m not down on telly. Posters work brilliantly alongside 
telly too. One of my media colleagues told me the other day 
that it’s statistically proved that they extend the reach of 
TV campaigns and also improve the effectiveness of a TV 
campaign when bought together.

So, posters. Effective. Efficient. And not potentially inflating 
at a slightly worrying rate depending on whose figures you 
use. Worth thinking about. Unless all the political parties have 
already bought them all. Bloody politicians.

(Next time: How I absolutely adore big telly ads...)
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Media Awards 2015
Another year, another Media Awards! A 
great night was had by the PML Group gang 
at this year’s awards, with our own Jimmy 
Cashen receiving the Media Hero lifetime 
achievement award. Jimmy was delighted 
to receive the Media Hero award, which 
recognises his contribution to the out of 
home medium and to the media landscape 
in Ireland.

We also had another win of the night, 
Adrienne Murphy, who won Best Dressed 
Lady!

Congratulations to all of the winners on the 
night, especially our Media Hero!

Niamh, Dee and Orlagh from PML Group

Adrienne winner of Best Dressed Jimmy won Media Hero 2015
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Birds Eye launches iFreeze, iSave campaign
Birds Eye has launched its iFreeze, iSave campaign in 
the UK. Aiming to help consumers save money through 
encouraging them to become more freezer-savvy, the 
brand is collaborating with a coalition of partners to raise 
awareness of Britain’s food waste issues. To mark the 
launch of the campaign, a 20-foot billboard made entirely of 
ice and cash was erected at Southbank’s Observation Point 
to highlight the savings consumers could enjoy by becoming 
more freezer-savvy. 

The billboard contained £700 in coins and notes – the 
amount the average family wastes every year on food – was 
made with more than four tonnes of ice and took over a 
month to freeze, and a further eight days to build. As the ice 
block melted, passers-by were able to collect cash that was 
previously positioned in a fish design.

Agency: Havas Worldwide

Dove Stunt Asks Women 
to Classify Themselves as 

‘Beautiful’ or ‘Average’
In Dove’s latest stunt to shed light on how women perceive 
themselves, the brand labelled double doorways of 
buildings in five major cities -- San Francisco, Sao Paulo, 
Shanghai, London and Delhi -- with the words “Beautiful” 
and “Average” and filmed what women would do when they 
encountered the different signposts. As it goes with most 
Dove revelations, the result was eye-opening: the majority 
of them chose to walk through the “average” entryways, 
with some only making the “beautiful” exception when they 
were striding through with a friend or loved one -- someone 
they deemed worthy of the description.

Agency: Ogilvy & Mather

http://creativity-online.com/work/dove-choose-beautiful/40522
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A Two-Sided Word Puzzle 
on London Streets Takes 
on Homeless Stereotypes
To promote its Nightstop programme, in which 
volunteers offer homeless people ages 16 to 
25 spare beds, homelessness charity Depaul 
UK launched a poster campaign that uses the 
architecture of buildings to help win the hearts 
and minds of passersby.

Viewed as a single page, the left side of the 
poster reads like a laundry list of preconceived 
ideas about the homeless. But stepping back 
to read the full text of both sides straight 
across changes the message, which includes 
a number to contact for those wanting to 
volunteer.

Agency: Publicis

Calvin Klein / Justin Bieber Poster Dispenser

 
 

For Calvin Klein, JCDecaux The Netherlands, turned two CIPs in the city centre of Amsterdam into great Justin Bieber Poster 
Dispensers. 

Passersby could grab a free poster out of the two dispensers that were implemented at Rembrandt Square and in the P.C. 
Hooftstraat. The Special was such a success that all 400 available posters were handed out in just 1 day. 

Agency: Posterscope with Monsterscore

https://www.youtube.com/watch?v=Ka9G0iudCAQ
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Top Rated DesignsTop Recalled Campaigns

February 2015 // Cycle 3 - 4

82% 1st

58%

58%

2nd

3rd

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

eircom // Format: Adshel 
Creative: Rothco // Media: Vizeum  
ooh Specialist: Source out of home

ItsforWomen.ie // Format: Superside   
Creative: mxb // Media: mxb  
ooh Specialist: PML

Kerry Group // Format: 6 Sheet 
Creative: McCannBlue // Media: Vizeum   
ooh Specialist: Source out of home 

Mondelēz // Format: Fully Wrapped Bus // 
Creative: Droga5 // Media: PHD   
ooh Specialist: PML 

Three // Format: 48 Sheet 
Creative: Boys & Girls // Media: MediaVest   
ooh Specialist: PML 
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Top Products

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 20,000 panels. 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

1 Coca Cola Life € 574k

2 Bank of Ireland - Mortgages € 522k

3 Avonmore Super Milk € 461k

4 Carlsberg € 446k

5 Tayto € 353k

6 Cadbury Egg n Spoon € 342k

7 Cadbury Dairy Milk Flavourism € 301k

8 Irish Water € 289k

9 Vodafone 4G € 288k

10 AIB - Loans € 279k

11 eircom Bundles € 277k

12 McDonald's Eurosaver € 272k

13 Three Rugby € 263k

14 McDonald's Core Products € 257k

15 Coca Cola - 100 € 244k

Small Format Large Format Transport AmbientDigital

Leading advertisers Coca Cola, 
Cadbury and McDonald’s each 
had two products in the top 15 
on ooh in March. It was a busy 
month for FMCGs with Glanbia 
and Tayto also active. Telecoms 
& Communications presence 
was led by Vodafone 4G, eircom 
Bundles and Three Rugby. 

Best performing categories 
versus the same month last year 
were Films (up 28%), Soft Drinks 
(up 51%) and QSRs (up 45%).

March 2015 // Cycle 5 - 7

€k €100k €200k €300k €400k €500k €600k

Coca Cola Life
Bank of Ireland - Mortgages

Avonmore Super Milk
Carlsberg

Tayto
Cadbury Egg n Spoon

Cadbury Dairy Milk Flavourism
Irish Water

Vodafone 4G
AIB - Loans

eircom Bundles
McDonald's Eurosaver

Three Rugby
McDonald's Core Products

Coca Cola - 100

Small Large Transport Digital Ambient0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Coca Cola Life
Bank of Ireland - Mortgages

Avonmore Super Milk
Carlsberg

Tayto
Cadbury Egg n Spoon

Cadbury Dairy Milk Flavourism
Irish Water

Vodafone 4G
AIB - Loans

eircom Bundles
McDonald's Eurosaver

Three Rugby
McDonald's Core Products

Coca Cola - 100

Small Large Transport Digital Ambient

mailto:colum%40pmlgroup.ie?subject=Engage%20Posterwatch
mailto:james%40pmlgroup.ie?subject=Engage%20Posterwatch
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February 2015 // Cycle 3 - 4
Top Categories

1 Confectionery & Snacking € 2,139k

2 Films € 1,728k

3 Retail Outlets € 1,721k

4 Media € 1,687k

5 Telecoms € 1,632k

6 Soft Drinks € 1,617k

7 Finance € 1,483k

8 Beers & Ciders € 1,417k

9 Food € 1,345k

10 QSRs € 1,174k

Display Value

March 2015 // Cycle 5 - 7
Small Format Large Format Transport AmbientDigital
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Small Large Transport Digital Ambient

4%

28%

-14%

-13%

3%

51%

-36%

15%

-6%

45%

% Change on 2014
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April
20th - 24th Smart Business Show. RDS

22nd -26th Madama Butterfly. Bord Gáis Energy Theatre

25th Guinness PRO12 Connacht v Glasgow Warriors. 
Sportsground

24th/25th 
26th/TBC

Guinness PRO12 Munster v Benetton Treviso. 
Thomond Park

24th/25th 
26th/TBC

Guinness PRO12 Ulster v Leinster.  
Kingspan Stadium

28th – 2nd 
May

Jersey Boys. Bord Gáis Energy Theatre

28th –2nd 
May

Punchestown Racing Festival.  
Punchestown Racecourse

May
3rd Great Limerick Run 

4th May Bank Holiday

4th – 9th To Kill a Mockingbird.  
Bord Gáis Energy Theatre

8th Guinness PRO12 Leinster v Benetton Treviso. 
RDS

9th Guinness PRO12 Ulster v Munster.  
Kingspan Stadium 

14th All Ireland Marketing Awards. DoubleTree

16th Guinness PRO12 Connacht v Ospreys. 
Sportsground

16th Guinness PRO12 Munster v Newport Gwent 
Dragons. Thomond Park

19th – 
23rd

Calamity Jane. Bord Gáis Energy Theatre

30th Foo Fighters. Slane Castle

June
1st Flora Women's Mini Marathon

Dara O’Briain is back in his favourite room, Vicar St, with 
his show ‘Crowd Tickler’ in June. Dara is one of the most 
recognisable faces on TV, as host of the hugely successful 
Mock The Week, The Apprentice You’re Fired, and Star 
Gazing Live, alongside Professor Brian Cox, for BBC.  Not 
forgetting his most recent shows Dara O’Briain: School 
of Hard Sums on Dave and Dara O’Briain’s Science Club 
for BBC2. Catch one of the most charismatic, intelligent, 
fast-talking and downright funny live performers working 
today.

For you chance to win a pair of tickets just tell us

On which RTÉ panel show did Dara get his big break? 
Don’t feed the… 
a) Pigeons 
b) Gondolas 
c) Ferryman

Send your answers to: competitions@pmlgroup.ie.  
Closing date for entries is Friday 1st May

Last Month’s Winner 
Congratulations to Caroline Curtis, Starcom who won tickets 
to Paolo Nutini.

CompetitionEvent Guide

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.

Back Catalogue:
Click here to view previous issues!

mailto:competitions%40pmlgroup.ie?subject=Engage%20Competition
mailto:info%40pml-ni.com?subject=Subscribe%20to%20Engage%20NI
http://pmlgroup.ie/category/engage/

