
January 2015

UTV Ireland’s ooh 
launch is Unmissable

Electric Ireland’s 
Campaign Shines On

Win tickets to 
Noel Gallagher and 
his High Flying Birds

Engage

ooh always on media



2

Ireland’s newest TV station launched at 7.25pm on New 
Year’s Day with soap opera Emmerdale, followed by a show 
called Out With The Old, In With The U, presented by Pat Kenny.

“It’s not a day that most TV stations launch, but we want to 
start the new year in a big way,” Michael Wilson, managing 
director of UTV said. “The idea is to have everyone sit down 
for the first night’s entertainment of the year.”

“We’ve got a big job to do to ensure we have national awareness 
of the channel arriving,” commercial director Daragh Byrne 
commented.

The station is advertising across a variety of platforms, 
including outdoor, radio, press, TV and digital, all planned by 
media agency Starcom.

The campaign, with a tagline of ‘Unmissable’, was designed 
by the creative team in UTV and Publicis Engage. It aims to 
show that the station is from Ireland and for Ireland.

“By the end of this year, we want to be the second largest 
broadcaster channel in Ireland and we are confident that we 
will do that,” Wilson said.

The core billboard element of the ooh (planned with Source 
out of home) consists of 48 Sheets, Metropoles, Golden 
Squares, 96 Sheets and bumper 240 Sheets in Ranelagh and 
in Dun Laoghaire DART Station. T-Sides, Transvision screens 
and a heavyweight national Adshel campaign complete the 
activity.

The posters feature shows like Ant and Dec’s Saturday Night 
Takeaway, Mr Selfridge (starring Jeremy Piven of Entourage 
fame), The Graham Norton Show, soaps Emmerdale and 
Coronation Street and the news team.

UTV Ireland’s ooh launch is Unmissable
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The new year is a time to think about getting fit, holidays and 
often changing your car. Last year nearly 24% of the ninety 
six thousand new cars bought in Ireland were sold in January.

AIB promoted its 3 hour loan approval turnaround service 
through a national Adshel campaign, backlit Retail Adtowers 
prominently positioned at service station store entrances and 
Air Coach Rears.

The latest iQ research from PML Group reveals that 29% of 
Dubliners intend to change their car in 2015. The research 
also indicates that people aged 25-34 will be most likely 

to buy a car this year, as this age group was the highest 
percentage at 38%.

Key strategic elements of the campaign included takeovers 
at the East link toll and in the Dundrum Centre car park. The 
posters were designed by Rothco with planning by Starcom 
and Source out of home.

Nationally 58.5% of adults who intend to buy a car in the next 
two years have seen billboard advertising in the past week 
(Index: 122). Past week recall for bus shelters is 43.2% (111) 
and forecourt advertising 36.6% (117). Source: TGI 2014.

Bord Gáis Networks is now called Gas Networks Ireland and 
the company is running nationwide 48 Sheets and Adshel to 
communicate this to the 670,000 homes and that are supplied 
with natural gas. Roadside’s combination of rapid coverage 
build and repetition through frequency makes it the medium 
of choice for launches and rebrands.

The “Always On” posters by Rothco feature the 24-hour 
emergency number which remains the same 1850 20 50 50. 
Irish language versions were posted on panels in proximity 
to gaelscoils identified by our proprietary Pinpoint mapping 
software. The campaign was planned by Carat and PML.

AIB gives approval for car loan campaign

Gas Networks Ireland rebrand
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The start of a new year is a time when many 
people plan to start a fitter and healthier lifestyle. 
Making the most at this time of new year’s 
resolutions, GloHealth is running an outdoor 
campaign encouraging people to join their health 
cover plan, Activate Cash.

With Activate Cash you get cash back for scans, 
x-rays, consultant visits and even short stays in 
hospital. GloHealth are currently offering this 
health plan to potential customers for €32 a 
month. 

The outdoor campaign to promote this offer was 
planned by Mediaworks and Source out of home 
and is running on Adshel, Commuter and Retail 
dPods, Metropoles and LCD Screens. Brando 
worked on the creative for this campaign.

Our recent Focus Insurance research, carried 
out in conjunction with Ipsos MRBI, revealed that 
46% of respondents intended to shop around 
when next renewing their health insurance. The 
study also indicated that GloHealth’s customers 
were highest among 20-24 year olds in Dublin.

Electric Ireland took the opportunity to showcase some 
special lighting over Christmas.

The national billboard burst consisted of 48 Sheets with 
special fairy lights running on selected panels in Dublin, 
Cork and Limerick. In Dublin, the Metropoles incorporated 
MetroGlo - a combination of special poster materials 
in conjunction with backlit technology which results in 
certain sections of the poster given added impact by 
appearing to “Glo” more intensely than the remainder of 
the poster. The kennel still is taken from the closing scene 
in the accompanying TV ad.

Cawley Nea\TBWA are the creative agency while planning 
was by MediaVest and PML with special 48 Sheet lighting 
by Delite.

GloHealth promotes Activate Cash Plan 

Electric Ireland’s Pet Campaign Shines On
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Aer Lingus is currently promoting its 
great offers on out of home, with direct 
flights to New York, Washington DC and 
Canada starting from €279.

Aer Lingus recently announced that it 
will be launching new direct flights from 
Dublin to Washington DC, commencing 
from May 1st 2015. This new offering 
is promoted in the campaign creative 

(which was worked on by Irish 
International), with the copyline ‘Direct 
line to the White House’.

As part of PML Group’s Focus Research 
series, a recent study concentrated 
on the tourism and travel sector and 
revealed that Aer Lingus is seen by the 
public as the number one airline for 
customer service. When respondents 

were asked where they had travelled 
in the past 12 months, America came 
out as the top non-European holiday 
destination.

Planned by MediaVest and PML, the 
Aer Lingus campaign is running on 
Metropoles and Metropanels, targeting 
key areas in Dublin city centre and the 
surrounding area.

Pictured to the left is Bulmers’ Christmas Lights campaign from 
2003 and below is the 2014 Bulmers campaign.

The illuminated special on 48 Sheets centred on a Bulmers 
apple tree decorated with festive lights. The Bulmers tree is a 
popular creative piece that has been used in outdoor campaigns 
since the late 1990s and this Christmas special looked great on 
the streets due to the strong creative, which was made all the 
more eye-catching through the illumination on the poster.

Vizeum and PML planned this outdoor campaign for Bulmers 
and the illuminated 48 Sheet specials ran in Terenure and on 
Clanbrassil Street.

Aer Lingus are the smart way to travel to the USA and Canada 

Bulmers Christmas came ‘out of home’ for Christmas

2003
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RTÉ encouraging viewers to ‘Live the 
Moment’ with a variety of new shows

RTÉ has kicked off 2015 with a variety of ooh campaigns to 
promote the range of TV shows it is launching in January.

Planned by Vizeum and Source out of home (with creative 
by Publicis), campaigns that RTÉ ran in cycle 1 promoted 
the return of The Voice of Ireland with Una Foden and Rachel 
Stevens joining the judging panel; and the launch of the highly 
anticipated mini-series, Charlie.

Starring Aiden Gillen of Love/Hate and Game of Thrones 
fame as the titular character, Charlie consists of three feature 
length episodes spanning from 1979 to 1992, documenting 
Charles Haughey’s pursuit of power and the emergence of 
modern Ireland. Another face from hit show Love/Hate, Tom 
Vaughan-Lawlor, who played Nidge, is also starring in the 
show as Haughey’s advisor PJ Mara.

RTÉ are continuing the promotion of its TV offerings into cycle 
2, with the launch of its ooh advertising campaign for Claire 
Byrne Live, a new hour-long current affairs programme 
which will broadcast on Monday nights from 19th January on 
RTÉ One. The programme will feature a live studio audience, 
along with a new set, graphics and some additional features, 
and will be broadcast from 10.30pm.

The variety of programmes was reflected in the variety of 
formats chosen – T-Sides, Adshel and 48 Sheets.
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This new outdoor campaign for Stena Line is created 
to lift the mood of people in January and getting 
them in the holiday mood. This is the month where 
people start to plan their holidays and our outdoor 
ideas have been created to persuade people to book 
their holiday to France with Stena Line. Instead of 
showing clichéd shots of a Ferry or beaches, we 
feature famous French paintings of relaxed idyllic 
scenes, but with a striking difference : a modern- 

day holiday maker is sitting in the picture. The 
caption invites the prospective holiday maker to 
quite literally put themselves in the picture. In 
the complementary radio campaign we hear how 
booking a holiday with Stena can positively impact 
your life even before you go, as no matter what 
horrible eventuality life throws at you, if you simply 
‘picture yourself on hols in France’, nothing can get 
you down.

Stena Line: Put yourself in the picture

CREATIVE INSIGHT
Andrea Dalton Doran from Chemistry gives us an insight 
into the current Stena Line billboard campaign 

Sunday Afternoon on the Island  
of La Grande Jatte,  
by Georges Seurat, 1884–86

Luncheon of the Boating Party,  
by Pierre-Auguste Renoir, 1881
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With all this talk of Rebooting Ireland via Lucinda, Eddie and 
an as yet unnamed new political party, we decided to have a 
look back at the archives for some ooh activity from one of its 
predecessors. The PD’s may have come and gone but Dessie 
at least looked the part on this 48 Sheet from the late 80s!

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.

The first week back to work after the 
Christmas break can be particularly 
tough for people. A back log of emails sit 
uncomfortably in your inbox, the rain is 
beating off the office window, the tree and 
decorations that once brightened up even 
the darkest corners of the office are gone 
and to top it all off the bank account has 
taken a severe beating and payday seems 
light years away. The January blues have 
taken an almighty hold.

For me, Low Cost Holidays have embraced this dull period of the 
year with their new campaign “Don’t Go High Cost, Go Low Cost”. In 
offering a solution to these woes and more importantly an escape 
that’s not going to break the bank, every element of this campaign 
is target driven and highly effective. 

The creative is simple yet eye catching and drives home the low 
cost message instantly. The domination at Pearse Station targeted 
potentially gloomy rail passengers as they made their way to work. 
The station promotion on the first Monday in January, statistically 
one of the most depressing days of the year, certainly brightened up 
the day of many a passerby. As thousands of commuters made their 
way through the station en route to work, they were greeted with 
alcohol free “cocktails” and a mocked up beach to remind them that 
all was not lost and perhaps booking a holiday would be a good idea. 
The use of a Digivan over the entire week targeting commuters on 
main arterial roads into the city ensured that it wasn’t only the rail 
passengers that had a low cost escape to paradise on hand.

Enough about the doom and gloom, I know I am going with Low Cost 
Holidays. All that’s left for me to do is decide if it will be the Costa 
Brava or the Costa Dorada this summer!

Flashback

ooh I Like...
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Current Campaigns

Glanbia // Format: Store Points  
Creative: Irish International // Media: Carat  
ooh Specialist: PML

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

Robert Roberts Ltd // Format: Commuter Card  
Media: Media Bureau  
ooh Specialist: PML

Sunsweet // Format: POPAd Trolley 
Creative: Design+ at PML Group // Media: Clear Blue Water  
ooh Specialist: PML

Cork Institute of Technology   //   
ooh Specialist: PML
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Have you ever wondered what a beacon looks like? I have 
and I have seen a few.

They are small enough that they can sit in the palm of your 
hand, be stuck to a wall inside a store or inside an outdoor 
panel at a bus shelter without anyone noticing.

They first came to the world’s attention 12 months ago with 
the launch of Apple’s iBeacons in the US. This launch was 
closely followed by another defining milestone: the Regent 
Street project in the UK, a first of its kind now in full swing.

Soon after, as I was talking to two outdoor media owners, 
they were telling me about their plans to bring the 
technology to the market – both understandably racing to 
be the first in market given its huge potential for highly-
targeted mobile marketing.

Plenty has been written since on how the technology works 
and its marketing possibilities. For my part, I am genuinely 
excited about its many benefits. Yet there are some 
drawbacks to be mindful of also.

Beacon marketing:  
the key need-to-knows
By Jonathan Nalder, JNXYZ.Education, Australia 

What do you need for the 
technology to work?
As a brand – you need a native smartphone app programmed 
to react to one or more beacons.

As a consumer – a Bluetooth-enabled smartphone, with a 
beacon-enabled brand app installed on it. Push notifications 
and location detection must also be activated on the app.

Assuming these conditions are met, as soon as one of your 
app users/customers is within range of your beacon, they 
will get tracked and a personalised message triggered and 
displayed on their mobile screen in the form of a notification, 
CTA or an event.

The possibilities are 
endless. Their quality and 
effectiveness however are 
largely dependent on the 
sophistication of your data-
driven marketing capabilities
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Beacon marketing:  
the key need-to-knows
By Jonathan Nalder, JNXYZ.Education, Australia 

Why should you consider investing into beacon marketing?
Assuming you already have a suitable app in market (e.g. a shopping, loyalty or customer service app) with a sizeable user 
base, are in the process of building one or considering investing into one:

When their application is carefully researched and planned, with the personalisation (hence the 
relevancy) of the message maximised, beacons can take your relationship marketing to another level. 

They can be an effective way of driving sales but also building loyalty and WOM amongst your existing 
customer base through the messaging of timely contextual value adds.

What are the marketing 
applications?
The possibilities are endless. Their quality and effectiveness 
however are largely dependent on the sophistication of 
your data-driven marketing capabilities and their level of 
integration with your mobile ecosystem.

Two of the most advanced examples I’ve come across are 
the Regent Street and Slyde Beacon-enabled shopping apps. 
Key functionality typically includes the ability to identify a 
customer nearby and offer them customised promotions as 
they walk past a store, automatically check them into said 
store upon entry, mobile redemption of e-coupons and in the 
case of Slyde a touchless payment experience.

In terms of user experience, 
here are a couple of scenarios:
On a hot summer day, as you walk past an outdoor poster you 
may get prompted to redeem a discount on a can of Coke in 
a nearby Woolies, conveniently located within meters of the 
panel.

Another example, as you return in-store, and get near an 
aisle that carries your favourite brand of cereals, the store 
may invite you through its app to redeem a promo on that 
very product to incentivise repeat purchase. It may not be 
on your shopping list that day, but when prompted (or even 
better, reminded that you might be soon out of stock) you may 
decide to be tempted.

These are just some of many possible retail applications, and 
the more customer data is leveraged at the individual level 
(e.g. product preferences, frequency of product purchase, 
average basket spend etc.), the more relevant and effective 
the message.

Beacons may also be used in other physical environments 
(e.g. airport lounges, museums, cinemas, at home etc.) and 
to offer any number of value-add services on-site, not just 
retail offers.

Beacons make it possible to deliver 
personalised mobile communications 
at the right time and at the right place 
to the right person - based on the 
customer’s location at its most basic, 
on their purchase history and shopping 
preferences also (when the latter are 
known) at its best.

They are a source of valuable customer 
data and insights: user data is collected 
at every interaction (such as store visits, 
dwell time, conversions); that data may 
in turn be used to build a meaningful 
and mutually rewarding relationship.

For bricks-and-mortar shops, beacons 
are simply a great way to drive footfall 
whilst allowing them also to compete 
with online retailers on delivering a 
personalised user experience offline.

#1 #2 #3
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Walking Dead
To promote the new season of The Walking 
Dead, FOX transformed a bus shelter into 
a prison for the living dead. For two days, 
the so called Walkers were trapped in these 
cages, constantly trying to escape and 
conquer the Netherlands. A clock on the 
bus shelter counted down to the time when 
the first episode of the new season started. 
When ShowTime approached, the Walkers 
became extremely agitated.

Rainbow Generator
To brighten up your winter blues, let us have a look back at a 
campaign that will surely put a smile on your face. In May this 
year the French supermarket Monoprix, created a campaign 
to lift people’s mood during their daily routines. They created 
the first rainbow-generating billboard in Paris using natural 
light and recycled water. The “Bye Bye Gloominess” campaign 
brought three days of colour to the streets of Paris.

To generate the rainbow, a 8m2 billboard in La Vilette was 
installed with a water sprinkler that was activated five times 
every morning between 7h30 and 9h30. As the sun shone on 
the water, the rainbow magically appeared.

Agency: Rosapark. Paris

Kissing Silhouette 
Dentiste’ Toothpaste supported loving 
couples by deepening their love through 
kissing in this promotion via ADK 
Tokyo. Japanese are usually very shy 
at demonstrating their love in public 
so ADK created a “Kissing Silhouette” 
with the main side of the booth being a 
screen. Once a couple went inside the 
booth, they could kiss as much as they 
like. The kissing silhouette of the couple 
appeared on the screen in the front. Each 
couple is given their kissing silhouette 
photo as a memory of the day, which can 
be posted instantly on social media.

Agency: ADK Tokyo

https://www.youtube.com/watch?v=TgYM73DqopE
http://www.jcdecaux-oneworld.com/2014/12/monoprix-rainbow-generator-billboard-paris/
https://www.youtube.com/watch?v=sMoWfma6R4I
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Keep out of children’s reach
Giant 3D special builds of Santana Antacid were 
placed on top of this building with a banner of a 
child reaching up. The copy line reads ‘Keep out 

of childrens reach’

Agency: Revolution Brasil. Brazil

The Pod Hotel 
Can sleep make you more productive at work?

To prove it, Breath Right Strips, a natural sleeping aid, built 
these Pod Hotels in downtown Montreal, Ottawa and Toronto. 

 
Workers book 20 minute naps, wearing the strips of course. 
Then they go back to the office feeling refreshed and, of 
course more productive. 

Agency: Blammo, Toronto, Canada
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Top Rated DesignsTop Recalled Campaigns

Top Call to Action Ease of Understanding Aimed at me

November 2014 // Cycle 23 - 24

72% 1st

59% 2nd

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

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

Erin Dine-Ins // 
Format: 6 Sheet // 
Creative: Havas Worldwide //  
Media: Starcom //   
ooh Specialist: Source out of home

Erin Dine-Ins // 
Format: 6 Sheet // 
Creative: Havas Worldwide //  
Media: Starcom //   
ooh Specialist: Source out of home

Avonmore Super Milk // 
Format: Adshel // 
Creative: Irish International //  
Media: Carat //   
ooh Specialist: PML 

Paddington Bear - Studio Canal //  
Format: 48 Sheet // Media: Media Bureau   
ooh Specialist: PML

Dunnes Stores // Format: Golden Square 
Creative: Cawley Nea / TBWA // Media: Carat   
ooh Specialist: Source out of home 
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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

December 2014 // Cycle 25 - 26

1 Coca Cola € 747k

2 Vodafone Christmas € 566k

3 Cadbury Unwrap Christmas € 488k

4 Meteor - Christmas € 483k

5 McDonald's Eurosaver € 443k

6 TV3 - Red Rock € 436k

7 Heineken Lager € 394k

8 Dunnes Stores € 364k

9 An Post € 254k

10 Carlsberg € 247k

11 Jacob's Elite Biscuits € 214k

12 The Hobbit - Battle of Five Amries - Warner € 208k

13 Opel Corsa € 206k

14 Sky Movies - Christmas € 188k

15 BMW i € 183k

Mondeléz // Format: Purchase Point  
Media: PHD //  
ooh Specialist: PML

Dunnes Stores // Format: Golden Square  
Creative: Cawley Nea / TBWA // Media: Carat 
ooh Specialist: Source out of home

Display Value

Small Format Large Format Transport Ambient Digital

Coca Cola gave a little happiness, being 
the largest campaign in the run-up to 
Christmas with Soft Drinks the fifth 
largest sector. Telecoms was the largest 
sector with Vodafone and Meteor the 
main players. Not surprisingly it was 
a very strong month for retailers with 
Dunnes Stores, JD Sports,Life Style 
Sports and Debenhams all featuring 
strongly. Films competed the top three  
led by the concluding Hobbit adventure 
and British comedy Get Santa - both 
Warner Bros releases. Confectionery 
& Snacking and QSRs were both up 
substantially on the same month 
in 2013 with notable campaigns by 
Cadbury, Jacob’s and McDonald’s 
Eurosaver.

€k €100k €200k €300k €400k €500k €600k €700k

Coca Cola
Vodafone Christmas

Cadbury Unwrap Christmas
Meteor - Christmas

McDonald's Eurosaver
TV3 - Red Rock

Heineken Lager
Dunnes Stores

An Post
Carlsberg

Jacob's Elite Biscuits
The Hobbit - Battle of Five Amries - Warner

Opel Corsa
Sky Movies - Christmas

BMW i

Display Value

Small Format Large Format Transport Digital Ambient

mailto:colum%40pmlgroup.ie?subject=Engage%20Posterwatch
mailto:james%40pmlgroup.ie?subject=Engage%20Posterwatch
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Top Categories

1 Telecoms € 1,663k

2 Retail Outlets € 1,628k

3 Films € 1,268k

4 Confectionery & Snacking € 1,086k

5 Soft Drinks € 1,031k

6 Tourism & Travel € 1,019k

7 Media € 926k

8 Beers & Ciders € 920k

9 Motor Trade € 781k

10 QSRs € 780k

Display Value

Small Format Large Format Transport Ambient Digital

€k €200k €400k €600k €800k €1,000k €1,200k €1,400k €1,600k

Telecoms

Retail Outlets

Films

Confectionery & Snacking

Soft Drinks

Tourism & Travel

Media

Beers & Ciders

Motor Trade

QSRs

Display Value

Small Format Large Format Transport Digital Ambient

% Change on 2013

-21%

23%

8%

275%

-15%

-20%

28%

27%

2%

81%

December 2014 // Cycle 25 - 26
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January
16th Christy Moore. Bord Gáis Energy Theatre

18th – 
21st 

Showcase Ireland. RDS

10th – 
Feb 8th 

The Walworth Farce. The Olympia Theatre

28th – 
Feb 1st 

Temple Bar Tradfest

February
3rd – 
14th

Jesus Christ Superstar.  
Bord Gáis Energy Theatre

7th Six Nations Italy v Ireland. Stadio Olimpico

13th Guinness PRO12 Ulster v Benetton Treviso. 
Kingspan Stadium

14th Guinness PRO12 Munster v Cardiff Blues. 
Irish Independent Park

15th Guinness PRO12 Leinster v Newport Gwent 
Dragons. RDS

14th Six Nations Ireland v France. Aviva Stadium

20th Guinness PRO12 Leinster v Zebre. RDS

21st – 
22nd

Into The West - WestExpo. RDS

23rd – 
28th

Dine in Dublin Restaurant Week

27th Guinness PRO12 Ulster v Scarlets.  
Kingspan Stadium

28th Guinness PRO12 Munster v Glasgow Warriors. 
Irish Independent Par

March
1st Guinness PRO12 Connacht v Benetton Treviso. 

Sportsground

1st Six Nations Ireland v England. Aviva Stadium

4th Noel Gallagher's High Flying Birds. 3Arena

Noel Gallagher is back… and he’s coming to Dublin in 
March! Promoting the release of his second solo studio 
album entitled ‘Chasing Yesterday‘, Noel Gallagher and his 
High Flying Birds will be performing live at The 3Arena in 
Dublin on Wednesday the 4th of March 2015.

For your chance to win two tickets to see Noel Gallagher’s 
High Flying Birds, simply answer the below question:

The famous Luncheon of the Boating Party, included 
in Stena Line’s latest campaign, was painted by which 
famous artist? (Hint: the answer is on page 6) 
1) Pierre-August Renoir 
2) Leonardo da Vinci 
3) Vincent van Gogh

Send your answers to: competitions@pmlgroup.ie.  
Closing date for entries is Tuesday 20th January.

Last Month’s Winner 
Congratulations to Tiernan O’Moráin, Bacardi who won 
tickets to Elf the Musical.

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/
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