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Mr Tayto is shown to be much more 
than a crisp in Tayto Crisps’ new 
outdoor campaign.

The campaign, planned by Vizeum 
and Source out of home, is running 
alongside Tayto Crisps new TV 
advert and shows Mr Tayto helping 
people during potentially mortifying 
situations, such as fashion disasters 
and losing your dignity on social 
media.

This fresh and witty creative from 
Publicis certainly shows Mr Tayto to 
be more than just a crisp and enables 
the brand to target a market that are 
not their typical audience; people aged 
18-24. The ooh promotion is running 
on Store Points, 48 Sheets, Supervalu 
Screens, 6 Sheets, Retail Adtower and 
DigiTower, as well as a 3D 48 Sheet 
special.

Also part of the ‘More Than Just a Crisp’ campaign was Tayto’s pop-up shop on Wicklow St, where crisp sandwiches were 
sold in four tasty flavours: the Cheese and Onion Classic, the Salt and Vinegar Sarnie, the Smokey Bacon Butty and a Prawn 
Cocktail treat. The pop-up shop was opened by McCann Blue until St Patrick’s Day and Tayto is donated 1 euro from every 2 
euro sandwich sold to the Dublin Simon Community.

Mr Tayto is ‘More Than Just a Crisp’
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In November 2014 EBS Mortgages ran an extensive 
outdoor campaign to promote the flexibility of its mortgage 
appointments for customers. EBS is continuing to promote 
this message in 2015 through strategic placement of 
outdoor advertising, combined with sharp creative that 
allows EBS Mortgages to really fit in with its advertisements’ 
surroundings.

Planned by Starcom and Source out of home, the bank are 
running on a variety of ooh formats in gyms, cinemas and 
on shop fronts in Dublin city centre. The creative, by Irish 
International, is designed to adapt to each environment 
and emphasise the fact that EBS will arrange mortgage 
appointments at any time that suits its potential customers, 
rather than the usual ‘nine to five’ hours.

For example, in gyms they used such copy lines as: ‘We’ll 
meet at a time that suits you. So you can still do that work 
out.’; ‘We Work Out – side of office hours’; and ‘Our time is 
more flexible than a yoga teacher’.

The advertiser ran similar targeted ooh on Street Skins on 
shop fronts during their closed hours, highlighting how EBS 
Mortgages’ work isn’t done even when the standard business 
day is. The campaign is also running in cinemas where the 
creative poses questions to passers-by, asking if they saw 
something they really liked or wanted to see the ‘big picture’,  
further emphasising that EBS is there for customers 
whenever they want to talk about getting a mortgage.

Rhoda McDonagh, Marketing Manager at EBS, said “We’re 
delighted to announce a media first for EBS, securing the rights 
to advertise in some of Ireland’s top gyms and fitness clubs, 

but not in the way you’d expect. We have branded all warm-
up and Yoga mats in each of the sites selected, as well as 
specially designed decals on the main mirrors throughout the 
exercise floor. These outlets are heavily biased towards first 
time buyers in terms of membership age profile and the fit with 
the EBS brand is obvious. It is an imaginative and different way 
to connect with our target audience and to show them what 
the EBS offering is about, as opposed to telling them. We’ll be 
playing on the flexibility theme with our material, guaranteed 
to raise a smile from the thousands who pass through the 
turnstiles every week. No other organisation has ever used gym 
locations in this way, so we’re very pleased to deliver this first 
for the EBS brand.”

EBS Mortgages tailors ooh 
to suit its surroundings
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Ikea’s current outdoor campaign is all about the ‘joy’ of storage, 
and includes innovative specials to further strengthen the 
ooh advertising’s impact on the street.

‘The Joy of Storage’ celebrates the difference great storage 
makes. Following from the witty storage TV advert that 
launched in January, Vizeum and Source out of home have 
planned a strong outdoor campaign running on Adshel and 
bus shelter wraps, Metropanels, as well as 3D special builds 
on Golden Squares and 48 Sheets.

On the 3D billboards the creative, by Mother London, shows 
clothes and books ‘flying’ into Ikea storage space, showing 
potential consumers a different way to think about the usually 

mundane task of storing clothes and household items. The 
creative in this campaign also reveals the ideal solution to 
peoples’ storage problems: shopping at Ikea.

“Storage has long been a very functional part of home 
improvements, but at Ikea we see things differently. Whether 
you have a detached house in the country or a one-bed flat 
in town, we know that there is joy and satisfaction in giving 
the things you love a home, whatever your storage needs are,” 
said Peter Wright, Ikea UK and Ireland marketing manager.

“‘The Joy of Storage’ is about the time saved and the stress 
reduced when you have things easily to hand, stored out of 
sight, or the freedom you get when things are in order.”

Ikea celebrates the Joy of Storage
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Diageo’s latest ooh campaign for Carlsberg continues 
the heritage theme that the brand has run in its 
recent outdoor promotions in Ireland, but with some 
fresh and clever creative from Irish International.

In the new creative the word ‘Copenhagen’ is etched 
onto the bottom of a pint glass filled with Carlsberg, 
along with the copy line ‘The sip of a lifetime’. This 
outdoor promotion plays with the idea of a ‘trip’ of 
a lifetime by referencing Copenhagen, where the 
Carlsberg headquarters are based; but by using the 
word ‘sip’ Carlsberg is highlighted as premium beer 
and the audience is simultaneously reminded of the 
brand’s Danish heritage.

Planned by Carat and Source out of home, the ooh 
campaign is running on standard and HD 48 Sheets, 
Golden Squares, Metropoles, Adshel, T-Sides and A1 
posters in pubs.

Carlsberg has also recently launched a new TV 
campaign, with the latest installment of its long-
running ‘If Carlsberg did…’ promotion focusing on 
supermarkets. The ad, created by 72andSunny 
Amsterdam, can be viewed here online.

“’If Carlsberg did’ remains one of the most iconic and 
recognisable advertising slogans in the world’ said 
senior brand manager Dharmesh Rana. “Through 
the new television ads and wider marketing campaigns 
for Carlsberg we will begin to dial up the brand’s 
authenticity and heritage credentials which date back 
to our brewing founder, J.C. Jacobsen in Copenhagen.”

Huawei Technologies has 
introduced a new vision of 
smartphone design with the 
Huawei Ascend G7. To promote 
its new premium smartphone, 
Huawei launched its first ooh 
campaign in Ireland.

Planned by Clear Blue Water 
and PML, Huawei ran a targeted 
campaign on 48 sheets and dPods 
in cycle 3 and 4, as well as 6 sheets. 
The creative in the campaign 
emphasises the high-end quality 
of the 5.5” screen on the Ascend 
G7, using the copy line ‘Big world. 
Bigger window’. It has a rear-facing 
13MP camera and front-facing 
5MP camera, so whether you’re 
recording a HD video, capturing 
a stunning portrait or taking a 
panoramic selfie, Huawei’s new 
smartphone delivers every time.

Carlsberg gives you the sip of a lifetime

Huawei launches first ooh campaign in Ireland

https://www.youtube.com/watch?v=00BntiFNeBc
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The latest step in the integration of Three 
and O2 Ireland into a single operator took 
place on 2nd March, when O2’s 1.5 million 
customers were switched over to Three. 
To mark this stage of the rebrand and 
welcome its 1.5 million new customers, 
Three launched an extensive outdoor 
campaign.

Planned by MediaVest and PML, formats 
in the campaign include Golden Squares, 
96 and 48 Sheets, Transvision, Commuter 
Squares, 6 Sheets, Europanels, mobile 6 
and 48 Sheets and Digivan. Three also ran 
innovative ooh, with 3D special builds on 48 
Sheets and Golden Squares having party 
string appear to burst out of the billboard; 
and Wrapped Luas Columns with balloon 
builds placed on top of the column.

Speaking of the switch over of O2 customers to Three, Three CEO Robert Finnegan said that this “…is another exciting milestone 
for Three – we are now one brand with one customer base of over two million customers,” said Three CEO Robert Finnegan.

“We are making significant progress in bringing the latest technology to our customers in Ireland. Three is investing €300m to build a 
state of the art superfast network. Our customers across the country will benefit from this investment with an improved experience 
and high speed data coverage in more locations than ever before.

“The best parts of both Three and O2 will now be available to our combined customer bases, including award-winning service from 
two customer care centres in Ireland.”

Boys and Girls worked on the creative for the Three ooh campaign.

Three welcomes 1.5 million new customers
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Think it up! We’re giving you the opportunity to let 
your creativity run wild  and wow us with your weird, 
wonderful and fun ideas!

Type it up! We then want you to describe your idea in 
7 words. No more no less!

Share it up! Finally Tweet your 7-word idea to 
@7UPIreland using the hashtag #7UPIdeasHub. Or 
snap a picture of your idea written down, and upload 
it to Instagram with the hashtag #7UPIdeasHub. 

To give you some inspiration take a look at some of 
these fun and original ideas!

“A Kid’s scooter that carries itself home” or an “Alarm 
clock that starts the shower running”

7UP Free believes that everyone is naturally unique and original, that’s why for our latest outdoor 
campaign we’re asking commuters to share their own unique 7 word ideas!

So how does it all work I hear you say?

CREATIVE INSIGHT
Andrew McCleave from Irish International gives 
us an insight into the current 7UP Free campaign 
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A 96 Sheet with a difference from 1998 here with Cadbury 
cleverly using the medium in the message. Oasis, Father Ted, 
Eric Cantona……and giant purple snacks on billboards. The 
90’s had it all!

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 campaign that caught my eye this month was the Cadbury DairyMilk campaign. This campaign 
ran on both traditional and digital formats with the digital units changing the design to a different 
bar of chocolate each day. 

With the instantly recognisable Cadbury colour and the use of a selection of different Cadbury bars 
on show on the 48 sheets and 6 sheets, this campaign was very eye-catching and definitely made 
me want to #freethejoy and grab a bar of DairyMilk on my way to work!

Flashback

ooh I Like...

Mondeléz //   
Media: PHD // Creative: Fallon  
ooh Specialist: PML
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Everyone’s movements on the internet 
get tracked and this is used by 
advertisers to make the advertising 
a lot more targeted and personal. 
Who hasn’t encountered ads on the 
internet for those products they 
have been looking at for the last few 
days? Because of the vast amounts 
of data available through the internet 
to advertisers, the ads online are 
more and more personalised than 
ever before. Ads are served to a 
website’s visitor based on their age, 
gender, location, hobbies, preferences, 
favourite movies, favourite food etc. 
This is even starting to happen in TV 
nowadays, where the advertising 
shown in between shows is 
personalised according to the data 
linked to the Smart TV box. So you and 
your neighbour could both be watching 
the same TV show live, but are served 
different ads during the break.

Say cheese! dooh based 
on human emotion
By Kevin Proctor, Integration PSI

Advertising is all about getting the right message in front of 
the right people at the right time. With the world becoming 
more digital at a starting pace and the dawn of the Internet 
of Things, data is becoming more intrinsic in being able to 
do exactly that. Every form of advertising accessed by a user 
through a personal device (e.g. laptops, tablets, smartphones 
and even TV) is being served to them based on different types 
of data available to the advertiser. This is usually historic 
data, as in they know which websites you have recently 
visited, which apps you have used or which TV show you have 
been watching or might watch. And we’ll see these different 
platforms integrate more and more in the coming months & 
years.

Advertisers are always trying to stand out from the crowd. 
Nowadays a good way of standing out is to be creative with 
data or technology informing a platform which ad to serve 
to its user. All the above mentioned is very difficult for out-
of-home advertising as the ads are not served to a user’s 
personal device, so there is currently  (although Posterscope 
are pioneering a programmatic capability for dooh) no 
historic real-time data directly available yet to inform which 
ads should be served. It is important to always be on the 
lookout for new data sources and new technologies that could 
enhance and inform out-of-home advertising campaigns.

One of those technologies that could be integrated is 
CrowdEmotion; a cloud based facial coding technology 
that can measure emotions using any camera, for example 

a small camera installed in a billboard. The technology 
captures micro-facial expressions and then uses algorithms 
and machine learning across millions of faces to link those 
expressions to emotions, moods, needs and actions. This 
technology could in theory inform digital ooh platforms 
which ad to serve when a person is standing in front of it, 
by analysing their facial expressions and determining which 
mood they are in. This could be copy sensitive, with the 
message changing, or product sensitive, with the product 
advertised changing for example.

Imagine a consumer walking passed a digital billboard in the 
city centre of Barcelona. As people pass by the digital screen 
the built-in camera detects their mood and the ad changes 
from a general branding message to a personalised one: 

“You look happy, let us make you even happier with our new 
fragrance! Now half price.” or “Don’t be down, here is a little 
treat from us to brighten your day – get our new fragrance 
half price today”. There are endless opportunities here to 
personalise the message and have a real impact on the 
person passing by. Integration of these technologies is not 
just a one campaign gimmick, these could be scaled for real-
time, cross market and long term campaigns to serve more 
relevant, interesting content.
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Staff Promotions in 
PML and Source out 
of home.
PML Group is pleased to announce 
a number of promotions  in the 
Client Service teams at PML and 
Source out of home. 

(L - R) Orlagh Keane, Account 
Manager Source out of Home, 
Laura O’Kane, Senior Account 
Executive PML, Jennifer Byrne, 
Senior Account Executive PML, 
Grainne McNamara, Senior 
Account Manager PML and 
Aoife Dempsey, Senior Account 
Executive Source out of home. 

Oran Burke, Laura O’ Kane, Nicole Carragher and James Byrne 
from PML Group (a.k.a “48 Shades”) who took part in the Wide 
Eye Media quiz for their first birthday celebrations. 

James presenting Barry Delaney, EBS and 
Eimear Duggan, Starcom with their Poster 
Impact Award for Best Design Transport

Amy presenting 98FM with their Poster Impact 
Awards for Top Recalled 6 Sheet
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Swing Sign
Milwaukee-based COA Youth & Family 
Centres (COA) partnered with C-K/Milwaukee 
to raise awareness of the positive impact 
parents’ involvement with their child’s 
education has on chances of success in the 
classroom. The campaign brings interactive 
learning displays, or “guerrilla classrooms,” 
to life around the Milwaukee area.

Agency: C-K/Milwaukee

Ogilvy Paris takes sculpture 
to the roads to reach Allianz 
car insurance customers
Ogilvy Paris decided car insurance was boring and 
chose to ‘ disrupt’ things (as you do these days) with 
a moveable outdoor sculpture for client Allianz, 
plonked in the places you really wouldn’t want to 
break down – like an autoroute.

The sculpture’s first appearance was at the Paris 
Auto Show, which has over 1.2m committed car 
enthusiast visitors. Click on video icon to view video. 

Agency: Ogilvy Paris 

Zee News: The Misunderstood 
Scoreboard 
As India meets Pakistan in the Cricket World Cup DDB Mudra 
erected a special scoreboard. Click on the video icon to view 
video.  

Agency: DDB Mudra Group

https://www.youtube.com/watch?v=mS6w0s70McU
https://www.youtube.com/watch?v=JnCTwFnZYAI
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Nissan X-Trail: Xtreme 
Pizza Delivery Service
Following the success of the ‘Xtreme Pizza 
Delivery Service’ campaign last year, Nissan 
has once again joined forces with PIZZA-LA, 
Japan’s largest pizza chain, to re-launch the 
service, this time catering to winter sports 
fans.

The ‘Xtreme Pizza Delivery Service’ ran for 
the first two weeks of February. Delivering 
to remote locations in the snowy mountains, 
over difficult terrain and through tough 
weather conditions, Nissan proved once more 
that no location is impossible for an X-TRAIL. 
For the winter edition of ‘Xtreme Pizza 
Delivery Service’, TBWAHakuhodo helped 
Nissan recruit the world’s top snowboarders 
and winter athletes as delivery crew, offering 
wages of 500,000 yen per day. Click on video 
icon to view video. 

Agency: TBWAHakuhodo Tokyo

Hooks 
El Furniture Warehouse was looking for a 
new way to promote its winter coat drive 
in Canada.

Ad agency MacLaren McCann came up 
with the idea to create street posters to 
promote the message but with an added 
twist whereby the general public could 
donate their coats by leaving them on the 
actual ads.

The posters, placed in key locations, 
featured a bold message stating ‘That 
jacket you’re wearing sucks’. It then 
highlighted the coat drive message to 
‘Leave your old, tired, played out, shitty 
jacket here’ – underneath which there 
feature coat hooks for the public to leave 
their donations. 

El Furniture Warehouse collected 200+ 
coats to help the less fortunate keep 
warm during the winter months.

Agency: McCann

http://www.bestadsontv.com/ad/68895/Nissan-X-Trail-Xtreme-Pizza-Delivery-Service
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Top Rated DesignsTop Recalled Campaigns

January 2015 // Cycle 1 - 2

74% 1st

59%

55%

2nd

3rd

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

Tesco Mobile // Format: Adshel 
Creative: Target McConnells // Media: Initiative  
ooh Specialist: PML

eircom Bundles // Format: Adshel   
Creative: DDFH&B // Media: Vizeum  
ooh Specialist: Source out of home

Avonmore Slimline Milk // Format: Purchase Point  
Creative: Irish International // Media: Carat   
ooh Specialist: PML

Taken 3 - 20th Century Fox // Format: dPod 
Creative: Adept // Media: Vizeum   
ooh Specialist: Source out of home 

Cadbury Créme Egg // Format: 6 Sheet 
Creative: Fallon // Media: PHD   
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 UPC Broadband € 425k

2 123.ie € 347k

3 Halls € 303k

4 Sky Fibre € 271k

5 Meteor 4G € 267k

6 McDonald's Eurosaver € 242k

7 Guinness € 213k

8 Kinder Joy € 209k

9 98FM € 205k

10 Electric Ireland € 201k

11 AXA Insurance € 198k

12 Budweiser € 196k

13 Bord Gais Energy € 196k

14 Jupiter Ascending - Warner Bros € 188k

15 MaltEaster € 183k
Mondeléz // Format: Superside 
Media: PHD // Creative: TAG 
ooh Specialist: PML

Meteor // Format: 6 Sheet 
Creative: Rothco // Media: Vizeum 
ooh Specialist: Source out of home

Display Value

Small Format Large Format Transport AmbientDigital

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

UPC Broadband

123.ie

Halls

Sky Fibre

Meteor 4G

McDonald's Eurosaver

Guinness

Kinder Joy

98FM

Electric Ireland

AXA Insurance

Budweiser

Bord Gais Energy

Jupiter Ascending - Warner Bros

MaltEaster
Small Format Large Format Transport Digital Ambient

The most active category on 
ooh in February was telecoms 
with notable campaigns for UPC 
Broadband, Sky Fibre, Meteor 
4G, Vodafone, Three Rugby and 
Huawei. Other leading brands 
include 123.ie, Halls XS, and 
McDonald’s Eurosaver. 

Two growth sectors of note 
were Tourism & Travel, +45% 
(Air France, Emirates Airlines, 
Brittany Ferries & Low Cost 
Holidays.ie) and Energy, +312% 
(Electric Ireland – Nest, Bord 
Gais Energy, Energia).

February 2015 // Cycle 3 - 4

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

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

Top Categories

1 Telecoms € 1,510k

2 Finance € 1,426k

3 Confectionery & Snacking € 1,262k

4 Tourism & Travel € 1,176k

5 Media € 1,033k

6 Retail Outlets € 895k

7 Films € 867k

8 Energy € 726k

9 QSRs € 723k

10 Beers & Ciders € 671k

Display Value

February 2015 // Cycle 3 - 4

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

Telecoms

Finance

Confectionery & Snacking

Tourism & Travel

Media

Retail Outlets

Films

Energy

QSRs

Beers & Ciders

Small Format Large Format Transport Digital Ambient

Small Format Large Format Transport AmbientDigital

% Change on 2014

13%

2%

-4%

45%

-23%

-36%

-6%

312%

48%

15%

Ryanair // Format: Aircoach Wrap 
Media: PHD // Creative:  Dare 

ooh Specialist: Source out of home

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

Bank of Ireland // Format: 48 Sheet 
Creative: Cawley Nea/TBWA // Media: Carat   

ooh Specialist: PML

mailto:colum%40pmlgroup.ie?subject=Engage%20Posterwatch
mailto:james%40pmlgroup.ie?subject=Engage%20Posterwatch
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March
19th –29th Jameson Dublin International Film Festival

20th Usher. 3Arena

21st Six Nations Scotland v Ireland. Murrayfield 
Stadium

24th Morrissey. Odyssey Arena, Belfast

24th - 28th Oklahoma. Bord Gáis Energy Theatre

25th - 26th The Energy Show. RDS

25th - 28th Brendan Grace. Gaiety Theatre

26th Premier League Darts. 3Arena

27th - 28th Michael Flatley Lord of the Dance. 3Arena

27th Guinness PRO12 Leinster v Glasgow Warriors. 
RDS

27th Guinness PRO12 Ulster v Cardiff Blues. 
Kingspan Stadium

28th Guinness PRO12 Munster v Connacht. Thomond 
Park

29th Euro 2016 Qualifiers Republic of Ireland v 
Poland. Aviva Stadium

31st Nicki Minaj. 3Arena

April
1st - 18th Jersey Boys. Bord Gáis Energy Theatre

3rd Good Friday

5th Great Ireland Run. Phoenix Park

6th Easter Monday

6th Boylesports Irish Grand National. Fairyhouse 
Racecourse

7th Paul Simon & Sting. 3Arena

20th - 24th Smart Business Show. RDS

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

25th Guinness PRO12 Connacht v Glasgow Warriors. 
Sportsground

Paolo Nutini is coming back to Dublin in 2015! A Marlay 
Park Dublin headline show is planned for Saturday 4th 
July. Special guests have already been confirmed in the 
form of Imelda May, Alabama Shakes and Gaz Coombes!

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

What band did Gaz Coombes previously front? 
 
1) Supergrass 
2) Super Furry Animals 
3) Supertramp

Send your answers to: competitions@pmlgroup.ie.  
Closing date for entries is Friday 27th March.

Last Month’s Winner 
Congratulations to Sheena Breen, Carat who won tickets to 
Longitude Friday.

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/

