
Volume 6. Issue 8 – August 2015

It’s a jungle out there! 
IKEA goes wild

Nature Valley pops up all 
over the shop

How digital out of home 
can reach ‘unreachable’ 
millennials 

Engage

ooh always on media



2

In July, IKEA released “Monkeys”, an advertising campaign showing a troop of monkeys playing around in an IKEA METOD 
kitchen. Shot at the Jaguar Rescue Centre in Costa Rica, the film shows Howler, Spider and Capuchin monkeys turning a 
kitchen into their jungle playground. Water is poured, milk is drunk and bananas are discovered in the fridge. However when 
a coffee cup drops to the ground and breaks, the action is paused and rewound. The commercial is the latest instalment in 
the Wonderful Everyday campaign.

The IKEA Monkeys campaign was launched on July 11th in the UK and Ireland with a 60 second TV commercial, followed by a 
cluster of print, digital and outdoor executions. 

Planned by Vizeum and Source out of home, the outdoor element of the campaign launched on July 27th and included 
Metropoles, Commuter dPods, Transvision, Commuter Squares, 48 Sheets and Adshel. The creative by Mother London 
corresponded with the TV advert, showing the monkeys in an IKEA kitchen in the jungle.

Peter Wright, IKEA UK and Ireland Marketing Manager, said, “Lots of people think of cooking as a chore, so we want this 
campaign to encourage people to abandon those feelings and rediscover the joy of cooking, with partners, families, parents 
or friends. It is all too easy to think of just the eating as the enjoyable part, but at IKEA we see things differently. We know 
there’s fun to be had for all the family in the kitchen and we hope these cheeky monkeys will help people experience that for 
themselves.”

It’s a jungle out there! IKEA goes wild
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Diageo’s ‘We’re Open’ campaign for Smirnoff Vodka 
was back on out of home in cycle 16, with graffiti 
specials running on 48 Sheets in Dublin and Belfast. 

Source out of home worked with Carat and HeadCase 
to emphasise the inclusivity of the Smirnoff 
campaign on the graffiti specials. For example, 
Smirnoff ran two specials in Dublin, with one located 
at the Bernard Shaw hoarding in Portobello. The 
copyline included in this design is ‘Banter on Baggot 
St. or Cocktails on Camden St.’ Similar to its Dublin 
counterpart, the graffiti special in Belfast, located on 
Great Victoria Street, uses the copy ‘Botanic Ave or 
Cathedral Qtr’. With these location-specific designs 
Diageo is putting Smirnoff front of mind for potential 
consumers on nights out.

The campaign also included traditional 48 and 6 
Sheets, Golden Squares, Green Screen, T-Sides and 
Commuter dPods.

Smirnoff opens up
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Nature Valley popped up on the Luas Column in Stephen’s 
Green to celebrate the new Nature Valley Popcorn bars, now 
available in Cranberry & Yoghurt and Peanut & Sunflower 
Seed flavours.

The range of bars were launched to meet the needs of 
snackers looking for an alternative tasty treat, at home or on 
the go.

Planned by Universal McCann and Source out of home, a 
special build of the Nature Valley Popcorn bar was placed on 
the wrapped Luas Column. Other formats in this campaign 
include Luas Tram Sides and Skylines, Trolley Bays and two 
Mega Rears with a side wrap on Aircoach buses.

Paul White, marketing manager, Nature Valley, commented: 
“Snacking is becoming more and more important. In fact half 
of all eating occasions include snacks and this presents a 
huge opportunity for retailers. Our new range of Popcorn 
Bars is set to drive incremental snacking sales because it’s 
bang on-trend and meets the increasing need for delicious 
snacks that consumers can feel good about.”

Nature Valley pops up all over the shop
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Have you spotted Pac-Man on the streets? As part of Sony 
Pictures Ireland’s ooh campaign in the run up to the release 
of Pixels, OMD and Source out of home planned an innovative 
ooh campaign. A 3D build of Pac-Man was installed by Eclipse 
media on a 96 Sheet poster on Kevin Street. Needless to say, 
this out of home special is turning a lot of heads!

Watch out for Pac-Man!

https://www.youtube.com/watch?v=B1joUZN4At0
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lowcostholidays ran an experiential outdoor 
campaign last Saturday 15th August, tying in with 
Ireland’s Rugby World Cup warm-up match against 
Scotland. In the build up to the match at Aviva 
Stadium, lowcostholidays had a cardboard cut-out 
special placed around locations close to the Aviva, 
so that match-goers could get a photo of themselves 
posing in the cut-out. 

Havas Media worked with PML and Dynamic Events 
on the experiential campaign. The promotion tied 
in very well with social media as people were 
encouraged to post photos with the cut-out on twitter, 
using the hashtag ‘#giveusatry’, for the chance to win 
a €200 holiday voucher. 

Not only did one lucky person see Ireland beat 
Scotland at the Aviva, but they also won a holiday 
voucher courtesy of lowcostholidays!

Lowcostholidays encourages rugby fans to #giveusatry

The usual suspects are popping up everywhere. The public 
is searching high and low for two shady characters going 
by the colours Red and Yellow . Clues to their whereabouts 
are being put out on Facebook with the inducement of daily 
€€€ rewards. They’ve achieved some notoriety already with 

their faces splashed across Adbox and Mall 6 Sheets plus 
Bus T-Sides and Super Rears. They must be nuts if they think 
they’re not going to get caught. Thanks to the good folks 
at Mars, MediaVest and Irish international for keeping the 
search going.

Nationwide M(an) Hunt 
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Stefan Schmidt is to chair the judging panel for the 25th Outdoor Awards. Schmidt started out as a Copywriter at 
Publicis in Frankfurt in 1987. He rose to fame at Ogilvy & Mather in the early 90’s, where he created campaigns for 
Deutsche Bahn and American Express.

Schmidt left Ogilvy in 1994 to join Springer & Jacoby in Hamburg working on Spiegel and Mercedes Benz and in April 
1999 he was one of the founding members of S&J International in London.  In April 2002 Schmidt took over the role of 
Chief Creative Officer of TBWA\Germany and in December 2009 TBWA appointed Stefan to the post of Creative at Large/
Europe. In January 2012 he opened his own creative shop in Berlin together with his Art Director Kurt Georg Dieckert 
who he partners with since the mid-nineties. 

Schmidt has won hundreds of international creative awards for Mercedes Benz, Lufthansa, Spiegel, Playstation, adidas 
and Kawasaki including Cannes, Clio, Euro ADC, Eurobest, Golden Drum, D&AD and New York Festival. He is a member 
of the German Art Directors Club and the British D&AD. 

Horizon has launched its Digital Display Charging Pods, which utilise cloud technology to deliver remotely managed 
advertising content through high-definition display screens. The pods also have six smartphone charging compartments. 
Key-coded to enable complete safety and security, they allow for consumers to power charge their phones on the go, a 
service that is increasingly sought after. These pods can be used in events or as permanent displays, Horizon provide 
full support including content creation, installation and maintenance. Once they’re installed in location, Horizon’s team 
of experts will remotely control the digital display, allowing for quick and easy marketing message rotation.

In 2014, Dublin Bus made 16,883 trips a week, travelled 57 million km and carried 119 million passengers. It’s the 
biggest public transport provider in the state with 110 routes, including 19 high-frequency ones that criss-cross the city.

Passenger numbers at Dublin Airport increased by 15% to 11.5 million during the first six months of the year according 
to daa. The Dublin to London air route is the second busiest international route in the world behind Hong Kong - Chinese 
Taipei according to last published figures from the International Air Transport Association (IATA).

Dunnhumby have been selling Tesco Ireland’s Store Points format since cycle 17. The Tesco Store Points were previously 
sold by Visualise, who continue to sell POPAd shopping trolley handles in multiples.

62 digital screens, called AerPods, have been installed throughout Terminal 1 and Terminal 2 in Dublin Airport and are 
available to book from cycle 19 onwards. The AerPods are 70” and will run 6 x 10 seconds ads per screen per minute. 
The AerPods allow advertisers to target arriving and departing passengers in both T1 and T2.  

Elonex have launched new digital screens in Meadowlane Shopping Centre, Magherafelt. The portrait screens are 55” 
and each screen has 6 slots of 10 seconds each. The estimated audience figure for Meadowlane Shopping Centre is 
134,000 per week, with approximately 56% female visitors and 44% male.
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Vote with your Feet
We're frummaging to find a campaign we like 
more than this work for Irish Rail. The concept 
was designed to get people to reflect on their 
social behaviour on public transport and to 
#GiveUpYourSeat when needed.

Great use of long copy in the in-carriage dwell 
time environment while the made up words add to 
the intrigue. Readers of The Drum evidently agree 
voting it Ad of the Week recently. Take a bow Carol 
Lambert and team at Publicis Dublin.

Client family day at Dublin Zoo

Thanks to all for coming along to our Family day at Dublin 
Zoo recently, a great time was had by all. 
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Leaving Cert results, CAO points, student digs…it’s a hectic 
time of year for college goers. 

A number of institutions have run recruitment campaigns 
over the past month. Studies show those who expect to finish 
school / college and/or start university in the next year are 
heavily exposed to ooh. They are 70% more likely to be in 
the top ooh media quintile (20%) while 43.8% of them have 
used some form of public transport in the past week (rising to 
72.4% in Dublin). Source: TGI 2014.

Another Brick in the Wall

ACCA: Assoc. of Chartered Certified Accountants  
Creative: ICAN Limited // Media: ICAN Limited 
ooh Specialist: Source out of home

Griffith College Dublin  
Creative: Atomic // Media: ZenithOptimedia Limited 
ooh Specialist: PML

National College Of Ireland  
Creative: EyeCue // Media: Optimum Media Direction (Ireland) Limited 
ooh Specialist: Source out of home

Dublin Business School  
Media: Initiative Media Dublin 
ooh Specialist: PML

Rathmines College 
Media: MediaVest Ireland Limited 
ooh Specialist: PML
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How digital out of home can  
reach ‘unreachable’ millennials
By Gordon MacSween of Captive Media UK

There seems to be a feeling these days that if advertisers are 
going to reach that super-elusive young, male audience they 
have to use the latest technology and trendiest advertising 
media to have a chance of getting their message across.

After all, the theory goes, like the rest of the technically super-
literate, “millennials” are glued to their phones, tablets and 
other devices – so those are the only channels for grabbing 
their attention and getting branded messages through.

But recent research suggests that audiences are turning 
away from online advertising, where it interrupts their online 
activities. According to the Economist, more than 200 million 
people now run ad-blocking software. And analysis by Adobe 
and Pagefair suggests the problem is most extreme among 
younger audiences. In fact Pagefair claims that on some 
online video gaming sites, more than half of ads get blocked.

It’s been estimated that consumers receive more than 
600 advertising messages a day from all sources, so it’s 
no surprise they operate in a state of what Ofcom termed 

“continuous partial attention.” And nowhere is that more true 
than among young men. They consume far less traditional 
media now, especially in real time. The latest research also 
suggests they are out and about 30 per cent more than a 
decade ago, while multi-tasking on social media. So how can 
advertisers cut through with relevant, branded messages, 
without triggering the opt-out that’s only ever a couple of 
clicks away?

Counter-intuitively maybe, an increasing number of 
advertisers are turning to carefully selected digital Out of 
Home media (in the real world or “IRL vs URL”), which can 
engage young men in bold and exciting ways while they out 
with their mates. The market has been growing at a compound 
16 per cent per annum since around 2011, according to PQ 
media – faster than paid search. But it’s not enough just to 
broadcast messages.

Brands have to give consumers something in return : a 
reward, something sharable and engaging they will enjoy – 
ideally as a group. For example, Games developer Ubisoft 
recently launched a digital out of home campaign on London 
bus shelters to promote its new Xbox One fitness game 

“Shape Up”. The campaign used a mix of dynamic and linear 
content, with Transport for London bus information linked to 
Grand Visual’s OpenLoop platform, to set commuters physical 
challenges to complete before their bus arrived.

In-bar digital screens also provide scope for engaging guys 
on a night out. London firm Captive Media develops irreverent, 
branded video games filling one of the increasingly rare 
periods when male consumers have genuine “dwell time.”

In a high-profile campaign in the run up to the General Election, 
cancer charity Anthony Nolan sponsored a Captive Media 
game which used the fun of firing tomatoes at politicians 
as a way of engaging punters and then hitting them with a 
serious message about registering on their blood donor list. 
Guinness ran a MatchPint-branded video game during this 
year’s Six Nations Rugby Championship and DrinkAware has 
used a quiz to drive awareness of its key messages.

The novelty of the medium seems to produce higher levels 
of impact. Anthony Nolan gained 164,000 engagements and 
a 75 per cent uplift in donor registrations; Guinness’s game 
resulted in a 110 per cent rise in Guinness redemptions 
while DrinkAware gained a 41 per cent rise in unprompted 
awareness.

So it’s clearly possible to get through to young males. It’s just 
a matter of finding them at a time when they’re in a receptive 
mood and engaging them with an experience they love – with 
a brand wrapped around it – rather than forcing engagement 
with otherwise passive formats.

Captive Media owns and runs the fastest growing bar 
medium in the UK. Having attracted a total of £2m in funding 
since 2012 – including the London Co-Investment Fund – the 
company has developed and patented unique technology to 
run in-bar games and ads across a nationwide network.
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'Nude' Baristas Take Over a Coffee Shop for Nestlé's New Creamer Campaign

Hyundai Drive Safe
Hyundai created an in your face campaign to raise awareness 
of the dangers of using your phone behind the wheel.

At first look a smartphone with a smashed screen then it 
morphs into a car, including wing mirrors and lights, with a 
smashed windscreen. 

Agency: Punto Ogilvy Montevideo 

For Nestlé's Coffee-Mate Natural Bliss all-digital campaign, 
the brand's marketers wanted to do something with a little 
shock value. So they took over an Irving Farm Coffee Roasters 
store in New York with baristas wearing essentially nothing 
but body paint.

"It was a one-day pop-up, and it was totally new for us," said 
Codie Richards, shopper marketing manager at Nestlé. "We 
know that consumers want something natural in their 
creamer. So what better way to talk about it and make some 
noise?"

Additionally, other performers sat "nude" among the 
customers in the café-style shop. From several hours of 
footage, Nestlé and 360i created a one-minute, 33-second 
video and a 30-second clip to be pushed on Facebook, 
YouTube and other digital channels.

Using the hashtag #NaturalBlissCafé, the team hopes to turn 
heads on social media with an au naturel strategy that's 
slightly skewed toward millennial consumers.

"Nobody really sits around and thinks about coffee creamer," 
said Michael Nuzzo, group creative director at 360i. "But 
when they do, they kind of go, 'Hmmm.' It was fantastic how 
gung ho the [store] customers were about the product."

Pierre Lipton, chief creative officer at 360i, humorously 
observed that it was easy to distinguish the locals from the 
tourists coming into the java hangout, which is located in 
Manhattan's trendy Lower East Side neighborhood.

"The New Yorkers were more shocked that the coffee was free 
than by the naked people making it," he said. "They casually 
took in that the people were naked and then found out their 
drink was complimentary, and they were like, 'Really?'"

Agency: 360: New York

https://www.youtube.com/watch?v=Zp2mEY3QtlY
https://www.youtube.com/watch?v=Bm3PmZogK0w


12

JetBlue and Coca-Cola Team Up to Surprise Generous Consumers
For the recent "Share a Coke With Humanity" stunt at New 
York's Penn Station conceived out of Rokkan, JetBlue placed 
a Coca-Cola vending in the middle of the train terminal for 
just one day. Those who used it were treated to an extra, 
unexpected can. What they did with that second serving 
determined their fate. If they passed it on to another person 
on the spot, they got an extra treat -- two round trip tickets 
to a destination of their choice, courtesy of JetBlue.

Approximately 70 shares of the extra Coke were between 
strangers, the most common reason being something in the 
vein of "I got two and only needed one, why wouldn't I share 
it?" according to the agency.

Agency: Rokkon. New York

A beercycling project dubbed "From piss to pilsner" invited 
attendees of Roskilde Festival to leave deposits for local 
farmers to use as fertilizer for barley crops grown to make 
beer.

The 100,000 live music lovers from the week-long festival at 
Roskilde may get the opportunity to actually taste the fruits 
of their bladder-emptying labours.

Males could just let the fluids flow into urinals positioned 
strategically throughout the festival grounds, but females 
wanting to contribute to the project had to use a P-Mate 

disposable urine director. Waste from collectors and 
specially-designed storage tanks will go on to fertilize the 
barley crops in nearby fields. That malting barley will then be 
used to make beer for the 2017 music festival.

"The beercycling project is certainly a fascinating proposal for 
a sustainable solution where urine isn't just sent down the 
drain, but becomes a useful resource," said Henrik Rasmussen, 
Managing Director of the Roskilde Festival. "It is a project 
which extends beyond the festival itself and it underlines that 
the Roskilde Festival is a fantastic laboratory for testing new 
sustainable solutions that could benefit society."

http://creativity-online.com/work/jetbluecocacola-share-a-coke-with-humanity/42769
http://on.aol.com/video/from-piss-to-pilsner-518939839?socialmd=0%7C577%7C92%7C2
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Top Rated DesignsTop Recalled Campaigns

June 2015 // Cycle 12 - 13

60% 1st

50%

50%

2nd

3rd

McDonald's Chicken Legend BBQ // Format: 48 Sheet // 
Creative: Cawley Nea\TBWA //  
Media: Mediaworks  // 
ooh Specialist: Source out of home //

Tesco Mobile // Format: Adshel  
Media: Initiative //  
ooh Specialist: PML //

KBC Current Account // Format: Adshel  
Creative: KesselsKramer // Media: Mediaworks  
ooh Specialist: Source out of home

KFC Chicken BBQ Sandwich //  
Format: Adshel // 
Media: Starcom  // 
ooh Specialist: PML //

Mercedes C-Class // Format: Metropole  
Creative:  // Media: Vizeum   
ooh Specialist: PML 

Nestlé KitKat // Format: 6 Sheet  
Creative: DDFH&B // Media: Mindshare  
ooh Specialist: Source out of home //
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Cycles 14 and 15 saw Telecoms, Beers & Ciders and Soft 
Drinks as the top three categories to spend on ooh.

Telecoms spend was up 25% compared to July last year, 
with Meteor and Three running campaigns and Vodafone 
featuring in the top 10 advertisers for July. upc was another 
top advertiser, promoting its Broadband services in cycle 15.

Diageo continues to be a strong spender on outdoor and 
was the top spender in July, with a 6.34% share of voice. 
C&C Group was also a big spender and the fourth highest 
advertiser on ooh. This highlights why the Beers & Ciders 
category was the second highest spender in cycles 14 and 
15, although its category spend was slightly down, by 9%, 
compared to the same period last year.

The summer vibe continued in July on out of home, with both 
PepsiCo and Coca Cola running campaigns in July to promote 
their soft drinks, PepsiCo ran an extensive ooh campaign in 
cycle 15 which promoted the variety of artwork used by 7UP 

on its cans since the 1930s. Following on from Soft Drinks as 
the third highest category on ooh, Confectionery & Snacking, 
whose spend was up 21% compared to July 2014. It was the 
fourth biggest spender as Mondeléz ran Cadbury campaigns 
and Unilever promoted HB Ice Cream.

The QSRs category was very active in July, with McDonald’s, 
Eddie Rockets, BurgerKing and Supermac’s all running 
outdoor campaigns; McDonald’s was also the fifth largest 
advertiser in July.

Tourism and Travel was another high spending category 
in July, with airlines such as CityJet, Aer Lingus and Swiss 
International Airlines promoting their flights.

Gum Litter Taskforce’s annual awareness campaign returned 
to out of home in July and ran the biggest promotion in cycle 
15, explaining why Political & Advisory is one of the top 10 
categories.

July on out of home 
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Top Campaigns
July 2015 // Cycle 14 - 15

Small Format Large Format Transport Ambient/NicheDigital

1 Gum Litter Taskforce € 365k

2 upc Broadband € 324k

3 7UP € 312k

4 McDonald's McCafe Iced € 270k

5 Bulmers Original € 267k

6 Meteor - Bill Pay € 248k

7 Vodafone 5GB € 247k

8 Guinness GAA € 246k

9 Magic Mike XXL - Warner Bros € 230k

10 Three - 4G € 230k

11 Barry's Tea € 227k

12 Ritz Crisp & Thin € 224k

13 Bank of Ireland - Mortgages € 218k

14 HB - Good Bye Serious € 214k

15 Tesco € 196k

Display Value

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

Gum Litter Taskforce
UPC Broadband

7UP
McDonald's McCafe Iced

Bulmers Original
Meteor - Bill Pay

Vodafone 5GB
Guinness GAA

Magic Mike XXL - Warner Bros
Three - 4G

Barry's Tea
Ritz Crisp & Thin

Bank of Ireland - Mortgages
HB - Good Bye Serious

Tesco

Small Large Transport Digital Ambient

upc
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Telecoms

Beers & Ciders

Soft Drinks

Confectionery & Snacking

Retail Outlets

Finance

QSRs

Films

Political & Advisory

Tourism & Travel

Small Large Transport Digital Ambient

Top Categories

Small Format Large Format Transport Ambient/NicheDigital

% Change on 2014

July 2015 // Cycle 14 - 15

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

25%

-9%

13%

21%

-10%

30%

4%

-12%

8%

10%

1 Telecoms € 1,807k

2 Beers & Ciders € 1,696k

3 Soft Drinks € 1,588k

4 Confectionery & Snacking € 1,281k

5 Retail Outlets € 1,126k

6 Finance € 1,031k

7 QSRs € 941k

8 Films € 881k

9 Political & Advisory € 685k

10 Tourism & Travel € 679k

Display Value

mailto:colum%40pmlgroup.ie?subject=Engage%20Posterwatch
mailto:james%40pmlgroup.ie?subject=Engage%20Posterwatch
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September
4th Euro 2016 Qualifiers Gibraltar v Republic of 

Ireland. Victoria Stadium Faro

4th - 6th Electric Picnic. Stradbally, Co Laois

4th - 6th Oscar Wilde Festival. Galway

5th England V Ireland. Twickenham Stadium

7th Euro 2016 Qualifiers Republic of Ireland v 
Georgia. Aviva Stadium

7th-13th Dublin Fashion Festival

12th Kinsale Shark Awards. Kinsale

19th Rugby World Cup Ireland v Canada.  
Millennium Stadium

22nd – 25th National Ploughing Championships.  
Ratheniska, Co Laois

27th Rugby World Cup Ireland v Romania. Wembley 
Stadium

October
4th Rugby World Cup Ireland v Italy.  

Olympic Stadium

8th Euro 2016 Qualifiers Republic of Ireland v 
Germany. Aviva Stadium

11th Euro 2016 Qualifiers Poland v Republic of 
Ireland. National Stadium, Warsaw

11th Rugby World Cup France v Ireland.  
Millennium Stadium

26th Dublin Marathon

26th October Bank Holiday

31st Halloween

31st Rugby World Cup Final.  
Twickenham Stadium

November
6th – 15th Cork Film Festival

After 3 years on Broadway, 2 years in the West End, a 
Grammy Award and 8 Tony Awards - including Best Musical 
- Once comes home to Dublin.

Set in Dublin, Once is the smash-hit, award-winning 
musical that has captured hearts around the world with its 
touching love story, glorious music and irresistible humour.  
It’s a celebration of music, love, and the city that inspired it. 
Now it’s coming home.

For your chance to win a pair of tickets to the final 
performance of Once on Saturday 12th September at the 
Olympia Theatre, just tell us:

Glen Hansard, star of the 2007 film Once, also starred in 
which famous Irish film?

a) The Snapper
b) The Commitments
c) The Van

Send your answers to: competitions@pmlgroup.ie.  
Closing Date: Friday 28th August.

Last Month’s Winner
Congratulations to Jennifer Rebaudo, Diageo, who won two 
tickets to Dylan Moran’s Off the Hook show.

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/

