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The annual campaign by Gum Litter Taskforce to educate and 
remind the public about the responsible disposal of chewing 
gum was launched in Dublin city centre on Wednesday 15th 
July. The launch was attended by Minister Alan Kelly and the 
Lord Mayor of Dublin City, Críona Ní Dhálaigh.

The colourful ‘bin it your way’ posters have been a regular 
feature on the streets of the nation in recent years. Although 
this year has seen a change in creative direction, the message 
is still very much the same – bin your gum in a responsible 
way or face the consequences of a financial penalty. 

Once again this year, PML has teamed up with MediaVest to 
deliver a highly impactful, multi-format ooh campaign, with 
the creative supplied by AMV BBDO (UK). 

Roadside, retail, transport, ambient and digital ooh formats 
all combine to deliver this important public message to the 
Irish population. 

Research conducted by GLT and released prior to the 
2014 campaign showed that 93% of people surveyed then 
recognised dropped gum as litter and that substantial gains 
had been made in the number of people disposing of gum in 
bins rather than on the street.

ooh By Gum!
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7UP Flashback

2002 2001 1999

It’s a case of a refreshing blast from the past for 
7UP’s out of home campaign in cycle 15. Designs 
from cans of yesteryear are adorning the livery 
of the current crop, but for a limited period only. 
The Irish International designed posters lend a 
distinctly retro feel to the creative. They can be 
found on an array of outdoor formats including 
48 Sheets, 96 Sheets, Metropoles, Commuter 
Squares, 6 Sheets (in Republic of Ireland and 
Northern Ireland), Adshel Vinyl Wraps and 
digital panels in The Square, Tallaght. 

The designs inspired our nostalgic side and 
we’ve raided our archives to include some old 
7UP posters that can be seen below.

The current campaign was planned by OMD 
and PML. 

Yes we Can!
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Kerry Group’s Charleville Cheese is 
encouraging workers to take a 15-minute 
break as part of the launch of a new product.

Charleville Snackfuls is a range of mature 
cheddar, crackers and chutney or country 
relish in one pack with the aim of “getting 
Ireland snacking properly” on nutritious 
food.

To mark the launch of the #propersnacking 
campaign, the Charleville Snackfuls squad 
will be visiting offices around Ireland over 
the next few weeks with thousands of 
sample products for people to try.

The new product range is available in Tesco, 
SuperValu and convenience stores around 
the country and POP formats encompassing 
Adbox 6 Sheets, C-Store Screens and 
Baskets are running in support. The 
campaign is planned by Vizeum and Source 
ooh with creative by McCannBlue.

Centra is launching a major new initiative – Centra Live 
Well. The aim of the programme is to redefine everyday 
convenience retailing in Ireland by providing shoppers with 
choices and information about healthy and nutritious food.

Under the new Live Well banner, Centra is offering shoppers 
healthy choices across a range of 300 plus products. In addition 
Centra will provide health and nutrition information in-store 
and on its extensive digital and social channels which will 
educate, inspire and ultimately encourage shoppers to make 
that healthier choice. The Centra Live Well initiative will also 
be encouraging people to add activity to their daily routine 
through walking initiatives and involvement in Centra’s GAA 
community events.

The ooh currently running showcasing the healthy treats 
includes 48 Sheets, Adboxes and proximity Adshel, Commuter 
Cards on bus and DART, Phone Kiosks and Bus Supersides. 
The campaign is planned by Starcom and Source ooh with 
creative by DDFH&B.

Centra worked with Sarah Keogh, consultant dietician with 
Eatwell.ie and a member of the Irish Nutrition and Dietetic 
Institute to help define the range and highlight foods with 
nutritional benefits. Centra’s marketing manager Maighread 
Cremin said the Live Well campaign was the store’s response 
to shopper preferences and tastes. “Our customers have 
told us they want to be able to go into their local Centra and 
be able to choose from a healthy and nutritious food range, 
when it suits them,” she said.

Charleville Cheese launches #propersnacking 
campaign

Taking a Healthy Attitude – Centra Live Well
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Cadbury Boost is the official chocolate bar to the IRFU and 
they are giving fans the opportunity to win a fantastic prize to 
see the Irish team in action at the World Cup this Autumn in 
the UK. A limited edition bar is available in Spar, Mace and XL 
outlets nationwide. 

With the bar exclusive to these stores, PML’s Pinpoint 
mapping system was called upon to target these locations in 
particular in its ooh campaign. 

Speaking about the Cadbury Boost IRFU bar, Colin O'Toole, 
Senior Brand Manager, Mondeléz International, commented: 

"We are delighted to be working with BWG Foods for the new 
and exclusive Cadbury Boost IRFU bar. No doubt there will be 
plenty of Irish rugby fans looking forward to cheering on the 
boys in green later this year and one lucky person will receive 
a trip of a lifetime." 

The campaign features on Adshel, Adbox, Retail Adtower and 
in-store on C-Store Screens and Digitower. It was planned by 
PHD and PML.

The competition closes for entry on August 31st.

Cadbury Boost for rugby

Deadline day looms for The Outdoor 
Media Association (OMA) Outdoor 
Awards for 2015. Media and creative 
agencies have until July 23rd to 
submit their entries. Both media 
planning and creative design are 
to be recognised at the awards 
under twelve different categories.  
Winners will be presented with 
their awards on 8th October 2015 
at an evening ceremony in the 
Shelbourne Hotel. The awards are 
being promoted via an impactful 
ooh campaign, using OMA formats. 

The 25th staging of the event will be 
hosted by Anton Savage. Full details 
are on www.outdoorawards.ie

Outdoor Awards deadline looms
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With July being the busiest period for the championship season, 
it’s no surprise to see some activity on out of home on the 
GAA theme. Two notable examples are Guinness and the Irish 
Independent, both of whom appeared on large format in cycle 
14. The Guinness campaign again focuses on the importance of 
GAA in the local community with its ‘Behind every great town’ 
copy. The campaign was planned by Carat and Source out of 
home. The Source team also worked on the campaign for the 
Irish Independent, which highlights its passionate coverage of 
the GAA and the journalists covering the championship season. 
Starcom were the media agency on the campaign. 

In May PML Group conducted research on what Dubliners 
would be looking forward to most about summer and GAA 
featured prominently among those answers. Many mobile 
advertising opportunities exist to communicate with match 
day crowds at venues throughout the country. Please contact 
us for further details.

Summer of Dreams

What a great, colourful, summery 
poster for a bright and fun brand. 
Simply brilliant. Made to make 
your mouth water perhaps?…..or 
was that another brand?!

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
2001
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Avonmore Slimline Milk is lead sponsor of the Breast Cancer 
Ireland, Great Pink Run. The event now in its 5th year takes 
place on Saturday 29th August 2015 at the Phoenix Park, 
Dublin where you can join Sonia O’Sullivan and a host of 
other serious and not so serious runners!

The race traditionally attracts thousands of entrants, some 
of whom don elaborate pink costumes, paint their faces and 
run along to the music.

To promote the association Glanbia ran an ooh campaign in 
cycle 14 encompassing 6 Sheets – Adshel, Metropanels and 
Purchase Points along with Retails dPods and internals in 
Bus, DART and Luas. It was planned by Carat and PML with 
creative by Irish International.

Michael Buckley, brand manager at Glanbia Consumer 
Foods said that they are proud to sponsor the event.  “The 
Great Pink Run, is a vibrant and exciting event aimed at getting 

people out and exercising for a very worthy cause, Slimline 
Milk’s natural health credentials together with the added iron 
and vitamin C not to mention the colour co-ordination with the 
event make it a perfect fit,” he said.

Aisling Hurley, CEO of Breast Cancer Ireland said that 
Avonmore’s support helps them to widen the scope of the 
event and drive more registrations all for a great cause. 

“Everyone knows someone affected by Breast Cancer and the 
Great Pink Run is a super opportunity for families to show their 
support, confident in the knowledge that they are helping our 
overall goal of transforming breast cancer, through research, 
from often being a fatal disease to a treatable long term 
illness.”

To register, log onto www.greatpinkrun.ie. Early registrations, 
those who enter before 31 July, will benefit from an early 
bird rate of €20 and receive a personalised race number.

Avonmore Slimline Milk backs Great Pink Run 

Hula Hoops kicked off their 'Fun Never Grows Up' 
Campaign with hooping on South King Street, Dublin. 
Make sure to catch Hula Hoops - Fun Never Grows Up at 
Rose Festival, Longitude & Indiependence.

A selection of multipack offerings are being promoted on 
retail formats – Citybox, dPods, Store Points, Mallscape 
and Purchase Point 6 Sheets and POPAds on shopping 
trolley handles. The campaign was planned by Vizeum 
and Source ooh. Click on video icon below to view video.

Hula Hoops - Fun Never Grows Up Campaign

www.greatpinkrun.ie
https://www.youtube.com/watch?v=rQ0GW7wqyIE
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In my view, the new Liberté campaign is refreshing and appealing with its foodie visuals which 
certainly whet the appetite and engage with consumers. The media choices have real impact 
and dial up the product’s taste credentials while also driving mass awareness of the new 
product by Liberté

This creative is all about taste and ingredients; I think it’s 
really different to its competitors as it focuses on taste first 
then occasion. The simplicity of the imagery is modern and 
effortless, while the white background allows the food to do 
the talking. The creative is premium and the strong visual 
reference of the new product evokes the desire to taste.

This campaign works because it seamlessly communicates 
taste and occasion in a simple execution .The choice of media 
is strong as it targets the on-the-go consumer on commuter 
routes and the shopper close to the point of purchase, 
ensuring mass reach is achieved. I also think the use of the 
new digital pods has been very effective and allows Liberté 
to communicate in new & different ways versus traditional 
formats.

ooh I Like: Liberté 
Gráinne Galvin, Brand Manager Ireland, General Mills

What is your view of this campaign?

What do you think of the creative? 

In your view, why does the campaign work?

Liberté //  
Media: UM Media  //  
ooh Specialist: Source out of home //
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Diageo unveiled the latest beer from its growing brood 
at The Brewers Project earlier this year, Hop House 
13. As part of the promotion for its newest release, 
Diageo are running an innovative ooh campaign, 
the centrepiece of which is a graffiti special on the 
Bernard Shaw Pub in Portobello.

Planned by Carat and Source out of home, the graffiti 
special was created over a few hours on Saturday 
11th July. A street artist from HeadCase Marketing 
spray painted the Hop House 13 logo, as well as the 
tagline ‘Anything we dream up we get to brew up’.

Other formats included in this campaign were 48 
Sheets, Golden Squares, Adshel and A1 units in pubs.

Nick Curtis Davis, head of innovations at Guinness, 
said “People are interested in beer again and there’s 
never been a more exciting time to be in beer. The craft 
beer revolution has washed up on Irish shores and with 
the launch of Hop House 13 Guinness is proud to be part 
of this revolution.”

Click on the icon to the left to view video.

Hop House 13 brews up graffiti special

https://vimeo.com/133341450
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Tesco Ireland has taken back its Store Points format from Visualise for their own use. Visualise are currently working 
with Tesco to develop new media opportunities. They will continue to sell POPAd shopping trolley handles in multiples 
while Exterion Media offer Purchase Point 6 Sheets in Tesco stores and Dunnes and Store Points in Dunnes Stores. In NI 
Exterion Media manage Store Points and Trolley Handles in Tesco stores along with Purchase Points across multiples.

DAA are planning the launch of a digital screen network in Dublin airport’s T1 and T2. 56 Digital pods will result in 62 
screens in total with most of the units being single sided. Installation will proceed over the next 6 weeks.

JCDecaux’s investment in upgrading its billboard portfolio now means the team in Sandyford can boast fifty HD 48 
Sheets in Dublin with a handful in the other main cities. Many of these panels were converted from rotating prismatic 
displays. They have also now finalised a plan which will result in the removal of all JCDecaux prismatic displays in 
Northern Ireland by Summer 2016. The first wave (goodbye) commences in September 2015.

The latest version of CAFAS released by JNOR has incorporated 1,450 new Traffic Counts in Dublin into the planning 
model. The sources of the new traffic flow data is Dublinked and Skyhigh Technologies. This is part of JNOR’s continual 
updating of the CAFAS system to ensure it reflects the changing environment that panels are viewed in. The forthcoming 
release currently under test will include Exterion’s backlit Commuter Squares at train stations.

A new stretch of N11 between Arklow and Rathnew opened this week. The 16.5km long stretch of dual carriageway 
connects the existing M11 Arklow bypass with the current M11 Rathnew/Ashford bypass and will create a 90km stretch 
of motorway/dual carriageway between Dublin and Gorey.

The Merchants Quay Shopping Centre in Cork city centre is to undergo major redevelopment in the coming months after 
planning permission was granted for its refurbishment. The landmark shopping centre at the top of St. Patrick Street 
will see its internal malls relocated to allow it to accommodate larger stores. The existing malls on the ground and first 
floors will be relocated so that they are directly alongside Marks & Spencer, which will allow for a row of larger units to 
be located between the new mall and Merchant’s Quay. The redevelopment will allow for a reduced number of larger 
stores on the ground and first floor. Marks & Spencer, Debenhams, Dunnes, Supervalu and Boots are the main occupiers 
of Merchant’s Quay.
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Out of home advertising is ready for 
primetime... if it steers the right course
By Michael Bayler, Strategist | Author | Speaker | Marketing Transformation

Music lessons

That unique, powerful cultural layer called music was 
sideswiped some 20 years ago by the ruthless velocity of 
the network, and - no matter whose fault it was in the end 

- its commercial value was crushed, and the business was 
slammed down to a fraction of its previous majesty and 
swagger.

While the cultural reach and depth of music itself remains, 
well, robust, the industry is unlikely ever to recover. I know 
this from up-close personal experience: my own career 
began in music, and I'll never forget the feeling of it.

The record shops I started out working in as a clerk, and 
eventually a buyer - now rarely seen at all - were temples of 
culture and of cool. Vinyl - the touch and smell of it; the size 
and physical presence of an album; the sense of profound 
personal discovery upon dropping the needle onto a record; 
the way a perfect pop song would weave its way into an 
entire summer.

This was Meaning of the highest order. And while the ghosts 
of that period still lurk around us, and once in a while step 
forward to remind us of exactly why, and just how much, 
music matters to us in a way that nothing else can touch, the 
wonder of music itself, along with its industry, will never be 
the same.

We recapture the magic, most obviously, in a live performance. 
There's a reason why concerts and festivals resurged so 
visibly over the past 10 years: we're now spoiled for choice.

But what happened to recorded music? If I could, I'd write 
a book about it. Because that's what it needs and deserves. 
Maybe later.

For now, and for the purposes of this argument, I think all 
we need to understand is that when the network hit music, 
it became ... Content. It became, as the word itself suggests, 

"contained", boxed in and commoditised, in a way than records 
and CD's, with all their perfect packaging, never did.

Music became a file, an MP3 or whatever. Online music 
distributors - and let's not make the mistake of claiming that 
they don't create entirely new, significant forms of value - are 
today a kind of Ikea experience. If you want to know where 
the new temples of culture and cool are ... just pop into an 
Apple Store.

As ooh goes digital, with an eye-watering investment in new 
infrastructure, and as its owners seek to realise the revenues 

and profits that this bold step forward demands, there are 
important lessons about culture, about meaning, and above 
all, about value, that can be learned from the recent history 
of the music industry, as it has battled to get off the back foot 
onto which digital has so abruptly shoved it.

The magic of out of home

I believe that ooh, done right, is advertising at its most pure 
and punchy. At its courageous, unashamedly interruptive, 
impactful best.

We have, for a moment or two, sometimes a few minutes, 
access to the richest and most exclusive attention of our 
audience. We have an expansive canvas on which to paint 
fresh, simple stories that refresh and reframe not just the 
way our audience perceives a product, but the way they 
experience a space, a period of time, a journey or a delay.

Stories have to be told, until very recently without recourse to 
either video or audio, using a few words and a single picture. 
The work needs to sell with either a momentary glance, or 
with a minute of two of fixed attention. The response is binary, 
a mental "yes" or "no" ... I get it. Or I don't.

The value exchange between advertisement and audience in 
ooh is unique. Think - or if you have time, please read - about 
the history of Jean-Claude Decaux's vision, and the innovative 
passion that still drives the JCD business.

I had the good fortune to dine with one of the founder's sons, 
Jean-Francois, now the Co-CEO of JCD, at the FEPE Congress 
in Budapest recently. This is, it seems to me, a media 
business built on relentlessly balancing and delivering value 
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for not just brand and media owner, but equally for citizen 
and consumer. Utility of quality street furniture is combined 
with slick, attractive and entertaining creative.

This is advertising with an active, meaningful role to play: not 
merely in commerce, but also in culture and society.

In other words, JCDecaux, surely the most recognised brand 
in ooh in Europe, is an enterprise with a clear and unusual 
degree of purpose. And they're far from the only ones.

The fork in the road to growth

The overall ooh share of brand advertising is growing. I'm 
not sure of the exact figures, but while ooh has languished at 
round 4-5% of global spend till recently, it's pushing steadily 
towards double figures. I believe the industry's target of 10% 
share can realistically be achieved by around 2020.

Naturally, the impact of digital on ooh's ambitions and 
fortunes is strategically significant and fundamental. From 
the point of view of both efficiency and creativity, we can all 
see the effects everywhere we look.

Clients - brands and their agencies - are clearly reassured 
by the new capabilities dooh affords. Superior campaign 
scale and integration, the unquestionable impacts of quality 
video and audio, unprecedented volume and sophistication of 
data for planning and buying. We'll see the degree to which 
an integration with the programmatic which now drives so 
much online advertising is achievable - it's not as simple as 
we'd imagine.

And of course ... ROI. Like everyone else in advertising, ooh 
is struggling to push out from under the heel of evidence of 
provable campaign value. On the brand side, procurement 
rules the roost. 

And here's where I have a genuine concern.

In focusing all of its investment and its discourse on the value 
of digital, I suspect that ooh could fall into a trap that catches 
so many of the industries that are exposed to the often-
destructive power of the data.

Measurement is not to be mistaken for value. Just as the 
number of downloads of an MP3 (legal or otherwise) tells 
only a fraction of the story of the power of a song, so in ooh to 
double down on digital and expect it to drive long term growth 
is to miss the brutal reality of business on the network.

I'm not sure how ooh impressions are typically evaluated. 
But I'm pretty sure that, the magic I talked about earlier 
notwithstanding, even the most astonishing ooh work 
punches well below its weight. The definition of an accountant 
as someone who knows the price of everything and the value 
of nothing comes to mind here.

The data is only a part of the solution. The unmatched creative 
canvas that ooh affords its clients is in danger of being 
obscured, even sidelined by an entirely appropriate rush to 
digital.

The way forward

While the boot heel of aggressive measurement will remain 
a central problem for advertising for the foreseeable future, 
I know from direct professional experience that the global 
brands with whom I've worked for over 10 years on strategic 
programmes of digital marketing transformation, are already 
realising that the efficiency that digital offers can become an 
internally focused block to creativity, and thus to growth.

No one else is going to confer on out of home advertising 
the value it deserves, and must demand from brands and the 
agencies that represent them, if the promise of sustainable 
industry growth is to be delivered. While digital transformation 
has the potential to get any practitioner, whatever the sector, 
off the back foot, it's the unique cultural and commercial 
impacts of ooh that need attention.

Digital is critical. Now and for the immediate future. But it's not 
the destination. It's the new departure point. The new journey 
of ooh, I believe, runs through Digitally-Driven Efficiency ...  
to Creatively-Driven Growth.   

This piece was inspired by the FEPE conference in Budapest.

Out of home advertising is ready for 
primetime... if it steers the right course
By Michael Bayler, Strategist | Author | Speaker | Marketing Transformation
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Our summer campaign launched on 
out of home in cycle 14 and included a 
variety of colourful designs that centre 
on the theme ‘Summer and out of home 
go together like…’

The aim of the campaign is to promote 
ooh as the ideal advertising medium 
during the summer months and the 
creative uses a series of examples that 
builds positive links between outdoor 
advertising and summer, such as 
‘Summer and out of home go together 
like strawberries and cream’.

As part of the campaign, PML Group 
encouraged agencies to enter a 
competition by suggesting what 
combinations go together as well as 
summer and out of home do, with the 

best suggestion winning tickets to a top 
music festival.

The winning entry was from Leigh 
Cunningham, Account Manager at 
Havas Media, who suggested that 
summer and ooh go together like ‘teddy 
bears and picnics’. The winning entry 
ran on digital ooh formats as part of 
our multi-format campaign, which 
also includes T-Sides, 48 and 6 Sheets, 
Adtalk, Commuter Squares, Metropoles 
and Commuter Cards.

“We are delighted with how the PML 
Group competition has performed 
as part of our summer campaign”, 
said Amy Burke, Marketing Executive 
at PML Group. “Out of home is the 
perfect advertising medium with so 

many people out and about during 
the summer months and we wanted 
to emphasise this in our campaign 
while simultaneously incorporating a 
fun summer vibe. This was definitely 
achieved through our competition and 
we received a huge number of great 
entries, as well as through our own 
summer themed combinations which 
can be seen on the streets over the next 
few weeks. “

Burke went on to comment “Our 
belief that ooh should be a key part of 
summer advertising campaigns was 
re-enforced by research we carried out 
in May which suggested that spending 
time outdoors and enjoying the weather 
were among the things Dubliners were 
looking forward to most about summer.”

Amy with Leigh and his winning design
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Out and About

PHD Tag Rugby Starcom Tennis

JCDecaux Summer BBQ at The Dean Hotel
Thanks to our friends at JCDecaux for a great night on Thursday 2nd July. 

PHD Annual Big Hug Charity Tag Rugby Competition in aid of Pieta House at 
Lansdowne Rugby Club. Congratulations to Gráinne who won big in the raffle 
afterwards

Ciara and Orlagh may not have 
claimed the trophy but apparently 
are Rising Stars. #DoubleFault
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CANNES LIONS

Women's Aid
This digital billboard uses facial 
recognition to recognise when 
people are paying attention to the 
image of a bruised woman. As 
more people looked at the ad, her 
bruises and cuts healed faster, 
communicating the benefit of 
not turning a blind eye to the 
problem. Click on video icon to 
view video. 

Agency: WCRS London

Xiao Zhu/ 
Air Purifier
Xiao Zhu, a Chinese company that 
sells air purifiers, called attention 
to the country's pollution crisis 
by projecting the faces of crying 
children on the smoke coming 
from Chinese industrial plants. 
Click on video icon to view video. 

Agency: Y&R Shanghai

States United to Prevent Gun Violence
Grey opened a real-looking gun store on the Lower East Side of Manhattan and invited first-time gun buyers to check it 
out, with hidden cameras rolling. The agency put disturbing tags on each weapon, indicating which models were used in 
particular mass shootings, unintentional shootings, homicides and suicides. Click on video icon to view video. 

Agency: Grey New York

https://www.youtube.com/watch?t=165&v=1nAfWfF4TjM
https://www.youtube.com/watch?t=41&v=1e1qGc66W9k
https://vimeo.com/108381287
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KitKat Massage
In the promise of providing everyone a break, 
KitKat is giving Columbians an extra special 
treat.

Bogota, as explained in the video, is a very 
compact city where people are always on the go 
without taking the time to pause. The only time 
they can relax a little when they are waiting for 
the bus or they walk in the street.

Based on this observation, KitKat, reflected on 
how to offer a tasty break to passersby. Thus 
was born the massaging bus shelter. Click on 
video icon to view video. 

Agency: JWT Colombia

Paramount Terminator
An piercing light effect was used 
to advertise the new Terminator 
movie in Milan. The film stars Arnold 
Schwarzenegger, reprising his role as the 
eponymous character, along with Jason 
Clarke, Emilia Clarke, and Jai Courtney. 

Click on video icon to view video. 

McFlurry heat 
sensitive panel
With a heatwave across 
Europe, the Netherlands was 
about to break its heat record 
on Saturday…

When the temperature 
reached 38.7 degrees, a panel 
opened automatically to 
offer 100 cups of McDonald's 
McFlurry to pedestrians in 
Amsterdam. Click on video 
icon to view video. 

Agency: TBWA, Amsterdam

https://www.youtube.com/watch?v=V05YtVVtbUg
https://www.youtube.com/watch?v=yNWItrqCpFM
https://www.youtube.com/watch?v=OF5iMWfCkG4
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There’s A Really Important Reason Why Letters Were Disappearing 
From Signs In London
Give Blood NHS launched the 
#MissingType campaign in order 
to boost blood donations during 
National Blood Week, which ran 
from 8–14 June.

The letters A, O, and B were 
dropped from signs as a way of 
raising awareness of the need for 
donations of those blood types.

“There’s a decline year-on-year 
of the number of new people 
donating, and more than half of 
current donors are over 45,” Give 
Blood NHS’s head of PR, Andrea 
Ttofa said.  Click on video icon to 
view video. 

Agency: Twenty Six Digital

The Economist hands out frozen treats containing insects
If you spot an Economist-branded ice cream trolley in London, 
run a mile. Meal worm and grasshoppers were among the 
unusual ingredients in the ice cream being handed out by 
the publication to unsuspecting Londoners. The four flavours 
– Choc Hopper, Scurry Burry, Strawberries and Swirls and 
Nutritious Neapolitan – were part of an experiential campaign 
to attract new subscribers, and all contained insect bits.

The bugberry ice cream idea came off the back of the 
publication’s 2014 story, Why Eating Insects Makes Sense, 
which explores using insects to feed a growing global 
population.

The Economist’s ice cream trikes will be shuttling around 
London from 3 July to 17 July, potentially running into August.

Marina Haydn, who heads up retail marketing at The 
Economist, said: "We think this particular story about insects 
is the kind of mind-stretching material that our globally 
curious target audience will find particularly interesting, and 
hopefully, tasty as well."

Agency: Sense London

https://www.youtube.com/watch?v=lk5kX331I7A


18

Top Rated DesignsTop Recalled Campaigns

May 2015 // Cycle 10 - 11

67% 1st

56%

52%

2nd

3rd

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

Carlsberg //  
Format: T-Side // 
Creative: Irish International // Media: Carat  // 
ooh Specialist: Source out of home //

Referendum Commission //  
Format: 48 Sheet // 
Creative: Clickworks// Media: Carat  // 
ooh Specialist: PML //

Corona //  
Format: 96 Sheet // 
Media: Vizeum  // 
ooh Specialist: PML //

Walkers // Format: Retail Adtower //Creative: Havas Worldwide 
Media: OMD  // ooh Specialist: PML //

Tesco //  
Format: 48 Sheet // 
Media: Initiative Media  //  
ooh Specialist: PML //
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January 2014 // Cycle 1 - 2

Aimed at me

Ease of Understanding

Top Call to Action

SuperValu - Better Beef // 
Format: 48 Sheet // 
Creative: DDFH&B // 
Media: Starcom //   
ooh Specialist: Source out of home

Pepsi Max Cherry // 
Format: 48 Sheet // 
Creative: Irish International 
Media: OMD //   
ooh Specialist: PML

Cadbury Dairy Milk - Puddles 
Format: 48 Sheet // 
Media: PHD //   
ooh Specialist: PML

May 2015 // Cycle 10 - 11
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The summer season on out of home was opened by two busy 
cycles in 12 and 13. Both cycles were an improvement on 
2014 and a further indicator of a better market in Q2 versus 
Q1.

Cycle 12 in particular had quite a summery feel to it as 7UP 
Free, Coca Cola and the McCafé Iced range all featured among 
the top 5 campaigns for the first two weeks of June. The soft 
drinks category was the third most active category in June. 
Other brands active in the month that took the category to 
third spot included MiWadi, Club Passion, Lucozade, J2O and 
Vita Coco. It’s one of the busiest periods for the sector on ooh 
in recent years.

Cycle 13 had a more financial feel to it as mortgages were 
top of the agenda for the second half of the month. EBS, 
Ulster Bank and AIB were all on display in June, taking the 
category to number 1 in the rankings for the month. Other 
advertisers active in the category in June included Visa and 
the insurance brand its4women.ie. 

Confectionery followed Finance in second place for the 
month. Most of the big players in that area had activity in 
June. These included KitKat, who ran a digital Adshel game 
special as part of their campaign. The two locations garnered 
over 2,000 plays of the jigsaw type game. Cadbury ran a 
competition to win tickets on a private jet while Maltesers 
ran a movie ticket giveaway promotion. Also featuring in 
June were HB Ice Cream, Hunky-Dory’s and  Walker’s Crisps.

Sky and upc continued to battle it out on ooh in June with 
both among the top 10 advertisers for the month. Telecoms 
was fourth in terms of category activity.

Campaigns for McDonald’s, KFC and Burger King meant that 
the QSR sector was also in the top five categories in June.

The full list of top 10 advertisers and categories are 
highlighted in this report, as well as the top 3 advertisers on 
the five main format types: Large, Transport, Small, Digital 
and Ambient/Niche.

June on out of home 
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Top Campaigns
June 2015 // Cycle 12 - 13

Small Format Large Format Transport Ambient/NicheDigital

1 upc Broadband € 498k

2 Visa Card € 490k

3 HB - Good Bye Serious € 425k

4 Coca Cola Range € 411k

5 EBS Mortgages € 377k

6 7UP Free € 354k

7 Bank of Ireland - Mortgages € 349k

8 Nestlé Aero Mousse € 332k

9 McDonald's McCafé Iced € 280k

10 Cadbury Air € 255k

11 McDonald's Chicken Legend BBQ € 228k

12 Sky Box Sets € 226k

13 Jurassic World - Universal € 225k

14 3Plus € 223k

15 Energia € 219k

Display Value

€k €100k €200k €300k €400k €500k

UPC Broadband
Visa Card

HB - Good Bye Serious
Coca Cola Range

EBS Mortgages
7UP Free

Bank of Ireland - Mortgages
Nestlé Aero Mousse

McDonald's McCafe Iced
Cadbury Air

McDonald's Chicken Legend BBQ
Sky Box Sets

Jurassic World - Universal
3Plus

Energia

Small Large Transport Digital Ambient

upc
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€k €500k €1,000k €1,500k

Finance
Confectionery & Snacking

Soft Drinks
Telecoms

QSRs
Retail Outlets

Films
Beers & Ciders

Tourism & Travel
Media

Motor Trade
Food

Health & Hygiene
Wines & Spirits

Small Large Transport Digital Ambient

Top Categories

Small Format Large Format Transport Ambient/NicheDigital

% Change on 2014

June 2015 // Cycle 12 - 13

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

10%

-16%

387%

33%

78%

-6%

8%

-21%

-6%

-29%

216%

-38%

25%

62%

1 Finance € 1,807k

2 Confectionery & Snacking € 1,696k

3 Soft Drinks € 1,588k

4 Telecoms € 1,281k

5 QSRs € 1,126k

6 Retail Outlets € 1,031k

7 Films € 941k

8 Beers & Ciders € 881k

9 Tourism & Travel € 685k

10 Media € 679k

11 Motor Trade € 669k

12 Food € 597k

13 Health & Hygiene € 445k

14 Wines & Spirits € 410k

Display Value

mailto:colum%40pmlgroup.ie?subject=Engage%20Posterwatch
mailto:james%40pmlgroup.ie?subject=Engage%20Posterwatch
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July
13th – 26th Galway International Arts Festival

17th - 19th Longitude. Marley Park

24th - 25th Ed Sheeran. Croke Park

27th – Aug 
2nd

Galway Races – Summer Festival

31st – Aug 
2nd

Castlepalooza

31st – Aug 
2nd

Spraoi Festival. Waterford

23rd - 26th Vodafone Comedy Festival 2015. Iveagh 
Gardens, Dublin

August
3rd August Bank Holiday

5th – 9th Dublin Horse Show. RDS

7th – 16th Kilkenny Arts Festival

10th – 12th Puck Fair. Killorglin, Kerry

13th -16th Tramore Races. Waterford

14th - 18th Rose of Tralee.

September
4th Euro 2016 Qualifiers Gibraltar v Republic of 

Ireland. Victoria Stadium Faro

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

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

Dylan Moran is back with new stand up show

Dylan Moran, star of Black Books, 
Shaun of the Dead and Calvary is 
back with his new stand up show. 

Expect a master class in comedy 
when Dylan Moran takes his new 
show Off the Hook out on the road 
in Ireland this year.

Moran, who has been referred to as The Oscar Wilde of 
comedy, has recently been sharpening his deceptively 
rambling stand-up in unusual places including Kiev, 
Moscow and Kazakhstan - making him the first western 
comic to perform in St Petersburg.

He has spent much of the last year touring the US whilst 
working on a TV pilot for ABC and an appearance on 
Letterman.

This new show, Off the Hook, his first UK & Ireland tour for 
three years, promises to deliver more of Moran’s unique 
take on love, politics, misery and the everyday absurdities 
of life all delivered with poetical panache.

For any lover of comedy this is the must see show of 2015

For your chance to win a pair of tickets the to  Off the Hook 
show at Vicar Street on Friday 16th October, just tell us:

Who starred alongside Dylan Moran in Black Books? 
a) Bill Murray 
b) Bill Burr 
c) Bill Bailey

Send your answers to: competitions@pmlgroup.ie.  
Closing Date: Friday 31st July.

Last Month’s Winner
Congratulations to Maura Ashe, Initiative Media, who won two 
tickets to see The Producers.

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/

