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ITS4WOMEN DOMINATES BELFAST INTERNATIONAL AIRPORT
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HAVE YOU VISITED YOUR EUROSPAR BUTCHER
YET?

TAKING NATURAL GAS FURTHER WITH FIRMUS ENERGY
It was all go last month as Firmus Energy took to OOH to showcase customers’ opinions of the service. A range of OOH
formats were used including T-Sides, Phone Kiosks, Adshel Live, Roadside 6 Sheets and many more.
Robert Lyle, Head of Media at ASG & Partners said;
“It’s called the cocktail party effect. You are half listening to a gathering of friends ramble on in a pub, and suddenly your
ears prick up – was that your name or home town that was mentioned? Media deals continually with the issue of prospects
being exposed to more information than we can consciously process. One of the ways we select what to pay attention
to is personal relevance. Something that mentions your home town or people helps. With firmus we selected a range of
testimonials with local names and locations to increase notice-ability. There were a whole range of benefits to communicate
with different executions so we did mix the areas and copy around too. This plus a multi format Outdoor approach helps to
boost coverage and response. A very pleasing campaign”.

Media: ASG & Partners

- OOH Agency: PML
2

POWER YOUR EVERYDAY WITH POWER NI
Power NI took to OOH with a provincewide large format branding campaign with the overarching message “Power Your Everyday”.
Various creatives were used promoting a range of benefits that Power NI delivers such as “Get discounts of big brands”, “Funding future
champions” and “Get great local service”.
Gemma-Louise Bond, Senior Sponsorship & Events Executive at Power NI added;
“OOH is a hugely important part of the media mix for Power NI. It helps us to re-engage with existing customers as well as enticing new
customers to join Power NI. Buying on large format, unmissable sites helps us to reach more customers and provides a brand talking
point that helps our PR and brand awareness goals”.
OOH Agency: PML
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ITS4WOMEN DOMINATES BELFAST INTERNATIONAL AIRPORT
Online insurance brand its4women.co.uk and its agency BConnected Media have teamed up with Belfast International
Airport to deliver another ground-breaking media first that will see the brand feature on Out Of Home (OOH) in-carpark
advertising at the airport for the next year. This partnership, worth tens of thousands of pounds, completely dominates
all car-parking and drop-off facilities to help reinforce the its4women brand which provides online car insurance in the
Northern Ireland market.
Stephen Lamb, Director of BConnected Media, MCL InsureTech’s media agency, discusses the importance of
innovation when designing marketing campaigns:
“We were looking for a unique and innovative out of home advertising solution that would provide us with a direct route
to target our female audience. its4women insurance is online and therefore it’s the perfect option for busy people, who
are travelling and on the go”.
Media: BConnected Media

- OOH Agency: PML
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HAVE YOU VISITED YOUR EUROSPAR BUTCHER YET?
EUROSPAR showcased its instore local community butcher across various OOH formats. Site specific creatives of local butchers were
used to bring the campaign to life and make it more personal to the public.
Kathryn Fry, Media Manager at Genesis said: “Using a combination of 48 Sheets, 6 Sheets and Kiosks enabled the campaign to reach both
rural and urban communities across Northern Ireland. A total of 76 different creatives were used to showcase the butchers based within
Eurospar stores, to the local communities that they serve. In an increasingly digital era, it demonstrates the level of flexibility OOH can still
achieve with static posters in delivering geographically targeted campaigns”.
Media: Genesis

-

OOH Agency: PML
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GUINNESS TAPS INTO THE
DYNAMIC IRISH SUMMERTIME
Guinness has launched its summer OOH campaign, ‘Guinness Time’, and it includes Dynamic scheduling to
leverage the ever-changing Irish summer weather.
The creative message, served by PML Group’s Dynamic platform, is based on specific weather conditions
with ‘It’s hot. We’re cold. Guinness Time.’ displaying when the temperature reaches or surpasses 18 degrees.
But if it’s raining, the creative switches to ‘It’s raining, we’re pouring. Guinness Time’.
In addition to the pre-defined Dynamic triggers, the flexibility of the DOOH portfolio allows Guinness to run
at key intervals for the brand with activity running from Wednesday to Friday between 3-7pm, targeting the
after-work socialisers by stimulating consideration and purchase.
Location targeting was made possible by PML Group’s Locomizer data with audience affinity for ‘drinks out’
analysed for the planning and placement of the campaign. The targeted OOH environments include in-bar,
commuter and roadside digital screens as well as on a host of classic formats in main cities across Ireland.
Scott Molloy, Account Manager at Source out of home said of the campaign;
“We are a nation that is obsessed with the climate so Guinness’s use of weather triggers in its campaign is a
great way to create compelling content that is relevant to the environment the ad is served. The flexibility and
content adaptability of the Dynamic platform provides an optimal OOH presence at key times for the iconic
drink- in addition to driving pint appeal.“
Media: Carat

- OOH Agency: Source out of home
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THE FUTURE OF OOH MEDIA
THROUGH A COMMERCIAL LENS
WARC asked Stefan Lameire, until recently Chief Customer and Revenue Officer at Clear Channel
International, to predict the trends that will shape OOH in the coming years.
Having worked for almost eight years as a senior executive at Clear Channel International – a role I
recently left – it left me with some interesting insights into the commercial opportunities of the fascinating
industry of outdoor advertising, and how it might develop in the coming years.
1. Data boosts contextual relevance
It comes as no surprise that, besides regulation, data and technology will be at the heart of OOH’s future
transformation. The digitisation of media and media buying has turned this into an even bigger opportunity
than for any other advertising medium.
The reason is pretty straightforward: Outdoor has no content to monetise, content which in other
traditional media is now freely available in a digital world. Outdoor is a pure-play advertising platform
where content will only be added when contextually relevant for the advertising message or for the buildup of a specific audience or reach.
Even if content can add some value, the biggest value creating aspect for outdoor is probably context:
making sure the right advertising message lands at the right time, in the right location and with the right
audience. This is where data comes into play. The advertiser which gets most out of its data will have a
higher ROI. The media owner that best understands the value of that data will be best placed to obtain
higher yields with its limited inventory.
An example I particularly like is from Spain, where the brand achieved a very high ROI. Nivea launched
its face care-line Urban Skin using digital Outdoor panels near relevant points of sales, and adapted the
message based on a few freely available environmental data sets (temperature, air quality and UV-index).
A more recent example in Sweden, widely covered in the press, also used location and temperature to
direct homeless people to nearby shelters, showcasing how Outdoor advertising can do really good for
society. It is no surprise this was one of the most awarded outdoor campaigns of 2018.
Where big advertisers and media agencies have been investing heavily in data, and in the understanding
of data, the Outdoor industry is still catching up.

Stefan Lameire

Contextual, and especially location, data is starting to be used on a regular base, but the use of more
detailed audience data is still in its infancy. Radar (Clear Channel) in the US is probably the exception
among media owners, where media agencies have taken more structural actions acquiring major data
companies (Dentsu-Aegis acquiring Merkle in 2016 for example, and most recently in 2018 IPG acquiring
Acxiom).
Where recent GDPR-regulation is – rightly – aiming for a respectful treatment of the privacy of data, it
should not stop the media industry, within those boundaries, exploring the value of using the available data.
2. The value of OOH digitisation: competing while completing other media
With the digitisation of OOH comes not only additional flexibility, but also extra complexity. Managing that
complexity is still in the process of being automated. This automation is developing rapidly, and it has to
develop rapidly if the outdoor industry wants to capture the value of digitisation and the automation of
media buying.
Putting digital panels in the ground, and exploiting the creative value that brings, is one opportunity;
entering the world of selling over digital platforms, both for paper and digital assets, is another.
The industry has long hidden in a small, safe OOH ‘village’, where outdoor specialists plan and buy
Outdoor ad solutions for outdoor advertisers. The first digital panels were seen as an evolution of those
solutions, but did not revolutionise the industry overall. Luckily OOH media owners have started to realise
it cannot continue to operate in a silo.
The true potential of Outdoor depends on how it completes and competes with other media. This is even
more valuable in a digital world where the likes of Facebook and Google take away all growth in media
spend. Outdoor is the perfect conversation-starter for any advertiser or brand wishing to continue that
conversation with consumers via other communication channels. Twitter’s OOH campaign, which won a
Cannes Lions Grand Prix in 2017, offered exponential value taking into account all the conversations it
provoked on social media.
Platform sales (I prefer not to refer to ‘programmatic’, which is narrower and doesn’t do credit to the
value OOH can bring) can facilitate that, with access to different players in the value chain, to different
advertisers and ad budgets, adding an extra opportunity for media owners to better meet the needs of new
and existing customers, and to further increase yields.
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THE FUTURE OF OOH MEDIA
THROUGH A COMMERCIAL LENS
Today, Outdoor media owners have access to new budgets from Heineken, for example, which can
combine its objectives of acquisition and consumption in one campaign, conditionally triggered by location
and audience, using 12 different creatives. That is revenue coming in from an existing advertiser for a
campaign which simply was not within reach before, because outdoor media owners were not capable of
delivering it. Now they are.
In order to fully exploit the potential, the Outdoor industry will have to invest in more sophisticated pricing
mechanisms, and in processes which manage at best the opportunity of multi-channel sales. Only then will
it be able to sell the right product, based on the available inventory, at the right price, to the right customer
via the right sales channel. We just have to look at the hospitality and travel industry to see at the potential
value this will bring.
3. Artificial Intelligence at the heart of further value creation
Another source of inspiration for B2C communications industry comes from the Amazons of this world. By
using data and AI, they manage to predict my needs as a consumer, and thus upsell their products. I am
convinced that the value of platform sales will not only come from managing the sales process, but should
evolve into a direction where media owners can predict (and thus steer) the usage of OOH’s limited
inventory.

Stefan Lameire
The longer this approach is used, the smarter the platform will get, and the higher yields we will see for the
media owners, whilst still serving its customers in the best possible way.
The Outdoor industry is getting really good at meeting at best customer needs whilst maximising its yield
potential by looking backwards at historical data. But if it wants to stay ahead of the curve, really take its
share of the growth of media (and not just win share from other media), and further develop profit margins,
I think it should radically increase the usage of data, accelerate the investment in tools and technology to
manage that data, and start adding AI and predictive modelling.
The time has come to start looking forward, and not only looking backwards.
Customer ownership will determine who is in control
I imagine the Outdoor industry would fully agree that this is the right way forward. The biggest challenge
might remain who will manage this platform or these platforms. Because there is one other thing we can
learn from the big technology players: whoever owns the customer relationship will be in control.
This article first appeared in WARC.

The day an Outdoor media owner combines the intelligence of its own inventory data (real time availability,
historical seasonality and yield) with more sophisticated audience data (who is reached when and in which
mood), contextual data (weather, time of day, events, social media feeds, etc), and with data from existing
or potential advertisers, it creates a new paradigm.
That OOH media owner will be able to suggest to Ford, for example, that the brand might be interested
in booking a bespoke campaign based on available (or predicted available) inventory for its convertible
car model at a certain point in time, because data analytics have shown that consumers tend to be more
receptive to buy a convertible within those specific conditions.
Or the platform may decide that would be smarter to make a bespoke suggestion to Benadryl (assuming
data would show hay fever season is approaching) because the pharmaceutical industry might tend to pay
higher yields than the automotive industry.
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New to OOH

Boojum

Naked

Rubicon

OOH Agency: PML

Media: OMD

Media: PHD Media

OOH Agency: PML

OOH Agency: PML
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Planet OOH

Aero Bliss – Fill the Bubbles
LONDON: Premium confectionery brand Aero Bliss shares the indulgent pleasure of chocolate in an
experiential out-of-home campaign which even dispenses its brand new velvety, whipped bubbles.
Breaking at Westfield London the campaign aims to create special moments by engaging people in an
interactive activity in which they will have an opportunity to try the new indulgent Aero Bliss chocolates.

Nike’s ‘Dream Crazy’ wins Outdoor Grand Prix at Cannes Lions

The campaign was created by JWT and planned through Zenith and Posterscope.

CANNES: Wieden+Kennedy’s ‘Dream Crazy’ campaign for Nike featuring US football player Colin
Kaepernick won the first of what may be a number of Grand Prix at the Cannes International Festival of
Creativity.

To power the concept, pressurised flooring and an automated dispenser unit shaped like an oversized Aero
Bliss box was installed for people to interact with as the advert unfolds on the Eat Street screen.

Outdoor jury president John Patroulis said the Nike work set a high bar that no other piece proved capable
of reaching or surpassing. “It was hard to talk about anything else having that kind of impact in an Outdoor
piece.”

Every time a passer-by steps on one of five pressure pads in the flooring, the screen creative dynamically
changes message.
A chocolate wrapper twists into a replica gramophone, which releases the sound of musical bubbles which
float up to the top of the screen. The countdown fills the screen as each pressure pad is activated until all
five are stepped upon.
Once there are five people participating, the screen message changes once again and in this moment, actual
bubbles are released as the Aero Bliss soundtrack begins to play and the lid of the dispenser opens to reveal
a mixed selection of individually wrapped chocolates for the participants to enjoy.
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Planet OOH

Domino’s is filling in potholes in the US to ‘protect pizza
Samsung turns Singapore bus stops into wireless charging stations

U.S.A.: Domino’s is filling in potholes across the US, as part of a campaign called Paving for Pizza.

SINGAPORE: Samsung has partnered with JCDecaux Singapore to turn bus stops into wireless charging
stations.

According to the pizza chain, the infrastructure investment is to protect its drivers’ precious pizza cargo.

Claiming a first, the OOH campaign has seen 10 of the city’s busiest bus stops kitted out with the Wireless
PowerSharing feature of the latest Samsung Galaxy S10+ smartphone.

Road repairs have already occurred in towns in Texas, California and Georgia, but the company has also set
up a website on which customers can nominate their town.

Lena Liew, head of brand marketing at Samsung Singapore’s IT and Mobile business described it as a
“creative solution” for its marketing push around the new phone.

Selected towns will receive a grant from the company to go towards road repairs.
“Have you ever hit a pothole and instantly cringed? We know that feeling is heightened when you’re bringing
home a carryout order from your local Domino’s store,” said Russell Weiner, president of Domino’s USA.
“We don’t want to lose any great-tasting pizza to a pothole, ruining a wonderful meal – Domino’s cares too
much about its customers and pizza to let that happen.”
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TOP CAMPAIGNS

MAY 2019 CYCLES 10 – 11
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Event - Belsonic
Lucozade Energy
Abbey Insurance
its4women
Danske Bank - Mortgages
Tesco - 100 Years
EE - Tariff
KFC - W5
McDonald's - GTA
Asda - Summer
Ulster Bank - Balmoral Show
Rockshore
Oasis Zero
firmus energy
Hop House 13
Large

Small

All figures based on display value at rate card.

Transport

Digital

Ambient & Airport

1 Event - Belsonic

£148k

6 Tesco - 100 Years

£73k

2 Lucozade Energy

£113k

7 EE - Tarriff

£65k

3 Abbey Insurance

£92k

8 KFC - W5

£62k

4 its4women

£80k

9 McDonald’s - GTA

£60k

5 Danske Bank - Mortgages

£73k

10 ASDA - Summer

£60k
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TOP CATEGORIES

MAY 2019 CYCLES 10 - 11
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Retail Outlets
Finance
Entertainment
Tourism & Travel
Soft Drinks
QSR
Beers & Ciders
Political & Advisory
Food
Confectionery & Snacking
Energy
Industry & Commerce
Telecoms
Motor Trade
Restaurants
Large

All figures based on display value at rate card.

Small

Transport

Digital

Ambient & Airport

1 Retail Outlets

£706k

6 QSR

£291k

2 Finance

£425k

7 Beers & Ciders

£260k

3 Entertainment

£372k

8 Political & Advisory

£225k

4 Tourism & Travel

£367k

9 Food

£174k

5 Soft Drinks

£292k

10 Confectionery & Snacking

£151k
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FINANCE

MAY 2019 CYCLES 10 - 11
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Danske Bank - Mortgages
Ulster Bank - Balmoral Show
Danske Bank - Small Business Advisors
Bank of Ireland - Rugby
Barclays Bank - Barclaycard
Ulster Bank - Branding
Bank of Ireland - Branding
Portadown Credit Union
Nationwide BS - Branding
Cookstown Credit Union
Small

All figures based on display value at rate card.

Large

Airport& Ambient

1 Danske Bank - Mortgages

£73k

6 Ulster Bank - Branding

£3k

2 Ulster Bank - Balmoral Show

£57k

7 Bank of Ireland - Branding

£2k

3 Danske Bank - Small Business Advisors £18k

8 Portadown Credit Union

£2k

4 Bank of Ireland - Rugby

£14k

9 Nationwide BS - Branding

£2k

5 Barclays Bank - Barclaycard

£5k

10 Cookstown Credit Union

£425
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EVENT GUIDE

COMPETITION

JULY

15th - 21st

The 148th Open

Portrush

19th - 21st

Summer Rose Fair

Belfast

Carryduff Forklift Down Rally

Lisburn

27th - 2nd

Belfast Trad Fest

B elfast

27th - 5th

Belfast Pride Festival 2019

Belfast

Edenderry Village Fair

Edenderry

1st - 4th

Paperboy

Lyric Theatre, Belfast

6th - 7th

Summer Twilight Market

Belfast

10th

Portavogie Seafood Festival

Newtownards

11th

Family Fun Day

Magherafelt

Clandeboye Festival

Bangor

Music and Fireworks Night

Groomsport

Causeway Coast Truck Festival

Portstewart

20th

Madness

Custom House Square, Belfast

24th

Foyle Pride

Derry

30th

Jazz in the Park

Belfast

20th

28th

Win a bottle of Moët champagne

AUGUST

14th - 24th
17th
17th - 18th

To be in with a chance to win a bottle of Moët champagne, just answer the question below.
What brand recently ran a dynamic campaign across Belfast City Centre?

a

Carlsberg

b

Guinness

c

Smirnoff

Send your answers by 5pm on Friday 26th July to Aimee@pmlgroup-ni.com

Last Month’s Winner:
Congratulations to Sara Magee from Mammoth who won a Molton Brown Diffuser Gift Set, courtesy of Belfast
City Airport.

