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Last year in Northern Ireland, nine people died waiting on a new 
organ. 46% of the population has signed up to be organ donors, 
but there is still work to be done to give the previous gift of life 
to others. In a hard-hitting campaign, the Public Health Agency 
is using OOH to convey the importance of organ donation. 
The provincewide campaign featured Orla Smyth, a local 
businesswoman and recipient of a donor organ. 

Kathryn Fry, Media Manager, Genesis said: “Maximising 
visibility across Northern Ireland was key to this campaign, 
which sought to encourage as many people as possible to 
sign-up to the Organ Donor Register and crucially, have the 
conversation with family or friends so they know your wishes 
are to give the gift of life to others.  

“The combination of 48 Sheet and 6 Sheet formats played a vital 
role in achieving the level of reach and frequency needed.  The 
timing of the campaign coincided with New Year’s, when so 
many of us are thinking about making resolutions and perhaps 
doing something to benefit others.”

Media: Genesis    
OOH Agency: PML

A WEE CHAT COULD SAVE UP TO NINE LIVES
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IT’S A JOB FOR OOH
Typically, January is a month for making changes, from fitness regimes to finding a new job. It’s expected that a quarter of 
us will make a New Year’s Resolution, and if yours is to change career, Firstsource might have what you’re looking for. 
Regarded as one of Northern Ireland’s leading employers, the company has three offices in Belfast and Derry~Londonderry 
which are now established as centres of excellence for customer service. 

Targeting potential employees in the north-west, Firstsource employed 6 Sheets, 48 Sheets and Adshel Live in the city. 

Joanne McKendry, Media Director, Mammoth added: “Firstsource is a leading employer in the Derry area, delivering customer 
service for some of the UK’s leading household brands. However in a fiercely competitive recruitment market, Mammoth 
was tasked with positioning Firstsource as the employer of choice for Customer Service roles in Derry.

“Outdoor was an integral part of the multi-media  recruitment campaign . It built awareness of the Firstsource brand,  delivered  
high levels of frequency and the capability to geotarget to the identified target audience in the Derry area. Through the 
creative showcasing a number of staff from the local area, we built our own local personalities who we brought to life with 
a targeted social video and digital display campaign.”

Media: Mammoth    -   OOH Agency: PML
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Openreach, the engineering team that builds, 
maintains and manages the local broadband network, 
has unveiled its biggest ever marketing campaign 
in Northern Ireland. The campaign celebrates the 
company’s new four-year sponsorship deal with 
Ulster Rugby and highlights the role Openreach and 
its 750-strong team, play in building the network that 
connects the region. Multiple creatives appeared 
across a mix of high impact OOH formats as part of 
the fully integrated marketing campaign. 
 
Mairead Meyer, Openreach Director in Northern Ireland, 
said: “We’re incredibly proud, and very excited, to 
unveil our new marketing campaign, with a TV advert, 
OOH and digital advertising featuring Ulster Rugby 
and two of our Openreach engineers; this is a first for 
us here in Northern Ireland. 

“The campaign celebrates the importance of 
connections, from the families and friends that come 
together at weekend sports events, the coaches and 
communities that help support young people, and our 
very own engineers who play such a crucial role in 
building the broadband network that keeps Northern 
Ireland connected. 
 

“As one of the new shirt sponsors of Ulster Rugby, we 
worked with the club, along with groups from across 
the region and with our own engineers to tell this story 
and took inspiration from some real-life anecdotes 
and personal experiences to create our campaign. 
Using real life stories as inspiration allowed us to 
bring this campaign to life and helped us to show how 
connections are at the heart of everything we do.”

Pictured left-right: Adrian Hamilton, Openreach 
engineer, Mairead Meyer, Openreach Director in 
Northern Ireland, Jonny Petrie, Ulster Rugby CEO and 
Jenny McLernon, Openreach Engineer at one of the 
Openreach OOH sites in Belfast.  

Media: Smarts   -   OOH Agency: PML

BUILDING NETWORKS TO CONNECT NI
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GO FOR IT IN 2020
The Go For It campaign was on OOH throughout January, encouring prospective business owners in NI 
to go for it and start working for themselves. The scheme provides free step by step advice to complete a 
business plan, with the support and expertise provided by business advisers, within each local council in NI. 

Barbara Specchia, Media Planner, ASG & Partners said: ”OOH advertising was planned to maximise 
coverage and awareness. Also, Outdoor uniquely allows for local targeting; which is essential to reach 
all our key audiences in NI. The multi-format approach is the best way to optimise reach, ensure cost 
effectiveness, and to intercept target audiences in a range of circumstances. 

”Moreover, according to TGI 2019, 77.6% of all Go for It key audience groups will be reached by this 
channel; which make OOH a great choice for Go for It.”

Media: ASG & Partners   -   OOH Agency: PML
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Recent media forecasts from sources such as GroupM have forecast slow but continued growth in 
advertising expenditure in 2020. In these reports, out of home, and more specifically, digital out of home 
(DOOH), has been identified as one of the main beneficiaries of this growth.

This very positive outlook for the OOH medium reflects its increasing importance as a ‘real world’ 
counterpoint to powerful and addressable digital channels, so it’s somewhat ironic that the use of dynamic 
content in DOOH is so under-developed in comparison with those digital channels.

The ability to deploy truly dynamic content across thousands of high quality, networked digital screens is 
the most significant step forward for OOH since the arrival of those digital screens well over a decade 
ago. But clients, agencies and media owners around the world are still significantly under-estimating or 
overlooking the potential of dynamic DOOH.

Even in markets as developed as the UK and the USA, media spend on dynamically-enabled digital out of 
home represents just eight per cent and just less than five per cent respectively, of all DOOH campaigns.

We are frequently told that there is a substantial appetite for innovation among marketers and business 
leaders. In the Global Digital Outlook Study by SoDA and Forrester Research last year, business leaders 
identified “brand differentiation through innovation” and “adopting emerging technology before our 
competitors do” as the most important strategic factors driving success for their businesses. And then 
there’s the ever-increasing need for greater speed. Forrester’s research revealed that 63 per cent of 
senior marketers thought that producing and publishing content more quickly was a major priority for their 
business.

Dynamic DOOH delivers across all of these factors. It enables new advertising content to be published 
instantly, in real time and as often as the data and circumstances require. It provides greater consumer 
and contextual relevance which is proven to drive uplift in impact. Above all, it delivers significantly greater 
advertising performance and effectiveness.

At Posterscope, we studied a total of 20 of our campaigns between 2015 and 2018 and conducted a total 
of nearly 14,000 respondent interviews to analyse the performance difference between dynamic digital 
and standard digital activity for all of these campaigns. The results are remarkable in terms of the effects 
on both brand and memorability measures. Brand consideration increased on average by 34 per cent and 
spontaneous ad awareness by an astonishing 85 per cent. The overall impact on key brand measures 
was an uplift of 36 per cent, and on campaign memorability of 60 per cent. Combining the effects on both 
brand and memorability measures, the increase in overall ad effectiveness across these 20 campaigns was 

an incredible 48 per cent.

So why are marketers, agencies and media owners ignoring the undeniable impact of dynamic digital out 
of home. Is it too complex to understand or perceived as too expensive to activate? Is there just too little 
awareness and understanding its benefits? And has enough been done to standardise digital content 
management systems in order to simplify and speed up the technology connections?

All of these factors probably apply to some extent but, whatever the reasons, the industry needs to come 
together to overcome them and to be much, more active in promoting dynamic to both agencies and 
advertisers.

Dynamic content can change the way advertisers view and use out of home and attract new clients to the 
medium, ultimately generating growth. It provides fantastic creative opportunities, leads to award-winning 
work and increases the attention that our medium attracts. Most importantly, it transforms advertising 
effectiveness, delivering substantial uplifts in ROI.

Whilst we may have under-estimated its potential and importance so far, it’s not too late to put that right. It’s 
absolutely in our power to grasp the opportunity more effectively from here on.

UNDERESTIMATE THE POWER OF DYNAMIC  
DIGITAL OUT OF HOME AT YOUR PERIL

Stephen Whyte, Global President, Posterscope

G U E S T  A R T I C L E
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New to OOH

Fibrus
Media: Icon Creative
OOH Specialist: PML

Lionsgate: Bombshell
Media: Carat UK
OOH Specialist: PML

Sony Pictures: Bad Boys for Life
Media: OMD Ireland
OOH Specialist: PML



8

SOCIABLE MEDIA 



9

BBC: Dracula after Dark 

UK: The best vampire advertising is always more 
chilling at night. And BBC Creative has found a fun 
way to deliver after-dark scares for its new show 
Dracula—with a billboard that looks unsettling in the 
daytime, but really gets menacing after the sun sets. 

The board uses a technique called shadow art, 
where a light cast on objects creates an unexpected 
shadow. (Here’s a good primer on the art form.) 
For the Dracula ad, the BBC Creative designers 
stuck a bunch of bloody stakes—useful, of course, 
for vampire slaying—into the left side of the board. 
At night, a light shining on the stakes creates a 
shadow that looks like the horrific, toothy visage of 
Dracula himself.

The Crossing Fence

CANADA: As part of its latest campaign to get 
drivers to better respect pedestrian crossings, 
the Quebec Automobile Insurance Corporation 
manufactured a pop-up fence at a crosswalk in 
Montreal.

The prank not only surprised pedestrians and drivers 
but also generated a contentious debate on social 
media.

Cadbury Dairy Milk: Call 
Someone You Love 

CANADA: This holiday season Cadbury Dairy Milk 
reminded Canadians you to call their mum. The 
initiative saw the public invited into a traditional 
British phone booth, painted purple and set up in 
a busy park. Once inside they could call someone 
special, anywhere in the world for free. Upon 
hanging the phone booth dispensed a Cadbury 
Dairy Milk. People lined up to call their loved ones. 
The activation was filmed and amplified on social 
(Facebook and YouTube).

Star Trek: Picardilly Circus 

UK: The premiere of Amazon Prime Video’s Star 
Trek: Picard in London last Wednesday was marked 
with a novel event, as a London Underground 
station was transformed...into Picardilly Circus. 
Normally known as “Piccadilly Circus”, the central 
London Tube station displayed special signage with 
the new name. The station even replaced some 
of its normal announcements with special ones 
advising customers to “take care when using stairs, 
escalators or transporters” while travelling through 
the station.

Planet OOH

https://www.youtube.com/watch?v=ph633_jzzm4
https://www.youtube.com/watch?v=8jx_uB5R4a8
https://www.youtube.com/watch?v=2f1ewPBv6gY&feature=emb_title
https://www.youtube.com/watch?v=tIEr1Pcu03Y
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The ever-growing commuter audience in Northern Ireland is affluent, upmarket and hyper-connected. 
Northern Ireland’s rail commuters are highly desirable for advertisers and JCDecaux’s transport portfolio is 
perfectly placed to capture this audience

In 2019 several scrolling paper 6 sheet units in Lanyon Place were replaced with a state of the art double 
sided Digital iVision unit. The iVision, which allows for full motion video as well as static images,  is placed 
in the busiest area of the station to allow for maximum audience exposure. 

Lanyon Place is the terminus for the Dublin to Belfast Enterprise rail service, running every 2 hours. The 
station, which is located close to Belfast City Centre’s tech/financial hub and is a short walk to Belfast’s 
International Convention Centre (ICC) and Victoria Square, serves 108,000 passengers per fortnight and 
is connected to the city by the Glider service. 

Following hot on the heels of the upgrade to DOOH in Lanyon Place, the launch of additional Digital 
iVisions at Great Victoria Street Station and North-West Transport Hub means JCDecaux now have 6 
Digital screens located in Belfast and Derry-Londonderry’s busiest commuter hubs.

NI Rail commuters: a valuable audience

During their journey, rail passengers are alert while they spend time assessing their plans and making 
decisions. Eye-catching, engaging and relevant brand messaging can captivate these connected 
consumers and drive further interaction.

A valuable and engaged audience, Northern Ireland’s rail commuters are mostly professional, affluent and 
are heavy tech users. 56% are ABC1, 50% are 3rd level educated and 60% go online while on the move. 
Commuter journeys are frequent and habitual over a long period of time, giving the perfect opportunity for 
engaging brand storytelling. 55% of NI Rail commuters travel by public transport at least once a week and 
79% notice OOH advertising on a weekly basis.

An active mindset while on the move makes them more likely to respond to brands than the average NI 
consumer and take action. 59% have engaged with brands after seeing an OOH campaign. 54% have 
engaged online and 44% have made a purchase.

The future is Digital

With Digital Out of Home in Northern Ireland continuing to expand, brands have a unique opportunity to 

maximise campaign impact and engagement levels. The dynamic capabilities of DOOH allows advertisers 
the ability to change their messaging in real time, on multiple occasions over flexible campaign booking 
periods, enabling them to communicate with their audience in a more contextualised and relevant way.
  
Inclusive of the Rail DOOH footprint JCDecaux also has a range of advertising opportunities at other key 
points of communication in stations, including lightboxes, ticket barriers and floor graphics. This makes it 
possible to provide effective daily brand communication for commuters who take frequent and repeated 
journeys to transport hubs in Belfast and Derry-Londonderry. 

JCDECAUX DOOH ON-BOARD IN NORTHERN 
IRELAND’S BUSIEST RAIL STATIONS 

Sonia Totten, Senior Sales Executive, JCDecaux

G U E S T  A R T I C L E

Source: Target Group Index 2019. Consumer base: Northern Ireland Rail commuters
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THIS MONTH’S PUBLICATIONS

https://pmlgroup-ni.com/content/a-definitive-guide-to-digital-ooh-in-northern-ireland/
https://pmlgroup-ni.com/content/2020-vision-the-year-ahead-for-out-of-home/
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All figures based on display value at rate card. 

1 Lidl - Christmas £144k 6 Hastings Hotel Group £96k

2 Lunn's Jewellers £117k 7 Brennans Bread £87k

3 Hop House 13 £110k 8 Lucozade Energy £87k

4 Coca-Cola £109k 9 Tesco £86k

5 Vauxhall - Corsa £98k 10 Event - NYF Dublin £85k

TOP  CAMPAIGNS
DECEMBER 2019 CYCLES 25 - 26

£K £20K £40K £60K £80K £100K £120K £140K £160K

Lidl - Christmas

Lunn's Jewellers

Hop House 13

Coca-Cola
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Hastings Hotel Group
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Lucozade Energy
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Event - NYF Dublin

Small Format Large Format Transport
Digital Ambient & Airport
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All figures based on display value at rate card. 

TOP CATEGORIES
DECEMBER 2019 CYCLES 25 - 26

£0K £200K £400K £600K £800K £1,000K £1,200K

Retail Outlets

Beers & Ciders

Political & Advisory

Jewellery

Tourism & Travel

Soft Drinks

Entertainment

Wines & Spirits

QSR

Motor Trade

Large Format Small Format Digital
Transport Ambient

1 Retail Outlets £1,111k 6 Soft Drinks £298k

2 Beers & Ciders £487k 7 Entertainment £295k

3 Political & Advisory £469k 8 Wines & Spirits £177k

4 Jewellery £338k 9 QSR £175k

5 Tourism & Travel £311k 10 Motor Trade £152k



EVENT GUIDE GUINNESS SIX NATIONS

FEBRUARY
1st - 2nd The Wedding Journal Show Live TEC

10th The Game Ulster Hall

12th Bombay Bicycle Club Ulster Hall

13th Girls Night Oot Millennium Forum

14th Toddlers Take Over the Museum North Down Museum, Bangor

15th Michael Palin in Conversation Seamus Heaney Homeplace, Bellaghy

17th - 23rd Belfast Restaurant Week Belfast

17th - 18th HMS Caroline Lego Bricks Trail HMS Caroline

19th - 23rd Riverdance - 25th Anniversary Show SSE Arena

21st - 23rd Selfbuild Live TEC

23rd Conversations with Stacey Dooley Ulster Hall

26th - 27th UCAS Eikon Exhibition Centre

28th An Audience With John Bercow Ulster Hall

29th The Baby Shark Show Millennium Forum

MARCH
1st Peace Proms SSE Arena

3rd The Script SSE Arena

3rd - 7th Blood Brothers Millennium Forum

12th Steve Martin and Martin Short SSE Arena

15th - 20th NI Puddle Jumping Championships Castle Espie

17th St Patrick's Day Provincewide

COMPETITION

Butlers Chocolate Hamper
For a chance to win a hamper of Butlers Chocolate, courtesy of JCDecaux, tell us:

How many passengers travel through Lanyon Place rail 
station every fortnight?   

Last Month’s Winner:
Congratulations to Julie McCartney from Krow Ireland who won a £100 voucher for CastleCourt. 

108,00018,000 1,080,000

Send your answers to Lorraine@pmlgroup-ni.com by 5pm on Friday 21st February.


