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Employing Dynamic Digital Out of Home throughout late May and 
June was SafeFood, with a food safety message for summer 
barbeques. Perfectly timed, the campaign coincided with one of the 
warmest weekends of the year! 

Retail and Roadside Digital placed the campaign at key touchpoints 
for audiences travelling throughout the weekend, or visiting shopping 
locations, including Asda stores. 

Dynamic content, employing the Liveposter platform, delivered a 
temperature sensitive campaign, with the creative changing when the 
mercury reached 18°C and above. 

Speaking about the campaign, Senior Account Manager at PML 
Group NI, Nicola McNaughton said: “Dynamic content makes 
campaigns more relevant to consumers, and it increases the 
memorability. SafeFood used OOH formats on busy arterial routes 
and at supermarkets and shopping centres, where footfall remains 
high and dwell time is increased as people queue to enter stores.”

Media: PHD Media  -  OOH Agency: PML

DYNAMIC DELIVERS FOR SAFEFOOD
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ASG & Partners has launched an innovative outdoor exhibition showcasing the 
work of Northern Ireland’s freelance creatives.

A Moment’s Pause presents photography and creative content designed to inspire 
a moment’s escape from the challenges of the Covid-19 pandemic.  Local artists, 
photographers, writers and illustrators will have their content showcased on a 
range of Out of Home formats across the province. 

ASG & Partners’ CEO, Valerie Ludlow said, “This is a partnership across the 
advertising and creative industry here: we quickly recognised that freelance 
photographers, videographers and copywriters have been severely affected by 
this crisis.”

“We’re very grateful to the media suppliers who have supported this and provided 
the space. With their help, our ambition is to turn Northern Ireland into the UK’s 
largest open-air gallery, proudly produced by ASG & Partners.”

For more information on the campaign go to: www.amomentspause.com or check 
out Instagram @amomentspause and #amomentspause. 

Media: ASG & Partners  -  OOH Agency: PML

TAKE A MOMENT’S PAUSE



4

Howdens, a supplier of kitchens and joinery equipment to trades, 
was on DOOH for the first time in cycle 10. One man and his trusty 
dog delivered the message that the five stores in Northern Ireland 
were open, stocked and safe. 

Digital Out of Home in proximity to stores allowed Howdens the 
flexibility to change creative if required and ensured local tradespeople 
were aware of the availability of products, enabling them to get back 
to work quicker. 

Out of Home can play many roles in a campaign, and this is a great 
example of tailoring a creative which is relevant to the passing 
audience, in locations which are experiencing high levels of traffic 
flow. Additionally, the safety message delivers reassurance to new and 
existing customers. 

Media: TPM Media  -  OOH Agency: PML

HOWDENS EMPLOY DOOH TO DELIVER 
SAFETY MESSAGE 
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JCDecaux launched a new campaign on Out of Home to welcome 
people back outdoors as the country takes its first tentative steps out 
of the lockdown. 

The campaign designs represent different cohorts of the population 
enjoying the outdoor settings that are available to them following 
the easing of restrictions and reflect a mood of hope, positivity and 
gratitude for some of life’s simple pleasures.

With a copy-line that says ‘It’s great to see you again’ greeting 
people as they slowly reconnect with the outdoor world, it also 
speaks on behalf of the outdoor advertising displays around the 
country which have been missing a large proportion of their audience 
since the streets went quiet.

Tony O’Flanagan, Marketing Director JCDecaux commented, “The 
most important concern for everyone right now is our health and 
keeping safe. Since the lockdown began, we have been doing what 
little we can by sending out messages of thanks to frontline workers 
on our digital network and displaying communications from the 
HSE, NTA across ROI and our charity partners. The reopening of 
the country has given us an opportunity to refresh our formats with 
a positive message to give people encouragement during these 
challenging times and to welcome them outdoors to what we all 
hope are the first small steps towards normality.”

‘It’s great to see you again’ is running across JCDecaux formats on 
the island of Ireland from May 18th.

JCDECAUX WELCOME PEOPLE
BACK OUTDOORS
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THANK YOU, FOSTER CARERS

Over 3,000 children and young people in Northern Ireland are reliant on foster care, and that care is still needed even during 
a pandemic. To celebrate Foster Care Fortnight, HSCNI employed a targeted OOH campaign to reach foster parents and 
families of the children in the care system. 

Retail and Roadside Out of Home formats delivered the thank you campaign, with Asda Live and Purchase Points delivered 
coverage at key retailers while Adshel and Adshel Live covered main arterial routes. The impactful creative also featured the 
hashtag #ThisIsFostering and links to find out more information about the work foster carers do. 

Media: ASG & Partners -   OOH Agency: PML
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Grocery sales continue to rise, as lockdown 
slowly eases

In the four weeks to 17th May, Kantar report that take-home grocery 
sales growth increases to 17.2% YoY, as the Government began 
to ease lockdown restrictions in England. Footfall in stores remains 
significant and there is still high demand for online grocery delivery 
slots. Additionally, the trend throughout April for fewer but bigger 
shopping trips appears to continue.

According to the Retail Data Partnership, which represents 
independent convenience stores, there are similar trends. While 
footfall is lower than 2019 levels, there is still an upward trajectory of 
the number of shoppers, and basket totals have increased from just 
over £6 per trip to £9.27. Average store sales have also increased by 
32.4% YoY.

Parklife!

Outdoor audiences are on the rise again, as lockdown restrictions 
continue to relax. 

• Driving activity is at 73% of the baseline norm (24th May)

• 21% increase in driver activity over past week (24th May)

• Grocery location footfall reached 85% of the baseline norm (21st 
May)

• Footfall in parks reached 108% of the baseline norm (21st May)

Staying in-car is the new going out

Perfectly placed to maintain social distancing, drive-in events are 
expected to become more common. Already taking place in NI, 
church services and film screenings are proving popular, while in 
ROI and further afield, concerts and bingo are planned. This return to 
some kind of normality is welcomed by many and delivers additional 
targeting of audiences using Out of Home advertising. 

As more journeys are made, more people are exposed to Out of 
Home advertising. Our ability to target using geographical parameters 
is standard in campaigns, delivering messaging along the route 
to these new cinemas. Dynamic Out of Home will become even 
more relevant for brands wishing to target filmgoers and experience 
seekers, with the ability to change messaging at any given time. 

A VIEW FROM OOH

To see more from our Now Near Next Series, click here

https://pmlgroup-ni.com/news-and-views/
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Online shopping gurus. Netflix ninjas. E-commerce experts. Zoom zealots.

There is no doubt that technology’s influence in our lives has gone up a few notches in the last few months. 
As we move through the various phases set out by the government for the reopening of the economy and 
society, innovative technological solutions to the logistical issues of our changed environment may well 
have implications for OOH communications. 

We are already seeing some evidence of this emerging as business across the world adapt for what’s 
coming next.  

DIGITAL HAND SANITISERS

Hand sanitizers are one of the first touch points that the public will encounter as they enter an outlet.  New 
digital advertising screens with built-in sanitizer dispensers are coming on stream.

QUEUING SYSTEMS

As socially distanced queuing becomes a normal part of our day to day lives, companies have been looking 
at innovative ways to improve the customer experience. Cue intelligent digital signage and virtual queuing 
software.

Intelligent digital signage can be used to count customers entering and leaving retail outlets, thus delivering 
a real time stop/go system. The signage can also communicate brand messaging to those waiting patiently 
to gain entry, and offer a welcome alternative to the phone screen for some distraction.

Asda, Britain’s third biggest retailer is beginning trials of a virtual queuing system. Customers will be able 
to get a virtual ticket by scanning an OOH poster and return to the safety of their car whilst waiting to be 
called via their mobile phone.

SELF SERVICE INTERACTIVE SCREENS AND MID-AIR HAPTIC TECHNOLOGY 

In order to minimise human contact, there has been a rise in self-service interactive kiosks and screens, 
similar to the interactive order screens often found in McDonalds restaurants. In an effort to eliminate the 

“touch” element, mid-air haptic technology is accelerating. Mid-air haptic technology allows you to interact 
with interactive digital screens using hand gestures rather than physical touch.

The pace of innovation has been impressive. Out of Home has shown itself to be nothing if not flexible and 
adaptive in the past decade. In a media sense, what we are experiencing is a shift in audience behaviour. 
Change brings opportunity. Out of Home is opportunity. 

THE NEXT….HOW ‘COVID TECH’ 
WILL INFLUENCE OOH

Pat Cassidy, Digital, Innovation and Experiential Manager, PML Group

https://www.youtube.com/watch?v=d960RuB8Tgs&feature=emb_logo
https://vimeo.com/392432571
https://www.youtube.com/watch?v=m6RYmFd-XnQ&feature=emb_logo
https://vimeo.com/392432571
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The COVID-19 pandemic is unlike anything we have seen before, creating enormous waves of change 
affecting the economy, health care system and our lives.

So many industries have been negatively impacted, and advertising and media are no exception. Some 
silos, such as digital and social marketing, have benefited from increased connectivity and time spent online. 
TV and video advertising have also seen a surge due to consumers watching increased hours of content.

But other channels have seen cancelled campaigns and large declines, with one of the more prominent 
being Out of Home (OOH), a media channel that, let’s be honest, brands are not going to covet with stay-
at-home orders in effect.

As OOH begins to contemplate recovery, along with the rest of the economy, there are a few different 
directions things can go in a post-pandemic environment.

THE GLASS-MOSTLY-EMPTY VIEW

It’s possible that the reopening of business will happen very slowly. A limited amount of traffic allowed 
within a location, combined with requirements for the use of masks and gloves, could deter people from 
returning to normal activities.

Companies may make work-from-home policies more permanent, recognizing that the expense of keeping 
huge office space is too burdensome to carry, leading to fewer commuters on public transportation and 
fewer consumers out and about throughout the workday. OOH media intended to reach consumers at the 
gym, on the train, in a taxi or at the airport would become much less valuable, causing campaign activity to 
remain stuck at low levels.

I don’t envision a future this bleak. We’re already seeing increases in traffic and movement as states slowly 
open up.

THE GLASS-HALF-FULL VIEW

In a best-case scenario, businesses would reopen and traffic build quickly. Social distancing measures 
in place keep the virus at bay, driving up consumer activity and confidence. Americans emerge from their 
quarantine caves, itching to get out of the house and back to shopping, dining out, going to the movie 
theater and working from their offices under revised protocols, consuming OOH media throughout their 
daily journeys.

We would also witness the concept of “revenge shopping,” which occurred in China shortly after 
restrictions were lifted, resulting in the Guangzhou Hermes store generating $2.7 million in sales on the 
first day it reopened. Advertisers, anxious to reengage, would fire up campaigns intended to reconnect with 
consumers in metro areas as they shop, browse or climb aboard trains on their routes to and from work. 
The OOH industry bounces back with even greater demand as traffic levels return as if COVID-19 never 
happened.

While one can always dream, chances are this scenario won’t play out either. We likely end up somewhere 
in the middle.

OUR (LIKELY) NEW NORMAL

In the more likely scenario, OOH will lean more heavily on data-led planning to navigate and understand 
the new traffic patterns that have emerged. Hyperlocal data will help brands understand how audience 
journeys are shifting as the country reopens at different paces, and it will inform how to best use different 
OOH formats to reach those audiences along the way.

Highway bulletins will likely take on greater importance as more commuters take to their cars, leery of 
mass transit. The use of programmatic OOH may accelerate as brands require the flexibility to optimize 
campaigns based on changing market conditions. Brands will more deeply embrace dynamic messaging as 
they pursue ways to connect with consumers on a more meaningful level. Location data and agility, already 
important in OOH, will likely become more crucial as the industry emerges from the pandemic.

OOH has a strong track record of recovering quickly from downturns. If there’s good news in this last, most 
realistic scenario, it’s that OOH has made investments in recent years that position the industry to succeed 
in its own right while also becoming a medium that businesses rely on as they embark on the road to 
recovery.

OOH: 3 SCENARIOS FOR A 
POST-PANDEMIC RECOVERY

Christian Vollerslev, CEO, Posterscope USA

G U E S T  A R T I C L E
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The Social Distancing Billboard

ITALY: After almost 60 days of quarantine, Italians were 
preparing themselves for the long-awaited Phase 2 starting 
May 4th, in which they could leave their houses and move 
with greater freedom. With social distance being one of the 
key requirements for being able to fight the pandemic, the 
population are all required to keep a distance from family, friends, 
relatives, colleagues, and more generally, from other people. 
FinecoBank supported this message by inviting Italians to 
maintain these measures to protect themselves and others. It is 
the first digital display campaign (DOOH) that is readable only 
from more than one meter thanks to an optical illusion effect. The 
creative idea from McCann delivered a single, frank and straight 
to the point message, ‘MAINTAIN ONE METER APART. INVEST 
IN YOUR SAFETY,’ to convey the message that security is the 
most valuable investment right now.

The Billboard that Breathes

INDIA: ‘The billboard that breathes’ aka the lungs is a giant lung 
Installation that reacts in real-time to the environment. While the 
transformation depends on the air quality, audiences can see a live real-
time reading of the AQI (air quality index). This installation, which was 
built in Poland, has been to multiple cities (Bangalore, Delhi, Lucknow, 
Mumbai) in India. The campaign has over 300 million views, millions 
of social media impressions, is featured by over 75 media outlets and 
digital publishers and been featured on BBC, NDTV, Times Now, Mirror 
Now, CNBC, Republic amongst others, and was also presented as a 
case study from India for the climate change conference.

LEGO Bridge 

GERMANY: German artist Martin Heuwold created a giant LEGO 
bridge in Wuppertal, Germany. The artist inspired by his daughters’ love 
of colourful toy bricks. After a meeting with the council of the city of 
Wuppertal and the charitable organization Wuppertal Bewegung, which 
had developed a bikeway and footway in place of the decommissioned 
railway, the bridge crossing was chosen. Before the redesign, Danish 
manufacturer Lego, which produces Lego bricks, gave its approval to the 
project.

Planet OOH

https://www.youtube.com/watch?v=Jc_h2YlYRYQ&feature=emb_title
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SOCIABLE MEDIA 
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All figures based on display value at rate card. 

1 The Executive Office - Coronavirus £213k 6 Guinness £58k

2 Translink - Corporate £128k 7 Bank of Ireland - Branding £43k

3 CCS - Coronavirus £127k 8 Danske Bank - Extern Partnership £39k

4 Translink - NHS Travel £115k 9 Phoenix Natural Gas £22k

5 PSNI - Scams £73k 10 Carlsberg Lager £21k

TOP  CAMPAIGNS
APRIL 2020 CYCLES 8 - 9

£K £50K £100K £150K £200K £250K

The Executive Office - Coronavirus

Translink - Corporate

CCS - Coronavirus

Translink - NHS Travel

PSNI - Scams

Guinness

Bank of Ireland - Branding

Danske Bank - Extern Partnership

Phoenix Natural Gas

Carlsberg Lager

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

TOP CATEGORIES
APRIL 2020 CYCLES 8 - 9

£K £100K £200K £300K £400K £500K

Political & Advisory

Tourism & Travel

Finance

Beers & Ciders

Industry & Commerce

Energy

QSR

Charity

Retail Outlets

Entertainment

Large Format Small Format Digital

Transport Ambient

1 Political & Advisory £437k 6 Energy £22k

2 Tourism & Travel £283k 7 QSR £18k

3 Finance £124k 8 Charity £15k

4 Beers & Ciders £81k 9 Retail Outlets £15k

5 Industry & Commerce £42k 10 Entertainment £12k


