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If your sofa is sagging after a few months of intensive Netflix watching, 
a visit to Keens should be on the cards. The retailer has been in 
business for over 40 years and has a vast showroom spread across 
three floors. 

Employing Out of Home in locations across Belfast enabled Keens 
to reach a large proportion of potential customers, while the bespoke 
creative on each site highlighted drive time to the Albertbridge Road 
based store. 

Media: Direct  -  OOH Agency: PML

KEENS FOR A NEW SOFA
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After a period of being stuck inside many of us are looking for a new 
way to stay entertained, and that’s before the school summer holidays 
start! Located on the outskirts of Belfast, Let’s Go Hydro has a range 
of exciting (and socially distant) activities for big and little kids. 

In-car entertainment is going to be huge this summer, with drive 
in cinemas and events offering the perfect balance of safety and 
entertainment, while being out of the house and having a shared 
experience with others, which we all crave. Let’s Go Hydro were a 
step ahead, with a drive in cinema opening in early May to sell out 
crowds. 

For thrill seekers, wakeboarding is available, with strict adherence to 
all social distancing guidelines. Open water swimming is also open, 
with the popular inflatable obstacle course expected to reopen soon. 
Staycations are also available with self-catering accommodation 
options on site for those wanting to stay close to the action. Large 
formats delivered the messaging, with impactful 144 Sheets, 96 
Sheets, Golden Squares and 48 Sheets across Belfast. 

Media: Adhaus -  OOH Agency: PML

MAKE A SPLASH AT LET’S GO HYDRO
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Popular retailer Lidl was on Out of Home through June, with a family 
save message and price comparison element. Highlighting the 
savings made by the McMaster family, the campaign featured an 
outdoor dining theme and bold accent points on the creative. The 
OOH activity combined Roadside, Retail and Digital formats to deliver 
the message in locations across Northern Ireland.

Shane Costello, Senior Client Manager, Mediaworks, said: Outdoor 
is an integral part to Lidl’s media strategy. It is a great channel for 
delivering reach, raising awareness of our campaigns and driving 
traffic to store. The variety of formats and inventory available also 
allows us to add a tactical layer to our plans. OOH continues to  
perform an important role in our planning.”

Media: Mediaworks  -  OOH Agency: PML

OOH DRIVES STORE VISITS FOR LIDL



5

With seven stores, and a thriving wholesale business, family run Corries Farm 
Butchers offers customers a unique shopping experience. In addition to high 
quality meat products, the retailers offer a range of vegetable and bakery 
products in their farm shops and deli counters across Belfast and North Down. 

In response to the Coronavirus pandemic, the retailer adapted to offer free 
home delivery to local customers. To promote the service, Corries used a 
‘punny’ creative of a cow with an interesting hairstyle. 48 Sheets in proximity to 
the stores delivered the message to local communities, showcasing the highly 
targeted nature of Out of Home advertising. 

Speaking about the campaign, Valerie Ludlow, CEO, ASG  & Partners said: 
“Weekends for me are often about experimenting with recipes and reading 
new cookery books – and Corrie’s has been my go-to local butcher for 
years because of the quality and expert knowledge. So when they asked if 
ASG & Partners could help them promote their new home delivery service 
and shops, I was thrilled we could help. Outdoor was an obvious channel 
for the promotion, helping to direct people to their nearest shop and also 
encouraging them to download the shopping app.”

Julie Hope, Marketing Manager, Corries Farm Butchers added: “We were 
nervous about embarking on our first outdoor campaign but Valerie and the 
team at ASG were of great help & support and we are now delighted to now 
have our name in 48 sheet size and have this medium to advertise both our 
brand & new home delivery service of quality local produce – catering of 
course for domestic and corporate needs!”

M‘OOH’ DELIVERS FOR CORRIES

Media: ASG & Partners  -  OOH Agency: PML
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HISTORY IN THE MAKING

Covid-19 forced the closure of many of Northern Ireland’s most loved and visited places and spaces as was the case for National Museums NI and their four museum sites. However museums are more than a place for a 
day out, they are a place for dialogue, to reflect on the past, understand the current and inform the future. Even though the public could not visit the museum sites, National Museums NI continued to communicate during 
lockdown reinforcing their ‘Here for Good’ message.
 
Sinead Cunningham, Marketing & Communications Manager at National Museums NI said: “We know we are in unprecedented times, but we feel we can play an important role even if we cannot welcome visitors to our 
sites. We know our role is bigger than marketing, it’s providing a public service. During lockdown we provided a range of content online for adults and kids alike so they could engage with our artefacts remotely. We wanted 
to solve, not sell. Yes, we wanted to communicate our closure, but also that we as a museum will be here on the other side and will always be here to tell the story of us. Working alongside AV Browne, we delivered high 
impact 48 Sheet placements as well as digital screens in Shaftesbury Square. We also took the opportunity, somewhat unusually, to use the 96 sheet format for long-form copy to take a snapshot in time, to be a reassuring 
voice, that we were here for whatever comes next, here for the public, here for good.”

In addition to the impactful 96 Sheets, NMNI delivered a shorter but still impactful, ‘Temporarily closed, always here’ message on 48 Sheets, Adshel Live and Roadside Digital Screens across Northern Ireland. 

Media: AV Browne  -   OOH Agency: PML
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The high street is back

People movement in retail and recreation areas has also increased 
this week, with grocery and pharmacy locations at 91% of the 
baseline norm, weekly growth of 4%. Once again footfall at parks and 
beaches remain out in high numbers, reaching 110% of the baseline 
norm.

Reassuringly, pedestrian activity in retail and recreation areas grew by 
14% on the previous week, reaching 56% of the norm by 21st June. 
Driving activity saw an increase of 4% from the previous week, as the 
retail sector had its first full week of trading since March. The 7-day 
moving average places driving activity at 103% of the pre-Covid 
baseline.

Cheers to the Hospitality Trade

According to Exterion Media’s Work.Shop.Play research, 58% of 
people in NI would feel completely comfortable visiting open air ex-
hibitions or attractions (e.g. The Zoo or Ulster Folk Museum). 62% of 
people feel that being a tourist in your own city is a great idea to sup-
port businesses and the local economy, while 54% feel Belfast is full 
of hidden gems and things to do that there’s no time for visit normally.

While foreign holidaymakers are in short supply, locals should take the 
opportunity to explore Northern Ireland, and experience some of the 
sights that have made this wee country one of the most popular tour-
ist destinations in the world. Now is the time to get ‘helpy’. The future 
of many jobs and tourist attractions is in all of our hands, and while it 
might be a cliché, the industry needs us all to think like holidaymakers 
for the big staycation of 2020.

What’s next for OOH?

The oldest form of advertising is resilient and resourceful, with brands 
employing the mix of formats year after year. Even when we were 
advised to stay at home, except for essential journeys, OOH delivered 
key messages to thousands of people every cycle. As restrictions 
continue to ease, the role Out of Home can play in brand building is 
huge.

New research from Ebiquity Marsh reports that while brands in Ireland 
are likely to spend less on advertising this year, 60% of marketers are 
placing more value on maintaining share of voice (SOV).

This echoes researcher Peter Field’s standpoint that maintaining or 
even increasing SOV during a downturn is extremely important in 
helping brands recover from such crises.

A VIEW FROM OOH

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

https://pmlgroup-ni.com/now-near-next/
https://pmlgroup-ni.com/now-near-next/
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Who would have thought while welcoming 2020 that it would change the definition of life, from fighting 
the daily rat race, combatting Monday blues to being confined in our homes with our families having real 
conversations, and cherishing those little things that we all took for granted in a free world. The ongoing 
pandemic has slowed us down, given us time to introspect on a lot of things and re-imagine our lives and 
businesses.

Looking back at my 12 years of entrepreneurship in the Out of Home (OOH) advertising industry, reading 
well-articulated pieces on digital transformation and its impact across various sectors and our daily lives, 
as Reliance says “JIO Digital Life”, I feel it’s time when technology is going to transform old businesses and 
give life to new innovations creating a world which is more digital and connected than ever before.

OOH: threat or opportunity? 

With social distancing and self-quarantine being the new normal, impacting traffic and mobility, one of the 
most affected industries is OOH advertising. Known as the oldest form of advertising and the only form 
of traditional advertising which maintained a steady growth curve despite the constantly evolving media 
landscape, fuelled by advancements in technology and changing consumer behaviour at a rapid pace, this 
crisis will have a huge impact on OOH advertising globally.

Being an optimist, as I watch the world implode right now, there has to be some good that can come 
out of this pandemic once the dust settles. Economic crisis and pandemics like these breed incredible 
opportunities and this is one such opportunity for the OOH advertising industry to relearn and transform 
how the medium is perceived, seen and bought. 

DOOH 2020: utility & societal messaging

With DOOH (Digital OOH) predicted to be the key growth driver for OOH advertising, the industry was 
already in the mid of digital transformation before the pandemic hit us. Over the last 18-24 months, the 
number of digital displays increased at a rapid pace in controlled environments such as airports, business 
hubs, railways, malls and F&B, among others, and municipal corporations seemed receptive and proactive 
more than ever before in making cities neater and smarter with modern digital infrastructure.

This pandemic and economic crisis has halted the digitisation drive for sure, but it has also opened doors 
for introduction of new technologies and displays. Keeping public safety in mind, as we move towards more 
relaxed restrictions with social distancing and hygiene being the order of the day, more smart utility-digital 
displays are likely to emerge out of this emergency in public places delivering safety guidelines equipped 

with facial-identity scanners, thermal detectors, automatic sanitisers, cue management platforms across 
congregation points such as retail, transit, hospitality, banking and education sectors. This influx of DOOH-
utility infrastructure could help boost the digitisation drive in the country and create a new opportunity for 
the OOH Industry. 

OOH will bounce back smarter with data, technology and DOOH 

With restricted movement and a life far from social in an intra-Covid world, as malls, high-street, office, pub 
and restaurant gates out of bounds, our lives out of home will not be the same for a while. Furthermore, the 
market uncertainty and debilitating economic crisis due to the pandemic have complicated the estimations 
and future for the OOH advertising industry. However, unprecedented times like these call for stop-gap 
measures and this crisis will in fact bring that much-awaited data driven technological shift in the OOH 
advertising ecosystem, making it even more powerful as a medium and more effective for marketers in the 
long run. 

COVID-19 TRANSFORMS
OUT OF HOME ADVERTISING

Gautam Bhirani
Managing Director

Eyetalk Media Ventures

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

Audience: the new currency

OOH advertising has always been pitched and sold on very different rationales like sq. ft and preferred 
media formats typically based on a sheer volume of impressions which has led to questions on its 
effectiveness, measurability, and return on investment, especially in recent times as new media channels 
evolve. Amid the pandemic-induced restrictions, both traffic and footfalls will surely dip considerably, but 
there will be an audience out of home to reach out to even if it is 15-25 per cent or a 40 per cent. This 
is a great opportunity for the industry to regroup and move possibly two years ahead and in the right 
direction by adapting an ‘audience-first’ approach by providing cost effective impression-based solutions to 
marketers complimenting digital advertising parameters with actionable audience insights using audience 
measurement technology available at large today. This will require a complete restructuring of both 
planning-buying methodology and embark OOH’s new journey where planning starts with the audience as 
basis.

Unlocking the new consumer with data & technology

Fuelled by technological advancements as more devices connect with the power of Internet-of-things, 
location-based mobile data can bridge the gap between digital-physical worlds and converging them can 
give us holistic consumer insights. As we adapt to the pandemic induced lifestyle changes often termed 
as ‘The New Normal’, it is constantly impacting consumer behaviour, sentiment and journey which makes it 
imperative for us to learn and integrate these learnings in OOH planning. Detailed analysis of mobile data 
that determine brand affinity, interests, preferences, income size, gender, commute patterns, dwell time in 
the online and offline world can help identify locations for OOH placement and mobile device IDs can be 
used to retarget the consumer.

Flexibility, speed and context with DOOH 

With global industry leaders and marketers so bullish on DOOH, what makes it so powerful that it is 
considered as one of the most powerful advertising mediums? It is the ability of DOOH to broadcast 
content digitally like mobile using multiple parameters in a real-world context to a larger audience. DOOH 
being the only form of digital advertising that is beyond a consumer’s personal devices bridges an important 
gap in brand engagement across multiple channels and devices. 

DOOH is likely to emerge as the biggest disruptor and will help the OOH advertising community in times 
like these. As lockdown eases out in phases with more people stepping out of home curious, anxious and 
cautious DOOH will play a very big role in keeping the public aware and informed by broadcasting public 
safety measures and defining the ‘new normal’ across congregation touch points. Globally this trend has 
picked up where governments are embracing the power of DOOH, driving social initiatives keeping its 
public aware, informed and connected. Trump’s Death Clock Tower at Times Square in New York, Queens 
address at Piccadilly Square in London, Sending Love, Salute The Heroes are some of the initiatives that 
have brought DOOH into the spotlight making it more powerful connecting with urban populations like 
never before. This will bring context to the medium transforming it into a highly valuable content marketing 
platform, flexibility factor of DOOH will further add value as campaigns can be switched on and off at 
any given point of time, messages can change dynamically and broadcasted during specific hours when 
audiences are likely to be out of home making it cost effective – measurable with zero spill over. With 
both DSP’s and SSP’S investing heavily in making DOOH more connected and available online through 
programmatic buying platforms this will further enhance omnichannel audience targeting opportunities in a 
measurable and an effective way.

The New Normal  

Advertising’s relationship with GDP is strong, but a slowdown in economic output as a result of the 
virus will not necessarily translate into no advertising. With changing consumer behaviour new advertiser 
categories will emerge, brands will invest and look at long term impact but moving forward marketers will 
be more watchful than ever before accounting for every dollar spent. Media channels that can provide 
flexibility, accountability and connect with audiences in context will sail through this crisis. In the case of 
Traditional OOH, transforming from square feet-media format cost methodology to audience-location driven 
price model backed by actionable audience insights and adapting DOOH in collaboration with digital 
specialists is going to be the need of the hour, with ‘quantify to qualify’ being the New Normal.

The article first appeared in Entrepreneur.

https://www.entrepreneur.com/article/351317
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Platinum & Gold OBIE Winner
Experiential

Warner Bros It Chapter 2

Planet OOH The OAAA OBIE Awards are managed by the Out of Home Advertising Association 

of America recognising creativity in the out-of-home advertising (OOH) industry.        

See the full list of winners HERE.

Gold OBIE Winner
Consumer Goods & Services

West Tennessee Healthcare

Silver OBIE Winner
Integrated Multi-Media

Anheuser-Busch

Silver OBIE Winner
Entertainment

STX Films

Craft Award Winner
Digital Design

HBO

Silver OBIE Winner
Automotive

Autoliv

https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
https://obieawards.org/Current-Winners
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ONLINE LEARNING & EVENTS

Webinar - The Moments of Truth
PML Group, Ireland’s leading OOH and location marketing agency, launches The Moments of Truth in 
Ireland. The Moments of Truth study is the world’s most comprehensive research examining the power 
of context and relevancy in OOH. Commissioned by Posterscope (PML Group’s UK colleagues), Clear 
Channel and JCDecaux it used research techniques of neuroscience, eye tracking and sales studies to 
understand the impact of dynamically serving Digital OOH.

Date: July 7th
Time: 10am - 11am
Where: Online Zoom - click here to book
Price: Complimentary

Nick Halas
Head of Global Strategy at Posterscope

With over 15 years’ digital marketing experience across 
media agencies, media owners and the telecommunication 
industry, Nick is a business strategist at heart. He has a 
passion for consumer understanding, data and analytics. 
Leading global communication strategies, forging new 
data and product partnerships and creating collaborative 
synergies across our media partners, Nick’s drive is to 
develop solutions to business problems and to create 
positive change

Russell Smither
Head Research & Insight at Posterscope

Russell has 20 years’ experience in media and research 
spanning research agencies, media owners, media agencies 
and clients and finally at Posterscope for the last 8 years. 
From launching major industry research studies and new 
methodologies, optimising media planning and measuring 
the effectiveness of OOH, Russell has been dedicated to 
strengthening Posterscope’s work and establishing them as 
the world’s leading location-based marketing specialist.

https://mii.ie/webinar-the-moment-of-truth/?utm_source=Marketing+Institute+of+Ireland&utm_campaign=e9ed78aa84-Step+Up+Dublin+22%2F07%2F19_COPY_01&utm_medium=email&utm_term=0_efd2fe159b-e9ed78aa84-151686529&mc_cid=e9ed78aa84&mc_eid=29dd473591
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SOCIABLE MEDIA 
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All figures based on display value at rate card. 

1 CCS - Coronavirus £111k 6 The Open University £31k

2 Translink - Corporate £80k 7 Kaizen Print £22k

3 Guinness £58k 8 Carlsberg Lager £21k

4 ASG - Freelancers Campaign £47k 9 Allstate NI - Recruitment £21k

5 The Executive Office - Coronavirus £33k 10
HSCNI - Northern Ireland Foster 
Care

£16k

TOP  CAMPAIGNS
May 2020 CYCLES 10 - 11

£K £20K £40K £60K £80K £100K £120K

CCS - Coronavirus

Translink - Corporate

Guinness

ASG - Freelancers Campaign

The Executive Office - Coronavirus

The Open University

Kaizen Print

Carlsberg Lager

Allstate NI - Recruitment

HSCNI - Northern Ireland Foster Care

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

TOP CATEGORIES
MAY 2020 CYCLES 10 - 11

£K £50K £100K £150K £200K

Political & Advisory

Tourism & Travel

Beers & Ciders

Finance

Industry & Commerce

Education

Media

Jewellery

Retail Outlets

Entertainment

Large Format Small Format Digital

Transport Ambient

1 Political & Advisory £193k 6 Education £31k

2 Tourism & Travel £120k 7 Media £25k

3 Beers & Ciders £79k 8 Jewellery £19k

4 Finance £43k 9 Retail Outlets £14k

5 Industry & Commerce £41k 10 Entertainment £14k


