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Department for Infrastructure Minister Nichola Mallon 
launched a new public information campaign encouraging 
people to walk for shorter journeys. Entitled “Great Things 
Happen”, the campaign encourages more people to walk for 
shorter trips. 

The DfI appointed a walking and cycling champion at the 
outbreak of Coronavirus in NI, helping to create safe routes 
for those avoiding cars and buses. Their aim is to build on the 
positive changes of lockdown, which saw increased levels of 
physical activity. 

Minister Mallon said: “Walking is good for our general well-
being. It is good for our physical and mental health and for 
the environment. We all need to encourage each other to 
continue making the shift towards walking as a way of travelling 
especially for those shorter journeys.

“This campaign illustrates scenes that represent significant 
moments in our lives, both personally and globally, when people 
take an important journey on foot. The strapline underpins the 
essence of the message: ‘Great Things Happen When You 
Walk’.

“Not only will our own individual health benefit, by cutting down 
on traffic congestion and reducing air pollution, we will also 
improve the quality of life for everyone in Northern Ireland. 
Greener, cleaner, healthier and happier people and places must 
be our aim as we learn to live with this new normal during and 
after Covid-19.”

Mark Thompson, Media Director, Ardmore Advertising added: 
“Engaging with audiences on roadside 6 Sheets and in the 
pedestrian areas of Belfast using Pulse and Inlink Digital 
Screens reinforced the messaging, encouraging those driving 
short distances to leave the car behind.”

Media: Ardmore Advertising  -  OOH Agency: PML

DFI CAMPAIGN ENCOURAGES WALKING
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Rugby fans will be delighted to see the return of Guinness Pro14 
matches across Ireland this August, with Ulster playing their first 
home game on 31st August. Proudly supported by Bank of Ireland, 
the team and fans will be excited to return to the pitch after Covid-19 
caused the 2019/20 season to end early. 

Paula Murphy, Head of Strategic Sponsorship and CSR, Bank of 
Ireland said: “Bank of Ireland has been a proud supporter of rugby 
for many years, and today enjoys partnerships with all four Irish 
Provinces – sponsoring Connacht, Leinster, Munster and Ulster 
Rugby. Never stop competing celebrates the good that comes from 
competition, fuelling us, connecting us and pushing past whatever 
stands in the way.”

48 Sheets, 6 Sheets and Adshel Live across Northern Ireland 
delivered the campaign, while 48 Sheets, 96 Sheets and 6 Sheets 
promoted the message across ROI. Creatives featured each 
provincial team, with the ‘Never stop competing’ message consistent 
throughout the campaign.  

Media: Carat Ireland -  OOH Agency: PML

RETURN OF RUGBY DELIGHTS FANS
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Face coverings were introduced as mandatory for people visiting 
enclosed public spaces, such as shops, from 10th August. To 
reinforce the message that masks protect everyone, The Executive 
Office launched a wide-reaching public awareness campaign. 

Delivering the OOH activity in key touchpoints was crucial to ensure 
widespread coverage and frequency. Digital Screens and 6 Sheets in 
roadside and retail environments reinforced the message that masks 
are now essential. In addition, the campaign highlights the protective 
nature of masks, with creatives acting as a reminder that limiting the 
spread of Covid protects our families and friends. 

Speaking about the campaign, Wendy McWilliams, Media Director 
in Genesis said: “We wanted to reach a large audience with this 
campaign, delivering multiple creatives to appeal to as many as 
possible. With masks now required in shops, we used OOH in key 
retail areas, and on arterial routes to remind the public to use their 
face coverings. 

“Digital Out of Home was particularly valuable for this campaign as 
we were able to start the OOH immediately following the Health 
Minister’s announcement that masks were required, demonstrating 
the flexibility of the medium.”

Clare Ferris, Account Manager, PML Group NI commented: “We 
worked closely with Genesis and the client to produce a campaign 
that delivered this important message in all towns across Northern 
Ireland. Digital OOH is perfect for this kind of reactive message, 
complemented by 6 Sheets to reach as much of the population as 
possible.”

Media: Genesis  -  OOH Agency: PML

FACE COVERINGS FOR NI SHOPPERS
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With seven standalone stores across Northern Ireland, and a further six 
specialist centres within health centres, Hidden Hearing offers provincewide 
help for people experiencing a range of conditions related to hearing. One 
in five people in the UK are thought to suffer from some form of hearing loss, 
and on average patients wait 7-10 years to seek treatment. 

Hidden Hearing employed 48 and 6 Sheets in close proximity to its outlets 
to deliver an eye-catching campaign promoting their free hearing test service. 
In addition to the NI activity, Hidden Hearing used similar formats across the 
Republic of Ireland. 

Craig Henderson, Account Manager, PML Group NI said: “Delivering a 
really visual campaign was key for Hidden Hearing, so we used high impact 
formats to target people close to the hearing centres, building awareness of 
the services offered.” 

PROXIMITY OOH FOR HIDDEN HEARING

Media: Initiative Media  -  OOH Agency: PML
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High street footfall rises again

The second week of the Government ‘Eat out to help out’ scheme 
has further boosted footfall in retail and recreation areas in the early 
part of the week, with figures at 85% of the pre-covid norm, a small 
increase of 1% from the previous seven days according to Google 
mobility data. 

On our roads, traffic volumes increased slightly, with the seven day 
average at 48% above the pre-covid baseline according to Apple 
Mobility data.

Removing barriers is key to engagement 

In our increasingly digital world, we’ve got used to getting what we 
need easily, and fast. From next day delivery to superfast broadband 
connections bringing the internet to our fingertips, we’ve grown to 
expect a seamless and easy customer experience.

QR codes can simplify the path to purchase, linking to a webpage or 
app download easily. QR readers are incorporated into most mobile 
camera apps (view the code below through your app to try it out) and 
as they become more common in hospitality locations, advertisers 
have an opportunity to incorporate them into OOH campaigns, 
directing traffic online and removing a barrier to purchasing.

Christmas shopping, anyone?

Online retailer and auction website, Ebay, released some stats around 
Christmas shopping this week, and more than one quarter of us 
(27%) are planning to start their festive stockpiling earlier than usual.

There was a 44% increase in searches containing ‘Christmas’ or 
‘Xmas’ on the website between April and May compared to the same 
period in 2019. A very impressive 34% of UK shoppers admit to 
already having bought Christmas-related items so far this year, with 
wrapping, cards and gifts amongst items.

With financial uncertainty still affecting many people, it’s unsurprising 
that people are planning ahead to spread the cost over several 
months. Financial comparison experts, money.co.uk, undertook some 
research in July, which showed that families are intending to spend 
around 25% more than usual on Christmas presents in 2020, with an 
average spend of almost £1000.

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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Decathlon: Get Outside

As sports facilities are gradually reopening in Canada, 
Decathlon wanted to remind the public that after a long 
hiatus it’s finally time to get outside.

St John Dental: Braces?

A Western Australian clinic is now offering same-day dental 
services without the teething problems.

Global Action Plan’s Real-Time ‘Breathable 
Digital Billboard’

To promote cleaner air in London and help prevent the return of pre-
lockdown air pollution levels, Global Action Plan, the charity behind 
Clean Air Day, in partnership with Wonderhood Studios and Ocean 
Outdoor, has launched the ‘Breathable Billboard’ with flowering lungs to 
visualise local air quality.

The lungs on the breathable billboard react to localised pollution data 
from the ‘Daily Air Quality Index’ based on the billboard’s location. When 
pollution levels are low the sites are bright and clear, and the lungs are 
blooming. But when air pollution is high or approaching illegal levels, it 
changes colour and darkens. The lungs are withered and brown and the 
messaging changes.

Planet OOH

Coronavirus-Themed Drone Messages

Hundreds of drones took the skies of Seoul, South Korea, to display 
incredible images of encouragement and awareness during the 
coronavirus pandemic.

Around 300 drone vehicles were programmed to display a variety of 
images for 10 minutes over the Han River, which runs through the capital 
city. The messages included people washing their hands, wearing masks, 
and signs to try and cheer people up.

https://www.youtube.com/watch?v=TA1pH6sG98k
https://www.youtube.com/watch?v=TA1pH6sG98k
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All figures based on display value at rate card.  

1 Lidl - Big Save £201k 6 Harry Corry £85k

2 Guinness £178k 7 Translink - Metro £80k

3 Translink - Corporate £160k 8
The Executive Office - Coronavi-
rus

£79k

4 Tourism NI £150k 9 CCS - Coronavirus £72k

5 Rockshore Light £129k 10 Crisis Cover £67k

TOP  CAMPAIGNS
July 2020 CYCLES 14 - 15

£K £50K £100K £150K £200K £250K

Lidl - Big Save

Guinness

Translink - Corporate

Tourism NI

Rockshore Light

Harry Corry

Translink - Metro

The Executive Office - Coronavirus

CCS - Coronavirus

Crisis Cover

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

TOP CATEGORIES
JULY 2020 CYCLES 14 - 15

£K £200K £400K £600K £800K

Tourism & Travel

Retail Outlets

Political & Advisory

Beers & Ciders

QSR

Finance

Industry & Commerce

Entertainment

Motor Trade

Media

Large Format Small Format Digital

Transport Ambient

1 Tourism & Travel £640k 6 Finance £189k

2 Retail Outlets £637k 7 Industry & Commerce £97k

3 Political & Advisory £612k 8 Entertainment £97k

4 Beers & Ciders £527k 9 Motor Trade £96k

5 QSR £203k 10 Media £87k


