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Residents in Armagh, Banbridge and Craigavon Borough 
Council are getting ready to feel good! A new evolution in 
fitness is coming, with the opening of South Lake Leisure 
Centre, in Craigavon. 

The state-of-the-art complex opens in November, significantly 
enhancing the leisure offering in the borough with indoor 
and outdoor facilities. A 50m swimming pool, fun pool and 
a teaching pool offer swimmers excellent facilities, while the 
largest gym in NI, an 8-court sports hall, dedicated spin and 
dance studio and an outdoor watersports adventure centre will 
attract visitors from across the region. 

Hugh Carey, Marketing Manager at ABC Borough Council 
added: “Craigavon’s highly anticipated South Lake Leisure 
Centre is opening its doors on 2nd November 2020, with 
everyone being encouraged to “Get Ready to Feel Good” by 
signing up in advance. To promote the variety of membership 
offers available various mediums are being used in a 16 week 
Outdoor advertising campaign, that started in early September 
and runs right up to Christmas.

“48 Sheets in Lurgan and Portadown have been planned over 
three Cycles, increasing awareness of the landmark facility and 
generating sales from the local catchment area. 6 Sheets and 
bus Streetliners will also be utilised, widening the scope of 
the campaign across the whole Armagh City, Banbridge and 
Craigavon Borough. Adshel Live in Lurgan and Portadown will 
also feature throughout the campaign, allowing messaging to be 
adapted quickly and effectively to different audiences. 

“The variety of OOH platforms being used allows the Council to 
promote health and fitness memberships to everyone, including 
families, groups and individuals of all ages and abilities.”

Media: Armagh, Banbride & Craigavon Borough 
Council  -  OOH Agency: PML

SOUTH LAKE LEISURE SET TO OPEN
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This year, home improvements are top of the agenda for many families, 
as holiday plans were shelved and spending curtailed. Additionally, 
we spent more time at home in the early part of the year, and lots of 
people found space was a precious commodity. This autumn, before 
the winter weather sets in, Phoenix Natural Gas was on OOH to 
remind audiences of the benefits of moving away from oil central 
heating to gas. 

With more space in and outside your home, instant hot water, more 
efficient boilers and appliances and an easy installation process, 
Phoenix Natural Gas is a cost-effective way to heat your home, 
quickly. The gas network in Northern Ireland is expanding, with 
many towns now able to connect to the mains supply. To promote 
this, Phoenix Natural Gas delivered a targeted message to potential 
switchers, reiterating the benefits across a number of creatives. 

High impact 96 and 48 Sheets placed the campaign in the Greater 
Belfast area, while 6 Sheets delivered the new connection message 
in Newry. An impact wrap in Hillsborough showcased a strong 
creative recreating a home scene, complete with cutout windows and 
flowerboxes!

Media: Ardmore Advertising -  OOH Agency: PML

WARM UP FOR WINTER



4

Two of Northern Ireland’s most popular insurance companies have joined 
forces to become the largest broker here. AbbeyAutoline officially launched on 
1st September, with an OOH campaign to promote the rebranding activity. 

Key to the success of both businesses is a strong understanding of the 
customer. MD of AbbeyAutoline, Julie Gibbons, said: “Anyone know knows 
the culture of Northern Ireland will know human relationships are very 
important.” Abbey and Autoline both developed under the mantra that “people 
buy from people” and this is at the forefront of the new brand. 

To deliver the new brand to a large audience, high impact OOH and Digital 
formats were employed in key towns across NI. 

Robert Lyle, Head of Media, ASG & Partners said: “In times when it’s 
fashionable to talk about campaigns being “targeted, interactive and 
engaging”, the AbbeyAutoline Outdoor campaign is unashamedly about one 
thing – reach.  

“Mass coverage means more people seeing the new brand and more potential 
customers. To optimise coverage via Outdoor you need to be multi-format 

– 96 Sheets, 48 Sheets, 6 Sheets, T-Sides, Solus Rears, Retail and Digital 
OOH. Specials were sacrificed to deliver more standard sites, building 
coverage deeply into local communities across the province (where we now 
live our “new normal” lives) and keep it fresh. 

“It also helps if launching on Outdoor that the AbbeyAutoline creative is simple 
and stands out, enabling audiences to read and absorb the whole message 
easily. So don’t be afraid to eschew fashionability. Just be EFFECTIVE (and of 
course contact AbbeyAutoline for a quote).” 

ABBEYAUTOLINE LAUNCHES ON OOH
Media: ASG & Partners  -  OOH Agency: PML
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Driving activity rises 33% above baseline

Apple mobility data shows driving activity for the week remains well 
above the baseline, with the rolling average at 33%. The baseline 
reflects a point in time, on 13th January 2020. We still see the weekly 
fluctuations in the data as people movement changes day to day. With 
schools open and many people returning to work, we see traffic dip 
over the weekends and increase throughout the working week.

The data for Belfast shows a similar trend, with driving activity within 
the city at 27% above the baseline. Walking within the city remains 
popular, with footfall at 53% above baseline.

Brand reputation is key marketing priority

Six in 10 marketers in the UK list brand reputation as their number 
one priority when it comes to Coronavirus, according to new 
research from the Chartered Institute of Marketing. Communication of 
employee and public safety messages were second, while discounts 
and promotions were the lowest priority.

Of these promotional strategies, online sales ranked as the top priority 
for 15% of marketers, while discounts and promotions to increase 
product sales only top for 2% of respondents, and only 3% wanted to 
drive in-store footfall.

Flights resume at BCA

Following the collapse of FlyBe, Belfast City Airport has announced 
several new routes, as well as new carriers for previous destinations. 
With a high number of business travellers, the airport is an essential 
targeting location for brands seeking out an ABC1 audience, as well 
as those connecting to international routes via GB airports. With 
high quality internal and external Backlit displays, bespoke solutions, 
6 Sheets and Digital Screens, the airport offers a unique targeting 
opportunity for passengers, drop-offs and passing road traffic on the 
busy Sydenham Bypass.

Passenger numbers are steadily increasing through the terminal, 
with airlines resuming flights and increasing frequency to cater for 
passenger demand.

The airport currently serves five airlines, with regular flights to 14 cities. 
British Airways commenced its five times weekly service to London 
City. 

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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DTC Luggage: New Pet Carriers

USA: In time for International Dog Day, and after months of lonely 
homebound humans rushing to bring new pets into their lives during 
lockdown, direct-to-consumer (DTC) luggage brand Away added a 
new, animal-centric item to its repertoire: a pet carrier.

Focusing on four major pet-dense cities—Boston, Chicago, New York 
and San Francisco—Away ran Out of Home ads near places that 
those furry friends frequent, like popular dog parks.

The retro-style travel posters are low to the ground, which is eye-level 
for travel-size pets, were painted with a scented coating to ensure 
that no pet walks by without noticing the ads. The scents for each 
poster coordinated with the destination featured; for instance, the 
Buenos Aires poster smells like steak, Cairo smells like catnip and 
Yosemite is scented with cedar.

The posters also highlighted parts of each vacation destination that 
appeal uniquely to pets. In Cairo, for example, cats can get “the re-
spect you deserve,” the posters announce. In Buenos Aires, “meat is 
easy to steal,” and in Yosemite, dogs can look forward to peeing “on a 
sequoia.”

Aldi: Our Prices are the Same

FRANCE: To promote its commitment of no regional price variations 
to French people on holiday (what better period to observe price var-
iations), Aldi displayed the prices of its summer products on posters 
posted in the four corners of France, but... not in the right place! Thus, 
the price of the vanilla-chocolate cone on the billboard posted in Nice 
was valid at Aldi Nantes, on the other side of France, and vice versa. 
The French took to Twitter posting photos of the Aldi geographically 
misplaced billboards believing that the advertising team did a big mis-
take: “Why is there an Aldi product price offer advertised for Lille but 
displayed in Bordeaux?” All you had to do was read the dubbing strip 
on the billboard carefully to see that the error was not really a mistake. 

The Swedish Childhood Cancer Fund: Falling 
Words

SWEDEN: In the concept “Childhood and cancer do not belong 
together”, ‘children’ were pushed away from the word cancer. Com-
muters saw the word escape the frame of escalator posters in Stock-
holm’s subway, letting cancer fall down the spaces into the next frame 
along the escalators. 

Planet OOH
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Clue: The Tampon Bus

DENMARK: Periods and busses have one thing in common. You 
would like to know when they’re coming. With the app Clue, Danes 
can track their period and ovulation and get a better understanding of 
how their body works.

Twitter: Mask Tweets

USA: Twitter can be a hosting ground for contentious conversations 
- but its marketers are hoping a new ad campaign stays in neutral 
territory. After noticing its users expressing growing mask-wearing 
fatigue on its platform, Twitter launched a pro-mask Out of Home 
campaign in seven US cities highlighting user tweets about life under 
a mask during the COVID-19 pandemic. The campaign extends 
beyond billboards to include murals and sidewalk art in high-traffic 
urban areas and a barge floating past Miami Beach. Leslie Berland, 
Twitter’s CMO comments. “Masks are a huge conversation around the 
world and we’re happy to help cities tackle mask caution-fatigue with 
Tweets that will make people smile and hopefully mask-up.”

Ouigo: Traffic Jam

FRANCE: Low-cost train service Ouigo cleverly showed the distress 
of traffic jams to promote its alternative high-speed service. The 
campaign extended to Outdoor signage where drivers were most 
likely to see it on the backs of trucks.

Planet OOH
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SOCIABLE MEDIA 
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All figures based on display value at rate card.  

1 Three Mobile £353k 6 Guinness £113k

2 Tourism NI £285k 7 Lucozade Energy £99k

3 Rockshore Light £217k 8 KFC - Chicken Tuesdays £93k

4 CCS - Coronavirus £178k 9 Translink - Metro £87k

5 The Executive Office - Coronavirus £126k 10 Translink - Corporate £85k

TOP  CAMPAIGNS
AUGUST 2020 CYCLES 16 - 17

£K £100K £200K £300K £400K

Three Mobile

Tourism NI

Rockshore Light

CCS - Coronavirus

The Executive Office - Coronavirus

Guinness

Lucozade Energy

KFC - Chicken Tuesdays

Translink - Metro

Translink - Corporate

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

TOP CATEGORIES
AUGUST 2020 CYCLES 16 - 17

£K £200K £400K £600K £800K

Political & Advisory

Tourism & Travel

Telecoms

Retail Outlets

Beers & Ciders

QSR

Soft Drinks

Finance

Education

Leisure & Sport

Large Format Small Format Digital

Transport Ambient

1 Political & Advisory £820k 6 QSR £360k

2 Tourism & Travel £707k 7 Soft Drinks £191k

3 Telecoms £450k 8 Finance £160k

4 Retail Outlets £444k 9 Education £149k

5 Beers & Ciders £426k 10 Leisure & Sport £96k


