
1

ENGAGE NI
Issue 2 2021

STAY HEALTHY WITH HOVIS

WELCOMING A POWERFUL NEW LOOK

MAKE THE RIGHT CALL 

BRING IT HOME WITH GUINNESS



2

STAY HEALTHY WITH HOVIS
Having a strong immune system is always important, but with health at the forefront of everyone’s mind at 
the minute, Hovis is helping to keep us feeling well. Vitamin D is often needed by people living in Northern 
Ireland during the winter months, as the body doesn’t have enough opportunities to synthesise it naturally 
from the sun. Hovis Best of Both is rich in Vitamin D and calcium, as well as being a source of fibre and 
protein. 

Julie McCartney, Media Director, Krow said: “Retail OOH, often referred to as the “last window of influence” 
was the obvious choice for this campaign for Hovis, allowing us to give customers that all important brand 
reminder just before they enter the grocery or convenience store. Even during lockdown, this format has 
been invaluable for FMCG brands, as grocery shopping is one activity that is still allowed!”  

Media: Krow   -     OOH Agency: PML
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WELCOMING A POWERFUL NEW 
LOOK

With over two centuries’ experience distilling whiskey, Powers Irish Whiskey has been making the right 
call since 1791. In a major overhaul of its packaging, the popular drink will be available in new bottles, 
replicating the pot stills at the brand’s historical home in Dublin. The label now features the iconic Powers 
’diamond P’, one of the first trademarks ever registered in Ireland and a link to the legacy of the product. 

To introduce its new bottle, Powers Irish Whiskey employed Out of Home in proximity to retailers with off-
licenses. PurchasePoints, Asda Live and Retail Digital screens delivered the campaign to shoppers on the 
path to purchase. 

Sarah Murray, Account Executive at PML said: “Targeting shoppers was key with this campaign, so we 
employed a range of formats in retail environments. As well as reminding existing consumers that they 
needed to look for a different bottle on the shelves, we wanted to introduce a new audience to Powers Irish 
Whiskey.”

Media: Dillon Bass    -   OOH Agency: PML
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MAKE THE RIGHT CALL
Make the Call, a campaign by the Department for Communities, was back on OOH in cycle 4. Aiming to 
encourage people who may be eligible for benefits to simply make the call to check that they’re in receipt of all the 
help they can get. The service also helps people apply for benefits, including blue badges for drivers and JAM (Just A 
Minute) cards. 

The creative featured several calls to action, giving people the choice in how to access the services in a way that 
best suits them. Campaign placement across 48 Sheets, Roadside 6 Sheets and PurchasePoints ensured message 
delivery to a wide audience was achieved for the duration of activity. 

Craig Henderson, Account Manager, PML said: “This campaign was aimed at people across Northern Ireland, so 
format selection was led by our latest Now Near Next data, as well as client requirements. Audiences are still travelling 
on key arterial routes to undertake essential journeys, so roadside 6 and 48 Sheets delivered coverage in main towns. 
To complement these, PurchasePoint 6 Sheets at key retailers delivered additional reach in locations which remain 
extremely busy.” 

Media: Navigator Blue    -    OOH Agency: PML
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BRING IT HOME WITH GUINNESS
Guinness is ramping up anticipation for the Guinness Six Nations on Out of Home as part of its wider 
sponsorship activity.

Large format OOH gave prominence to Guinness’s overarching campaign message ‘Hope Rises’ prior to 
the tournament’s kick off, building awareness and familiarity of its sponsorship. Digital POS formats are 
engaging audiences with rousing messages such as ‘Bring it Home’ and ‘Grab a Guinness and Settle 
into the Match’. The ads are strategically placed in high footfall locations, at key consumption periods, 
with Digital Screens in key retail and off-trade environments ensuring reach and promoting purchase 
consideration.

The campaign was planned by PHD and Source out of home, with creative produced by AMV BBDO and 
Geometry. The Digital OOH ads will run nationwide for the entirety of the championship.

Nicola McNaughton, Senior Account Manager in Source out of home said; “Working in partnership with 
PHD and Diageo we are delighted to kick off this campaign for Guinness and celebrate its position as 
title partner of the Guinness Six Nations 2021. The placement of the OOH ads and selection of formats 
brings the brand’s sponsorship to the fore and closer to audiences as they begin to stock up ahead of the 
weekend games.”

Media: PHD    -    OOH Agency: Source out of home
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SOCIABLE MEDIA 
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Liv Up Delivery: Temperature turns 
discount

BRAZIL: Liv Up is a direct-to-consumer startup that uses 
local Brazilian ingredients to produce high-quality and healthy 
frozen meals that get delivered right to customers’ doors.

To celebrate Sao Paulo’s birthday, Liv Up unveiled a reactive 
Outdoor media campaign that gave discounts based on the 
city’s temperature. The maximum number registered on street 
clocks each day served as an index to define the discount 
value of the day for the purchase of salads and pizzas for 
delivery from the company’s cloud kitchens.

Heinz: Draw Ketchup

CANADA: If asked to draw ketchup, what would you draw? That’s the 
question Heinz asked people all over the world in an anonymous social 
experiment. The result? People drew Heinz Ketchup. The experiment 
was conducted with dozens of participants across five continents, none 
of whom knew the brand. They were told to “draw ketchup,” and most 
drew a bright red bottle with “Heinz” from memory. Others opted to 
draw details like the keystone label, a tomato hanging from a vine, or the 
number 57 on the neck of a glass bottle. The quality of the drawings 
ranged from messy doodles to finely-rendered illustrations, but the vast 
majority of participants had something in common: when they drew 
ketchup, they drew Heinz.

The labels from this experiment featured on a limited-edition group of 
Heinz bottles and on digital billboards.

Planet OOH

Volvo: Blindspot Billboard

BELGIUM: As the number of cyclists in cities rises, so too does the 
amount of cycling-related accidents. For this reason, Volvo reminded the 
public of the importance of blind spots, as it’s the number one cause of 
serious or fatal bicycle accidents.

Using a motion-sensitive radar the billboard measured in real-time the 
distance of an oncoming cyclist as it approaches the display – the same 
technology being used in many of their cars from as early as 2004.

The otherwise invisible cyclist was clearly displayed on the screen and 
can be viewed right up until they appear from behind it. To ensure the 
digital display is visible at all times, the screen has a light and dark mode 
depending on the time of day.

https://www.famouscampaigns.com/2021/01/heinz-anonymously-asked-people-all-over-the-world-to-draw-ketchup/
https://vimeo.com/507459277
https://vimeo.com/507459277
https://www.famouscampaigns.com/2021/01/heinz-anonymously-asked-people-all-over-the-world-to-draw-ketchup/


8

It is well documented that the Pandemic has brought about a dislocation of Out of Home audiences from our city centres 
and office districts. Lockdowns and restrictions have limited the conventional movements of people and changed their 
daily travel patterns. 

But these audiences haven’t disappeared as if they were extras in a 1950’s Scfi horror movie! Rather, they have shifted, in 
large numbers, to work from home, exercise locally and stay safe.   

In October 2020 we set out to prove that Bus Advertising, despite the displacement of audiences, still delivered high 
levels of audience coverage, but most importantly, continued to work in generating a response from consumers. 

Thinking Outside the Bus, a collaboration between Exterion Media Ireland and Exterion Media Northern Ireland, used the 
link between the offline and online world to establish the continuing effectiveness of T-Sides, SuperSides and Sightlines 
(Lower Rears).

The campaign took the form of six Rebus puzzles, a series of pictures that, when put together, made up well-known 
sayings. We developed the mobile enabled Thinking Outside the Bus website to be the end destination of the campaign 
and attached google analytics to measure and monitor traffic the campaign generated. The designs aimed to attract the 
curiosity of the public and encourage them to go online with a clear “Solve it” call to action.  From 5th -18th October, the 
puzzles appeared on Dublin Bus, Bus Éireann and Translink Buses, across the towns and cities on the island of Ireland.  
The first thing the campaign demonstrated via the analytics was the breadth of response from across the entire country, 
establishing that bus advertising was effective in delivering not just a national audience but also an island of Ireland 
audience.  Just over 91% of responses were received from mobile devices, proving the much talked about perfect 
marriage between mobile and Out of Home.

The audience profile was slightly biased in favour of males (55%) and under 44s, confirming the efficacy of bus in driving 
response from young mobile groups.  Patterns of response mirrored both weekday and weekend outdoor activity with 
peaks in morning commute/school runs and afternoon shopping, commuting and leisure activities.

At the end of the cycle, we issued a survey to our All Ireland 10,000 strong WorkShopPlay panel to get feedback on the 
creative aspect of the campaign.  The “likeability” of the campaign rated 4/5 with respondents stating that the campaign 
made them curious and the bright content attracted their attention.  

It’s the job of bus to connect people and places and bus has continued to do so since the start of the pandemic. Thinking 
Outside the Bus proved that, despite travel restrictions and the displacement of audiences from city centres, bus 
advertising still works. Traffic to the website mirrored expected coverage of audiences across the cycle and reflected the 
daily journeys and missions of audiences.  Get in touch to find out more.

Antoinette O’Callaghan
Marketing Manager, Exterion Media

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

THINKING OUTSIDE THE BUS
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All figures based on display value at rate card. 

TOP CATEGORIES

£K £100K £200K £300K £400K £500K £600K

Political & Advisory

Beers & Ciders

QSR

Retail Outlets

Tourism & Travel

Telecoms

Finance

Soft Drinks

Entertainment

Industry & Commerce

Education

Motor Trade

Food

Health & Hygiene

Jewellery

Roadside Retail Travel

1 Political & Advisory £546k 9 Entertainment £103k

2 Beers & Ciders £468k 10 Industry & Commerce £81k

3 QSR £456k 11 Education £69k

4 Retail Outlets £423k 12 Motor Trade £69k

5 Tourism & Travel £334k 13 Food £67k

6 Telecoms £208k 14 Health & Hygiene £64k

7 Finance £208k 15 Jewellery £44k

8 Soft Drinks £140k

JANUARY CYCLES 1 - 2
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All figures based on display value at rate card. 

1 CCS - Coronavirus £183k 9 Translink - Corporate £81k

2 Smithwick's £121k 10 Invest NI £79k

3 AbbeyAutoline £119k 11 IKEA £76k

4 BT Consumer - Broadband £116k 12
The Executive Office - Coronavi-
rus

£74k

5 Rockshore Light £115k 13 Translink - Metro £69k

6 Coca-Cola £111k 14 Carlsberg Pilsner £60k

7 McDonald's - McCafe £90k 15 Guinness £58k

8 Carlsberg 0.0 £87k

TOP CAMPAIGNS

£K £50K £100K £150K £200K

CCS - Coronavirus

Smithwick's
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Translink - Corporate

Invest NI

IKEA

The Executive Office - Coronavirus

Translink - Metro

Carlsberg Pilsner

Guinness

Roadside Retail Travel

JANUARY CYCLES 1 - 2


