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OOH WELCOMES PUPILS BACK 
TO SCHOOL

Primary school children in Northern Ireland started to return to classrooms from 8th March, and to reinforce 
the need for continued Covid-19 prevention, the Department of Education delivered a campaign on OOH 
formats within 300 metres of schools. 

With several creatives to remind of the importance of social distancing, mask wearing and hand washing, 
the campaign used PML Group’s bespoke Pinpoint mapping system to identify suitable sites.

Mark Thompson, Media Director at Ardmore said: “With the return to school a vital step on the journey 
towards lifting COVID-19 restrictions, it is imperative that this move promotes a smooth transition period. 

“The important health and safety messages of this campaign were brought to life using outdoor, using its 
geo-targeting capabilities as an important step in the campaign communication cycle. Ensuring panels 
were placed in close proximity to schools targeted teachers, parents and pupils whilst they journey to, and 
approach school entrances.” 

Media: Ardmore   -     OOH Agency: PML
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PROMINENT MENTAL HEALTH 
CAMPAIGN ON OOH 

Everyone has mental health, and much like our physical health it’s important to be aware of it and take 
action when there are concerns. The stress of the last year has been evident and maintaining good mental 
health has been a priority for individuals and healthcare professionals. 

To provide practical support, 15 mental health and wellbeing charities have joined forces with the Healthy 
Living Centre Alliance. This group represents 28 Healthy Living Centres alongside the Public Health 
Agency, Department of Health and the Department for Communities. The outcome is the CovidWellbeingNI 
online hub, a website to provide self-help and wellbeing, as well as sign posting to services and support. 
6 Sheets and Digital Screens in roadside and retail locations delivered the campaign to audiences across 
Northern Ireland. 

Caoife Wilkinson, Communications Officer, Office of the Mental Health Champion for Northern Ireland said:  
“The pandemic highlighted the importance of mental health. Many people for the first time felt isolated and 
lonely, with no idea of how to deal with these emotions. Through collaborating with ASG & Partners and 
the Covid Wellbeing NI partnership, the Mental Health Champion for NI promoted ‘The Take 5 Steps to 
Wellbeing’ as simple steps everyone could use to improve their wellbeing but also to raise awareness 
about good mental health. OOH was important to the ‘We’ll get through this together’ campaign as it 
helped us to reach rural communities who were more likely to be feeling isolated or lonely due to the 
pandemic.”

Media: ASG & Partners    -   OOH Agency: PML
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MOY PARK LANDS IN SAINSBURY’S 
A firm favourite in Northern Ireland, Moy Park is one of the strongest private poultry brands in Ireland. A leading 
provider in fresh locally farmed chicken products, Moy Park also offers innovative convenience food. 

“With Moy Park products now available across Sainsbury’s Northern Ireland stores, OOH played a pivotal role 
in driving this key message to local shoppers and key consumers,” said Katie Smith, Account Executive at MXB. 

“Proximity OOH allowed us to optimise our market reach within the local area and reach consumers who were 
already in the shopping or browsing frame of mind. Furthermore, we were able to strategically personalise our 
advertisements based on the selected screen locations. In essence, we were able to reach consumers in the 
moments that matter and catch their eye with a vibrant, dynamic advertisement.” 

Media: MXB    -    OOH Agency: PML
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MAKE IT COUNT
21st March was an important day across the UK, as the 2021 Census took place. To raise awareness of the event, and encourage household responses, the Northern Ireland Statistics and Research Agency (NISRA) 
delivered a multi-format OOH campaign, which included Dynamic elements. 

Speaking about the campaign, Clare Ferris, Account Manager, PML said: “Planning this campaign to reach audiences during a pandemic required some new approaches. We used data from our Now Near Next series 
to identify the changes to audience behaviour, and the OOH format selection reflected this. Furthermore, research from The Moments of Truth showed there are increased ad metrics when Dynamic content is added to 
campaigns, so we incorporated location call outs to Digital formats to increase engagement and awareness. Screens were located in roadside and retail environments, which still deliver significant audience flow. 

“High impact formats such as the M3 Banner were also used to build awareness, while the A3 Bespoke Network placed the campaign in community pharmacies and Phone Kiosks were used to penetrate residential 
areas.” 

Wendy McWilliams, Media Director, Genesis added: “Out of Home enabled us to reach audiences across Northern Ireland in the weeks around the March census date, highlighting some of the services which rely on 
data gathered by the survey. 

“A key strategic objective of the 2021 Census was to maximise overall response rates and minimise the differences in responses in specific areas and population groups. Working with the client, we identified these 
locations and using the PML Pinpoint mapping tool were able to highlight OOH formats in proximity, adding further layers of targeting to the campaign.” 

Media: Genesis    -    OOH Agency: PML
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New to OOH

Cunningham Covers
OOH Specialist: PML

Holywood Steiner School
OOH Specialist: PML

Belfast Eats
Media: Walker Communications
OOH Specialist: PML
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New to OOH

Co-Ownership Housing
Media: Navigator Blue
OOH Specialist: PML

Community Restorative Justice 
Ireland
OOH Specialist: PML

Pizza Boutique
Media: Adhaus
OOH Specialist: PML
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Fearless Girl shatters glass ceiling beyond 
the boardroom

US: State Street Global Advisors celebrated International Women’s 
Day with a revamped art installation for the famous Fearless Girl. 
Fearless Girl is celebrating her fourth anniversary on International 
Women’s Day by shattering glass ceilings in the workplace. 

Almost 1,500 companies around the world had zero women on their 
boards in 2017, the year when State Street Global Advisors installed 
its famous Fearless Girl statue, staring down the Charging Bull on 
Wall Street. Since that bold statement, 58% of those companies 
(862) have added at least one female director. 

This year, State Street Global Advisors built on its iconic campaign for 
the fourth year running with a visual representation of that milestone. 
The firm installed a large, shattered glass ceiling around Fearless Girl 
on Wall Street to symbolize the women who have broken ceilings 
within the past year.  

The effort is a tribute to women like Kamala Harris, who became the 
first female vice president of the United States, and countless other 
women who have advanced to leadership roles around the world. 
The campaign also calls on companies to continue to create gender 
diversity on their boards.

Goldfish Crackers takes Kids’ Imaginations 
from the Fridge Door to Billboard

CANADA: Goldfish Crackers, a beloved snack in many Canadian 
households, recently launched #FeedImagination. This new advertising 
platform was created to encourage imagination in the minds of 
Canadian children. As part of the launch, Goldfish invited parents 
across Canada to submit their kids’ artwork and stories so that they 
would have an opportunity to show their work on a larger stage than 
their refrigerators.

This winter past, eleven contest winners could see their imaginative 
masterpieces come to life in the real world with a national Out of Home 
campaign on a public stage. Young storytellers were showcased with 
digital stories featured on Instagram and available for download on the 
Goldfish Crackers #FeedImagination hub.

“With many Canadians facing another wave of lockdown restrictions, 
bringing kids’ imaginations to the forefront delivers some much needed 
joy and inspiration to help unlock the next generation’s unlimited 
potential that comes when they open up their own imagination.” said 
Paloma Bentes, marketing director at Campbell Canada. 

Locals.org - Offline we miss you

UK: This campaign promotes the spirit of social discovery app Locals.
org by leveraging people’s desire to return to pre-pandemic normal 
life. The campaign billboards do it ironically, referring to all kinds of 
situations that used to annoy but now started to actually miss. Having 
to wait hours to get a drink in a club, never finding a seat at a favourite 
restaurant and even the struggle of commuting has become more than 
just a nostalgia, rather - an object of craving.

The ultimate purpose was to spread a supportive message of 
companionship around the city, empathising with all Londoners and 
getting them to smile, when they realise they’ve found ourselves in the 
same situation.

Planet OOH

https://www.youtube.com/watch?v=kY2gphbzTjA
https://www.youtube.com/watch?v=kY2gphbzTjA
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All figures based on display value at rate card. 

TOP CATEGORIES

£K £200K £400K £600K £800K

Political & Advisory

Tourism & Travel

Beers & Ciders

Retail Outlets

QSR

Telecoms

Energy

Finance

Entertainment

Confectionery & Snacking

Education

Motor Trade

Industry & Commerce

Food

Soft Drinks

Roadside Retail Travel

1 Political & Advisory £698k 9 Entertainment £74k

2 Tourism & Travel £371k 10 Confectionery & Snacking £70k

3 Beers & Ciders £349k 11 Education £67k

4 Retail Outlets £319k 12 Motor Trade £67k

5 QSR £301k 13 Industry & Commerce £61k

6 Telecoms £161k 14 Food £58k

7 Energy £153k 15 Soft Drinks £51k

8 Finance £141k

FEBRUARY CYCLES 3 - 4
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All figures based on display value at rate card. 

1 CCS - Coronavirus £312k 9 BT Consumer - Broadband £64k

2 Translink - Corporate £106k 10 Crimestoppers £56k

3 Rockshore Light £83k 11 Invest NI £54k

4 Smithwick's £81k 12 AbbeyAutoline £53k

5 Tesco £81k 13 Budget Energy £49k

6 McDonald's - Big Tasty £67k 14 firmus energy £47k

7 Translink - Metro £65k 15 Carlsberg 0.0 £46k

8 Guinness - Rugby £65k

TOP CAMPAIGNS

£K £50K £100K £150K £200K £250K £300K £350K

CCS - Coronavirus

Translink - Corporate

Rockshore Light

Smithwick's

Tesco

McDonald's - Big Tasty

Translink - Metro

Guinness - Rugby

BT Consumer - Broadband

Crimestoppers

Invest NI

AbbeyAutoline

Budget Energy

firmus energy

Carlsberg 0.0

Roadside Retail Travel

FEBRUARY CYCLES 3 - 4


