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READY FOR GET SET GO?

Get ready to experience a new way of buying car insurance, with Get Set Go. The new company launched 
in Northern Ireland with an impactful OOH campaign, which included a long-term airport carpark takeover 
at Belfast International. 

Online account servicing allows Get Set Go customers to have full control over their policy, with the ability 
to manage it 24/7, from anywhere in the world. Created for local customers, Get Set Go is part of one of 
Ireland’s largest independently operated insurance intermediaries. 

Capitalising on the local nature of the brand was a key part of the launch creative, with a nod to Northern 
Irish humour. 

Stephen Lamb, Director, BConnected Media said: “Belfast International Airport is the main hub for national 
and international travel out of Northern Ireland and despite current travel restrictions we are confident that 
some semblance of normality to travel will prevail during the next 12 months. 

“Having been the first company in Northern Ireland to engage in an Outdoor takeover at Belfast International 
Airport for our ‘Its4Women’ brand we have once again committed to using this massive canvas for our 
newly launched GetSetGo Car Insurance brand. We look forward to duplicating the results experienced by 
Its4Women over the course of the next year.”

Media: BConnected Media  -   OOH Agency: PML



3

SMIRNOFF SELTZERS LAUNCH 
NEW FLAVOUR

Following the launch in 2020, Smirnoff Seltzers is adding a new flavour to the portfolio with Mango and 
Passionfruit now available. The new product combines Smirnoff vodka, sparkling water and natural fruit 
flavours to create a low-calorie alcohol drink, which is available in off-trade retailers.

Roadside and retail OOH highlighted the new flavour, with widespread coverage across Northern Ireland. 
Clodagh Ryan, Account Director, PHD Ireland said: “We are really excited about the launch of the new 
Mango and Passionfruit flavour to the Smirnoff Seltzer family. Out of Home is the perfect environment to 
showcase our new flavour across key sites in Northern Ireland. We have focused on path to purchase 
formats to really drive engagement with our customer at the all-important decision making time!”

Anna Sablovscaia, Smirnoff’s senior brand manager, said: “Smirnoff has a long legacy of innovation, so 
we’re thrilled to add this delicious new mango and passionfruit flavour to the existing portfolio of our 
seltzers.

“Made with the world’s number one vodka, Smirnoff Seltzers are an alternative to beer or wine for a summer 
sundowner, perfect for enjoying with friends while capturing the essence of summer.”

The ready-to-drink (RTD) category was the fastest-growing alcohol category in 2019 due to the rise of hard 
seltzers, according to IWSR Drinks Market Analysis

Media: PHD Ireland   -   OOH Agency: Source out of home
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TIME FOR A CHANGE?

MCS Recruitment brought its latest campaign to OOH. With job opportunities on the increase, the popular 
agency in Belfast delivered a standout campaign across a range of Outdoor formats. Capitalising on the 
Covid trend of stretchy waistbands instead of suits, the MCS Recruitment creative delivered a tongue in 
cheek message, with a strong sentiment behind it.  

Tony Doyle, Media Performance Manager, Ardmore said: “In order to engage with our audiences we had to 
ensure that our copy and OOH were both clever and strategic. By utilising the M1 corridor, 6 Sheets and 
Adshel Live formats we were able to target and resonate with our audiences as they commuted in and out 
of Belfast as the lockdown measures continued to ease. This activity resulted in a 61% increase in direct 
traffic to the website when compared to the previous year.”

Media: Ardmore   -   OOH Agency: PML
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ON YER BIKE

Forestside Shopping Centre in south Belfast is encouraging shoppers to get on their bike to visit the centre, 
with a range of new facilities at their recently launched Bike Dock.  

Julie McCartney, Media Director, Krow said: “With this campaign our objective was to position Forestside as 
the ultimate cycling friendly shopping centre, highlighting the multitude of facilities on offer including secure/
CCTV covered bike docks, onsite tools, repair and pump docks, bike lockers and a repair and service shop. 

“Our approach was to use OOH to target the cycling friendly environs surrounding Forestside, within a 
10 mile catchment area, which we deemed an appropriate cycling distance. By using Adshel Live digital 
screens, we were able to create a series of eye-catching animated ads highlighting the range of facilities, 
with the campaign launching during ‘Cycle Week’.”

Media: Krow    -    OOH Agency: PML
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LISBURN AND CASTLEREAGH 
CITY COUNCIL ENTICES 
AUDIENCES BACK

Lisburn and Castlereagh City Council delivered a campaign highlighting the unique experiences available 
across the district. From boutique shopping to fun-filled experiences, there are lots of reasons to visit. 

To promote the Lisburn and Castlereagh area, OOH in key towns across Northern Ireland was employed. 
Speaking about the campaign, Clare Ferris, Account Manager, PML NI said: “Reaching audiences in towns 
close to the LCCC catchment area was key to the success of this campaign, so we used OOH in Newry, 
Portadown, Newtownards and Belfast. Multiple creatives featured lots of different options for residents 
within the area, as well as enticing those looking for a new place to explore and experience.” 

Media: ASG & Partners    -    OOH Agency: PML
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Planet OOH

Gillette Venus - #FreeTheVulva 

UK: Gillette Venus has literally erected ‘lady gardens’ in London to encourage healthy discussion around 
pubic hair as part of its #FreeTheVulva campaign.

The stunt has been devised to highlight the fact that almost half of UK women (47%) say they’ve been 
made to feel the words ‘vagina’ and ‘pubic’ aren’t appropriate terms to use in public.
Placed in Shoreditch High Street and Mare Street – two bustling spots in London – the billboards are 
created from an array of colourful, real flowers installed by local florists. Each display shows different 
grooming styles to help break taboos so that women feel more confident talking about their pubic hair and 
skin.

Over two weeks, the ‘flower hair’ will grow in real-time for passers-by to see. “We believe pubic grooming 
shouldn’t be a taboo subject, but instead something we all feel comfortable to talk about in public,” insists 
Olivia Hughes, senior communications manager for Venus. “Whether hair is there, growing or gone, we 
want to help encourage and empower women to have open and honest conversations about their pubic 
areas, removing misinformation and tackling stigma at the same time.”

The stunt is part of Venus’s #FreeTheVulva campaign, where Venus has pledged to change the rhetoric 
around women’s pubic regions. It launched the push last month, where it dubbed May 12 as ‘Vulva 
Appreciation Day’.

Nissan Qashqai - Immersive 3D Experience

UK: As part of the launch for the third generation all-new Nissan Qashqai, now electrified with mild hybrid 
technology, TBWA\London has devised Europe’s first automotive 3D experiential activity.

The campaign launched today with a dramatic 3D experience installed on London’s Southbank to 
announce the arrival of the upgraded British-built crossover model. It is the first time that 3D experiential 
technology has been used in an automotive advertising campaign within Europe.

The spectacular visual stunt is located at one of Britain’s most famous landmarks – London’s Southbank. 
Creating an overwhelming sense of depth and volume within a massive ‘cube’ the thrilling content appears 
to leap out of the screen towards the viewer. Further 2D content features on the rear two screens, facing 
the river.

The huge six metre, four-sided cube was devised to create a 3D effect, in which we see a dramatic storm 
form on an epic scale, then see the all-new Nissan Qashqai, first boxed inside and then emerging through 
this epic climatic effect so it seems like it is bursting out of the screen itself. The show itself lasts for one 
minute every 15 minutes (four times every hour).

The live audience that gathered to see this spectacular could also scan a QR code allowing them to see 
the all-new Qashqai in a richer augmented reality from their smart phone. The experience is enhanced 
through social technology and a making-of film which will be seeded socially and online.

https://www.youtube.com/watch?v=QnHALYuWgnw
https://www.youtube.com/watch?v=QnHALYuWgnw
https://www.youtube.com/watch?v=jdEnz9hItz8
https://www.youtube.com/watch?v=jdEnz9hItz8
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All figures based on display value at rate card. 

TOP CATEGORIES

£K £200K £400K £600K £800K

Political & Advisory

Tourism & Travel

Retail Outlets

QSR

Soft Drinks

Beers & Ciders

Finance

Energy

Food

Industry & Commerce

Wines & Spirits

Telecoms

Media

Education

Motor Trade

Roadside Retail Travel

1 Political & Advisory £652k 9 Food £139k

2 Tourism & Travel £602k 10 Industry & Commerce £137k

3 Retail Outlets £549k 11 Wines & Spirits £119k

4 QSR £432k 12 Telecoms £118k

5 Soft Drinks £236k 13 Media £109k

6 Beers & Ciders £223k 14 Education £104k

7 Finance £221k 15 Motor Trade £100k

8 Energy £158k

MAY CYCLES 10 - 11
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All figures based on display value at rate card. 

1 Tourism NI £251k 9 SPAR - Enjoy Local £64k

2 CCS - Coronavirus £135k 10 JD Sports £64k

3 Deliveroo £120k 11
Ulster University - Employability 
and Skills Event

£61k

4 The Executive Office - Coronavirus £84k 12 McDonald's - Bacon Clubhouse £61k

5 Guinness £72k 13 Lucozade Sport £60k

6 DFI- Road Safety £72k 14 SPAR - Summer Magazine £59k

7 Translink - Corporate £69k 15 Mondelez - Go Nuttier £56k

8 McDonald's - Chicken Delux £65k

TOP CAMPAIGNS

£K £50K £100K £150K £200K £250K £300K

Tourism NI

CCS - Coronavirus

Deliveroo

The Executive Office -
Coronavirus

Guinness

DFI- Road Safety

Translink - Corporate

McDonald's - Chicken Delux

SPAR - Enjoy Local

JD Sports

Ulster University -
Employability and Skills Event

McDonald's - Bacon Clubhouse

Lucozade Sport

SPAR - Summer Magazine

Mondelez - Go Nuttier

Roadside Retail Travel

MAY CYCLES 10 - 11


