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PICNIC TIME FOR SPAR

Picnics were on the menu in recent weeks, and SPAR has been ready to supply all the essentials! Perfect 
for lunch in the park, the value deals showcase a range of products to fill a picnic hamper. 

6 Sheets, 48 Sheets and Adshel Live Digital Screens in proximity to SPAR stores delivered the campaign 
to shoppers. Adding further appeal to in-store shopping, the retailer is also running a competition to win 
£12,000!

Madeleine Knowles, Media Planner Buyer, Genesis said: “Spar is making the most of the summer holidays, 
highlighting the great deals available in store through its picnic creative! Outdoor continues to perform an 
important role for Spar in delivering reach, awareness and driving traffic to store. By using a mixture of large 
and path to purchase formats, this tactical campaign has been integral in raising awareness and driving 
engagement with the customer at the all-important decision-making time!”

Media: Genesis  -   OOH Agency: PML
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DANSKE BANK DOING ITS BIT
Danske Bank took to Outdoor in June to launch the UK’s first carbon neutral mortgage.

The bank worked with the Carbon Trust and ClimateCare to measure carbon footprint of the mortgage 
service and offset its impact with wind energy projects, so it doesn’t contribute to rising greenhouse gases 

– and that’s certified by the Carbon Trust.

They measured the carbon footprint of the mortgage, which was mainly made up with paperwork, but also 
includes energy consumption in the offices, storage of digital documents, paper waste generation and a 
welcome box provided to customers.

“Domestic homes generate an estimated 15%* of the UK’s greenhouse gas emissions, so improving the 
energy efficiency of our homes is crucial in the fight against climate change. So as well as doing our bit to 
reduce & offset our footprint, we want to support customers who choose a greener home. With a Danske 
Carbon Neutral Mortgage, customers buying a home with an EPC rating of A-C will be rewarded with our 
most competitively priced mortgage and up to £2,000 cashback.

“And with the focus back on getting outdoors, and with most of us staying at home this summer, launching a 
new product on outdoor in July is also a first for me” explains Kevin Heavern, Head of Marketing.

In-keeping with the green ethos that runs throughout the Danske Bank business, the Outdoor campaign 
was also more environmentally friendly, with all 48 and 96 Sheets printed on FSC certified paper, using 
water based inks. This means all posters are fully recyclable and are produced without the use of solvents. 

Media: Carat Manchester  -   OOH Agency: PML
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ENJOY A TITANIC ADVENTURE

This summer, staycations are the order of the day! Voted one of the world’s best tourist attractions, Titanic 
Belfast took to Out of Home to remind audiences about the spectacular venue. 

Focusing on the Greater Belfast area, the campaign employed roadside 6 Sheets, with multiple creatives 
to highlight the range of exhibitions at the iconic building, while also reminding visitors to book tickets in 
advance. 

OOH Agency: PML

EE GOES LOCAL

Mobile network operator, EE, employed a localised creative on its recent campaign to highlight the 
availability of 5G in Belfast. Offering four-times more locations than competitors, the network employed the 
iconic Harland and Wolff cranes in its artwork to reinforce the geographical nature of the message.  

Roadside formats including Digital Screens, 48 Sheets, 6 Sheets and 96 Sheets delivered the message in 
key locations across Belfast as well as regional towns. 

Media: Posterscope   -   OOH Agency: PML



5

DREAMY OOH FROM DREAMS

Bed and mattress retailer, Dreams, continue to employ Outdoor advertising on a long-term basis. Effectively 
providing support for their branches in towns across Northern Ireland, the OOH plan is created to maximise 
coverage in proximity to store locations including Ballymena, Bangor, Belfast, Omagh and Coleraine. 48 and 
96 Sheets, as well as a Backlit Portrait display, deliver the frequently changing message.
 
Speaking about the campaign, Conor Toland, Marketing Manager, Dreams, said: “Strategically, having 
Outdoor formats in proximity to our outlets across the province is important. We worked with PML to identify 
the strongest sites available to us and have found it to be very beneficial in terms of sales. The ability to 
continually deliver updated messaging and highlight store locations on a site by site basis is also crucial. 
This also means audiences continue to see a fresh message, helping to catch their eye.

“Posterwatch intelligence and mapping tools from PML Group also help to effectively plan our OOH 
campaigns, allowing us to glean insights from our competitors and ensure our activity appears in the most 
relevant locations to target potential customers.”

OOH Agency: PML
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New to OOH

Codzilla
OOH Specialist: PML

Debt Movement
Media: Carat Leeds
OOH Specialist: PML

Rattlebag
OOH Specialist: PML
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AAMI - Lights out?

AUSTRALIA: Some insurers don’t offer 24/7 emergency 
home emergency assist from tradesmen like plumbers, 
carpenters, locksmiths... and electricians. But luckily AAMI 
does. To demonstrate their emergency home assist offer, they 
utilised a halo lighting special build technique to show the 
potential consequences of the lights going out... on their own 
advertising.

Adidas – Liquid Billboard

UAE: Adidas wants more women to embrace the waters, regardless of 
their shape, ability, or religion, and benefit from the mental and physical 
benefits that come with it. The sports brand first invited women to swim 
back in June when it brought out ‘Beyond the Surface’ - a film that 
featured a poem from a spoken word poet and sports inclusivity activist 
Asma Albadawi.

Now, to get more women to test the waters, it has erected a liquid 
billboard in Dubai. Billed as a ‘first-of-its-kind stunt, the 5-meter high 
swimming pool holds 11,500 gallons of water (163 bathtubs). Ladies 
who visited Dubai’s popular beach are invited to take a leap of faith and 
dive ‘beyond the surface’.

Planet OOH

HandsAway - Fearless Night

FRANCE: The end of the curfew marks the return of problems related 
to public space at night. Who has never been afraid to go home alone 
at night and therefore deserted the public space, thus being denied 
their right to move freely in the streets? According to a study, in most 
extreme cases, 26% of women and gender minorities refuse to go out 
alone at night. (source ONDRP 2018). In order to highlight this problem 
and to allow women and gender minorities to reclaim public space, the 
not for profit organisation, HandsAway, which fights against sexist and 
sexual violence, launched the operation Fearless Night. The concept? To 
use digital illuminated billboards already present in the public space, by 
displaying white screens whose luminosity has been boosted by 20%, in 
order to light up the darkest and most frightening streets of Paris from 
9pm to 7am.

https://www.youtube.com/watch?v=E1zA3BsFlB0
https://www.youtube.com/watch?v=FQPwkTLrSfo
https://www.youtube.com/watch?v=FQPwkTLrSfo
https://www.youtube.com/watch?v=E1zA3BsFlB0
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All figures based on display value at rate card. 

TOP CATEGORIES

£K £200K £400K £600K £800K

Tourism & Travel

Retail Outlets

Political & Advisory

QSR

Soft Drinks

Beers & Ciders

Finance

Telecoms

Wines & Spirits

Leisure & Sport

Food

Energy

Entertainment

Gambling & Lotteries

Motor Trade

Roadside Retail Travel

1 Tourism & Travel £677k 9 Wines & Spirits £185k

2 Retail Outlets £617k 10 Leisure & Sport £157k

3 Political & Advisory £580k 11 Food £112k

4 QSR £409k 12 Energy £109k

5 Soft Drinks £317k 13 Entertainment £101k

6 Beers & Ciders £299k 14 Gambling & Lotteries £95k

7 Finance £226k 15 Motor Trade £89k

8 Telecoms £203k

JUNE CYCLES 12 - 13
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All figures based on display value at rate card. 

1 Tourism NI £197k 9 Guinness £80k

2 Translink - Corporate £126k 10 DFI- Road Safety £79k

3 CCS - Coronavirus £120k 11 let's go hydro £76k

4 EE - Regional £118k 12 Mondelez - Go Nuttier £70k

5 Coca-Cola £100k 13
The Executive Office - Coronavi-
rus £66k

6 BoyleSports £95k 14 Subway - Match Day Bundles £66k

7 Rockshore Light £93k 15 SPAR - Summer BBQ £65k

8 Visit Belfast - Welcome Back £84k

TOP CAMPAIGNS

£K £50K £100K £150K £200K

Tourism NI

Translink - Corporate

CCS - Coronavirus

EE - Regional

Coca-Cola

BoyleSports

Rockshore Light

Visit Belfast - Welcome Back

Guinness

DFI- Road Safety

let's go hydro

Mondelez - Go Nuttier

The Executive Office - Coronavirus

Subway - Match Day Bundles

SPAR - Summer BBQ

Roadside Retail Travel

JUNE CYCLES 12 - 13


