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Out of home Market Review 
2011  

Republic of Ireland 

For the year 2011, the entire out of home (ooh) sector in the Republic of 

Ireland is valued at €194.6m. This figure includes all traditional formats 

such as billboards, bus shelters and transport advertising, as well as 

ambient and digital ooh formats. The figure is based on display value at 

rate card. 

In our Q3 2011 report we estimated the market to be down by about 5% in 

real terms. However, given the difficult trading period that Q4 became, we 

now estimate the market to have fallen by nearer 10% overall in 2011. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On The Campaign Trail  

 

McDonald’s – October 

 

“Outdoor forms an integral part of 

our communications platform for 

the 1955 burger as it allows us to 

use salivating food photography 

and to build coverage and 

awareness of our campaign.” 

 

Claire Lynch, Senior Brand 

Manager, McDonald’s 

 

Emirates DART Train Wrap 

 



Advertisers 2011 

The table below shows the top valued categories of advertisers on ooh formats in ROI in 

2011. Also shown is the percentage increase or decrease when compared to 2010. 

Please keep in mind on all figures in the report that 2011 was one week shorter than 

2010 in terms of ooh display due to cycle 11 being reduced to one week.  

 

Rank Name 2011 Value 

17,994,358 

 % Difference 

1 Diageo € 8,939,232  -19% 

2 Unilever € 8,908,534  24% 

3 Heineken € 7,256,269  -21% 

4 eircom Group € 5,772,264  -31% 

5 Vodafone € 5,717,284  3% 

6 Kraft/Cadbury € 4,947,366  31% 

7 Coca Cola € 4,887,464  1% 

8 Sky TV € 3,816,649  196% 

9 Nestlé € 3,803,805  -12% 

10 Kellogg’s € 2,945,651  -2% 

11 PepsiCo € 3,259,394  18% 

12 Warner Bros € 2,916,861  -1% 

13 Paramount Pictures € 2,906,424  58% 

14 UPC € 2,768,273  -24% 

15 Tesco Ireland € 2,710,810  33% 

 

Diageo are still the number one advertiser on the medium, albeit having reduced in 

value by almost 20%.  Competitors Heineken have fallen back by a similar percentage in 

2011. More information on the alcohol sector can be found in the categories section of 

this report.  

Unilever are a very close second in terms of display value. HB Ice Cream, Sure deodorant 

and Persil were their top spending brands on the medium last year.  

Kraft/Cadbury have also increased their value significantly in 2011, to almost €5m. The 

Dairy Milk brand accounted for €1.5m of this total.  

The standout increase in the table is from Sky TV, who has a long term holding of sites 

that they change message on at regular intervals. 

 

“Despite the difficulties of recent 

years for all of us in the Irish 

advertising market, I believe the 

outdoor advertising industry is 

very well positioned to strengthen 

our business in 2012.   

The out of home sector has seen 

massive investment and 

development in our displays, our 

research and our support systems.  

This in turn gives clients 

unprecedented diversity in quality 

format choice at a time when our 

media and production costs are 

the most competitive they have 

ever been.” 

Pat Mannion, Commercial 

Director, JCDecaux Ireland  

 



UPC on Golden Squares 

 

Categories 2011 

With regard to the categories of advertiser spending on out of home, the traditionally 

strong categories are still in evidence. However, some categories have shown big 

changes both up and down in terms of display value. 

 

Rank Name 2011 Value 

17,994,358 

 % Difference 

1 Telecoms € 22,600,949  -14% 

2 Beers & Ciders € 18,596,177  -21% 

3 Food € 16,155,780  -3% 

4 Films € 13,538,346  20% 

5 Confectionery € 11,411,212  28% 

6 Retail Outlets € 10,578,492  -7% 

7 Tourism & Travel € 10,532,225  -5% 

8 Soft Drinks € 9,924,683  -11% 

9 Finance € 9,893,576  -19% 

10 Media € 9,295,527  10% 

11 Health & Hygiene € 7,168,337  -12% 

12 Entertainment € 6,452,875  28% 

13 Motor Trade € 6,150,663  29% 

14 Political & Advisory € 5,439,371  9% 

15 Wines & Spirits € 4,337,274  -5% 

 
 

Telecoms is still the top category on ooh. However, its display value 

dropped by 14% in 2011. To end Q3, this drop had only been 3%. However 

the pre-Christmas telecoms campaigns did not match previous years in 

terms of size and value. As mentioned above major alcohol companies 

were also down in 2011. Beers & Ciders have decreased in value by 21% 

and Wines & Spirits by 5%. This is due to a combination of regulatory 

compliance and budget decreases. 

On the positive side, Films are up by 20% on 2011. Top advertisers in this 

section are Warner Bros. and Paramount. On a similar theme, the 

Entertainment sector (shows, comedy, books, theatre etc..) is also up significantly at 

28%. One of the largest increases year on year is in the confectionery market, with an 

increase in display value of 28%. Both Nestlé and Kraft Group were very active on the 

medium in 2011. 



Although a relatively low spending category, it was great to see the Motor industry 

coming back into the market in a big way in 2011, boosting their display value by almost 

30% in 2011. 

In contrast to previous campaigns, the general election of 2011 was not a major source 

of business for the sector, with only Fine Gael running what would be considered a 

major campaign on ooh. 

Below shows how the top ten categories were split over the main ooh formats. 

 

Name Small Format 

17,994,358 

Large Format 

 

Transport 

Format 

 

Ambient & Digital 

Telecoms 28% 38% 20% 14%  

Beers & Ciders 20% 47% 11% 22%  

Food 55% 16% 9% 20%  

Films 43% 13% 33% 11%  

Confectionery 62% 13% 13% 12%  

Retail Outlets 28% 38% 19% 15%  

Tourism & Travel 22% 32% 33% 13%  

Soft Drinks 21% 41% 30% 8%  

Finance 49% 16% 16% 19%  

Media 20% 57% 17% 6%  

 

 

 

 

 

 

 

 

On The Campaign Trail  

 

Club Orange - October 

 

“The outdoor campaign is part of a 

wider communications plan which 

has already taken the nation by 

storm……the outdoor campaign 

features a range of different 

formats which will bring some 

sunshine to the streets this 

October!” 

 

Sharon Yourell Lawlor, Head of 

Marketing, Club Orange 

 



Formats 2011 

The chart below shows how the market is broken down in terms of general format types. 

 

As we saw in the advertisers table previously, FMCG brands were to the 

fore in 2011 on ooh. Unilever, Kraft, Nestlé, Kellogg’s, Coca Cola and 

Pepsico all feature among the top 15 advertisers. This fact is reflected in 

how well POS advertising has fared in relative terms in 2011. This is true of 

traditional formats (purchase points, mallscape etc..), Ambient formats 

(PopAds, Store Points, Citybox etc..) and now Digital ooh formats also 

(dPods, C Store Screens etc..). POS is a hive of competition for these 

advertisers and new and expanded opportunities have come on stream to 

meet demand. 

 

Deals such as Bravo’s 50 Super Rear deal was popular and gave the format a real boost in 

2011. T-Sides held their own in 2011 and were sold out on occasion. Bravo’s other new 

formats have been really well received and have had a number of bookings already. 

Standout among these was the Emirates airlines wrapped Dart, which got a great 

reaction and lots of additional PR. 

Metropanels (JCD city centre 6 sheets) have been a major success story since launch in 

2008. Their premium locations have made them popular across advertisers. 48 Sheets 

have performed better in 2011 than in the previous few years, although still some way 

behind the peak of the market.  

Some new opportunities to emerge in 2011 included: 

¶ CBS Digital dPods launched in Dundrum 

¶ Expansion of C-Store Screens and availability of day-part bookings on them. 

¶ New bus and rail offerings such as Wrapped Darts, Rail Kings on DART and Mega 

Squares on Dublin Bus. 

¶ Extension of Luas Green Line and Luas Red Line to Citywest added Luas Columns. 

¶ Digital T-Sides in Northern Ireland. 

¶ iLine format launched 

Kellogg’s All Bran Crunch on Purchase Points 

 



Another important area emerging in the sector is the role of engagement/advocacy. The 

role of mobile and smartphones will be important in the future and is becoming 

prevalent now. According to PML Group research, 47% of all adults who own a 

smartphone have used it to interact with an ooh poster ad. This figure rises to 67% 

among 15-24 year olds. QR Codes are regularly seen on ooh executions now as passers-

by can scan the code and be brought to a website/competition etc. 

 

The technology can also be within the poster or panel . A good example 

from Ireland in 2011 was the Kraft Philadelphia 6 sheets complete with 

interactive screen showing recipes, preparation of meals etc..all using the 

product advertised. We would also expect the use of Blippar/Augmented 

Reality to be seen in Ireland in 2012 in relation to ooh advertising. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On The Campaign Trail  

  

Vodafone Cherry Points – May 

 

“As Vodafone Cherry Points is so 

unique in the market we wanted 

to reflect this in our creative and 

media approach. We wanted to 

do something really different, 

creative and fun and are 

delighted with how the campaign 

has turned out.”  

 

Sarah Pritchard, Vodafone 

Consumer Marcomms on the 

Cherry Points station blitz and 

revolving Luas column 

 

Kraft Philadelphia Interactive 6 Sheet 

 



2012 

Looking at 2012, there is good reason to be optimistic for the out of home sector. 

Although we do not expect a huge bounce in revenue for the sector, we would certainly 

expect to return to growth, albeit slowly and to a small degree. Major sporting events 

such as Euro 2012 and the Olympic Games should help boost the sector in 2012.  

The medium is in a strong position thanks to robust competition among media owners 

who are all investing and improving their respective products. As ooh specialists, we are 

playing our role by way of improved planning tools and continued investment in 

research in order to facilitate the most cost effective, efficient and effective ooh 

campaigns possible.  

All of which is positive for the client.  

 

 

 

Contact: 

Colum Harmon  //  Group Marketing Manager  //  01 668 2900  //  colum@pmlgroup.ie 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On The Campaign Trail  

  

Cadbury Dairy Milk - 

September 

 

“The integrated programme is 

designed to create a 

temptation trail reminding 

customers about the distinctive 

irresistible taste of Dairy Milk.”  

 

Aideen Murphy, Brand 

Manager, Dairy Milk 

 

 

“2012 will definitely be another 

interesting year! Without a doubt 

it will continue to provide new 

challenges but at the same time 

this will also provide for new 

opportunities. Changes in 

consumer behavior and the way 

media is consumed will continue 

to effect the media landscape. 

Understanding our clients and 

their audiences are at the heart of 

what we do and that is why close 

collaboration, innovation and 

creativity will continue to be key 

for us in our relationship with our 

clients and partners.  Some of the 

main themes for the year ahead 

will be the growth of digital out of 

home, ROI and accountability, 

insightful research and further 

investment in our medium.” 

Colin Leahy, Managing Director, 

CBS Outdoor Ireland  



Out of home Market Review 
2011 (Cycles 1 - 26, 3 Jan – 25 Dec) 

Northern Ireland 

In Northern Ireland, the Posterwatch display value for the out of home market for 2011 

was £39.2m in 2011. When factoring in the loss of a week in the Cycle 11 period, the 

display value has decreased by approximately 1% against 2010. 

Despite sustained pressure on advertising budgets in general, the NI out of home 

industry has maintained a stable share of media budgets in 2011 and has benefited from 

increased ooh media activity from several sectors including Fuel, Retail, Insurance, 

Tourism & Travel and Internet Providers.  

There has been continued investment from the Media Owners with CBS Outdoor 

enhancing its portfolio of Purchase Points by re-developing and extending the existing 

network, resulting in improved coverage of consumers.  

A media first for Northern Ireland, CBS Outdoor also launched the LED T-Side and 

Superside bus formats in November.  

In December of 2011, Clear Channel installed a new premium roadside 96 sheet Backlit 

display located at the off-slip of the M2 Motorway. BT has secured the panel on a long-

term basis. 

 

 

 

 

 

 

 

 

 

 

 

On The Campaign Trail  

  

BT Infinity - December 

 

"We’re delighted with the 

positioning and impact of the 

new site on what is one of 

Northern Ireland’s busiest 

junctions. The current creative 

is a first for us in BT in terms of 

going above and beyond the 

boundaries of a standard sized 

96 sheet. With the fantastic 

feedback we have received 

from customers and staff, 

we’re certainly planning a full 

range of exciting formats in the 

coming months." 

 
Don Brennan, Head of 
Consumer Marketing, BT 
 



Since taking over the Northern Ireland Transport Holding Contract in April 2011, 

JCDecaux has embarked on plans to develop the ooh Media opportunities within the 

train and bus stations. There has been progress made in expanding the opportunities 

available within Central Station to include branding at the ticket validation areas and 

floor graphics within the main concourse. 

2011 also saw the introduction of Bravo Outdoor into the NI ooh market. Adding to its 

holding of 48 sheets, the Media Owner recently won the contract to manage the 

external media space at the Odyssey complex in Belfast. Located at the edge of the 

Titanic Quarter, the external Media opportunities at the Odyssey are likely to attract 

renewed interest from Advertisers in 2012 and beyond as Belfast marks the centenary of 

the Titanic.  

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

On The Campaign Trail  

  

firmus energy - November 

 

"During the winter months 

illumination is a key factor in 

determining our format 

selection and we are sure that 

this new opportunity will 

ensure that firmus stands out 

from its competitors in the 

marketplace. We are 

committed to making firmus 

energy the first choice energy 

company in Northern Ireland 

and it is through the use of 

new, innovative and exciting 

formats like these LED T-Sides 

that we can ensure the brand 

is front of mind to consumers."  

 

Wendy McKnight, Media 

Director at Genesis Advertising 



Northern Bank Smartphone App campaign 

 

Advertisers 2011 

Rank  

 

Name 2011 Value

  

17,994,358 

 

1 Diageo £ £2,186,736  

2 Coca Cola £ £1,856,472  

3 KFC £ £1,305,917  

4 Translink £ £1,133,857  

5 Northern Bank £ £1,070,055  

6 McDonald’s £ £1,013,615  

7 NI Fire & Rescue Service £ £952,627  

8 Ulster Bank £ £917,091  

9 Henderson Group £ £752,355  

10 BT £ £683,423  

 

Despite fluctuations in display values, the Top 10 list of ooh advertisers remains largely 

unchanged compared to 2010. One exception being that Henderson Group, comprising 

of the SPAR, EUROSPAR and vivoxtra brands, is a new entry at 9th position with a display 

value of £752k. Their campaigns include 48 Sheet, Roadside, 6 Sheet and Phone Kiosk 

formats to advertise product promotions available within their store network.  

Diageo remains the top advertiser in terms of ratecard display. The total value of £2.2m 

consists largely of activity by the beer and stout brands Carlsberg, Harp and Guinness. 

The Diageo brands continued to use landmark signage such as Bridges and Backlits on a 

long-term basis, giving them sustained ooh presence all year round. 

The ooh market has experienced a contraction in activity from the Banking 

sector. Contributing to this is the Ulster Bank display value having reduced 

by over 38% to £917k compared to the 2010 value of £1.481m. In contrast, 

the Northern Bank display value has increased by 16% to just under £1.1m, 

part of which included a campaign for the launch of its new smartphone 

App for mobile banking. 

 

 

 

 

 

 



MTV EMAs in Belfast 

 

Categories 2011 

 

The top advertising category in the ooh market was Retail with a total 

display value of £7.4m, an increase of 8% against 2010. The retail 

category includes grocery retail, department stores, shopping centres, 

restaurants (including ‘quick service’), as well as many others. The quick 

service restaurant (QSR) sector accounts for a third of the total display 

value of the retail sector. 

Tourism & Travel display value also shows an 8% increase from last year 

with advertisers such as Translink and NITB running campaigns 

throughout 2011. 

Conversely, the display value of the combined alcohol categories decreased by 25% 

compared with 2010. There was a noticeable reduction in alcohol brand activity in the 

December period against prior year. 

2011 has been a strong year for the Media sector. An increase of 13% can be attributed 

somewhat to the MTV European Music Awards which took place in Belfast in September. 

Local media channels and MTV supported the event with roadside, college and airport 

ooh media activity. It should also be noted that newspaper titles have increased their 

activity on ooh by 149% in 2011 compared to 2010.   

 

 



Brands 2011 
 

Detailed below are the top 20 individual brands for 2011 in terms of their display value. 

KFC retains its place at the top of the table. New entrants to the list for 2011 include AXA 

Insurance, firmus energy and Stena Line.  

 

Rank  

 

Name Value  

17,994,358 

 

1 KFC £ 1,305,917  

2 Coca Cola £ 1,112,740  

3 Northern Bank £ 1,070,055  

4 McDoanld’s £ 998,113  

5 NI Fire & Rescue Service £ 952,627  

6 Ulster Bank £ 912,579  

7 Carlsberg Lager £ 736,888  

8 Northern Ireland Tourist Board £ 663,600  

9 Spar £ 659,795  

10 Oxfam £ 625,215  

11 Harp Lager £ 591,464  

12 BT Broadband (Infinity) £ 541,620  

13 AXA Insurance £ 515,785  

14 firmus energy £ 482,964  

15 Vodafone Consumer £ 359,549  

16 Stena Line £ 324,231  

17 Action Cancer £ 322,673  

18 NI Blood Transfusion Service £ 297,048  

19 NI Chest Heart & Stroke Association £ 285,418  

20 easyJet £ 276,480  

 

 

Contact:  

Mark Fleming  //  Operations Manager  //  +44 28 90 333 714 //  mark@pml-ni.com 

 


