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DIAGEO INNOVATE ON DIGITAL OOH



DIAGEO INNOVATE ON DIGITAL
OOH

In October, Diageo launched two innovative and impactful Digital OOH campaigns.

As Ireland neared its quarter final, Guinness tapped into the nation’s belief in the Irish team with a Dynamic Digital
Out of Home campaign. Seamlessly fusing its Instagram and Outdoor campaigns, digital screens were populated
with results from an online poll, facilitated by the brand’s Instagram account, that measured the public's belief in Irish
success.

The Instagram Stories campaign featured a Yes/No vote on whether people believed Ireland can go all the way. This
polling data was then fed into our Liveposter platform to create and broadcast a ‘belief - o- meter.

The polling results were also represented by a Guinness pint filled to the percentage level of those who voted yes,
adding a visual representation to the creative. The Dynamic element of campaign displayed the day before and the day
of the match, stoking anticipation and excitement prior to the Ireland games.

The use of Digipanels, the Digipole in Ballsbridge and Orbscreens created a presence in key environments and
locations for the brand.

Classic formats supported the wider campaign and included 48 Sheets, 6 Sheets and a visibly dominating LUAS tram
centre wrap. Optimised site selection was driven by Locomizer data which heat mapped the bespoke ‘Drinks Out’
affinity group using anonymised app data.

Carat - AMV BBDO - Source out of home

E?EE‘I’GHIAT VISIT TO DUBLIN STARTS HERE?
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Scott Molloy, Account Manager in Source out of home commented; “We're delighted to team up with Guinness, Carat
and AMV BBDO to create this relevant and innovative display of Dynamic power. Combining its Social Media and
DOOH allows Guinness to produce a more integrated multi-channel campaign and enhance the effectiveness and
memorability of both. *

Elsewhere in the Digital OOH sphere, Dublin Airport continues its digital transformation with its digitally converted
advertising billboard in T1 arrivals. The Guinness Storehouse, an exclusive advertiser on the site, was unveiled on the
Samsung LED board that launched at the beginning of the month. The screen, situated between passport control and
baggage claim, is a key strategic site for the tourist attraction as they target travellers visiting Irish shores.

In August, Dublin Airport recorded its busiest month ever with 3.4 million passengers passing through the transport
hub.

Commenting on the new screen, Allison Persiani, Brand Manager at Guinness Storehouse said; “The Guinness
Storehouse is delighted to continue our advertisement at Dublin Airport. We're excited by the opportunities that the
digitisation of the screen provides us to continuously innovate in the space. It enables us to really bring our attraction
to life with our new animated creative in such an engaging format.”

Pictured above (L-R): Ross Giles (Huskies), Samarah Coughlan (Huskies), Valerie Singleton (DAA), Leonard Miller (DAA),
Alexander Glover (Carat), Allison Persiani (Diageo), Ronan Keller (Carat), Louise Enright (Source ooh) and Lauren O'Neill

Dynamic



This is where the
people of Fartown
rebuilt Jeremy,
Melanie and
Finn's home.

There's a glass & a half in everyone

CADBURY SHOWS OFF
IRELAND’S GOODWILL

Cadbury was injecting some positivity into Irish life with its feel-good OOH campaign this month, that
displayed good deeds carried out by the people of Ireland.

As part of a wider PR plan, Cadbury and Today FM teamed up to invite people to submit stories of random
act of kindness they experienced. These stories were then incorporated into the confectionery brands’
OOH plan to convey it’s glass and a half messaging.

The OOH campaign targeted 6 areas where submitted gestures took place. Car park takeovers were
executed in Dundrum Town Centre, Omni Park and Mahon Point with good deeds that took place in those
locations.

In Fartown, an admobile special showed up in the presence of Today FM to present Sound Town of the
month to the Glenmaddy family whose house was rebuilt by the people to Fartown after it was burnt down
in a fire. The admobile was customised to look like a house.

96 Sheets, 48 Sheets and 6 Sheets disseminated other random acts of kindness with bespoke regional
activity in Mullingar and Naas.

Carat - VCCP, Packed House, Design + -
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ENERGIA POWERS IRISH RUGBY

IN DUBLIN AIRPORT

While most of us have been glued to the Rugby World Cup — not everyone got to witness the fantastic
sportsmanship on show.

Thankfully, Energia was on hand to broadcast the Irish matches to travellers in Dublin Airport, ensuring they
didn’t miss any important plays.

As official energy partner of Irish Rugby, Energia bookcased the gigantic Sky screen in T2 with branding on
either side as they showed the Irish matches. As expected, the matches attracted significant crowds to the
screen.

The OOH activation is part of Energia’s Positive Energy campaign that puts the energy provider front and
centre as the power behind Irish rugby.

Vizeum - Boys + Girls -




B2 Exterion

BDO DO OUT.OF HOME

Accounting firm BDO has developed a new brand creative and launched an OOH campaign to help
increase visibility and awareness of their proposition.

The word ‘do’ is the focus of the creative, with the simple yet powerful word creating a series of taglines for
BDO to communicate its services and itself as a brand.

The large-scale campaign is running in primarily roadside and commuter environments targeting a business
audience with Luas Columns, 48 Sheets, Transvisions, Digipanels and Metropoles.

Mediaworks - Cl Studio - Source out of home




TAKE NOTE! COSMETICS BRAND
BUILDS UP AWARENESS

Vegan cosmetics brand Note Cosmetics initiated an OOH campaign this month for its range of new
products.

Highlighting its new lipsticks and inks, the campaign ran on a host of 6 Sheet signage nationwide and

Dublin exclusive Digipanels. Stockists were included with the nearest stockist to the panel mentioned,
creating a strong call to action for the brand.

Focus Advertising - PML
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Headiord CarePlus Pharmacy
Your Local NOTE Stockist
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Harry Eustace,

Account Director, OMD

1. Favourite thing to do outdoors

| love camping so when | get the chance, | do that. Nothing
better than waking up and knowing you are outside for the
day: wind; rain or shine.

2. Favourite place to shop - Shopping Centre/City
Centre

While shopping centres are convenient, you can't beat

going to town with more variety and choice.

3. Favourite location for a weekend walk
| am out in Skerries a bit and Ardgillan is beautiful place for
a walk.

4. Favourite pub for a cosy drink
Partial to Kehoe's at the moment.

5. Favourite park to visit
My local one, Herbert Park.

6. Your Hidden Gem
Indigo and Cloth in Temple Bar. Great coffee and a great
boutique clothes store for men.

7. Favourite roadtrip to take
I love getting out in Connemara. Drove from Galway
to Clifden on the Wild Atlantic Way last weekend. It is

always stunning.

8. Favourite OOH site/location and why
The Digipole in Ballsbridge. Houses the best of the best
in OOH and is so eye-catching.

9. Favourite sports venue
As a rugby man, | have to say the Aviva.

10. Favourite Irish beach
Ballyhealy Beach in Wexford — not the prettiest beach but
plenty of fond memories there.

11. Favourite location for some inspiration
Outside on a starry night.

12. Favourite mode of transport
[ walk in and out of work, so | would recommend it to
anyonel!

13. All-time favourite OOH Campaign
Cadbury Taste campaign. Worked on it a few years ago
and it had it all.




UEST ARTICLE

THREE RULES WHEN USING LOCATION
DATA FOR CAMPAIGN PLANNING

Nick Halas

Head of Strategy,
Posterscope Worldwide

The application of sophisticated behavioural insights, derived from location-based data, has the potential to
unlock significant value for advertisers. This is particularly true for Out-of-Home where data driven planning
and dynamic activation can deliver material performance improvements.

However, in rushing to embrace this opportunity, it is critical that the industry holds itself to the very highest
data standards, as all that glitters isn’t gold.

We have never known so much about people, their behaviours and their travel patterns. The level of
business intelligence and insight that can now go into planning an OOH campaign is incredible. But, in
this world of geo-location data and analytics, the truth is that many providers have questionable data but
glorious front-end visualisations that obscure the inadequacies of their data.

Having spent eight years working in sectors that use geo-data (I worked for four years at Telstra, Australia’s
largest telecommunications company), | have seen all kinds of bogus claims based on highly over and
under-modelled behavioural segments, footfall analyses and attribution models.

Let me be clear, this is certainly not true of all of the providers out there but it is vital to look beyond the
shiny user interface and moving vector pins to ratify the data and ensure it is robust and relevant for the
specific needs of the location-based communications being planned.

This relevance point is key. There is data that's good for some things and bad for others, and the trick is
knowing which. Seldom is one data set good for everything.

For example, let's imagine that we want to look at exposure to some outdoor advertising for a retailer and
then see how many of the people exposed to it went into the relevant store. If your location data is derived
from SDK’s embedded in apps, then this simply won't give you the level of location accuracy to achieve that
level of attribution and to infer a level of performance.

When done right though, location data really works. Being able to ingest and use the right data sources

to reveal the ‘hidden’ geographic behaviour of your most valuable customers and using this to inform

what message is delivered, when and where, can produce some spectacular business results. This is a
methodology that Posterscope has applied at scale over recent years and we now have a body of evidence,
not just of what works, but how it works. And we are seeing campaign performance uplifts of 25-30%.

We apply three key rules when looking at location data that you may find useful:

1. Location Accuracy

Always question and understand the geo-spatial accuracy of location data. For example, recognise if you're
viewing data from a 50x50m grid or 100x100m grid as it makes a big difference in understanding the
location you are looking studying.

2. Sample

Always question the sample base. Too often, we see a mobile SDK solution that, upon closer examination, is
based on data that is heavily skewed to a major or capital city and is not more nationally representative. Or
perhaps too weighted to transport hubs rather than the complete city.

3. Hardware or Software

Advertisers who want to understand customers in-store should consider the differences between a software
and a hardware approach. Software (for example mobile-based, AdTech-derived data) provides scale while
using hardware (a small cell or beacon), provides much greater depth.

The other critical thing to consider is that using only one source of data in planning location-based
campaigns is never a good idea. Our data strategy is based on the principle of ‘no single point of truth’. We
use 33 different location data vendors and ingest, fuse and overlay these in a myriad of combinations to
create the very best solution for each campaign.

There is no doubt that the much, much greater availability of location data offers the potential to plan
significantly more effective campaigns. But without the expertise to understand how data is sourced, how
it is cleaned and modelled, how robust it is and how appropriate it is for the task in hand, there is a real
danger that money will be wasted and that the resulting campaign will actually be less effective.
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Jusst as irmesistible

Cadbury Dairy Milk 30% Less Sugar Fitbit Jacob’s Club Milk

Media: Carat Media: Initiative Media: Initiative

Creative: VCCP OOH Agency: PML Creative: Havas

OOH Agency: PML OOH Agency: PML




SOCIABLE MEDIA

@ PHL Grouip - @ ML Group
JBCDFIreland makes the most of the Adbox format this
cycle in its POS led #00H campaign.

#PathtoPurchase #LastWindowoflnfluence

@ PML Group _ PML Group 2
Chime the Mational Charity for Deafness & Hearing
Loss recently ran an awareness, advice & support QOH

#OOH for miles! Timely campaign from @circlekireland J@dunnesstores food related puns are just delightful!
campaign across classic & digital &6 Sheets

this cycle. 4 s #Budget2020 #0O0OH #RiceandShine
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Trainline - Departure boards

UK: Travel booking app Trainline has launched a series of digital posters that use
augmented reality technology to transform into personalised departure boards.

The DOOH campaign enabled users to see tailored information when they view
a poster using their smartphone. The AR billboards displayed real-time travel
information, along with environmental data such as the amount of CO2 saved by
using public transport as opposed to driving.

Cirque du Soleil - Alegria

CANADA: To mark the 25th anniversary of the Alegria show
Cirque du Soleil wanted to bring people behind the scenes
of the completely revamped 2019 show. A bus shelter turned
into a real moment of interactive magic by inviting the public
to touch activate the switch and suddenly the screen became
a mirror through which they stepped into the world of Alegria.
Images and music from the show completed the immersion.

The Times — Down the Tubes

UK: The Times and The Sunday Times turned Westminster
Underground station into a jungle as part of their “Politics.
Tamed” campaign. The Out of Home activation featured a
gorilla as its main character, with the lion and unicorn from
the newspapers’ masthead — bringing order to the jungle.
Official audio announcements also referred to the station as
‘Westminster Jungle’ enhancing the experience.


https://www.youtube.com/watch?v=Q7WaDTEyYgs
https://www.youtube.com/watch?v=Q7WaDTEyYgs
https://www.youtube.com/watch?v=Q7WaDTEyYgs
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COMPLIMENT THE OREQ
AND MAKE IT BLUSH

Dolce & Gabbana - Perfume spectacular for
K

NETHERLANDS: To introduce the new men’s fragrance K by Dolce
& Gabbana, Vizeum in cooperation with Posterscope Netherlands
set up an OOH spectacular in Amsterdam. The spectacular display
incorporated a perfume dispenser delivering brand and product
awareness whist allowing the target audience to test the new
fragrance.

Oreo - Made of Compliments HBO - Watchmen AR Shelter

INDONESIA: Oreo wanted to launch their limited-edition Oreo Red USA: HBO brought their Watchmen bus shelter to life with the use
Velvet, he first time the iconic dark brown cookie was becoming red. of augmented reality. Commuters were surprised as it appeared to
They wanted to communicate this in an interesting way and thought- rain squids from the sky, a reference from the original novel and the

what if we compliment Oreo to see if it will blush and turns red or series’ first episode. This campaign also included a live countdown to
not? the season premiere on liveboards in NYC.



https://www.youtube.com/watch?v=2R2OLYAgmf4
https://www.youtube.com/watch?v=Jy_gDEN67Dg
https://www.youtube.com/watch?v=Jy_gDEN67Dg
https://www.youtube.com/watch?v=pclh582WZWs
https://www.youtube.com/watch?v=pclh582WZWs
https://www.youtube.com/watch?v=2R2OLYAgmf4
https://www.youtube.com/watch?v=2R2OLYAgmf4

TOP RATED

MORE FOR YOU

Lidl - Format: 48 Sheet - Media: Mediaworks
Creative: BBDO - OOH Agency: Source out of home

Guinness Rugby

Format: Bus Shelter

Media: Carat - Creative: AMV BBDO
OOH Agency: Source out of home

McDonald's Eurosaver

Format: Digipanel

Media: Mediaworks - Creative: Leo Burnett
OOH Agency: Source out of home

Format: T-Side
Media: Zenith
OOH Agency: PML

- Creative: W&K

SEPTEMBER 2019
CYCLES 18 - 20 2019

y

KFC Fill Up Lunch - Format: 48 Sheet - Media: Zenith
Creative: W&K - OOH Agency: PML

McDonald's Great Tastes

Format: 48 Sheet -
Creative: Leo Burnett
OOH Agency: Source out of home

Media: Mediaworks
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€k €1,000k €2,000k €3,000k €4,000k

Retail Outlets

Beers & Ciders
Confectionery & Snacking -
Health & Hygiene -
.

QSRs

6 Sheet mLarge m Digital m Transport m Ambient

All figures based on display value at rate card.

2

3

4

5

Retail Outlets

Finance
Beers & Ciders
Confectionery & Snacking

Telecoms

TOP CATEGORIES

SEPTEMBER 2019 CYCLES 18 - 20

€4,256k 6 Food €1,781k
€2,831k 7 Health & Hygiene €1,641k
€2,673k 8 QSRs €1,574k
€2,210k 9 Tourism & Travel €1,335k
€2,039k 10 Films €966k



poster

€k €100k €200k €300k €400k €500k €600k €700k €800k €900k

Dunnes Stores
Vodafone Rugby

Lidl

Circle K

Ulster Bank - Mortgages
Cadbury Dairy Milk - Premier League
myblu Vape

eir Broadband

National Lottery
Carlsberg

Guinness Rugby
Rockshore

Zurich Insurance

Fulfil

Bank of Ireland - Mortgages

Large mDigital ®mTransport mé Sheet B Ambient

All figures based on display value at rate card.

TOP CAMPAIGNS

SEPTEMBER 2019 CYCLES 18 - 20

e

1|, A cutabove
the rest.

DUNNES
STORES
ed Attt Better lalse

1 Dunnes Stores €915k 9 National Lottery €343k
2 Vodafone Rugby €624k 10 Carlsberg €336k
3 Lidl €592k 11 Guinness Rugby €327k
4 Circle K €589k 12 Rockshore €306k
5 Ulster Bank - Mortgages €547k 13 Zurich Insurance €301k
6 Cadbury Dairy Milk - Premier League €524k 14 Fulfil €299k
7 myblu Vape €423k 15 Bank of Ireland - Mortgages €297k
8 eir Broadband €365k



COMPETITION
Romesh Ranganathan

Sunday, 8th December, Olympia Theatre

Romesh Ranganathan is back with a brand new show ‘The Cynic’s For a chance to win a pair of tickets tell us:
Mi ) hi lly h h :
xtape’, his most brutally honest show yet In what Sky One sitcom does Romesh currently appear?

Fresh from The Misadventures of Romesh Ranganathan, A League Of
Their Own and Judge Romesh, he'’s putting showbiz aside to deliver a

carefully-curated selection of all the things he has found unacceptable q | WoPintsoflagerand | |y | Cheers C [hedll?elgctant
andlor

since his last tour, including why trying to save the environment is a a Packet of Crisps

scam, why none of us are truly free, and his suspicion that his wife is
using gluten intolerance to avoid sleeping with him. Send your answers to competitions@pmlgroup.ie

Last Month’s Winner:

Congratulations to Karen O’ Connor from Virgin Media who won two tickets to 9 to 5: The Musical.


mailto:competitions%40pmlgroup.ie?subject=Engage%20Competition

EVENT GUIDE

NOVEMBER

1st Guinness Pro14 - Leinster V Dragons RDS
2nd RWC Final Japan
2nd The Bowie Experience The Helix, Dublin
5th - 11th National Hunt Racing Fairyhouse Racecourse, Meath
9th Ardal O’Hanlon - The Showing Off Must Go On Vicar Street
10th Lizzo Olympia Theatre D B = h T k h =
10th WWE Live 3Arena es Is o p - a e t e po I nts
11th - 12th Country Roads Vicar Street
16th Heineken Champions Cup - Leinster V Benetton Rugby RDS
14th - 16th Eddie lzzard Olympia Theatre D E C E M B E R
18th Enya Martin - Would Ya Be Able? Vicar Street 4th Love Actually Live Concert Bord Gais Energy Theatre
19th - 20th  Des Bishop - Take the Points Vicar Street i Repeyltlondeys - Ereaies: Fis Teur VT SR
20th An Post Irish Book Awards 2019 The Convention Centre Dublin G e AR OlygE ez
o1st Lt St Sl e 7th Heineken Champions Cup - Munster V Saracens Thomond Park Stadium
29nd Russell Kane Sl e 7th - 8th Fontaines D.C. live Vicar Street
29nd St 3Arena 9th Primal Scream Olympia Theatre
23rd Heineken Champions Cup - Munster V Racing 92 Thomond Park Stadium 1o ezl SArena
23rd - 24th The Motorsport Show RDS 10th - 14th Mamma Mial Bord Gais Energy Theatre
26th Snow Patrol Sl e 12th-14th The Coronas Olympia Theatre
A — Sz G G ear St 14th gzii:tesken Champions Cup - Leinster Rugby V Northampton Aviva Stadium
29th Black Friday 14th Mrs. Brown's Boys D'Musical? 3Arena
30th Rob Beckett Olympia Theatre 15th Bjorn Again Olympia Theatre
30th -1st Fairyhouse Winter Festival Fairyhouse Racecourse, Meath 20th Guinness Pro14 - Leinster V Ulster Rugby RDS Arena



