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Vhi Healthcare launched a new integrated campaign called Beyond Insurance which highlights the depth and breadth 
of the Vhi specialist clinics and care dedicated to their members. 

Using a combination of formats within its Outdoor mix, the campaign showcased how the healthcare insurance 
provider has moved beyond insurance to focus on value added benefits and services. 

96 Sheets, 48 Sheets, Golden Squares, Bus Shelters and Capital T provided coverage for the nationwide campaign. 
‘Parents and Kids’ affinity groups were analysed through Locomizer to identify hot spots for the brand’s target 
audience. 

VHI GOES BEYOND INSURANCE 
IN NEW CAMPAIGN

Media: Spark Foundry    -   Creative: Publicis    -   OOH Agency: PML 
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As temperatures begin to tumble, Bord na Móna is radiating warmer moments on 
digital screens with the launch of its Dynamic DOOH campaign, running until the 
end of the year. 

Using PML Group’s Liveposter platform, the fuel provider has developed a 
campaign that is only triggered to play when certain conditions are met in the 
platform and relevant to the brand. The Dynamic campaign is only activated when 
the temperature hits a chilly 7 degrees or below, resulting in a perfectly timed 
campaign.  The creative element combines four messages promoting the product.

In addition to the temperature element, the campaign evolves to include weather 
dependent and day part copy, again deepening the relevance of the campaign’s 
messaging.

Time copy shown exclusively between Monday and Friday 4pm – 7pm captures 
a commuting audience, enticing them with the tagline ‘Home Time is Free Time’. 
Additionally, bespoke copy will appear if it’s raining (‘Rain is Falling’) or in the 
event of high winds (‘The Wind is Blowing’). 

PML Group’s OCS travel and consumer survey indicates that 67% of people 
in Ireland are keen to see weather messaging displayed on DOOH.  Therefore, 
serving the right people in the right environments were crucial to the campaign 
with forecourt and supermarket retail locations being targeted. 

Teams in Carat and PML planned the campaign with DigiXTowers, Applegreen 
Screens and Tesco Live hosting the Dynamic content. Creative executions were 
produced by Chemistry. 

Keith Brennan, Account Manager in PML commenting on the campaign said; 
“Being a seasonal product, it makes sense for Bord na Móna to capitalise on 
weather dependent content as a creative advertising solution to connect with 
audiences. The Dynamic platform ensures the campaign is only live when the 
product is most relevant to the target audience and purchase consideration is at 
its highest.” 

Elaine Negi, Brand and Product Marketing Manager in Bord na Móna concluded; 
“We are very excited to collaborate with PML via Carat and leverage the latest 
in DOOH technology.  We know Irish consumers enjoy discussing the weather 
more than most.  They are also significantly influenced by weather conditions 
when it comes to lighting their fire, be it a miserable rainy day, or a cold windy day, 
or a crisp dry day.  The dynamic triggers set up by PML enable us to serve our 
consumers with weather relevant and time relevant ads.  It’s a very efficient way 
to maximise our budget while reaching our consumers at the point of purchase.” 

BORD NA MÓNA WEATHERS THE WINTER 
IN DOOH MESSAGING

Media: Carat  -   Creative: Chemistry  -   OOH Agency: PML
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Coffee brand Frank and Honest unveiled its commitment to sustainability with its OOH campaign this 
month. 

The campaign aimed to communicate its commitment to sustainability and how it achieves it. The brand 
team discussed sending a crew to South America to create a campaign that highlighted these efforts, but 
to be frank, that wouldn’t be very good for the environment. Instead, Frank and Honest swapped Rio for 
Rialto for its campaign shoot and faked footage highlighting its sustainability message with a sustainably 
shot ad campaign. 

Bus Shelter 6 Sheets brought the campaign to the street building coverage and frequency. 
Additionally, Frank and Honest announced and promoted its mission to plant 3,000 native trees in Ireland 
by Christmas. 

Media: Starcom  -   Creative: Thinkhouse  - OOH Agency: Source out of home

FRANK AND HONEST SWAPS 
RIO FOR RIALTO IN NEW 
SUSTAINABLE CAMPAIGN  
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Luxury confectionery brand Hotel Chocolat surprised commuters in Connolly Station with an experiential OOH 
activation in the busy transport hub. 

Gift experts were on hand to dish out Hotel Chocolat samples while “guests” were also encouraged to engage with 
the activation with a host of prizes up for grabs.  The branded display was set up to look like a hotel reception with 
keys hung on the back wall of the display. Commuters were then invited to select a key from a choice of 50. Some of 
the keys had prizes connected to them. 

Over the course of the day, 500 prizes were won ranging from hot drinks to the new in-home chocolate drinking 
machine, the Velvetiser. 

Being the busiest train station in Ireland, Connolly Station made the perfect location to maximise the sampling efforts 
with approximately 57,000 commuters estimated to travel through the station daily.

The idea of the activation was to promote the brand and raise its profile in the Irish market at a crucial period in the 
year. In addition, Luas Straplines, Commuter dPods and Digipanels supported the activity and directed traffic to the 
brand’s two Dublin Stores on Henry Street and in Dundrum Town Centre. 

Commenting on the activation, Pat Cassidy, Digital, Innovation & Experiential Manager at PML Group said: “We were 
delighted to team up with Hotel Chocolat and The Specialist Works to create a simple and engaging experiential 
activity. Such activations allow the brand to connect with consumers on a one to one basis and place the brand in 
hand, raising brand awareness and purchase consideration.”  

Jo Haggarty, Marketing Executive of Hotel Chocolat added ‘When PML was initially approached about our sampling 
campaign we were clear about our objectives for the day. We wanted to increase brand awareness, drive footfall 
into the brand’s two locations as well as making it a fun experience for the commuters. PML came up with a brilliant 
concept of a hotel desk and picking a key “checking in to win”. Commuters were queuing up to play the game and we 
gave away nearly 10,000 chocolates. We’re already seeing customers redeem their vouchers in our two locations.”

COMMUTERS CHECK INTO HOTEL CHOCOLAT

Media: The Specialist Works   -   OOH Agency: PML

L-R: Louise Tallon (Hotel Chocolat), Pat Cassidy, Laura Duignam (PML), Jo Haggarty (Hotel Chocolat), 
Tara Wilkinson, Amy Casey and Andrew O’Connell (The Specialist Works)
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Natural gas supplier firmus energy became the first local 
company to employ dynamic weather-triggered messaging 
in Northern Ireland, embracing the full creative capability of 
digital and dynamic OOH with a new campaign that used 
real-time weather data.

The hyper-localised campaign delivered multiple creatives 
throughout the display duration, evolving to match current 
weather conditions and location. Employing data to 
enhance adverts delivers a more relevant, engaging and 
effective campaign, with research suggesting effectiveness 
can be uplifted by as much as 15%. The campaign is 
delivered locally by PML Group NI, in conjunction with 
Liveposter, and advertising agency ASG & Partners.

Robert Lyle, head of media at ASG & Partners said: 
“Increasing relevance for firmus energy was key in this 
campaign. Speaking to the customer while they’re out in all-
weather delivers a reinforcing message that firmus energy 
natural gas is available in the area, and it’s the perfect local 
home heating solution for people with busy lives. People 
are more likely to notice messages that talk about their 
local area.”

Pamela Beatty, marketing manager, at firmus energy, said: 
“firmus energy is constantly pushing the boundaries in the 
search for clever advertising solutions that will help us 
deliver our natural gas message to audiences in new and 
clever ways. With so many ads competing for people’s 
attention, traditional advertising methods that assume one-
size-fits-all audiences don’t necessarily draw people in. 
These weather-triggered sites offer the perfect platform for 
us to bring to life our messaging in a fun and impactful way.”

Clare Ferris, account manager at PML Group NI adds:  
commented: “We were thrilled to work with ASG & 
Partners, firmus energy and Liveposter to deliver this 
innovative campaign. Dynamic campaigns showcase the 
flexibility of OOH, while the extensive Digital OOH network 
in Northern Ireland allowed firmus energy to reach their 
customers at various daily touch points in roadside and 
retail environments.”NI ENERGY COMPANY USES WEATHER DATA 

TO TRIGGER DOOH MESSAGING
Media:  ASG & Partners  -   OOH Agency: PML NI

L-R: Clare Ferris (PML), Niamh Webb (ASG & Partners), Pamela Beattie and 
Caroline Kelly (Firmus)
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To position itself as the go-to destination for Black Friday deals, Currys PC World took to OOH in the run 
up to the event.  

Formats targeting roadside and commuter environments allowed the electrical retailer to leverage long 
dwell times and mobile on the go. 

Our own iQ research found 52% of 25-34 year olds are planning on shopping the deals on Black Friday, 
with electronics topping the wish list for Dubliners this year. 

Media: Starcom  - OOH Agency: Source out of home

CURRYS SHOPS THE BLACK 
FRIDAY DEALS IN OOH CAMPAIGN   
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Digital Golden Square
 
Ireland’s largest digital billboard was unveiled on Dublin’s Cuffe Street at the beginning of November 
by Pzazz Media.  With a heavy cross section of traffic, pedestrians and multiple audiences at different 
times of the day, it is a prime location for the digital roadside format.  
 
AIB, Carlsberg Zero, Dunnes Stores and Iberdrola were among the first advertisers on the new site.

DID YOU KNOOH?
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Out With is our series that delves into the Outdoor lives of some of the country’s best known media and marketing professionals. This month, we hear from Claire Lynch.

1. Favourite thing to do outdoors
I feel really old saying this, but I like pottering around my garden, planting a few flowers! There’s great satisfaction a few 
months later seeing everything is still alive, although my track record of killing plants is still pretty high. 

2.  Favourite place to shop - Shopping Centre/City Centre 
I’m not a big shopper, my idea of a nightmare is a day in a shopping centre. Nutgrove is relatively close to my house and I 
like that fact is quick, convenient and easy.

3. Favourite location for a weekend walk
The walks around Lough Ramor, in Virgina Co Cavan. Gorgeous irrespective of the weather. I have been going there since 
myself and my brothers were small kids and I now go there with my niece, and her dog. Nothing beats a track through the 
forest, looking for the Gruffalo or fairies. The Easter bunny has been known to hide his eggs their too.

4. Favourite pub for a cosy drink
The WestWay pub in Kells Co Meath. My local when I go back home to Meath. I’m always guaranteed a friendly welcome 
by Tomasina & Sam, plus a good old chat on rugby / GAA with whoever is lined up at the bar. It’s a pub for all seasons. 
Match day atmosphere with lots of friendly rivalry between the local Munster / Leinster supports, there’s a lovely outdoor 
space and nothing beats a few drinks there on Christmas Eve after “midnight mass”. 

5. Favourite park to visit  
The nature reserve at Ringsend. It’s a lovely walk from Sandymount, through the reserve and then on out to Poolbeg 
lighthouse. A completely different perspective on the city. 

6. Your Hidden Gem
Not sure if it’s hidden, as it sits proudly on top of a small hill and is over 100ft high, but the Spire of Lloyd in Kells Co. 
Meath. – It’s often referred to as the “inland lighthouse”. It was constructed as a folly by the Earl of Bective to provide 
employment during the famine. There’s a famine graveyard there where a memorial mass is held every Christmas. Climb 

Claire Lynch,
Senior Marketing Manager Consumer, AIB

O U T  W I T H . . .
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Claire Lynch,
Senior Marketing Manager Consumer, AIB

O U T  W I T H . . .

up the 150 or so steps to the top and the views are fantastic.  On a sunny day, you can apparently see 5 counties, and 
as far away as the mountains of Mourne. 

7. Favourite roadtrip to take 
The N59 from Galway towards Roundstone / Clifden. Once you drive out of Galway city, the pace of life dramatically 
changes. Everything slows down and you have no choice but to adapt and go with the flow. Once I am on that road, I 
know holiday time is just around the corner. Wi-Fi and mobile reception are terrible, but that’s not always a bad thing.  
 
8. Favourite OOH site/location and why
Not necessarily a location, but I love when the Luas is branded well. It creates such impact and presence. There’s no 
other OOH site which has such high footfall passing on a daily basis. A moving OOH location traveling through the heart 
of the city and out to the suburbs. 

9. Favourite sports venue  
Pairc Tailteann in Navan. It’s definitely not up there with plush venues, but nothing beats the atmosphere at a local 
club football match. Everyone sitting in their favourite seats, choosing “hospital end” or “town end” and trying to find a 
spot that the old pillars don’t block the view of goals. A close run second is Murrayfield in Edinburgh. The build-up and 
atmosphere walking from Edinburgh out to the grounds and back in after a game is always fantastic, the banter is great.  

10. Favourite Irish beach 
Hands down its Dog’s bay / Gurteen bay in Roundstone. On a hot sunny day, it could be mistaken for the Caribbean with 
beautiful white sands, turquoise sea. On a stormy winter day, wrapped up warm nothing beats a stroll to blow away the 
cobwebs. Best of all, it’s quiet, often it’s just you and the random cattle/ sheep which stroll on down from the tombolo 
between the two beaches. A little piece of paradise, which is up there with my favourite happy places. 

11. Favourite location for some inspiration 
The window seats in McDonald’s Grafton Street. Best seat on the street. Grab a coffee (delicious, by the way) and sit there 
and watch the world go by. No better spot to get creative juices flowing and also for a spot of people watching. I’ve literally 
spent hours sitting there and thinking.  

12. Favourite mode of transport 
My car 

13. All-time favourite OOH Campaign
This is a bit indulgent of me, but it is “taste is a powerful thing by McDonald’s”. I worked on this campaign in a previous 
role. The reason I think its great is because it has all the characteristics of a good Out of Home campaign. It was an 
insight led campaign, executed in a simple, uncomplicated way and the results were really impressive. It didn’t need an 
additional call to action, the food photography did the talking and through powerful imagery customers were prompt to 
start reconsidering their burger choices.  
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EBS Mortgage Masters
Eoin Mullen
Senior Brand Manager at Dr. Oetker

O O H  I  L I K E . . .

Media: Spark Foundry   
Creative: Charis Tsevis & Focus Advertising   -   OOH Agency: PML

What do you think of the creative?
The beauty of this creative is its simplicity. The headline catches the eye 
while the smaller copy lets us know we are talking about mortgages 
here and not rugby! It adds a bit of humour and personality to quite 
dull subject matter! I really enjoyed how the campaign celebrates real 
employees that have excelled in their mortgage roles - this gives it 
authenticity. 
The campaign headlines are inspired as they brilliantly tap into 
conversations taking place around the country about the Irish rugby team 
during their world cup campaign. 
Aligning the brand with some famous names of Irish rugby also starts to 
build trust in the brand and viewers may subconsciously link the skills of 
the EBS mortgage advisors to the skills of some well-respected rugby 
players. 
While several brands have attempted to make unofficial associations to 
the rugby world cup through various campaigns, the EBS campaign has 
achieved it perfectly without mentioning rugby once!

In your view, why does the campaign work on OOH?
In OOH advertising brands have an extremely limited time window to 
disrupt the audience and land a message effectively. The red is very eye 
catching with a clear and short headline to engage passers-by, while the 
red also complements the EBS brand logo perfectly.
The brand has used a number of OOH formats which work really well 
with the excellent creatives. The 48 Sheets and Capital T bus formats are 
perfect for landing the campaign message in a bold and impactful way.
I mentioned it before, but the simplicity of the creative is the key to this 
campaign’s success.
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The National Dairy Council has launched a new Out 
of Home billboard advertising campaign celebrating 
Irish dairy farmers and their grass-fed Irish cows 
working together to sustainably produce top quality 
milk and dairy products.

The campaign highlights how in Ireland our green 
countryside is an incredible asset and provides us 
with a unique grass-based farming system. This, 
paired with the expertise and the commitment 
of individual farmers and their families are vital 
ingredients in the success of Irish dairy – here at 
home and abroad.

While the positive credentials of Irish dairy are 
longstanding and plentiful, the gap between food 
origin and consumer is growing. At the same time, 
consumers are demanding natural sustainably 
produced food – transparency, authenticity, taking 
responsibility for your health and your environmental 
impact.

The NDC recognises the opportunity to reconnect 
consumers with natural food production and 
showcase that in Ireland our unique grass-based 
system coupled with our family farming system is 
what really sets Ireland apart.

Speaking about the campaign, Zoë Kavanagh, CEO 
National Dairy Council said “This is an important 
time to celebrate excellence in dairy farming. Our 
climate in Ireland makes us well suited to produce 

dairy sustainably. Irish dairy has one of the lowest 
carbon footprints internationally, primarily due to 
the unique grass fed, family based Irish farming 
system which is extremely efficient and involves less 
intensive farming. The NDC believes in a future in 
which Irish dairy is recognised and trusted as a vital 
part of people’s diet and general health across the 
life stages, indispensable to Ireland’s social and 
economic well-being.”

The NDC with media agency OMD Ireland and PML 
revealed the campaign showcasing dairy farming 
excellence in a national Outdoor campaign this 
week. Giant images of Irish cows grazing freely on 
green pastures appeared on 47 Outdoor billboards 
and across the country.

While, the content of the imagery is simple, the 
process of developing the campaign was a complex 
one. More than 9,000 photos taken on Irish Dairy 
farms were reviewed to find the perfect images. 
The goal of the photography selection was to find 
simple shots that would convey Irish dairy farms 
authentically.

Aside from looking less traditionally ad-like, the 
visual approach was also meant to convey the 
essence of our campaign. Quite simply, Irish cows 
grazing on such lush grassland, produce milk of the 
highest quality. The billboards are not over produced, 
or subject to advertising wizardry – this campaign 
was built to champion the core of Irish dairy farming 

HOW THE NDC IS USING OUTDOOR 
ADVERTISING TO SHOWCASE DAIRY 
EXCELLENCE Jeanne Spillane

G U E S T  A R T I C L E

Marketing Manager, National Dairy Council
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HOW THE NDC IS USING OUTDOOR 
ADVERTISING TO SHOWCASE DAIRY 
EXCELLENCE Jeanne Spillane

G U E S T  A R T I C L E

Marketing Manager, National Dairy Council

and the imagery in these billboards reflect that.

To promote impact, various billboard sites were booked nationally, and a mix of photography and copy 
lines are used in the billboards.

“Green grass, family-owned farms, top quality milk.” stated across a billboard aims to connect 
consumers with the model of dairy farming in Ireland, joining the dots between quality farming and 
quality food.

The farmer, the animals and the land; all work in harmony to produce quality milk.

While, another billboard features the words; “Passion. Dedication. Quality.” highlighting the desire, 
sacrifice and hard work by dairy farmers to produce the world’s best quality milk.

At the same time, we continue our efforts to reconnect consumers with food origin with the powerful 
execution that simply states “The great taste of grass-fed dairy starts here”.

This campaign celebrates what is truly special about Ireland – our unique way of farming coupled with 
the passion of our dairy farmers to produce high-quality dairy products.

It is no surprise why people at home and abroad simply #LoveIrishDairy.

Jeanne Spillane is the Marketing Manager for the National Dairy Council (NDC). The NDC champions 
the role of quality, pasture-based dairy and its nutrition benefits in supporting healthier and more active 
living. 

The NDC in partnership with Ornua recently announced the winners of the NDC & Kerrygold Quality 
Milk Awards, which is an awards program that sets out to find and celebrate the top quality milk farmers 
in Ireland.
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New to OOH

Weir & Sons 

Media:  Ad Vantage Media

OOH Agency: PML  

Topline

Media: Mediaworks

OOH Agency:  Source out of home

Green & Black’s 

Media: Carat
 
Creative:  Make Marks
 
OOH Agency:  PML
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Call For Help

UK:  The Campaign Against Living Miserably (CALM) – which 
is leading a movement against suicide, the single biggest killer 
of men under 45 in the UK – launched a hard-hitting visual 
advertising campaign. 

Activated via a series of OOH digital displays and billboards 
across London, Manchester and Birmingham, connected live 
to CALM’s free and anonymous helpline, the campaign mirrors 
the incoming calls in real time, showcasing how many people 
are opening up and receiving support from CALM every day.

Happy or Hangry?

Australia:  A special build panel, located on Sydney’s George 
Street, used face-tracking technology where consumers’ 
facial reactions were assessed, and a voucher was dispensed 
to redeem a FREE Yoplait Yoghurt Smoothie in a partnered 
store located in close proximity to the panel.

When a face was detected in proximity to the panel a message 
displayed asking passers-by to “Smile or frown for a free 
smoothie”.

Planet OOH

Billboard Uses Noise Pollution to Charge Electric Cars

France: To promote its newest 100% electric model, the e-208, French automaker 
Peugeot plays up that silence in a fascinating way with a new Outdoor ad developed 
by agency BETC. The billboard uses thousands of acoustic sensors to harness the 
sound of urban noise pollution and turn it into energy, which can then be used to 
charge a car.

https://vimeo.com/365449238/094691f55b
https://www.youtube.com/watch?v=D7tG1NouknM
https://www.youtube.com/watch?v=uwJhM6bVXtc
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Planet OOH
His Dark Materials unveils 
breathing billboard

UK: BBC Creative is promoting its TV adaptation of 
the ‘His Dark Materials’ series with the creation of 
a “living, breathing” billboard designed to evoke the 
frozen wastes of the novel.

The billboard sees young protagonist Lyra dwarfed by 
armoured bear character Iorek Byrnison, who emits 
high-powered ice-breath from his jaws, all in the 
Westfield Shopping Centre, White City.

Kleenheat: Commuter 
Loungerooms

In winter the people of Western Australia were 
freezing. Kleenheat - one of the state’s largest gas 
providers decided to give early morning commuters 
some respite from the cold by turning regular bus 
stops into heated loungerooms complete with all the 
creature comforts of home. The centrepiece of the 
installation was a heated gas fireplace which turned 
on as the temperature plummeted. Then turned off as 
the day warmed up to conserve energy.

Posterscope works with Vizeum 
and Ster-Kinekor to launch 
Guerrilla Campaign For Joker

South Africa: For the launch of The Joker movie, 
Ster-Kinekor launched a guerrilla style “Joker take-
over” marketing campaign, asking people who could 
be behind the “HA HA HA’s” emblazoned across the 
streets of Johennesburg for a chance to watch his 
movie. 
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OCTOBER 2019 
CYCLES 21 - 22 2019

TOP RECALL TOP RATED

McDonald’s Wrap   -   Format: 6 Sheet   -   Media: Mediaworks
Creative: Leo Burnett   -   OOH Agency: Source out of home

Safe Food   -   Format: Purchase Point   -   Media: PHD
Creative: JWT Folk   -   OOH Agency: Source out of home

Dunnes Stores
Format: 48 Sheet 
Media: Carat   -   Creative: Chemistry
OOH Agency: Source out of home

McDonald’s Great Tastes
Format: 48 Sheet 
Media: Mediaworks   -   Creative: Leo Burnett 
OOH Agency: Source out of home

Just Eat
Format: 6 Sheet 
Media: UM Dublin   -   Creative: Bloom 
OOH Agency: PML

Johnston Mooney & O’Brien
Format: 6 Sheet   -   Media: Mediaworks
Creative: 
OOH Agency: Source out of home

1. 1.

2. 2.3. 3.



19All figures based on display value at rate card. 

1 Retail €2,337k 6 Food €1,169k

2 Beers & Ciders €2,046k 7 Telecoms €1,133k

3 Finance €1,692k 8 Media €1,055k

4 QSRs €1,202k 9 Motor Trade €897k

5 Soft Drinks €1,172k 10 Entertainment €881k

TOP CATEGORIES
OCTOBER 2019 CYCLES 21 - 22

€k €500k €1,000k €1,500k €2,000k

Retail

Beers & Ciders

Finance

QSRs

Soft Drinks

Food

Telecoms

Media

Motor Trade

Entertainment

Large Digital Transport Ambient Other Small
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1 GoMo.ie €516k 9 Rockshore €348k

2 Ulster Bank - Mortgages €461k 10 Circle K €335k

3 Cadbury Dairy Milk €440k 11 Sky Q €310k

4 Coca Cola Energy €379k 12 Specsavers €305k

5 Dunnes Stores €373k 13 eir TV €257k

6 EBS €371k 14 National Childcare Scheme €255k

7 Guinness Rugby €363k 15 Fanta €252k

8 Heineken Rugby €353k

TOP CAMPAIGNS
OCTOBER 2019 CYCLES 21 - 22

€k €100k €200k €300k €400k

GoMo.ie

Ulster Bank - Mortgages

Cadbury Dairy Milk

Coca Cola Energy

Dunnes Stores

EBS

Guinness Rugby

Heineken Rugby

Rockshore

Circle K

Sky Q

Specsavers

eir TV

National Childcare Scheme

Fanta

Large Digital Transport Other Small Ambient
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Last Month’s Winner:
Congratulations to Ciaran Shanley from Zenith Media who won two tickets to Romesh Ranganathan.

The interprovincial games over the Christmas period sees Leo Cullen’s 
squad play its first game of 2020 at home to Connacht on Saturday, 4th 
January.

COMPETITION

Guinness Pro14 - 
Leinster V Connacht 
Rugby 
Saturday 4th January 2020, 5.30pm, RDS Arena

Send your answers to competitions@pmlgroup.ie

b Leo Cullen

For a chance to win a pair of tickets tell us:

Who is the head coach at Leinster Rugby ?  

a Joe Schmidt c Brian O’Driscoll

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


EVENT GUIDE
NOVEMBER

28th -1st Dec Taste of Dublin: Festive Edition RDS

29th Black Friday

29th The Lumineers 3Arena

30th Rob Beckett Olympia Theatre

30th -1st Dec Fairyhouse Winter Festival Fairyhouse Racecourse, Meath

DECEMBER
4th -5th Rod Stewart 3Arena

4th Love Actually Live Concert Bord Gais Energy Theatre

5th Happy Mondays - Greatest Hits Tour Vicar Street

7th Romesh Ranganathan Olympia Theatre

7th Heineken Champions Cup - Munster V Saracens Thomond Park Stadium

7th - 8th Fontaines D.C. live Vicar Street

8th The Nightmare Before Christmas Live In Concert 3Arena

9th Primal Scream Olympia Theatre

10th Hozier 3Arena

10th Wild Youth Olympia Theatre

10th - 14th Mamma Mia! Bord Gais Energy Theatre

11th Foil, Arms & Hog - Swines Vicar Street

12th-14th The Coronas Olympia Theatre

14th
Heineken Champions Cup - 
Leinster Rugby V Northampton Saints

Aviva Stadium

13th -15th Mrs. Brown's Boys D'Musical? 3Arena

15th Bjorn Again Olympia Theatre

17th Jack Whitehall - Stood Up 3Arena

20th Guinness Pro14 - Leinster V Ulster Rugby RDS Arena

20th - 22nd Damien Dempsey Vicar Street

21st 2FM Xmas Ball 2019 3Arena

21st - 23rd This Way To Christmas Ft. The Snowman National Concert Hall

22nd - 23rd Dermot Kennedy 3Arena

27th Guinness Pro14 - Ulster Rugby V Connacht Kingspan Stadium

27th & 29th Aslan - Goodbye Charlie Moonhead Tour 2019 Vicar Street

28th Guinness Pro14 - Munster V Leinster Thomond Park Stadium

29th Big Fish Little Fish x Early New Years Family Rave Tramline

30th Rob Beckett Olympia Theatre

31st New Year’s Festival Dublin: Countdown Concert Custom House

JANUARY
1st New Year’s Festival Dublin Kingspan Stadium

2nd - 14th Christy Moore Vicar Street

3rd Guinness Pro14 - Ulster Rugby V Munster Kingspan Stadium

4th Guinness Pro14 - Leinster V Connacht Rugby RDS

10th Heineken Champions Cup - Leinster V Lyon RDS

12th
Support Sean-An Evening Of Comedy In Aid Of The Sean Cox 
Trust

3Arena

Hozier


