CORK CITY
COUNCIL
“With our work for Cork City Council, we had to re introduce the locals
to their own city. With many recent changes to access roads for private
& public transport, there was great confusion and perceptions as to
where people could go, which was proving detrimental to city centre
businesses. It was our job to communicate the truth, which was a
positive message for the city and those who visited it.”

CAMPAIGN BRIEF
On April 20, 2018, the Irish Examiner reported that city councillors
had voted unanimously to ‘pause’ the Patrick’s Street car ban which
had been at the centre of controversy for the previous three weeks.
Introduced on March 27, the 3-6.30pm
daily car ban created a time-regulated bus
lane on the city’s main street. Designed to
improve bus timetable reliability and travel
times, there were initial signs that it was
working. But traders said it had decimated
afternoon trade by as much as 30% and 200
of them had united in calls for the ban to be
scrapped.
The City Council relented.
However, with 10% growth in employment
in the past five years and 10,000 more jobs
to come, and €500m worth of commercial
development already underway, the City
Council knew that the issue of traffic
management within the city simply had to
be addressed.

And they believed that the new traffic plan
was paramount to the growth of the city.
With this in mind, they approached
Focus Advertising to recommend a
communications plan explaining why these
measures were necessary and to promote
the positive effect such a plan would have
for everyone in, or visiting, Cork City Centre.
Focus Advertising presented their plan
and creative concepts for the proposed
campaign to the board of Cork City Council.
The plan and concepts were unanimously
approved and Focus Advertising then
produced the full campaign which ran across
OOH, Press, Radio, digital and social media
platforms.

On August 9th, the traffic management plan
was re-introduced exactly as it had been
previously, but this time accompanied by the
Focus Advertising campaign explaining why
the change was necessary and why it would
benefit all.
The campaign proved to be a huge success
with the result that the measures introduced
in August 2018 remain in place now and
are widely accepted as having made a big
improvement to traffic movement around
the city centre.

THE SOLUTION
The clear objective for this campaign was to communicate why these
measures were necessary, and why they would improve the current
situation and help prepare the city for the projected future growth.
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Our informal research with people in
Cork city at the time of the initial launch
suggested that they had initially resisted the
idea simply because they didn’t understand
it. It felt like the new traffic system had been
foisted upon them because it satisfied the
Council but without regard for the impact on
other stakeholders.

We concluded that if the plan was properly
explained and presented as a positive
move, it would be well received. People
are instinctively suspicious of change, but
we believed that if you told them, in a clear
and simple way, why the change was being
introduced, they would not only not resist
it but become advocates for it and create
supportive word-of-mouth.

These days, social media drives word-ofmouth faster than ever. While we wanted
the good news to circulate quickly, we
knew that the price we could pay for speed
would be loss of control of how the news is
interpreted and re-told.
For this reason, we felt the more traditional
media of out-of-home, press and radio had
a vital role to play in ensuring everyone
was exposed to the official version of the
story and that the credit for the brave and
imaginative initiative accrued to Cork City
Council.
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Source: All figures shown are council figures released in
November 2018.

