Belfast
LOCAL DEVELOPMENT PLAN

2020-2035

Control of Outdoor
Advertisements
Topic Paper
December 2016

Executive Summary
Context
Outdoor advertising forms part of our everyday culture, often adding vibrancy and colour to our
streets, it can be a valuable source of information and is viewed by many as a form of
entertainment in itself. It contributes to the creation of a vibrant and competitive economy.
Belfast Council recognises the potential benefits of outdoor advertising and the contributions to
vibrant and competitive economy. These include adding interest to the street scene, making
areas safer at night through better illumination and screening unsightly sites. However, the
Council also recognises that done badly or in the wrong place, advertising can be harmful. It can
result in visual clutter, obstacles to pedestrians, and hazard to distraction to road users.
Belfast has a unique natural and urban built environment and the protection and enhancement
through sensitive positioning of outdoor advertising is not only vital to its built heritage and manmade attractions; but to its distinctive cultural scene and streetscape. Land use planning can
encourage the provision of a quality environment that promotes and enhances whilst protecting
the City’s public realm, visual amenity and physical appearance. In providing for an attractive
quality environment this will attract tourists, visitors, investors into Belfast LGD and aid to grow the
local economy.
Given the potential impact of outdoor advertising on amenity, both positive and negative, there is
a need to balance the requirements of the industry with the protection and, where possible,
enhancement of the character and appearance of our cities, settlements and surrounding
countryside. All advertisements can affect the appearance of the building or place where they
are displayed whether on a temporary or permanent nature. The plan will need to carefully
consider how to promote the City and its surrounding areas whilst protecting the City’s cultural,
man-made, built and natural assets.
The policy approach for the display of outdoor advertisements that require the consent of the
planning authority is to ensure that proposals do not prejudice amenity or public safety,
having regard to the specific circumstance of each proposal. The overall aim of the future
Local Development Plan is to help everyone involved in the display of outdoor advertisement to
contribute positively to the appearance of a well-cared for and attractive environment in our city,
settlements and surrounding countryside.

Evidence base

Opportunities

Draft Programme for Government – outcome
We have created a place where people want to live
and work, to visit and invest.
Road Safety Strategy 2020 Priority to reduce the
risk of collisions caused by driver distraction.
Legislative Requirement
Planning Act and Advertising Regulations
Strategic Planning Policy Statement – Respect
amenity without prejudicing public safety.
Planning Policy Statement 17 Outdoor
Advertisements - secure a competitive economy
whilst affording appropriate protection to amenity
and public safety.
City Dressing Project as part of the Council’s
Integrated
Tourism
Strategy
2015-2020)
celebrate the uniqueness of the urban /built
environment through a rolling programme of
campaigns to dress the streets with boldness and
energy.

 Suitably placed display of advertisements can
contribute positively to the appearance of a
well cared for and attractive environment;
 Contributes to a the creation of a vibrant and
competitive economy from retail parks, high
streets to corner shops;
 Suitably located outdoor advertising can add
vibrancy, interest and colour to the
streetscape supporting the tourism initiatives.
 Assisting in the night-time economy by adding
interest to the street scene, making areas
safer at night through better illumination and
screening
of
neglected
/abandoned
sites/buildings?
 Provision of temporary appropriate screening
of vacant and redundant lands and buildings
(e.g. Giro Italia) making an area more
attractive;

Social, Economic & Environmental Factors

Key Areas

Will the plan contribute positively to the
appearance of a well cared for and attractive
environment in our city, settlements and
surrounding countryside?
Will the plan provide, protect or enhance suitable
locations
for
the
display
of
Outdoor
Advertisements?
Will the plan ensure that advertisements do not
detract from the unique qualities and amenity of
the surrounding countryside?
Will the plan ensure that advertisements does not
detract from the unique qualities nor diminish our
archaeology and built heritage?












City Centre and surrounding Quarters
Surrounding Countryside
Settlements (Hannahstown, Edenderry
and Loughview
Archaeology and Built Heritage
Listed buildings,
Conservation Areas
Areas of Townscape Character
Commercial and retail areas
Arterial Routes
Retail/Commercial Signage
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1.0

Introduction

1.1

This is one of a series of 17 topic papers which have been put together to inform the
Sustainability Appraisal Scoping Report for the Belfast Local Development Plan (LDP).

1.2

Each topic paper provides a summary of the evidence base required for the Sustainability
Appraisal, Preferred Options Paper and Local Development Plan. They establish a
baseline position and identify the key issues that need to be addressed.

1.3

By combining the evidence gathering stages for both the Sustainability Appraisal and Local
Development Plan, we aim to streamline the documentation produced and avoid
duplication. It will also help to ensure that sustainable development is embedded in the
planning process and that sustainability appraisal is one of the main drivers informing the
preparation of the Local Development Plan.

1.4

Each topic paper can be read separately but, inevitably, there are important related matters
in other topic papers and background evidence. The key related topic papers are; ‘Natural
Environment’, ‘Built and Historic Environment’, ‘Economy, Retail and Employment and
‘Infrastructure’.

1.5

The purpose of the planning system is to secure the orderly and consistent development of
land to facilitate sustainable patterns of growth and development whilst protecting and,
where appropriate enhancing the natural and man-made environment. To achieve this aim
it is essential that the development needs of society are properly identified.

Member Workshops
1.6

The series of 17 Topic Papers were drafted in the early part of 2016 to provide elected
members with baseline information to inform the preparation of the Local Development
Plan. As such the information presented within this topic paper is intended to:






1.7

Build the capacity of the members to make informed planning decisions, particularly
within the plan making context;
Provide baseline information which will inform Development Plan Policy making at a
local level;
Consider the Settlement Hierarchy within the new Belfast Local Government District;
Assess the land use needs of a growing population within the Belfast City Council area
and to consider the adequacy of the existing growth strategy; and
To link with important ongoing work in relation to the development of a Community Plan
(the Belfast Agenda) and other strategic work being undertaken by the Council.

These papers were presented to members for discussion at a series of informal workshops
with Planning Committee Members throughout the Spring 2016, with key issues and
opportunities for the City identified for consideration.

1.8

The original Topic paper entitled ‘Control of Outdoor Advertising was presented at a
workshop on 17th February 2016. It has since been updated to ensure the statistics
referenced are up to date for publication alongside the Preferred Options Paper.

Advertisements
1.9

The purpose of this paper is to inform Council on how the provision of the Control of
outdoor advertisements is to be addressed in the future. It sets out the regional context of
the new Council area. It provides an overview of the legislative requirements and current
planning policy covering outdoor advertisements in the interests of “amenity” and “public
safety” which are the only considerations that can be assessed in the exercise of
advertisement control. This paper allows members to consider of how advertising policy
and guidance may be formulated within the context of the Regional Development Strategy
(RDS) and the Strategic Planning Policy Statement (SPPS).
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2.0

Legislative Arrangements
Planning Legislation
Definition of an Advertisement

2.1

The Planning Act deﬁnes an advertisement as:
“any word, letter, model, sign, placard, board, notice, awning, blind, device, or
representation, whether illuminated or not, in the nature of, and employed wholly or partly
for the purposes of, advertisement, announcement or direction, and (without prejudice to
the preceding provisions of this deﬁnition) includes any hoarding or similar structure used,
or designed or adapted for use, and anything else principally used, or designed or adapted
principally for use, for the display of advertisements, and references to the display of
advertisements shall be constructed accordingly.”

2.2

Section 130 Control of advertisements of the 1Planning (Northern Ireland) Act 2011
requires the Department to make provision, by regulations, for restricting or regulating the
display of advertisements so far as it appears to the Council to be expedient in the interests
of amenity or public safety. 2The Planning (Control of Advertisements) Regulations
(Northern Ireland) 2015 as amended is the relevant statutory rule.

2.3

Under the Regulations some types of advertisements are exempt from control by the
Council provided certain conditions are met1. Examples include election posters and most
non-illuminated advertisements displayed inside shops.

2.4

Other speciﬁed categories of advertisement are deemed to be granted by the Regulations,
commonly referred to as ‘deemed consent’, provided they conform to the stated limitations
for each category and a schedule of standard conditions2. Examples include small plaques
on business premises and certain fascia signs.

2.5

All other advertisements require the Department’s express consent, commonly referred as
consent to display an advertisement.

2.6

Article 175 of the Planning (Northern Ireland) Act 2011 states that it is an offence to display
an advertisement in contravention of the Advertisement Regulations. Further information
on this matter together with advice can be found in the new BCC Planning Service
Enforcement Customer Charter including the enforcement of advertisement control
regulations.

2 /www.legislation.gov.uk/nisi/1991/1220/contents
2

www.legislation.gov.uk/nisr/2015/66/contents/made

7

Roads Legislation
2.7

In addition to planning legislation, there are separate provisions within roads legislation for
the control of advertisements. Article 87 of the Roads (Northern Ireland) Order 1993
3makes it an offence to display any advertisement on a public road, footway or verge or on
any tree or structure in or on a public road. Article 21 of the same Order makes it an
offence to erect or exhibit any advertisement or notice sited or designed primarily to be
visible from a special road or which is likely to prejudice the safety of traffic using a special
road. A special road is one designated under Article 15 of the Roads Order and at present
these comprise the motorway network and Westlink.

2.8

Article 34 of the Road Trafﬁc Regulation (Northern Ireland) Order 1997 makes it an offence
to display any sign which resembles a trafﬁc sign on or near a public road.

3

www.legislation.gov.uk/nisi/1993/3160/article/87
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3.0

Policy Context
Regional Policy
Programme for Government

3.1

The Draft programme for Government is a visible commitment by the Executive. It aims to
highlight the actions it will take to deliver our number one priority – a vibrant economy which
can transform our society.4 Programme for Government sites economic growth as the top
strategic priority.
Northern Ireland’s Road Safety Strategy to 2020

3.2

The Department of the Environment (DOE) and its road safety partners (Department for
Regional Development (DRD) Roads Service) are committed to the Northern Ireland road
safety vision which is: ‘To make a journey as safe for all road users as anywhere in the
world’.5 They have produced a strategy detailing what they intend to do to further improve
road safety over the next 10 years’.

3.3

Road safety is an issue that affects everyone. We all use the roads to get around, indeed
most people use them every day, as drivers, passengers, pedestrians, riders or cyclists.
Our roads provide access to work and leisure and to goods and services. They are of
critical importance to our economy and community and it is essential to balance efficient
movement and mobility with risk to ensure that, as far as possible, we all share and use our
roads in safety.

3.4

Road Safety is a key priority for Government, and the Northern Ireland and The Road
Safety Strategy seeks to promote an integrated approach to the planning, coordination and
delivery of the Government’s road safety activities. Inappropriate outdoor advertising has
the potential to impact significantly on road safety. In assessing proposals for the display of
advertisement, care must be taken to ensure that the safety of divers, cyclists and
pedestrians is not jeopardised.
Regional Development Strategy (RDS)

3.5

The RDS 2035 provides a framework for strong sustainable economic growth across the
region and recognises that a growing regional economy needs a co-ordinated approach to
the provision of services, jobs and infrastructure. It provides Regional Guidance to ensure
an adequate supply of land to facilitate sustainable economic growth.

4

www.northernireland.gov.uk/pfg-2011-2015-final-report.pdf
Northern Ireland’s Road Safety Strategy to 2020 – Strategy Summary – 2020 Vision : Driving Road Safety Forward
https://www.doeni.gov.uk/sites/default/files/publications/doe/motoring-plan-ni-road-safety-strategy-to-2020-strategy-summary2012_0_0.pdf5
5
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3.6

It seeks to promote employment and support economic development of the region while
sustaining a high quality environment. The role of advertisements is not specifically
referred to in the RDS, but advertising by its very nature contributes to the creation of a
vibrant and competitive economy. Road Safety is also a key priority for Government.

3.7

The RDS is complemented by the DOE’s Planning Policy Statements, the most relevant of
which is Strategic Planning Policy Statement (SPPS), Planning Policy Statement 17 (PPS)
Control of Outdoor Advertisements which sets out the Departments planning policies and
guidance for the display of outdoor advertisements. It complements the Governments’
commitment to amenity and public safety including road safety. In drawing up the guidance
it is acknowledged that amenity and public safety are the only criteria that can be taken into
account in assessing proposals for advertisements.
Strategic Planning Policy Statement

3.8

The Strategic Planning Policy Statement (SPPS) was adopted in September 2015 to
replace DOE PPS’s to consolidate policy and guidance. The SPPS sets the regional
strategic objectives for the control of advertisements.
Ensure that outdoor advertisements respect amenity and do not prejudices public safety,
including road safety; and
Help everyone involved in the display of outdoor advertisement contribute positively to the
appearance of a well-cared for and attractive environment in our cities, towns villages and
the countryside.

3.9

The overall policy approach for the display of outdoor advertisements that require the
consent of the planning authority is to ensure that proposals do not prejudice amenity or
public safety, having regard to the specific circumstance of each proposal. Well designed
advertising which respects the building or location where it is displayed and which
contributes to a quality environment should be encouraged. Consent should be given for
the display of an advertisement where it respects amenity, when assessed in to contact of
the general characteristics of the locality; and to ensure proposals do not prejudice public
safety, including road safety.

3.10

Where appropriate councils should bring forward appropriate policies within Local
Development Plans (LDPs) for the control of outdoor advertisements, tailored to local
circumstances. Local policies may also be brought forward for the control of
advertisements which affect Listed Buildings, Conservation Areas and areas of Townscape
Character, and must be compatible with other policies set out within the SPPS.

3.11

Care must be taken to ensure that all proposals will not detract from the place where
advertising is to be displayed or its surroundings. In particular, it is important to prevent
clutter, to adequately control signs involving illumination and to protect features such as
listed buildings, and conservation areas from the potential adverse effects of advertising.
The subject matter of advertising is not normally a material planning consideration.
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Planning Policy Statement 17 Control of Outdoor Advertisements (March 2006)
3.12

PPS 17 sets out the planning policy and guidance for the control of outdoor advertisements.
It complements the Government’s commitment to securing a competitive economy whilst
affording appropriate protection to amenity and public safety including road safety. It is
supported by 2 main policy objectives and one operational planning policy which set out the
main considerations for the display of outdoor advertisements. PPS 17 should also be
used in conjunction with policies BH 9, BH13 and ATC 3 of PPS 6 ‘Planning Archaeology
and the Built Heritage’.

3.13

The main objectives:
Ensure that outdoor advertisements respect amenity and do not prejudice public safety,
including road safety; and
Help everyone involved in the display of outdoor advertisements to contribute positively to
the appearance of a well-cared for and attractive environment in our cities, towns, villages
and the countryside.

3.15

The following policy sets out the main considerations the Council will take into account in
assessing proposals for the display of outdoor advertisements that require the Council’s
consent. .

3.16

Under the Policy AD 1 Amenity and Public Safety consent will be given for the display of an
advertisement where:
it respects amenity, when assessed in the context of the general characteristics of the
locality; and
it does not prejudice public safety.

3.17

Further detailed guidance is set out in Annex A of this guidance document for different
categories of outdoor advertisement how such advertising, if appropriately designed and
sited, can contribute towards a quality environment. Covering the following advertisements:Poster Panel Displays; Shroud Advertisement Displays; Signs on Commercial Premises;
Signs on Retail and Business Parks; Signs at Filling Stations and on Forecourts; Pylon and
Pole Mounted Signs

3.18

Particular care is also necessary to ensure that advertisements do not detract from the
unique qualities and amenity of our countryside nor diminish our archaeology and built
heritage.

3.19

Under the provisions of Article 130 of the Planning (NI) Act 2011 the interests of “amenity”
and “public safety” are the only considerations that can be assessed in the exercise of
advertisement control.
Amenity

3.20

In relation to advertisements the term amenity this is usually understood to mean its effect
upon the appearance of the building or structure or the immediate neighbourhood where it
is displayed, or its impact over long distance views. A well designed and sensitively sited
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advertisement, where thought has been given to size, colours, siting and levels of
illumination, can contribute positively to the visual qualities of an area. All too often,
however, advertisements are added to a building or placed in a location as an afterthought.
The result is that a good building, neighbourhood or sensitive location can be easily spoiled
by poorly designed advertising, which appears over dominant, unduly prominent or simply
out of place.
3.21

The amenity of the countryside is particularly important and there is a need to protect its
unique qualities from the negative effects of advertising. The only advertisements likely to
be acceptable in the countryside are those proposed on site and which relate to existing or
approved commercial enterprises. These should be small in scale and not detract from the
quality and character of the local landscape.
Public Safety

3.22

Advertisements by their very nature are designed to attract the attention of passers-by and
therefore have the potential to impact on public safety. In assessing the impact of an
advertisement on public safety the Council will have regard to its effect upon the safe use
and operation of any form of trafﬁc or transport on land (including the safety of pedestrians),
on or over water or in the air. The vital consideration for the Council will be whether the
advertisement itself, or the exact location proposed for its display, is likely to be so
distracting or confusing that it creates a hazard to, or endangers, people in the vicinity, be
they drivers, cyclists or pedestrians. The Council will also bear in mind that, on occasion,
some advertisements can positively contribute to public safety, for example, by directing
drivers and others to their destination.
Listed Buildings, Conservation Areas and Areas of Townscape Character (ATCs)

3.23

Speciﬁc policies for the control of advertisements affecting Listed Buildings, Conservation
Areas and Areas of Townscape Character (ATCs) are set out in Planning Policy Statement
6 ‘Planning, Archaeology and the Built Heritage’. Additional guidance for the display of
advertisements in particular Conservation Areas is set out in the relevant designation
documents and design guides produced by the Department of Environment (DOE)
Planning. Additional guidance for the display of advertisements in particular ATCs may be
included in any supplementary guidance produced by the DOE/Council for the ATC. (see
para 4.23).
Countryside

3.24

Poster panel displays are out of place in the countryside and will generally be
unacceptable. An exception may be made where the display advertises a particular event,
such as a local agricultural show or fair, and is restricted to a speciﬁed time period.
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Villages and Small Settlements
3.25

Large scale poster panel displays are generally out of place in villages and small
settlements because of their potential to detrimentally impact on the visual amenity of these
locations. Smaller poster panels may be acceptable depending on their size and on the
scale and character of the village. The position and siting of such signage should respect
the size, scale and character of surrounding buildings and features.
Residential Areas

3.26

Poster panel displays are out of place in any predominantly residential locality. The priority
in residential areas is to maintain local character and environmental quality and to protect
the amenity of residents. The size, scale and intrusive nature of poster panel displays
therefore make them generally unacceptable. An exception may be made for the display of
a poster panel on bus shelters in residential areas where there will be no signiﬁcant impact
on the amenity of adjacent residents.
Predominantly Commercial Areas

3.27

In commercial areas the scale of buildings may be sufficiently large to accommodate poster
panel displays without adverse effect on visual amenity. The scale of commercial and
industrial surroundings in our cities and towns can however vary greatly, often within short
distances. It will be expected therefore that the scale of advertisement displays should
respect the scale of adjacent buildings and the wider area.

3.28

Where an area is in mixed use, with shops and offices interspersed with residential
properties, poster panel displays may on occasion be acceptable. They should be carefully
related to the size and scale of surrounding buildings and designed in a manner that will not
damage visual amenity or prejudice public safety.
Planning Policy Statement 6: Planning, Archaeology and the Built Heritage (PPS 6)
Policy BH9 Control of Advertisements on a Listed Building

3.29

The Council will normally only grant consent for advertisements or signs on a listed building
where these are carefully designed and located to respect the architectural form and
detailing of the building. Many listed buildings are in commercial use and already display
signs or advertisements of some sort. These in themselves may be of historic interest or of
some artistic quality, and where this is the case the Council will not normally permit their
removal or significant alteration.

3.30

New signs or advertisements can have a major impact on the appearance, and thus the
character of a listed building. Where a proposal to display signs or advertisements on a
listed building is considered acceptable in principle they should be designed to complement
the age and architectural style of the building. They should also be carefully located and
should not obscure, overlap or cut into any architectural detailing or structural divisions of
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the building. These considerations will to a large extent dictate the scale of any signage . In
many cases a handwritten timber board or a brass plate will provide the most acceptable
Planning, Archaeology and the Built Heritage solution. The use of standard corporate
signage by major companies will generally be inappropriate.

3.31

Projecting signs can often adversely affect the appearance and character of listed buildings
and will therefore require very careful consideration. Where their presence is considered
acceptable particular attention will be paid to size, design and materials. In most situations
signs and advertisements displayed on listed buildings should not be illuminated. Where
illumination is justified it should be achieved unobtrusively: light fittings mounted above and
projecting forward of the sign will not normally be acceptable.
The Control of Advertisements in Conservation Areas (Policy BH 13) and Areas of
Townscape Character (Policy ATC 3)

3.32

The Council will not normally grant consent for the display of advertisements in or close to a
conservation area and ATCs which would adversely affect the character, appearance or
setting of the area or which would be detrimental to public safety.

3.33

Many conservation areas include thriving commercial areas where the normal range of
advertisements is to be expected, provided they do not detract from visual amenity. The
Council accepts that such outdoor advertising is essential to commercial activity, but in view
of the statutory duty to pay special attention to the desirability of preserving or enhancing
the character or appearance of conservation areas, it is also considered reasonable that
more exacting standards of advertisement control should apply within such areas.

3.34

In assessing proposals for advertisements in a conservation area the Council will give
careful consideration to the impact of the proposal on the visual amenity and overall
character of the area. In particular, regard will be paid to the following - scale and
proportions of the sign; the materials used and whether it is illuminated; architectural style
or character of the building; proliferation of signage and large advertisements hoardings.
Signage on the upper floors of buildings and the internal illumination of signs will not
normally be acceptable.

3.35

Additional guidance for the display of advertisements in particular conservation areas is set
out in the relevant designation documents and design guides produced by the DOE
Planning Service.

3.36

The Council will only grant consent for the display of an advertisement in an Area of
Townscape Character where it maintains the overall character and appearance of the area,
and it does not prejudice public safety.
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Local Policy Context
Belfast Metropolitan Area Plan 2015
3.37

BMAP emphasises the importance of the economy of the BMA area but tempers this with
the need to ensure wider environmental quality of the city and Outdoor Advertising.

3.38

The City Centre’s public realm is the ‘shop window’ of Belfast. It is the first and last
impression for those who live and work in City, and those who visit. It should convey a
strong and positive message to its citizens and to potential investors and visitors.
Outwardly, the quality of the public realm of the City should provide an aesthetically inviting
image, but fundamentality should both help to be the catalyst to stimulate, encourage, and
support economic and social development. Through the following proposals and plans it is
the desire of Belfast City Council to position Belfast as the regional capital and the primary
retail and leisure destination. The Control of Advertisements therefore plays an important
part in the contribution in the making of a quality environment.
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4.0

Issues and Approaches
Summary of Key Issues

4.1

The current planning policy and guidance appears to be operating reasonably well and
propose no changes currently. Consideration however is required on the following areas:Shroud/ Mesh—gap in policy on these advertisements no control surrounding the buildings
No wraparound policy using poster panel
A Boards – No policy – rely on DRD to control regarding the footpaths



For Sale to Let Board –– concern from Residents in the Holylands area – work ongoing
to look into this issue



Forecourts Definition required



Unauthorised Mobile Advertisements – difficulty in enforcing against



A large number of advertisements on a building or along a road can create clutter and
be disruptive to the appearance and character of an area.



Film covering advertising on the inside window of the shop fronts in Conservation Areas
and Listed buildings



Banner advertising – control



Illuminated Signs – cluttering of a building including forecourt



Road Safety issues with flashing signs



Residential areas in mixed land use can be severely affected by inappropriate or
excessive display of illuminated signs.



Display panels in the BUA on the main radial roads



Accumulation of signs at particular locations/individual building



Free standing panel are dominant and conspicuous can affect the character of the area.



Wall mounted panels can be visually prominent.

Approaches
4.2

The following approaches should be given consideration in the context of the new LDP:
Prescriptive Guidance similar to the removed Development Guidance Notes detailing fascia
board and height of the sign upper and lower limits
Guidance on illuminated signs – height, projection, etc
Conservation Areas and listed buildings guidance
Shop front guidance

4.3

This paper highlights the importance of good outdoor advertising not only on the economy,
cultural, tourism element, road safety but on the existing public realm of the city and its
surrounding rural areas.

4.4

Belfast has a unique natural and urban built environment and the protection and
enhancement through sensitive positioning of outdoor advertisings is not only vital to its
built heritage and man-made attractions; but to its distinctive cultural scene and
streetscape.
This paper suggested potential opportunities such as:

4.5
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Use of existing powers to control advertisements that benefit from deemed consent. For
Sale and to Let Boards facilitating greater control over its use and the ability to take
effective enforcement action.
When preparing designs for new signage or advertisements, the opportunity should be
taken to rationalise the number of signs on a building or in an area and remove those which
are redundant or excessive.
An Area of Special Control of Advertisements could be applied to certain parts of a
Conservation areas/ Areas of Townscape Character to avoid insensitive outdoor
advertisings.
Greater powers to remove unapproved advertisements that would affect visual
amenity and public safety.
4.6

Land use planning can encourage the provision of a quality environment that promotes and
enhances whilst protecting the City’s public realm, visual amenity and physical appearance
of the cityscape, which will attract tourists, visitors, investors into Belfast LGD and aid to
grow the economy.

4.7

This information contained within this topic paper has been used to inform the next stage of
the LDP process, the Preferred Options Paper.

4.8

This information contained within this topic paper has been used to inform the next stage of
the LDP process, the Preferred Options Paper.
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Appendix 1 Planning Legislation
Planning Act (Northern Ireland) 2011
2011 Part 4 3Section 130 Control of advertisements
130—
(1) Subject to this section, provision must be made by regulations under this Act for restricting or
regulating the display of advertisements so far as appears to the Department to be expedient in the
interests of amenity or public safety.
(2) Without prejudice to subsection (1), any such regulations may provide—
(a)for regulating the dimensions, appearance and position of advertisements which may be
displayed, the sites on which advertisements may be displayed and the manner in which
they are to be affixed to the land;
(b)for requiring the consent of the council to be obtained for the display of advertisements;
(c) for applying in relation to any such consent and to applications for such consent any of
the provisions of Part 3 or 7 of this Act or Part 3 of the Act of 1965 subject to such
adaptations and modifications as may be specified in the regulations.
(3) Without prejudice to the generality of subsection (1), the regulations may prohibit the display in
any area of special control of all advertisements except advertisements of such classes (if any) as
may be prescribed.
(4) Areas of special control for the purposes of regulations under this section may be defined by
means of orders made or approved by the Department in accordance with the regulations.
(5) Where the Department is authorised by the regulations to make or approve any such order as
is mentioned in subsection (4), the regulations must provide—
(a) for the publication of notice of the proposed order in such manner as may be prescribed;
(b) for the consideration of objections duly made to it; and
(c) for the holding of such inquiries or other hearings by the planning appeals commission as may
be so prescribed, before the order is made or approved.
(6) Where the display of advertisements in accordance with regulations made under this section
involves development of land, planning permission for that development shall be deemed to be
granted by virtue of this section, and no application shall be necessary in that behalf under Part 3.
http://www.legislation.gov.uk/nia/2011/25/section/130

The Planning (Control of Advertisements) Regulations (Northern Ireland) 2015 No. 66 Made17th
February 2015 Operation 1st April 2015. The Department of the Environment makes the
following Regulations in exercise of the powers conferred on it by sections 130(1) and (2), and
247(1) of the Planning Act (Northern Ireland) 2011(1).
http://www.legislation.gov.uk/nisr/2015/66/introduction/made
Powers to be exercised in the interests of amenity and public safety
3.—(1) A council shall exercise its powers under these Regulations only in the interests of amenity
and public safety, taking into account—

19

(a)the provisions of the local development plan, so far as they are material; and
(b)any other relevant factors.
(2) Without prejudice to the generality of paragraph (1)(b)—
(a)factors relevant to amenity include the general characteristics of the locality, including
the presence of any feature of historic, archaeological, architectural or cultural interest,
disregarding, if it thinks fit, any advertisements being displayed there;
(b)factors relevant to public safety include—
(i)the safety of any person who may use any road, railway, waterway (including coastal
waters), docks, harbour or airfield;
(ii)whether any display of advertisements is likely to obscure, or hinder the ready
interpretation of any road traffic sign, railway sign, or aid to navigation by water or air.
(3) In determining an application for consent for the display of advertisements, or considering
whether to make an order revoking or modifying a consent, the council may have regard to any
material change in circumstances likely to occur within the period for which the consent is required
or granted.
(4) Unless it appears to the council to be required in the interests of amenity or public safety, an
express consent for the display of advertisements shall not contain any limitation or restriction
relating to the subject matter, content or design of what is to be displayed.
(5) A consent for the display of advertisements shall take effect as consent for the use of the site
for the purposes of the display, whether by the erection of structures or otherwise, and for the
benefit of any person interested in the site.
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Appendix 2
Enforcement of advertisement control
S 175—(1) The matters for which provision may be made by regulations under section 130
shall include provision for enabling a council to require the removal of any advertisement which
is being displayed in contravention of the regulations, or the discontinuance of the use for the
display of advertisements of any site which is being so used in contravention of the regulations,
and for that purpose for applying any of the provisions of this Act with respect to enforcement
notices, subject to such adaptations and modifications as may be specified in the regulations.
(2) Without prejudice to any provision included in regulations made under section 130 by virtue
of subsection (1), if any person displays an advertisement in contravention of the regulations
that person shall be guilty of an offence and liable on summary conviction to a fine not
exceeding level 4 on the standard scale and, in the case of a continuing offence, to a fine not
exceeding one-tenth of level 4 on the standard scale for each day during which the offence
continues after conviction.
(3) For the purposes of subsection (2) and without prejudice to the generality of that subsection,
a person shall be deemed to display an advertisement if—
(a) the advertisement is displayed on land of which that person is the owner or occupier; or
(b) the advertisement gives publicity to that person's goods, trade, business or other concerns,
but a person shall not be guilty of an offence under subsection (2) by reason only that an
advertisement is displayed on land of which that person is the owner or occupier, or that that
person's goods, trade, business or other concerns are given publicity by the advertisement, if
that person proves either of the matters specified in subsection (4).
(4) The matters are that—
(a) the advertisement was displayed without the person's knowledge; or
(b )the person took all reasonable steps to prevent the display or, after the advertisement had
been displayed, to secure its removal.

http://www.legislation.gov.uk/nia/2011/25/section/175
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Appendix 3 Roads Legislation
Article 87 of the Roads (Northern Ireland) Order 1993
www.legislation.gov.uk/nisi/1993/3160/article/87/made
Advertisements, pictures, signs, etc.
87.—
(1) Any person who, without lawful authority—
(a) paints or otherwise inscribes or affixes any picture, letter, sign or mark; or
(b) displays any advertisement, upon the surface of a road or upon any tree, structure or other
works in or on a road, shall be guilty of an offence and liable on summary conviction to a fine not
exceeding level 2 on the standard scale.
(2) Where any person contravenes paragraph (1), the Department may (whether or not any
proceedings are instituted for an offence under that paragraph)—
(a) remove anything painted, inscribed, affixed or displayed in contravention of paragraph (1)
and make good any damage done to the road or to the tree, structure or other works in question;
and
(b) recover from that person any expenses thereby reasonably incurred.
(3) The Department may serve on the owner of any structure or other works in or on a road a
notice requiring him, within 21 days of the service of the notice, to remove anything painted,
inscribed, affixed or displayed on the structure or other works in contravention of paragraph (1).
(4) Where a person on whom a notice is served under paragraph (3) fails to comply with that notice
within the period specified in that paragraph, the Department may—
(a)do anything which that person has failed to do; and
(b)recover from that person any expenses thereby reasonably incurred by it.
(5) Paragraph (1) does not apply to an advertisement relating specifically to a pending
parliamentary election or to a pending election to the Assembly or a district council.
(6) Where an advertisement mentioned in paragraph (5) is displayed upon the surface of a road or
upon a tree, structure or other works in or on a road in contravention of regulations under Article 67
of the Planning Order, the Department may serve a notice on the person who displayed the
advertisement requiring him to remove the advertisement within 21 days of the service of the
notice.
(7) Where any person on whom a notice is served under paragraph (6) fails to comply with that
notice within the period specified in that paragraph, the Department may—
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(a)do anything which that person has failed to do; and
(b)recover from that person any expenses thereby reasonably incurred by it.
(8) Paragraphs (3) and (4) apply to any advertisement mentioned in paragraph (5) which is
displayed in contravention of regulations under Article 67 of the Planning Order as they apply in
relation to anything displayed in contravention of paragraph (1).
(9) For the purposes of this Article a person displays an advertisement if—
(a)he undertakes or maintains, whether by himself or by a servant or agent, the display of
the advertisement; or
(b)his goods, trade, business or other concerns are given publicity by the advertisement,
but a person shall not be guilty of an offence under paragraph (1) by reason only that his goods,
trade, business or other concerns are given publicity by the advertisement, if he proves that it
was displayed without his knowledge or consent.
(10) In this Article—


“advertisement” has the same meaning as in Article 2(2) of the Planning Order;



“remove” includes obliterate;



“road” includes any retaining wall or flank wall belonging to a road.
(11) Section 1(1)(c) of the Printed Documents Act (Northern Ireland) 1970(1) shall, in its
application to an advertisement printed by any person, have effect as if the reference to a member
of the Royal Ulster Constabulary included a reference to the Department acting in pursuance of its
functions under this Article.

Prohibition and control of advertising, etc. on or near special roads
21.—(1) Subject to paragraphs (2) and (3), any person who erects or exhibits or causes or
permits to be erected or exhibited any advertisement or notice which is sited or designed wholly or
mainly for the purpose of being visible to persons using a special road or which is likely to
prejudice the safety of traffic using a special road shall be guilty of an offence and liable on
summary conviction to a fine not exceeding level 3 on the standard scale.
(2) Paragraph (1) shall not apply to—
(a)traffic signs or other notices erected or exhibited by, or by the direction of, an officer authorised
by the Department or a member of the Royal Ulster Constabulary;
(b)advertisements or notices exhibited on any structure, wall, hoarding or other apparatus which
was in use for the exhibition of advertisements or notices which are or would be visible to the users
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of a special road at the time of the first publication in relation to that road of the notice referred to in
paragraph 1 of Schedule 8.
(3) The Department may by regulations exempt from the provisions of paragraph (1)
advertisements or notices of any class or description specified in the regulations or situated in any
areas so specified or which comply with such conditions, if any, as may be so specified.
(4) Any person convicted of an offence under paragraph (1) shall within such period as the court
may allow remove any advertisement or notice exhibited or displayed in contravention of that
paragraph, and if he fails to do so he shall be guilty of a further offence and shall be liable on
summary conviction to a fine not exceeding one-tenth of level 3 on the standard scale for each day
upon which such failure continues.
(5) Where a person who has been convicted under paragraph (1) becomes liable to prosecution
for an offence under paragraph (4), the Department may itself remove the advertisement or notice
and do all such things as may be necessary for that purpose and may recover from that person
any expenses thereby reasonably incurred by it.
(6) Where in the opinion of the Department any advertisement or notice referred to in paragraph
(2)(b) is prejudicial to the safety of traffic using a special road, the Department may serve a notice
upon the owner or occupier of the land on which the advertisement or notice is situated directing
him to remove the advertisement or notice (including any structure, wall, hoarding or other
apparatus on which the advertisement or notice is exhibited) and, where a notice is so served,
paragraphs 3 to 8 of Schedule 4 shall apply as if the notice had been served under Article 49.
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