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After 7 years of austerity, low consumer 
confidence and a very challenging business 
environment, we are starting to see the first real 
signs of recovery. Feedback from many within 
the business community is that the start to 
this year has been positive; however, we are all 
aware that the excessive consumer spend that 
marked the early years of the century is unlikely 
to return and that our customers will continue to 
be discerning and value conscious. We also face 
extreme competition from professionally managed 
shopping centres and the increasing slickness of 
the online offering. 

The board of DublinTown is extremely aware of the 
many challenges we face and the need for us to have 
a strong voice and influence that is commensurate 
with being the largest rates paying district in the 
city, where over 50,000 people are employed. As I 
write, new transport proposals are being published 
by the National Transport Authority (NTA) and Dublin 
City Council. These plans have the potential to 
determine the nature of the city for the next century. 
It is imperative that we get it right. We have been very 
engaged with the NTA and LUAS Cross City regarding 
the LUAS extension and have agreed significant 
changes to work schedules that have benefited 
businesses considerably. That is not to say that there 
has not been moments of extreme frustration and we 
expect that the track laying phase will also require 
constant attention. However, the key message in all of 
this is that we must keep the city open and moving and 
all visitors to the city whether they walk, commute by 
bicycle, public transport or by car. All visitors must be 
made feel welcome and must be able to access their 
destination of choice. 

The online world has introduced a convenience factor 
that will pose significant challenges to bricks and 

mortar businesses; however, if we are clever we will 
come to understand that the online world offers us a 
sales channel that stretches far beyond our borders 
and our traditional customer base. We must ensure 
that our city and our location, offers an experience 
worth visiting. And we must also ensure that our 
customers have sufficient ease of access to the city.  
In this context future transport plans for the city centre 
must be balanced and must recognise the range of 
transport modes used by our customer base.   

As a business community we need a strong and unified 
business voice. Over the past 12 months it has been 
said to me on numerous occasions by various decision 
makers in the city that it is far more beneficial for the 
business community to come to them with a clear 
voice and requests that are fully thought through. It is 
preferable to present solutions rather than problems. 
As the largest business group in the city DublinTown 
has access to these decision makers, it has the budget 
to engage professional assistance where required and 
because of the broad range of members it can bring a 
perspective across business sectors that is welcomed 
by those in authority. In order to maximise this potential 
it is essential that we hear as many voices as possible. 
As a board, we want you to maximise your investment 
in the Company and encourage you to engage with us 
so we can best represent your interests. 

We face the ever present challenge of the M50 
shopping centres and in meeting these challenges 
we have to promote the positives of the city. From 
research we know that people like the excitement and 
diversity of the city, while they shop and socialise in 
the suburbs primarily for reasons of convenience. The 
increased footfall created by special events offers us a 
wonderful opportunity to enhance perceptions of the 
city and to grow trade. We have a major opportunity 
in the coming year with the 1916 commemorations. 
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We must use this to re-establish a positive dialogue 
between the city and its citizens. DublinTown is actively 
engaged on this on your behalf and will continue to be 
to the forefront of maximising the potential of the 2016 
centennial celebrations for the business community.

However, we also need to consider how the city is used 
and how the space can be maximised for everyone 
who wishes to spend time here. We believe that there is 
significantly greater scope for managing protests and 
other city uses in way ways that allow people to both 
articulate their views and enjoy their city. We welcome 
the fact that Dublin is seeking to be the European City 
of Culture for 2020. We know from our colleagues in 
Liverpool and Glasgow that the preparation and hosting 
of this event allowed them to address issues within their 
cities and see step changes in the perception and use of 
them. Liverpool for example experienced an increase of 
£780m in revenue during 2008 when it hosted the event. 

2014 was the second year of the second term for the 
Dublin City Business Improvement District (BID). As a 
board we acknowledge the trust placed in us by our 
colleagues and neighbours in the business community.  
The organisation is governed by democratic principles. 
The very existence of the organisation is determined 
by an open and transparent vote. In 2012 the business 
community voted by a margin of 2 to 1 to renew the 
Company’s mandate and we as a board, which has 
been elected by the business community at Company 
AGM’s, collectively feel a strong sense of responsibility 
to both the business community and indeed the people 
of Dublin to ensure that the city reaches its potential 
and that it remains a key destination of choice in the 
21st century. 

We would like to thank all members for the support we 
received during 2014. The success of the DublinTown is 
due to your continued engagement, be that attendance 
at district meetings, participation on district committees 
or simply paying your annual contribution. At the height 
of the recession in 2011, BID levy arrears equalled 14% 
of amounts billed. Today, that figure stands at 5%; 95% 
of levies payable having been met. We appreciate that 
overwhelming support which allows us work on your 
behalf.  We have kept our administration costs at less 
than 12.5% of our total budget which compares very 
favourably with our peer group, here in Ireland and 
abroad and will continue to ensure that we get value for 
money across all of our activities.  

Thankfully there are clear signs that the general 
economic environment is improving but we know that 
times are still difficult for many of you. For this reason 
we have created the DublinTown group insurance 
and group waste schemes, each of which provide 
savings in excess of the average BID contribution. 
As an organisation we will continue to seek out other 
opportunities to leverage our collective size to deliver 
savings for you the members.

2014 was an important year for the organisation as we 
launched the DublinTown brand. Research undertaken 
prior to the rebrand indicated that the public would 
warm to the name DublinTown. They consider the 
part of the city that we promote as ‘town’ and the 

name conjures up a sense of friendliness and size that 
appeals to public. Within this over-arching brand we 
are seeing the development of district sub-brands. 
The promotion of the districts is being led by district 
groups who are building on the core strengths and 
meeting the challenges of their own local districts. 
Over time it is likely that these districts will increasingly 
operate independently of each other, developing their 
own identity, marketing messages and priorities. In this 
scenario we may find that we are effectively operating 
as five business improvement districts with one overall 
administration.   

Looking at the footfall reports generated by the 
company on a weekly basis, it is becoming increasingly 
clear that the streets and districts with the best 
integration of retail and hospitality are the ones that 
are experiencing the largest increases in footfall. It 
is becoming obvious that the business mix in each 
of the districts is essential to their future. Based on 
international trends we are likely to see a greater 
integration of what was traditionally seen as the day 
and evening economies. We are likely to see later 
evening opening hours by retailers. This will encourage 
people frequenting the city on a daily basis to stay and 
enjoy their city after the working day is done.  

Again, in line with international trends we are likely to 
experience increased levels of inner city living. The new 
Dublin Development Plan is considering the impacts of 
this new trend and anticipates it. This emerging trend 
provides an obvious opportunity for businesses based 
in the city centre. 

In 2014 DublinTown announced that we intended to 
undertake a large piece of consumer research. The 
findings of this research are very encouraging. Despite 
the recession, the majority of Dubliners feel that the 
Dublin experience has improved over the past five 
years. As we already knew, we are performing well 
with the under 35’s who chose the city as a destination 
for shopping and socialising, however we are also 
starting to win back the over 55’s. We still have a 
challenge to convince those between 35 and 55 to shop 
and socialise with us and this must be a priority for 
DublinTown in the coming years. 

The organisation has over 2,500 business members.  
It would be unrealistic to expect that we will all agree 
on every single issue. The organisation will be guided 
in such instances by the majority view. However, we 
strongly believe that having established the majority 
view it is incumbent on all of us to accept that outcome.  
Businesses would not appreciate it if the organisation 
cowered away easily from its positions by other parties.  
Similarly it is only fair to the majority of businesses that 
we follow through on decisions collectively agreed by us. 

Over the past year I have seen first hand the dedication, 
enthusiasm and  hard work of Richard and his team. 
Collectively the Board and management team have 
a singular goal of helping the city centre achieve its 
full potential. We all accept that there is still a lot of 
work to do but we are clearly making progress. The 
opportunities for success are there for us now and we 
can realise that success if we all work together. 
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2014 was another very busy year for us with the 
development of the district committees and the 
creation of district identities. We now very much 
view the districts as entities in themselves and 
see considerable scope for businesses within 
each of the districts to get involved in shaping 
their own futures. The work emanating from 
these groups are extremely interesting. 

The Creative Quarter and Dame District serve as 
models of what can be achieved. In the Talbot district, 
for example, issues of access and movement are 
being addressed while in the Henry district the focus 
is on developing a district brand and related marketing 
message. Both projects are likely to result in a very 
significant improvement to the visitor experience on the 
northside of the city. In general, it has to be said that 
we are heartened by the strong attendance at district 
meetings and the significant increase in the levels of 
engagement we are experiencing. It is really important 
for us to hear the broadest range of voices possible. 
The organisation belongs to its members and we 
want to hear and better understand your priorities. We 
understand that businesses may find it difficult to attend 
all of the meetings and in those instances it may prove 
beneficial for the district representative to call into to 
meet you and keep you informed of the discussions and 
the progress being achieved against targets.  

It is gratifying to see that the work undertaken by so 
many parties, in addressing perceptions of public 
safety in the city, is beginning to bear fruit. A Millward 
Brown survey noted an improvement in the perceptions 
of safety. We know that there is still a lot more to be 
achieved in this area but it is very encouraging to see 
public perception beginning to match the feedback 
from members especially on the northside of the city.

We are now almost half way through our second five 
year term and are roughly half way through our renewal 
programme. A number of strategic objectives have 
been met including gaining and retaining our Purple 
Flag recognition, maintaining momentum in the better 
city for all process; establishing district identities 
and committees and encouraging public transport 
companies to look at discounted family weekend tickets.

We have a number of large ticket items to complete 
which we will progress during 2015. These include:

• Establishing a city loyalty scheme

•  Developing a programme to assist visitors to the city 
to find parking 

•  Targeting the city’s 235,000 workers to stay, shop 
and socialise after office hours

•  Provide additional LED lighting to lighten up  
darker streets

•  Seek the full implementation of the Charities Act 
2015 in regulating the soliciting charitable donations 
by direct debit. 

• Evaluate the level of litter pollution on our streets

From summer 2015 we will be placing a renewed 
emphasis on businesses engaged in the office sector. 
We would like to promote the extensive support 
offerings in finance, accounting, technology, PR and 
other services available to businesses from their 
neighbours. We plan to approach this in a constructive 
and inclusive programme of activities.   

INTRODUCTION 
FROM CEO02
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During 2014 we saw the continuation of a number of 
large infrastructure works. As we write the utility works 
undertaken as part of the LUAS Cross City project 
are coming to a conclusion. While issues have arisen 
during this phase of the project, it is fair to say that 
the city has continued to function and footfall has 
continued to improve. With such large scale works 
there is always the potential for unforseen difficulties 
to arise; however, it is testament to the strong working 
partnerships between all parties that this has been 
minimised. Indeed LUAS Cross City has implemented 
significant changes to its work programme based on 
recommendations from us. The lessons learnt will be 
brought forward to the upcoming track laying phase 
which is due to commence during the summer of 2015.

One of the key commitments given in the 2012 renewal 
programme was for us to create group schemes 
that would provide a cost saving to members that 
would make the BID contribution at least cost neutral. 
Specifically, we gave an undertaking to establish a 
group waste scheme. We achieved this objective in 
2014 with a partnership with Thornton’s recycling. 
This schemes offers a 20% reduction on costs 
to businesses based in the BID district and also 
allows us to work with Thornton’s to have collection 
times that best meet business needs. This scheme 

augments the group insurance scheme with First 
Ireland insurance which similarly provides a significant 
reduction on insurance costs.

We are always keen to hear from businesses as to 
how we can help you grow your business; improve our 
service to you and make our programmes relevant to 
your needs. We would encourage all members to get 
to know their district representative and to engage 
with them fully in order to maximise your investment  
in the company.

IT IS GRATIFYING TO SEE THAT THE 
WORK UNDERTAKEN BY SO MANY 
PARTIES IN ADDRESSING PERCEPTIONS 
OF PUBLIC SAFETY IN THE CITY IS 
BEGINNING TO BEAR FRUIT
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THE REASONS FOR COMING INTO THE  
CITY ARE NOTED BELOW.

IT IS ALSO WORTH CONSIDERING THE ITEMS THAT 
ARE BEING PURCHASED BY DUBLINERS ON LINE:

 CLOTHES SHOPPING  84%

 RESTAURANTS       50%

 PUBS 29%

 THEATRE/ARTS 22%

 WORK 18%

 EVENTS 13%

 OTHER  6%

 CLOTHES  72%

 AIRLINE TICKETS       53%

 BOOKS 35%

 FESTIVAL TICKETS 35%

 MUSIC 31%

 ELECTRICAL GOODS 25%

 SHOES  17%

 COSMETICS 11%

 OTHER 7%

REBRAND OF DUBLINTOWN        

The DublinTown brand was developed to better 
represent what we do. People refer to the part of the 
city that we work for as town. Town conjures up a 
friendly and homely destination. It is a destination that 
is big enough to be worth the visit but small enough to 
be traversable comfortably.    

DUBLINTOWN WEBSITES 
As part of the rebrand to DublinTown we made the 
decision to maintain two communication channels 
one being DublinTown.ie which speaks to the 
consumer and the other WeAreDublinTown.ie which 
speaks to our members. The information contained 
on both being suited to the target audience. In 2014 
DublinTown.ie had over 148,000 users navigating 
through the site and visiting over 400,000 pages. 
We have also maintained the festival websites Dine 
in Dublin, Dublin Fashion and Dublin at Christmas 
which have now become entities in their own right 
with unique followings. The Dine in Dublin website 
had over 84,000 visitors in 2014 with over 440,000 
page views. Dublin Fashion had 54,000 visitors 
with over 100,000 page views and lastly Dublin at 
Christmas had an astonishing 215,000 users with 
573,000 page views. 

We made the decision to maintain the Dine and Fashion 
websites all year round and they are now continually 
updated, promoting fashion retail and dining options 
in the city. In common with the growth of mobile 

commerce we are finding that 70% of the traffic to 
our family of websites is being conducted on mobile 
devices. Google has released a new algorithm this year 
that will drop non-mobile friendly sites from its search 
results and they have identified Dublintown.ie as a 
model of best practice for mobile enabled websites.

SOCIAL MEDIA
We have over 110,000 followers on social media who 
are receiving positive messages about the city on a 
daily basis. Google organic search represents 41.2% 
of Dublintown.ie traffic while social media represents 
21% of that traffic.  

MARKETING03
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CHALLENGES OF  
ONLINE AND  
MOBILE COMMERCE
DublinTown is here to promote the city as a destination 
for shopping, socialising and doing business. We face 
stiff competition from other cities and the out of town 
developments and now there is also the ubiquitous 
challenge of online and mobile commerce. PayPal 
estimated MCommerce to be worth $155 million in 
2010, and it is now growing exponentially with it being 
worth an estimated $5.6 billion in 2014.

We are likely to see a further integration of what 
would have been originally seen as day and evening 
economy. This is working to some extent in the 
Creative Quarter and there is yet further scope for 
building upon this. Indeed, we know from research 
that there is a growing appetite amongst the public 
to shop later in the evening. We also know from these 
surveys that people who have expressed an interest in 
shopping in the city after hours would also be inclined 
to socialise on the same trip.

Our DublinTown Websites are showing considerable 
traffic between 6.00pm and 8.00pm. This coincides 
with the peak times of online shopping. Research 
has highlighted that the most popular time-frame for 
online shopping is in the evening between 5.00pm 
and 8.00pm, with particularly strong trade on Sunday 
evenings.

CONSUMER RESEARCH 
53% of Dubliners shop for clothes in the city while 
37% do so in the suburban shopping centres. The 
most important factor in determining where people 
shop is the range of shops; while the most important 
determinant for socialising is the range of restaurants.  
86% would recommend the city as a destination for 
shopping while 76% would for socialising. Safety and 
anti-social behaviour are the main considerations 
when it comes to not recommending the city.  

THE MAJORITY OF  
PEOPLE BELIEVE THAT 
THE CITY EXPERIENCE 
HAS IMPROVED IN THE 
PAST 5 YEARS DESPITE 
THE RECESSION.

The main reason for shopping and socialising on the 
M50 ring is convenience. 42% cite the fact that the M50 
is more convenient for cars; three-quarters of this figure 
also cite the fact that car parking is cheaper or free in 
the suburban shopping centres while it is considered 
expensive in the city. 27% cite their belief that they 
feel safer in the suburban shopping centres. While this 
figure is still too high it is worth noting that we have 
moved in the right direction. In 2011, 36% cited safety 
concerns as the main reason that they opted to shop 
and socialise in the suburbs.  

When asked what would persuade them to come to 
the city to shop and socialise the public noted their 
desire to see more events and festivals in the city.

The main attraction of the city is the range of offerings 
available to them here.  

The other significant trend to emerge is the move to 
online shopping. We are likely to see mobile phones 
posing a greater competitive challenge than the M50 
ring as this century progresses. The survey confirms 
that 40% of people intend purchasing more online in 
2015 than they did in 2014. It is estimated that more 
than one-third of all non-food retail will be conducted 
online by the end of the decade.  
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IT HAS BECOME CLEAR THAT EACH 
OF THE FIVE DISTRICTS HAS ITS OWN 
PERSONALITY AND CUSTOMER BASE 
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LATE EVENING OPENING 
Research suggests that 65% of people can be 
persuaded to shop in the city after hours and 80% 
of those said that they would also use the trip to 
socialise. This is something that we are keen to 
explore with businesses. Purple Flag criteria gives 
us a framework for developing this opportunity. The 
Purple Flag district on the southside of the city is out-
performing the rest of the city and we are currently 
working on ideas to bring Purple Flag standards and 
accreditation to the northside of the city to create new 
opportunities on both sides of the river.  

It is clear that the way that people engage with our city 
is changing and will continue to alter fundamentally 
in the coming years. In order to compete we need 
to develop a more welcoming destination and 
environment. We need to differentiate ourselves, 
not only from other retail destinations but also from 
the online offering. Retailers will have to continually 
improve both their offer and their service if they are to 
continue to hold market share. We will provide training 
and assistance to businesses wishing to create multi-
channel sales offerings.

The southside of the city is integrating its day and 
evening economy very well and customers are 
responding very positively. We believe that there is 
significant potential for advancing a similar dialogue 
on the northside. This will involve promoting the 
existing evening offering while encouraging additional 
investment and increasing the availability of outdoor 
seating. If we manage to convince more members of 
the public to stay in the city after office hours then 
we believe that many businesses will benefit. There 
are 235,000 people working in Dublin 1 and 2 which 
presents a clear target market opportunity for us.

GROW DUBLIN TASK FORCE 
The Grow Dublin Task Force, Richard Guiney, CEO of 
DublinTown, was a member of the steering committee 
which met in January 2014. The resulting programme 
will include messages highlighting the wide variety 
of things that tourists can do in Dublin. We have to 
be ambitious. Dublin has a significant opportunity to 
better develop its tourism potential where we combine 
our resources and move forward in tandem. 

A Grow Dublin Tourism Alliance implementation group 
has been established, which includes DublinTown 
board member Stephen Sealey, amongst its members. 
DublinTown is also represented on two important 
sub-committees dealing with the development of 
an overall Dublin brand and also how to best shape 
a public-private financing model for the Grow 
Dublin programme.

We envisage the DublinTown brand syncing 
comfortably with an overarching Dublin brand.

DEVELOPMENT  
OF DISTRICT IDENTITIES 
Strongly aligned to the DublinTown strategy is the 
development of the individual district identities. 
Research has shown that people will walk roughly 
250m from their carpark or public transport terminal. 
Therefore, we are looking at contained districts of 
roughly 500m in diameter. It is important that each 
district has a sufficiently wide range of offerings 
and opportunities to appeal to today’s discerning 
customer. We are finding that those districts with the 
most developed offering are those that are performing 
best. The days of one cohort of the population 
entering the city to shop and later in the evening 
being replaced with a different cohort of people 
as socialisers appears to be changing. People are 
inclined to both shop and socialise in the one trip 
adding to the hypotheses that people increasingly 
view shopping as a leisure activity.

From our engagement with businesses and customers 
it has become clear that each of the five districts 
has its own personality and customer base. This 
means that our messaging and communication to 
customers will vary from district to district – e.g.: the 
media used to reach the Talbot Street shopper may 
be very different to the Creative Quarter catchment 
area. In recognition of this, and in response to 
requests by members of the business community, 
the board of DublinTown decided to allocate each 
district its own budget, based on that district’s 
contribution to the overall DublinTown budget. Work 
that has been undertaken using those budgets 
include: the Henry St. Christmas campaign, Wolfe 
Tone Square family events, the Anne’s Lane Outdoor 
Cinema screening, Creative Quarter Brochure, and 
the Talbot Area directional signage in Connolly 
Station and transport strategy.

In 2015, this work is being progressed and the districts 
are considering the development of longer term 
strategic plans based on business and customer 
priorities in their respective districts. This is a very 
exciting phase in the development of DublinTown and 
the promotion of Dublin city centre.

Businesses improving our city    03  |  Marketing

The average district is home to approximately 500 
businesses. This equates broadly to the average size 
of BIDs in the UK. DublinTown is effectively evolving 
into five distinct BIDs with one administration.

We need to consider how we can make it easier to 
move through the city. There are junctions within 
the city that are currently posing difficulties for 
pedestrian movement. These include Jervis Street/
Wolfe Tone Street, Liffey Street/Middle Abbey Street, 
North Earl/Marlborough/Talbot Streets and also the 
entry point at Connolly Station at Amiens Street. 
We are working with architects, town planners and 
Dublin City Council to come up with options that will 
make these junctions more user friendly. We have 
also been working with Dublin City Council’s Grafton 
Street Quarter team on the Grafton Street, Wicklow 
Street, and Johnson’s Court works.

Our key strategic priority in 2015 and beyond will be 
the strengthening of the district groups and working 
to get as many people as possible involved with those 
groups to drive those districts forward and to hear as 
many voices as we can at district meetings.

CREATIVE QUARTER 
Dublin’s Creative Quarter was a brand created by 
enthusiastic local businesses with a passion for their 
area. The district is a haven for independent and 
boutique retailers, cafes, bars, restaurants and creative 
industries of all types. The brand has proved popular 
both at home and abroad, the area is highlighted on the 
Fáilte Ireland tourist maps, is used by estate agents to 
promote lettings in the area and has received  
praise from numerous international travel blogs,  
newspapers and business publications. 

Businesses improving our city9 10
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The Creative Quarter has seen vacancy rates fall 
from peaks of over 25% down to low single digits 
while the footfall in is the fastest growing in the city. 
The Creative Quarter is promoted through numerous 
channels including area brochures, bespoke 
sharable video content as well as events including 
the Creative Quarter Fashion show, which has 
become a highlight of the Dublin Fashion Festival. 

DAME DISTRICT 
Dame District was one of the first area brands 
to be established which focused on the area 
around Dame Lane and Dame Court. The area has 
attracted numerous events, new customers, and 
new businesses. The area has played host to the 
Dublin Web Summit a Rock-n-Roll conference, In 
Lonesome Dame and the Raise Your Spirits events. 
Such is the success of the area the other businesses 
in surrounding streets now want to come in under 
the Dame District umbrella. Dame District is part of 
Dublin’s Purple Flag area which was successfully 
re-awarded in early 2015 with DublinTown working 
in partnership with local businesses, Gardaí and 
Dublin City Council. We believe that Dame Court has 
the potential to become a unique public square and 
event space and we will continue to work with local 
businesses and key stakeholders to help make this 
a reality. DublinTown has also provided additional 
feature lighting and a footfall camera for the area.

PURPLE FLAG 
Purple Flag is an international award that recognises 
excellence in the management of the evening and 
night time economy. Dublin’s first Purple Flag area 
(the first in the country) is centred on the Dame 
District and Creative Quarter. The area has been 
judged twice by external assessors as exceeding 
the demanding criteria of Wellbeing, Movement, 
Appeal, Place and Policy. Purple Flag is a 
partnership of DublinTown, local businesses; Gardaí; 
Dublin City Council; Fáilte Ireland and other key 
stakeholders. Due to the success of the first Purple 
Flag district we intend to roll-out a similar scheme 
on the northside of the city.

WOLFE TONE SQUARE 
In response to feedback from the Henry Street 
area action meetings, DublinTown began a steering 
committee to focus on the rejuvenation of Wolfe Tone 
Square in order to fulfil its potential as an events space 
on the northside of the city. The steering committee 
consists of representatives from Dublin City Council, 
Marks & Spencer, The Church, Ilac Shopping Centre, 
Jervis Shopping Centre, The Leprechaun Museum, 
The Boar’s Head, Axa, Carroll’s Irish Gifts, and 
DublinTown. Since the steering committee’s formation 
events have been programmed in the space including: 
Bram Stoker’s VampWire, Bram Stoker’s Macnas 
Parade, Happening’s Halloween movie screening, 
Dublin at Christmas Family Fun Festival, and an 
American football themed family fun day. DublinTown 
have created WolfetoneSquare.ie as well as an area 
brand and Wolfe Tone square branding materials. 

HENRY STREET 
In 2014 we began working with a core group of 
businesses in the Henry Street district on a marketing 
plan to promote the offering of the district. The plan 
culminated in a Christmas promotion that featured 
radio, print, digital and on-street promotional activity.

The campaign was the first initiative of the Henry Street 
group which is working together to develop a district 
identity and promote the strong offering in the area. The 
work of the Wolfe Tone Square group will feed directly 
into the work of the wider area group.  2015 will see a 
the further development of a brand identity for the area 
and number of events and initiatives.

The Henry District, spanning Parnell Street to the 
Quays and from O’ Connell Street to Capel Street 
is one of the two principal shopping districts of 
Dublin. The strengths of the district are that it has 
two shopping malls, four large department stores, 
two cinemas, a large range of high street stores, 
restaurants, and bars lining the streets. Both Parnell 
Street and Capel Street house a plethora of authentic 
Asian restaurants. The Henry District is also home 
to the famous Moore Street open air fruit and 
vegetable market, Dublin’s oldest food market.

Businesses improving our city

OUR KEY STRATEGIC PRIORITY IN 2015 AND 
BEYOND WILL BE THE STRENGTHENING OF  
THE DISTRICT GROUPS AND WORKING TO GET 
AS MANY PEOPLE AS POSSIBLE INVOLVED

Businesses improving our city11 12
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THE FOLLOWING ARE JUST SOME 

OF THE THINGS WE ACCOMPLISHED 

WORKING WITH BUSINESSES

We would encourage all businesses to engage with 
us to maximise the return on their investment in 
the company. Throughout 2015 we will continue to 
work tirelessly on your behalf to improve the trading 
environment in Dublin City Centre. 

REGAINING AND RETAINING 
THE CUSTOMER
•  In an independent survey carried out by Millward Brown 

with over 1,000 Dublin area residents showed over 
60% of people said that the city centre experience has 
improved over the last 5 years. The challenge for all of us 
is to ensure that we maintain this momentum and that we 
turn increased visitor numbers into money in tills.  

•  In 2014 DublinTown worked closely with businesses in 
specific areas to develop and promote district brands. 
The Creative Quarter and The Dame District have led 
the way. District branding defines and highlights a 
district’s distinct characteristics and gives DublinTown, 
Fáilte Ireland, and others new angles to promote the 
city. DublinTown is currently working with businesses in 
the Henry Street and surrounding area on their district 
brand and will shortly begin work with the Talbot/Abbey/
Marlborough Street area on their district brand.

•  In 2014, Dublin City BID rebranded to DublinTown 
to more accurately represent our members and the 
work we do. This successful rebrand has been highly 
commended at home and abroad.

•  DublinTown.ie serves to highlight the city offerings 
and promote your business. To have your businesses 
listed on DublinTown.ie simply contact our office. 
In 2014, DublinTown.ie, DineinDublin.ie, Dff.ie, 
DublinatChristmas.ie and Wearedublintown.ie were 
redeveloped as part of the rebrand. Combined, these 
websites had a total of 1.5m pageviews in 2014. 
DublinTown Social media platforms have 104,062 
followers in total, all of which promote the city centre 
and your businesses. If you are not following us already 
please do so we can boost your tweets and posts.

•  We are in daily contact with Luas Cross City on the 
extension works and have achieved considerable changes 
to work plans that are more business friendly. There will 
be disruptions as the works progress but we need to 
maintain access for customers through that period. Please 
liaise with us and let us know your expectations so we 
can better assist you, your suppliers and your customers. 
Transport access remains a critical issue for the city. We 
are represented on DCC’s transport policy committee, 
where we will fight on your behalf to improve access to 
and movement within the city.

300,000

150,000

€5m 2m

100,000

120,000 DIRECT BUSINESS 
RECOMMENDATIONS

MOST COMMON RECOMMENDATIONS: DINING, SHOPPING,  PUBLIC 
TRANSPORT, TOURIST ATTRACTIONS AND CULTURAL ATTRACTIONS. 

 YOUR STREET AMBASSADORS RECORDED 
APPROXIMATELY 300,000 INDIVIDUAL INTERACTIONS 
WITH VISITORS AND DUBLINERS IN 2014.

INTERACTIONS WITH PUBLIC

VISITORS ON-BOARD

MAPS HANDED OUT

 WE CONTINUE TO WORK WITH FÁILTE IRELAND IN 
PROMOTING DUBLIN CITY INTERNATIONALLY. WE ARE ACTIVE 
PARTICIPANTS IN THE GROW DUBLIN TASK FORCE AND THE 
DUBLIN NOW PROJECTS.

THERE WAS ONE MAJOR FESTIVAL OR MARKETING 
PROMOTION ALMOST EVERY MONTH IN 2014 ORGANISED 
OR SUPPORTED BY BID – RESULTING IN

WE EXTENDED THE AMBASSADOR 
CREW TO MEET AND GREET CRUISE SHIP 
TOURISTS WITH A WARM WELCOME AND 
ASSISTED THEM WITH DIRECTIONS AND 
MADE BUSINESS RECOMMENDATIONS. 

WORTH OF POSITIVE 
CITY CENTRE PUBLICITY

INCREASE IN FOOTFALL 
TO THE CITY CENTRE

88 CRUISE SHIPS DOCKED 
IN DUBLIN PORT 2014

Businesses improving our city

EVENTS AND INITIATIVES ORGANISED OR 
SUPPORTED BY DUBLINTOWN IN 2014

CREATING A MORE ATTRACTIVE AND 
PLEASANT ENVIRONMENT

•  In 2014, DublinTown teamed up with Thorntons Recycling Ireland and 
facilities management company Aramark Ireland to deliver the Group 
Waste Scheme. It was developed in direct response to concerns 
raised by businesses over rising waste costs and inconsistencies in 
the city’s collection. The Scheme offers on average a 20% reduction 
in cost for members and reliable twice nightly collections which will 
benefit both day and evening businesses. For most businesses this 
represents saving to their BID contribution. 

DUBLINTOWN RESPONDED TO 
ALMOST 10,000 CALLS FROM 
MEMBERS AVAILING OF OUR RAPID 
RESPONSE CLEANING SERVICE
THE MOST COMMON CALLS ARE CLEANING 
UP AFTER ROUGH SLEEPERS, DRUG 
PARAPHERNALIA, RUBBISH ON THE  
STREETS, AND IN SOME CASES, HUMAN  
AND ANIMAL WASTE. 

Level 1
Ulysses House
22-24 Foley St, D1. 
+353 (01) 633 4680

Corporate 
www.wearedublintown.ie

Consumer 
www.dublintown.ie 

10,000

10,000

BID RESPONSES 
TO MEMBERS

SQ METERS OF 
GRAFITTI REMOVED

8pm 4am

NIGHT CREW HOURS THURS-SUN 

OVER 10,000 SQUARE METERS OF 
GRAFFITI WAS REMOVED FROM 
STREETS IN THE DUBLINTOWN AREA 
(THIS IS ALMOST ONE AND A HALF 
TIMES THE SIZE OF THE PITCH AT 
THE AVIVA STADIUM). DUBLINTOWN 
RE-PAINTED STREET FURNITURE IN 
THE AREA THAT NEEDED IMMEDIATE ATTENTION. 

 DUBLINTOWN ALSO OPERATE A ‘NIGHT CREW’ 
WHICH IS AN EXTENSION TO YOUR DAYTIME 
AMBASSADOR AND RAPID RESPONSE CLEANING 
CREW. THE NIGHT CREW SERVICE THE EVENING 
ECONOMY IN THE CITY BETWEEN THE HOURS OF 
8PM – 4AM, THURSDAY TO SUNDAY.  

YOU CAN CONTACT THE NIGHT CREW ON

DRIVING CHANGE

THE GARDAÍ RESPONDED TO OVER 5,400 
INDIVIDUAL INCIDENTS REPORTED BY 
DUBLINTOWN RANGING FROM BEGGING, 
ON-STREET DRUG USE OR DEALING, STREET 
DRINKING, ROUGH SLEEPERS, ILLEGAL CASUAL 
TRADERS AND ASSORTED OTHER INCIDENTS. 
ON AVERAGE 15 SEPARATE ITEMS ARE  
REPORTED EACH DAY, 7 DAYS A WEEK. 

IF YOU HAVE AN ISSUE TO REPORT 
SIMPLY CONTACT THE OFFICE ON 

01 633 4680
info@dublintown.ie

5,400
INCIDENTS REPORTED TO THE 
GARDA AND RECEIVED RESPONSE

085 867 3073 

G A
 R 

D A

DUBLINTOWN ERECTED CHRISTMAS 
LIGHTS ON A TOTAL OF 30 INDIVIDUAL 
STREETS. WE WOULD LIKE TO HEAR 
FROM STREETS WHO WISH TO HAVE 
NEW OR REPLACEMENT LIGHTS. 

30 Streets

Businesses improving our city

TMTMT

for a better night out

Purple Flag

TM

TM

Large

Medium

Icon
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DUBLINTOWN FOCUSES 
HEAVILY ON ATTRACTING 
FAMILIES TO ENJOYTHE CITY 

Businesses improving our city    05  |  DublinTown Events

DINE IN DUBLIN 
2014 was the first year that the Dine in Dublin Festival 
changed from a bi-annual event to an annual week-
long promotion. The new structure of the festival 
contained some innovative additions such as the 
Dine in Dublin Food Pavilion on Dame Street and a 
hugely successful media launch which managed to 
gain significant additional coverage for the event with 
a consequent explosion in the numbers visiting the 
DineinDublin.ie site.

The Dine Pavilion ran on the Monday to the Wednesday 
of the festival showcasing some of the participating 
restaurants and offering food sampling, discounts 
and competitions for members of the public. The 
pavilion was considered by to be a major success by 
participating restaurants and the general public.  

Over 50 restaurants participated in Dine in Dublin 
2014. Through strategic media partnerships and a 
strong marketing campaign Dine in Dublin received 
€248,850 worth of media coverage. Restaurants 
reported increases in trade during the week and 
commented that the overall visibility of the festival.  

SUMMER IN DUBLIN 
DublinTown focuses heavily on attracting families 
to enjoy the city. To accomplish this objective, 
DublinTown programmed free family fun activities on 
North Earl Street and Henry Street every Saturday 
from August 9th – September 6th. The activities 
ranged from face painting and giant games, to 
gyroscopes, music, and balloon modellers. These 
attractions were a huge success for the family 
audience and will be looked into again for 2015.

DUBLIN FASHION FESTIVAL 
Dublin Fashion Festival took place from September  
4th – 7th 2014. Over 150 retailers, bars, and restaurants  
took part in the 5th instalment of what is now Ireland’s 
largest fashion event. The 2014 Dublin Fashion Festival 
attracted widespread media attention to the value of 
c.€1.3m, with 145 positive news pieces about it. 

Over 40 events were held over the course of the 
festival. City centre activity included 12 on-street 

fashion shows on both Henry Street and Grafton 
Street, the Young Designer of the Year award at the 
Bank of Ireland on College Green; The Creative Quarter 
Show; The Royal Hibernian Saturday night Show; Luas 
Catwalk shows; Live fashion shows at Clerys and the 
Coppinger Row show by Marion Cuddy.

DublinTown worked with its media partner, 
Associated Newspapers, to produce the 2014 Dublin 
Fashion Lookbook which resulted in the distribution 
of 40,000 copies of the Lookbook through the 
Daily Mail and through on-street engagement. The 
Lookbook contained images of fashion available 
throughout the city together with relevant features 
and interviews including with the 2014 Dublin Fashion 
Ambassador, Fashion Stylist and TV personality, 
Angela Scanlon.

The 2015 instalment of Dublin Fashion Festival will 
take place from 7th - 13th of September making the 
festival a week-long event.   

ONE YOUNG WORLD
One Young World provided a platform for Dublin to 
engage with the next generation of world leaders 
and it did this with style. The feedback from the 
event organisers was extremely enthusiastic. Many 
of the world’s next generation of decision makers 
attended the conference and have gone home with 
fond memories of our city. Richard Guiney sat on 
the steering group that helped organise One Young 
World 2015 in Dublin. This initiative brought over 1,500 
delegates to the city. DublinTown delegate produced 
a 15 page guide to discovering the city that included 
places to eat, socialise and shop that was distributed 
to the delegates. 

BRAM STOKER 
DublinTown supported the third instalment of the 
Bram Stoker Festival in 2014. The festival spread 
across the city celebrating all things Bram Stoker. 
Highlights included the VampWire and Macnas 
parade which took place in Wolfe Tone Square, 
attracting large crowds. Each year Bram Stoker 
Festival captures the imagination of the public and 
we look forward to working with it again in 2015. 

DUBLINTOWN
EVENTS05
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DUBLIN AT CHRISTMAS 
In 2014, DublinTown continued to build on the success 
of the past years’ Dublin at Christmas campaigns. A 
variety of events took place during the weeks running 
up to Christmas including the switching on of the 
Christmas lights on Grafton Street and Henry Street, 
the Lord Mayor’s Christmas Tree lighting ceremony, 
the Geansaí Nollag challenge, the Dublin at Christmas 
Market at St. Stephens Green and Festive Family 
Fun at Wolfe Tone Square. The Lord Major’s event on 
O’Connell Street witnessed 1,297 people attired in 
Christmas Jumpers to break the DublinTown Geansai 
Nollaig record.  

DublinTown provided Christmas Lights to thirty 
streets in the city with Stephen St. Lower, Duke 
St, Johnson Court and Grafton Street lights being 
renewed. The Christmas lights were switched on 
by Dublin band, The Original Rudeboys and Love/
Hate Star, Lawrence Kinlan. The events were a huge 
success with crowds filling Henry Street and Grafton 
Street on both occasions. 

Shop n Drop, the free shopping bag minding service,  
returned for its third year with usage of the service 
up 12% on the northside and 13% on the southside, 
resulting in the most successful instalment to date. 

Dublin at Christmas is an initiative which we continue 
to get positive feedback on from our members, the 
public and visitors and we plan to build on this year’s 
success in 2015. 

CHRISTMAS MARKET 
The objectives of the market were to increase 
footfall in to the city centre and enhance the festive 
season experience. The market delivered on both. In 
assessing the outcomes of the market we listened 
to both the general public reaction and to business 
opinion. Like many initiatives, it was never likely that 
the market proposal would have unanimous support. 
However, it enjoyed the overwhelming support of 
businesses. At the request of member restaurants it 
was decided to sell Dine in Dublin restaurant vouchers 
at the market as Christmas gifts and €11,200 worth 
were sold. Over 80% of businesses believed that the 
market was good for the city and wish to see it back 
in 2015. This view was echoed at the local district 
meetings. The public also embraced the market. 
In total 726,600 people visited the market during 
the Christmas period. This considerably exceeded 
our expectations for it. A survey of public opinion 
undertaken by Millward Brown found that after don’t 
knows are excluded:

•  100% said that the market was good for Dublin

•   94% said that the market would persuade them 
to shop in Dublin city centre as opposed to the 
shopping centres on the M50 ring. (This was our 
primary purpose for undertaking the market).

•   97% said that they would like to see the market 
return in 2015. 

The strength of the Dublin at Christmas promotion 
was acknowledged in an article in the New York 
Times. Two episodes of TV3’s Xposé were filmed 
from the market and RTÉ featured it on Nationwide. 
The total media value of the Dublin at Christmas 
campaign was €1.16m in 2014.

A small number of businesses were very vocal in 
their opposition to the market. We have listened to 
the opinions put forward in this regard; however, as 
an organisation we believe that we must do what is 
right for the city and what the majority of businesses 
request. We set out to increase the footfall in the 
city centre during the Christmas period, and from 
mid November to December 204 an extra 421,000 
people visited the city centre in comparison to the 
same period in 2013. Grafton Street and South 
King Street recorded footfall of 9,388,500 in the 
six weeks of the Christmas Market. The highest 
Christmas footfall on Grafton Street since 2007.

We believe we can build upon this success and 
welcome the suggestions made by businesses and the 
general public as to how we can improve the overall 
experience. 

The Market organised by Dublin City Council on Henry 
Street gave rise to a number of difficulties in the area 
and we will pursue these with the Council with the 
intention of rectifying the difficulties arising for 2015.

NEW YEAR’S FESTIVAL 
DublinTown is a major partner of the New Year’s 
Festival, financially and administratively. The objective 
of the festival is to bring the biggest New Year’s 
celebration ever to the city. NYF Dublin featured 
family friendly events in music, food, arts and culture 
over three days. The highlight of the festival was the 
New Year’s Eve Countdown concert which featured 
Kodaline, James Vincent McMorrow and Walking on 
Cars. 

Businesses improving our city    05  |  DublinTown Events

GRAFTON & STH KING ST  RECORDED 
FOOTFALL OF 9,388,500 IN THE SIX 
WEEKS OF THE CHRISTMAS MARKET. 
THE HIGHEST CHRISTMAS FOOTFALL 
ON GRAFTON ST SINCE 2007.
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PRIMARY REASON FOR VISITING THE CITY CTR

AT WEEKENDS

SPEND PER MODE OF TRANSPORT

TRANSPORT CHOICE       ALL ■   SHOPPERS ■

 SHOPPING  47%

 WORKING       19%

 SOCIALISING 16%
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 RECREATION 5%

 OTHER  3%
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 WORKING       17%
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 OTHER  3%

 BUS  42%

  42%

 CAR       17%

     19%
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TACKLING ANTI-SOCIAL 
BEHAVIOUR
Operation Spire has helped transform the city’s 
northside experience. The congregations of people 
on street corners and drug dealing on the streets 
has significantly abated leaving an atmosphere 
in which ordinary Dubliners can enjoy their city. 
In the most recent survey conducted on behalf of 
DublinTown by Millward Brown it was found that 
there has been a reduction in the numbers citing 
perceptions of safety as the reason for choosing to 
shop and socialise outside the city. It is now time to 
start marketing the northside more aggressively and 
bring new life and enhanced customer base to the 
wider northside district.

The advent of Operation Spire gave rise to some 
displacement into the southside of the city and we 
are fully engaged with the Gardaí in Pearse Street to 
address this. Progress is being noted in this regard.   

Our colleagues in New York noted two major 
contributors to their success in dealing with 
issues of anti-social behaviour. These were the 
establishment of a Housing First approach to dealing 
with homelessness and the second was assertive 
outreach. Housing First consists of placing people in 
homes and then working with them to address other 
difficulties that they may be experiencing such as 
addictions and social problems. This proved to be 
enormously successful. Housing First is now policy 
in Ireland; however, it is accepted that we do not 
have the quantity of housing stock that is required to 
fully implement this policy. Our view is that the area 
requires continued Government attention.  

The homeless crisis, which hit peak levels towards 
the end of 2014, is having an impact on the city.  
This is a personal crisis for those experiencing 
homelessness and it also impacts on the wider 
community. The homeless crisis is something that 
needs urgent and consistent attention.

We are also pleased to see a programme of 
assertive outreach being developed in Dublin.  
Through assertive outreach people with difficulties 
are approached on the street and attempts are 
made to connect them with appropriate services 
rather than waiting for them to present to service 
providers. This is yielding some initial successes 
but a lot of work remains to be undertaken.

Along with other business groups we met with the 
Oireachtas Committee on Justice in December. 
We also met with Minister for Justice, Frances 
Fitzgerald T.D., shortly afterwards and we 
impressed upon her both the need for additional 
Garda resources to be devoted to the city centre 
and also the need to address the weaknesses in 
current begging legislation. 

DublinTown CEO, Richard Guiney, serves on 
the City Wide Joint Policing Committee and the 
Central Area Joint Policing Committee.

Our partnership with the Gardaí is vital. In 2014 
the Gardaí responded to 5,400 calls made by us on 
your behalf and on behalf of your customers. Dublin 
is very well served by its police force and we look 
forward to continued engagement on your behalf. 

The ‘Better City for All’ activation continues and 
the report remains a source for policy development 
in the relevant areas including assertive outreach.  

Richard Guiney gave evidence in Anti-Social 
Behaviour Order (ASBO’s) court cases. ASBO’s 
can restrict the movement of people who do not 
behave themselves appropriately in the city’s 
commercial core.

FOOTFALL 

Footfall in the city proved to be varied in 2014. It 
was up on the southside of the city by 3% over the 
course of the year while it was down by 2% on the 
northside of the city. In overall terms it was up by 
just under 1%.  

Within the figures it is apparent that there is a shift 
in how people are engaging with the city. We are 
seeing additional evening time footfall particularly 
on streets with a strong hospitality offering.

There is clearly a need for us to consider the issues 
impacting negatively on the northside of the city 
and address these in a constructive fashion. This 
programme is underway through the local district 
groups and the actions being taken on the ground 
are already yielding an improvement in the overall 
levels of footfall on the northside of the city. 

Additionally, groups including the Council 
Working Group for Moore Street provide positive 
recommendations for improving the street.

Businesses improving our city

VACANCY RATES
In overall terms we have seen continued investment 
across the city - both north and south of the river. 
The vacancy rate has continued to decline from its 
peak in of 15.4% in 2011 to the current level of just 
under 9.5%. 

NEW BUSINESSES  
IN THE DISTRICT
We are looking forward to working with all new 
businesses in the district to promote their offering 
and also the additional strengths that they bring to 
the city centre. 

ACCESS AND TRANSPORT 
Transport and access are key considerations in 
growing city trade. We need to project forward to 
consider how people will engage with the city in the 
years to come. There is little doubt that increasing 
environmental awareness and the availability of WIFI 
on public transport are making the public transport 
option more attractive to younger customers in 
particular. We can expect to see an increase in 
this trend as the century progresses. It is equally 
important to recognise that 19% of shoppers in the 
city access it by car and motorists often feel under-
loved when it comes to allocating priorities.

While there is still pressure on public finances we 
believe that significant investment is required in 
public transport if Dublin is not to fall further behind 
our competitor cities. The proportions travelling 
through the various modes of transport and the 
relative spend are worth further consideration. 
The growth in the use of bicycles for shopping is 
an interesting phenomenon. 5% of shoppers use 
bicycles as their preferred mode of transport. While 
the average spend per person on bicycle was one-
third of a motorist and half that of a bus commuter, 
it still amounts to a significant spend and one which 
we should seek to foster and grow. DublinTown 
intends engaging with our members to assess the 
prospect of developing of a delivery service to 
assist those who travel on foot and on bike and also 
those who wish to both shop and socialise on the 
one trip.

Over the course of the year we deepened our 
engagement with the NTA and transport providers.

We have underinvested in our transport system for 
too long, we simply cannot continue to underinvest. 
We need to have a transport system fit for the 21st 
century in order to support economic growth and 
social development. 
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Research conducted by Millward Brown on behalf of the NTA showed the following distribution modes of transport used by shoppers to access the city. 
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DUBLINTOWN BELIEVES THAT 
FURTHER INVESTMENT IN THE PUBLIC 
TRANSPORT SYSTEM IS ESSENTIAL 
FOR THE FUTURE ECONOMIC 
DEVELOPMENT OF THE CITY

Of the various proposals suggested by the NTA for 
access to Fingal and the Airport we support the 
proposals to extend the LUAS from Boombridge 
to Dublin Airport and also to have a heavy rail spur 
from the Clongriffen DART station to the Airport. The 
airport LUAS option should also be extended to serve 
the well-populated Swords area. 

We believe that there is enormous potential to use 
Bus Rapid Transit (BRT) in orbital routes around the 
city and on the originally planned Metro West route; 
however, we are not convinced by the arguments 
proposed for the use of BRT from the Airport or 
from Castleknock through Blanchardstown. In 
these instances our view is that there is insufficient 
segregation of the line to maximise the use of the 
BRT concept and that the proposed benefits will 
simply not be realised.  

We also believe that the DART Underground proposal 
needs to be ‘fast tracked’. The additional capacity 
that this development would bring is essential for the 
city to reach its full potential. The creation of DART 
underground would allow for additional use of the 
Maynooth line as well as creating further potential for 
DART usage.

Richard Guiney is a member of Dublin City Council’s 
Transport Committee which is chaired by Cllr. Ciaran 
Cuffe. Richard also serves on a business group 
which meets with Minister for Transport, Tourism 
and Sport, Paschal Donohoe T.D. on a bi-monthly 
basis to discuss progress with the LUAS Cross City 
project. We have been very engaged with the Railway 
Procurement Agency (RPA) and the NTA in the 
development of the LUAS Cross City project. We have 
found them to be eager to listen to our views and to 
work with us. They have on a number of occasions 
fundamentally changed work plans to meet business 
needs. This has ensured that the despite on-going 
works footfall in the city has continued to increase 
and the public have not registered concern. The utility 
works will be complete by the end of summer 2015, at 
which point the track laying element will commence. 
The entire project will be completed by the end of the 
first quarter of 2017, with trams operating towards the 
end of 2017. 

DublinTown believes that further investment in the 
public transport system is essential for the future 
economic development of the city. The more people 
identify with public transport for both shopping 
and socialising, the better it will be for Dublin City 
Centre. The vast majority of people that access the 
city do so by public transport. That is not to say that 
the car borne shopper is not important to us. 19% of 
our customers arrive by car and it is important that 
we maintain unfettered access to the car parks and 
the 10,000 spaces they provide in the city. 

GRAFTON STREET WORKS
The Grafton Street works show what can be achieved 
when we all work together. During the period of the 
works footfall continued to grow and trade prospered. 
This is unprecedented in previous upgrading works. 
Dublin City Council are to be congratulated for the 
collegiate approach that they have adopted. We 
look forward to the same approach as works are 
undertaken across the southside of the city.

GROUP SCHEMES
We have given an undertaking to design schemes and 
programmes to save money for our members. Our 
intention is that these schemes will provide savings 
that are a multiple of the BID levy.

GROUP WASTE WITH THORNTON’S
This scheme is providing a cost saving of 20% on 
waste collection for the average business. Hundreds 
of member businesses have already availed of the 
scheme and have made significant savings. If you 
are interested in joining the scheme please contact 
us on 01 633 4680 or email info@dublintown.ie. The 
intention is to have a group scheme that allows us to 
organise the timing of waste collection and to ensure 
cleaner streets within the city while also saving our 
members money. The insurance scheme, through 
First Ireland also guarantees significant reductions in 
insurance premium.

SUBMISSIONS 

During 2014 we made a significant number of 
submissions to third parties representing our 
members’ views. These have focused on key areas 
like transport, public space and development, city 
bye-laws, crime, and anti-social behaviour. A list of 
submissions made on your behalf can be viewed 
in more detail on the wearedublintown.ie website. 
Submissions are made after combining the views 
of member businesses and synthesising them 
into a coherent, readable document. On occasion 
we have engaged specialists such as transport 
engineers and city planners to provide their 
professional expertise on your behalf.

The detailed transport submissions have discussed 
issues like the LUAS Cross City works and securing 
the reintroduction of a northbound LUAS stop 
on Dawson Street as well as on upcoming major 
infrastructure projects such as the BRT proposals 
and strategic plans for North Dublin and the 
Greater Dublin area.
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We have also begun liaising with Dublin City Council 
ahead of the preparation of the new City Development 
Plan which will run until 2022. A detailed submission 
was made in relation to the “Issues Paper” in November 
2014 and we will continue this work through the various 
upcoming phases of consultation. 

Several submissions were made in relation to crime and 
anti-social behaviour including two local area policing 
plans as well as submissions to the Department of 
Justice in relation to long-awaited new misuse of drugs 
legislation. Richard Guiney also appeared before the 
Oireachtas Justice Committee meeting to discuss ways 
in which anti-social behaviour can be successfully dealt 
with based on international best practice models.

Submissions made include:

•  Greater Dublin Area transport submission

•  Fingal/North Dublin Transport submission to the NTA

•  Dublin City Development Plan 2016 issues paper

•  BRT Swiftway (Swords to Dublin City) submission

•  Street Performers bye-laws submission December 2014

•  Oireachtas Justice Committee 
– Draft Opening Statement

•  Consultation on Draft Misuse  
of Drugs Regulations

•  Submission to ComReg regarding  
phone box provision

• Dawson St Luas stop submission

• Luas Cross City  
 submission to RPA
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Our recommendations regarding the extension 
of cycle ways on the North quays were listened 
to. Each of the four options that were put out for 
public consultation meet the concerns raised 
by us admirably and we believe that the new 
infrastructure will add considerably to the city.

BUSKING BYE–LAWS
Very loud, amplified busking and certain other types 
of street performance was impacting negatively 
on businesses in the city centre. At its peak the 
DublinTown office was receiving over 800 complaints 
from members per annum relating to problematic 
street performers, most of these complaints related 
to the volume of amplification. While busking and 
street performance add colour and vibrancy to our 
city streets it is important that everyone’s rights are 
respected. The city is a shared space and we must 
all learn to agree rules that allow for the best use of 
limited space. For a number of years DublinTown has 
lobbied for the introduction a set of sensible bye-laws 
that would include provisions to control the volume of 
performers as well as protecting pedestrian access 
through the city streets and entrances to business 
premises. The new bye-laws were secured to control 
busking and street performers which came into effect 
in early 2015. 

INTERNATIONAL RECOGNITION 
OF DUBLINTOWN’S WORK
DublinTown has received awards and recognition 
from its peers through the Washington based 
International Downtown Association (IDA) and 
the London Based Association of Town & City 
Management (ATCM). Both of these organisation 
encourage other towns to study DublinTown’s 
programmes and activities as models of best 
practice. In the past year we have been approached 
by towns and cities in Australia, Singapore, USA, 
China, Sweden, Denmark, Holland, UK and Ireland 
(both north and south) and have been asked for 
guidance on place management.

GATEWAY SCHEME
Minister Burton met members in June 2014 to 
outline the benefits of the Gateway Scheme. We 
have taken on staff through the scheme ourselves 
with a crew working on additional graffiti removal; 
some of which we will be keeping on as part of our 
core staff when their period with the scheme comes 
to an end.

Businesses improving our city

DUBLINTOWN HAS 
BEEN APPROACHED BY 
TOWNS AND CITIES IN 
AUSTRALIA, SINGAPORE, 
USA, CHINA, SWEDEN, 
DENMARK, HOLLAND, 
UK AND IRELAND (BOTH 
NORTH AND SOUTH) 
AND HAVE BEEN ASKED 
FOR GUIDANCE ON 
PLACE MANAGEMENT
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District 1
Henry Street Area

District 2
Talbot St Area

District 3
Dame District & Area

District 4
Creative Quarter

District 5
Grafton St Area

07 DUBLINTOWN 
ZONES
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 PROFIT AND LOSS  BALANCE SHEET

FINANCE08

   08  |  Finance

WE HAVE CONTINUED TO  
COVER OUR ADMINISTRATION 
COSTS WITH EARNED INCOME.

We have delivered on our commitment to keep 
administration costs at less than 15% of our total 
budget. In 2014 administration costs were less than 
13% of our total budget and we intend improving on 
this in the coming year. 

CORPORATE GOVERNANCE
All board members are obliged to sign a letter 
of appointment which outlines their legal and 
fiduciary responsibilities to the Company and its 
members. A copy of letter is available to see on our 
Wearedublintown.ie website. 15 directors have signed 
the letter of appointment. We have also established 
a code of ethics for both board members and staff. 
Again copies of the relevant documents are available 
to be seen on the company’s website. 

DUBLIN CITY CENTRE BID COMPANY LIMITED SUMMARY  
ACCOUNTS FOR THE YEAR ENDED 31ST DECEMBER 2014

Income

BID Levy 2,656,628

Other Income 447,714

Total Income 3,104,342

Expenses

Cleaning & Maintenance, Landscaping 240,399

Marketing & Promotion 1,102,247

Visitor Assistance and Hospitality 505,384

Research, Technology & Policies 58,467

Capital Projects and Improvements 471,918

Community Gain 1,387

Income Collection 90,182

District Budget 164,121

Administration 390,492

Total Expenses 3,024,597

Depreciation 63,555

Net Surplus/(Deficit) Before Taxation 16,190

Corporation Tax 189

Net Surplus/(Deficit) After Taxation 16,001

Fixed and Tangible Assets 76,813

Current Assets 745,365

Current Libailities 635,929

Net current assets/(liabilities) 109,436

Net Assets 186,249 

Revenue Reserves 186,249
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DUBLINTOWN BOARD MEMBERS 
Ray Hernan (Chairman) Arnotts

Noel Flynn Fielding Flynn & Associates

Ross McMahon (Company Secretary) David McMahon Solicitor

Lorcan Lynch The Flowing Tide

Paul Barry McDonalds Restaurant 

Ciaran Tuite Ilac Centre

Stephen Sealey Brown Thomas

Lorcan O’Connor Carrolls Irish Gifts

Derek McDonnell Jervis Shopping Centre

Philip Bergin Penneys

Greg Devitt Stephens Green Centre

Vincent O’Gorman The Westbury Hotel

Ruth Ni Loinsigh Om Diva

Rose Kenny Dublin City Council

Mannix Flynn Dublin City Council

Ciaran Cuffe Dublin City Council

DUBLINTOWN STAFF
Richard Guiney  CEO

Cathy O’Donnell  PA to CEO

Clyde Carroll  Director of Marketing and Communications  

Gerard Farrell  Director of Operations  

Padraic Gaffney  Company Accountant  

Annemarie Hora  Marketing and Communications Executive

Amanda Scobie  Marketing and Communications Executive

Dave Denham (Northside) Member Liasion

Roisin O’Doherty  (Southside) Member Liasion

Vincent Kearns  Ambassador Supervisor 

DUBLINTOWN 
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DublinTown
Level 1
Ulysses House
22-24 Foley St, D1. 
+353 (01) 633 4680

Corporate 
www.wearedublintown.ie

Consumer 
www.dublintown.ie 


