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While the economic recovery to date has 
been inconsistent, there are signs that we are 
exiting the recession which has blighted us 
since 2008. However, significant uncertainties 
remain, not least the potential fallout from 
Brexit and a sharp reduction in the value of 
sterling. A prolonged period of uncertainty 
has the potential to dampen consumer 
confidence and stymie any upside that has 
been achieved to date.

Despite the recent uncertainty, planning for the long 
term development of Dublin continues. During the 
year, key documents were published outlining draft 
proposals for the future of the Greater Dublin Area. 
DublinTown has in each case made constructive 
submissions to ensure that all proposals are in the 
best interest of our members by insisting that the city 
centre remains a vibrant, commercial location to do 
business. It is critical that all stakeholders in Dublin 
contribute to getting the Greater Dublin Development 
Plan right and ensuring that it is implemented. 
DublinTown has engaged with other business 
groups to ensure a consistent and unified business 
position is presented to Dublin City Council and other 
agencies. As Chairman of DublinTown I will continue 
to encourage this type of engagement in all areas of 
common interest.

As signs of prosperity return we must aim to avoid 
the mistakes of the Celtic Tiger period and ensure 
growth and development is sustainable into the 
future. DublinTown is increasingly recognised 
in local and central government agencies as an 
organisation that provides balanced and pragmatic 
views on behalf of businesses in the city centre. Our 
‘on the ground’ awareness of the challenges and 

opportunities in the city centre are now recognised 
by a diverse group of transport, policing, social and 
events agencies which is enabling our organisation 
to have greater influence in the development of 
future plans for the city. To successfully represent 
the diverse views of business it is imperative that we 
in DublinTown continue to develop effective two way 
communication with all our members. It is essential 
that we remain relevant to our members. It is my 
commitment as Chairman of DublinTown that we will 
continue to represent the consensus and majority 
views articulated by you. 

Even during the worst days of the recession the city 
continued to see investment from both the public 
and private sectors. 

THE MOST NOTICEABLE 
EXAMPLE OF THIS IS THE €368M 
INVESTMENT IN LUAS CROSS 
CITY. THE DUBLINTOWN TEAM 
HAS WORKED HARD ON YOUR 
BEHALF TO MINIMISE THE MOST 
DISRUPTIVE ASPECTS OF THE 
CONSTRUCTION; IT HAS AND 
REMAINS A CHALLENGE TO 
GET THE BALANCE RIGHT. THIS 
PROJECT WILL BE A ‘GAME 
CHANGER’ FOR THE CITY 
CENTRE, AND BEYOND. 
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In these circumstances it is critical that all parties 
work together to get the final plan right. Dublin Town 
will continue to articulate the views of our members 
and it is essential that the NTA continue to work 
with us work with us to effectively communicate the 
opportunity but also to allay the genuine concerns of 
many businesses. I believe that the Luas project will 
be the catalyst for more investment in the city centre. 
In this regard I am delighted that construction has 
already commenced on new hotels, retail and office 
developments. It is a vote of confidence too that 
various international groups are investing significantly 
in the city centre and it is encouraging that many 
of the vacant sites that have blighted our street 
landscape will soon be a distant memory.

Competition from ‘out of town’ locations and on-line 
retail remains intense; and therefore it is critical that 
we create an environment that meets the needs of 
prospective customers including the requirement 
for easy and affordable access, a diverse business 
offer in a streetscape that is welcoming, clean and 
safe, and activity that makes a visit to the city centre 
memorable. We are conscious that footfall increases 
have been uneven and the DublinTown board has 
established the objective of detailing why this is the 
case and how the remaining barriers to growth can 
be addressed. We welcome members’ views as to 
how this can best be achieved and the nature of the 
projects and activities that can best meet your needs 
and those of your customers.  

DUBLINTOWN HAS INTRODUCED 
VARIOUS COST SAVING 
INITIATIVES FOR ITS MEMBERS 
IN RECENT YEARS INCLUDING 
GROUP WASTE DISPOSAL, 
AND INSURANCE SCHEMES. 
WE CONTINUE TO WORK 
ON FURTHER INITIATIVES; I 
ENCOURAGE OUR MEMBERS 
TO INQUIRE FROM OUR 
MANAGEMENT TEAM AS TO  
HOW YOU CAN AVAIL OF THE 
BENEFITS OF THESE SCHEMES. 
In the coming years we will see the future of the city 
truly taking shape. As the Association of Town & City 
Management have noted “city centre management 
started life as operational schemes to improve 
high street retail by cleaning the streets, reducing 
shop theft and enhancing the trading environment. 

Today, many have evolved beyond recognition 
and, under challenging conditions, are helping to 
boost economic sustainability.” We see the role 
of DublinTown as the city’s business improvement 
district in this light. In essence our approach is 
now a twin track of strategic development and 
operational delivery. While we will continue to deliver 
on the operational aspects of our activities such as 
cleaning, graffiti removal, Christmas lights, marketing 
and events, etc. we will also work with key strategic 
partners to develop Dublin as an important European 
destination. 

The priorities that we see for the creation of a 
sustainable city are:

• Effective and affordable Transport

•  A diverse business mix within each of the five 
Dublin Town districts.

•  The development of district identities and 
customer loyalty, together with better connectivity 
within and between city districts.  

•  Enhancing perceptions of the city including 
perceptions of safety and the city environment.  

ALL THE RESEARCH 
CONDUCTED BY DUBLINTOWN 
AS CORROBORATED BY 
RESEARCH UNDERTAKEN 
BY MEMBER BUSINESSES, 
SUGGESTS THAT THE PUBLIC 
WANT A STRONG BALANCE 
OF BUSINESSES WITHIN THEIR 
SHOPPING AND RECREATION 
DISTRICTS. 
Increasingly, they wish to both shop and socialise 
on the one trip. Achieving this will require a greater 
degree of concerted cross sectoral engagement 
and promotion which DublinTown is well placed to 
organise and lead.  

We look forward to working with our members to 
maximise the opportunity we are presented with.
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2015 was the 3rd year of our second 5 year 
term. It was a year of increasing optimism 
amongst the city’s business community as 
both footfall and customer spend improved. 
This certainly gives us something to build upon 
in 2016 and beyond. However, we are very 
conscious that there are significant variations 
to the footfall trend as well as patterns of 
expenditure across the city. It is therefore, 
critical that we develop a focus for the district 
strategies that ensures balanced growth 
across the city.  

To achieve that we have been working with 
committees in each of the 5 districts that make up the 
Business Improvement District. We are considering 
the customer profile in each of the districts and 
considering how footfall and spend can be further 
improved. We are acutely aware that in 2016 a key 
objective will be to ensure that those who wish to 
shop or socialise in the city understand that the city 
is fully accessible despite the extensive Luas Cross 
City works.

2017 will be a renewal year for DublinTown and 
throughout 2016 we will be liaising with members to 
ensure that our next strategic plan fully understands 
and represents your interests. The team are looking 
forward to engaging with our members to develop a 
programme that transforms the city’s performance.  

The organisation’s activities, achievements and 
undertakings are more fully detailed throughout this 
report, however, the issues which have kept us most 
busy during the year have included:

•  Ensuring accessibility and increasing footfall 
despite the ongoing Luas works.

•  Further development of district identities and 
brands including direct engagement with the 
district’s actual and potential customer base.

•  Winning back the empty nester demographic which 
had migrated to the out of town centres

•  Developing marketing events and messages that 
resonate with the public and enhance footfall on 
our streets

•  Informing the city’s decision makers of business 
views and ensuring business opinion is foremost in 
plans being developed for the city, most particularly 
in relation to transport proposals and the Dublin 
Development Plan.

Engagement with our members continues to be 
strong, attendance at district meetings continues 
to grow while the compliance levels with the BID 
contribution continues to improve. Over 95% of 
the contributions available for collection since the 
organisation began operations in 2008 have been met 
and for this we are very grateful.

OUR STRENGTH AS A BUSINESS 
COMMUNITY IS ROOTED IN OUR 
ABILITY TO WORK COLLECTIVELY AND 
THIS IS SOMETHING THAT WE ARE 
KEEN TO PROMOTE. 
The city must be relevant to its customer base and 
as an organisation DublinTown must be relevant to 
its members.

As Ray has noted in his chairman’s address the city 
is at the cross roads of opportunity. Together we can 
really make a vital difference and ensure the future of 
our town. It is up to us to come together to achieve our 
collective ambitions.

Businesses improving our city
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THE CLEAN TEAM        

Our rapid response cleaning service is helping to 
make the environs of the city more attractive.

 LAST YEAR THEY  
RESPONDED TO OVER 11,000 
CLEAN UP REQUESTS
With the most common calls being to clean up after 
rough sleepers, drug paraphernalia, rubbish on the 
streets, and in some cases human and animal waste. 

 •  Approximately 264 metric tonnes of rubbish was 
removed from the streets by the team during 2015

•  They removed 18,720 sharp and potentially 
infected objects from the streets; 4,320 regular 
black bags full of rubbish. They also removed 
commercial bags on request. 

•  Approximately 720kg of broken glass was 
removed in the year.

•  They collected 20-30 wooden pallets left on the 
streets every month.

•  They filled 3 large skips with furniture, mattress, etc. 

Graffiti incidents increased significantly during the 
year. There were 6,146 incidents recorded in 2015, 
which amounted to over 18,000 square meters of 
graffiti being removed. This equates to almost twice 
the size of the football pitch in the Aviva Stadium.

The DublinTown Group Waste Scheme in partnership 
with Thornton’s Recycling Ireland continues to deliver 
an efficient service while also delivering significant 
savings to member businesses. Hundreds of 
businesses have already signed up for the scheme 
which offers a 20% reduction on average to members 
and a reliable twice nightly collection to assist day 
and evening businesses. 

Cleaning up by its nature means that there is nothing 
to see afterwards and little evidence of the work 
undertaken, however, when one steps just outside the 
BID area the difference is clear. Townsend Street lies 
just beyond the BID border. The photographs on the 

opposite page shows how bad a non bid area can get 
and how quickly an area can become unappealing. 
No street within the BID area would be allowed to 
deteriorate to this extent.

HAVE YOUR SAY: 
SUBMISSIONS MADE IN 2015
Dublin’s landscape will change significantly over the 
next 10 years. It is essential that decisions made now 
have a positive impact for both our members and 
their customers. We need to future proof the decision 
making process ensuring that third parties make 
the right decisions for the city. This will remain a key 
priority for us.

We continue to keep our eye on planning, transport, 
crime and other changes being made to the city. Our 
submissions are made after combining the views of 
member businesses and synthesising them into a 
coherent, readable document. 

Submissions made in 2015 include: 

• Dublin City Development Plan 2016-2022

• Transport Study – Executive Study

•  Talbot Street Planning and Transport Analysis and 
Full Talbot Area Plan

• Review of DCC Litter Management Plan

• Greater Dublin Transport submission

•  Fingal/North Dublin Transport submission to the NTA

• Dublin City Development Plan 2016 issues paper

Submissions made on your behalf can be viewed 
in more detail at wearedublintown.ie/promoting-
dublintown/driving-change/ 

LUAS CROSS CITY WORKS
DublinTown welcomes the investment in Luas Cross 
City. We believe that when complete it will represent 
a significant improvement in the city’s transport 
infrastructure. Work on the project continued 
throughout 2015. There has been disruption caused 

OPERATIONS03
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EXAMPLE OF STREETS 
JUST BEYOND THE  
BID AREA. 

AREAS IN 
BID DISTRICT 
CLEANED UP 
BY OUR RAPID 
RESPONSE 
CLEANING 
CREW

by these works, however, it is accepted by all that 
these disruptions do not compare to the disruption 
caused during the construction of the original Luas 
lines. Nor indeed are the disruptions in Dublin in 
any way comparable to the disruptions caused 
during the construction of other tram systems in 
comparable cities such as Edinburgh. A series of 
significant modifications have been secured through 
engagement and co-operation with the contractors, 
National Transport Authority (NTA), the Department 
of Transport, Tourism and Sport and the Minister 
who established a group to consider how the 
impacts of the works could be minimised.

EXAMPLES OF CHANGES TO 
WORK PLANS AGREED INCLUDE:
•  Changes to the timing of water and utility cut offs to 

best meet individual business needs

•   The repositioning of work sites to give access and 
visibility to individual business premises

•  The rescheduling of works on O’Connell Street; 
which would have resulted in 6 weekends of traffic 
closures to intense period of work on Sunday and 
Monday over 2 bank holiday weekends

•  Re-arrangement of work planned for November/
December 2015 on O’Connell Bridge, O’Connell 
Street & Parnell Street to January/February 2016  
to accommodate Christmas trade.

•  Reduction from 10 weeks to 6 weeks for works 
conducted on Talbot Street.

•  In various submissions we have called for  
the upgrading of streets adjacent to the Luas, 
especially for improvements in streets like  
North Earl Street, Sackville Place, and  
Cathal Brugha Street 

   03  |  Operations8Businesses improving our city
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TRAFFIC PROPOSALS
The advent of Luas Cross City will mean that there 
will be less road space available for other forms of 
transport in the city centre. We have to figure out a 
way that allows appropriate movements within the city 
while also ensuring that we minimise the possibility of 
congestion. Initial plans were published by the NTA 
and Dublin City Council (DCC) in July 2015. These 
gave rise to some serious concerns amongst the 
business community.  In particular businesses wanted 
clarity as to how access to car parks and hotels would 
be maintained under the proposed arrangements. 
We have engaged with the NTA and DCC in relation 
to proposed traffic changes and have achieved 
considerable compromise and change to the original 
proposals. These include:

•  The abandonment of the idea to turn the 
south quays into a bus only route.  

•   The removal of the proposed northern quays bus 
gate to a point beyond the retail/hospitality centre 
of the city, this will allow for access to public car 
parks in the city’s northern commercial centre.

•  The dual running of buses and taxis on the Luas 
line around Trinity College allowing for access by 
taxi to the city’s south side hotels and allowing for 
more buses to come through the heart of the city’s 
commercial district.  

•  Reversal of traffic movements on Church Lane 
ensuring better access to the city’s south side
car parks.

•  Access to the car parks within the city’s retail 
core has thus been maintained albeit with changes 
in the necessary route alignments.

There are many divergent views on how the transport 
plans for the city should progress and in the final plans 
it is essential that we make sure that our member 
business remain accessible for all their customers. 

THE FACT THAT WE HAVE 
BEEN ABLE TO MAINTAIN 
VITAL ACCESS FOR THE 
CAR PARKS AND HOTELS 
IS A VERY SIGNIFICANT 
ACHIEVEMENT FOR THE 
BUSINESS COMMUNITY. 

This could only have been achieved by working in 
co-operation with the National Transport Authority 
and Dublin City Council. Our arguments prevailed 
because we were in a position to provide reliable 
economic data and present it in a clear and coherent 
fashion. This helped win important allies to the 
business cause.

Businesses improving our city 10
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MARKETING04
CUSTOMER FOCUS: 
MARKETING FOR NEW AND 
EXISTING CONSUMERS 
DublinTown as a brand is building momentum with 
both member businesses and more importantly 
our customer base. The website and related social 
media continued to promote the city’s offering and 
our members’ individual businesses together with a 
much viewed what’s on guide.

Given the resources available to us, we need to 
be clever in order to get the city message heard 
over the sheer volume of advertising created by 
shopping centres such as Dundrum and Kildare 
Village. These venues have the benefit of significant 
marketing budgets so our messaging has to be 
clear and succinct.

Our strategy has been to run events which both 
promote our members’ businesses and also allow 
us to create media content that further promotes 
the city. Examples of this at work are the Dublin 
Fashion Festival; Dine in Dublin and Dublin at 
Christmas. In 2015, we managed to create media 
coverage worth almost €5.6m through these 
avenues. We have augmented these activities with 
media campaigns such as Summer in Dublin and 
general marketing such as Christmas advertising.  
We have also produced specific marketing 
campaigns with district budgets and this is 
something that we intend building upon in 2016.

In October 2015, DublinTown.ie was awarded Best 
Web Only Publication at the 2015 Web Awards 
in Dublin’s RDS. Google recognise DublinTown.
ie as a model of best practice as a mobile 
enabled website, while Twitter have also identified 
DublinTown as a best in class user of their social 
media platform as a marketing mechanism. 

In addition to DublinTown’s own events we also 
supported other city events that assisted us in 
reaching our wider target audiences. Events 
supported in 2015 included: 

• BRAM STOKER FESTIVAL 

• DUBLIN FILM FESTIVAL 

•  FAMILY DAY ORGANISED  
 BY ONE FAMILY

• I BELIEVE IN CHRISTMAS 

• NEW YEAR’S FESTIVAL 

• POLSKA – EIRE 

• ROCK N ROLL MARATHON

• RTE’S ROAD TO THE RISING

• TIGER FRINGE FESTIVAL 

 
The success of our social media promotion can be 
seen in the growth in the number of followers and 
interactions that we are having online.  We continue 
to maintain our two main communication channels, 
DublinTown.ie which is dedicated to the consumer 
and Wearedublintown.ie which is our channel 
dedicated to engaging with our members.  

Our dedicated YouTube channel, DublinTown.ie, 
features top-class videos that showcase the best 
of the city. As vlogging becomes more popular our 
videos are tapping into a new wave of marketing.  

We have been working with the local district 
groups to promote their specific offerings through 
the Local Area Budgets. This work is a logical 
extension of the district brands which we have 
created along with local businesses. We began a 
major reconsideration of the Henry Street District 
brand in 2015 and will launch a new Henry Street 
brand in 2016 after corroborating the brand and 
messaging through consumer research.  

11

AnnualReport_2016_PRINT.indd   12 26/07/2016   19:54



   04  |  MarketingBusinesses improving our city 12

IN 2015, WE MANAGED TO CREATE 
MEDIA COVERAGE WORTH 
ALMOST €5.6M THROUGH  

THESE AVENUES. 

Businesses improving our city

AnnualReport_2016_PRINT.indd   13 26/07/2016   19:54



REACHING THE  
TARGET MARKET
As a city, we continue to score best with the 18-35 
age group. By a large margin this demographic 
group prefers to spend its time and money in the 
city rather than in the suburbs. In 2012, the Your 
City Your Voice survey noted we were falling well 
behind with the over 55’s (empty nester grouping).  
However, more recent surveys indicate that we 
are starting to win back market share with this 
category, echoing feedback from our members. We 
will continue to work with age friendly groups and 
will continue to specifically promote the city to this 
important demographic. We are confident that we 
will continue to make progress with them.

The city is currently not the preferred destination 
of the family market. We are responding to this 
challenge by introducing more family oriented 
events and addressing barriers such as perceptions 
of public safety. Events aimed at families in 2015 
included: Summer in Dublin which included free 
family activities on Henry Street for ten weekends 
during the summer. The activities ranged from 
colouring and crafts to playing with giant games 
on our fake-grass surfaces and the hurly burly 
of the ever popular gyroscope. The Christmas 
Roadshow included free, on-street family activity 
every Saturday from 22nd of November through the 
20th of December. We alternated the location of 
the Roadshows between Henry Street and Grafton 
Street. The activities included giant games, balloons, 
and the family photo opportunity in a giant snow 
globe. In addition we supported the One Family event 
on Wolfe Tone Square in May 2015, which attracted 
thousands of families to the city’s north side venue.

District branding throughout the city continues to 
build momentum as the districts further develop 
their unique personality and customer base. 

THE FIVE DISTRICTS THAT MAKE UP 
DUBLINTOWN ARE: 
• DAME DISTRICT
• GRAFTON QUARTER
• HENRY AREA DISTRICT 
• TALBOT AREA DISTRICT
• THE CREATIVE  
 QUARTER 

District groups/committees are becoming 
increasingly important in the DublinTown decision 
making process. In addition to developing and 

promoting district brands we have begun the rollout 
of district specific promotional campaigns such 
as those for Grafton Street and Henry Street. The 
purpose of this is to support the developing district 
identities and re-acquaint the public with the strong 
offering to be found in each of the districts. 2016 will 
see the promotion of the Creative Quarter District 
brand with a strong marketing effort to reinforce its 
position as Dublin’s premier cutting edge destination 
and a programme to remind Dubliners of the Talbot 
Street District offering.

EVENING ECONOMY
The Purple Flag is an accreditation scheme that 
honours excellence in the appeal and management of a 
town or city centre between the hours of 5pm and 5am. 
In recognition of its excellence in the management of its 
night time economy the first Purple Flag accreditation 
in the Republic of Ireland was given to the Creative 
Quarter and Dame District in 2013. The accreditation 
was renewed in 2015 following an independent 
reassessment.  

We are currently working on an application for Purple 
Flag accreditation on the north side of the city. The 
application will focus on the Henry Street District, 
spanning Parnell Street to the Quays and from 
O’Connell Street West to Capel Street. An accreditation 
like this will assist us in finally dispelling the myth that 
the city’s north side is unsafe.  

Our analysis of city trends shows a definite and 
increasing movement towards evening time activity and 
use. The graph opposite compares footfall on Henry 
Street, which is a traditional retail street, with South 
William Street, which 5 years ago was a secondary 
retail street but which is now evolving as a mixed use 
street with both independent traders and a quality 
restaurant/café offering.

From this graph it is clear that Henry Street shows a 
pattern of activity during the day but is abandoned 
between 5 and 6 pm each evening.  Whereas South 
William Street has a more level and sustained pattern 
of use.

Later opening hours is a concept many cities are 
looking to as it feeds into new shopping and socialising 
trends. This is something that needs to be considered 
by Dublin retailers, and something DublinTown is willing 
to co-ordinate. 

We know that more and more people wish to shop 
and socialise in one trip and that internationally 
people are tending to stay in their cities after office 
hours. In research conducted by Millward Browne 
on behalf of DublinTown we found that 65% of 
people working in Dublin 1 and 2 would stay in the 
city after hours if the shops stayed open. We also 

Businesses improving our city 13    04  |  Marketing
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OUR ANALYSIS 
OF CITY TRENDS 
SHOWS A DEFINITE 
AND INCREASING 
MOVEMENT TOWARDS 
EVENING TIME 
ACTIVITY AND USE.
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know from other research conducted on behalf of 
the company that young people increasingly tend 
to shop where they know their friends socialise and 
that they are hoping that their shopping trip may 
turn into an impromptu night out. 

In recognition of the importance of a strong 
hospitality sector for the wider city economy and also 
recognising the requirement for the development of a 
high level of skills in this area, the organisation agreed 
to become a patron of the Irish Hospitality Institute.
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ONLINE SHOPPING
Online shopping is here to stay and will become 
an increasingly important avenue to market. There 
is a general consensus that while online shopping 
will remain a significant feature of the retail 
environment, it will not entirely displace shopping 
in traditional outlets. However, all of the relevant 
research and studies point to the need for all retail 
businesses to develop online strategies and to 
become multi-channel operations. In recognition 
of this DublinTown has organised workshops and 
training to assist our members in understanding 
the opportunities presented through online retail 
and also to better equip them to maximise those 
opportunities.

UNIQUE TO DUBLIN 
Customers wish to access large 

brand names and also the 
indigenous family and owner 
managed stores. In 2010 we 
developed the Unique to 
Dublin identity to promote 
businesses that can only be 

found in Dublin city centre. 
We wish to further highlight 

their unique contribution to the 
city and encourage customers to their doors. In 
2016 we will revive the promotion and will embed 
it into the wider DublinTown.ie communication 
channels. 

MARKETING HIGHLIGHTS
The annual Dine in Dublin 

festival has increased in 
popularity with more 
restaurants taking part 
in the week long dining 
promotion. 

35 restaurants participated 
in the Dine in Dublin vouchers 

scheme which has proven 
immensely popular with the public. Through the 
scheme a voucher sold online by DublinTown 
can be redeemed in any of the participating 
restaurants. During the Christmas seasons of  
2014 and 2015 over €16,000 worth of vouchers 
were sold.

Dublin Fashion Festival has 
also grown in popularity 
with both retailers and the 
general public. Increased 
sponsorship opportunities 
have allowed us to develop 

and grow the range of 
activities undertaken during 

the promotion adding to the 
fun, excitement and sales potential of the 
event. The event is now a week long celebration of 
fashion in the city.

The festival’s media value worth in 2015 was an 
estimated €4.6m, almost treble that generated in 
previous years. Coverage included 6 pieces on 
TV3’s Xpose, 3 pieces on Ireland AM and one on 
UTV Ireland. There was also 222 clippings over 
a four month campaign including national print, 
online and trade. This was augmented by radio 
and local media coverage.  

The ROI (Return On Investment) for DFF based 
on PR spend and media value was 126:1, and 
coverage increased over 300% year on year from 
2014 to 2015

There were more than 40  events in 2015 with 19 
being directly run by the DublinTown team. New 
events included the Luas Glam Tram and the 
Fashion Picnic. 

Footfall on the Saturday of the festival was up 
12% over the monthly trend with some retailers 
reporting double digit sales increases.

With the success of the festival growing every 
year, we will look at new ways to develop the 
event including a fashion sales voucher similar to 
the successful Dining voucher.  

DublinTown erected Christmas 
lights on a total of 30 
individual streets in 2015. 
This included new lights 
on streets including new 
lights on South Anne 

Street, Drury Street, Dame 
Court, Liffey Street Lower 

and South William Street. The 
campaign which included the set 

piece Christmas Lights turn on events on Henry, 
Grafton and O’ Connell Streets also had  
co-ordinated radio and press advertising.
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MEDIA PARTNERS 
DublinTown needs to be clever in the use of our 
budgets. The hosting of events and activities allows 
us to engage with the media whose coverage in 
turn creates content that showcases the city in a 

positive light. In 2015 we worked directly with a 
number of media partners where we created and 
shared content and secured invaluable coverage for 
events and promotions in the city. Partners engaged 
included Dublin City FM, 98FM, Evoke.ie (Daily 
Mail), Evening Herald, TV3’s Xpose amongst others.

DUBLIN FASHION FESTIVAL

DINE IN DUBLIN FESTIVAL

DUBLIN AT CHRISTMAS FESTIVAL

WOLFE TONE FESTIVAL

DUBLIN FASHION FESTIVAL

Businesses improving our city 18
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DUBLINTOWN
IN FIGURES05

DUBLIN CITY IS CONTINUING 
TO CLIMB THE RANKS AS A 
POPULAR PLACE TO VISIT FOR 
BOTH RESIDENTS AND VISITORS. 

While we all accept that there is much to still achieve, 
there can be no doubt that we are now heading in the 
right direction. According to an independent survey 
carried out by Red C, on behalf of DublinTown, 45% 
of Dublin area residents sampled said the city centre 
experience has improved over the last five years whereas 
31% would disagree. Over the next 3 years we want to 
see this improve to a 2 to 1 majority and believe that 
with the investments that are coming on stream, with 
sustained improvements in perceptions of public safety 
and economic regeneration, this is a realistic target. 
More people are making their way to the city as footfall 
figures for 2015 demonstrate.
 

DURING THE YEAR WE SAW A 
2.1% OR 2 MILLION INCREASE 
ON THE PREVIOUS YEAR. 

 VACANCY RATES 
which were over 15% in 2010 
are now heading towards 9%

The perception of public safety within the town has 
seen a significant improvement in comparison to 
results from the Dublin City Council 2012 survey.

Businesses improving our city

2014 2015

FOOTFALL GRAPH

LAST YEAR GARDAÍ RESPONDED TO 3,500 
INDIVIDUAL INCIDENTS REPORTED BY 
DUBLINTOWN. THESE RANGE FROM BEGGING, 
ON-STREET DRUG USE OR DEALING, STREET 
DRINKING, ROUGH SLEEPERS AS WELL AS 
ILLEGAL CASUAL TRADERS.

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

01 633 4680
info@dublintown.ie

3,500
INCIDENTS REPORTED TO THE 
GARDA AND RECEIVED RESPONSE

YOUR CITY YOUR VOICE. 
IN 2012, 74% OF THOSE SURVEYED FELT THE CITY WAS SAFE 
DURING THE DAY AND 35% SAID IT WAS SAFE BY NIGHT.

   83% DAY  
   37% NIGHT

While there is clearly still more to achieve in this 
area we are beginning to see progress for the first 
time, especially with day time shoppers. Through 
the Purple Flag process we hope to see similar 
improvements after dark on both sides of the river. 

THIS AVERAGE 
HAS NOW 
SHIFTED

REPORTABLE INCIDENTS AVERAGE 
10 A DAY, SEVEN DAYS A WEEK. 

G A
 R 

D A
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Corporate 
www.wearedublintown.ie

Consumer 
www.dublintown.ie 

300,000

Businesses improving our city

STREET
INTERACTIONS

DUBLINTOWN.ie continues to highlight the city’s vibrant offering through its shop, do and dine section. It promotes member 
businesses together with the vast array of events taking place in the city. This website, which is mobile enabled, is our key vehicle 
for speaking to the customer and is augmented by individual event websites such as DineinDublin.ie, Dff.ie, DublinatChristmas.ie 
and Wearedublintown.ie. Together these sites had a total of 812,548 sessions in 2015 - an increase of 32%. In 2015, a new addition 
to the DublinTown network was launched. Rainbowmile.ie is a new website that lists all things LGBT in Dublin. 

In this digital age, social media has become the first port of call for many customers and DublinTown has branched out to 
reach target audiences with individual social media accounts. In total, DublinTown social media platforms have 152,326 
followers representing an increase of 46% over the course of the year. Individual website and social media platforms include: 

THE STREET AMBASSADORS WORKED HARD 
LAST YEAR PROMOTING DUBLIN. THEY 
HAD SOME 300,000 INTERACTIONS WITH 
VISITORS AND LOCALS. 

100,000 
WERE HANDED OUT 

162,000 

DIRECT BUSINESS RECOMMENDATIONS 
WERE MADE. THIS REPRESENTS A YEAR 
ON YEAR INCREASE OF 35%. POPULAR 
RECOMMENDATIONS INCLUDED: DINING 
OPTIONS, SHOPPING RECOMMENDATIONS, 
PUBLIC TRANSPORT, TOURIST AND 
CULTURAL ATTRACTIONS.

RECOMMENDATIONS

MAPS 110,000 VISITORS 
ON-BOARD

 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.

OUR AMBASSADOR CREW, WHO ARE 
THE ONLY INFORMATION PROVIDERS 
ALLOWED ON BOARD, GREETED 
PASSENGERS AND ASSISTED 
THEM WITH DIRECTIONS AND 
RECOMMENDATIONS.

95 CRUISE SHIPS DOCKED 
IN DUBLIN PORT 2015

€5m

OUR EVENTS CREATED OVER €5M IN 
POSITIVE PUBLICITY THROUGH TV, RADIO 
AND PRINT COVERAGE FOR THE CITY. 

WORTH OF POSITIVE 
CITY CENTRE PUBLICITY

AS IN PREVIOUS YEARS THERE WAS 
AT LEAST ONE MAJOR FESTIVAL 
OR MARKETING PROMOTION 
ORGANISED OR SUPPORTED 
BY DUBLINTOWN ALMOST 
EVERY MONTH 
LAST YEAR. 

812,548

83,775

55,824

12,727

WEBSITES VISITS

FACEBOOK FOLLOWERS

TWITTER FOLLOWERS

INSTAGRAM FOLLOWERS

SOCIAL MEDIA FIGURES 
YEAR ENDING 2015

383,333

125,441

3,323

236,900

46,405

17,146

25,142

24,523

56

17,840

11,358

2,532

2,324
35,000

6,843

50

7,982

4,171

1,778
5,509

1,279 5,939

WE ARE DUBLINTOWN
SOCIAL MEDIA FIGURES

DUBLIN AT CHRISTMAS
SOCIAL MEDIA FIGURES

RAINBOW MILE
SOCIAL MEDIA FIGURES

THE LATEST ADDITION 
UNDER THE DUBLINTOWN 
BRAND UMBRELLA 
WHICH IS GAINING 
FOLLOWERS DAILY.

DINE IN DUBLIN
SOCIAL MEDIA FIGURES

DUBLIN AT CHRISTMAS
SOCIAL MEDIA FIGURES

CREATIVE QUARTER
SOCIAL MEDIA FIGURES

DUBLIN FASHION FESTIVAL
SOCIAL MEDIA FIGURES

DublinTown
1st Floor
43-45 Middle Abbey St, 
Dublin 1.
+353 (01) 633 4680
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   06  |  Driving Change

DRIVING
CHANGE06

Businesses improving our city

The city is a shared space. This means that we have 
to find ways of maximising the use of the city allowing 
for the maximum number of users to get the most 
from it. In reality this means that there is likely to be 
compromises so that all users of the city are respected 
and respect each other. In our view this means that 
while demonstrators, for example, are encouraged 
to express their views we must all consider the rights 
of other citizens to also enjoy their city at the same 
time. Similarly, while we welcome busking and live 
entertainment in the city, we believe that it is simply 
not fair that loud amplification prevents others from 
enjoying the city fully. Indeed, in too many cases 
it means our members simply find it impossible 
to conduct their business as they can’t hear their 
customers speak or find that meetings have to be 
stopped due to the excessive noise outside.

We believe that we need to establish ground rules that 
provide the framework for the maximum enjoyment 
of the city by as many people as possible in a spirit 
of mutual respect. In order to achieve this we need to 
influence others and gain support for our views. We 
will all gain a lot more through agreement than conflict.

TRAVEL AND ACCESS
A key consideration for the development of the city 
is transport, access and permeability within the city.  
It is accepted that the city is going to change and 
develop and there will be more demands made of 
the space available to us. The 21st century will be 
very different to the 20th and transport is likely to 
be one of those elements that changes most.  It is 
accepted that there is more demand for road space 
than there is availability and therefore, we will have to 
be clever in how we maximise the resource available 
to us. Hence our view that we need to invest in 
underground options, most specifically Metro North 
and DART Underground. We firmly believe that the 
vision set out by the National Transport Authority 
in 2015, will fundamentally transform access to the 
city for the better, however, the timescale for delivery 
is simply too long. We cannot wait until 2035 for 
infrastructure that was required before 1995.  The 
key infrastructural deficits must be addressed now 
with projects being undertaken simultaneously. In 

addition to the bus services required for the city we 
must also accommodate car access to the city’s car 
parks and hotels. These are essential requirements 
for many within the business community.  How we 
approach transport and permeability will determine 
the economic success or otherwise of the city in the 
coming decades.

The most popular mode of transport to travel into the 
Dublin City Centre is the bus followed by the car. The 
Luas is the third most popular mode of transport used. 
However, with current and anticipated investments 
in Luas and other rail options we can expect the 
proportion choosing to travel through these modes to 
increase significantly.  

The balance to be drawn between competing 
needs and visions is complex and there are 
strong arguments being made by all sides. 
DublinTown’s position has been made clear in our 
submissions which can be viewed on our website 
wearedublintown.ie  We are advocates for 
significant investment in public transport but we need 
to ensure appropriate access is maintained to the 
city’s car parks and hotels for private vehicles.

CYCLING
Cycling is becoming more popular within the city 
with residents and workers taking to two wheeled 
transport. Dublin City Council’s successful Coca-Cola 
Zero dublinbikes scheme has helped to increase the 
number of cyclists in town, reaching out to those 
who want to get around the city in a quick and more 
eco-friendly way. For this mode of transport to be 
considered by those not already utilising it, issues 
such as cycle routes, parking and security need to be 
addressed. 

In 2015, Dublin City Council sought feedback on its 
plans to provide an off-road cycle route along the 
River Liffey. In a detailed submission made to the 
council during this public consultation we outlined our 
preferred option to be extending the boardwalk. We 
continue to monitor the progress of this plan as we feel 
the city is in need of safer and more segregated cycle 
routes. However, we are equally clear that access 
needs to be maintained for bus passengers and those 
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   06  |  Driving ChangeBusinesses improving our city

who wish to park their cars in the city’s car parks.

Cycling will continue to increase as a preferred form 
of transport; businesses, particularly retailers will have 
to react to these changes and consider how best to 
maximise the spend of these potential customers while 
recognising the practical, logistical difficulties that this 
mode of transport brings. There would appear to be 
an argument for considering additional shop and drop 
and delivery services to accommodate the needs of 
people who chose to cycle and walk to the city centre. 

HIGHER DENSITY
With the economy returning to growth we are seeing 
additional demand for both office and residential 
space. There hasn’t been significant building in the 
past number of years and the increase in demand is 
therefore resulting in increased rents being quoted. 
International trends strongly suggest that many more 
people will chose to live in the city centre, while we 
also anticipate significant increases in the demand for 
office space. Therefore, it is our view that the city will 
have to see higher density close to the city centre to 
accommodate the anticipated office and residential 
demands. As the city’s population heads towards 2 
million people, these demands can be expected to 
become more acute. Now is the time to prepare for 
this expected eventuality.

DISTRICT BRANDING 
On the establishment of the Business Improvements 
District, it soon became apparent that there wasn’t one 

‘Town’. There are in fact distinct districts within the city 
which operate somewhat independently of each other.  
As the organisation and our work has progressed the 
districts have evolved as has our understanding of 
their different profiles and customer basis. This has 
culminated in the development of separate brands 
and marketing messages based on the strengths and 
offering in each of the districts.

The Creative Quarter and Dame Districts were the 
first to develop their own individual identity as can be 
seen below.   

We are currently working with district groups on the 
north side of the city to re-imagine the North Lott’s and 
the Monto areas while we also see enormous potential 
to rejuvenate Moore St and its surrounds.

At a strategic level we are working directly with 
businesses to improve trade within their own districts.  
This includes a major branding and marketing exercise 
in the Henry Street District; improving the environment 
and perceptions of safety in the Dame District; 
proposing improvements to access and movement 
in the Talbot Street District; marketing of the Grafton 
Street area and brand re-enforcement in the Creative 
Quarter.  Each of these projects will form a major part 
of our work throughout 2016.

We are always interested in hearing new voices 
and the regular district meetings provide us with an 
excellent opportunity to engage with our members; to 
let them know what is happening in the city and what 
we are doing on their behalf but more importantly for 
the DublinTown team to listen to members hopes, 
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   07  |  Environment

CREATING A  
WELCOMING ENVIRONMENT: 
A SAFER CITY
DublinTown is in regular contact with Gardai and 
Dublin City Council working on ways to improve 
the city and change any negative perceptions 
people may have of it. We will continue to work in 
conjunction with relevant stakeholders to ensure 
this city’s environment is welcoming to all who visit, 
live and work here. 

Speaking on the partnership with DublinTown and 
the business community, Chief Superintendent Pat 
Leahy of Store Street Garda Station said:

“IT IS GENERALLY ACCEPTED 
BY ALL STAKEHOLDERS THAT 
THE NORTH CITY CENTRE 
HAS SEEN SIGNIFICANT 
PROGRESS IN RECENT 
YEARS AND THE EXPERIENCE 
FOR CUSTOMERS AND 
VISITORS HAS BEEN  
GREATLY IMPROVED”

In assessing the needs of the area and matching 
with the Garda resources available, we developed 
and deployed a customer-oriented community 
policing approach, supported by operation ‘Spire’, 
which relies on ownership of defined areas by 
individual community policing members and regular 

accountability reviews based on improvements 
achieved. Through this process individual Gardaí 
are empowered within the areas assigned to them. 
We want and expect the members to know the 
businesses within that area and to have a firm 
handle on the issues pertaining to it. This allows us 
to more appropriately direct resources and issue 
specific responses.  

The gains achieved through this process would not 
have been possible without the enthusiastic support 
of the business community. An Garda Síochána 
values this partnership approach with the business 
community and the close working relationship that 
we have developed with DublinTown. It is through 
this partnership approach that we can sustain the 
improvements that we have all experienced. The 
Garda commitment is to maintain this progress. We 
will maintain Operation Spire and our dedicated 
community policing team to work with you (the 
business community) in dealing with issues as  
they arise.”

“The 2016 celebrations have shown how the city 
can host the largest of large scale events and 
welcome hundreds of thousands of people onto our 
streets where they can enjoy a welcome safe and 
vibrant city.”

DublinTown has worked in conjunction with 
Dublin City Council and local Gardaí on an area 
enhancement plan for Dame District. This work 
includes erecting CCTV in the area and developing 
plans to pedestrianise parts of the area after 7pm 
by removing traffic in the area. 

Meanwhile, Gardaí, Dublin City Council and 
Failte Ireland are working with DublinTown to 
try and deliver Purple Flag status for an area 
of the northside. This will help to further dispel 
perceptions that the area is unsafe at night. 

Businesses improving our city 23
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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

08 DUBLINTOWN 
ZONES
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DUBLINTOWN 
FOCUSES HEAVILY  
ON ATTRACTING 
FAMILIES TO  
ENJOY THE CITY 
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 PROFIT AND LOSS  BALANCE SHEET

FINANCE09

   08  |  Finance

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

DUBLIN CITY CENTRE BID COMPANY LIMITED (TRADING AS 
WE ARE DUBLINTOWN) SUMMARY ACCOUNTS FOR THE YEAR 
ENDED DECEMBER 31, 2015.

Income

BID Levy 2,745,228 

Other Income 408,332 

Total Income 3,153,560 

Expenses

Cleaning & Maintenance, Landscaping 408,093 

Marketing & Promotion 1,064,813 

Visitor Assistance and Hospitality 372,835 

Research, Technology & Policies 88,940 

Capital Projects and Improvements 387,706 

Community Gain 463 

Income Collection 80,084 

District Budget 250,000 

Administration 414,439 

Total Expenses 3,067,374 

Depreciation 48,277 

Net Surplus/(Deficit) Before Taxation 37,909 

Corporation Tax 59

Net Surplus/(Deficit) After Taxation 37,850 

Fixed and Tangible Assets 37,782

Current Assets 917,662

Current Libailities 731,346

Net current assets/(liabilities) 186,316

Net Assets 224,098 

Revenue Reserves 224,098
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   10  |  DublinTown Team

DUBLINTOWN BOARD MEMBERS 
Ray Hernan Chairman 
Noel Flynn  Treasurer (FFA Chartered Accountants)
Ross McMahon  Company Secretary (David McMahon Solicitors)

Paul Barry McDonalds Restaurant
Philip Bergin Penneys
Alan Campbell The Bankers
Col Campbell Bewleys
Ciaran Cuffe Dublin City Council 
Greg Devitt Stephens Green Centre
Mannix Flynn Dublin City Council
Rose Kenny Dublin City Council 
Lorcan Lynch The Flowing Tide
Derek McDonnell Jervis Shopping Centre
Lorcan O’Connor Carrolls Irish Gifts
Vincent O’Gorman The Westbury Hotel
Stephen Sealey Brown Thomas
Ciaran Tuite Ilac Centre
Clare Tynan Le Bon Crubeen

Jack Nolan Assistant Commissioner with Responsibility for Dublin   
 is an observer on the board.

THE AMBASSADOR TEAM

DUBLINTOWN 
TEAM10
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DUBLINTOWN STAFF

Businesses improving our city

Richard Guiney  
CEO

Cathy O’Donnell  
Office Manager 

Clyde Carroll  
Director of Marketing
and Communications  

Gerard Farrell  
Director of Operations  

Anne-Marie Butler
Corporate 
Development  
Director 

Justin Keys 
Finance Manager 
 

Eileen Sheridan
Accounts  
Administrator 

Jess Glynn
Digital Marketing 
Manager

Rachel McCahey   
Member Liaison 

Dave Denham 
Member Liasion

Fran Crowther   
Member Liasion

Vincent Kearns  
Ambassador 
Supervisor 

Lauren O’Hanlon   
Marketing and 
Communications 
Executive

Lisa Nolan 
Marketing and 
Communications 
Executive 
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DublinTown
1st Floor
43-45 Middle Abbey St, 
Dublin 1.
+353 (01) 633 4680

Corporate 
www.wearedublintown.ie

Consumer 
www.dublintown.ie 

AnnualReport_2016_PRINT.indd   32 26/07/2016   19:55


