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Chairman’s Address

For too long the city has suffered from
a lack of cohesion. While parties have
shared objectives, we have found that far
too often there has been a lack of shared
vision as to how achieve those goals.

Ray Hernan | Chairman Dublin City BID

I was honoured to be asked by the board of the Dublin
City BID Company to take on the role of chair. This is
an important time for the city, its business community
and the organisation. We are starting to see some
encouraging signs in the wider economy but as
businesses we are acutely aware that considerable
challenges are still to be faced. Consumer confidence
remains fragile and the customer experience offered by
the city needs to be strengthened significantly before
we can begin to feel secure. The first signs of recovery
have prompted very interesting debates regarding the
future of our city. These are debates that we are eager
to join; indeed after six years of operations we believe
we have a lot to contribute to them. The down turn has
also precipitated a discussion as to how the city does
its business, and in particular, how the various actors
within the city should be best co-operate and engage
with each other.
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The city centre has a daily footfall of
328,000, made up of ordinary men and
women visiting and sharing the city.
The city’s business community relies
on maintaining this vibrancy so we
have a vested interest in strengthening
the sense of shared ownership of our
streets. Our continued performance will
be determined by how well we serve the
citizens of Dublin and how comfortable
and welcome they feel on our streets
and this can best be achieved through
mutual co-operation.
The Grow Dublin Task Force (GDTF)
offers a potential model for how Dublin’s
various stakeholders can be brought
together. The Grow Dublin Task Force
met during 2013 to consider how we
can grow tourist numbers to Dublin
significantly over the coming years.
Dublin City BID was an energetic
contributor to this process and will
play a full part in realising the project’s
ambition. More latterly, Dublin’s
business groups have spoken in unison
about the need for Dublin to have a
directly elected mayor with executive
authority. We see the creation of the
post of directly elected mayor as both
essential and inevitable if Dublin is to
have realistic ambitions to compete as a
global city in the 21st century. It seems
timely for us to have an informed public
debate on the matter and indeed, on
the type of Dublin that we wish to see
develop in the 21st century.
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We all must accept that the world is
changing fast around us. Dublin is
number 77 in a list of 78 global cities in
the world. With China, India, Mexico
and Brazil all continuing to grow at
lightning speed, we need to adapt and
develop here. Advances in technology
and changing patterns of energy usage
will define how people engage with
the city in the coming years. Retailers
and businesses are acutely aware of the
changes in the competitive landscape
with many customers avoiding trips to
shops, and instead scouring the web for
products across the globe. We already
have the challenge of competing with
suburban and out-of-town shopping
malls. While individual businesses will
design strategies to counter these
threats, I am strongly of the view
that we also need to take collective
action to promote our BID’s area more
aggressively; outlining the breadth of
offering that is available in our shops,
restaurants, bars, hotels, and other
outlets. However, to be successful we
also know that the environment outside
our shops also has to meet customer
expectations if we are to persuade them
to visit and do business in our area.
If either our own shops or the streets
that they are on do not meet customer
requirements we will simply lose trade.
How we collectively reach out to the
21st century customer is critical. In
considering this BIDs need to be aligned
with your views and be relevant, this
will only be successfully achieved if
dialogue and feedback is maintained.
How will people live in the coming
years; indeed where will they live;
how will they shop and how will they
socialise; how will they communicate;
what will their work life balance be;
what industries will they work in and
what will that work place look like;
what modes of transport will they use
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and what energy will they use? The
answers to each of these questions will
determine what type of city we need
to develop to stay relevant. We cannot
stand idly by; we have to embrace it.
The internet which accounted for a
fraction of total sales only 10 years ago
will account for 35% of non-food retail
by 2020, a mere six years away. Thus if
total consumer spend returned to 2006
levels, there would still be less sold out
of bricks than there is today. How many
of us could survive in such a scenario?
We cannot stand still, we need to adapt
as businesses and we need to adapt as
a city.

So, what can we do to
create a city in which we
can prosper and secure
the employment of our
staff? There are some
things that are within our
own direct control while
there are others that
require collaboration.
There is no doubt that we, as
businesses, all need to work more
closely together to promote our
individual districts. We know that
Dublin city is not one homogenous
centre. The five districts that form
the Dublin City BID area operate and
perform independently of each other
and trading results are by no means
uniform. Therefore, the Dublin City BID
board decided in November to create
localised area marketing budgets, to
enable businesses within each of the
districts to create their own brand
identity and to promote their unique
offering. As time goes by we anticipate
that these local districts will strengthen.

In the upgraded design of Dublintown.ie
we have allocated separate sections
for each of the five districts. We need
closer co-operation between the
retail, hospitality and leisure offerings
within each of the districts. Within
some districts we need to consider
the business balance and this will
involve working with letting agents in
identifying the type of businesses which
will best fit into the district. We also
need primary and side streets to work in
unison. This is something that shopping
centres manage to achieve, and in order
to compete we must do the same. We
need to co-ordinate our messages and
create a sense of cohesion in the minds
of the customer. I am urging you as
business owners to engage with us in
devising a cohesive plan to promote the
respective districts that your business
is in.
There are 235,000 people who come to
Dublin 1 and 2 each day to earn their
living. For example, 60,000 well paid
people work 3 luas stops away from
Henry Street in the IFSC. We need to
consider how we can appeal to them to
stay that bit longer in the city and enjoy
it more fully. It is easier to reach out
to customers while they are in the city
than trying to encourage them back on
their days off. This will mean having to
co-ordinate opening hours and having
greater liaison between retailers, cafes,
restaurants, bars and entertainment
houses within each of the districts.
However, there are issues which lie
outside of our direct control and this is
where we need to engage with others
including Dublin City Council and
National Government. Within the city,
there are unattractive junctions; poorly
paved streets; confusing traffic and
pedestrian flows and back lanes that
are currently undermining the city but

Dublin City BID Annual Report 2013

which could be used for constructive
purposes. The partnership approach
taken with the Council in relation to
the Grafton Street upgrade has worked
very well and there is scope for
developing similar approaches in
other parts of the city.
When it comes to encouraging
people to stay in the city after hours
we all know that we face the issue of
perceptions of public safety. People
do not feel safe in Dublin city. Indeed,
only 35% of people i.e. one in three say
that they feel safe here at night. We can
quote all the crime statistics that we
want but, that will not change public
perceptions until the public feel safe
here. The Criminal Justice (Public Order)
Act, 2011 which was introduced to deal
with begging has failed. There are now
20% more beggars on the streets than
there was before this legislation was
introduced. We need persistent begging
to be made an offence and for the
sections dealing with organised begging
to be made workable. The DPP has not
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progressed a single case against persons
the Gardaí believe to be directing
organised begging. In New York, dealing
with perceptions of public safety was
seen as the single greatest economic
priority on the basis that if people feel
safe, the city will attract and keep bright
people, which in turn will attract new
industries, creating more wealth. It
worked in New York and can work here
if there is the will to achieve it.
You are all aware that work on
the Luas Cross City works has
commenced. The Luas development
is a positive development for the
city centre; however after 6 years
of austerity and an extremely
challenging trading environment
it is imperative that disruption is
kept to a minimum and that serious
consideration is taken of the views
and concerns of the city centre
business community. Ensuring that
your voice is heard on this matter
must be a key priority of the BID’s
Board and the executive now and over

the coming years.
We are taking the opportunity of the
AGM to announce the rebranding
of the Dublin City BID company as
DublinTown. We believe that this
identity closer aligns the organisation
with our constituency and our work.
As you know we have used the
DublinTown identity as a marketing
vehicle for the last two years with
great success. It has enormous
resonance with the general public and
secured great buy in from the business
community and it therefore made sense
to us that we would adopt it as the core
identity of the organisation.
Footfall is rising in the city and
vacancy rates are falling but we still
face significant challenges. Creating a
city fit for the 21st century is our key
objective. You as business people know
what needs to be done, by working
collectively we can make this city work
for all of us.
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Introduction from the CEO

We were heartened by the significant
increase in the numbers attending our
meetings over the course of 2013. The
renewal process in 2012 introduced a
range of new businesses to our work
and we were really pleased to see
that engagement continue. There are
still some businesses that we have to
reach out to and this will be a priority
throughout this second BID term. The
more interaction that we have with
businesses and the more we refine our
operations, the better we will meet
the needs, not only of the business
community, but also the wider public
that we all serve.
Richard Guiney | CEO Dublin City BID

2013 was the first year of the second BID term
and we hit the ground running. The renewal
programme Putting The City First had provided us
with a clear work programme for the next five years
and we wasted no time in getting down to it.
As we had before, we kept in close contact with
our members, listening to their views and ensuring
that our programme remained relevant to them.
Our work will always be guided by business
needs which we all know will change with time
and circumstances. So while Putting the City First
provides a road map and contains clear work
instructions for the team, we will also work closely
with the district groups to determine the priorities
to be met in each of the five districts.
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If there is one word that best sums
up our work it is footfall. We see our
primary role as getting people to think
of Dublin city centre first and therefore
our engagement with the public is of
critical importance. To this end we
developed the communication channel
of DublinTown in 2012, a concept that
we further developed throughout 2013.
Our social media following across our
various platforms doubled during the
year from just under 30,000 to almost
60,000. We have found these social
media platforms to be an excellent
way of connecting with the 18 to 35
age group. Through them we convey
positive messages about the city
together with information on activities
and offers and the many reasons to
choose DublinTown as a destination.
The concept of DublinTown has
proven to be so successful that we
have decided to rebrand the entire
organisation as DublinTown from May
2014. The team is hugely excited
about this.
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Our on-line engagement has been
matched by engagement on the street
where the Ambassador crew met
with 300,000 people providing 75,000
recommendations about things to do
and see. We also boarded each of the
104 cruise ships that came to Dublin
Port and provided direct assistance to
passengers wishing to make the most
of their short time in Dublin. We are
hoping to further add to this role in the
coming year by visiting conferences
held in Dublin and seeking to persuade
attendees to stay an extra day and take
in more of what our city has to offer.
These messages are having some
resonance with the public. Footfall which
began a sustained increase in 2012
gathered further momentum in 2013,
increasing by 4.4% over the course of
the year. However, the increase has not
been uniform across the city and there is
clearly work to be done in promoting the
district messages from those parts of the
city that are struggling most.
It is also a cause of concern that
while the city is popular amongst the
under 30’s, we are struggling with
both families and the more senior
demographics. This may result from
perceptions that the city is difficult to
access or that it is unsafe; perceptions
that are re-enforced by the number of
people rough sleeping in the city and
the proliferation of aggressive begging.
In order to better inform our work, we
will be undertaking a significant piece
of consumer research in 2014. As part
of this process we will be consulting
with people who are engaged with
the city and those we are not to
understand what attracts them and
what is keeping them out. We want to
probe perceptions of the city and assess
how we can address negative views and
build upon opportunities. We still face
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significant challenges and in shaping
our responses it is essential that we
have a greater understanding of public
opinion and also how we can win back
greater market share.
In achieving our objectives we often
rely on the support of others and to
gain further support we need to clearly
articulate our concerns and back our
statements up with evidence. Dublin
City is the economic engine that can
deliver the economic growth and
increased taxation that the state needs
to balance its own books. In order to
demonstrate the importance of the
city to the national economy we have
engaged Fitzpatrick & Associates to
conduct a major piece of economic
research. We want to demonstrate the
significance of the tax yield amongst
DublinTown businesses and also
the current levels of employment
and opportunities for employment
growth. It is essential that decisions at
national level that impact on business
performance in Dublin City centre are
made after full consideration is given
to the likely taxation and employment
impacts of those decisions. There is
a sense that Dublin City will always
function regardless of what barriers are
placed in its way. As businesses, you
know that this is not the case, and we
need to be clever in how we make sure
this point is fully understood.
The evening economy offers
considerable opportunity to expand
employment in the city. To assist in
maximising this potential we secured
international Purple Flag recognition for
the Creative Quarter and Dame Districts
of the city. Fáilte Ireland worked with
us in gaining this recognition and went
on to identify these istricts in its tourist
maps. It is our intention to expand the
Purple Flag borders in the city and we

have identified a number of tasks that
need to be undertaken in order to make
this a reality. Expanding the Purple
Flag district is a medium term project
that we are fully committed to. The
excessive costs charged for the placing
of outdoor seating in the city is a
significant obstacle to the realisation of
the evening economy potential. We are
determined to use all efforts including
the engagement of other interested
parties to convince the powers that be
that a more logical cost structure for
outdoor seating licences is in everyone’s
interests.
The city is experiencing two major
pieces of work that will make the city
a better place to be and an easier
place to access. These are the Grafton
Street and LUAS extension works. In
both instances we engaged engineers
and town planners to work with us
to consider how the necessary works
could be undertaken with least impact
on the trade in the city. Most of what
we advocated has been taken on board
by both parties and, to date, footfall
has remained in positive territory.
While there have been disagreements
and we have expressed concern on
occasion, I believe there is a genuine
interest in working with us to ensure
that disruption to customers and trade
is minimised and our expertise in this
area is respected. We will continue to
work hard on these projects to ensure
that businesses are not sacrificed in
achieving progress.
There is considerable scope for us
to improve business in the city. The
structures and partnerships to achieve
this are by and large in place so there
is no time to be lost in all of us working
together to achieve what we all want,
which is a better city for all.

Dublin City BID Annual Report 2013

Regaining & Retaining the Customer

The key objective of Dublin City BID is to re-engage people
with their city centre; to visit, to shop and socialise. In 2008
when the Dublin City BID began, we found that the city
had many, and often competing messages with no clear
identity of itself or what it sought to say to its customer base.
Consumer research returned negative stereotypes of the city
and an unfavourable comparison with suburban shopping
centres. Our work in the first Dublin City BID term was largely
confined to addressing this shortfall. Now, as we enter our
second term, we are adopting a more critical review of our
market segmentation and assessing how we can achieve
greater market penetration across different demographics.
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Dublin City
Marketing Forum
The first task in creating a strong and
coherent message was to bring the key
stakeholders together and establish
common ground between us. By doing
so we aimed to create clearer and more
coordinated messages to the consumer.
We also set ourselves the task of making
it easier for the various stakeholders to
share ideas, budgets, and resources.
To this end Dublin City BID established
the Dublin City Marketing Forum; a
forum bringing partners together to
promote Dublin City in a unified and
positive way.
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Senior representatives from Dublin City
BID, Fáilte Ireland, Dublin City Council,
transport providers, retailers, publicans,
restaurateurs and hoteliers are working
together on the Marketing Forum to
ensure the best marketing brains are
collaborating on the promotion of the
city. Initial successes include the Dublin
at Christmas and New Year’s Festivals.
We have also seen the development
of the Dublin Festival Season, an idea
formulated by Fáilte Ireland and now
supported by a range of partners in the
city. However, our collective ambitions
go beyond our immediate successes.
We want to see the development of
festival and event programmes which
give the wider population reasons
to be in the city each month of the
year and where the nature of festivals
works both commercially and socially.
Realising this potential is now a key
subject of discussion amongst the
members of the Marketing Forum.

Fáilte Ireland Partnership
Given our budgets and expertise, Dublin
City BID will focus its direct marketing
efforts on the Greater Dublin Area.
However, we have forged strong links
with Fáilte Ireland and Tourism Ireland
in promoting Dublin to the international
market.
Research and analysis conducted by
Fáilte Ireland and Tourism Ireland has
defined two key market segments
that can be targeted for the Dublin
market. These are social energisers, a
young demographic; and the culturally
curious, which tends to be an older
demographic. Dublin City BID events
match the requirements of both these
groups well, especially the younger
social energisers, and we have agreed
to work very closely with Fáilte Ireland
to achieve the objective in delivering for
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both these demographics. Throughout
2013 we worked with Fáilte Ireland,
Tourism Ireland, Dublin City Council,
The Irish Hotel Federation, and
Dublin Chamber on the Grow Dublin
Task Force, an initiative that aims to
grow international visitor numbers
dramatically by 2020. Amongst the
items for potential growth is the
development of Dublin at Christmas
to include a significant Retail Tourism
input based on the success of the New
Year’s Eve Festival.
We also see enormous potential for
growth in the Dublin Fashion Festival.
We are happy to work in partnership
with a variety of other organisations
and agencies to create a stronger
week-long festival.
In addition to this, Dublin City BID
began working with Fáilte Ireland
on a strategic partnership in 2012 to
capitalise on’ cruise ship tourism to
Dublin city. In 2013 over 100 cruise
ships docked in Dublin port, delivering
181,000 visitors and millions of
Euro in revenue to the city centre
economy. To ensure the best possible
welcome, we extended our crew of
Dublin City Ambassadors to provide
visitor assistance information for
the cruise tourists. Dublin City BID
Ambassadors are the only local tourism
representatives allowed to board
cruise ships as they arrive in port. Our
team provide information directly to
passengers before the leave the ship.
This has allowed us to promote the
city offering to an important cohort of
visitors with a limited time period in
the city.
The Ambassadors received additional
training from Fáilte Ireland and Dublin
Port Company for this initiative which
began in April 2013.
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DublinTown Rebrand

Area Committees

Dublintown.ie was established as
a consumer website in 2012, but it
quickly became a go-to–site for what’s
on and what’s in Dublin city centre.
The public immediately identified what
we were trying to achieve with the
site and connected with it. Due to the
success of the brand and the positive
connection DublinTown established
with its users, it became the inspiration
for the planned rebrand of the Dublin
City BID organisation.

There are five distinct districts within
the Dublin City BID area. These are
the Creative Quarter, Dame District,
Grafton Street Area, Henry Street Area,
and Talbot Street Area. In November
2013, the board agreed to provide
each district with its own marketing
budget to be spent at the discretion of
the businesses in that district. It was
further agreed that each district would
establish a committee for this purpose.

DublinTown showcases all there is
to see and do in Dublin City Centre.
It provides a window to the business
offering and was inspired by the
business community working together
to improve the city for all, collectively
we are DublinTown.
Along with this overarching rebrand,
the Dine in Dublin, Dublin Fashion
Festival and Dublin at Christmas brands
will all see improvements. This will
work in conjunction with the district
sub-brands such as the Creative
Quarter and Dame District etc.
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District Branding
2014 will see us work with the local
committee to name and brand the
other three districts (Grafton Street Area,
Henry Street Area, and Talbot Street
Area). The Dame District is a good
example of the benefits of businesses
in a local area coming together to work
with the Dublin City BID. The Dame
District is now marketed as a safe, wellorganised night time destination within
the Purple Flag zone. We successfully
lobbied for Dame Court to become a
pedestrianized zone between the hours
of 7.00 pm and 6.00am. In achieving this

objective we have to acknowledge the
support of the full business community
who agreed to the traffic restriction
despite having car parking facilities,
on the street. This shows what can
be achieved when district businesses
work together for the betterment of the
city’s customers. It is also a community
spirit that we would like to see fostered
throughout the city. The achievement
of pedestrianisation of the street
was augmented with the successful
Christmas market that was hosted on
Dame Court and the use of the street
as an event space for large events
such as the Web Summit. We need
natural spaces like this in the city where
members of the public can congregate
and enjoy the city fully. The model of
co-operation in the district facilitates
the creation of a positive atmosphere
that greatly benefits the entire city.
We believe the creation of district
identities throughout the city will reap
benefits in clearer messages to the
customers and the fostering of similar
energy will create opportunities for
greater engagement with the public.
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Events
Dine in Dublin
2013 brought two of the most
successful instalments of Dine in
Dublin to date; one in March and the
second in October. Over 60 restaurants
participated in Dine in Dublin, offering
special menus, deals and events to
customers. Through strategic media
partnerships and strong marketing,
Dine in Dublin received 55 individual
pieces of media coverage from leading
national newspapers, radio stations
magazines and online blogs valued
at more than €200,000. With each
instalment Dine in Dublin grows in
both participation of businesses
and diners.
Following a review of the event with
the participating businesses it was
decided to alter the format of the
event for 2014. From this time forward,
the event will consist of a one-week
festival at the end of February. This
new structure will contain a number of
physical events in the city, as opposed
to the previous instalments of Dine in
Dublin, which contained mainly online
promotions. This will be done with the
goal of increasing footfall to the city
and the overall visibility of the festival
and participating businesses.

The Dublin Fashion Festival
Dublin City BID organised the fourth
Dublin Fashion Festival in 2013
which took place from Thursday 4th
September to Sunday 7th September.
Over 200 businesses were involved
and the city centre activity included
12 on-street catwalk shows; the
Young Designer of the Year Award;
the Creative Quarter night show;
the Dublin Fashion Festival by Night
Fashion Parades; the Dublin Fashion
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Festival LUAS Street Style search and a
fully branded double decker Beauty Bus.
The festival took a huge leap forward
as Dublin City BID was successful in
gaining a significant sponsorship fee
from global brand Samsung.
Dublin City BID was also successful in
securing international TV personality
Laura Whitmore to be the Face of
the Festival and DFF Ambassador.
This proved to be a huge success
and drew international attention to
the event; press coverage attracted
a media value of over €2.6 million
between July and September in 2013.
The Dublin Fashion Festival proved to
be a valuable marketing tool for city
centre businesses with footfall over the
4 days increasing by 3.2% of the 2012
with a total footfall for 1.68m over the
weekend. This equated a total increase
of 28.2% on usual weekend trends.
Dublin City BID is now in the planning
stages of Dublin Fashion Festival
2014 and is already attracting media
attention for the event.

Dublin at Christmas
In 2013, we continued to build on
the success of past years’ Dublin
at Christmas. In this most recent
instalment, the Dublin City Marketing
Forum worked together to organize a
‘Shop and Drop’ service on the north
and south sides of the city, half-price
on-street car parking, and a highly
successful New Year’s Eve Festival.
Again, Dublin City BID provided
Christmas lights to twenty-eight
streets in the city centre, including
attractive new lights for South Great
Georges Street. The Christmas Lights
is an initiative on which we continue
to get very positive feedback from our
members, Dublin residents
and visitors.
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Dublin City BID
Sponsored Events
In 2013 Dublin City BID provided funds
to support a number of events that we
believed would be a positive addition
to the city’s events calendar and
increase footfall.

youbloom
youbloom is an international collective
of musicians, fans, and industry
professionals with a passion to help
new talent develop and prosper and is
an initiative supported by Bob Geldof.
This festival also aims to highlight
Dublin as the prime location for up
and coming musicians. Because of
this Dublin City BID sees this festival
as another opportunity to market
Dublin City as a young, creative place
to be with the goal of attracting more
visitors to the city centre.

Urban Fleadh
The Dublin Urban Fleadh takes place
in Wolfe Tone Square as part of
Dublin’s North-side Music Festival.
The performances feature traditional
music sessions within session tents
positioned around the square, to
showcase Dublin’s finest musical and
singing talent. We believe this event is
good for the city, and can be improved
upon and we are working with the
organisers to better promote the
event and involve businesses from the
wider area so that the local business
community see more of a benefit.

Reinstatement and Unveiling
of the Phil Lynott Statue
In August of 2013 Dublin City BID
worked with the city council and
local businesses of Harry Street on
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the reinstatement and unveiling of
the Phil Lynott statue. The statute was
damaged in May when it was knocked
over. The repaired statue came with a
new base plinth that secures it into the
ground so that it will not happen again.
The statue draws considerable interest
from locals and visitors alike and it was
important to the local businesses that
the statue was repaired and returned
to its location quickly. Collectively we
drummed up considerable coverage
through traditional and social media.

Bram Stoker Festival
Dublin City BID supported the second
instalment of the Bram Stoker Festival.
The festival spread across Dublin City
Centre, celebrated all things macabre,
strange and supernatural mixed with
some good-old fashioned Halloween fun.
Organisers believe more than 20,000
visitors came into town, and we
believe that there is potential to grow
this number even further. We look
forward to working with the festival’s
other partners to ensure that it realises
its potential and that it captures the
public imagination further.

Royal Hibernian Way Event
The businesses of The Royal Hibernian
Way, off Dawson Street, collectively
met with the Dublin City BID team
to discuss ways to attract people to
the mall. One idea Dublin City BID
delivered on for the businesses was the
Royal Hibernian Way Christmas event
which was held on November 29,
2013. The goal of this, and subsequent
events, to be held in the area is to
engage the staff of local businesses
and particularly the local office
workers. These events are simple,
easy ways of increasing awareness
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and potential interaction between
consumers and businesses, and offer
great district development.

New Year’s Eve Dublin
Dublin City BID worked with Fáilte
Ireland & Dublin City Council again in
2013 for the third NYE Dublin event.
Last year the ‘Lonely Planet guide listed
Dublin in the top five places worldwide
to celebrate New Year’s Eve. Dublin
was not listed before this event. Our
involvement has not only been to make
sure the event happens but also to
ensure it meets the needs of the public
and local businesses.

Recognition of BID
Shortlisted for the Most Beautiful
Website in Ireland 2013 Web Awards

Highly commended on two occasions
at the Awards for Excellence in Public
Relations 2013. One for Bidding to Put
Dublin City Centre Back on Top and
the second for the 2013 Instalment of
Dine in Dublin

Winners of the ATCM Town and City
Partnership Award and shortlisted for
the Innovation in BIDs Award
International Downtown Association
Merit Award in Downtown Leadership
and Management

CEO Richard Guiney received
invitations to speak around Ireland,
England, and Australia on town centre
management

l 

l

l

l

l

Purple Flag
We are likely to see greater integration
of retail, leisure, and hospitality in the
upcoming years. In 2012, Dublin City
Council’s ‘Your City Your Voice’ research
noted that the single biggest reason
for coming into the city was to visit
a restaurant. Indeed, our statistics on
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Dublintown.ie would also suggest this
trend, as the most visited parts of the site
are the ‘What’s On’ section, followed by
‘Restaurants’ and ‘Cafes’.
We only have to look at the evening
additions to the Dundrum Town
Centre offering to realise that the
competition to the city centre is
reacting to emerging trends. We are
well positioned to provide a strong
integrated offering of retail, leisure and
hospitality. We have the best evening
offering in the country and working
together we can take the city on to the
next level. Every day 235,000 people
come into Dublin 1 and 2 to make their
living. We let them go home too easily;
this is something we have to address.
Retailers may need to reconsider
their opening hours, for example
staying open later into the evening.
We may also need to develop greater
co-ordination between businesses
in both retail and hospitality sectors.
Perceptions of safety on the street have
to be successfully addressed if a later
evening strategy is to be pursued. At
present there is a noticeable increase
in issues such as begging between
5:00pm and 7:00pm each evening.
This is something that we simply have
to resolve. There are concerns with
anti-social behaviour and indeed, it is
noticeable that commuters are hassled
by particularly aggressive begging
between 5:00pm and 7:00pm each
day. This is something that as a city
we simply have to address. If we can
integrate the city’s excellent retail offer
with the café and restaurant offer, we
have a serious attraction to maintain
people in the city after hours. We need
to keep the city alive after five.
A key element in the strategy for
achieving this was the gaining of
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Purple Flag for the Creative Quarter and
Dame District. The Purple Flag is an
accreditation scheme that recognises
excellence in the management of a
town or city centre area between the
hours of 5.00pm and 5.00am.
Purple Flag centres offer the highest
quality in shopping, dining, pubs, and
entertainment ensuring a visitor has all
they need for a great evening out. The
award is bestowed by the Association
of Town and City Management (ATCM).
Dublin’s Creative Quarter and Dame
District, along with the town of Ennis,
are the first centres to receive this
distinction in the Republic of Ireland,
following locations like London’s Covent
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Garden, Belfast’s Cathedral Quarter, and
Liverpool City Centre. There are now 10
towns around the country proposing
to follow our path and seek Purple
Flag status. This has led the ATCM to
establish Purple Flag Ireland to help
progress the rollout of the scheme here,
and they have asked Richard Guiney
to be its first chair. It is our intention to
widen the Purple Flag boundary across
the entire BID area in stages.
Earning a Purple Flag and promoting the
district as an evening venue is already
gaining results. The rise in footfall in the
Purple Flag district is running at 50%
more than the city average.
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Tackling Anti-Social Behaviour

Addressing Anti-Social Behaviour
The Better City for All report implementation group
has continued to meet and work through the
programme of recommendations to address antisocial behaviour in Dublin city centre. During this
process it became clear that the implementation of
some of the recommendations required the input
of different personnel within partner organisations.
Therefore, Tom O’ Brien from the HSE is joining the
group. Dublin City BID board member Charlie Lowe,
who has chaired the group, is due to retire in 2014 and
will be replaced by Assistant City Manager Brendan
Kenny. A high-level statutory group is also being
established to address recommendations on dealing
with Anti-Social Behaviour.

Three additional Antisocial Behaviour
Orders (ASBO’s) have been granted
on the north side of the city. These
persistently difficult individuals are
barred from the city for a period of one
to two years. Richard Guiney provided
evidence during the relevant hearings
and further ASBO hearings.
The Criminal Justice (Public Order) Act,
2011 which was introduced to address
begging on our streets has failed to
meet its objective. There is now more
begging on the streets of Dublin than
there was before the legislation was
introduced. One of the key weaknesses
in this legislation is the fact that
persistent begging is not considered an
offense. We are lobbying to have this
omission corrected. This will require a
change in government perceptions of
an alliance of parties with an interest in
town centres to assist in this lobbying
initiative. It is clear to the Dublin City
BID team that there is persistent,
professional begging is conducted
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in Dublin and other towns and cities
around the country. The legislation does
not adequately deal with this. We believe
that ASBO’s could be employed to deal
with persistent begging in the city.
The Government is considering
community courts. These can supply
a fast-track approach to dealing with
issues of anti-social behaviour and
offering additional forms of redress to
the victims of crime. Community Courts
will have Dublin City BID support.
As part of an overall policy of helping
design-out crime we have begun a
dialogue with Eircom in relation to
some of the more problematic phone
kiosks in the city. Eircom have a public
service obligation to provide a number
of phone kiosks to the city, but it is our
view that the advertising hoarding used
on some phone boxes is facilitating
anti-social behaviour and drug activity
within the city. We are keen to arrive at
the point where these old-fashioned

kiosks are replaced with better designed
phones or the phones are placed within
secure premises. We have been working
with businesses and liaise with DCC’s
Planning Department to help design-out
recessed doorways and other such areas
that are often misused.
We are also working with the Gardaí
to identify areas where there are gaps
in CCTV coverage. We would like to
work with the Gardaí in supplying costeffective CCTV cameras that would help
bridge those gaps. In 2013, Dublin City
BID also provided two new segway units
to Gardai to assist Garda patrols of the
city centre area.

Change For The
Better Campaign
We are concerned with what we consider
to be a large number of professional
beggars seen in the city each day. It is
clear to us that people are giving money
to beggars, without considering where
their money is going. We developed an

Dublin City BID Annual Report 2013

information campaign encouraging
people to give money to charity rather
than to people on the street. The
simple message of the campaign was,
“know where your money is going”. We
have conducted this campaign with
our partners in Tiglin. The campaign
has resulted in us being able to provide
over €6,000 to Tiglin. This has allowed
them to continue their important work
in promoting drug rehabilitation and
life changing improvements for people
who have found themselves mired in
drug addiction and all of the attendant
difficulties that this can give rise to.
In addition we have worked with
Business in the Community and have
been able to provide employment
opportunities to four individuals
who have experienced high barriers
to employment. It has been our
experience that people often just need
that little bit of additional support to
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make a vital change to their lives. This
is something we intend promoting
and would encourage Dublin City BID
members to consider their capacity to
provide similar supports.

Homelessness
The manner in which homelessness
is handled in the city continues to
be a grave cause of concern for the
business community. This difficulty
was compounded by the decision to
re-open Cedar House in spring 2013.
Almost immediately, we noticed a
fourfold increase in the number of
needles that we were finding in the
area. We believe that it is wrong to
concentrate services in one area
and believe that the reopening of
Cedar House is counterproductive,
and would prefer support going to
initiatives like Housing First.

Dublin City BID Annual Report 2013

Creating a More Attractive
& Pleasant Environment

Non-food retail purchases made through the internet now
stands at 15% of total sales. It is expected that this will
rise to 35% by the end of the decade, giving rise to a 30%
over-supply of retail space in the UK. The message from
this is clear: retail through bricks-and-mortar will be under
pressure and in order to sustain vibrancy we will need to
create a destination where people want and chose to be.
The era when people have to shop in towns and cities to
purchase what they need is over. We have no choice; we
must provide an environment where people feel secure,
safe and happy.

The creation of such an environment
is beyond the gift of Dublin City BID
alone to deliver, but we along with our
members have to convince others, and
most especially Dublin City Council,
that getting the Dublin proposition
right is in everyone’s interests.
This process has already started, and
the Grafton Street project represents
a good start. Major infrastructural
upgrades made in water and utilities
were followed by the repaving of the
street. The streets surrounding Grafton
Street will then be refurbished. All
indications are that the Dublin City
BID’s requests to have these streets
furnished with wider pavements and
a more pedestrian-friendly design will
be at the heart of the upgrades.
In addition we are working with the
City Council, Moore Street Traders,
and the local businesses to address
the appearance of Moore Street with a
view to re-establishing stronger footfall
on the street. We will then look to
make similiar improvements to other
streets including Marlborough Street,
Talbot Street and Lower Mary Street.
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District Branding
As the Dublin City BID has developed,
it has become increasingly clear that
there are five distinct districts in the
area, each with its own story to tell.
We have worked with businesses in
each district to develop this brand
message and appeal to its own
target audience. Districts such as the
Dame District and Creative Quarter
have been to the forefront of this
development. As far as Dublin City
BID is concerned local businesses
will always know their customers
better than anyone else and we are
happy for businesses to take the lead
in establishing the brand and district
priorities.
We are taking the experience
gained on the south side of the
river and using it with the Henry
and Talbot Street areas. Commercial
development plans will emanate from
this process over the coming months.
One of the key requirements for the
Talbot Street area is the regaining
of customers lost through changes
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in the public transport network. We are
working with Dublin Bus to examine
the possibilities for getting additional
routes back onto Talbot Street to regain
lost footfall. In the longer term we
want to engage Irish Rail to examine
the potential for promoting the north
city offering to the passengers traveling
through Connolly Station.

Area design
We have spoken to the City Council
about the junctions at Mary and Jervis
Streets. We need to encourage more
of the 29m footfall from Henry/Mary
Street down onto the streets that are
continuing to struggle.
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As part of the Moore Street plans we
have installed additional lighting on the
street and will continue to work with all
other partners to help create a better
trading environment on the street.
The partnership approach taken with
the City Council on the Grafton Street
refurbishment has ensured that footfall
has continued to increase despite the
potential disruption caused by the
works. This included working with
the Council in relation to the timing
of the replacement of 24 large water
valves under the street and creating
specifications for suitable hoarding
around the work sites. We are working
with the NTA & Luas Cross City to

help ensure the same result with the
Luas works. We engaged a team of
urban designers and construction
engineers to assist us in preparing
detailed submissions regarding business
requirements during the construction
works. We are pleased that so many
of the recommendations in our
submission have been adopted by the
Luas Cross City team. We will continue
to address issues as they arise over the
course of the project.
In 2013, we provided additional year
round lighting to Fade Street, building
on the positive experience from Dame
Lane. We plan to continue this additional
programme in 2014.
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Driving Change
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Dublin BID Dashboard (Wk 52 2013)

in our lobbying efforts. In October 2013,
the International Downtown Association
gave us an an award for Leadership
and Management. While there Richard
had the opportunity to meet with New
York City Deputy Mayor Rob Steele. In
his presentation, Deputy Mayor Steele,
detailed the importance of quality of life
issues in Mayor Bloomberg’s economic
strategy and the importance that he
placed on BID’s in New York’s economic
development. Much of this strategy has
resonance for us here in Dublin.

Footfall trendsDublin BID Dashboard Report (Wk 52 2013)
Footfall for 2013 is up for the second year in a row.
Footfall By Week Of The Year
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*Dublin City BID installed additional footfall cameras in late 2011
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Wider development
of 3,500,000
Town Centre Management
(TCM) in Ireland
3,000,000

In 2013, Dublin City BID won a coveted
Purple
Flag award for Dublin City Centre.
2,500,000
At present this Purple Flag area includes
2,380,571
the2,000,000
Creative Quarter and Dame District,
but the intention is to widen this out
across
the entire Dublin City BID area.
1,500,000
The awarding of Purple Flag status
to both
Dublin and the town of Ennis
1,000,000
has ignited a degree of interest in the
500,000
Purple
Flag process around the country.
This has seen the establishment of the
0 Academy as well as Purple
Purple Flag
Flag Ireland, which is chaired by Richard
Guiney. Richard now also sits on the
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advisory board of Purple Flag in the UK.
It is estimated that by the end of 2014
3,684,698
there may be as many as 10 Purple Flag
locations in the Republic of Ireland.
We have worked closely with Retail
Excellence Ireland’s
2,533,879Town Centre
Management (TCM) committee. We
have also been asked to meet with
town teams throughout Ireland and
provide our professional experience.
These include Sligo, Limerick, Carlow,
Mullingar, and the newly established BID
in Dun Laoghaire, which we will fully
support.
We believe that a greater understanding
of the principles and importance of
town centre management will assist us

In 2014, we will see an increase in
cycling across Dublin city centre. Almost
10% of people commuting to the city
come on a bicycle; however, when we
surveyed shoppers we found that less
than 1% came by bike. Bicycle use is
likely to increase here as it is across the
western world. This is becoming the
mode of transport of choice, so we need
to to consider how do we make it easier
for those traveling by bicycle to engage
economically with the city.
The Shop and Drop scheme which
we delivered during the Christmas
period allowed customers to leave
their shopping at a north side or
south side location and have it either
delivered home or collected later that
day. By allowing customers to have
their shopping delivered home, people
can come into the city by bicycle or
public transport where they previously
may have chosen to do their shopping
elsewhere. We would like to roll this out
as an all year programme rather than
the current Christmas-only promotion.
This could transform how people
engage with the city centre.
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There is a desire amongst younger
people for better quality urban
design and a more pleasant on street
environment. This is something that
we must listen to. We should also
remember that if we get it right for our
own citizens, tourists will also have a
better place to visit. We should look to
New York as an example where they
listened to people and set a trial periods
to assess whether ideas work or not.
The end result is a city that is better able
to meet the expectations of its visitors.

maintaining access to the car parks in
the Henry Street area.

On this basis we welcome the proposal
for an extension of the cycle track down
the northern quays. We are pleased to
see that the proposal comes with an
extension to the board walk at pinch
points. This will allow bus and car traffic
to still travel down the northern quays
dropping off bus passengers while

We have become more active in
considering issues of access to the
city. Richard Guiney serves on two
important transport committees, one
chaired by Minister Leo Varadkar and
another by Gerry Murphy, CEO of the
National Transport Authority.

We would also like to see more plazas,
amenities, and facilities within the city:
including baby changing, places for
mothers to feed children, and public
toilets. These toilets should have
attendants to ensure they are kept
clean. A small charge would apply to
subsidise the cost of their operation.

Accessing the City

USAGE

Shop
and
Drop:2013
2013
Shop
& Drop:
140
120
100
80
60
40
20
0

North
South

Week 1 - '13

Week 2 - '13

Week 3 - '13

*Week six was the week of Christmas and Shop & Drop was only open for 3 days
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Week 5 - '13
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There was widespread surprise when
An Bord Pleanála refused permission
for a north bound Luas stop on Dawson
Street. There was clear, widespread
support on the street for the inclusion
of this stop, and we have lobbied for
a reconsideration of the decision.
The RPA, after extensive consultation,
developed a plan that would see the
commissioning of a north bound stop
on the street. The revised plans will
be resubmitted to An Bord Pleanála in
2014 and will have our full support.
The introduction of Network Direct
by Dublin Bus has been a welcomed
development. It means that buses
are not laying over on the streets of
the city. With the advent of the LUAS
extension and the related works there
have also been changes to the direction
of buses on the streets. These changes
were felt acutely by businesses on
Talbot Street. We have actively engaged
with Dublin Bus management and
have agreed that there is significant
scope for the re-routing of buses onto
Talbot Street. This will mean that the
29a, 31a/b and 32 will have a terminus
on the street as well as drop offs for
the 130 and the 27a. Further up Talbot
Street there will be a terminus for the
42 and 43 routes.
We are engaging with Iarnród Éireann
to increase signage in Connolly Station
guiding people towards the shopping
districts of Henry and Talbot Street.

Research
In 2013, we worked closely with
Conor Norton, head of the DIT School
of Spatial Planning, on a space and
employment study of both Henry
and Grafton Streets. The preliminary
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findings are being collated and the
report will be published later this
year. We have also commissioned
two important pieces of research
ourselves. The first is an economic
analysis of the city centre. It is critically
important that we are in a position to
argue for the economic importance
of the city in terms of jobs sustained
and tax revenue generated. For too
long the city has been seen as a place
where the country’s problems can be
dumped without consequence. We are
determined to fight this mis-perception
and will need strong independent
research to back this up. We encourage
all members to assist us by completing
this survey once it is received.
The second piece of research is a
detailed consumer analysis. Much
of the research that we have comes
from people who are engaged with
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the city and therefore there is an
implicit positive bias. We will undertake
research with people who are or are not
engaging with the city and ascertain
not only perceptions of their city but
also how we can win these people
back. We need to assess the barriers to
the city and how additional customers
can be won back. It is likely that the
survey will supply independent data
that we can use for lobbying purposes.

Busking bye laws
Loud, amplified busking and certain
forms of dangerous or disruptive street
performance is a major problem in the
city. Our position was not understood
at first but we persevered. Proposed
bye laws that address our concerns
have been drafted and have passed the
relevant council committee and will go
to full vote of the Council later in 2014.

Community Support
We have always had a policy of
supporting good works undertaken by
the local community. We are keen to
support initiatives that help the city’s
youth to maximise their potential.
With this in mind we were delighted
to be able to support the Tai Kwan
Do club on Sean Mac Dermott Street.
Christy Fagan and his colleagues are
doing great work there to provide
constructive outlets for the children
of the area. We were also happy
to the support the “Inner City’s got
Talent” family event that took place in
Mountjoy Square in September. This
event celebrated the talents of local
dance and stage schools, musicians
and poets. We would welcome the
opportunity of supporting similar
projects.
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Financial Summary 2013
Dublin City Centre BID Company Limited
Summary Accounts for Year Ending 31st December 2013
Profit and Loss Highlights
for Year Ending 31st December 2013		

Balance Sheet Highlights
as at 31st December 2013

INCOME		
Fixed and Tangible Assets

BID Levy
Other Income
Total Income

2,523,239

Marketing & Promotion

3,065,643

272,261
1,161,332

Visitor Assistance
and Hospitality

551,262

Research, Technology & Policies

121,637

Capital Projects
and Improvements

401,237

Community Gain
Income Collection

704,030

542,404

EXPENSES
Cleaning & Maintenance,
Landscaping

Current Assets

114,474		

Current Libailities
648,256
		
Net Current assets/(liabilities)
55,774
		
Net Assets
170,248
			
		
Revenue Reserves
170,248

4,723
121,525

Administration
320,514		
			
Total Expenses
2,954,491
Depreciation
59,135		
			
Net Surplus/(Deficit)Before Taxation
52,017
Corporation Tax
Net Surplus/(Deficit) After Taxation
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756
51,261
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BID Board Members & Staff

Board Members
Ray Hernan (Chairman)
Arnotts
Stephen Sealey
Brown Thomas
Cathal Young
Cathal N. Young, O’Reilly & Co.
James Nugent
Lisney
Greg Devitt
Stephens Green
Shopping Centre
Ruth Ni Loinsigh
Om Diva
Lorcan Lynch
The Flowing Tide
Lorcan O' Connor
Carroll’s Gifts & Souvenirs
Charlie Lowe
Dublin City Council
Derek McDonnell
Jervis Shopping Centre
Paul Cadden
Saba Restaurant
Cllr. Maria Parodi
Dublin City Council
Cllr. Ray McAdam
Dublin City Council
Noel Flynn
FFA Accountants
Eileen Quinliven
Dublin City Council
Philip Bergin
Penneys
Fred Smits
The Westin
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Elaine Slator

MEMBER LIAISONS
Henry Daly
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BID Zones

District 1
Henry Street Area

District 2
Talbot St Area

District 3
Dame District & Area

District 4
Creative Quarter

District 5
Grafton St Area
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DINEin
DUBLIN

IN 2014 DUBLIN CITY BID IS REBRANDING.

Dublin City Business Improvement District
Level 1, Ulysses House,
22-24 Foley Street
Dublin 1
T: 01 633 4680
F: 01 633 4683
www.dublincitybid.ie

