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Chairman’s Address

Andrew Diggins | Chairman Dublin City BID

2012 was a very important year for Dublin City BID, one
in which we passed our first renewal with some comfort.
We had set ourselves a target of winning with a margin
of two to one and it was gratifying to reach and exceed
that target. The BID board is comprised of business
representatives from the district and based on the
feedback we received we were confident of success but
in life as in business it would be foolish to take anything
for granted. We would like to thank all those businesses
that voted to renew the BID mandate for a further five
years and we promise to use that mandate to enhance
your trading environment. Having worked hard over the
past five years to win your confidence we are determined
to repay your investment in us. Just as we did in 2008
after receiving our first mandate, we will now begin to
implement our plan after our renewal vote. We believe
that the BID must become a constant feature on the
business landscape, shaping the city for your benefit and
that of your customers.
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The BID was created by business
people who felt the need for businesses
to input more directly into the direction
of the city. Our mandate is given by
you and we can only maintain that
mandate by continuing to meet your
needs. If we don’t continue to match
and exceed your expectations we
will not deserve a third term. The BID
is your organisation and its strength
comes from working with you, taking
your ideas and implementing them.
When we outlined our vision for active
area groups in 2010, it may have come
across as academic and theoretical but
there is nothing theoretical about the
proactive groups like the Dame District
or Creative Quarter, who are driving
change in their districts, creating brand
identities that are resonating with their
customer base and driving footfall onto
their streets and into their businesses.
We want more of this type of
engagement. You will always know your
businesses and your customers better
than anyone else so get involved, share
your ideas and your concerns and let us
work with you to create and achieve a
collective vision of what our city can be.
In accepting the outcome of the vote
we also take note of the businesses
who have not yet bought into the BID
process. The BID team has worked
hard to win the support of the majority
of businesses and we will continue to
work with those that need convincing.
However, I would note that the tactics
used by some of those opposed to
the BID only serve to undermine the
entire business community. Attempts to
portray BID as not being representative
of business opinion or somehow aloof
from business needs merely places
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roadblocks to the progress sought by
the majority of the business community.
We need to work together. If you have
concerns with aspects of the BID
programme or would like to see new
initiatives undertaken please speak to
us. Strength comes from our unity; we
need to work together to achieve the
changes that we all want to see.
I am particularly pleased to see the
positioning of BID with external
agencies since renewal. Minister Leo
Varadkar asked us to join a group,
which he chairs himself, established
to ensure that the proposed transport
infrastructural works are built with the
least disruption to the commercial life of
the city. We are also representing your
needs on the Grow Dublin Task Force
which aims to increase foreign visitor
numbers to the city steadily to 2020
and we are members of the National
Transport Authority’s working group.
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As I come to the end of my term as
chairman I can look back with a large
degree of satisfaction on what has
been achieved and more importantly
the direction that the organisation has
taken. The strategic direction which
you voted for at our AGM in April 2010
has created an organisation that is
more accountable to you and where
your voice is more easily heard. This
has resulted in an organisation whose
goals and objectives are aligned with
yours. Our strategic vision as articulated
in our renewal document “Putting the
City First” is very ambitious and will
not be easily achieved. In developing
it we shied away from the easy wins
and concentrated on what will really
make the difference. Many of the stretch
targets will require the support of
external agencies and will necessitate
lobbying third parties. We will ask you
to lend your voice in the campaigns
so we can all be heard.

We can’t stand still; we constantly
need to move. When the BID began
we concentrated on the threat from
suburban shopping centres; now, we
must be cognizant of and prepared
for the threat posed to our city’s retail
by online retail. If we don’t create an
environment where people chose to
spend their time and money, city retail
will wither away. The decision makers
in the city need to understand that
and work with us. We need to create
a dynamic and vibrant city where our
people feel free to move around, safe
and unhindered. If we get this right
everyone will gain. If we get this wrong
everyone will lose. We will work with
you to ensure that our city survives the
present and coming storms and that we
thrive into the future
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Introduction from the CEO

After the excitement of the renewal process in 2012,
we are back to work with programme which has been
developed, defined and refined since the 2010 AGM.
The programme of work which we developed and
categorized in the preparation of the renewal document
“Putting the City First” will provide the road map for our
endeavours for the next four years. We will continue to
categorise our work with the headings:
Regaining And Retaining The Customer
Tackling Anti-Social Behaviour
Creating A More Attractive And Pleasant
Environment Within The City
Driving Change
Richard Guiney | CEO Dublin City BID
The renewal programme has set a stiff
agenda for us and one which we relish.
Achieving the goals set out will ensure
a better city for all. However, one thing
is certain: we cannot rest on our laurels.
Having been given a renewed mandate
by the business community we have
no time to spare if we to seek a further
renewal in four years’ time with another
completed programme behind us.
The business community rightly
expect more from us now than they
did in 2008. Achieving our objectives
will require educating and winning
over the city’s decision makers.
Make no mistake: this will not be an
easy task. In many instances we are
challenging the way things have been
done for many years. Success will rely
upon the development of effective
partnerships where all parties are
brought to the table to create a better
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city for all citizens. Much has been
achieved in the dealing with antisocial behaviour in the city, including
the granting by the Courts of ASBO’s
against 5 indviduals who are now
effectively banned from the northside’s
commercial core. We will continue to
address this issue which prevents far
too many citizens from enjoying their
city by whatever means we have at
our disposal.
We will continue to maintain our
ground-up approach with our
members. The successes of the Dame
District and Creative Quarter show
what can be achieved when groups
of locally based businesses work with
our team to realize the full potential
of their area. We are now rolling out
this approach in the Henry and Talbot
Street areas of the northside and we
expect to have a positive story to tell

from this approach this time next year.
We have found that we are effectively
working with 5 distinct districts within
the BID area. We are committed to
working with businesses to hone
and develop their district brands
and identities and to develop clear
messages to the consumer.
Our general consumer surveys and
on street questionnaires demonstrate
that we are doing very well with the
18-35 year old demographic who
overwhelmingly buy into the city’s
message and offering. However, as
the age profile increases consumers
show signs of being less enamoured
with the city, to the point that over
65’s are almost totally disengaged. This
poses an obvious dilemma for us. We
aim to start tackling our shortcomings
alwith the family market. Success in
this regard will necessitate making the
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city a more family-friendly destination.
This will involve examining how streets
can be made safer for children, mothers
can access nursing areas and parents
can find baby changing facilities. We
need to look at small measures which
will say to families that they and their
children are welcome in our city. In
battling anti-social behaviour we also
removed family-friendly infrastructure.
We have no choice but to address this.
The internet now accounts for 13% of
non-food retail sales and will account
for 35% by the end of this decade.
There will inevitably be an over-supply
of retail space throughout the Western
World. We have to position ourselves
as the destination of choice. Creating
this environment will require mindset
changes from all but is eminently
achievable where there is the will
to make it happen. We have to work
together to achieve this.

disruption for the business community
and general public.
Despite the ravages of a recession that
just does not want to end, we have
encouraging signs. In 2012, footfall
was up in the city for the first time
since 2006. Vacancy rates continued
to decline and now stand at 10.2%, a
respectable level given our position
in the economic cycle. The Creative

Quarter has carved out a reputation
and an identity. Footfall in this area
has increased by 17% in 2 years and
vacancies are one-fifth of what they
were 2 years ago. We are continuing
to attract top name brands such as
Abercombie and Fitch. The years of
austerity budgets are reaching the
end of the cycle. It is time to push and
capitalize on what is still a great and
ever improving city.

Similarly, our ongoing work with
a variety of internal and external
stakeholders is yielding greater cohesion
within the city. The Marketing Forum has
seen Failte Ireland, Dublin City Council,
the transport companies and the best
marketing brains from the business
community working together and
sharing resources in a clear and
coordinated approach to the marketing
of the city. We have already seen the
complete refurbishment of the water
system and utility systems beneath
Grafton Street in preparation for the
refurbishment works. We will work with
Dublin City Council during the period
of the works as we will work with the
RPA in roll out of the Luas to ensure that
these necessary projects are conducted
and completed with minimum
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Regaining And Retaining The Customer

The key objective of the BID is to get people to re-engage
with their city centre, to visit the city and to both shop and
socialize here. In 2008, when the BID began, we found that
the city sent many and often competing messages to its
customer base and had no clear self-identity. Consumer
research returned negative stereotypes of the city and
unfavourable comparison with suburban shopping centres.
Our work in the first 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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It is clear that we have been successful
in addressing the 18-35 age group. By a
factor of 3 to 1, this demographic prefers
the city to the suburbs for both shopping
and socialising. However, we are less
successful with the older demographics
so much so that by a factor of 6 to 1, over
65’s prefer the suburbs to the city. We
clearly have our work cut out for us in
this regard.
Our immediate strategy is to consolidate
our gains with the younger market and to
make in-roads into the family market. This
will involve lobbying for family-friendly
changes and changing how we present
the city.
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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. In this regard 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 Marketing Forum, which
brings partners together to promote
Dublin in a unified and positive way.
Senior representatives from BID,
Fáilte Ireland, Dublin City Council,
transport providers, retailers, publicans,
restaurateurs and hoteliers and the
Temple Bar Cultural Trust are working
together on the marketing forum so
that the best marketing brains in the city
are working together to promote our
city. Initial successes include the Dublin
at Christmas and New Year’s Festivals.
We have also seen the development
of the Dublin Festival Season, the
syncing of promotions within the city
and the sharing of budgets. However,
our collective ambitions are larger. We
want to see the development of festival
and event programmes which give
people reasons to be in the city each
month of the year and which work 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 direct marketing
efforts on the Greater Dublin Area.
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However, we have forged strong links
with Fáilte Ireland’s Dublin Team and
with Tourism Ireland in promoting
Dublin to the international market.
Research and analysis conducted by
Fáilte 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, more affluent demographic. BID
events match the requirements of these
groups well, especially the younger
social energisers, and we have agreed
to work very closely with Fáilte Ireland in
targeting them.
We are working with Fáilte Ireland,
Tourism Ireland, Dublin City Council,
The Irish Hotel Federation and Dublin
Chamber on the Grow Dublin Task
Force which aims to grow international
visitor numbers dramatically by 2020.
One of the items being considered is
how we can use the New Year’s Eve
Festival to create a strong retail tourism
element to the Dublin at Christmas
programme. We also see enormous
potential for growth in the Dublin
Fashion Festival. BID is happy to work
in partnership with a variety of other
organisations and agencies, and has
done so successfully in the past. These
collaborations reinforce a very strong
week-long celebration of fashion for all
tastes and budgets.
In addition to this Dublin City BID
began working with Fáilte Ireland on a
strategic partnership in 2012 for cruise
ship tourism to Dublin city. In 2013 over
100 cruise ships are expected to dock 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 will extend our
popular visitor assistance program and
information kiosks to meet with and
provide city centre information directly
to passengers before they leave the
ship. This will allow us promote the
city’s offerings to a cohort of wealthy
visitors with a limited time period in
the city. The Ambassadors received
additional training from Fáilte Ireland
and Dublin Port Company for this
initiative in late 2012 and will begin in
April 2013.

Pulling Back Market Share
2012 was a year of sustained footfall
increases. An additional 1,681,720
people were recorded by our footfall
cameras over the course of 2012
compared to the previous year. This
represents a modest but encouraging
increase in footfall of 1.4%. Significantly,
this was the first such increase since
2006. Performance in the city also
appears to beating national retail
statistics showing that we are regaining
some market share for the first time
since the development of out of town
shopping centres. These tentative steps
have to be seen in the context of the
recession but do show that Dublin is
increasingly positioning itself to take
advantage of the up-turn when it
eventually arrives.

DublinTown.ie
In 2012, Dublin City BID launched
DublinTown.ie, the consumer website
and promotional entity, to be consumer
face for BID activities. The DublinTown.ie
website is a collaborative initiative
between Dublin City BID, local
creative talent and business owners;
it lists over five hundred museums,
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historical landmarks, restaurants,
bars, shops, boutiques and other
city centre businesses. DublinTown.
ie also includes a blog and a “What’s
On” section that lists upcoming
events (clubbing, theatre, lectures,
concerts, festivals and more) and
is updated daily. Along with the
website, in 2012 we launched the
DublinTown smartphone app,
which is a convenient resource for
both locals and tourists who want
recommendations for restaurants and
shops while on the go. DublinTown
has been a success in filling a void
for unbiased consumer information
on the city centre. In less than a year,
the website has received 90,000 visits
(65,000 unique). There have been
10,500 downloads of the iPhone and
Android app and 5,000 subscriptions
to DublinTown’s monthly newsletter
‘What’s the Story’. We have have over
10,000 fans and followers on social
media for DublinTown alone.
DublinTown is now the umbrella
brand for Dublin City BID-run events;
Dine in Dublin, Dublin Fashion
Festival, Dublin at Christmas and
New Year, 50 Dates in Dublin, and
the Creative Quarter are all sub
brands of DublinTown, which itself
is a Dublin City BID brand. We are
developing sections on the website
for the five districts within the BID
area and DublinTown is taking on a
brand and identity that is becoming
synonymous with vibrant activity
within the city centre.

Dine in Dublin
2012 brought two of the most
successful instalments of the popular
Dine in Dublin to date, one in
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March and the other in October. 49
restaurants participated in March’s
instalment of Dine in Dublin, offering
special deals, events and menus to
customers; in October 67 businesses
were involved. 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 consumers. The
continued success of 2012’s Dine
in Dublin has enabled Dublin City
BID to get even more restaurants,
bars, pubs and eateries involved, and
we fully expect that in time Dine in
Dublin will become an internationally
recognized event. Following a review
of the event with the industry it was
decided to alter the format of the
event from 2014. From this time the
event will consist of a two week
promotion the end of January and
beginning of February which are
traditionally quiet times within the
hospitality sector.

Dublin Fashion Festival
Dublin City BID organised the third
Dublin Fashion Festival (DFF) from
Thursday 6th September to Sunday
9th September 2012. Over 200
businesses were involved; stores
and retailers showcased looks for
A/W 2012 in catwalk shows and
offered specials and discounts
while restaurants, bars and hotels
participated by offering fashion
menus, cocktails and special events,
including, for the first time, the DFF
by Night Fashion Parade. Dublin
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City BID was successful in securing
international TV personality Amanda
Byram to be the Face of the Festival
and DFF Ambassador. This proved to
be a huge success and drew great
international attention to the event.
Media coverage on DFF between July
and September 2012 was estimated
at €2.18 million. DFF proved to be a
valuable marketing tool for city centre
businesses, as during the weekend of
DFF footfall into the city centre was up
26% from the same weekend in 2011.

Unique to Dublin
Unique to Dublin is a programme
designed by Dublin City BID to
showcase uniquely Irish brands and
businesses based in the BID area. On
the Unique to Dublin website we profile
owner-managed cafes, boutiques,
restaurants, stores and more and
collaborate with businesses to offer
visitors and locals special deals. As
DCC found in their 2011 “Your City,
Your Voice” research, 85% of people
care about having access to Irish brands;
Unique to Dublin is another engaging
and helpful tool we use to promote
local business.

Dublin at Christmas
and New Year
In 2012, we continued to build on
the success of past years’ Dublin at
Christmas and New Year. In this most
recent instalment, the Dublin City
Marketing Forum worked together to
organize a shop and drop service across
the city, half-price on-street car parking
and a highly successful New Year’s Eve
Festival. Again, we provided Christmas
lights to twenty-eight streets in the
city centre, an initiative which adds
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significantly to footfall throughout
the district.

50 Dates in Dublin
50 Dates in Dublin is a month-long
promotion leading up to Valentine’s Day
that showcases the fun and romance
city centre businesses offer and helps
draw people to the city centre during
a traditionally quiet time of year for
businesses. The 50 Dates blog lists
quirky date ideas, readers’ dream dates
and horror stories of dates that went
awry. There are also special 50 Dates
in Dublin competitions and giveaways,
done through both social media and
our radio partner 98FM. 2012 was the
second year of 50 Dates in Dublin and
giveaways included tickets to the Wax
Museum, dinner for two at the Church
and tickets to the Abbey Theatre.

Summer in Dublin
During the weekend of the 21st and
22nd of July we hosted a summer party
with the businesses on South Anne
Street. Designed to have a classic blockparty feel, this family-friendly event
featured oversized games for children
and discounts at local restaurants and
shops. We are building on the success
of 2012’s summer party and are in the
planning stages of the Summer in Dublin
campaign, a series of six weekends in
July and August 2013 during which we
will bring family-friendly activities on a
tour around the city centre.

Social Media
Engaging social media has been critical
to the success of DublinTown.ie. Since
being launched in May 2012 it has
amassed 10,000 collective Facebook
and Twitter followers. Combining the

DublinTown.ie, Dublin City BID, Dine in
Dublin, Dublin Fashion Festival, 50 Dates
in Dublin, Unique to Dublin, Creative
Quarter, Dublin at Christmas and New
Year and Unique to Dublin social media
following, by the end of 2012 Dublin City
BID had a social media following of over
25,000 and a reach of 4.7 million. These
numbers have been increasing rapidly
in 2013 and our social media network is
proving to be a highly efficient and costeffective way of reaching consumers to
promote city centre businesses.

District Branding
As the BID has developed, it has become
increasingly clear that there are 5 distinct
districts within the area, each with its
own story to tell. We have worked with
businesses in each district to develop
its brand message and appeal to its
own target audience. Districts such
as the Dame District and and Creative
Quarter have been at the forefront of this
development. As far as BID is concerned
local businesses will always know their
customers better than anyone else and
we believe that local businesses should
take the lead in establishing district
priorities and brand. It is then for BID to
do the heavy lifting to help realize the
district’s collective vision.
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 be
forthcoming.
One of the key requirements for the
Talbot Street area is to regain customers
lost through changes in the public
transport network. We are working with
Dublin Bus to examine the possibilities
of getting additional routes back onto
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Talbot Street to regain lost footfall. In
the longer term we want Irish Rail to
examine the potential for re-opening the
Connolly Station exit that would feed
people onto the street.

Visitor Assistance and
Business Recommendations
In 2012 Dublin City BID Street
Ambassadors engaged with over
250,000 people on the streets and in the
information kiosks. The Ambassadors
provided useful information and
assistance, including over 70,000
direct recommendations for individual
businesses in response to visitors’
queries. Dublin City BID expanded this
direct engagement with tourists with the
launch of our Evening Crew in February
2012; the ambassador program will grow
even further in 2013, when the team will
be boarding over a hundred cruise ships
docking in Dublin Port.

comes to a close. We need to make it
easier for them to enjoy the city to its
maximum.
To develop this objective, Dublin
City BID began the application
process for the international “Purple
Flag” accreditation, which recognises
excellence in the management of
town and city evening and night
time economy. We set up a working
group which included the Gardaí,
Dublin City Council and Fáilte
Ireland and embarked on a detailed
and rigorous application process

which culminated in a visit by a
team of independent assessors
on 8th December. Following this
successful visit, Dublin became the
first city in the Republic of Ireland to
be awarded Purple Flag status. This
award is a vital tool in promoting
the Dame District and Creative
Quarter area both nationally and
internationally, and we have plans
to further extend the Purple Flag
city wide. Working with an evening
economy working group, we will
ensure that all future BID events will
contain a specific Purple Flag element.

Dublin City BID encourages our
members to engage with us as part of
the Meet the Business programme, where
businesses invite the Street Ambassadors
into their premises to better explain their
products, services, and target audience.
Afterwards, the Ambassadors are able to
make even better-informed and up-todate recommendations to visitors. By the
end of 2012, a diverse group of over fifty
businesses had taken advantage of this
opportunity, from Murphy’s Ice Cream to
The Abbey Theatre to Brown Thomas.

Integration of Day
and Evening Economy
Each day 235,000 people come into
Dublin 1 and 2 to make their living. It is
a core BID objective to keep as many
of those people engaged with the city
as possible after their working day
10
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Tackling Anti-Social Behaviour

Strategic Response Group (A Better City for All)
Over one-third of people who opt out of visiting the city
cite anti-social behaviour as the prime reason for their
absence. While statistics show that the city is safe, the
prevailing perception is that the city is an unsafe location.
This is primarily due to the drug related anti-social
behaviour which is all too prevalent in the city. In 2011 the
BID, working with the Gardaí, Ana Liffey Drug Project, the
HSE clinics, city-based drugs task forces, the Homeless
Agency, the Simon Community and Dublin City Council,
established a Strategic Response Group (SRG) to address
the causes of this difficult reputation. The deliberations of
the group resulted in the “Better City for All” report which
was launched by Lord Mayor Andrew Montague. The
report contained sixty recommendations to tackle the
issues of drug related anti-social behaviour in the city.
A group was established in September 2012 to oversee
the implementation of the report’s recommendations.
The report was one of the first
documents where all city stakeholders
recognised that there was a clustering
of treatment centres in the city. Many of
the key recommendations of the report
focus on having people with addiction
problems treated within their own local
communities through local GPs and
pharmacies so that the city centre does
not deal with a disproportionate share of
the nation’s difficulties. It is our view that
these 60 recommendations represent
the best chance that the city has to
overcome the difficult reputation built
up over years of drug related behaviours.
A number of recommendations have
already been implemented. These
include the provision of services
through lunch time. Traditionally, all
services closed at 1.00pm and clients
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then gathered on the street creating
difficulties during lunch time trade.
There has been increased coordination
of outreach work, which has been
informed by BID maps showing areas
where anti-social behaviour is most
concentrated. Based on the outcome
of the report, detailed legislation dealing
with the street sale of prescription drugs
is due to be published before the end of
May 2013. This legislation is needed to
deal with the increasing problem of sale
and consumption of large quantities of
prescription drugs.
BID also represents the voice of Dublin
city businesses on the Lord Mayor’s
business policing forum. The forum
is chaired by the Lord Mayor and also
consists of the Gardaí, Dublin City
Council, business and tourist groups and

meets regularly with relevant bodies like
the Medicines Board to explore practical
solutions to safety issues in the city.
The process is not without its
frustrations and difficulties. There is
the frustration that it simply takes
too long to get things done in this
country. A speedier resolution to
problems, especially where there is a
consensus as to how to proceed, is
simply required. We had been assured
that the homeless centre at 160 Capel
Street would close by March 2012. This
dragged on based on internal industrial
relations issues and we were again
assured that it would close by March
2013. This revised deadline was also
missed as the intended new premises
which had been identified almost a
year earlier had not been refurbished
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in time. We are now advised that it will
close by mid June 2013 but based on
previous experience this revised deadline
may also come and go. However, a far
more serious issue has arisen with the
Homeless Agency. Inexplicably and
contrary to its own stated policies, it
re-opened the dormitory-style Cedar
House Homeless Hostel on Marlborough
Place. It is proposed that this hostel will
deal with the city’s most chaotic men
and women. This is the wrong facility
in the wrong location. As late as April
2013 the Homeless Agency advised the
Better City For All group not to include
Cedar House in a map of relevant
services as it would not be open. By
the end of April this decision was
reversed. It is difficult not to come to the
conclusion that the Homeless Service
is overwhelmed by the challenges of
its role and is ill-equipped to deal with
them. However, this facility, which does
not meet the needs of the client group
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per the Agency’s own publications,
could seriously undermine commercial
development the surrounding district
including Talbot Street and the Abbey
Street area. This district has made
significant strides to change its public
perception and this new development
threatens the 500 businesses in the area
and the thousands of jobs they sustain.

Working with the Gardaí
Dublin City BID through its staff and
Street Ambassadors is in daily contact
with the Gardaí, reporting incidents
of drug dealing, aggressive begging,
street drinking and other anti-social
behaviour. For example, in 2012 over
4,000 incidents of aggressive begging
were reported to the Gardaí. We are
currently examining how we can work
with the Gardaí to provide 2 additional
Segways and additional CCTV for the
BID area.

Change for the Better
(Street Begging Campaign)
BID spent significant time and resources
lobbying for the introduction of
legislation to deal with the issue of
begging in the city centre. In 2011, this
legislation, the Criminal Justice (Public
Order) Act, was brought into law,
giving the Gardaí the power to direct
individuals to leave the area where they
are begging. It further makes begging
at an ATM, aggressive begging and
organized begging specific offences.
Despite this progress and reductions in
the numbers begging in the city centre
this is still a major concern.
To tackle this problem, in 2012 BID
began working on a public awareness
campaign which encourages members
of the public to know where their
money is going. We are all too aware
that there is a considerable degree of
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professional begging in the city where
beggars are not in genuine need. We
are also aware that some unfortunate
people use begging to feed their
addictions. BID has now copied the
successful “Diverted Giving” model
that has been used in a number of
UK cities. Members of the public are
encouraged to give to a charity rather
than to individuals on the street. Our
partner charity in this campaign is
Tiglin a Christian-based charity that
works with people on the street and
helps addicts successfully tackle their
addiction issues.
Tiglin operates a long term residential
detox facility in County Wicklow for
people suffering with addictions and
then works to provide them with the
skills to reintegrate into regular society
and eventual employment. They also
operate an outreach service in the city
centre every week.
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BID Night Crew
In 2012, Dublin City BID launched a
night cleaning crew. The BID night
crew works closely with the Gardai
to ensure that the city stays safe and
welcoming late at night. The crew
works from 8pm to 4am Thursday—
Sunday; in 2012, the crew cleaned
up 7,894 incidents of street soiling,
made 1,904 reports to the Gardai of
aggressive begging and recommended
the many businesses that operate in
the evening and night-time economy
to thousands of tourists. The work of
the night crew was a crucial factor in
the success of the Dame District and
Creative Quarter area being awarded
the coveted Purple Flag accreditation.

Anti-Social Behavior Orders
Dublin City BID as a member of the
Key Cities group of the Association of
Town and City Managers has access to

the shared experience and best practice
models of cities and towns throughout
Britain and Northern Ireland. Many
of these cities have had to deal with
similar and in some cases much worse
levels of anti-social behavior in the
past. Throughout the UK Anti-Social
Behaviour Orders (ASBOs) have become
a key tool in addressing unacceptable
behaviour amongst the small minority
who consistantly undermine the city
experience for the majority of citizens.
In 2013 the first ASBO’s in Dublin City
were given to 5 persistently difficult
individuals. Many more are in train.
Dublin City BID CEO Richard Guiney
and a number of BID members gave
evidence in the relevant court case in
which the individuals were barred from
entering the city. We will continue to
actively support this approach towards
dealing with anti-social behaviour.
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Creating a More Attractive
& Pleasant Environment
13% of total non-food retail purchases are now made through
the internet. It is expected that this will increase 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 choose to be. The era where people engage with
towns and shopping centres because they have necessary
purchases to make is over. We have no choice; we must
provide an environment where people feel secure, safe and
happy. Otherwise we will see business and town centre failure.
Dublin City BID alone cannot deliver
such an environment, but we, along
with our members, have to convince
others and most especially Dublin
City Council that getting the Dublin
proposition right is in their interests.
The Grafton Street project represents
a good start to this process. Already
major infrastructural upgrades have
been made to water and utilities and
from the end of May 2013 a total
refurbishment will begin. The streets
surrounding Grafton Street will then
be refurbished and all the indications
are that BID’s request that they be
furnished with wider pavements and
a more pedestrian friendly design will
be at the heart of the upgrades.
We see this as an opportunity to
promote outdoor seating for dining
which will serve as an invitation to
stay in the city. However, in order to
realize its full potential we need to
ensure that there is a fairer system
for charging for outdoor seating. It
makes no sense that outdoor seating
costs 5 times more in Dublin than
Edinburgh and 4 times as much as
London’s West End.
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We are also working with the Council,
Moore Street Traders and ILAC to
address the appearance of Moore
Street with a view to re-establishing a
stronger footfall. We will then look at
other streets including Marlborough
Street, Talbot Street and Lower Mary
Street for possible refurbishment.

Ensuring Improvement
To ensure that the Grafton Street
improvement works cause minimal
disruption to the area we have
commissioned a town planner and
a construction engineer to work
with us during the planning stages
of the redevelopment works. We did
a thorough survey of our members
in the area so as to best understand
business requirements for issues like
deliveries, staff access and waste
collections and we made a detailed
submission on behalf of our members.
We are pleased that the Council’s
Grafton Street team have recognized
the importance of this document and
have agreed to implement many of the
recommendations contained within.
Dublin City BID has worked with
the Council’s Grafton Street team by
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putting together a working group to
represent the interests of businesses
on the street. This group was consulted
regularly prior to and during the water
valve replacement works. These works
had the potential to disrupt business in
and around Grafton Street; however, the
partnership approach adopted by BID,
the working group members and the
City Council ensured that disruptions
were kept to a minimum and that
businesses were not forced to close due
to lack of water as had been feared.
This bodes well for the repaving works
which are due to commence in May
2013. BID will have staff on the ground
throughout the duration of the works
and will ensure that continuous positive
messages are sent to consumers.

Lighting
For the past five years, Dublin City BID
has paid for and erected Christmas
lights throughout the city centre. In
2012, we provided twenty-eight streets
with lights. On-street customer surveys
confirm that the lights are a major
draw to the city over the Christmas
period. This past year, we also began to
provide general LED lighting on several
streets, including Clarendon Street and
Dame Lane, and flood lighting in other
locations, including the railway bridge
at Store Street.

Floral Arrangements
Dublin City BID maintains twenty-eight
floral arrangements (planters and hanging
baskets) on the streets throughout the
city centre. These large, attractive displays
help create a welcoming atmosphere for
visitors. Each year we add to the list of
locations decorated with floral displays
and are constantly looking for additional
locations in which to place floral displays.
15
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Group Waste Collection
In response to feedback from our
members who have experienced
difficulties with waste collection in
the city centre Dublin City BID has
been investigating the possibility of
introducing a Group Waste Scheme. We
have met with a number of parties who
have expressed interest in partnering
with Dublin City BID for the roll-out of
just such a scheme.
Similar schemes have worked with
great success when operated by BID
companies in the UK and we believe
one here could provide an important
part of the solution to Dublin’s waste
management problems. The benefits of
such a scheme include collection times
that work better for both businesses
and customers and which are regulated
through commercial agreements. We
would also like to establish a collection
run for food waste at a time that works
with businesses’ closing times.

Litter Bye-Laws
In 2012, the Council introduced the
privitisation of waste collection in the
city. This led to confusion particularly
regarding to the collection times of
domestic waste. The bye-laws currently
proposed by the Council should deal
with the majority of these issues..
However, the issue of substantially
increased fly tipping has to be addressed
in a more comprehensive fashion. Illegal
dumpers know not to leave papers
that will identify them in the bins they
discard so the Council must step up its
enforcement activities and there must be
a name and shame policy for those who
actively undermine the city.

streets remain presentable for customers.
Our cleaning staff has had to pick up
the slack due to missed collections or
careless residents. Since its inception
in January 2011, our award-winning
cleaning crew has collected over 25,000
tonnes of waste and removed them
to our own lock-up where they are
collected later by the relevant waste
collection company. We hope that the
new bye-laws and a successful roll-out
of a BID Group Waste Scheme can deal
with this problem in the long-term.

Graffiti
The scourge of graffiti is showing no
signs of easing. We spent €120k in 2012
removing this form of vandalism and
2013 is showing no signs of abatement.
However, we were pleased to see 2
of the most prolific graffiti vandals
being convicted in the Courts. We will
continue to remove graffiti and propose
that those engaged in this behaviour be
convicted and sentenced to community
service to undo the damage that they
have caused.

Busking Code
A voluntary programme which aimed
to reduce the negative impacts of loud
busking was introduced but failed
in its objective. It is now proposed
that bye-laws be introduced to curb
these excesses while facilitating and
promoting buskers who provide
genuine entertainment on our streets.
Dublin City BID has been a driving
force promoting these bye-laws. Each
year we receive the more than 750
complaints and this is something we
are determined to see corrected.

Dublin City BID has been forced to
step into the breach to ensure that city
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Driving Change

Over the past year we have been active in representing your
views. Much of the detail is included above but we note
below a list of the projects and campaigns with which we
have been involved, from the Grafton Street redevelopment
to reinstating the Northbound Luas stop on Dawson Street.
Grafton Street
Redevelopment

and improve the overall look and feel
of the area.

We are working with the Council’s
design team to ensure the works
are carried out with a minimum of
disruption. Richard Guiney has been
asked by Minister Leo Varadkar to
represent your views on a committee
that the Minister chairs which aims to
ensure that the works are completed
with the minimum of disruption.

Change for the Better

Moore Street
Moore Street is a beloved and historical
street in the city centre, but it needs
improvement if it is to meet its full
potential. Dublin City BID is committed
to working with local businesses and
market traders, Dublin City Council
and the Gardaí to improve the lighting
on the street year round (BID already
provides Christmas lights for the street)
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One of our members’ greatest priorities
is the issue of street begging. To that
end, we have lobbied for legislation
change, which was passed in 2011. In
2012, we began work on our public
awareness campaign, copying the
highly successful “Diverted Giving”
campaign of many UK cities.

Prescription Drugs
Through the work of the “Better City
for All” group and meetings between
Dublin City BID and Minister for
Justice Alan Shatter, there has been
intensive lobbying on this subject. We
understand that legislation is currently
being drafted and will be available by
the end of May 2013.

Casual Trading
We were very disappointed that City
Councillors did not allow a proper
discussion on Henry Street Christmas
market. We have very serious concerns
with the quality of product being sold
from some of these stands. We will do
everything at our disposal to protect
Dublin’s shoppers from inferior or
counterfeit product.

Grow Dublin Task Force
We are members of the Grow Dublin
Task Force which aims to increase
visitor numbers dramatically through a
strategic approach to 2020.

Luas Cross City
We have been working with businesses
in the Dawson Street area to ensure
that the Northbound Luas stop is
reinstated on the street. We are
committed to working cooperatively
throughout the period of the Luas
works to minimise any disruption
and to this end arranged a number of
area information meetings so that our
members could hear directly from the
RPA about what the Luas works will
entail. Further information meetings
will be held in 2013.
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Financial Summary 2012

Dublin City Centre BID Company Limited
Summary Accounts for Year Ending 31st December 2012
Profit and Loss Highlights
for Year Ending 31st December 2012
INCOME
BID Levy
Other Income
Total Income

Balance Sheet Highlights
as at 31st December 2012
Fixed and Tangible Assets

83,067

2,521,669
295,074
2,816,743

Current Assets

543,985

Current Libailities

508,065

Net Current assets/(liabilities)

EXPENSES
Cleaning & Maintenance,
Landscaping

440,667

Marketing & Promotion

785,548

Visitor Assistance
and Hospitality

592,979

Research, Technology
& Policies

324,248

Income Collection

149,444

Administration

367,837

Total Expenses

2,728,454

Depreciation

101,396

Net Surplus/(Deficit)

(13,107)
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Net Assets

118,987

Revenue Reserves

118,987

67,731

Capital Projects
and Improvements
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35,920
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td

BID Board Members & Staff

Board Members
Andrew Diggins (Chairman)
Ilac Centre
Ray Hernan
Arnotts
Steven Gamble
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
Colm Carroll
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
Tony Flynn
Dublin City Council
Andrew Murray
Penneys
Andrew Henning
The Westin
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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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