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CONTEXT - THE PROBLEM

Tourism and hospitality businesses in Dublin have been
significantly impacted by Covid-19

International visitor numbers are down significantly due to travel
restrictions

Domestic visitor numbers are also down due to restrictions on
large events which are the main driver of domestic travel to Dublin
Footfall within the city centre is down and remains heavily
impacted by the continuation of people working remotely
Significant recovery campaigns are required to drive both bed-
nights and footfall to Dublin tourism and hospitality businesses
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CONSUMER INSIGHTS

 60% of consumers intend on taking a short break in Ireland in the
next 6 months - the highest measure since the start of the pandemic

« Whilst promising, a plateau is to be expected over the next few
weeks and this will be closely monitored as our ceiling of
consideration remains at 73%

« Trips are being taken for both general leisure and visiting
friends/family reaffirming the dual needs of reconnection and
escape/discovery

*Failte Ireland Consumer Insights, 25t July 2020
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CONSUMER INSIGHTS

« 549 of Irish adults intend to take day trips that are close to
home*, however Dubliners often overlook the breadth of places to
go and fun things to do in their own city and don’t consider the

tourism experiences to be ‘for them’

 QOur research also indicates that many people have ‘taken Dublin for
granted™ or ‘haven’t really done Dublin™*

« Now, Covid-19 has presented an opportunity for Dubliners to enjoy
their city for themselves this campaign is just that - an invitation
to ‘explore their city as a tourist’

*Failte Ireland Consumer Insights, 25t July 2020
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PLANNED ACTIVITY

“"MAKE A BREAK Live from 27TH June - ROI
FOR IT” Live from 3 August - NI

“COME HERE TO : -
ME DUBLIN” Live from 27t July -

STRATEGIC
PARTNERSHIPS EXPEDIA, SUPERVALU, HOTELS.COM, TRIPADVISOR & MORE

“KEEP KEEP
DISCOVERING” DISC(%V(I)E RING
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HIGHLIGHTS

« Investment of €1.5M in 3 major campaigns spanning 6 months

 12-week dedicated ‘Come Here to me Dublin’ campaign driving
footfall

« Dedicated Dublin features in *‘Make a break for it" campaign
driving intention and bed-nights - RTE TV content, press ads,
print supplements, partnership content

« 100+ Dublin Business’s featured across all activity

« €1.3m Domestic Sales Campaign driving bed-nights & bookings,
leading with a Dublin focus, across 12+ platforms, Revenue
target >€10m in direct sales, 7.6m customer reach
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CHANNELS
PARTNERSHIPS PARTNERSHIPS
LIVE FROM 27TH JULY
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OUTDOOR
ADVERSTISING

@0

SOCIAL PR ACTIVATION
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RADIO

 Running for 10 Weeks

 Imelda May's distinctive
Dublin voice features in the
campaign

)

MEDIA PARTNERSHIPS

Dublin’s T = -
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OUTDOOR BILLBOARD com,&h,&m
ADVERTISING @“W
lo me

A mixture of demographics i tons tosee and oD L

it's time t0 disc

over more.V

and locations calling on
people within Dublin to find
out the fun that can be had
from a day trip.
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SOCIAL

With tons to see and do
across Dublin, it's time
to embrace everything
your city has to offer.
#0nlyMassive

@ 128 likes @ 128 likes

visitdublin Let's mosey, stroll, meander and have a gander
- with tons to see and do, sure Dublin is #OnlyMassive

visitdublin Let's mosey, stroll, meander and have a gander
- with tons to see and do, sure Dublin is #OnlyMassive
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TRADE ENGAGEMENT / OPTIMISATION

You won’t be the first legend | Floating into the Bank

through our doors but you’ll \ Holiday? Land on something

be just as welcome as all the

)

} Fairy Trail adventures and

!""@Q”\ I3 magic this weekend with our
. _ ©
others! Pop in for a studio g

tour it's #0nlyMassive Butterfly House. Dublin is

©aQr #0nlyMassive

¥ 128 likes

malahide_castle Floating into the Bank Holiday? Embrace a
little magic this weekend with our Fairy Trail adventures an
Butterfly House. #longweekend #ComeHereToMeDublin

@ 128 likes

windmilllanerecording We've had so many legends through our
doors we've lost count. So a few more couldn't hurt. Join us for
a tour today. #windmilllane #ComeHereToMeDublin
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AV-VOD & BROADCAST PUBLISHER
INTEGRATION PARTNERSHIPS

€2.5 MILLION INVESTMENT | 12 WEEKS

SOCIAL PR INTEGRATION INFLUENCERS WOM
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And after a day spent you'll find no shortage of ways and places to

dine. Th, uite like summer in Dublin

[relands never Kclt biﬁ?a. Discoverlireland.ie

PRESS ADS

Single page spreads
Irish Examiner

- Mail on Sunday
- Mirror on Sunday
- Sunday World

Dbl

17
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PRINT SUPPLEMENT

Print run of 625k |
Published Sat 25th and |y

Sun 26th July ' N, WHETHER FOR A FAMILY DAY OUT OR A WEEKEND AWAY,
In Titles: A/ ‘ OUR CAPITAL'S BU2ZING ONCE AGAIN WITH SO MUCH

T0 SEE AND DO
- Sunday Independent
The Irish Times
Irish Independent
Irish Examiner
Irish Mail on Sunday

Second Supplement will
be produced in the e e
coming months : 00+ deas for gour home holidag

1 THING

Irelands never gdl "ﬂ" | Discoverireland.ie

CROKE PARK STAPIUM TOUR £
GAR MUSEUM

MAINHAM GAOL MUSEUM

WINDMILL LANE RECORDING TEELING WHISKEY DISTILLERY

NORTH & SOUTH COAST

DALKEY CASTLE ¢ HERITAGE
JAMESON DISTILLERY BOW ST CENTRE

ot com

NATIONAL MUSEUM OF IRELAND

™ (COLLINS BARRACKS)

TRISH EMIGRATION

SAINT PATRICK'S CATHEDRAL BOOK YOUR STAY:

e relands tise-took e
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TRADE STORIES

. Using real people and real stories to
inspire our online communities to be
comforted by the fact that businesses
have taken necessary measures to
keep families/visitors safe when they
are on holiday with the aim to not
diminish their experience.

. Provide reassurance to visitors and
encourage them take a day trip or
short break in Dublin.

& Failte Ireland
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Failte Ireland Revenue

Targetg All platforms
€10m+ In leading out

direct with Dublin
sales €1.35m as a lead
. destination
Campaign

Across
12+

7.6m platforms

customer
reach

GOLDEN
IRELAND
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