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CONTEXT – THE PROBLEM
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• 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 



CONSUMER INSIGHTS
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• 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

*Fáilte Ireland Consumer Insights, 25th July 2020



CONSUMER INSIGHTS
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• 54% 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’

• Our 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’

*Fáilte Ireland Consumer Insights, 25th July 2020



TIMING

“MAKE A BREAK 
FOR IT”

PLANNED ACTIVITY 

Live from 27TH June – ROI
Live from 3rd August - NI

JUN JUL AUG SEP OCT NOV DEC 

“COME HERE TO 
ME DUBLIN”

STRATEGIC 
PARTNERSHIPS 

“KEEP 
DISCOVERING”

KEEP 
DISCOVERING 

2.0

Live from 27th July -

EXPEDIA, SUPERVALU, HOTELS.COM, TRIPADVISOR & MORE



HIGHLIGHTS
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• 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 – RTÉ 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



8



9

DRIVING FOOTFALL
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AUDIO PUBLISHER 

PARTNERSHIPS 

RADIO 

PARTNERSHIPS 
OUTDOOR 

ADVERSTISING

12 WEEKS LIVE FROM 27TH JULY 

CHANNELS 



RADIO
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• Running for 10 Weeks

• Imelda May's distinctive 

Dublin voice features in the 

campaign

MEDIA PARTNERSHIPS
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A mixture of demographics 

and locations calling on 

people within Dublin to find 

out the fun that can be had 

from a day trip.

OUTDOOR BILLBOARD 
ADVERTISING
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SOCIAL

With tons to see and do 

across Dublin, it's time 

to embrace everything 

your city has to offer. 

#OnlyMassive
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TRADE ENGAGEMENT / OPTIMISATION

You won’t be the first legend 

through our doors but you’ll 

be just as welcome as all the 

others! Pop in for a studio 

tour it’s #OnlyMassive

Floating into the Bank 

Holiday? Land on something 

magic this weekend with our 

Fairy Trail adventures and 

Butterfly House. Dublin is 

#OnlyMassive
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DRIVING INTENT
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PRESS ADS 

Single page spreads

- Irish Examiner

- Mail on Sunday

- Mirror on Sunday

- Sunday World 



PRINT SUPPLEMENT
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Print run of 625k

Published Sat 25th and 
Sun 26th July
In Titles:
- Sunday Independent
- The Irish Times
- Irish Independent
- Irish Examiner
- Irish Mail on Sunday

Second Supplement will 
be produced in the 
coming months



● 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.

TRADE STORIES
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DRIVING BED-NIGHTS & BOOKINGS



€1.35m 
Campaign

7.6m 
customer 

reach

Over a 
9 

month 
period

Across 
12+ 

platforms

Revenue 
Target; 

€10m+ in 
direct 
sales

All platforms 
leading out 
with Dublin 

as a lead 
destination




