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THE GUARDIAN READERS:

» Have a high concentration
of Culturally Curious as
readers.

» Audience spend 10% more

than average on travel.

» Go on holiday more than
average.

A CITY OF SURPRISES

DUBLIN:

A DIFFERENT VIEW

Bustling and nestled close to the countryside: ancient
but filled with modern energy. Dublin is many cities
in one. The capital offers unexpected moments that
make for precious memories - let the adventures
unfold before you and em the allure of Dublin
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Background to the Campaign

Building on the success the ‘A Breath of Fresh Air’ launch in Great Britain in 2015, a creative
proposition was developed to build a solid positioning and reappraisal for the brand and
destination - Dublin unfolds from one unique moment to the next - which was delivered
using the creative execution Dublin is What Happens in Between. The campaign launched
on October 17th targeting the Culturally Curious segment in Great Britain to inspire this
segment to reappraise Dublin and consider booking a trip to Dublin in the shoulder season
(Nov-Mar). The campaign reinforced ‘A Breath of Fresh Air’ by showcasing Dublin through
this lens, incorporating images of Trinity College, the Ha’penny Bridge and Howth.

The campaign will feature across: Print, Digital, Out of Home and Radio using images
and content that reinforces Dublin’s must-do list while getting off the beaten track and
discovering Dublin for yourself. The call to action for the campaign is visitdublin.com.
The results to date are encouraging with digital optimisation ensuring delivery beyond
awareness, the campaign pacing ensured that traditional
media gains had added impact alongside this focused
campaign period. DIGITAL
Culturally Curious audience
demographics and passion
points were targeted: websites
such as: radiotimes.com,

femalefirst.co.uk, jamieoliver.
com, officiallondontheatre.
co.uk, foodnetwork.co.uk and
deliaonline.com
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Objectives of the Campaign

» Drive awareness and reappraisal of Dublin as break for the Culturally Curious
Audience in Great Britain.

» To give Dublin distinction in a competitive market, and ensure top of mind
for the Culturally Curious audience.

What is the Campaign?

Dublin is What Happens in Between
Our creative idea is: ‘Dublin unfolds from one unique moment to the next’.

Dublin is full of unexpected moments. Even simple plans develop
an unexpected dimension. You can go from A to B, but things

happen in between. Stories emerge. You wander, you get called OUT OF HOME ADVERTISING
from the path, you meet someone or see something that creates » Over 89% of the CC
curiosity and gets your attention, draws you away and disrupts audience notices OOH

the linearity. So, the essence of Dublin is not to be found in A or at train stations.

B. What makes Dublin unique, and what makes visiting here so » Over 90% of the CC

memorable, is what happens in between. audience notices OOH
on the roadside.
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Planning that next epic trip but struggling to decide on a holiday destination?
Allew us - your new second favourite city - to step inl That's right, 83 you can see
fram our brand new video, Dubdin is the (proud) recipient of a whole host of
fantastic accolades: we're the World's Second Friendliest City, the Second Best
Flace for Americans to Live and we were runner-up for Europe’s Leading City

Target Market: the Culturally Curious in GB I

The Culturally Curious choose their holiday destinations carefully, CULTURALLY CURIOUS?
are independent active sightseers looking to visit new places. They

) ) _ ) s » Food, Cookery, Visiting Historical
want to expand their experience by exploring their destinations

Sites and Gardens, Travelling,

and their landscapes, history and culture. They love to delve deeper Gardening and Classical Music
into the history of a location, crave unusual experiences, enjoy Concerts are the topics that most
connecting with nature and wandering off the beaten track. They resonate amongst the Culturally
want to really get under the skin of the places they visit, meaning Curious audience.

they want to go beyond the Top 10 To-Do’s. Most likely travelling as » 27% of Culturally Curious take a
a couple or on their own. holiday at least twice a year.

Channels

The Culturally Curious consume media in a very traditional way.

This campaign aims to increase awareness in Great Britain and get the Culturally Curious
to discover Dublin by making them feel and experience an unexpected city through the
following channels:

Out of Home: 6 Sheet and 48 sheet billboards and air pods will drive reach and frequency
through high impact formats at rail stations, roadside, and pedestrian shopping districts,
throughout Glasgow, Edinburgh, Birmingham, Manchester and Liverpool.

OOH executions - the description in the bracketed line expresses that moment of discovery
- the ‘in between’.

51% of the Culturally Curious market in each of the five cities will view the executions.



SOCIAL MEDIA

» 26% of the Culturally Curious
are more likely to use mobile
when searching for a holiday
destination.

» 57% have a Facebook account,

25% log on to their Facebook
account more than once a
day, and 24% actively notice
advertising on Social Media.

Dublin Airport “First Welcome”

Failte Ireland partnered with the Dublin Airport Authority and used imagery from the GB
campaign with an added “Welcome to Dublin” message. As this campaign will be delivered
internationally, we seized on an immediate opportunity to build on momentum and extend the
campaign footprint, building unison for the Dublin message for our international visitors on
arrival at Dublin Airport.

Displayed on aerpods throughout Terminal 1, Terminal 2 and on the exit billboard as you leave
the airport. This is the first message visitors will see when then arrive. It will significantly help
drive recognition and awareness of our core consumer message for Dublin.

Print Partnerships: The Guardian newspaper will work to strengthen engagement with the
Dublin message through print and digital content, and print display. This combination offers
significant reach and frequency and allows us to introduce Dublin in a number of ways, utilising
the full portfolio of the Guardian & Observer supplements.

Readership: 6.3 million, 2.5 million are Culturally Curious

» Highly visual double page spreads in weekend titles

» Online Display on Digital Hub

» Digital Takeovers

Radio partnership: Classic FM Radio partnership has been established to deepen the
understanding of the Dublin story. Our airtime presence includes weekend show sponsorship,

live reads, branded spots, feature discussions, co-branded spots, and an off air digital hub
which features a competition page to win a trip to Dublin for two people.
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Activity

7 week always on sponsorship of Classic Weekend 1-3pm
CULTURALLY CURIOUS MEDIA
CONSUMPTION

» Culturally Curious spend in
average 11 hours a week listening

Radio spot campaign running in conjunction with partnership to radio and are 22% more likely

to listen to radio than the total

Co-branded content trails

>

>

» Bespoke Enhanced Digital Hub

» Weekly competition to encourage consistent engagement
>

Digital: Will drive engagement and further awareness. The assets
built include standard and high impact formats which will appear
on high affinity websites and environments as per target markets
digital journey, all driving back to visitdublin.com.

population

» Culturally Curious index highly
against Press (Newspapers),
they’re 52% more likely

These are full screen and fully interactive, appearing across to consume than the total

premium environments and high interest sites with the Culturally population.

Curious. These assets will all drive back to visitdublin.com

To see examples of these advertisements click below:

CLICK HERE

Social: Activity is concentrated to Facebook, the most prevalent social channel utilised by
our target. Social will drive engagement and web clicks through a number of post formats -
gif, panorama carousel, and link posts.

Publicity: Working together, Failte Ireland & Tourism Ireland Great Britain publicity teams
have pitched story ideas and a number of national and regional press from Great Britain will
visit Dublin throughout the campaign.


https://rbx3-assets.s3.amazonaws.com/preview/7677/preview.html
https://rbx3-assets.s3.amazonaws.com/preview/7679/preview.html

*We would like to thank the following companies
for their generous support of this campaign:

Academy Plaza Hotel
Arlington O’Connell Bridge
Ashling Hotel Dublin

Barry's Hotel

Belvedere Hotel

Best Western Skylon Hotel
Brooks Hotel

Buswells Hotel

The Camden Court Hotel
Carlton Dublin Airport Hotel
Cassidys Hotel

Central Hotel

Clarence Hotel

Clayton Hotel Ballsbridge
Clayton Hotel Cardiff Lane
Clayton Hotel Dublin Airport
Clayton Hotel Leopardstown
Conrad Dublin

Crowne Plaza Blanchardstown
The Dean

Fitzpatrick Castle

The Fitzwilliam Hotel

Fleet Street Hotel

Gate Hotel

The Gibson Hotel

Hilton Dublin

Hilton Dublin Airport

Hilton Dublin Kilmainham
Jurys Inn, Christchurch

King Sitric Guesthouse

Louis Fitzgerald Hotel
Maldron Hotel Newlands Cross
Maldron Hotel Parnell Square
Maldron Hotel Pearse Street
Maldron Hotel Smithfield
Maldron Hotel Tallaght
Maples House Hotel

The Marker Hotel

Merrion Hotel

Mespil Hotel

Parliament Hotel

Radisson Blu Hotel
Dublin Airport

Radisson Blu St Helens

Redbank House Guesthouse
Russell Court Hotel

Talbot Hotel Stillorgan
Travelodge Stephens Green
The Westbury Hotel

White Sands Hotel

Aramark

Brown Thomas

Croke Park Stadium

Dublin Airport Authority
Dublin Branch of the IHF
Dublin Town

EPIC Ireland at The chq
Building

Guinness Storehouse

Irish Ferries

Licensed Vintners Association

Restaurants Association
of Ireland

Trinity College
* as at 15/12/16

For more mformatlon on thls campalgn, pleaie contact

Keelin Fagan

Head of Dublin® =
Failte Ireland

T: 018847124

M: 086 0493083
E: keelin.fagan@failteireland.ie

Key sponsors:

Failte Ireland

Dublin City Council

Fingal County Council

South Dublin County Council
Dublin Airport Authority

FI-74391-DCB-1116
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