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A New Type of Office

Our Visionwas to create a world-class Tourist
Information Office in Dublin that would inspire
visitors

Empower visitors to make the very best of their
precious time through a blended experience of
personal attention, captivating visuals and timely,
comprehensive information
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Consumer Research

e Speak with a travel advisor
¢ To get a map and directions
e Attractions/Sites to visit

e Tours/Activities

¢ What’s On

¢ Information on Public Transport
Free Wi-Fi and app downloads



_ @8 %JECTIV

e Inspire visitors to fully explore Dublin and it’s hidden gems

e Utilise technology in a way that supports staff and.is
intuitive and helpful for visitors

e Engage the visitor with a contemporary design and layout — :
reflecting a modern Dublin -
“

* Provide personalised unbiased and up-to-date information /



DESIGN CONCEPT
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OPENED — 26t Jan 2015


http://www.vimeo.com/141687970

...some initial anecdotal feedback

‘Real’ Irish
Welcome —

Germany Most
helpful
staff and

Big Screen Hit ‘cool’
at New Visitor tourist
Centre — office
Irish Times Jack, Texas

/\

Love the social LOV? Visit Dublin Office —
media wall nicest Tourist office
#lovedublin!!! We've ever seen! cp

Stunning
imagery!

Canada Visitor



QUALITATIVE RESEARCH

1 Week of Fieldwork (30t september - 7t October)

135 Tourist interviewed

Short questionnaire completed by tourists as
exiting the Tourism Information Office



Who Did We Speak To?

135 Tourists Interviewed

Nationality of visitors Age of Visitors
to Dublin T10O

41%6 18-24 11%0

25-34 21%

35-44 16%6

21% 45-54 19%

55-64 239%

—— 139%% 65+ 11%0

I I 10%

Other 1296

Long Haul
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Which of the following did you use in the Tourist
Office?

Spoke to a tourist advisor _ 98%

Browsed through / read printed...__ 68%
Viewed events listing on 'Whats on'...__ 50%
Used an automated touch screen __ 42%
Viewed video walls __ 38%
Viewed social media feature _- 14%
Used free wifi _- 10%

Downloaded discoverireland app | 0%

Other — 30%

0% 20% 40% 60% 80% 100%




Got the Information Required

No 1%

Yes 99%



Visit Inspired Tourist to go and Do or See Something

95% of
Visitors
inspired by
visit to TIO

80% -

To a large degree To some degree Not much Not at all Don't know



Satisfaction with Tourist Office on Visit

Better
Like the fact . o signage to
of info being Dissatisfied locate the
updated 7% office.
daily.

Very nice
staff but very

Friendly staff.

Satisfied clinical office.
Helpful to 93Y%,
have staff
speaking your
own

\ language. J




Layout of the Tourist Office

Modern
Informative

Contemporary

Frieng
Welcoming
Innpvative
Inspiring
Ultra
Futuvistic
Stimulating
Cosmopolitan
Surprising
Sterile
Complicated
Overwhelming

Confusing

78%

__ These comments were made by visitors under 35 years of age

20% 40% 60% 80%

100%




Mix of Technology and Staff in the Tourist Office

Too much technology

Just the right mix of staff and technology

Not enough technology

2%

98%

0%

0% 50% 100%




SO WHERE TO FROM HERE...

ACCPF Continuous Imp rovement




2 BIG TRENDS - UNIVERSAL TRUTHS

The Resurgence of
Humanity



THE EXPERIENCE IS THE MARKETING




THE EXPERIENCE IS THE MARKETING!




2 BIG TRENDS - UNIVERSAL TRUTHS

User Centricity



UNIVERSAL TRUTH

The Desire to Make the Most

of our Precious Time

however....
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THE ‘LABORIOUS” CONSUMER JOURNEY




THE VALUE OF TRUST

Inspiration =
for activity W On Hollday RS & ;?d
on holiday oliday

43% of respondents feel that locals
are the most trustworthy source of
information whilst on holiday.

However, each individual has
varying opinions with a number of ..
sources being seen as the most % l . . I

Inspiration/
Trigger for

destination
choice

trustworthy (32% activity suppliers,

29% tourist boards etc.) :
Bloggers (6%), travel journalists

(10%) and booking sites (13%) are

seen as the least trustworthy.
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