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Resumo 

 

PALAVRAS-CHAVE: Exchange Dublin; Cultura; Crise; Turismo Urbano; Comunicação 

Institucional 

 

O presente relatório de estágio diz respeito ao trabalho final do Mestrado em Turismo e 

Comunicação, ministrado em parceria pela Faculdade de Letras da Universidade de 

Lisboa, pela Escola Superior de Hotelaria e Turismo do Estoril e pelo Instituto de 

Geografia e Ordenamento do Território. 

O estágio em questão foi realizado ao abrigo do protocolo “Erasmus – Programa de 

Aprendizagem ao Longo da Vida” e teve lugar em Dublin, na Irlanda. 

“Exchange Dublin – An Invitation to the City” retrata a realidade de um centro de artes 

colectivas sem fins lucrativos em Temple Bar, Dublin. A Exchange Dublin tem como tema 

central as actividades artísticas e culturais, sendo que disponibiliza um espaço livre para a 

realização de exposições de arte e do mais variado tipo de eventos, tais como concertos 

musicais, exibições de filmes e documentários, peças de teatro e artes performativas, 

oficinas de arte, música, fotografia, entre outros, mercados de artesanato, conferências e 

painéis de discussão dos mais variados temas, aulas de arte, dança, fitness, yoga e 

meditação, entre outros, e reuniões de grupos temáticos, cujos temas centrais se focam, 

por exemplo, em poesia, literatura, fotografia, videojogos, audiovisual, cultura popular, 

música, entre outros.  

Estas exibições de arte e multiplicidade de eventos culturais são gratuitos e abertos ao 

público em geral. Esta é a forma que a organização encontrou para democratizar o acesso 

à arte e à cultura, como partes quintessenciais da vida e da educação das pessoas, tanto 

para o público como para os artistas. O público vê o seu acesso à arte e à cultura 

facilitado e o seu gosto pelas mesmas estimulado e os artistas conseguem uma 

oportunidade única de exibir o seu trabalho e demonstrar o seu talento sem serem 

julgados ou discriminados. Isto porque é muito difícil para certos artistas, em especial 

aqueles em começo de carreira, ter acesso a espaços de exibição em galerias de arte, as 



 

quais geralmente discriminam certos artistas pelo seu tipo de arte, idade ou estatuto 

socio-económico. 

Para além de constituir uma rampa de lançamento para novos artistas, dando-lhes a 

possibilidade de contacto directo com o público, de forma gratuita ou de acordo com as 

suas possibilidades económicas e de promover a disseminação de novos e mais 

alternativos tipos de arte, a Exchange Dublin também desempenha um papel crucial no 

suporte e promoção da qualidade de vida das comunidades menos favorecidas da cidade. 

Sendo apologista de valores como a igualdade, a equidade e a inclusão, a Exchange 

Dublin não discrimina as comunidades de sem-abrigos ou de jovens em risco e tenta 

contribuir para a sua reinserção social através da arte, da cultura e da criatividade. 

Este é um espaço inovador localizado no chamado distrito cultural de Dublin – Temple 

Bar. Sendo esta zona o ponto de maior concentração turística na cidade, pareceu-me uma 

óptima escolha para fazer o meu estágio. 

O meu intuito à partida era perceber até que ponto a Exchange Dublin tinha potencial 

turístico e qual a sua relevância no sector turístico e, caso esta não se manifestasse, 

tentar mudar essa situação. Para além disso, e a pedido da Exchange Dublin aquando do 

meu contacto inicial, um dos principais objectivos durante a minha estadia consistiria em 

fazer um estudo do perfil do público que visita a organização, de forma a que estes 

conseguissem comunicar de maneira mais eficiente e direccionada ao seu público-alvo.  

No decorrer deste relatório, a organização será analisada em pormenor, assim como a 

minha contribuição para a mesma durante os cinco meses de estágio que lá realizei. Farei 

uma análise em detalhe de alguns factores de destaque desta organização, 

nomeadamente: 

i) o seu papel sociocultural, abordando os contributos e benefícios de ter este 

espaço aberto para a comunidade;  

ii) os seus recursos humanos e estrutura organizacional, no qual falo acerca das 

implicações de ter uma organização formada exclusivamente por voluntários e 

de alguns dos problemas centrais na estrutura da organização;  

iii) da sua localização privilegiada em Temple Bar – zona conhecida pelo seu forte 

teor cultural e por ser o distrito turístico de Dublin por excelência – e do 



 

potencial que a mesma tem para expandir o público da Exchange Dublin, 

nomeadamente no mercado turístico;  

iv) da sua comunicação, os meios que utiliza e a forma como essa comunicação é 

produzida e transmitida ao público. 

 

No seguimento desta análise mais profunda é abordado o actual contexto de crise que a 

organização está a atravessar com a ameaça de que o espaço seja encerrado. 

Seguidamente, serão apresentadas em pormenor as metodologias de investigação que 

utilizei na realização deste estudo, as quais consistem em: 

i) revisão de literatura, designadamente sobre aspectos relacionados com a 

realidade turística na Irlanda, em Dublin e em Temple Bar, abordando tópicos 

relativos ao turismo urbano e cultural e à reabilitação urbana enquanto meio de 

desenvolvimento turístico; 

ii) entrevistas institucionais e a voluntários da Exchange Dublin; 

iii) inquérito por questionário aos visitantes da Exchange Dublin. 

 

Neste tópico, destacam-se os principais projectos que desenvolvi na organização, 

nomeadamente o portefólio de voluntários internacionais que criei com o intuito de atrair 

mais voluntários para o espaço e passar uma imagem positiva do mesmo, e o estudo do 

perfil do público da organização, feito através do questionário aplicado aos visitantes da 

Exchange Dublin.  

Os resultados deste estudo são, subsequentemente, apresentados e conclusões são 

apuradas acerca do perfil demográfico, bem como acerca dos hábitos e preferências do 

público no que diz respeito à utilização do espaço – a frequência com que os visitantes 

vão à Exchange Dublin; quais são os tipos de eventos preferidos do público; se o público 

consideraria o espaço caso pretendesse organizar um evento ou exposição de arte na 

cidade e se recomendaria o espaço a amigos ou conhecidos na mesma situação. Apurar-

se-ão ainda as suas opiniões e preferências relativamente à forma como a Exchange 

Dublin comunica – qual o método através do qual tomaram conhecimento da existência 



 

da Exchange Dublin; quais os meios de comunicação predilectos para receber informação 

acerca da organização e dos eventos e exibições de arte vindouros, bem como a 

frequência com que querem que esses conteúdos sejam actualizados e se acham que a 

Exchange Dublin deveria ser incluída nos guias turísticos da cidade. Por fim, tirar-se-ão 

conclusões acerca das atitudes e percepções do público relativamente à organização: – se 

considerariam ser voluntários na Exchange Dublin; se concordam com o sistema de 

doações que a organização implementou, ao invés de fixar um preço para cada evento e 

exibição de arte; o que pensam da política anti-álcool e anti-drogas em vigor no espaço e 

se acham que deveria haver mais espaços culturais e sociais na cidade livres dessas 

substâncias; se pensam que existem outras organizações semelhantes à Exchange Dublin; 

quais as características favoritas do público no que toca à organização e ao espaço e se 

consideram que a Exchange Dublin deveria receber financiamento das entidades 

governativas pelo serviço prestado à comunidade. 

Por último, discutem-se os resultados apurados e debatem-se as perspectivas futuras da 

Exchange Dublin, enfatizando-se a grande oportunidade que a localização da Exchange 

Dublin no distrito turístico por excelência da cidade – Temple Bar – constitui para a 

organização e o potencial de expansão que encerra e fazem-se algumas sugestões de 

como tirar o máximo partido dessa situação e atrair mais turistas para o espaço, 

principalmente através de alguns melhoramentos e mudanças na comunicação da 

organização. 

O intuito é fazer da Exchange Dublin um verdadeiro convite para conhecer a cidade e, 

com isso, ajudar a colmatar alguns dos problemas centrais que a organização enfrenta, 

com destaque para a falta de fundos financeiros e a ameaça de encerramento do espaço.



 

Abstract 

 

KEYWORDS: Exchange Dublin; Culture; Crisis; Urban Tourism; Institutional 

Communication 

 

“Exchange Dublin – An Invitation to the City” draws a portrait of a non-profit collective 

arts centre in Temple Bar, Dublin. Exchange Dublin has a focus on cultural and artistic 

activities, by providing an open space for art exhibitions and various cultural events, 

open to all for free. This is a way of trying to democratise the access to art and culture as 

a quintessential part of people’s lives and educations, for both the public and the artists, 

which get a unique opportunity of showcasing their work without judgement or 

discrimination. Exchange Dublin also plays a key role in supporting and promoting the 

quality of life of the disadvantaged communities in the city.  

Throughout this paper the organisation will be analysed in detail, as well as my 

contribution to it during the five-month long internship underwent there. On this topic, 

the findings of the audience research, carried out through a survey applied to the public 

of Exchange Dublin, will be presented and conclusions will be drawn about Exchange 

Dublin’s public profile, as well as their habits, preferences, attitudes and perceptions 

regarding the space. 

There will also be an analysis of the crisis the organisation is going through with the 

threat of closure they have received, with focus on the causes and, most importantly, the 

solutions to tackle it. On this topic there will be a description in detail of the measures 

taken and some suggestions will be made to make some changes to improve the space 

and the organisation’s image, which could salvage the space. 

Finally, it will also be emphasised the great opportunity Exchange Dublin’s location in the 

tourist district of the city constitutes and some suggestions will be made on how to take 

advantage of the organisation’s touristic potential and attract more tourists to the space, 

mostly through communication.  
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Introduction 

 

The present report refers to the final instalment of my master’s degree in Tourism 

and Communication and intends to summarise my internship in Exchange Dublin, a 

Collective Arts Centre in Dublin, Ireland.  

I chose to finish this master’s degree with an internship and its respective report, 

because I felt the need to gain more professional experience in this field and because I 

believe a practical approach is the best way to learn anything, so I saw the internship as 

the option that would help me learn the most. 

The choice of Exchange Dublin as my host institution was an easy one, since I saw 

the touristic potential an open space with such a fascinating and refreshing ethos could 

enclose, especially when being located in Temple Bar, Dublin’s tourist district by 

definition.  

My main goals were to increase my practical knowledge on how to manage an 

organisation and all its departments (with special relevance to the communication one), 

and to understand the relation between the city of Dublin, Temple Bar and Exchange 

Dublin better, while discovering if Exchange Dublin had any relevance in the tourism 

sector. Apart from this, one of my aims with this internship was to make a contribution to 

the organisation, by using the knowledge I have acquired throughout my academic 

studies to improve the space and the way it is run. 

My main focus during this period was to try to develop an audience profile and find 

out the interests and opinions of the space users, in order to optimise the 

communication of the organisation, better select the space activities according to the 

demand of the audience and try to explore new audiences, like tourists, in a more direct 

way. 

To do so, I created and applied a survey to many space users, whose answers will 

be thoroughly analysed in this report. 
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This paper will also reflect upon whether or not Exchange Dublin has the potential 

to attract tourists, once it’s located in the tourist district of Dublin, as well as all the 

challenges and opportunities that lie ahead for this organisation. 

Throughout this paper I will summarise the tourism reality in Dublin and in Temple 

Bar; describe what Exchange Dublin is; present a diagnosis of the organisation; discuss 

the projects I developed whilst there in order to improve the space and provide a better 

service to its users; thoroughly present the research process carried out in order to 

evaluate Exchange Dublin’s touristic potential and present the conclusions drawn from 

the results of said research. 
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1 – Problem Statement and Objectives 

 

To begin this research, it is fundamental to reflect upon the questions we will need 

answered in the end and the main objectives, both for the internship and research, which 

will serve as guidelines throughout the whole process. 

 

Problem Statement 

Vision – The goal is to have Exchange Dublin know itself better and be aware of the 

characteristics of its audience, so the organisation is able to communicate adequately 

and efficiently to/ with their audience and run the space in a sustainable and durable way. 

Also, it is important to understand the tourist potential of a creative organisation like this 

one and explore the tourist nature of Exchange Dublin’s location to its advantage. 

Issue Statement – Exchange Dublin has little knowledge about its audience and the 

public the space attracts. Exchange Dublin doesn’t have a communication carefully 

planned and directed to the right target. Exchange Dublin lacks structure and sometimes 

displays a disorganised and chaotic image to its visitors and is seen as a liability by its 

neighbours, which threatens the successful and sustainable running of the space. 

Exchange Dublin doesn’t know whether it has tourist potential and is not taking 

advantage of its location in the tourist district of Dublin, which encloses great possibility 

of growth for the organisation. 

Having this in account, the driving question of this research is:  

Is Exchange Dublin aware of and making use of its touristic potential? 

H1.  If yes, how can they take advantage of it and what challenges do they face? 

H2. If no, why and how can they change that situation? 

Method – A survey to Exchange Dublin’s visitors will be implemented to ascertain who 

their audience is, their characteristics, preferences and opinions and, based on that, a 

small report will be created, which will serve as a guideline for the organisation when it 
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comes to making decisions about positioning, communication means, strategic planning 

and events programming. Based on the public’s opinion, I will reflect upon the issues that 

the organisation faces/ may face in the future in terms of sustainability and make 

suggestions on how to fix them and, finally, try to establish – through literature review, 

as well as institutional interviews with relevant stakeholders in Temple Bar – the 

importance of the touristic element to the dynamics of the city centre and Temple Bar, in 

particular. 

 

Objectives 

After careful considering all of the above, the objectives of this project were 

summarised in two separate, but interrelated categories as shown in the scheme bellow: 

a. Internship Objectives, and b. Research Objectives. 

  

  
Table 1 – Objectives, Methodologies and Outputs Scheme  
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2 – Theoretical Framework 

 

Ireland & Tourism 

Ireland is an island of unrivalled beauty in the furthest west of Europe. A trip to 

Ireland is a chance to have a glimpse of the history, traditions and rich culture of a 

country which once was a hub of erudition and civilization.  

The Irish friendliness precedes them and “Céad mile fáilte”1 has become a symbol 

of the Irish people’s legendary hospitality. Stopping to give directions or even a pleasant 

smile can change the tourist’s experience in more than one way. According to Guiney 

(2002), the friendliness of the Irish people is one of the reasons why tourists come to 

Ireland. But that is obviously not the only factor. Visitor attitudes surveys carried out by 

Tourism Ireland (2006), show us that while North Americans come to Ireland for ethnic 

or heritage reasons, in an effort to trace back their ancestors and find their Irish roots, 

the French and the German tourists, for example,  give more relevance to the beautiful 

sceneries of the Irish landscape. Guiney (2002), shares similar views on what different 

nationalities search for and expect from a trip to Ireland: 

Europeans like Ireland because of its unpolluted countryside, little traffic on the 

roads, good seafood, clean comfortable accommodation and its cultural heritage 

and entertainment, while Americans look for good quality hotel accommodation, 

good transport facilities, city tours, Irish souvenir shops and the forty shades of 

green. Irish domestic holiday-makers look for self-catering accommodation that is 

reasonably priced, activities for children, good entertainment at night, cheap 

restaurants or take away food outlets and baby-sitting facilities. Overseas tourists of 

Irish descent are often interested in tracing their family roots and this is why many 

Australians and Americans come to Ireland. 

Guiney, 2002 

 

                                                           
1
 Widely known as an expression of Irish hospitality, it literally means “A hundred thousand welcomes.” 
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Tourism Action Plan Implementation Group (2006) advances that the Irish tourism 

product has changed over the years to meet the demands of tourists and categorises 

these tourists as “sightseers and culture seekers”, referring to a more affluent, middle-

aged/ older tourist, with more time and money to visit several locations on the island.  

According to Dublin City Centre Business Association (1992), the primordial 

markets targeted by the Irish tourist product are Britain, North America and Mainland 

Europe, easily understandable by the geographical proximity in relation to Ireland, as 

well as by the aforementioned shared roots and deeper cultural connections shared, but 

on this instance, they indicate affluent adults without children as the main seekers for 

the Irish tourist product. 

Ireland used to be marketed as having a laid-back atmosphere filled with a bucolic 

mysticism, with small and slow-paced cities, where tourists could have a relaxing time 

and, while that can still happen in some more rural points of the island, the fact is that 

that Ireland no longer exists. As per Clancy (2009), over the past 20 years the country’s 

development policies have attained outstanding material success, which led to wealth 

creation that resulted in “growing and bustling cities, modern infrastructure, a 

multicultural society, and a much faster paced life”. According to Clancy, today’s Ireland 

is resembling Great Britain or the United States more and more. 

The contribution of tourism to the Irish economy is often undervalued. According 

to Fáilte Ireland (2006), however, tourism represents the largest tradable service sector 

in Ireland.  

As we can observe from data provided by the Central Statistics Office (2009), 

overseas trips to Ireland observed an increase by 19.2% between 2004 and 2008, 

registering 7 839 000 incoming trips. The main markets here were Great Britain and 

North America and the average stay was little over 8 nights. We can also observe that 27% 

of these trips took place during the January – April period and 21% during October – 

December period. Possible reasons for these two periods could have to do with the St. 

Patrick’s Day Celebrations (March), which attract countless tourists from all over the 

world every year, as well as The Dublin Theatre Festival (October), also very popular 
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among tourists, apart from the obvious Christmas holiday season, bringing together 

family member scattered around the world. 

Still as per the data provided, we can observe that Dublin remains as the most 

popular region visited, accounting for 63% of all visits, with at least one overnight stay, 

followed by the Southwest region, which registered 35% of all visits. 

There are many ways in which tourists can experience Ireland. While the Irish 

scenery has been the major attraction since the eighteenth century, and rightfully so, 

having in account the island’s renowned natural landscapes, like the Giant’s Causeway, 

Glendalough in the Wicklow Mountains, the Cliffs of Moher or the Skellig Islands, there 

are many other things to discover in the Emerald Isle.  

 

Cultural Tourism 

According to Pearce (2007), the definition of cultural tourism is quite extensive 

and encompasses a wide range of experiences which are determined by several factors – 

heritage, landscape, traditions, art, lifestyles and interaction with the local people. The 

World Tourist Organisation claims that Cultural Tourism accounts for 35% to 40% of all the 

tourism throughout the world, which constitutes almost three times the rate of the 

evolution of overall tourism (Fáilte Ireland, 2010).  

As per Skinner (2005), culture and heritage are the key factors for Irish tourism, 

adding nearly 2 billion euros to the Irish economy, indicating that the cultural visitors 

spend almost double as much as the city break visitors do. Moreover, almost four out of 

five overseas visitors mentions “interesting history/ culture” as a motivation for selecting 

Ireland as their holiday destination (Skinner, 2005).  

Byrne and Skinner’s study (2007) shows that the culture and historical heritage of 

Ireland is an unparalleled benefit for the overseas visitors in selecting Ireland as their 

holiday destination, specifically for the North American visitors. Fáilte Ireland’s survey 

(2010) demonstrates that two in five tourists manifest interest not only in Ireland’s 

natural scenery, but above all in the Irish culture, History and traditions.  
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On a different survey to international visitors carried out by Fáilte Ireland in 2009, 

the relation between international visitors and the Irish culture is reinforced, reporting 

strong levels of culture consumption by ‘cultural tourists’, who are defined as being 

highly educated, spending more money than the average tourist and staying for longer 

periods of time (Fáilte Ireland, 2009).  

Two of the most popular, as well as unique, experiences elected by tourists within 

the scope of Cultural tourism have to do with literature and music. 

Ireland has a strong literary tradition. Ireland’s major writers include W.B. Yeats, 

George Bernard Shaw, Samuel Beckett and Seamus Heaney, all Nobel Prize winners 

for literature, and James Joyce, probably the world’s greatest novelist. More books 

have been written about James Joyce than any other writer in the English Language, 

including Shakespeare.  

Guinney, 2002 

 

The portrayals of Ireland, made by these world-renowned writers prompts the 

readers to discover more about Ireland, as well as to visit the places they have read 

about or the place where their favourite writer used to live. 

According to Guinney (2002), the majority of tourists who come to Ireland 

participate in some cultural activity and quite a sizeable percentage participate in literary 

tourism, by attending tours, lectures and readings of the works of the writer. 

Dublin, being the birthplace of several of these writers, has many literary tourism 

activities available, being the most iconic perhaps the Dublin Literary Pub Crawl, a night-

time walking tour which brings tourists to many of the pubs associated with Irish writers. 

At each stop the actors read or perform from Joyce, Flann O’Brien, Wilde, O’Casey and 

Brendan Behan. 

Irish music is also popular all over the world, in particular the unique traditional 

Irish music, which attracts many tourists to Ireland. In fact, according to Guinney (2002), 

approximately 70% of tourists come to Ireland because traditional music is important to 

them.  
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Irish dance, Riverdance in particular, has also introduced millions of people to the 

Irish culture, constituting a good publicity element for the Irish tourism. Due to the great 

level of interest in the Irish music and entertainment industry, large investments have 

been made to further promote this type of tourism. Some new venues were, therefore, 

created, like singing pubs, entertainment in historic buildings, festivals and tourism 

products such as the Rock and Stroll Guide, the Dublin Musical Pub Crawl or The Hot 

Press Irish Music Hall of Fame (Guinney, 2002). 

 

City Tourism  

As per Riera (2008), cities are the entryway for visitors’ admittance to the country. 

Moreover, they are the centres of accommodation and generally act as a gathering point 

for tourist expeditions to rural areas as well as other destinations. The study of tourism in 

big cities or urban tourism has not been vastly explored until the 1980s, when the 

increase of unemployment in some industrial cities led people to search for new activities 

that could provide them with a job and a steady income (Riera, 2008). It was then that 

the possible contribution of the tourism industry to the cities was revealed (Mosk, 2001). 

According to Castells (1993), cities are integrally multifaceted entities, deriving 

from a vibrant structural and multidimensional interface between history and culture. 

Conversely, modern globalisation has encouraged very comparable approaches to 

transformation, urban restoration projects and policies for economic, social and cultural 

expansion (Taylor & Hoyler, 2000). The urban centres are becoming links in an 

international network and becoming more and more multifunctional. It is, therefore, 

essential to develop the cultural economy and capitalise on the distinctiveness of the 

city, especially in a highly competitive market as the one of urban tourism (Russo & Van 

der Borg, 2008).  

The increased mobility, along with changes in the household structure and higher 

standards of living, led people to be able to spend more time in the city centres for 

shopping or relaxation purposes. Cities, where visitors can find a wide diversity of 

facilities to spend their spare time, are becoming critical within the tourism industry 

(Riera, 2008). With the progressive expansion of the short break holidays – boosted by 
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accessibility (more abundant and less expensive connections) –, cities became popular 

destinations to spend long weekends or simply for a change of setting throughout the 

year. 

There are several other reasons that lead tourists to travel to urban areas. The leit 

motivs are, fundamentally, to visit cultural and historic attractions or, occasionally, to 

take part in relevant sporting or celebratory events. Often, tourists just wish to enjoy the 

particular atmosphere and everyday life moments of a city. As mentioned earlier, other 

characteristics such as shopping amenities, entertainment and nightlife contribute in 

great measure to this choice and stimulate the tourist holiday experience (Cooper, et al., 

2008). 

There may also be business purposes behind a city trip, being very common for a 

wide range of professionals to travel in order to attend conferences, seminars or 

exhibitions.  

Dublin is well known for its culture and the city often hosts exhibitions, music 

concerts, plays and festivals, providing an eclectic variety of cultural and social 

experiences for both residents and visitors. 

City tourism can also constitute a means towards either physical preservation of 

relevant buildings, due to their architecture or historical value, or, in some cases, 

renewal, when such buildings or areas have lost their initial purpose and are now 

available to assume a new role. Temple Bar (which will be discussed in detail further in 

this chapter), as well as the Guinness Storehouse in Dublin constitute good examples of 

this renewal. After moving the brewing of Ireland’s signature drink elsewhere, the old 

Guinness factory was turned into a museum, having now become one of the most 

significant and sought after tourist attraction in the Republic of Ireland. 

City tourism also contributes to the local economy, as it may increase business 

wages as well as local job opportunities faster and at a lower cost than other more 

traditional industries (Dublin Tourism, 2003). 
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The Capital City of Dublin 

Cosmopolitan and vibrant, Dublin is an essential part of any visit to Ireland. Its 

buildings and monuments showcase over a thousand years of history, with Medieval, 

Georgian, and Contemporary influences merging in a unique way and bringing together 

modern and traditional traits which portray the enormity of Ireland’s antiquity and 

culture in every aspect, while becoming more and more multicultural and international. 

To walk down O'Connell Street, the main street of Dublin and probably of the 

country, is to stroll amongst ancient figures of the Irish past like Larkin, O'Connell, 

O'Brien and Parnell, to stand in the footprints of Patrick Pearse, where the declared 

and liberated republic persists. 

Gould & Skinner, 2007 

 

Dublin Tourist Demand 

Dublin’s inviting profile as a European city and national capital of Ireland, has 

made it into a noteworthy tourist spot (Dunne, et al., 2007). The city has a vibrant 

identity, combining a simultaneously rural and urban scale, with the natural beauty of its 

urban parks and the countryside located right on its doorstep. Moreover, it has a 

relatively compact city centre, simply negotiated on foot, which comprise a myriad of 

historic milestones, like ancient cathedrals, museums and castles, as well as trendy pubs 

and two retail cores with Temple Bar as a cultural hub in between (Dublin Convention 

Bureau, 2005).  

Dublin is known as the City of Arts and Cultural Brilliance (Dunne, et al., 2007), and 

its urban, literary and musical heritage contribute greatly to its appeal. In addition to a 

vibrant atmosphere, Dublin has a young, diverse and gradually growing population. As 

previously seen, Dublin has become an outstanding tourist destination for the UK ‘short 

break’ market, including a growing number of repeat visitors, in addition to the 

traditional European mainland countries and American markets.  

Sixteen per cent of domestic tourists on short breaks in Dublin visit the capital for 

concerts and sporting events. Dublin is a popular destination for short-break 
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holidays; 75 per cent of foreign tourists to Dublin (3.1 million overseas tourists) are 

on short breaks. Large numbers of these tourists are from the UK and many are 

young travellers. They find that Dublin is an hospitable and friendly destination, with 

plenty of activities to entertain them. 

Guiney, 2002 

 

Dublin Tourism (2003) claims that, in recent years the urban regeneration and the 

development and growth of new cultural attractions and public spaces in the city has 

extended the area visited by tourists from a slightly limited area in the south bank of the 

river Liffey to include Parnell Square,  Smithfield and the Kilmainham area.  

Nowadays Ireland is completely different from the country it was almost twenty 

years ago. Things have progressively changed and that has been verified in the tourism 

industry, which had to grow and adapt to the new tourist requirements and touristic 

products presented by other competing destinations (Riera, 2008). At this stage, Dublin 

has turned out to be the most significant tourist destination in the country (Law, 1993). 

One key advantage of Dublin as a tourist destination is that, being the capital, it has 

become associated with an entryway for visitors entering Ireland. That also contributes 

to the increase of tourism in neighbouring areas, which associated with the small size of 

the country, allows visitors to see various landscapes and tourist attractions in a fairly 

short distance when in contrast with other larger European countries (Metha, 2007). 

As per Cooper (1998), every destination is characterised by the economic, 

environmental and social dimensions that encircle them, so it is essential to ponder upon 

the specific characteristics of every single location. Ireland, and more specifically Dublin, 

attract tourists from all corners of the world by continuously maintaining and promoting 

their heritage, culture, buildings and natural landscapes.  

Similarly, Lennon and Seaton (1998) acknowledged that Dublin’s main attractions 

seem to be related to the history of its literature and culture, as well as its mainly young 

demographic profile and its trendy image”. Karmowska (1996), likewise, underlined “the 

significance of cultural heritage in the competition between the cities”.  
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Moreover, and despite the fact that cultural tourism is still the more sought after 

in the Irish capital, Dublin is increasingly gaining significance in business and commercial 

tourism, especially since the city became a major hub for multinational IT companies’ 

European headquarters, due to the efforts of the government in portraying the Irish as 

ideal employees for global companies looking to expand into the European market 

(Clancy, 2009). The subsequent increased demand by these IT multinationals also led to 

an upsurge in the demand for cultural and recreational activities, since it brought highly 

educated foreign workers to the city, which, as expected, will search for ways to 

promote their integration and socialise with others. 

 

Tourism in the Capital City 

Situated as it is between the mountains and the sea, Dublin is one of the most 

fortunate of European capital cities. Culturally speaking, it is sufficiently far from 

mainstream Europe to pick up continental and British influences and yet retain an 

individuality and excitement peculiar to itself, as can be seen in the city’s public 

buildings. Dublin visitors are aware of the contribution made by generations of Irish 

writers to the city’s culture. Dublin’s role as a centre of literary excitement, the 

reputation of its theatres and literary pubs has spread far beyond its shores.  

Conrad International Dublin, 1995 

 

The large urban settings promote the proliferation of creative activities and 

spaces as well as the tourist participation in them. Tourism in capital cities has the great 

advantage of providing multi-functionality, diversity and liveliness to those who opt for 

it, in comparison with the tourism in other urban or rural settings.  

Hankinson (2001), believes that, as cultural tourism and its different variants 

become more popular and the cultural dimension inflates in mainstream tourism, the 

need to maintain difference and uniqueness and, at the same time, encourage tourism in 

post-industrial cities has led to a changing profile of city cultural branding. According to 

Kavaratzis (2004), the most popular cities in the tourists’ perspective are those that offer 
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both tradition and contemporary culture, as well as creativity and a rich cosmopolitan 

atmosphere. 

Florida’s (2002) thoughts on the ‘creative class’ have been passionately 

encompassed by a varied range of diverse regions seeking to capitalise on their 

innovative resources and the fact is that creativity is gradually being applied to the 

tourism sector. In Britain, the national visitor office for Great Britain, has recognized 

‘creative tourism’ as a main development area.  

Apart from the aforementioned diversity and quality of the varied urban activities, 

when it comes to leisure, shopping, services, as well as the infrastructures and facilities 

provided, the appeal behind tourism in capital cities lies on the ability to explore out-of-

the-beaten-track, new and authentic experiences in the hope of  catching a glimpse of 

the real Dubliner’s Dublin. 

Tourism is increasingly being perceived as a cornerstone of urban policy, as well as 

a major contributor to rural development, aiming to meet the expectations of the visitors 

and to have a positive impact on the development of cities and the well-being of their 

residents (European Commission, 2000). Fast financial changes and gradually growing 

inter-city and international competitiveness explain why both city image and city 

promotion have become dominant concerns (Oxford Economics, 2010). 

According to Maitland & Newman (2009), capital cities also face the challenges of 

trying to conquer a top position in the highly competitive international rankings, being, 

therefore, concerned in accomplishing something distinctive to give them an edge – best 

city for business, most greenest, artistic, creative city, etc. 

Moreover, Maguire (2005) argues that national capitals have specific roles to 

fulfil. Their mass of cultural resources, landmarks, events and “zones of prestige” 

provides these cities benefits in promoting themselves and a precise role in presenting 

and representing the nation. Also, they continually accept significance for national 

government assets, building projects and deliberating expansion and renovation of 

symbolic significance (Hall, 2000; Kolbe, 2007).  
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Similarly, Dublin's character and perceived identity has been enriched through the 

preservation of its built heritage. Gradual preservation and gentrification of these 

monuments adds a unique and distinctive character to Dublin’s cultural tourism, which 

may be the reason why so many tourists from different corners of the world are visiting 

the city. 

 

Temple Bar’s Regeneration Through Culture 

If there is an Irish cultural renaissance, then Temple Bar in Dublin would be its 

Florence. 

McArdle & Zöller (1997) pp. 89 

 

Temple Bar is an area covering over 200 acres in the West bank of the River Liffey 

of Dublin, which has become commonly known as Dublin’s Cultural Quarter. The 

countless tourists who visit Temple Bar nowadays would never guess that those cobbled 

streets were in a not so distant past a derelict slum, which only by a happy coincidence 

came to become the lively and bohemian place, bubbling with shops, restaurants, bars 

and cultural centres that it is today. 

As it is described in Murphy (1995), the Temple Bar area as we know it today dates 

back to eighteenth century, when it constituted an important centre of trade, crafts and 

commerce. Lavery, et al. (2002) describes Temple Bar back then as “the key commercial 

juncture and meeting place”, going as far as calling it “the centre of a worldwide Viking 

empire”. However, eventually most of the area’s prestigious firms either closed, not to 

be replaced, or moved somewhere more fashionable, leading Temple Bar to an almost 

certain dereliction fate, like so many other historic areas of Dublin. During the 1950s, 

Temple Bar started to experience augmented financial and physical degeneration 

(Montgomery, 1995). 

In the late 1970s, Ireland’s State Transportation Company (CIE), began buying 

property in the Temple Bar area in order to build a central bus station. While waiting for 

planning completion, CIE leased many of the area buildings at low rates to small 
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restaurants, clothes shops, small arts galleries, as well as artists from all denominations – 

painters, sculptors, actors, musicians, etc. – who took advantage of these low rents to 

propel their businesses further, adapting old Dublin architecture to creative new uses. As 

exemplified by Lavery, et al. (2002), Oman & Sons furniture warehouse on Crown Alley 

was divided into retail shops and became the city’s alternative fashion strip, with 

boutiques, record shops and shoe stores, all privately owned (Temple Bar still has almost 

no chain stores or big brands to this day). These changes resulted in a large influx of 

young and artistic oriented people to the area and, “the new, cultural incarnation of 

Temple Bar generated a life of its own, which proved crucially more important than 

refuelling buses” (Lavery, et al., 2002). Subsequently, both artists and residents formed a 

lobbying group to try to convince politicians and city planners that this new version of 

Temple Bar was worth preserving.  

After a careful examination of Temple Bar’s streetscapes and architectural 

heritage carried out by An Taisce – the National Conservation Association – it was 

advised that this unique quarter of Dublin should be preserved and the plan for the bus 

station abandoned.  

Following this, funding and tax incentives were put in place by the government 

and Temple Bar Properties was established in 1991, as part of Dublin’s European City of 

Culture, to carry through a scheme of conservation and renewal, funded mainly by 

European regional development funds.  As per Guiney (2002), this plan was to be 

developed in two phases, a first one which involved developing five local cultural 

organisations, five new cultural centres in Temple Bar and three newly-formed  cultural 

organisations, and a second one, relating to residential development around the 

Fishamble Street area. 

The deteriorated state of the area meant that Temple Bar Properties had the 

freedom to create a forward-looking plan and develop powerful public spaces where the 

cultural quarter could come together.  

Over €50 million of Government funding went into the area. The cultural centres 

include the Arthouse, Temple Bar Gallery and Studios, The Ark, which is a centre for 

children’s culture, Gaiety School of Acting, National Photographic Archive, Gallery of 
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Photography, Irish Film Centre, Designyard, which is run by the Craft Council of 

Ireland, Project Arts Centre, Temple Bar Music Centre and Dublin’s Viking Adventure 

and Exhibition. Meeting House Square is an open area that is used for concerts, films 

and other activities. A number of bars offer traditional music entertainment. Nearly 

2500 jobs have been created in the cultural and services area of Temple Bar.  

Guiney, 2002 

 

Lavery, et al., (2002), also highlights the role of Project Arts Centre as one of the 

main creative energy outlets in Temple Bar, a project that pushed the intellectual and 

creative boundaries of what was possible in conservative times, holding readings from 

banned books and staging productions with nudity when that simply wasn’t done. 

Gabriel Byrne, Liam Neeson or U2 are only a few of the names that used Project Arts 

Centre as a stage at some point in their artistic career. 

 

Visitors to Dublin and locals alike are drawn to Temple Bar’s energy. As the day goes 

by, the streets and squares fill quickly with people and stay bustling into the night. 

Almost completely reserved for pedestrians, Temple Bar is a refreshing haven from 

the heavy traffic around it. But the streets are rarely calm or quiet. As Dublin’s 

cultural quarter, the area has reclaimed its position as the hub of the city. 

Lavery, et al., 2002 

 

Gentrification and the Tourist Appeal of a City 

Gentrification has been an important part of a process by which cities were 

restructured to meet the requirements of dominant groups in the face of rapid financial 

and social transformation (Germain & Radice, 2006). 

 Tourists crave for locations where the cosmopolitan and creative atmosphere is 

dominant, deliberately seeking to experience the day-to-day life of the city, in order to 

experience authenticity. Some are eager to explore beyond the typical tourist attractions 
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and search for heterogeneous places in which an extensive range of actions and people 

co-exist (Edensor, 2001). Edensor (2001), states that these tourists value the everyday life 

and the existence of the local people as markers of reality and indicators that they are in 

the real, authentic, city. Therborn (2002), sees this attitude as contributing to the 

regeneration and rebranding of the neighbourhoods and wider procedures of urban 

modification, growth and gentrification.  

Widespread courses of city restoration have been performed with the goal to 

make the city more attractive, while trying to be inclusive towards the lifestyles and 

practices of residents and local professionals (Bell and Jayne, 2004). According to 

Hannigan (2004), the subsequent cityscape of young brilliant workers of the creative 

class, along with the blossoming of trendy bars and restaurants around the area, created 

an unprecedented attraction element to other city users and tourists in particular. 

Altering and transforming the city met tourist demands in ways that go far beyond the 

development of specific tourist zones. Improving facilities and gentrifying locations to 

meet the demands and requirements of the middle class professionals of the 

cosmopolitan creative classes did attract tourists among a range of diverse city users.  

The idea of Temple Bar as a focus for urban renewal in Dublin appears inevitable in 

retrospect only; it is salutary to remember that it might have ended up as a bus 

station. In fact, the creation of a land bank to implement its destruction allowed for 

a comprehensive approach to its revitalisation. Today, Temple Bar forms a kind of 

necessary heart to Dublin which it lacked and which it always needed if the city was 

to prosper. It has achieved this in physical terms, but also in revising perceptions of 

Dublin – a city until lately divided into independent mental zones. It has linked up the 

map in some way. Although it has always been there, it has been invested with some 

sense of the late 20th century city, an open, mixed, old/new, ordinary, opportunity-

filled place. Significantly, it has been achieved without the destruction of another 

quarter of the city; it has not replaced anything, but added to the overall. 

Quinn, 1996 
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Temple Bar is acknowledged as the cultural hub of Dublin (Dublin Corporation, 

1991). Its popularity has much to do with the bohemian side of the Irish city life. The pubs, 

symbol of the progeny of the Celtic drinking culture, along with the cheerful Irish music 

as background, blend together with Dublin’s alternative cultural and artistic scene, 

attracting visitors of all ages to partake in this unique cultural exchange. And there are 

many cultural institutions based in the Temple Bar area: the Project Arts Centre, the 

Douglas Hyde Gallery in Trinity College, the Irish Film Institute, the Irish Photography 

Centre, the National Photographic Archives, the Temple Bar Music Centre, the Ark 

Children's Cultural Centre, the Monster Truck Gallery, the Gaiety School of Acting, 

Exchange Dublin, the Chester Beatty Library and the Olympia Theatre, among other 

cultural institutions (Fitzgerald, et al., 2012).  
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3 - The Organisation 

 

‘Exchange Dublin’ is both a statement of intent and an invitation to the city. 

 

Exchange Dublin is a new collective arts centre in Temple Bar, Dublin run entirely by 

young people and holding discussions, gigs, visual arts and performance. Most 

projects originate from the autonomous “Exchange Groups” that use the space as a 

hub for their activity. Representatives from these groups form the general Exchange 

Dublin Collective that programmes and coordinates events in the space. All work is 

voluntary and no one is paid. Exchange Dublin is a non-alcohol space and events are 

open to people of all ages. 

 

Throughout the twentieth century and into the first decade of the twenty-first, from 

our universities to our communities and workplaces, a culture of competition has 

created a society of isolated individuals. We find it difficult to understand our 

neighbours and our purpose. Exchange Dublin creates a common public space for 

cross-disciplinary awareness, conversation and action. Dublin is full of pockets of 

creative young people, some of whom are aware of each other but have no platform 

to engage with each other or their city. This space is intended to provide an 

infrastructure for inquiry, discourse and collaboration as an antidote to some of 

these problems. 

 

This is a space for new ideas. 

This is a space for connections. 

This is a space for action. 

 

Exchange, Dublin. 

Exchange Dublin Manifesto, 20132 

                                                           
2
 Exchange Dublin Manifesto was originally written in 2009 by Jonah King and Dylan Haskin, two of the 

founding members of Exchange Dublin, and remains the same until the present day, with a few minor 
changes. This version of the manifesto corresponds to the one presented on Exchange Dublin’s Website 
(https://exchangedublin.ie/about) retrieved in July 4th, 2013. 
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Exchange Dublin was founded in June 2009. It began as a project of three young 

local artists – Dylan Haskin, Andreas von Knobloch and Jonah King – supported by the 

Project Arts Centre, one of the leading institutions in Dublin when it comes to art.  

In its origin, this project was called ‘Change?’ and its focus was to provide the 

people in the city with an indoors public space in which they could interact with one 

another, have discussions, as well as attend/ host events, gigs and exhibitions.  

This project was initially funded by the Arts Council Young Ensembles Scheme grant 

and the space was intended to be open to all, regardless of their age, gender or status 

and was from its very beginning non-hierarchical, which implied that the decision making 

process was made through a consensus system, being that everyone should have their 

opinions heard in an equal and non-prejudiced manner. All space users were intended to 

be active and contribute to the space or their personal development in a productive way 

while using the space. 

Since then, this project was incorporated as an independent co-operative 

(November 2011) and was granted charitable status (June 2012).  

Upon its incorporation, Exchange Dublin’s goals and ambitions were defined as 

follows: 

- to provide a strictly non-alcohol space for all-ages; 

- to promote the production of art and the relational goods of social and 

cultural discourse, collaboration and performance; 

- to facilitate all-age cultural activities and non-commercial cultural production 

within a cooperatively-managed commons structure; 

- to maintain and develop a consensus-based cooperative culture, 

mainstreaming values of inclusion, equity and equality; 

- to provide open and participative education, active skills training, and open 

learning as a public service; 

- to actively promote social integration of members through voluntary activity; 
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- to advocate, support and demonstrate the repurposing of under-utilised 

buildings for common and cultural usage; 

- to develop and maintain its autonomy and independence through co-operative 

principles, and to empower its members, stakeholders and the wider public in 

pursuit of the main objects of the Society; 

- to benefit the Society; 

- to have fun doing all of the above. 

Exchange Dublin, 20113 

 

Nowadays, Exchange Dublin is a collective arts centre located in Temple Bar, 

Dublin. It is an independent, non-commercial, non-profit open space, which provides the 

city with free access to art exhibitions and a great variety of events, such as workshops, 

theatre plays, film screenings, weekly classes (Art, Dance, Yoga, Fitness, etc.), music 

concerts, panel discussions, arts and crafts markets and thematic group gatherings 

(Creative Writing, Poetry, Photography, Pop Culture, etc.), to name a few.  

Between October 2010 and October 20114, Exchange Dublin has facilitated over 

2000 hours of content and space use, which represents an average of 5 / 6 hours a day of 

cultural and artistic activities for the community.  

The record shows that, throughout this period, there have been 389.5 hours 

dedicated to Dance, 131 hours dedicated to Music, 37 hours dedicated to exercise and 

meditation, 82.5 hours dedicated to Education (Skill sharing, language classes, etc.), 101.5 

hours dedicated to Performative Arts, 100.5 hours dedicated to Markets, 147.5 hours 

dedicated to Cultural and Social Integration, Diversity and Well-being, 115 hours dedicated 

to Causes (Panel discussions, meetings, events, etc.), 120.5 hours dedicated to 

Photography, 18.5 hours dedicated to Holidays and Memorials, 285.5 hours dedicated to 

Meetings (Collective and Exchange Groups), 314.5 hours dedicated to Hobbies (Sewing, 

                                                           
3
 Extracted from Exchange Dublin’s Website (https://exchangedublin.ie/about/articles-of-association), 

retrieved in July 4th, 2013. 
4
 The last formal record of activities Exchange Dublin has dates back to the end of the year 2011 and 

contains information on events held in the space from October 2010 to October 2011. 
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Plastic Modelling, Comic Books, Games Tournaments, etc.), 341 hours dedicated to Arts 

and Creativity classes, workshops and group gatherings and 105.5 hours of Film 

Screenings. 

Exchange Dublin’s events are usually open to everyone and have free admission, 

which goes along the premise that the organisation defends – people should not have 

their access to culture and art conditioned by their economic means – providing, 

therefore, free access to art and culture to everyone. 

Eventually, there are some private events, in which the host decides to charge an 

entrance fee or just close the space exclusively for their event and their guests. On these 

occasions, Exchange Dublin acts like a regular space provider, in which, they charge 30% 

of the takings. 

Other than that, Exchange Dublin survives exclusively on donations from the 

people that host events and exhibitions there, space users and visitors, as well as the 

occasional fundraisers. These enable them to pay their monthly expenses and keep the 

space running, since, at the moment, there is not any type of funding from the Dublin 

City Council or the Arts Council. 

The space comprises a reception area5, a small art gallery, commonly designated as 

“The Fishbowl Gallery”6 and a larger main space7 with a removable stage area, where 

most events are held and which walls are also used as exhibition space.8 

Apart from providing the venue for the events and exhibitions, Exchange Dublin 

also helps to promote them. Their communication of upcoming events (and self-

promotion) happens, not only inside the space, but also through their website and social 

media, like Facebook and Twitter, as well as through ‘Exchange Dublin Action News 

Now’, a monthly newsletter sent to Exchange Dublin’s mailing list. The Dublin Event 

Guide – a weekly email newsletter with all the interesting free events in the city – is also 

one of their privileged means of communication. 

                                                           
5
 See Appendix F – Image 2 

6
 See Appendix F – Image 4 

7
 See Appendix F – Image 3 

8
 See Appendix A – Exchange Dublin’s Space Floor Plan 
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The space is open to people from all ages and backgrounds and tries to provide an 

alternative place to be in the city, without the pressure of consuming something or the 

risks and discomforts inherent to staying outside. Exchange Dublin has a safe and relaxed 

environment, where people can socialise with each other, drink a cup of tea, exchange 

ideas and talents and develop skills through a constructive peer critique, read a book, 

work on their own projects, be creative and connect through culture.  

Exchange Dublin plays, therefore, an important role in the cultural and social fabric 

of Dublin, through the support and promotion of aspiring young artists, as well as 

through its open, accepting and inclusive environment, which stimulates integration by 

creativity and art. This not only elevates the exposure to cultural and artistic products by 

everyone, but also promotes non-formal educational opportunities and increases 

engagement, as well as cultural and social participation. 

 

Whereas the funding of High Art forms, such as Opera, Western classical music and 

modern Western art, aims to make them more accessible to what are relatively small 

audiences, ‘community arts’ seek to promote involvement of ordinary people in 

cultural production, consumption and validation. 

Jordan & Weedon, 1997 

 

Being run entirely by volunteers and having a quite alternative ethos, Exchange 

Dublin has in place what can be called a ‘do-ocracy’. This means that Exchange Dublin’s 

organisational structure allows people to choose their roles in the space and to decide 

which tasks they want to develop. This way, individuals can have as much or as little 

responsibilities as they want or can have, since these responsibilities are attributed to the 

people in charge of the tasks, rather than to someone selected for the job. 

Having this in account, Exchange Dublin is a very democratic place, in which there is 

no hierarchy and all decisions regarding the space are made and consented by everyone 

who wishes to participate in their open to all collective meetings, held every week in the 

space, making everyone an active agent of this exchange.  
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3.1 - Sociocultural Role 

 

Cultural organisations should think of themselves as members of their communities. 

They should view their art as something they wish to share, rather than impose from 

above. For this reason instead of the word art, the word culture is used, as it applies in 

a broad sense to all events or objects created by a society to communicate certain 

cultural values. 

Kolb, 2005 

 

As mentioned before, Exchange Dublin is much more than an open space for 

events and exhibitions. They play an active part in the quality of the sociocultural life in 

the city by fostering inclusion, equity and equality and promoting diversity of 

backgrounds and cultures within their participative philosophy.  

It all begins with Exchange Dublin’s ethos, which gives emphasis to egalitarianism 

and open organisational practices, making them accessible to everyone and stimulating 

inclusion of the community in the day-to-day practices and decision-making processes. 

This means that whether someone has been in the space once or a hundred times, they 

have just as much say in what goes on in the space, which promotes civic and democratic 

participation by all the community. And this includes the ones who are seen by many as 

“undesirables”, who can find in this process something productive to do, which helps 

them develop further their social skills and sense of responsibility. 

Exchange Dublin represents what many volunteers like to call a “cultural 

playground” or “social sandbox”. This was always a very interesting concept and it 

describes this organisation perfectly. This is a place where everyone, even the ‘artistically 

challenged’, can come in and play with the arts, experiment, exchange views of what art 

is for them and create art and culture in collaboration with others. 

Exchange Dublin also works as a non-formal learning environment, with emphasis 

on experiential learning. Many space users dropped out of formal types of education and 

found themselves excluded from civic life. Exchange Dublin constitutes a place where 
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they can learn in an informal and open to all pedagogic system, through a collaborative 

type of education, which involves skill sharing and training and learning through work 

experience, by taking active roles in event management, curation, audio and lighting 

preparation, administration, public relations or any other area that interests them and 

makes them feel useful. 

Many people in Dublin suffer from social exclusion and are more prone to what can 

be called anti-social behaviour as a product of that exclusion. As one of the few venues in 

the city open to the homeless community, as well as those in temporary accommodation, 

which doesn’t require any type of consumption or financial contribution to spend time in, 

Exchange Dublin tries to provide a welcoming space, where they can socialise with 

others, get involved in something productive and creative and even help taking care of 

the space. 

It was due to this fact that a partnership between Exchange Dublin and Stepping 

Stone was born. Stepping Stone works with the homeless community in Dublin and tries 

to help improve their quality of life and find them temporary accommodations and the 

personal tools to leave homelessness and be reintegrated in society9. Exchange Dublin 

provides this organisation with a – otherwise very hard to find – venue to host weekly 

film screenings for the homeless, which not only constitutes a past-time and a place to 

get sheltered from the cold and rainy Irish weather, but also a means to socialise, 

cultivate themselves and stimulate their social reintegration. 

Also, by having a strict policy against alcohol and drugs and people under their 

influence in the space, Exchange Dublin tries to fight one of the main issues in the 

neighbourhood, regarding anti-social behaviour due to alcohol and drugs consumption. 

Being located in the place in the city with more pubs and off-licenses10 per square meter, 

Exchange Dublin constitutes an healthy alternative to the majority of social places in 

Temple Bar and tries to promote a different type of socialisation, not alcohol-driven, but 

art, creativity and fun-driven. 
                                                           
9
 Information from Stepping Stone’s Website (https://www.steppingstone.ie/services), retrieved in July 7th, 

2013. 
10

 Off-license is a type of premise license concerning the sale of alcohol, in which the spaces, like 
convenience stores or supermarkets, can sell alcoholic beverages, but they must be consumed elsewhere. 
The proliferation of this type of license is regarded as one of the main reasons for the increase of drinking 
on the streets and consequent anti-social behaviour. 
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Exchange Dublin also tries to maintain a constant stream of arts classes and 

workshops directed to the disadvantaged youths in Dublin, as well as a free meeting 

space for community groups, classes and workshops, which usually exclude many people 

automatically due to their premium prices. Having a venue in the city that doesn’t charge 

groups for the usage of the space allows them to practice lower prices, which broadens 

their audience immensely and the hundreds of weekly participants in Exchange Dublin’s 

classes and workshops are proof of the demand for these ‘low-cost’ events.  

This also demonstrates Exchange Dublin’s part in supporting upcoming artists in 

the delivery of artistic and cultural projects, which otherwise might be condemned from 

the start by high set-up costs or mere discrimination against the artist by their age, socio-

economic status or even their type of art. Exchange Dublin allows new artists to exhibit 

their work in a very accessible central location, gain visibility and blend with the audience 

for very low initial costs and risks, all thanks to their non-commercial basis and their 

strong belief that art should be from everyone to everyone. Furthermore, Exchange 

Dublin promotes unusual and diversified projects, which truly stand out in the city’s 

cultural and artistic sceneries. 
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3.2 - Human Resources and Organisational Structure 

 

As previously stated, Exchange Dublin’s organisational model is based on 

volunteerism and active citizenship. This means that every single person that works in 

this organisation is a non-paid volunteer and there is not any kind of hierarchy or top 

element to respond to. This way, Exchange Dublin has what we can call a ‘flat’ 

organisational structure, in which all volunteers share equal amounts of responsibility for 

what happens in the space, as well as all daily tasks.  

As we have seen in the previous sub-chapter, Exchange Dublin has open 

organisational practices, which means they try to include everyone in their daily practices 

and decision-making processes. In order to do so, Exchange Dublin promotes a weekly 

collective meeting in which everyone is welcome to debate the current matters in the 

space, consent bookings and some other issues relevant to the public. These public 

assemblies are positive, because they promote civic and democratic participation by all 

the community and usually people have suggestions on how to solve problems and how 

to improve things and this fresh input from people looking from the outside is usually 

insightful. But this can also be seen as a double-edged sword, because the decision-

making process becomes really difficult and many times gets compromised by the 

amount of dissonant voices in the room and decisions simply cannot be made, which 

delays processes and compromises the efficiency of the organisation. The occasional 

quarrels between volunteers brought up during these collective meetings are also 

something that contributes to this lack of efficiency and potentially for passing a bad 

image of the organisation to the public and the community. It is not easy to run a space 

where everyone has an equal say in everything and issues between volunteers are 

understandable, but they should not be public and most definitely should not affect the 

normal running of the space. 

Currently, there is an average of fifteen to twenty volunteers in the space, which 

can be a very low number, considering the amount of tasks to be done daily and the fact 

that not all volunteers are available at all times. The daily tasks volunteers must attend to 

include: 
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 Event management 

 Front of House Management 

 Project Management 

 Sound and Light Engineering 

 Web Design 

 Stage Design 

 Do It Yourself 

 Public Relations  

 Communication 

 Finances 

 Health and Safety 

 Gallery Curation 

 Media Production 

 

The use of volunteers can be a positive thing, but in this particular case, it also 

raises several issues regarding an efficient and sustainable management.  

Having an organisation fully run by volunteers means that there is not anyone truly 

dependable. This has nothing to do with their value as volunteers, which is tremendous 

and obviously requires a great deal of commitment to the cause and power of will. But 

the fact is that this is not their real job. Since this is a non-paid activity, most volunteers 

only come in during their spare time, and dedicate the remaining to paying jobs or 

academic studies. This way, when necessary, volunteering is put on the low priority list.  

Another issue is the fact that, being voluntary work, most people only wants to do 

the things they like to do or the things they are good at. While it is very positive to have 

people that do certain tasks in a very good way and are really passionate about what 

they do, this means that some also very important tasks get deprioritised and it is usually 
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hard to find someone willing to do them. This is the case of administration, financial work 

and bookings, for example, which are vital to the organisation, but are very hard to 

allocate. 

Apart from this, there is also the volatility factor. Volunteers come and go in waves. 

There are some volunteers that work really hard for a couple of years, but then need to 

move along to other personal or professional projects. The remaining volunteers and the 

new ones that arrive need to learn how to replace the ones that left and all the tasks they 

did, which is not always an easy process, because volunteers tend to stick to their usual 

tasks and aren’t very familiar with the intricacy of others. Also, there is not any formal 

initial training for new volunteers, which then results on an inefficient structure and 

“although training is not an organisational cure-all, undesirable trends may provide 

evidence of poorly prepared workforce” (Werther Jr. & Davis, 1981, p. 286). This volatility 

can also be seen in the daily running of the space, since the volunteers are not present 

there at all times, and some people rotate amongst several departments. This can 

originate some mix-ups, miscommunications or even double-bookings.  

While this is a place that promotes skill-sharing and everyone helps each other to 

do the best they can for the organisation, this volatility is quite hard to manage, 

especially in key departments, like administration, finances, communication and public 

relations. It also passes an image of lack of structure and chaos to the public, which can 

start to see the venue as unreliable. 

That being said and despite their quite chaotic volunteer system and limited 

organisational structure, Exchange Dublin always managed to survive up to this point 

with the resources they had and be open every day for almost twelve hours a day, which 

is a very impressive achievement and a proof of hard work of many people who 

dedicated themselves to this project. 

Nevertheless, this is still one of Exchange Dublin’s greatest weaknesses and there 

are improvements that can and need to be done to ensure the organisation’s 

sustainability. 
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3.3 - Location 

 

Exchange Dublin is located in Temple Bar, known as the Cultural Quarter of Dublin, 

the capital city of Ireland. To truly understand the relevance of this organisation’s 

location, in particular to the Tourism sector, we must deconstruct it in these 

‘geographical layers’. 

Ireland is an island located in the North-West of Europe and comprises two main 

regions: Northern Ireland, also known as Ulster and part of the United Kingdom, and the 

Republic of Ireland, an independent state, also known as Éire. After many years of 

political and religious divergences, both regions have now different governments, which 

collaborate to maintain the island as a combined unit.  

Ireland has an unparalleled landscape with green hills, high cliffs and wild shores, 

reason why it is known as the Emerald Island. Its unique natural beauty, combined with 

its rich cultural heritage, dating all the way back to the Viking Age, are the main 

contributing factors to Ireland’s relevance in the European tourist scene, and explain the 

relevance the tourism sector detains in the Irish economy. 

According to Fáilte Ireland (2013), expenditure by tourists visiting Ireland was 

estimated to be worth €4 billion in 2012, which represents a growth of 4.4% since 2011. 

Combining both international and national tourists, the total tourism expenditure in 2012 

was estimated to be €5.4 billion.  

Overseas tourist visits to Ireland in 2012 grew modestly by 1% to 6.3 million. However, 

the mix by country of origin changed with a 2.8% drop in tourists from Britain being 

compensated for by 2.9% growth in visitors from Mainland Europe and 4.0% growth in 

those from North America. The number of tourists from other regions was up 7.1% last 

year. Britain remains our biggest source market for overseas tourists, representing 

44% of all such visits. The next biggest source market is Mainland Europe, which 

accounts for 36% of international volume. Some 15% of overseas tourists come from 

North America. 

Fáilte Ireland, 2013 
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 Source: Fáilte Ireland, 2013 
 

Table 2 – Ireland's Visits and Revenue by Region (2012) 
 

 Source: Fáilte Ireland, 2014 
 

Table 3 – Arrivals to Ireland 2009-2013 
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It comes as no surprise that Dublin, being the capital, the largest city in Ireland and 

the main gateway into the country, is responsible for the greater part of visitors and, 

consequently, tourism revenue, as seen in table 2. 

 

Dublin is Ireland’s most popular tourist destination. During the past ten years, the 

number of overseas visitors has almost doubled and there has been a very high level of 

investment in guest accommodation and other tourism products and services. 

Dublin’s strong performance has seen it rise up the ranking of European cities. 

Dublin Tourism11, 2008  

 

 

 

 

 

 

 

 

 

 

The River Liffey divides the city in two, North-side and South-side, which can be 

seen not only as a geographical division, but also as a cultural one. The North-side was 

traditionally associated with the working class, whilst the South-side would serve as 

residence to the middle to upper-middle classes. This cultural divide is still perceptible, in 

particular by each side’s sub-cultures, activities and venues available, which tend to 

                                                           
11

 Dublin Tourism is the regional tourism authority in Dublin. 

City 
Overseas Tourists Overseas and Domestic Tourists 

Ranking Beds (millions) Ranking Beds (millions) 

London 1 36.4 1 47.8 

Paris 2 22.5 2 33.6 

Rome 3 11.3 3 16.6 

Prague 4 10.4 6 11.2 

Barcelona 5 7.9 7 10.9 

Vienna 6 7.8 8 9.5 

Dublin 7 7.6 9 8.7 

Amsterdam 8 7.4 10 8.4 

Madrid 9 6 5 12.3 

Budapest 10 5.7 11 6.6 

Berlin 11 5 4 14.6 

Brussels 12 4 19 4.5 

 Source: Dublin Tourism, 2008 
 

Table 4 – European Urban Tourism Ranking 
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appeal more to popular culture on the North-side and be more upscale on the South-side, 

where most art galleries, museums, theatres and high-end restaurants and retail shops 

are located. – It is precisely along the South bank of the River Liffey that Temple Bar is 

located. 

 

 

 

Temple Bar is one of the leading cultural districts and entertainment zones within 

the State attracting over 50,000 people on a daily basis. It is home to over 3,000 

residents. Temple Bar contains over 450 businesses as well as in excess of 50 cultural 

institutions. 

Dublin City Council, 201112
 

 

                                                           
12

 Source: Dublin City Council (2011) – “Review of Temple Bar Cultural Trust” 

Figure 1 – Map of Dublin. Source: www.visitdublin.ie; Edited by: Cátia Oliveira  
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Due to the urban regeneration operated in this area since 199113, Temple Bar has 

had a focus on cultural activities and events as a way of promoting urban regeneration, 

which is the reason why many cultural centres and small alternative businesses thrived 

around this bohemian area of cobbled streets and old buildings, due to the incentive of 

the recently implemented Temple Bar Cultural Trust. 14 

Tourism therefore is a very important element in all policies related to urban 

development, it is not just a strategy to provide a competitive product to meet 

visitors’ expectations but a way to develop the city itself and provide more and better 

infrastructures and bring conditions to residents. 

World Tourism Organisation, 2012 

 

As mentioned previously, tourism is a very strong activity in Irish economy and one 

with great growth potential. This investment in the tourism market is particularly 

noticeable in Temple Bar, the tourist district by excellence, mainly because it represents 

the soul of the Irish Cráic15. From its bubbly pubs with live Irish music, to the quirky little 

shops with unique items, the countless restaurants with international cuisines, the 

galleries with a twist or the very original and engaging street artists, there is not a dull 

moment to be had in Temple Bar, which explains its popularity among tourists from all 

over the world.  

It is, then, no wonder that this is the tourist district by excellence. Temple Bar is a 

district of the city very visited by tourists since lots of traditional Irish pubs, including the 

famous Temple Bar, are located there. Also, this area is placed between two retail cores, 

Grafton Street and Henry Street and that increases its significance. (Riera, 2008, p.36)  

This area is the perfect setting for Exchange Dublin’s cultural and artistic nature. As 

seen above, Temple Bar is visited by thousands of people every day, attracted by the big 

offer of cultural activities and by the bubbly nightlife in the area, mainly directed to 

tourists.  

                                                           
13

 See Chapter 2  
14

 Temple Bar Cultural Trust’s Website (https://www.templebar.ie/about), retrieved in July 8th, 2013. 
15

 Cráic or crack is a Gaelic term for fun, entertainment and enjoyable conversation, particularly prominent 
in Ireland. 
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This very well-known and accessible location means that Exchange Dublin (marked 

by a red sign on the map bellow) gets a consistent high volume of footfall passing 

through the area every day, many of whom are tourists from a variety of countries. 

 

The space is very open and, being surrounded by window fronts all around, makes 

it very bright and visually appealing, allowing passers-by to immediately engage with the 

constant stream of events and exhibitions organised in Exchange Dublin. It is also very 

beneficial for the artists that exhibit in the space and groups that host events there, once 

the exposure to their work is very high in this venue. 

Exchanges are the point or act of transferring something, so being central is the best 

way to be as accessible to as many people and their ideas and projects as possible. 

Centrality brings problems too - the risks of being too cultural in the cultural quarter 

when most other venues open in the evenings sell alcohol. Open, visible, glass walls 

keep them honest and let people see what they’re up to and hopefully that interests, 

intrigues or entertains them. Exchange Dublin looks different to passers-by - there’s 

an instantly recognized architectural incongruity beside the other establishments in 

the area.  

Hilliard, F., 201216
 

                                                           
16

 Excerpt from “The Dublin Edit: Exchange Dublin Interview” conducted by Fiona Hilliard for 
traveledits.com, retrieved on July 9th, 2013. 

Figure 2 – Map of Temple Bar. Source: www.visitdublin.ie; Edited by: Cátia Oliveira 
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Exchange Dublin’s location is, without a doubt, its greatest potential. It is their 

biggest advantage next to its competitors and it may well be the reason of its success. 

Being located in the centre of the cultural and artistic scene in Dublin is priceless for this 

organisation and the amount of space users show that the demand for the space exists. 

People need an alcohol-free social space in Temple Bar, disadvantaged groups need a 

place close to them to be able to socialise without judgement, event organisers and 

artists need to have their work in a central location, with increased visibility and 

accessible to as much public as possible and, above all else, Exchange Dublin needs to 

maintain this venue, because, despite the high renting price, this is where the most 

revenue and growth possibilities are. 

Another key opportunity to Exchange Dublin is the, so far unexploited, tourist 

potential of this venue. Being located in the tourist district and not taking advantage of 

it, when the volunteers struggle monthly to pay the space expenses seems foolish and it 

should definitely be something to consider in the future. 

After these changes are applied, it would be time for Exchange Dublin to take 

advantage of these two opportunities that are being overlooked: the space’s privileged 

location and the unexploited tourist potential that derives from it.  

The city of Dublin would have a lot to gain from having Exchange Dublin as a tourist 

attraction and Exchange Dublin would benefit immensely from investing in this market – 

which is a win-win situation for both parties.  

According to Dublin Tourism (2008), this city is “a place of living culture, a 

sophisticated destination that offers its visitors plenty to see and do. Dublin will deliver 

on its promise as a region that truly captures its visitors’ imaginations, is madly 

memorable and exhilarating, and deeply cosmopolitan and luxurious.”  

This really resonates in Temple Bar’s vibrant personality that allies the old and the 

new in a unique way, and in Exchange Dublin’s reality, in particular. This is a space to 

stimulate the imagination, to be creative and artistic and, above all, to have fun. Visiting 

Exchange Dublin is always a memorable experience, due to its uniqueness, its completely 

different atmosphere and the creative spirit lived inside the space. 
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Furthermore, Exchange Dublin promotes unusual and diversified projects, which 

truly stand out in Dublin’s cultural and artistic scene and gives a brand new and 

alternative cultural feature to the city. Exchange Dublin can, therefore, easily appeal to 

niche tourism markets, more interested in alternative, unconventional and genuine forms 

of art and culture, in addition to more ‘mainstream’ tourists.  

Exchange Dublin, on the other hand, could benefit highly from investing in the 

tourist flows, since it would attract new and larger publics, it would demonstrate the 

importance of Exchange Dublin staying in the city centre, and it would increase its 

revenues, which would allow the organisation to do much more than just pay the rent 

every month, namely investing in the improvement of the space, in guaranteeing a solid 

management structure and in developing and promoting more innovative new activities 

and projects. 

Nevertheless, the organisation’s relevance in the tourism sector is currently 

extremely reduced and mainly accidental, due to the fact that Exchange Dublin doesn’t 

communicate directly to tourists. Investing in a more segmented and diversified 

communication to appeal to these publics should be a priority, in order to take 

advantage of the space’s location to the fullest. 

Exchange Dublin has everything to gain from investing in this sector and taking 

even more advantage of the privileged location they have, and it truly has the potential 

to become “an invitation to the city” if the organisation commits to it. 

  



40 

3.4 - Communication 

 

Exchange Dublin started communicating online from its early stages as a way to 

divulge the recently created project and to gather supporters, advisors and potential 

volunteers. 

 

Exchange Dublin has created a strong web presence. One of the first necessary things 

created was a page on the social networking site Facebook, allowing people to hear what 

was happening quickly and created a network of friends that could be called on for 

assistance or advice. This network grew rapidly and currently has more than 4500 virtual 

'friends'. Soon after this a web page was built at www.exchangedublin.ie, allowing 

accessibility to the information and activities that are happening in the space. The current 

accessibility of internet technology has been central to the success of this project. These 

two factors, along with word of mouth, allowed it to grow and become a collective effort.  

Knobloch, 2011 

 

Since then, Exchange Dublin’s web presence grew massively. Apart from their 

website (https://www.exchangedublin.ie)17, they have circa 2000 subscribers to their 

monthly mailing list ‘Exchange Dublin Action News Now’ on Mail Chimp, 5100 followers 

on Twitter (https://twitter.com/exchangedublin)18 and 8353 likes on their Facebook Page 

(https://www.facebook.com/exchangedublin)19. There are also two Facebook Groups: 

Exchange Dublin Volunteers (https://www.facebook.com/groups/exchangevolunteers) 

and Exchange Dublin Noticeboard & Volunteer Recruitment 

(https://www.facebook.com/groups/ 333089780118849). These groups were created to 

make communication among volunteers easier as well as to create an online noticeboard 

with the most relevant news to the Exchange Dublin’s community and the minutes from 

                                                           
17

 See Appendix E – Figure 5 
18

 See Appendix E – Figure 7 
19

 See Appendix E – Figure 6 
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the collective meetings, so they are accessible to everyone, even those who cannot make 

it to the events and meetings in person. 

Their website, however, is the online platform that best summarises all of Exchange 

Dublin’s essence, explaining in detail everything about the space, the organisation’s 

ethos, how to make bookings and volunteer, how to donate money to the organisation, 

and, most importantly, including an up to date calendar with descriptions of the current 

and upcoming events and exhibitions. 

The Internet is the easiest, quickest and most inexpensive means of communication 

for Exchange Dublin and it is the one they most use, either to divulge upcoming events 

and exhibitions or for self-promotion, as it reaches a vast amount of audience with only 

one click, which helps spread the word about the project and gather many people 

interested in using the space. 

Apart from this, Exchange Dublin also uses some more ‘traditional’ ways of 

communicating inside the space, making use of the noticeboards they have available and 

the large window surfaces to attach promotional posters. Their location plays an 

important part in this type of communication, since the high footfall in the area allows 

for thousands of people to pass by the space every day, exponentially increasing the 

divulgation of their cultural and artistic activities.  

In addition, Exchange Dublin relies on some external collaborators to their 

communication, such as ‘The Dublin Event Guide’20, a weekly email newsletter with all the 

interesting free events in the city, which usually includes some of Exchange Dublin’s 

events every week, as well as the presence in similar organisations’ websites across 

Europe. There is also the occasional coverage in national and international print and 

online news outlets, like the main Irish newspapers, The Huffington Post and CNN. 

Exchange Dublin doesn’t really plan their communication or differentiate between 

the type of communication they use and the content they divulge, which is not targeted 

to any public in specific. There is not any type of communication directed to the tourists 

visiting Temple Bar, either. The communication area was always one of the least 

favourite of the volunteers and that explains the lack of investment in this sector, but 

                                                           
20

 More information on http://www.dublineventguide.com (Retrieved on September 25th, 2013). 
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this should be something to focus on and improve in the future (especially now that they 

have gained a greater understanding of their audience’s profile as well as their 

necessities and desires and are able to segment their communication more efficiently 

according to their targets and their preferred communication channels), in order to 

attain a broader public and also improve the organisation’s image. 
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3.5 – Tackling the Crisis 

 

Finally, in order to bookend this organisation diagnosis, it is important to mention 

the current crisis Exchange Dublin is going through. 

In July of 2013, Exchange Dublin was contacted by Temple Bar Cultural Trust (TBCT) 

– which apart from being the institution responsible for promoting cultural activities in 

the area, also acts as the space’s landlord – debating the possibility of terminating 

Exchange Dublin’s occupancy agreement and closing the space. 

The issue presented as the reason for this proposal by TBCT concerned people 

drinking and taking drugs on the streets in the West End of Temple Bar – where 

Exchange Dublin is located – and their subsequent violent and anti-social behaviour, of 

which the Dublin City Council had received several complaints from local business owners 

and area residents. Exchange Dublin was being pointed out as the cause to these 

problems, because, according to the aforementioned complainers, it attracts 

“problematic people” to the area that is prone to this type of behaviours.  

After receiving this letter, a few Exchange Dublin volunteers (myself included), had 

a meeting with Ray Yeates, the city’s Arts Officer and head of Temple Bar Cultural Trust, 

in order to try to understand these complaints, how they originated and how to solve the 

issue, without having to close Exchange Dublin.  

As mentioned above, Mr. Yeates confirmed that the West End neighbourhood was 

feeling very unhappy about the anti-social behaviour along the area and that they had 

indicated Exchange Dublin as playing a role in it. Mr. Yeates added that this could have 

more to do with the fact that the neighbourhood sees Exchange Dublin as a lawless and 

chaotic space, an organisation with no structure and no one to take responsibility for the 

space or handling issues, which led to this escalation.  

Mr. Yeates recognised the great sociocultural contribute made by Exchange Dublin 

to the area, but given the circumstances and number of complaints received, the city 

councillors were inclined to think that “the price of having Exchange Dublin open was 

too high for the value”. 
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The volunteers were then told that Exchange Dublin had a period of three months 

to try to change and reformulate the organisation’s structure and their practices and to 

convince the neighbours and the city councillors that the space should remain open. 

Mr. Yeates advised Exchange Dublin to create a proper structure, even if the 

organisation’s ideals had to suffer along the way, to invest in security and in improving 

the image of the organisation and to try to reach out to the community and to the 

councillors during this probation period, having warned the volunteers that any type of 

incident that occurred inside the space during that time would mean immediate vacancy 

of the premises. After this period he would have another meeting with Exchange Dublin 

in order to evaluate the changes and review the case, whether for a tenancy extension or 

for final termination. 

Having this ultimatum in account, Exchange Dublin has no other option but to 

undertake major structural changes 21 as to improve the way the space is run, prove their 

value, make amends with the neighbours in order to recover their previous cooperative 

relationship, improve their public image and, above all, keep the space open and the 

organisation running successfully for years to come. 
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 See some of the measures taken to tackle this crisis in the Appendix G – Daily Tasks and Projects Developed. 
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4 – Methodology 

 

 The following chapter will summarise the methodologies used throughout the 

research for this paper. As detailed in the following sub-chapters, firstly, a theoretical 

framework for this research was created, followed by two types of interviews (to 

Exchange Dublin volunteers and to relevant stakeholders) and, lastly, a survey was 

created and applied to the space users, which constitutes the core of this investigation. 

 

4.1 – Theoretical Framework 

 A theoretical analysis is always a crucial part of any research and, in this particular 

case, it allowed to see the subject in a new light and under the scrutiny of different 

authors with different perspectives, which helped broaden the study’s spectrum and, 

hopefully, lead to more accurate conclusions. 

 In order to do this, recent literature from authors whose work is relevant to the 

context of this research, such as cultural tourism and city tourism, as well as what we can 

call “grey literature”, concerning reports and technical studies on tourism in Ireland, 

Dublin and Temple Bar in particular, was read and analysed. 

 The most relevant information was, then, compiled into the Literature Review22 

chapter included in this report, which aims to provide a theoretical framework for the 

remaining research and conclusions presented in this paper. 

 

4.2 – Interviews 

 Following the theoretical framework, it was important to get acquainted – on a 

more qualitative approach – with the perspectives and opinions of people who were 

more familiar with the organisation and who understood how Exchange Dublin 
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 See Chapter 2 – Literature Review. 
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functioned in the context of Temple Bar and of the other cultural offers present in this 

area.  

 In order to do so, I conducted informal interviews with a few current and former 

volunteers of Exchange Dublin, and participated in meetings with a selected number of 

relevant stakeholders of the Temple Bar area. 

 

4.2.1 – Institutional Interviews 

 The aforementioned meetings with stakeholders, revealed themselves of great 

value in the deeper understanding of Temple Bar’s dynamics and the potential it 

encloses. Among the most relevant, are worth mention a meeting with Simone Cameron-

Coen, Civic Engagement Officer for Trinity College Volunteer Society, a couple of 

meetings with Ray Yeates, City Arts Officer for Temple Bar Cultural Trust – the entity 

responsible for organising and promoting cultural events and activities in the Temple Bar 

area, and a meeting with Dublin City Council’s Cllr Mannix Flynn. 

 The meeting with Simone Cameron-Coen was particularly relevant in the 

understanding of how an all-volunteer organisation is run, how to recruit new volunteers 

and how maintain a successful process of volunteer engagement and productivity. It also 

opened a new door for a potential recruitment platform for Exchange Dublin near the 

volunteer mass of Trinity College’s students. 

 The meetings with Ray Yeates and Cllr Mannix Flynn arrived at a later stage, when 

Exchange Dublin first entered its crisis period23, and were fundamental in the 

understanding of the contributing factors that led to this crisis and of the many ways 

Exchange Dublin could and should improve, in order to maintain its space and run it in a 

successful and sustainable way, in concurrence with the neighbouring businesses and 

cultural organisations in Temple Bar. This type of advice, coming from people with as 

much experience in the promotion of Art and Culture in Temple Bar, as Mr Yeates and Cllr 

Flynn do, was very informative and really telling of how much the city government cares 

and invests in Culture.  
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 See Chapter 3.5 – Tackling the Crisis 
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4.2.2 – Interviews to Volunteers 

 Interviewing past and present volunteers felt only natural when pursuing a deeper 

understanding of the organisation and of its actions and contributions towards a more 

democratic access to art and culture for the Dublin community. It was also a way of 

better understanding the importance of Exchange Dublin’s location to the cultural and 

touristic dynamics of Temple Bar and of the city centre. Moreover, it was a good way to 

understand the aforementioned current issues with maintaining new volunteers and with 

the poor image the space has near its neighbours24. 

 This was how the idea to create the Portfolio of International Volunteers25 project 

was born, as a way of trying to generate interest in volunteering in Exchange Dublin.  

This project’s success26 reveals the importance these interviews had, not only to 

this research and to help characterise the space more accurately, but mostly to the 

organisation itself, which has now gathered very positive feedback from no-longer-

bound-to-the-space individuals, which can provide a detached judgement and analyse the 

organisation in unique perspectives. And this will definitely be very useful, not only in this 

moment of crisis, to improve the space’s image near the public, but also in terms of 

future recruitment of volunteers, both national and international. 

 

4.3 – Survey 

The key methodology to this research is based on a survey applied to visitors/users 

of Exchange Dublin: Exchange Dublin’s Practice and Communication Efficiency Survey27. 

This project was created due to two complementary needs: the need for inexistent, 

but highly relevant information to the organisation and the need for inexistent, but 

highly relevant information to this research. 

Exchange Dublin had the desire and the need to get to know their audience profile 

and their wants and needs better, in order to realise how the organisation was perceived 
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 See Chapter 3.5 – Tackling the Crisis 
25

 See Appendix C 
26

 See Appendix B 
27

 See Appendix D 
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by their public and to help them communicate and position themselves in the most 

coherent and efficient way possible. Similarly, the role tourism plays in Exchange Dublin 

and the representativeness of tourists in the space’s audience were elements that would 

play an important role in answering the research starting question and this methodology 

would be ideal to ascertain and better comprehend all these factors. 

 

Survey Methodology 

The main goal of this survey was to draw an audience profile, not only in 

demographic terms such as age, gender, education level, but also their preferences when 

it comes to events and exhibitions in the space. Also the way they prefer Exchange 

Dublin to communicate with them, their suggestions as how to make the space better 

and their opinions on Exchange Dublin’s working model. The survey would  also be 

helpful to find out if people thought there were similar places in Dublin, that we could 

perceive as ‘competitors’, or use as role models, and whether there were many tourists 

among space users or if this is a space mostly visited by residents in the area. 

In order to do this in the most effective way possible, I have researched and 

analysed similar questionnaires in order to create a good structure for this survey and 

created each question based on the topics I wanted to have answered in order to have a 

better understanding of who visits/ uses Exchange Dublin’s space. 

After the creation process was concluded, a test version of the survey was run 

among a small sample of space visitors, in order to ascertain whether the questions were 

clear enough, if they exhausted all possible answers, if the questionnaire was too short 

or too lengthy and, most importantly, if all the starting questions were being answered. 

During this test running, I have noticed that some questions were raising a few 

doubts. Therefore, I asked the participants of my test survey sample what the difficulties 

they had encountered were and how they would propose the questions to be structured 

in order to make them more straightforward and easy to answer. Based on their 

answers, the initial version was amended accordingly. 
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After running this amended version on a different day, I encountered no negative 

feedback and all the surveys were delivered fully answered, so I used this as the final 

version of the questionnaire.  

I then created a paper and online versions of the survey, along with a database, to 

input the answers as I received them and prepared for the implementation. 

The survey took place during the whole month of June of 2013. Answers were 

collected both online and on paper. The online version of the survey was divulged in 

Exchange Dublin’s Newsletter, as well as on their Facebook and Twitter pages, whilst the 

paper-based one was applied by me inside the space. In both versions, the respondents 

filled out the survey unattended. A total of 147 paper answers and 63 online answers 

were collected. The sample of this research was, therefore, constituted by 210 

individuals. 

After all the answers were uploaded to the database I had created, all the 

information was statistically analysed in order to start extracting the findings28. 

 

  

                                                           
28

 The software used for this data’s statistical analysis was Microsoft Office Excel. 
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5 – Achieved Results 

 

The key findings of the data collected in the aforementioned Exchange Dublin’s 

Practice and Communication Efficiency Survey will now be presented. 

 

Habits and Preferences 

According to our data, 61% of the respondents were returning space users. From 

these returning space users, the majority (32%) goes to Exchange Dublin “Once a week”, 

and 19% “Almost every day”. Also, from the 39% of first time users, 88% is thinking of 

returning to the space.  

When questioned about the kind of events they would rather see in the space, the 

respondents were a bit divided, but elected “Workshops” (15%), “Art Exhibitions” (15%), 

“Weekly Classes” (12%), “Arts and Crafts Markets” (12%) and “Film Screenings” (11%) as 

the top 5 of their preferences. These findings tell us that there is not a preponderance of 

preference for any type of event in particular, which indicates that Exchange Dublin’s 

portfolio of activities is diversified and caters to people with very different interests. 

Graphic 1 – Preferred types of events 
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When asked if they would consider Exchange Dublin in case they were looking for a 

venue in the city, 96% of respondents said “Yes”. We can also verify that 96% of the 

respondents said they would recommend Exchange Dublin to their acquaintances 

looking for a space to host an event/ exhibition.  

Now, analysing our audience responses on how they discovered the space, 38% of 

the respondents said they found out about Exchange Dublin “Through Friends”. The 

majority, however, says they discovered the space “Passing By” (40%). 

Graphic 2 - Exchange Dublin discovery method 

 

As for the means they prefer Exchange Dublin to use to communicate with them, 

the majority of the respondents (43%) elected “Facebook” as their favourite, followed by 

Exchange Dublin’s “Website” with 30%. “Twitter”, on the other hand, obtained a modest 

3% of responses.  

Regarding the type of communications, 37% of the respondents would prefer to 

have “Short updates on Facebook and Twitter, more frequently, for all the events” 

opposed to the 21% that would rather have “Detailed information on Exchange Dublin’s 

Mailing List and Website, more sporadically, for a selected number of events”. 

Nevertheless, given the option, the majority of respondents (42%) would like to have 

“Both”. 
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When asked whether they think Exchange Dublin should be featured in tourist 

guides, the vast majority of the respondents (89%) said “Yes”.  

Amongst the great variety of reasons appointed by the supportive respondents, we 

can highlight “Appealing space in tourist-friendly location” (18%), “Free access to genuine 

local Art & Culture” (15%), “Space promotes cultural, artistic and social diversity” (13%), 

Space deserves more publicity” (13%) and “Dynamic roaster of great quality Events & 

Exhibitions” (10%). 

 

Graphic 3 - Reasons for Exchange Dublin to be featured in tourist guides 

 

The 11% of respondents that opted by “No” justify this choice by the fear that the 

space might lose its authenticity and “off the beaten track” quality or get too crowded. 

 

Attitudes and Perceptions 

When questioned if Exchange Dublin seemed like an environment they would see 

themselves volunteering in, the majority of respondents (73%) answered “Yes”. 

Regarding Exchange Dublin’s donation-based funding model, the vast majority of 

respondents (88%) “Appreciates the freedom of paying whatever they deem fit” for the 
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events/ exhibitions they attend, whilst 10% of respondents “Prefer hosting/ going to 

ticketed events and knowing in advance how much money they’ll be collecting/ 

spending”.  

Regarding Exchange Dublin’s alcohol and drugs-free policy, the majority of the 

respondents (60%) consider it to be “Liberating”, whilst 6% of the audience finds it 

“Restrictive” and 33% are “indifferent to it”.  

Still on this topic, when asked if there should be more alcohol-free social/ cultural 

venues in Dublin, 86% of the respondents said “Yes”. 

When asked if they knew any other venues similar to Exchange Dublin, the majority 

of respondents (42%) answered “I don’t know”, and 33% answered “No”. From the 25% of 

respondents that answered “Yes”, the places indicated by the respondents were 

separated into two categories: “Places similar to Exchange Dublin in the City”, which 

could be perceived as competitors, and “International places similar to Exchange 

Dublin”, which could be perceived as role-models. 

Amongst the places similar to Exchange Dublin in the city indicated, we can 

highlight Seomra Spraoi (38%), Block T (31%) and The Chocolate Factory (11%). 

 

Graphic 4 - Places similar to Exchange Dublin in the city 
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When it comes to international places similar to Exchange Dublin, there was a 

greater number of places indicated with similar relevance in the whole: South Leeds 

Youth Hub, Forest Café, Kultuuriaken, 5 Pointz, Joe’s Garage, The Chocolate Box, 

Christiania, Művelődési Szint, Pueblo Paz, Organización Nelson Garrido, and Kunsthaus 

Tacheles, but we can still underline “Selvática Ações Artísticas” (Curitiba, Brazil), 

indicated by 13% of respondents, and “The Colab” (Nova Scotia, Canada), also named by 

13% of respondents. 

When questioned about their favourite thing about Exchange Dublin, the 

respondents indicated several aspects of the organisation and the space, from which we 

can highlight “Space and Atmosphere” (16%), “Variety of Events and Exhibitions” (15%), 

“People & Volunteers” (15%), “Free access to Art & Culture” (12%) and “Location and 

Accessibility” (11%). 

 

Graphic 5 - Favourite thing about Exchange Dublin 

 

When confronted with the fact that Exchange Dublin is self-funded and has 

monthly costs of around 1500 euros, and asked if Exchange Dublin should receive 

financial support from the Government, the vast majority of the respondents (83%), said 

“Yes”. 
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Demographic Background 

While analysing the demographic data of the respondents, we can start to outline 

Exchange Dublin’s audience profile. 

When it comes to Gender, there is a very slight predominance of “Female” (53%) 

over “Male” (47%), which may be disregarded, being the gender, therefore, not a very 

determinant factor. 

Looking now at the Age of the respondents, we realise there is a predominance of 

people between the ages of “25 and 34 years old” (41%), followed by the 29% of 

respondents between the ages of “16 and 24 years old”. This means that 70% of 

respondents are between the ages of 16 and 34 years old, which indicates to an audience 

mostly young. Nevertheless, we have respondents from all age groups, from 16 to 74 

years old, which confirms the statement that Exchange Dublin is an all-age space. 

Regarding the Nationality of the respondents, and since there were many different 

responses, I presented the 9 largest nationalities in terms of number of respondents, and 

grouped the remaining under “Other”. 

There is a strong predominance of “Irish” people (49%), as was to be expected, 

followed by 6% of “Spanish” and 5% of “British” respondents. “German”, “Brazilian” and 

“Italian” were also relevant, all in ex aequo with 4% of the responses, followed by 

“American” and “Korean”, both with 3% of responses and by “Polish” (2%). 

In terms of Education Level, we can see that there is a strong predominance (52%) 

of “Third Level (University, College, etc.)” responses, followed by 28% of respondents 

that completed a “Post-Graduate (Masters, PhD, etc.)” degree, which indicates a 

predominance of highly educated audience. Nevertheless, the amount of respondents 

with “Junior Certificate (Middle School, Junior High School)” and “Leaving Certificate 

(High School)” levels are still noteworthy, holding 5% and 13% of responses, respectively. 

This is representative and related with the community service Exchange Dublin does by 

integrating this individuals in the community in an active way and acting as a non-formal 

education provider. 
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Regarding their Economic Status, we can observe that the majority of respondents 

answered “Average” (48%), followed by “Above Average” (20%) and “Bellow Average” 

(17%). There aren’t, therefore, big discrepancies, having Exchange Dublin’s audience a 

mostly average lifestyle.  

Finally, concerning their reason to be in Dublin, the vast majority of respondents 

said “I live in the city and surrounding area” (67%), followed by the 17% of respondents 

which are “Tourists visiting the city”. 6% of the respondents correspond to people 

staying in Dublin “on business” (6%) and the remaining 10% of the audience, which 

answered “Other”, are mainly individuals staying in Dublin temporarily for academic 

purposes. 
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6 – Discussion of Results 

 

After pondering upon the results obtained, it is now crucial to draw some 

conclusions from and discuss them critically. 

Based on the gathered data and on the aforementioned findings, we can conclude 

several aspects regarding Exchange Dublin’s audience. 

Starting by outlining their demographic profile, we are presented with a public of 

both genders, mostly young adults, in between the ages of 25 and 34 years old, highly 

educated and with an average economic status. In terms of nationality, the public is 

mainly Irish and, therefore, more local, but there is still a section of international tourists 

among them.  

 

 

 

 

 

 

 

 

 

 

Figure 3 – Exchange Dublin’s Visitor Type Profile 

 

The fact that tourists visiting the city account for only 17% of Exchange Dublin’s 

visitors, considering that the space is located in the heart of the city’s tourist district is a 

surprisingly low number.  Nevertheless, we must have in account that no 

communicational efforts are currently being made to attract this type of public. But this 

might be a section worth exploring in the future, once it could contribute to an overall 

growth and development of the space in terms of target, number of visitors attracted 

Age 25 – 34 

Average Economic 

 Status  

EXCHANGE DUBLIN’S VISITOR TYPE PROFILE 
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and, consequently, revenue to be invested in the space and in promoting even more 

cultural and artistic activities within the tourism context of Temple Bar. 

When analysing their habits and preferences, we can highlight several relevant 

aspects. 

We have seen that the majority of respondents were returning space users, and 

that most of them go to Exchange Dublin at least once a week, if not on a daily basis. We 

can, therefore, conclude that the majority of returning space users are what we can 

consider “regulars” and are enthusiastic about the amount of regular cultural events the 

institution hosts and runs. We have also seen that the vast majority of first time users is 

thinking of returning to the space. Both these factors indicate that Exchange Dublin has 

quite a strong level of fidelization. 

When it comes to events, we realised that workshops, art exhibitions, weekly 

classes, arts and crafts markets and film screenings are the type of events preferred by 

their audience and Exchange Dublin should, therefore, keep them in their calendar for 

the near future and maybe try to publicise them even more. 

Nearly all of the respondents stated that they would consider the space in case 

they were looking for a venue in the city and would recommend Exchange Dublin to their 

acquaintances looking for a space to host an event/exhibition. These are excellent news, 

considering the power Word-of-Mouth29 holds nowadays and can suggest that this is one 

of the most indicated methods of communication for Exchange Dublin (efficient and cost 

free), which should, therefore, be pursued.  

This fact can be verified by our survey, to whom a significant part answered that 

they heard about the space through their friends.  

A good way to stimulate this Word of Mouth influence might be creating a reward 

system for people who pass the word about Exchange Dublin. Space visitors who bring 

their friends to the space might earn a golden card that would give them free access to 

all events, including paid ones, for a month and artists who recommend the space to 

                                                           
29

 Word of Mouth is the “personal communication about a product between target buyers and neighbours, 
friends, family members and associates.” (Kotler, et al., 2001, p.639) 
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fellow artists might get privileged choice over booking dates for their next installation or 

special event conditions, for example. 

Still on this topic, we concluded that the majority of the respondents discovered 

Exchange Dublin passing by, which is a good testimony of the role Exchange Dublin’s 

central location plays in its success. This shows that Exchange Dublin should take an even 

greater advantage of their location than they already do, by investing in outside activities 

to attract the public or even promoters to help spread the word and conquer new and 

larger publics.  

This has much to do with the tourist market: being located in Temple Bar and not 

taking advantage of the tourist potential of the area is a management mistake and a 

waste of opportunities. Simply put, if Exchange Dublin is not taking full advantage of 

their location and making that factor as profitable and advantageous as possible, there is 

no point in being there and paying such a high rent. Exchange Dublin should use the 

location factor to be able to, not only cover the rent and have more cash flow to invest in 

the space and in new activities, but above all to develop a new and diversified offer 

directed to the tourist market, which has a great demand for cultural activities in the 

Temple Bar area, and should, therefore, be availed of.  

A good starting point to change this situation would be for Exchange Dublin to 

invest in a biphasic/ seasonal type of communication, having a winter communication 

more focused on locals and a summer communication more dedicated to tourists. And 

this could be achieved by simple measures, like having someone outside handing out 

flyers or letting people know of that day’s events and exhibitions. This proved to be very 

successful during the “10 days in Dublin” festival, which had some events held in 

Exchange Dublin, and we noticed that having the promoters outside really boosted the 

event’s attendance. Something even simpler is making the window space more 

appealing and using promotional posters letting tourists know that they can contact with 

unique and genuine local art and culture in the space, which is something tourists usually 

appreciate, going somewhere off the beaten track, where they can have a taste of the 

genuine Irish experience, contact with the locals and maybe buy some local crafts. 
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Through my experience, the Arts and Crafts Market held in Exchange Dublin every 

two weeks is, by far, the event that attracts more tourists, but there are many other 

cultural events and exhibitions in the space with a lot of interest for tourists and 

Exchange Dublin could promote or even produce some other installations more directed 

to them as well, in order to stimulate this market.  

The first line of their Manifesto states that Exchange Dublin is “an invitation to the 

city”, so why not invite people to the city by showcasing the best it has to offer? A good 

idea to do this could be, for example, an unfinished photographic installation with the 

theme “Dublin is…” or “What I love about Dublin”. This exhibition would have some 

images along with a lot of blank spaces, so everyone could come in and share their 

picture, portraying how they see the city and their favourite things about it. This would 

be an interactive activity, which would stimulate the involvement of the community and 

it would also be very interesting to see for tourists, because it showcases the way the 

locals see their city and it works as some sort of postcard collage. 

These results also show us that the majority of respondents got to know Exchange 

Dublin in a more unintentional and casual way (either passing by or through friends) and, 

conversely, the website and social networks are proving to be a not as relevant a method 

to discover the space, which can be indicative of an inefficient communication in this 

particular area (the data obtained in this survey will hopefully alter and improve this 

situation).  

Regarding the communication means Exchange Dublin uses to reach them, the 

majority of respondents elected Facebook and Exchange Dublin’s website as their 

favourite means, relegating Twitter to one of the least favourites. This associated with 

the 0% relevance their Twitter page obtained as an Exchange Dublin discovery method 

may question the relevance of the organisation’s presence and communicational effort in 

this social network. 

Regarding the type of communications, the majority of respondents want to have 

updated information on events and exhibitions both on Exchange Dublin’s website and 

newsletter and on their social networks. In this era in which technology allows 

consumers to become “prosumers” (Kotler, Kartajaya & Setiwan, 2010, p. 21) and 
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individuals are more and more informed and demanding, the organisations need to 

provide them with all the information they may need. Having short updates on their 

social networks and more detailed information on their website and mailing list seems 

like the best way to go. 

The vast majority of respondents think that Exchange Dublin should be featured in 

tourist guides, highlighting that Exchange Dublin is an appealing space in a tourist-

friendly location, which provides free access to genuine local art and culture with its 

dynamic roaster of great quality events and exhibitions and promotes cultural, artistic 

and social diversity, deserving, therefore, more publicity.  

Meanwhile, some of the respondents which think that Exchange Dublin is better off 

out of the tourist spotlight, justify this choice by the fear that the space might lose its 

authenticity and “off the beaten track” quality or get too crowded. 

These results prove that Exchange Dublin and its events and activities are perceived 

has having high levels of quality, diversity and authenticity, factors that should contribute 

for it to be featured in tourist guides. Being featured in these guides could be a way of 

improving many aspects of the organisation, once it would explore new targets, attract 

more visitors and, consequently, bring in more revenue, which would provide more 

resources to invest in the space and in new activities, attracting, as a result, even more 

visitors and creating a new cycle of success and expansion for Exchange Dublin.  

Exchange Dublin should try to be featured in tourist guides, because, as it was 

pointed out by the public, Exchange Dublin gathers all the conditions necessary to be 

featured as a worth-seeing place for tourists interested in alternative art and local 

culture. As for the fears of some of the space users, they may be unfunded, since the 

space is already visited by tourists and remains authentic and true to its ethos. 

Nevertheless, the fact that its public values the space’s authenticity and off the beaten 

track quality should be something for Exchange Dublin to have in account in case a larger 

amount of tourists starts visiting the space or there are some external factors forcing 

changes in those aspects. 

Analysing the audience’s attitudes and perceptions regarding several aspects of 

Exchange Dublin’s practice, we concluded that the majority of the public would consider 
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volunteering in Exchange Dublin, which are good news for this space, always on the 

lookout for more helping hands. 

In what concerns other venues similar to Exchange Dublin, the vast majority of the 

public either did not know any or thought there were not any places like it. This may be 

seen as a positive outcome, testifying the fact that the respondents perceive this 

organisation and its ethos as unique. 

Still on this topic, we have seen that, among the respondents that indicated venues 

similar to Exchange Dublin in the city, there were three venues which were mentioned 

the most, namely Seomra Spraoi30, Block T31 and The Chocolate Factory32.  

All these spaces are non-profit creative centres related to art and culture and can 

be perceived as competitors, since they provide similar services in the city. Nevertheless, 

Exchange Dublin has a big advantage over them, which is its very central location. All the 

aforementioned spaces are very hard to find unless people are looking for them, whilst 

Exchange Dublin has a lot of footfall mainly due to being located in the heart of Temple 

Bar, which is also why many tourists find their way there, even though Exchange Dublin is 

not featured in the main tourist guides.  

This shows us that the tourist market would probably be a good bet for Exchange 

Dublin, since it is almost out of reach for its competitors and it could help increase 

donations and, therefore, keep the space open with more resources to invest in new 

activities and materials. 

Regarding the places perceived as similar to Exchange Dublin on a global scale, 

Selvática Ações Artísticas in Brazil33 and The Colab in Canada34 were the most mentioned. 

These are cultural producers that promote creative cultural and artistic exchanges in an 

inclusive and dynamic manner, very much like Exchange Dublin. These spaces are success 

cases in their respective cities and should, therefore, be perceived as role-models, since 

Exchange Dublin can learn from their practices and try to recreate them in the space. 

                                                           
30

 More information on https://www.seomraspraoi.org (Retrieved on September 15th, 2013). 
31

 More information on https://www.blockt.ie (Retrieved on September 15th, 2013). 
32

 More information on https://www.thechocolatefactory.ie (Retrieved on September 15th, 2013). 
33

 More information on https://selvaticaacoesartisticas.wordpress.com (Retrieved on September 15th, 2013). 
34

 More information on https://thecolab.info (Retrieved on September 15th, 2013). 
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We have also concluded that the favourite aspects of the respondents when it 

comes to the organisation were: the wide open space and its relaxed atmosphere; the 

great variety of events and exhibitions; the fact that it is a good place to meet new 

people and that the volunteers are nice and friendly; the fact that they can have access 

to art and culture free of charge and the space’s central location and good accessibilities. 

Finally, we have concluded that the vast majority of the public considers Exchange 

Dublin should receive financial support from the Government, which is understandable, 

since it provides a public service, contributes to the social integration of member of less 

privileged backgrounds, stimulates the taste and dissemination of all types of art and 

constitutes a starting point for upcoming artists, which would have difficulties exhibiting 

their work otherwise. 

All in all, this research will be invaluable for Exchange Dublin, once it helps them 

understand their audience in a more profound way and study their needs, desires and 

perceptions, in order to communicate more efficiently with them and run the space in a 

more resourceful way. 

 

Future Perspectives for Exchange Dublin 

After analysing the organisation in more depth with all the new information the 

survey brought to light, and in order to devise a more comprehensive look of the internal 

and external factors playing a role in Exchange Dublin’s future, the most prominent 

positive and negative aspects are summarised hereafter. 

In this SWOT analysis, one can find the main strengths and opportunities, 

mentioned in the previous chapters as potential future courses of action to further 

Exchange Dublin’s success and broaden their public spectrum. Here we also isolate the 

main problems that need to be addressed in order to keep the space open in a 

sustainable way and to run it successfully. 
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Strengths Weaknesses 

 

 Innovative concept 

 Sociocultural role within the city 
 Cultural impact in the range of 

available activities in Temple Bar  

 Constant stream of great variety 
events 

 Centrality 
 

 

 Deficient decision-making process 

 Volatile human resources 

 Lack of organisational structure 

 Low Income 
 Lack of a targeted and planned 

communicational strategy 

Opportunities Threats 

 

 Location (cultural district) 

 High visibility for initiatives 

 Unexploited tourist audience 

 Many people interested in using 
the space 

 Many people interested in 
volunteering 

 

 

 High expenses (Rent, utilities, 
licenses, etc.) 

 Nearby anti-social behaviour 

 Acquiring a bad public image  

 Unhappy neighbourhood 

 Possibility of closure by city 
councillors 
 

Table 5 – Exchange Dublin’s SWOT  

 

We have seen that the way to address the external threats was to have a more 

strict security policy and try to actively collaborate with the neighbourhood in order to 

prevent the anti-social behaviours in the area, from which Exchange Dublin is not the 

cause, but victim, along with the rest of the neighbourhood. These anti-social behaviours 

are a consequence of the location in question and of the amount of pubs and off licenses 

around the area, not of the homeless community and the disadvantaged youths going to 

Exchange Dublin to participate in something positive. Trying to organise a community 

watch and work alongside the community Gardaí35, reviewing the security and safety 

policies for the area were the first steps.  

A good way to lower deviant activities along that area would be to use light as a 

‘purging’ element. Light inhibits people and exposes them, which would make wrong-

doers uncomfortable and would motivate them to find elsewhere to be. A good and 

simple idea would be to leave the lights on during the night inside the space. Not only it 

would help make the area safer, but it would also make people notice the space more 

                                                           
35

 Garda (in its plural form Gardaí) or An Garda Síochána refers to Ireland’s national police service. 
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and be able to see what is going on in Exchange Dublin, even when it is closed. This way 

Exchange Dublin brings more confidence to the neighbourhood and shows them 

transparency and the fact that they have nothing to hide, which can also improve the 

organisation’s image. 

Trying to approach the neighbours and make them feel like they can contact 

volunteers in case of need, use their facilities and work together as opposed from against 

each other is the best way to bring their confidence in the organisation back and alter 

their wrong perception of the space. As previously seen, Exchange Dublin has already 

started to work on this relationship, but it will take some time until the neighbours and 

local business owners start to accept the organisation again. It will take effort as well, 

and the most important thing is to never cease this contact and try to prove to them that 

Exchange Dublin is proactive in trying to get the best for the community, and the local 

area’s quality of life and safety is one of its priorities. I would suggest having regular 

general assemblies with everyone in the neighbourhood, in order to keep track of the 

upcoming issues and always show interest and concern by trying to address them in the 

best way they can, even if not to solve them, at least to give advice and make some 

suggestions. 

Both the relationships with the neighbourhood and with the city councillors 

depend a lot on the organisation’s image and how it is being communicated and 

perceived. In order to solve this, Exchange Dublin needs to work on their weaknesses 

from within and try to reformulate their structure by adopting a survival strategy.  Even 

though some of their values and ideals may slightly change with this new strategy, 

Exchange Dublin’s focus should be directed to being able to maintain the space open and 

to keep running the organisation in a successful way, in order to preserve Exchange 

Dublin’s promotion and dissemination of artistic and cultural activities in the city centre. 

One of the things mentioned before was Exchange Dublin’s deficient decision-

making process. The fact that they try to include all the community in all the decisions 

that they make through collective meetings open to all is a very positive thing and it 

reflects a sense of communion with the public and of concern about their opinions, 

which helps in the maintenance of a positive and open relationship with the community. 

This should never be altered, also because it is part of the very core of the organisation’s 
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identity. It could, however, be held in a different manner, or at least segmented 

differently, in order to make this process faster and more efficient, both to volunteers 

and to the public.  

I believe that the problems with the volatility of human resources and with the 

organisational structure have the same solution, because they have the same cause, 

which is precisely the human resources. It is impossible to have any type of structure if 

there aren’t human resources to follow it through and keep it in place. As much as 

Exchange Dublin is about not having hierarchies, this results into something extremely 

difficult, if not barely impossible to manage.  

Exchange Dublin cannot have a fixed structure with volatile human resources. Not 

only is it a waste of time and resources to keep on teaching new people how to do the 

same tasks over and over again, but it also jeopardizes the very core of the organisation 

and the several fundamental departments within it, which need to be addressed and 

maintained for the organisation’s survival. 

Exchange Dublin desperately needs an effective management structure (to which 

people can attribute responsibilities to and know that they will be followed through) and 

leadership, someone to motivate volunteers to do, at least, the fundamental tasks within 

the space. 

 

One of the most vital components of a response to a crisis or disaster is the emergence 

of leadership from either an individual or an organisation representing the destination 

or company impacted. This person must provide leadership in managing the incident 

by operationalizing or overseeing crisis or disaster management strategies. 

Ritchie, 2009 

 

A solution could be paying symbolic amounts to volunteers in order to motivate 

them to give their commitment to the organisation, or trying to recruit college students 

that require work experience in management to graduate or even senior volunteers that 

would be willing to work in direction or management positions pro bono.  
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There could still be regular volunteers, donating their time to the space for free and 

collaborating with the organisation, but this way they would have some guidance on 

what needs to be done, without regarding the core team as their superiors, but as peers 

who just happen to work there more often and are more familiar with the protocols, 

similarly to what happens now with the volunteers that have been in the space the 

longest.  

This core team could be selected and approved in a collective meeting, so the 

decision is democratic and it could change within a certain time frame decided by the 

collective, like two or three years, or whenever the former team members had to leave 

for some reason. 

This would be extremely beneficial to the organisation and it would solve most of 

their problems connected to lack of structure and chaotic management and an additional 

one concerning the maintenance of new volunteers in the space. One of the greatest 

challenges in the space was keeping the new volunteers for longer than a week or two. I 

believe this happened because no one really guided them on what needed to be done 

and they just felt lost and ended giving up soon after they started. With this core team 

system, there would be someone in the space at all times able to teach the ropes to new 

volunteers and motivate them. They could even implement a “buddy” system – for each 

new volunteer there would be a team member to guide them and support them during 

the initial stage. I truly believe this could work and the current situation is just a waste, 

because we receive several emails from people interested in volunteering almost every 

week, but it ends up in nothing and Exchange Dublin really needs the extra help. 

With these structural changes, the councillors would see more potential in keeping 

Exchange Dublin open and Temple Bar Cultural Trust might even consider funding a 

project like this, which could help to solve the high expenses vs. low income issue, 

Exchange Dublin faces every month. 

Another way to try to change the organisation’s image and how it is being 

communicated and perceived would consist of talking to the media, either by creating a 

press release or by giving an interview with Exchange Dublin’s version of the facts, 

focusing on the positive aspects of maintaining the space open and clarifying that the 
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organisation plays no role in the anti-social behaviour issues in the area. This way, people 

would know not only the Temple Bar Cultural Trust take on things, but also the 

organisation perspective of this situation, which could help keep facts straight and stop 

spreading rumours about the space’s closure, which jeopardises the organisation’s image 

and even the bookings of the space. “An emphasis on communication and public 

relations is required to limit harm to an organisation in an emergency that could 

ultimately create irreparable damage.” (Ritchie, 2009, p. 181) 

Having all of this in consideration, Exchange Dublin has a chance at overcoming this 

crisis and remaining open, but this will involve a lot of commitment from everyone and 

many changes as well, which I’m still not sure they are willing to take. But the fact that 

Temple Bar Cultural Trust gave them a fighting chance is already a positive indicator, so 

the future only depends on their tenacity and desire to keep the space running for the 

community. 

Maybe this crisis represents an opportunity to change and achieve even greater 

accomplishments. After all, “a seemingly life-threatening organisational crisis may 

ironically result in increased organisational vitality and longevity. In the end, crisis breeds 

stability.” (Barnett & Pratt, 2000) 
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7 – Knowledge and Competences Acquired 

 

After this experience in Exchange Dublin and reflecting upon all of these aspects 

concerning the organisation and the ways to improve the space and make it even better, 

I truly believe I have learned a lot, not just as a student, but as a future professional and 

as a person. 

This experience showed me a completely new side of an organisation. As I 

mentioned before, Exchange Dublin changed the way I perceived reality and defied my 

intellect to embrace different ways of living and running an organisation and prompted 

me to being more creative, cooperative and aware of people’s different backgrounds 

and the potential artistic release can have in their minds and daily lives. 

I believe my presence there was also very important and beneficial to the 

organisation, not only because of the reliability they had in my work, but also due to the 

legacies I left there. These materials,  in particular the International Volunteers Portfolio, 

the audience survey, the reviews to the code of conduct and space management policies, 

as well as the suggestions presented on this report, constitute powerful instruments, 

both for the present and future of Exchange Dublin. These instruments can help them in 

the pursuit of more volunteers; in giving more visibility to the organisation; in identifying 

the organisation’s audience; and most importantly, in tackling this crisis period; in 

keeping the space open; in trying to solve some of the organisation’s current most 

prominent problems and in identifying Exchange Dublin’s opportunities for growth and 

overall improvement. 

This internship wasn’t an easy journey and many obstacles were raised during my 

stay, but those obstacles were overcome and I believe the outcome was very positive 

and everyone was very pleased with my performance.  

Additionally, my academic studies played a key role in the success of this research, 

once they gave me the necessary tools to face this challenge and developed my critical 

thinking, enabling me to mobilise my skills and knowledge of research and 

contextualisation, as well as of methodologies applied to data collection, analysis and 
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systematisation of information towards achieving my initial objectives and conducting 

this investigation in a fruitful way. 

Moreover, after this journey, I can say I have acquired and developed new skills – 

resources management and strategic thinking – as well as having gained applied 

knowledge of urban tourism, communication, art and culture in the context of the city of 

Dublin. 

All in all, this was a very positive experience for me and one that taught me a great 

deal and helped me evolve in many ways. I consider that getting to know a different 

culture and a different reality when it comes to tourism and communication, was 

invaluable for taking the most out of this master’s degree and making me a better 

prepared, more tolerant, open-minded, adaptable and well-rounded future professional 

of the tourism industry. 
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  Conclusion 

 

Despite the fact that this internship was one of the most enriching experiences in 

terms of practical knowledge I have had to date, this report became an even more crucial 

tool in the consolidation of everything I have learned throughout this process and in the 

physical materialisation of my contribute to Exchange Dublin. 

Throughout this paper I have not only characterised Exchange Dublin in depth, 

but also presented the ways I have contributed to this organisation, as well as the results 

of my research, which allowed me to leave behind a lasting contribution to an (hopefully) 

more successful running of Exchange Dublin, by analysing the organisation’s problems 

critically and presenting possible solutions for them, based on the theoretical and 

practical knowledge I have acquired through both my working experience and the 

research I have carried out. 

I’m pleased to be able to say that, not without much effort, my initial objectives 

have been attained. My first and most straightforward goal was developing my 

professional and organisational skills. Despite having worked before, the challenges I 

have encountered in this type of organisation were unprecedented and definitely pushed 

my professional skills to a whole new level. Working in the space on a day-to-day basis 

also helped me realise the obstacles Exchange Dublin faces and find creative ways to 

tackle them and keep on going. 

Then, through the means of the survey, I was able to identify and characterise 

Exchange Dublin’s audience, providing the organisation with the necessary information 

to communicate itself better, as well as plan events and position itself in the most 

efficient way possible, having in account its target.  

The survey was also crucial to ascertain that Exchange Dublin does have a tourist 

audience and, therefore, unexplored tourist potential that could be used to further 

develop the space and its activities. Getting to know the characteristics of this audience, 

along with the suggestions made to benefit from Exchange Dublin’s privileged location, 

was, therefore a big step towards taking advantage of this tourist potential.  
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The interviews with volunteers and, subsequently, the International Volunteers 

Portfolio, were a great tool to, not only gain a broader knowledge of the organisation 

through the point of view of people that lived it first hand, in circumstances similar to 

mine, but also to improve the space’s image near its neighbours. 

The interviews with relevant stakeholders allowed me to have a better 

understanding of the requirements to run this type of organisation, as well as their role in 

the dynamics of the city centres. 

Likewise, the literature review also allowed me to better understand the 

dynamics of cultural and creative quarters in city centres, as well as the tourism reality in 

Dublin and in Temple Bar in particular. 

Lastly, the suggestions presented throughout the paper, which were based in all 

the findings obtained in this process, provide Exchange Dublin with possible tools to 

improve their organisational structure and their public image and, most importantly to 

further expand their audience spectrum, take advantage of the great potential the 

space’s location encloses, improve the organisation’s activities and maintain the space 

open and running successfully and sustainably for years to come. 

I was also able to establish the answer to my starting question concerning the 

touristic potential Exchange Dublin might or not have, having confirmed Hypothesis 1, 

which states that Exchange Dublin does have touristic potential. If any doubts remained 

after analysing the massive tourist attraction of Temple Bar, where Exchange Dublin has 

the privilege to be located, the audience survey made it clear, showing us that Exchange 

Dublin’s public is already constituted by 17% of tourists visiting the city, without any 

communicational or promotional efforts from the organisation towards attracting this 

sort of public. 

One can imagine how this number could drastically change if measures were 

implemented to take advantage of this potential.  The audience responses clearly stated 

that Exchange Dublin is an appealing space in a tourist-friendly location, which provides 

free access to genuine local art and culture with its dynamic roaster of great quality 

events and exhibitions and promotes cultural, artistic and social diversity, which are all 

things that enclose great touristic value.  



73 

As previously suggested throughout this report, some changes in the way the 

organisation communicates itself could suffice to attract the many tourists visiting 

Temple Bar. Having promoters outside the space giving out flyers and inviting people for 

the events and exhibitions ongoing, using the windows space and the canvas outside to 

promote the space as somewhere tourists can access genuine local art and culture, 

asking to be reviewed by a tourism blogger, investing in developing a page in a travel 

website such as Trip Advisor36 or trying to liaise with Fáilte Ireland or other Dublin and 

Temple Bar tourism promoting organisations to have Exchange Dublin featured in their 

must-see spots in Temple Bar, are just a few suggestions on how to take advantage of 

this great touristic potential. 

Of course that being a more “unconventional” touristic space could be seen as a 

challenge here, but I believe that it can be turned into an advantage, once there aren’t 

many spaces in the city like Exchange Dublin, and the ones that do share some similarities 

are hidden far away from the city centre, making this a one of a kind space in the heart of 

Temple Bar and a fantastic alternative to the ‘pub culture’ seen almost everywhere else 

in the area. 

As a final note, I believe that Exchange Dublin has the necessary tools to tackle this 

difficult period they are going through successfully and I like to think that I helped 

somehow to make the best out of this organisation, which does so much for the 

community, for the proliferation of the arts, for the promotion of culture and for the 

support of the less fortunate.  

I also believe Exchange Dublin has the potential to truly become “an invitation to 

the city”. Having such a privileged location in the heart of the tourist district of Dublin 

and not taking advantage of it is a big management error. After this crisis period is 

overcome, the organisation will be able to focus their efforts on trying to find new ways 

to improve and grow and the tourist market is the way to go. This report is only a 

contribution and the starting point for the discovery of this potential and the beginning 

of the transformation. 

                                                           
36

 More information on www.tripadvisor.ie 
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I really hope that the volunteers make good use of this work by following these 

suggestions and by improving their practices and communication, taking advantage of 

this opportunity they were presented with and making the most of it, for both the 

organisation and the city of Dublin. 
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Portfolio of International Volunteers – Testimonies Guidelines 

 

Must-haves 

Name 

Age 

Country 

Period in which you volunteered in 

Picture 

Some pointers of interesting topics that you may want to include 

What brought you to Dublin? 

How did you find out about Exchange Dublin? 

What prompted you to volunteer? 

Did you come independently or through your University/School? 

What were your first impressions? 

Was it easy/hard to adapt initially? 

How would you describe your experience in Exchange Dublin? 

Can you summarize Exchange Dublin in one word? 

Did you have any volunteering Experience before Exchange Dublin? 

What kind of activities/projects did you develop in Exchange? 

Are you artistically inclined? 

After this experience, did you develop any new interest for Art? Did it inspire you to get 
more involved? 

What were the benefits you got from this experience? 

Would you recommend this experience to other foreign young people? 

Do you have any advice for new volunteers? 

What are you doing now? / What were you involved in ever since Exchange? 

Would you be open to be contacted by potential international volunteers looking for 
some guidance on what to expect? If so, leave us your contact. 
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PORTFOLIO OF INTERNATIONAL 
VOLUNTEERS  
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I came to Dublin because I wanted to live abroad before going to university. I wanted to see another 

country, speak English, share experiences with people from other parts of the world, work and live on 

my own for a while. I found a job in Temple Bar, as a promoter for a restaurant and I passed by 

Exchange every day, on my way home. I was fascinated by some giant kaleidoscopes that were part of 

an exhibition, by the liveliness of the place and by a sign on the kitchen wall, explaining a few things 

about Exchange. I saw these things from the big windows on the street. One night, on my way home 

from work, I saw a friend of my flat mate’s inside Exchange and I decided to enter that curious place. 

Another volunteer was very kind to explain what the whole place was about. From that day on, I started 

going to Exchange regularly because I wanted to meet people and do something interesting. 

Exchange is a melting pot of people from diverse cultural backgrounds and countries, volunteering or 

simply passing by. Exchange allows people to come together and contribute to a creative space with 

each one’s own qualities and ideas. I met a lot of motivated people who gave their contribution to the 

local or international art and music scene. 

It was easy to adapt immediately, because people who volunteer or pass by Exchange are interested in 

getting to know people with different experiences and backgrounds. 

There is always something to do in Exchange, whether it’s something intellectually challenging or 

simple chores. 

I would recommend this kind of experience to people who want to improve their English, too. I feel like 

a social, cultural, artistic place where to meet and cooperate with other people is a perfect environment 

to learn a language. 

I think the experience I had in Exchange enriched me deeply. I’ll always remember and tell about it with 

enthusiasm. I came across a lot of unique art. I learned a lot in terms of cooperation and my mind 

became more open to new ways of seeing the world we live in.  Exchange was so rich because it 

gathered so much diversity.  

If I had to summarize Exchange Dublin in one word, I think it would be DIVERSITY. 

 

 

 
Dara Brodey 

21 years old 

Italy 

Volunteered in Exchange Dublin from January to 
June 2012 
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I was looking for an internship abroad with a friend and we found Exchange Dublin by accident on the 
Internet. Since I had to do a college related internship, I decided to volunteer. 
 
This was a place where people could find cultural events, where they could expose their work, or simply 
hang out and have a cup of coffee and this concept sounded very interesting to me. It was easy for me 
to adapt initially, because everyone was open and nice.  
 
It’s hard to describe the experience in a few sentences, though. It was like something I’d never seen 
before, and haven’t experienced after. It was great seeing local culture supported, a place where 
people could expose their work for free, and so many people volunteering there for nothing in return. It 
was also good to see new people there, that just liked the space and decided to have a cup of coffee 
with the volunteers or just people that were around the space. 
 
As for my activities in the space, I think I did a bit of everything from cleaning the space, to curate 
events or exhibitions. I welcomed people to the space, explain what it was, what we do. I also helped 
people that were organizing events there sometimes.  
 
I was already pretty interested in Art, but after this experience I know I want to do something focused 
on cultural management.  
 
I definitely benefited from this experience, not only because I gained work experience, but also because 
I have met a lot of people whom I still consider dear friends and I would recommend this experience to 
everyone!  
 
If I had to summarize Exchange Dublin in one word it would be open-mindedness, so my advice to new 
volunteers would be to just go with an open mind, and try to do a bit of everything in the space.  
 
I am available to give any advice and guidance to potential international volunteers, so feel free to 
contact me: ritasfonseca@gmail.com! 

 

Rita Fonseca 

23 years old 

Portugal 

Volunteered in Exchange Dublin from February to 
May 2011 
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When I arrived Dublin the first time I felt in love immediately with the beauty of the place and the 
atmosphere around Temple Bar. 
 
Exchange Dublin is a special and wonderful space where I met lots of hearty and fascinating people 
from all around the world. But Exchange is not only a place for young people from everywhere! 
 
Exchange gives shelter to the potential of diversity. Everybody who pops in or works in Exchange 
experiences the habit of being open minded and interested in new ideas. 
 
My idea of going abroad was to improve my language and to live in a different country for a while to find 
myself.  
 
I can highly recommend Exchange as a place to meet different artists and people who are interested in 
art. I learned more about cultural diversity and intercultural communication. 
 
One of the most important things for me was to see the possibility of the place which is run by a group 
of volunteers who want to shape the place and the idea of Exchange every day in a new way. 
Everybody who wanted is welcome to be part and participate on making decisions. 
 
The time in Dublin enriched me so much and for the future I just hope lots of people ensure the 
existence of the space. 
 
I`m happy to get in touch with everybody who wants to know more about the Exchange or Dublin in 
general: hannahknisp@gmail.com 
 
 

 
Hannah Knips 

26 years old 

Germany 

Volunteered in Exchange Dublin from August to 
October 2011 and from December 2011 to April 
2012 
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About three years ago I decided going abroad on an internship as part of my college degree in Culture 
and Communication - I’d thought of many cities across Europe but never really considered Dublin as 
one of them until the day I got an email saying I’d been accepted, along with a friend of mine, as interns 
of Exchange Dublin. I must have stumbled upon the Exchange whilst looking up different art venues 
and film production companies across Ireland on the internet and truth be told I had no recollection of 
sending something out to them until the day the response came in. This is pretty much how I came to 
intern at the Exchange.  
 
From what I can recall the day I first set foot in the Exchange was the day I met Tom Stewart – our 
supervisor – and he immediately put us at ease with everything showing us the ropes and whatnots. I 
knew I was in for the time of my life. The people I got to work with were pretty easy going and the space 
itself being quite laid-back made the whole adaptation process quite easy.  
 
The Exchange was a haven to many interesting conversations, film screenings, gallery exhibitions, 
theatre performances. It was my favourite hangout even when I was not on duty!  
 
Even though I don’t have as much time now as I had back then I’m still down as a key holder and 
contact in case of emergency.  
 
I’d definitely recommend the Exchange to anyone interested in making wonderful things happen. 
 
For more info on the Exchange or my experience feel free to contact me at 
andrewmorais@hotmail.co.uk  

 

André Morais 

24 years old 

Portugal 

Volunteered in Exchange Dublin from 
February to May 2011 
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I am doing a Master’s Degree in Tourism and Communication and, as a final installment, I was required 
to do an internship.  I have always wanted to have an Erasmus experience and, therefore, was very 
much inclined to do the internship abroad. One of my teachers told me about Exchange Dublin, where 
two other students from the University of Lisbon (Rita and Andrew) had done their internships. I got 
intrigued by the suggestion and decided to do some research. After going through Exchange’s website 
and Facebook page I got really excited about the whole concept and made up my mind.  
 
My first impressions when I arrived were a mixture of shock and excitement. I thought it was really 
unusual not having a specific schedule or someone to report to and to tell you what to do, so I felt a bit 
lost at first. But as time went by and I got to know the volunteers better and got familiarized with the 
daily tasks and activities, I started to realize the infinite potential all this freedom can enclose. 
 
Some of the most interesting projects I developed while in Exchange included an Audience Survey to 
try and get some feedback from people’s opinions on how to improve the space and the way we 
communicate and this International Volunteers Portfolio, as a way of gathering feedback from past 
volunteers and motivate potential new ones. 
 
Exchange changed the way I perceived reality and defied my intellect to embrace different ways of 
living and running an organisation and prompted me to being more creative, cooperative and aware of 
people’s different backgrounds and the potential artistic release can have in their minds and daily lives, 
so I think I gained immensely from this experience as a person. 
 
I would definitely recommend volunteering in Exchange to other people, specially coming from abroad. 
You get to contact with the very heart of Dublin’s cultural and social realities, which I think is one of the 
greatest motivations for wanting to volunteer in a different country. 
 
My advice for new volunteers is to come with an open mind and to think of your own personal project – 
the one you always wanted to develop but never had the time or the motivation – and do it. 
 
I contacted some of the volunteers before coming here, asking for some feedback and advice on 
Exchange and on living in Dublin. I know how overwhelming it can be, so if anyone is looking for some 
guidance, I’m more than happy to help! Here is my contact: catia.as.oliveira@hotmail.com 
 

 

Cátia Oliveira 

23 years old 

Portugal 

Volunteered in Exchange Dublin from 
February to July 2013 
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I came to Dublin because I wanted to do an internship abroad as the final episode of my studies and as 
a fulfillment of my wish to go abroad on my own. I researched cultural centers in Dublin on the Internet 
and found Exchange. The philosophy on the website prompted me to volunteer: I thought, sought and 
found! 
I came independently to Exchange Dublin, since I self-organized everything, but within the frame of the 
funding of Erasmus Internship and Bremer Studienfonds e.V. (a funding cooperation of my University in 
Bremen). 
 
My first impressions were: this is an interesting, unorganized, welcoming creative space. 
At first I was (culture) shocked, that no one told me what to do and that it wasn’t like I expected from the 
internships in Germany. I thought I would have my own desk and have to be there for certain hours, 
etc. 
But after a few weeks of being shy with my English and not really knowing what to do, I adapted 
quickly. That was because I realized the potential in that place and the potential to do what I really want 
to do and because of the warmhearted people including me and being very nice with me and curious 
about me. And very, very much because of Rita and André! They gave me the start in Exchange. 
 
I would definitely recommend this experience to other people coming from abroad. It is a great spot to 
discover your abilities, to be part of a fascinating project and to develop yourself and your skills in 
certain ways. 
 
My advice to new volunteers is to just be yourself, be open and do what you want to do or what you are 
really good at and try new things! 
 
At the moment I am studying a Master’s programme at Freie Universität Berlin in Social and Cultural 
Anthropology. Before that I was trying to get a job in Berlin with my B.A. in Cultural Sciences and Art 
Education. I was involved in a Project called Fotomarathon Berlin, helping them to organise that event 
and I did a programme in Cultural Management and an internship in an independent cultural office. 
 
I am open to be contacted by potential international volunteers looking for some guidance. Here’s my 
email address: franziskaruhnau@gmail.com 

 

Franziska Ruhnau 

27 years old 

Germany 

Volunteered in Exchange Dublin 
from April to October 2011 
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APPENDIX D 

 

 

Exchange Dublin Practice and Communication Efficiency 
Survey 

 

This survey is part of an academic research within the scope of my final project for 
the Master's Degree in Tourism and Communication at the University of Lisbon. 

The goal of this research is to understand Exchange Dublin's public profile and their 
specific needs to ascertain if the way Exchange Dublin communicates and positions 
itself is efficient and coherent with their target. Also, understand whether tourism 
plays a strong role in this organisation or, on the contrary, Exchange Dublin's space 
and activities are directed mainly to internal visitors rather than tourists. 

To this end I kindly request that you complete the following questionnaire. It should 
take no longer than 10 minutes of your time. Although your response is of the utmost 
importance to me, your participation in this survey is entirely voluntary. Your 
responses will remain anonymous and the information you provide will be treated as 
confidential at all times. Therefore, I ask you to answer truthfully, since there aren’t 
right or wrong answers and the goal is to perceive your personal and objective 
opinion. 

I thank you in advance for your precious contribution to this research! 
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Section A 

This section of the questionnaire explores your habits and preferences with regards 
to the attendance of the space. 

 

1. Is this your first time in Exchange Dublin? 

 

      Yes 

      No 

 

1.1. Do you think you will return to the space? 

If your previous answer was "No" skip to question number 2. 

 

      Yes 

      No 

 

2. How often do you go to Exchange Dublin? 

If your answer to question number 1 was "Yes", skip to question number 3. 

 

     Almost Everyday 

     Once a Week 

     Once Every Two Weeks 

     Once a Month 

     I rarely go to Exchange Dublin 

 

3. How many events/exhibitions have you attended in Exchange Dublin? 

      None 

      1-5 events 

      6-10 events 

      More than 10 events 
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4. What kind of events would you rather see in the space? 

Choose your favourites from the options below. 

 

     Art Exhibitions 

     Workshops 

     Weekly Classes (Art, Dance, Yoga, Fitness, etc.) 

     Theatre Plays 

     Film Screenings 

     Music Concerts 

     Thematic Group Gatherings (Photography, Creative Writing, Poetry, Pop Culture, 
etc.) 

     Panel Discussions 

     Arts & Crafts Markets 

     Other:  

 

5. If you were looking for a venue in the city, would you consider Exchange 
Dublin? 

 

     Yes 

      No 
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Section B 

This section of the questionnaire explores your thoughts and preferences on the way 
Exchange Dublin communicates. 

 

6. How did you discover Exchange Dublin? 

Choose one of the following options. 

 

       Website 

       Facebook 

       Twitter 

       Mailing List 

       Passing by 

       Through friends 

       Other: 

 

7. How do you prefer Exchange Dublin to communicate with you? 

 

     Website 

     Facebook 

     Twitter 

     Email Newsletter 

     Other:  

 

8. You prefer to have... 

  

      Short updates on Facebook and Twitter, more frequently, for all events. 

       Detailed information on Exchange Dublin’s mailing list and website, more 
sporadically, for a selected number of events. 

      Both. 
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9. Exchange Dublin is referred on several websites for tourism in Dublin and 
has a significant number of visitors to exhibitions and events, but it is not 
featured on many tourist guides. Do you think it should be included? 

 

      Yes 

      No 

 

9.1. Why? 

 

 

 

Section C 

This section explores your attitude and perceptions regarding Exchange Dublin. 

 

10. Exchange Dublin is entirely run by volunteers. Does this seem like an 
environment you would see yourself volunteering in? 

      Yes 

      No 

 

11. What are your thoughts on our donation-based funding model? (Exchange 
Dublin does not charge patrons/visitors and only takes voluntary donations.) 

 

      I appreciate the freedom of paying whatever I deem fit. 

       I prefer hosting/going to ticketed events and knowing in advance how much 
money I'll be collecting/ spending. 

      Other:  

 

12. Exchange Dublin is an alcohol and drugs-free venue. Do you consider this 
policy to be... 

     Liberating 

     Restrictive 

     I'm indifferent to it. 
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12.1. Do you think there should be more alcohol-free social/cultural 
venues in Dublin? 

 

       Yes 

       No 

 

13. Are there any other venues that you consider similar to Exchange Dublin? 

Answer bearing in mind that the venues can be located anywhere in the world. 

 

    Yes 

    No 

     I don’t know. 

 

13.1. Can you name them? 

If your previous answer was "No" or "I don't know.", skip to question number 14. 

 

 

14. Would you recommend Exchange Dublin to your acquaintances looking for 
a venue to host an event/exhibition? 

 

      Yes 

      No 

 

15. What is the thing you like the most about Exchange Dublin? 

 

 

16. Exchange Dublin fosters the Arts and facilitates community engagement 
without any external funding other than voluntary donations. Do you think they 
should receive financial support from the Government? 

      Yes 

      No 
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Section D 

This section of the questionnaire refers to background or biographical information. 
Once again, I assure you that your response will remain anonymous. Your co-
operation is appreciated. 

 

Gender 

      Male 

      Female 

 

Age 

       0 - 16 years old 

       16 - 24 years old 

       25 - 34 years old 

       35 - 44 years old 

       45 - 54 years old 

       55 - 64 years old 

       65 - 74 years old 

       75+ years old 

 

Nationality 

 

 

Level of Education Completed  

      Junior Certificate (Middle School / Junior High School) 

       Leaving Certificate (High School) 

       Third Level (University, College, etc.) 

       Post-Graduate (Masters, PhD, etc.) 

       Other:  
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How would you describe your economic status? 

       Poor 

       Below Average 

        Average 

        Above Average 

        Affluent 

        Would rather not say 

 

Why are you currently in Dublin? 

      I live in the city or surrounding area 

      I am a tourist visiting the city 

      I am here on business 

      Other:           

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Thank you for your collaboration! 
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APPENDIX E 

 

Exchange Dublin’s Web Presence 

 

Figure 5 - Exchange Dublin's Website Homepage. Source: www.exchangedublin.ie (Retrieved on 23
rd

 September 2013) 



XX 

 

 

 

Figure 6 - Exchange Dublin's Facebook Page. Source: www.facebook.com/exchangedublin  

(Retrieved on 23
rd

 September, 2013) 
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Figure 7 - Exchange Dublin's Twitter Page. Source: www.twitter.com/exchangedublin (Retrieved on 23
rd

 September, 2013) 
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APPENDIX F 

 

Pictures 

 

 

Image 1 – Exchange Dublin: Reception. Photos by Cátia Oliveira (2013) 
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Image 2 - Exchange Dublin: Main Space. Source: www.exchangedublin.ie 

Image 3 - Exchange Dublin: "Fishbowl Gallery". Source: www.exchangedublin.ie 
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APPENDIX G 

 

Daily Tasks and Projects Developed 

 

Daily tasks 

The first few weeks of my internship in Exchange Dublin were of adaptation to the 

daily tasks of a volunteer in the space and to what the organisation really was about.  

I did a little bit of everything, from opening up the space in the morning, to 

managing bookings, liaising with artists, answering emails and phone calls, receiving the 

public, answering queries about the space, facilitating events and exhibitions by 

preparing the space and the materials necessary, keeping the space clean and tidy, 

running errands, mainly concerning lodging donations into Exchange Dublin’s bank 

account, creating financial budgets, helping to draft grant applications, preparing the 

space for the collective meetings every Wednesday, taking minutes of the bookings and 

other subjects brought up, and then publishing them and updating the calendar of 

events accordingly, helping to create email newsletters, updating their website and 

social networks, and, lately, attending meetings with local councillors, concerning the 

current crisis Exchange Dublin is facing, along with my manager. 

 

Projects developed 

Even though the daily tasks were very time consuming, due to the many functions 

in need to be done and the lack of volunteers in the space at all times, I still tried to 

develop some projects during my stay. 

From the beginning of my stay I noticed three things that Exchange Dublin really 

needed, namely getting more donations to face the high expenses the space incurs (rent, 

utilities and incidentals, which are almost 1500 euros per month); getting to know their 
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audience better and communicate accordingly; and attracting and, more importantly, 

maintaining volunteers. 

With all of this in account, there are two main projects I developed while in Exchange 

Dublin: (a) a Portfolio of International Volunteers37 and, (b) a Practice and 

Communication Efficiency Survey38.  

 The Portfolio of International Volunteers project was born, as a way of trying to 

generate interest in volunteering in Exchange Dublin.  

 Whilst creating an application to become a host institution for the European 

Voluntary Service project39, I thought that collecting small testimonies of all the 

international volunteers that have worked in Exchange Dublin could be an excellent 

motivator for new ones, both national and international, to gain interest in coming to 

work in the space and it could eliminate the ‘fear of the unknown’ factor, by transmitting 

an idea of what Exchange Dublin is really like and what they could gain from this 

experience, as well as making volunteers more relatable and approachable by giving out 

their contact so potential volunteers could reach them and ask any questions they might 

have. 

This project was well received by everyone in Exchange Dublin, so I asked some 

older volunteers for the names of international volunteers and I came up with a list of 

about ten people.  

I then created a list of questions/guidelines they could include in their testimonies40 

and looked for the contacts of all of them. After this, I sent them an email or message 

explaining what my project was, its purpose and asking if they wanted to participate. I 

got five responses back and all of them were willing to participate. A month later and 

after many emails exchanged back and forth, I finally got all the testimonies and started 

to put them together in the portfolio structure I had created.  

                                                           
37

 See Appendix C 
38

 See Appendix D 
39

 European Voluntary Service or EVS is a project created by the European Commission which allows young 
people to do voluntary work in a different country for a period of up to a year. More information on 
https://ec.europa.eu/youth/programme/mobility/european-voluntary-service_en.htm (Retrieved on 
September 20th, 2013). 
40

 See Appendix B 
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I was very pleased with the final result and so was my coordinator in Exchange 

Dublin, so we decided to print it out and affixed it on a canvas placed in an outward 

facing area to be viewed by the public passing by. This was very well received by the 

public and many people stopped to read and commented on the lovely things those 

volunteers, myself included, had to say.  

This project was also a great way to improve the image of the space in a time when 

people have doubts about Exchange Dublin’s benefits to society and to the 

neighbourhood they are inserted in. This way, residents, local businesses and city 

councillors may start questioning themselves whether they assessed this organisation 

correctly, since there is such good feedback from people who lived Exchange Dublin’s 

reality first-hand publicly displayed. 

Additionally, we plan to also include these testimonies on Exchange Dublin’s 

website in the near future so it can reach even more people and increase volunteer 

applications. 

 

Image 4 – Portfolio of International Volunteers Exhibited. Photo by Cátia Oliveira (2013) 
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Apart from this I worked on some smaller projects. One of them was creating new 

and more creative donation boxes, which would catch people’s eyes more easily and let 

them know the amount of expenses Exchange Dublin has, which most people aren’t 

aware of, or just mistakenly assume there is government funding covering them.  

So the idea was to create a house shaped box for rent and a lightning bolt shaped 

one for electricity, which are Exchange Dublin’s main expenses. I thought that since I was 

working in such an artistic place, I should get artistically involved as well, so I designed 

them and made the models out of wood, which I later cut, assembled, painted and 

decorated. On the house shaped one I included some notes saying “Exchange pays 984€ 

/ month in rent with no financial support from the government. Help us keep this space 

open for the community. Every penny counts.” The boxes had the effect I had planned 

and many people were very surprised when learning a charity like Exchange Dublin pays 

so much to keep their doors open and receives no financial support, which consequently 

increased the amount of people donating. It’s still not enough to cover all the expenses, 

but it helps. 

 

 

Image 5 – Donation Boxes: Rent. Photo by Cátia Oliveira (2013) 
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Image 6 – Donation Boxes: Rent (Side View). Photo by Cátia Oliveira (2013) 

 

 

Image 7 – Donation Boxes: Electricity. Photo by Cátia Oliveira (2013) 

 

Still on this artistic note, I realised some people were curious about what the space 

was, but felt intimidated to come in and ask. Due to this and to the need to publicise 

things more as they happen, I decided to create something similar to a restaurant 

blackboard menu. So I painted a canvas with black paint and used chalk to write on it. 

The header was “Today in Exchange” followed by a summary of everything going on. 

After putting it outside, I noticed there were people stopping by to read it and the 

footfall increased, along with the number of queries. 
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Image 8 – “Today in Exchange” Canvas. Photo by Cátia Oliveira (2013) 

 

Concerning the crisis period, I have also collaborated with other volunteers in trying 

to find new ways to improve Exchange Dublin’s practice and image as a response to the 

concerns of both Dublin city councillors and local businesses and residents. In order to do 

this, I tried to come up with a new set of rules for space users and volunteers and to 

create a more effective structure, as well as protecting the image of the space. Basically, 

it consisted in creating a new strategy to tackle the crisis.  

This situation coincided with the end of my internship. Nonetheless, I decided to 

stay two extra weeks to help create a strategy and start implementing some changes, 

which sadly I could not see through until the end due to my departure. In spite of this, we 

were still able to make a noticeable difference in this short period of time. 

We needed to address the most urgent things first and that was changing the 

space’s image, improving security within the space and start reaching out to the 

community. 

In order to improve the space’s image the most immediate actions were, for 

example, to stop people from smoking in front of the door, which gave a bad image to 

people passing by (especially when being accused of causing drug consumption around 

the space, we could not risk passing that image) and even to people trying to come in, 

which felt intimidated by the crowd in front of the door. Another measure was to stop 
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people from coming inside the space with their bicycles, skateboards or rollerblades 

which, surprisingly enough, was very frequent. We have also tried to maintain the space 

cleaner and tidier both inside and out and to show the public and the neighbours that we 

had strict rules against alcohol and drugs, which we displayed inside the space and on the 

windows, so people could start to notice that we were making changes and that the 

space wasn’t as chaotic as they thought. I would like to highlight a specific set of rules I 

called “The four golden rules for Exchange Dublin’s users” which were: 

 Respect Yourself 

 Respect Others 

 Respect the Space 

 Respect the Neighbourhood 

With these rules we tried to show our commitment to the neighbourhood and to 

trying to solve or at least avoid the anti-social problems occurring around the area, which 

we were also victims of. 

Another thing we used to improve the image of the space was the International 

Volunteers Portfolio I had created, which we hung on a canvas facing the outside, so 

passers-by could read positive testimonies about the space and, maybe, change their 

minds about the organisation. 

In order to improve security within the space, and this was a very important factor, 

having in account our ultimatum, we decided to stop having the door open for everyone 

and not allow anyone in unless they had a purpose to be in the space, being either to 

participate in an event, see an exhibition, attend meetings or make bookings and 

enquiries. We made this decision because many people went to the space just to use the 

Internet, or use the bathroom, or make a cup of tea and we decided to let people in only 

for productive purposes. In order to help make this triage and also to keep a record of 

space users in case any problem occurred, we also created a log book, in which people 

had to sign in when they arrived, stating their name and their purpose for visiting the 

space. 
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In order to reach out to the neighbourhood, we created two public letters41, which 

we hung on the walls inside the space and on the windows facing the streets, in which 

we tried to show that Exchange Dublin is supportive and understanding of the 

neighbourhood’s situation and that we are willing to collaborate with them in any means 

necessary to tackle the problem and restore the normality in the area. We provided our 

space to any public assemblies the neighbours might deem necessary to discuss these 

problems and we even suggested creating a community watch so that, together, we 

could more efficiently stop these problems from occurring.  

On the same lines of action, we summoned a neighbourhood general meeting, 

having written and delivered a letter directly to all local business owners and residents, 

asking them to be present and give their input in what they believe the causes of the 

problem were and what their suggestions to solve it would be.  

                                                           
41

 See Appendix H – Figures 8 and 9 
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APPENDIX H 

 

Tackling the crisis – Reaching out to the community letters 

 

Figure 8 – “Exchange Dublin Action Plan to Tackle Anti-Social Behaviour” Letter 
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Figure 9 – “Local Area Proposals” Letter 


