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Rationale for the Wild Atlantic Way 



Why the Wild Atlantic Way? 

Significant decline in international bednights & 
revenue (50% decrease 2007-2010) 
 
Short season  
 
Declining communities  
 
Disparate marketing & messaging 
 
No coherent brand 
 
 



Visitor Flow Analysis (Summer 2015) 



Fáilte Ireland Response 

The Wild Atlantic Way 
 
The world’s longest defined coastal touring route 
stretching 2,500km from Malin Head in Donegal to 
Kinsale in West Cork. 
 
A new “experience” and “destination” developed by 
Fáilte Ireland to present the West Coast of Ireland 
as a compelling international tourism product of 
scale and singularity.  
 
 

WAW Operational Programme 2015-2019 



Route Identification Process 
& 

Brand Proposition  
Development 

 



Route Identification Process 

 Collaborative & consultative process 
 

 4 Regional Steering Groups (2012) 
 

 Independent Traveller Route 
 

 Coach Route  
 

 Route Identification Report (2013) 



Project Consultation Agency Group 



Route Identification & Signage 

 3,850 signs along 2,500km 
 

This image cannot currently be displayed.



We must think of  
Wild Atlantic Way as  

beyond a ‘route’… 



Brand Proposition Development  



Brand Proposition Development 

 
 
“Where Land Meets Sea” 
 
 



Wild Atlantic Way Vision 

 
 

To create a world class, sustainable and  
un-missable experience brand that engages  

and energises the visitor so that they 
become powerful advocates and leave them 

wanting to return for more. 



The Wild Atlantic Way Brand Proposition 

 
The Wild Atlantic Way on Ireland’s Western Coast 
off the Western Edge of Europe, captivates you 
with its wild landscape that continuously shapes 
its living history; and engages you with its 
vibrant & creative communities, whose stories 
and culture stimulates you , so you are freed up 
to relax, enjoy and leave feeling refreshed, 
renewed and uplifted. 



Wild Atlantic Way Essence  

UNTAMED 

INSPIRING 



Wild Atlantic Way Experience Brand 

 

Help move Ireland  
from ‘a place to come  
some day to I must  
come now’ 



Put the Wild Atlantic Way on 
the top 10 list of  experiences 
to do, globally 

Long term ambition:  



Priority Markets & Segments 2016 



Introducing the Wild Atlantic 
Way  



Community Engagement Process 



Community Engagement Phase  

 15 Community Meetings (February 2014) 
 

 Over 1,000 attendees 
 

 Excellent local insights and contributions used 
to inform the stories for the Interpretation 
Programme & Hidden Gems of the Wild Atlantic 
Way 
 

 Identified key community players 
 



National Cinema, Radio & PR 
Campaign 


492.552





Wild Atlantic Way well established in Ireland 



Home Holiday Campaign – Digital Campaigns 



Home Holidays - Press Activity 



Growing International Awareness 7% 



Wild Atlantic Way Operational Programme 
 



Wild Atlantic Way Operational Programme 

Strategy and Implementation 
Framework for the sustainable 
implementation of the Wild Atlantic 
Way 2015-2019. 
 
Strategic Environmental Assessment 
 
 



Signature  
Discovery Point Programme 



Signature Discovery Points 
The Crossing at Downpatrick Head 



Signature Discovery Points 
Signal Tower, Old Head of Kinsale 

Signature Discovery Points 
The Old Head of Kinsale Signal Tower 

Old Head of Kinsale Signal Tower 
Signature Discovery Points 



Signature Discovery Points 
Derrygimlagh, Connemara 



Signature Discovery Points Connemara Cultural Centre @ Pearse’s Cottage 
Discovery Point 



Discovery Points Programme  

 188 Discovery Points 
 

 15 Signature Discovery Points 
 

 Develop plans for each of the Signature 
sites and prioritise for implementation 

 
(subject to funding & environmental considerations) 

 
 
 
 
 

 



Interpretation & Branding 
Programme 

25 November 2015 35 



Interpretation & Branding Programme 

• To engage visitors & tell the stories of the place 
 

• “Get under the skin” of a place 
 

• Encourage exploration of the local area 
 

• Increase the dwell time 
 

• Encourage “sharing” of photos & videos on 
social platforms 
 
 



Interpretation & Branding Programme 



Photo Points 



Wild Atlantic Way  
arrives on the islands 



Growing International 
Awareness 

25 November 2015 40 



Wild Atlantic Way Proposition Awareness 



Growing International Awareness 

Mobile Site Live since July 7th  



2015 Digital Achievements  

WildAtlanticWay.com 
launched end Q1. 
 
329,000 unique visits 
 
62% International  



2015 Digital Achievements 

29,000 
Followers 

55,000 Fans 

4,500 
Followers 

137,000 
Downloads 



Wild Atlantic Way Marketing Alliance 

Public / Private  Fund 
 
International Marketing 
 
Great Escaper 
Segment 
 
Key Markets 



Visitor Experience 
Development 



Develop Signature Visitor Experiences 



“Life Shaped by the Atlantic” 



Develop Signature Visitor Experiences 



Visitor Experiences for 2016 Selling Season 



Zones of the Wild Atlantic Way 

 
 Northern Headlands 
 Surf Coast 
 Bay Coast 
 Cliff Coast 
 Southern Peninsulas 
 Haven Coast 

Southern Peninsulas 



Zones of the Wild Atlantic Way 



Industry Capability Building 

Digital Supports 
• Content Development 
• Mobile Readiness 
• Social Media 
• LinkedIn 
 
Selling Skills 
• On & Off Line Sales 
• Revenue & Distribution 

Management 
• Channel Management 
• Networking 

 
Experience Development 
• Segmentation 
 



 
Thank You 
 
Q&A 
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