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Golf Brand Working Group Members

ÅAidan Magennis Chairman

ÅMarty Carr CarrGolf

ÅMichael Rosney Killeen House Hotel

ÅLarry Byrne Helenõs Bay G.C.

ÅMaurice OõMearaKillarney G&F Club

ÅKaren Hope NITB

ÅLawrence Bate Tourism Ireland

ÅKeith McCormack FáilteIreland 

ÅMichelle McGreevy FáilteIreland



Working Group Objectives

Å Create a clear Differentiated, Sustainable & Unique Global 
positioning for Golf Ireland

Å Communicate why key golfers should choose Ireland over 
competitive Golfing destinations

Å Ensure that an Ireland Golf positioning will enable Ireland to 
win over customers successfully 

Å Ensure that the Golf Brand positioning will be at the heart of
and be a beacon to all future Golfing Communication



The Process - Diagnosis& Outputs

Å What Does Golf Ireland stand for ? - The heart of our brand ?

òInspiring Golf & Genuine Engagement on & off the Golf course ò

Å What is the Core Insight , the customer benefit /want for Golf in 

Ireland ? 

òAn authentic golf challenge with stimulating shared experiences 
& momentsó 

Å Who is our core target market ?

Which markets will make us money?

Å How do we bring the brand to life? ðcustomer service/personality 

/ what values should the brand portray ?

Friendly, welcoming, unassuming, infectious.
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ÅThe development of a distinctive DNA for the Irish Golf 
brand meant that this would have to be reflected in our 
creative approach.

ÅIn practice this meant two things:

1)That Golf in Ireland would have to have its own visual

identity

2)Creative solution has to be Golf centric

Our Advertising approach



We developed an approach with a distinctive emphaseson the 

four key themes of our Engaging Inspiration brand DNA:

1. Challenge

2. Connection

3. Fun on the course

4. Fun off the course

Our Advertising approach



Brand name and Strap Line 

ÅNeeded  to convey the benefit to the consumer

ÅClaim unique to Ireland

ÅStand out from the crowd

ÅConvey unique benefits



Unique to Ireland

is based around a 
dual meaning of 
άǇƭŀȅέΧΦ

ΧƻǳǊ ƛƴǎǇƛǊŀǘƛƻƴŀƭ 
courses and time to 

have fun, both on /off 
the course.

And the tagline isééé.





Mood Video



Print Adverts











Radio



Digital Strategy


