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Portmagee, Co. Kerry

Brand Overview

An overview of the brand, why it is
important and where we are located.
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Introduction

The Wild Atlantic Way Brand and why it is important.

The Wild Atlantic Way on Ireland’'s west
coast leads you through one of the world's
most dramatic coastal landscapes, a
landscape on the edge of Europe that has
shaped the development of its people,
communities and settlements, a landscape
that has inspired its own particular
language, literature, art, song and dance.

The Wild Atlantic Way brand is about owning
this personality, translating its essence into a
coherent and recognisable visual language that
will help us promote the region as a whole.

The brand distills Wild Atlantic Way's defining
characteristics and personality into a simple

and moving story about us, as a destination and
as a people. It is an incentive that inspires the
region's tourism industry to strengthen their
resonance with visitors. It is what makes it
distinctive, memorable, and different from other
destinations, in the eyes of the potential visitor.

It promises a kind of travel experience that with
all its attributes, is unique to this region. It guides

expectations of what visitors will see and
do, and importantly, how they will feel when
exploring the Wild Atlantic Way.

The role of this toolkit is to maintain the
distinctiveness of the region's voice, its look
and feel, and at the same time giving you
the power to help build on the brand with
the richness of your own.

We are excited to share our Wild Atlantic

Way brand toolkit with you and we will provide
ongoing updates, resources and assets to
further strengthen the brand.
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The Brand Hierarchy

Which brand to use in your communications?

WILD ATLANTIC WAY
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WILD ATLANTIC WAY

The regional brand experience.
This is consumer facing.

Use as needed within
the guidelines of use

KEEP DISCOVERING

The domestic creative platform.
This is consumer facing.

Use in line with national
marketing campaigns

DISCOVER IRELAND

The consumer facing brand.
This is consumer facing.

° Don't use

FAILTE IRELAND

The corporate brand.
This is never consumer facing.

° Don't use

The Wild Atlantic Way trademark may

be used by qualifying industry partners in print
and digital marketing materials provided they
follow the guidelines governing its use.

Keep Discovering is the creative platform for
domestic Failte Ireland marketing campaigns.

Businesses are encouraged to leverage

the Keep Discovering Campaign when the
national campaign is live, typically in the
summer or shoulder seasons. Leveraging these
campaigns mean a business will join a huge
national marketing campaign and benefit by
association.

Unsure how to use this brand alongside your
own or with the Wild Atlantic Way? View
the Keep Discovering toolkits, packed with
marketing assets to help, here.

Discover Ireland is Failte Ireland's consumer
facing brand. It is a communications platform
for all consumer campaigns — discoverireland.
ie. This brand is for Failte Irelands use only.

If not already listed, we encourage all
businesses to list their business on
Discoverlreland.ie. This affords them the
opportunity to showcase their business to new
audiences and drive more bookings.

Unsure where to begin? Watch how
to create the perfect listing here.

WILD ATLANTIC WAY BRAND TOOLKIT

Failte Ireland is a corporate brand that is for
the Failte Ireland organisation's use only. It
represents the Tourism Development Authority
and should not be used by tourism businesses
in any part of the country.

In some special circumstances where

Failte Ireland have funded a project, this
brand may appear, but these are exceptional
circumstances and only where special
permission is granted.
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Mullaghmore Head, Co. Sligo

The Wild Atlantic
Way Brand

What is the Wild Atlantic Way brand,
and most importantly, how can you
use it to promote your business?

WILD ATLANTIC WAY BRAND TOOLKIT THE WILD ATLANTIC WAY BRAND | 7
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This is the proposition our brand is built upon:

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

SLI AN ATLANTAIGH FHIAIN

The Wild Atlantic Way, shaped by its unrivalled
surroundings, stretches across Ireland’s western
seaboard. Alongside the wild, unyielding Atlantic
waves, the world's longest defined coastal
touring route is scattered with vast unspoilt
beaches, soaring cliffs, and a way of life forever
inspired by the sea. The landscapes are steeped
in history with Discovery Points spread along
the Way and fresh, exciting experiences at every
turn. It is packed with rich narratives from the
tallest tales to epic sagas that yearn to be heard
first-hand. Visitors can almost hear the hush

of language across the landscape the deeper
into this experience they go. From the people

to the places along the Way, the wild, rugged
geography, both on and offshore, shapes the
whole experience.

The next few pages will now outline what our
brand's key characteristics mean in practice - the
people, the adventure and the language. It will
demonstrate how to bring these characteristics
to life in your communications.

Failte
Ireland

RAAY

WILD ATLANTIC WAY
SLI AN ATLANTAIGH FHIAIN

WILD ATLANTIC WAY BRAND TOOLKIT THE WILD ATLANTIC WAY BRAND | 8



®)

Bundoran, Co. Donegal

The People

Experience the warmth from friendly local smiles,
listen to laughter travel through the swirling
winds, and hear captivating stories from near
and far. People that travel through or visit the
Wild Atlantic Way, time and again, say that what
defines this extraordinary place, is actually the
people that live there.

Sure we have epic landscapes, surreal surroundings
and fantastic experiences, but it is the personalities
of the people that live here that truly make the
place what it is. Their natural warmth, playful
humour and poetic language draw visitors in every
year from both near and far.

The Wild Atlantic Way is much more than just an
experience, it is a different way of life, inspired and
enriched by the many faces and personalities that
are lucky enough to call it home.

Failte
Ireland

LY Y
WILD ATLANTIC WAY
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The Adventure

Embark on a journey of discovery, to untamed
landscapes and untapped adventures where all
kinds of thrills await. The Wild Atlantic Way is
situated along the wildest, most captivating,
coastal driving route in the world.

Reignite your passion for life while catching waves
off the coast or immerse yourself in ancient history
with a trip to the ruins of a sixth century monastic
settlement on the stunning Sceilg Mhichil. Traverse
the sands on a Connemara pony, lose yourself in the
lush flora and sub-tropical shrubs of Garinish Island
or as night falls, let the magic of the midnight sky
captivate you during as you gaze up at the stars.

Untold wonders are ready and waiting all along the
Wild Atlantic Way and this breathtaking coastal route
will leave you with a lasting impression long after the
adventure fades into the horizon.

WILD ATLANTIC WAY BRAND TOOLKIT

Cliffs of Moher, Co. Clare
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Rouse's Bar, Co Mayo

The Language

The Wild Atlantic Way boasts some of Ireland's
most distinctive cultural offerings, encompassing
music, folklore, heritage, and of course the Irish
language, which is at its core.

The term 'Gaeltacht' refers to areas that are rich
with culture and traditions and most importantly,
where the Irish language (Gaeilge) is still spoken
daily in the community. Almost 20% of the Wild
Atlantic Way is based in Gaeltacht regions, across
Donegal, Mayo, Galway, Kerry and Cork, and on
many of the offshore islands. It is also home to
Ireland's only bilingual City, Gaillimh (Galway) which
further strengthens the link between the brand and
the Irish language, embodying the authenticity of
the communities and landscapes it represents.

WILD ATLANTIC WAY

SLI AN ATLANTAIGH FHIAIN
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How this Applies to Your Business

Whether you are a small restaurant,
a boutique hotel or a surf school, the
Wild Atlantic Way brand toolkit can
offer you different levels of support.
From ready-made social assets to
customisable templates, we have
everything you need to get started
using the brand.

So what is it that makes the Wild Atlantic Way so
attractive? Or, more specifically, what is it about
your business that make it so?

The Wild Atlantic Way is more than just a journey,
it is all about the people, the surroundings and the
many destinations along the Way. It is a place of
many natural features - seascapes, sea life, cliffs,
mountains, glens, loughs, trails and pathways. It's
a place to experience nature at its wildest, a place

SLI AN ATLANTAIGH FHIAIN

to explore the history of Irish people and their
religion; a place to experience great events, great
food and drink, great music and 'the craic'.

Yes, the awe-inspiring nature of this region is
everywhere, living through your business and its
surroundings, and this is what we want to leverage
and share with the world.

WILD ATLANTIC WAY BRAND TOOLKIT THE WILD ATLANTIC WAY BRAND | 12
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Attractions, Tours & Activities

Experience

Plunge into icy waters that take your breath away,
spot a bright-eyed puffin glide overhead or stroll
across dramatic headlands on the edge of Europe.
The Wild Atlantic Way is more than just a touring
route, it is a series of destinations brimming with
experiences, each more captivating than the last.

Visit a picture-perfect town and soak up the culture
or take a trip out to the many coastal islands by
boat, or even by cable car. Rock climb across scenic
sea stacks beyond the moody landscapes, or surf
seamlessly along a big wave and feel the force of the
ocean below.

Whether you are talking to visitors on their global
trip of a lifetime or a short weekend getaway, urge
them all to embrace the sea, the sky, the breeze and
a different type of wildness. They will leave feeling
refreshed with salt in their hair and sand between
their toes.

WILD ATLANTIC WAY BRAND TOOLKIT

Puffin, Sceilg Mhichil (Skellig Michael), Co. Kerry
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Fresh Oysters, Co. Clare

Food & Drink

Taste

Shuck oysters fresh from the sea, enjoy the ultimate
Irish Coffee or savour a smoky Irish whiskey. With
fresh food, from both land and the sea in abundance,
the Wild Atlantic Way is brimming with rich, inviting
flavours and truly has something for everyone.

Enjoy edible wild plants and flowers foraged directly
from local landscapes or catch and cook your own
seafood supper while learning the tricks of the
trade. Taste years of heritage and craft in every bite
of artisan smoked fish caught just offshore, or be
nourished by food farmed regeneratively.

With rich and varied flavour experiences from modern
restaurants in Cork, cosy cafés in Galway to the gastro
pubs in Sligo. Passionate chefs and farmers have made
the Wild Atlantic Way a must for any foodie and this is
a great angle to leverage within your communications.

WILD ATLANTIC WAY BRAND TOOLKIT THE WILD ATLANTIC WAY BRAND | 14
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Hospitality

Stay

Settle in for the night in a luxurious lodge beside the
ocean or snuggle up in crisp white bed linen in an
epic yurt. Choosing where to stay along the Wild
Atlantic Way is almost an experience in itself, with
the sheer variety of quality places to stay.

Submerge yourself in an alfresco seaweed bath while
soaking up panoramic sea views or get closer to
nature and awake to the unmistakable sounds of the
dawn chorus. Sleep in a beautifully restored lighthouse
keepers' cottage watching the light's beam sweep
across the peninsula as darkness falls, or feel at home
in a family run resort brimming with local organic
produce from their gardens.

The Wild Atlantic Way has the perfect place to
get some rest before your next adventure whether
you prefer a decadent hotel, a cosy cabin, or
something much wilder. The wide variety and
qualilty of accommodation available along the
Way is something that should be championed

for our visitors.

SLI AN ATLANTAIGH FHIAIN

Teach Solais Fhanada (Fanad Lighthouse), Co. Donegal
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Our Visitors

A guide to who our core audience
is and what they are all looking for.
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Our Core Audience & Your Business

The Wild Atlantic Way Visitor

Failte Ireland has developed a research-

led Motivations Framework which is a tool

we use to understand why people travel, their
desired experience, as well as potential growth
opportunities. Research shows us that visitor
motivations are the primary driver of destination
choice and understanding these motivations helps
us to make better, more informed decisions.

As a business you can decipher which are your key
motivations and use the accompanying research
and data to support your decision making.

The Wild Atlantic Way is predominantly driven
by the Exploration motivation and has a further
opportunity to grow Social Energy and Bonding
as motivations that fit well with both the brand
and the region.

Exploration is a desire to experience and explore
places, landscapes, and culture, of which the
Wild Atlantic Way has in abundance. Alongside
this, Social Energy, embracing vibrant and

fun experiences, and Bonding, nurturing and
strengthening relationships, are very relevant.

How to Use the Framework in Your Business
Ask of your business the following questions.

1: What are your business objectives?
2: Who are your current visitors?

What's their demographic profile?
What data do you have on this?

What other potential visitors could you have?

3: What drives these visitors?
Why do they come to your business?
What are their motivations?

4: How does this fit with your offering?
5: What is your customer value proposition?
6: How do these motivations come to life

in your marketing communications,

customer value proposition and
product offering?

PEOPLE

WIND UP

N

WILD ATLANTIC WAY
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WIND DOWN

Full details of the Failte Ireland Motivational

Framework are available here.

WILD ATLANTIC WAY BRAND TOOLKIT
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Using the Visitor Motivations

Exploration

A desire to explore new or unfamiliar
places and cultural activities

In communications, bring the history
of Ireland to life through sharing stories
of different people and places making
the connection between the traveller's
identity and Irish history.

Create experiences that enhance
cultural knowledge and facilitate
connection with heritage, history and
identity. Offer a variety of activities and
attractions for a more immersive
experience and enhanced overall
engagement. Provide the opportunity
to learn a new skill or craft in an
authentic way like a foraged cooking
experience or pottery making.

"

Highlight people and places that
represent Ireland's art and rich heritage
fromm museums to contemporary street
artists. Focus on local attractions and
partner with individuals that have direct
ties or expertise with the destination.

WILD ATLANTIC WAY BRAND TOOLKIT
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Attract younger unconstrained adults
by leveraging new technologies that
allow for a more memorable experience
and allow visitors to experience it

in a fresh, distinct and creative way.

INTRODUCTION | 18
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Using the Visitor Motivations

Social Energy

A yearning to embrace
vibrant and fun experiences

Create experiences that bring people
of all ages together and encourage
experimentation, vibrancy and

play. Provide a variety of experiences
that encourage social connection from
daytime excursions to lively festivals
and music events. Encourage seizing
the 'now’ and living in the moment in a
carefree, upbeat way.

In communications, go beyond the

pure offering and accentuate the
emotional benefits of creativity, fun,
and play. Connect moments of joy to
the Wild Atlantic Way's cultural offering.
Encourage group and family bookings
to make it easy for visitors to experience
and travel together.

Add elements of surprise and
unexpectedness to more traditional
experiences such as making art
Immersive, creating novel dining
experiences and bringing things to life
in vibrant, novel ways.

WILD ATLANTIC WAY BRAND TOOLKIT INTRODUCTION | 19



Using the Visitor Motivations

Bonding

Nurturing and strenthening
relationships with those closest to me

Put special family moments at the
heart of the experience and facilitate
both having fun and opportunities to
nurture and strengthen family bonds.
Create packages that include a range
of activities or attractions (outdoor in
particular) for the whole family with a

focus on creating memories.

Highlight accommodation suitable for
all the family, both young and old. The
choice of location can be habitual for
this motivation so emphasise elements
of nostalgia or incentivise repeat visits.
Create family and relationship rituals
around travel and special places.

beaches, etc.

Create mystical, magical experiences
that excite everyone. For families, travel
decisions revolve around the needs

of children and so they will prioritise
different things, from experiences being
easy and convenient, to elements of
safety and security.

WILD ATLANTIC WAY BRAND TOOLKIT
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Highlight experiences that
showcase the magic of nature in

a fun, enchanting way, while also
giving opportunity for learning,
entertaining the whole family.
Emphasise places with convenient
access to a variety of activities
specifically for kids e.g. surf lessons,
beach trekking, national parks,

INTRODUCTION | 20
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Photography

A guide to best practice imagery
selection and usage for the brand.

The purpose of this section is to provide you
with a helpful and easy way to select and capture
imagery that reflects both the region and the
brand. This helps differentiate us from typical
tourism imagery and makes us distinct.

Please note, the images used in this toolkit are for demonstrative purposes
' s only and should never be used for commercial purposes.
Connemara, Co. Galway

WILD ATLANTIC WAY BRAND TOOLKIT PHOTOGRAPHY | 21
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Genuinely Epic Little Moments

Across the Wild Atlantic Way, the small
details, however different in scale, are just
as breathtaking. Our imagery celebrates the
small moments, from rich culture to thrilling
adventures, to the people of the Wild
Atlantic Way themselves.

There is nothing quiet or muted about the Wild
Atlantic Way with its crashing waves, swirling winds
and breathtaking views. Our images should really
reflect our sense of wildness and allow the epic
natural backdrops to take centre stage.

WILD ATLANTIC WAY BRAND TOOLKIT PHOTOGRAPHY | 22
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Pillar One: Macro

Genuinely Epic

Not every point here is required for every image
you select or capture, but we encourage you to
employ as many as you can so our imagery has
a united and recognisable look and feel.

« Dramatic lighting, at both ends of the scale,
adds to the atmosphere. Dawn or dusk can
create beautiful, organic natural hues.

e Use dark and light mood- filled photography
with less pin-sharp focus for more of a dream
like quality.

« People in scenic hero shots can provide
context and demonstrate the experience.

« Using contrast, of both colour, and texture,
enhances the region's natural, earthy
surroundings and brings our wildness
to the fore.

« Use scale and considered compositions to
evoke our epic aura.

« A shallow depth of field allows for a more
immersive shot with a real sense of the exact
moment in time.

WILD ATLANTIC WAY BRAND TOOLKIT PHOTOGRAPHY | 23
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Little Moments

Our images should ultimately hero our unique
spirit and sense of adventure, and highlight the
sheer breadth of offerings along the Way.

« Pay attention to small details - highlighting a
potter's hands in action brings a real depth of
narrative to an otherwise static image.

« Feature imperfectly beautiful still life scenes
that bring our rugged personality to life.

« Rather than brightly lit standard portraits,
try back lighting or side lighting a subject, to
bring in more mystery and intrigue.

« Nature is the main attraction. Our wild
surroundings are a huge draw for visitors, so
allow the hero in our imagery to be rugged
flora and fauna details.

« Featuring contrasting textures allows the real,
agile moments in time to be more tangible.

« Authenticity is central to our imagery
- feature moments of genuine human
interaction with real-life compositions.

WILD ATLANTIC WAY BRAND TOOLKIT PHOTOGRAPHY | 24
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Tone of Voice

A guide to best practice language,
tone and usage for the brand.

The tone of voice is an expression of the brand

personality. We express this personality every
" ; time we communicate so it is important we

# | . consider how we speak and what we say.

This section is a guide to messaging and
communications for various applications.

Lahinch, Co. Clare
WILD ATLANTIC WAY BRAND TOOLKIT TONE OF VOICE | 25
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Warmly
Familiar

Like how you would greet an old
friend, how we speak has a distinct
sense of warmth and familiarity to it.
The tempo of our voice also has an

innate, warming charm, which echoes
the rhythm of eccentric accents that
evolve and change along the Way.

All our language, phrasing, and communication should
speak in one unified voice, that is defined below.

Passionately
Independent

Like the people that live and work
along this wild, mighty coast, our voice

is brimming with passion. Generations
of storytellers come from all walks
of life in this unique place, but from
bohemian makers to avid producers,
you can almost feel the love
through our collective voice.

Wildly
Brave

Our voice is honest, courageous,
and unashamedly so, reflecting the
wild, rugged landscapes around us.

We speak genuine truths over
fearless waves out in the sea or
alongside a drink in the cosy local.

We know who and what we are

and aren't afraid to tell people.

WILD ATLANTIC WAY BRAND TOOLKIT TONE OF VOICE | 26
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Tone of Voice
Some Guidelines

e Warmly Familiar
« Passionately Independent

« Wildly Brave

Here are some practical examples
of how our messaging can be used
to better reflect our tone of voice,

and create more distinctive messaging.

Each of these examples showcase
how small tweaks to our phrasing
and messaging can add a more
'Wild Atlantic Way' touch to

our communications.

Our voice is warmly familiar

Instead of saying:

Stop off here for a pint.

What we mean

« Inclusive, welcoming, engaging,
chatty, relatable, down-to-earth.

What we don’'t mean
- Using overly colloquial language.

Try saying:

Come inside and enjoy a drink
beside the crackling open fire.

How does ‘warmly familiar’' sound?
« Use playful, friendly, open language.

« Try and include local cues to make
how we sound more personable.

WILD ATLANTIC WAY BRAND TOOLKIT TONE OF VOICE | 27
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Tone of Voice
Some Guidelines

« Warmly Familiar
e Passionately Independent
« Wildly Brave

Our voice Is passionately independent

Instead of saying:

Drive through the route,
taking in key locations.

Try saying:

Uncover mystical landscapes,
each with its own tale to tell.

What we mean

« Visionary, confident, creative,
enthusiastic, accomplished.

What we don’'t mean
« Arrogant, over-promising
or not welcoming.

How does 'passionately
independent’ sound?

« Use strong, imaginative language.

« Avoid the language sounding

forced, keep it natural.

WILD ATLANTIC WAY BRAND TOOLKIT
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Tone of Voice
Some Guidelines

« Warmly Familiar
« Passionately Independent

e Wildly Brave

Our voice Is wildly brave

Instead of saying:

Explore the cliff walk trail.

What we mean

- Honest, descriptive, colourful,
fresh and full of narrative.

What we don't mean

» Speaking in an overly
confident, unfriendly tone.

Try saying:

Hear the waves crash
beneath the soaring cliffs.

How does 'passionately
independent’ sound?

« Use epic, illustrative language.

» Avoid too overly descriptive,
long-winded sentences.
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For headlines and titles, we are

Epic

Exciting

...with a

Sense of Scale

SLI AN ATLANTAIGH FHI AIN

Different types of copy require different things,
but they should all relate to each other in tone
and sound like the Wild Atlantic Way.

For long copy, we are
Imaginative
Engaging
Chatty
Down-to-earth
Human
Relatable

For short copy (social posts,
captions, bullets), we are

Friendly

Personable
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Using the Brand

Our templates, and how to apply
the Wild Atlantic Way brand to your
own business communications.

o "-. ;f I:
% e e
A X TR e .

The brand is available to qualifying tourism
businesses within the geography of the
Wild Atlantic Way route, for use within the
agreed terms and conditions.

Loop Head Lighthouse, Co. Clare
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Digital Assets
GIFs

Our GIFs allow you to use the Wild Atlantic
Way brand to leverage your own posts and
social content.

They can add more energy and life to your
posts and enhance your content. Simply
search on Instagram for Wild Atlantic Way

and get creative!

Get GIFs Here

Send Message

WILD ATLANTIC WAY BRAND TOOLKIT

Have fun but make sure

your GIF is placed in a
quiet area within your
image. Keep things
simple to encourage
people to engage with
your content and
allow your imagery
to be the hero!
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Digital Assets
Social Posts

Our social posts allow you to post
content directly to your channels.
Choose from a range of curated images
to promote your business with the
Wild Atlantic Way Brand.

Pick an image
that relates to
your offerings.

You usgrmame usaimame LsSername

O username

@ 0D Liked by username and others

White your caplion here, . #hashtag

WILD ATLANTIC WAY BRAND TOOLKIT

Don't forget your hashtags!
Always include the
#Hwildatlanticway as well as
any others that will improve
your posts visibility.
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Digital Assets
Cover Images

Choose from a range of curated
images which use the Wild Atlantic
Way brand and imagery for your
social channels.

WILD ATLANTIC WAY BRAND TOOLKIT
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Digital Template
Social Frames

Our social frames allow you to use the

Wild Atlantic Way brand to leverage your
own imagery.

Simply combine your own imagery with
a coloured frame, which complements
the colours in your chosen image.

Our frames are supplied in a range
of colours for a range of different
social applications.
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@P) Liked by usurname and others
Winike your capbon