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Wild Atlantic Way 2015 - Strategic Focus

e Deliver the Brand Promise & Visitor
Experiences

» Aggressively promote and sell the
Wild Atlantic Way “Destination Brand”
internationally

» Secure the necessary capital and
deliver key projects

AN

WILD ATLANTIC WAY

SLI AN ATLANTAIGH FHIAIN




Wild Atlantic Way Brand Story

VISION WILD ATLANTIC WAY
To create a world class, sustainable B
and unmissable destination brand
that engages and energises the
visitor so that they become
powerful advocates and leave them
wanting to return for more.
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BRAND
ESSENCE
Wildness

BRAND VALUES
Matural, surprising, challenging,
vibrant, authentic, caring

Rugged, unspoiled, intriguing, challenging,

adventurous, resiliant, independent

EMOTIONAL BENEFITS

~ memories, liberation, freedom, excitement, one’ness

ATIONAL BENEFITS
.i.:cesswle space hlstc:-'_-g.trar‘.quilit}-'

BRAND ATTRIBUTES
The wild landscapes and seascapes. The roads on the edge of the Atlantic
The heritage and history of the places on the wild coast
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CANDIDATE SPECIAL AREAS OF
CONSERVATION IN IRELAND
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Time Spent

Level of Activity

Category 1 Low Level Category 2 Medium
Level

Category 3 High
Level

W Any movement leaving a trail
through leafy vegetation

M Building, moving or knocking site
materials - monuments, walls etc_

W Climbing on walls, loose stones

M Fishing

W Off road vehicular movement

M Resting, reading, looking, picnicking,
sightseeing, painting, photographing.

W Running, playing in mown grass or
lewel sand

W Scrambling on steep or logse slopes

Swimming, sailing, surfing, kayaking
in water

mVehicular movement on reads and
parking areas

Walking on paths, mown grass or
hard surfaces {inc level sand)
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Level of Impact

M Category 3 High Impact
M Category 2 Medium Impact
W Category 1 Low Impact




Effects Observed

W Mone

M Trails newly visible on grass and
leafy vegetation

W Non-noticable wear and tear

M Incidental movemnent of material -
stones, rooted vegetation, fauna

M Burning materials or lighting a fire

W Destruction of structures,
vegetation or fauna.

o Direct interference with site
material - stones, rooted
wvegetation, fauna

m Movement of material - stones,

rooted vegetation, fauna

Removal of woody vegetation.

m General/light littering

Significant, deliberate disturbance
of wildlife
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