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Executive Summary  
 

In 2016 a community development plan was prepared for Cloghane and 
Brandon on behalf of Comharchumann Forbartha an Leith Triúigh Teo. 
(CFLT). The plan was prepared by O’Leary & Associates Training & 
Consultancy who have also been commissioned to prepare this business 
plan. A key recommendation within the 5-year plan was to investigate the 
development of a multi-purpose facility on the Údarás na Gaeltachta site in 
Cloghane. This site had been approved for planning as an Enterprise Unit 
several years before the plan. The planning had lapsed by 2016. The site 
remains in the ownership of Údarás na Gaeltachta. 

In September 2015 Explore More Outdoors Ltd.1 prepared a preliminary 
report on the potential to develop a Mount Brandon base camp in 
Cloghane. A Summary of the aims and project actions are provided here: 

Aim of project: 

 To develop a centre of excellence for walking, hillwalking and other 
mountain pursuits in the Cloghane/Brandon area to retain existing 
walkers and to attract new ones there, expecting that a percentage 
will require accommodation, food & refreshments and 
entertainment while they are there.  

 To provide employment for 5-6 local people as guides/facilitators.  

 To help put the North side of the Dingle Peninsula (Muintir an Leith 
Triúigh) on the "Go To" map.  

 

                                                           
1 www.exploremore.ie 

 

 

Project Key Objectives: 

 To attract new walkers to the area (domestic & international). 

 To encourage walkers to stay longer and to return to the area.  

 To support access to walking in the area for family groups. 

 To encourage users of the Wild Atlantic Way to stay.  

 To encourage walkers on the Dingle Way to spend some more time 
in the area. 

Project key actions / activities: 

 Develop a full range of facilities to attract and support walkers, 
including; - Safe parking - Toilets, changing rooms & showers - Tea 
Room & eating area - Camping facilities & drying room - training 
room & gear hire facility - Camper van stands. To build on the 
successful business model that has been created by Cronin’s Yard 
in Killarney.  

 Develop a strong brand (Mount Brandon Base Camp) and establish 
a compelling presence on echannels (website & social media), with 
Fáilte & Tourism Ireland, at relevant trade shows. 

 Train local people to become walking guides (lowland & upland) 
and support them achieving the relevant BOS qualifications. 

 Catalogue a range of walks to appeal to walkers of all abilities and 
experience levels and make them available in an attractive, 
useable and accessible format. 
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 Develop themed walks to add to the proposition and to attract 
families and passing visitors who might not be inclined to 
undertake more strenuous walking. 

 Develop an Audio-Visual experience to promote the facility and as 
an attraction in its own right. 

 Ensure active participation by local people to ensure maximum 
economic & social benefit to the community.  

 Build on the successful Hillwalking and Music Festival that takes 
place every Easter.    

 

Following the publication of the 2016-2021 Development Plan, CFLT 
undertook a technical feasibility study on developing the centre in 
Cloghane. The study produced in 2018, provided a site assessment, 
concept design and indicative costings. The design was based around 3 
separate units that would accommodate, enterprise space, visitor centre 
and community space. The potential to develop a camp site (campers and 
pods) was not included in the feasibility study. 

Given the recommendations within this study, in relation to design and the 
potential cost of the project, it was agreed between CFLT and Údarás na 
Gaeltachta, that a business plan focusing on costs, funding options, 
demand and long-term sustainability, would be prepared. Údarás funded 
CFLT to engage a consultant to develop a business plan for the project. 

The brief for the business plan included:  

 Identify potential sustainable use for the building. 
 Identify potential markets for a visitor centre and enterprise space. 
 Identify community space requirements. 
 Identify similar models elsewhere. 

 Comment on the existing proposed design and suggest 
alternatives. 

 Identify potential investment costs and potential sources of 
funding for same. 

 Prepare indicative cashflow assumptions and break-even analysis. 
 Provide options on operational and management structures post 

construction. 
 
The plan is based on the brief provided and the consultant’s knowledge of 
the area as a result of work and consultation carried out on the 2016-2021 
Development Plan. Current local, regional and national policy and strategic 
priorities provide the basis for the recommendations within the plan. 
Current and future funding streams also influence the plan. 
 
Finally, the business plan provides a practical approach to the development 
of the building where the potential design of the building is focused on 
minimizing the building floor space by using multi-purpose space, and 
shared infrastructure and services. The key aim in future design concepts 
should be to minimize the cost per m2 to build and operate and to maximise 
the revenue per m2 generated from the building. 
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Summary Recommendations 

1. Draw up preliminary heads of agreement between CFLT and Údarás na 
Gaeltachta re the development of the site i.e. lead applicant on funding 
proposals, design brief, tender process, project management post 
funding and operational/management structures (terms) post 
completion. 
 

2. Apply for funding under Category II Rural Regeneration Development 
Fund (through Údarás na Gaeltachta) for funding to develop the 
masterplan and bring the project through planning and procurement. 
 

3. Base the design brief on one building structure to incorporate: 
 
 Mount Brandon Heritage Centre – interactive visitor experience 

and education centre. 
 Enterprise Space – mix of single offices and larger team offices. This 

space would also accommodate CFLT administration offices and 
meeting room for enterprise and community use. 

 Retail Units – bike and equipment hire, coffee dock, craft retail. 
 Craft Workshop Units. 
 Base Camp Public Toilet and Wet Rooms. 
 Outside green areas and seating areas. 

 
4. The overall design of the building should be based on a construction 

budget of circa €3.5m with additional costs allowed for professional 
fees (currently around 10% of project costs i.e. €350,000). This cost is 
based on the lower average construction cost rate per m2 for a circa 
1000m2 building. It also includes contingencies and site works.  

 
 
 

5. A project management team including representatives from Údarás na 
Gaeltachta and CFLT should be formed to oversee the planning, 
development, funding and subsequent construction phase. 
 

6. Apply for funding to Fáilte Ireland under current and future capital 
programmes (Platform for Growth Programmes) or potential funding 
allocated towards actions under the Visitor Experience Development 
Plan for the Dingle Peninsula. Identify all other potential sources also 
at that time.  
 

7. Following completion of the construction, CFLT would take on the 
management of the centre on a long-term lease basis from Údarás na 
Gaeltachta. The terms of this lease would need to be negotiated at that 
time, but the terms should allow for a return on investment to Údarás 
while also being favourable enough to make the centre financially 
viable for CFLT. 
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Strategic Context 
 

In preparing the business plan, the consultants reviewed the relevant local 
and national strategies that will influence and prioritise investment into 
the future. The recommendations set out in this feasibility study are based 
around projects that exhibit the greatest potential to achieve the stated 
objectives outlined in the following local, regional and national strategies; 

 Project Ireland 2040 – The National Planning Framework 
 Southern Regional Assembly – Regional Spatial and Economic 

Strategy 
 The South West Action Plan for Jobs 2015-2017   
 Enterprise 2025 – Irelands National Enterprise Strategy 2015-2025 
 National Development Plan 2017-2025 
 Kerry County Development Plan 2015-2021 
 Kerry Local Economic Community Plan 2016-2021 
 County Kerry Tourism Strategy and Action Plan 2016-2022 
 Wild Atlantic Way Operational Guidelines 

 
Project Ireland 2040 The National Planning Framework  
 
The planning framework states that “Facilitating the development of 
enterprises and local economies to allow for the creation of a wider variety 
of employment opportunities will involve capitalising on local assets, 
including human, natural and cultural, through improved policy coherence 
to raise the potential of rural areas and contribute to local and regional 
growth.  
 

 

 

Action Plan for Jobs 2015-2017 

The Action Plan for Jobs “will promote the development of a network of 
eHubs throughout the regions to support eWorking, entrepreneurship and 
small business growth, developed through local enterprise initiatives, local 
authorities, LEOs and the enterprise development agencies.” 

The Southern Regional Authority – RSES 

The RSES states that Strengthened Rural Economies and Communities is 
central to the commitment under the Action Plan for Rural Development.  

The RSES identifies tourism as a significant economic activity, both in our 
urban and rural areas and supports the Department of Rural and 
Community Development’s Action Plan for Rural Development (APRD) 
vision for maximising rural tourism and recreation potential. Pillar 3 of the 
APRD “Maximising our Rural Tourism and Recreation Potential” seeks to 
increase tourist numbers to rural Ireland, support sustainable jobs through 
targeted rural tourism initiatives, develop activity tourism and leverage 
natural and built heritage assets. 
 
It is an objective to support the development of a network of economic and 
social infrastructure to address the remote locations of the Gaeltacht 
which shall include: 
 

 Support for the development and upgrading of regional enterprise 
infrastructure and accommodation for the Gaeltacht and provision 
of appropriately located zoned and serviced lands to support 
enterprise space. 
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National Development Plan 2018-2027 
 
A new Rural Regeneration and Development Fund will be established 
under the Department of Rural and Community Development, to invest an 
additional €1 billion to promote rural renewal in order to enable towns, 
villages and outlying rural areas to grow sustainably and support delivery 
of the strategic objectives of the NPF. 
 
The investment under the National Development Plan will allow Údarás to 
continue to play its important role in employment creation in Gaeltacht 
areas over the period of the plan. In addition, significant investment will be 
made in order to bring Údarás’ property and infrastructure portfolio to an 
appropriate standard to attract new enterprise. 
 
Measures will be delivered to support further regional investment in the 
existing experience brands, the Wild Atlantic Way and Ireland’s Ancient 
East, and a new brand for the Midlands region. Investment in activity-
based tourism, including greenways, will be a priority over the period of 
the National Development Plan. 
 
Appropriate investment in the development and enhancement of tourist 
attractions, including historical and heritage sites, will also be important in 
providing the type of experience that visitors are seeking.  
 
The Arts and Culture Capital Scheme will also be expanded. This scheme 
supports the maintenance and development of an extensive network of 
regional arts infrastructure and will provide funding to regional arts 
centres, theatres, regional museums, galleries, archives, multi-use 
facilities, artist studios etc. in all parts of Ireland. This investment has a very 
important role to play in improving access to and participation in arts and 
culture for communities in all parts of the country. 
 
 

County Kerry Tourism Strategy and Action Plan 2016-2022  

The Strategy states that “The Vision for Kerry Tourism is ‘to maximise, in a 
sustainable manner, tourism’s contribution to the quality of life, economy, 
employment and local community development, paying particular 
attention to nurturing and protecting the natural, built, cultural and 
linguistic heritage of the county.” 

Local Economic Community Plan 2016-2021 
 
The Local Economic and Community Plan and Tourism Strategy both 
recognise the critical beneficial impact of tourism to create sustainable 
economic activity and support communities throughout the county.  
 
 Economic Development and Job Creation  

To promote a robust, diverse and year-round sustainable economy, 
supported by a well-developed education and skills training model, 
which will sustain our population and vibrant communities throughout 
the county. 

 
 Quality of Life  

To promote a high quality of life, based around a clean natural 
environment, high standard of facilities and services, strong sense of 
place and culture that enable the development and growth of a strong 
community tourism sector. 

 
 Community and Social Inclusion  

To promote social and economic inclusion, local ownership and 
decision-making, particularly targeting areas and communities, 
experiencing depopulation and economic decline 
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Kerry County Development Plan 2015-2021 

Economic Objectives 

ES-9     Promote and support the development of a sustainable tourism 
economy throughout the County and ensure Kerry develops as a centre of 
excellence in tourism. 

ES-33   Facilitate in conjunction with Údarás na Gaeltachta and other 
relevant bodies and agencies the sustainable provision of employment and 
services in Gaeltacht areas. 

ES-35   Promote new small and medium scale enterprises by facilitating the 
sustainable development of property solutions such as home-work units, 
shared incubation facilities and home working. 

Tourism Objectives 

T- 50    Facilitate and promote in cooperation with Údarás na Gaeltachta 
and all other statutory development agencies, sustainable tourism 
development in the Gaeltacht areas of the County, while protecting and 
promoting the Irish language as the first community language of these 
areas. 

T-52     Preserve the cultural and linguistic heritage of Gaeltacht areas 
through the settlement strategy and development objectives of this Plan. 

T-58     Support inter-agency initiatives to secure the establishment of 
visitor attractions in appropriate locations and subject to the principles of 
sustainability and the objectives and standards contained in the provisions 
of this Plan. 

 

 

Heritage Objectives 

H 34     Protect the architectural heritage and promote conservation-led 
regeneration and re-use of buildings, where appropriate. 

 

Meeting the Objectives of Local, Regional and National 
Strategies. 

The business plan recommends the development of a multi-purpose 
building, accommodating a visitor attraction, enterprise space, facilities for 
walkers/hikers and other activities and community meeting space. The site 
is located in a Gaeltacht area and is under the ownership of Údarás na 
Gaeltachta.  

Therefore, this project meets the objectives of all the strategies, as the 
project if developed will: 

 Lead to Sustainable Tourism Development in a Rural Area. 
 Preserve Irish Culture, Heritage and Language. 
 Promote new small-scale businesses by providing affordable and 

flexible space. 
 Promote remote working and relocation to the area. 
 Provide sustainable employment in a Gaeltacht area. 
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Initial Design Brief 
 

The initial brief for the technical feasibility study and design concept. 
required a preliminary design of 3 independent buildings: 
 
Building 1, which will be the main building, will be for tourism / cultural / 
training and educational uses and will be located at the front of the site 
facing the public roadway. It will contain a cultural / tourism / multipurpose 
space that will seat 50 people and a training space that will contain 30 
people seated. 
 
It will also contain a space for a café where 30 people can be seated; 2 large 
offices for 20 people in total; a meeting room that will take 15 people, a 
kitchen for the café and a staff canteen; an entrance lobby / reception that 
will include display space for small exhibitions; toilets, utility, storage and 
circulation space. 
 
Building 2 will contain 3 enterprise units and will be located on the right-
hand side of the site as you enter from the public roadway. One enterprise 
unit will be approx. 200 sqm. in area and the other 2 no. 100sq each in area. 
The units will be independent of each other from an access point of view 
and will have roller doors. 
 
Building 3 will be an enterprise / public space, will have an outdoor / 
sporting theme and will be located to the rear of the site. It will contain 3 
units of approximately 50 sqm that will house sports equipment rental 
businesses such as bike rental etc. and contain shared facilities that will be 
used by the businesses and also the public who are undertaking outdoor 
pursuits. 
 
 

 
 
 
 
These areas will be small enough and will include toilets, showers, laundry 
area, kitchen. 
 
The site will also contain parking, public lighting, services etc. 
 
Subsequent clarifications and additions from the client included: 
 

 Storage in the office area (5-10sqm); 
 Solar panels, particularly on roof of building 3; 
 Bus set-down and turning areas; 
 Potential for future car parking areas; 
 “Tinteán Ceoil”: this relates to a series of live events currently 

running in 
 Clochán. The building should provide a ‘cultural space’ with 

fireplace suitable for being used as a traditional music venue. 
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Fig 1. Initial Design Concept Prepared by Butler/Cammoranesi 
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Building 1 is the main tourism and cultural building: the cafeteria is located 
near the entrance to the site and adjoins the “Tinteán Ceoil” and the 
exhibition area. The design intent is for this space to work cohesively during 
the day as an exhibition and welcoming area for tourists during the day and 
become a small music venue during evenings by the addition of moveable 
screens, partitions and loose furniture. The cultural space is located at the 
other end of the building, connected by the exhibition area but also 
capable of becoming a separate room for dedicated classes or events. 
Training room, meeting room, offices and all ancillary areas are located 
along the east elevation. A small kitchen to service the cafeteria is located 
along the north elevation with direct access from outside for deliveries and 
waste. 
 
Building 2 contains the enterprise units. These are accessed mainly from 
the courtyard, but the layout allows for a service entrance from the car 
parking area. 
 
Building 3 is at the periphery of the site, with easy access from the car 
parking area for loading and unloading of equipment. 
 
The main design principle for the roof is the importance of maintaining long 
views of the surrounding mountain ridges from the courtyard and from 
each of the buildings: the dimensions of the courtyard and the height of 
the buildings are derived from the analysis of a long territorial section that 
takes into account Mount Brandon and the other surrounding peaks. The 
form of the roofs is reminiscent of the mountain ridges and provides for a 
‘reasonable complexity’ that is appropriate to cultural and tourism-
oriented buildings. 

 
 
 
 
 

Issues with the Technical Study and Design proposal 
 
The original cost estimate in March 2018 to construct 3 
independent units on the site was €6.63m inclusive of VAT. As this 
cost estimate was unrealistic and not a viable proposition, the 
design team were asked to submit a revised cost plan. 
 
The magnitude of cost report completed in February 2019 included 
one building only, with a floor area of 724 m2. The revised cost was 
estimated at €4.722m inclusive of VAT. 
 
A few design constraints were highlighted in the technical study. 
These included: 
 

 The proposed design although aesthetically pleasing, is not 
very efficient. The proposed roof design will also likely 
require regular maintenance which will be an ongoing 
cost. 

 
 The proposed roof design is complex and there may be 

limited design solutions to support same. The proposed 
design solution may be a higher cost than which is 
indicated in the technical study. 

 
Further to this, the technical study did not include site assessment 
(ground conditions) nor the availability and capacity of services. 
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Revised Design Options and Uses 
 
In our opinion there is no need for 3 separate buildings and all the space 
required as outlined in the initial brief can be incorporated into one 
building. This will have the advantage of minimising site works and reduce 
the overall construction cost while retaining all the elements requested in 
the initial brief. 
 
Based on our experience the number and size of enterprise space is over-
estimated and the demand is unlikely to be enough to fill the space 
allocated in the original concept drawings.  
 
The design of the building can also be scaled back without comprising on 
aesthetics and building regulations. The initial design was overly complex 
and adding considerably to the initial construction costs and the annual 
maintenance costs. 
 
Much of the visitor experience element of the building can be designed as 
open areas with café/retail, reception and lobby areas all incorporated into 
one open space. Exhibition areas can also be designed to be flexible and 
adaptable to multi-use purposes. 
 
The New Building will incorporate the following 
 

 Mount Brandon Heritage & Cultural Centre 
 Mount Brandon Basecamp 
 Enterprise Space 

 

 
 

 
 
Space Allocation 
 

 5 individual office space of 10m2 each and 3 team offices of 20m2 
each plus 2 additional offices for CFLT Management and Admin. 
 

 Open plan co-working space of 50m2 to accommodate approx. 8 to 
10 desks. This space can be subdivided if the demand for single 
offices outweighs the demand for hot desks. 
 

 40m2 multi-use meeting room and 50m2 training/classroom. 
 

 3 Retail Units with external own door access as well as internal 
access. (To accommodate equipment rental and crafts/artists). 
 

 Open plan atrium, reception and café area leading to one of 3 
exhibition areas. 
 

 3 Exhibitions areas separated with mobile partitions/screens. 
 

 100-person auditorium/lecture theatre. 
 

 Toilets to service visitors, tenants and base camp. 
 

 Internal Comms and Storeroom. 
 

 Site will have green areas, seating areas and car parking (no. spaces 
to be compliant with building regulations). 
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Fig. 2 Sample of Concept Drawing for a visitor centre.  

This centre was smaller in scale (circa 250m2) but provides a simple 
design concept with raised ceiling heights on one side to incorporate an 
auditorium. 

The shape of the roof would also complement the shape of the 
mountain in the distance.  
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Fig 3. Design Concept for Heritage Centre in the Isle of Skye 
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Element One: Visitor Centre 
 
The Cloghane/Brandon area is steeped in heritage, history and culture and 
is one of the prime archaeological areas on the Dingle Peninsula and the 
Wild Atlantic Way. It has been a long-term aim of the Comharchumann to 
develop a heritage centre that would provide an all-weather visitor 
attraction promoting the heritage, culture, archaeology and geology of the 
area. The centre would also be an educational centre for annual 
programmes, workshops and seminars.  

Fáilte Ireland’s Platforms for Growth Programme 2019-20222 has been 
designed as a key driver for Fáilte Ireland to ensure they encourage the 
development of brilliant visitor experiences and achieve their growth 
ambitions for Irish Tourism. One of their outcomes under the programme is 
to deliver innovation and new tourism products that maximises the 
opportunity presented by Ireland’s unique cultural and heritage to 
encourage original and imaginative experiences which provide a 
differentiator, based on authentic and captivating stories, for which there is 
a demonstrable visitor demand and which can act as a catalyst for tourism 
growth. 

The Criteria for the Fáilte Ireland Capital Funding is outlined here: 

Heritage and Culture Criteria 

The proposed project must, in the view of Fáilte Ireland, be an immersive 
heritage and cultural tourism attraction. For the purposes of this scheme, 
heritage or cultural sites include historic houses and gardens, stately  

                                                           
2 http://www.Fáilteireland.ie/Supports/Identify-Available-Funding/Platform-for-
growth.aspx 

 

 

homes, pre-Christian/Celtic sites, monastic sites, churches and cathedrals, 
castles and medieval sites, interpretive and heritage centres, museums and 
art galleries, industrial heritage sites, caves, cliffs, heritage parks etc. This 
list is not exhaustive. 

Environmental and heritage sustainability:  

The application must demonstrate that the project and related activities, 
onsite, offsite and in combination will be developed with regard to best 
practice in environmental and heritage sustainability, which at minimum 
will be assessed through compliance with statutory consents.  

Operating Model and Expertise:  

All applicants must demonstrate a robust operational model for the project, 
and evidenced expertise and capability to operate and drive a large-scale 
tourism business to self-sufficiency based on sound commercial acumen. 

Opening Times (1): All projects must be open to visitors on a minimum of 
154 days per year immediately after the opening of the grant-aided project. 
The requirement includes a minimum of six days per week, including 
weekends and bank holidays (excluding Christmas), and six months per 
year.  

Opening Times (2): In addition, projects must plan to expand their opening 
times in a gradual progressive manner to a minimum of 234 days per year 
within 5 years of the opening of the grant-aided project. The requirement 
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includes a minimum of six days per week, including weekends and bank 
holidays (excluding Christmas), and nine months per year. 

Extended Evening Hours: For projects located in Dublin it is a requirement 
of this scheme that the applicant commits to extended evening opening 
hours (i.e. until at least 7pm) a minimum of two days per week during peak 
season (1st June – 31st August), upon opening of the project. If attractions 
are already meeting the above in full there will be no further obligation to 
offer longer opening hours. 

Multi-Lingual Requirement: All projects must contain foreign language 
provision to meet the needs of our international visitors - a minimum of four 
languages (other than English and Irish) must be provided. 

Online Booking: All applicants must implement an online booking system 
as part of the project, except in cases of existing attractions where an 
adequate system is already in place (in the view of Fáilte Ireland). There 
must also be some availability to the public without prior booking. 

The Proposed Mount Brandon Heritage Centre can meet the criteria 
outlined and the centre should be developed in line with the best practice 
guidelines developed by Fáilte Ireland. 

The full concept development and build/ interpretative design are beyond 
the scope of this business plan. A design team of architects and museum 
and interpretative design professionals alongside historians and curators 
would be formed to develop the concept fully. This cost would be factored 
into future funding proposals. 

For the purposes of this business plan, some simple concepts are 
introduced to provide a basis for initial market analysis and further 
discussion.  

From a review of design concepts for other centres nationally e.g. Epic 
Museum, GPO Living History, Fortress Spike Island, Cliffs of Moher Visitor 
Experience, Glasnevin Cemetery etc. it is clear that for the centre to meet 
the standards set by modern day visitor attractions the following minimum 
elements would need to be factored into the design concept:  

 The Heritage Centre should become one of the County’s top 
attractions, high on the list of ‘must sees’ for overseas tourists and 
a leisure destination and educational destination for local and 
national visitors. 

 The centre will need a strong brand and visual identity 
 The centre will need to have a strong relevant storyline with 

optimum potential for engaging interpretation. 
 Interpretative concepts should be fully integrated into the design 

of the allocated space within the building. 
 The external entrance and internal reception area should set the 

mood for the visit and capture the visitor’s imagination. 
 The design should incorporate a variety of media and technology 

display techniques to encourage every visitor’s participation. 

We would envisage four core elements to the centre  

 Archaeology and Geology 
 Mount Brandon  
 Culture and Language 
 St. Brendan the Navigator 

These elements would be supported by an auditorium, classroom/training 
room, retail and food. 
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Entrance and Zone One 

 

The layout of the centre would be 
designed so as the visitor walks 
through the display areas following 
a timeline from pre-historic ages, 
through the development of the 
landscape following the ice age, 
through the stone, iron and bronze 
age, early settlers. This would be 
the central element of the 
experience and would utilise 
technology, touch screen, multi-
media, and virtual reality. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 4. Samples of a Geology Museum layout 
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Fig 5. Archive Photography of Mount Brandon 

 

 

 

 

 

 

 

Zone Two 

 

The second level would be focusing on historical 
facts relating to the Mountain. Historic villages and 
settlements, promontory forts, WWII plane crash 
sites, pilgrim trail etc. This experience would be 
based around archive footage, photography, multi-
media and storytelling. 

If practical this area could be split over 2 floors or 
on a mezzanine floor with a viewing window/area 
looking out over the Mountain. 
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Zone Three 

 

The third level would be dedicated to 
St. Brendan the Navigator. This 
experience would include the history 
and story of St. Brendan and his 
connections to the area. This 
experience would be a mix of 
storytelling and interactive zones 
using VR where the visitor can 
experience the harsh conditions of the 
Wild Atlantic. This space would also 
incorporate a maritime history 
experience.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig 6. St. Brendan Monument in Fenit and sample of Maritime Museum Exhibits 
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Zone Four 

 

The fourth and final level would be the 
Cultural Experience. This space would 
accommodate the existing Tintean Ceoil 
evenings, but during the day the space would 
be an interactive space where the visitor can 
explore and ‘engage’ with traditional music 
and the Irish language. 

The auditorium space would be an extension 
of the experience and would provide audio-
visual information about the area and would 
also host seminars, talks, and performances. 

The Heritage Centre would also provide 
guided walks to the various sites thus 
encouraging people to re-visit and stay 
longer. 

 

 

 

 

 

 

 

Fig 7. Sample of Audio Visual and Multi Media Displays 
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Element Two: Base Camp 
 
Given the huge increase in popularity of outdoor activities in recent years 
(particularly adventure sports), there is an opportunity to market the area 
as a prime ‘Outdoor Recreation Destination’ 
 
The National Trails Office3 identifies recreational trails as ‘a very effective 
way of managing recreational activity in the outdoors and protecting the 
natural environment’.  Trails provide access for walking, wheelchair 
recreation, cycling, horse-riding, canoeing and kayaking, etc. and make it 
easier for people to be active in the outdoors.  They make areas accessible 
in a safe manner and connect people to the natural environment and 
heritage in urban and rural areas.  The NTO highlight the benefit of trail 
access for communities as they increase overall physical activity. Research 
from the United States (US) and United Kingdom (UK) found such activity 
increases significantly once the routes are developed and promoted.   
 
Kerry is recognised as a prime destination in Ireland and Europe for 
Adventure Sport Tourism. Cloghane and Brandon is the perfect location to 
develop as an adventure sport and activity destination. 
 
In September 2015 Explore More Outdoors Ltd.4 prepared a preliminary 
report on the potential to develop a Mount Brandon base camp in 
Cloghane. A Summary of the aims and project actions are provided here: 

 
                                                           
3 
http://www.irishtrails.ie/National_Trails_Office/Publications/Trail_Development/Guide_to_Plan
ning_and_Developing_Recreational_Trails_in_Ireland.pdf 

 

 

 

Aim of project: 

 To develop a centre of excellence for walking, hillwalking and other 
mountain pursuits in the Cloghane/Brandon area to retain existing 
walkers and to attract new ones there, expecting that a percentage 
will require accommodation, food & refreshments and 
entertainment while they are there.  

 To provide employment for 5-6 local people as guides/facilitators.  

 To help put the North side of the Dingle Peninsula (Muintir an Leith 
Triúigh) on the "Go To" map.  

Project Key Objectives: 

 To attract new walkers to the area (domestic & international) 

 To encourage walkers to stay longer and to return to the area  

 To support access to walking in the area for family groups 

 To encourage users of the Wild Atlantic Way to stay  

 To encourage walkers on the Dingle Way to spend some more time 
in the area 

Project key actions / activities: 

4 www.exploremore.ie 
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 Develop a full range of facilities to attract and support walkers, 
including; - Safe parking - Toilets, changing rooms & showers - Tea 
Room & eating area - Camping facilities & drying room - training 
room & gear hire facility - Camper van stands. To build on the 
successful business model that has been created by Cronin’s Yard 
in Killarney.  

 Develop a strong brand (Mount Brandon Base Camp) and establish 
a compelling presence on echannels (website & social media), with 
Fáilte & Tourism Ireland, at relevant trade shows 

 Train local people to become walking guides (lowland & upland) 
and support them achieving the relevant BOS qualifications 

 Catalogue a range of walks to appeal to walkers of all abilities and 
experience levels and make them available in an attractive, 
useable and accessible format  

 Develop themed walks to add to the proposition and to attract 
families and passing visitors who might not be inclined to 
undertake more strenuous walking 

 Develop an Audio-Visual experience to promote the facility and as 
an attraction in its own right 

 Ensure active participation by local people to ensure maximum 
economic & social benefit to the community   

 Build on the successful Hillwalking and Music Festival that takes 
place every Easter.    

 
 
With the growth in adventure tourism and the likelihood that the next 
Fáilte Ireland Platform for Growth Programme will be focused on Activities 
and Adventure, the timing is right to develop the destination as a walking 
and hiking centre combined with other activities such as biking and water 
sports in the area.  

 
The development of the base camp will also be a key priority in the Dingle 
Peninsula Visitor Experience Development Plan.  
 
The Base Camp will be incorporated into the main building and will include 
toilet and wet room facilities. Hikers/walkers can avail of a meeting room 
for safety de-briefings if travelling in groups. 
 
The coffee dock will also be available. There will be sufficient on-site car 
parking and coach parking. 
 
The centre will also provide space for bike hire and equipment hire 
businesses to operate from the base camp. 
 
Given the location of the site it is recommended to investigate the 
potential to develop a new route to start from the site and to join the 
existing route. This will prevent people from having to leave base camp go 
back on the main road and walk to the start of the trail. 
 
There is a potential market to develop sustainable guided walks of the 
Mountain and other trails. The aim of this would be to protect the 
Mountain from damage resulting in increasing numbers of visitors using 
the trails. This would create employment opportunities for local guides and 
activity providers. 
 
A number of activity and learning programmes for groups, schools, colleges 
and special interest tours could be developed which would combine 
classroom learning with field trips. 
 
Full weekend or weeklong activity and learning programmes including 
residential packages could be delivered from the centre.  
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Element Three: Enterprise Space  
 
The development of enterprise space and centres in rural areas is a key 
strategy within the Action Plan for Rural Development, Project Ireland 
2040, Kerry County Development Plan and Kerry Local Economic Plan. 
 
As a result of the strategic focus on the development of enterprise space, 
many units have been developed in new buildings or in renovated existing 
buildings in rural towns and villages. 
 
These spaces include office space, co-working and hot desk space, food 
incubation units, makers spaces and fab-labs and craft workshop/studios. 
 
There are mixed reviews of the success of these spaces, with some doing 
extremely well while others are struggling to attract sufficient numbers of 
tenants. The reality is that units in rural areas are more difficult to attract 
tenants than town centre locations.  
 
Food incubation units provide a cost-effective solution for start-up food 
businesses or established food businesses which require more space to 
meet production demands. The units are fully fitted and are rented at 
flexible rates and terms. Food units are costly to develop and are not easily 
adapted for other use, if required.  
 
Maker spaces or creative (artists, crafts people) studios can also be 
expensive to fit out and usually have a high turnover of tenants. 
 
 
 

 
 
 
 
 
 
For the purposes of this report it is recommended that the following types 
of space is focused on: 
 
Mix of single offices and larger offices to accommodate teams of up to 5 
people. Given our experience in the development of Enterprise Space, this 
is where the main demand is. It is unlikely that large companies would be 
interested in establishing in the area given its proximity to existing space in 
Tralee and Dingle. 
 
The types of businesses to be targeted would include start-ups and 
established self-employed individuals working from home. 
 
The space would also target remote workers who are allowed or in some 
cases encouraged by their companies to work from home. They often want 
to get out of the house and work from a dedicated space or hot desks. 
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By designing open spaces that can be later fitted out with partition-
based office systems makes the space more flexible. The first phase of 
enterprise space should be focused on attracting up to 5 or 6 permanent 
businesses and space for a maximum of 6 ‘hot-deskers’ on any given 
day.  
 
Fig. 8 shows an example of a similar layout in HQ Listowel Co Working 
Space. This area was an open plan space of 95m2 converted to include 
5 single partitioned glass office pods and 6 hot desks plus a lounge area.  
The space also has a two-person office.  
 
If operating at full occupancy with full time hot desk use this space can 
generate a monthly income of €3,000 (based on a rate of €350 per office 
and €200 per hot desk for full time use. 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

        

  Fig 8. Layout of the co-working space in HQ Listowel 
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Fig. 9 Sample office layouts showing mix of individual offices alongside open plan co-working space. 
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Element Four: Retail and 
Workshop Space 
 
It is proposed that the building would incorporate a number of 
units designed within the building but with external door access 
that would be used as retail space for bike hire and equipment 
hire. The option of relocating the community shop from the village 
to the centre was investigated but it would be a risk moving it from 
the main road.  
 
It is proposed to include a small café within the centre, but the 
issue of potential displacement needs to be addressed.  
 
It is also proposed to have a retail space within the centre 
providing opportunities for local craft producers to display and sell 
their goods. Some of the external access units identified for bike 
rentals could also be used as workshop spaces for craftworkers if 
the need was identified. 

 
An alternative would be to develop the bike hire and other units 
as an independent building. This building could be an alternative 
to the main centre if the project is not progressed. This building 
could be accommodated on another site in Cloghane or at the 
Halla le Cheile site in Brandon.  

 
Fig 10. provides an example of a concept design we developed for 
a new public toilet and retail/food concession units in Ballybunion. 
A similar scale building would suffice for rental and toilet units at 
a base camp. 

 

 

 

Fig 10. Concept design for new toilet and concession units at Ballybunion Beach 
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Tourism Market Segments 
 
Visitor Centre 
 
Fáilte Ireland and Tourism Ireland have developed a market segmentation 
model that provides unique insights about each customer segments; their 
needs, their preferences, likes/dislikes, experiences sought, purchasing 
behaviour, influencers, where they get their information and how they 
book.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
The Key market segments within the domestic market are: 

 Connected Families 
 Footloose Socialisers 

The key market segments within the overseas market are: 

 Culturally Curious  
 Social Energisers 
 Great Escapers 
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Relevant Markets for the Visitor Centre and Base Camp 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Footloose Socialisers Great Escapers Culturally Curious 
Profile This segment makes up 15% of the 

domestic market. They are typically in their 
late 40’s, well-educated and travel as a 
group to spend quality time together.  
 

Often couples, approximately 30 years old, some with babies 
or quite young children. 
Most are in serious need of time out from busy lives and 
careers.  
 

They travel as couples or on their own. If 
they have children, they are grown up or 
are left home. Most Culturally Curious 
are around 40 or over. They are generally 
made up of a higher proportion of single 
adults and couples, fewer family groups 
and are slightly biased towards females. 
 

What They Want Meeting likeminded people. Getting away 
from busy routines, relaxing and getting 
out and enjoying themselves. They take 
part in outdoor activities such as hill 
walking, golf, surfing and attend festivals 
and events. 
 

They are specifically interested in rural holidays and travel 
very much as a couple or family. Great Escapers are on holiday 
for a break, to get physical with nature, and to reconnect with 
their partner. They are more likely to take part in slightly more 
strenuous, but not extreme, exploration and are more 
interested than other segments in getting connected to 
nature especially the more remote and exciting places.  
 

They want to expand their experience by 
exploring new landscapes, history and 
culture. They are looking for authentic 
experiences. They want to learn and are 
interested in connecting with locals and 
guides.  
 

Typical Duration of 
Stay 

1 to 3 days (normally short/weekend 
breaks). 
 

Shorter Breaks. 
 

Varies from short breaks to longer 
breaks. 
 

Typical 
Accommodation 

Mostly holiday homes and rentals. 
 
 

Hotel, Self-Catering. 
 

Hotels, Self-Catering and B&Bs within 
access to scenic locations and walks.  
 

How to target Review websites, booking agent sites, 
social media (word of mouth, referrals). 
 

Online, Social Media, Referrals, Targeted Media 
(articles/ads). 
 

Targeted media (print and broadcast). 
SEO and AdWords on search engines. 
 

Relevance of this 
segment to 
Brandon/Cloghane 

Provides an opportunity for groups of 
friends to engage in fun and adventurous 
activities while providing a range of social 
activities and evening time entertainment 
locally or in Dingle or Tralee 
 

Ideal for those Great Escapers who want to get away to a 
remote and exciting place where they can connect with 
nature. There are a variety of outdoor activities around the 
area. They can be in quite remote areas while still have the 
choice of an urban setting nearby (Dingle and Tralee) 
 

There are numerous historical and 
heritage sites locally and the area is 
steeped in history, heritage and culture. 
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Adventure Tourism 
 
Kerry’s countryside and coastal areas, mountains and lakes, woodlands, 
bog lands and national parks provide outstanding environments for a range 
of adventure pursuits, both soft and hard.  
 
Growth in demand in more recent years, based on anecdotal reports and 
reflecting the pattern of passenger arrivals into the country, has seen some 
improvement in the level of visits outside of the peak months. The growth 
of adventure sports events around the county has been a welcome 
development in recent years. This growth has boosted visitor numbers and 
spend particularly during the shoulder periods. 
 
Wellness Market 

The wellness market is estimated to be a $3.4 trillion market globally. This 
includes; 

 Healthy eating, nutrition and weight loss 
 Preventative and personalised health 
 Complementary and alternative medicine 
 Beauty and anti-aging 

The global wellness economy was worth $4.22trn in 2017, according to the 
global wellness institute (gwi)5. The growing wellness tourism market was 
worth another $563bn while the fitness and mind-body market which was 
worth $542bn. 

                                                           
5 https://globalwellnessinstitute.org/ 

A booming wellness travel industry is now worth €529 billion globally, 
according to the global wellness institute. 

The wellness economy is alive and kicking in Ireland too. according to a 
recent report by research firm euromonitor6, it is worth around €2bn a year 
and this is likely to rise to around €2.3bn by 2020. 

The wellness revolution is largely being driven by consumers and their 
quest for healthier lifestyles and habits, some of which have been triggered 
by our inherent insecurities about our physical, and mental selves. 

Although the wellness offering represents a large proportion of fitness and 
nutrition products & services, there is a growing area in the provision of 
wellness retreat for both domestic and international visitors. 

Learn to Market 

Visitors want pleasure-rich experiences, but they also want to feed their 
other interests - learn additional skills, undertake self-improving activities 
and try new experiences. 

Holidays remain an important and prized release from daily stresses and 
strains. However, for an increasing number of tourists, the very concept of 
holidays has evolved to encompass a more complex set of requirements.  

The ‘learn to’ market is an increasing market, which is been focused on by 
Fáilte Ireland. This market is visiting with the aim of learning something 
new or improving on their existing knowledge. 

Key areas that are included in this segment would be Irish Language, Irish 

6 https://www.euromonitor.com/health-and-wellness-in-ireland/report 
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music, Gastronomy, Irish Literature, Irish Dance, and Crafts. 

Again Cloghane/Brandon is primed to target this market. 

Experiential geography, archaeology, ecology and history programmes 
should be developed utilising the natural assets and landscape. 

Ecotourism 

According to Ecotourism Ireland, Ecotourism is highly suited to tourism 
development in un-spoilt locations as it can create jobs and income 
without destroying or degrading the natural or cultural assets that the 
visitor has come to see. Like no other industry, Ecotourism gives natural 
un-spoilt areas an economic value, but this goes hand in hand with actively 
creating benefits for nature conservation and focusing on reducing 
environmental impacts. 
 
Ecotourism is often carried out in small groups and tends to be focused on 
enjoying the best nature experiences available in an area, meeting local 
people, enjoying local food and gaining real insights into the area being 
visited. 
 
Geo-tourism 
 
While Ecotourism is concerned specifically with ecology and the 
preservation of nature, Geo-tourism is concerned with the geographical 
area, which, not only includes the environment, but encompasses culture, 
cuisine and the arts. 
 
According to the National Geographic Geo Tourism is:   

 Environmentally responsible - committed to conserving resources 
and maintaining biodiversity. 

 Culturally responsible - committed to respecting local sensibilities 
and building on local heritage. 

 Synergistic - bringing together all elements of geographical 
character to create a travel experience that is richer than the sum 
of its parts and appealing to visitors with diverse interests.  

 
Enthusiastic visitors bring new knowledge home, telling stories that send 
friends and relatives off to experience the same thing—a continuing 
business for the destination.  
 
National Geographic works with local communities, regions, states, 
countries, and organisations to build coalitions and products to support 
Geo-tourism marketing and stewardship based on local knowledge and 
needs.  
 
Products include Geo-tourism map guides, printed maps, and mobile apps 
built around places and themes submitted by local people and editorially 
reviewed and vetted by National Geographic to provide a comprehensive 
guide to the places most recommended and respected by locals.  
 
These products are created, maintained, and promoted in collaboration 
with a local Geo-tourism stewardship council that is convened by National 
Geographic with representatives from local public, private, and civic 
organizations, including conservation, tourism, preservation, business, 
government, and transportation. 
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Growth in the Staycation Market 

More people are opting to stay in Ireland for their holidays. This is due to 
several factors including increased family holiday options, better value if 
booking outside peak season, increasing costs of air travel and also the 
impact of the ‘green wave’ on air travel and overseas trips. 

 

Fáilte Ireland Focus on Emerging Markets 

With many challenges on the horizon for the tourism industry, including 
uncertainty around Brexit, Fáilte Ireland is urging businesses to diversify 
into new markets, with a focus on China as the biggest outbound tourism 
market in the world. 

Chinese tourists are different than the traditional holidaymakers and 
offering the right kind of service is crucial to success within this market. 
The Get China Ready Programme is a Fáilte Ireland initiative developed in 
partnership with Tourism Ireland and Tourism Northern Ireland with the 
support of the Centre for Competitiveness, the licensed provider of COTRI 
(China Outbound Tourism Research Institute) programmes in Ireland. 
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Tourism Market Analysis 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Source: Fáilte Ireland 

Growth in Tourism Numbers 

Britain is Ireland’s single largest market, however 2017 marked a decline in British visitor 
numbers. This loss was offset by strong growth from the US Market. 

Source: Fáilte Ireland 

From discussions with people working in the industry across the County, anecdotal 
evidence suggest visitor numbers for the first part of 2019 are significantly down 
(approx. 20-30%) from the record highs of 2018. 

This could be due to uncertainty around Brexit, increasing costs, issues with airlines 
(planes being grounded) and also when compared to the unprecedented highs of the 
2018 season.  

Overseas Visitors to  
Co. Kerry 

2016 2017 

Number 1,076,000          1,277,000  

Revenue €270m €337m 
 

Domestic Visitors to  
Co. Kerry 

2016 2017 

Number 844,000      964,000  

Revenue  € 196.1m  €    205m  
Source: CSO 

 

Sharp decline in the UK 
Tourism Growth. As the 
UK is a strong 
destination for many of 
the traditional and 
emerging markets, this 
could present an 
opportunity for visitors 
looking to an 
alternative, but similar 
destination. 
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The Killarney Tourism Economic Impact Review (TIER One) estimates that 
on average 1.1m people visit Killarney each year. The Dingle Peninsula 
Tourism Alliance also estimates 1m plus visitors to the Dingle Peninsula 
each year. 

The challenge historically has been to attract visitors to stay in the area 
(specifically overseas visitors). Areas such as Castlegregory, Cloghane, 
Brandon and Annascaul are underperforming in terms of visitor numbers 
and as a result are not experiencing anything like the impact of visitor 
numbers in Dingle. 

Seasonality is continuing to be a factor in all areas but particularly in areas 
outside of the main tourist towns. 75% of the holiday demand in the South-
West region occurs between May and October, which is probably 
representative of season spread of demand in Kerry. 

As is outlined in the financial section of this plan, the Heritage Centre would 
need approximately 30,000 visitors per year to break even. To put this in 
context of attractions elsewhere on the peninsula, Dingle Ocean World 
receive about 130,000 visitors per year and the Blasket Centre receives 
about 50,000 visitors per year.  

If the Heritage Centre is designed to a high standard and provides a 
relevant, interesting and sought-after experience, it can be marketed to 
existing operators coming into the County. It can also be heavily marketed 
to the domestic market and specialist and educational groups. 

 

 

 

 

Market Segments for Enterprise Space 
 
The Primary Market for the Enterprise Space would be: 
 

 Local start-up or small businesses 
 Remote Workers 
 Visitors staying in the area looking for flexible workspace 
 Existing or start-ups providing bike hire and equipment 
 Existing or start-up artists and creatives 

 
The building would also provide space for community use, without 
comprising or displacing services being provided out of the existing Halla. 
 
Office space would also be occupied by CFLT Management and Admin.  
 
It is difficult to determine the demand for office space locally. There have 
been some enquiries about space, but it is only once a space is developed 
and marketed properly, can one estimate the need. There are many people 
travelling from the Peninsula to Tralee each day that could possibly work 
from suitable space. A key factor is the availability of affordable space with 
flexible terms that are turn-key and have high speed broadband. 
 
The Dingle Innovation Hub is almost at capacity and although it is planned 
to develop more enterprise space, this will in the medium to long term. 
There is a small hub in Camp, but there are no other hubs between there 
and Tralee.  
 
Given the number of holiday homes and visitors to the area, there would 
be a market, albeit, seasonal for temporary space for people who want to 
work remotely while down in the area with family over the summer 
months. 
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Marketing Strategy 
 

The key to success of the centre and in particular the heritage centre 
element of the project is strong marketing and sales. It is important 
therefore that a manager with relevant marketing experience is recruited 
from the outset i.e. once construction is under way. 
 

Brand Management 

Effective and consistent marketing of the unique experience to the 
domestic and international visitor needs to be developed and sustained, 
and the market and customer focus of each part of the experience should 
be further developed. 
 
The focus of the brand and marketing strategy is to promote the centre as 
a destination to visit for different market segments. 

It is recommended to look at developing a strong brand, that will appear 
on all marketing materials, online campaigns, ad campaigns, post cards, 
signage and merchandise. 

By using a concept like ‘The Brandon Experience’ allows for a consistent 
message and branding across all business units. The word experience can 
also be used in promoting all aspects of what is offered. E.g. Experience 
Tradition, Experience Culture, Experience our Heritage, Experience 
Christmas at Brandon etc. 

 

 

 

 

 
Promotional Strategy 

The promotional activity can be summarised into: 

 Brand promotion 
 Targeted Consumer marketing campaigns and promotions 
 Tourism content development – itineraries, bundles, photography 

and video 
 Travel trade campaigns and partnerships 
 Industry leading utilisation of digital and content channels 
 Public relations and media 
 Media and travel trade familiarisations 

Digital Strategy 

Website 

A website will be developed with video and photography content with links 
to social media platforms. An online booking system to purchase tickets 
should also be included on the site. The site will be an extension of the 
centre allowing people to learn more about exhibits and about the area. 
Guidebooks, maps and audio files can be downloaded.  

An app would also be developed which would be downloaded for tours and 
walks and would also sync with the interactive displays in the centre. 

Social media is now the key marketing tool for destination marketing. We 
know that 4 in 5 European travellers own a smart phone, tablet or laptop; 
different devices are used at different times of the day and at different 
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stages of the booking process. Evocative imagery through video is the 
optimal choice amongst visitors. A social media strategy will need to be 
developed and will form the main part of the marketing plan and will seek 
to engage rather than broadcast, to target specific audiences with tailored 
and timely information, create a sense of demand and encourage content 
sharing and sending. 
 
Travel and tourism depend heavily on the use of word-of-mouth to spread 
opinions and recommendations, and social platforms such as Twitter and 
Facebook allow customers to easily share tips and suggestions, which can 
be enormously valuable when positive.  
 
 
Digital Marketing Objectives 

 
 Ensure customer information is accurate, up to date, and easy to 

access – clear first point of contact for customers, and stronger on-
going relationship with the customer segments. 

 
 Encourage more visitors to recommend the Experience. 

 
 Encourage visitors to share their experience with friends and 

relatives. 
 

 Build relationships with the media via a digital marketing strategy, 
including print and social media, travel bloggers/ writers etc., at 
home and abroad. Approximately 84% of people trust online 
reviews as much as a personal recommendation, and more than 
half will visit a business's website after reading a positive review., 
according to the results of a BrightLocal7 survey.  

                                                           
7 www.brightlocal.com 

 Social media influencers can carry a great deal of weight when it 
comes to social media marketing, and that holds true on 
Instagram, too. Sharing an image featuring an influencer in your 
niche (with their permission) can drive engagement and peak user 
interest. 
 

 Focus on authentic content and being highly active on social 
media. The aim is to promote the story and experience on 
platforms where people are present using high quality images and 
video and promoting authentic user content and sharing through 
hash-tag campaigns. 
 

 Every business operating from the centre (bike hire, guides, activity 
providers) needs to put in place a management system to monitor 
and respond to customers on social media as social media is now 
an online customer service channel. This is a cost (both financial 
and time) that should be factored into a marketing budget. 
 

On-site Marketing 

Attractive and welcoming signage should be located at the junction on the 
R550 and R560. The entrance to the site should be well designed and 
landscaped with detailed information sign as to what is in the centre. 

The reception area should promote activities within the centre and the 
area. All staff should be promoting activities and things to do in the area.  
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Clear information points with maps and guides should be provided at the 
reception areas.  

Print materials on café tables (e.g. reverse side of menus) should also be 
used to promote the area. By installing wall mounted screens, advertising 
and promoting aspects of the Experience and things to do in the 
surrounding area would be seen by visitors as they queued for food. 

Traditional Marketing 

Direct 
Marketing 

 Tour Operators 
 Online Travel Agents (OTA) 
 Travel Agents 
 Ground Handlers 
 Tourism Sector 
 Targeted Groups (schools, clubs, societies, 

international students) 
 Diaspora Networks 
 

Networking  Fáilte Ireland, Tourism Ireland, Local Tourism 
Organisations,  

 Local Tourism Industry providers – familiarisation 
trips and information workshops/packs 

 Tour operators, travel agents,  
 Destination management companies 
 Corporate and incentive planners 
 Travel media, influencers and bloggers 
 

Trade and 
Consumer 
Events 

 Tourism Ireland Events 
 Emerging market events and initiatives  
 Irish Festivals 

 

Media 
Advertising 

 Targeted magazines 
 Targeted Newspapers 
 Guidebooks 
 Targeted TV Advertising 
 

Public 
Relations 

 Targeted Articles and Reviews 
 Travel Media events – previews, press releases, 

familiarisation events 
 Publicity Campaigns at events (Sporting Events, 

Festivals, and Heritage Week etc.) 
 Radio and TV Interviews, publicity opportunities 
 Sponsorship (in-kind i.e. use of venue, free passes, 

free programmes etc.) 
 

 

Targeting Enterprise Space Tenants 

This would mainly involve: 

 Word of Mouth Referrals. 
 Networking through Kerry LEO, Údarás, Skillnets, NEWKD, 

Chambers of Commerce. 
 Social Media. 
 PR Launch. 
 Local Small Ads. 
 Networking with other remote work and co-working hubs and 

networks such as Grow-Remote. 
 Notifying accountants, business advisors and banks enterprise 

staff. 
 Advertising direct to holiday homes – remote work options. 
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Implementation Structure 
It is proposed that Údarás na Gaeltachta 
take on the responsibility of the lead 
partner on the project and secure the 
finance to develop the project. If this 
project is not to proceed, an alternative 
smaller project should be looked at for 
another property in Cloghane or at the 
existing Halla in Brandon. 

A project team comprising Údarás na 
Gaeltachta, CFLT representative and 
possible external advisor should be 
formed to oversee the first stage of the 
project. 

On completion of the construction of the 
project, CFLD would negotiate a long-term 
lease on the property from Údarás. 

CFLT would be responsible for all 
operations and marketing the property. 
CFLT would also be responsible for 
employing necessary staff. 

Fig. 11 shows an outline of the proposed 
management and operational structure 

 

 
Development Stage   Post Construction/Operational Stage 
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Investment Required 
 

Indicative Cost Analysis 

The Cost Analysis provided here is based on general construction cost 
averages8 and review of similar cost analysis for other museum and visitor 
attractions. Interpretative design consultants such as EVENT 
(www.eventcomm.com) recommend a budget of a minimum €4,000 per 
m2 for fit out of modern visitor attractions . The indicative budget here is 
based on clever use of more affordable and off the shelf technology to 
minimise the cost. E.g. use of touch screen pc’s and tablets with preloaded 
content. Use of VR technology to reduce physical fit out. Partnering with IT 
Tralee and other Universities around content design. 

The building will also be of a simple structure, rather than a complex 
design. Externally, the building should be attractive and complement the 
surrounding landscape and this does not need to be comprised if using a 
simple design using practical finishes. 

Professional fees and contingencies are factored into the indicative cost 
schedule.  

The final cost schedule for the project will only be know after a full detailed 
site plan and design plan including all required site works, services, 
construction costs, M&E Costs, Fire and DAC and required planning reports 
are completed. 

 

                                                           
8 https://scollarddoyle.ie/cost-guide/ 

 

 

It is recommended that at the tender stage for the design and planning, a 
detailed brief with required space allocation and indicative budget is 
included in the tender brief.  

Potential Funding Sources 

Grant Aid 

Rural Regeneration Development Fund 

The Rural Regeneration and Development Fund is a commitment of €1 
billion by government to be invested in rural Ireland over the period 2019 
to 2027. The Rural Regeneration and Development Fund can fund projects 
including: 

 projects that support job creation, entrepreneurship and 
innovation in rural areas (for example: development of Digital 
Hubs, Enterprise Hubs, Creative Hubs, or training facilities) 

 enhancement of heritage and/or other community assets 
including the provision/enhancement of recreational or leisure 
facilities. 

As a general rule, the Fund will provide up to 75% of the total project value, 
with at least 25% to be provided in matching contributions by the 
applicants. A minimum of 10% of matching contributions must be in cash. 
Match funding may be in the form of a combination of wider Exchequer 
and/or State sector expenditure, Local Authority investment and/or land, 
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community investment, philanthropic contributions, private sector 
investment (where appropriate), or other asset contributions. 

Funding applications for Category II Projects will be open later in 2019. This 
Category is for projects that are at pre-design and planning stage.  

The lead applicant for this project would be Údarás na Gaeltachta. 

Fáilte Ireland 

Current grant aid from Fáilte Ireland under the Platform for Growth 
Programme is for projects with estimated costs of excess of €2.5m. This 
project although potentially costly is outside of the scope of this capital 
grant programme. 

There may be potential funding aligned with futures strategies proposed in 
the future Dingle Peninsula Visitor Experience Development Plan. There 
may also be additional one-off small-scale grants in the future. 

LEADER Funding 

The current LEADER Programme is due to cease in 2020. Existing budgets 
are either depleted or fully drawn down. There may be potential to apply 
for funding under the tourism budget.  

The funding under the current programme is 75% of eligible costs up to a 
maximum €200,000. 

Social Finance 

As grant aid is typically at around 75% of eligible costs, any project will 
require matching funds. As grant aid is drawn down based on approved 
expenditure, bridging finance to provide initial cashflow is also required.  

The two main sources of social finance in Ireland are Clann Credo and 
Community Finance Ireland. Both offer loans for community-based capital 

projects. They differ from commercial banks as they focus on the 
community or social objective as well as the economic objective of the 
project. Interest rates are similar, but a key advantage is that directors’ 
guarantees are not sought on the loans. 

Fundraising 

A project of this scale would require annual funding for up to 3 years to 
subsidise shortfall in revenue generated from the activities within the 
centre. This would be done through annual donor/sponsor fundraising 
programme. 

Tax advice should be sought on the option of CFLT applying to Revenue as 
an approved body for tax relief on donations. This would result in CFLT 
claiming additional funding through revenue on any donation over €250 
made by a PAYE worker.  A donation of €250 is worth €360 to the project 
when the tax relief is factored in. 

CFLT could establish an annual donor or ‘friends of’ membership 
programme targeted at individuals, corporates and also seek philanthropic 
support towards the development of programmes within the centre.  

It is Recommended that Údarás na Gaeltachta take on the role as lead 
partner on the project and seeks funding under the RRDF Programme. 
Údarás would be required to provide the matching funding. On completion 
of the project, the Centre would be leased to CFLT at a negotiated rate that 
would see a return on investment for Údarás while at the same time 
providing some financial viability for CFLT as the operating company. 
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Operating Cost Analysis 
 
Assumptions 

Lease Payment 

It is assumed that CFLT will be leasing the property form Údarás na 
Gaeltachta on a long-term lease basis. The terms of this lease will need to 
be negotiated in time but for the purposes of this plan the annual lease 
payment is set at €45,900 which equates to typical commercial rates of 
between €45 and €50 per m2. It is recommended that CFLT negotiate a 
scaling rate per m2 for different parts of the building. It would also be 
recommended that a moratorium on payments would be negotiated.  

For the purposes of the cashflow analysis – the rate is set at €49,500 per 
annum with no Moratorium. 

Loan Repayments – no loan has been factored into the investment as it is 
recommended the project is financed by Údarás. There may be a 
requirement for working capital or short term to mid term loan finance to 
provide cashflow for the initial years. This will certainly be the case if the 
lease payments are due from Year 1 and/or the fundraising target is not 
achieved. 

Staffing Costs 

Title Cost 
Manager €50,000 
Part-time Administrator €15,000 
Guides – 1 FT Shoulder and 2 FT Peak €12.50 per hour 
Café - 2 FT 1 PT Shoulder and 3 FT Peak €10 per hour 
1 Full Time Maintenance €12 per hour 

 

 

 

 

 

Two cashflow scenarios are presented. One includes salaries for a Centre 
manager and administrator, and one excludes the manager and admin 
salary if the centre is to be run by the existing CFLT management. 

It is recommended that a Manager is recruited to develop and market the 
centre. The centre will also require reception staff, guides, administration 
and maintenance staff.  

Reception and guide costs will be seasonal. In order to minimise salary 
costs, where possible employment schemes such as CE, RSS, and TÚS 
should be used as well as student placements. 

Staff roles will also be interchangeable with people covering both 
reception and café and guides. 

Retail units will be leased to private operators. The option of outsourcing 
the operation of the café space can be looked at but for the purposes of 
the business plan, it will be run by CFLT.  

Other Costs 

 Insurance and utility costs are estimates. 
 Maintenance and repairs will be relatively low for the first 5 years 

and increasing thereafter. It is recommended that a reserve fund 
be set up to cover reinvestment in the facility every 3 to 5 years 
to keep the visitor attraction fresh. 
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Revenue Analysis 
Visitor numbers are underestimated in the initial years and are well below other 
attraction’s visitor numbers in the area or around the County. 

Café Retail is based on average spend and margin per customer purchasing food 
and items in retail units. The café will be selling coffees, sandwiches and pastries. 
No food production on site. 

Education programme revenue is estimated and is based on school tours (mid- 
terms and summer), activity and learning programmes, mid-term camps, special 
interest programmes, talks and seminars for individuals and groups. 

The total Revenue at full Capacity for the Enterprise Space based on the space 
allocation recommended is €60,000 per annum. The projected income is based on 
achieving 30% occupancy in Year 1 scaling to full occupancy after year 5. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Office No. p/m p/a total 

Individual Offices 5  €       350   €      4,200   €    21,000  

Team Offices (2-5 people) 3  €       500   €      6,000   €    18,000  

Co-working space (avg. 3 FT per month) 3  €       200   €      2,400   €      7,200  

CFLT Office (2-5 people) 1       

Retail Units 3  €       400   €      4,800   €    14,400  

          

Total Revenue at Capacity        €    60,600  
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Cashflow Analysis 
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Final Conclusions and 
Recommendations 
 

The development of the Mount Brandon Base Camp Centre incorporating 
a Heritage Centre and Enterprise Space would be a socially and 
economically viable development in Cloghane. The area has huge potential 
as a visitor destination and is without doubt a hidden gem on the Wild 
Atlantic Way. The following outcomes are required for the area: 

 Developing basecamp facilities at the foot of Ireland’s second 
highest Mountain. 

 Promoting the areas archaeology, geology, culture and heritage to 
an interested worldwide and domestic visitor market. 

 Providing opportunities for guides and activity providers to 
develop businesses in the area is also a priority with the absence 
of other employment opportunities.  

 Encouraging the existing visitor numbers on the Dingle Peninsula 
to ‘wander’ off the normal routes and extend their stay in the area. 

 Take advantage of the growing demand in Cultural and Activity 
Tourism 

The development of the proposed facility as outlined in this business plan 
will achieve these outcomes and also act as a catalyst to develop and 
sustain the local community through increased visitors numbers, creating 
sustainable local employment, and providing a focal point for the local 
community as a social, educational and enterprise space. 

This project will have both a social and economic impact. However, for this 
project to move from concept to design and planning stage and eventually  

 

 

 

 

to construction stage, it is imperative that the project is led by Údarás na 
Gaeltachta. CFLT as a community & voluntary organisation will not have 
the capacity to raise the finance required to develop a multi-million-euro 
project.  

The cashflow analysis shows that the project once operational will 
potentially be in positive cash flow by Year 3 or 4. The revenue assumptions 
provided are realistic as the visitor numbers are underestimated and the 
target to be fundraised and the other revenue streams are attainable. 
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It is recommended that the following steps are now 
taken  

1. Draw up preliminary heads of agreement between CFLT and 
Údarás na Gaeltachta re the development of the site i.e. lead 
applicant on funding proposals, design brief, tender process, 
project management post funding and operational/management 
structures (terms) post completion. 

 
2. Apply for funding under Category II Rural Regeneration 

Development Fund (through Údarás na Gaeltachta) for funding to 
develop the masterplan and bring the project through planning 
and procurement. 

 
3. Base the design brief on one building structure to incorporate: 
 

 Mount Brandon Heritage Centre – interactive visitor 
experience and education centre. 

 Enterprise Space – mix of single offices and larger team offices. 
This space would also accommodate CFLT administration 
offices and meeting room for enterprise and community use. 

 Retail Units – bike and equipment hire, coffee dock, craft retail. 
 Craft Workshop Units. 
 Base Camp Public Toilet and Wet Rooms. 
 Outside green areas and seating areas. 

 
4. A project management team including representatives from 

Údarás na Gaeltachta and CFLT should be formed to oversee the 
planning, development, funding and subsequent construction 
phase. 

 
 
 
5. Apply for funding to Fáilte Ireland under current and future capital 

programmes (Platform for Growth Programmes) or potential 
funding allocated towards actions under the Visitor Experience 
Development Plan for the Dingle Peninsula. Identify all other 
potential sources also at that time.  

 
6. Following completion of the construction, CFLT would take on the 

management of the centre on a long-term lease basis from Údarás 
na Gaeltachta. The terms of this lease would need to be negotiated 
at that time, but the terms should allow for a return on investment 
to Údarás while also being favourable enough to make the centre 
financially viable for CFLT. 
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