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Report from Regional Director, Edinburgh and East C entral 

Area Tourism Partnership, Friday 13 th June 2008  
 
 

1. VisitScotland Restructure/ staffing matters  
 
Staffing update – Following our recent restructure we have an update on staffing. 
 
Sinead Guerin  – Regional Director for Edinburgh and East Central Scotland. Covering 
Edinburgh and Lothians, Falkirk, Stirling and Clackmannanshire, Sinead will be 
representing VisitScotland in all its strategic stakeholder engagement activity at regional 
and local levels. 
 
Manuela Calchini  – Regional Business Development Manager –heads up local 
business engagement team; joined by Alasdair Maclauchlan , Business Relationship 
Manager. We are currently recruiting for a second BRM and will advise on the 
appointment as soon as they are in post. 
 
John Beattie  – Regional Visitor Services Manager – looks after day to day running of 
TICs in Edinburgh and East Central region. 
 
Pamela McMahon  and Siubhan Daly  – Local Authorities Business Development 
Managers. Pamela has responsibility for City of Edinburgh Council and Siubhan for East 
Lothian, West Lothian and Midlothian. 
 
Kathryn Macdonald  - Product Manager, Edinburgh  
Kirsten Bell  - Marketing Executive, Central (Edinburgh, Lothians, Fife, Stirling). 
 

The wider UK & Ireland marketing team will also help to promote Edinburgh and 
Lothians through their various national activities. Our UK & Ireland Marketing team is 
now structured to give more focus on our marketing segments so that our marketing 
activities will be very targeted and best suited to the audience, for example the 
Product Manager for Events and Festivals and the Product Manager for Edinburgh 
will focus on the consumer segment that is interested in city breaks or who will be 
inspired to come to Scotland by an event or festival.  The marketing managers for 
golf, other activities and touring will focus on the market segments who already know 
Scotland or travel here regularly but who enjoy participating in activities and look for 
new things to see and do.  

 
Sarah Williams  – Edinburgh Pass Manager 
Alison Rowe  has recently joined the Edinburgh Pass team as Edinburgh Pass 
Assistant. 
 
Tracy Logan  – Strategic Relations Executive, covers local industry, corporate and 
political communications, including monthly industry eUpdate and Ambitions magazine. 
 
James Lakie  – Regional Press Officer 

 
Information relating to the restructure and contact details for the Business Engagement 
team is posted on www.visitscotland.org  

 
  
2. Tourist Information Centres  
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     TIC figures – Year to date (01/04/08 to 31/05/ 08) versus prior year  
 
Figures for 01/04/08 to 31/05/08 are down compared to the same time last year, however 
this is in part due to Easter falling in march this year. 

 
Centre  Year Visitors Bookings 

2007 102,512 1,345 Edinburgh, Princes Street 
2008 90,146 

-12% 
762 

-43%  

2007 20,961 98 Edinburgh Airport 
2008 19,266 

-8% 
168 

 71% 

2007 6,276 18 North Berwick 
2008 5,529 

-11% 
26 

44%  

2007 3,075 6 
Dunbar 2008 

 
2,536 

 

-17.5% 
 7 

 

16% 
 
 

2007 619 13 
Newtongrange 

2008        698 
12.5% 

       8 
-38% 

         
2007 133,443 

        
1480 Total 

2008 118,175 

 
 

-11.4% 971 

 
-34.4% 

 
 
 

3. Marketing Activity  
 
Easyjet building wrap 
As part of VisitScotland’s joint marketing activity with easyJet to promote low cost flights to 
the capital and short breaks to Scotland, a building wrap, featuring images of Edinburgh’s 
Summer Festivals and shopping in Glasgow, was erected in Belfast.  The building wrap was 
in place from the 1st until the 12th May. 
 
The building wrap activity supports other joint marketing activity between VisitScotland and 
easyJet, which has included: 
 

�  Weekly adverts in local press around key departure airports (London Luton, London 
Stanstead, London Gatwick, Bristol and Belfast)  

�  Weekly adverts in the southern editions of national press  
�  Online advertising on key sites such as MSN and Adviva  
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Taste of Edinburgh 
 
VisitScotland in conjunction with 
Edinburgh City Council, 
EventScotland and Scottish Enterprise 
have sponsored this year’s Taste of 
Edinburgh event, taking place 29 May 
- 1 June 2008. 
 
VisitScotland’s involvement is based 
around promoting Scotland as a food 
destination using Taste of Edinburgh 
as a platform. To leverage this we 
have recruited Sue Lawrence’s 
involvement to gain extra media 
coverage.  Activities we have done 
include gourmet prize promotion in 
Scottish Daily Mail, Sue Lawrence 
promoting Scotland as a food 
destination on TV and radio including 
Fred Macaulay Show  / BBC Scotland, 
Five Thirty Show / STV and branding 
at Taste of Edinburgh event.   
 

 
 

www.eatscotland.com 
 
Rugby Sevens 
 

The Emirates Airline Edinburgh Sevens returns to Edinburgh for a 
weekend Festival of Rugby (31 May – 1 June 2008).  16 teams 
from all over the rugby playing globe will be participating including 
New Zealand, South Africa, Australia, Fiji, England and Scotland. 
 
VisitScotland complemented the SRU’s marketing plan for this 
event by focusing on radio and regional press out-with Scotland in 
and around areas of access and where rugby 
catchments overlap such as Leicester, Bath and 
Gloucester.  This activity reached a readership of 
1,644,422 and listenership of 740,800 and targeted 
titles including Leicester Mercury, Heart 106 and the 
Manchester Evening News.  ‘Win a trip’ competitions 
were offered as part of the promotion with partners 

including the Ramada Jarvis Hotel, Sheraton Grand Hotel and the Apex 
European Hotel. 
 

      
 
 

Press Adverts / Manchester Evening News / Western D aily Press 
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European Cities Websites  
 
VisitScotland’s International Marketing’s Euro-gateway sites (German, French, Spanish, 
Italian, Dutch and Swedish) have now uploaded new and unique 360 degree images of 
Edinburgh.  These include interactive views from Edinburgh’s city centre and Calton Hill.   
 
 

                            
 

www.visitscotlandcities.de 
 
Belfast Telegraph – Spotlight on Edinburgh  

 
In kind support was offered to the Belfast Telegraph for an Edinburgh 
city spotlight insert in April.  The piece was sponsored by easyJet 
and reached a circulation of 94,299.  easyJet fly daily 3 times a week 
from Belfast International to Edinburgh.   
 

 
 
 
 
 
 
 
 
Belfast Telegraph Flyer / Distributed April 2008  
 

 
Consumer e-zines 
 
Monthly e-newsletters are dispatched to our UK and International 
databases.  Recent inclusions are spring and summer Festival messages 
including Taste of Edinburgh and the Festival Fringe.  May inclusions 
should include North Berwick Highland Games, Hopetoun House Summer 
Fair, Midlothian Walking Festival, the Edinburgh Rat Race and the Jazz, 
Book and Mela Festivals.   
 

 
 

April E Newsletter distributed to UK generic databa se / Distributed 
April 2008  
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International Consumer e-newsletter 
An e-newsletter was sent to over half a million consumer contacts across our key 
international markets earlier this month. The June e-newsletter focused on festivals and 
events and included details on Edinburgh’s Military Tattoo, Festival Fringe, Edinburgh’s 
International Festival and the Edinburgh Book Festival.  The e-newsletters also included 
information on direct flights to the capital, for example the Clickair flight from Barcelona to 
Edinburgh in the Spanish version of the e-newsletter. 
 
Business Tourism  
 
Scotland Means Business 
Edinburgh and Lothians businesses took part in the recent (30 April -1 May) Scotland Means 
Business (SMB) biannual workshop, organised by VisitScotland’s Business Tourism Unit. 
 
The workshop is designed to bring together Scottish tourism businesses and buyers from 
key businesses looking to host conferences or corporate functions in Scotland. 
 
Around 50 international meeting planners from across the globe – including buyers from 
Russia, India and Germany - attended the Scotland Means Business workshop, along with 
50 Scottish partners showcasing some of the best venues, suppliers and event providers 
Scotland has to offer. 
 
Among the Edinburgh and Lothians representatives were The Royal Yacht Britannia, 
Dundas Castle, The Sheraton Grand Hotel & Spa, The Scotsman Hotel, Macdonald Marine 
Hotel & Spa, Mansfield Traquair, The Glasshouse, Edinburgh International Conference 
Centre, Edinburgh Castle, The George Hotel, Tigerlilly and The Balmoral. 
 
The next Scotland Means Business Event will take place in November at Gleneagles. 
  
Business tourism is now worth over £911 million to the Scottish economy and each year, 
over 2.8 million business trips are made to Scotland with the average business spending 
more than twice than that of a leisure tourist. 
 
 
Consumer PR Coverage 
 
Elle Canada 

 
Edinburgh has been featured in the May edition of Elle 
Canada magazine, following on from a press trip last 
summer, which VisitScotland’s Consumer PR team 
helped co-ordinate.  The article focuses on Edinburgh 
as one of Scotland’s ‘coolest cities’, alongside 
Glasgow, and highlights what the capital has to offer in 
the way of festivals, hotels, fashion and food and drink. 
The article includes details of Edinburgh’s Festival 
Fringe, Tigerlilly, the Sheraton Grand Hotel, 
Prestonfield and city shopping from high street to 
boutique on Princes Street and George Street. The 
article also highlights VisitScotland’s 
www.cometoscotland.com website for more information 
on direct flights from Canada to Scotland. 
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The magazine has a circulation of 132,951 with an anticipated readership of 1,571,000.  The 
piece has an advertising value of $42,135 CAD with a PR value of $126,405 CAD.  
 
 
 
Luxury Travel Advisor 
Edinburgh was featured alongside Gleneagles in the February 
edition of Luxury Travel Advisor following a press trip 
organised by VisitScotland.  Jennifer Merritt, Associate Editor 
at Travel Agent Magazine, visited Scotland in December last 
year to produce features for travel trade publications Travel 
Agent and Luxury Travel Advisor.  
 
A three-page feature ran in the February issue of Luxury 
Travel Advisor, which highlighted the journalist’s stay at 
Gleneagles and her day trip into Edinburgh (dinner at David 
Bann, Royal Mile Tour, The Scotsman).  
 
This piece reached a circulation of around 11,500 travel trade 
professionals and it has an advertising value of $21,180 and a 
PR value of $63,540. 
 
 
Russian TV Crew visit 
Edinburgh will be profiled to millions of Russian TV viewers next month, following three days’ 
filming in the city arranged and supported by VisitScotland. VisitScotland coordinated a trip 
for a film crew from Russian state television station NTV to shoot in a variety of locations 
around the city last month. 
  
Between Wednesday 28th May and Friday 30th  the crew visited and filmed at a number of 
locations including Prestonfield Hotel, Glenkinchie Distillery, Arthur’s Seat, Scottish 
Parliament,  Mary King’s Close, Princes Street Gardens, The National Galleries Complex, 
Geoffrey Tailor, Edinburgh Castle, the Grassmarket, The Shore in Leith Harvey Nichols and 
Multrees Walk and Stockbridge. 
 
The results will be broadcast in July on the channel’s ‘Tourist Calculator’ show, part of a 
morning magazine programme, broadly similar to ITV’s ‘This Morning’. The ‘Tourist 
Calculator’ programme is shown in three to four slots of around five minutes each throughout 
the morning, and then repeated later in the same week. Each morning’s show attracts 
around 15 million viewers. 
 
Russia is one of our most important emerging markets for leisure tourism. It is now Europe’s 
third largest economy, and the growing percentage of the population that travels is generally 
affluent and focused on high-quality, prestige experiences. 
 
 
EXPO Update 
For the first time three Brazilian travel agents were hosted amongst 1000 others at 
VisitScotland’s Expo, a national showcase of Scottish tourism with over 250 exhibitors, held 
last month in Aberdeen’s Exhibition & Conference Centre. Following the event VisitScotland 
hosted the buyers on a fact finding tour of Scotland, including a trip to Edinburgh. 
 
As a result RCA Tourismo, a Brazilian tour operator has decided to include Edinburgh in four 
new Scottish package holidays, including a Harley Davidson tour of Scotland. As well as the 
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Edinburgh packages, one of which includes a visit to Rosslyn Chapel, VisitScotland Expo 
also stimulated interest in running bespoke Glasgow/Edinburgh holidays. RCA Turismo will 
be offering ‘twin city’ holiday packages to the two cities to visitors from Brazil.  
 
 
 
Homecoming Scotland   
 
There was an overwhelming level of interest in the Homecoming Scotland Themed Events 
Programme and consequently a number of good applications were declined funding simply 
because of limited resources. However, of the 197 applications received Homecoming 
Scotland are please to have funded 58 major events through the Themed Events 
Programme, taking place throughout the year and across the country.  
 
In total, Homecoming has funded five events in Edinburgh, two events in Midlothian and one 
each in East Lothian and West Lothian through the Themed Events Programme. The 
Homecoming team are also supporting The Gathering as part of the Signature Events 
Programme and will be working with a number of Edinburgh’s annual summer 
festivals/events.  Although homecoming Scotland funding is specific to the period from 
Burns’ Night to St Andrew’s Day, they also hope to be working with Edinburgh’s Hogmanay 
as an internationally iconic event that provides a strong signpost to Burns (Auld Lang Syne) 
and the national Homecoming celebrations.   
 
Where appropriate, events that weren’t funded do still have the opportunity to be included in 
the Homecoming programme and have been offered the benefit of additional in-kind 
promotional support and we are also working with some events to identify possible 
additional/alternative funding sources, e.g. Lottery/sponsorship/Arts Council/etc.  In addition, 
for particular relevant events that did not apply and do not require additional funding there is 
the possibility these can be included in the Partner programme and profiled on the 
Homecoming website, plus carry the Homecoming brand on their own promotional materials. 
 
The launch of Homecoming Scotland will take place at Edinburgh Castle on Monday 16th 
June and will be fronted by the First Minister.  Further details of all funded events will be 
released then and full details will be available on the homecoming website 
www.homecomingscotland.com.   
 
The marketing of Homecoming will be delivered in partnership with VisitScotland and plans 
will be announced at the launch event on the 16th.  Homecoming has a total budget of 
£5million and aims to deliver more than £40million of economic return to Scotland through 
increased tourism visits and revenue, in particular through the engagement and motivation of 
the Scottish Diaspora. 
 
 
 
General Update 
 
TripAdvisor Awards name Edinburgh top destination 
Edinburgh has been nominated one of the top 10 destinations in Europe and in the top 30 
best destinations in the world in a recent consumer survey by TripAdvisor.  The inaugural 
Travelers’ Choice Destination Awards placed the capital 10th in the category of Europe’s best 
destinations and 27th best destination in the world where Edinburgh was placed ahead of 
other world-class destinations such as Auckland, Venice, Paris, San Francisco, Prague and 
Singapore.  
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TripAdvisor’s Destination Awards represent the opinions of millions of tourists world wide, 
with the winners of the Awards being determined by a combination of TripAdvisor’s 
members’ favourite places and overall popularity on TripAdvisor. One TripAdvisor member 
from Boston who commented on Edinburgh said: “As both the traditional epicenter of 
Scottish culture and modern national capital, Edinburgh reflects both the proud past and 
vibrant present of the people. 
 
For more details on the results of the Awards visit 
www.tripadvisor.com/pdfs/tca/TCDestinationsAwards2008.pdf 
 
Edinburgh Airport 
Edinburgh’s airport was the busiest in Scotland this March. 
 
Recent figures from BAA Scotland show that the Capital’s gateway handled 720,012 
passengers in March, with traffic boosted by strong international growth. 
 
More than quarter of a million passengers travelled to or from international destinations - a 
16% rise on the same period last year. 
 
Arthur’s Seat Shortlisted Top Picnic Spot 
Aurthur’s Seat was in the running to be named Scotland’s favourite Picnic Spot in the 2008 
Warburtons Picnic Awards.  Arthur’s Seat joined 9 other Scottish locations shortlisted for the 
award which then went to a public vote.  
 
 
4. Edinburgh Pass  
 
Edinburgh Pass                   
The 0809 Edinburgh Pass was launched on the 1st of April at the 
Museum of Flight in East Lothian.  All attractions that participated in 
the 0708 Pass have re-signed for another year.  In addition, two 
new attractions, the Concorde Experience and Auld Reekie Tours, 

have also joined the pass 
    
There are also several new businesses that are providing exclusive 
discount offers, these include the Cameo Cinema, The Famous Taste 
of Scotland and the Suruchi Indian Restaurants.  
        
The inclusion of Auld Reekie’s late night tour along with several of the 
exclusive offers has increased the number of the evening activities 
available with the pass.  Extending the hours that the pass can be used 
will enable customers to increase their savings and make the most of 
the Pass.    

 
Sales for April and May are extremely encouraging; to date 1650 cards have been sold 
generating revenue of £57,380. The average card price for this period has increased and is 
currently £34.75. These results are inline with the target card sales and revenue for the year.   
 
In April the Edinburgh Pass had a stand at the VisitScotland Expo in Aberdeen.  The expo 
was a great success as it provided the team with the opportunity to make contact with 
potential new sales agents as well as meet with existing partners. 
 
The Edinburgh Pass has been involved with a number of VisitScotland campaigns and 
marketing activities.  For the Rugby 7s campaign the Pass was included in competition 
prizes and was featured in a number of press adverts.  The Pass has also been promoted 
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through the second phase of the Keep Discovering campaign with the discount offer featured 
in a number of consumer E-zines sent out in April.  
  
Alison Rowe has been appointed as the new Edinburgh Pass Assistant and took up this 
position on the 29th May.   

   
 

5. Business Development Team  
 
The New Team 
 
Following the Customer First restructuring, Edinburgh now has a new team to look after 
the local Business Customers. Manuela Calchini is the New Regional Business 
Development Manager and has recently taken over from Sinead Guerin, but with a 
changed remit. Manuela has been joined by Alasdair Maclauchlan, Business 
Relationship Manager for Edinburgh & the Lothians. Manuela and Alasdair have worked 
in tourism in both the public and the private sector and have an excellent knowledge of 
the Scottish tourism offering as well as customer expectations, which they will bring to 
their respective roles. 
We are currently still recruiting a further Business Relationship Manager and will advise 
once an appointment has been made. 

 
Marketing opportunities   
The following are a selection of marketing opportunities which our Edinburgh & Lothian 
businesses are participating in, offering new and exciting routes to market. 
 
�  City Break Maps  

An outstanding opportunity to maximise on advanced planning as well as last minute 
decision making. Using Google technology, Edinburgh will be represented by 3 maps 
(City Centre incl New Town, Old Town and Leith) and businesses can pinpoint their 
location to customers through a Google Bubble, showing business names, address, 
telephone number and URL. The inclusion of the latter will drive consumers to the 
business websites during advance research, while  visitors using Google maps on 
hand held devices are able to make an on-the-spot decision with regard to their next 
activity. 
This opportunity will work well for visitor attractions, restaurants, pubs, bars and night 
clubs as well as shopping outlets. 

 
�  The Wildlife Website 

This is aimed predominantly at rural business customers who are focusing on letting 
visitors experience Scottish wildlife at first hand. This can be designed as an add on 
to a city break and is intended to entice visitors to extend their stay by exploring the 
rural and wildlife delights of the Lothians. 

 
�  Edinburgh TIC  

This prime location still offers a limited number of advertising slots in almost all zones 
of the building. With a footfall of 600 000 visitors per year we can offer opportunities 
to all kinds of tourism related businesses. Why not buy a group of four floor tiles that 
will give you exposure during the queuing process?  

 
�  The Where to Stay Guide 

This is a must for all Q&S designated accommodation providers! 14,000 guides are 
published every year per category (Hotels & Guest Houses, Bed & Breakfast, Self 
Catering and Caravanning & Camping) and distributed through a wide variety of 
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channels, giving visitors an overview of available accommodation. If any business 
would still like to take this opportunity forward, they will need to get in touch with 
Alasdair or Manuela asap. 

 
�  The Local Package for accommodation providers 

Again, a must have opportunity. This package includes entry in the local 
Accommodation Guide, exposure at the Edinburgh & Scotland Information Centre as 
well as an online listing with VisitScotland.com. 
For further information, please contact Alasdair or Manuela 

 
 

Local Tourism Groups 
Sinead Guerin, Regional Director and Tracy Logan, Strategic Relations Executive 
attended East Lothian Tourism Forum and West Lothian Tourism Forum meetings. 

 
6. Green Tourism Business Scheme  

Membership of the green tourism business scheme (GTBS) is going well in Edinburgh 
and Lothians with 69 businesses having achieved a Gold, Silver or Bronze Award.  A 
further 22 business are currently awaiting grading. 
 
Members at 29 February 2008 

 
 
 Edinburgh  East Lothian  Midlothian West Lothian  Total 

Gold 13 6 3 2 24 
Silver 19 3 0 3 25 
Bronze 14 3 1 2 20 
A/w Grading  16 2 1 3 22 
Total 62 14 5 10 91 

 
 

7. The 2007 Season  
 
Accommodation Occupancy (research by TNS Travel and  Tourism) 
The table below shows occupancy figures from January to April 2008 versus prior year. 
Occupancy figures have gone down slightly in Edinburgh and Lothians but this is during 
a period where the number of beds in the region has risen substantially. Occupancy 
figures are still considerably above Scotland wide figures. 
 

 
 

 
 
 
 

 
 
 
 
 

Occupancy (%)  
Sector 

 
Area 2007 2008 
Scotland 55 56 Hotels  

(room occupancy) Edinburgh & Lothians 65 63 
Scotland 31 30 Guest House / B&B 

(room occupancy) Edinburgh & Lothians 38 34 
Scotland 37 38 Self-catering (unit 

occupancy) Edinburgh & Lothians 57 50 



11 of 15 

Edinburgh Principal Hotels Occupancy – Lynn Jones R esearch forecaster 

EHPA Occupancy Stats
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Occupancy rates for Edinburgh’s Principal Hotels continue to outperform the rest of 
Scotland and for 2007 occupancy figures are similar to the same period for 2006. 

 
EPHA figures for 2007 reinforce the picture of consistently high occupancy rates against 
a background of increasing total bed stock. 
 
Visitor Attractions 
The table below shows full year figures from the Scottish Visitor Attractions barometer 
produced by the Moffat Centre at Glasgow Caledonian University.  The reopening of 
Kelvingrove Gallery has contributed significantly to the overall increase in Scottish 
figures.  While the overall figure for Edinburgh and Lothians is down slightly, a number of 
attractions saw increases in visitors, with significant increases in some cases, including 
the Scottish Seabird Centre + 26%; Surgeon’s Hall Museum +51.9%; Linlithgow Canal 
Centre +22.8% and St Giles Cathedral +21.4%.  Poor weather and in some cases limited 
opening due to refurbishment were given as reasons for the decline in visitors to some 
attractions. 

 
 Jan-Dec 07 Jan-Dec 06 % Change 
Edinburgh & Lothians 11,253,069 11,304,363 - 0.5 
Scotland 45,713,767 44,900,044 1.8 
    
 

VisitScotland Update  
See Appendix 1 for progress against objectives 

 
Sinead Guerin 
Regional Director 
Edinburgh and East Central  
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Appendix 1: VisitScotland Progress Against Objectiv es - Summary 
 

Give strategic direction to the industry  
 
Business Tourism Unit 

�  Research commissioned and disseminated to recommend focus and 
investments in those sectors and markets where the Scottish industry can 
maximise the value of its investment. 

�  Funding bids to expand the size and scope of TIS are being submitted to the 
Board of Se & HIE. Decisions are expected within the next 2 months. 

 
Press and Media  

�  Proactive media relations activity concluded this month includes: 
�  Scotland Week – coverage achieved on Auld Lang Syne manuscript, 

Homecoming Scotland seminars and marketing 
�  Expo – extensive coverage generated including BBC reporting Scotland, 

Good Morning Scotland, STV, Northsound, Herald, Press & Journal and 
Evening Express. To date for this project we have generated 50 news items 
with an opportunity to see of approx 4.6m 

�  Delta – coverage in Herald, Scotsman and Courier re marketing support for 
this new flight 

�  348 news items this month, with 96 per cent positive or neutral.  4 per cent of 
coverage was negative, including criticism of the restructure from the 
Shetland press and criticisms of the redeveloped visitscotland.com website. 

�  Dealt with over 30 reactive media enquiries this month and responded to all 
with their agreed deadlines. Reactive queries included: Scotland Week and 
International marketing. 

 
Visitor Experience 2007 

�  The Visitor Experience study (previously the Tourism Attitudes Survey) is an 
important tool in helping gather views and opinions from visitors to Scotland to 
gain an immediate picture and to supplement information received from other 
national surveys. The research took place during July – September 2007. The 
focus of this survey was visitors from England & Wales, Scotland, Germany, 
France, Italy and Canada.  

 
Marketing Opportunity 

�  Information on a VisitScotland competition to promote Scotland as an unusual 
wedding destination. 
www.visitscotland/unusual wedding promotion 

 
Strategic Relations   

�  Rolling-out targeted stakeholder emails to raise awareness of VisitScotland 
campaigns that benefit local areas. For example, Argyll, Glasgow and 
Edinburgh & Lothians stakeholders were sent an email highlighting local 
profile in International e-newsletter (which had been issued earlier in the 
month to over half a million consumers world-wide) and Café Days campaign. 

 
�  Deliver on-going support to the Scottish Government 
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�  Also met with Scottish Government officials to discuss the forthcoming 
European Action Plan and the China Plan.  

�  Co-ordinated evaluation feedback of the Harvey Nics Burns Night for the 
Minister for External Relations.   

�  Met with Scottish Government officials to discuss how VisitScotland's Winter 
White campaign and European Touring Campaign could feature as part of the 
Government's winter festivals activity.   

 
UK & Ireland 

�  W1,C1,C5 segments; tactical support for IRB Rugby 7’s with activity focused 
on rugby heartlands in England with close access to low cost airline airports. 
Partners include Apex Hotels and Holiday Inn. 

�  Readership reach 1.6m, listnership 750000. 
�  W1 element of Perfect Day campaign will contribute data capture of 10k 

names. 
�  Unplugged concept in development to promote money can’t buy/added value 

experiences to these discerning segments. 
�  Proposals for Glasgow and Edinburgh Councils developed for buy-in to 

W1/C1 activities 
�  W2,W3,W4 segments; Café Days website encourages cross selling between 

businesses in any given area eg go to café x and then look at gallery y. 
�  Perfect Day support has included ITV’s This Morning Getaway being filmed in 

Inverness and Aviemore, Edinburgh Zoo joint activity with Nat Geo for Kids 
and promo with Edinburgh International Film Theatre. 

�  Activity being developed around O’Neill Surf Champs and Mountain Bike 
World Cup. 

�  Highland Spring activity will include national on-pack offer (30m units), online 
advertising and sampling. 

 
Generic 

�  Focus on Food will be launched with Taste of Edinburgh event. Arranged for 
Sue Lawrence to do a series of interviews on press and radio. 

 
International 

�  Pan European Touring campaign on-going with latest e-newsletter going out 
to 570,00 on the database with a food related theme as main article. 

�  Opening rates were France 20%, Netherlands 26%, Belgium 23%, Germany 
20%, Spain 20%, Italy 34%, Sweden 21%, USA 15%, Canada 26%. 

�  Websites refreshed and updated. Total visits in o7/08 were 666k, up 325 on 
07/07. 

 
Scotland Week: New York 

�  19.8m impressions, 71k responses to campaign activity 
�  $1.7 Cost per response vs $3 target 
�  PR generated 31.4m audience impressions to-date, value $2.2m 
�  Bluetooth trial generated 1800 entrants 
�  Sales Mission delivered 200 121 appointments but feed back is that economic 

downturn negatively affecting forward bookings 
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�  US Touring campaign online only using geo-targeting through AOL to reach 
users in priority originating states of NY, Ca, Texas, Washington DC, Illinois, 
Boston Ma and Philadelphia. 

�  253k web visits Jan-April, 78% of target with 3 months to go. 
 
Scotland Week: Toronto 

�  3.64m ad impressions, 18950 responses 
�  $3.40 response vs $3.50 target 
�  PR value $685k 
�  3000 customer engagements in First Canadian Place 
�  70 flight bookings reported by partner 
�  Strong economy and desire to travel reported 

 
 
Engage and work in partnership with the tourism ind ustry and other 
stakeholders  
 

�  Extensive work is underway to create refreshed 2008/9 marketing 
opportunities for business customers. 

�  Food & Drink interviews have been undertaken in Edinburgh, Perth, Glasgow 
and Inverness with a cross section of food and drink businesses to gather 
insight into current portfolio of food and drink products, commercial 
opportunities and new product development. Debrief will take place in May. 

�  VisitScotland Expo in Aberdeen. This key annual event was delivered to a 
high standard with extremely positive feedback from business customers and 
delegates – further customer feedback analysis is underway.  

�  Scotland week in Canada events successfully delivered.   
 
Enhance the visitor experience through the provisio n of information  
 

�  The 2008/9 Marketing Opportunities programme incorporates a wide range of 
opportunities for business customers to access and use the full range of 
information channels which VisitScotland uses to reach visitors. 

 
 
Enhance the visitor experience through the provisio n of quality assurance to 
visitors and quality advice to industry  
 

�  BTU PR focus on sustainability, ‘green venues’ and Scotland’s natural 
heritage. 

�  GBTS featuring in Relationship Marketing programme 
�  Welcome Schemes. Draft criteria for revised Scotland wide Arts Welcome 

scheme presented to TIG Arts and Culture Group, for their views. Awaiting 
detailed feedback, but initial response positive. 

�  QA Industry Promotion. Regional network events were delivered in Argyll to 
stimulate business interest in working with VS. These focused on 
presentations by Q & S and visitscotland.com. The Q & S presentations 
highlighted developments in the schemes, including GTBS, EatScotland and 
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the Welcome Schemes. They also reinforced what QA is designed to achieve 
and why it is a key VS activity. 

 
 
Manage our business efficiently and effectively  
 

�  Draft external audit interim report received and responded to plus draft 
internal audit reports received for management comment on: fraud prevention, 
IT data centre, business continuity management and follow-up of previous 
year audits. 

�  Annual certificate of assurance reviewed and submitted to sponsor 
department covering 12 areas of internal control including procurement, HR, 
health & safety, IT etc. 

�  A review of Commercial Operations processes / systems is now underway, 
the core purpose of this work is to identify and implement a more 
standardised approach to a number of business processes used across the 
new Business Engagement directorate.   

�  Additional business customer research will commence this month to inform 
the development of a new business customer satisfaction index. This index 
will be used to track business customer satisfaction on a continuing basis. 

 
 
 


