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Commercial innovation rooted in heritage



Developing new experiences

640% increase in mailing list sign 

ups (vs PY) following the 

announcement

400% increase in Instagram visits

National and global interest



Developing new retail

We are reinventing retail — transforming it from 

a traditional gift shop into a true brand engine. 

By prioritising our own Discovery Point–branded 

goods, we strengthen our identity, improve 

margins, and turn every product into an 

extension of the experience. We will simplify our 

offer by reducing external product lines and 

focusing on fewer, higher-impact items that tell 

our story with clarity and confidence. At the 

same time, launching an online shop allows us 

to move beyond the building — selling before 

the visit, after the visit, and year-round — 

building direct relationships with our customers 

wherever they are. Retail becomes not just a 

transaction point, but a strategic growth 

platform.



Celebrating 125 years

Special edition of Discovery Mast 

Climb to mark the anniversary



Re-packaging existing 

experiences

Adapting Wardroom Dining 

Experiences for the travel trade

Showcasing Tayside’s finest 

cuisine and heritage to a global 

market through travel trade



Eyes on the horizon



TAY COUNTRY 
TOURISM CONFERENCE

Dundee, 3 March 2026



TAY COUNTRY 
TOURISM CONFERENCE

Dundee, 3 March 2026



TAY COUNTRY TOURISM CONFERENCE

Dundee, 3 March 2026

Dougie Cameron

Interim Chief Executive

Pitlochry Festival Theatre



Dougie Cameron
Interim CEO, Pitlochry Festival Theatre

Credit: UpHere Media



ALAN CUMMING’S SEASON 2027 
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Carrie-Ann Lightley

Writer, speaker and content creator



Inclusive Tourism: A Lived Experience 

Perspective

Tay Country Tourism Conference



About Me
• Award winning freelance writer, speaker, content 

creator specialising in accessible travel

• Twenty years in the sector, lived experience as a 

wheelchair user

• Work with destinations, brands, DMOs, and 

transport providers

• Passion for authentic storytelling and inclusive 

communications

Image: Allan Myles/VisitScotland



Why is inclusive tourism important?

1 in 4 of the UK population is 

disabled.

78% of disabled consumers have 

walked away from a brand that 

failed to reflect their needs.​



£ $

The Market
Estimated figures show the potential value of the inclusive tourism market.

The value of accessible tourism 

in Scotland

£1.75 billion

The value of the global 

disability market

$8 trillion



Accessible means different things to 

different people
• Accessibility is not one thing - and ‘fully accessible’ isn’t helpful

• Progress is more important than perfection

• Accessibility is an ongoing journey - not something you can ‘complete’

• Not everywhere can be accessible to everyone, but everywhere can be 

accessible to someone



Understanding your 
disabled visitors

My access needs: 

• Level access / step free

• Blue badge parking​

• Accessible toilets​

• Can use manual or powerchair dependant on 

environment



Understanding your 
disabled visitors

Sassy’s access needs: 

• Audio format information​

• Assistance from staff in new environments

• Facilities for assistance dogs​

• Seating available



Understanding your 
disabled visitors

Ally’s access needs:

• Clear, comprehensive and direct information, 

supported with relevant visuals wherever 

possible

• Quiet, dimly lit environments with low 

crowds 

• Prior communication via email rather than 

telephone to support difficulties with 

processing



“Give us the information we need to decide if a place is 

suitable for us. Not sweeping statements like ‘fully 

accessible’, not window stickers with wheelchair symbols 

on them, not web pages which say ‘call to confirm your 

needs’, but detailed, honest accessibility information. 

Because information is power, for everyone, but especially 

for disabled people.”



What Scotland does well

From inclusive forest trails to beach 

wheelchairs.

Images: Allan Myles/Visit Scotland

Access to the natural environment

Cairngorm Mountain Railway, 

Edinburgh Castle, The Kelpies.

Unique inclusive offerings

The warmest, friendliest welcome 

consistently and for all

Customer welcome



Opportunities to improve
Venues – 

Detailed accessibility information.

Inclusive imagery in marketing and comms.

Refresh staff training - VisitScotland has free Disability Essentials licences.

Destinations - 

Information that supports the whole visitor journey.

Contingency planning.

Partnerships with disabled content creators to build visitor confidence.



VisitScotland’s business development 
process

The RIPE process – 4 steps to change

A simple, low-cost, high-impact process which will help you 

improve your accessibility and inclusivity. 

Q.  How much will this cost me? 

Not as much as you might think! There are many suggestions which 

will cost you nothing or very little to improve your business overall 

for the benefit of all your customers

Q.    Do I need to be an expert to do this?

Absolutely not! All the information and resources are provided for 

you on our Business Support Hub

Q. Does my staff team have a role in this process?

Yes, whatever the size of your business, all your staff can play a 

vital role, so it is important to inform your staff and volunteers 

about this work and to ensure you include them in this process. 



Inclusive Tourism Development Process

Review your business Evaluate your progressImprove your  business offering Plan 

Where are you now?
Things to consider:
• Your team and 

customer service
• Information and 

promotion
• Facilities and 

equipment

Identify immediate 
improvement you can 
make: 

• Identify who 
will be responsible 
for improvement

• Determine projected 
costs, if applicable

• Set a timeframe to 
complete the work

Create a longer-term plan:
• Make a simple longer-

term improvement plan
• Consider those facilities 

and equipment which 
require greater 
investment.

• Learn from others to 
support continuous 
business improvement.

How well are you doing?
• Decide how you 

will monitor your progress 
against your overall 
goals and action plan

• Seek customer feedback 
directly from your visitors

• Seek customer feedback 
via your staff 



4 Step Development Process

Inclusive business improvements | VisitScotland Business 
Support

https://support.visitscotland.org/advice-support/improve-your-business/accessible-inclusive/improvements
https://support.visitscotland.org/advice-support/improve-your-business/accessible-inclusive/improvements


Inclusive Tourism – Free online training programme

This is a practical and engaging course, which will give you and 
your staff the knowledge and skills to provide a great service to 
disabled people. It includes videos of the lived experience of those 
people with different disabilities. 

For more information about this course go to 
www.visitscotland.org/supporting-your-business/responsible-
tourism/inclusion/customer-service#resources

To start the course register at: 
https://visitscotland.accessabletraining.co.uk/login/create-account

http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
http://www.visitscotland.org/supporting-your-business/responsible-tourism/inclusion/customer-service#resources
https://visitscotland.accessabletraining.co.uk/login/create-account
https://visitscotland.accessabletraining.co.uk/login/create-account
https://visitscotland.accessabletraining.co.uk/login/create-account


Inclusive Tourism – Takeaway​
Think about your current visitors. How many do you think may have accessibility 

needs, even if they haven’t disclosed them?​

Identify one thing you can do to improve your inclusive tourism efforts based on 

what you learned in this session. 

Sign up for the Business Support monthly newsletter. VisitScotland will keep you 

informed with up-to-date insights, case studies and best practice guides to help you 

start, improve or grow your business: https://support.visitscotland.org/newsletter 

Email: Business.Support@visitscotland.com to request free accessibility checklists.

mailto:Business.Support@visitscotland.com


Keep in touch
Email: contact@carrieannlightley.com

Web: carrieannlightley.com

Socials: Carrie-Ann Lightley
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Sam Weston

Head of AI & Marketing

80 Days



PREPARING YOUR 
TOURISM BUSINESS 
FOR THE AGE OF AI
S A M  WE S TO N ,  H E A D  O F  A I  &  M A R K E T IN G





[32, 41116, 5686, 3106, 356, 9634, 827, 24938, 279, 2500, 
48610, 220, 19, 32191, 26970, 6372, 382, 290, 4387, 2475, 

395, 261, 3502, 11888, 72311, 11, 261, 26970, 2338, 483, 634, 
1636, 566, 503, 261, 28095, 21544, 13, 45381, 3518, 15015, 

9324, 328, 1236, 328, 290, 2344, 3283, 316, 621, 306, 195575, 
11, 1039, 29631, 5030, 11348, 326, 29633, 59833, 553, 1919, 

21541, 26427, 21510, 13, 220]



Apex City Quay Hotel & Spa

This chic 4-star spa hotel is the perfect place for a family 
friendly getaway, a spa break with your besties or a romantic 
escape. Located within walking distance of some of the top 
things to do in Dundee, our spacious city rooms and stylish 

suites are where adventure meets luxury. 



In the age of algorithms, 
clarity earns inclusion 



Is this just hype?



What does the industry think?



81% are ‘very’ or ‘somewhat’ 
positive about AI

Industry survey of hospitality professionals 
November 2025

What does the industry think?



What do you think?



What do you think?

Very positive
Somewhat positive

Neutral
Cautious
Negative



What do you think?

Very positive
Somewhat positive

Neutral
Cautious
Negative

81%

12%

7%



68% say it’s “essential for 
staying competitive”

Industry survey of hospitality professionals 
November 2025



How familiar are you with
 AI and it’s potential 

applications in business?

Very familiar (28%)

Somewhat familiar (68%)
Not familiar (4%)



What do travellers think?



78% of travellers are open
to AI trip suggestions



1 Thailand 98%

2 Indonesia 98%

3 China 96%

4 India 94%

5 Mexico 91%

6 United States 69%

7 Canada 62%

7 Australia 62%

9 Germany 63%

9 United Kingdom 63%



EASE OF USE

47% say AI 
”is intuitive to use and navigate”

Google – 44%
Booking Sites – 31%



AI – 43%
Google – 42%

48% say Booking Sites 
”provide the most accurate information”

ACCURACY



33% say AI has 
“content with no hidden agenda 

(sales etc.)”

42% say AI 
“gives me both sides of the story - as 

opposed to a one-sided view”

TRUST

Booking Sites – 16%
Google – 13%

Google – 22%
Booking Sites – 20%



11 Years 2 Years
Achieved in 

Dec 2024 2.5 
billion by 
July 2025

1 BILLION SEARCHES PER DAY



GENERATIVE AI: APP DOWNLOADS

1.9 Billion
Worldwide

(iOS & Android)
Oct 2024 – Sep 2025 +319% 

year-on-year



SEARCH TRAFFIC BY 2028

50%
AI

50%
TRADITIONAL



If you’re not AI-ready,
you’ll be invisible



From search to selection



From many to a curated few



Heritage doesn’t
guarantee visibility



Things to do Dundee

Show me family friendly
activities in Dundee for the 

October break. Must be 
walkable distance from the 

Malmaison hotel

KEYWORDS  ➤ CONVERSATIONS





• A ’sea of blue links’
• Difficult for travellers to plan 

their trip
• Difficult for independent 

businesses to compete
• Third parties dominate (e.g. 

Viator, GetYourGuide)

Traveller perception:
I’ll click on a few, compare 

some prices

Traveller perception:
This looks like the best handful 

- I’ll check them out first

• A curated list of 5-10
• Rich in details
• Genuinely helpful to 

travellers
• Far less third parties 

(for now)



How does AI 
‘see’ your 
business?

Image created with Gemini



Training Data Real-time Data Retrieval

Uses pre-learned knowledge 
to generate a response.

• Every article
• Every review
• Every mention
• Every word
• Every detail

Up to August 2025 (GPT-5.2)

A live search of the web to 
gather information before 
generating a response.

Post August 2025

Instant response



Scenic

Castle

Baronial / Victorian influence

Guided tours

Estate

Visitor attraction

Tickets

White castle

Blair Atholl

Café/tearoom

Opening hours

Heritage site

Historic attraction

Parking

Riverside walks

Dog policy

Accessibility

Peaceful

Highland games

Atmospheric

Gift shop

A9

Jacobites

Perthshire

Cairngorms

Family-friendly

Scottish history

Educational

Seasonal opening

Blair 
Castle

Autumn colours

Welcoming

Clan history



Brand & Category
Castle

Historic attraction
Heritage site

Scottish history
Visitor attraction

Experience & Emotion
Scenic

Atmospheric
Family-friendly

Educational
Guided tours

Location & Place
Blair Atholl
Perthshire

A9
Cairngorms

Visitor Practicalities
Café / tearoom

Gift shop
Parking

Accessibility
Tickets

Opening hours

Architecture & Heritage
White castle

Baronial architecture
Georgian / Victorian influence

Jacobites
Clan history

Blair 
Castle



“Online shopping”

“Fast food”

“Search engine”



The positioning of “accessible holidays” 
shows up repeatedly across third-party 
listings and editorial content (not just in 
accessibility directories, but also in broader 
tourism coverage) - reinforcing the same 
message from multiple angles. 

“We’re passionate about providing accessible holiday accommodation 
to … make memories that will last a lifetime.”
therings.co.uk

“The listing is titled “The Rings - Cupar - Accessible Holidays”
Tourism for All

“Try the Rings in Cupar which offers fully accessible family lodges 
surrounded by countryside. ”
VisitScotland.com

“Quingo Accessible Holidays : Rings Farm, Fife”
Quingo Scooters

“… to book accessible holiday at The Rings…”
Ucan2 Magazine

“ACCESSIBLE HOLIDAYS”
The Rings

Repeated pairings link the place (Fife, 
Scotland) with the category (accessible 
holidays), creating strong, unambiguous 
entity associations that generative search 
can confidently latch onto when 
recommending places to stay.



How can we 
influence AI?

Image created with Gemini



GEO
GENERATIVE ENGINE OPTIMISATION



The process of optimising your website and brand to ensure it is
 accurately understood, used, and prioritised by AI-driven search

engines and LLMs (like ChatGPT).

GEO
GENERATIVE ENGINE OPTIMISATION



SEO gets you ranked. GEO gets you recommended.

GEO
GENERATIVE ENGINE OPTIMISATION



SO THAT WHEN SOMEONE ASKS…

Show me family friendly
activities in Dundee for the 

October break. Must be 
walkable distance from the 

Malmaison hotel



Clarity. Consistency. Credibility.



CLARITY
Instantly understand who 
you are and what makes your 
place, experience or hotel 
different.

• Structured content (headings, 
bullet points, FAQs, schema 
markup).

• Specific, descriptive language 
(landscapes, architecture style, 
accessibility, seasonality, 
amenities, location context).

So, instead of 
“A destination for everyone"

“A historic coastal town in Fife, 
world-famous for golf, a medieval 
street plan and cathedral ruins, a 
leading university, beaches and 
coastal walks, around 60-90 
minutes from Edinburgh.”



• Website matches Google Business 
Profiles matches DMO listings 
matches press coverage matches 
TripAdvisor reviews etc.

• Key details must be consistent: 
Features (beaches, lochs, castles, 
walking trails), accessibility 
information, events etc - 
inconsistencies create AI “doubt.”

• A unified narrative across all 
platforms will strengthen both 
algorithmic trust and traveller 
recall.

CONSISTENCY
Alignment across all touchpoints

Source Messaging Focus

VisitScotland
Positions Dundee as the UK’s first/only UNESCO City of Design 
and encourages visitors to experience the city through that 
design lens.

Regional site
Dundee.com

Positions Dundee as a riverside city break on the Tay and 
encourages visitors to explore its culture and creativity, from 
design and heritage to food & drink, through a welcoming, 
easy-to-navigate city experience. 

Lonely Planet
Frames Dundee as “Scotland’s City of Design” and links the 
city’s momentum to the opening of V&A Dundee.

TripAdvisor
The attraction mix consistently spotlights Dundee’s heritage + 
culture anchors (e.g., Discovery Point, Verdant Works, walking 
tours), speciality museums).

Dundee Tourism 
Strategy 2025–2030 

Codifies the same core identity: warm welcome, 
compact/walkable, breathtaking Tay location, and UNESCO 
City of Design / design in the DNA.

DUNDEE



STRENGTHS
Why Dundee warrants AI recommendation

• Clear creative hook - UK’s first/only UNESCO City of 
Design + “design in the DNA” gives Dundee a 
distinctive, factual anchor for AI to reuse in 
recommendations.

• Warm, approachable tone - positioned as welcoming 
and “unpretentiously world-class,” which aligns with 
the language LLMs use when recommending places 
(“friendly”, “easy”)

• Balanced visitor offer - culture + heritage + 
independent food & drink + waterfront experiences, 
giving Dundee relevance across multiple traveller 
intents (culture, design, short breaks).and Dundee. AI 
loves “easy to reach” framing.

WEAKNESSES
Risks from a GEO perspective

• Attraction-heavy perception - the strategy notes 
the need to expand beyond “key attractions” and 
grow bookable experiences; if not, AI may treat 
Dundee as a short stop rather than a stay.

• Consistency risk - the strategy explicitly calls for 
“consistent compelling messaging” across promo, 
visitor info and digital channels; misalignment 
creates ambiguity (“what is Dundee for?”)

• Weaker “default recall” than nearby icons - for 
broad queries, AI often starts with the most 
established answers (Edinburgh = city break, St 
Andrews = golf/heritage). If Dundee’s design-led 
waterfront story isn’t stated clearly and repeated 
widely, it’s easier for Dundee to be overlooked.

DUNDEE



Reinforce the message.

HOW CAN YOU HELP YOUR DESTINATION?

• This strengthens the destination’s online identity, making AI (and visitors) 
more confident to recommend it.

• But it helps you too, increasing the chances AI names your business when 
people ask specific questions

e.g. “show me design-led things to do in Dundee”, “family-friendly café on 
the waterfront”



CREDIBILITY
Proven by third party validation

• Recent, high-quality 
visitor/traveller reviews (with 
keyword-rich descriptions) - 
e.g. TripAdvisor, Google, 
Viator etc.

• Mentions in respected travel 
publications.

• Awards from trusted 
organisations, e.g. 
VisitScotland Thistle Awards.

On TripAdvisor, thousands of reviews consistently highlight 
V&A Dundee’s striking architecture and Tay-side waterfront 
setting - high-volume, keyword-rich, language that LLMs 
can readily surface in recommendations. 

In respected publications: Regularly positioned as a design-
led must-see, spotlighting the landmark building (e.g., 
Condé Nast Traveler, ArchDaily)

Awards & recognition: V&A Dundee has picked up national 
and sector validation beyond press and reviews, for 
example, its “V&A Dundee: Tartan” campaign won a Gold 
Award at the Scottish Design Awards 2024.



Clarity. Consistency. Credibility.



Clarity

Be unmistakably you.
Spell it out: what it is, who it’s for, where it is, why it exists.



Consistency

Say it the same way, everywhere.
Website, Google, OTAs, DMO listings, press, social, reviews.



Build trust beyond your website.
Reviews and trusted sources help AI to recommend you.

Credibility



AI discovery is here. 

Your readiness today defines 
your relevance tomorrow.



THANK YOU

sam.weston@eighty-days.com

eighty-days.com
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Conference WiFi
Password: March2026!

Give us your feedback


