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Introduction 
SECTION 1
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This research was commissioned by Tomintoul & Glenlivet Landscape Partnership (TGLP), a programme 

supported by the National Lottery Heritage Fund to regenerate Tomintoul and Glenlivet (2017-2020).

1.1 Research Objectives
The Primary Objectives of this research project was to:

• Complete the foundation research work to inform long-term future marketing strategies and plans 
for the Tomintoul & Glenlivet (T&G) area. 

• Reduce ambiguity and better understand the wider contexts around the T&G area — What are 
the challenges? What are the opportunities? 

• Understand the requirements from a wide range of T&G area stakeholders: local businesses, 
regional DMOs and other relevant organisations.

• Ensure all stakeholders are educated and have a strong understanding of the marketing 
opportunities for the T&G area. 

• Offers suggestions for marketing campaigns, roll-out and materials for the area.

1.2 Key Questions for Primary Research

The primary research work engaged with local businesses, regional DMOs and organisations in an effort 
to find out:

• What are the upcoming challenges they foresee?

• What, if any, planned marketing activity do they deliver / have they delivered?

• Who are their main audiences, who do they feel they are not reaching but want to?

• What could/would they use in a marketing toolkit?

• What they could contribute (imagery/video etc.) to a toolkit? 

• What challenges/opportunities could be addressed by such a toolkit?

1.0 Introduction1.0 Introduction
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This research was commissioned by Tomintoul and Glenlivet Landscape Partnership (TGLP) and conducted 
throughout September / October 2020 by FortyTwo Studio.

Sources of information included:

• 1 x Virtual group session with local businesses / organisations.

• One-to-one interviews with local businesses / stakeholders (1 hour each, approx).

• Online research and third party references.

• Marketing platforms’ analytics/insight tools.

• Website analytics for www.tomintoulandglenlivet.com.

• General organisation marketing information.

2.0 Method
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Secondary Market Research
SECTION 3



page 7 of 37 

copyright  © FortyTwo Studio 2020

December 2020 - T&G Market Research - Summary Report

 

3.0 Secondary Market Research

3.1 Visitor/Area Overview

Based on the Tomintoul and Glenlivet data extracted from the 2019/20 Cairngorms National Park 
Visitor Survey Area Report (conducted pre-COVID-19), we’ve summarised some key findings to provide 
background and context to the research.

• 98% of survey respondents were visiting the National Park on a leisure trip / holiday / day out

• The main reasons for choosing the visit the Cairngorms area on the trip:

 • 71% of the respondents outlined ‘beautiful scenery / countryside / landscapes’

 • 45% of the respondents outlined ‘peace and quiet / relaxation’

 • 16 % of the respondents outlined ‘been before/enjoyed a previous visit”

 • 26% of the respondents outlined ‘wildlife/bird watching’

 • 39% of the respondents outlined ‘visiting attractions’

 • 26% of the respondents outlined ‘walking’

 • 12% of the respondents outlined ‘hill walking’

• During their stay in the Cairngorms area, 30% of visitors stayed in hotels/motels, 27% stayed 
in guest houses/Bed & Breakfasts and 15% stayed in rented self-catering houses/cottages/
chalets. 

• Most popular activities within the Cairngorms included general sightseeing, low-level walking, 
visiting attractions and relaxing. 

• 14% of visitors reported that they were inspired to visit the park by reading/watching a travel 
feature about the area e.g in a newspaper, magazine, travel guidebook.
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3.2 Best Practise Case Studies

In order to establish context and identify some good practices that could inspire or help shape future 
marketing strategies for the area we examined three organisations, all of whom engage with tourism in 
different ways. 

These brief case studies should offer ‘food for thought’, examples of good work and some relatable 
strategies that can be drawn upon in the future, even at a more focused and regional level.

 3.2.1 VisitAberdeenshire

Strategy, resources and ‘signal boost’ for a whole county.

VA are the destination management and marketing organisation (DMO) for Aberdeen city and 
Aberdeenshire countryside/coast. Their website offers both Visitor-facing and Industry-facing content 
and resources. 

Their current Destination Strategy document forecasts VA’s aims and ambitions into the year 2023 – 
highlighting competitive strengths of the region (business events, cruise ships, golf, culture, food/drink, 
touring/outdoors) and illustrating the key reasons why visitors choose to come (scenery, family/friends, 
history/culture, repeat visit, long desire to visit), before laying out a Recommendations/Actions plan for 
the main aims that offers succinct practical advice on actions and who to consult. 

Their three central stated aims are:

• To promote Aberdeenshire as a region.

• To grow the visitor economy.

• To provide strategic leadership for the tourism sector in Aberdeenshire. 
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Services/Resources

The key VA offerings for businesses, venues and events in Aberdeenshire include registration options 
for promotion as part of the VA marketing mix (business/event listings, deals/offers promotion, 
sharing imagery, social media sharing, press/blogger visits and places at exhibitions/events), events/
workshops/webinars and other training opportunities, links to toolkits (guides on specific visitor 
nationalities, cruise ship tourism advice, Year of Coasts and Waters info pack, digital marketing packs) and 
a directory of Useful Contacts (councils, business organisation, tourism contacts). 

Digital Presence/Social Media

VA utilises visitor-focused (Instagram, Facebook, Twitter, YouTube, Pinterest) and industry-focused 
(LinkedIn, Twitter) social media channels – the latter focusing on press pieces about the region, training/
webinar opportunities, industry surveys, job opportunities and other pertinent information to those trying 
to grow visitor numbers. 

Their visitor-facing core content acts largely to ‘signal boost’ events, campaigns and content from 
other sources, and they make great use of user-generated content (photography in particular) to easily 
demonstrate the distinctive beauty of Aberdeenshire and directly engage with people who visit, explore, 
live and work in the region.

Summary: What They Do Well

The visually-led, simple and intuitive website smartly offers the majority of its resources and assets 
through the industry.visitabdn.com portal without account login (however it is required for registering a 
business for their listings), keeping it separate from the touristy main site and separating the key offering 
into clearly titled pages.  

One strength that’s immediately apparent is their willingness to draw together resources from a range 
of sources and host them for the wider benefit of Aberdeen/Aberdeenshire businesses, attractions and 
events – digital marketing toolkits from VisitScotland and VisitBritain, for example. 

Their Useful Contacts resource is another good example of an organisation that understands the value 
of putting all of this key information in one place. Future T&G marketing campaigns can offer a similarly 
pragmatic approach – keeping on top of the best toolkits, training opportunities and assets for the wider 
benefit and ensuring clear communication. 
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  3.2.2 The Malt Whisky Trail

Simplifying Speyside – 8 distilleries, 1 ‘package’.

A localised, tourist-focused trail consisting of eight Speyside whisky distilleries and one cooperage, The 
Malt Whisky Trail offers visitors information and guidance on a comprehensive range of distillery tours and 
areas of natural beauty to explore and add to their itineraries, all within the Moray-Speyside region. 

• Benromach 

• The Glenlivet

• Cardhu

• Glenfiddich

• Glen Grant

• Glen Moray

• Strathisla Distillery - Home of Chivas

• Dallas Dhu (historic distillery)

• Speyside Cooperage

The Malt Whisky Trail website offers up-to-date information on the nine sites, and locally relevant 
information on accommodation, sightseeing, travel, itinerary planning, Speyside history, whisky-making 
and whisky-tasting. Their content offering includes blog posts, a podcast, tailored options for visiting and a 
custom itinerary-builder. 
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 Services/Resources

The Malt Whisky Trail Ltd consists of representatives from William Grant & Sons (Glenfiddich), Gordon & 
MacPhail (Benromach), Glen Moray Distillery and others – most of whom are employed by their sites in 
marketing and general management positions – with an independent chairperson in place. While it’s not 
easy to discern how the internal engagement is conducted among the various sites on the Trail, it’s evident 
that they have key stakeholders in place in a traditional board of directors structure and decisions are made 
on this basis. 

The MWT digital platforms host content and information drawn from each distillery/site, including up to 
date opening information, media and pieces of regular bespoke content that offers context and colour to 
those planning a visit. It is a very viable hub of engagement for all manner of businesses and stakeholders 
in the Speyside region and Scotland-wide.

For visitors/potential visitors, this is reflected in blog content that draws together local spots to seek out 
outside of the main whisky sites; the podcast, which recently did an interview to tie in with VisitScotland’s 
Year of Coasts and Waters campaign; an ‘Immerse Yourself’ section that offers tailored options for visitors 
of varying interests and itineraries (Outdoorsy, Events, Camping, Golf, Short Visits, Long Stays etc.).

Digital Presence/Social Media

Visitor-focused social media channels (Twitter, Facebook, Instagram) are geared largely to promote the 
latest content (blogs, podcasts, newsletters etc.), share imagery from the region, align with National/
International days for easy social media engagement and (much like VisitAberdeenshire) share visitor 
photography and encourage submissions. 

Their website lists their TripAdvisor page alongside their social links, and you can tell they’re looking to 
build this page – currently with 10 reviews and rising. Currently sitting as the 92nd best thing to do in 
Moray, you’d expect they’ll look to climb the ranks a bit and utilise this as a really strong tool for drawing 
in overseas visitors up from those central belt cities and even the other whisky regions – Campbeltown, 
Highland, Islay, Lowland. 

Summary: What They Do Well

There’s clearly buy-in from the constituent distilleries/sites and their representative board members. 
We can learn from this approach – a fairly simple but effective scheme in which a group of venues have 
‘packaged’ themselves together in an effort to raise footfall and visitor spend across the local region. It’s 
really a matter of offering a collective value proposition – i.e. There’s a good 3 days+ of sightseeing to be 
done in Moray-Speyside and we’ve got all the information to hand. 

Their content creation work (writing, podcast etc.) is a pro-active and engaging step – showing the 
thought and cultural depth here and elevating it beyond simply a device to sell guided tour tickets. The 
Malt Whisky Trail positions itself as a group of distilleries and whisky lovers whose passion shines through 
and whose warm welcome is guaranteed – they’re strong advocates for the whole region.
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  3.2.3 The Faroe Islands

Self-assurance, local humour and brilliant campaigns.

Visit Faroe Islands is the tourist board for the Faroe Islands – a small North Atlantic group of islands (self-
governing, but part of the Kingdom of Denmark) just over 300km off the north coast of Scotland. Their 
central objective is to develop and market the Faroe Islands as a global tourist destination. 

As with any tourist board for a country, principality or autonomous region, their level of detail and 
resources is much deeper and broader than more local/small-scale projects, and they have a duty to 
deliver a great deal of governmental information - a situation only further highlighted by the COVID-19 
pandemic. In some of their recent campaigns (including this year’s ‘Closed for Maintenance, Open for 
Voluntourism’), however, we can get a real insight into the value of imagination, local humour and 
campaign-driven comms.

Services/Resources

VisitFaroeIslands.com is more of a collection of sites – but it all knits together effectively and funnels users 
into the right content with well laid out navigation. It consists of 3 tourism sites (English, Danish, German) 
and 3 ‘professional’ sites (foreign press, Danish press, press related to current ‘Remote Tourism’ campaign) 
– all of which have content geared to specific users. 
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The main tourism resources are grouped into:

• See & Do - Activities, culture/sights, Christmas.

• Plan Your Stay - Transport, accommodation, tours, lifestyle info, practicalities. 

• What’s On - Events, places.

• About - History, facts, legends, cuisine, wildlife, campaigns, issues (e.g. whaling).

While offering notably good detail and covering all manner of unexpected FAQs, all of the above is very 
much the expected norm of what a tourist board should typically offer. Where Visit Faroe Islands really 
succeed is in their typically distinctive, quirky and thoughtful marketing campaigns (winning multiple 
awards) and overall tourism strategy. 

Recent campaigns have included:

• ‘Google Sheep View’ — While waiting for Google to actually map the islands, VFI mounted 360 
cameras, a small solar panel and a mobile phone on the back of indigenous sheep - creating their own 
version of ‘Street View’. This resulted in major news coverage, 3.5 billion+ reach, significant passenger 
growth - and Google announcing their plans to send Street View cameras at last.

• ‘Faroe Islands Translate’ — “Where can you learn 37 words for fog?” Another irreverent take on a 
Google service, offering users the chance to send in words and phrases to be translated into Faroese in 
short videos by local volunteers. 

• ‘Closed for Maintenance, Open for Voluntourism’ — Currently postponed until 2021 as a result 
of COVID-19, this campaign effectively sees the Islands closed for a weekend in order to carry out 
maintenance, repairs and upkeep work on a wide range of sites across the country. Successful in 2019, 
the campaign to recruit ‘voluntourists’ to the 2020 maintenance crew drew 5,886 applications within 
the first 24 hours.

• ‘Remote Tourism’ — In response to the COVID-19 pandemic, VFI launched a campaign in which 
users could ‘take control’ of a local tour guide (who has a camera mounted to their head) using a ‘video 
game controller’ interface to control their movements during a 60 minute tour. Since launch in April 
2020, over 1000 people have had the chance to use this feature, and the tool has been visited over 
700,000 times by users from 197 countries. 

These campaigns are bolstered by a self-assured and non-salesy tourism strategy – Join The 
Preservolution! – building towards 2025 and shaped by four key cornerstones:

• Quality over quantity. 

• Tourism for all of the Faroe Islands, all year round.

• Knowledge and professionalism. 

• A common legislative framework.

Key messages and initiatives include limiting the size and quantity of cruise ships allowed ashore, widening 
tourism across the islands throughout the whole year, ensuring job stability, strengthening economic 
durability and introducing the Nature Preservation Fee for all visitors (raising funds for reinvestment in 
preservation, conservation and sustainable projects). 

This is a tourist board that is unafraid to say “no” and is forthright in its duty to protect and preserve the 
Faroe Islands amid steadily growing tourism. 
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 The Faroe Islands Fam-Shop
An annual event hosted and coordinated by VFI, designed to create a marketplace where businesses can 
meet the suppliers in Faroese tourism and see what the Islands have to offer clients as a tourist destination. 
This is a very scalable event idea that could be applied to a smaller region in the right sectors. 

Digital Presence/Social Media
The comprehensive, informative and user-friendly website is serviced by an array of active and well-
administered social media channels. They utilise the strengths of Instagram, Facebook and Twitter for 
delivering their visitor-focused content and campaigns, while the LinkedIn profile acts in many ways as 
a record of their campaign launches, awards wins and notable business/press moments for Visit Faroe 
Islands and the archipelago overall. 

Summary: What They Do Well

Aside from the charming, humorous campaigns that have revealed the Faroes to the wider world as a 
stunning destination, their real long-term strength lies in a considered and sustainable tourism strategy 
that seeks better, not more, and is geared towards engaging and motivating the businesses of the islands 
to take an active role in setting high standards and building the tourism economy.

They address the ‘elephant in the room’ – traditional whaling practices – with candour, contextual 
information and no sign of elusiveness, and this is an approach that shows there’s a clear thought and 
strategy behind both the flash and fun of VFI and difficult messaging challenges like this. 
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 3.3 Review of DMO/Regional Campaigns

 

 3.3.1 VisitScotland

VisitScotland runs a number of marketing campaigns throughout the year to not only increase the number 
of visitors to Scotland, but also to enhance the value of their visits. 

VisitScotland marketing campaigns target segments of the UK and also in key markets across the world to 
try and make it as easy as possible for potential visitors to find and discover Scotland’s attractions. Through 
the use of digital and industry support, they are able to achieve a collective approach to tourism that 
encourages advocacy. 

91% of all web traffic comes from organic search from websites such as Google, therefore VisitScotland 
aims to create high-quality engaging content that makes Scotland easy to discover online. 

Recent campaigns include, Scotland is Now and Only in Scotland.

Campaign: Scotland is Now (2018)
 - https://www.scotland.org/more-info/toolkit 

The main aim of this campaign was to put Scotland on the top of everyone’s ‘now’ list. VisitScotland was 
looking to show Scotland as a forward-thinking country for people not only to visit but to live, work, study 
and invest in. 

Through the use of a digital media strategy and compelling and emotive video content, they told the story 
of Scotland - focusing on the people, their stories and the difference these people make to Scotland. 

The campaign launched on 11th April 2018 with a campaign film which introduced ‘Scotland is Now’, 
followed up by a series of mini-documentaries where Scottish people told their unique stories, targeted 
to very specific audiences. The film and mini-documentaries were then followed up by a whole range of 
online and print resources. 

Campaign materials included a content calendar which was available to download, along with case studies, 
presentations, infographics and videos/images to help promote the campaign. 

VisitScotland made it as easy as possible for people to get involved with the campaign. Stakeholders, 
ambassadors and natural advocates for Scotland were asked to create content and share their Scotland 
story. These stories were then amplified through the use of all social media platforms and through the use 
of their campaign-specific hashtag - #ScotlandIsNow.

After only 3 months post-launch, the videos had been watched 105 million times and their overarching 
brand film made the YouTube UK Top 10 Leaderboard.

The campaign hugely exceeded their initial targets of increased reach, engagement, traffic, referrals and 
advocacy. Scotland.org saw 141% uplift in traffic from London and 449% uplift from San Francisco and 
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New York. The campaign reached over 32 million people in its first five months through paid media and paid 
promotion, plus the hashtag was used 413k times in the first six months. 

Campaign: Only In Scotland 
- https://onlyinscotland.visitscotland.com/social-media/ 

‘Only In Scotland’ was the follow-on campaign, launched in 2019. The aim of this campaign was to 
showcase the unique experiences and hidden gems which could be discovered across Scotland throughout 
the year. 

It encouraged visitors to consider coming to Scotland throughout the year and no longer just to explore the 
usual tourism hotspots. Instead, they were encouraged to get off the beaten track and discover the hidden 
gems that the locals know about. 

This is a great example of a campaign which provides a step-by-step of how stakeholders in Scotland could 
get involved and how to use all the resources available. The campaign included how to use the tagline on 
social media, in print, on your website plus some additional DIY tips and tricks to help local businesses get 
involved. 

A variety of resources are available to download from the VisitScotland website to help promote the area. 
These include local area itineraries, e-brochures, guides and digital media resources such as images and 
videos. There is also a range of toolkits available which focuses on current campaigns that VisitScotland is 
running throughout the year, such as themed years (‘Year of Coasts and Waters’, for example). 

Example VisitScotland Toolkits (Publicly accessible to download)

Itineraries available to download  - https://traveltrade.visitscotland.org/toolkit/itineraries/
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• 3 / 4 day itineraries available for download covering a range of areas - Angus/Snowroads/

Dumfries & Galloway/Fife/NC500/Perthshire/Stirling etc. 

• Itineraries include a list of events broken down by month.

• Day by day breakdown of trails, hospitality spots, places to explore, outdoor activities etc. 

• Contact info included for each activity - web/email/phone plus description and images. 

• 4 activities/locations per day. 

E-brochures and downloadable guides - https://traveltrade.visitscotland.org/toolkit/e-brochures-
and-downloadable-guides/

• For each specific area in Scotland

• Also for each activity - Golf/ Fishing/ Sailing/ Walking etc. 

‘Tour Guide Tales’ - Scottish History 

• Podcast where you can hear expert guides/storytellers providing a tour of different regions. 

VisitScotland Themed Years

- https://www.visitscotland.org/supporting-your-business/marketing-toolkits/themed-years-
toolkits

2020 & 2021 is ‘The Year of Coasts and Waters’ (extended due to COVID-19). Businesses are 
encouraged to use the hashtag #YCW2020 to engage on social media. 

‘The Year of Scotland’s Stories’ will be the focus for 2022, showcasing the country’s rich literature, film, 
oral traditions and myths and legends.

A range of resources are available to download to help celebrate these themes such as logos, top tips 
guide on practical ideas to implement, promotional wording which can be used across social channels, 
on business websites etc., a digital media library and specific hashtags to join in on the conversation 
across Scotland. 

 3.3.2 VisitMoraySpeyside

Visit Moray Speyside (VMS) has an easy to navigate website, highlighting local businesses, attractions 
and activities on a map view. 

They have created a number of videos focusing on the following areas of tourism to promote the area 
linked from their YouTube channel:

• Action, Adventure & The Outdoors

• Food & Drink

• Landscape & Nature

• Shopping & Staying
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 Although they don’t run specific marketing campaigns throughout the year, they engage with visitors and 
locals through social media. On Instagram, VMS encourage people to upload photos and tag #morayspeyside 
and #visitmorayspeyside on their posts. VMS also follows a number of hashtags to keep an eye on what is 
being posted and engage/share it with their followers. The hashtags include:

• #visitmorayspeyside (615 posts)

• #morayspeysidetourism (999 posts)

• #morayfirth (31,436 posts)

• #moray (221,088 posts)

• #speysideway (4,320 posts)

• #madeinmoray (8,338 posts)

• #morayspeyside (23,879 posts)

They also pose questions to their followers to encourage engagement, such as the post below:
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 3.3.3 Crown Estate Scotland
Crown Estate Scotland manage Glenlivet Estate who are the principal landowner for the T&G area. 

The organisation works with people and other businesses to manage the land and property owned by 
the monarch in right of the Crown. Their aim is to ensure these assets are managed in a sustainable 
way that creates prosperity for Scotland and its communities. 

Downloadable images are available on the Crown Estate Scotland ‘media centre’ via their Flickr account, 
along with Crown Estate logo pack, media releases and fact-sheets. The majority of their online 
marketing is through LinkedIn and Twitter accounts where they share opinion pieces, news articles and 
research reports.

They manage the glenlivetestate.co.uk website which promotes their significant tourism offering - path 
networks, bike trails, heritage attractions etc. Distinct social media platforms exist for both Glenlivet 
Estate and Crown Estate Scotland. Crown Estate Scotland is currently underway with a branding 
exercise for Glenlivet Estate, which will also see a range of marketing materials produced such as 
leaflets and video content. 

 3.3.4 Cairngorms National Park Authority (CNPA)

The Cairngorms National Park Authority provides a whole range of advice for visiting the area from 
things to do, outdoor access advice and ‘on a shoestring’ for travelling on a budget. 

Discover National Parks Fortnight 
- #discovernationalparks  

A two-week celebration across the UK in April, with events and experiences running throughout the 
Easter holidays to inspire people of all ages and interests to go outside and explore and learn more 
about these special places. 

‘Make it Yours’ Campaign: Cairngorms Autumn Views 
- #CairngormsAutumnViews

One of their more recent campaigns, the Cairngorms Autumn Views campaign is looking to inspire 
the nation to consider choosing the Cairngorms National Park for their Autumn break this year. The 
campaign looks to both remind people that the Cairngorms is open for visitors whilst also showcasing 
what the area has to offer, in terms of views, nature and local businesses.  

The campaign involves asking the public to take a photo of their favourite Cairngorms Autumn view 
and share it on their Facebook, Twitter and Instagram pages, tagging #CairngormsAutumnViews. 

This campaign is geared towards businesses/community projects. Therefore by sharing their image on 
social media, CNPA is also promoting the local business to their followers. The hashtag currently has 51 
posts and rising.
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 3.3.5 Cairngorms Business Partnership (CBP)
The Cairngorms Business Partnership is  a private sector led, membership funded, Chamber of Commerce 
for the Cairngorms National Park. Their remit is to represent businesses within the National Park, support 
businesses and to promote the National Park.

Given the economy of the National Park is dominated by the visitor economy the CBP operates the 
Destination Management Organisation for the National Park through its brand VisitCairngorms and sub 
brand SnowRoads.

VisitCairngorms.com is a website that attracts over 30,000 unique visits per month with the aim of 
inspiring those potential guests to book their Cairngorms experience by linking them directly to member 
businesses. The site has, in December 2020, been completely refreshed and relaunched to significantly 
improve the user experience.

Across its social platforms (Instagram, Facebook and Twitter) VisitCairngorms has well over 120,000 
engaged followers.

The CBP runs consumer facing campaigns throughout the year and has successfully completed numerous 
VisitScotland growth fund campaigns.

On behalf of businesses in the National Park the CBP engages directly with the travel trade promoting 
member businesses to the trade through itineraries and attendance at trade conferences and expos. Early 
in 2021 the CBP will launch a dedicated travel trade site traveltrade.visitcairngorms.com directly promoting 
member products to a global trade audience.

The CBP organises numerous trade, press, influencer and familiarisation visits.

The CBP have a significant content library and imagery library which includes T&G specific trade and 
consumer videos, they are currently being re-edited with a COVID-19 lens (available to members).

Key Hashtags: #CairngormsTogether #VisitCairngorms #SnowRoads

3.4 Regional Tourism Marketing Funnel
Through our initial understanding and further analysis of surrounding marketing activities and campaigns to 
the T&G area, we’ve outlined the current marketing ‘funnel’ taking potential visitors from initial awareness 
and nurturing them through to an actual visit.
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STAGE ACTIVITY
Awareness
Awareness is the uppermost stage of 
the marketing funnel. 

Potential visitors are drawn in 
through large-scale marketing & viral 
campaigns, social media, influencers 
and discovery.

Active:

• VisitScotland: Scotland is Now Campaign

• VisitScotland: Only in Scotland Campaign

• VisitScotland: ‘The Year of Coasts and Waters’ Theme

• Visit Moray Speyside - Press Trips / Influencer Engagement

• Cairngorms Business Partnership Trade Travel Growth Fund Campaign (T&G 
were a key partner)

• VisitCairngorms/ Cairngorms Business Partnership  press, influencer and 
travel trade trips

• Cairngorms Business Partnership current work mapping Campervan 
provision

Upcoming:

• 2022  - VisitScotland: ‘The Year of Scotland’s Stories ’ Theme 

Interest
Once initial awareness is gained, 
potential visitors then move onto the 
‘interest’ stage, where they look to 
learn more about the offering/location 
and peak their interest

They are looking for more targeted 
content on websites / social channels 
and regional DMOs – this is where 
specific regions, areas, routes and 
seasons have huge engagement 
potential with these would-be visitors.

Active:

• Visit Moray Speyside Website

• Visit Moray Speyside social activity/platforms

• Visit Moray Speyside Website campaigns

• Visit Moray Speyside work with travel trade

• Cairngorms Business Partnership collaborative campaigns (Autumn / Winter 
campaign currently in development in partnership with Cairngorms National 
Park)

• Cairngorms National Park ‘Make it Yours’ - free images, videos, maps and 
infographics available

• Visitcairngorms.com website

• Visitcairngorms.com social platforms

• Visitcairngorms.com/ Cairngorms National Park materials and imagery 
(available to members)

• NE250 Route Website / Materials

• SnowRoads Website/Materials

• Key attractions e.g. Dark Skies

Upcoming:

• 2022  - VisitScotland: ‘The Year of Scotland’s Stories ’ Theme 
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STAGE ACTIVITY
Consideration
At the ‘consideration’ stage, we 
are now dealing with prospective 
customers. 

It is at this stage we can encourage 
them to convert, and specific content 
and materials for attractions, sights, 
activities and places is crucial to 
achieving this. 

This focused and specific marketing 
work continues through to the actual 
visit – informing, assisting and 
enhancing the visitors’ experience.

Active:

• T&G Website - Business/ Accommodation / Activity Listing

• Local businesses/tourist attractions own social media platforms (Facebook/
Instagram)

• Crown Estate Scotland materials such as walking routes for area

• Glenlivetestate.co.uk Website
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3.5 Digital Landscape
Hashtags

In 2019, 1 million travel related hashtags were searched on a weekly basis, 74% of travellers say they 
use social media while travelling and 97% of millennials report that they share photos on social media 
while traveling. (SocialToaster, 2019) 

Furthermore, 84% of millennials say that they are likely to plan their own holiday based on someone 
else’s post (SocialToaster, 2019). This shows the influential power of social media (especially Instagram) 
when it comes to showcasing a region and attracting people to visit. 

Hashtags are a strong contributor to overall digital strategy success. When used correctly, they 
contribute to wider conversations, make your content more discoverable, and help people dig 
deeper into a topic.  They’re no longer just a feature to use on Twitter - hashtags have also become 
an important way to connect conversations on most of the major social media channels including 
Instagram. 

Tourism focused hashtags regularly used in the local area:

• #glenlivetestate - 1,429 posts

• #glenlivetmountainbiketrails - 164 posts

• #darkskies - 186,195 posts

• #darkskypark - 9,903 posts

• #tomintoul - 9,513 posts

• #glenlivet - 160,802 posts

• #cairngormsnationalpark - 78,200 posts

• #visitcairngorms - 30,565 posts

• #snowroads - 5,619 posts

• #NE250 - 8,206 posts

Examples below of some popular hashtags in the area:
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3.6 Website Review

To get a clear understanding of what visitors are looking for, we’ve analysed the 
Tomintoulandglenlivet.com website data. This helps us to identify what is working, what needs to be 
improved, what users gravitate towards when landing on your website – and where these visitors 
are coming from. 

Annual Website Activity (Year to Date)

The graph below shows the volume of visitors to the TGLP website from January to October'2020.

Fig 1: Chart to show traffic from Jan 2020 - Oct 2020. 

• The website received the highest visitor numbers in the second half of the year, from July/
Aug onwards. 

Top Line Statistics

The table below highlights the number of users, how many pages they have visited while on the 
website and how long they stayed.

Jan-Oct' 2020

Total Sessions 9,172

Users 7,409

Pages per Visit 2.03

Average Visit Duration 01:28 (Minutes)

Table 2: Table to show top line site visitor statistics during Jan-Oct '20.

Traffic Sources

Understanding how visitors reach your website tells us a lot about how the site is performing. Visitors 
can access the website in several ways: 

• Via unpaid listings in search engines (‘Organic Search’)

• Via links on other websites (‘Referral’)

• Via links on social properties (‘Social’)

• By entering the website URL directly into the browser address bar (‘Direct’)
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The below table shows how the visitors found the TGLP website throughout from January to 
October'2020.

Traffic Source
Users

Number of Users % of Total

Organic Search 5,617 74.72%

Referral 1,010 13.44%

Direct 756 10.10%

Social 131 1.74%

Table 3: Table to show quantity of traffic from each traffic source during time period Jan-Oct '20.

The majority of visitors are organically searching for T&G on a search engine however many are coming 
through a referral site. The most popular referral sites for 2020 are included in the table below. From the 
131 visitors who reached the site via social media, 129 were through Facebook and 3 users found the site 
through Twitter — which reflects the activity levels on those respective social platforms.

Traffic Sources

Source Users

visitscotland.com 574

cairngorms.co.uk 301

wikipedia.org 22

rspb.org.uk 16

darksky.org 11

balnedensteading.co.uk 5

Table 4: Table to show quantity of traffic from each referral source during time period Jan-Oct '20.

Visitor Countries

The majority of the users who land on your website are from the UK, however the table below shows the 
other countries where people are landing on the website.

Country Users

UK 6,372

US 350

Germany 88

Netherlands 65

Canada 55

China 49

Australia 39

France 37

Belgium 24

Table 5: Table to show top visitor countries during period Jan-Oct '20.
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Top Performing Content 

The below table highlights the top 10 most viewed pages on the website. ‘Our Dark Skies’ page is the most 
viewed after the homepage, followed by pages which are within the ‘listings’ section. 

Page PageViews

Homepage 1,941

/our-dark-skies/ 661

/listings/hotel-square/ 518

/listings/directory-category/eat-drink/ 471

/listings/dark-skies 405

/listings/dark-skies 399

/shops-services/ 372

/listings/blairfindy-castle/ 364

/accommodation-tomintoul-glenlivet 343

/listings/directory-category/accommodation/
self-catering/

321

Table 6 : Table to show top 10 most viewed page on the TGLP site during from each referral source during 
time period Jan-Oct '20.
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Primary Research
SECTION 4
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Biggest Challenges

4.0 Primary Research

4.1 Overview

Primary research was conducted throughout September/October '20 by FortyTwo Studio. This included:

• 1 x Virtual Group Session with local businesses / organisations 

• One-to-one interviews with local businesses / stakeholders. (1 hour each, approx)

4.2 Findings

 4.2.1 Biggest Challenges

“We need the core 
season (July & August) 
lengthened and to see 
visitors throughout the 
year"

“It’s all Scottish and 
English Tourists - we’re 
hardly seeing any 
visitors from abroad 
and the spending is 
lower”

“It’s two things: length 
of the core season and 
quantity of visitors we 
need to visit to turn a 
profit to operate the 
hostel."

“We have a lot of people 
using the facilities 
without spending any 
money. We need a 
huge amount of visitors 
coming through the 
door to ensure we raise 
the revenue we need”
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Opportunities

 

 4.2.2 Opportunities for the Area

“Lonely Planet 
included NE 250 
route as a must go 
places  - one of 
nine in Scotland”

“Angles to tell people 
we’re open for 
business - there are 
things to do here. They 
can’t go skiing around 
the world at the 
moment, but they can 
come here ”

"Salmon fishing  - a 
sport you do on your 
own, outside"

“The concept of a 
driving route is broadly 
attractive at different 
times of the year and 
goes into the shorter 
months”

Biggest Challenges

(Continued)

“No-one wants to 
stay in a hotel at the 
moment” (Context - 
COVID-19)

“Weather - The 
winter we have and 
BBC reports about 
the Tomintoul to 
Cockbridge road 
closure is a nightmare"

 

 
"Dirty camping across 
the park and estate 
has been an issue and 
we must plan for how 
businesses/landowners 
can go forward"

"The winter can put 
people off. We want 
people to come in 
the winter. What an 
amazing place to see 
in the snow”
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New Audiences

 4.2.3 Opportunities to target New Audiences

“There are purist distillery 
people - they are only 
here for that but they get 
drawn over the years to 
the beautiful landscape we 
have, and then there are the 
whisky newbies, who think 
'we’re here, we’re walking 
and we’re enjoying the 
countryside'” 

"The amount of 
camper-vans we’ve 
had into the village, 
staying overnight 
in the camper-van 
spots at the bowling 
club - they do have a 
disposable income”

“A lot of our visitors 
will initially come for 
the whisky, but the 
bit that hooks them 
is the quality of the 
landscape”

‘Repeat visitors - We 
do have customers who 
come 3 / 4 times a 
years”

Opportunities

(Continued)

"Whisky, Walking 
& Wildlife are our 
biggest draws"

“The Dark Skies is seen 
an opportunity to tap into 
an out of season winter 
tourist - I see that as 
having massive potential 
for the area and we’ve yet 
to see the full impact and 
anyway we can build on 
that is positive”

"Use Tomintoul and 
Glenlivet as a base  - 
we’re not far from the 
Moray Coast, Royal 
Deeside, Aviemore 
and the Cairngorms”

“The new video footage 
we’re currently getting 
[Context - the footage 
TGLP has commissioned) 
will be of great use 
to VMS and VS for 
promoting our are”
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Marketing Materials

(Continued)

 4.2.4 What Marketing Materials/Support do you need

"Knowing what other 
campaigns are going on 
and how to engage"

Marketing Materials

“A lot of people ask 
about walks in the area 
and attractions to visit”

"Materials about the 
hidden gems in the 
area"

“Really amazing 
content  -video 
and photography"

“Walking maps are the 
things that people take 
away - a series of walking 
maps would be pretty 
cool”

“Day trip ideas - start the day 

at the discovery centre, go to 

a distillery for a tasting, visit 

the local shops such as myself 

for a tasting ...or a coastal tour 

idea where they end up back 

in our area at evening”
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Summary & 
Recommendations

SECTION 5
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5.0 Summary & Recommendations

5.1 Campaign Focuses & Key Messaging Strands

Based on research findings, we have identified the following areas that show potential as campaign/
messaging strands for the T&G area.

• We are open for business in Winter - There was a consensus from research participants that there is a 
perception that the area is inaccessible during winter.  There is a huge opportunity to extend the season 
and attract a ‘winter’ tourism audience. Attraction and angles to help reinforce the ‘open for business’ 
message include:

 — Promotion of Cairngorms Dark Sky Park -  the most northerly Dark Sky Park in the world

 — Stunning & Diverse landscapes - accessible from driving routes such as SnowRoads & NE250

 — Strong Snowsports offering  - The Cairngorm National Park is home to 3 of Scotland's Ski Resorts 
(The Lecht / Cairngorm Mountain & Glenshee.)

• Whisky and more... -  Focus on ‘History & Heritage’ and’ Open to Adventure’ area themes to attract 
a new type of whisky customer - one that is happy to embrace other activities in the region, such as 
walking. 

• Get away to it all / Escape and Adventure - During current and ongoing COVID-19 restrictions, play on 
people's desire for escape and adventure. Focus on the stunning landscapes and encourage city-based 
tourists to escape areas of high density and embrace the T&G area and the outdoor pursuits on offer - 
biking / fishing / walking / nature spotting / Dark Skies /  Snowsports.

• History & Heritage - With the VisitScotland announcement of their 2022 theme ‘Scotland’s Stories’ 
- there is huge opportunity for T&G businesses and stakeholders to align their marketing with this 
campaign and build up a bank of material/assets around their’ History & Heritage’ theme: Ballindalloch 
Castle, Blairfindy Castle (one of the most viewed attraction on the tomintoulandglenlivet.com site).

• Dark Sky Park - Identified as a high-potential attraction that the area has yet to experience the full 
impact of. From the newly commissioned video and photography work underway, there is massive 
potential to run a targeted campaign pushing this attraction.

• Driving routes (SnowRoads and NE250)  - Identified as a high pull 'attraction' to the area and room to 
highlight them more. Lonely Planet included the NE250 in their new Ultimate Travel List, which is a great 
kick-start for capitalising on the wider driving routes around the area. Position T&G as an essential stop 
and integral part of the experience. 

• ‘Whisky, Wildlife, Walking’  - Telling a more compelling story by combining some of the most popular 
and ‘Scottish’ activities in the region – the full, immersive experience for visitors to enjoy the landscapes, 
the flora and fauna and warm up again with a dram or a hot drink.

• Camper-vans Trip  - Although it’s wise to be wary of ‘dirty camping’ concerns/damage to the area 
this can bring, it was recognised that this could be a potential growth opportunity when partnered with 
messaging that reinforces responsibility and care for the landscape. Crucial to this growth will be clear 
information on facilities and a sustained encouragement for people to visit the ‘road less travelled’. 

• National Park Status - The National Park Status presents an opportunity with a growing  number of 
visitors considering it important  (55% at last survey). Businesses within the Park can leverage the brand 
in their marketing efforts to signify association. 
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Note: Each campaign focus and key messaging strand will be explored in more depth within the support 
marketing plan.

Collaborative Campaigns:

To maximise visibility, T&G stakeholders should actively explore joint campaigns with each other and organisations 
from neighbouring areas. By contributing / part funding joint campaigns, the T&G area can benefit from a wide 
range of materials and assets.

5.2 Recommended Social Platforms

A crucial aspect of building digital engagement and delivering focused and astute marketing campaigns for 
the Tomintoul and Glenlivet region will be in revitalising and re-activating a couple of key digital platforms – 
Instagram and YouTube. 

Both visually focused, globally-popular platforms, these are where you’ll engage new visitors, key stakeholders 
and locals with compelling, enjoyable and strategic content – both still image and video. Alongside some prudent 
housekeeping measures, a strategic and active approach will help get the best out of both of them. 

Note: The TGLP social platforms will no longer be active or managed by TGLP at the end of 2020. However 
these are being transferred to the T&G Business Association who will co-ordinate area focussed marketing 
activity going forward. In co-ordinating overall area activity, we would recommend investment in the 
following platforms.

 5.2.1 Instagram

• Visually appealing content 

• Short-form video

• Reposting/regramming good user-generated/visitor-generated content 

• Showing personality of the people who live and work in the region 

• Offering slices of life and experiences through Stories 

• Building an array of curated Highlights grouped into campaigns/categories

Instagram is tailor-made for visually-rich content – this is the place for good photography and using Stories/
Highlights to drip feed messages, images and personality into their day-to-day social media routine. Writing 
concise and descriptive captions with content is a key factor in ensuring good engagement. 

Tomintoul and Glenlivet’s stunning natural beauty, unique history/heritage and memorable experiences available 
to visitors make Instagram a perfect platform to champion all of it. 

 5.2.2 YouTube

• Showpiece video content - e.g. Dark Skies, Outdoor Pursuits, Landscapes, Distilleries

• Easily embeddable/shareable for all

• Influencer opportunities – travel vloggers

• Campaign-focused video content 

• Captionable content / auto-translate function for accessibility and foreign language access

• Opportunities for more in-depth content on people, places, histories, cultures
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 YouTube is the #1 video website in the world – where over a billion hours of video content is watched 
every day. As the unassailable market leader in this area, it is the natural platform in terms of shareability 
and access – a perfect place for campaign video content to live, among an array of other opportunities. 

As with so many things, the easiest way to demonstrate something or communicate an idea is to show 
people – and YouTube allows that in abundance. This is where you can show off the striking beauty of 
T&G area in the winter months, dazzle people with Dark Skies content, provide friendly guidance videos 
to camping parties/camper-vans and even invite experts/influencers/vloggers to give T&G a try for 
themselves. 

5.3 T&G Area Themes

The following table identifies opportunities to align the recognised area themes with other like-minded 
tourism organisations activity and campaigns, for maximum impact and reach.

T&G Area Theme Digital Engagement Opportunities

Specific General

History and Heritage • VisitScotland 2022 - 
‘Scotland’s Stories’ Themed 
year

• VisitScotland - Scotland is Now 
campaign

• VisitScotland - Only in Scotland 
Campaign

• VMS  - Social Activity

• CBP  - Social Activity

• CNPA - Social Activity

Open to Adventure • Cairngorms Business 
Partnership collaborative 
campaigns (Autumn 
/ Winter campaign 
currently in development in 
partnership with Cairngorms 
National Park)

Natural Landscape • Cairngorms National Park 
#cairngormsautumnviews 
campaign

• Year of coasts & water 
#YCW2020

• Discover National 
Parks Fortnight 
#discovernationalparks 
(April)

Living & Work Landscape • Malt Whisky Trail 
Marketing Activity

• Spirit of Speyside - Whisky 
Festival (28th April - 3rd 
May 2021) / Distilled 
Food & Drink (3rd - 4th 
September 2021) / Gin 
Experience (date TBC)
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 5.4 Marketing Toolkit  - Proposed Scope

 5.4.1 Local Businesses

A key objective of this market research has been to complete the foundation research work to inform long-
term future marketing strategies and create a marketing plan for the T&G area that is useful and actionable 
for local businesses and the community. It also aimed to identify what supporting materials and assets 
could be useful to local businesses/ communities so that a scope of work could begin to be formed for a 
marketing toolkit. 

Based on the research, it was identified that the following materials / assets / support would be useful:

• A regular supply of seasonal photography / video for the local business and DMOs to use (Note: this 
is already underway with photography commissioned by TGLP)

• Printed collateral specific to the area that can be handed out to visitors from local business/ 
discovery centres to improve visitor experience. The collateral should be focused on key themes or 
activity such as:

 — Walking routes in the area

 — Heritage site

 — Day itineraries

 — Responsible camping

• A regular update on wider campaigns/marketing being done with clear instruction on how local 
businesses and communities can get involved/signposting

• Digital skills training - signposting to where digital/social training is available e.g. Visit Moray 
Speyside webinars, VisitScotland material

To access a range of resources for the T&G area, including: T&G logo, Dark Sky Park logo, leaflets and videos, 
please visit www.tomintoulandglenlivet.com/resources

 5.4.2 DMOs/ Tourism Organisations

Based on the research, it was identified that the following materials/assets/support would be useful to 
DMOs/ Tourism organisations (such as Cairngorms Business Partnership) to allow them to amplify the 
marketing activity for the region:

• High quality, professional photography/ Video

• Press packs / Media kits on key destination such as Dark Sky Park (Fact sheets / Quality imagery 
and Video) / Story Starters / Contact Information / Collation of existing press coverage

• Regular updates on area activity 
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