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The Tomintoul and Glenlivet area is a living, working 
landscape of immense natural beauty, deeply 
fascinating cultural history, with communities that 
together can achieve great things. 

This marketing plan was commissioned as part of the Tomintoul 
and Glenlivet Landscape Partnership (TGLP), a £3.6m programme 
supported by the National Lottery Heritage Fund to regenerate 
the area. Its purpose is to offer clear and concise guidance on how 
businesses, organisations, communities and individuals in the area can 
better attract customers, visitors and interest from near and far.

It offers strategies for promoting this area in the context of the 
Cairngorms National Park, Moray Speyside and Scotland as a whole.  It 
provides some ideas about potential types of visitor to attract, quick 
guides on the kind of digital platforms you can use and information on 
the resources that are available at a national and regional level to help 
support you. 

While the Landscape Partnership programme concluded at the end 
of 2020, the need for consistent, knowledgeable and enthusiastic 
promotion of Tomintoul and Glenlivet remains. There’s never been 
a better time to start investing time and energy into your marketing 
output, providing up to date information to prospective visitors and 
elevating the profile of this fantastic region to a wider audience. 

Raising visitor numbers, ‘extending the season’ and bringing valuable 
new business into Tomintoul and Glenlivet requires a spirit of 
collaboration between like-minded businesses and a keen eye for 
opportunities — all of which we’ve seen demonstrated across this 
region, time and time again. 

This plan is yours to use. Please read it over and lift the parts that best 
apply to you, your friends and neighbours. Please also make use of the 
website tomintoulandglenlivet.com which contains more resources for 
promoting all this wonderful area has to offer.

Will Boyd-Wallis
Programme Manager, TGLP
December 2020

Foreword
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Introduction 
SECTION 1
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This marketing plan has been developed to help all associated stakeholders with the promotion of the 
Tomintoul and Glenlivet (T&G) area, continuing further economic growth and development. 
 
This detailed document outlines a direction for potential future marketing activity and effort, all focused 
around raising awareness of the T&G and championing its four area themes:

• History and Heritage

• Open to Adventure

• Natural Landscape 

• Living and Working Landscape 

Who is this document for?

Anyone looking to attract visitors to the area, promote their business or advocate for the T&G area should 
use this document as a source of insight from which to generate new ideas, content and campaigns. 

1.1 Overall Goals &Objectives:

The marketing strategy aims to:

• Drive awareness of and increase visitor numbers to the T&G area.

• Align area marketing efforts with surrounding organisations/businesses for maximum collective 
effect.

• Increase the area's digital presence - encourage visitors to the area to post about their experience 
on social channels.

• Communicate the breadth of T&G’s offering – showcase the best of the area.

• Highlight opportunities from regional DMOs, tourism bodies and stakeholders. 

• Increase advocacy amongst visitors. 

• Over time, improve the quality of visitors to the area – encourage them to stay longer, explore 
more and, most importantly, make repeat visits.

1.0 Introduction
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Strategy Summary
SECTION 2
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2.0 Strategy 

2.1 SWOT Analysis:
We must understand what the area does well, improve what it doesn’t, capitalise on what it can do, and 
defend against what could challenge it. With that in mind, here is the areas SWOT analysis for 2021-22.

STRENGTHS
What we’re good at. 
What’s working. What our 
visitors like about us.

WEAKNESSES
What we want to fix. 
What we want to 
strengthen. What we want 
to become more efficient 
at.

OPPORTUNITIES
What the industry might 
soon want. What we think 
we’ll be good at. What will 
be our difference-maker. 

THREATS
What we think could 
hinder our growth. What/
who we think could take 
our visitors. 

• Whisky, Wildlife 
& Walking - the 
full package and 
abundance of 
activities.

• High number of 
repeat visitors - 
people fall in love 
with the area and 
keep coming back. 

• Two driving route 
‘pull attractions’ 
pass through 
the T&G area 
(SnowRoads and 
NE250) - need to 
position T&G as an 
essential stop and 
inetgral part of the 
experience. 

• Strong and 
engaged local 
businesses.

• Location - the area 
is well-placed to 
access and explore 
other regions 
(Moray Coast / 
Royal Deeside / 
Aviemore and the 
Cairngorms).

• Safe environment 
for families to 
embrace the 
outdoors and 
wildlife. 

• The area offers 'off 
the beaten track' 
unique experiences.

• Better engagement 
with wider 
marketing efforts 
of DMOs and local 
organisations.

• Increased social 
activity to drive the 
awareness of the 
area.

• Length of the 
season - we need 
to push and attract 
a more varied 
winter audience 
and debunk the 
idea that the area is 
‘closed’ outside of 
spring/summer.. 

• Dark Sky Park - a 
huge opportunity for 
us to tap into out-
of-season tourism.

• A more consistent 
and proactive 
marketing/social 
media which 
engages the local 
community and 
businesses for 
maximum impact.

• New audiences such 
as the high-value 
campervan tourists/
market.

• The recently 
commissioned 
video/photography 
- new, engaging 
content that can 
be used across 
marketing mix.

• Tourism trends 
showing people 
want a ‘sense of 
escape’ away from 
city crowds.

• A captive and loyal 
‘whisky’ crowd that 
can overspill into the 
areas T&G excels at.

• Better flight 
connections 
bypassing central 
belt and taking 
tourists to nearby 
Inverness/
Aberdeen airports.

• COVID-19 - 
ongoing travel 
restrictions.

• Attract the right 
type of visitors 
- we want to 
attract visitors that 
respect the area/
landscape.

• Resource - the 
time and input 
needed to commit 
to ongoing 
marketing activity 
and efforts.

• ‘Dirty Camping’ - 
risk of damage to 
the area if good 
practices and 
regulations are 
not followed by 
visitors.

• Weather - the 
Scottish winter 
can put people off 
travelling this far 
north.
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2.1 SWOT Analysis (Continued)

STRENGTHS
What we’re good at. 
What’s working. What our 
visitors like about us.

WEAKNESSES
What we want to fix. 
What we want to 
strengthen. What we want 
to become more efficient 
at.

OPPORTUNITIES
What the industry might 
soon want. What we think 
we’ll be good at. What will 
be our difference-maker. 

THREATS
What we think could 
hinder our growth. What/
who we think could take 
our visitors. 

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

• The area is home 
to some of the best 
cycling in Scotland  
- The Glenlivet 
Mountain Bike Trail 
Centre is now open 
for business and 
the area has some 
of the best hill 
climbs in the UK. 

• National Park 
Status - a key 
factor in attracting 
visitors to the area.

 - • To develop road 
cycling itineraries 
that make the T&G 
area the hub of 
some of the most 
amazing circular 
routes and climbs 
in the UK

• T&G was a 
key partner in 
Cairngorms 
Business 
Partnership's 
VisitScotland travel 
trade growth fund 
campaign and there 
is a very significant 
opportunity for 
T&G businesses to 
offer travel trade 
ready products. 
During the 
engagement with 
the travel trade  
it was found 
that there was a 
significant demand 
for unique off 
the beaten track 
activities and T&G 
is uniquely placed 
to provide this.

• Leverage the 
National Park 
status  - Businesses 
within the Park 
can leverage the 
brand to signify 
association.

-
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 2.2 Our Audience:

Here we have mapped out viable audiences, towards whom, you as a T&G stakeholder can tailor 
marketing content, messaging and overall campaigns. 

These are ‘thumbnails’ designed to illustrate some of the key demographic that the region can and 
should attract, with key points included on how you can cater to these audiences. 

Domestic Day Trip

• Two professional adults (AB), two kids under 12 – based in Aberdeen suburbs

• Parents are on a health kick and looking to be more active at weekends

• Looking for sights and activities to plan a Cairngorms day-trip with the kids 

• Aware of the distilleries in the area but not sure what else there is to do for families in 
Tomintoul/Glenlivet

How your marketing can help

• Offer suggested routes and sights – e.g. Family appropriate walking trails, pubs/eateries suitable 
for kids, indoor options for bad weather

• Produce content that pitches specifically to family visitors

• Include key details on helpful facilities – baby changing, pram parking

• Example Campaign Focuses: Get Away to It All + National Park Status - 'Escape the city and 
enjoy one of Scotland's celebrated National Parks with the whole family' (See page 13 onwards for 
details on campaign focuses)

International Tourists

• Retired Canadian couple (A), both earning large pensions, with ample savings

• Visiting Scotland as part of a wider European tour, Scotland is a particular highlight due to 
ancestral heritage and they’re on their way north from Edinburgh

• Familiar with Speyside and Islands distilleries, but definitely want to tour The Glenlivet, and now 
looking to plan a couple of days in the region 

How your marketing can help

• Clear travel information on reaching T&G from the central belt 

• Sample itineraries to peruse – e.g. ‘histories and whiskies’

• Simple and informative print materials that offer maps, key points of interest and are easily 
digestible for visitors of any age/background (and, ideally, language)

• Example Campaign Focuses: Whisky and more... + History & Heritage - 'Distilleries, drams and 
much more — rediscover your roots in historic Scotland' (See page 13 onwards for details on 
campaign focuses)
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 Younger Tourist/Backpacker

• 20 year old solo traveller from Spain (BC1), doing Northern Europe on a budget

• Arrived in London two weeks ago and has been working his way north 

• Looking for cheap accommodation, cheap eats, free entry sites

• Willing to spend some of his travelling budget for a really memorable experience and/or a 
keepsake of real quality

• Talented photographer, documenting his travels on an Instagram page

How your marketing can help

• Backpacker-focused content – top tips, public transport routes

• Signposting to larger DMO information that offers information in other languages

• Social campaigns harnessing user-generated content with prominent hashtags – encouraging 
visitors to utilise it and feature their photos/videos

• Example Campaign Focuses: Dark Skies Park + Whisky, Wildlife, Walking - 'Beautiful days of 
whisky, walks and wildlife and memorable nights at the most northerly Dark Skies Park in the 
world' (See page 13 onwards for details on campaign focuses) 

Adventure Seekers

• Pair of 25-35 year old mountain biking enthusiasts (BC1) from Wales

• Looking to an active holiday where they can enjoy both outdoor and cultural activities. They will 
venture off the beaten track and will be engaged by trying new things and pushing their limits.

• Driving up with bikes racked to their campervan

• Looking for good mountain bike trails, nice routes for short-range road biking, good pubs for the 
evenings and campervan friendly camp-sites/parking

How your marketing can help

• Trail route maps, camp-site location maps, clear regulations on campervan parking and overnight 
stays 

• Share stunning area imagery  - show breathtaking landscapes and scenery

• Targeted campaign for people who want to bike, hike and try other adventure sports – 
opportunities to signpost and collaborate with other local business that offer this type of attractions

• Example Campaign Focuses: Escape and Adventure + Campervan Trips - 'A guide to area's 
campervan sites — adventure-seekers welcome.' (See page 13 onwards for details on campaign 
focuses) 
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 Out of Season Visitors

• Professional couple in their mid-30s (BC1) from Edinburgh, looking for a long weekend break 
idea in the winter months

• Seeking out hotel / AirBNB accommodation in the northern part of Scotland and are looking into 
the Tomintoul/Glenlivet area, though always assumed it was closed for the season

• Looking for nice places to eat, peaceful wintry walks, comfortable accommodation to spend 
quality time and a memorable experience if possible

How your marketing can help

• Information on autumn/winter activities in the area and opening hours by season, also contact info 
and advice on countryside safety in wintertime

• Dark Skies campaign and marketing assets 

• Restaurant/eatery guides - ‘foodie’ content, specific food/drink campaign that can focus on what’s 
available beyond whisky

• ‘Weekend Break’ itinerary guides for short-stay visitors

• Example Campaign Focuses: We Are Open For Business in Winter + Driving Routes - 'Five Star 
Drives, all year round — on your NE250 adventure, discover the beauty of T&G area' (See page 
13 onwards for details on campaign focuses) 

Food-Loving Culturalists 

• Two professional adults (AB), both in their early 40's from North England.

• Seeking out a relaxing short-break experience where they can enjoy great food & drink and 
engage with cultural activities. 

• They enjoy taking time to plan their holiday - researching and reading ahead of time to make sure 
their choosing great good and drink experience ans finding suitable accommodation. They also 
value recommendations and will visit travel review sites.  

How your marketing can help

• Restaurant/eatery guides - ‘foodie’ content, specific food/drink campaign that can focus on what’s 
available beyond whisky

• ‘Weekend Break’ itinerary guides for short-stay visitors

• Sample itineraries to peruse – e.g. ‘histories and whiskies’ - Show what's on offer in the area.

• Social activity/imagery showing authentic and good quality food and drink experiences.

• Example Campaign Focuses: Whisky and More + Get Away to It All - 'Sights, tastes and 
experiences you won't soon forget — welcome to T&G area' (See page 13 onwards for details on 
campaign focuses)  
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Natural Advocates

• Married Couple (BC1), both in their early 50's from Glasgow.

• Passionate about Scotland and looking for a chance to get away from it all.  They seek peace 
and quiet and have enjoyed holidays to other part of Scotland as it offers them everything they 
want from a holiday; breathtaking scenes and a connection with nature. 

• This will be their primary holiday for the year and they will be looking for self-catering 
accommodation.

• They don't want hustle and bustle - instead they favour gentle outdoor activities  such an 
enjoying beautiful scenery and landscapes, walking (short and longer walks), visiting natural 
sites, watching wildlife, parks and gardens, sightseeing and visiting castle/monuments. 

How your marketing can help

• Signposting to larger DMO information that offers and abundance of information

• Promote walking routes and showcase natural sites they might not have visited

• Share stunning area imagery  - show breathtaking landscapes, an abundance of wildlife and 
scenery

• Dark Skies campaign  - a unique opportunity for the area

• Example Campaign Focuses: Dark Skies Park + National Park Status - 'Step away from hustle 
and bustle and see the stars like never before'  (See page 13 onwards for details on campaign 
focuses)  
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2.3 Campaign Focuses & Key Messaging Strands

 2.3.1 Campaign Focuses

With promotion of the overall T&G area in mind, we have identified the following potential campaign 
focuses.

We are open for business in Winter - 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 and diverse landscapes - accessible from driving routes such as SnowRoads & NE250

 • Strong Snowsports offering  - The Cairngorms 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’ 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, cater to 
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.

Campervans 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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  2.3.2 Key Messaging Strands

For further exploration and development, here’s a brief snapshot of some example key messaging 
strands for marketing output based on the aforementioned campaign focus areas:

Open for Winter Whisky and More...

• T&G Winter Getaways 

Winter getaways – book cosy and comfortable 
hotel rooms in the Scottish countryside.

• Five Star Drives

SnowRoads and NE250 both pass through 
T&G – stunning scenery and places to stop and 
enjoy. Need to position T&G as an essential stop 
and integral part of the experience. 

• Scotland is Wild

Appreciate the beauty of the autumn/winter 
seasons and the wildlife that thrive in T&G.

• Whisky galore, and more...

Tomintoul and Glenlivet distilleries draw in 
tourists - but businesses, eateries, pubs etc. can 
round out this authentic Scottish experience.

• Whisky, Wildlife and Walking 

Itineraries to get out into nature, with well-timed 
stops for a winter warmer along the way.

• Smugglers’ Footprints

Whisky fans can follow the trails of smugglers 
from the 19th century – and taste the precious 
cargo, of course. 

Get Aways and Adventure History & Heritage

• T&G - Two-Wheels & Gears

Road cycling and mountain bike trails – e.g. Bike 
Glenlivet.

• Walk Paths, Climb Hills, Breathe

At the gateway to the Cairngorms, there are so 
many paths to take – from low-key strolls to 
serious hikes.

• Gone Fishing

The ideal socially distanced activity – a 
riverbank, a fishing rod and a flask of tea.

• A Tale of Two Castles

Ballindalloch and Blairfindy – one immaculate 
and Baronial, with lush gardens, and one an 
historic ruin with a storied history.

• 2022 ‘Year of Scotland’s Stories’ 

The histories and heritage of T&G is a perfect 
example of the lesser-told stories that can thrive 
and find fame during this year of Scotland’s 
Stories.

• Scotland’s Secrets 

An opportunity to capitalise on Scotland’s Stories, 
sites like the castles, and the story behind the 
Scalan Seminary and Mills. 

Cairngorms Dark Sky Park Campervan Campaign

• Go Out of this World

Look up, and you’ll find yourself amongst the 
stars – experience some of the UK’s darkest 
night skies.

• True North

The most northerly Dark Sky Park in the world – 
an unmissable sight.

• Campervan Friendly

We welcome campervan visitors who respect 
the land, the residents and the organisations 
who take care of T&G, all year round.

• The Road Less Travelled

T&G is the place to drive out into wild Scotland 
and experience the scenic views and the living 
landscapes.
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Marketing Plan, 
Channels & Roll Out

SECTION 3
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3.0 Marketing Plan & Roll Out

3.1 Regional Tourism Marketing Funnel

Below outlines the current marketing ‘funnel’ taking potential area visitors from initial awareness and 
nurturing them through to an actual visit.

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 
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 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

• Campaign: Cairngorms Autumn Views 

• 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

•  

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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3.2 Content Framework:
Content has four main purposes: to entertain, to educate, to inspire and to convince. 

Aligning content closely with these purposes will ensure your digital activity is relevant, consistent 
and - most importantly - valuable. This will help visitors take notice, move them towards agreed 
goals and, ultimately, towards conversion — a visit, a booking, a purchase. 
 
There are three main pillars of content that effectively cover these main purposes. We break con-
tent down into these categories to ensure you can cover each regularly without getting repetitive. 
The below outlines the various types of content that can be used across social channels and on 
web.

HERO

Hero content is designed to 
inspire, entertain and attract 
new or loyal customers

HELP

Help content aims to answer 
questions and educate

HUB

Hub content is regular content 
that customer can expect

Photography/Video
Showcasing the natural beauty 
and engaging culture/heritage 
of T&G through professional 
imagery/video and user-
generated content 
— utilised to help deliver key 
messaging and give visitor 
perspective.

Visitor information
Accommodation, see & do, 
shops/services, eat & drink, 
events.

Shared press articles 
about the region – events 
coverage, tourism news etc.

Blogs/Articles/ Press 
Coverage
Articles, interviews etc. on 
relevant subjects to the area

History & heritage
Background on the area, its sights, 
its heritage.

Job Opportunities.

Endorsement/Influencer/
Expert content
Sharing content produced by 
high profile/specialist visitors 
who offer their experience of 
T&G - e.g. foodie bloggers, 
mountain biking magazine.

Resources 
Publications from DMOs etc. for 
businesses in the region, annual 
reports etc.

Visitor information
Accommodation, see & do, 
shops/services, eat & drink, 
events.

Collaborative/ High-profile 
Campaigns
Engaging and sharing 
content/campaign materials 
produced by regional DMOs 
and organisations such as 
VisitScotland, Visit Moray 
Speyside, CBP, CNPA and Crown 
Estate Scotland.

Location/Routes
How to get here, travel options, 
walking/cycling paths.
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Live Stories
Using live story features 
(Facebook/Instagram) to 
accurately capture a moment 
(scenery / sunset / key activity).

Company Focus / Spotlights
Q&As, behind the scenes 
(BTS) and spotlights on specific 
businesses/ organisations in the 
T&G area.

Day Itineraries  /Long-form 
Content
PDFs & Blog content grouping 
activity together to improve visitor 
experience e.g. A day of adventure 
/ A day of wildlife  /Snowsports 
etc.

Hidden Gems
Sound bites/ imagery / 
testimonials from local people / 
businesses on their favourite area 
/ attractions.
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3.3 Platform & Purpose:
Different social media platforms have different strengths and purposes - below maps out the 
potentials of each key platform so that you can assess the most suitable for your business.

 3.3.1 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 your day-to-day 
social media routine. Writing concise and descriptive captions with content is a key factor in 
ensuring good engagement. 

 3.3.2 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

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.  
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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 Tomintoul and Glenlivet in the winter months, dazzle people with Dark Skies content, 
provide friendly guidance videos to camping parties/campervans and even invite experts/
influencers/vloggers to give the T&G area a try for themselves. 

 3.3.3 Facebook

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

• Use events functionality to highlight key attractions/events

• Boost posts/use targeted ads

• Mirror Instagram by offering slices of life and experiences through Stories 

• Raise brand awareness

• Stimulate website traffic

Facebook has grown into a very useful marketing tool, and a useful method of steering traffic to 
your website and raising the area’s profile. 

Since Facebook acquired Instagram in 2012, the two platforms have been increasingly intertwined 
so any paid ads/promoted posts on Facebook also reach audiences on Instagram.

Be regular with posts, keep them spaced apart if doing multiple posts in a day and keep your 
profile looking good. Consider using a looping cover video (which can be up to 20 seconds long) 
to add a little flourish and catch the user’s eye.

 3.3.4 Twitter

• Wide range of imagery

• Regular bursts of posts

• Retweeting good content

• Use threads to tell stories

Twitter is a volume platform. Posts benefit hugely from strong visuals to draw people in from their 
cluttered timeline.

Plenty of great imagery - both polished landscapes and more candid snaps along with solid 
hashtagging. 
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3.4 Theme Calendar:
Being aware and creating a calendar of key themes per season means you can begin to create 
content that is topical and will resonate with varied audiences, encouraging them to interact and 
engage. 

Below is a 2021 calendar of themed days and activities which can be useful reference for your 
social media planning. 

Quarter External Themes

Jan - Mar • Walk your Dog Month 

• Big Schools Birdwatch (6th January - 21st February)

• Valentines Day (14th) - encourage people to book a weekend away within 
the area

• Spring Equinox (20th March)

• International Day of Happiness (20th March)

• International Day of Forests (21st March)

• World Water Day (22nd March)

• Mother’s Day (22nd March)

April - June • National Pet Month (1st April - 9th May)

• Move More Month (1st - 29th April)

• Discover National Parks Fortnight (4th - 19th April)

• Easter Sunday (12th April)

• Endangered Species Day (17th May) 

• International Dark Sky Week (19th - 25th April)

• National Mother Earth Day (22nd April)

• National Walking Month 

• Local and Community History Month 

• National Clean Air Month

• National Vegetarian Week (11th - 16th May)

• Water Saving Week (11th - 14th May)

• Great Outdoors Month (1st-30th June)

• National Trails Day (1st June)

• World Environment Day (5 June)

• Bike Week (6 - 13th June)

• National Picnic Week (22 - 27th June)
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Quarter External Themes

July-Sept • Love Parks Week (12 - 20th July)

• National Dog Day (26th August)

• National Wildlife Day (4th September)

• Stand up for Food Month (1 - 29th September)

• World Tourism Day (27th September)

Oct-Dec • International Coffee Day (1st October)

• National Clean Air Day (8th October)

• National Day of Adventure (14th October) 

• National Take a Hike Day (17th November)

• Black Friday (27th November)

• Cyber Monday (30th November)

• St Andrews Day 

• International Mountain Day (11th December)
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3.5 DMO/Regional Campaigns
To maximise the reach and visibility of the T&G area, it's important to explore and engage with the 
campaign efforts of other regional DMOs and organisations. By resharing campaign materials, engaging 
with comments, using campaign hashtags in your posting, you can make your business and the T&G 
area more discoverable to new audiences. 
 
Below summarises what current marketing is ongoing and what materials are available for you to use 
(e.g imagery / downloadable content)

 3.5.1 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.
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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 
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). 
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 Example VisitScotland Toolkits  

Itineraries available to download  - https://traveltrade.visitscotland.org/toolkit/itineraries/

• 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. 

 3.5.2 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:
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 • Action, Adventure & The Outdoors

• Food & Drink

• Landscape & Nature

• Shopping & Staying

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)

 

 3.5.3 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 siginficant tourism offering - path 
networks, bike trails, heritage attractions etc. Distinct social media plaforms 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. 

 3.5.4 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  
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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.

 3.5.5 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
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3.6 TGLP Themes
The following table identifies opportunities to align the recognised T&G area themes with other like-
minded tourism organisations activity and campaigns, for maximum impact and reach.

TGLP 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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 3.7 Further Marketing Activity

 3.7.1 User-Generated Content

User-generated content is any type of content that has been created and put out there by unpaid 
contributors (in this instance visitors to the area, local or like-minded businesses, DMOs etc.)
 
It’s vital that user-generated content is embedded in the areas overall social activity. 
 
• Create a community — rewarding those talking about T&G and using branded hashtags, listening 

to what they're saying and responding. Look for good opportunities to join in conversations and 
show appreciation and engagement. 

• Tagged Content — Reposting good tagged content/photos on Instagram etc. 

 3.7.2 Follower Strategy and influencers 

To start increasing engagement and expand reach across social media platforms it is essential to start 
posting, engaging and following like-minded companies, suppliers, brands and key influencers over all 
social media platforms. 
 
Strategically following and engaging with like-minded companies in the T&G area, around Scotland and 
travel influencers from around the UK on social media will help create awareness, make the area more 
discoverable and build relationships. Take and show interest in what they do — it will be rewarded. 

Examples below:

Publications/Media 
Following and interacting with a number of online publications, media outlets and groups on social media 
will help create goodwill, spread awareness of the area and will also help us to keep up-to-date on 
anything going on in which we could potentially be a part of. 

By using any relevant hashtags (if platform appropriate) when posting photos, we are far more likely to 
pick up engagement and shares from users and these associated pages. Some initial ideas below: 

• @ChicScotland

• @Whisky_Magazine

• @Hood_Magazine1

• @scots_magazine

• @scottishfieldmag
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 Influencers 

• @thechaoticscot

• @boyseatscotland

• @theweewhitedug

• @travelswithmyphone

• @love.scotland

• @thehighlandcollective

• @hiddenscotland

• @somewhereinscotland

• @scots2travel

Scottish Travel Photographers:

• @rolling_sloane

• @jamesalroca

• @olivergmlewis

• @photographylovers19

• @snapsbyshirin

• @franmart_

• @themodernleper

• @sunxjin

• @murrayorr

• @ali.horne

• @traveltwo_

• @samrogerss

• @otagostreetcollective

• @a.iqb

• @chris_j_houston

• @ehhjackson

• @teuchterlife

• @grantbullocharch

• @scotland_landscape_photography

• @moraynature

Local Businesses 
Local businesses in the area can be a rich source of content and reciprocal promotion on social media.
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 3.7.3 Use of Imagery/Video - Visual Look and Feel

All visual content shared contributes to potential visitors' perception of the area. Imagery can be broadly 
categorised in three ways:

Premium Imagery:
High-quality, professional photography & video. This is the imagery and video that is commissioned - 
positions the area in the best light possible. 
 
When to use: This imagery/video should be used to strategic effect (e.g around key campaign activity), using this too 
often dilutes its effectiveness. 
 
Secondary Imagery:
Well-composed, self-taken DSLR and mobile phone imagery, people imagery (candid or active) and 
appropriate (consented) third-party imagery e.g. from VisitScotland or Visit Moray Speyside library or images.
 
When to use: This imagery should be used to support the premium imagery - it helps show authenticity and a real 
sense of time/place.  
 
User-Generated Imagery:
This is any imagery and video that is not made by you but is shared by users. This imagery/video is gathered 
by users/local businesses tagging the area of your business in their posts or using any branded hashtags. 
Actively encourage followers to tag you in their photos/use branded hashtags. Permission should always be 
granted before using by messaging the user/creator. 
 
When to use: This type of imagery and video content should be included in our activity regularly as it’s a great way to 
engage with our audience and attract new followers.  User generated content is more likely to be shared and engaged
with promotional content as users see it as authentic and credible. Below is a great example of how VisitMoraySpeyside 
use user-generated imagery on their social platforms. 
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 3.7.4 Hashtags

The hashtag has become an important aspect of digital interaction, it mainly allows users across 
different social media platforms to be brought together by the same interests and ideas. It’s now one of 
the main ways to get more people to see and interact with marketing activity.
 
It is important to use relevant hashtags that we know our audience is already following to become more 
discoverable. It’s best to avoid extremely popular hashtags (such as #love or #instagood) as these are far 
too broad and we’ll be lost within these in seconds.
 
Don’t fall into the trap of repeating the same hashtags all the time, it’s important to customise to the 
subject of the photo.
 
It’s important to combine popular hashtags with relevant local ones such as #lovescotland and 
#tomintoul, #visitcairngorms or #hiddenscotland. Area specific hashtags are a great way to engage with 
our target audience. Always use #VisitTomintoul or #VisitGlenlivet on each post as a relevant hashtag 
specific to you. 

When using long hashtags, capitalise the first letter of each word to make it more readable and 
accessible for those using screen readers. However try and keep hashtags as short and clear as possible 
as the sole reason for using these is to make you more discoverable to new audiences and users.
 
The below outlines key hashtags. Be sure to follow some of these for inspiration:
 
Key Hashtag:

• #TomintoulGlenlivet

Area Related Hashtags:

• #visitglenlivet - 25 posts

• #visittomintoul - 9 posts

• #glenlivetestate - 1,445 posts

• #tomintoul - 9,513 posts

• #visittomintoul - 9 posts

• #glenlivet - 160,802 posts

• #visitglenlivet - 25 posts

• #cairngormsnationalpark - 78,200 posts

• #visitcairngorms - 30,565 posts

• #snowroads - 5,619 posts

• #NE250 - 8,206 posts

• #visitscotland - 3.1m posts

• #glenlivetmountainbiketrails - 164 posts

• #darkskies - 186,195 posts

• #darkskypark - 9,903 posts

• #NE250 - 8,206 posts
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 Travel Related Hashtags:

• #iamatraveler 

• #lovescotland 

• #highlands 

• #thisisscotland 

• #roamtheplanet 

• #hiddenscotland 

• #scotlandisnow 

• #lovegreatbritain 

• #stayandwander 

• #hellofrom 

• #earthcapture 

• #photoofbritain 

• #landscapephotography 

• #mytinyatlas 

• #beautifulscotland
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Measurement 
SECTION 4
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You can measure your marketing efforts/activities in the following ways:

• Growth in followers across all channels. 

• Healthy engagement from followers across all social channels. 

• Increase in visitors to the area – bookings, customers.

• Growing website traffic – balance between new and returning visitors.

4.0 Measurement
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