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The challenge
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21% to the 
Highlands

2.5% to 
the South

Where do our visitors like to go?
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“Let’s go 
to Glencoe!”

“Okay!”
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We need to turn Scotland 
on its head
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Hmmm.
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How do we 
make the 

South the go-
to place, not 

the go-
through 
place?
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The South is 
the gateway 
to Scotland



The South is the start of 
something special
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Anyone driving, training or coaching to Scotland will arrive in 

the South first – the very first experiences, touchpoints, 

memories of Scotland are forged here. But from a historical 

and cultural perspective the South is also central to so much of 

Scotland’s history – battles (both victories and defeats) have 

left an indelible impression that is felt nationwide. Scotland’s 

identity and psyche were born here. Scotland starts here.
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Website results
(Aug 21-Jan 22)

40,000  
monthly visits. 

1.03 min  
dwell time

32% go on to visit 

local attraction websites 

+300.7%
traffic year-on-year



Social media activity 2021
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249.8% increase in page followers 
year-on-year

373.5% increase in impressions
year-on-year

215% increase in website traffic
From social media year-on-year

253.8% increase in page likes 
year-on-year 
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KEEPING THE CHARGE GOING



Our goal:
To become the number 1 rural 
holiday destination in the UK.



How?
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1.Focus on the UK



Staycations are here to stay
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TARGETED 
MEDIA 
CAMPAIGNS

Anyone within a 2-6 
hour travel time.



24
2. Build awareness



Destination brands - can you tell them apart?
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Tone of 
voice

Creative 
stand out

Reach the 
masses
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3. Build associations

Southerness is golf



What are people in the UK looking for in a holiday?

33

The South has 
all of this. 
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VISITOR 
CHARTER

SAFETY 
MESSAGES

SLOW 
TOURISM

SHOWCASING HOW WE ALIGN WITH THEIR 
DESIRES

SHOW THE 
BENEFIT

Nature & 
Outdoors

Food & 
Drink

History & 
Heritage

Coast to 
Coast
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4. Connect to 
consumer needs
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Metropolitan 
adventurers - 14%

Affluent group who prefer 
short, quick breaks to 

switch off from day-to-day 
life.

Sunbed seekers - 18% 

The right segment…

High end activity 
aficionados - 18%

Exclusive leisure 
seekers - 15%

Cost conscious 
traditionalists - 20%

Affordable explorers -
12%
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Restriction 
free

Sustainable
Escape the 

crowds
Wellness

UKUK Slow tourism Rural

Nature / 
Outdoors / 

Luxury

Safety

Local / 
familiar / 

comforting

Connecting with what they need and want.



38

SHOW THE 
BENEFIT

Safety
Show the

benefit
Visitor 
charter

Slow 
tourism



Tying it all together



Activity plan
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Hero creative campaign with a bold tone of voice and stand out brand:
Escape Starts Here

May / June July / August Sept / Oct Nov / Dec

Nature & 
Outdoors

History & Heritage Coast to Coast Food & Drink

Out of home
Radio
Digital

PR stunt

Digital only

Out of home
Radio
Digital

PR stunt

Digital only

UK Wide - Metropolitan Adventurers

Always on product promotion / Year of stories activity

Month

Theme

Target

Channels



It starts here.
It starts now.
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