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VisitScotland & East Coast 

“Getting passengers on-board” 



Target Audience and Market Background 

Tourism is one of the top 5 sectors of the Scottish economy – its health is vital to 
the commercial success of the country.  VisitScotland, a public sector 
organisation, is charged with this task. 

As the national tourism organisation for Scotland its primary role is to maximise 
the economic benefit of tourism through increasing bookings of day trips, 
overnight stays, short breaks; and encouraging spend from visitors and locals. 

2014 was of course a momentous year for Scotland with the Commonwealth 
Games, Ryder Cup and Year of Homecoming Scotland events programme.  
However Scotland could not be complacent and assume 100% occupancy 
throughout the year. 

With common objectives to encourage people to visit Scotland, VisitScotland and 
East Coast forged a partnership to maximise the reach of Scotland messaging in a 
cost effective and efficient way.  The Edinburgh route was performing well with 
weekend and business travel, however an opportunity was identified to expand 
occupancy from leisure visits between Tuesday - Thursday.   

Of the 4 target UK & Ireland segments, this campaign was focused on the 
“Affluent Southern Explorers”, particularly 55+ affluent consumers in London who 
are retired or willing to take a midweek break. 
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Objectives 

• Provide consumers with a wealth of ideas and inspiration 
around visiting Edinburgh & Lothians travelling with East 
Coast  

• Achieve 20k visits to landing page 

• Achieve 10k data captures  

• Generate incremental leisure revenue from joint activity 
which would contribute to £160m additionality target for 
UK & Ireland. 

• Work with industry and where possible secure income 
contribution to expand the reach of the campaign. 



Strategy 
The strategy was simple, to encourage and entice target consumers to visit Scotland through an informative and inspiring promotional campaign.  However it was also 
key to generate engaged contacts that would generate short and long-term bookings for East Coast. 

Rich content would be used to communicate why Edinburgh and why now, particularly new ideas or hidden gems that would appeal to repeat visits as well as new.  It 
would also aim to generate immediate action and data capture through an exciting prize package to be won and appealing train fares to take advantage of, whilst 
building a longterm value. 

©Kenny Lam 



Campaign 

We identified key media that would allow an engaging platform for promotional content and achieve coverage amongst the target audience in the London area: Classic FM 
and the Telegraph.  

These partnerships allowed us to showcase the “hidden gems” that could be discovered in Edinburgh – from quirky cafes, unexpected viewpoints to lesser known 
attractions. This included tie-ins with several high profile ambassadors that were the perfect fit for our audience.   

On Classic FM we worked with the Royal Scottish National Orchestra and gave them the opportunity to discuss their favourite things about the city, including concert 
venues, walks and spots for afternoon tea 

With The Telegraph, local Michelin-starred chef Tom Kitchin discussed his favourite places to eat in the city catering for all tastes and budgets. 

In addition to this, Edinburgh Festival veteran Nicholas Parsons profiled with great enthusiasm the winter festivals that take place in Edinburgh outside of the all-consuming 
globally renowned Fringe Festival in August – giving consumers a flavour of what takes place in Edinburgh during the other 11 months of the year. 

 



Campaign 

This fantastic content was broadcast and displayed using on-air trails, online and in-
print advertorials that allowed for much more in-depth insights into what Scotland 
has to offer through a trusted platform. 

Finally, to ensure we created immediacy, engagement and data capture, consumers 
were:  

• Invited to enter an amazing competition offering an all-expenses paid trip to 
Edinburgh with travel provided by East Coast.   

• Provided with an attractive promotional fare to book now. 

• Presented a tie-in with special offers such as a 2-for-1 discount at the temporary 
Ming exhibition at the National Museum of Scotland in Edinburgh. In this way, 
we were able to promote over 30 attractions tailored to our audience 
identifying key interests such as food & drink, art & culture and heritage.  
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Results 
The results for this campaign have been fantastic, exceeding all targets: 

• Web traffic target exceeded achieving 338% of the original pre-campaign target.  

• 137% of the opt-ins target.  

• Post campaign research indicates the predicted impact on the Edinburgh midweek economy of the campaign is £1,565,802 of additional economic benefit from 
this campaign alone.  The contributed economic impact percentage was far greater than the VisitScotland spend. 

• We also experienced a 50% rise in visits to Edinburgh content on visitscotland.com in comparison to the same time period in 2013 (unique page views from those 
in London) and Edinburgh related search key words from London audience were higher during the campaign period than searches from anywhere else in the UK 
(including key Scottish markets).   

• Much greater scale to activity by developing and generating income from strategic partners to expand the reach of the VisitScotland’s core campaign. 
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Summary 
The UK & Ireland is Scotland biggest market in terms of visits and total spend but Scotland faces 
competition from domestic, European and worldwide destinations, and operators who spend an 
estimated £1bn on advertising aimed at UK consumers.  2014 was also a particularly noisy media 
environment with the Commonwealth Games, Ryder Cup and 1000+ Homecoming Scotland 2014 
events taking place. 

This VisitScotland / East Coast partnership overcame these challenges and achieved significant cut 
through.  The campaign shows a huge amount of innovation, whilst delivering fantastic results, £54k 
IKS media value, and clearly demonstrating the cost effectiveness of joint promotional campaigns 
where the objectives are so clearly aligned.   

The campaign combined the use of really rich content about the destination, 3rd party endorsement, 
promotional fares and entry to attractions, and truly aspirational competitions.  All of which ensured 
a positively engaging campaign.  And the results were fantastic, generating £1,565,802 of additional 
economic benefit, 338% of the web traffic target, 137% of data capture target and demonstrable 
increase in London web visits and searches for Edinburgh on visitscotland.com. 

 



Testimonial 

“East Coast Trains services a number of destinations throughout Scotland and over the years we’ve developed a strong partnership with VisitScotland working on a 
number of joint campaigns. The Hidden Gems campaign is a great example of two organisations coming together to achieve a shared goal. The combination of 
destination and travel messages gives this campaign a sense of completeness. Destination content creates awareness, interest and desire and through the travel 
messages a route for action, to make that trip a reality. Joining forces also brings together the strength of our brands and budgets, allowing for greater reach, impact 
and added value.”   

John Galloway, Leisure & Business Marketing Campaign Manager, East Coast Main Line Company Limited 

 


