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OUR CHALLENGE .
FROM THE...

GO THROUGH

The hidden gem of Scotland,
overlooked in the pastas a
destination but with a proud
history, stunning landscape, great
people and enormous potential to
engage and inspire.

THEGO TO
PLACE

Anew year-round destination for a
new eraof travel. Forward looking
and built on the values and needs of
the post COVIDtraveller. Bringing
tourism spend to local communities
via a self-sustaining model based on
a clear strategic framework.

SSDA Strategic working session



OUR PROMISE
STRATEGIC

Delivering go to experiences

FRAMEWORK

OUR DESTINATION
EXPERIENCE:

THE 3 RS

Reconnect
The opportunity to reconned withtheS outh
of S cotland throughthe rich and extensive aultural,
natural and built heritage the region offers.

OUR CORE ESSENCE OUR SUCCESS

CULTURAL HERITAGE
Gardens, Literature, Food & Drink,
Arts & Crafts, Events & Festivals

NATURAL HERITAGE
Forests, Wildlife, birdlife, wetlands,
dark skies, coastlines, beaches

HUB COMMUNITIES
. Abbeys, historic houses,
historic monuments, towns &
villages

OUR PILLARS

Industry Industry
Engagement Leadership

An emphasis on ensuring longer-term
relevant skill-sets

A visitor-centric approach that isbased on a
strong understanding of visitor expectations
and motivations.

Revive
Looking for destinations and experiences
that revive and re-energise whether active
inthe forests, hills and coastal landsapes

Compelling market position

OUR OUTCOME
A £1Bn tourism Spend
6500 New jobs

Remarkable
Ensuring the visit to the S outhof S cotland,
through produd s and experiences are
distinctive, immersive and memorable.

[BES{EW[e]} Place Branding
Development and Marketing

Year-round Authentic

Community

Sustainability Customer- focused
destination

led tourism




OUR BEHIND THE SCENES OUR FACE TO THE WORLD

SOUTH o - Our faceto the industry and our SOUTH or *Our marketing platform
SCOTLAND partners SCOTLAND % . .
- - - - Consumer facing campaign
DESTINATION - Destination management and SCOTLAND -Promoting tourism members of
ALLIANCE tourism product development SIS L the South of Scotland audiences

-Stakeholder and partner working across Scotland, the UK and
Wordwide

- Creating awareness and solidifying
brand image through content
(photos, videos, blog posts etc)

- Business to business suppon

- Promoting opportunities fortourism
business in the South of Scotland

- Supports capacity building, collaboration
between business and sharing expertise.

SSDA MEMBERSHIP

Membership is open to anyone who
loves our region and wants to invest

in its future.

We welcome all tourism, hospitality
and leisure businesses and
organisations across the South of
Scotland and beyond.
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Experience Finder
Discover the South of Scotland



SOUTH of
SCOTLAND

SCOTLAND

TS HERE

DO YOU WANT TO

e : Mennock Pass
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Scottish Borders, Dumfries & Galloway Download our free app
scotlandstartshere.com = (B
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INDUSTRY INDUSTRY DESTINATION PLACE BRANDING
ENGAGEMENT LEADERSHIP DEVELOPMENT AND MARKETING







@ REVAMP MEMB ERSHIP PROGRAMME

CURRENT
MEMBERSHIP
PROGRAMME

14 membership categories
Range from £120 to £900

6 types of membership
Group and direct members

UNCLEAR
BENEFITS

UNFAIR
COST/
BENEFIT




@ REVAMP MEMB ERSHIP PROGRAMME

WAY FORWARD

Qur Bespole M enbership nakes the nost of what SSDA @nofferyou ard your busiress. You wil have exdusive amess to
our popular sodd nedia  platfons fora prorrotion every two rrorths, ard priority opporturities t o be induded inour

Move to a simpler membership rewsktters, orgoing ety npagrs ard PR ativiy.

model that has clear benefits
based ona tiered systemofan
entry level basic commitment
and on top of that there are
pay to play opportunities. Beyond t he offeigs of our Core M embership, this kv of menbership offers an opporturity to be

promoted agoss our sod media channels, a feature onour experience fider (whid isa
popular tool amorgst loaks and visitors k), and onplimertary  passes to our annual

PART N ER (£400) conference, preset your business at our produ¢ awaeress webinars. This menbership brings you
into our orgarisation asa key partner, induding an annual CEO dedcin to esure you're getting t he
nost out of your experience.

Bespoke M embership aso offers an enhanced listig on our Travel Trade Direct ory, tailored FAM trip plrrig, travel
trade newsletter idusion and representationat national and international trade evertsand shows. Your business
wil be briiartly represented, adlgeared to inprovig your reach atoss awide rage of audiences.

BESPOKE

Representing the Industry
Please have a chat to Suzanne

M embership indudes listig onthe S cotland Starts Here websiteand app to reach

and Gowan atour me mbe rShI p new visitors int he region as well as a listing in our Travel Trade Directory. You'l gain
k f r mor Inf rm | n amess to our imedible inage and asset library, aitid industry research, aswel
des 0 ore 0 atio CORE (%5) as getting disourts for a a rarge of sevies pivotd to the toursmirdustry inthe

South.
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SUSTAINABILITY

Based on the biosphere learning and experience of 10 yr +in the South of Scotland

Help to conservenatural resources

Support the economy to benefit people and nature
Promote culturalheritage and local products
Contributeto the health andwellbeing ofthe community
Develop knowledge,understanding and promote research
Raise awarenessofthe SoSas a sustainable destination

v

Build community
Tools and casestudies
Webinars

FAM trip (Oct)
Marketing Focus
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Partnership

Starts here & Statiand | Aba.  1Faveltech
for Scotland

ationd ek SCOTLAND
S FOOD § DRINK
SCOTLAND
% SCOTLAND
SCOTLAND @ ENTERPRISE
STARTS HERE
Regional
= = SUTHERN AVESHEE Southern Uplands
> BIOSPHERE Partnership




Travel Trade engagement

Event

Networking Trade Shows

Visit Scotland Discover Scotland 2022
BIM (ETOA)

Explore GB

ITB - trade & consumer days full table uggrade
wimMm

Memberships & Membership events
UK Inbound
UK Inbound Annual Convention & Networking Event

CTA - Coach Tourism Association

Business Development Missions

VS Business Development Mission Europe

VS Business Development Mission North America

CMT Stuttgart (in collaboration with Travelling Britain)

London Operators sales & planning visits

F.re.e Munich (in collaboration with www.Travelling-Britain.com)

Other

Visit Britain VIBE

Trade Show Event Sponsorship

Event Sponsorhip Activity (anticipated 5k)

Date & location

Scotland April 2022 (virtual - FOC)
London /Jan
UK - March

Berlin / March

| London - Nov

annual
Aberdeen 28/29 Sept 22
annual

Europe - winter 22/23
USA/CAN - winter 22/23

S stuttgart (D) - 15 - 23 Jan 23
Summer 22

“ Munich (D) - Feb 23

UK - Oct 22
Annual
Discover Scotland Fam Trips 2022

Market Segment

International/ DMCs/ TO/TA

UK wholesalers/ DMCs
International/ TO/ DMCs

German & International TO/CONS
International/ DMCs/ TO

UK based DMCs/ International
UK wholesalers/ DMCs
UK Coach Operators

Pan Europe Tos

North American TO/ TA
German CONS

UK wholesalers/ DMCs
German CONS

Visit Britain/ Markets/PR
UK Inbound Convention/ Explore GB
International/ DMCs/ TO
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Cornwall

Scotland (any)

Lake District & Cumbria
Wales (any)

London

Devon

The Outer Hebrides
Norfolk & Suffolk
Scottish Highlands

The South West (exc Devon and Cornwall)
Peak District

The Cotswolds

North Wales (Snowdonia & Anglesey)
The Yorkshire Dales
South Wales

Anywhere

Isle of Wight

Northern Ireland
Jurassic Coast
Dumfries and Galloway
Manchester

The Isle of Skye
Scottish Borders

SSDA - Clockface Segmentation Base: All (3,440) — Unprompted Awareness

5%
4%
4%
4%
3%
3%
AL
2%
AL
2%
1%
1%
<1%
<1%
<1%
<1%

9%
18%
16%
13%
13%
12%

8%

+ When asked spontaneously where in the UK they'd visit in
the future as a non-city holiday location, Cornwall topped
the list.

+ Less than 1% specifically mentioned Dumfries and
Galloway and less than 1% mentioned the Scottish
Borders.

+ 18% mentioned Scotland — either specific places within
Scotland or Scotland generally — similar to most popular
Cornwall — suggesting that ‘Scotland’ itself may not be a
barrier to visiting the South of Scotland.



With the domestic market likely to stay strong into 2022...

We have a HUGE potential captive audience. Segmentation research points to a strong-potential audience in

England/Wales, as wel as in the rest of Scotland.
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(Radius is an approximation based on car journey time)

Max hours willing to travel (approx hrs)

Metropolitan adventurers
5.8M ‘considerers’ worth £2.1 billion
3.5M ‘existing’ worth £1.3 billion

CORE AUDIENCE

Affordable explorers
3.7M ‘considerers’ worth £1.3 billion
2.4M ‘existing’ worth £915 million

High-end activity aficionados
6.0M ‘considerers’ worth £2.4 billion
4.0M ‘existing’ worth £71.7 billion

o
/ \ Cost-conscious traditionalists
K | 5.5M ‘considerers’ worth £1.7 billion
\;//I 3.9M ‘existing’ worth £1.5 billion
Exclusive leisure kers

4.2M ‘considerers’ worth £1.7 billion
3.9M ‘existing’ worth £1.7 billion

LONGER TERM

Source: SSD A Segmentation research -0d, 2021
‘Considerers’ likely to go on non-city UK holand favour able to SoS
‘Existing’ those who have previously visited SoS






High security & High diversity — highly educated professionals living in

cosmopolitan areas

Who are they?

— Liberal metropolitan elite

— Urban professionals; university
educated

—  Engage heavily with social media and
news

— Likelyto have voted ‘remain’ in the EU
referendum. Green Partyvoters tend to
be in this quadrant

—  Strongest support for globalisation,
immigration, feminismandthe green
movement

—  Motivatedbytravel, learning about
new cultures and job satisfaction

Source: Yonder analysis of UK

Census data, UK General 20
Election data and Yonder

polling data
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Demographics Types of holiday that appeal Customer decision journey

9 - 48 59% 78% 56% 72% 50% 64%
Male ‘- :3;) Average age 50 - - Scottish Borders Dumfries and Gallow ay
0

0% e
Female ‘- ok - 28% Wildlife and = Open space  Culture and Fav ourable: Favourable:

3% Children under 18 nature with heritage 60% 42%
NET: ABC1 S 53% 58% 66%
65% 39% 34%
. 10% 21%
‘- 45% Non-white - . Preference: Preference:
NET: C2DE . 2% 3%

35%

Exploring the ™ Sustainable/: ~ Trying local
outdoors €eco tourismy, foed and drink

B Al Metropolitan adventurers
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DESTINATION
DEVELOPMENT
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Exploring nature and wildlife

Going to the beach/ coast

Visiting historical sites

Food and drink

Hotel

» Walking

G ')Be.ac'h holiday
Learning aﬁout Ioca!’art;, crafts, cul

" Holiday rental 4

Exploring galleriesand museums |
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FOOD and
DRINK

Context

An inareasingly important aspec of
many people’s lives. Food tourismis
about regionally relevant food and
drink offerings which provide
something appealing forevery
ocasion, every budget and every
taste. When people are away from
home, authentidty and diversity are
key.

Objective
Develop Authentic Food and drink
offering in the South.

Scopeoverview

S upply dchain

Partnership withS F+D

Content and Itineraries
Positioning and promotional plan

CULTURAL
HEARTLANDS

Context

S cotland’s year of stories is
happening in 2022 and the S outh
has excellent literary based product

Objective

Deploy arobust produc
development framework to highlight
the unique itineraries and
experiences onoffer. Ensure that
produds are online bookable and
accessible

Scopeoverview

Audit of literary POI in the South
Creation of product experience
development framework
Interactive tool kit

Minecraft flagship (with interface)
Content creation including VR

COAST
TO
COAST

Context

Key to destination success is coastal
and beach experiences. This is what
many potential tourists equate to a
place they want to go.

Objective

Positionthe S oS as having a great
wastline withbeadhes, walks,
marine reserves.

Scope overview

Audit Facilities

Development of product and itinerary
Web Content provision

Indusion in destination
communication

HUB
GATEWAYS

Context

Indeveloping tourism for the region
the role of towns as gateways and
strategichubs, with spedfic
consideration of visitor information
services, and what produds connect
the south

Objective

Ensure we elevate the visitor
experience in key gateway towns as
well as connecting spokes.

Scope overview

Audit of fadlities and amenities
Coordinate loal groups

Visitor Charter

Positioning and promotional plan

SSDA Strategic working session
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(J° BRAND AWARENESS

GROWTH TRIPLE PLAY - 10X Brand will be a driver of platform growth

which will lead to increased awareness

South of Scotland Destination Awareness

Social -

Website + App Facebook, PR
Insta, Twitter

Owned Platform growth. Most Socially Engaged Highest SOV of rural

From 15K per month to destination in Scotland. destination in Scotland.
150K per month 5K to 50K followers From 15 hits to 150 hits

Content Initiative




5 PLACE BRAND

BRAND POSITIONING

& Discover South Scotland - Scotland Starts Here

q‘ Discover South Scotland - Scotland Starts Here

‘;‘7 Discover South Scotland - Scotland Starts Here

The Great Tapestry Museum is open. It
weaves together (literally) the stories
that make Scotland special. Book your
tickets.

From forest tracks and mountain trails to
quiet roads and gravel paths, the South
is made for two wheels. Follow us for
more.

Galloway Forest Dark Skies Park is the
most beautiful and spellbinding way to
see the magic of the cosmos. Find out
more.

A TRIP

TO THE
STARS T WORK

STARTS HERE ' .

Scotland starts here
Scotland starts here scotlandstartshere.com scotlandstartshere.com

Scotland starts here scotlandstartshere.com

-
-0

27



ey oy

’ ) y oo = =
. 1 '.,,
5 R e oy

pload our free app\\' n

R Oopsiors N P> Esogely |
' .g._"-' ST

{ e &N
&



SOUTH orF
SCOTLAND

SCOTLAND
STARTS HERE




