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Survey Background VisitAberdeenshire

The survey was distributed to 26,214 (19,855 last year)
potential respondents

 Responses received from 545 (625)
 Representing a response rate of 2.1% (3.1%)
Charts show number of respondents unless stated
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Respondent profile: country - VisitAberdeenshire

England
Scotland
Wales
United States
Germany
France
Australia
Spain
Northern Ireland
Italy
Singapore
Serbia
Netherlands
Jersey
Finland
Cyprus

Canada
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Respondent profile: location in Scotland 5 VisitAberdeenshire

City of Edinburgh
City of Glasgow
Aberdeenshire
Highland

Scottish Borders
Perth and Kinross
Fife

City of Aberdeen
North Lanarkshire
City of Dundee
West Dunbartonshire

South Lanarkshire
South Ayrshire
North Ayrshire

Moray

Midlothian

Dumfries and Galloway
Shetland Isles
Renfrewshire

Falkirk

East Lothian

East Dunbartonshire
Clackmannanshire
Argyll and Bute
Angus
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Respondent profile: location in England _, visitAberdeenshire
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London

South West

North West

East of England

East Midlands

Yorkshire and the Humber

West Midlands

North East
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Respondent profile: demographics 5 VisitAberdeenshire

%0 Female 50%
% Male 49%
Non-binary / Prefer not to say 1%
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Respondent profile: household composition,,  visitAberdeenshire

Two adults and one or more child
aged under 16 living in household

Three or more adults, no children
under 16 living in household

Three or more adults and one or
more child aged under 16 living in
household

One adult, no children aged under
16 in household

One adult and one or more child
aged under 16 living in household
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under 16 living in household
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Respondent profile: interests/passions visitAberdeenshire

History and heritage

Experiencing the natural environment

Food and drink

Exploring cities

Culture and the arts

Night sky activities (star-gazing; photography)
Wellbeing/wellness

Adventure activities

Golf

Vibrant nightlife

Other, please specify
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Words that best and least describe region

Rich in culture and heritage
Beautiful
Welcoming
Uncrowded
Breath-taking

For all seasons
Traditional
Plenty to do
Friendly

Distinct culture
Suitable for all ages
Authentic

Relaxing
Surprising

Out of the ordinary
Easy to get to
Value for money
Quality accommodation
Fun

Stylish

Romantic
Upmarket
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Campaign recall -  VisitAberdeenshire

Unprompted
Yes No
Check by showing collage Prompted
Yes No Yes No
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Campaign recall: unprompted 5  VisitAberdeenshire

34%

W Yes, | definitely remember seeing it~ Yes, | think | remember seeing it
m Unsure m No, | do not recall having seen it



Campaign recall: confirming unprompted o VisitAberdeenshire

HYes ENo



Campaign recall: prompted >  VisitAberdeenshire

W Yes, | definitely remember seeing this before today
Yes, | think | remember seeing this before today
m No, | still do not recall having seen this



Campaign recall: where seen? = VisitAberdeenshire

VisitAberdeenshire email

Caledonian Sleeper newsletter

Facebook - VisitAberdeenshire

Facebook — Caledonian Sleeper

Online

Sleeper.scot — Caledonian Sleeper’s website
Visitabdn.com — VisitAberdeenshire’s website

Instagram — Caledonian Sleeper

Instagram — VisitAberdeenshire

Caledonian sleeper email
Caledonian Travel Brochure

Other publication or article Il Online
Email  Waitrose magazine?
. My niece showed me because she lives in Aberdeen.
Other’ please state: - Promotion with a mobile phone company reward app
Tv
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Campaign outtakes

The region is a great place for enjoying the night sky

| realise there is more to the region than meets the eye

The destination has a range of quality experiences to enjoy

| can enjoy memorable experiences in the region

Caledonian Sleeper is a good way to travel to/from Aberdeen

The region is suitable for all ages

| can enjoy outdoor experiences in the city

The food and drink on offer in the region is of a high quality
Aberdeen and/or Aberdeenshire is a good place to visit all year round

The content and imagery inspired me to visit

It made me think that visiting Aberdeen and/or Aberdeenshire offers
good value for money

Aberdeen is an uncrowded city

The destination is easy togetto [

W Strongly disagree

0%

2

- VisitAberdeenshire

40% 50% 60% 70% 80% 90% 100%

4 mStrongly agree



Campaign intermediate outcomes 5 VisitAberdeenshire

Enter the campaign prize draw
Visit Caledonian Sleeper’s website
Sign up for VisitAberdeenshire’s newsletter
Sign up for Caledonian Sleeper’s newsletter
Talk to friends and family about a visit to Aberdeen...
Explore other pages within the VisitAberdeenshire website
None of the above
Visit the campaign site
Visit another Aberdeen and/or Aberdeenshire tourism...
Follow Caledonian Sleeper on social media
Follow VisitAberdeenshire on social media
Contact businesses in the region to make an enquiry

Contact businesses in the region to make a booking

Other, please state:
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Travel situation - VisitAberdeenshire

Travel situation now
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‘ﬁ o | hadalready financially committed/booked a holiday/short break to Aberdeen and/or Aberdeenshire

-% § S 1 had already planned a trip to Aberdeen and/or Aberdeenshire but had not booked any part of the holiday/short break
% % é | was still deciding where to go, and Aberdeen and/or Aberdeenshire was just one option

g § 8 | had no plans to book a trip to Aberdeen and/or Aberdeenshire

~ None of the above

Non-attributable as already financially committed or have no plans to visit 18%
Non-attributable as still at considering a trip stage 53%
Potentially attributable as have visited or booked a trip 18%
Non-attributable as no clarity on travel situation at time of seeing campaign 11%
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Why no plans to visit?

Personal financial reasons

It takes too long to get there

The rise in cost of living is affecting my travel/holiday...

Travel to this region is too expensive

There are other places in the UK I'd prefer to visit
Lack of holiday time

Personal health reasons

The weather

Family member’s poor health

Staying in the region is too expensive

Lack of knowledge about where to visit/what to do
Lack of knowledge about where to stay

There's not enough to do

| have been there recently — want to go somewhere else...

Other, please specify

- VisitAberdeenshire
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First ViSit? - VisitAberdeenshire
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Purpose of trip = VisitAberdeenshire

Visiting friends or relatives
Attending a special event
health clinic appointment
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Duration of visit? 5  VisitAberdeenshire
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How many did / will visit? - VisitAberdeenshire
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When did / will visit take place? - VisitAberdeenshire
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Mode of travel -  VisitAberdeenshire

Car N

Train |

Plane NIININGNGEGEGEGEE

Plane
Coach holiday

Coach
Campervan

Bus

Bicycle
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Satisfaction with visit 7 VisitAberdeenshire

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
m1m2m3 4 5 6 7 mgmymi0



Net Promoter Score >  VisitAberdeenshire

50

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
mNotatalllikely m1 m2 =3 4 5 6 m7 m3 W9 mExtremely likely



What would encourage visit in next year? - VisitAberdeenshire

A good deal, special offer, promotion on accommodation
A good deal, special offer, promotion on travel (air fares, ...
Knowing more about things to do and places to see
Reading a travel feature about the destination
Opportunities to find out more about local food and drink...
Recommendation from friends and family
Reading an email from VisitAberdeenshire
Seeing an advert from VisitAberdeenshire
Hearing previous visitors’ stories and experiences in the...
Recommendation from locals
Seeing inspiring content on social media
Unsure
Nothing

Recommendation from blogger/influencer | follow

Other, please specify

(e
[$)]
o

100 150

(]
(e
o
(]
(&3]
o

300 350



Influence of campaign -  VisitAberdeenshire

| visited the region at a different time of year than |
otherwise would have
| explored more of the area than | would have done
otherwise

| decided to travel by rail over another transport method

| decided to take a holiday or short break in Aberdeen
and/or Aberdeenshire and would have stayed at home...

None of these

| visited the region instead of another destination

| chose Caledonian Sleeper over another rail provider

| spent more time than | originally planned to

Don’t know

| took part in more activities than previously considered

| took part in different activities than previously considered

Other, please specify
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Convert possible trip to certainty? 5  VisitAberdeenshire

Definitely Probably Possibly ot at all Don't know
m Convert m Extend
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Rol -  VisitAberdeenshire

 We have an above average population to which we
are weighting the results meaning that thereis a
higher chance of data records that include
someone visiting who recalls and has been
Influenced by the campaign

« Estimated visitor nights in the region attributable to
the campaign — 6,313 (8,384)

« Estimated visitor spend in the region attributable to
the campaign - £563,038 (£499,935)
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Factsheet metrics

Who we spoke to:

1. % of female/male respondents

2. % of those aged between 55 and 74
% of those aged 75 or older

3. % of respondents from England and from Scotland

How the emails made them think and feel

4. % agreement for top three statements:

The region is a great place for enjoying the night sky

The destination has a range of quality experiences to enjoy
| realise there is more to the region than meets the eye

Visit Satisfaction

5. % who gave a satisfaction rating of 8, 9 or 10

Female
Male
Non-binary / Prefer not to say

England
Scotland
Wales / NI
Non-UK

7

50%
49%
1%

66%
11%

7%
15%
2%
6%

86%
84%
84%

86%

VisitAberdeenshire

industry.visitabdn.com



About the analysis - |
- VisitAberdeenshire

* These slides have been created on behalf of
VisitAberdeenshire by Scattered Clouds who
undertook the survey analysis in March 2025
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