A&B Spring 2025 campaign evaluation
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Survey Background

* The survey was distributed to 13,471 potential respondents
e Responses received from 276, representing a response rate of 2.0%
* Charts show the number of respondents unless stated
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Country of residence

England |

Scotland |

Northern Ireland |l
Wales
Netherlands
USA
Shetland
Saint Martins

France




Respondents from Scotland

Aberdeenshire
Glasgow
Edinburgh

Fife

Scottish Borders
Highland

South Lanarkshire
Midlothian

Angus

Aberdeen

West Lothian
Perth and Kinross
Falkirk
Renfrewshire
North Lanarkshire
East Lothian
West Dunbartonshire
South Ayrshire
North Ayrshire
East Ayrshire
Dumfries and Galloway
East Renfrewshire
Dundee

Argyll and Bute
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Respondents from England

Yorkshire and the Humber | EEE————

North West
North East
South East
South West
London

West Midlands

East Midlands

East of England
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Demographics

Female
Male
Non-binary / Prefer not to say

OI ||-|I - 1 B

25-34 35-44 45-54 95-64 69-74 75+ Prefer not to
W Female | Male Non-binary W Prefer not to say say




Household composition

Two adults, no children aged under 16 living in household _

One adult, no children aged under 16 in household _

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

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

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

One adult and one or more child aged under 16 living in I
household




Interests that would encourage a visit

History and heritage  |INEE—_— 8

Food and drink

Experiencing the natural environment
Exploring cities

Culture and the arts

Concerts and events

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

Adventure activities

Other, please specify

Golf

Vibrant nightlife
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Interests that would encou rage a Visit (Other please specify)

| Accessible nature (eg nature places that have all terrain wheelchairs to h|re)
Crafts

cycling events, cycling trails

Easier access

Easy to get around

Family friendly activities with toddlers
fishing/ motorhome sites

Football

Hiking

Marine wildlife

Mountain biking

Photography

Scenery

sorry but absolutely nothing.

Tall ships

Trails and walks

Visit friends

visiting friends/family



Words that best or least describe the region

Rich in culture and heritage
Beautiful

Friendly

Uncrowded

Welcoming
Breath-taking
Traditional

Distinct culture

Plenty to do

For all seasons
Relaxing

Easy to get to

Menus often feature local produce and cuisine
Suitable for all ages
Value for money
Quality accommodation
Authentic

Out of the ordinary

Fun

Romantic

Upmarket

60 40 20
MW Least W Most




What might encourage a visit to the region

A good deal, special offer, promotion on accommodation

A good deal, special offer, promotion on travel (air fares, train...
Knowing more about things to do and places to see
Recommendation from friends and family

Opportunities to find out more about local food and drink providers. ..
Reading a travel feature about the destination
Reading an email from VisitAberdeenshire
Seeing inspiring content on social media
Hearing previous visitors’ stories and experiences in the destination
Recommendation from locals
Seeing an advert from VisitAberdeenshire
Other, please specify
Unsure

Nothing

Recommendation from blogger/influencer | follow
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Unprompted campaign recall

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




Unprompted campaign recall — double-checking

HYes ENo



Campaign recall once prompted

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




Where campaign is recalled having been seen

Facebook

VisitAberdeenshire email
Instagram

Visitabdn.com (VisitAberdeenshire’s website)
Competition ad within news article
Other websites

Other, please specify

Other publication or article

The Mirror (online)

Yorkshire Live Facebook
Manchester Evening News (online

Daily Record (online

)
)
Newcastle Chronicle (online)
)

Chronicle Live (Newcastle — online

Caravan club forum
Competitions Today
not really my friend sent me th URL

Booked a holiday via Unique Cottages and linked to it by that website
Came up on my news feed on Google

Competition websites

| was sent it as an email

| was visiting Aberdeen and i saw the campaign

Instagram, FB and in your email marketing
Online



General perceptions of the destination

There is more to the region than meets the eye

There are plenty of things to see and do in the
region

| can enjoy memorable experiences in the region

The region is suitable for all ages

The food and drink on offer in the region is of a high
quality
The region offers a range of accommodation to suit
different budgets

The region is a good place to visit all year round

The destination is easy to get to

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

W Strongly disagree =2 3 4 mStrongly agree



Campaign perceptions

It made me realise that Spring is a good time to visit
the region

The content and imagery inspired me to visit

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

It changed my perception of the region in a positive
way

The content and imagery inspired me to recommend
Aberdeen and/or Aberdeenshire to family and I
friends

0% 10% 20% 30% 40% 30% 60% 70% 80% 90% 100%

B Strongly disagree =2 3 4 mStrongly agree



Actions taken after seeing campaign

Enter the campaign prize draw I

Talk to friends and family about a visit to Aberdeen and/or
Aberdeenshire

Explore other pages within the VisitAberdeenshire website
Sign up for VisitAberdeenshire’s email
Follow VisitAberdeenshire on social media

Visit the campaign site

Visit another Aberdeen and/or Aberdeenshire tourism
website

None of the above
Contact businesses in the region to make a booking

Other, please state:

Contact businesses in the region to make an enquiry
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Travel situation

Travel situation now

and/or Aberdeenshire
and/or Aberdeenshire
and/or Aberdeenshire
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| am currently in Aberdeen
| have booked an element of my
N> FtN holiday/short break to Aberdeen
| am still considering a trip to
Aberdeen and/or Aberdeenshire
| have no plans to book a trip to
Aberdeen and/or Aberdeenshire

| had already financially committed/booked a holiday/short break to Aberdeen and/or Aberdeenshire
S | had already planned a trip to Aberdeen and/or Aberdeenshire but had not booked any part of the holiday/short break
g | was still deciding where to go, and Aberdeen and/or Aberdeenshire was just one option
S | had no plans to book a trip to Aberdeen and/or Aberdeenshire

Travel situation at
time of seeing

None of the above

Non-attributable as already financially committed or have no plans to visit
Non-attributable as still at considering a trip stage

Potentially attributable as have visited or booked a trip

Non-attributable as no clarity on travel situation at time of seeing campaign




Reasons for having no plans to visit the region

It takes too long to get there

Personal financial reasons

Other, please specify

Travel to the region is too expensive
Personal health reasons

Lack of holiday time

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

The weather
There are other places in the UK I'd prefer to visit

Family member’s poor health

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

Lack of knowledge about where to visit/what to do
Lack of knowledge about where to stay
Staying in the region is too expensive

There’s not enough to do

Already booked holiday

bad weather

| already have other trips booked at the moment

| am not able to plan any holidays anywhere just now for personal reasons
Lack of dog friendly options for travel and accommodation

Nothing planned and can't say where | will go next



For those who have/will visit whether first time

60




Trip purpose

Holiday |

Visiting friends or relatives
Attending a special event
Work and to live

Live here

Just a day out and a visit to Ashvale chippy and the
Duthie Park.

Business




Trip duration

Justa 1 n|ght 2 nights 3 nights 4 nights 5 nights 6 nights 7 nights 8 nights 9 nights 10 " 12 19+
day trip nights nights nights mghts mghts nights




Group size

3 i

| travelled alone



When trip took place/will take place

14

12
10
: I IIII

March 2025 April 2025 May 2025 June 2025 July 2025 August 2025 September  October Winter  Spring 2026 Other  Don’t know
2025 2025 2025/26
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Satisfaction with visit

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
H1E2m3 74 5 6 7 m3momi0




Net Promoter Score

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
mO0 M1 W2 =3 4 5 6m7 m3 m9m10




Influence of campaign

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

| explored more of the area than | would have done
otherwise

| visited the region at a different time of year than |
otherwise would have

| spent more time than | originally planned to
| visited the region instead of another destination
None of these

| took part in more activities than previously considered

| took part in different activities than previously considered

Don’t know

Other, please specify

o
(]
.
(=]
(]
—
o
—
RO
—
s
—
[=7)
—
(0]
]
(=]




Influence of campaign — other parts of region explored

Balmedie beach

Braemar, Ballater

Deeside Speyside Fyvie Turriff Portlethen Bucksburn Foggieloan Inverurie Oldmeldrum and many more
including Stonehaven

| visited some parks and the Botanical Gardens. | went to Banchory and Balmedie beach.

| went to Inverurie, a place | hadn't been to before and Huntly where | stopped for lunch on my way to Elgin
| went to the castles and | went to wee towns

| went to the parks the beach the churches. Union Square.

More outlying areas.

There's so many different things and places and choices to go to, planning on exploring one place led to
visiting several other places, there's so much to see, and the food is EXCEPTIONALLY HIGH QUALITY and
freah, and the most friendliest place I've ever been too.

We got a cabbie to show us around the local area - not cheap but really worth it!

We traveled around sight seeing the various places of interest.We hired some bikes & did some cycling. It
was great fun, especially when we had a picnic.

We went right up to Elgin /Lossiemouth and hadn't planned to
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Did campaign convert a possible trip into a certainty?

25

Definitely Probably Possibly Not at all Don't know
m Convert ®Extend
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Outcomes

* Estimated visitor nights in the region attributable to the campaign
6,516

* Estimated visitor expenditure in the region attributable to the
campaignh £628,118
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Factsheet metrics
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VisitAberdeenshire

Who we spoke to:

1. % of female/male respondents Female
Male
Non-binary / Prefer not to say

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

3. % of respondents from England and from Scotland England
Scotland
Wales / NI
Non-UK

How the emails made them think and feel

4. % agreement for top three statements (either destination or campaign):
There are plenty of things to see and do in the region

There is more to the region than meets the eye

| can enjoy memorable experiences in the region

Visit Satisfaction

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

54%
44%
A

62%
8%

55%
39%
4%
A

86%
85%
84%

87%



About the analysis

* The analysis was undertaken and slides prepared by Scattered
Clouds on behalf of VisitAberdeenshire in June 2025
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