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1. PURPOSE OF REPORT

The purpose of this report is to introduce a six-month progress update 
on Visit Aberdeenshire, covering the establishment of the body as the 
Destination Management Organisation for Aberdeen and 
Aberdeenshire and progress made towards year one objectives as set 
out in the Council’s Service Level Agreement with Visit Aberdeenshire 
and the organisation’s associated business plan.

The Chief Executive of Visit Aberdeenshire, Steve Harris, will attend 
the Committee meeting to answer any questions arising from the six-
month update that is appended to this report from Committee 
Members.

The report follows on from the report to CH&I in January 2016 
[CHI/1515/345].  At that meeting, CH&I approved the Council’s support 
for the creation of Visit Aberdeenshire and the signing of a Service 
Level Agreement with the new company for three years from 2016-17, 
with a year one financial contribution to the company of £520,000.   

2. RECOMMENDATION(S)

That the Committee;

i) Notes the six-month progress and activities undertaken by Visit 
Aberdeenshire;

ii) Seeks a further report of progress for the next 6 months in the 
form of an annual report; and
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iii) Delegates authority to the Head of Economic Development, in 
consultation with the Head of Finance and the Head of Legal 
and Democratic Services, to negotiate the Council’s 2017-18 
financial contribution to Visit Aberdeenshire, in line with the 
existing Service Level Agreement. 

3. FINANCIAL IMPLICATIONS

The Council is contributing a total of £520,000 to Visit Aberdeenshire’s 
operating costs in 2016-17.  

The Service Level Agreement with Visit Aberdeenshire sets out the 
City Council’s contribution in year one and allows for this to be 
reviewed and renegotiated in subsequent years.  It is proposed that the 
Head of Economic Development initiates this review process and 
conclude negotiations on the Council’s 2017-18 contribution alongside 
the Council’s overall budget setting process, working with the Head of 
Finance and the Head of Legal and Democratic Services.

There are no direct financial or staffing implications arising from this 
report.

4. OTHER IMPLICATIONS

Visit Aberdeenshire is required to engage with officers from the 
Council’s Economic Development Service and other departments, 
including the Communications and Promotion Service, although there 
are no staffing implications for the Council.  

Councillor Yvonne Allan was appointed to represent the Council on the 
Board of Visit Aberdeenshire.  The Head of Economic Development 
attends the board meetings as an observer.  

An equality impact assessment is not required because the report does 
not have an impact on these issues.  

5. BACKGROUND/MAIN ISSUES

The new DMO for Aberdeen City and Aberdeenshire was established 
on 1 April 2016.  The staff team for Visit Aberdeenshire is now in place 
and includes new posts of Industry Support and Business Engagement 
Executives.

Alongside these operational developments, Visit Aberdeenshire has 
delivered against a number of priorities that are critical to its funding 
partners, including a review of the golf tourism product, scoping the 
potential of the cruise market for the region, supporting ongoing festival 
development and the Council’s work on the new Aberdeen Exhibition 
and Conference Centre.
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i) Performance indicators
Much of the focus of activity in the early part of 2016-17 has been on 
establishing the new organisation and concluding Service Level 
Agreements with the two principal funders (Aberdeen City Council and 
Aberdeenshire Councils).  

Proposed Key Performance Indicators (KPIs) for the organisation will 
be developed out of those listed below. These (and associated 
baselines) will be agreed by the Visit Aberdeenshire board in early 
2017.

 Value of overnight stays and spend per head by visitor type
 Day visitor numbers and spend
 Gross Value Added of tourism in the destination economy
 Market share of Scotland (overnight stay) total
 Customer satisfaction
 Reputation measured through traditional and social media 

sentiment analysis
 Number of enterprises formed / operating in tourism-related 

industries (and supplementary indicators relating to employment 
rates etc)

 Seasonality of visits and income
 Capacity (accommodation / attractions)

Annex 1 provides more detail on how activity in year one of the Service 
Level Agreement period has informed the further development of the 
basket of KPIs.  Annex 2 outlines the methodology agreed between 
Visit Aberdeenshire and the Chamber of Commerce to establish a 
performance framework for Visit Aberdeenshire going forward.

ii) Forthcoming priorities / next steps
Priorities for the remainder of 2016-17 and into the new financial year 
were agreed by the Board at its meeting in October.  They include:

 Building on the narrative, development of a marketing campaign for 
the city and region

 Completion of the KPIs above, and other tourism data
 Development of the existing website
 Strengthen industry engagement across the tourism and leisure 

sector
 Support the development of events in the City and wider region
 Attendance at relevant sales/ trade and business shows

For Aberdeen City Council, the following will be prioritised in the next 
six month period:
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 Agreeing the focus of Visit Aberdeenshire in terms of the 
product development/ industry engagement aspects of the 
Service Level Agreement

 Working with Visit Aberdeenshire on the 2017 Festivals 
programme, including on the recently announced Great 
Aberdeen Run

 Supporting preparatory work to secure World Host Destination 
status ahead of the reopening of the city’s main cultural 
attractions in 2017.  

6. IMPACT

Improving Customer Experience –
Participation at board level of Visit Aberdeenshire helps the Council to 
promote and enhance the long-term economic prosperity of the North 
East of Scotland by attracting more business and leisure tourism to the 
area.  Visit Aberdeenshire has a significant role to play in promoting the 
new AECC, as well as delivery of activities arising from the City Centre 
Masterplan.  

Improving Staff Experience – 
Staff within the Council’s Economic Development Service will work 
closely with colleagues from Communications and Promotions and 
Culture services to improve the city’s tourism performance and make it 
an even more attractive city to visit.  The establishment of Visit 
Aberdeenshire allows much greater alignment of effort and resources 
with the Economic Regional Strategy and City Region Deal. 

Improving our use of Resources – 
Participation in Visit Aberdeenshire improves our use of resources by 
ensuring that at a strategic level we fully understand the needs of 
destination development and marketing to help support tourism growth, 
and delivery of the tourism objectives in the City Centre Masterplan 
and the Regional Economic Strategy. 

Corporate - 
Representation on the board ensures that the Council is able to play a 
key role in the long term development of tourism to the North East of 
Scotland.

Public – 
This report is not of interest to the public as the financial implications of 
the report are minimal, and the paper does not present a new policy 
and strategy.  There are no requirements for an EHRIA or a PIA.

7. MANAGEMENT OF RISK

Risk to the Council is minimised with agreement in the Terms of 
Reference of the new company and also within the SLA that the 
Council is not bound by decisions made by the DMO where that 
decision has an impact on the Council or its finances.  In this case, 
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decisions would be required to be referred to the appropriate Council 
Committee.  The Service Level Agreement mitigates any risk in relation 
to any funding contribution by the Council by allowing for annual 
review. 

8. BACKGROUND PAPERS
Aberdeen and Aberdeenshire Tourism Company – report to CH&I of 
20th January 2016, CHI/1515/345.
Aberdeen and Aberdeenshire Tourism Company Business Plan, 
Prepared for the Aberdeen City and Shire Area Tourism Partnership, 
October 2015.

9. REPORT AUTHOR DETAILS

Richard Sweetnam
Head of Economic Development
rsweetnam@aberdeencity.gov.uk 
01224 522662

mailto:rsweetnam@aberdeencity.gov.uk


ANNEX 1 – VISIT ABERDEENSHIRE 6 MONTH REPORT

“Foundations Established – Delivering 
the Plan – Growing Leisure Tourism”

First Biannual Report to Funders

April – September 2016
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Key Year 1 KPI’s

• Narrative / brand developed and launched by October 2016

• Monitoring and review undertaken to assess the impact of the new campaigns in 
target markets (baseline research to be completed once narrative complete).

• Establish benchmark and measure by visitor numbers over subsequent years 
(monitoring framework to be established by year end).

• Targeted campaigns launched in key year 1 markets (Norway; Germany, North of 
England and London) (Campaign to be in the field January ’17 and continue).

• Establish a number of agreed, measurable metrics and set targets against each for 

subsequent years.

• Conduct research into perceptions of Aberdeen/shire; set targets for change

Means completed

Means on target for completion this year as planned

Means likely to miss year-end target date
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Funding

Initially, getting the SLAs agreed with the local authorities and the agreement with SE in 
place took far longer than anticipated.  The work absorbed significant amounts of time and 
energy and did delay work in the first quarter. However, funding agreements are now all in 
place with all funders and are working satisfactorily.  Cash flow has been managed and 
expenditure will increase in the second half of the year as the narrative is completed and the 
marketing campaign launched.

Narrative

The most important piece of strategic work in the first 6 months has been the creation of a 
narrative that was due to be delivered by the end of October.  The destination narrative and 
the toolkit that supports it will be signed off by the board on at its meeting on 24 October. It 
has been launched to the industry at workshops on the 31 October and 1 November.

Marketing Campaign

The narrative has been used as a brief for various marketing agencies that are competing to 
design our marketing campaign.  The agency, Leith, who have done award winning 
campaigns for travel companies, were chosen on 28 October and the campaign will be in the 
field in January and run throughout next year.  The Board meeting on 12 December should 
see some of the work.

Performance Framework

A key and innovative tool in measuring the performance of the region in tourism, and the 
impact of VisitAberdeenshire campaigns, will be the performance framework that has been 
designed in the first half of the year, as planned.  The contract to create a framework was 
awarded to AGCC and it will be collecting data by the year end.  The outline of the 
dashboard that will be available is attached at appendix 1.

Website

Work is underway to develop a transformed website that will rival any destinations.  Traffic 
to the existing VisitAberdeenshire website has been strong (c.40,000 unique visitors per 
month) and the Banffshire Coast, Visit Royal Deeside have also performed much stronger 
than previously; the website on the Chinese web has increased traffic by over 100%.

Statistics

Airport Fixed Wing Pax

April May June July August September
219,195 232,989 249,920 257,914 246,798 239,225

-14% -10% -12% -15% 11% -15%
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Hotels Demand

April May June July August September
106,474 113,873 118,675 114,823 125,565 117,607

-2.4% +5.2% +4% +0.1% -0.9% -4.5%*
Weekend +10.3**

* September ’15 Offshore Europe was an Offshore Europe year

** Weekends are primarily leisure business 

The airport continues to see double digit % declines in passenger numbers month on month 
due to reductions in business traffic.  However, the hotels have seen a small recovery over 
the summer and report a noticeable increase in leisure tourists (although they bemoan the 
rates they are paying).  The September figures from the hotels suggest a really strong leisure 
performance.

Enquiries from tour operators requiring VA to assist with group arrangements are increasing. 
We had a significant number of confirmed groups of 30-80 persons visiting in September and 
October. 

Key Areas of Activity

AECC

Multiple meetings have been held with the new bidders for the new AECC to ensure 
alignment with VisitAberdeenshire in the event that one of them secures the management 
contract.

Cruise Aberdeenshire

An all day workshop, and follow-up 1-1 meetings, have been held in conjunction with 
Aberdeen Harbour and SE to develop the evolving strategy for attracting cruise ships to the 
city.

VisitAberdeenshire will go to Seatrade Cruise Global in Orlando in March 2017 to sell the 
destination to cruise lines.

Golf

A review of the Golf tourism product and marketing has been completed this month.

VisitAberdeenshire worked with Meldrum House to host a golf buyers and media trip from 
Iceland 18-20 May 2016.

VisitAberdeenshire sponsored the Northern Ireland Open in Galgorm from 27-31 July 2016. 
The four day event saw just over 39,000 visitors.

We are planning a familiarisation trip for golf journalists and tour operators and also have 
access to a 12,000 data base of visitors to the event, to which we will be mailing with 
newsletters promoting the region for golf and leisure visits.
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VisitAberdeenshire has arranged to go to PGA Orlando in January.  

Great Aberdeen Run

VisitAberdeenshire, AGCC and Aberdeen Inspired have worked with the Great Run Company 
to make a proposal to Aberdeen City Council to stage the first Great Run in the city next 
August and the proposal has been approved.  The run was launched by all parties on 2 
November.

Aberdeen Festivals

Aberdeen Festivals continues to go from strength to strength with most festivals seeing very 
significant growth this year.  Spectra won ‘Festival of the Year’ at the annual National 
Scottish events and festivals awards ceremony.

Universities

We have worked with the University of Aberdeen who have used our website to target 
Chinese students.  We are in conversation with RGU about the role that they play in tourism 
in the area.

The Academic Ambassadors programme will re relaunched this week and remains the single 
largest source of conferences.

Content

Photography and Video has been commissioned to create a library of material that will 
support marketing activities and be available to the industry across the region.

Sales and Trade Shows

As per our business plan we have attended a number of trade shows and made sales 
missions and more are planned for this year.

To date key events have been:

IMEX Frankfurt (April); The Meetings Show London (June); German Large Events Buyers 
familiarisation trip; UK Events and Incentive Buyer’s familiarisation trip (May); VisitScotland 
Expo 2016 (April); Meeting and Incentive Forum, Madrid (July); ICCA (International Congress 
and Conventions Association) Workshop (July); 12 buyers UK buyers familiarisation trip 22-
24 July; European buyers familiarisation trip from 12-18 August; Meet in Scotland (October); 
German MICE buyers familiarisation trip (October); OCEANS 2016 preconference marketing; 
ONS trade event; 

Key planned events:

IMEX America (October); Reykjavik sales trip (November); Esbjerg sales trip (January); 
Icelandair Mid Atlantic sales conference; Stavanger Travel Show (February); Stavanger sales 
event (February); AECC sales mission in London (November), Chinese tour operators, London 
(November); VisitScotland MICE roadshow, London (November); PGA Orlando (January); ITB 
Berlin (March); German trade mission (February); Seatrade Cruise Global, Orlando 2017.
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ANNEX 1 – VISIT ABERDEENSHIRE – PERFORMANCE FRAMEWORK 
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