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Executive Summary 
 
The Strategy in Context 
The Scottish Executive’s “The Tourism Framework for Change”, published in 2006, 

sets out an Action Plan for the sustainable growth of Scotland’s tourism industry. The 

aim is to achieve a 50% increase in tourism revenues by 2015. Despite the current 

economic climate, this is still considered to be achievable.  

 

The key to achieving this will be to aim for increased spending, by offering a wider 

variety of experiences and products, rather than an increase in visitor numbers.  

 

This will involve Scotland’s tourism industry: 

• Developing higher levels of awareness of what is happening in the marketplace. 

• Exceeding visitors' expectations, to deliver an overall quality visitor experience.  

Key to this will be attracting and developing the skills to deliver this quality. 

• Integrating its marketing activity behind a common brand. 

• Being sustainable - economically, socially and environmentally. 

 

The North East Scotland Tourism Partnership (NESTOUR) aims to develop joint 

working, to deliver a range of activities and actions, set out in the NESTOUR 

“Tourism Strategy and Action Plan for Growth”.  This provides the context and the 

support network for the Huntly and District Tourism Strategy.  

 
Within this overall framework there is an emphasis on local communities investing in  

quality products, specifically developed to meet the requirements of key markets, 

together with the development of packages with clearly focused propositions   

built around: 

 Culture 

 Heritage – built and natural 

 Food and drink 

 The natural environment 

 Sustainable tourism products 
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The Strategy for Tourism - The way forward  

 

The vision for tourism in Huntly and District in 2014: 
 
Huntly and District is widely recognised as a quality destination and touring 

base, offering innovative, authentic visitor experiences and packages which 

meet the needs of our visitors.  

 

There is a buzz and vibrancy and our visitors receive a warm, traditional 

welcome. They are encouraged to stay longer, enjoy and explore all that the 

area has to offer and return again. 

  

Objectives and Associated Actions 
A set of clear objectives and associated plan of action will provide the focus for 

achieving this vision for tourism in Huntly and District. These objectives are set out 

under three development themes: 

1. People and Partnerships 

2. Product 

3. Marketing 

 

Theme 1 - People and Partnership Development 

People and Partnership Development – Objective 1: 

To establish a focused and integrated approach to tourism, where local businesses, 

organisations, the local community and public sector organisations, work together in 

partnership to realise the vision for tourism in Huntly and District in 2014.  

 

People and Partnership Development – Objective 2: 

To encourage growth, through improved standards of quality and service, supported 

by appropriate training for local businesses.  

 
People and Partnership Development - Associated Actions 
 Organisational Structure and resources - Post-Aberdeenshire Towns 

Partnership (ATP) there will be insufficient resources to address all the issues 
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identified by this Strategy. Sources of funding need to be identified and close 

cooperation developed with ATP’s successor, Huntly Development Trust. 

 Working together – in collaboration with local businesses, other areas and 

towns, Aberdeen, Aberdeenshire Council and Visit Scotland.  

 Training and improved standards - by providing appropriate training 

opportunities, such as Hospitality Assured and 100k Welcomes.  

Theme 2: Product Development 
Product Development – Objective 1: 

To develop Huntly and District as a quality visitor destination, with supporting 

services and infrastructure, which meet and exceed the changing needs of its 

visitors.  

 

Product Development – Objective 2: 

To encourage investment and the provision of facilities, events and activities, which 

support the advancement of sport and the arts and the promotion of the area’s 

heritage and culture. 

 

Product Development – Associated Actions 
 A strategic and joined up approach to the development of Huntly and District’s 

Tourism Product. 

 Establishment of a year round Visitor Centre – “The Hub” – to showcase and 

promote the area, as a place to stay and explore the North East of Scotland.  

 Focusing on quality and value – in order to grow the volume and value of 

tourism.  

 Creating an economic environment conducive to investment in services and 

facilities. 

 Tackling Town Centre issues. 

 Develop and coordinate the range of events and entertainment throughout 

the year. 

Theme 3: Marketing Development 

Marketing Development – Objective 1:  
To develop a carefully targeted, coordinated marketing programme, with the Room to 

Roam brand at its centre, that positions Huntly and District as a quality short break 

destination and touring base.   
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Marketing Development – Associated Actions 
 The development and implementation of a Marketing Plan for Huntly and 

District.  

 Brand Development – to ensure the effective development and use of the 

Huntly Brand, Room to Roam. 

 Partnership working and jointly funded marketing activity, promotional 

campaigns and offers.  

 Development of packages  

 Development and promotion of Huntly as a touring base  

 Trail Development  

 Development of Huntly as the “Heart of Gordon Country”  

 

Priorities for Action 
Five key priorities have been agreed: 

1. Identify delivery mechanisms for the strategy i.e. who does what. 

2. Source funding to enable the delivery of the activities outlined in the Action Plan   

and for support to coordinate and implement the Tourism Strategy. 

3. Produce and implement a carefully targeted Tourism Marketing Plan.  

4. Investigate the feasibility, through the Huntly Development Trust, of acquiring a 

building which would provide a Hub / showcase for Huntly and District, for the 

benefit of both local residents and visitors.  

5. Agree simple indicators and benchmark scores to allow progress towards 

achievement of this Strategy’s objectives to be monitored. 

 

Delivery of the Tourism Strategy  
The Huntly and District Tourism Action Plan (2009 – 2014) sets out a five year 

programme of actions, identifies responsibilities, timescales, and measurements of 

success. This will provide the framework and focus for the achievement of the Vision 

for tourism in Huntly and District.  
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Huntly and District Tourism Strategy: 2009-2014 
 
1. Introduction 
  
1.1. Background  
Since its inception in 2006, Huntly and District Tourism Action Group (HADTAG) has 

established and supported a number of initiatives and projects aimed at improving 

the visitor experience in Huntly and its surrounding District. The success of these 

initiatives has been widely recognised.  

 

The Aberdeenshire Towns Partnership (ATP) Huntly, which provided funding, the 

post of Town Coordinator and the focus for the delivery of a full range of projects, 

ended in December 2008. It was recognised that, in the light of this, HADTAG 

needed to take stock and develop and gain commitment to a Tourism Strategy which 

would provide the framework for the development of tourism.  

 

ATP and HADTAG commissioned Marion Walker Marketing in October 2008, to 

produce the Tourism Strategy and associated Action Plan with the following terms of 

reference: 

“To develop a Tourism Strategy for Huntly and District that is practical and realistic to 

guide the activities of the HADTAG over the next five years”. 

 

1.2 Methodology 
In order to achieve these objectives and ensure that the strategy has the full 

engagement of members of HADTAG and other identified stakeholders, the following 

activities were undertaken:  

 Background research  to provide the basis of the strategy 

 An audit of the tourism product 

 Meetings with stakeholders and other key organisations and individuals 

 A workshop with relevant businesses and individuals  

 Attendance at HADTAG meetings  

A full list of consultees is attached in Appendix 1  



Huntly and District Tourism Strategy – 2009 - 2014 

Marion Walker Marketing – January 2009 8 

2. The current situation  

2.1 Background and Achievements of HADTAG 
 

HADTAG is a fully constituted group, formed in 2006. The Group’s objectives are: 

“To develop and expand the provision of facilities and events for tourism in Huntly 

and the surrounding district, such district not being restrictively defined. The Group 

will also work for the advancement of the arts, sport, recreation and leisure locally 

and regionally, and promote the heritage and culture of the area”. 

 

A considerable amount has been achieved, often working with ATP, since HADTAG’s 

formation, as summarised below:   

 Involvement in the production of the Huntly Handbook 

 Creation and maintenance of the Visitor section on the town’s website, 

www.huntly.net 

 Co-organisation of the Huntly Hairst Festival 

 Commissioning the Strathbogie and Cabrach Trails Based Tourism Study – 

funding for the Tourism Strategy was secured as a result of this study 

 Participation in the review and launch of a new brand for Huntly 

 Formation of links with Dufftown and Keith for the joint promotion of the area 

 Establishment of a Huntly Welcome Pack 

 Exhibition stand at Visit Scotland Expo  

 Nomination of local events for various awards – The Tin Hut Sessions were 

recipients of a Northern Lights Tourism Award (2008) as a result  

 

The Group has identified the need for the production of this Tourism Strategy, to 

build on the work achieved to date and to provide a clear framework and focus for the 

future development, management and marketing of tourism in the area for the next 

five years.  
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2.2 The Strategy in Context 
 

2.2.1 Tourism Policy 
 
National Tourism Policy 
 
The Scottish Executive’s “The Tourism Framework for Change”, published in 2006 

sets out an Action Plan for the sustainable growth of Scotland’s tourism industry. The 

ambition is to make Scotland one of the world’s foremost visitor destinations, with an 

aim of achieving a 50% increase in tourism revenues by 2015. 

 

The key to achieving this will be to aim for increased spending, by offering a wider 

variety of experiences and products, rather than an increase in visitor numbers.  

 

This will require the following key changes across Scotland’s tourism industry: 

• Higher levels of awareness of what is happening in the marketplace, of 

consumer trends, what competitors have to offer, and how this intelligence can be 

used as a basis for delivering new and improved products and services. 

• Exceeding visitors' expectations to manage the quality of the overall visitor 

experience, including the quality of food and accommodation, the quality of the 

service that is provided to visitors and the quality of the environment.  

Key to this will be attracting and developing the skills to deliver this quality. 

• Integrated marketing behind a common brand. A key component will be the 

effective use of the Internet as an information and sales channel. 

• Being Sustainable – economically, socially and environmentally. 

• Innovation and enterprise driving investment in engaging and distinctive visitor 

experiences and new products and services which reflect consumer interests. 

• Infrastructure  - providing access to and ease of travel around Scotland  

 

The focus and delivery mechanism for the successful growth of tourism in Scotland 

will be through business leadership, with the public sector supporting business 

growth.  
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Regional Tourism Policy 

 

Area Tourism Partnerships (ATPs) have been established across Scotland to support 

the delivery of these ambitions for growth. These partnerships are tasked with driving 

and supporting change at local level, by interpreting the national framework to reflect 

local opportunities and aspirations. 

 

The North East Scotland Tourism Partnership (NESTOUR) was established in 2005 

and it serves the local authority areas of Aberdeen City and Aberdeenshire. The 

partnership aims to develop joint working arrangements between local businesses, 

culture and heritage organisations, the local authorities and other public sector 

support agencies and to deliver a range of activities and actions. 

 

These activities are set out in the NESTOUR “Tourism Strategy and Action Plan for 

Growth”. The vision for tourism in the North East of Scotland is that it will be: 

“a prime must visit, must return destination that competes well in the national and 

global market places. It will be a premier visitor destination within Scotland for 

discerning leisure and business visitors all year round. We will build on what is 

unique about the area and make the most of products, which differentiate it from 

other destinations.” 

 

The aims of the NESTOUR Strategy are to: 

 Successfully promote the North East of Scotland to target audiences.  

 Deliver a consistently high-quality visitor experience, with high standards of 

facilities, customer service, career opportunities and income levels. 

 Further develop a competitive industry that is economically, socially and 

environmentally sustainable and that supports and builds on the history, culture, 

environment and hospitality of its people and communities. 

 Ensure that everyone living and working in the area understands the value of 

tourism to the local economy and actively get involved in growing tourism. 

 Grow tourism value by around 4% annually, although this will not be achieved 

consistently across the whole area. 

 

This vision and aims of the NESTOUR Strategy provide the context and the support 

network for the Huntly District Tourism Strategy and Action Plan.  
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NESTOUR has a wide ranging membership, including, until recently, the 

Aberdeenshire Towns Partnership. However, because it is a strategic group, not 

every community or group is represented. Membership is due to be addressed and 

this will involve considering how local communities are best engaged, at what level 

and through what kind of forum. 

 
Huntly has not been part of the NESTOUR committee and it will be essential that 

HADTAG is involved in future dialogue and discussion with NESTOUR. 

 
2.2.2 The Local Context 
 
The North East Tourism Strategy is designed to contribute to the economic vision 

and objectives developed by the Aberdeen City and Shire Economic Forum - in 

particular Objective 4: 

"To be a Unique Destination for Leisure and Business Visitors"  

  

It also takes into account Local Development and Structure Plans and the 

Community Planning process.  

 

Within this overall framework there is an emphasis on local communities investing in  

quality products specifically developed to meet the requirements of key markets, 

together with the development of packages with clearly focused propositions   

built around: 

 Culture 

 Heritage – built and natural 

 Food and drink 

 The natural environment 

 Sustainable tourism products 

 

Neighbouring tourism approaches 
 
Other tourism documents/ initiatives relevant to this Strategy are: 

 The Cairngorm National Park’s “Tourism Strategy for Sustainable  Tourism - 

(March 2006)” 

 Aviemore and Cairngorm Destination Management Organisation (DMO) 

 “A thriving, sustainable tourism economy in Upper Deeside and Donside” – 

Strategy and Action Plan (2005) – Scottish Enterprise 
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 Royal Deeside and the Cairngorms DMO 

 The Moray Tourism Strategy – Highlands and Islands Enterprise, due to be 

launched in 2009  

 Moray Tourism Development Group 

 Banffshire Coast Tourism – this established group is part of the 2009 Pride and 

Passion Community Challenge programme 

 

Common themes relevant to this strategy are: 

 Developing innovative and sustainable ways of increasing tourism at a local level. 

 Understanding the market - developing opportunities for growth in response to 

customer’s needs and ways of attracting new and different markets. 

 Raising the area’s profile, in order to stand out in an increasingly competitive 

market place.  

 The importance of partnership working and linking with other areas.  

 The importance of tourism as part of a diverse and strong local economy.  

 

Huntly Town Strategy 
 
The Huntly Town Strategy and Action Plan, was produced in 2005, with an overall 

vision that by 2020 Huntly is: 

‘a growing, thriving, well-connected and managed market town that retains its 

individuality. Huntly will have a dynamic, diverse and user-friendly town centre that 

has kept its distinctive local character and is the heart of the town and wider rural 

community. 

 

The high quality of life, inclusive sense of pride in the town, the  positive and 

committed business community and strong local culture in Huntly means that people 

want to live, work and visit now and in the future. 

 

Huntly is a town where residents, businesses and agencies all pull together.’ 

 

The Strategy is based around six key themes:  

 promoting business development and growth 

 promoting Huntly’s image and marketing 

 improving the environment and encouraging visitors 

 investing in quality buildings, sustainable sites and infrastructure 
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 encouraging skills and learning 

 promoting sports, art and culture 

 

The Tourism Strategy should support the achievement of the vision and objectives of 

the Huntly Town Strategy. 

 
2.3 Tourism Volume and Value   
 
Visit Scotland estimates that 1.5m UK residents took tourism trips to the Aberdeen 

and Grampian Region during 2006, staying for 5.3m nights and spending £275m in 

the local economy. 65% of these visitors were from Scotland and 33% from England.  

Overseas visitors accounted for 250,000 trips to the region, staying for 1.8m nights 

and spending over £92m.  

 

A large proportion of visits to Aberdeen and Grampian are non-discretionary, with just 

over half of all visitors staying with friends and relatives. 

 

The average length of stay in the Aberdeen and Grampian area during 2008 was 3.6 

nights. 

 

Tourism related employment accounted for 8% of the region’s workforce, with most 

of these employed in the accommodation sector. 

 

There are no statistics available for day visitors to the region, nor are there any 

figures relating to the volume and value of tourism in Huntly. 

 

Last year’s visitor numbers to local attractions in Huntly and District were: 

Dean’s - approximately 80 – 90,000; Huntly Castle -15,900; Huntly Peregrine 

WildWatch - 8,000; Huntly Tourist Information Centre - 8,500+; Leith Hall - 6,700 and  

the Brander Museum - 1,000. 

 

To set these figures in context, visitor numbers to Aberdeen and Grampian’s top ten 

Visitor attractions in 2006 ranged from  319,905 (David Welch Winter Gardens, 

Aberdeen) to 65,000  (Balmoral Estate). 

 

Visitor numbers to attractions, together with occupancy rates from accommodation 

establishments should be gathered and coordinated annually in the future in order to 
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demonstrate the effectiveness of tourism development and to provide an indication of 

the impact of tourism on the local economy.  

 
2.4 Trends affecting future demand 
 

2.4.1 The current economic climate 

The economic climate in 2009 is very challenging for tourism. Visit Scotland has 

reported a mixed picture, with quality businesses, appealing to carefully targeted 

markets, performing better.  

2.4.2 Overview of economic trends 

Exchange Rates – Recession fears in the UK during 2008 resulted in a fall in Sterling 

against most global currencies, including the US dollar. This created a boost to 

inbound tourism, with Sterling providing good value for money. It also supported the 

growth of UK domestic tourism by encouraging people to holiday closer to home.  

Global economy – developments in the banking and financial sectors during 2008 

and the resulting credit crunch affected consumer spending and made it more difficult 

for businesses to operate.  

Employment – With unemployment rising during the latter end of 2008, uncertainty 

about job security could begin to impact further on consumer spending. 

2.4.3 Tourism industry trends 

Overseas visitors: 2008 figures showed a 4%1 decline in visitors from overseas.  

The Domestic Market: There was a decline in visitors from within the UK, with a 

9.7%2 reduction in trips and a 4.8% reduction in spend for the first six months of 

2008. 

Visitor Attractions: visitor numbers declined by 3%3 during the first eight months of 

2008 and by 7% during August compared with 2007. Seaside and rural attractions 

performed better than those in urban areas. 

                                                
1 Source – International Passenger Survey (IPS)2008 
2 Source – United Kingdom Tourism Statistics (UKTS)2008  
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Accommodation occupancy levels: There was a 1%4 decline in hotel occupancy for 

the first eight months of 2008 and a 2% decline in Guest House / Bed and Breakfast 

occupancy. 

In contrast, self-catering and camping and caravanning occupancy rates were 

consistent with 2007 figures. 

Scottish Travel Demand: analysis of airline routes suggest that budget airlines are 

shelving almost 60 routes due to unfavourable conditions (fuel price, operating 

costs), with up to 3,000 fewer flights than in 2008.  

Meanwhile rail passenger numbers grew, with long distance rail journeys in Britain in 

the first quarter of 2008 increasing by 5.6% from 2007. 

Tourism Barometer: The Visit Scotland Tourism Barometer, covering summer 2008, 

showed that overall optimism within the Scottish tourism industry appeared low 

compared to last year. By sector, tour operators seem to be the most optimistic with 

accommodation and retail remaining the least optimistic. 

Tourism and the environment: Tourism development should aim to maximise the 

positive benefits of tourism while minimising any negative impacts. It should seek to 

conserve the natural environment, wildlife and cultural heritage.  

 

One of the factors that may impact on Scotland’s ambition of achieving a 50% 

increase in tourism revenues by 2015 is climate change.  

 

Visit Scotland has a remit for sustainable tourism and climate change is a core 

element of their strategy for sustainable tourism development. Key challenges 

identified in this strategy include seasonality, transport, resource use and waste and  

impacts on nature and culture. Visit Scotland’s Green Tourism Business Scheme and 

Going Green checklist, aims to encourage businesses to be as sustainable and 

energy efficient as possible.   

 

The Greener Scotland Climate Challenge Fund aims to support communities to 

reduce carbon emissions and improve their quality of life. Typical projects, likely to 

                                                                                                                                       
3 Source – Visitor Attractions Barometer 
4 Source – Visit Scotland 
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receive funding support include walking, cycling and local sustainable food 

production initiatives. 

2.4.4 Long term prospects 

Despite the current economic climate, which is likely to affect tourism over the next 

couple of years, the overall ambition to increase tourism revenues by 50% is still 

considered to be achievable.  

“We need to stay ahead of the game, keep on top of market trends and be quick to 

respond with development and enhancement of our own products and services. Only 

then can we ensure that we’re always ready to exceed our customers’ expectations 

and so build our reputation as a must visit, must return destination."  

The Industry Strategy, Scottish Tourism - the Next Decade 

2.5 Visitor Motivations  
 

The main motivating factors influencing tourism demand are:  

 Changing demographics –  

o An ageing population – who are active and with more disposable income  

o A rise in single-person and  child free households – looking to try new 

experiences with money to spend on both luxury and budget offerings  

 Changing work patterns and increasingly flexible life stages 

 Cash rich, time poor consumers 

 Concern about health and well being – with a growing interest in outdoor 

activities, opportunities to relax, get away from it all and experience peace and 

tranquillity  

 The search for authentic experiences – looking for genuine and local 

distinctiveness and culture 

 The importance of “experiences” - people are increasingly looking to try 

something new  

 Interest in the environment  - with a growing appreciation of the outdoors, 

landscapes, scenery and in protecting the environment  

 More sophisticated customers - looking for quality and value but willing to pay for 

worthwhile experiences  

 A rapid growth in electronic technologies  -  with greater access and increasingly 

sophisticated customer  options  
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 Increased competition – locally, within Scotland and worldwide  

 

Many of these motivational factors, which are influencing and driving visitors’ choice 

of destination, are compatible with the Huntly and District’s tourism product and they 

should provide a focus for appropriate product development and potential for growth.  

 

2.6 Tourism in Huntly and District  
 

2.6.1. Customer research  
Huntly Community Questionnaire (2005) 

This survey provided feedback on:   

 the town as a place to live and work  

 the town as a place to visit 

 the town centre of Huntly 

 looking after the town 

 the key issues facing Huntly. 

 

The following points are particularly relevant to the Tourism Strategy:  

Huntly as a place to visit 

 almost three-quarters of respondents agreed that Huntly was an attractive place 

to visit 

 a similar proportion believed that more should be done to attract visitors (74%)   

 the town was perceived by a large proportion of residents as offering a good 

range of places for visitors to stay (57%) and good places to eat and drink (54%).   

Huntly Town Centre: 

 shopping facilities - views were mixed with 36% stating that the town centre had 

a good range of shops, with 45% disagreeing  

 44% of people agreed that shops in Huntly went out of their way to look after 

customers, although around a fifth disagreed  

 ease of parking within the town centre - views were mixed with 43% of residents 

stating that it was easy to park there, and 36% stating that it was not 

 safety of the town centre at night - opinions were balanced, with 38% stating they 

would feel safe at night and 36% disagreeing with this statement 

Looking after Huntly 

One of the key messages arising out of the survey was that there was a strong sense 

of local pride in Huntly. 
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Huntly Business Needs Survey (2006) 

This survey identified a number of priorities, problems and concerns that are of direct 

relevance and importance to the development of tourism. They are: 
1. Customer care  

2. Staff recruitment  

3. Marketing, advertising, promoting and targeting customers 

4. Lack of tourists  

5. Lack of available skills  

6. Lack of training courses in the immediate area 

7. Staff retention 

8. Lack of market information 

 

HADTAG Customer Feedback Forms 

HADTAG compiled a customer feedback form, which was circulated to tourism 

businesses, for completion by visitors. Due to a lack of resources to coordinate, 

promote and analyse these questionnaires only 30 have been returned to date.  

A summary of the returned forms is attached in Appendix 2. These returns are not 

sufficient to be statistically valid; however they do provide qualitative feedback and 

an important and very relevant insight into visitors to the area.  

 

The research also provides a good starting point for the development of an ongoing 

programme of customer research.  

 

Key points and recurring themes from the returned questionnaires are: 

 The friendliness of the local people 

 The cleanliness of the town and its surrounding areas 

 The need to reinvigorate the town centre - with more shops, particularly in the 

area of the town square 

 

One of the main negative points arising is the condition of the public toilet facilities in 

Huntly, with one respondent stating that they spoil Huntly. 

 

Dean’s Customer Feedback Forms 

Dean’s, a large local employer making premium shortbread, undertakes an ongoing 

customer research programme, which examines their visitor profile and customer 

experience. Results, from 3,131 forms, relevant to the Tourism Strategy are 

summarised in the following diagrams. 
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Dean’s customer feedback - Where visitors are travelling from 

 

 
 
 
 

 
 

Dean’s customer feedback - Age group 
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Dean’s customer feedback - How visitors find out about Dean’s 

 

 
 

 

 
 
 
Dean’s customer feedback - Purpose of Visit 

 

 
 

 
Key points to note are: 

Where visitors are coming from: The majority of visitors (77%) are from Scotland. 

The local market dominates, with half of all visitors from Aberdeenshire. 19% of 
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visitors come from the rest of the UK, with only 3% from overseas. This general 

pattern broadly reflects Visit Scotland research findings. 

 

Age Range: the large majority (76%) are over 41 years of age 

 

How customers find out about Dean’s: word of mouth and local knowledge play a 

significant role with 38% of the total finding out about Dean’s from friends and 26% 

through local knowledge. 

 

Purpose of visit: 49% state that their reason for visiting is the Bistro, followed by 

shopping (18%) and learning about shortbread (15%). This is indicative of the 

demand for quality facilities for eating, shopping and visitor experiences. 

 

6% of visitors stop to break their journey, presenting an opportunity for partnership 

working and the provision of comprehensive information about Huntly and its 

surrounding area, in order to raise awareness and encourage visitors to explore 

further.  

 

These findings provide a valuable insight into local visitor patterns. They are of great 

value to this strategy by helping understand the market and its relevance to other 

sources of information.  

 
2.6.2 Strathbogie and Cabrach Trail-Based Tourism Study (2008) 

 
The Strathbogie and Cabrach Trail-Based Tourism study examined opportunities for 

visitors, exploring the rural area of Strathbogie and Cabrach, using trails and 

designated routes, in order to develop the area’s tourism appeal and help regenerate 

the rural economy. 

 

The study recommended the following vision for tourism in the area: 

 “To create an attractive year round destination primarily geared to the UK short 

break leisure markets that will allow visitors to use trails and tours to discover the 

authentic, creative and genuine ‘art’ of the Scottish countryside, this can be enjoyed 

in a countryside where you are welcomed and embraced by a local culture where 

craftsmen, artists and food and drink producers ensure that traditional values and 
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skills add value to everyday experiences by being delivered in a modern, innovative 

and creative way.” 

 

The report identified the following challenges:  

 The area does not have a distinctive enough landscape appeal or existing 

tourism infrastructure to allow it to become a major walking, cycling or equestrian 

destination. 

 Access to the countryside for these activities is limited and needs investment,   

but there is scope for development over the next ten years. 

 The need for further investment in services and facilities - in particular 

accommodation, places to eat and the range of things to see and do.  

 

One of the key recommendations of this study was the development of local tourism 

centres, including Huntly, for longer distance circular walks based upon existing local 

paths. The study also proposed linking a number of these centres in clusters using 

trails and other links. 

 

There is potential to develop Huntly and District’s activity based offering by 

prioritising and focusing on achievable actions identified by the report. This can be 

done through the implementation of the Tourism Strategy and as part of the 

established “Golden Triangle” partnership of Huntly, Keith and Dufftown.  

 
2.6.3  Room to Roam – an identity for Huntly 

In 2008, ATP Huntly, in collaboration with Deveron Arts and Aberdeenshire Council 

commissioned South African artist Jacques Coetzer, to collaborate with the 

community of Huntly in the re-branding of the town.   

The agreed consensus was that the town has a diverse identity, with a mixture of old 

and new and that an important aspect of Huntly’s make up is that it is recognised as 

being a family town.  

This provided a starting point and the resulting brand was developed through the 

artist’s exploration of the physical attributes of the town’s rural setting, the 

interdependence of the villages in the district and Huntly’s historic architecture, all of 

which contrast with the new supermarkets. The broad social spectrum of fairly 

traditional Scottish elderly folk ranging through to a sizable number of foreign migrant 

workers was also highlighted. 
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The associated logo, a contemporary design based on a stag’s 

antler, reflects the impact of the ‘supermarket aesthetic’ on Huntly in recent years 

and represents a road map, social diversity, growth and energy. 

The antler motif was also included in a new version of the Huntly coat of arms, to 

revive the area’s historic roots.  

The brand’s strap-line came from the poem Room to Roam by George MacDonald. 

This poem had been set to music in 1990, by Mike Scott, lead singer of the folk-rock 

band The Waterboys, who agreed to join the project and interact with local musicians 

to turn the song into a town anthem. Through this musical interaction Room to Roam 

was gradually put out into the public sphere. At a final town event, mainly driven by 

local musicians, the identity was handed over to the community.  

The Room to Roam brand provides Huntly with an opportunity to focus on some of 

the towns’ values of respect, tolerance, openness, enterprise and honour, warmth 

and hope.  

It will also provide a focus for all of Huntly’s future marketing activity. 

 
2.6.4 SWOT Analysis  
 
An analysis of Huntly and District’s tourism strengths, weaknesses, opportunities and 

threats was carried out as part of the Tourism Strategy consultation process and is 

attached in Appendix 3   

  

The Tourism Strategy will aim to build upon strengths, address any weaknesses or 

threats and identify opportunities for future development.  

 

2.6.5  The Huntly and District Tourism Product  
 
Huntly is an ancient market town and vibrant, friendly community, offering traditional 

hospitality. It has a beautiful natural setting, between the hills and sea, in an area rich 

in history, wildlife and scenery.  
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Three factors combine to produce the overall “Tourism Product” of an area. These 

factors are: Attractors, Services and Infrastructure. 

 

As part of the Tourism Strategy consultation process a Destination Score Card (DSC) 

was completed both by HADTAG and participants of the Tourism Strategy Workshop. 

Scores were recorded against these three components, with a score range of 1-5, 1 

being poor, 5 being good. The average scores are considered individually below and 

the Huntly Destination Score Card summary is attached in Appendix 4. 

 

The interpretation of these factors is very subjective, however they do provide an 

indication of opinion, to be considered alongside other sources of information such as 

customer research, the SWOT analysis and the strategy consultation process. 

 

The overall Huntly and District ‘destination score’ was 2.8. The sub-areas making up 

the DSC and their individual scores are discussed below. 

 Attractors (DSC Average Score 3.0) 
History and culture 
Heritage / cultural attractions (DSC Score 3.7) 

The area is rich in history, heritage and culture. The ruins of Huntly Castle, the former 

seat of the Gordon’s, are located in the town. This is in the stewardship of Historic 

Scotland and forms part of the very popular North East Castle Trail.  Leith Hall is 

located seven miles from Huntly Town Centre. This National Trust property is also 

part of the Castle Trail. Also nearby is the Tap o’ North – a vitrified Hill Fort. 

Huntly’s Brander Museum and Library houses a collection of local memoirs, history 

and reference works and carries a collection of artefacts from author George 

MacDonald and family. 

Huntly people have played major roles in literature and the Far East: 

 George MacDonald (1824 -1905), the renowned author and father of modern 

fantasy writing. His work influenced a number of writers including C.S. Lewis, 

J.R.R. Tolkien, C.K. Chesterton and W.H. Auden. Popular with the American 

market, his work is currently undergoing a revival and Deveron Arts recently 

commissioned a new biography and brochure for visitors. There is also a 

MacDonald Town Trail and a website featuring his original manuscripts 

(www.aberdeenshire.gov.uk) 
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 William Milne (1785 -1822) travelled widely in the Malay Peninsula and Java 

distributing translations of the New Testament in Chinese. He founded the Anglo-

Chinese College in Malacca, later overseen by James Legge. 

 James Legge (1815 -1897) played an important role in influencing the thinking 

between the east and the west. He translated 28 volumes of Chinese classics 

into English and wrote a series of books on Chinese philosophy and religion 

including The Life and Teaching of Confucius. Deveron Arts are planning a 

celebration of the importance of his work during 2009. 

There are strong clan connections, especially with Clan Gordon, the Gordon family 

and the Gordon Highlanders Regiment.  

 

With the current growth in interest in Ancestral Tourism and genealogy, there is a 

great deal of potential, particularly during the year of Homecoming 2009, to develop 

connections worldwide. 

 

Local Food and Drink 
Access to local food and drink (DSC Score  3.0 ) 

Food: Dean’s Shortbread, a 5 star Visitor Attraction, with visitor centre and viewing 

gallery, bistro and gift shop is located in Huntly. Rizza’s Ice Cream, with factory 

viewing area is also located in Huntly, with tastings available in the town centre shop. 

 

A very popular Farmers’ and Producers Market is held on the first Saturday of every 

month and Scottish produce is available from the Larder, a delicatessen in the town 

centre.  

 

Whisky: Duncan Taylor and Company, award winning independent bottler and 

specialist whisky shop, is located in Huntly. The company plans to construct the new 

“Huntly Distillery”, which will be Scotland’s first ‘green’ distillery, featuring all kinds of 

environmental technologies. This has the potential to bring a major focus to the area.  

 

Glendronach Distillery, located nearby at Forgue, has recently been brought into 

private ownership, with the new owners indicating major plans for development of 

both the Glendronach brand and the distillery site, including a new visitor centre.  

 

Events, entertainment and the arts 
Events (DSC Score 3.0); Entertainment (DSC Score 2.4); Art/Craft (DSC Score 2.8) 
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Events: The area is rich in the strong traditions of music, dance and literature, with a 

range of arts events and festivals held in the town. The recently started Huntly Hairst 

Halloween and Food Event is becoming extremely popular and well regarded. 

 

Music: Huntly and District Pipe Band, perform in the Square on Thursday evening’s 

during August, at Highland Games in the area and other local events.  

 

There is a wealth of very high quality, traditional music in the area, but this is not 

being capitalised upon. There is great potential to develop music as a key element of 

Huntly and District’s offering e.g. through a music festival, regularly promoted folk 

sessions or a focus on the value of bothy ballads etc.  

 

The very successful Tin Hut Sessions, winners of a 2008 Northern Lights Tourism 

Award, under the Innovation Category, is a monthly programme of acoustic music 

sessions in Gartly. The sessions, featuring well known musicians, attract visitors from 

Aberdeenshire to play, sing or listen to modern or traditional folk and blues music and 

poetry. 

Entertainment: The Bogie Dragon Adventure Castle is an all weather activity centre 

housing a soft play area for infants and toddlers. The sports hall offers games 

including snooker, table tennis, short tennis and badminton, and a café. Its opening 

hours are limited to the school holidays. 

Arts: There is a strong contemporary culture of visual arts provided by Deveron Arts. 

Their “The Town is the Venue” programme uses the whole town of Huntly as a stage 

for a range of performances, installations and exhibitions each year. Recent 

examples of their work include “Center of Huntly”, a project to resurrect the work of 

Ronald Center a local composer, whose work is critically acclaimed but largely 

forgotten and the hosting of an international seminar on socially engaged art, 

bringing artists from around the world to Huntly. Their unique approach to arts in the 

community, widely acclaimed and envied by other towns across Scotland, is a great 

strength. 

Crafts: There is limited provision of local arts or crafts for visitors. The Scottish 

Sculpture Workshop in Lumsden (13 miles south of Huntly) is a potential attractor but 

closer links need to be developed. 
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Activities 
Wildlife attractions (DSC Score 3.5); Leisure attractions (DSC Score 2.9); Outdoor activities (DSC Score 

3.6); Natural features (DSC Score 3.4); Sports facilities (DSC Score 3.4) 

The area offers an excellent range of sporting and other activities:  

 

Wildlife watching: The Forestry Commission’s Peregrine WildWatch, the multi award 

winning visitor attraction, including a 2008 Thistle Award, is located in the Bin Forest, 

just outside Huntly. There is also a popular privately-run Falconry Centre nearby. 

 

Golf: Huntly Golf Course welcomes visitors. It is considered attractive and short 

enough to allow day visitors two rounds of 18 holes in one day. There is the potential 

to develop links with the Trump and other proposed golf developments in the area. 

 

Fishing: River or loch fishing is available on the River Deveron and at Artloch Trout 

Farm with Town Association Fishing on local rivers Deveron, Bogie and Isla.  

The River Deveron is one of Scotland’s’ top five salmon rivers, and one of the longest 

stretches in Scotland, with private letting of fishing available.  

 

Walking: Forest walks in Battlehill Wood, The Bin and Clashindarroch and riverside 

walks along the Rivers Deveron and Bogie, and the Old Coach Road up the Ba’ Hill 

to Gartly Moor. There are also circular walking paths at Darroch Wids, Coynachie.  
 
Deveron Arts are planning a major walking and cycling festival, Biketown, for the 

summer solstice weekend around the 21 June, 2009. 

 

Equestrian: Horseriding at several equestrian centres, including Corrylair Trekking 

Centre 

 

Cross Country Skiing: There is an all weather track, at the Huntly Nordic and Outdoor 

Centre (HNOC) and winter tracks in the Clashindarroch Forest. HNOC also offers 

mountain bike hire and downhill ‘tubing’. The reputation of the Nordic Ski Centre for 

developing and nurturing Olympic talent in the run up to the 2012 Olympics and 2014 

Winter Olympics and Commonwealth Games should provide a key opportunity. 

An all-weather pitch is available for hire for groups, including equipment for all kinds 

of different sports. 
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Interpretation  
(DSC Score 1.6)  

As indicated by the low score, interpretation and information about the area is limited. 

This should be a priority area for development. The more visitors know about an 

area, the more they enjoy their stay, making them likely to stay longer, tell others and 

hopefully return. 

 

 Services (DSC Average Score 2.6) 
Accommodation 
Serviced accommodation (DSC Score 2.8); Self serviced accommodation (DSC Score 1.9); 

Caravan / camping (DSC Score 3.8) 

There is a range of small hotels, guest houses, bed and breakfast establishments in 

the area. There is also a five star camping and caravan park, winner of the Campsite 

of the Year Award. However there are not enough bed spaces or self catering 

establishments to cater for large groups or gatherings or to enable Huntly and District 

to effectively develop as a tourist destination and to reap the full economic benefit of 

tourism.  

 

Restaurants / eateries   
(DSC Score 2.1) 

There is a selection of cafés and places to eat, but they generally do not feature local 

food and produce and have limited opening hours particularly in the evenings.  

 

Dean’s recently opened Bistro and café is a very popular venue, both with locals and 

visitors.  

 

The inaugural Tin Hut Supper at Gartly, which featured “slow cooking” by a local 

chef, using local produce, proved extremely popular and sold out well in advance. 

Further events are planned on a four to six monthly basis.  

 

Tourist Information Centre (T.I.C.) 
(DCS Score 2.4) 

A seasonal Tourist Information Centre is located in the Town Square. This is run by 

Visit Scotland and funded by Aberdeenshire Council. The Centre’s Manager is an 

excellent ambassador for the town.  

 

The lower score from the Destination Scorecard is not a reflection on the staff of the 
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centre, but based on concerns by local tourism businesses about its limited opening 

hours - its seasonality and during its operational period, its lunchtime and 5:00pm 

closure.  

 

The T.I.C. Manager plays an important role in handling enquiries from potential 

tourism business investors to the area, referring their enquiries through Visit 

Scotland.  

 

Overall customer experience  
(DSC Score  2.7) 

Shopping 
General retail (DSC Score 2.4); Specialist retail (DSC Score  2.4 ) 

The area is well served for supermarkets, with the recent opening of both Asda and 

Tesco supermarkets on the A96. The town is also reasonably well served for general 

needs. There are however a number of empty shops in the town centre which are 

detracting from the town’s appearance and overall impression.  

 

There are a number of specialist retail outlets in the town, including a renowned 

whisky shop, a local butcher who held the unofficial title of “world champion haggis 

maker”, and Hazel’s Hats. Huntly also recently launched Scotland’s first Town 

Loyalty Card to encourage and reward local shopping. 

 

 Infrastructure (DSC Average Score 2.7) 
Location 
Access to the destination (DSC Score 3.8); Public transport within the destination (DCS Score 2.4); 

Access to the countryside (DCS Score 2.6) 

The area is well located, with excellent road, rail and air links. 

 

Situated just off the A96, Huntly is within easy driving distance of the international 

airports at Aberdeen and Inverness. The town is also served by a regular main line 

rail service and bus service connecting the two cities.  

 

The Moray Firth coast, Royal Deeside, the Cairngorms, the Strathbogie and Cabrach 

uplands and Speyside are all close by. Huntly is also part of the very popular Castle 

Trail. There are 22 castles, 19 whisky distilleries and pre history remnants all within 

easy reach.  Some of the best National Trust for Scotland properties are all within a 

30 mile radius. 
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Huntly’s accessibility is a great asset, providing an opportunity to further develop the 

area’s tourism potential, as a tourism centre and base for exploring the North East of 

Scotland. 

 

Town Centre 
Aesthetics of the town (DSC Score 3.6); Public amenities (DSC Score 2.0); Cleanliness/litter (DSC 

Score 2.7) 

 

The town has an impressive central square which is ideal for hosting events, 

including the monthly Farmers Market. There are four Town Trails focusing on 

architecture, food, visual arts (the Town Collection) and George MacDonald. 

Pay and display car parking is available on The Square and in the Nelson Street car 

park. Free parking is available in the East Park Street car park, just off the town 

Square.  

However the following issues, which are reflected in customer research and 

feedback, need to be pursued: 

 The condition of Huntly’s Public Toilets 

 A lack of vibrancy in the town square 

 Empty shops 

 Youth issues at night 

These issues affect first impressions and the general visitor experience. 

Road signs  
(DSC Score 3.2) 

The town is well signposted with brown and white tourism signposting from the A96 

and to the main tourist attractions within the town. In addition additional signposting is 

provided into the town and to the Castle as part of the Castle Trail. 

 

Additional tourism signposting for Huntly is also being planned by Aberdeenshire 

Council. This will feature the Huntly - Room to Roam logo.  
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2.6.6 Marketing  
 
The Tourism Market 

Visit Scotland has identified that the main prospects for growth, in the UK Tourism 

markets, over the next ten years, will be for short break, quality, and high value 

experiences.  

 

The main markets are likely to be: 

 People aged 45 - 69 – the older but young at heart visitor who are time rich, 

open to new challenges, interested in well being and health, like luxury, 

discovery, variety and authenticity 

 Families searching for child friendly, safe environments, where it is peaceful 

and the children can be occupied in enriching experiences  

 Affluent singles who are active in a range of sports, have money and freedom, 

are interested in lifestyle and providing an antidote to busy stressful lives 

 

Local experience suggests a mix of age groups with older markets, young 

professionals and empty nesters. 

 

 Geographic markets 

 

The main UK markets, identified by Visit Scotland are: 

 Scotland 

 North West England 

 South East England 

 South West England 

 Midlands 

 

Visit Scotland figures indicate that the main overseas markets for 2008 were 

Germany (16%), France (14%), Canada (8%) Spain (6%), Italy (5%), Australia (5%), 

The Netherlands (3%) and Sweden (2%). 

 

Tourism businesses locally have reported that during 2008:  

 There was a strong European presence – with Germany the biggest market, 

together with visitors from The Netherlands, France, Italy and Spain 
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 A number of American visitors, interested in George MacDonald, and following 

his footsteps to Italy  

 Canadian visitors – booking in advance for horse riding, golfing fishing 

 

In the longer term Visit Scotland expect to see an increase in visitors from the 

emerging markets of India, China, Russia and Brazil. The William Milne and James 

Legge connection with China could provide a unique opportunity for the future.  

 

Geographical markets are widening with continued route development in Aberdeen 

and Inverness airports. These markets will always be secondary to the Scottish 

market, highlighting the importance of making the destination more accessible 

through improved rail and road access. 

International markets are, however, important to the area because foreign visitors 

tend to stay longer than domestic visitors, their total expenditure per visit is higher – 

17% of the total numbers of trips made to Scotland in 2007 were by foreign visitors, 

but this share provided around 35% of total expenditure.  

Visit Scotland research has shown that car travel is the main method of transport 

within the region (64%) and the vast majority of overseas visitors (92%) arrive by 

plane.  

 

Local evidence suggests that 90% of visitors are independent travellers, travelling by 

car. 

 

Consumer Segments  

 

During 2006/07, Visit Scotland undertook research which identified a number of 

consumer segments offering the best potential for increasing the volume and value of 

domestic tourism to Scotland.  The full list of segments is shown in Appendix 5.  

 

Four of these segments are particularly relevant to Huntly and District: 

1. Affluent Southern Explorers - spend the most nights away on holiday. Whilst 

they are affluent high achievers, they are not overly materialistic, and prefer simpler, 

local accommodation. They tend to take longer breaks, both in the UK and abroad, 

like to broaden their mind on holiday, take holidays off the beaten track and like 

outdoor activities/golf. 
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2. Younger Domestic Explorers – are very strong supporters of holidays in their 

own country. They believe that breaks in England and Scotland enable them to get 

away at short notice, offer good value for money, and offer plenty to see and do. 

There are two sub segments in this group – couples/singles and families. They are 

more likely to research their roots, love to tour, watch wildlife but also enjoy cultural 

and educational activities such as visiting museums.  

3. Mature Devotees – they are older couples from the North of England and 

Scotland, who are particularly committed to holidaying in Scotland. They like to 

explore the local area, to tour by car and watch wildlife. They consider Scotland as a 

main holiday destination, not just for short breaks.  

4. Affluent Active Devotees enjoy living life to the full, taking plenty of short breaks 

and occasional longer holidays. They are well-travelled experience-seekers and are 

the highest spenders of all on Scottish holidays. They participate in activities, 

including golf and other sports, and treat themselves to the finer things in life: 

preferring to stay in hotels and enjoying good food and drink. 

 

Sectoral Segments  

 

Outdoor activities: walking, golf, fishing, horse riding and wildlife watching are all key 

product offerings for the area which also feature as priority markets for Visit Scotland.    

 

Walking: A 2006 survey of walkers indicated that 39% came to Scotland specifically 

to walk and 58% came to walk and do other things. Visitors who did undertake other 

activities as part of their holiday liked to visit castles (66%), view wildlife (32%), visit 

distilleries (21%) and take part in other outdoor activities (20%). 

 

Golf:  Scotland is marketed as ‘the home of golf’ and there is a significant opportunity 

to drive golf tourism forward in the next five to ten years, with three  notable 

developments planned in the Aberdeen City and Shire area, including the £1 billion 

Trump development at the Menie Estate. Budget airlines have made Scotland a 

practical weekend golfing destination for Europeans and a weakening pound during 

2008 has made Scotland a more affordable place to visit for American golfers.  

 

Golfers have a higher than average spend than other holiday makers, with overseas 

visitors generally spending three times as much as those from the UK.  
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Fishing:  game anglers were the most frequent visitors to Scotland with 28% visiting 

between two and three times in the last 2 years. In half of all trips, angling was the 

main but not only purpose of the holiday (50%). Overall, anglers were most likely to 

be on holiday with their husband/wife or friends. 

During their angling holiday, other activities participated in included sightseeing by 

car (50%), visiting historic sites (40%) and shopping for gifts (37%). 

 

Equestrian – there is very little existing research on the equestrian market, however it 

is becoming increasingly recognised as a popular activity. It is estimated that horse 

riding/pony trekking is worth £56m to the Scottish economy.   

 

Cycling – Cycling’s popularity (both on and off road) is growing fast, driven by health 

benefits, the opportunity to access remote places inaccessible by car and the 

success of our cyclists at international level. The number of cyclosportive events, 

where large groups of cyclists complete a challenge over a range of distances has 

grown strongly in recent years. Huntly and District provides an attractive range of on-

road routes suited to different abilities, and a range of off-road trails mostly on 

Forestry Commission land. In 2006 ATP developed a Tour of Aberdeenshire 

including Huntly. 

 

Wildlife tourism: Scotland's landscape and wildlife are consistently given as the main 

reason for people visiting. In a study carried out in 20075, 72% rated 'scenery' and 

46% rated 'nature and wildlife' as very important when choosing Scotland as a 

holiday destination.  

 

Bird watching is estimated to be the fastest growing outdoor pastime in the world, 

with wildlife watching growing by approximately 10-12% per annum in the 

international market.  

 

Wildlife enthusiasts also tend to be interested in walking, snow sports, cycling and 

outdoor culture related activities. 

 

With the wide range of activities available in Huntly and the surrounding District, 

there is a significant opportunity for the development of activity packages. 

 
                                                
5 Scottish Natural Heritage 
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Ancestral Tourism is a growth market with people becoming increasingly interested in 

tracing their roots. Ancestry is one of the main themes of Homecoming 2009, a year 

long programme of events celebrating Scotland's great contributions to the world.  

 

This provides an opportunity for Huntly and District to develop their Historical and 

Cultural links, in particular with the Gordons.  

 

Current marketing activity 

Huntly and District has a great deal to offer as a tourism destination however 

research and feedback has consistently shown that the area is not as effectively 

marketed as it could be. This is due to a lack of resources. The work that has been 

done to date is of a high standard, with a clear, consistent and professional style; 

however there is no Marketing Plan to guide the area’s marketing activity to ensure it 

is clearly focused and specifically targeted to key markets, relevant to the area. As a 

result the area is struggling to raise its profile and effectively compete in the market 

place. 

The following section summarises the current marketing situation for Huntly and 

District. 

 

The Huntly Brand – “Huntly – Room to Roam” 

 Huntly adopted a unique and successful approach to brand 

development.  

“All of us here in Huntly knew for a long time that something needed to be done 

about the representation of our town. Both how we see it ourselves and how we 

portray it out there to the wider world....The project fell into place, bit by bit, like a big 

puzzle; some sky here, bits of architecture there, the people in the centre, the hills 

and the horizon at the rim.”  

Claudia Zeiske, Deveron Arts 

 

A great deal of research, thought and community effort went into the development of 

the Huntly Room to Roam brand and this provides an excellent focal point for all 

tourism marketing activities. 



Huntly and District Tourism Strategy – 2009 - 2014 

Marion Walker Marketing – January 2009 36 

  
The overall aim should be to develop a powerful and compelling identity and be really 

clear about what makes Huntly special. The brand should be further developed within 

the framework of the Tourism Strategy to ensure that:  

 The brand is carefully and appropriately managed 

 A set of clear, concise and coherent messages, that help differentiate the area 

from the competition and provide a strong sense of place, are developed and 

used in all promotional activity. 

Literature: The following publications are available: 

 A free to the visitor Huntly brochure, Huntly Country, produced annually by Finks 

Publishing, funded by advertising from local businesses.  

 The Huntly Handbook produced in 2007/2008, costs £2 and provides more 

detailed information on all aspects of the town.  

 The Huntly architectural Town Trail leaflet, produced by Aberdeenshire Council. 

 Secret Doorways, Strange Worlds an interactive story trail, based on George 

MacDonald’s fairy tales, written by Bob Pegg and available from Deveron Arts.  

 A monthly events guide, “Wat’s On”, produced by Huntly Mental Health 

Association. 

 

Feedback from Huntly Tourist Information Centre indicates that there is a need for 

more detailed information about the town and its surrounds. There is also a demand 

for information about walking and cycling in the area. 

 

Literature Distribution: The main Huntly tourism brochure is distributed by its 

publishers to Tourist Information Centres in the North East of Scotland, to advertisers 

for use in their own premises and to other selected outlets.  

 

An issue facing some local tourism businesses, not in membership of Visit Scotland, 

is that Tourist Information Centres are not able to display their literature. This 

problem could be partially resolved with the development of a Huntly showcase 

facility (The Hub) in the town centre. 

 

Public Relations: The Huntly Express is very supportive of tourism in the town and 

of the work of HADTAG, regularly attending meetings and reporting on 

developments, events and activities. 
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The town and area have received excellent press coverage further afield during 

2008, with the launch of the Huntly – Room to Roam brand, which featured in the 

Scottish press, and the recent launch of the Huntly Rewards Town Loyalty card also 

received widespread coverage.   
 
The high standard of provision of contemporary art in Huntly resulted in features in 

the Press and Journal; Scotland on Sunday; The Scotsman; Herald; Financial Times 

and with the BBC, during 2008.  This is a unique selling point for the area and as a 

result needs to be marketed at the highest level, nationally and internationally. 

 

Advertising: Huntly advertises in local publications “the Knock News” and “Here 

Today.” With the demise of ATP this is likely to stop, for the time-being anyway.  

 

Website: The Huntly Community website “Huntly on the Web” has a section devoted 

to visitors.  With rapidly developing on-line technologies this site will need to keep 

abreast with developments, and in particular with Web 2.0. 

 

Communication: HADTAG aims to involve all relevant businesses and 

organisations in their activities. Progress and achievements are reported regularly in 

the Huntly Express and summarised annually in Huntly Matters.  

 

In addition, the group is developing strong links with Keith and Dufftown. Through 

ATP, Huntly has also been involved in the Aberdeenshire Towns Together Forum, 

and the UK-wide Action for Market Towns network. The possibility of Huntly 

becoming a Scottish Renaissance Town is also under consideration. All offer 

opportunities for joint projects, exchange of experience and learning from others. 

 

2.7 The Competition 
  
Huntly and District faces increasingly stiff competition from surrounding towns and 

areas; from Destination Management Organisations (DMOs) such as Aviemore and 

the Cairngorms, Royal Deeside and the Cairngorms and the emerging Speyside 

DMO; from the rest of Scotland and the UK and worldwide. 

 

Successful destinations have a clearly defined strategy and clear focus. They offer 

carefully targeted, competitively priced, quality products and are able to stand out 
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from the crowd through effective marketing and by being able to clearly differentiate 

themselves from the competition.   

 

They succeed through the development of strong working partnerships with the 

public and private sectors working together towards common agreed goals.  

 

The Huntly Tourism Strategy should provide the focus and framework for the 

successful development of tourism in the area, enabling Huntly and District to 

effectively compete. 

 

Collaboration and partnership working are also critical success factors and a key 

priority for the future should be the development of strong reciprocal links and joint 

initiatives with neighbouring towns and areas, working in partnership not competition. 
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3. The Strategy for Tourism - The way forward  

3.1 The foundations of the Strategy 
 

The future direction of tourism in the area needs to be informed by an understanding 

of the current situation, as detailed in Section 2 of the strategy document, and be 

determined by: 

 National and Regional Tourism Policy 

 the Huntly Strategy 

 feedback from customer research and business consultation 

 the tourism product – it’s  strengths, weaknesses, opportunities and threats 

 market  trends  

 key markets and their requirements  

 

Key points to note from the audit process are: 

 the importance of understanding markets; exceeding visitors expectations;  

marketing and being sustainable  

 growing tourism through the development of a quality visitor experience, with high 

standards of customer care,  to meet the needs of key target markets  

 the main prospects for growth are expected to be for short break, quality, high 

value experiences 

 the main markets are likely to be: 

o the  45 - 69 age group – young at heart, time rich, open to new 

challenges, interested in health and well being and looking for variety and 

authenticity 

o Families searching for child friendly, safe environments 

o Affluent singles, active in a range of sports and looking to escape from 

their busy stressful lives. 

 The area’s strong outdoor activity offering of walking, golf, fishing, horse riding 

and wildlife watching are all priority markets for Visit Scotland    

 The United Kingdom will be the main target market, in particular from within 

Scotland, North West England, South East England, South West England and the 

Midlands.  

 International markets will remain important with the main markets expected to be 

Germany, France, Canada, Spain, Italy, Australia, Netherlands and Sweden. 

 Key development opportunities are likely to be: 
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o Building on the area’s excellent location to establish Huntly and District   

as a touring base for the North East of Scotland 

o the development of clearly focussed packages and programmes of 

activities and events, built around heritage and culture, contemporary arts, 

traditional music, food and drink and the natural environment  

 

These influencing factors determine the vision for tourism in Huntly and District in 

2014. 
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3.2 The vision for tourism in Huntly and District in 2014: 
 

The vision for tourism in Huntly and District in 2014 is that:  
 

Huntly and District is widely recognised as a quality destination and touring 

base, offering innovative, authentic visitor experiences and packages which 

meet the needs of our visitors.  

 

There is a buzz and vibrancy and our visitors receive a warm, traditional 

welcome. They are encouraged to stay longer, enjoy and explore all that the 

area has to offer and return again. 

  

3.3 Objectives and Associated Actions 
 

A set of clear objectives and associated plan of action will provide the focus for 

achieving this vision for tourism in Huntly and District. These objectives are set out 

under three development themes:  

1. People and Partnerships 

2. Product 

3. Marketing 
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Theme 1 - People and Partnership Development 
 

People and Partnership Development – Objective 1: 

To establish a focused and integrated approach to tourism, where local businesses, 

organisations, the local community and public sector organisations, work together in 

partnership to realise the vision for tourism in Huntly and District in 2014.  

 

People and Partnership Development – Objective 2: 

To encourage growth, through improved standards of quality and service, supported 

by appropriate training for local businesses.  

 

People and Partnership Development - Associated Actions 
 Organisational Structure in Huntly and District 

Huntly and District Tourism Action Group (HADTAG) - The group has achieved a 

great deal since its formation. It needs to build on this success, using this 

Tourism Strategy as a basis for all future tourism development. 

 

Resources for the delivery of the Strategy are limited, making it necessary to 

ensure that energies are focussed productively and selectively. 

 

Communication and the development of partnerships will be a priority. Effective 

communication channels need to be established, tailored to individual needs, to 

ensure a collective future approach.  

 

The Strategy provides the framework and a clearly prioritised plan for future 

activity; however it is a flexible working document that should keep abreast of 

developments which might impact on its direction. It will therefore be necessary to 

ensure all who need to be, are involved and that suggestions and ideas are 

captured, discussed and prioritised with the framework provided by the Strategy. 

 

Huntly Development Trust (HDT) - As a follow up to Aberdeenshire Towns 

Partnership (ATP), work is ongoing to establish an umbrella organisation (HDT) in 

Huntly to undertake projects for community benefit. At the time of writing the 

exact form of this organisation has yet to be finalised but it seems likely to be a 

company limited by guarantee, probably with charitable status.  
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HDT, which should be operational by April 2009, will help groups consolidate the 

work they have done so far, share information and experiences, avoid duplication 

of effort and have a clear focus. This Tourism Strategy will provide the framework 

for ensuring that a clear direction is provided for tourism and also for ensuring 

effective joint working with HDT and other groups and organisations. 

 

The company will likely employ one-two staff in the short to medium term, taking 

over in some respects the recent role of ATP Town Coordinator. However it is 

recognised that these staff will be responsible for the wide range of actions, not 

only those primarily related to tourism, and the organisation will have to earn 

income to sustain itself. As such, HDT will not provide sufficient resource to fully 

address all the issues identified by this Strategy. Sources of funding to provide 

support to help deliver of the Tourism Strategy must also be identified. 

Working together – Huntly and District stands to gain from the economic 

benefits associated with tourism development in the area by working in 

collaboration with: 

 Local businesses and groups - working together to develop packages and 

promote each other’s facilities 

 The Gordon connection – with Huntly as the base for a North East Gordon 

Trail / working in collaboration with the Gordon Highlanders Museum and  

Huntly Castle  

 Other areas:  The “Golden Triangle” – working with Keith and Dufftown; the 

Banff and Moray Coast and Turriff.  

 Aberdeen – connecting up with relevant events and activities e.g. the annual 

Word Festival, golfing developments 

 Aberdeenshire Council - developing a dialogue and environment supportive of 

appropriate tourism related development. It is expected that the new Local 

Plan for Aberdeenshire will be more supportive of tourism in order to 

encourage the tourism potential of the area. 

 Visit Scotland – to improve dialogue and support the marketing of the area 

and the enhancement of quality standards.  

Two examples of such collaboration which emerged during the consultation 

process are: 
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 Coordination and promotion of Huntly’s main tourist attractions  

 Development of a programme of Activity Holidays linking archaeology, history 

and heritage, natural habitats and trails, available through an on line booking 

system  

 Involving and engaging - a joint approach to developing, managing and 

marketing tourism in Huntly and District will be the key to success. To achieve 

this HADTAG should ensure that all relevant individuals, organisations and 

businesses are involved with HADTAG and the implementation of the Tourism 

Strategy by putting in place effective channels of communication and bringing in 

those not involved to date, or these who have left.  

 Training and improved standards - by providing appropriate training 

opportunities, such as Hospitality Assured and 100k Welcomes  
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Theme 2: Product Development 
 
Product Development – Objective 1: 

To develop Huntly and District as a quality visitor destination, with supporting 

services and infrastructure, which meet and exceed the changing needs of its 

visitors.  

 

Product Development – Objective 2: 

To encourage investment and the provision of facilities, events and activities, which 

support the advancement of sport and the arts and the promotion of the area’s 

heritage and culture. 

 

Product Development – Associated Actions 

 A strategic and joined up approach to the development of Huntly and District’s 

Tourism Product will be essential in order to maximise the potential for Huntly.  

 Establishment of a year round Visitor Centre – “The Hub” – to showcase and 

promote the area, as a place to stay and explore the North East of Scotland. The 

Visitor Centre could incorporate the Tourist Information Centre, include an 

internet café; provide an outlet for local businesses to promote their products and 

services, a booking centre for activities and events and offices for the new Huntly 

Partnership Trust (HDT) organisation.  

 Focus on quality and value – In order to grow the volume and value of tourism 

to the local economy it will be essential to focus on providing quality service 

provision at competitive prices. This will involve keeping abreast with market 

trends and the competition and learning from best practice. 

 Creating an economic environment conducive to investment in services 

and facilities, requiring a focus on the ongoing maintenance and stewardship of 

the town. The supply of quality accommodation, retail and eating out facilities is 

insufficient to encourage visitors to spend more time in the area.   

 Town Centre issues  - the following town centre issues need to be addressed: 

o The poor state of the public toilets – a key priority 

o Empty shops – they convey a poor image and contribute to a lack of 

vibrancy in the town centre.  Mechanisms need to be investigated in order 

to make shops available and contributing the town and economy. The 

establishment of The Hub would support this.  
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o Improved access to the Castle for coaches  - It is estimated that this could 

result in a 15%  increase in visitor numbers and an associated economic 

benefit to the town 

o Youth issues in the town square and the need for  CCTV cameras to help 

combat this problem 

 Develop and coordinate the range of events and entertainment throughout 

the year - which would aim to capture peoples’ imagination and encourage more 

visitors to come to the area and stay longer.  

This is supported by an e mail received from a representative of a large Canadian 

pensioner group (1200 plus): 

“On our visits back to the area over the past few years, we have stayed in Dufftown as there is 

something on each night – Pipe Band Rehearsal;  Ceilidhs;  Country Dancing;  Stramash;  Highland 

Games;  and so on.... 

We would probably stay in Huntly if they had the same type of entertainment at night.  It is fine to tour 

the sights during the day but tourists want something interesting to do at night, rather than go to bars 

and restaurants. With the amount of talent in Huntly, it seems a shame that there is not this type of 

entertainment.  

We are always being asked what to see and do in Scotland that would give them a taste of the real 

Scotland.”       

A range of themed options, which build on existing events and support Huntly’s key 

strengths, could include: 

 Traditional music and dance 

 Regular ceilidhs 

 Equestrian activities and country pursuits 

 History, heritage and the arts   

 Food  

 Sport and activities 

 Sons and daughters of Huntly - George MacDonald, James Legge, etc.    

 The Gordons  
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Theme 3: Marketing Development 
 
Marketing Development – Objective 1:  

To develop a carefully targeted, coordinated marketing programme, with the Room to 

Roam brand at its centre, that positions Huntly and District as a quality short break 

destination and touring base.   

 

 
Marketing Development – Associated Actions 

 The development and implementation of a Marketing Plan for Huntly and 

District to ensure focused and carefully targeted marketing activity. 

 Brand Development – ensure that the Room to Roam brand is at the centre of 

all marketing activity and that it is further developed as a key promotional tool, 

through its consistent use and the development of key messages.  

 Develop the relationship with Visit Scotland to ensure effective promotion of 

the area and improved standards of quality and customer service. 

• Work with Aberdeenshire Council - their future involvement will be critical to 

the success of the Tourism Strategy.   

• Constructive networking - develop links with relevant organisations such as 

neighbouring Destination Management Organisations (DMO’s), Pride and 

Passion, the Scottish Tourism Forum, etc.  

 Partnership working and jointly funded marketing activity, promotional 

campaigns and offers. Opportunities can be developed between local 

businesses; with surrounding facilities and areas such as the Gordon Highlanders 

Museum in Aberdeen and Huntly Castle/Historic Scotland; The Golden Triangle 

of Huntly, Keith and Dufftown; and the Banffshire Coast. This approach will have 

a greater impact and be more cost effective. 

 Development of packages for promotion to specific markets e.g. activity, 

walking, golf, genealogy, George MacDonald, James Legge. 

 Develop and promote Huntly as a touring base, with the aim of increasing the 

average length of stay from two to nine nights. The Huntly brand message – 

Room to Roam is consistent with and supportive to this approach and should be 

actively used in all promotional material.  

 Trail Development - Identify opportunities for the development and promotion of 

existing and new trails e.g.  

o Deveron Arts – Huntly Town Art Collection – 40 pieces around the town  

o Town and or District Heritage Trail or Map. 
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o Walking trails and maps of the area, including the Stratbogie and Cabrach 

trail 

o Visitor Attractions Trail – including Peregrine WildWatch 

 Develop Huntly as the “Heart of Gordon Country” – This is a key opportunity 

which will support the development of Huntly as a North East tourism base. 

 Homecoming 2009 – ensure a coordinated approach to the development and 

promotion of Huntly’s Homecoming 2009 activity.  

 
3.4 Delivery of the Tourism Strategy  
 

HADTAG is a loose, voluntary partnership of local businesses, community groups, 

public sector bodies and enthusiastic individuals. Whilst this collaborative working is 

a great strength of HADTAG it also makes delivery of this strategy challenging as 

there is not a fully-resourced delivery mechanism in place. ATP provided that focus 

but with its disappearance from January 2009 a key priority to achieve the objectives 

of the Huntly and District Tourism Strategy will therefore be to establish mechanisms 

to enable its delivery. 

  

3.5 The Tourism Action Plan 
 
The Huntly and District Tourism Action Plan (2009 – 2014) sets out a five year 

programme of actions, identifies responsibilities, timescales, and measurements of 

success. This will provide the framework and focus for the achievement of the Vision 

for tourism in Huntly and District.  

 
3.6 Priorities for Action 
 

The following five key priorities have been identified as part of the consultation 

process: 

 

1. Identify delivery mechanisms for the strategy i.e. who does what 

2. Source funding to enable the delivery of the activities outlined in the Action Plan   

and for support to coordinate and implement the Tourism Strategy 

3. Produce and implement a carefully targeted Tourism Marketing Plan  
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4. Investigate the feasibility, through the Huntly Development Trust, of acquiring a 

building which would provide a Hub / showcase for Huntly and District, for the 

benefit of both local residents and visitors.  

5. Agree simple indicators and benchmark scores to allow progress towards the 

achievement of this Strategy’s objectives to be monitored. 
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Appendix 1: Tourism Strategy - schedule of consultees  

 
Members of HADTAG were fully involved throughout the development of the Strategy  

The Group’s members are: 

Fiona Manson, Chair, HADTAG (from November 2008) and Proprietor, Coynachie 

Guest House 

David Sherriffs, Chair, Huntly Business Association and Chair, HADTAG (2006 -

2008) 

Nathalie Grant, Secretary and Treasurer 

Donald Boyd, ATP Huntly Town Co-ordinator 

Dawn Ranson, Aberdeenshire Council Huntly Museum 

Steve Brown, Huntly and District Pipe Band and Forestry Commission  

Hilda Lumsden-Gill, Chair , Huntly Community Council 

Elaine Esson, Local resident and amateur photographer 

Mike Davies,  Secretary, Huntly Business Association  

Phyllis Goodall, Huntly Writers Group 

Lorna Sheriff, Glendronach Distillery 

Anne Forbes, Local resident, writer 

David Nicholls, Co-owner Coynachie Guest House 

Anny Davies, Local Resident 

Mark Reeve, Forestry Commission  

Sarah Ritchie, Grampian Properties 

Pat Scott, Senior Reporter, Huntly Express 

 
Individual meetings were held with the following people: 

Anne and Fraser Wilson, The Tin Hut Sessions and Huntly Farmers Markets 

Anne Rosier, Manager, Huntly Tourist Information Centre, Visit Scotland 

BiIl Dean, Managing Director, Dean’s Shortbread 

Brian Ford, District Visitor Services Manager, Historic Scotland 

Claudia Zeiske, Director, Deveron Arts 

Colin Shepherd, Chair, Huntly Archaeology Group 

David Sherriffs, Chair, Huntly Business Association and Chair, HADTAG (2006 -

2008) 

Donald Boyd, ATP Huntly Town Co-ordinator 

Euan Shand, Managing Director, Duncan Taylor and Co. 

Hilda Lumsden-Gill, Chair, Huntly Community Council 
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Keith Newton, Formartine Area Manager (with special responsibility for tourism 

development), Aberdeenshire Council  

Ron Brander, Chair, Strathbogie Ramblers 

Sarah Malone, Chief Executive, Gordon Highlanders Museum 

 

The Tourism Strategy Workshop was attended by: 

Andrew Meiklejohn, Proprietor, The Castle Hotel, Huntly 

Catrin Jeans, Intern, Deveron Arts 

David Nicholls, Proprietor, Coynachie Guest House 

Donald Boyd, ATP Huntly Town Co-ordinator 

Fiona Hill, Proprietor, Finks Publishing 

Fiona Manson, Chair, HADTAG (from November 2008) and Proprietor, Coynachie 

Guest House 

Nicky Meiklejohn, Proprietor, Castle Tours  

Pat Scott, Senior Reporter, Huntly Express 

Raye Marcus, Initiator, Gordon 2000 

Steve Brown, Huntly and District Pipe Band and Forestry Commission 

Sandy Gauld, Secretary, Huntly Golf Club 
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Appendix 2: HADTAG Customer Survey 
 
 
About Your Visit: 
1. Accommodation type: 

• Friends & relatives   6 
• B&B   3 
• Self catering  2 
• Caravan  1 
• Day visitor  5 

 
2. Visited Before: Yes=11; No=6 
3. Reason for Visit: Leisure=19; Business=1; Other=2 (Spirit of Speyside Whisky 

Festival; Visiting friends and relatives 
4. Mode of transport: Car=15; Train=1; Plane=1 
5. How did they find out about Huntly and district: 

• Online   4 
• Previous visits 4 
• Newspapers  3 
• Recommendation 3 
• Leaflet   2 
• Word of mouth 1 
• E mail   1 

 
6. Length of stay: 3-7 nights=6; 2 nights=4; 1 night=2; 7+ nights=1; 0 nights=1 
 
About You: 
 
7. Gender: Male=18; Female=11 
8. Age: 

• 46 - 60   10 
• 31 - 45   8  
• 61+   5 
• <20   4 
• 21 – 3   3  

 
9. Group: Family=16; Friends=10;Alone=4 
10. Working status: Full time=17; Retired=6;Education=4;Part time=2; 

Unemployed=1;Professional=6Managerial=2 
11. Residence: Aberdeenshire=13;Scotland=8; UK = 5; Overseas = 4 (France=2, 

Germany = 1, Denmark=1) 
 
Will you return? 
 
12. Will you come back?: Definitely=29; Maybe = 3 
13. Will you recommend?: Yes=30; No=1 
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More about you and your interest 
 
14. Which of the following apply?  
Castle Trail (10) 
Whisky Trail (8) 
Family History (5) 
Doric Culture (4) 
Fishing River/Loch (4) 
Nature walks (12) 
Cycling on road/off 
road (4) 
Hill Walking/Rambling 
(7) 
Contemporary Arts (3) 
Under 5’s activities (1) 
Youth Activities (1) 
Visiting Local 
businesses (4) 
Indoor Children’s Play 
areas (2) 
Horse riding/Trekking 
(1) 
Swimming (3) 
Nordic Skiing (0) 

In/Outdoor bowling (1) 
Tennis (1) 
Badminton (2) 
Fitness/Gymnasium (0) 
Rugby (1) 
Football (4) 
Running (1) 
Cricket (1) 
Clay Shooting (1) 
Falconry (0) 
Book/Reading Group 
(0) 
Scottish Dancing (4) 
Golf (6) 
Theatre (3) 
Church 
services/activities (0) 
Good food/wines (11) 
Dining out (9) 
Scottish Traditional 
Food (10) 

Chinese/Indian/French 
food (2) 
Contemporary cooking 
(0) 
Good pubs (10) 
Archaeology (5) 
Folk Music/Music 
Festivals (5) 
Traditional Scottish 
Music (5) 
Floral design (0) 
Farmers Market (15) 
International Market (5) 
Slow Food Movement 
(2) 
Shopping (5) 
Friends (1) 
Huntly Hairst (2) 
Puffin Watching (1) 

 
Signage; Facilities; Hospitality; Recommendations 
 
15. Ratings 1-6 (6= excellent ; 1= terrible) 
      Rating  

= 
6 5 4 3 2 1 

Signage:   Town 16 5 3 4 0 0 
 Area 4 5 4 1 2 0 
Parking Town 10 6 10 2 0 0 
 Area     4 6 7 0 1 0 
Tourist Information Centre Town 11 7 3 0 1 0 
 Area     3 5 5 1 2 0 
Cleanliness Streets/Public Toilets  Town 11 3 6 2 0 1 
 Area     6 3 3 1 0 0 
Variety of Local Shops Town 10 9 3 4 2 1 
 Area     6 6 2 2 2 0 
Hospitality in Restaurants/Cafes    Town 9 5 8 1 0 0 
 Area     6 7 2 0 0 0 
Quality of Food and Drink Town 11 10 4 3 0 1 
 Area     6 8 2 1 0 0 
Opening Hours of Cafes/restaurants Town 7 8 7 2 0 0 
  Area     6 7 3 1 0 0 
 
 
16. Things we could improve on 
• Destroy the toilets 
• French information  
• Distillery closed on Saturday 
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• Toilets at park were closed, notice could be placed saying ones at recycling centre were 
open 

• Path along River Deveron past the bridges could be improved and into forest  
• Public toilets 
• Parking 
• The signage of roads in Huntly Town 
• Promoting whisky producers – had long search in finding Glendronach and all others in 

Huntly area 
• The toilets in Castle Street are really bad and convey the wrong impression of Huntly 
• The good sate of the streets and parks in Huntly Town 
• Better toilets – (these spoil Huntly) 
• Putting Green 
• More bins for dog waste 
• Food 
• Shop variety 
• More things for/shops that appeal to 20 – 40 age group 
• Better eating out places at night 
• More buses to Portsoy area 
• Toilets need refurbished 
• Empty shops 
• Boyds closing (fantastic range/quality) 
• Good shops (John Lewis) 
• Shops in square 
• Shoe shop 
• Clothes shop 
• Square to fill 
• More shops (square) 
• Clothes 
• Restaurants 
• Maintain traffic control (one-way system) 
• More on-line info 
• Ned to advertise Huntly net website 
• Cleaner toilets 
• Hotter hand dryer 
• More support for local shops ( supermarkets) 
• More entertainment for youth 
• Regeneration of town centre 
• French questionnaire 
• The fare to visit Huntly Castle 
• Folk Music every night 

 
17. Things we do well 
• Haggis and lovely houses 
• Soup and whisky 
• Hospitality (people/pub/shops) 
• Everything is clean 
• Everybody is friendly 
• I love the whisky 
• Area tidy – not much sign of litter 
• Parking was free 
• Viewing of Peregrine falcons 
• Interesting 
• Mountain bike trails 
• Peregrine Watch 
• Speyside Cooperage 
• All Satisfactory 
• Friendly residents 
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• Arts and children’s activities 
• Helpful shop assistants 
• Good publicity of what’s  on in Huntly 
• High standard of public spaces 
• Success in attracting events in the town 
• Cleanliness 
• Smile 
• Help when lost 
• Good Tourist Information Centre 
• Cleanliness of streets 
• Parking 
• Contemporary art 
• Sense of community 
• Music live 
• The area 
• Excellent butchers 
• Shopping  
• Warmth (people) 
• Cafes 
• People (friendliness) 
• Clean 
• Not a lot of vandalism 
• Friendly town Shopping  
• People 
• Family golf club 
• The area (landscape) 
• Small town 
• History 
• Dean’s Coffee Shop 
• People 
• Local shops 
• Location (surrounding) 
• Business 
• Convenient location 
• Farmers market 
• Haist 
• Traditional feel 
• Good amenities 
• Friendly 
• Nice size 
• Quaint, charachterful 
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Appendix 3:  Huntly and District Tourism – SWOT Analysis 
 
 
Strengths 
 Warmth and hospitality of local people 
 Good location and accessibility  
 Good base for a short break or holiday 
 Traditional Scottish town 
 Attractive town centre - distinctive buildings 

and impressive town square. 
 Good range of facilities including award 

winning and five star venues: 
o a number of visitor attractions – 

Huntly Castle, Peregrine Wildwatch, 
Dean’s Visitor Centre, Rizzas Ice 
Cream, Leith Hall 

o Specialist shops – Champion 
Haggis, Whisky Shop, Hazel’s hats 
and Farmers Market 

o Range of accommodation including 
five star caravan site 

 Rich and accessible natural and built heritage  
 Forests and walks (Calshindarroch largest 

forest in the area) 
 Strong traditional and contemporary arts and 

culture – Deveron Arts, 
 Music and Dance  - including the award 

winning Tin Hut Sessions 
 Events – Huntly Hairst, Pipe Bands 
 Iconic Scottish products: Whisky, Shortbread, 

Clans and Tartans – seat of the Gordon’s  
 Range of sporting and outdoor activities 

including the Nordic Skiing Centre, fishing , 
golf, walking and cycling and equestrian 

 Loyalty shopping scheme 
 Good partnership ethos 
 George Macdonald 
 Good climate with no midges 

Weaknesses 
 Lack of awareness of Huntly as a tourist 

destination  
 Poor relationship with Visit Scotland 
 Town Centre – problems with young people in 

the Square  on weekend evenings  
 Restaurants – not enough availability or 

choice to meet the needs of the visitor 
 Shops – empty shops, not enough to keep 

people in the square and not enough for 
tourists 

 Restricted opening hours 
o Shops – Thursday half day opening 
o Cafes -  closing at 4:30pm 
o Tourist Information Centre -  

seasonal opening hours 
 Poor public transport provision – access to 

Huntly and district difficult without a car 
 Countryside - Landowner reticence and 

concern about increasing access and 
potential conflicts with other land uses 

 Relatively undeveloped facilities for access to 
the countryside especially for walking, horse 
riding and cycling 

 Limited supply of accommodation for 
increased numbers of visitors or larger groups 

 Litter 
 Public toilets 

 

Opportunities 
 Year round Visitor Centre / showcase venue 

in the Square 
 Pedestrianisation of Duke Street with niche 

shops-  
 Enhanced promotion including carefully 

packaged and targeted marketing 
 Developing and promoting Huntly as a base 

for touring the area 
 Huntly website 
 Collaboration with other areas: 

o The “Golden Triangle” – working with 
Keith and Dufftown 

o The Banff and Moray Coast 
 Business collaboration -  working together to 

develop:  
 The Gordon connection – Huntly as the base 

for a North East Gordon Trail / working in 
collaboration with the Gordon Highlanders 
Museum and  Huntly Castle  

 Improved signage and interpretation 
 Developing Huntly as a base for touring the 

area 
 Development of traditional music, folk music, 

music festival as a key focus for the  area 
 Unique provision of Contemporary Arts  

Threats 
 Disappearance of ATP and loss of fulltime 

support 
 Lack of focus 
 Insufficient resources – financial and human 

to deliver the Tourism Strategy 
 Competition from other areas 
 Proximity to everyone else – easy to move on 
 Lack of purpose built venues  
 Transport – A96 and lack of public transport 

to access surrounding area 
 Credit crunch, climate change, fuel costs  
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Appendix 4: Huntly and District Destination Scorecard 
  
 
Each of these 3 key aspects for a destination is scored out of 5  
(1 = poor or low and 5 = good or high).   
 

Attractors    3.0 Services    2.9 Infrastructure    2.7 
Heritage / cultural 
attractions 3.7  

Serviced 
accommodation 2.8  Access to the destination 3.8  

Wildlife attractions  3.5  
Self serviced 
accommodation 1.9  

Public transport within the 
destination 2.4  

Events 3.0  Caravan / camping 3.8  Access to countryside 2.6  
Leisure attractions 2.9  

Restaurants / 
eateries 2.1  Aesthetics of the town 3.6  

Outdoor activities 3.6  
Tourist Information 
Centre 2.4  Tourist signposting 2.5  

Natural features 3.4  
Access to local 
food / drink 3.0  Public amenities 2.0  

Sports facilities 3.4  
Overall customer 
experience 2.7  Viewpoints / lay-bys 2.3  

Entertainment 2.4  Specialist retail 2.4  Cleanliness / litter 2.7  
Interpretation 1.4  General retail 2.4  Wet weather facilities 2.0  
Art / craft 2.8    Road signs 3.2  
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Appendix 5: Visit Scotland’s UK Consumer Segments 
 
 
1. Affluent Southern Explorers spend the most nights away on holiday. Whilst they 

are affluent high achievers, they are not overly materialistic, and prefer simpler, 
local accommodation such as bed and breakfast and self catering. They tend to 
take longer breaks, both in the UK and abroad, and are particularly seeking to 
broaden their mind and to mix with the locals – they like to engage with, and 
understand, the culture of places they visit. They enjoy discovering new places as 
well as returning to famil iar places, and are always open to suggestions from articles 
in newspapers and from reading guide books. Even though they are geographically 
distant from Scotland, they have a strong connection with the destination – perhaps 
originally through family or friends, but it goes beyond this: Scotland fulfils their 
emotional and practical needs, as it helps them get off the beaten track, they enjoy 
the outdoors, and they love the things that Scotland has to offer on a break. They 
consider Scotland as a main holiday destination, not just for short breaks. 

 
Profile 
 2.3 mil lion households in UK 
 Southern based (39% London) 
 Most affluent segment 
 4th oldest segment (average age 49) 
 Professionals 
 Financially savvy 
 Enjoy finer things in life 
 Have a relationship with Scotland (through university, friends/family) 
 
Holiday Behaviour 
 Highest number of holiday nights per year 
 3rd highest total holiday spend 
 UK and Scotland positive 
 High Scotland share of spend 
 High usage of bed and breakfast and self catering 
 84% visited Scotland in last two years 
 Take long breaks 
 Like to broaden mind on holiday 
 Holidays off the beaten track 
 Like outdoor activities/golf 

 
2. Younger Domestic Explorers are very strong advocates of holidays in their own 

country. They believe that breaks in England and Scotland enable them to get 
away at short notice, offer good value for money, and offer plenty to see and do. 
They also believe there is always more of the UK to discover and explore.  

 
There are two sub segments in this group – couples/singles and famil ies. The 
families group, which 
make up 36%, will have school age children and will have limited disposable 
income. They love 
breaks in their own country and will prefer to stay in self catering accommodation 
due to the freedom 
that it provides them. They love to tour, watch wildli fe but also enjoy cultural and 
educational activities such as visiting museums.  
 
For the singles/couples segment, as they are just starting out on their career and 
enjoying life to the full, they also have limited disposable income to spend on 
holidays. Breaks in the UK are therefore well suited to this group – they will also stay 
in self catering, hotels and bed and breakfasts whilst on a break to Scotland. This 
group are more likely to research their roots, as well as touring, visiting museums and 
watching wildlife. 
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Profile 
 2 mill ion households in UK 
 Northern based – 70% Yorkshire and above 
 Low affluence 
 2nd youngest segment (25-45) 
 36% have children (school age) 
 Families or young professionals 
 Convenience important (busy lives) 
 High internet users (online purchasing and booking) 

 
Holiday Behaviour 
 3rd lowest total holiday spend 
 Strong advocates of holidaying in own country 
 81% visited Scotland in last 2 years 
 3rd highest holiday nights spent in Scotland 
 2nd lowest holiday nights abroad 
 Like to plan where to go on holidays (but can be spontaneous!) 
 Like to be active on holiday 
 Like to go somewhere different every holiday and broaden minds 

 
3. Mature Devotees are mid and lower affluence, older couples from the North of 

England and Scotland, who are particularly committed to holidaying in Scotland, 
spending the most nights here of all the segments. They are a little below average 
for spend on holidays in general, but Scotland takes a disproportionate share of their 
spend. When they go away, they tend to take longer breaks, often touring in their 
own car, sometimes with a caravan, or arranging accommodation directly in a bed 
and breakfast or small hotel, quite possibly somewhere they already know, as they 
like to revisit special places. They think of Scotland as an affordable destination, 
and are no doubt good at seeking out offers. The internet has passed them by. 

 
Profile 
 1.9 mil lion households in UK 
 Northern based – 80% Yorkshire and above 
 Low affluence 
 Oldest segment (average age 50) 
 High percentage retired 
 Traditional in outlook 
 Church goers 
 Likely to buy British 
 Not users of technology/internet 
 
Holiday Behaviour 
 Holidays focussed on UK 
 Low-medium total holiday spend 
 Highest no. of Scotland nights 
 Scotland high share of spend 
 81% visited Scotland in last year 
 Guest houses/bed and breakfasts/small hotels (3*) 
 Will seek out offers 
 Like to explore local area 
 Like to tour and watch wildlife (by car) 
 

4. Affluent Active Devotees enjoy living life to the full, taking plenty of short breaks 
and occasional longer holidays. They are well-travelled experience-seekers. They 
will revisit special places, but also try new destinations, and they make sure they 
mark special occasions. Whilst they like to plan where they go, they are also quite 
spontaneous, and will often book accommodation c lose to time of travel, reflecting 
their confidence and knowledge. Some of them use the internet actively, for 
convenience, booking accommodation online, whilst others are less internet-savvy. 
Scotland is a close destination for them, and one they love. They are the highest 
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spenders of all on Scottish holidays. This is because they participate in activities, 
inc luding golf and other sports, but also because they treat themselves to the finer 
things in life: preferring to stay in hotels, and enjoying good food and drink. 

 
Profile 
 1.4 mil lion households in UK 
 Northern based – 80%; 48% Scottish 
 High affluence 
 2nd oldest segment (average age 50) 
 Upmarket and traditional 
 Financially savvy 
 Enjoy finer things in life 
 Eat in good restaurants 
 Medium internet use 
 
Holiday Behaviour 
 2nd highest total holiday spend 
 Adventurous in foreign travel 
 UK neutral, Scotland loyal 
 Scotland high share of spend 
 85% visited Scotland in last year 
 Stay in hotels (quality – boutique 
 Enjoy good food and drink 
 Enjoy active pursuits on holiday 
 Like to plan where to go but will also book last minute 
 

5. Southern Travel Junkies are affluent professionals across all ages. Their holidays 
are an important part of their lifestyle. They like to take a main holiday plus several 
short breaks a year, mainly abroad. Whilst some have children, this is not obviously 
reflected in their travel behaviour. They are adventurous, and like to go to new and 
different destinations, including fashionable places and vibrant cities. They tend to 
hop on a plane, and living in the South they have a wide choice of destinations on 
their doorstep. They will be influenced by good deals – and probably react quite 
spontaneously to offers. They use the internet actively to plan and research their 
trips. If they do take a break in the UK, it is likely to be to a city, to enjoy some 
shopping and good food and drink, or to visit friends and relatives, when they tend to 
find their own accommodation rather than stay. They have little relationship with 
Scotland, yet recognise there is much to discover and explore here – at some point 
in the future. They believe Scotland is difficult to get to, and, like the rest of the UK, 
is not particularly good value for money compared with destinations abroad. 

 
Profile 
 2.2 mil lion households in UK 
 Southern based (37% London) 
 2nd most affluent segment 
 3rd youngest segment (average age 45) 
 Professionals 
 Financially savvy 
 Status brands 
 Technology adopters 
 
Holiday Behaviour 
 Highest total holiday spend 
 2/3rds of holidays abroad 
 UK and Scotland negative (but will visit friends and family) 
 Like city breaks (shopping) 
 Enjoy good food and drink 
 Stay in hotels (also hostels – to be different) 
 Like to go somewhere different every holiday 
 Like fashionable places 
 Fly anywhere if good deal 
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6. Northern Sometimers are mid affluence, mid-aged couples from Northern 

England, Scotland and Northern Ireland and some (32%) have older children aged 
12-17. They prefer to travel abroad for holidays whenever they can afford to, as they 
believe the UK does not offer good value for money. They also believe that it is 
easier to plan a holiday abroad than stay in the UK. They may consider Scotland for 
a city break (the type of break they prefer in the UK) so they can go shopping, stay in 
a good value hotel and perhaps take in a show or theatre performance. They like to 
have fun on their short city break, so eating and drinking will play a large part of this. 
As well as visiting cities, they will also take breaks in the UK to see friends and 
family. 

 
Profile 
 1.7 m households in UK 
 Northern based – 80% Yorkshire and above; 
 Mid affluence 
 Average age 45 (but 49% under 45) 
 32% have older children (12-17) 
 Prudent with finances 
 Image conscious group – keep fit/gyms important 
 Also early adopters of new technology 
 High internet usage 
 
Holiday Behaviour 
 2nd highest segment for going abroad 
 Like to eat/drink/lie in the sun (highest segment) 
 UK negative but Scotland warmer 
 Like visiting cities in UK 
 Stay in hotels (not families) 
 Like shopping, eating and drinking 
 Like having fun on holidays/short breaks 
 Like to visit friends/relatives in the UK 

 
 


