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THE 2007 HOT SCOTS ARE HERE.
TAKEAVOTE!

The Date a Hot Scot competition has now closed, and

the winning Hot Scot is Stuart Duncan, Votes are being

verified and the lLicky winners will be contacted shortly
Thank you for your vote and good lick!
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Précis: Women the world over love a Scotsman in a kilt. More still, the idea of partying with him in Scotland! This was the premise of dateahotscot.com, VisitScotland’s international online initiative to engage Gen-X women and their wide social networks,  exciting them with the possibilities of travel to Scotland.     
Executive Summary: Single, professional Generation X (25-40 yrs) females represent significant visitor potential for Scotland. Indexing high for frequency of and spend on travel, they respond well to vibrant city, social engagement and unique culture propositions, making them ideal prospects for Scotland. 
And critically they’re not just online, but avidly so; connected with their peers by email and social networking sites and acquiring travel information and buying travel product almost exclusively online. 
Valentine’s Day was an ideal opportunity to capture their imagination during the peak planning and booking period for travel. And it was a highly imaginative online solution which attracted our target audience in droves, 220,000 of them, whilst generating a worldwide PR bonanza of 50 million media impressions.

Launched across 13 countries in 7 languages, dateahotscot.com invited women to vote for their favourite Hot Scot from a selection of Scotland’s most eligible men. If that wasn’t fun enough, voters went into a prize draw to win trips to Scotland, with a girlfriend, and party with the Hot Scots. 
They loved it; joining our ecrm programme and emailing their friends to vote for a Hot Scot. And the media loved it; with remarkable broadcast and print coverage for Scotland.    
START



1) Background: VisitScotland trialled dateahotscot.com in 2006 as a tactical online initiative to leverage PR in Europe and the USA and with the intention of encouraging increased visits from Generation X females. With the trial a huge success, exceeding its initially modest targets, the dateahotscot.com campaign was upgraded for 2007; this time including the UK and across 13 countries in 7 languages. 
Our proposition was fun and innovative; namely the opportunity to go online, check out our most eligible ‘Hot Scots’, vote for your favourite and win a dream trip to Scotland to meet him, his fellow Hot Scots and experience Scotland’s warmth of hospitality, stunning scenery and vibrant cities. 
With our Hot Scots as ‘bait’ to grab the attention of female Gen Xers, we then sought to educate them about Scotland’s city-break, city-plus and culture propositions and to do so via the website and media placements resulting from the supporting PR campaign. User registration to vote and sign-up for VisitScotland’s ecrm programme were key outcomes, as was referral to VisitScotland’s suite of websites.    

The website, dateahotscot.com, was the pivotal component and, in its design and interactivity, had to live up to the fun factor of the proposition, stimulate user referral and at the same time introduce VisitScotland’s key messages such that the site didn’t appear corporate and off-putting while concurrently, our message didn’t appear frivolous.  
The website and its supporting PR campaign also had to complement VisitScotland’s activity within its major touring campaign, delivering rich information on ‘how to do’ Scotland, but, this time using the typical Scottish sense of humour, personal recommendations and the promise of warm social engagement as the hook. 
As there was no advertising budget to drive traffic to dateahotscot.com, it was reliant on the novelty of the idea and effectiveness of the PR campaign and also the ability of VisitScotland to stimulate interest and referral via its existing ecrm programme.  
The PR campaign began October 2006, reaching critical mass mid-February 2007, around Valentine’s Day. The website was live 1st February through April 2007 and promoted in:

· US

· Canada

· Spain

· Italy

· Germany

· France

· Australia

· Sweden
· Netherlands

· England
Wales

· Ireland 
· N. Ireland

2) Objectives and KPIs:
Objectives:
I – develop an innovative campaign, by which to target a new audience, using social engagement, and personal experience as reasons to visit Scotland, as well as for the scenery and attractions.
II  -  develop a mechanism to engage this new audience which would generate viral appeal, resulting in data acquisitions for ongoing exploitation. 

III – develop a mechanism to deliver a depth of information relating to VisitScotland’s core brand propositions, in a way that was fun and engaging for this younger market, which would create a buzz within the media, and result in worldwide coverage.
KPIs:

· Attract 100K unique users to dateahotscot.com

· Reach  30 million consumers through PR activity across 13 target markets
· Achieve a PR value of at least £500,000

· Register 25,000 voters through the website, with 28% opt-in
· Minimum 2 minutes, 30 second user session duration
· Recruit 20 eligible and easy-on-the-eye Scotsmen!

3)  Planning Considerations 
3.1) Online

About Gen X Females: Gen-X females are high yield visitor prospects whose holiday need-sets fit well with Scotland. But tracking studies show awareness of Scotland as a holiday destination is often low in this segment. 
So could we engage this segment online, without deploying expensive advertising and present Scotland in a relevant context? And could we reach more of them?
Design for Translation: The website was designed with the daunting task of mass translation in mind. That VisitScotland’s in-house International Marketing team undertake the initial translation into 6 languages and then test the 6 demo sites, meant coordinating 5 separate marketing teams with our US online agency. This required long-lead times and efficient team-working.    
Learnings from 2006 Trial: The Scottish trade, specifically hotels and resorts, asked for more prominence and lead generation opportunities on dateahotscot.com. In response, we created a new content feature for the 2007 website; ‘sexy Scottish Hotels’. Highly compelling to our indulgent audience, this feature covered 11 Scottish Hotels across Scotland’s tourism regions with the added credibility of testimonial from trusted sources, i.e. you will find Balinakill Hotel, one of the “world’s sauciest hotels” according to the Times Online.    
Our 2006 website streamed hastily assembled video clips of some, but not all, our Hot Scots. For 2007 we captured video clips of all our Hot Scots, each answering a series of standard questions and with a break between for editing. The result was much slicker and interactive, with the Scottish accent, a big plus factor for our audience, very much to the fore.  
3.2)  PR

Capturing media interest: The PR teams ensured each stage of the campaign provided a variety of both corporate and consumer PR hooks, from the selection of the Hot Scots, through to online voting, to the winners descending on Edinburgh.
Learnings from 2006 trial:  Having been deluged with ‘inbound’ media enquiries responding via the 2006 dateahotscot.com website, we incorporated a Media Room on the 2007 website to receive and direct these most welcome approaches.
Within the UK it was felt more mileage could be driven from targeting regions, so England, Ireland, Northern Ireland and Wales were targeted separately.

4) Development
4.1) Website: A working demo of the website has been posted for viewing at http://www.dateahotscot.com/Meet_the_Scots0.html. To ensure the website delivered our ambitious targets, we designed it thus:
SEO:  Whilst the url was the campaign theme and we anticipated media stories communicating the website call-to-action consistently, we nonetheless ensured strong, organic search engine rankings through site structure, strong linking, and clear content. Consequently the site had a google ranking of #1 and #2 against the search ‘date hot scot’ and #3 for ‘Hot Scot’  
Connectivity: A wealth of industry linking was incorporated throughout the website’s content. More than x100 external links were placed to direct users to hotel, festival, regional, retail and other specialist sites where they could acquire more information about Scotland. 
Fit with Scotland’s ‘touring’ brand: Showcasing the variety of Scotland’s regions was key to building comprehension of the Scotland brand and complimentary to our core Touring proposition. And so not only did each Hot Scots profile feature a stunning image of their ‘favourite’ Scottish place (constructed to cover all Scotland’s regions), but we created a new and fun feature, ‘Scot Hot Spots’, with insider tips on where to locate the different breeds of Scotsman; from Clan Chief to Festival fanatic to Culture lover.
In the ‘About Scotland’ section, we included a quick-loading slide show with more than 40 of our best performing Scotland images.
Lead Generation: In addition to textual links woven throughout the site content, trade partners could take advantage of the ‘Travel Deals’ section where, for a modest fee, they could place an ad listing. This section of the site is now closed, but contained x15 deals, many created as tactical Hot Scot offers.
4.2) PR and online:  Our PR and ecomms tactics were thus:
Domestic Opportunity: The task of finding eligible bachelors (Hot Scots) was developed as a PR story for Scottish media, with a ‘call for Hot Scots’ involving photo calls and pr stunts. It resulted in positive, upbeat coverage on the quirky nature of the campaign and individuals volunteering. 
Brand Fit: We selected men who represented, or whose interests represented, the key products we know our consumers to be motivated by, i.e. farmers and rangers to represent wildlife and the outdoors; musicians and artists to reflect city culture and festivals. 

Hot Scots were invited to share their personal recommendations which were posted on the website, and in line with VisitScotland’s objectives, would deliver personal insider tips on their recommended Scottish experiences, such as walks, bars, events, festivals, eating out etc.
Involvement of Scottish Trade: Businesses which would appeal to the target audience were identified and approached for support, ie whisky, fashions, food and toiletries brands. Venues and attractions were also approached to provide a varied prize trip for the girls who won – combining city and countryside experiences, as well as three major events to meet the Hot Scots.
The Online Voting Commences! – Online Activity

Harnessing VisitScotland’s Online Assets: dateahotscot.com was included in e-updates to VisitScotland’s 400,000 strong consumer databases. In addition, VisitScotland’s country market gateway websites all featured and linked to dateahotscot.com from their homepages.
Logging on: From the homepage, users selected country of origin, assisted by our animated and kilted cupid. Confronted with thumbnails of our 20 Hot Scots, they clicked on each to open a full profile which included the Q&A video clips. Real-time voting tallies showed which Hot Scots were favoured, with the voting process asking basic (but essential) information 
Referral: Once users voted for their Hot Scot, the prompt to ‘tell a girlfriend’ automatically opened a pre-scripted email in their Outlook client. As such, the referrer could instantly enter multiple email addresses of their friends using Outlook diary or predictive text and thus furthering the viral effect. 

5) Delivery: The Online Voting Commences! 
Media Collateral: Case studies of the Hot Scots issued to media in our target markets between the launch and the closing date for additional drip feeding of information.

Creative delivery of press information included sending chilli-chocolate ‘kilted’ gingerbread men (ie, a ‘hot’ Scot) with press release, as well as securing a slot on Canal Plus prime time news/chat show programme ‘Le Grand Journal’ with kilted male models.
The Prize :  Winners were announced in each country through media releases and photo calls achieving an extra spike of coverage. In advance of 30 girls descending on Edinburgh, a media release was issued in the UK to promote the visit. Photo-shoots and TV interviews were arranged with UK media during the girls’ trip to Scotland.  Press releases were issued to the winners local media to extend the campaign.
6) Results: The results exceeded targets as follows:
· 230,000 user sessions on dateahotscot.com from 162,000 unique users (vs target 100K unique users)

· 30,000 voters registered through the site (vs 25K target), with 41% opt-in (vs 28% target)
· The campaign achieved positive media coverage around the world, reaching an estimated 50 million consumers
· Total PR Value of coverage generated  = £750,000
· Partnerships  developed with airlines and travel trade including: Continental, easyjet, ryanair, Malmaison, Historic Scotland, Hard Rock Café and Rabbies Trailburners
· 50% of total votes were from France, Spain and Italy, with a PR value in these countries of £563,935 =  ROI: 402 : 1 

· Creative delivery on French TV reached over 2,900,000 viewers

· Generated income and in-kind support worth £35,000 
7) Budget: The total budget was £25,000. This included photography, website design, creatives, translation, newswire fees, flights, accommodation, food and admission costs, as well as a proportion for staff time. A considerable amount of in kind support from business partners offset many actual costs to VisitScotland.
8) Conclusion: An outstanding integration of VisitScotland’s online and pr skills in what was an innovative and new means of promoting Scotland to a specific target audience. The results speak for themselves.


ENDS: 1,850 words
PAGE  

