
2/3/2010

Marketing Opportunities

Neil Brownlee

Meetings & Incentives Manager

VisitScotland



Contents

• Quick overview of the Business Tourism Unit

• Marketing Opportunities

ü Purpose of Marketing Opportunities

ü Where to find them

ü Which ones suit me?

ü How do I sign up?

ü How are partners selected?

ü How are buyers selected?

ü Expectations & measurement

ü Digital/Web based marketing opps

ü Fams



Quick overview of the BTU

What is VisitScotland’s Business Tourism Unit?

• The dedicated VS department for MICE market

• Team of 16 based in Leith, Perth, St. Andrews, Inverness, Ayr & 

London

• Specialist agencies in North America and Europe

• Work in partnership with City Convention Bureaux



Quick Overview of BTU

What does the Business Tourism Unit do?

• Build a strong destination brand

• Raise awareness of Scotland as a BT destination

• Generate demand for Scotland through a targeted marketing 
communications programme

• Warm up emerging markets



BTU Activities

What else?

•Offer impartial assistance and advice to buyers

•Enquiry distribution to industry partners

•Undertake and share market research

•Provide marketing platforms to enable Scottish 

venues and suppliers to reach buyers



BTU Activities

What does the BTU not do ?

•Leisure Market (VisitScotland.com)

•Weddings!

•Convert business or enquiries

•Subvent conferences

•Duplicate CCB activities



BTU Activities

So what is a ñMarketing Opportunityò?

•A way for you to get your product or service in front of 
buyers and journalists at a fraction of the cost of going 
alone

•A way for you to introduce your product or service (or 
major developments in your existing one) to an 
audience you could not easily reach on your own



BTU Activities

Our Marketing Opps versus your S&M activity

•Designed to supplement your own sales & marketing 
activity

•Not a substitute for your own activity

•Should not be your sole route to market

•Requires the same pro-active and follow-up 

work



BTU Activities

Which key markets are served by Marketing Opps?

• England –Midlands, North, London, South East

• Ireland –Dublin

• France

• Germany

• Spain

• North America

• Russia

• India

• Scotland



BTU Activities

Who do I contact for different markets?

UK –any of Neil’s team

London & South East –Mihri Miralem

Europe –Amanda Henderson

North America –Richard Knight

Emerging Markets (Russia, India) –Richard Knight

Associations –Catriona Anderson



BTU Activities

Types of Marketing Opps

Exhibitions

Events

• Networking Events/Workshops

• Scotland on Tour

• Regional Showcases

• Scotland Means Business

• Sales Calls & Missions

• Ambassador Events

Digital & Print



BTU Activities

Where and when can I find an up to date list?

Anytime at

www.conventionsc otland.com/industry

Password: industry2006

http://www.conventionscotland.com/industry
http://www.conventionscotland.com/industry


BTU Activities

Which ones should I sign -up for?

• Per your own sales & marketing plan

• Markets you already work in

• Markets you want to start working with

• Markets you cannot access yourself

If unsure: -

• Ask the relevant BTU person for advice



BTU Activities

How do I express my interest?

• Website shows all upcoming Marketing Opps

• BTU issues full details and registration form direct to fully engaged 
industry partners

• Quarterly newsBTU goes to full industry database (all partners)

• You must register your interest by the closing date

• BTU confirms your successful application

• If oversubscribed, BTU selects partners



BTU Activities

If oversubscribed, how are partners selected for 
events?

Considerations (in no particular order):

• Relevance for the Marketing Opp concerned

• Interest to the buyers in that market

• New venue or services

• Major developments in existing venues or services

• Smaller ventures with limited reach vs. global corporations

• Attendance at other events in the same market

• Regional balance –VisitScotland

• Range of venues and services

• Frequency of attendance in the past 

• It’s your turn

• Strictly not first come first served



BTU Activities

How are buyers selected?
• Introduce/Reintroduce/Refresh/Update 

• Existing business to Scotland

• Potential business to Scotland

• Database of 9476 qualified buyers

• Identify suitable buyers for each event

• Invite registration of interest

• Review and re-qualify registrations

• Make selections

• Quality not quantity

• Some do slip through the net

• You will meet new faces & repeat faces

• Same face but different company



BTU Activities

What should I expect & how do I measure success?

• Potential enquiries (at the event)

• Potential enquiries (down the line)

• Introduction to new contacts with multiple colleagues

• Reintroduction to existing relationships –they evolve

• Expect to follow up and nurture new contacts

• ROI = consider money + time+ accessibility

• Feedback 



BTU Activities

Online Marketing Opps

• Brand new website –launching at Confex 2010

• New online marketing opportunities

• Free basic listing for all venues and suppliers

• Enhanced Listing
• Including: 

- Highly detailed info on your venue/service

- Unlimited number of images

- A hot link to your website 

- Active email link

- Full listing on our Google map

- Your video or virtual tour

- Appearance in the top section of the related venue/service search results

• £150 + VAT per year.



BTU Activities

Fam Trips

•How do I get a fam trip to my venue?

•Same measurement as partner selection

üDon’t book them out
üDo ensure all staff are briefed
üDo treat it as a showcase
üDo ensure an easy check-in
üDo ensure billing set-up is correct
üDo stick to timings
üDo remember they are seeing several venues per day
üDon’t show them every room in the building
üDon’t cancel the day before
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