Glasgow:

Scotland with style”




HOME, ROTTEN HOME
What it's like in the m:urmrof Britain.

This woman was photographed
from the block of Glasgow flats where she lives,

OBSERVER

"GLASGOW —
SECOND CLASS
CITY"

“NO VISION IN THE

FACE OF URBAN
DEVASTATION"




Tourist Board established
Burrell Collection opens

SECC opens

Garden Festival

European City of Culture

Year of Visual Arts

UK City of Architecture and Design

UEFA Champions’ League Final
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Source : Nunwood Visitor Research 2003










COMPANY ROLE - SERVICE LEVEL AGREEMENT

Competitively position city region through the brand

Lead Agency in developing and managing
marketing programmes

Lead Agency for Major Events & Business Tourism

Model for urban region destination marketing




STRATEGIC PRINCIPLES

Private / Public partnership
Long term horizon

Ambitious strategy — step change

Alignment to A Step Change for Glasgow

Differentiating Glasgow




STRATEGIC PARTERSHIP




FULL SERVICE AGENCY










Brand in Business
Air Route Development




Brand in Business
Retall




Brand in Business
Scottish Exhibition + Conference Centre




Brand in Business
Property




Brand in Business
Investment




Brand in Business
Education



















Business Tourism
University Sector
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Ambassador Programme

2,054 Ambassadors

/55 active In bringing a conference now
Value in 2007 : £35m

Academic, Medical,

Scientific & Business




Convention Bureau Marketing Tools




Strategic Major Events Forum

Glasgow City Marketing Bureau
Culture & Sport Glasgow
EventScotland
Glasgow Chamber of Commerce
Glasgow City Council — Development & Regeneration Services
Glasgow City Council — Land & Environmental Services

Scottish Enterprise




Strategic Major Events Forum




Event Decision Rationale




Brand Event Segmentation
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Event Procurement & Development




Brand - Led Events Strategy










Glosgows::ax.

Design Collective










Key Performance Indicators
Hotel Occupancy Calendar Year
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Key Performance Indicators
Hotel Occupancy Mix 2007

Discretionary
Business
Vacant Tourism
22% 21%
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Event & Short
Break Tourism
23%

Commercial
Room Nights
32%
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Key Performance Indicators
Increase in Volume & Value since Brand Launch, March 2004

Source : Lynn Jones Glasgow Hotel Forecaster

TNS Travel & Tourism Visitor Survey Expenditure Dat  a




Key Performance Indicators
Public Relations : Brand Launch March 2004 — end February 2008

Source : GCMB, March 2008




Key Performance Indicators
Increase in Business Tourism in 2006-2007

Source : GCMB, 2006 comparison 2007




BRAND MULTIMEDIA
www.seeglasgow.com TV




BRAND MULTIMEDIA
www.seeglasgow.com TV




Key Performance Indicators
www.seeqglasgow.com in 2006 - 2007

Page Views

1.3 million 11 million

Source : GCMB, 2007 comparison with 2006




Glasgow’s Tourism Strategy
to 2016
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Glasgow’s Tourism Strategy
to 2016
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Glasgow’s Tourism Strategy
to 2016




Glasgow’s Tourism Strategy
to 2016




Glasgow’s Tourism Strategy
to 2016




“Brimming with style

and culture,
Scotland’s biggest
city Is a revelation.”




“One of the top ten

up and coming,
must- see destinations
for 2006.”




“Glasgow Is a

highlight of any
trip to Scotland ...
a byword for style
and chic”




Best UK Convention Bureau
M&IT Awards 2008

Chairman's Award for

WWW.seeqlasgow.com
DADI Awards 2007

Public Relations Excellence Award
Marketing Excellence Awards
Scotland 2007







