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Visit Angus

Naturally Angus

Campaign Evaluation



Raise awareness of Angus as a visitor destination

Drive visits to the Visit Angus website

Ultimately increase visitors to Angus

Objectives



Domestic UK Segments (primary):

• Food-loving Culturalists

• Natural Advocates

International Segments (secondary):

• Experience Seekers

Geographic focus:

• Day visitors within 2-hour drive time

• Scotland and North of England

• USA and Canada (Tripadvisor)

Target Audience



• Food-loving culturalists: Seek out a relaxing 
holiday experience where they can enjoy 

engaging in cultural experiences accompanied 
by great food and drink. Enjoy short breaks in 
the UK

• Natural advocates: Passionate about 

Scotland as it offers everything they want 
from a holiday; breath-taking scenery, a 
connection with nature and the chance to get 

away from it all

Target Audience



Naturally Angus

• Continued with the campaign proposition for 
the 25/26 campaign to strengthen brand 

equity, further build brand awareness, deepen 
emotional resonance and reinforce the area’s 
natural positioning

• 24/25 succeeded in creating awareness of the 

proposition, as well as positioning Angus as a 
visitor destination full of diverse natural 
experiences. We needed to build on that 

success and awareness

• Research into 25/26 travel trends and insights 
confirmed the campaign proposition would 
continue to connect and convert audiences

Proposition



Naturally Angus

This messaging communicated:

• Angus is the natural choice for your 
next break because it will fulfil your 
holiday needs

• A sense of wellness and emotional 
fulfilment awaits that will provide life 
enrichment

• A break in Angus will allow you to 
reconnect to both yourself and your 
loved ones 

• Escape into the many experiences 
and inspiring scenic settings a break 
in Angus will provide



Activation



Activation
Awareness

Campaign execution will 
raise awareness of 

experiences and holiday 
fulfilment people will 

have in Angus

Consideration

This emotional 
connection will drive 

people to visitangus.com 
and the Visit Angus social 

media channels to find 
out more

Conversion

A strong CTA and 
inspirational content will 
drive conversions as well 

as highly targeted paid 
media, OTA and content 

partner activity

Advocacy

The emotional experience 
the visitor will have on 

their trip and the quality 
of the product will 

encourage social sharing 
that will inspire others



Activity Plan

Activity Links/Description

Campaign Video • Full Length
• Social Edit

Paid Social Ad Campaign • Meta
• YouTube

• Google PPC

OTA Activity • Tripadvisor

Media Partnership • TGO
• Coast 

https://youtu.be/hAfSKGoAvSA?si=kXNhz0eL1SJ7NCUq
https://youtu.be/hAfSKGoAvSA?si=kXNhz0eL1SJ7NCUq
https://youtu.be/qhviMvZrX80?si=H4Qfco04vmNQI-SI
https://youtu.be/qhviMvZrX80?si=H4Qfco04vmNQI-SI
https://www.tripadvisor.co.uk/Tourism-g186491-Angus_Scotland-Vacations.html
https://www.tripadvisor.co.uk/Tourism-g186491-Angus_Scotland-Vacations.html
https://www.thegreatoutdoorsmag.com/news/naturally-angus/
https://www.thegreatoutdoorsmag.com/news/naturally-angus/
https://www.coastmagazine.co.uk/travel/escape-the-crowds-and-reconnect-with-nature-along-the-angus-coast/
https://www.coastmagazine.co.uk/travel/escape-the-crowds-and-reconnect-with-nature-along-the-angus-coast/


Campaign Assets



Video

Branding update for the 25/26 video with the core messages and motivators for the target audience remaining.
Campaign themes incorporated for consistency and a seamless user journey from video to website. 

Video was used on the website, paid social ads and OTA activity.

https://youtu.be/hAfSKGoAvSA?si=s7JFQayslaGIN4nY


Paid Social Ads & Google



Campaign Overview
• Meta

– Facebook and Instagram

– 15s and 60s video

– Carousel

– 8 x Still Image Ads

– Audiences – Natural Advocates, Food Loving Culturalists

– Geographic – Scotland and North England to Midlands

• YouTube
– 15s skippable

– Audiences – Natural Advocates and Food Loving Culturalists

– Geographic – Scotland and North England to Midlands

• Google PPC
– Ad groups – Visit Angus, Scottish Holiday, Holiday Together (Families and Retirees), Adventure Holidays, Nature Holidays, Historical 

Attractions, Food & Drink

• Campaign duration
– 19th January – 15th February



Results

1,601,554 Impressions

19,773 Link Clicks

935,251 Thruplays/Video Views

4,134 Landing Page Views

2,066 Post Engagement

£7k Spend



Campaign Summary

Summary Impressions Link 
Clicks

Video 
Views

Landing Page 
Views

Post 
Engagement

Spend CPC CPE CPL Cost Per 
Thruplay

Meta 589,209 15,999 389 4,134 2,066 £3,498.31 £0.22 £1.69 £0.85 £8.99

Google 20,917 2,030 N/A N/A N/A £1,389.25 £0.68 N/A N/A N/A

YouTube 991,428 1,744 934,862 N/A N/A £2,100.78 £1.20 N/A N/A £0.00

Total 1,601,554 19,773 935,251 4,134 2,066 £6,988.35 £0.35 £3.38 £1.69 £0.01

Landing Page Views stat includes Meta only as we were unable to install the pixel for Google/YouTube, so we could 
only track clicks on these platforms.



Comparison

Metric 24/25 Campaign 25/26 Campaign

CPC £0.74 £0.35

CPLPV £3.03 £1.69

CPThruplay* £0.02 £0.01

CPE £4.85 £3.38

• This year’s campaign was more cost-effective than last year’s campaign across all key metrics demonstrating 
improved learnings and optimisations year-on-year

• The campaign delivered an overall CPC of £0.35, a significant improvement compared to last year (£0.74)
• The cost per tracked landing page view (£1.69) on Meta also significantly improved compared to last year (£3.03)
• The cost per Thruplay also improved, reducing from £0.02 to £0.01
• The campaign also delivered more quality engagement with a great improvement on CPE, which reduced from 

£4.85 to £3.38 compared to last year



Summary
• The paid social ad campaign was very successful and cost-effective
• Continual optimisations ensured the 25/26 campaign outperformed the previous 24/25 campaign across all metrics
• Overall CPL for Meta was £0.85, which was a significant improvement compared to last year’s result of £1.71
• The campaign delivered a significantly lower CPC across Meta and Google PPC compared to benchmark, which is a great 

result
• Meta delivered an overall CPC of £0.22, a significant improvement compared to last year’s result of £0.51 CPC
• Target CPC for Google was £0.95 and we delivered a great CPC of £0.68
• CTR on Google was 9.7% which is a great result compared to last year’s 8.73% 
• The Arbroath Smokie and Glamis Castle creative performed well for both audiences in terms of driving traffic
• The Arbroath Smokie ad had a particularly high CTR for both audiences, which is consistent with last year
• Natural Advocates audience dominated delivery with a better overall performance – this was consistent with last year
• Still image drove the highest volume of traffic, generating the majority of impressions, clicks and landing page views
• Videos on Meta did not achieve high delivery, so we would recommend separating them into their own ad group in 

future so we can assign budget to spend on video only
• On YouTube, we delivered an impressive overall CPM of £2.12 which was well below benchmark of £7.97
• YouTube ads were skippable, but we still achieved an impressive 65.38% VCR – users watched the video to 100% 

demonstrating the content was highly targeted and the video was edited well to hold viewer attention to the end
• On Google we delivered an impressive CTR well above a benchmark of 4.00% at 9.7% and the “Visit Angus” ad group 

delivered the highest CTR on Google at 21.71%



Top Performing Ad Creatives

Meta (Facebook & Instagram)



Ad Examples

Video – Meta & YouTube



Ad Examples

Carousel – Meta



Ad Examples

Still Image – Meta



Ad Examples

Still Image – Meta



Ad Examples

Skippable Video – YouTube 



OTA Activity



OTA



Tripadvisor
• Markets: UK, US & Canada

• Demographics: Wellness, relaxation, culture, history, outdoors, golf and food & drink

• Behavioural: Scotland 

• Increase awareness of Angus
– Measured by unique users driven to Angus content as a result of campaign activity. Goal 1.1M

• Increased consideration
– Measured by uplift in content consumption from campaign exposed users. Goal 0.15

• Incremental bookings/ROI
– Measured by economic impact and ROI. Goal 5:1

• Activity:

– Boost Ad Campaign

– Explorer Video Campaign

• All activity clicked to Angus landing page on Tripadvisor website



Tripadvisor



Media Impact Summary

Results above show the effectiveness of the Angus ad content with the % uplift as a 
direct result of the campaign content

The media effectiveness results show significant uplift in both interest and desire in Angus, 
with estimated direct bookings increasing by 81% as a result of our Angus ad content



Economic Impact



Traffic Driver Performance



Campaign Highlights

• Increased awareness

– 1.16M additional lookers to Angus content from campaign exposed users

– Over 69k more impressions delivered than the goal of 1.1M

• Increased consideration

– Users exposed to the campaign are consuming +47% more Angus content

– Final CTR finished on 0.11 higher than overall benchmark of 0.1

• Incremental bookings

– Direct bookings to Angus up +81% as a result of viewing campaign ad content

– ROI at 8.63 (significantly over benchmark and goal of 5.1)

– £172,606 gross bookings for Angus 

• Best performing ad was the Corrie Fee leaderboard

– 0.2% CTR (150% over benchmark)



OTA Results Summary
• 1,169,462 Impressions

• 1,329 Clicks

• £172,606 Gross Bookings for Angus (as a direct result of our ad campaign)

• £20,000 Ad Spend

• 8.63 Total Overall ROAS (benchmark ROAS is 5, so this is a fantastic result)



Media Activity



Our Media Partners



The Great Outdoors

Campaign Overview

• Digital Branded Article on thegreatoutdoorsmag.com
• minimum 1,200 views guaranteed

• Sponsored social media post
• minimum 600 clicks to visitangus.com



Coast

Campaign Overview

• Digital Branded Article on coastmagazine.co.uk
• minimum 1,800 views guaranteed

• Sponsored social media post
• minimum 900 clicks to visitangus.com



Results
TGO

• Branded Article
– Total Reach: 25,218

– Total Views: 1,992 (target: 1,200)

• Social Media
– Total Reach: 88,178 (target: 60,000)

– Total Clicks: 1,046 (target: 600)

Coast

• Branded Article
– Total Reach: 221,301

– Total Views: 2,085 (target: 1,800)

• Social Media
– Total Reach: 91,712

– Total Clicks: 993 (target: 900)



Delivery

• Delivered a Campaign Reach of 426,409 vs a target of 154,500
• +276% Reach
• Delivered total Article Views of 4,077 vs a target of 3,000
• +136% Article Views
• Delivered total Social Clicks of 2,039 vs a target of 1,500
• +136% Social Clicks
• 2,039 Clicks to visitangus.com



TGO Digital Article

Article Link

https://www.thegreatoutdoorsmag.com/news/naturally-angus/


TGO Digital Article

Article Link

https://www.thegreatoutdoorsmag.com/news/naturally-angus/


TGO Digital Article

Article Link

https://www.thegreatoutdoorsmag.com/news/naturally-angus/


TGO Digital Article

Article Link

https://www.thegreatoutdoorsmag.com/news/naturally-angus/


TGO Social



Coast Digital Article

Article Link

https://www.coastmagazine.co.uk/travel/escape-the-crowds-and-reconnect-with-nature-along-the-angus-coast/


Coast Digital Article

Article Link

https://www.coastmagazine.co.uk/travel/escape-the-crowds-and-reconnect-with-nature-along-the-angus-coast/


Coast Digital Article

Article Link

https://www.coastmagazine.co.uk/travel/escape-the-crowds-and-reconnect-with-nature-along-the-angus-coast/


Coast Social



Media Results Summary

• 426,409 Reach

• 4,077 Article Views

• 2,039 Clicks



Overall Campaign Results



Overall Campaign Results

Activity Format Channel/Platform/Media Results

Paid Social Ad 
Campaign

• Video
• Carousel
• Single Image
• PPC

• Meta
• YouTube
• Google

• 1,601,554 Impressions
• 19,773 Clicks
• 4,134 Landing Page Views
• 2,066 Engagements
• 935,251 Video Views
• £0.35 CPC
• £1.69 CPL
• £0.01 CPThruplay
• 65.38% Video Completion Rate
• £7k spend

OTA 
Activity

• Digital Display
• Native
• Video
• Social

• Tripadvisor • 1,169,462 Impressions
• 1,329 Clicks
• £172,606 Gross Bookings
• 8.63 ROAS
• £20k spend

Media Partnership • Digital Article
• Social

• The Great Outdoors (TGO)
• Coast

• 426,409 Reach
• 4,077 Article Views
• 2,039 Clicks
• £3k



Overall Campaign Summary

3,197,425
Reach/Impressions

935,251
Video Views

23,141
Clicks to visitangus.com

2,066
Likes, Comments,  Shares, Saves

£172,606
Gross Bookings to Angus

8.63 
ROAS – OTA Activity

4,077
Digital Article Views

65.38%
Video Completion Rate
(skippable YT ads)



Summary



Activation
Awareness

Promoted the many 
things to see and do in 

Angus to a targeted 
audience of over             

3.19 million

Consideration

Inspired 23,141 potential 
visitors to go to 

visitangus.com to find out 
more

Created quality content 
that was viewed by 
939,328 potential 

visitors

Conversion

OTA activity delivered 
£172,606 gross bookings 

for Angus as a direct 
result of the campaign ads

Advocacy

Produced inspirational 
online and social content 
that 2,066 users actively 

engaged with via likes, 
comments, shares and 

saves



Objectives – Re-visited
✓ Raise awareness of Angus as a 

visitor destination

✓ Drive visits to the Visit Angus 
website

✓ Ultimately increase visitors to 
Angus

£172,606
Gross Bookings to Angus 
via OTA

23,141
Clicks to Website

3,197,425
Reach/Impressions

939,328
Video & Article Views



Key successes
• All campaign objectives were met and exceeded

• OTA activity delivered an impressive ROAS of 8.63 well above benchmark of 5 and 
resulted in a strong economic impact for Angus

• Tripadvisor campaign delivered a significant +81% uplift in bookings as a direct result 
of users viewing our ad content

• In addition to the economic impact of an additional £172,606 in bookings via the OTA 
activity, the overall campaign will have contributed additional bookings and incremental 
visitor spend for the Angus area

• Paid social and Google ad campaign delivered stronger results than the previous 
campaign and was a very cost-effective way to promote Angus to a targeted audience in 
Scotland and North England

• The campaign delivered video views and article views totalling 939,328 users viewing 
Angus content

• Campaign content produced strong results, including 23,141 clicks to the website



Thank you!

Contact:
mark@83agency.co.uk
zoe@83agency.co.uk
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