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1 INTRODUCTION 

This report provides a feasibility study into development of a Tourism Trail in 

Angus. 

1.1 Background 

Tourism contributes significantly to the Angus economy.  There were over 1 

million visitors to Angus in 2017, and £231 million was generated within the 

local economy through visitor and tourism business expenditure. 

Angus has seen an increase in visitor numbers in recent years, and this trend 

is expected to continue, particularly with the opening of the V&A Dundee which 

is attracting global attention and is expected to attract an additional 300,000 

visitors to the region.  

Angus has many assets, from its stunning landscapes to its heritage and 

culture, world famous golf courses and high quality local food and drink.  

Angus Council are considering the potential installation of an interactive tourist 

trail to encourage visitors to Angus, as well as local communities and day 

visitors, to explore the whole of Angus. 

1.2 Study Objectives 

The objectives of the study were: 

 To provide examples of similar infrastructure projects; 

 To provide details of the economic impact that these projects have had 

on their respective areas, and increase in visitor numbers; 

 A proposal for a trail in Angus including theme, type of installation, how 

technology could keep the trail current and interactive, how communities 

could be involved, suggested locations and ‘green’ functionality; 

 Estimation of the potential economic impact for Angus; and 

 Estimation of the costs for the project, and suggested project 

management mechanisms (who and how). 

1.3 Study Process 

The study process involved: 
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 Reviewing: 

- the Angus tourism market, including existing attractions; 

- experience from elsewhere; 

- trends in tourism; 

- use of technology in tourism; 

 Consultations, with: 

- Angus Council; 

- Angus Tourism Cooperative; 

- Trail developers from elsewhere; 

 Exploration of: 

- Potential options for the trail; 

- A theme; 

 Estimation of: 

- Costs; 

- Visitor numbers; and 

- Economic impact. 

1.4 Structure of the Report 

The remainder of this report is structured as follows: 

 Chapter 2: Angus Tourism Market; 

 Chapter 3: Target Markets, Trends and Technology; 

 Chapter 4: Experience from Elsewhere; 

 Chapter 5: Potential Themes; 

 Chapter 6: Management and Costs 

 Chapter 7: Visitor Numbers and Economic Impact; and 

 Chapter 8: Conclusions. 
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2 ANGUS TOURISM MARKET 

2.1 Introduction 

This chapter provides an overview of Angus and some of the key towns and 

locations within it.  It also provides details on the nature and performance of the 

tourism market in Angus. 

2.2 Angus 

2.2.1 Overview 

Angus has a population of just over 116,000, accounting for 2% of the Scottish 

population1.  It is bordered by Aberdeenshire, Dundee City and Perth & Kinross.  

In comprises a mix of urban towns and rural areas, including a number of glens.  

The main coastal towns include Arbroath, Carnoustie, Monifieth and Montrose, 

whilst the main inland towns are Brechin, Forfar, Kirriemuir and the village of 

Edzell.  The area also comprises a number of glens, including Glen Clova, Glen 

Doll, Glen Esk, Glen Isla, Glen Lethnot and Glen Prosen. 

Each of these areas are discussed in more detail below. 

2.2.2 Coastal Towns 

Arbroath 

Arbroath, the largest town in Angus, is a traditional seaside town with a 

picturesque harbour.  It is home to Arbroath Abbey, where the Declaration of 

Arbroath was signed which declared the right of the Scottish nation to self-

determination and the Arbroath Smokie, which is protected under European 

Law.  Other visitor attractions include Hospitalfield House, the Arbroath Signal 

Tower Museum, Arbroath Art Gallery, Kerr’s Miniature Railway, West Links and 

Webster Memorial Theatre. 

Carnoustie 

Carnoustie is a seaside town which is world renowned for golf having hosted 

The Open Championships on eight occasions, with the most recent being in 

2018.  It is also the location of Barry Mill, one of the few remaining working 

water mills in Scotland. 

                                                           

 
1 GROS (2017) Mid-Year Population Estimates 2017 
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East Haven 

East Haven is one of the earliest recorded fishing communities in Scotland 

(dating back to 1214).  East Haven achieved a Gold Award and Best Coastal 

Village 2018 in the Britain in Bloom Awards.   

Monifieth 

Monifieth was a small village until the start of the 19th century when it expanded 

due to the local textile industry.  Monifieth has two golf courses, one of which is 

an open qualifying course.  Nearby are two country parks – Crombie and 

Monikie – both of which offer walking and cycling trails.  Monikie has the 

additional attractions of a large watersports site, and a high ropes course & 

zipline. 

Montrose 

Montrose sits at the mouths of the North and South Esk rivers.  The Montrose 

Basin is a nature reserve covering 750 hectares and is a feeding ground for 

thousands of resident and migrant birds.  The Scottish Wildlife Trust manages 

the nature reserve and visitor centre that overlooks it.  Montrose is also home 

to the House of Dun, Montrose Air Station Heritage Centre, Montrose Museum, 

Dunninald Castle & Gardens, Seafront Splash, Charleton Fruit Farm and the 

Bamse statue (commemorating a dog that served on a Norwegian mine 

sweeper during World War II). 

2.2.3 Inland Towns 

Brechin 

Brechin is the only city in Angus, due to having a cathedral.  The round tower 

on the cathedral is one of only two in Scotland.  The Caledonian Railway 

operates heritage steam and diesel trains along a 4 mile branch line.  There is 

also the Brechin Castle Centre - a 70 acre country park (with play areas, wildlife, 

shop and restaurant), the Townhouse Museum and Brechin Castle (which can 

be visited in June & July). 

In nearby Aberlemno, is Netherton Cottage a recreation of a mid-nineteenth 

century dwelling which was home to William C Davidson, before he emigrated 

to America.  Three of his sons, together with Bill Harley, were the founders of 

Harley-Davidson, and Willian C Davidson constructed the first shed used by the 

company.   
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Brechin hosts the annual Harley-Davidson in the City festival.  Also in 

Aberlemno are the Aberlemno Sculptured Stones – four Pictish carved stones 

that come from the period between AD 500 and 800. 

Edzell 

Edzell is a village which is entered at one end through the Dalhousie Arch.  

Edzell Castle and Gardens are located on the edge of the village and there is 

also the Inglis Memorial Hall and Library.  It is the Gateway to Glen Lethnot and 

Glen Esk. 

Forfar 

Forfar is famous for its witches who danced on graves and frolicked with the 

devil.  It is also known for its Forfar Bridies.  The Meffan Museum and Art Gallery 

presents the Forfar Story and has two galleries for art exhibitions and local 

family history can be researched at the Angus Archives.  A walk to the 

Balmashanner Monument offers views across the surrounding area and the 

Forfar Loch Country Park provides the chance to see some wildlife.  There are 

farm experiences at Murton Farm and Newton Farm. 

Near to Forfar is the famous Glamis Castle, the childhood home of HM Queen 

Elizabeth The Queen Mother and birthplace of HRH The Princess Margaret. 

Kirriemuir 

Kirriemuir is the gateway to the glens and there is a museum of the same name 

in the town.  However, it is probably best known as the birthplace of Sir JM 

Barrie, creator of Peter Pan.  His childhood home has been restored as a 

museum, there is the Camera Obscura (that he gifted to the town), the 

Neverland Play Park and a statue of Peter Pan.  It was also the childhood home 

of Bon Scott, the original lead singer with AC/DC.  There is a statue of the singer 

in the town and it also hosts the annual Bonfest event.  There is also the Tayside 

Police Museum. 

2.2.4 Angus Glens 

Glen Clova 

Glen Clova is north of Kirriemuir and follows the River South Esk towards Glen 

Doll.  It offers a range of walks from gentle strolls to challenging hikes including 

to the summit of the Snub (2,746 ft).   
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To the top of the Glen, Glen Doll branches on to the West, right into the heart 

of the mountains and the Corrie Fee National Nature Reserve.  The Angus 

Glens Ranger Service has a base at the Glen Doll car park. 

Glen Esk 

Glen Esk is the longest of the glens and occupies the valley of the River North 

Esk and reaches as far as Loch Lee and Glen Mark.  There is a museum on life 

in the glen at The Glenesk Retreat and Folk Museum.  There are the ruins of 

Invermark Castle on the way to Loch Lee and The Queens Well in Glen Mark. 

Glen Isla 

Glen Isla is a wide valley in the Southern Grampians and is located along the 

border with Perth and Kinross.  There is a farm experience at Peel Farm and 

fishing is available on the River Isla.  The area includes eastern sections of the 

Cateran Trail. 

Glen Lethnot 

Glen Lethnot is the smallest and probably the least well known of the glens.  

The Glen extends east and then southeast from Ben Tirran (2,941 ft) to meet 

the valley of Strathmore to the southeast of Edzell. 

Glen Prosen 

To the North of Kirriemuir, Glen Prosen occupies the valley of the Prosen Water.  

There is a statue dedicated to Wilson and Scott, the Antarctic explorers, as 

Wilson lived in Glen Prosen and it was here that Captain Scott planned much 

of his polar expedition.  The head of the glen is overlooked by Mayar (3,045 ft) 

and Driesh (3,107 ft). 

2.3 Tourism Market 

2.3.1 Visitor Numbers and Expenditure 

Visitor Numbers 

In 2017, there were just under 1.1 million visitors to Angus.  Three fifths of 

visitors were day visitors. 
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Visitor Numbers (2017) 

 Number % 

Day 645,000 60% 

Overnight 436,000 40% 

Total 1,081,000 100% 

Source: Angus Visitor Economy 2017  

The trend in visitor numbers to Angus has been upward in the last few years. 

 
Source: Angus Visitor Economy 2017  

 
Source: Angus Visitor Economy 2017  

In the last five years there has been an increase in every year, with the 

exception of a minor decrease in 2015. 
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Visitor Expenditure 

Visitor expenditure in 2017 was just over 230 million, with overnight visitors 

accounting for 84% of the total. 

Visitor Expenditure (2017) 

 Number % 

Day 36.16 16% 

Overnight 194.70 84% 

Total 230.86 100% 

Source: Angus Visitor Economy 2017  

There has been an underlying growth in expenditure in the last five years. 

 
Source: Angus Visitor Economy 2017  

2.3.2 Accommodation 

There is a roughly even split between those staying in serviced accommodation, 

non-serviced accommodation and with friends/relatives. 

 
Source: Angus Visitor Economy 2017 
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Analysis of the provision of serviced and non-serviced accommodation, shows 

that the largest number of rooms are in self-catering (39%) and hotels (25%). 

 

Angus Tourism Accommodation Audit (2015) 

A map of serviced accommodation shows a strong concentration around the 

main towns, particularly for hotels. 

Map of Serviced Accommodation 

 

For non-serviced accommodation there is a much broader spread in both the 

towns and rural areas.  Coverage also extends more into the Angus Glens. 
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Map of Non-Serviced Accommodation 

 

2.3.3 Visitor Profile 

Origin 

Just over two thirds (68%) of visitors are from Scotland with a large proportion 

coming from the nearby areas of Perth & Kinross/Dundee (31%) and Fife (11%). 

 
Source: Angus Visitor Survey 2016-17 
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Age Group 

There are similar proportions in the age groups between 25 and 64, with smaller 

proportions in the 16-24 and 65+ age groups. 

 
Source: Angus Visitor Survey 2016-17 

Influencing Factors 

History & heritage was the most commonly cited factor in influencing a visit, 

followed by visiting friends & relatives.  History and heritage was a particularly 

important factor amongst overseas visitors (75%). 

 
Source: Angus Visitor Survey 2016-17 
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Transport Used 

The vast majority of visitors arrived in Angus by car (83%).  Train whilst being 

the second most popular was only used by 7% of visitors. 

 
Source: Angus Visitor Survey 2016-17 

Places Visited 

The most commonly visited destination was Arbroath, followed by similar 

proportions visiting Montrose, Forfar and Carnoustie. 

 
Source: Angus Visitor Survey 2016-17 

Most Impressive Aspect 

The beautiful/picturesque setting was the clear leader when it came to the most 

impressive aspect, followed by the friendly/helpful people and 

atmosphere/ambiance. 
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Source: Angus Visitor Survey 2016-17 

2.3.4 Visitor Attractions 

In the table below are a number of the visitor attractions in Angus.  Their visitor 

numbers fluctuate from year to year but they have been placed in their 

approximate banding in terms of visitor numbers. 

Visitor Attractions 

Banding Attractions 

Less than 2,000 St Vigeans Museum; William Lamb Sculpture Studio 

2,000-4,000 Barrie’s Birthplace; Kirriemuir Camera Obscura; Barry Mill 

4,000-7,000 House of Dun; Brechin Tower Museum; Edzell Castle 

7,000-10,000 
Glenesk Museum; Gateway to the Glens Museum; Montrose Air 

Station Heritage Centre 

10,000-13,000 
Montrose Basin Wildlife Centre; Montrose Museum; The Meffan; 

Arbroath Museum 

13,000-16,000 Arbroath Abbey 

c.100,000 Glamis Castle 

c.140,000 Crombie Country Park 

c.200,000 Monikie Country Park 

2.3.5 Business Barometer 

VisitScotland undertakes a barometer with local tourism businesses.  During 

2018, there were a higher proportion of companies with a lower turnover 

compared to the previous year than those that had a higher turnover2. 

                                                           

 
2 No figures for Q2 due to an insufficient sample size. 
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Source: Angus Tourism Barometer Results Q1, Q3 & Q4 2018 

However, the level of optimism that they had for the first quarter of 2019 was 

balanced towards the positive, as was the case for the next 12 and 24 months. 

 

Source: Angus Tourism Barometer Results Q4 2018 

2.4 Overview 

Angus comprises a mix of coastal and inlands towns together with rural areas, 

including a number of glens.  Any trail that is developed should ideally 

incorporate a mix of these. 

The number of visitors is just under 1.1m, with expenditure of £230m.  This has 

been on an upward trend in the last few years and optimism amongst 

businesses for the next one to two years is on the positive side. 
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A total of 68% of visitors come from Scotland and just under a third from the 

nearby areas of Perth & Kinross and Dundee.  History & heritage and the 

beautiful/picturesque settings are key factors for visitors to the area.  Car is by 

far the most common form of transport reflecting the rural nature of many parts 

of Angus.  For any trail that is geographically spread throughout the area the 

car would continue to be the main form of transport. 
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3 TARGET MARKETS, TRENDS AND TECHNOLOGY 

3.1 Introduction 

This chapter considers the key target markets, and recent trends and 

technological developments in tourism. 

3.2 Target Markets 

VisitScotland has segmented the visitor market to Scotland into five visitor types 

that it believes will provide the best return on investment.  Of these five there 

are three that would be key target markets for an Angus Tourism Trail. 

Curious Travellers 

Curious Travellers have an “overwhelming desire to explore new destinations 

and discover new things.  A holiday will often broaden their minds, educate and 

revitalise them”. 

The top three factors when choosing a holiday destination are: 

 New and interesting things to discover; 

 Breathtaking scenery and landscape; and 

 Fascinating history and culture. 

They like to explore history & culture, scenery & landscapes and getting off the 

beaten track.  They enjoy the outdoors via hiking, rambling or short walks and 

taking in natural sites (e.g. waterfalls, caves). 

Engaged Sightseers 

Engaged Sightseers enjoy “general sightseeing and touring, taking in historical 

places as well as scenery and nature.  They relish engaging with friendly locals 

and seeking out an authentic experience”. 

The top three factors when choosing a holiday destination are: 

 Breathtaking scenery and landscape; 

 Fascinating history and culture; and 

 New and interesting things to discover. 
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They enjoy visiting castles, monuments, parks & gardens, and museums & 

galleries.  The traditional coach tour or self-driven tours appeal to them and they 

like to seek out an authentic experience. 

Natural Advocates 

Natural Advocates enjoy “breathtaking scenery, a connection with nature and 

the chance to get away from it all”. 

The top three factors when choosing a holiday destination are: 

 Breathtaking scenery and landscape; 

 Relaxing place to unwind; and 

 Unspoilt nature. 

They favour gentle outdoor activities such as enjoying scenery, walking, visiting 

natural sites, watching wildlife, parks & gardens, sightseeing and visiting 

castles/monuments. 

3.3 Trends 

VisitEngland commissioned research into key trends that are taking place within 

tourism sector which has seen a shift in the type of experiences being 

demanded by parts of the tourist market3.  These include: 

 Pursuit of Real: visitors seeking authentic experiences and immersing 

themselves in local culture and atmosphere.  They want to get off the 

beaten track but will still tend to see the key tourist attractions of the 

places they are visiting; 

 Leisure Upgrade: where visitors prefer tourism products that combine fun 

and an opportunity for learning – often referred to as edutainment.  

Although the balance will still be towards fun/leisure aspect as travel 

remains an important release from the stresses of modern life; 

 Performative Perfection: travellers that are becoming much more social 

media conscious and are seeking out experiences that contribute to their 

social capital and are easily shareable; 

                                                           

 
3 Whilst the work was commissioned by VisitEngland, the trends do not just relate to England 
but have a global perspective. 
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 Customised Reality: new technology allows visitors to alter what they see, 

hear and even feel on their travels.  This is being achieved through 

augmented reality and virtual reality; and 

 Mastering the Mind: consumers have recently become more focused on 

their mental wellbeing and some advocate the benefit of digital detox.  

Many would not wish to be ‘disconnected’ but there is an increasing 

desire to avoid the negative impacts of technology overload. 

3.4 Technology 

Augmented Reality 

Due to advances in technology, augmented reality is becoming more 

prominent.  Augmented reality changes the perception of physical surroundings 

when viewed through a particular device.  It has similarities with VR but does 

not replace the real world environment but rather augments it by overlaying 

digital components.   

It can be experienced through a smartphone, tablet or similar device and is, 

therefore, less expensive than virtual reality headsets or devices.  In many 

cases it works hand in hand with other mobile technologies e.g. cameras and 

GPS. 

It is being used in the tourism sector in a number of ways including to enhance 

locations and attractions.  Visitors can point their smartphone at a building or 

landmark and find out more about it whilst also experiencing elements of 

augmented reality.  There are numerous examples including: 

 HighlandAR Legends App: where artwork on seven plagues in 

Inverness act as triggers for augmented reality to bring a story to life in 

3D; 

 England’s Historic Cities App: thirteen of England’s historic cities 

collaborated to develop an AR product to bring heritage to life; 

 Mighty Missions App: interactive trails launched at Edinburgh Zoo and 

the Robert Burns Birthplace Museum, and to be rolled out across other 

sites in Scotland during 2019.  They are aimed at 7-14 year olds and allow 

them to take part in a series of interactive adventures; 
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 Unlocking the Story App: unlocks the story of Glasgow’s canals with 

augmented reality at certain points on the canal; and 

 Perth Heritage Trail: the trail consists of 30 points of interest around 

Perth and overlays images and additional information on top of reality. 

Gamification 

Augmented reality also has strong links to the gaming industry, and gamification 

– the application of games mechanics and design to non-gaming contexts – is 

becoming more prevalent in the tourism sector.  The tourism sector has started 

to use it to enhance the customer experience by introducing an element of fun 

to the physical environment e.g. treasure hunt style elements or introducing 

characters for children.   

Beacon Technology 

Beacon technology works through Bluetooth and allows for push notifications 

or enabling of certain functions when people enter a specific location.  It can be 

used to send maps, reviews, listings, special offers, etc at the point in time when 

they are most relevant.  They are already being used in various locations 

throughout the tourism industry.  Examples include: 

 Museum Pilot (Doge’s Palace in Venice): guides the visitors and helps 

them learn more about the exhibits directly to their phones; 

 BorderCheck App (Ethnological Museum in Berlin): tracks visitors 

and provides information relevant to where they are in the museum and 

also has questions that if answered correctly unlock rewards and prizes: 

 National Slate Museum (Wales): provides digital elements of heritage, 

interpretation, and multilingual materials; and 

 Brooklyn Museum (New York): allows the museum to know where the 

visitors are when queries arise and they can then answer these 

questions. 

Near Field Communications 

Near Field Communications (NFC) is a wireless data transfer method.  It detects 

and enables technology in close proximity to communicate without the need for 

an internet connection.   
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An NFC chip operates as one part of a wireless link and when activated by 

another chip allows small amounts of data to be transferred between the two 

devices when held a few centimetres apart. 

Most smartphones are now enabled to read NFC tags.  Once the smartphone 

is placed close to an NFC tag, the information will automatically appear.  No 

app download is necessary for an NFC tag to be activated by the smart phone. 

In many cities across the world, NFC tags have been deployed on historic 

buildings and in galleries & museums to allow access to additional information 

such as text, imagery and video.  Examples include Cooper Hewitt Smithsonian 

Design Museum (New York), Museum of London (London), Wolfsoniana 

Museum (Genoa), MuCEM (Marseille), Gulliver’s Gate (New York) and Musei 

Capitolini (Rome). 

3.5 Overview 

There have been a number of key trends in the tourism sector but is not possible 

to pursue them all, as some compete with each other.  However, the nature of 

Angus and the target markets for the trail would suggest a strong fit with the 

pursuit of the real & authenticity, the leisure upgrade (edutainment) and 

providing aspects of new technology without necessarily overloading on this. 

Technological developments have provided the opportunity to communicate 

history, culture and stories in new and interesting ways, including the use of 

technologies such as Beacons and NFC.  This can, therefore, allow for the 

addition of a new dimension without detrimentally affecting the natural 

settings/scenery. 
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4 EXPERIENCE FROM ELSEWHERE 

4.1 Introduction 

This chapter considers experience from elsewhere to help inform what may be 

the most appropriate approach for Angus.  Where possible, it also provides 

details on the impacts experienced in other places. 

4.2 Large Scale Charity Trails 

Overview 

The Cow Parade in Chicago in 1999 kicked off a trend for large scale charity 

trails that has now extended to a cornucopia of different animals in cities 

throughout the world.  In the UK examples include bees (Manchester), giraffes 

(Worcester), hares (Norwich), owls (Bath), penguins (Dundee), pigs (Ipswich), 

robins (Nottingham), snails (Brighton) and snowdogs (Newcastle and North 

East).  It has also extended into characters including Elmer the Elephant 

(Ipswich), Gromit (Bristol) and Oor Wullie (Dundee). 

These trails are temporary – tending to be about 8-12 weeks in duration often 

over July, August and September although others are later in the year in 

September, October and November. 

The sculptures used in trail are auctioned off at the end of the event raising 

large amounts for charity.  For example the Snowdogs raised £260,000, 

Penguins £540,000, Oor Wullie £883,000, Bees £1.1m and Gromit £2.35m.  

There is also a range of other charity fundraising that takes place around the 

event. 

Themes 

Animal sculptures and characters. 

Funding 

These are large operations in terms of both scale and funding.  For example, 

the sponsorship model for Bee in the City included a Presenting Partner (£70k 

each, max of two), Official Supporters (£25k each, max of eight), Bee Sponsors 

(£7k each, over 80 sculptures) as well as opportunities to sponsor the learning, 

community & volunteer programmes, and 10 community projects. 

  



Tourism Trail for Angus  Tourism Resources Company 
Feasibility Study  April 2019 

 

-22- 

Structure/Management 

The structure for these events tends to be a specific charity (or sometimes the 

Local Authority) in partnership with Wild in Art.  Wild in Art are a private sector 

company which has developed a particular niche in these types of events and 

has developed a model that it can roll out to different locations. 

Technology 

Maps available online and trail apps. 

Visitor Numbers and Impacts 

The scale in visitor numbers and economic impact are substantial even in the 

smaller cities.  For example the Pigs were estimated to have attracted 250,000 

visitors and £1m in Ipswich, Oor Wullie 124,000 visitors and £900,000 for 

Dundee and the Giraffes £800,000 for Worcester. 

Lessons 

Those that currently undertake these type of events (most notably Wild in Art) 

are very successful at delivering this type of model and at a large scale.  They 

tend to be focused in cities, although some do take in their surrounding areas 

as part of their event.  Indeed in the case of the Penguins Parade in Dundee – 

of the 69 penguins, three were in Brechin and two in Kirriemuir.  They are also 

temporary in nature so give a one-off hit (although they have been returning to 

a number of cities in recent years).  So where these come to Dundee or 

Aberdeen then Angus should embrace them and the opportunity to have some 

of the sculptures in local area to encourage visitors to go beyond the cities.  

However, it should not be looking to develop this format of trail in its own right. 

4.3 Driving Routes 

4.3.1 North Coast 500 

Overview 

The North Coast 500 (NC500) was created by the North Highland Initiative 

(NHI) as a tourism product to capitalise on natural & cultural assets, and 

generate economic opportunities for the area.  It is a 516-mile circular route 

around the northern mainland of Scotland.  It has taken what already existed 

and branded it the NC500 in order to encourage people to explore the area. 
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In was only launched in June 2015 and the profile it has garnered in its first few 

years of operation has not only attracted the interest of visitors but also other 

areas looking to replicate its success. 

Theme 

It has themed itself as ‘the ultimate road trip’. 

Funding 

NC500 has a commercial arm – NC500 Ltd which is self-sustaining.  They did 

have some development funding when they first setup but no longer require 

core funding.  Their sources of income include merchandising, royalties, 

memberships and use of the brand. 

Structure/Management 

The NC500 was originally developed by the NHI but has now been set up as a 

separate limited company – NC500 Ltd.  This was to allow for monetising of the 

brand and ensuring that is was sustainable without public sector funding. 

Technology 

Map available online and trail app. 

Visitor Numbers and Impacts 

A study was undertaken in 2017 that estimated the additional visitor numbers 

in the area and associated expenditure from the first year of operation.  The 

additional visitor numbers were estimated at 29,000 with expenditure of £9m. 

4.3.2 North East 250 

Overview 

The North East 250, is a 250-mile circular route in the North East of Scotland.  

It runs through Aberdeenshire and Moray and includes inland areas such as 

Speyside, Royal Deeside and coastal areas on the Moray Firth and East Coast.  

It has a very similar model and presentation style to that of the NC500.  It has 

also taken what was already there and rebranded it. 
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Theme 

Similar to NC500 as their theme is the ‘ultimate road trip to the heart of 

Scotland’. 

Funding 

Private enterprise by Guy Macpherson-Grant with private sector sponsors and 

some public sector support in developing the idea. 

Structure/Management 

It is a private sector initiative with two main partners and some business 

supporters. 

Technology 

Map available online and trail app. 

Visitor Numbers and Impacts 

It is early days for the NE250, so there are not currently any visitor numbers or 

estimates of economic impact. 

4.3.3 Snow Roads 

Overview 

The SnowRoads is a linear 90-mile route linking Blairgowrie in Perthshire with 

Grantown-on-Spey in the Highlands via Glenshee, Braemar, Ballater and 

Tomintoul.  It includes the Cairnwell Pass - the highest road in Scotland and 

highest main road in the UK.  Prior to the project three art installations were 

developed – The Watchers, Still and Connecting Contours and these now form 

part of a much wider project.  They have developed 90 Snow Roads moments 

to link in with the 90 miles. 

The project was developed to encourage more people to visit the eastern side 

of the cairngorms as currently around 80% of visitors head into the Aviemore 

and Badenoch areas. 
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As part of the project they have developed an app, GPS enabled audio guide, 

augmented reality treasure hunt, website, 15 Snow Roads videos (1 min in 

length and based around local characters), 360 degree filming, google 

cardboard headsets, map (with augmented reality when phone held to map), 

commissioned own music & EP, and had brand logo development. 

Themes 

Wild landscapes and hidden treasures. 

Funding 

The £315,000 two-year project received a £245,000 grant from Scottish 

Enterprise’s Destination Development Fund (DDF).   

The other £70,000 came from Cairngorm Business Partnership (CBP) and 

Cairngorms National Park Authority (CNPA) – some of which was in-kind e.g. 

office, laptop, etc. 

If they had opted for an off-the-shelf app then it would have cost £15,000, but 

this didn’t cover all their requirements so went for bespoke at £30,000 (this 

costs does not include content for the app). 

Content was a major piece of work, even allowing for the existing listings that 

CBP had.  It still took a lot of work to find hidden gems, things from the 

community, short walks, photography for things, 90 different moments, GPS 

coordinates (often had to go to the place to check they were accurate), audio 

guide, prepping contractors for films, etc.  Also map wasn’t in DDF application 

so had to raise advertising revenue to fund it, which was time-consuming. 

Structure/Management 

CBP led on the Destination Development Fund Project.  Previously, CNPA had 

led on the installations (funded through the Scottish Government’s Scenic 

Routes Initiative) and was a partner on the latest project dealing primarily with 

infrastructure issues.  They appointed a project manager for three days a week 

over the two-year period.  In hindsight this was too little for what was required 

(indeed full time would still have been insufficient). 

They undertook market research, business workshops (to tell them about the 

research and opportunities) and community drop-in sessions (to establish what 

they would like to see and to gather details of stories, legends, hidden gems 

and unconventional tourist attractions). 
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They have an agreement with the developers for an initial three months for 

updates and two years for any trouble shooting. 

Management of the app will lie with CBP going forward.  They now also have a 

Growth Fund project (£80,000) to market the app. 

Technology 

Visitors can download the map before they visit so don’t need to connect to Wi-

Fi when on route.  Some aspects are GPS enabled – which allows reordering 

of the app so that it gives the information most relevant to that particular site.  

They developed an app but then a lot of other activity feeds into the app.  They 

have also developed a website which is a companion to the app, as it is hosting 

the information. 

Visitor Numbers/Impact 

The route has not been operational for long and there are no estimates of visitor 

numbers or economic impacts at this point in time. 

The app was released at the end of November 2018 but they do not yet have 

any data on the number of downloads. 

4.3.4 Lessons 

The NC500 has certainly caught the imagination and has quickly become a 

success.  Indeed some of the focus has now shifted to managing that success 

in terms of road quality, facilities, potential conflicts between local and visitor 

traffic, etc.  The route has relied primarily on its natural beauty rather than 

‘augmenting’ this through the use of technology, although an app was released 

towards the back end of 2018. 

The media coverage received by the NC500 has encouraged some other areas 

to develop something similar.  For example, the North East 250 (NE250) which 

has followed a very similar model and presentation style to that of the NC500, 

even theming itself the ‘ultimate road trip to the heart of Scotland’. 

The Snow Roads whilst a driving route, has taken a different approach in 

identifying a range of different moments to encourage people to stop off on the 

route.  This reflects the fact that at only 90 miles in length it is possible to drive 

the road in about two and a half hours.  At 90 a lot of moments have been 

identified.  They expect people to download the app in advance so that they are 

not having to use large amounts of data when out on the route. 
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A driving route is unlikely to suit Angus due to its size, as people would be 

tempted to just take a scenic drive through.  There is a need to develop a trail 

that would encourage people to stop and explore the area. 

4.4 Sculpture Trails 

Overview 

There are a large number of sculpture trails and gardens throughout the UK 

that range from some of the heavyweights of British sculpture e.g. Barbara 

Hepworth Museum and Sculpture Garden (Cornwall), Henry Moore Studios and 

Gardens (Hertfordshire) through to much smaller ones. 

Examples of sculpture trails in Scotland include Andy Scott Public Art Trail 

(Clackmannanshire), River Tay Public Art Trail (Perth), BLiSS Trail (Loch Earn) 

and Uist Sculpture Trail (Uist).  Whilst sculpture gardens include Jupitar Artland 

(near Edinburgh) and Little Sparta (South Lanarkshire). 

Themes 

The theme is based around sculpture in different forms. 

Funding 

These sculpture trails and gardens have been developed through a number of 

different forms of funding and can cost a lot to establish as they contain a 

number of sculptures.  For example The River Tay Public Art Trail was funded 

by The National Lottery, Perth & Kinross Council, Scottish Enterprise Tayside, 

The Bridgend Trust and The Scottish Arts Council.  The Uist Trail was 

commissioned by the Taigh Chearsabhagh Museum & Arts Centre (who in turn 

have a number of different funders).  In the case of the BLiSS Trail, installations 

were commissioned by a variety of organisations including Loch Lomond & The 

Trossachs National Park, Sustrans, Stirling Council, Perth College and private 

businesses. 

Many of the gardens have entrance fees as they are set within a smaller 

enclosed space whilst the trails tend to be free as they tend to be spread out 

over a larger area. 

Structure/Management 

The management of these trails varies from local authorities to charities and 

local tourism groups.   
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Technology 

Some of the trails/gardens have developed an app. 

Visitor Numbers/Impacts 

As the trails are in open spaces and free there are not visitor numbers for them 

and the visitor numbers for the two sculpture gardens are not publicly available. 

Lessons 

There are already a lot of sculpture trails that commission artists to create 

specific sculptures or pieces of art to be installed in a local area, so it is already 

quite a crowded marketplace. 

The information linked to these sculptures/art installations tends to relate to the 

inspiration or meaning behind that specific sculpture (which may or may not 

have a local link) and the artist.  They can cost a lot to create as they require a 

reasonable number of structures in order to form a trail.  The sculpture gardens 

are different in nature in that they are more akin to a paid for tourist attraction. 

4.5 Selfie Trails 

Overview 

‘Selfie Trails’ have appeared in a number of locations throughout the UK.  

Examples include York Selfies Trail (York), Lincoln Selfie Trail (Lincoln), Wheel 

to Kelpies (Falkirk) and Bournemouth & Poole Selfie Wall Trail (Bournemouth). 

Interestingly at this point, it is worth noting the selfies trail project in Northern 

Ireland that involves installing large yellow frames.  It is a Northern Ireland wide 

project and has received Council funding in certain areas whilst in others it has 

been rejected.  Those rejecting it have expressed concerns over the size of the 

frames, whether they are in character with the beauty of the areas and if it is a 

good use of public money. 

Theme 

A selfie has become the theme of these trails, the notion being that they 

highlight good spots for a selfie. 
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Funding 

In some cases they have simply identified a number of existing sites and 

combined these into a trail – so it is very low cost.   

In others, specific installations have been created e.g. in Bournemouth artists 

were commissioned to create a series of murals so the costs are higher.  In 

Northern Ireland large frames are being installed. 

Structure/Management 

The trails have been developed by different organisations including local 

authorities, other public sector bodies and local tourist groups. 

Technology 

Visitors are encouraged to post their pictures on social media. 

Visitor Numbers/Impacts 

As these are free to use trails, there are no visitor numbers available. 

Lessons 

In a way the very nature of a selfie is that people can take them whenever and 

wherever they want but it may be that some people want guidance on the best 

place to take photographs.  Some have used existing sites to create a selfie 

trail whilst others have opted to create a selfie route through new installations.  

However, the latter option has the potential to divide opinion, as has been the 

case in Northern Ireland.   

4.6 Cateran Trail and Ecomuseum 

Overview 

The Cateran Trail is a 64-mile circular waymarked trail through Perthshire and 

Angus that follows old drove roads and ancient tracks.  The trail is divided into 

five stages and can be comfortably walked in five days. 

The Cateran Ecomuseum is a ‘museum without walls’ in Eastern Perthshire and 

Western Angus that tells the story of its people, places and landscapes.  The 

pilot phase will cost £63,450 and involves creating content for nine itineraries 

(three each for driving, walking and cycling) and 15 sites.  The plan had been 

to also install 15 Bluetooth beacons but this is no longer taking place.   
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The results of the pilot will inform the planned development of a wider roll out 

of sites and experiences. 

The southern part of the Snow Roads (discussed earlier) runs through the 

Ecomuseum. 

Theme 

The theme of the trail is Caterans – fearsome cattle thieves who used the trails 

from the Middle Ages through to the 17th century. 

The Ecomuseum theme is a ‘museum without walls’. 

Funding 

The walking route was developed and is maintained by the Perth & Kinross 

Countryside Trust (PKCT).   

It was originally developed in 1997 with £50,000 from PKCT to create the 

physical route on the ground, build bridges and stiles and erect the distinctive 

Cateran Trail waymarkers.  Maintenance is funded through donations and 

grants raised by the PKCT. 

Funders of the Ecomuseum include Rural Perth & Kinross and Angus LEADER 

and SSE.   

Structure/Management 

The Cateran Trail is maintained by the PKCT.   

The Ecomuseum is managed by a social enterprise.  The Directors of the social 

enterprise can be paid to undertake certain tasks and they are also employing 

contractors.  They did not set up as a charity as they wanted to learn to trade in 

a way that would suit them.  At the moment they are at the stage of ‘proof of 

concept’ and are reliant on public sector funding but they recognise that in the 

future they will need to develop a viable business model. 

They held four community consultation events to gather peoples’ ideas on what 

should be developed and how. 

They are looking to partner with others including CNPA, Snow Roads and PKCT 

although discussions are still at an early stage. 
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Technology 

The Ecomuseum had been planning to install Bluetooth beacons, but following 

research they do not think that amongst their users there would be a significant 

uptake in apps.  They are now focusing on developing the interactivity of their 

website and focusing their funds on this. 

They are going to have guides online and printed, and video (only 2mins in 

length as this is all people will focus on and it is expensive to produce). 

Visitor Numbers/Impact 

There are no counters on the Cateran Trail (although there has been talk of 

introducing them), so the number of users is not known.  The Ecomuseum is 

still at a very early stage of development. 

Lessons 

The theme of Ecomuseum has provided a new spin on promoting an area of 

countryside.  The Cateren Ecomuseum has revised its approach and is no 

longer deploying ibeacons, in recognition of the type of market that they expect 

to attract.  They have set up as a social enterprise with the longer term aim of 

developing a viable business model. 

4.7 Dunfermline Digital Tours 

Overview 

A total of six digital tours are being developed, together with training for 

ambassadors that will conduct daily tours.  There will also be business 

engagement workshops.   

It will link in with the Auld Grey Toon which is a Great Places project supported 

by the Heritage Lottery and will be hosted on Dumfermline.com.  

They need to recruit a total of 20 ambassadors if they are going to offer two free 

daily walking tours.  They are keen to attract a broader spectrum of volunteers, 

beyond the usual retired people with an interest in heritage.  They are looking 

for people that are passionate about the town and they will teach them the 

content.  They are planning to link in with other partners so that the volunteers 

could be involved in other things e.g. education workshops. 
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Theme 

Not one particular theme as there will be six different routes but the digital 

aspect is a key focus. 

Funding 

They were required to submit a joint bid to SE’s Destination Development Fund 

together with In the Footsteps of Kings.  Total cost for the joint project is 

£290,000 with £190,000 from SE and £100,000 from others (including Fife 

Cultural Trust, Fife Council, Dunfermline Delivers, Kirkcaldy BID, Carnegie 

Dunfermline and Museum Galleries Scotland). 

Cost for all six routes and the hardware is £60,000. 

Structure/Management 

The Dunfermline part of the project required a Project Manager who has been 

employed four days a week for a one year period. 

There was a charrette in Dunfermline in April 2018 which was well attended and 

identified seven themes.  Also the Project Manager started at the same time as 

the Great Places project so he linked into what was happening there, they in 

turn had strong links into the community.  He developed a long list of 25 topics 

which was refined to eight and then went out to stakeholders, local tourism 

groups, etc with a top six chosen – all of which link back into the original seven 

themes. 

As part of exit route the Project Manager plans to leave a guidance manual to 

allow people to maintain it without having technical knowledge.  Not sure who 

will take ownership when he leaves – probably collegiate approach – but 

someone would need to lead to ensure things get done. 

Technology 

Originally planned to create an app and use ibeacons.  However, research they 

have undertaken on audiences and walking tours, shows that developing a new 

app is not the best solution for the audience they are aiming for.  Visitors may 

only engage with their app for one tour that might be 30-45 mins in length (as 

different tours will appeal to different markets).  So rather than people having to 

learn how a new app works they are linking into existing apps which people are 

already familiar with.   
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This is also more cost effective in terms of initial development and ongoing 

maintenance (no need for future developer time or upgrading costs).   

Beacons die after 18 months and there are issues of theft or vandalism, so 

would need to be inside (didn’t suit project) or housed in something to protect 

them (adds to costs).  Instead they are using Near Field Communication (NFC) 

chips (don’t have own power – phone provides the power).  NFC chips only 

work with recent phones so will also have dynamic QR codes. 

For example, one route will be a music tour (as a number of bands have come 

from Dunfermline).  They plan to use Google Maps to guide people to a building 

and use Spotify so they can listen to music (many people have Spotify or it can 

be downloaded for free if you accept the adverts).  It is an app people are 

already familiar with, there are no copyright issues over the music and it can 

easily be updated without having to reopen the project (which only has a one-

off set of money). 

Another example, is using Facebook Messenger Bot for a treasure hunt tour for 

the family market.  The Bot gives them the next clue – it is more of a 

conversation between them and the Bot.  Adults will be in control of the phone, 

so it is not simply an experience on a phone but encourages people to discover 

Dunfermline. 

Visitor Numbers/Impact 

Don’t know how many visit Dunfermline and can’t extrapolate from 

VisitScotland model as not robust enough at that geographic level.  Fife Tourism 

Partnership does have a regular survey but can be patchy as sometimes people 

don’t report. 

Did recognise limitations in terms of overnight stays if restricted to Dunfermline, 

as only 400 beds.  So West Fife has been included in businesses workshops to 

include more accommodation providers. 

Lessons 

Having researched the technology they are no longer installing ibeacons but 

rather are planning to use a combination of NFC chips and QR codes.  They 

are not developing their own app but rather piggybacking on others, as the 

engagement with their trails may be relatively short in time. 
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4.8 In the Footsteps of Kings 

Overview 

It will be an augmented reality trail that profiles historic sites.  It is targeted at 

the 5-13 age range and will include elements of gamification.  For example, at 

one site you are at a castle and have a canon to fire at a ship out at sea.  They 

are developing an initial tranche of five but plan to have eight/nine in total.  The 

games will be activated by a picture on an activation board at the site (the board 

will also provide an explanation so those that just come across them can 

download the app).  The age range means that some games are easier than 

others. 

Theme 

It has a royal theme reflecting the extent of royal assets within Fife. 

Funding 

The total cost for the In the Footsteps of Kings part of the project is £90,000 

and covers: app development; content creation; and business workshops (x2), 

toolkit and listings.  The app costs £20,000 but with the content and gamification 

will be £50,000 in total. 

They secured money from SE’s Destination Development Fund through a joint 

application with Dunfermline Digital Tours. 

Structure/Management 

The original idea came from the Heartlands of Fife Local Tourism Association 

but they did not have the resources to progress it.  The Council then took on 

the project and proposed the augmented reality component of it.   

Management of it will revert to the Tourism Association upon completion of the 

project and they will own all of the intellectual property and assets created.  This 

will allow the Tourism Association to develop other sites in the future and/or 

merchandising opportunities. 

They are going to apply to the Growth Fund for marketing support to promote 

the app. 
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Technology 

The app has games on it (incorporating augmented reality), a Jester to lead 

visitors through the sites and a treasure hunt component (with tokens to collect).  

The app knows your location and lets you know what is available nearby. 

An example of a game are visitors looking through their phone out to sea and 

the gamification element places a canon and ship onto this. 

Visitors would download the app in advance, that way they would not need to 

be online at the actual sites.  They did not want people to have to use data and 

many of the sites are remote so there is no guarantee of a connection. 

Visitor Numbers/Impact 

They have estimated usage at a few thousand. 

Lessons 

The original idea was for a traditional trail around key royal sites in Fife.  An 

augmented reality element, in the form of games, has been added to provide 

an additional aspect to engage children in the 5-13 age group.  They are 

anticipating that people will download the app in advance, so that they do not 

have to use data when out and about and also because several of the sites will 

be remote so there is no guarantee of connection. 

4.9 Overview 

There are already a large number of charity trails which are of a large scale and 

tend to be city focused.  It would be very difficult to compete with these, but if 

these types of trails come to Dundee or Aberdeen in the future then Angus 

should take the opportunity to piggyback onto them to encourage visitors to 

venture outside the city. 

There are a number of driving routes and they have attracted a lot more 

attention recently due to the success of the NC500.  However, this type of trail 

is unlikely to suit Angus due to its size, as people would be tempted to just take 

a scenic drive through.  There is a need to develop a trail that would encourage 

people to stop and explore the area. 

There are already a large number of sculpture trails and gardens throughout 

the UK.  They can cost a lot to establish as there is a need to commission a 

reasonable number of sculptures/installations in order to form a trail.   
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Selfie trails have been developed in some areas either through promoting 

existing sites (as good places to take selfie photographs) or creating 

installations for people to use e.g. frames.  The latter option has the potential to 

divide opinion, as has been the case in Northern Ireland.  In essence they all 

have a similar theme in that these are good places to take selfies. 

There are also a number of trails based around existing attractions.  They are 

linking into the local culture and history, and enhancing this through the use of 

technology.  For these the balance of focus and costs are on the technology 

and content creation.  Apps are a key aspect for them as it allows them to tell 

stories in new and interesting ways, and are more cost effective and flexible 

compared to printed material.   

A key aspect in the development of a number of the trails is around business 

and community engagement.  It is important to engage the business community 

so that they can realise the opportunities from the trail and help to promote it.  

Community engagement is also an important source of local information/stories 

and it can help to create a sense of ‘ownership’ of the trail. 
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5 TYPE OF TRAIL AND POTENTIAL THEMES 

5.1 Introduction 

In this chapter we consider potential themes around which a trail might be 

based. 

5.2 Type of Trail 

Review of experience from elsewhere has begun to narrow down the type of 

trail that would be suitable for Angus.  Charity trails and driving routes are not 

the right fit for Angus, rather what is required is a form of trail that encourages 

people to stop and visit the area or plan a trip based around spending time on 

the trail. 

5.3 New or Existing 

A key consideration is whether the trail should comprise new installations or 

utilise existing attractions.  In the table below, we consider the advantages and 

disadvantages between new and existing. 

New Installations or Existing Attractions 

New Existing 

Advantages 

 do something completely new 

 create a theme from scratch 

 choose the specific locations 

 consistency in the design 
 
 
Disadvantages 

 potential lack of authenticity 

 not necessarily based within 
culture/history of area 

 potentially no sense of ‘ownership’ from 
community 

 higher cost 

Advantages 

 linked to authentic local culture/history 

 stories to tell linked to this 

 may already be sense of ownership from 
community 

 lower cost 
 
Disadvantages 

 cannot select the specific destinations 

 may not be sufficient number of interest 

 may not have sufficient geographic 
coverage 

 may not be a coherent theme to link them 

In comparing between new or existing, there are advantages and 

disadvantages to both.  However, a key point to consider at this juncture is the 

trend in the tourism market towards authenticity.  More and more visitors are 

seeking out authentic experiences that they consider to be part of the genuine 

culture and history of the place they are visiting.  This also ties in strongly with 

the key target markets for the trail which are Curious Travellers, Engaged 

Sightseers and Natural Advocates.  This would tend to point towards existing 

attractions/installations.   
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Indeed, many of the examples from elsewhere e.g. NC500, Snow Roads, In the 

Footsteps of Kings and Dunfermline Digital Tours are highlighting existing 

attractions.  They are then finding ways to enhance the experience and ways 

of appreciating these, including the use of new technology.   

However, this presumes that there are existing attractions in Angus that would 

be suitable for a trail, have sufficient geographic coverage and a potentially 

common theme, which are key challenges of using existing attractions.  

Therefore in the next section we consider these points to establish whether 

there are existing attractions upon which to base a trail.  

5.4 Opportunities, Strengths and Weaknesses 

The table over considers some the potential opportunities and their strengths 

and weaknesses, specifically in relation to development of a theme for a tourism 

trail4.  We consider the potential of each of these opportunities in terms of a 

traffic-light system - high (green), medium (amber) and low (red). 

                                                           

 
4 It is not a comment on their role or performance as a tourist attractor but rather their 
potential for forming a trail. 
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Strengths, Weaknesses and Opportunities 

Possible Opportunities Strengths Weaknesses Potential for Trail 

Glens 
 Fantastic views 

 Unspoilt scenery 

 Are they sufficient on their own 

 May require more tangible things to seek out rather 
than just finding a view 

 Local competition - Cateran Trail is developing the 
Ecomuseum 

 However, may provide supporting role 

Medium 

Coastline 

 Coastal walks 

 Beaches 

 Seaside towns 

 Historic harbours 

 Those looking for coastal walks and beaches already 
catered for 

 People already visiting for dimension of seaside 
towns/harbours 

 May provide supporting role 

Medium 

Museums & Galleries 
 Good range of topic areas 

 Good geographical spread 

 Indoors – limited to opening times 

 Beyond being museums not really theme to link 
them 

 Not sure visitors would travel around museums on 
the basis of a trail 

Low 

Heritage Attractions 
 Good range of topic areas 

 Good geographical spread 

 Many indoors so restricted access 

 Many towns already have their own heritage trails 
Low 

Castles & Historic Houses 
 Glamis one of the finest in Scotland 

 Reasonable geographic coverage 

 Not enough to make a strong trail 

 Local competition – Castle Trail 
Low 

Wildlife 
 Montrose Basin is an important wildlife asset 

 Good geographic spread 

 Not enough to make strong trail 

 A lot of wildlife trails in other places 
Low 

JM Barrie and Peter Pan 
 Internationally renowned 

 Inspires tales of fantasy and adventure 

 Limited geographical focus – Kirriemuir 

 Rights owned by Great Ormond Street Hospital 

 Possibly include in wider trail 

Medium 

Royal Connections – Robert the 
Bruce, The Queen Mother and 
Princess Margaret 

 Internationally renowned 

 Historic and more contemporary 

 A lot of interest in royal family 

 Already catered through Glamis Castle and Arbroath 
Abbey 

 Limited geographical focus – Glamis and Arbroath 

 Local competition - Fife currently developing In 
Footsteps of Kings trail 

Low 

Forfar Witches  People’s interest in the supernatural 
 Not really other supernatural things of note to link to 

 Limited geographic focus - Forfar 
Low 

Food – Arbroath Smokie and 
Forfar Bridie 

 Specific to area 

 Arbroath Smokie – protected status 

 Adds dimensions for those specific towns but not 
sufficient for a trail 

 Limited geographical focus – Arbroath and Forfar 

Low 

Britain in Bloom 
 East Haven – Gold Award and Best Village 2018 

 Strong community spirit 

 Limited geographical focus – East Haven 

 However, possibility to tap into for the wider trail 
Medium 
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Strengths, Opportunities & Limitations 

Possible Opportunities Strengths Weaknesses 
Potential for 

Trail 

Golf – Carnoustie 
and Monifieth 

 The Open is internationally renowned 

 Carnoustie has hosted The Open eight times 

 Monifieth – Open qualifying course 

 Interest strongly linked to desire to play courses 
rather than visiting as part of trail 

 Limited geographical focus – Carnoustie and 
Monifieth 

Low 

The Unusual – Peter Pan, Bon 
Scott, Scott of Antarctic, Harley 
Davidson, etc 

 Unusual sparks people’s interest 

 Good geographic coverage 

 Provides a new spin on the Angus offer 

 Are there sufficient ‘unusual’ attractions 

 Can you have a mix of new and old 
 

High 
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5.5 The Unusual 

The analysis above shows that the potential opportunity that comes out 

strongest is the ‘Unusual’ supported by some other aspects such as glens, 

coastline, JM Barrie and Britain in Bloom.  Therefore, we have explored this 

idea further.  What are unusual things in Angus that could form part of the trail? 

 Kirriemuir: 

- JM Barrie and Peter Pan Statue: JM Barrie was born in Kirriemuir 

and continued to have strong connections with the town throughout 

his lifetime and is his final resting place; and 

- Bon Scott Statue: Bon Scott the original lead singer with AC/DC 

was born in Kirriemuir. 

This offers an interesting juxtaposition between Peter Pan and Bon Scott 

and there are statutes of both in the town.  So people could have their 

photograph taken with one or either or both. 

 Glen Prosen: 

- Scott and Wilson Statue: There is a statue dedicated to Wilson and 

Scott, the Antarctic explorers.  Wilson lived in Glen Prosen and it was 

here that Captain Scott planned much of his polar expedition. 

The statute would provide another point on the trail with an interesting 

story and it also sits at a viewpoint in the Glen (so the Glen also adds to 

the appeal). 

 Edzell: 

- Dalhousie Arch: the Arch spans the main road into Edzell from the 

south and commemorates the deaths of the 13th Earl of Dalhousie 

and his wife who both died on the same day. 

The arch provides a sense of grand entrance into the village and provides 

a good photo opportunity and interesting story about why it is there. 

 Brechin: 

- Brechin Cathedral:  The round tower on the cathedral is one of only 

two in Scotland; 

- Robert Watson-Watt Statue: made the ground breaking 

discoveries that led to the development of radar. 
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Although Brechin is a relatively small place it is a City due to the existence 

of the cathedral and its round tower is very unusual in Scotland.  Also 

Watson-Watt and the use of radio waves to develop radar would make 

for an interesting story and link to rapid developments in technology since 

then. 

 Aberlemno:  

- Netherton Cottage:  Before he emigrated to America, was home to 

the father of three of the founders of Harley-Davidson; and 

- Aberlemno Sculptured Stones: Four Pictish carved stones dating 

from between AD 500 and 800. 

Again, this provides an interesting juxtaposition, this time between 

ancient and modern culture.  May wish to install something related to 

Harley-Davidson. 

 Montrose: 

- Bamse: Bamse was a dog that served on the Norwegian 

minesweeper during World War II.  Bamse became the mascot of 

the Royal Norwegian Navy.  Bamse died on the dockside in 

Montrose in 1944 and was buried with full military honours. 

This is an unusual and fascinating story which probably goes unnoticed 

by most people visiting the town.  It also links strongly to Angus’ coastal 

heritage. 

 Arbroath: 

- Declaration of Arbroath Statue: the statue is a monument to the 

signing of the Declaration of Arbroath in 1320. 

This makes for a fascinating story, particularly given current times and 

debate over sense of identity. 

 East Haven: 

- Wooden Fishing Statue: a large statue carved from a redwood tree 

by a chainsaw artist celebrating East Haven being one of the oldest 

fishing communities in Scotland; and 

- Britain in Bloom: it has achieved a Gold Award and was Best 

Coastal Village 2018 in the Britain in Bloom Awards. 
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There is the wooden fishing statue which has recently been installed and 

is another strong link to Angus’ coastal history.   

Alternatively, there is potentially an opportunity to work with the local 

community to develop an unusual display of flowers each year.  This 

would provide another point on the trail and a different dimension to the 

local communities work in relation to Britain in Bloom. 

A common theme running through these unusual sites is that they are 

monuments of one form or another – so rather than just the unusual as a 

possible theme it could be ‘Unusual Monuments’. 

The other area under consideration was the Carnoustie/Monifieth area.  At 

this stage an ‘unusual monument’ have not been identified here.  However, 

there is an opportunity to work with the community to potentially unearth 

unusual attractions/stories or develop something new linked to the history of the 

area.  Angus Council had been considering developing something related to 

Golf to reflect Carnoustie’s historic link to the sport, particularly the Open 

Championship.  Having identified a solid basis for a number of existing 

attractions that could comprise a trail grounded in existing history and culture 

then it should be possible to add to this with a new addition, assuming that it 

maintains a strong historical link.   

The Unusual Monuments theme provides sufficient points of interest, with good 

geographic coverage and a common theme which addresses what were 

potentially a number of the disadvantages of using existing attractions.  It also 

plays into the strengths of authenticity, genuine stories to tell and a sense of 

ownership. 

5.6 Technology 

Whilst many travellers are looking to seek out authentic experiences, 

technology is an increasingly important factor in everyday lives, including within 

the tourism sector.  Tourists’ expectations are changing.  For the sites identified 

above it is the stories behind them that make them so fascinating and 

technology provides the opportunity to bring this to life.  Based on the research 

from elsewhere and the rural nature of many of the sites, the best route would 

seem to be the development of an app.  Visitors could download this prior to 

visiting the sites, so would not need to use lots of data.   
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The new installations would in fact be along the lines of activation boards at the 

sites which could make use of either iBeacon or NFC technology (QR codes to 

accommodate older phones). 

However, some people may not be familiar with apps or not wish to use them 

so a downloadable guide can also be developed. 

5.7 Overview 

There are a number of unusual and interesting monuments in Angus that could 

form the basis of a trail around the theme of ‘Unusual Monuments’.  The unusual 

piques people’s interest and plays into the wider narrative of people not being 

aware of what is on offer in Angus.  The theme also fits well with the trends for 

authenticity and edutainment and with the interests of the key target segments.  

Technology can be used to enhance the experience and convey the interesting 

stories behind these sites.  The sites would also provide good geographic 

coverage and encourage visitors to move around the area. 
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6 MANAGEMENT AND COSTS 

6.1 Introduction 

This chapter sets out the proposed management approach and costs for 

development of the trail. 

6.2 Management 

There are a number of different models when it comes to trail development.  

Some have been led by local authorities or other public sector organisations 

whilst others have been led by destination management organisations or local 

tourism groups.  We would propose that Angus Council should lead on the 

development and maintenance of the trail.  There are a number of reasons for 

this: 

 Angus Council already operate the Visit Angus website (visitangus.com) 

and the trail and app would be a natural fit with this; 

 The app could focus on the trail and simply link into other information 

already available on the website in terms of places to stay, eat and other 

places to visit; 

 The Council already has access to information relating to a number of the 

sites proposed for the trail;  

 There is already a certain amount of embedded knowledge within the 

Council; and 

 There is an opportunity to utilise in-kind support from the Council. 

Some have appointed internal project managers whilst other organisations 

have recruited externally for this role.  As there is embedded knowledge it would 

make sense for someone internally in the Council (who has an understanding 

of the existing tourism offer, promotion and website) to act as Project Manager 

for the trail development.  This would be the preferred option rather than 

recruiting an external project manager who would then be on a steep learning 

curve in regard to what already exists.  This would be the most cost effective 

solution.  However, in doing this it should be recognised that time would need 

to be allocated for this individual to perform the role.   



Tourism Trail for Angus  Tourism Resources Company 
Feasibility Study  April 2019 

 

-46- 

However, whilst the Council would lead on development of the trail it will be 

important to engage with both the business and local communities, as can be 

seen from experience from elsewhere. 

6.3 Business Engagement 

Business engagement is an important aspect if the full potential of the trail is to 

be realised.  If businesses engage with the trail then they can help to promote 

it.  We would propose a couple of businesses engagement events to make 

businesses aware of the trail and the opportunities that it presents.  A business 

toolkit could also be developed that would make it easier for the business to 

engage with and benefit from the trail. 

6.4 Community Engagement 

Part of the reason for developing a trail around, predominantly, existing 

installations is that this helps to create a strong authentic link with local history 

and culture.  This will also hopefully mean that there is already a sense of 

ownership, to a greater or lesser extent, around these installations.  However, 

there is still a potential role for the community to play around the development 

of the trail, including: 

 At East Haven, developing something around their Britain in Bloom 

participation; 

 At Carnoustie/Monifieth potentially identifying a suitable monument for 

inclusion or helping inform a new installation , possibly related to golf; and 

 Potentially providing content for the existing installations that will form 

part of the trail. 

The ATC are currently involved in a transnational project, a key component of 

which is community engagement.  This would be a good opportunity to partner 

with the ATC in conducting the community engagement part of the project. 

6.5 Costs 

Indicative costs for the trail have been provided as part of this report.  These 

would be amended as the project progresses and certain aspects have been 

clarified e.g. the exact number of sites to be included, whether an installation is 

required in the Carnoustie/Monifieth area, the exact nature of the app to be 

developed, etc. 
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INDICATIVE COSTS 
Component Cost 

App & content £35,000 

Marketing/Promotion £35,000 

Installation £10,000 

Activation Boards £7,500 

Business Workshops & Toolkit £7,500 

Downloadable guide, additions to website, etc £5,000 

Total £100,000 

The project will also require in-kind support from Angus Council in the form of 

staff resource and admin/IT. 

6.6 Overview 

The project management approach would ideally be led by Angus Council 

through an individual with knowledge of the Angus tourism market and existing 

promotion.  Whilst Angus Council would lead on the project it will be important 

to engage with both the business and local communities to help shape and 

promote the trail.  The indicative costs for the trail are £100,000, although this 

would be subject to amendment as the project develops.  There would also be 

a need for in-kind support from the Council in the form of staff resource and 

admin/IT. 
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7 VISITOR NUMBERS AND ECONOMIC IMPACT 

7.1 Introduction 

This chapter provides estimates of the potential number of visitors to the trail 

and the economic impact that they would generate for Angus. 

7.2 Visitor Numbers 

7.2.1 Local Population 

We undertook an isochrones drive time analysis for: 

 0-30 mins; and 

 31-60 mins. 

The drive time map is given below. 
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There are just over 460,000 people resident within a one-hour drive. 

RESIDENT POPULATION 
Drive Time Isochrone Number % 

0-30 mins 239,212 52% 

31-60 mins 221,109 48% 

Total 460,320 100% 

7.2.2 Overnight Visitors 

There are just under 1.1m overnight tourists within a one-hour drive.  However, 

we need to exclude business visitors which gives just under 900,000 holiday 

tourists and VFR (visiting friends/relatives). 

OVERNIGHT VISITORS 

Origin 
Number within 1 hr 

drive 
Holiday and VFR % 

Relevant Holiday 
and VFR Trips 

UK 863,387 83% 714,969 

Overseas 222,982 82% 183,765 

Total 1,086,369 83% 898,734 

7.2.3 Penetration Rates 

The penetration rates of the trail into these different markets is given in the table 

below. 

PENETRATION ANALYSIS 
Origin Population Penetration Visitors 

Local Residents 

0-30 mins 239,212 0.76% 1,817 

31-60 mins 221,109 0.46% 1,007 

Subtotal 460,320 0.61% 2,824 

Domestic Tourists 

Dundee & Angus 273,840 0.38% 1,040 

Staying outside Dundee & Angus 441,129 0.19% 837 

Subtotal 714,969 0.26% 1,877 

Overseas Tourists 

Dundee & Angus 72,200 0.27% 196 

Staying Outside Dundee & Angus 111,565 0.14% 151 

Sub total 183,765 0.19% 348 

Total 5,049 

The estimated visitor numbers per annum is approximately 5,000. 
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7.3 Economic Impact 

The economic impact has been assessed at the Angus level in terms of net 

additional direct expenditure and output. 

7.3.1 Origin 

The number of visitors has been estimated at approximately 5,000.  The pattern 

of visitor behaviour varies by day and overnight, and by origin, therefore these 

have been analysed separately in order to derive the economic impact. 

VISITOR BY TYPE AND ORIGIN 
 Day Overnight 

Angus 16% - 

Elsewhere in Scotland 40% 21% 

Elsewhere in UK - 16% 

Overseas - 7% 

Total 56% 44% 

7.3.2 Expenditure 

The average daily expenditure for visitors is shown in the table below. 

AVERAGE DAILY EXPENDITURE 
 Angus 

Day £27 

Overnight – UK £61 

Overnight - Overseas £69 

7.3.3 Length of Stay 

The average length of stay for day visitors is one day, and for overnight we have 

assumed two that would be linked to visiting the trail. 

7.3.4 Gross Expenditure 

If we multiply the visitor origin by the average expenditure and length of stay 

that gives gross expenditure of £353,230. 

7.3.5 Gross to Net 

Calculating the net impact from the trail, which is the true measure of the 

economic benefit to Angus, requires taking account of: 

 Deadweight; 
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 Leakage; 

 Displacement; and 

 Multiplier effects. 

Deadweight 

Deadweight is a measure of the extent to which the project would go ahead 

without public sector support.  The project would not go ahead without public 

sector support so the level of deadweight is zero. 

Leakage 

Expenditure that takes place outside of the geographic area at which the 

economic impact is being assessed is leakage.  Leakage has been considered 

throughout the calculation process, based on where the expenditure of visitors 

will take place. 

Displacement 

Displacement is a measure of the extent to which the development has simply 

moved expenditure from one part of the economy to another.  The displacement 

levels applied are given in the table below. 

DISPLACEMENT (%) 
 Angus 

Day 

Angus 85 

Elsewhere in Scotland 10 

Overnight 

Elsewhere in Scotland 40 

Elsewhere in UK 60 

Overseas 80 

7.3.6 Net Additional Expenditure 

Taking account of deadweight, leakage and displacement gives net direct 

additional expenditure of £179,478 per annum in Angus. 

7.3.7 Multipliers 

The direct expenditure of visitors will also have two types of wider impact on 

the economy: 
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 Supplier (indirect) effect: an increase in sales in a business will require it 

to purchase more supplies than it would have otherwise.  A proportion of 

this ‘knock-on’ effect will benefit suppliers in the local economy; and 

 Income (induced) effect: an increase in sales in a business will usually 

lead to either an increase in employment or an increase in incomes for 

those already employed.  A proportion of these increased incomes will be 

re-spent in the local economy. 

The combined multiplier for Angus is 1.4. 

7.3.8 Net Additional Output 

Applying the multiplier gives net additional output of £251,269 per annum in 

Angus. 

7.4 Overview 

The number of visitors to the trail has been estimated at 5,000 per annum, with 

56% day and 44% overnight visitors.  The net additional output has been 

estimated at approximately £250,000 per annum in Angus. 
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8 CONCLUSIONS 

8.1 Introduction 

This chapter provides conclusion based on the research and analysis in the 

preceding chapters and is focused around the objectives of the study. 

8.2 Angus Tourism Market 

There has been an upward trend in tourism in Angus and the local tourism 

businesses are optimistic about the future.  The Scottish market is important for 

Angus, particularly the day visitor market from the adjacent areas of Perth & 

Kinross and Dundee.  However, whilst a smaller number of visitors stay 

overnight they are important in expenditure terms as their expenditure is much 

higher.  The trail, therefore needs to appeal to both day and overnight visitors. 

Angus comprises a mix of coastal and inlands towns together with rural areas, 

including a number of glens and the trail should incorporate a mix of these. 

The main form of transport to Angus is by car and this mode of transport would 

be the most common for the trail, in order to encourage visitors to explore 

different places around the area. 

8.3 Type of Trail 

There are already a number of charity trails which tend to be of a large scale 

and city focused.  It does not make sense for Angus to try to compete with this, 

but they should take the opportunity to piggyback onto them where they take 

place in Aberdeen or Dundee.  There are also a number of driving routes, but 

this type of trail would not suit Angus, due to its size, with people being tempted 

to just take a scenic drive through.  The type of trail required is one that will 

encourage people to stop and explore the area.  There are some different 

possibilities in this regard. 

There are a lot of sculpture trails/gardens throughout the UK and it can cost 

quite a lot to establish one as there is a need to commission a reasonable 

number of sculpture/installations.  Selfie trails have also been developed in 

some areas either through the use of existing attractions or commissioning of 

installations.  However depending on the type of installation, the latter has the 

potential to divide opinion.  There are also a number of trails that use existing 

attractions/installations.   
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In considering between either new or existing installations it is important to 

consider both recent trends and the target markets for the trail. 

8.4 Target Markets and Trends 

There is a trend towards tourists seeking out authentic experiences and 

connecting with local culture and history and this fits strongly with the three 

visitor segments that would be the key targets for the trail - Curious Travellers, 

Engaged Sightseers and Natural Advocates.  It also fits with particular strengths 

of Angus in terms of history & heritage and beautiful/picturesque settings.  

Developing a trail around existing attractions will link strongly into the trends for 

authentic experiences and edutainment, and provide the opportunity to relay 

the fascinating stories that surround them.  Recent developments in technology 

provides the scope to bring these stories to life and enhance the visitor 

experience.  Indeed, many of the examples from other areas have taken this 

approach.  However, this is dependent on there being sufficient existing 

attractions of interest that would be suitable for the trail (discussed in greater 

detail below). 

8.5 The Trail 

Theme 

Different options for a theme for the trail were considered based on potential 

opportunities and their relative strengths, weaknesses and potential for the trail.  

This identified the potential for a theme based around ‘Unusual Monuments’ as 

the unusual piques people’s interest.  It also plays into a wider narrative about 

people not being aware of what is on offer in Angus and that there are unusual 

and interesting things to discover. 

Type of Installation and Suggested Locations 

The trail will utilise existing installations in a number of locations, as set out in 

the table below. 
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Locations and Attractions 

Location Attractions 

Kirriemuir 
 Peter Pan Statue 

 Bon Scott Statue 

Glen Prosen  Scott & Wilson Statue 

Edzell  Dalhousie Arch 

Brechin 
 Cathedral Round Tower 

 Robert Watson-Watt Statue 

Aberlemno 
 Netherton Cottage 

 Aberlemno Stones 

Montrose  Bamse Statue 

Arbroath  Declaration of Arbroath Statue 

East Haven 
 Wooden Fishing Statue 

 Britain in Bloom 

There may also be the possibility to develop something in the 

Carnoustie/Monifieth area. 

An Unusual Monuments trail will provide sufficient points of interest, with 

fascinating stories to tell at each of the sites.  It will have good geographic 

coverage encouraging people to move around the area and reflects the mix in 

Angus in terms of coastal/inland towns, and more rural areas. 

Technology 

Technological developments have provided the opportunity to communicate 

history, culture and stories in new and exciting ways.  Development of an App 

will be a key feature of the trail.  Whilst the majority of the sites on the trail are 

existing installations, activation boards should be installed at the sites which 

could make use of either iBeacon or NFC technology (QR codes to 

accommodate older phones). 

However, some people may not be familiar with apps or not wish to use them 

so a downloadable guide can also be developed. 
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8.6 Management 

The trail development would ideally be led by Angus Council, as this will allow 

for a much more seamless link into the existing Visit Angus website and utilises 

existing knowledge whilst accessing elements of in-kind support.   

A project manager internal to the Council would be the preferred option where 

they have an understanding of the existing tourism offer, promotion and 

website.  Although it should be recognised that time would need to be allocated 

for the person to perform this role. 

Whilst the Council would lead on development of the trail it will be important to 

engage with both the business and local communities. 

8.7 Business and Community Engagement 

Business engagement and promotion of the trail will be key aspects to realising 

the full potential of the trail.  This can be achieved through some business 

engagement events and a business toolkit. 

The community will also have an important role to play in helping to shape the 

type of installation at certain points on the trail e.g. Carnoustie/Monifieth, East 

Haven and stories/content for the other sites on the trail.  The ATC’s existing 

transnational project would provide an ideal means for engaging with the 

community. 

8.8 Costs 

The indicative cost for the trail is £100,000 which would be subject to 

amendment as the plans for the trail develop. 

INDICATIVE COSTS 
Component Cost 

App & content £35,000 

Marketing/Promotion £35,000 

Installation £10,000 

Activation Boards £7,500 

Business Workshops & Toolkit £7,500 

Downloadable guide, additions to website, etc £5,000 

Total £100,000 

The project will also require in-kind support from Angus Council in the form of 

staff resource and admin/IT. 
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8.9 Visitor Numbers and Economic Impact 

It is estimated that the trail may attract approximately 5,000 visitor per annum 

with a split of 56% day and 44% overnight, and generate net additional output 

of £250,000 per annum. 
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APPENDIX II - CONSULTEES 

Organisation/Project Consultee 

Angus Council Merlyn Dunn 

Angus Council Millie Clarke 

Angus Tourism Cooperative Ann-Marie Black 

Angus Tourism Cooperative Norma Lyall 

Scottish Enterprise – Destination Development Fund Louise Vickers 

In the Footsteps of Kings Ann Camus 

Dunfermline Digital Tours Mark MacLeod 

Snow Roads Jennifer Green 

Cateran Ecomuseum Clare Cooper 
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