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Overview
Doors Open Days 2012 featured
the largest number of events
and sites in the event’s 23 year
history.
In total, 1073 buildings and events took part, spread across
30 local authority areas, and attracting over 225,000 visitors
or the equivalent of 66,100 individuals.
This represents a 12% increase in events, 17% increase in
visits and 7% increase in visitors compared with 2011.
Around 4,600 volunteers contributed just over 24,100
working hours (3,460 days) to the event.

The purpose of this report is to evaluate the success of
key aspects of DOD coordination and to inform strategic
developments in 2013 and beyond. This report should
also function as a reference point for future coordination.
Evaluation of this event is based on visitor, event organiser
and area coordinator surveys, press cuttings, Google
Analytics and some 3rd party research, for example
VisitScotland’s reports. Several areas conduct their own
surveys and analysis and this has brought additional
insights into the project’s evaluation.
In 2012 the Trust received just over 3,600 visitor surveys,
370 event organiser surveys and 15 area coordinator
surveys.

Figures taken from Scotland’s Historic Environment Audit
2012 suggest that Doors Open Days makes up 25% of all
heritage related volunteering opportunities in Scotland.
Visits to www.doorsopendays.org.uk increased by 26% from
110,400 to 139,400 in comparison with 2011. There was a
3-fold increase in the number of people accessing the site
from mobile devices to around 31,500.
The number of unique website visitors reached over 100,000
for the first time in the event’s history and the number of
pageviews increased by more than 20% to 755,000.
Press coverage was once again very strong with national and
local print, digital and broadcast media covering the event.
A local radio ‘Golden Ticket’ advertising and e-newsletter
campaign, supported by Aberdeen Asset Management and
VisitScotland, received considerable interest from the public
and which exceeded all targets.

Maryhill Burgh Halls, Glasgow © Gordon Barr
Doors Open Days showcases building projects
and promotes awareness of local heritage.
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Organisation, structure
and supporters
Coordination

Doors Open Days is coordinated nationally by the
Scottish Civic Trust with support from Historic Scotland,
EventScotland and sponsorship from Aberdeen Asset
Management. Area programmes are coordinated by a
network of local authorities, civic societies and heritage
groups and they are supported by a large number of
volunteers, businesses, community organisations and
building owners.

History

In 1990 as part of the European City of Culture celebrations,
Glasgow and Ayr became the first areas in Scotland to run a
DOD. The popularity of the event encouraged several other
areas in Scotland to take part the following year, coordinated
centrally by the SCT. In 1991 Scotland became the only
country in the UK and one of only 5 European nations to take
part in the first ever European Heritage Days.

Doors Open Days is supported by Scottish Ministers through
their Executive Agency Historic Scotland, the national event’s
major funder.
Speaking ahead of the launch of Doors Open Days, Fiona
Hyslop MSP, Cabinet Secretary for Culture and External
Affairs, said:
“Scotland’s heritage is embodied in our diverse historic
environment, which offers a fascinating insight into different
aspects of our past and our wider contribution to the world.
“It is remarkable to think that Doors Open Days began back
in 1990 when Glasgow was enjoying European City of Culture
status.
“This year we can celebrate how it has grown with communities
across Scotland putting on the biggest and most diverse Doors
Open Days programme yet for locals and visitors alike.

European Heritage Days

Alongside Scottish Archaeology Month, coordinated by
Archaeology Scotland, DOD forms Scotland’s contribution to
European Heritage Days, which sees over 25 million people
from 50 countries take part in activities and visits.

Volunteers

Many volunteers contribute to the planning and promotion
of the event as well as running the actual open days and
associated activities both at local and national level. Their
contribution is critical to the ongoing success of the event
and the Scottish Civic Trust would like to thank all those who
give their time and energy to organise Doors Open Days.

Doors Open Days is sponsored at national level by Aberdeen
Asset Management. Aberdeen Asset Management is a pure
asset management group and is one of the largest publiclyquoted investment managers listed in the UK. It invests
worldwide as a traditional, fundamental investor on behalf of
institutional clients, advisers and individuals globally across
major asset classes. Aberdeen participates in sponsorships
where it may get actively involved and make a difference to
an event and its accessibility.
Martin Gilbert, Chief Executive of Aberdeen Asset
Management, said:
“We are delighted to support Doors Open Days again and hope
as many people as possible will have the chance to visit one of
the hundreds of buildings, sites or tours on offer across Scotland.
The Scottish Civic Trust has done a tremendous job pulling
everything together and I am sure this event will be even more
successful than last year”.

“I really hope many people will take this opportunity to get out
in their home towns and cities and see behind the scenes at
some of the most intriguing buildings we have to offer.”
Between 2009-11 EventScotland supported domestic and
international tourism marketing campaigns, with additional
in-kind support from VisitScotland. In 2012, VisitScotland
worked closely with SCT to develop a domestic tourism
marketing campaign linked to the Year of Creative Scotland.
The Trust would like to thank in particular Noelle Campbell,
Brand Manager at VisitScotland, for her considerable efforts
in developing and delivering this campaign.
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What is the value of
Doors Open Days?
Doors Open Days is Scotland’s largest free festival of the
built environment, celebrating our heritage and showcasing
contemporary architecture to a domestic and international
audience.
•

•

•

•

•

Promotes civic pride, community cohesion
and builds understanding between different
groups.
Encourages children and young people to
become involved with community projects
and provides them with meaningful
experiences of their local built environment.
Gives a national platform for a wide range
of organisations, campaigns and projects to
promote their work to the public and build
good relationships with local communities.
Enables event organisers to develop valuable
research, presentation and organisational
skills, building the capacity of participating
organisations.
Provides a wide range of volunteering
opportunities.

•

•

•

•

•

Supports tourism by encouraging visitors
from other areas of Scotland, the UK and
abroad to visit, and by extending the tourist
season into September.
Acts as a ‘gateway ‘to heritage and the arts
by providing informal, friendly access to
places some visitors might otherwise find
intimidating or ‘not for them’.
Highlights good architecture and placemaking by showcasing exemplar projects and
innovative design.
Provides valuable income streams for Scottish
businesses offering both on-the-day sales,
repeat visits and marketing opportunities.
Helps deliver local and national government
strategic objectives.

Junior Guides from Claypotts Schools give tours to visitors during
Claypotts Castle’s Doors Open Days.
In 2012 over 600 people visited. © Dundee University
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Visitor numbers
In 2012, an estimated 225,200
visits were made, up by 17%
compared with 2011.
There was an increase of 7% in the number of individual
people taking part in the event, to just over 66,100. This
figure is calculated on the basis of the average number of
sites each person says they had visited, or were planning to
visit.
Variations were noted between different areas, which seemed
to depend on whether significant clusters of sites existed in
the local programme. For example, the average person going
to Edinburgh sites, stated that on average they would visit 6.5
sites, compared with Angus where the figure was just over 2.

2011

2012

192,100

225,200

+17%

61,900

66,100

+7%

116,000

141,200

+22%

Visits - other areas

76,100

84,000

+10%

Visitors - Gl’w & E’burgh

31,400

37,100

+18%

Visitors - other areas

30,500

29,000

-5%

Visits
Visitors
Visits - Gl’w & E’burgh

%
change

Table illustrating the changes in
visitor numbers and patterns compared with 2011

The number of visits recorded in Glasgow and Edinburgh was
significant up in comparison to last year at 141,200 or 22%.
Areas outside the main cities also increased, but by a lesser
extent, 10%.
Interestingly the number of people this actually represents
increased within the two main cities, but declined by 5%
elsewhere.
This suggests that although visitors outside Glasgow and
Edinburgh were encouraged to go to more sites, slightly
fewer people than last year were actually motivated to take
part in DOD.
One of the reasons for this could be the overall reduction
in local marketing materials, due to cuts in local authority
budgets and in the capacity of event organisers to promote
their events.
Among the most common comments extracted from
visitor surveys, was that they thought publicity should be
improved, with earlier awareness raising and easier access to
programme details.
Until additional resources are found at national and local
level to bolster publicity, building owners and individual
event organisers should be encouraged to undertake their
own marketing, and make the most of ‘word of mouth’
promotion.

Glasgow House Impression - Construction Skills Academy
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Visitor origins
Visitor origins

‘do’ Doors Open Days’, they want to explore their home city.

Around three quarters of respondents to the visitor survey
stated that they were ‘locals’, and this underlines the ongoing
appeal of Doors Open Days as an opportunity for the public
to discover the heritage and architecture on their own
doorstep.
A fifth, stated that they lived elsewhere in Scotland and a
further 5% who either lived in the UK, but outside of the
Scotland, or lived elsewhere. Visitors were noted from a wide
variety of countries including New Zealand, Australia, China,
South America, Germany, France and the Netherlands.
Differences between visitor origins are noticeable when
comparing people within Glasgow and Edinburgh to those
outside of the cities. Slightly more from outside of the cities
were locals and more tourists used Doors Open Days to visit
areas away from the cities.
Compared with 2011 fewer people came from outside of the
local authority area and when asked if they planned to visit
other areas, 24% said yes and 18% said maybe, compared
with 34% and 27% respectively in 2011.
This suggests that marketing has been more successful
in motivating UK and foreign visitors to travel to Scotland
and explore sites during Doors Open Days than it has in
motivating larger numbers of ‘domestic’ tourists.
Figures taken from the Great Britain Tourism Survey for
the period January-September show that there was a 7.4%
decline in Scottish domestic tourism trips and a 9.5% decline
in overnight stays.
There are a several possible reasons for this change. Firstly,
the proportion of surveys from Glasgow and Edinburgh
is greater than in previous years and supports anecdotal
feedback which suggests that the strength of the Glasgow
and Edinburgh programmes means fewer locals realise the
event takes place elsewhere or feel that if they are going to

Around 35% of survey respondents within Glasgow and
Edinburgh stated that they would or might travel to other
areas compared with 48% of people living outside the 2
cities.
Another reason for the decline in the numbers of people
travelling to other local authority areas was the marketing
strategy. Although the Visit Scotland campaign was
successful in terms of fulfilling its targets, the local radio
and e-strategy seem to have been most successful in raising
awareness of the event, rather than motivating visitors to
travel to other areas of Scotland.

Transport

Unsurprisingly, the most common form of transport to sites
was the car (57%), followed by ‘on foot’ (21%) and bus (15%).
A further 5% travelled by train, 1% on bike and 1% taxi.
Within urban areas, and where ‘clusters’ of sites exist more
people stated they came on foot.
Local public transport is an issue for some areas, with little
in the way of regular services. By their nature, some sites
are in out of the way locations, and are not well linked to the
transport network.
Several areas offer free busses to difficult-to-reach areas and
include public transport information in their leaflets. The
national website has a Traveline Scotland journey planner
‘widget’ to the left of all listings enabling visitors to quickly
check their routes. However, there are opportunities to work
with transport businesses and government initiatives to
make travelling between DOD sites much easier.
A further development, discussed in the Smartphone and
Apps section of this report, is to use mobile devices, which
many visitors have, to simplify journey planning.
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Visitor age profile
Establishing an accurate audience profile is
challenging, and although many surveys are
returned each year, feedback comes from a ‘self
selecting’ group.

40

The age profiles illustrated on the right are of
the people who filled in the survey, and while
the survey also asks about other members of the
group, although doesn’t enquire about their age.

25

Compared with last year, there was an increase
in the number of people who said they were
under 40 suggesting that there has been a slight
shift towards a younger audience.

10

Around a third of respondents stated that they
had visited with their partner or spouse, with
those in a family group making up next biggest
proportion (27%). A fifth said they were visiting
with friends and a further fifth said that they had
gone on their own.
Of those that said they were in a family group,
76% said they had under 10 year olds with them,
27% 10-15 year olds and 14% 16-19 year olds.
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Visitor experience
New visitors

Greater
geographical
spread
4%

More than a third (36%) of visitors had never taken part
in Doors Open Days before. This suggests that media and
marketing activity continues to draw in new audiences. Of
those 99% said that they would take part again, implying that
the vast majority had very positive experiences.

More tours
14%

Quality of experience

The rating that visitors gave their DOD experience was
extremely high, with 82% rating their visit as ‘excellent’, 17%
‘good’, and 1% fair. This compares favourably with 2011 when
79% thought their visit was ‘excellent’ and 20% thought it was
‘good’.

Improvements

When asked about the type of improvements visitors would
like to see, 40% stated that none were needed. There were
two broad categories for ways to improve the programme:
Increases to size of programmes and the range of areas
taking part (27%), and; higher quality of interpretation and
education (30%).
The most popular requests were for more buildings to
be open (23%) and more tours (14%) demonstrating the
ongoing popularity of the programme and desire to gain a
deeper understanding of sites/events.
The next most requested improvement were for better
information about sites (10%) and to have more activities for
children and families (6%).

Motivations

Other
3%

The greatest motivation for visitors was that they had a
special interest in particular building or subject (46%)
emphasising the importance of the programme content and
ensuring the audience is aware of what sites are taking part.

None needed
40%

More buildings
open
23%
More activities
for children and
families
6%

Better
information
about sites
10%

Many visitors (38%) stated that they had a general interest
in architecture or heritage and 27% said that opportunity to
get into a site which was normally closed to the public was
a motivation for their visit. Around 1 in 5 visitors (18%) said
that they visited to show support for the event organisers,
a project or campaign suggested that they were motivated
by an affinity with event organisers and the sense that they
wanted to ‘get behind’ a cause or group.
Some visitors took part on the basis that access was free
(16%) and 5% wanted to take part in activities run from the
site. On-site marketing collateral encouraged 4% of visitors
to walk in off the street suggesting it remains an important
way of attracting people who hadn’t otherwise planned a
visit.

I saw the banners / balloons outside and thought I'd take a look

4

I wanted to take part in the activities run from this site

5

I wanted to support the event organisers / project / campagin

18

it is normally closed to the public

27

It was free to get in or attend

16

I have a general interest in architecture and heritage

38

I have an interest in this particular building or subject

46
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Programme development
Doors Open Days 2012 saw
greater geographical coverage
across Scotland and greater
diversity of sites & buildings.
The overall increase in the number of sites taking part is
in part due to significant rises in open doors and events
Edinburgh (+40). However, a number of other areas also saw
significant increases including Angus (+36), Argyll & Bute
(+12) Dumfries and Galloway (+12), Dundee (+15), Falkirk
(+7) and Stirling (+10).
Some areas, such as Ayrshire, have taken part for many years
and are still able to identify and drawn in new buildings &
events.

It is hoped that the Event Organisers Handbook can provide
some support for these new participants and that the
National Coordinator can identify national level partnerships
which can result in new sites and events being brought into
the programme.
To improve the Handbook, SCT would like to provide
examples of how apparently ‘difficult’ sites such as factories
are able to take part in DOD.

Overall around 17% of sites and event has not taken part in
DOD before and 98% of buildings ran some kind of additional
activity or interpretation, the most common being tours,
providing information leaflets and exhibitions, and supplying
refreshments.
Feedback from area coordinators identifies building
recruitment as particularly time consuming, as potential
participants need coaching and support to bring them into
the programme.
As local budgets are cut and capacity reduced, in the main at
council level, coordinators are concerned that they will not
be able to spend the time need to deliver consistently fresh
programmes.

Table below: showing the number of sites & events
taking part in DOD from 1990-2012.
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Volunteers
Around 4,600 volunteers were
involved in running Doors Open
Days in 2012.
Volunteers are involved with the full spectrum of activities
relating to DOD including area coordination, event planning,
stewarding and running tours. Volunteers also worked
directly with SCT by giving website and evaluation support.

Desite these large numbers, there remains high demand from
event organisers for additional help ahead of and during
DODs.
Developing further structures for recruiting, training and
supporting volunteers would improve the capacity of area
coordinators and event organisers.

Young people in several areas were involved in interpreting
sites to the public organised by Ranger Services, schools,
Scouts and the Guides.

Overall experience

Just over 63% of sites and events were organised or
supported by volunteers who contributed around 24,100
working hours to the event, the equivalent of 3,460 days.

88% of event organisers felt their open day was a success,
10% thought their’s a ‘partial’ success and just 2 reponders
thought their was unsuccessful.

According to Scotland’s Historic Environment Audit 2012
Doors Open Days has more volunteers than the National Trust
for Scotland (4,600 compared with 3,600) and around18,500
volunteers give their time to historic environment projects,
25% of which are Doors Open Days.

Hours given

Paid staff

Total

63%

47%

n/a

4,634

2,547

7,181

24,197

16,282

40,479

People

Support is given by local coordinators and also by SCT
through the production of the Event Organiser’s Handbook.

Table showing the percentage of sites
organising different activities.
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Volunteer profiles
Focus Scotland Magazine worked with SCT to
profile volunteers involved with Doors Open
Days. The following text is extracted from this
article.
Stephen Leitch, Publicity Manager for The Moray
Burial Ground Research Group
“Our voluntary group was formed in 2003 with the task of
surveying every burial ground in Moray, which also includes
part of the old county of Banff. This is a monumental task as
there are some 140 burial sites, both public and private to be
studied!
MBGRG is a full member of the Scottish Association of Family
History Societies, and we work in consultation with the
Council for Scottish Archaeology, Historic Scotland, Moray
Council, and the Royal Commission on the Ancient & Historic
Monuments of Scotland
The published results of our research should benefit
genealogists, family, local and social historians, as well as
archaeologists, and other disciplines. The Group has received
financial support from various sources, including grants
from the National Lottery “Awards for All” scheme and Moray
Council.
A great deal of our work is carried on behind the scenes,
including historical research in various archival centres,
but most of our recording work takes place in churchyards
and cemeteries. We plot every tombstone onto a site plan,
accurately record the full inscription, and take photographic
records (and scale drawings where necessary). These are
taken for accuracy checks, as well as archival and illustration
purposes.
As part of MBGRG I take part in helping to clean and record
gravestone inscriptions. I also assist with promoting and
publicising the work of the group to encourage people to get
involved with the overall aim of MBGRG, which is to record
and publish where possible, every memorial in Moray.
Researching local history has always been a passion of mine
and I became involved with the group as I wanted to take an
active role in recording part of Moray’s local history. Working
with the group is a very practical means of doing this, and it
is a very good way of meeting other like-minded people.
I will be meeting and greeting people who come along to the
Michael Kirk and St. Peter’s Church, telling them about the
sites and the work the group are involved with. Being a part
of Doors Open Day allows the group to highlight its work to
people and be able to help promote two of Moray’s historic
buildings, one of which is a ruin, while the other is still in use.”

Andrew Johnson, Chairperson of the Friends of
Govanhill Baths Community Trust
“We initially became involved as Glasgow Council held the
Doors Open Days event in such high regard that we were
allowed to access the building for the first time in 8 years and
let the public in to see it too.
Our subsequent good relationship with the Council in part
grew from that event and their awareness of its impact.
The public response was so overwhelming that we were
spurred on to hold other events (we drew confidence from
its success) and to take part in Doors Open Days every
year since, trying to do something different each time and
consistently attracting huge numbers of people.
Over the three years of being open for Doors Open Days
some 7,000 people have attended to take our organised tours
around the baths and every year there are queues outside
waiting patiently for “their turn”.
This alone in dictates the regard, affection and pure joy
people express at being inside an Edwardian building with its
grand main pool.
This alone spurs us on!”
Andrew Johnson © Tom Donald
www.clearwood.co.uk
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Event organiser feedback
Problems

No major problems were reported and once again, no
claims were made against the DOD network insurance
policy. However, there were some organisation and publicity
problems.
The greatest concerns for event organisers were visitor
numbers and staffing. 27% expressed a concern that they
wouldn’t get enough visitors and 14% that they’d get too
many. A further 21% were also worried about staffing.
After the event 10% felt that they didn’t get enough visitors
suggesting that although most events ran problem free,
many event organisers could use additional marketing
advice. There were a number of other reasons for low
visitor figures - for example a prominent Orange Walk
disrupted parking and travel in one area, and Andy Murray’s
‘homecoming’ in another - to more general issues to do with
publicity.
Similarly 11% experienced staffing problems suggesting that
visitor management and having enough people on hand to
steward sites and lead activities remains an issue in the larger
cities.

of their site would be unsuitable for visitors, so they simply
closed it. This suggests that event organisers are effectively
managing and mitigating against risks, supported by advice
contained within the Handbook.

Support

Many event organisers commented positively on the support
provided to them by local coordinators and of those who
responded, just over half had seen the Event Organiser’s
Handbook, produced by SCT and available online as well as
distributed via area coordinators. Awareness of this resource
should be improved, as of those who experienced some
kind of problem with their event, just 40% were aware of the
handbook.

Support enhancement

One proposal is to develop a central bank of contacts who are
interested in volunteering directly for event organisers. This
would greatly enhance the capacity at local level and create
more opportunities for different people to engage with DOD.

The most common explanation given by event organisers for
this was a disappointment in the number of visitors.
Encouragingly, although around 13% of event organisers
thought they might experience health and safety issues, and
7% were worried about security and damage to property and
contents, only 2 sites actually reported problems. One didn’t
provide any further details but the other response suggest
that they had identified via the risk assessment that one part
Table showing the number of anticipated vs actual problems.
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Media & marketing
In addition to the Golden Ticket marketing campaign, 60,000
A5 fliers were printed and distributed to a wide variety of
sites. These included area dates and details of the national
website.

Around 5% of visitors saw a sign, banner or balloon outside
and came in and a further 4% were made aware of the event
from broadcast media.
Other responses came from people who had come across
details of the event via more unusual routes - school and
council newsletter for example and social networking.

These included: central libraries, local libraries; tourist/visitor
information centres (who also accepted A4 posters); and
participating sites. In addition, 10,000 fliers were distributed
with September’s History Scotland Magazine.

The most popular source for programme details was the
website, with 32% of visitors saying they used it to get
information about the event.

Visitors were asked how they found out that Doors Open
Days was taking place. Around 41% stated that they knew
about the event from previous years and 18% said that they
knew about the event through word-of-mouth.

Local programme leaflets remain popular, with 27% of
respondents saying they used them.

These figures illustrate the importance of working with
networks of people to promote the event, whether that
is through traditional means or through online social
networking.

Community ‘hubs’ such as libraries, participating venues and
visitor or tourist information centres were the sources of
programme details for 26% of respondents while 15% found
out details from local or national printed press.

Printed media remains an important reminder for visitors
that the event is taking place, with 29% stated they saw a
flier,leaflet, newspaper or magazine advert.
Visitor Survey responses (answers as a percentage)
“How did you know Doors Open Days was happening?”

Other
Saw a banner / balloons outside
Saw a flier/leaflet
Mentioned online
On TV
Heard an advert on the radio
Saw an advert in a paper/magazine
Word of mouth
Knowledge from previous year
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‘Golden Ticket’
Marketing Campaign
The 2012 national marketing campaign was supported by
Aberdeen Asset Management, tourism agency VisitScotland
and Scottish Government backed initiative ‘Year of Creative
Scotland’, supported by Royal Incorporation of Architects of
Scotland (RIAS).

The media agency (Carat) negotiated a combined
programme of on-air and online activity on the basis of the
appeal of the campaign to Bauer Scotland-based listenership
and the offer of the promotion to them as an exclusive media
partner.

The primary aims of the campaign were to promote Doors
Open Days, encourage domestic tourism and highlight
Scotland’s architectural heritage.

•

A meeting in mid-2012 with Noelle Campbell, Brand Manager
at VisitScotland, resulted in the development of the ‘Golden
Ticket’ marketing campaign with input from Carat, a media
agency used by VisitScotland for their advertising strategy
and placement. The idea was to encourage interest in the
event, and gather details of potential visitors (‘data capture’),
by offering tickets to booked-out and high demand sites via a
series of prizedraws.
12 sites were chosen on the basis of their perceived
popularity, from a range of areas and types of site. For
example as well as the Irn-Bru and Tennents Factory, Kinnaird
Castle and the Isle of May Lighthouses were also included.
This was to attract and interest a range of audiences and
promote the idea that there was ‘something for everyone’ in
the programme.
VisitScotland created a competition page with details of the
various Golden Tickets on offer and a link through to a form
which visitors who wanted to enter the prizedraw could leave
their details.
VisitScotland’s objectives were to generate 6,000 visits to
their website and add 2,500 contactable names to their
databases.

The full range of the activities was as follows:
5 week programme of 30 second adverts on six Bauer
Radio stations across Scotland - Radio Forth, Radio
Clyde, Radio Tay, Moray Firth Radio, Northsound and
Westsound.

•

The Bauer Radio campaign was designed to reach 38.7%
of the adult population of Scotland - the equivalent of
1,590,000 people; be heard by the average listener 6.3
times; and have 10,059,000 ‘impacts’ - the number of
times the advert would be heard all together.

•

Solus emails to subscriber databases of the above
stations, totalling 200,645 consumers.

•

Promotion via partner channels including a high profile
placement on Irn-Bru’s own Facebook page and through
the VisitScotland Surprise Yourself pages and social
media.

•

Exposure through SCT’s website & social media

•

Production of downloadable ‘Scotland’s Architecture’
guide, as part of the Year of Creative Scotland, to
complement the suite produced for the Scotsman.

Photograph of Ardkinglas House ©
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Outcomes
VisitScotland reported the
following:
The campaign has performed well, exceeding its targets, and
achieving the following results:
Page Views
11,942
Unique Visitors
9,356
Number of people opting in to receive information from
VisitScotland
2,530
Number of people also opting in to receive information
from SCT
1,767

Estimated competition entry levels split as follows:
Irn-Bru
1,630
Isle of May
442
Tennent’s
323
Hampden Park
284
National Museums CC
257
Glenochil
119
Abbey Craig
97
Michelin
92
Kinnaird
77
National Mining Museum
75
Ardkinglas
70
Albert Bartlett
25
Total
3,491
Mayo
Mayo
Mayo
Mayo

Peterhead
Peterhead

Inverness
Inverness

Aberdeen
Aberdeen

Arbroath
Arbroath
Dundee
Perth
Perth Dundee

Greenock
Clydebank
Clydebank

Glenrothes
Glenrothes
Stirling
Stirling
Dunfermline
Dunfermline
Falkirk
Falkirk
Airdrie
Airdrie

Glasgow
Glasgow

Edinburgh
Edinburgh

Kilmarnock
Kilmarnock
Mauchline
Mauchline
Ayr
Ayr
Girvan

Donegal
Donegal
Donegal
Donegal

Londonderry
Londonderry
BT

Leitrim
Leitrim
Leitrim

VisitScotland reported that the largest segment of people
opting in to receive further information from them were from
the W4 audience - Affluent Active Devotees. W2 (Younger
Domestic Explorers) and W3 (Mature Active Devotees) were
also attracted by the campaign. For further explanation of
the tourism market segment types visit www.visitscotland.
com

Fraserburgh
Fraserburgh

Elgin
Elgin

Top performers in terms of driving visits to the VisitScotland
competition page:
Radio Clyde solus
1,781
Radio Forth solus
1,651
Irn Bru Facebook
1,371
Google
1,158
SCT site
798
Westsound solus
715
Radio Tay solus
661
SCT social media
643
Moray Firth Radio solus
442
Northsound solus
379

New
New Galloway
Galloway
Newton
Newton Stewart
Stewart
Kirkcudbright
Kirkcudbright

Belfast
Belfast

Dumfries
Dumfries
Castle
CastleDouglas
Douglas

Whitehaven
Whitehaven

Ashington
Ashington
Blyth
Blyth
Jarrow
Jarrow
Blaydon
Blaydon
Newcastle
Newcastle upon
upon Tyne
Tyne
Consett
Consett
Durham
Durham
Bishop
Bishop Auckland
Auckland
Stockton-on-Tees
Stockton-on-Tees

Map showing the Bauer Radio network areas.
Scotland-wide coverage was not possible for our budget, however it
was felt that one of the main aims of the campaign was to encourage
people to visit places such as the Highlands and Argyll so promoting
this message to high population areas rather than the destination
regions made sense.
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Marketing examples

All promotional material included the SCT,
Historic Scotland and Aberdeen Asset Management
logos which were hyperlinked where possible.

Irn-Bru supported the Golden Ticket marketing campaign by promoting
the prize-draw to their 200,000+ fans on Facebook.

Year of Creative Scotland
“Thoroughly enjoyed my visit will come back to gallery more
often!”
SCT supported the Year of Creative Scotland by encouraging
local coordinators to include arts related events and sites in
their programme.
Architecture, as a creative artform, was recognised by the
Scottish Government, who provided additional funding
via VisitScotland, with support from Royal Incorporation of
Architects in Scotland (RIAS), to help promote Doors Open
Days to the public. This resulted in the publication of a
digital resource titled ‘Surprise Yourself: There’s more to our
architecture than castles’ and promotion of the resource
through the ‘Golden Tickets’ marketing campaign.
The publication included many unusual architectural visitor
attractions as well as a full page promoting Doors Open Days.
It is available to download from www.visitscotland.com and
was promoted through e-bulletins, news items and social
media.
By working closely with VisitScotland, DOD benefited from
greater publicity and integration with a well established
tourism campaign, ‘Surprise Yourself’.
There is further analysis of this campaign within the
Marketing pages.
2013 will be the Year of Natural Scotland and SCT plans to
work with area coordinators and other partner organisations
to enhance the ‘Green Doors’ programme theme.

“Year of Creative Scotland 2012 is the beginning of an exciting
programme that will embrace London 2012 and celebrate Glasgow
2014. It's a chance to spotlight, celebrate and promote Scotland’s
cultural and creative strengths on a world stage, and to position
Scotland as one of the world’s most creative nations to audiences at
home and across the world.”
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www.visitscotland.com

Above: Doors Open Days appeared on VisitScotland’s homepage
representing a remarkable opportunity to promote the event to
domestic and international audiences. The event featured alongside
promotions for Disney / Pixar’s Brave and the news that Andy Murray
had won the US Tennis Open.

Below: Within the VisitScotland website, Doors Open Days was highlighted on their ‘Year of Creative Scotland’ pages, providing further
details of this year’s event.
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Internet use
Website usage increased by 27%
from 111,300 to 141,500 visits in
comparison with 2011.
The number of unique visitors reached over 100,000 for the
first time in the event’s history and the number of pageviews
increased by more than 20% to 755,000.
Website traffic peaked between Thursday-Saturday periods
each week in September, suggesting visitors use this time to
plan their events.

Visitors to the website came from 5 main sources:

•
•
•
•
•

search engine (56%) - Google being the most popular
direct (17%) - showing good awareness of the URL
social networks (6%) - facebook and twitter
email (4%) - demonstrating the value of the e-bulletin
event organisers and partner organisations (2%)

Table showing the Top 10 traffic sources

1.

Google / organic

72,842 51.40%

At its most popular, the site was accessed by more than 7,000
people in a day and the Edinburgh weekend saw the greatest
number of visitors to the site.

2.

(direct) / (none)

23,425 16.53%

3.

Doors Open Days 2012 / email

5,289

3.73%

70% of visitors to the website were new, demonstrating that
marketing activity was successful in raising awareness of the
website amongst new audiences.

4.

Facebook.com / referral

4,912

3.47%

5.

Bing / organic

3,191

2.25%

6.

Twitter / referral

2,430

1.71%

7.

Yahoo / organic

2,043

1.44%

8.

dundee.ac.uk / referral

1,756

1.24%

9.

m.facebook.com / referral

1,570

1.11%

1,466

1.03%

89% of respondents to the visitor survey stated that they
regularly use the internet, compared to a national (adult)
average of 84% (www.newmediatrendwatch.com). This
suggests that DOD audiences are slightly more computer
literate than the average.

10. surprise.visitscotland.com / referral

8000
7000
6000
5000
4000
2011
3000

2012

2000
1000

Weekend 5

Weekend 4

Weekend 3

Weekend 2

Weekend 1

August

0

E-bulletins
Subscribers to the e-bulletin
increased by 190% from 3,750 to
6,100 addresses.

DOORS OPEN DAYS
Unlocking Scotland’s architecture & heritage

This figure was boosted by the Golden Ticket campaign,
which asked people entering the prizedraws if they wanted
to receive news from the Scottish Civic Trust. The campaign
provided 1,767 additional contacts.
12 e-bulletins were issued on Thursdays or Fridays beginning
at the end of June on a fortnightly basis, until mid-August
when it was issued weekly.
“Mailchimp” was used to design, distribute and monitor the
e-bulletins, ensuring maximum numbers of people received
emails (by avoiding being identified as ‘spam’) and presenting
information in a professional and clear way. Due to the
pricing structure, distribution of the e-bulletins is limited to 4
months of each year - mid-June to mid-October.
E-bulletins include one main image and a range of short
articles noting event dates, highlights from released
programmes, competitions and campaigns.
Hyperlinks were used throughout to enable readers to simply
click through to relevant information. Although we want to
encourage use of the national website, there is also a duty to
support the work of area coordinators. Several have websites
which also detail local events and so links through to these
sites were also included.
Area coordinators were invited to contribute and several
used the opportunity to promote booking events which
needed more visitors.
In one case, an architect was not identified correctly in
local publicity, but this was remedied by offering them the
opportunity to write a guest piece about their work.
Sponsors, supporters, partner organisations and events were
promoted including Aberdeen Asset Management, the Green
Homes Network Open Day and Scottish Archaeology Month.
Every e-bulletin included a countdown to September, a
button linking through to the area dates, social networking
buttons and the logos / links to our main supporters: Historic
Scotland, Aberdeen Asset Management and VisitScotland.

Welcome to the first e-bulletin of 2012!
We are just 2 months away from the start of September and across
Scotland, thousands of people are preparing to their open doors.
Most area dates have now been confirmed and a sneaky early look at
the programmes suggests this year will have many exciting new sites
taking part including an artist’s studio, private castle and even some
caves!
Doors Open Days dates
Almost all dates have now been confirmed. To find out when these
are visit the Search by Area pages of the national website. Over the
next few months in the lead-up to September, we’ll be adding details
of each area’s Doors Open Days. We will highlight which programmes
are on-line in these e-bulletins but we’ll also ‘tweet’ the news and
update fans on Facebook.
Join us for a chat
There are many ways to find out about events and connect with
fellow Doors Open Days fans. If you Follow us on Twitter or Like us
on Facebook you will be the first to hear news and will be eligible for
some exclusive competitions that we are going to run in the lead up
to September. So come and join us for a chat! You can find as at
www.twitter.com/doorsopendays and www.facebook.com/dodscotland.
For those of you who aren’t into social networking, there will be other
competitions, so everyone will have the chance to win a prize.
Help us open doors
The Scottish Civic Trust is looking for a Volunteer Website and Marketing Support Officer to help us promote Doors Open Days. Based in
Glasgow, we’re looking for someone who is enthusiastic, keen to learn
and a confident computer user. If you would like to know more, please
visit the News Pages.
And finally...
Did you miss Doors Open Days last year? Why not get the dates in
your diary now, and plan a day out or trip with friends or relatives.
Please help us spread the word by forwarding this email and telling
your contacts about this special, free, volunteer-led event.
Best wishes,
Abigail Daly
Outreach Projects Coordinator
dod@scottishcivictrust.org.uk
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Promotions & competitions
The Trust ran several competitions based around social
networks and using prizes given by small businesses. In
exchange for a mention in the competition details, the Trust
was able to use these prizes to generate additional Twitter
folowers and new Facebook ‘likes’. Facebook has rules

Cottages & Castles
Competition details
The Scottish Civic Trust has teamed up with ‘Cottages &
Castles’ to offer our special Twitter followers and Facebook
fans the chance to win a luxury picnic kit. The kit is worth
over £70 and is made up of a wool tartan tote bag and
picnic rug, in a modern red and blue design.
Since 1983 Cottages and Castles have been selecting only
the finest holiday homes in Scotland for your enjoyment.
They offer around 630 self catering properties that satisfy a
wide range of budgets, styles and expectations.
Visit http://www.cottages-and-castles.co.uk for details.
To be entered into the competition:
• Become a new follower on Twitter www.twitter.com/
doorsopendays @DoorsOpenDays
• Retweet one of our messages and include #rt
#dod2012 in your text
• Give @DoorsOpenDays a ‘Follow Friday’ using #ff
Share www.facebook.com/dodscotland
‘Like’ www.facebook.com/dodscotland
The competition closes on Saturday 28th July.
Terms & Conditions
The draw will be made on August 1st 2012 and the winner
announced on August 2nd 2012.
The Scottish Civic Trust makes no claim of quality or
endorsement of ‘Cottages & Castles’ website or listed
properties.

prohibiting automatic entry into prizedraws via ‘likes’ so
Twitter was primarily used. The most successful competition
was the Cottages & Castles promotion, probably because it
was simpler to enter. It was made clear that the Trust was
not endorsing the products or services.

We are passionate about architecture and love
Doors Open Days, but do you too?
Competition details
Launching today and running until Sunday 19th August,
we are asking you to nominate your favourite romantic
Doors Open Days building or location and explain why it is
so special.
If we like your response, we’ll send you a gorgeous
bouquet of a dozen red roses, luxury chocolates and vase
worth £50! We’ll also create a special ‘Romantic’ themed
Doors Open Days page, listing all the nominated sites.
To enter, send an email to: dod@scottishcivictrust.org.
uk with the title ‘Romantic Doors Open Days’. There is a
100 word limit to entries, excluding the name of the site.
Alternatively post your answer to the Scottish Civic Trust,
The Tobacco Merchant’s House, 42 Miller Street, Glasgow
G1 1DT.
The gift set is generously supplied by Clare Florist, who
are independent online florists based in Edinburgh but
delivering throughout the UK.
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twitter.com
/doorsopendays
Twitter - 65% increase compared with 2011 from 4,000 followers to 6,600 followers this year.
Amongst the DOD audience 46% stated that they used Facebook or Twitter, suggesting that social networking is a valuable
marketing tool, helping to build awareness of the event and encourage dialogue between event organisers, the public and
press. The hashtag #dod2012 was used to identify Doors Open Days tweets and included in some printed publicity material to
encourage interactions. Despite limited activity during the winter, @DoorsOpenDays attracts 50-80 new followers each week.

Promotion

Abseiling scouts, unseen parts of Haddow House & a NORTH SEA
TRAWLER feature in #Aberdeen #dod2012 http://t.co/uUBv4uG9
#yesreally! Wed Aug 15 15:54:36
Is the ‘Earthquake House’ #Perth&Kinross the smallest open doors
ever? http://t.co/U6KT1YzA Tue Aug 14 15:19:02
No ‘I’m bored’ comments from youngsters this September with our
‘great for kids’ #dod2012 programme highlights http://t.co/YE4QmiwP
Mon Aug 27 13:58:51
@heritageopenday: Great write-up about #hods in the @dailymirror
today. Also mentioned: @DoorsOpenDays #yay Fri Sep 07 12:08:09

Information sharing

RT @BurnfootHill: spaces still available for the Burnfoot Hill Wind
Farm tour on Saturday & Sunday - book now - http://t.co/7t631fFQ Fri
Aug 31 11:01:30
RT @thecockburn: Love @doorsopendays? We’re looking for
volunteers for a few venues on 22/23 Sept, could you spare 2hrs to
help out?
RT @LandmarkTrust: #Auchinleck opens to the public 10-4 tomorrow
as part of @DoorsOpenDays Here’s a photo to whet your appetite
http://t ... Sat Sep 01 16:10:29
Green Homes Open Days organised by @EST_Scotland is THIS
Saturday all over Scotland http://t.co/ZYojwU3k Wed Sep 26 12:32:27

Before printed marketing collateral was available, programme
highlights were announced and ‘teasers’ scheduled. This
provided SCT with a free platform to raise awareness
amongst members of the public who had made an active
choice to stay informed about the event.

Last-minute programme changes were highlighted including
new sites, changes to opening hours and cancelled events.
Although the information was also highlighted on the DOD
website, having a quick way to notify a large number of people was very helpful.

Brand development

SCT believes that DOD exists because a ‘community’ of
people work together to put on events and promote them to
the public. Social networking encourages this by generating
dialogue between different groups and supporting partner
organisations and their work.

Responding to questions

Traditionally members of the public would phone the SCT offices to find out information about events. However, over the
past 5 years, the number of calls have dropped considerably
and have been replaced by email contact and over the past
couple of years and in increasing numbers via social networking sites.

Cross-media marketing

Social networks were used to highlight other publicity
activity, for example the national coordinator’s interview for
BBC Radio Scotland’s Fred MacAulay Show.
SCT worked with high profile event organisers and partners
such as Irn-Bru, National Museums of Scotland and
VisitScotland to cross promote events.

A big European Heritage Days #ff to @CivicTrustWales
@heritageopenday @ArchScot @ehodni @HeritageWeek
@HeritageWeek @openhouselondon Fri Aug 10 14:57:05
RT @3VillagesHall: Doors Open Day Event, Three Villages Hall
Saturday 1st & Sunday 2nd September 10-4 http://t.co/q5erpuMZ Tue
Aug 28 08:28:46
We’ve teamed up with @stickssn to celebrate a very special industrial
anniversary... http://t.co/nZBznoPz Wed Aug 08 15:52:51
RT @UKFreedomDays: Special programme of behind the scenes
events at @NatMiningMuseum for #dod2012- Sat 8 Sep http://t.co/
qfjGsVMc Fri Sep 07 10:21:08
Hi @finlaymacintyre - tell us what area/s you are interested in, leave
your address & we can post you leaflets dod@scottishcivictrust.org.
uk Wed Aug 15 08:26:57
Hi @Strathmartine - the Frigate isn’t part of this year’s event but I
have sent local coordinators University of Dundee your suggestion
Tue Sep 04 13:45:58
@wildswim Sadly #scottishborders aren’t doing DODs this year - but
they promise great things for 2013. Fri Sep 07 10:44:57
@DavidLeddy Hi David, there are over 100 buildings open this
weekend, with just a few needing to be pre-booked http://t.co/
q7zSLZ4d Sat Sep 15 13:02:03
#ff to @fredmacaulay who is kindly having us on his show soon...
#listennow http://t.co/p69SdIpe Fri Aug 31 09:20:23
RT @VisitScotland: Our GOLDEN TICKET prizedraw now on FB: get
into amazing buildings, for FREE! http://t.co/aldNuzDL #dod2012 Mon
Sep 03 11:48:21
Hi @STVEdinburgh! Did you know that ALL Doors Open Days events
are plotted http://t.co/K5Ig9S01? #helpful Thu Sep 06 08:27:09
@STVEdinburgh Thanks for the #rt! #nicepeople
Those clever people @thecockburn have designed DOD’s 1st ever
app! Download the Edinburgh app http://t.co/6fHemf6B / http://t.co/
TLYdqGoX Mon Sep 17 12:11:30
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Twitter
Many different groups tweeted throughout the
event, some posting ‘live’ images and others
using Twitter to send messages of thanks and
support.
Interactions took place with members of the public,
journalists, tourist organisations, event organisers and area
coordinators.
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facebook.com
/dodscotland
Facebook ‘likes’ increased by 75% compared with
2011 from 1,200 to 2,100.

Changes to Facebook

Although the event’s Facebook page is liked by fewer people
than are following us on Twitter, more are likely to visit the
website on the basis of posts. This suggests that Facebook
posts have greater impact on website traffic than Twitter.

Facebook has altered the way that people who have ‘liked’
a page receive updates, meaning that only a proportion
receive a post on their timeline. This can be increased
through paid-for advertising, however it is unclear whether
this would represent good value for money. While the
effectiveness of Facebook to reach audiences has declined,
this has been offset by the numbers of new ‘likes’ received for
Doors Open Days.

Posts included a mixture of images, links and re-posts
from partner organisations. No more than one a day
were uploaded, to ensure fans weren’t overwhelmed by
information.
The most popular posts were ones which highlighted the
news of new programmes being released, ‘cute’ or quirky
photos and competition posts.
The most shared post was a direct appeal to fans to re-post a
message promoting the event, highlighting the involvement
of volunteers and explaining that publicity was undertaken
on a minimal budget. Just under 2,000 people saw the post
and it was shared more than 420 times.

Attracting new fans on Facebook is challenging, but greater
coordination with partner organisations’ social networking
strategy and interaction with other profiles is recommended
as the best free method of raising awareness of our profile
and event.
For example, Irn-Bru promoted the Golden Ticket prizedraw
in a single post to 200,000 fans, generating 1,371 visits to the
campaign’s landing page.
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Facebook
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Smartphone app launched
The Cockburn Association, who
coordinate DOD in Edinburgh,
launched an iPhone and Android
app this year - a notable first for
the event.
The Android app was designed by Shirley James and had 834
downloads with 8 5-star reviews. Shirley created the app for
her dissertation for an ‘MSc in Software Technology for the
Web’ at Napier University.
The iPhone app was designed by Alasdair Campbell of
Object Designs and had 1621 downloads with 2 4-star
reviews. He had previously created the iPhone app
“Edinburgh’s Traditional Bars” and thought it would make a
good template for Doors Open Day.
Key elements of the app were a map and directions function,
the core listings which included opening times, facilities and
a description, and the inclusion of information about the
Cockburn and their supporters.
Feedback from visitors was extremely positive, with many
commenting on the simplicity of the app, and the value in
being able to browse listings while out and about.

Reviews
Fryona
Simple, does what it says on the tin. Really useful.
Well done, much easier than trying to manoeuvre
round the web site.
Tom
Also, a great wee commentary on some of
Edinburgh’s buildings whether you visit them or
not. Thanks for the App. X
Dave
Really useful and great for showing my daughter
what is on offer. 3 generations of my family
benefitting from the app.
Laurence
Does exactly what I would want it to do! Got my
day planned, all info there, fast as you like.
Mike
Tells you what’s on, what’s on nearby and tells you
how to get there. Short of a teleport to the venue,
couldn’t be much better.
edintigertony
Downloaded this app to my HTC One X. Very
impressive. It is very fast, very user friendly and
simple to use.
Screenshots from Android app.
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Smartphone usage
There was a 3-fold increase in
visits to www.doorsopendays.
org.uk from a mobile device
compared with 2011, up from
10,400 to 32,100.
In 2012, 23% of website visits
were from a mobile device
compared with 9% in 2011.
According to ‘e-marketer’, by the end of 2015, more than half
the population in the UK will access the internet through
mobile devices. These figures illustrate an important
development in how visitors search for information.
Where as static or ‘at home’ website users tended to be most
active on the Fridays and Saturdays in September, followed
by a sharp decline in usage on the Sundays, where as mobile
device users peaked on the Saturday and dipped slightly on
the Sunday. This strongly suggests that people were wanting
to browse programmes while ‘on the move’.
42% of responders to the DOD visitor survey stated that they
owned a ‘smart phone’ and of those 37% said they would be
interested in an ‘app’.
Future development of the website should take into account
the need to make browsing smartphone friendly and the
Trust should explore options for rolling out an app covering
programmes throughout Scotland.
Based on current advice, a series of regional apps is
necessary, as the overall size of a single app would be too
large for people to download.
The development of ‘apps’ and the increase in mobile device
usage offers many opportunities for communicating and
promoting the DOD programme in new ways. These could
include adding games or challenges to enhance visits and
engage new audiences and enhancing listings with live
reports from visitors.

120000
100000
80000
60000

2011

40000

2012

20000
0
Desktop / laptop

Mobile device

Table showing the increase in the number of visits to
www.doorsopendays.org.uk from desktop and mobile devices.
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Partnerships & themes
Partnerships were renewed
or established with a range
of organisations in order to
encourage new sites and events
to take part in Doors Open Days.
Energy Saving Trust (EST)

EST ran a new event called ‘The Green Homes Network Open
Days’, in partnership with the Scottish Civic Trust. The aim
was to provide opportunities for the public to visit the homes
of their members, and find out about available technologies
and home improvements. The weekend coincided with the
final weekend in September and was coordinated with the
Dumfries & Galloway event, run by the Glenkens Community
Arts Trust.

Wood fuelled boiler
© Energy Saving Trust

100 Years of Cinema in Scotland

The Bo’ness Hippodrome, Falkirk celebrated its 100th
anniversary in 2012 and to tie in with this, area coordinators
were encouraged to include historic cinemas, film and film
locations in their programmes. This resulted in a variety of
interesting sites being included in the event including the
Regal Community Theatre in Bathgate, Machar’s Movies near
Whithorn and of course the Hippodrome itself.

Scottish Transport & Industrial Collections
Network (STICK)

For the second year running, STICK used DOD to highlight
important aspects of Scotland’s industrial heritage. 2012
coincided with the 300th anniversary of the world’s first
workable steam engine. Thomas Newcomen together with
John Calley built their first engine on top of a water filled
mine shaft and used it to pump water out of the mine. The
Newcomen engine was the predecessor to the Watt engine
and it was one of the most important pieces of technology
developed during the 1700’s.

Healing Architecture

Maggie’s Gartnavel, Glasgow
© Philippe Ruault
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This theme was chosen to link together a small group of new
sites which demonstrated the contribution architecture can
make towards mental and physical health. These included
Maggie’s Gartnavel in Glasgow, CLAN Cancer Support in
Aberdeen, and the Iris Murdoch Building in Stirling.
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