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Event Summary

Doors Open Days is Scotland’s | ar g e sadndgivesdrae
access to over 1000 venues across the country throughout the morglemtemberevery year.

The festival purposes are: to providefree access to sites of historic, cultural, architectural and
communityinterest, to increasepublicappreciationandenjoymentof S ¢ o t |bailrhdritage and to
promoteinclusionin Scotland'civicspacesandactivities

The festival aims to: ensure that the Scottish historic environment delivers benefits for its
communities by maximising social, cultural and economic opportunities for all in addition to
stimulatingand encouraginghe developmentof Scottishheritage,culturalandbusinesssectors

Bycreatinguniqueopportunitiesfor insightinto S ¢ o t lhidderthérisageandworld-class
architectureit is our ambitionto promote civicpride,communitycohesionandto encourage
understandingoetweenlocalandvisitingindividualsacrossour regions

Origins: In 1990 as part of the EuropeanCity of Culture celebrations,the Scottish Civic Trust
coordinatedthe first ever DoorsOpenDaysfestivalin the UK,with eventsin Glasgowand Ayt

Thepopularity of the eventencouragedseveralother areasin Scotlandio take part the following year
In 1991 Scotlandoecamethe only countryin the UKand one of only 5 Europeamationsto take partin
the first everEuropearHeritageDays

The event brings together people from all walks of life in celebration of the fascinating places and
spaces that surround us and by sharing the stories that only our built environments can tell.

Event theme in 2014

This year’s festival theme was Year of Homecoming: Scotland Through the Keyhole. This reflected the key concept
HomecomingScotland2014 in* we | c io tine wordd'.

By exploringthe notion of homein a variety of built environmentsandgoing® t h r theikkgehy hiotd tlee’culturalhomes
of Sc ot |pkgeshridspacedDoorsOpendayshopedto shednew light on Scottishcultural heritage

Scotlandhrough theKeyhole had foukey areas o€elebration, which local programmes dedicated specific events /
venues toAncestry- food anddrink - activeand naturalresources creativity, culture andheritage
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Event Coordination

DoorsOpenDaysis coordinatednationallyby the ScottishCivicTrustwith annualsupportfrom Historic
Scotlandand sponsorshipirom AberdeenAssetManagement In 2014 the festival was supported by
EventScotlandandwaspart of the culturalprogrammeof the Yearof HomecomingScotland

Localareaprogrammesare coordinatedby a network of local authorities, heritage consultanciesgivic
societiesand heritagegroupswho are in turn supportedby a large number of volunteers,businesses,
communityorganisationandbuildingowners

AlongsideScottishArchaeologyMonth, coordinatedby Archaeologyscotland DoorsOpenDaysforms
Sc ot | cantridution to EuropeanHeritage Days, which sees over 25 million people from 50
countriestake part annually,uniting our communitiesin a unique celebrationof heritagein our own
specialways

EuropearHeritageDayseventsandactivitiesaim to widen opportunitiesandaccessandto encourage
carefor architecturalandenvironmentaheritageacrossEuropein additionto increasingsupport,
understandingandrespectamongour communities

Formoreinformationon EuropearHeritageDaysseewww.ehd.coeint

About this report

Thepurposeof this report isto measurethe succes®f DoorsOpenDaysby evaluatingour eventdelivery,visitor feedback
andparticipantreports.

Theevent evaluation has been informed by visitor surveys carried out online, statistical reports produced by event
organisers and collated by area coordinators, press cuttings, Google Analytics, social media analytics and some 3rd party
research,e.gVi s i t S mnarkeling outlurnseport

In 2014 we received online surveys from 1100+ visitors from across the world and approx. 800 participant statistic
reports and 30 local area coordinator reports from across Scotland.

SkelmorlieAisle, Ayrshire Gscottish Civic Trust shown courtesy of Dan8aields
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Participant trends

Doors Open Days is an inclusive event that incorporates visitors,
volunteers, staff, local businesses, tourists, local government and
national government.

Themain participants who help make the festival happen are the staff
and the volunteers across the country who help up open up doors

The festival is one of the biggest volunteering events in Scotland: the
2014 festivabaw 4,700 volunteers and 2,236 members of staff taking
part, across847 venues and events across the country.

Datashowsthat — although the number of venues decreased by 20%
from last year more and more volunteers took part in the event:

4,700 people volunteered at the 2014 edition of Doors Open Days, with
a total of 21,000 houraiorked, showing that Doors Open Days still
provides one of the largest volunteering opportunities in Scotlaina

single event.

Thefigures also show that more than 2,000 members of staff worked
during the eventswith a total of 13,655 hours overall

HOURS HOURS
AREA # STAFF # VOLUNTEERS WORKED WORKED

(STAFF) (voL)
1 /Aberdeen 100 186 611.5 535
2 Aberdeenshire 100 100 600 500
3 Angus 37 77 284 462.5
4 [East Ayrshire 23 59 150 250
5 [North Ayrshire 14 181 106 483
6 [South Ayrshire 40 122 226 469
7 [Clacks A7 101 197.5 454.5
8 Dundee 92 169 379 704
9 [East Dun. 22 60 111 130
10 East Ren. 20 40 100 200
11 Edinburgh 500 1221 3700 6000
12 [Falkirk 14 14 127 125
13 Fife 61 26 166 955.5
14 Glasgow 448 1198 3458 5491
15 Highlands 44 69 169 214
16 Inverclyde 75 97 491 348
17 Midlothian 76 140 455 543
18 [Moray 14 19 71 78
19 North Lan. 80 82 415 303.5
20 [P&K 51 226 281 1134
21 Renfrewshire 151 161 337 337
22 |Scottish Borders (16 65 63 126
23 |South Lan. 29 88 231 468.5
24 IStirling 172 150 870 612
25 West Lothian 10 49 56.5 121

TOTALS 2236 4700 13655.5 21044.5







Visiting Trends: attendance

In 2014DoorsOpen Daysvelcomed62,023unique visitors, who made up a total 817,470attendances across
Scotland during the month of September.

The 2014 festival featured 847 events, 20% less than in 2013, allowing event organisers to increase the quality of

visitor experience per person and allowing visitors to focus on the qualitative aspects of the events rather than

the quantitative ones.

This strategy proved successful in 2014: the slight decrease in attendances means that there has actually been an

increase of attendances per venue

217,470 attendances (-3%)

62,023 unique visitors (-17%)

60% of attendances in Edinburgh and
Glasgow (+21%)

40% of attendances made throughout

the rest of Scotland (-26%)
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Share of visitors per area

Area % Share(% diff
1 |Aberdeen 4.80% | +14d
2 |Aberdeenshire |1.20% -40
3 |Angus 1.30% +30
4  |East Ayrshire  |0.60% -40
5 |North Ayrshire |1% 0
6 [South Ayrshire |1.20% -16
7 |Clacks 0.80% +14¢
8 |Dundee 2% 0
9 |East Dun. 0.50% +10C
10 |EastRen 0.60% +233
11 |Edinburgh 32.20% | +24
12 |Falkirk 0.60% -40
13 |Fife 1.80% -82
14 |Glasgow 28.30% | +35
15 |Highlands 0.80% -73
16 |Inverclyde 2.80% -44
17 |Midlothian 1.70% -43
18 [Moray 0.40% 0
19 |NorthLan 1% -50
20 |P&K 1.70% -43
21 [Renfrewshire  |9% +125
22 |Scottish Borders|0.60% -70
23 |SouthLan 1.70% -15
24 |Stirling 3.20% +7
25 |West Lothian  |0.20%




Visiting Trends: duration

The increase of returning visitors is also a significant outcome of an increase in
quality.

Most of the attendances were made over 2 days (a number that has risen since
2013),with 4 out of 10 visitors attending the festival events for more than 3 days.

Each visitor attended on average 3.5 buildings/events, which suggests people went
to one event per each day attended.

These figures, along with the enthusiasm shown by survey respondents, indicate

the public’s growing involvement with
which is also significant in terms of economic impact.
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(+471%)
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Economic Impact

Doors Open Days is a completely free festival; however, the events organised
throughout Scotland, in addition to being a valuable community experience, are a
tourist attraction and a present opportunities for local businesses.

According to the survey respondents, each person spent an average of £25 per day
attended; 5% of visitors stayed overnight while visiting a DOD event, some of whom
stayed with family or friends and some at hotels. In this case, each person spent an
average of £50 on accommodation per night.

The rising number of days attended by each visitor is also significant in terms of
economic impact: a person attending for three days will spend on average £75 in
total, which usually includes petrol/train ticket, car parking, food, and
accommodation.

The total amount generated by visitors in 2014 was approximately £1.7million,
13.3% more than 2013's 1.5million.

5%

of visitors stayedavernight whilst visiting a DOD event

2 5Averageamount spentper person each day of the festival

5 O Average amount spent per night on accommodation
I ? M Total amount generatelly visitorsas part of a completely free festival
|




Visitor Profile and Origins

2014 visitorprofile shows that 7 out of 10 visitors were women, with various age
groups represented 33% were aged between 381 and 34% of visitors were aged
between 45 and 59Meaning our audience in 2014 was proportionally younger on
average than in 2013, suggesting a more diverse audience profile overall and a more
sustainable audience profile for the future of the festival.

This is a significant improvement compared to previous years: the festival is
attracting younger audiences,
range and gender by targeting a wider set with a wider type of events.

9 out of 10 visitors usually reside in Scotland; however, antio@gon-Scottish
residents, 6 out of 10 reside in England, which proves that audience engagement
targeted at Northern England had a successful outcome.

15.95%

13.72%

8.58%
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6.35%
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Residential origins of visitors across local authority areas

and it S

70% of visitors were female, 30% of visitors were male

30% of visitors are aged between 30-44

30% of visitors are aged between 45-59

90% of visitors usually reside in Scotland

30% of Scottish resident visitors are based in the central belt
hGOC;% l?fI viaitorg;Jl \AIIhOm can}e too ScPtIl?nrd %p%ci(faicPlly fgr)l()OD
usually reside in England

10% of visitors who came to Scotland specifically for DOD
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Visitor Experience

2014 Doorpen Days festival had a positive impact oraudience sense of enjoyment of the event, their individual experiences and their access to
heritage.

9.5 out of 10 respondents say that they are very likely to attend the festival again and would recommend it to their family and &3éhadkattendees
agreed that DOD helps to enhance and showcase a positive image of Scotland.

9 out of 10 people weresatisfied with their DOD overall experience, with 6 out of 10 respondents ratingekaslent.

The survey paints an overall positive picture of the festival as a sustainable cultural event
for Scotland, with a very high loyalty of return and general satisfaction with its quality. 67.5%

30%
7 out of 10 visitors rated their overall experience as excellent

9 out of 10 visitors were satisfied with the venue/ event they attended

85% agree that the festival helps showcase a positive image of Scotland 1.3% 2.2%

90% of visitors would recommend the event to their family and friends 1

% of visitor satisfaction with overall

event experience

95% of visitors are very likely to attend future DOD events m Room for improvement m Neither = Good ' Excellent

; Disagree
. Stongly disagree
very Likely | 93% ’ \ / 1% _ Neither

11%

Likely |

Neither |

Unlikely |
Strongly Agree___

54%
’ “~_Agree

34%

Very Unlikely |

0.00% 20.00% 40.00% 60.00% 80.00% 100.00%

% of visitors who agree that DOD enhances

Scotland’s image

% of visitors likely to return to future events based upon experience in 2014




Visitor experience

In the words of visitors, the festivalas avery well organised and advertised initiative, and a great opportunity to see buildings that are normally not
accessible to the public, especially for a family daty Everyoneavas happy with the staff’'s work. Some rescg
the evening would be a benefias well as more opedays throughout the month / year.

Among t hi s vyear ' manyffi@stabonsandtpelise statiens epert throeighout the country, which appealed to children in particular, and
the Glasgow Cit¢hambers and the Cultybragg@amp inPerthshire. Below are two testimonials from our visitor, sharing some of their 2014
experiences.

‘ DoorsOpen Days has helped me see parts of Scotland | never kr,w ‘ | think it is great that Doors Open Days exists.
Getting behind the scenes and hands on makes
history come alive. | watched the youngsters at
the places | visited and they were having a

‘ o _ great time. It is great that their parents take
Thescheme encourages one to visit buildings not generally open to the public,

SU o N PO SERA - . the tlmetoallowthemthls experience. The . |
YR 6KAOK FNB FNBdSyGfe 2y 2ySQa 24y R22NBhddfndele ft&%&m ys 2 2
INBFGSNI RSLIIK 2F 1yz26t SRIS 2F 2y SQa Zzyg%ﬁ%ﬁﬁwwmﬁm%&@é A% ba

providiqg access to buildipgs ata distapce. In my own case itAhas §Ilowed me to and 035|bly want tq know more. | thoroughl
1 00Saa odAt RAy3a RANBOGEE NBESOHyd G2 Y& ddi¥ig ¢ Qa KA&n2NES %A@Aya r
into the lives of my ancestors. For that | am very gratef’

‘ WL f20S 522NE hLISYy 5F&d Li
encourages you to find out more
about your city, the buildings

‘ | really enjoyed visiting the Tall Ship. Apart from imagining the sailors living and
working in those cramped conditions, it was great to look along the River Clyde
and think about the history of Glasgow. There were a few young children on the S o
ship with their parents and they seemed to be having lots of fun. One wee one within it and Fhew history. |
was mopping the deck with her dad helping. The artefacts on board were so recommend it to everyone |
AYGSNBatAy3d tyR NBFRAy3 az2yv$s 27 kS /1Ll X723 6ra + o2ydaod ¢KA:
experiences (which we combined with a visit to the Transport Museum) but | am
certainly glad | did not have to serve on this shi’




Covesea Lighthouse, Moray © Scottish Civic Trust shown courtesy of Damian Shields




Audience Engagement: Event Awareness

The visitors who attended the festival showed a considerable amount of knowledge SR

about Doors Open Days and its role: 11% of the respondents knew that it is a

European Heritage project, linking 52 countries across the continent

Doors Open Days engages with the public in different ways, both online and offline. 25.48%

When asked how they found out aboDbors Open Days 20B4ents, 35% of the 20.10%
respondents declared that they had already attended a Doors Opendvaysin the

past, which shows the high level of loyalty of return in visitors. On the other hand,
many were attracted to the venues through promotional activities, both online and
offline.

11.00%

93% of the 2014 visitors had planned to attend the event in advance, a result whichP°°rs Open Day®oors Open Dayboors Open DayBoors Open Days None of the

T . . is part of  takes place acrosss supported by is part of above
proves engagement activities were successful, especially online European  all of Scotland, Historic Scotland, Homecoming
Heritage Days, this year linking an Executive Scotland 2014 this
linking 52 26 local authority Agency of the year
countries across areas Scottish
Europe Government

Other o
% of visitor awareness of event

Balloons/Banners outside the buildingmm partners/ background

Newspaper/Magazine s
Poster in a local aream
Online Event Listing s
Twitter =
Facebook s
TV |
Radio |
Picked up a Leaflet mm—

motivator to attend

Someone on the street gave me a leaflet
www.doorsopendays.org. Uk I —
Advert in a Newspaper mmm
Poster in a venue mm
Word of Mouth  —

% of visitor awareness of event as a

pr

| have attended a Doors Open Days event beforem

0.00% 10.00% 20.00% 30.00% 40.00% = | planned to attend the event | chanced upon the event on the day
% of visitor awareness of DOD event
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Online media growth rate 2012-2014

Audience Engagement: online
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Socialmedia engagementhas certainly helped expandthe festival audience,involving
and attracting youngervisitors it is especiallythrough Facebook;Twitter and targeted
onlinemarketingthat youngeraudiencedind out about DOD

Both DOD and VisitScotlandcampaigns,as well as survey respondents,suggestthat
online engagementis growing and is the most successfulway to attract visitors,
especiallyyoungones

Partnershipwith VisitScotland and Homecoming Scotland campaigngroved successful
acrossallwarm marketsegmentsgespeciallyegardingonline activity.

Targeting Scottish and Northern English audiences, sponsored VisitScotland posts
reachedatotal of 4102likesand 765 shareson Facebookandatotal of 96 retweetsand
145favouriteson Twitter; moreover,the partnershipadvertsalsodrove audiencedo the
DoorsOpenDayswebsitethroughthe VisitScotlandlog,eZinesand smartphoneApp.

Online campaignswith The List, The Oldie Magazine,CelebrateScotlandand Scottish
Memoriesthroughoutthe restof the UKhelpedincreaseonline activity too.

In additionto the festivalevents,DoorsOpenDaysalsoengageswith
large numbers of online audiences,before, during and after the
event

Online audienceshave online accessto Doors Open Days digital
offering via the national website and social media platforms
(Faceboolkand Twitter), aswell asthe nationalan EBulletin

Theonline activity relatedto the festivalsawa consistentincreaseon
all platforms between July and September 2014, a thousand
different usersvisited the website www.doorsopenday®rg.uk, with

anaveragencreaseof 20%from the sameperiodin 2013

Socialmedia traffic rose as well, with Twitter reachingmore than
10,000followersand Faceboolexpandingts audienceby 36%

145,301 web sessions (+23%)
748,486 page views (+6%)

10,600 Twitter followers (15.3%)
4,652 Facebook fans (36.3%)
8,179 eBulletin subscribers (+16.8%)




Audience Engagement: offline

Offline media showed an increase
at locallevelby over double
compared to 2013

96 different publications featured
festival messagingyith both
national and regional stories being
shared across local and national
publications.

30%

General
roundup of

Linksto the national websitevia
offline marketing ancour marketing
partnershipwith VisitScotland
attracted audiences tonline
content and ultimately to Doors
OpenDays events.

The decrease in national articles
indicates the need to focus on
general Doors Open Days features
in national publications, in order to
attract a wider audience.

Event

assessment 110/0_\

More offline to online conversion
traffic should be encouraged by
featuring the link to theDoors Open
Days websitén articles.

DOD

Focus of local publication articles

9%

22%
Local area
focus

7%
Heritage
13%/
General

Front page feature

39%

Single venue /
event

Focus of national publication articles

Front page
3%feature

3294 Local area events
listings

34%

a Specific venue /

event

Total # national articles 23
Total # local articles 309
Total # articles 332
Total # national publications 9
Total # local publications 87
Total # publications 96
National publications with features | No. | % share
History Scotland 1 4.3
Scotrail Insight 1 4.3
Scottish Daily Mail 3 13
Scottish Memories 1 4.3
Sunday Herald 5 21.7
The Herald 8 34.7
The Herald Magazine 1 4.3
The Scotsman 2 8.7
The Times (Scotland) 1 4.3
Total 23

Local Publications with features No. | % share
Glasgow Evening Times 22 7.1
Courier & Advertiser 13 4.2
Perthshire Advertiser 13 4.2
Stirling Observer 12 3.9
Greenock Telegraph 10 3.2
Paisley Daily Express 10 3.2
Edinburgh Evening News 9 2.9
Arbroath Herald 8 2.6
Dundee Evening Telegraph 8 2.6
Fife Herald 8 2.6
Milngavie & Bearsden Herald 8 2.6
OTHERS 188| 87.3
Total 309
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2014 Facts and Figures

2014wasa generallypositiveyearfor the DoorsOpenDays

festivat

A Thereisatendencyfor quality over quantity

A The number of visitors is stable, with people attending
morethan 3 eventsper person,over 3 days

A Surveyresults show that visitors are enthusiasticabout
the programme

A Growingonline engagementon socialmedia has helped
attractingyoungeraudiences

A Affiliated marketing encouraged more people to

participate,especiallyhroughonlineengagement

4700 people volunteered at the events

£1.7million generated for the Scottish
economy by Doors Open Days Scotland’s
free national festival, celebrating people

and places.

HEADLINE STATS 2012 2013 2014 % change
Local authority areas 30 24 25 4.20%
Venues and events 1073 1057 847 -20%
Volunteers 4600 4600 4700 2.10%
Unique visitors 66100 75000 62023 -17%
Attendances 225200 225000 217470 -3.30%
£ generated n/a £1.5million E£1.7million [13.30%
VISITOR STATS

Unique visitors 66100 75000 62023 -17%
Unique visitors — Glasgow and Edinburgh 37100 36000 43823 21.70%
Unique visitors — Rest of Scotland 29000 39000 18200 -53%
Attendances 225200 225000 217470 -3.30%
Attendances — Glasgow and Edinburgh 141000 108000 131470 21.70%
Attendances — Rest of Scotland 84000 117000 86000 -26%
ATTENDANCE STATS

Average no. events attended per visitor 2 3 3.5 17%
Average no. days attended per visitor 3 4 3.5 -12%
Returning visitors 64% 67% 35% -43%
New visitors 36% 33% 65% 97%
VISITOR ENGAGEMENT: ONLINE

WEB TRAFFIC

Sessions 93,299 118,337 145,301 23%
Users 68,572 82,995 100,601 21%
Pageviews 577,541 708,146 748,486 6%
Pages per session 6.19 5.98 5.15 -14%
Avg. session duration 4.18 4.21 3.43 -18%
Bounce rate 32.32 34.16 38.61 13%

% new sessions 68.31 65.69 68.51 4%
TWITTER

Followers 16,600 9,194 [10,600 115.30%
FACEBOOK

Likes 2,100 13,412 44,652 136.30%
E-BULLETIN

Subscribers 16,100 7,000 8,179 116.80%
VISITOR ENGAGEMENT: OFFLINE

No. national leaflets distributed 60000 50000 40000 -20%
No. of articles (national and local press) 264 153 332 117%
PARTICIPANT STATS

No. of volunteers 4634 4600 4700 2.10%
No. of hours volunteered 24197 36225 21044 ~42%
No. of staff 2574 3487 2236 -36%
No. of hours worked 16282 27460 13655 -50%




AFFILIATED MARKETING - 2014

PARTNER OFFLINE MEDIA ACTIVITY ONLINE MEDIA ACTIVITY
Air BnB 50K people reached in Europe, 600 unigue entries to competition
. Sponsor strip targeting warm segments 2, 3, 4 outside of Scotland: 53,436 impressions delivered
The List - - - - - -
Mobile banner targeting warm segments 2 & 3 outside of Scotland: 53,433 impressions delivered
Radio Radio: 5 national stations, 200k+ listeners, ADD RADIO STATIOSN & LISTENER FIGS

Visit Scotland

Blogs/Vlogs: 12k Visit Scotland blog reach, 2k Visit Scotland views, 160k Visit Scotland eZine feat

The Oldie Magazine

Newsletter: 35k subscribers, open rate 45%, target A, B & C1, largest audience in Southern Englar

Homecoming Scotland
2014

Online campaign with Bauer Media

Sales promotion activity with Drambuie Liquor and Border Biscuits (25k postcards and 160k packs
biscuits).

Push on HS14 app (100kOTS) Over 740,000 additional OTS through Homecoming Scotland 2014
campaigns. Over 595,000 additional OTS through Area Marketing campaigns including press and
mailers to warm VisitScotland database

Warmer Group

Posts on social media: Total reach 63,814, Total clicks 1,160, Total likes1,833, Total shares 245 (C
Scotland, Scottish History and Scottish Memories) W2, W3, W4 demographics.

Scottish Archaeology
Month

Inclusion of national listings on 30K pamphlets, dist. across country.

Selection of DOD events cross promoted on S.A.M website and EHD web portal.

Visit Scotland

535,969 OTS and 12,115 clicks achieved through Facebook and email media activity

Press coverage: 535k OTS (opportunities to s€2)x A2 pull out, 1 x doubjeage
spread, 1 x full page), 50k direct mailings across Scotland and north of Engla

12,959 unique page views of Doors Open Days blog and 1,890 unique page views of event listing
website

Doors Open Days printed posters were distributed to 50 VisitScotland Inform
Centres that were near to the buildings opening for Doors Open Days

3,336 unique visits to prize draw and 1,637 unique entries to Golden Ticket competition

Midlothian HeraldPulloutHerald AZullout—OTS 60,976

1,295 referrals to DOD website and prize providers

ScottishBordersdirect mailer to warm VisitScotland databas®TS 25,000

Social media posts SCOTLAND
427k likes, 257,468 delivered impressions, 9,067 clicks, 626 paggdikested andcind 1,927 post likes

Fife direct mailer- OTS 25,000, Ema#€OTS 120,065, Herald A2 pulleu®TS
60,976, Scotland on Sunday A2 pulle®TS 37,407

Social media posts REST OF UK

Delivered 255,501 impressions / 2,957 clicks

Generated 103 page likes / 344 post likes be expected from a cooler, geographically more distant
audience

Angus Emails OTS 72,000, Daily Mail full pag®TS 93,988, Glasgow Eve Tim
DPS-OTS 39,234, The Herald A2 pulle@TS 60,976

83lus Media direct email NORTH ENGLAND Dedicated Doors Open Days solus email sent out to
Mirror database targeting N. E. Englan@3,000 emails sent

Sent on Fri 19th Sept (as discussed)

91 unique page views

19 unique entries to prize draw

Multi-touchpoint campaign with Bauer Media (radio and online) in August an
September including trails aired on the following statiefi®rth One, Tay FM,
Radio Borders, Metro/TFM (England).

d
All Scotland ezine 164,674 emails 1,442 dhcks

Dundee UK ezines 684,106 emdild, g i t a |
during August & September.

poster displayed in GI




Doors Open Days is coordinated
nationally bythe ScottishCivic
Trust

It runs throughout Scotland every
September as paxf European
Heritage Days

For more information see
www.doorsopendays.org.uk

Scottish Civic Trust coordinated
The Tobacco Merchants House
42 Miller Street

Glasgow G1 1DT

0141 221 1466
sct@scottishcivictrust.org.uk

SCOTTISH

www.scottishcivictrust.org.uk
The Scottish Civic Trust is a registered Scottish charity No: SC012569.

S T Workingto Improve and Promote Scotland's Built Environment.

CarbethHuts, Stirling €Scottish Civic Trust shown courtesy of Dan8aields



http://www.doorsopendays.org.uk/

