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WHAT IS SCREEN TOURISM?



PRE- PRODUCTION PRODUCTION DISTRIBUTION + 
PROMOTION

POST- PRODUCTION

Engagement with Screen 
Scotland and regional 

location offices

Early planning stage 
only

More detailed planning 
with distributor/ 

partners /locations

Active promotion 
across relevant VS 

marketing / pr 
channels and via 

partners

VISITSCOTLAND AND THE FILMING PROCESS:  FROM PRODUCTION TO PROMOTION



WHAT’S THE VALUE OF SCREEN TOURISM ?



IMPACTS OF SCREEN AND LITERARY TOURISM



VISITSCOTLAND’S  SCREEN TOURISM  OBJECTIVES

• Consider all projects on a case- by- case basis

• Apply criteria based on distribution, reach and suitability

• Devise activity to inspire consumers and create business opportunities

In order to:

Gain exposure for the destination, enhance the visitor economy and 
deliver growth for tourism partners



FILM & TV AS A DRIVER FOR TOURISM 



CREATING INSPIRATIONAL CONTENT FOR VISITORS AND PARTNERS



GLOBAL REACH AND MULTI CHANNEL PROMOTION



GROWTH OPPORTUNITIES FOR REGIONS AND BUSINESSES 

Mostly filmed in Scotland, many places doubling as other 
locations. Ten regions featured in series one:

Edinburgh – new town, Hopetoun House, Dalmeny Estate

East Lothian – Gosford House, Seacliff beach, Newhailes House

Mid Lothian – Arniston House,  Preston Hall

Borders – Manderston House, Carolside House and Gardens, St Abb’s

Dumfries & Galloway – Drumlanrig Castle

Ayrshire – Culzean Castle

Glasgow – merchant city and University cloisters

Stirlingshire – Touch Estate 

Perthshire – Murthly Castle, Scone Palace

Highlands – Ardverikie Castle



ENCOURAGING RESPONSIBLE TOURISM

• Promote locations sensibly, to the most relevant audiences and in agreement with land-owners

• Accept there will be some locations which cannot be promoted and ask visitors/fans to respect this

• Embrace conservation, improvements to facilities and community engagement opportunities

• Work together with location managers and film offices to understand and mitigate potential pressures on 
certain areas from production and knock-on visitor numbers



THE OUTLANDER EFFECT

“Scotland is definitely a leading character in Outlander”
Ronald D Moore, Executive Producer, Starz



OUTLANDER FAN INSIGHTS

WHO ARE THEY?

• International  and domestic audience 

• Typically female, aged 25+

• Travel as groups of friends or with partners

• Visit specifically for Outlander or include as part of holiday

• First time visitors as well as return trips

• Trip of a lifetime - financial and emotional investment

• Very knowledgeable/ passionate about Scotland



WHAT DO THEY WANT TO DO IN SCOTLAND?

• Immerse themselves in the world of Outlander

• Visit the locations as well as associated attractions/sites

• Take part in related events and themed experiences

• Explore their own family ancestry

• Shop for Outlander-style Scottish goods as souvenirs

• Engage with locals 

• Learn about Scotland’s heritage and culture

“Go for Outlander, walk 
away with so much more…”

US contributor to Chicago based radio programme 
Round Trip, about a fan’s visit to Scotland. 



OUTLANDER CONTENT



OUTLANDER: FROM PAGE TO SCREEN 

• The Outlander Effect and 
Tourism paper reports 
that attractions that 
appear in the Outlander 
TV series have seen 
visitor numbers soar by 
67% since 2013, from 
887,000 to 1.5million

• Almost all respondents 
considered screen 
tourism as positive for 
the industry and a fifth of 
attractions located next to 
filming locations said they 
saw an increase in 
visitors.





ALWAYS KEEP LEGALITIES IN MIND…

Licensing and copyright - some do’s and don’ts

Do use your own images to promote your products
Do  promote the Scottish locations used in the TV series or featured on the books
Do  provide links to official sites and trailers
Do  follow the cast, TV show and fan sites on social media
Do  use wording like ‘inspired by Outlander’ etc

Don’t  call your product The Outlander B&B, The Outlander Experience etc  
Don’t  use official images from the TV show or of the actors to promote your product
Don’t  create anything which looks like it’s endorsed by Starz/Sony

If in doubt, seek legal advice! 



THANK YOU… AND MORE INFORMATION 

visitscotland.com/film            

visitscotland.com/outlander

visitscotland.org

email: jenni.steele@visitscotland.com

http://www.visitscotland.com/outlander
mailto:jenni.steele@visitscotland.com
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