
BURNS TOURISM IN DUMFRIESSHIRE
SIX-MONTH PROGRESS REPORT



AGENDA:
10:00  Welcome & Introductions

10:15  Six-month action plan progress report

10:30  Feedback, discussion and Q&A

10:45  Sharing of key updates

11:00  Agreeing the next chapter:
• Top three strategic priorities for all
• What can each organisation contribute
• Agree short, medium and long-term actions

11:55  Summary of next steps

12:00  Finish



Burns Tourism Goal:

A quality, coordinated, Burns offering which 
everyone is bought-in to, that targets new high-
value visitors, adding value to  the visitor 
economy in Dumfriesshire and Nithsdale, 
supporting community regeneration, and 
protecting Burns’ legacy.



Project Objectives:
▪ Establish a compelling, coordinated, Burns tourism offering, which is well 

advertised, easy to experience and which drives footfall to attractions and local 
businesses.

▪ Increase the number of Burns-related visitors, and their associated spend, in the 
South of Scotland.

▪ Increase the quality of the Burns experience visitors to Dumfriesshire have, such 
that in time it becomes a genuinely world-class cultural heritage experience.

▪ Build public support and raise advocacy awareness to ensure that existing and 
new Burns visitor attractions succeed. 

▪ Help protect the legacy of Burns in Dumfriesshire and build pride and energy 
locally in what we have. 

▪ Build and promote a quality travel trade product which brings new visitors in 
and helps power the visitor economy.

▪ Establish Burns’ legacy and story, and the wider literary tourism offering, as an 
integral part of the South of Scotland’s visitor economy, the Regional Economic 
Strategy and the D&G’s Cultural Strategy, with sustained political support.



Nine Categories of Actions:

▪ Coordination

▪ Visitor Information

▪ Visitor Experience

▪ Collaborations and signposting

▪ Advocacy and Awareness Raising

▪ Travel Trade

▪ Physical Improvements

▪ Marketing & PR

▪ Long-Term Added Value



Progress Report



Coordination:

▪ Burns Tourism Partnership Meetings

▪ Thematic and product development meetings 

▪ One to one meetings
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Visitor Information:

• 'In the Footsteps of Burns' Website
• Physical Signs



Visitor Information:



Visitor Information: Brooms Road Car Park Sign:

Pavement Signs:

Whitesands Banners:



Visitor Information:
Window Vinyl's:



Visitor Information:
Table Talkers
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www.scotlandstartshere.com/robert-burns/

1.6K + visits to Burns Related Pages

Visitor Information:



Visitor Experiences
• Audio Tours

• Tour Guide Development



Collaborations & Signposting:

▪Burns Scotland
▪ Ayrshire & Arran
▪Caledonia Park
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South of Scotland Responsible Tourism Strategy 2024 - 2034

Advocacy & Awareness Raising

• CEO of SOSE briefed
• Leader and CEO of 

D&G Council briefed



SSDA Conference & FAM Trip
Advocacy & Awareness Raising



Travel Trade:

▪ 'Connect 24' - 92
Appointments

▪ In the Footsteps of 
Burns Itinerary
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Physical Improvements:
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Marketing & PR:
• Hogmanay Press Release
• Burns Night



Marketing & PR:
• Scotland’s Stories Influencer Trip
• Press Trip - June



Social Media Coverage
10K+ Reach ; 1.7K interactions; 180 video views



Media Coverage

See full report here.

https://share.coveragebook.com/b/7f70f90644cf22a9
https://share.coveragebook.com/b/7f70f90644cf22a9
https://share.coveragebook.com/b/7f70f90644cf22a9


Long-Term Added Value

▪Stranraer East Pier

▪Screen Scotland
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10K Budget: 1/2



10K Budget: 2/2



Learning/Challenges

• Multiple regional strategies and plans with Burns 
included but not leading

• Many initiatives but no long-term strategic 
support

• Remnants of past initiatives that require removing 
or refreshing (brown signs, heritage trails)

• Genuine ambition and strength of feeling but lack 
of resources, manpower or leadership

• A “talking shop”

1/2



Learning/Challenges

• Branding – not embraced or supported by all

• Website – enthusiasm for stand-alone sight but 
lack of budget, upkeep and Search Engine 
Optimisation.

• Marketing – requires coordinated plan that 
supports a year-round campaign; addressing how 
to extend the season,
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Opportunities
• Strong and robust products – compare favorably 

with other locations

• New products being developed providing new 
visitor experiences and marketing opportunities:
• Auld Acquaintance Cottage

• The Burns Quarter

• Ellisland Museum and Farm expansion

• St Michael’s Church

• Product Development – Burns experiences/tours

1/2



Opportunities
• Genuine enthusiasm for collaboration

• within Burns Tourism Partnership

• The wider Burns Scotland 

• Events – extending the season and reach
• Big Burns Supper

• Wigtown Book Festival

• “Burns Night Experiences”

• Wider Literary Tourism piece for South of Scotland

• Marketing potential, particularly with the Travel Trade

2/2



Contact Sarah Macdonald

sarah@ssdalliance.com

07770 781464

mailto:sarah@ssdalliance.com
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