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Atlantic
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Support it Our Vision Support it Our Mission

To he one of Scotland’s Cultural Assets = Authentic Stories
must-visit destinations.
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Building A Digitally Savvy

Sustainable Environmentally
Industry Responsihle

Youth Opportunity
Year-Round
Returning Visitors




Our Core Customers A Broader Customer Base

Visitors Current Audience Growth Audience
o SEASONED EXPLORERS © ACTIVE FAMILIES
" I . . . .

55 o ’.‘ « Active “empty nesters -+ Families with older kids

.. R 45+ . » Love outdoor adventure
Living in Scotland S Eniov o walk on the e —

..................................... Joy .« Time to connect as a
i M M 1119 beach and cultural

activities -
* Good food & drink ' Outdoor Families :

o (and the service)
33°% m+=am

In markets with Scottish links and heritage -+ City-based young

........................ professionals
.+ Passion for adventure
: activities
: +  Go off the beaten track
0 [ ™ T ) . — - . "
Instagramming
0 L1 7 18 | ‘Adventurer
In markets with positive perceptions of Scotland '
33 i i ------- HEIL

ROBERTSON
o Mt

IRt AL

SEE OUR CAMPAIGNS P29
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W Our Gore Customers
Stay Longer 5 8 Trip evaluation Summary
AVERAGE LENGTH OF STAY N DAYS

98 Very high satisfaction levels

Who did our visitors travel with (percentage)?

PARTNER/SPOUSE
Traveling alone
Child/children

(11 |
Friends (10 |

6 |

4]

1]

1]

1]

79 Likely to recommend

Other family

Parents

Grand Parents
Organised Group/Tour
Work Colleagues

63 Return again....and again
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Our Message

Our Brand Stories
Our Hero Assets
Our Connections

Islands with
space to feed
your soul
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Living Gaelic
Hisu]rv with Mvslerv ALIVE TRADITIONS, MUSIC AND LANGUAGE.

INTRIGUING STORIES AND ANCIENT CULTURES.
FAMILIAR BUT DISTINCTIVE.

Mind, Body
Epic Landscape and Spirit

BEACH, MACHAIR, PEAT, MOOR AND LOCHS. RELAX, REJUVENATE AND REINVIGORATE.

Closer to Wildlife

SEALS, EAGLES, PUFFINS, OTTERS,
WHALES, DOLPHINS AND BIRDLIFE.

Atlantic Larder

SEAFOOD, CROFTING, SMOKEHOUSES
AND DISTILLERIES.
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Mysteries

Landscape

Tradition &
Gaelic Culture

Mind, Body & Spirit

Our Hero Assets

bucket list!

St Kilda

Galanish Stones
Lewis Chessmen

Beaches

Sea-Life

Music & Fesivals
Harris Tweed

wtod
o
BamaBeachlanting
WeideanWay
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Listed by the United
Nations for both cultural and
natural heritage, St Kilda, or Hiort,
40 miles out into the Atlantic and

uninhabited since 1930 is one of

only 30 dual-listed world heritage
sites anywhere in the world and
one of only six World Heritage
sites in Scotland

CALLANISH STONES Scotland’s best
preserved stone circle which is the
jewel in the crown at the heart of a
vast network of neolithic-era sites
throughout the islands.

LEWIS CHESSMEN 12th-century
chess walrus-ivory pieces discovered
in Uig in 1831 and made famous in
the Harry Potter franchise.

MACHAIR Low-lying fertile meadows
above the beaches this all-but-unique
habitat becomes a kaleidoscope of
colour in the summer as the wild-
flowers come into bloom.

BEACHES Over 40 stunning white-
sand beaches running the length of
the Outer Hebrides. Often ranked
among the best beaches in the world
let alone the country.

BIRD-LIFE Home to 10 breeding bird
of prey species including golden and
white-tailed eagles. Some of the best
breading grounds for migratory birds
in Europe. One of the few places
where you still hear the rasping call
of the corncrake with major puffin
colonies on the offshore islands.

SEA-LIFE The pristine waters of Outer
Hebrides bring a rich and diverse
array of marine wildlife including
whales, dolphins, basking sharks
and seals.

MUSIC & FESTIVALS Festivals and
arts centres that offer a mix of Celtic
cultures tinged with contemporary
influences. Hebridean Celtic Festival
(among other festivals) is a multi-
award winning International music
festival.

HARRIS TWEED Famous the world
over, every yard of Harris Tweed,

or Clo Mor, is woven by hand in the
home of an islander, made from pure
virgin wool dyed and spun in the
Outer Hebrides.

SEAFO0D Surrounded by bountiful
seas, the Outer Hebrides offering
succulent scallops, langousines and
amazing salmon, cured in one of

the islands’ traditional smokehouses
among a wide range of fresh fish and
seafood direct from the waters on
and around our islands.

CROFTING The islands’ traditional
mixed farming system. Both crops
and livestock are raised with care
and dedication as part of a broader
collaborative social system whose
history is woven into that of the
islands themselves.

BARRA BEACH LANDING A tiny
Scottish airport in the Atlantic Ocean.
The only place in the world where a
scheduled flight lands on a beach.
Rightly, voted the world’s most
stunning landing spot.

HEBRIDEAN WAY 10 islands, 6
causeways and two ferries, the 156
mile walking, and 185 mile cycle
route offer unexpected experiences
passing through spectacular
landscapes to reinvigorate the mind,
body and soul.
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Our connLclions |

Visitors relish unplanned
and informal encounters:

Share it

COLLECTING EGRS FRESH i
FROM THE CROFT PERFECTING THEIR ]
“PASSING PLACE” WAVE [

COMING IN TO THE

SMELL OF A PEAT FIRE ‘\
1] [ e

HEARING GAIDHLIG [
-u-f

“SA BHUTH”
' AN OLD STORY DURING |
' AN EVENING CEILIDH

BN
-

T A SEAL REVELLING

§ INTHE SUN ' | i F—‘._j
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' THE PIER TARB
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0859 5024 43
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Image © www.harrisdistillery.com
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Adopt
It

Our Logo

Our Colours

Our Campaigns
Our Channels
Our Brand Family
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Wear our Logo
Use our Colours
Spread the word
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Adopt it Our Logo

This is Our Logo.
Download it. Use it.

www.outerhebridestourism.org
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Adopt it Our Colours Skv Sea

Deep Sky
Pantone: 279 C/U .
CMYK: C68 M34 YO KO Mid Sea
RGB: R81 G145 B205 Pantone: 3155 C/U
CMYK: C100 MO Y24 K38
. . RGB: RO G120 B139
A unique colour palette Pantone: 7507 C/U
has b developed f CMYK: CO M10 Y30 KO
as been developed tor RGB: R255 G228 B184 e a
the Outer Hebrides brand. p
, Pantone: 277 C/U R
Our colours are strong, - CMYK: C27 M7 YO KO w  Shallow Sea —
contemporary and have been = RGB: R180 G213 B240 ' - (P;mt(?(nec fgg '\%qu <
specially selected to reflect - . ! “
e _— . RGB: R0 G160 B175
nature both land and sea. S - . ; ;

Pantone: 7527 C/U
CMYK: CO M2 Y6 K7
RGB: R237 G231 B222 o

Rock

Lewisian Gneiss 1
Pantone: 424 C/U
CMYK: CO MO YO K61
RGB: R126 G128 B130

Rock

Machair

Northern Marsh-Orchid
Pantone: Purple C/U
CMYK: C38 M88 YO KO

RGB: R165 G68 B153
Lewisian Gneiss 2

' . "= Machai
Pantone: 4543 C/U a c a I r
CMYK: C7 MO YO K30 M oor G ra ss Field Gentian
RGB: R172 G184 B191 Pantone: Violet C/U

Common Grass
Pantone: 364 C/U
CMYK: C65 MO Y100 K42
RGB: R56 G124 B44

Moor
Pantone: 132 C/U

CMYK: CO M28 Y100 K30
RGB: R187 G141 B10

Deep Moor Coastal Grass CMYK: C98 M100 YO KO
Pantone: 476 C/U Pantone: 7492 C/U RGB: R51 G48 B146
CMYK: C57 M80 Y100 K45 CMYK: C20 MO Y100 K19

RGB: R84 G48 B26 RGB: R178 G187 B30
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Adopt it Our Campaigns Adopt it Our Channels

Join in the conversation
www.visitouterhebrides.co.uk/oh

Facebook
@theouterhebrides

Instagram
@visitouterhebrides
#outdoorhebrides

Twitter
@OuterHehs

ALISTAIR
HORNE

Outdoor
Hebrides

Qv

YouTube

Search for Outdoor Hebrides Adventure M L b it 22 151 dthory

winhounerrabrice s D8 Sash ol cufture, herage
el traditions on cur mlands, o8 e fasking Lo
snrning refursl backdrops fo matier e Time of oy

h A ® 9 e
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Adopt it Our Brand Family

e Feed your soul
on Scotland’s
Atlantic Islands

Eat Drink

a Pagsien fer eur Preduce
EAT DRINK HEBRIDES TRAIL

OTHER ISLAND TRAILS
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Sin agad e

SR ORTT

FOR MORE INFORMATION VISIT
www.visitouterhebrides.co.uk
www.outerhebridestourism.org
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