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Executive Summary

The understanding of increased technology as an important tool for visitors is recognised by
Coigach & Assynt Living Landscapal(). and the research wasndertakento support the
appropriate development of an app or other mobile technology.

The responseaate for the consumer survey was exceptionally high withy completed
surveys, covering small number of locals, day visitors and longem tourists from the UK
and around the globe.

The research provides detailsh ahe accommodation booked, théength of stay and
activities that the visitors are interested in. This provides background details to the
important criteria regarding research of the destination, usage of online soummed
relevance of apps as a future tool for the area.

Threepoints paricularly noteworthy are thathe longterm use of printed maps and leaflets

is not likely to diminish regardless of other sources. The use of standard apps and websites
remains high. The interest in QR codes, downloadable MP3s and POsitesd and asa
potential revenue source would be small.

Not surprisingly the social media apps proved the most popular to be accesksalighout
the holiday. This witlperiodic connection would require content to be easily downloaded
and potentialy accessed througlbocial Media siteg Facebook and WhatsApp are the main
two to develop in the first instance, based on the survey responses.

The primary research carried out reflects many of the figures and findings from other
tourism-based research and the wider undensting and use of apps by consumers.

Recommendations
1. Overall the responses from visitors suggests that a single intepgswill not reach
the intended targets at the rate required and the ability to monetarise to continue
development will be lower thanequired.

2. The ongoing need for printed maps and leaflets is not displaced by the use of an app
but is seen as complementanyarticularly when visiting the area.

3. Developing content for the CALL website or a new area mobile website that combines
many of theother standalone area sites is important, with investment in str&egrch
Engine OptimisationSEQVvital. Clear links to all tourism businesses within the area is
also required. Aybridappcan then be created on the back of this strong mobile
web, which wouldprovide the best of both opportunities.

4. Access to the information through already estahdéid and recognised websitesjch
as TripAdvisor, Booking.com, Hotels.com ets.well as appsvill allow content to be
developed that can be purchased through their appkichwould be a more
appropriate route to market.
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Introduction and Methodology

Introduction

Market Sphere is amall independent consultardffering research and marketiragdvicefor
SMEs and Social Enterprises. The research report was commissio@aighgh& Assynt
Living Landscape to assess the viability of developiograst-basedapp, promoting the area
and in particular walking/traiMapsandpossibleMP3downloads.

The initial desk research identifiedeveral potential sources of information and details
appropriate to visitors, while also recognised the increasing need for apps to meet the mobile
demands of tourists.

The survey was designed and testedhwinput from CALL and its partner organisations,
ensuring important core data was collected in relationthe access information. A prize as
an incentive was offered with just over 50% submitting their email for the draw

The djective is to ask visitorand locals what sort of informatiothey arelooking for and
how they wish to access it, and if people would want an app.

The brief stated the objectives of the report as:
1 Assessment of the information visitors look for
1 How they presently access thdanmation
1 Opportunities/likelihood of alternate access styles in the future

The brief also identifiedssuego be addressed including:
1 Understanding of the apps they presently use to find information
1 Understanding of website and information points used-gisit
1 Number of apps covering tourism and the area

Providing recommendations on:
1 Potentials for a CALL app
1 Alternate methods for developing and sharing content
1 Alternative route to monetarisation
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Methodology
This section highlights theollection strategies used to gather our research information

including:

Desk Research

Thiscovered investigation of published reports the Mobile App market covering trends,
developments and opportunities. An overview of poten@a2 Y LIS Japps thadEbsier the
area and offer similar informatioto the proposed app An assessment of the impact of
technology on tourism and traveldm established research and reports.

Survey Methodology

One survey formwas created to allow for locals and visitors to share their thoughts and
detailsregarding theusage of apps and potential areas for accessing information on the area.
(Appendix A)

The surveysadllection was three methods, with all results being analysed as a whole,
9 face to face interviewat the Assynt Highland Games
1 completed paper forms at tourist centres and campsites in the area
1 on-line questionnaireaccessed through email, Fdmok posts, sharing by partner and
supporting organisations

Survey Results
The survey ran frorB0 July 2018intil 10 October 2018, with 417 completed surveys.

Basedon CALL estimated tourist figured 78,336 visitors in 2017for both Coigach and
Assynt the statistical accuracy 86% This means that asking all of the visitors in 2017 the
responses in percentage terms would chahget4%

The 417 completed responseate changes to 94% accuracy for 1millr@spondents £6%)
The figures and detailsrpvided can therefore be assumed to be a true reflection of the
visitors to the region in 2018.
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Tourism Analysis

Background

Coigach & Assynt Living Landscape (CALL) is a unique community partnership project which
aims to bring environmental and economic benefits to the Coigach and Assynt regions of
North West Scotland. CALL is one of the largest landsszgle restoration prects in

Europe, covering 635 square kilometres, included within e vision. As an initiative of

the partnership, the Coigach & Assynt Living Landscape Partnership (CALLP) Scheme is a
National LotteryHeritage Funded project committed to deliveringSaheme comprising 28
individual projectsover 5 years to September 2021

The projects cover

1 Land management

1 People, skills and training
1 Paths andiccess

T Cultural and built heritage

With Tourism as the largest economic activity within the area it is amitapt industry for

local people, business and heritage. The development of the Coigach and Assynt App Project
(mobile software application) for the area is linked closely to this sector and an overview of
the importance has been indicated, through an agteapproach for the surveywith the

main emphasis on developing a visitor friendly app.

Tourism Organis ations

A review of the area covered in the survey clearly shos@&ceralorganigtionswhoseaim is

to promote and increase tourism and local developmenhis wagecognsedin 2011 by HIE
funded research(Tourism Resources Company, 20Mith the main challenge as Lack of
Clear Identity/Consumer perception. Fdretdevelopment of an online resourcguch as an
app, this continued confusion will strongly hinder the potential download numbefsthe

app.

The success of the NC500 has been on creating a clear, concise marketable prodacer
the buy in and monetasation has not reflected the number of followers on Facebook and
website hits. However,from the results from Interneseardeson both Google and Binfpr

oNorth West Scotlandl iEis onlythe VisitScotland website that appeans the first pagdrom
the list below.

Theother main sitesidentified by the researclare TripAdvisor, Lonely Planet, Rough Guide
and Scotland Info EUTherefore thepromotion and ranking of each of tha&teslisted below
are low on Google and other internet searatngines through Search Engine Optimisation
(SEO).
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The following is a list of sites that have overlap with theg&@shi and Assynt regian

Area Promoted Organisations Web Address
Achiltibuie and the Summer Isle achiltibuie.net
Achiltibuie and the Summer Isle coigach.com

CapeWrath Trall capewrathtrailguide.org
Destination Lochcarron www.lochcarron.org.uk
Kyle of Sutherland Developmer www.heartofsutherland.co.uk
Mackay country www.mackaycountry.com
North Coast 500 www.northcoast500.com
Northwest Highland Geopark  www.nwhgeopark.com
Venture North www.venture-north.co.uk
VisitScotland www.visitscotland.com
Visit Sutherland www.visitsutherland.org
DiscoveAssynt www.discoverassynt.co.uk
Welcome Ullapool www.ullapool.com

Wester Ross Www.visitwesterross

Tourism Apps 1 Local Coverage
A number of sites have developegps topromote different aspects of the area. The most
notable is NC500.

The recent launch of The Local Guide covering the full NC500 with MP3 curated routes
provides an opportunity to work in partnership with an app developer. The two founders are
both from Lochinver so supporting them fully fits with CARlabjectives The Highland
Discovery App also provides curated routes for the downloadable information, apps, music
and offline material, to create tailored experiences

The image below shows a snapshot of the sippailable covering general interestich as
walkingand outdoor activities for the North West Highlands of Scotland.
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http://achiltibuie.net/
https://scottishwildlifetrust-my.sharepoint.com/personal/balexander_coigach-assynt_org/Documents/Desktop/Tourism%20Report/20181108%20Tourism%20Survey/capewrathtrailguide.org/
https://scottishwildlifetrust-my.sharepoint.com/personal/balexander_coigach-assynt_org/Documents/Desktop/Tourism%20Report/20181108%20Tourism%20Survey/www.lochcarron.org.uk/
https://scottishwildlifetrust-my.sharepoint.com/personal/balexander_coigach-assynt_org/Documents/Desktop/Tourism%20Report/20181108%20Tourism%20Survey/www.heartofsutherland.co.uk
https://scottishwildlifetrust-my.sharepoint.com/personal/balexander_coigach-assynt_org/Documents/Desktop/Tourism%20Report/20181108%20Tourism%20Survey/www.mackaycountry.com/
https://scottishwildlifetrust-my.sharepoint.com/personal/balexander_coigach-assynt_org/Documents/Desktop/Tourism%20Report/20181108%20Tourism%20Survey/www.northcoast500.com/
https://www.nwhgeopark.com/
http://www.venture-north.co.uk/
http://www.visitscotland.com/
http://www.visitsutherland.org/
http://www.discoverassynt.co.uk/
http://www.ullapool.com/
http://www.visitwesterross/
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Conclusion

The worldwide promotion of the NC500 has created an increase in visitor numbers to the
whole region. The investment in the site SEO for the area however is low and does not
appear in a generic search urgage 3.

The area lackslear identity to allow ptential visitors to search for information on the area.
There is no clear, eordinated promotion or recognised brandedlentity for a strong online
presence This is for local sites, Scottish wide sites or international resedjisearchse. The
main siteslisted above appear for individual searches or within the first two pages for West
Highlands, but none appear in the top 5 hits across Google or Bimg.reportrecommend
investment in creating content and sing links to the establiged sites and subsequent apps
Thiswould bean advantage for CALL

Overallthe continued spend and investment on the many fragmented websites does not
allow for a single source site for the magp-to-date information and details for potential
visitors. This is then compounded when we look at the apps that cover the region, with more
private sector businegs such adNC500 Thelocal Guide, Lonely Planet etteveloping apps

for the area.

Recommendation

Developing content for the CALL website or a neaaanobile website that combines many

of the other standalone area sites is important, with investment in strong Search Engine
Optimisation (SEO) vital. Clear links to all tourism businesses within the area is also required.
A hybrid app can then be cresl on the back of this strong mobile web, which would provide

the best of both opportunities.
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Mobile App Analysis

Introduction

Apps are software applications accessed through smartphones and béretheld mobile
devices. Mobile applicationsfrequently serve to provide users with similar services to those
accessed on PQ3.echnopedia, 2018)

They allow users to access content when connected to phone signal ocandfncreasingly
when offline. The wth of apps has expanded rapidly and with smartphone usage at its
maximum and remaining steady in the UK the use of apps and opportunities can now be
measured based on the finite market of mobile phone users (88% of population).
(CommScore, 2018)

Value of the App market
Mobile App Revenue in UK by $Billion 202825
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Figurel. SOURCE: STATISTA.COM

The app market is dominated by the gaming industry across the four main app stores, Apple
App Store (23% of 2m appspooglePlay (21% of 2.6m apps), Windows Sta28% of
669,000), and Amazon App (61% of 430,000 apd§oko Media 2018) Mobile game
revenuehas nowpasse $13b, now represents 76% of all app store spdBaxall, 2018)

Blackberry World is effectively removing itself from t#ugpsmarket with the removal of all
paid apps and will nesupport in app purchase, meaning the payment mechanisms must be
supported by the app developer. To this extent it effectively removes them as adomg
player for new and smaller app develope(Statt, 2018)

Windows Store has introduced aeduction in the commission charged faron-game app
developers that will help promote their own store and integration to tiéindows 10
features. This will potentially increase the numbenoh-gamingappsavailablethrough this
store. (Burton, 2018)

Travel apps have declined to less than dPthe market downloads from Apple App Store
and similar figures are seen across the other app stofdadwick, 2017)
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Mobile App Market S ize

The number of apps being developed is growing exponentially, however the research from
Business of Apps suggests timabst people regularly use only0 apps on their devices, with
many of the larger brands having the strongest loyalty and bupako Media, 2018)The
opportunity to monetarise an app is very small foost businesses with most content being
offered free and gaming accounting fowver 80% of income generation for app@oshell,
2017)

App Shops

The market for downloading apps is dominated by the two main players AggeStoreand
GooglePlay. Windows and Amazon have now entered this market and are creating alternate
outlets for Androidbased apps. As okflOctober2018 Apple App Store had 2million apps
available to download and Android outlets combined had 3.5million epmslable (Soko
Media, 2018) This suggest that it would require a vast budget to promote and gain a
foothold for a new app withthe very particular and specific remibf promoting and
supporting the access and tourisfforts of CALL.

Content

Apps require constant updatingyith the building of additional interesting and interactive
content required to maintain engagement and meet the expectations of users. The
introduction of VR for tourism apps has increased the cost anel lef technical expertise
needed to enter and remain in this market. This will increase the potential size of the app
and may be less readily accepted by consumers who are resthgtetbrage capacity.

App Fatigue and Storage Space

With over 3million apps available and the storage capacity regliregain maximum use of
an app there is increasing app fatigue. Most users now havegps on their devices, with
a daily usage of 10 apps, with the top 5 daily use dgisg social media, email, weltcess,
gaming and entertainmentMcGivney, 2018)

As many apps become more sophisticated and users want to access information offline, the
size of apps and therefore storage space on phonesibadedto be increasd. A survey by
Manifest found that 51% of people delete an app each we@&wo thirds of these people

deleted the appd SOl dza S GKSe GSNBYy Qi dzaAay3a Al 2N Al
FY2dzyd 2F (GKS RStSiGAz2Yy oKI f Brage gpace was Aul &dtl & 0
they needed spacgPanko, 2018)

The average size of apps is 38MB for Apple Apps and 15MBdaoid Apps(Boshell, 2017)

Figure2 shows the average file size by type, with newsstands being the smallest and travel
standing at 36MB. Social media is relatively small in comparison at 28MB and as the most
accessed will be less likely be deld Games ranking high in use will often mean other apps
will be deleted to allow higher calibre apps and graphics to be downloaded.
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Average File Size by Category
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Figure2. SOURCE: SWEETPRICING

Apps and Tourism

It is not all doom and gloorfor tourism appswith recent reports showing that travel apps
will potentially become more popular in future as the added value they bring is recognised.
Much of this will be through the large playeiGpogleMap, Booking.comTripAdvsor, and
many of the otherGoogle applications such a$oogle My Business,and Google Trip
(McGivney, 2018)

Mobile has transformed the way people book accommodation. Globally, 42% of people have
booked a hotel on mol®l according to the Hotels.com mobile travel tracker. Some 76% of
travellers named their mobile device as their number one travel acces$®%y have made a
same day hotel booking thanks to their mobile, with 14% booking their hotel in the airport
departure lounge(Hotels.com, 2016)

Nearly half of travellers say their mobile is the primary way of finding interesting spots,
events, and restaurants while they are aw@&ptels.com, 2016)

Hotel.comfound that mobile web traffic was increasing almost across the board, with the
exception of travel recommendation sité®'Mahon, 2018)They attribute the fall imternet
traffic to travel recommendation sites to more mobile fiia for these sites coming
proportionally more from apps. This is for the larger players such as Booking.com and
Hotel.com who are building tailored offerings to customers based on their search and
booking criteria. This is also building strength witfe tadditionalGoogleapps combining
GoogleMaps GoogleFlight,and GoogleTrips (McGivney, 2018) Overall, mobile traffic is
now estimated to be close to or more than half of all traffic, underlining hawiaf apps are
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The entire digital world seems to be empowering customers to make their own decisions
about purchases rather than relying on advertising and paid search rankings. Smartphones
are personal research tools that are creating a generation of-wilimed and agile
consumers who are gaining increasing independence and confidence.

According to the research the mobile web is in the ascendancy. In all four global markets
Europe, North America, Asia and Australasi& found that all of the travel sites analysed
received the majority of their dby visits via mobile wefEye For Travel, 2017)

However, when it came to purchas@eople were more likely to buy on desktops. The

average conversion ratéhe number of people who view andup) for all sites on desktop

was 2.7 times higher than on mobile browsers. Globally, the travel sites had a conversion rate

of 3% on desktop and 1.1% on mobile browsers for accommodation bookings. However,

Booking.com had more than double the global averagnversion rates with a 2.6% mobile

web conversion rate and a 6.5% desktop conversion rate. The report attributes the success of
221 Ay3o02Y G2Y da! O2YoAylLidAz2y 2F aladgdeé R

cancellation and intuitive user intel@S & ®¢ O WdzYLJAK2 (03X HAMcUO ®

This research suggests that fprebookingof holidays and information on destinations, it
remains important to have traditional desktop websites amdbile sites. The direct app
usage is not important until they are at the destination. The potential development of an app
should be secondary tonsuring the design, content and accessibility of the website for PC
andmobiledevices.

Mobile z App, Native or Hybrid

Overall the amount of time spent on smartphones and tablets is increasing and it is important
for travel based organisations and destilmas to engage with customers anobile devices.
There are alternate methods to achieve tmstive apps hybrid appsand mobile web.

Native appsare the most expensive method amdth some travekitesinvesting £1milliorto
develop it is an expensivand large investment for any businegBye For Travel, 2017)

Mobile web is a priority for most businesscreating responsive websites that allow a strong
and clear web browsing experience regardless of the access frotal#€l, smartphone or
even Smart TV The benefit is the information is compatible over any device, browser or
platform. The cost of developing is lower and the information content can also be adcess
from other apps, mobile sites and easily searchable.The mobile web has a huge reach
sitesare easier to buildind maintain andare an ideal solution to create a strong base for the
mobile market.

Hybrid appsprovide the advantageof the mobile web andhative apps They are built
utilising mobile web technologies atahguages buare hosted in a native app that uses the
mobile device web viewer. They also allow the brand to have a presence in the app stores in
addition to the search engine reach through web browsefssuccessful exaple of this is
Instagram.
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Conclusion

The mobile apps market is a growth industry and has strong potential for tourism and travel
based business. There is a strong opportunity to develop an app that will allow CALL to
capitalise on the growth in thepps market; however this enthusiasm must be tempered
with the cost of development, the volume of apps in the market place and the potential
monetarisation of the content.

A strong web presence that first captures the potential visitors as they brovweti#e web is

vital. A well-designedresponsive website will be able to handle the majority of vistibrs
requirements as they book accommodation and travel through desktop and then mobile apps
for browsing and information gathering and finally app for wherdastination. This need

not be a native app, but a hybrid app.

Recommendations

The development of a native app is cost prohibitive and the initial work on developing a
stronger focused mobile wmsite would be advantageous. This content can then beduse
FONR&&a Ylye LIXFGF2N¥Ya FyR alftsSa LRAylGaz I a
developmentof hybrid appsthat allows app store presence can then be developed, at a
lower cost.

The most important area is to develop appropriate and easibesgible information. The
research suggests thisnsapsfor walksboth long and short.
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