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6 The Marketing of Golf 
Tourism 

Spotlight: The Homecoming Scotland campaign

Visit Scotland promoting Homecoming Scotland, courtesy Visit Scotland

With Scotland synonymous with golf, the 2009 Homecoming Scotland campaign 
used its national sport as one of its main marketing levers. The year-long festival 
celebrated the 250-year anniversary of the birth of Robbie Burns, Scotland’s sig-
nature poet. The golf component was the ‘Drive It Home’ campaign, featuring free 
golf for tourists from participating countries – United States of America, Canada, 
Sweden, France, Middle East, Germany, Italy, Australia, New Zealand, Hong Kong, 
Japan, China, Argentina, Brazil, Switzerland, Austria, Norway, Denmark, Finland 

encouraging groups to book a trip to Scotland via the dedicated website – www.
driveithome2009.com. Drive It Home was Scotland’s biggest ever golf promotion 
in its leading overseas golf markets.

the Scottish economy that year, according to VisitScotland. Golfers are estimated 

golfers to Scotland, a second phase was launched in March 2009 with more 
courses participating. The initiative was created in collaboration with the Scottish 
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VisitScotland’s CEO, Philip Riddle promoted the campaign with a worldwide tour 

very positive associations, too, for millions of people as well as an appreciation of 
what Scots have done around the world. We want to make 2009 the year for them 
to come home.’ He was hoping to appeal to ‘Blood’ Scots (of Scottish descent) 

the USA, Canada, Australia and New Zealand, their main long-haul markets. British 
golfers – Scotland’s biggest target market – were also encouraged. ‘There are 
probably more Scots living in Britain than in Scotland,’ averred Riddle. 

The Homecoming Scotland campaign consisted of three marketing directions: UK 
(including corporate and private segments); International; and Business. ‘Golf tran-
scends all three of these segments,’ he said. ‘We’re going beyond leisure tourism 
and talking to business, too.’ The Forbes conference, in June 2009, was located 
at Gleneagles as a quasi business/golf meeting. Internationally, the campaign was 
targeting the ‘mature devotee’, particularly from the North American market, who 

such as Korea.

Another major market for VisitScotland is Sweden, with well-heeled tourists 
spending on an array of associated products during their stay. ‘Swedes tend to 
come not just for golf but to see things, eat, drink and shop,’ said Riddle. A second 
prong of the Homecoming Scotland operation was whisky: ‘Of course with golf 
and whisky, that’s a good combination in itself, but we also have the poetry of 
Burns, our culture, heritage, great minds and innovation on the intellectual side.’

While featuring the country’s world famous championship courses, Riddle also 
wanted to emphasize cheaper golf available in Scotland. ‘Scotland is seen as the 
home of golf with top courses and top golfers which is sometimes off-putting,’ he 

look beyond the best ones. There are 550 courses – an immense array and variety. 
There are island courses, municipal courses and Edinburgh has some of the best 

man’.

English market which is our biggest market, the husband will golf and the wife will 
want to do something else such as painting or visiting historical sites or family ac-
tivities,’ said Riddle. Many Scottish golf courses were also broadening their appeal 
by attracting beginners. With the scenic backdrop of lush landscapes, quaint 

combos. ‘There is so much compressed into Scotland all within a relatively small 
area. You could be shopping in Glasgow in the morning, playing a world-class golf 
course in the afternoon like Loch Lomond, then staying on an island and having 
dinner in the evening with no-one around,’ he added.
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