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National Parks 
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30,000 vehicles per day (LA & TS vehicle counts) 
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c 280,000 visitors per year to 

branded VIC’s (VS) 
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28% visitors say they have been to a 

Ranger Base (CNPA) – all branded 
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Over 300,000 visitors per year to branded 

attractions (Moffat Centre) 
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Branded National Park information 

in 9 community notice boards 
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200 businesses and events have successfully 

applied to use the brand 
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260,000 unique visits to visitcairngorms.com & 

cairngorms.co.uk in 2011(Google Analytics)  
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Over 450,000 branded leaflets per year 

 for visitors (CBP, CNPA, VS, SNH) 
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12 Branded Community Path Leaflets 
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Used by others 

to promote 

publications 
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9 Panels in schools – c 2,750 pupils 

 

Over 2,000 John Muir Awards and 45 Junior Rangers 

per year (CNPA) 
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Promoting responsible access across CNP 
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So what? 

 

Cairngorms Business Partnership 
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So what? 

 
• 82% (69%) of visitors know they are in a National Park (CNPA) 

 

• 51% (25%) said that being a National Park was important to 

their visit (CNPA) 

 

• 46% could describe the brand without a visual prompt (CNPA) 

 

• 88% (74%) think that the National Park is well managed and 

cared for (CNPA) 

 

• 84% would definitely recommend the Cairngorms National 

Park as a destination (VS)  
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• CNP/CNPA confusion 

• Uptake and use 

• Commercial use and merchandising 

• Greater connections between the Brand and 

quality, sustainable, authentic and distinctively 

Cairngorms experiences 

• Increase ‘emotional connections’ that 

demonstrate the value to partners of linking 

their work to the Cairngorms National Park. 
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Type of Applicant 

No. of Successful 

Applications to Use 

Brand Identity 

Businesses (Includes Food/Craft Producers) 167 

Events 32 

Community / Tourism Associations & 

Groups etc 29 

Partners and Partnership Type Projects 20 

Schools 9 

Sports Clubs 7 

Ranger Services 10 

Total 274 


