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The Client
With three prime locations in Aberdeen, Skene House HotelSuites
are trusted and well established as outstanding venues in the
thriving European oil capital.

The company created a unique niche with its concept of serviced
apartments with the luxury and convenience of additional hotel
services and facilities.

While that has satisied the needs of business and leisure travellers
who want more for their money, the concept has been imitated
in an in increasingly competitive market.

Brief
To further diferentiate itself, Skene House
HotelSuites took the bold decision to position
itself as Scotland’s irst “female friendly”
hotelier.

It signed up to the principles of Maiden Voyage,
a global business travel network for professional
women, which meant it had to meet rigorous
requirements and standards for female travellers.

It wanted to use this accolade to raise the proile
of its venues to local, national, specialist and
international markets, while attracting more
female business and leisure travellers.

We agreed a three month campaign to boost
website traic, build search engine optimisation and help increase
bookings by 20%.

What we did
With a limited budget it was essential our content worked across
media from glossy lifestyle magazines to technical oil and gas
publications.

It was also important to showcase Skene’s understanding of the needs
of female guests and endorse its reputation for cost-efective, stylish

and safe accommodation. By producing clear Key Messages explaining
the rationale and beneits of the Maiden Voyage ofering we were also
able to clearly plan content for:

• Media across the North East of Scotland, including STV Local
and the Press & Journal.

• Business media across the UK, including the all-important oil
and gas publications and Aberdeen Chamber of Commerce.

• Tourism media in Scotland and the UK. 

A launch release announced Skene’s delight at being the irst Maiden
Voyage accredited hotelier in Scotland. That was followed with a
release focusing on the 10 things women most want from a hotel.

The Holyrood PR team also identiied and invited
female journalists and bloggers to experience irst-
hand a stay in a Skene venue.

Results

With 25 articles we more than tripled the
original coverage target, including a full-page
hotel review in the Press and Journal and
coverage in the Sunday Post travel section.

The important oil and gas sector was served
by coverage in the inluential Energy Inter-
national/Roustabout magazine. 

Skene House HotelSuites reported an increase in booking engine 
revenue of 38% following the campaign and grew market share
by 4% – while website traic was up 27% year on year.

The company also saw a jump in social media follows, with LinkedIn
followers up 39%; Facebook Likes rising 5% and Twitter followers
increasing by 4%.

Coverage in nationwide magazine resulted in the Business Women
Scotland networking group deciding to hold monthly events in
Skene House HotelSuites – bringing in an audience of at least
30 businesswomen each month. 
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