
Our Culture and Heritage International Opportunities e-Learning Programme 
 

1. Overview of the Programme 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, with support from EU funding.  
 
The aim of the programme is to help you build your international audience and grow sales to 
international customers or visitors. 
 
The programme has been designed for managers and decision makers from heritage and cultural 
organisations including owners, managers and marketing staff of community trusts, museums, arts 
venues, publishers and craft studios – and volunteers such as trustees. 
 
Initially, this course was delivered in group workshops to culture and heritage organisations in 
Benbecula and Stornoway at the end of February 2020. At the time of recording in mid-April, Scotland 
and much of the rest of the world had already been in lockdown for 3 weeks due to the Coronavirus 
pandemic. 
 
At this stage it looks as though many Scottish businesses and not-for-profit organisations may struggle 
to survive, particularly those that rely on UK and international visitors, who have been forced to cancel 
their bookings due to ongoing travel restrictions. 
 
It is important to remain positive. In these circumstances, one of the key aims of the course is to 
enhance your organisation’s resilience and consider how to adapt your business / organisation to the 
current circumstances, to improve your ability to come out the other side of this crisis. 
 
The programme encourages you to consider whether it’s possible for you to modify and deliver your 
products and services , perhaps using digital technology and digital marketing. 
 
The course helps you define your potential international target audience, so you are more focused on 
meeting the requirements of and marketing to target customers who will generate the greatest profit. 
 
The modules encourage you to consider what you’re current offering and whether it really meets the 
requirements of international customers and visitors. Could your customers’ experience be further 
enhanced by developing new products, services and experiences, perhaps though collaboration with 
like-minded businesses? 
 
It looks at potential methods of reaching international customers and visitors, how working with partners 
can help you reach a wider international target audience and key issues you need to take into account 
in dealing with potential partners  
 
The programme also encourages you consider and revise your organisation’s strategy and develop a 
practical action plan to support the future development of your business. 
 
To help you take thing forward, HIE suggest participants complete an action plan which you can 
download and complete on your PC or laptop or print and complete the action plan in writing. 
 
HIE has found organisations are more likely to do something if they write it down and it also enables 
HIE account managers to work with you on the issues in the plan. 



 
You can download a copy of the slides in PDF format. These include hyperlinks to useful information 
and resources which can help you research opportunities for your business and help you develop your 
plan. 
 
The course contains 20 modules in total. Not every module is going to be relevant to all companies, but 
the programme’s developers suggest you may find it useful to watch each one, as they may give you 
some ideas you’ve not considered and support the development of your organisation. 
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2. Identifying Your International Target Audience 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
One of the critical first stages is to define your international target market, that is who you intend to 
market and sell your products or services or experiences to. 
 
It helps to be very focused so you concentrate your marketing efforts and marketing budget on the 
specific type of people who will buy from you. 
 
Don’t be afraid to be very specific. Being clear about your target audience is about targeting your 
marketing efforts effectively, not stopping people from buying your product or service or experience. 
People who are not included in your target market can still buy from you—they’re just not your top focus 
when it comes to developing your marketing strategy. 
 
First, think about your existing Scottish, UK and international customers. 
 

§ What sort of age are they and what stage of life are they at? 
§ Which countries do they come from? 
§ Do they speak good English? 
§ What are they buying from you? 
§ Why are they buying from you?  
§ How did they hear about you? 
§ What do your customers like to do? 
§ Which other businesses do they interact with? 

 
Then, look at your website and social media analytics 

§ Use Google Analytics to analyse who is visiting your website  
§ Understand who is interacting with your social media from social media analytics 
§ Find out what are the main countries they are coming from 

If you’ve not looked at Google Analytics or social media analytics, take some time to do so or ask 
someone who knows about this to help you. Or speak to HIE’s digital team! 
 
You might also find it helpful to define your target audience by identifying real customers who you have 
bought from you who represent the type of customers you are after, and focus your marketing effort 
and budget on marketing to these types of customers. 
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3. Focusing on Key Customer Types 

 

Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
One of the critical first stages is to define who you intend to market and sell your products or services or 
experiences to, to help focus your marketing efforts and ensure they are effective. 
 
If you’re looking to attract visitors to your venue, museum, gallery or studio, VisitScotland has done 
research on UK visitors to Scotland and identified three key customer types that are most interested in 
culture and heritage. These are food-loving culturalists, curious travellers and engaged sightseers. 
 
Food-loving culturalists are the most affluent of the UK segments. They are above average holiday 
takers and are the highest spenders on annual holiday nights of all the segments. 33% of this group are 
aged under 35; 40% are between 35 and 54 years of age; and 27% are 55 or over. 
 
Cultural activities are of great interest to them and they enjoy visiting castles/historic properties, taking 
short walks, visiting museums and galleries, going sightseeing and visiting parks and gardens.  
 
Food-loving culturalists embrace technology and are above average users of the internet and social 
media. 82% have an active social media account. They have a particularly high use of travel review 
sites, for holiday planning and also for contributing their own reviews. 
 
The second group, curious travellers, are also quite affluent. They have a great curiosity about the 
world and look to broaden their minds by trying new things. They are typically free spirits who enjoy 
living life to the full. 
 
Curious travellers lean towards more cultural hobbies and interests. Their underlying attribute is a 
genuine openness towards learning new things. 
 
This group comprises a real spread of ages, concentrating on the middle to upper age bands. 25% are 
in the 25-34 age group; 18% fall into the 35-44 age group; 26% are 45-54; and 31% are 55 or more. 
 
Curious travellers have embraced mobile and new technology, spending slightly more time on average 
on the internet than the average adult. 
 
The third segment, engaged sightseers, take numerous breaks in a year. They enjoy general 
sightseeing and touring, taking in historical places as well as scenery and nature. They relish engaging 
with friendly locals and they are seeking an authentic experience. 
 
They are typically down to earth individuals who may be quite traditional in their outlook and fairly 
settled in their lifestyles. Engaged sightseers are below average in terms of affluence and may be more 
price sensitive than other segments. 
 



They have an older age profile than other segments. Typically they are over 45 and with the highest 
proportion falling into the over 65 age group of all the segments (27%) 
 
Engaged sightseers are online but can be considered as followers rather than early adopters of new 
technology. They are cautiously engaging with mobile and new technology but have the lowest 
smartphone penetration of the target segments.  
 
67% do have an active social media account but their activity is mainly focused on sharing with friends 
and family via Facebook, rather than engaging with brands or using a variety of social media platforms. 
 
Although this VisitScotland model identified these three customer types as being particularly interested 
in culture and heritage, based on research in the UK market, it may help you determine the type of UK 
and international visitors you need to attract to your site and the type of customers you need to focus 
on to sell your products or services internationally. 
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4. Potential of Key International Markets 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
To help you understand the international markets with the greatest potential and plan your international 
activities, the programme looks at research on visitors from some of Scotland’s key target markets, 
conducted by VisitScotland. 
 
From statistics for international visitors to Scotland in 2018, North America accounts for 25% of all 
expenditure. The United States is the number one market in terms of numbers of trips to Scotland, the 
number of nights spent here and in terms of expenditure. In fact, alone the US accounts for almost 20% 
of tourist spend, while Canada accounts for around 5% of spend.  
 
Europe accounts for half of all expenditure and the key markets are Germany, France, Italy and Spain, 
followed by the Netherlands, Sweden and Norway. Ireland might be an interesting market for culture 
and heritage, given our proximity and Celtic connections but it was worth just £24 million in terms of 
expenditure in 2018.   
 
The rest of the world outside Europe and North America accounts for the remaining 25% of spend, 
although Australia is the only country in the top 10 in terms of visitors and spend. 
 
The programme then goes into more detail on individual countries, looking at country profiles on each 
of the main markets produced by VisitScotland. These show top line information on the value of each 
market, as well as information on the top reasons why visitors come to Scotland.  
 
Looking at the US market, history and culture motivates more than half of US visitors to come to 
Scotland - a much stronger motivation compared to visitors from the UK or European markets. 58% of 
US visitors have a connection to Scotland, with 1/3 having Scottish descendants. It’s also noticeable 
how far out Americans plan their journeys, typically being around 10 months before their vacation. 
 
Looking at the information for Canada, we can see a similar and if anything stronger pattern. History 
and culture is important for 57% of Canadian visitors, 70% of Canadian visitors had a connection to 
Scotland and 38% have Scottish ancestry. And Canadians typically plan 9 months ahead. 
 
History and culture is an important factor for over 50% of visitors from Germany, well above the 
VisitScotland survey average of 33%, and Germans typically plan over 6 months ahead. 
 
France is the third largest market in terms of international visitors and visitor spend. Scots history and 
culture is a really important factor, with 56% of French visitors saying it was why they chose to come to 
Scotland. The French plan their holidays typically about 4 months ahead. 
 
The Netherlands is another key market and worth over £86 million in 2018. Again, history and culture is 
an important factor for 54% of visitors from the Netherlands and Dutch visitors typically plan 6 months 
ahead. 
 



HIE’s e-learning programme is a really useful and practical resource to help you plan how to market 
your heritage and cultural organisation internationally. It includes 20 video modules and PDFs of all the 
slides, containing hyperlinks to the research on VisitScotland’s website and to other useful information 
sources. 
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5. Marketing Publications and e-Books to Your International Audience 
 

Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
Within the course there’s a specific module to help culture and heritage organisations who are 
interested in marketing written publications and e-books to an international audience. 
 
The module introduces participants to useful online resources such the Publishers Association Export 
Toolkit. This toolkit covers consumer publishing, educational publishing and selling foreign rights, and 
there are also country profiles, containing insights and research on key markets. 
 
It highlights Scottish Books International’s website, which details programmes supported by Scottish 
Books International to help Scots publishers, writers, festivals and organisations work internationally. 
 
The module also contains information on support provided by Publishing Scotland for companies to 
participate in the main international book fairs, and the Go-See Grants Fund, with the financial support 
of Creative Scotland, which enables Scottish-based publishers to attend national and international book 
trade fairs for the first time, to undertake research and explore new markets. 
 
HIE’s e-learning programme is a really useful and practical resource to help you plan how to market 
your heritage and cultural organisation internationally. It includes 20 video modules and PDFs of all the 
slides, containing hyperlinks to the Publishers Association Export Toolkit, Scottish Books International 
and Publishing Scotland, as well as other useful information sources. 
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6. The International Market Research Service 

 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
Undertaking market research is one of the key factors which determines whether organisations succeed 
in attracting international customers or visitors. 
 
One of the modules of the e-learning programme introduces companies to The International Market 
Research Service, which is available to all Scottish companies and organisations, including companies 
in the Highlands and Islands.  
 
The International Market Research Service can help you access a wide range of free information and 
reports which may help you market your products and services internationally. 
 
Examples of some of the reports available include: 

§ A report by Mintel on Special Interest Holidays 
§ A report on IBISWorld on Tour Operators in the UK and 
§ A report by Technavio on the Global Adventure Tourism Market 

 
They may also be able to help by providing lists of potential customers and /or business partners, if you 
are able to closely define your requirements. You can also ask the service to conduct a free credit 
check on potential overseas customers or international business partners. 
 
HIE’s e-learning programme is a really useful and practical resource to help you plan how to market 
your heritage and cultural organisation internationally. It includes 20 video modules and PDFs of all the 
slides, containing contact details for and hyperlinks to the International Market Research Service, as 
well as other useful sources of information and support. 
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7. Making the Most of Your Cultural and Heritage Assets 
 

Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
The e-learning programme encourages organisations and companies to take a fresh look at what they 
are doing and consider how they can you make the most of the historical and cultural assets that they 
have and turn these into richer, more interesting experiences for your Scottish, UK and international 
customers. 

§ Does the product, service or experience you are offering need to be altered and / or do you have 
to change how you market your products, services and experiences? 

§ Put yourself in your customers’ shoes. Think about the type of international customer you want 
and, from your own experience and from your research, identify what your target customers are 
looking for. 

The online training encourages organisatons to think about their value proposition to their international 
customers and what is unique about the product, service or experience they are offering: 

§ Why should an international visitor be interested in coming to your venue or buying your products 
and services? 

§ How can you truly inspire your target customers? 
§ How can you create a richer, more meaningful, more authentic experience for your customers? 
§ How can you help them get immersed and under the skin of our culture and heritage? 

 
It also encourages culture and heritage organisations to think how they can collaborate with other 
organisations and businesses to create: 
§ a more interesting and engaging experience   
§ a stronger identity than you can achieve as an individual organisation or business 
§ a more attractive reason to visit 

 
HIE’s e-learning programme is a really useful and practical resource to help you enhance your 
organisation’s resilience and plan for the future. It includes 20 video modules, PDFs of all the slides and 
an action plan, which help you consider how to adapt your business / organisation to the current 
circumstances, to improve your ability to come out the other side of this crisis, and plan for recovery. 
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8. Opportunities through Digitisation 
 

Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
Given the current restrictions on travel, the expected low numbers of visitors to Scotland in 2020 and 
potential disruption in 2021 as well, the programme asks you to consider whether it’s possible for you to 
modify and deliver your products and services in a different way, perhaps using digital technology and 
digital marketing, to reach your UK and international audience. 

For example, can you: 

§ Turn your music festival into a virtual festival? 
§ Turn your collection into an online collection? 
§ Create an e-book or e-learning materials? 
§ Create a virtual tour allowing visitors to take as long as they want and spend time looking at what 

interests them? 
§ Take a different angle – create a video showing the security officer’s favourite pieces? 
§ Post interesting facts about some of your objects and artefacts on social media? 
§ Create different content for different audiences – for example adults and children? 

 
Making money from this can be tricky and it can be expensive to develop digital content from scratch. 
Often, the heritage and culture organisations that are delivering content digitally are taking the long 
view. It’s not designed as an immediate income generator but to build their audience and membership. 
 
We suggest you focus on what you can do quickly and cheaply, using existing content and materials 
where possible and repurposing them and delivering them through your website and social media 
channels. 
 
In particular, identify things that can help your community and target audience and digital content that 
will keep your organisation at the forefront of people's minds. 
 
HIE’s e-learning course is a really useful and practical programme designed to help you enhance your 
organisation’s resilience and plan for the future. It comprises 20 video modules, PDFs of all the slides 
and an action plan, which help you consider how to adapt your business / organisation to the current 
circumstances, to improve your ability to come out the other side of this crisis, and plan for recovery. 
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9. Intellectual Property and Copyright 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
One of the modules focuses on intellectual property (IP), looking in particular at copyright and 
trademarks, which for most organisations in the sector are the most important forms of IP. 
 
IP is often misunderstood, undervalued or not considered important or relevant. Yet, you may be able 
to license or sell your IP in the UK and internationally, and this can be of considerable value. 
 
The key issues for most businesses and organisations are who owns the IP and how can it be 
developed, managed and used effectively and sustainably. Organisations need to consider how they 
can generate sales from their IP to support the long-term sustainability of their organisations and whilst 
preserving and promoting our culture and heritage. 
 
Copyright protects original works of authorship including literary, dramatic, musical, and artistic works, 
such as poetry, novels, movies, songs and computer software. You need to know what copyright 
content you own and whether you have the rights to copy and distribute content that belongs to other 
people or organisations within the UK and internationally. 
 
You get copyright protection automatically - you don’t have to apply or pay a fee – and as well as being 
covered in the UK you are automatically covered in over 170 other countries under the Berne 
convention. However, you are recommended to register your copyright in the United States, because 
you cannot take legal action against copyright infringement in the United States otherwise. If you 
produce e-books and other publications, we recommend you contact Bibliographic Data Services (BDS) 
to get your metadata included on their database. 
 
The second form of intellectual property likely to be important to you is your trademark, which protects 
your brand names and the name of your business. As trademarks registered in the UK are not 
protected abroad, you should consider registering your trademark in countries you plan to do business 
in. The process can be quite costly if you register in several countries, so you really need to decide how 
important it is for your organisation to protect its trademarks, the costs of doing so and the costs of not 
protecting your trademarks. 
 
The e-learning programme looks at the issue of IP in more detail, and useful information can be found 
online on the UK Intellectual Property Office website and the sites of the EU Intellectual Property Office 
and World Intellectual Property Organisation. 
 
You might also find it useful to contact HIE. HIE has intellectual assets specialists who can discuss the 
IP your business owns, its potential to generate revenue and how to manage IP effectively. 
 
HIE’s e-learning programme is a really useful and practical resource to help you plan how to market 
your heritage and cultural organisation internationally. It includes 20 video modules and PDFs of all the 
slides, containing hyperlinks to the websites of the UK Intellectual Property Office, the EU Intellectual 
Property Office and World Intellectual Property Organisation, and other useful information sources. 
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10. Routes to Market for Heritage and Culture Organisations 

 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international 
audience and grow sales to international customers and visitors. 
 
Several sections of this programme look at how you can export your products or services internationally 
and some of the methods or routes to market you might consider. As some areas will be more relevant 
to you than others, we have split this up into several different modules, so you can watch all of the 
videos or just the ones you think will be most relevant to you. 
 
To give you an overview, these sections look at: 
§ The different ways in which services can be provided and marketed internationally 
§ Selling products online internationally 
§ How you might use agents or distributors to market and sell to international customers 
§ The potential to license foreign rights; and 
§ The role of travel trade intermediaries, focusing on Online Travel Agents and Inbound Tour 

Operators 

 
These modules explain how these different channels can help you reach your international target 
audience and some of the legal and practical issues you need to consider. 
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules 
and PDFs of all the slides, including hyperlinks to useful information sources. You can also download 
and complete an action plan, to help you plan how to market your heritage and cultural organisation 
internationally.  
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11. Selling Services Internationally 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
One module of the programme focuses on how organisations can market and sell their heritage and cultural 
services internationally, and discusses three main methods of doing this. 
 
The first is that the service is delivered in Scotland and consumed in Scotland by an international visitor. In 
this case the consumer travels to Scotland.  
 
In some cases this may be the only practical way of delivering the service at all, but of course it does limit 
the number of international customers who can access the service. If you want to grow your international 
audience, you need to consider language issues, both in marketing to your international target audience and 
potentially delivering the service in different languages. 
 
The second method is that the service is consumed abroad by an international consumer. In this case the 
supplier travels from Scotland to the international market and delivers the service there. 
 
Again the number of people who can access your service is likely to be limited. It can take considerable 
time, money and effort to tour. Again, you need to consider languages, both in marketing and delivering to 
your international audience.  
 
One of the benefits of delivering the service in an international market is that it does build relationships with 
your international target audience, encouraging customers to visit Scotland to experience your service or 
performance here in Scotland and potentially the services of other culture and heritage organisations.  
 
It is certainly a lot simpler if you have a local partner who can organise things on the ground in the 
international market, do local marketing, attract an audience and organise the venue and local logistics. 
 
The third method is that the service is in effect turned into a product and delivered digitally to the 
international consumer. In this case, the sale is an electronic cross-border sale. 
 
In order for this to be successful you need to consider how you can develop a digital product, package it and 
market it effectively to your international audience. You may also have to translate your product. 
 
If you are putting it on your website you will need to redevelop your website to attract international 
customers. You need to consider translating your website and accepting payment in different currencies. All 
of this needs to be supported by search engine optimisation, search engine marketing and social media 
relevant to your international target audience. 
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to useful information sources. You can also download and 
complete an action plan, to help you plan how to market your heritage and cultural organisation 
internationally.  
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12. Selling Online Internationally 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
One module of the programme focuses on how organisations can sell online internationally. 
 
If you are selling line internationally for the first time, you need to consider which products are likely to 
appeal most to your international customers. You can do this by looking at products that international 
customers have bought from you in the past and consider selling these products on your website. 
 
You should also bear in mind what you can sell online internationally. So, for example, very heavy products 
might not be best suited, because the postage and packaging costs may be very high.  
 
You really do need to check the costs of postage and packaging to all the main destinations you are likely to 
be selling to. It is important you work out your costing and pricing, and whether you can make a profit from 
selling online internationally. 
 
You should also redevelop your website to attract international customers. First, you should consider 
translating your website, depending on your key target markets.  
 
Payment is another important factor to consider. International customers are much more likely to buy from 
you if they can see prices in their own currency and are able to purchase in US dollars, Canadian dollars, 
Euros etc. 
 
If you can do this and your efforts are supported by appropriate search engine optimisation, search engine 
marketing and social media relevant to your international target audience you will be more likely to succeed 
in selling online internationally. 
 
You should also consider having an international set of terms and conditions on your website. In particular 
you should consider having two clauses:  
 
§ A clause relating to customs charges, which should state that the customer will be responsible for any 

customs duties, taxes and the costs of customs clearance. If you don’t have this, then you may be 
liable to pay any customs duties, taxes and the costs of customs clearance.  
 

§ A clause stating that the contract will be governed by Scots Law. This is important because any dispute 
between you and your buyer would be covered by the Scottish courts. 

 
You could potentially use other platforms and marketplaces, such as Amazon, to sell your products online. 
Many small businesses and organisations use such platforms to sell their products online to international 
customers. 
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to useful information sources. You can also download and 
complete an action plan, to help you plan how to market your heritage and cultural organisation 
internationally.  
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13. Agents and Distributors 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
The programme outlines several different methods you can use to market and sell your products and 
services to your international audience and one module looks at using agents and distributors, which is 
particularly relevant for organisations selling products. It examines the difference between agents and 
distributors, the benefits of using them and issues you should be aware of. 
 
An agent effectively is your representative in your marketplace. They negotiate sales on your behalf 
and in return for this they earn commission. Normally, you invoice the customer and ship the products 
to them. The customer pays you and then you pay the agent his/her commission. So, you have a 
relationship with the end customer. 
 
A distributor, on the other hand, buys from you and they then sell on to their customers. They earn a 
margin, which is the difference between the price they buy from you and the price they sell to their 
customers. So, you don’t usually have a direct relationship with any of the distributor’s customers. 
 
Both agents and distributors should have good knowledge of their local market. 
 
If you are considering appointing an agent in the European Union, you should be aware of an important 
piece of legislation, the EU Commercial Agents Regulation 1993, which protects agents and makes it 
difficult to terminate any agreement you have with them, whether this is a written or verbal agreement.  
 
You should definitely do good research or due diligence on any agent you are thinking about 
appointing, take professional legal advice and draw up an agency agreement which includes grounds 
for terminating the relationship.  
 
If you are considering appointing a distributor, you should be aware that often distributors may ask you 
about giving them exclusivity, which is the exclusive right to distribute your products in their territory.  
 
Again, you should research your potential distributor and only consider offering them exclusivity only if 
you are sure they are the right distributor for you. We would suggest you limit the amount of time the 
distributor has exclusivity, certainly initially. You can then decide to conclude the relationship if it’s not 
working, or decide to work with other distributors, or continue to work with the distributor on an 
exclusive basis if they continue to perform well and you achieve your sales targets. 
 
For both agents and distributors, you should set clear objectives or targets. You want to ensure that 
they will be actively marketing and selling on your behalf, and you should manage them closely, so to 
ensure they perform. 
 
Another key point is to agree the territory that your agent or distributor will cover. You want to ensure 
that your prospective agent or distributor really does have the capability to market and sell in the area 
before finalising any agreement with them. 
 
We suggest you talk to HIE and its partners about the most effective route to market for your business 
and how they can help you identify agents, distributors or other international business partners who can 
help you market and sell to your international target audience. 



 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to useful information sources. You can also download and 
complete an action plan, to help you plan how to market your heritage and cultural organisation 
internationally.  
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14. Licensing Foreign Rights 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
The programme outlines several different methods you can use to market and sell your products and 
services to your international audience and one module looks at licensing foreign rights. 
 
Foreign rights deals offer an often underexploited but potentially lucrative opportunity for culture and 
heritage organisations, particularly those with printed publications and e-books. 
 
Foreign rights deals are relatively easy to put in place and may include translation and/ or adaptation of 
content for specific international markets. 
 
The main benefit to you is extra revenue from royalties and since there are no direct costs, most of this 
revenue is extra profit. 
 
Also, you don’t have to worry about issues such as shipping, fulfilment and distribution in the end 
market, pricing and returns. 
 
There are a number of things you need to consider when licensing foreign rights. 
 
First, you need to ensure you have something to license, that is that the copyright actually belongs to 
you and not to some third party. 
 
Second, identify the titles that are likely to have the greatest appeal to international buyers. You may 
already have some idea of this from previous sales to international customers and/or analysing your 
website. 
 
Third , identify potential buyers or licensees. Scottish Development International and/or Enterprise 
Europe Scotland, through Highlands and Islands Enterprise, can potentially help you with this.  
 
Publishers may ask you to supply content to review on an exclusive basis. If a publisher is interested in 
acquiring foreign rights, they may make you an offer or ask for terms. 
 
You should be aware that withholding taxes might be applied by international tax authorities, so it’s a 
good idea to check our any tax implications before concluding a contract with an international buyer. 
 
You should also be clear about which country or territory is covered by the foreign rights in any contract  
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to useful resources, such as the Publishers Association Export 
Toolkit, which contains more detailed information on licensing foreign rights.  
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15. Working with Travel Trade Intermediaries 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
The programme outlines several different methods you can use to market and sell your products and 
services to your international audience and one module looks at working with travel trade intermediaries. 
 
Working with the travel trade is an effective and valuable way of reaching larger numbers of 
international travellers, and is particularly relevant for businesses and organisations who want to attract 
overseas visitors to their venue.  
 
Even though consumers are increasingly organising and planning their own trips directly, intermediaries 
such as online travel agents and inbound tour operators still play a significant role in attracting and 
reaching international visitors to Scotland. 
 
It is important to understand the roles of each type of travel trade distributor and how they can facilitate 
the distribution of your products, services and experiences.. 
 
Online Travel Agents (or OTAs) are the fastest growing distribution channel for travel products. OTAs 
specialise in online distribution and have no intermediaries: they deal directly with both consumers and 
tourism businesses. The industry is dominated by 4 key global players: Expedia, Tripadvisor / Viator, 
Trip.com and Priceline, but there are also a substantial number of niche online travel agents who 
specialise in Scotland and /or operate in particular segments 
 
Cultural and heritage attractions should consider working through OTAs. If you put your organisation’s 
profile on an OTA website, it will display information and prices in the language and currency of the 
visitor and you only pay commission on confirmed bookings. They can also drive more traffic to your 
website directly as many visitors will search for your website after they’ve seen it on the OTA’s website. 
 
You might also want to develop relationships with inbound tour operators. An inbound tour operator, 
also known as a ground handler or destination management company (DMC), is a UK or Scottish 
based business which specialises in packaging and bundling programmes and itineraries for marketing 
and selling to the overseas travel trade.  Examples of ITOs include Abbey Tours, Cashel Travel, Hello 
Scotland, Experience Scotland, Go-Scotland and Rabbies. 
 
Depending on the size of your business and what you offer, it might also be relevant for you to work 
with internationally based wholesalers, tour operators and travel agents. 
 
For further information on working with the travel trade, contact VisitScotland They have a website 
dedicated to the travel trade at https://traveltrade.visitscotland.org/. You can sign up to be listed as a 
supplier on VisitScotland’s travel trade website free of charge.  
 
You might also want to consider exhibiting at VisitScotland Expo, which is Scotland’s flagship annual 
event for the travel trade and the only travel trade fair in the UK that exclusively promotes Scotland. 
Further details can be found on the VisitScotland Expo website at 
https://www.visitscotlandexpo.com/.  



Expo is an excellent opportunity to meet buyers such as inbound tour operators, internationally based 
wholesalers, tour operators and travel agents. It’s possible to exhibit either on your own or potentially 
with a group from your local area through your local destination marketing organisation. 
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to the websites mentioned in this article and other useful 
resources. You can also download and complete an action plan, to help you plan how to market your 
heritage and cultural organisation internationally.  
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16. Finding the Right International Business Partner 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
The programme outlines several different methods you can use to market and sell your products and 
services to your international audience and highlights the importance of international business partners, 
whether they are agents or distributors, foreign licensees, travel trade intermediaries or organisations on the 
ground who can help you supply your services in an international market. 
 
It’s important you choose your international partners carefully and there are some basic criteria which 
you need to consider, irrespective of the type of partner you need. 
 
First, your potential partner must have a good reputation in the market, be honest and reliable. 
 
Second, they need to be good communicators, both with you and your international target audience. 
 
You need someone who really understands your product or service, knows the market , has a good 
track record and, above all, will be active. You want someone who will market your products and 
services actively to your customer base. This probably means you need a partner who has a strong 
online presence, a good website and who is active and effective on social media. 
 
It may or may not be important that your partner speaks English, depending on your language skills, but 
it is essential that they offer good service and support. They may, for example, be able to translate 
brochures, leaflets and marketing material. 
 
Your partner may be able to advise on regulations in the market and they might be able to help 
organise logistics. 
 
Before signing any agreement with an international business partner, we suggest you do some basic 
background checks, including asking for and taking up bank and trade references, and conducting a 
credit check on the company. 
 
The International Market Research Service can conduct credit checks for you on potential international 
business partners. You can contact them on 0300 013 3385. 
 
Contact HIE’s international team to help you identify potential international business partners you can 
work with. The team can be contacted at international@hient.co.uk 
 
HIE’s e-learning programme is a really useful and practical resource. It comprises 20 video modules and 
PDFs of all the slides, including hyperlinks to useful sources of information, advice and support. You can 
also download and complete an action plan, to help you plan how to market your heritage and cultural 
organisation internationally.  
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17. Marketing to Your International Target Audience 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
One of the modules in the programme looks at marketing. It is essential you identify your target audience to 
focus your marketing effort and resources on the most promising international target markets for your 
products and services and the types of customer who are likely to buy from you. 
 
You really need to research and understand your international target audience, then develop a marketing 
strategy that is designed to connect with your customers and buyers, raise their awareness of your business 
and organisation, get them interested and then encourage them to take action and buy your products and 
services. 
 
For businesses and organisations that are looking to attract international visitors, VisitScotland has done 
research into the process international visitors go through in planning their journey. They say it’s a bit like a 
‘soup’. At the beginning people dream and perhaps use Google, magazines and guide books or see 
something about Scotland on television, which gets them interested potentially in coming to Scotland. They 
then typically go into more detail, looking on the web and at online travel agent sites like TripAdvisor for 
more specific experiences or attractions, which they are particularly interested in. 
 
It’s important to pique the interest of prospective visitors on your website, presenting inspirational content to 
potential customers, which encourages them to take action. So, rather than titling a section ‘Historic 
Attractions’ it is more effective to say something like ‘The Scottish history you have to see on your trip’. This 
is more likely to encourage visitors to incorporate your experience or attraction into their holiday. 
 
The marketing module presents a number of tips and ideas you can incorporate into your marketing. 
 
First, make it easy for your customer to do business with you, whether your customer is an end consumer or 
an international business partner. This means knowing your customer and understanding their needs, 
knowing your product or service, and understanding how your product or service meets the customer’s 
needs. You need a strong online presence, a good website with great content and to use social media 
effectively. Ideally, you also need bookable products – products that can be booked online. 
 
Price your product or service appropriately. You must ensure you are going to make a profit, but you must 
offer good value for money. Your pricing should be clear. Ideally, you should price your products and 
services in international currency for international customers or visitors. If you are selling to the travel trade, 
you should have rate cards for the different types of distributors or intermediaries. And, if you are planning 
to export a physical product, you need to know the postage and packaging costs and factor these into your 
pricing. 
 
Offer great service. Where possible, try to personalise communication with customers in your marketing and 
e-mails. Meet and, if possible, exceed customer expectations so they are more likely to take the time to 
leave positive reviews. And, if they do leave reviews, whether positive or negative, take time to respond to 
them. 
 
Consider redeveloping your website for international customers. This may mean having a single page in the 
main languages, which make it more likely that a customer searching in their own language will see your 
site, to translating all of your website. Think about your content and how you can inspire your international 
visitors on your website and encourage them to take action – buy your product or service or book in 



advance on your website. Where possible, incorporate video and using high quality photographic images to 
make your site more visual and more appealing.  
 
Finally, make sure you know where your international target audience is on social media and communicate 
actively with them. Consider what platforms you need to be on, in addition to Facebook. So, consider 
Pinterest, Instagram, TikTok and Twitter. Post videos on YouTube and consider live streaming through 
Facebook Live and other media, if this suits your product, service or experience. And look at tools like 
Hootsuite that can help you schedule and manage your social media more effectively. 
 
HIE’s e-learning programme is a really useful and practical resource for heritage and cultural organisations. 
The course comprises 20 video modules and PDFs of all the slides, including hyperlinks to useful sources of 
information, advice and support. You can also download and complete an action plan, to help you plan how 
to market your business or organisation internationally.  
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18. Legal Agreements 
 

Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
The programme looks at the different routes to market you can take to export your products and services, 
including using agents and distributors and licensing foreign rights. If you are pursuing any of these 
methods it makes good sense to have a written legal agreement with your international business partner.  
 
Several issues need to be considered in constructing such a written agreement. 
 
First, it should set out the responsibilities and expectations of both parties – what you are going to do for 
them and what they are going to do for you. 
 
Second, it should outline the country or territory that will be covered – for example, does this agreement 
cover the whole of France or just the Paris region? 
 
Third, it should cover the issue of exclusivity – so, does your distributor have the right to distribute your 
products exclusively in the Paris region or is it non-exclusive, so you could potentially appoint other 
distributors in the Paris region? 
 
Most importantly, the agreement should state how the agreement can be terminated and the length of time 
the agreement will operate for. This is particularly important in relation to agreements with agents, 
particularly agents in the EU, who are protected by the EU Commercial Agents Regulation.  
 
Within the agreement, you will probably want to include a section on Key Performance Indicators, which 
might give grounds for terminating the agreement with an agent or stopping a distributor’s exclusivity, if the 
agreed targets or sales are not achieved. This might form an appendix to the agreement, as might a section 
on compensation or pricing, as these factors might change over time, and you probably will not want to 
completely rewrite the legal agreement in the case of such changes. 
 
The International Trade Centre (ITC) has model contract templates including agents’ agreements, distributor 
agreements and sales contracts, which can be downloaded free of charge from ITC’s website. 
 
If you are a publisher of a printed materials or e-books, we suggest you purchase Clark’s Publishing 
Agreements, edited by Lynette Owen. Although this is pricy, it is like a Bible, covering many different types 
of agreement, including the licensing of foreign rights. 
 
In all cases, we suggest you take these templates and adapt them to your own requirements, before getting 
them checked by a commercial lawyer with experience in agency or distribution agreements or licensing 
agreements. This is likely to be a lot cheaper than asking your lawyer to draft an agreement from scratch, 
but you should still get your draft agreement checked over, so it will be legally watertight and protect you. 
 
HIE’s e-learning programme is a really useful and practical resource for heritage and cultural organisations. 
The course comprises 20 video modules and PDFs of all the slides, including hyperlinks to ITC’s website 
and useful sources of information, advice and support. You can also download and complete an action plan, 
to help you plan how to market your business or organisation internationally.  
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19. Support from HIE and its Partners 
 
Highlands and Islands Enterprise (HIE) has developed an online e-learning programme for culture and 
heritage organisations, that aims to help businesses and organisations build their international audience and 
grow sales to international customers and visitors. 
 
One of the modules looks at the considerable support that is available to help organisations in the sector 
develop their business internationally from HIE and its partners, including Business Gateway, Scottish 
Development International, GlobalScot, the Enterprise Europe Network and VisitScotland. 
 
HIE has offices all over the Highlands and Islands region, supporting development in culture and heritage. 
They work with cultural organisations such as Fèisean nan Gàidheal. HIE offers a number of services that 
can help you develop your international business, such as international strategy workshops, which can help 
you develop an international strategy for your organisation.  They also provide access to the services of 
Scottish Development International (SDI). Details of HIE’s services can be found on HIE’s website at 
www.hie.co.uk and you can contact HIE’s international team via e-mail at international@hient.co.uk 
 
Local business support is also available across the Highands and islands through Business Gateway. 
You can access Business Gateway’s website at www.bgateway.com 
 
Scottish Development International or SDI is a joint venture between HIE, Scottish Enterprise and the 
Scottish Government, and supporting international trade and inward investment. SDI has a network of 
international offices providing support to Scottish business and organisations. There is the SDI / HIE 
Preparing to Export Programme, which offers export training. HIE and SDI organise market awareness 
events, which are seminars about opportunities in various international markets.  SDI also runs 
overseas trade missions through their network of international offices, which include market visits and 
organising meetings on behalf of companies and organisations. Further information on SDI’s services 
can be found at www.sdi.co.uk and SDI’s services can be accessed through HIE. 
 
Another service that might be useful is GlobalScot. GlobalScots are senior business people who have 
an affinity with Scotland and are there to help Scottish organisations and companies do business 
internationally. Around 75% of GlobalScots are based outwith the UK. Depending on what advice and 
support you require and their individual expertise, they can advise on market entry, legal issues or how 
to do business in a particular market, but they are probably most useful because of their connections, 
and may be able to put you in touch with potential customers and / or business partners. To register, go 
online to www.globalscot.com 
 
The Enterprise Europe Network can help you find international business partners in European markets 
and indeed in some other markets outside the EU. You can search their database of international 
partners on their website at www.enterprise-europe-scotland.com or e-mail their Inverness branch at 
enterprise.europe@highland.gov.uk to ask for their help in putting together a profile on your 
organisation, detailing the type of partner you are looking for. 
 
Finally, VisitScotland has lots of useful research information and toolkits on its website, 
www.visitscotland.org  You can register your organisation as a supplier free of charge on their travel 
trade database at https://traveltrade.visitscotland.org/ and find out more about VisitScotland Expo, a 
business-to-business trade show, held in Scotland, to enable Scottish suppliers to buyers and 
distributors from the travel trade at www.visitscotlandexpo.com 
 
HIE’s e-learning programme is a really useful and practical resource for heritage and cultural organisations. 
The course comprises 20 video modules and PDFs of all the slides, including hyperlinks to the websites 



listed above and other useful sources of information, advice and support. You can also download and 
complete an action plan, to help you plan how to market your business or organisation internationally.  
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