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SCOTLAND OUTLOOK2030

‘developed through a shared vision and strong partnership between the Scottish Tourism
Alliance, Scottish Government, VisitScotland, Scottish Enterprise, Highlands and Islands

/, ’,
Enterprise and Skills Development Scotland’ SCOTLAND 2 03 0 ‘

OUTLOOK

Vision: Scotland - we will be the leader in 21st century tourism. Responsible tourism for a sustainable future.

EN

Outlook2030 key priorities :

A Passionate people; We will continue to encourage career development by improving opportunities
for career mobility.
Thriving places; We will actively engage local communities as valued stakeholders in tourism
development and delivery.

A . a
A Memorable Experiences; We will encourage and enable visitors to explore more of Scotland
A

throughout the year.
Diverse businesses; We will support tourism businesses in Scotland to become more
entrepreneurial, agile and resilient.

Responsible Tourism Commitment :
‘Scotland’s tourism sector will make a full contribution to our national ambition to become
a net-zero society by 2045’

NSET:
A wellbeing economy that is fairer, greener and wealthier

A T ™
Scotland Outlook 2030 @ Scotland | Alba



SO2030 Strategic Priorities

Our Diverse Businesses
We will build business resilience, sustainability
and profitability.

Our Passionate People
We will attract, develop and retain a skilled,
committed, diverse and valued workforce.

NSET Programmes of Action
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Entrepreneurial
People and
Culture

Our Thriving Places
We will create and develop a sustainable
destination together.

Our Memorable Experiences
We will provide the very best, authentic and
memorable experiences
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Entrepreneurial
People and
Culture
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Fairer and More
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Fairer and More
Equal Society

Policy Context: Our Strategic Focus :‘?C) S?Sttland ‘ Albam



KEY FACTORS

Place Based Economic

Development

Regional Economic
Policy (SG)

Regional Economic
Partnerships

Regional Economic Strategies

Regional Economic Strategy Delivery Plans

Growth Deals Private Sector Investment

& Scotland | Alba



- Borderlands Inclusive

Islands Growth Deal Growth Deal

A Destination Tweed

Neolithic Orkney £10M

! World Heritage Site
£11.1M

' Inverness City Region

Moray Growth Deal 3
.| Deal

Elgin Cultural Quarter

c.£30M A Inverness Castle

£16.6M

'F

Visit

otland | Alba

Growth Deals \() S



MARKET
SNAPSHOT

A isi ™
& Scotland | Alba



DOMESTIC VISITORS

Domestic overnight visits, nights and spend
to Scotland by month (Apr-Dec 2021)

c.80%

total inbound
visits are from
domestic
market

11.0 600

s The domestic (UK) market remains our
' ‘ c00 largest source of visits, accounting for
20 approximately 80% of visits and 57%
8.0

. 400 of total spend.

6.0 Holiday trips made up the largest

5. 300 proportion of overnight trips taken in
4. 200 Scotland. They accounted for two in
3. five trips between April and December
2. ‘ 100 2021. The second largest were trips to
L visit friends and relatives, which made
- . up one third of all trips.
Apr May Jun Jul Aug Sep Oct Nov Dec

Month NB: GBTS Stats are to be updated

o

o

Volume (million)
Value (£ million)

(=] (=]

(=]

. Visits (million) . Nights (million) Spend (£ million)

Maintaining and growing domestic market share 2%) Sggttland ’ Albam



\/ Increase awareness and consideration of

Scotland internationally. +7% London 4,869 4,199
international Rest Of England 4,426 3,211
Across the UK, international inbound visits have continued visits vs pre North East 177 135
toincrease throughout 2022 but Q3 2022 (Jul-Sep) remained down pandemic
16% on Q3 2019 levels. Meanwhile, Scotland bucked the North West 856 344
trend with 1,354,000 inbound visits to Scotland in Q3 2022, up Yorkshire 347 175
0 '
T%on Q3 2019 figures. 0 West Midlands 490 306
+34% _
International visitors spent £1.407 billionin Q3 2022 international East Midlands 345 210
within Scotland, l.!p a massive 3,4% on Q32019 (a new Q3 record) spend vs pre East Of England 678 386
and vastly exceeding the UK uplift average of 2%. pandemic
South West 795 515
Looking to the bigger picture, combined IPS data for Q1 to Q3 (2022 South East 1,341 937
vs 2019) shows 6.3% decrease in trips with a2 29.9% increase in value.
Scotland 1,354 1,407
Wales 259 150
Total UK 9,944 9,052

However, itis worth noting that the cost to serve for the industry is higher and so
they may not yet be seeing the benefit of that increased spend in real terms.

https://www.visitbritain.org/q2-2022-inbound-data

R isi .
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CONSUMER SENTIMENT

- Cost of living crisis impacting personal finances and trip taking.

- Public are likely to take cost-cutting steps on their trips such as
choosing cheaper accommodation, looking for more free
things to do, and spending less on eating out.

- UK public continue to believe they will take more UK domestic
trips compared to before the pandemic, and intentions for
both spring (April to June) and summer (July to September)
are higher than the equivalent period in 2022.

- Scotland is the 2nd most popular destination for an overnight
trip this spring/summer.

- Scotland is by far the most preferred destination for Scotland
residents.

UK Consumer Tracker - Jan-Mar 2023 :‘?r) Scotland | Alba



WHERE PLANNING ON STAYING ON NEXT UK SPRING SHORT
BREAK OR HOLIDAY

A The South West of England is the preferred destination for a UK holiday or short break this spring - at 21%, significantly ahead of any other
UK region. Notably, Scotland is the joint 2"d most preferred choice, with intention identical to 2022 levels (and higher in absolute terms given
the higher overall trip intention).

A Amongst Scotland resident intenders, Scotland is the preferred choice, almost half planning on taking their trip there i the same proportion as
in 2022. Outside of Scotland, Scotland residents are most likely to be planning an overnight trip to London.

Figure 17. Where planning on staying on next UK overnight trip in spring (April to June), Percentage, Waves 54-56,
Proportion of UK and Scotland-based Intenders

T1UK spring 2022 Intenders B UK spring 2023 intenders B Scotland resident spring 2023 intenders
55
1821 .
r-- 1212 12 12 11 4 11 11 10 12
: : n & :_ :._ . e E EE o me
South West of  Scotland East of Yorkshire & the South East of London North West of Wales East Midlands North East of West Midlands
England England Humber England England England

QVB4a. Where in the UK are you likely to stay on this next trip in <INSERT MONTH FROM VB2(lI1)>? Visit

otland | Alba

Base: UK spring 2022 intenders n=684; UK spring 2023 intenders n=1,333; Scotland resident spring 2023 intenders n=196; \() S



CONDITIONS ESSENTIAL FOR INDOOR TOURISM/LEISURE

PROVIDERS TO HAVE IN PLACE

A 6Free cancell ationd and 6di

scount s or

speci al

of fer

d e a hndl @isumma k e

providers to have in place for the UK public to visit them in the next few months. However, aligned with other indicators, the proportion seeking

these financial incentives has dropped since the end of 2022.

Figure 9. Conditions that are essential for indoor tourism and leisure providers to have in place to visit them in

the next few months, Percentage, Wave 56, UK and Scotland, Top 10 amongst Scotland residents

Free cancellation

Discounts or special offer deals

Enhanced cleaning regimes

Plentiful hand sanitizers

A quick and simple refund process

Transferable bookings to a later date

A commitment to being eco-friendly/sustainable
Contactless check-in and payments

Government certification for complying with hygiene and distancing guidelines
Accessibility (e.g. for wheelchair users or other disabilities)
The ability to pay in instalments

Packaged food only (no open buffets)

Q63. Which, if any, of the following conditions would be essential for indoor tourism and leisure providers (e.g. indoor visitor attractions, restaurants,

hotels etc.) to have in place for you to visit/use them over the next few months?.

6
I 30
E— 5
I )
I 2
E— ",
E— 20
.
E— ,,
E— 15
E—

E—

W UK residents

B Scotland residents
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& Scotland | Alba

Base: All UK respondents. n=1755; All Scotland respondents n=253



RESPONSIBLE
TOURISM
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Support Ensure Tourism
Scotland’s contributes to
transition to a thriving

low carbon communities
economy

Support the
protection, and
considerate
enjoyment of
Scotland’s
“‘) = Natural &

-5 E . Cultural Heritage

Scotland is
inclusive

Responsible Tourism Strategy \() Scotland | Alba



SUSTAINABLE GROWTH

RESPONSIBLE TOURISM - THE NEW BUSINESS AS USUAL

Destination Development Industry Development Marketing

i ; : : A mix of visitor markets to address regional &
Fengqg,chl{nﬁgeme ifgat?(,\,sﬁgﬂ g@sa?-ge_aﬁgw Discoverable busmesses__ ”ght' seasonal spread. Developing a new r%arket insight
dowe facilitafe that? channels to attract the right visitors model
Key sectors that align with our brand (see intermediary slide) Clear & consistent proposition - Brand Scotland

ition - : ’ i . . Making it easy for visitors to connect with
ELOI uc:’glfl(%?iesF&D’ utdoors; Agr Increasing the number and quality of respor%sible & immersive travel experiences

, , o responsible & accessible bookable - L
Get'ﬂng the right balﬁnce of V'S}!Itors fl?r experiences " drive up value gapi’ggrslgdevelopment that inspires travelling with
each region across the year - this wi
- . . Planning tools - carbon trip calculator; integrated
‘c’ggﬁﬂﬁg"‘{ﬁg;ﬁ@;ﬁvg Pgr‘,‘-‘gggaa”gc}_ljsa\t,s Stimulating sector development & public trgab?s ortinformation; priofitising -
Understanding the stakeholder collaboration to add value to the sustainablebusinesses
- . i Targeting B2B operators that can help us reach
landscape in each place & how it works experience higﬁ value expelpiential international visitors
and how we work with them - who & , . .
what do we want to prioritise? Sustainable & Inclusive accredited New format Expo - low carbon event
. . . . businesses New capability - vs.com / cross channel promotion
llg];laul(gn&f:.fr;sgitg]r\;%tment that will benefit BtiHsiqgijknow)r/w referenices; l_olcationfan% on%ir'lce
i i ehaviour; greater use of social proof across the
De-carbonised mdustry site; guest blogs for localauthenF’)cicity

Making better places for people to live & visit :;C%) Scotland ‘ Alba



MEASURING SUCCESS

Sustainability Satisfaction

w
=
o
1
5
O

- - Spread of customers Increased yield from each Improved environmental Improved end-to-

Q + . . .
= n through the year and across visit (added value, footprint (supply chain, end stakeholder

": -g Scotland extended stay, local spend ) climate action, etc) experience (including
O < suppliers, staff, visitors,
L'U_, communities)

c

14%]

Q

S — A range of experiences with Value for money and Considerate of Personally enriching,
= .g year-round and regional extension of environmental and local quality experiences
"E; v interest trip/experience impact of travel decisions

i o =

: L : " Y. oVisit .
Key outcomes to deliver Scotland Outlook 2030 & NSET - Making better places for people to live and visit @ Scotland ‘ Alba




RESPONSIBLE TOURISM NOT STRAYING

FROM THE PATH HAS ITS BENEFITS

- Responsible Tourism - the new Business As Usual.

- Drives and responds to trends and consumer behaviour.
- Responsible Tourism Strategy & DNZ
- Visitor Management Programme
- Marketing - Keep Scotland Unspoiled

- Industry Resources

- Climate Action Plan toolkit - visitscotland.org

#RESPECTPROTEéfENJOY Help Keep Scotland Unspoiled

Visit

otland | Alba
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https://www.visitscotland.org/supporting-your-business/responsible-tourism/climate-action-plan

RURAL TOURISM INFRASTRUCTURE FUND

- Improve the quality of the visitor experience in rural parts of Scotland and
support the ambition for Scotland to be a world class destination.

- Reduce the impact of visitor numbers on local communities and facilities.

- Support a more long term, place based approach to tourism infrastructure
provision which is more accessible, responsible and sustainable.

- £15m+ of grants awarded since 2018 :

- 73 Projects across 18 Local Authorities and National Park Authorities

- Moray - Coast to Country

- 34 Pre project Design Grants

- 11 Strategic Tourism Infrastructure Development Plans

- Moray Routes STIDP

%, oVisi
& Scotland | Alba




71 O/O (+10% on 2021) of 7 8 o/o tend

travellers want to :
to stay INn a

make effort in sustainable
accommodation?

next year to travel o
4 9 /0 believe

more sustainably2

61 O/o 31 O/o i ] there aren’t enough

sustainable travel

pandemic has that they didn’t options'
wr::lﬂ'r{:fI fot:fan\:el i e
: 1
g find them
sustainably

Source: Booking.com Sustainable Travel Report 2021'& 2022 2

Consumer demand 5, CVisit -
& Scotland | Alba



SCOTLAND IS CALLING
msmnmo.cwﬂ'rw e

e

o~ #RespectProtectEnjoy O Ih-lEE.!-I:%EI?O

COP26, GLASGOW 202%, >
o
L~ 7

-
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https://youtu.be/XhtNfDl-gpE

SCOTLAND'S RESPONSIBLE TOURISM PROMISE
Let's keep Scotland special.

Home | Iravel&Planning | Eco-Travel ¢ ! & F I
Now and for generations to come, Whether Scotland is your home or your destination, it's all of ours to

care for. GREEN TRANSPORT & ECO-FRIENDLY TRAVEL IN
SCOTLAND

So let’s all make just a few simple commitments that will help make sure Scotland remains beautiful and

unique for everyone to enjoy. If you love to explore Scotland's majestic landscapes and wildlife and want to preserve
Join us to #RespectProtectEnjoy Scotland. them, it makes sense to reduce your carbon footprint while travelling. Fortunately, there

are plenty of green transport options for you to choose from. 8 U N lQU E Eco- FRI E N DLY pLAc Es To STAY I N
Read the responsible tourism promise in Gaelic.

Find information on eco-friendly transport and travel tips. scoT LAN D

WHEN | EXPLORE SCOTLAND..,

2N 5 . View Comment
\ Emily Buchan - July6,2022 - View Comments
)

R

1 PROMISE TO CARE FOR SCOTLAND'S NATURE, |
WiLL..

Scotland is going green for accommodation! Today, many of us are saying goodbye to our old habits and

making better use of our resources to live a more sustainable life; from recycling products to conserving
energy and water. These simple changes that we make not only help to reduce our carbon footprint but

ultimately make Scotland an eco-friendlier place to live and visit.

| PROMISE TO CARE FOR SCOTLAND'S
COMMUNITIES, | WiLL..

EASY WAYS TO BE RESPONSIBL
SCOTLAND

Take the scenic route onboard the train or make use of our

network of electric charging points

Check out places to eat that use delicsous local produce, and
book an amazing eco-stay with on-site organic food

| PROMISE TO CARE FOR SCOTLAND AND THE
WORLD'S TOMORROW. | WILL..

Green & Sustaioable Busioeises in Scotland

e the Cae when | Can and walk, cyche 31 oot PUbIC UrdEoie rebend

12 & Eco-Friendly Travel in Scotlend

o Mre am siectnis seterie wiwes Doy bim en riage of the many charge

Pt 316 Ao Fedlabin ICrvs Soat

e pree Al 0l the buniresses e 1o byl 2oy et

v the tap, nat single use batthes
Vvt ofF U RghVin aendl Soe cip o thes sars Home | isaiation
VisitScotiand websie,
we'ro online 9.30am -

0 s (o ACCESSIBLE HOLIDAYS IN SCOTLAND 4.30pm GT.

o proaveng bo heep Scetland &

Prtectlgoy 00 Tallel and e ae frendy Find accessibility ideas and detailed access information on attractions, activities, food &
Be s I drink and places to stay across Scotland.

R isi .
& Scotland | Alba




MARKETING
UPDATE

¥ visi .
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MARKETING OBJECTIVE

Grow the value of tourism to Scotland with a focus on...

Positioning Scotland
as an inclusive year-
round destination that
delivers

powerfully enriching
personal experiences

Prioritising key
markets and
audiences to grow
Scotland's share of
global travel in a
sustainable way

Increasing the
value per visit

Y isi
& Scotland

' Alba




Brand building video distribution

High impact content partnerships

Conversion activity

Stage in the visitor

ADVOCATE

journey
A Paid hero video A Z?'f.gugc\)/:]deo A Email marketing
distribution A IStribu . A Content partnerships / . . A Social listening
. . Content marketing A OTA &intermediary .
B2C A Organic social ‘i value add marketine partnershios A Social engagement
A PR amplification A prospecting . A Remarketing &P P A Brand lift
Content partnerships / .
A Influencers lue add A Visitscotland.com
A vaiueadd A Lead-gen
Partner activity
Not every
theme will
A Content hub on trade media sites A Destination training delivery work for every
B2B A B2B/2C intermediary activity A Consortia membership chac|]1.nelor
A Destination training recruitment A New programme development SHEISHES

| i -
Right message, right place, right time C?r) S?E)”tland | Alba




DANCING
WITH A COMPLETE

STRANGER IS
CALLING.

R isi 4
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