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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
OUTLOOK

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

Outlook2030 key priorities :

* 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.

* Memorable Experiences; We will encourage and enable visitors to explore more of Scotland
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

Scotland Outlook 2030
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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
Equal Society
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Equal Society
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Entrepreneurial
People and
Culture
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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

 Destination Tweed

Neolithic Orkney £10M

! World Heritage Site
£11.1M

' Inverness City Region

Moray Growth Deal 3
.| Deal

Elgin Cultural Quarter

c.£30M i . Inverness Castle

£16.6M

'F

Visit
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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

« 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).

« Amongst Scotland resident intenders, Scotland is the preferred choice, almost half planning on taking their trip there — 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

* ‘Free cancellation’ and ‘discounts or special offer deals’ make up the top two conditions deemed essential for indoor tourism and leisure
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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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
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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

ERl == tavc J pun oo J sovocar:

* Paid hero video ) Zaltdgu? cse * Email marketing
distribution Istribution * Content partnerships/ * Sociallistening

* Organicsocial > Contem el value add > O ERines ey * Social engagement

B2C * PR amplification prospecting . Remarketing sy s s * Brand lift
* Content partnerships/ .
* Influencers * Visitscotland.com
value add . Lead-pen
* Partner activity &
Not every
theme will
* Content hub on trade media sites * Destination training delivery work for every
B2B * B2B/2C intermediary activity » Consortia membership channelor
+ Destination training recruitment + New programme development audience

Right message, right place, right time :\‘?r) S?S’tland | Albam




DANCING
WITH A COMPLETE

STRANGER IS
CALLING.

R isi 4
& Scotland | Alba



OUR MARKETING IN 2022/23

WHO?

VisitScotland promoting to key markets
UK, USA, FRANCE, GERMANY,
NETHERLANDS, ITALY,

SPAIN, CHINA, CANADA,
AUSTRALIA, NORDICS

WHEN? PHASE 1 -
PRODUCT
Sep - Dec 21

KEY RESULTS

OWNED & EARNED
CHANNELS
CONTENT

(=] SOCIAL  INFLUENCERS

360M 130 posts
? reach 16M views

PR EMAIL,_ ¢

821 29M sent ~/
143K opt-ins

riod

] COMMUNITY ENGAGEMENT
| 534K comments
49K conversations

522K searcHEs FOR scoTLAND )

SCOTLAND
IS CALLING

' £7.2M INTERNATIONAL
MULTI-TOUCHPOINT CAMPAIGN
supported by conversion-led partnerships

PHASE 2 - ™~ PHASE 3 -
RESPONSIBLE ./ CONNECTION
Nov 21 Mar - Jun 22

WHY?

INCREASE AWARENESS
AND CONSIDERATION
of Scotland internationally

MAINTAIN

AND GROW

our share of the domestic market
Support a
SUSTAINABLE AND RESPONSIBLE

recovery of the Scottish tourism industry

BRAND BUILDING CONTENT PARTNERSHIPS OTA ACTIVITY

(®) 100M 19 698K

artnerships g VIOWS
Z  completed views pannership: page view
01M

clicks to VS.com 34.9K

Expedia, TourRadar,
Tripadvisor & Travelzoo A |

$33.9M

gross bookings

HOURS GLOBAL
79°M reach spent reading partnership with |5|K

about SCOTLAND National Geographic ROOM NIGHTS booked

INTERMEDIARY ENGAGEMENT

SCOTLAND DESTINATION DISCOVER
TRAINING SESSIONS SCOTLAND 2022

Scotland is Calling: results so far

AWARDS
BRONZE

EXPEDIA EMEA
el CAMPAIGN OF
THE YEAR 2021

NATIONAL
GEOGRAPHIC

THE ECO AWARD °

in the Times Travel Aw

Brand
Building

Content
Partnerships

OTA
Partnerships

100m+
completed
video views

34.9k
hours spent

reading

about
Scotland

$33.9m
gross
bookings

p - isi ™
& Scotland | Alba




HIGHLANDS WINTER CAMPAIGN 22/23

rachmcqueen « Follow
@ Paid partnership with visitscotland

Original Audio

@ rachmcqueen In my element, in the
elements = g8 @cullenlinks

#visitscotland #ad

Northern lights Covesea Lighthouse
(Moray Speyside, Cairngorms) (Moray Speyside)

VisitScotland (Default) @ . %
) g ; | cannot wait for you to see the final
Sponsored (demo) « % : _
video M #comingsoon

Forget the winter blues. The Northern lights are putting on a sparkling show for you across the o "“viamconnorgrant
@

Highland skies this winter! ¢ v VisitScotland (Default) @ oo

# Tomintoul & Glenlivet, Cairngorms Dark Sky Park, Moray Speyside
w Myrddin Irwin . < 5
How about this for a stunning Scottish sunrise!

Brighten up your winter and clear your mind on
the peaceful Moray coast (%

C... See more #golfinscotland #cullenlinks #travelvlog

#coursevlog #linksgolf #tommorris
#golfer #cullen #golftravel
#morayspeyside

® Covesea Lighthouse, Moray Speyside

L4 Check the latest Gov advice before travel

@ma arnaudseriegolf @ @@ @ ©

QY W

] Liked by visitscotland and 317 others

COTLAND.COM

Find your Winter Wonder Highlands Learn more

Plan your winter break!

Q0 569
VISITSCOTLAND.COM s e
Find your Winter Wonder ’ LEARN MORE
Highlands

Highlands Winter Campaign - partnering with Visit Moray Speyside :‘C'?r) S‘c%ttland | Albam




SPIRIT OF THE HIGHLANDS & ISLANDS 2022 & 2023

HAYS FOR DAYS (Nov 2022) Th

° 72|< Tiktok foIIowerS. | Gual‘dian

* Visited Moray Speyside and delivered 3
Tiktok videos (videol — video2 - video3)

* Excellent performance with a total of
35k video views and an extra 393k of
added value.

Related content

From secluded beaches i n Distilleries, golden
to romantic lighthouse nd wi eagles ... and Macbeth:
seven slow adventures
in the Scottish

Highlands and islands

stays: find winter gems
in the Highlands and islands through the
eyes of local people

islands

Uncover your sﬁf' a2
Y n

Spirit of the Highlands & Islands - partnership campaign with Highlife Highland \() Svmttland | Alba



https://www.tiktok.com/@haysfordays
https://visitscotland.sharepoint.com/:b:/s/MarketingandDigital/EdC-4jlSmm5DjyxocAR9VIgBpATH-nO_BvH8Nxad91HjMw?e=2BdfmJ
https://www.tiktok.com/@haysfordays/video/7176958417301441798?is_copy_url=1&is_from_webapp=v1
https://www.tiktok.com/@haysfordays/video/7177393885629402373?is_copy_url=1&is_from_webapp=v1
https://www.tiktok.com/@haysfordays/video/7177730343712083206?is_copy_url=1&is_from_webapp=v1
https://youtu.be/3EiPIxnAn9s

2023/24 MARKETING PLANS

The following marketing tactics will be employed to deliver our objectives.

1

Integrated

marketing delivery

Multi-layered marketing
into key markets (UK,US)
amplified with conversion
and partner activity
across wider markets,
and supported by our
always-on and earned
activity.

Marketing tactics

2

Harnessing
consumer trends

Gathering, analysing and
utilising insights from
across sources including
analytics and own
channels, media,
partners,
intermediaries and
industry to inform our
approach & share with
industry.

Extending collective
reach and impact
through strategic
partnerships with
regional, destination,
sector, commercial,
content and media
partners.

4

Driving conversion

through
intermediary
development

Connecting the right
products and intermediary
channels to maximise
conversion of responsible
tourism:
internationalisation
support, key intermediary

account management, B2B

inspiration, education,
targeted eventsand
intermediary
marketing activity.

5

Engaging through
storytelling and

advocacy

Aligning our content on
owned, earned and
partner channels through
our thematic calendar to
strengthen storytelling
and advocacy & promote
products & places.

qr

6

Channel
development

Develop VisitScotland’s
consumer facing digital
channels to improve
engagement,

and opportunities to
influence users.

& Scotland | Alba



Partnership Working with international, national, regional, sector and commercial partners in line with shared objectives to identify

Marketing best fit, scalable partnership opportunities which enhance collective reach and impact.

LNER LNER % qusgﬁfvev ég.?.‘tatigh WEST COAST

RAMBLERS

S EDI;JBURGH E.DI'NBUI‘QGH CALEDONIAN
SLEEPER

/_l

APEX HOTELS

GREAT DAYS OUT
BY TRAIN

WITH KIDS FOR A QUID

Scot

SCOTLAND’S RAILWAY

Regional upweights and
campaigns

Earned Coverage Working with global consumer and trade media across key markets to deliver global coverage supporting the awareness
& Activity and inspiration stage of the visitor journey.

01

* Programme of press visits
* Proactive pitching

* Comms bundles

* Face-to-face engagement
* Media events

* Bespoke campaigns

* Monitoring & evaluation

Q3

Paris

Multi-layered marketing to stimulate global demand and extend our impact

Scotland Week 2023, NYC
TravMedia Awards, London

British Guild of Travel
Writers, London
St Andrews SG Event,

Y.  AVisit

Q4
TravMedia USA

TravMedia IMM Aus
TravMedia IMM UK

ITB Berlin
Adonet Paris

tland | Alba

@ Sco



AUDIENCE INSIGHTS

"Young people" are not a segment- Millennials and GenZ make
up around 64% of the world’s population. That’s about 4.7
billion people and they certainly are not all the same.

There is as much diversity within generations as there is
between them.

Behaviour is key - Organisations that leverage customer
behavioural insights outperform peers by 85% in sales growth
and more than 25% in sales margin. -

Mood matters — Consumers are more receptive to
advertisingwhen in a good mood (happy, excited, relaxed).

Audio insights - Listeners are generally 35% more open to ads
and specifically receptive when they are in a good mood
(excited, relaxed, focused, happy). Mood ranks #2 behind time
for being a key indicator in driving audio ad receptivity.

Regional &
Seasonal
Dispersal

Influence

audiences

searching
OTAs/
Social

Spotlight
ease of
sustainable
travel

Retirees
(less
affected by
cost of
living)

Showcase
direct routes
and ease of
access

Align
to media &
partners
that share
ourvalues

Spotlight
industry
offers

Capitalise on
US visitors
booking UK

trips (e.g.
London)

Capitalise on
renewed
love for rail
travel

MARKET OPPORTUNITIES

Maximise
outdoor
active trend

Showcase
value &
unique

experience

Promote
community,
provenance

& cultural
experiences

R isi .
& Scotland | Alba




Free-spirited and
spontaneous

How does this influence
our content and creative

Enjoy meeting new approach?
people and

spending time > Useouricons (people, places,
outdoors . .
iconography) to reinforce
sense of place

Prefer holidays
( d

Experience Seeker Audiences > Challenge perceptions with
UK & USA unique, inclusive and exciting

experiences that demonstrate
the year-round, regional
Seek different diversity
holiday
destinations each ...in order to bring Scotland's
time 5 .
stories to life.

Will pay more for
'oncein a lifetime’
experiences

Top level themes across both UK and US B2C paid media activity

Leverage Scotland assets
including...

» Landscapes and built
architecture

» Film and TV settings
and famous faces

» Tartan, castles, etc

» Active outdoor
experiences

» Sustainable travel
options

» Seasonal activities and
events

» Local cuisine

» 'Instagrammable'
locations

& Stotland | Alba



RESPONSIBLE TOURISM DEVELOPMENT

Go off the beaten track Slow travel Meet the locals
Beat the crowds and travel out of season Stay longer Shop local
i b e e : Really explore our landscapes, nature and Eat local
ow carbon transport options: electric, sma culture Enjoy a local farm stay

group, public transport, bicycle ) ,
_ - _ Immersive experiences Green Tourism accreditation scheme
Responsible travel itineraries

Walking, Luxury / value add
Outdoor adventure cyclingand wildlife personalised Agritourism
watching experiences

Local food and drink Cultural
experiences experiences

Y i .
Encouraging responsible choices and prioritising sector focus :(é) Sg'gﬂand ‘ Alba
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CYCLING WORLD
CHAMPIONSHIPS
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GLASGOW
SCOTLAND

Cycling tourism - building on the ‘Worlds’ legacy
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THE VISITOR OPPORTUNITY

Over 2.3 billion* cycle tourism trips taken in Europe annually
Generating an estimated value of £37 billion*

Scotland’s share is 0.5% of trips and around 0.8% of spend

Cycling MTB Combined
Trips (000) 338 251 589
Nights (000) 1,322 1,234 2,556
Spend (E£m) £154 £112** £266
No. of nights 3.9 4.9 -

Over 713K cycling day trips taken in 2019, generating an additional £16M
Key short haul target markets:

* Netherlands (58% cycle > twice a week)

* Germany (36% cycle > twice a week)

Supports our responsible tourism and Net Zero ambitions

Sources:
Great Britain Tourism Survey 2019 (3-yearaverage 2017-19)
*European Cyclists' Federation report 2018

**Frontline Scotland 2016 estimated at £105m with potential to grow to £158m by 2025.

Insights: How Big Is The Opportunity?
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WHAT DO WE KNOW?

Being discoverable is even more important if you want to get to the lookers and bookers

Changed booking habits

*  Word of mouth & social media are the two main sources of travel inspiration

» Booking windows: 37% UK book within 1 week of travel. 29% US book 90+ days in advance - opportunity with short window too with 22%
booking within a week of travel

» Over 50% of International travellers use intermediaries such as Travel Agents, Tour Operators and online travel sites to plan & book their
travel

» Package bookings (1in 3 visitors) remain strong for some of our largest inbound markets. Bookings typically 1.7 x more in value.

*  90% of Expedia travellers are searching for sustainable booking options. While 7 in 10 consumers will pay more when making a travel choice
that is more inclusive to all types of travellers

Learnings and InSIght -~ whatis driving visitor behaviour? (Sources: Expedia, Virtuoso, VB survey, Google Data, Booking.com, Travel Weekly) C‘é’%) SEESttland ‘ Albam
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STEPS BUSINESSES CAN TAKE

CREATING BOOKABLE PRODUCT & BEING DISCOVERABLE = SUSTAINABLE GROWTH

Web Booking Engines

Own Channels

Tell your own story - history; values;
sustainability journey; connection
with your local community

Create a story telling calendar and
maximise new content across
channels - website & social

Encourage visitors to share their
experiences and share far & wide

Short form video - micro moments on
the farm - authenticity is key

Optimise web content for all the right
key words

Distribution is going to be key - is your
online booking solution integrated with
a channel mana%er (e.g. Expedia;
Booking.com; Vrbo; Air BnB?)

Expedia/Vrbo - key for North America -
accommodation & experiences

Vrbo highlighting a growth in demand
for unique accommadation

Using an OTA will also drive more direct
bookings

Utilise the dashboards available to help
with pricing; competitor analysis

Handy tips available here:

Using Travel Distribution to Sell your
Product| VisitScotland.org

Travel Trade

Use travel trade to sell ‘unique’
bookable experiences - FIT or Group

Growth in Travel Advisors (NA) looking
for luxury & unique experiences -
opportunity to drive higher revenue

Working via tour operators etc gives you
more control over when you prefer to
offer those bookable experiences (i.e,
specific days or times of the year only)

Planning and booking can be 12-18
months in advance

How to work with the travel trade

N4 isi ™
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RESOURCES & SUPPORT

VisitScotland

- Visitscotland.org
- Wealth of advice and resources

[
|

- Research & Insights

- Toolkits
- Cycle Tourism
- Inclusive Tourism
- Climate Action

- New VisitScotland Toolkit

- Video and imagery
- Campaign assets

- Marketing advice and resources
- Marketing calendar
- TravelPR@visitscotland.com

- Funding

- Industry Relationship Manager

- Dennis McFarlane
(dennis.mcfarlane@visitscotland.com)

& SCotland | Alba

Business Events Travel Trade Toolkit

Supporting your business ~

Quality Assurance Responsible tourism Advice Digital skills

Quality Assurance awards Climate change in Scotland Advisory service

Create a Climate Action Plan Essentials of digital

marketing

How to apply Business surgeries

Coronavirus support &
information

Sector guidance Deposit return scheme

Our visitors, culture and
communities

Promote your award
Cost of doing business Improve your online

Taste Our Best performance

Inclusive and accessible
tourism

Industry Leadership Group
Brown tourist signs

Short-term lets legislation
Scottish Thistle Awards Sustainability and the

environment Travel distribution

Your Industry Relationship
Manager

Green certification schemes

Research and insights ~

Get started with digital

Events ~

Marketing

Marketing opportunities
Business events

Free business listing

Know your customers

Free images and video
iCentre advertising
Press trips

Toolkits

Cycling tourism industry
guide

pu R

SCOTIAND'S NATIONAL TOURISM ORGANISATION

VISITSCOTLAND

o

Home

Welcome to
VisitScotland.org

News

Share ‘/n;a\ (ii <:f

il _

About us ~ Q

Funding
Rural Tourism Infrastructure
Fund

Business Improvement
Districts

Growth Fund

Recovery funding

R isi .
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https://www.visitscotland.org/
mailto:dennis.mcfarlane@visitscotland.com

THANK YOU

Any questions?

david.jackson@uvisitscotland.com
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