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Global tourism is back

International arrivals reached 98% of 2019 levels, and
up 11% on 2023

and

Scotland is ahead of the curve

International arrivals to Scotland 14% up on 2023,

and 46% up on 2019. Spend up 30% in real terms

but

From staycation to stay-cautious

Trips and spend by GB residents as part of overnight
stays in Scotland during the first half of 2024 were
down 20% on 2023
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Scottish residents

<8/>
Visits and spend down on
2023 driven by reduced
trip taking by Scottish

younger  independents
and families

Recovery from older
independents is an
opportunity.
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English residents

N

Fewer English visitors
across all life stages to
Scotland in 2024,
however an increase in
spend per trip of 51% for
holidaymakers.

North Americans

5

North American visitors
continue to drive growth
of international tourism
in Scotland with visits
and spend up 30% on
2019.

Visitors are typically 45+
travelling with friends or
family.

Europeans

AV
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European visitors to
Scotland were at a similar
level in 2023 and 2024, but
spend was lower than 2023.

Visitors trend to be younger
and travelling with children.




Global drivers of change
A shifting landscape

Visit
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Geopolitics

Regulation




Where are consumers investing their money?

Meaningful experiences

In 2024:

* Almost 9in 10 people (88%) planned to spend the
same or more on experiences to 2023.

experiences 1or

U.K. (41%) Europeans to
*  40% of people said experiences provided them with Food-related experiences '
their best memories. 3 Belgium (33%)
Live Music

* 30% said the found shared experiences with others
deeply enriching. France (34%) .

. {
Ovutdoor experiences |

*  40% of people would travel to another country or | Italy (35%)
. . . Spain (429%)
continent for an experience they are passionate about.

Germany (26%)

Family-oriented experiences

Food-related experiences
Ovutdoor experiences

* Gen Z leads the way in planning to spend more on
experiences.

Source: MasterCard Experience Economy Survey 2024
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https://www.mastercard.com/news/europe/en/newsroom/press-releases/en/2024/europes-experience-economy-set-to-spring-forward/

Trends for 2025:
The Experience Economy

Macro trends

Worldwide tourism opportunities

Fit with Scottish product and markets
Opportunities for businesses

Consumer Trends For Scotland | VisitScotland.org
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1. Trends for 2025: the experience economy

The experience economy and experiential tourism reflect a growing desire from wisitors to

spend time and money on meaningful experiences that create lasting memories.
In this trends paper, we explore:

= aight key trends shaping what visitors are looking forin 2025

=  how tourism and events businesses in Scotland can capitalise on these trends in the

Ccoming year

The growing experience economy is underlined by the two key themes seen across travel,
"passion travel” and "wellness tourism”.
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Gig tripping Hobbidays Set-jetting
Planning trips around events such as concerts Visrors choasing destinatians based on places Wisitors choosng towsit the *set” of thear
and fostrals. that promobe and fackitate their fxvourite favourite Scotland based film ar TV show.
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Celebreaktions Snoorie Biohacking wellness
The apportunity far an cuisting melebmation or Comibining snoaze and caorie, “snaoric® ncarporatian of “hishacking” technalogy in
milestone ta be transiormed imto & holiday. describes tounsm promoting rest for visitars. toursm ta appeal bo cortain wellness secking

wEsibors.

Instant inspo
Cambining the use of social media platfarms
for pursuing passions and planning | booking

trips.

QOutdoor therapy
Usirg Scotland's unigue autdoars to promote
wieliness, such as outdoor saunas and forest
bathing.


https://www.visitscotland.org/research-insights/trends/consumer-trends

MARKETING FOCUS
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Market Development
Investing to maximise impact

Canada, Australia, China, UAE, India, South

USh UK, Germany, France Europe, Netherlands, Nordics

Established markets with room for growth. Will
repeat visit and explore regionally.

Long-term growth potential with evidence of
growing Scotland interest.

Growth potential and strong connectivity.

\ 4 \ 4

Continue to build awareness and propensity to Maximise conversion and promote longer stays Build support framework that will drive visitors of
visit. and visits. the future.

$

B2C: Destination brand building; Paid media campaign delivery.
B2C: Always-on storytelling connecting narrative to industry product; Amplification via PR & social led strategy.

B2B: Increase Scotland tour programmes and itineraries offered by tour operators, travel advisors and airline/ferry vacation arms (intermediary relationships).

B2B: Influence airlines to increase direct connectivity to Scotland for long haul - extend season to year-round; Influence train / ferry offering (for Europe / UK visitors).
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Working in Partnership
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The evolving digital environment

Generative Al

ouTube scale

ocial-searc

17:30 @

&« [Q Edinburgh restaurants

Top

<
83 restaurants

you need (OURY
[0 Edinburgh

or if you live here and
haven't been,

Gg- )

#edinburghfood 3 of my
absolute favoruite spot...
8 T0P SCOTTIS.. ©10.3K

Videos Users

Sounds Shop LIVE

Edinburgh
Restaurant

Guys, Edinburgh's
restaurant scene is DELI...
@ vess | Travel & . O 6027
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= ChatGPT v @

ladder rainy cardiff rainy london and What is the best place to visit

2 i 2
now we'e in sunshine scotland in Scotland'
W »

@  Choosing the "best" place to visit in Scotland
can depend on your interests, but one highly
recommended destination is Edinburgh.

Here's why:

1. Historical and Cultural Attractions:
Edinburgh is home to the iconic
Edinburgh Castle, the historic Royal Mile,
and the Palace of Holyroodhouse. The
city's rich history and stunning
architecture make it a must-visit for

history buffs and culture enthusiasts.

o

. Edinburgh Festivals: The city is
renowned for its festivals, particularly
the Edinburgh Festival Fringe, the
world's largest arts festival, and the
Edinburgh International Festival. Visiting
during festival season offers a vibrant

cultural experience.

w

. Natural Beau \ Arthur's Seat, an ancient

voleano and the main neak in the aroun
g to all UK Capital Cities in 24 Hours
d LfIJ ‘Message ChatGPT
inyou travel to all UK cities in 24 Hours?

ChatGPT can make mistakes. Check impartant info.

in search

&> Generative Alis experimental. Info quality may vary.

Here are some places to stay in Scotland:

» Edinburgh: The capital of Scotland, good for short breaks (&)

‘a 10 of the best places... WP Scotland Train Tours ..
Dec 23,2021 — 10 0f the Scotiand's capital
best places to stay In. Edinburgh, is the perfect.
holidaycottages.co.uk & Vacations By Rat

+ Loch Lomond: Good for couples

* Ullapool: Good for explorers

« Aberdeen: Good for night owls

+ Dornoch: Good for golfers

* Inverness: Good for history buffs

» Cowal Peninsula: Good for wildlife watching
* Rannoch Moor: Good for walkers v

Some things to do in Scotland include: v

* Visit a castle

* Goonahike

* Visit a whisky distillery

* Go to a traditional Scottish pub v
« Explore the Scottish Highlands ~

O Reset S Ask a follow up



Continuing to build our global reach & scale

1 7 active markets worldwide

>

YV VY
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560M Global PR impressions from 2400 Scotland articles (2024-25);
2000+ unique relationships with influential tier 1 media; in-person
media meetings in 7 markets; 125 pitching bundles delivering
effective engagement with global consumer & trade media; 206
media visits promoting seasonal & regional spread, growing
destination knowledge & responsible advocacy

172M times people were reached on organic social channels

+8M people use visitscotland.com annually. Contentin 6 languages.

28M consumer emails sent by VisitScotland annually

7,000 meetings between suppliers and businesses to support

internationalisation. £9m value delivered to businesses through

Connect. (2024/25)

£6.7M value of business event delegates extended stay post-
association conference attendance

Core & Growth Markets

Opportunity Markets




Sharing Caithness & Sutherland stories

visitscotland @
Scotland

visitscotland & 3 w

When snowdrops appear, you know
springtime is near! & Have YOU
spotted these bonnie wee flowers
dotting our landscapes? &

326.1k

Video views

© Dunrobin Castle, Sutherland
wa @dunrobin_castle

© Dunstaffnage Castle, Argyll
s @philmcintoshphotography

© Smeaton Arboretum, East Lothian
wa @hiking.bairn

© Floors Castle, Scottish Borders
ma @visitkelso

View Insights

Qv
q;;@ 16,425 likes

Have you ever experienced #coosday on the golf course? &

! Brora Golf Club, Sutherland
te See less

©

1 - Original audio

‘v Add a comment

Bringing you this bonnie snap of #Scotland's newest #UNESCO World Heritage Site! & This large
area of peat bog covers much of Caithness and Sutherland in the Highlands ... See more

VisitScotland @ is at The Flow Country.
September 1, 2024 - ¢

v visitscotland ©

visitscotland &

times

s @scotland_with_alex

contentin this
region seen

#Scotland #VisitScotland

a4 scotland_with _alex 1
& Thanks a lot for sharing
visitscotland

View all 1 replie

View Insights

oQv

G 10,536 likes
4 March
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OO0 664

8 comments 24 shares

An iconic Scottish scene brought to
your screen from the Highlands! ™
Happy #Coosday Tuesday % @

#ScotlandExplore #HighlandCow

visitscotland @
Hannah Rarity * Scotland Yet

9

visitscotland & 3 w
Scotland's coastlines are truly a sight tg
behold @ What an atmosphere he
Duncansby Head, the most nortl
easterly point of the British maj

© Duncansby Head, @ve|
8, @danchristie_24

#Scotland #VisitScotland
#ScotlandExplore #Scotld

_sebastian.grafe_ 3 w

Amazing and calming view'

1like Reply

View Insights

oQv
QU@ 10,466 likes

\v Add a comment

706.3k

Social media
engagements




Selecting your routes to market

Visitors

DIRECT

Travel
Advisor

Travel Advisor

Group / FIT Tour
Operator

DMC or Wholesaler

ONLINE & OFFLINE INTERMEDIARY MARKETING

Hotels/
Airlines

Online Travel Agent

Supplier / Scottish Tourism Businesses




VisitScotland Business Support Hub

Objectives:

Make it easier for businesses to find useful and relevant
information that can inform their planning

Keep it updated with timely actionable insight

Build stronger connections with key industry partners
and signpost to their resources

Enhance business competitiveness and growth

Supported by workshops & webinar programme

Beta site now live

Let us know what you think | Join the user panel

QI isi Y
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Content themes associated with:




Start your business - Improve your business -
Working with us to take Scotland to the trade

Essential tools to help you launch successfully

.
( _,.-u\ / . . - . a3
\'l‘——] P b 1 Deliver quality experiences with customer insights,

M including pricing strategies and legislation advice, | ) ; accessibility and service excellence,
|
i > [ \

Promote your business - Grow your business -

—ll / Boost visibility through engaging content, social "M Develop new products, secure funding and expand
| ] 3 media and marketing partnerships. 2 with expert advice.

Support by sector -

. LT Sustainability -+ =2\
Lea rn I n g _‘\[\ L/-\_) Sustainably grow your tourism or events business \= ".j—‘\: Find tailored advice and case studies for
A\ 1/ with actionable green strategies. accommodation, active and outdoor, events and
N g festivals, food and drink and visitor attraction sectors.

Platforms &

Meet-the-
trade Events

= Bitesize learning webinars & new Business Support Hub content

= Development programme
= Product Development workshops
= Preparing your Product Pitch

Our2025-26 training and event calendar will
be published soon on visitscotland.org

« Scottish-based & global events
* Product Presentation Day
* Business Development Mission - London / Canada / China

» VisitScotland Connect/ITB / ETOA Global Marketplace / WTM



https://www.visitscotland.org/events/industry-events/travel-trade

— 0
Useful Information

Market & Consumer Insights:

International Visitors | VisitScotland.org

Our international tourism markets | VisitScotland.org

Visitors from the UK | VisitScotland.org

Supporting your business:

Travel Distribution Jargon Buster | VisitScotland.org

How to Work with the Travel Trade | VisitScotland.org

Improving Your Digital Skills | VisitScotland.org

Get to Know and Learn From Your Customers | VisitScotland.org

How To Define Your Target Market | VisitScotland.org
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https://www.visitscotland.org/research-insights/about-our-visitors/international
https://www.visitscotland.org/research-insights/about-our-visitors/international/international-markets
https://www.visitscotland.org/research-insights/about-our-visitors/uk
https://www.visitscotland.org/supporting-your-business/advice/travel-distribution/jargon-buster
https://www.visitscotland.org/supporting-your-business/digital-skills/know-your-customers
https://www.visitscotland.org/supporting-your-business/digital-skills/know-your-customers/target-markets
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chris.taylor@visitscotland.com
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