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Who visited Scotland in 2022
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Strong track record

Increased connectivity, favourable exchange rates 
and pent-up demand have all helped bring more 
holidaymakers to Scotland.

- In 2022 international spend was up 24% on 2019

- In 2023 at the end of Qtr 3, international visits 
up 33% on 2022 and spend up 19%

International tourism in Scotland is recovering at a 
stronger rate than other UK nations and regions.

- Scotland was the only UK region to record an 
increase in visitors from North America last 
summer.

Office of National Statistics 2022 & Q3 2023 IPS Data



Reaching the 'right' audiences

We know UK continues to drive volume and North America delivers strong 
international visits and the highest spend, but closer to home we see opportunity 
to drive further responsible travel from...

Germany
• Prolific holiday takers - 3rd largest outbound travel market globally.
• Scotland receives c.7% of their visits to Britain – room for growth.
• Strong demand for outdoor, touring, responsible and high-end.
• Good direct access.
• Scope for growth of seasonal spread.
• High demand demonstrated by 2023 visits and tour operators

o 6 of our DE tour operators have added rail programmes to 2024 
Scotland portfolio

France
• Travel to Scotland year-round delivering a more even seasonal distribution of 

trips.
• Long bank holiday weekends mean shoulder seasons are quite popular 

holiday times in France.
• 79% of our visitors come for a touring holiday; about half of them stay 

between 4 to 7 nights.
• >1/4 come for a short break of 1-3 nights and the remaining quarter visit for 8 

nights or more.
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Integrated to reach the visitor at every stage of their journey

Conversion activity

• Social listening
• Social engagement
• Social sharing

• OTA partnerships
• Transport partnerships
• Intermediary 

marketing partnerships 
e.g. Tour Operators

• Email marketing
• Remarketing
• Visitscotland.com - site 

personalisation
• Lead-generation

• Content marketing – 
always on story-telling

• Content partnerships 
• Brand Partnerships

• Connected TV
• Hero Video Distribution
• Social Media
• PR
• Influencer marketing

See Think Plan Do Advocate

High impact content partnerships

Brand building video distribution

Stage in the visitor 
journey





Stories developed around their needs and our product strengths

Emotional 
Drivers to 

Travel 

Escapism

Connection

Rest & 
Relaxation

Satisfaction

Appreciation

Local culture & heritage
Food & Drink 
Experiences
Buying local 
Living like a local

Outdoors
Nature & Wildlife
Landscapes
Off the grid

Ancestry
Self-Discovery
Giving Back
Voluntourism
With self + friends / family

Wellbeing
Time out
Recovery

Sense of achievement
Adventure
Walking
Cycling



Researching trips: tours and activities



Economic & political 
uncertainty

New policy environment 

NSET

Fair Work

National Policy Framework

Budget challenges Climate Emergency

Sustainable growth of the visitor economy is key to Scotland’s future 
economic prosperity

Public Sector Reform. 

A culture of delivery = remove 
duplication, increase 

alignment, agility & pace

Competitive travel landscape & 
changing traveller behaviour- 

what do we need to do 
differently?

Strategic context



Measuring success

Key outcomes to deliver Scotland Outlook 2030 & NSET - Making better places for people to live and visit

Spread Spend Sustainability Satisfaction
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Spread of customers through 
the year and across Scotland

Increased yield from each visit 
(added value, extended stay, 
local spend)

Improved environmental 
footprint (supply chain, 
climate action, etc)

Improved end-to-end
experience (including 
suppliers, staff, visitors, 
communities)
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year-round and regional 
interest

Value for money and extension 
of trip/experience

Considerate of environmental 
and local impact of travel 
decisions

Personally enriching, quality 
experiences
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A balance of visitors year-
round

Increased spend felt locally per 
visitor

Conservation of local wildlife, 
nature and culture

Benefits of tourism felt locally 
(employment, infrastructure, 
and economic return); positive 
engagement



Making your voice heard

• Period of change in tourism

• Challenging public sector budgets

• Cost of doing business

• Visitor Levy

• Collective voice is vital





Thanks 

chris.taylor@visitscotland.com
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