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VISITSCOTLAND

* New world - what do we know? trends and
Insights

« What does it mean? strategic approach & our
new responsibilities

* Activity Overview - where have we been &
where are we going

Examples showcasing South of Scotland
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WHAT DO WE KNOW?

Tourism has never been so competitive - Travel spend is coming back faster than the # of travellers

Travel demand is back

Strong pent-up demand from international markets (favourable exchange rates especially USD, returning airline connectivity)

1.1m international visitors came to Scotland in Q1 2022 (18% down on Qtr 1 2019 but expenditure up +21%)])

International trips in 2022 evidenced slightly longer stays and willingness to travel out of the main season

The ‘wealth effect’ of affluent travellers

Slight increase in propensity for UK households to holiday at home {easier to plan). Jan - March, Scotland preferred destination after London.

Cost of living impact - value for money is a key driver for destination selection. Two dimensions - International travellers looking for added
value will pay for unigue, money can’t buy experiences; UK travellers looking for cost saving opportunities.
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WHAT DO WE KNOW?

The rise of a more mindful and discerning traveller - personal values drive purchasing decisions

 Sustainability, wellbeing, inclusivity and personalisation are emerging drivers of importance

» 2/ 3 of Gen Z travellers planning “revenge travel” to make up for lost trips during the COVID 19

» Holidays off-the-grid: travellers are eager to disconnect

* YOLO / GOAT / Bucket-list travel - distance is not a barrier

* International travellers are adding in multiple destinations - not just travelling to one place at a time. 64% long haul; 32 % short haul
* Bleisure & Flexcation - new types of holidays

* Emergence of new audiences - solo travelis on the rise esp in 65+, gen Z/millennials avg 2.2 more international trips 21/22 than 65+ ; while
couples dominate re-connecting has been important - friendship groups & multigenerational family holidays
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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 (1 in 3 visitors) remain strong for some of our largest inbound markets. Bookings typically 1.7 x more in value.

» Its all generations of travellers using intermediaries. The Virtuoso network, a global experiential travel network are reporting that 1in 4 bookings
are new customers who used to book direct

*  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

. .. . . : W Visit &
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When it comes to the deciding phase, at a global level, we see the role of price
- comparison sites and airlines significantly increase, whilst the relevance of
peer review sites diminishes somewhat

Comparing Use From Inspiration to Deciding Phases of the Customer Journey

Peer Review Site - an app or website that collates reviews from other 37%
travellers 329 i
Price comparison site - a website/app that aggregates travel deals from other ‘ Blue numbers in the |
sites %  table reflect a significant
Online marketplace - a website/app that connects the traveller with providers _ 30% increase vs the previous
directly 29% ~ Inspiration phase; red a
Online only Travel Agent or Tour Operator - offers a wide range of travel 30% decrease .
deals online 31%
The role of each

Travel Agent who offers advice/support via personal interaction - shop or 29%

intermediary drops back

telephane 28%
down again in the
- o 5 _
Specialist Travel Agent or Tour Operator - focuses on specialist interest travel - 28%  planning phases (see
and tours 26% : :
-~ full report), but booking
0 - : !
AlrlinefAirline Holiday Companies m 329 benawqum beqame
x more interesting
G i 12%
W Inspiration ® Deciding None of the above 1%
o
L:di-:h::::l;llgl::}'i';'.l ::ljit._,\..z:;.‘;:‘:z::::ef::h:‘hgﬁrégi l.'hl"::l:lléri!'-e:'.s T::-C-'!.'Il'lg spples to the Ingpiretion, decid Mg and planning stage 87 Multiple Respaonas 62

Bise nurnbers are significantyy higher than comparative baga & 95% confidence
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EXPEDIA SUSTAINABILITY INSIGHT

POSITIVE BEHAVIOUR CHANGE - REINFORCES OUR RESPONSIBLE TOURISM APPROACH

And more want to make meaningful decisions when

S | s /)" \gll would choose a

\\ O S destination, lodging,

Past decisions (!
Would buy from local stores and restaurants, rather than chains &\

: el A007 NN
Would visit local cultural or historical sites 497 NN
Would use more environmentally friendly fransportation options

Would buy from local cultures, communities, or minority groups % NN

N\
Would travel to smaller, lesser-known areas or destinations \\\\\\

Would stay in lodging that's actively lessening ifs environmental impact 45 3 >
V Y ging y g P 976 that is committed to supporting the local

Would pay more for sustainable options (i.e.. carbon offsefs) NN community and cullure, even if if was

Would use providers who declare commitment to sustainable practices N maore expensive

Would volunteer time at local community organizations at the destination 38% N ———— o
e ekl o . expedia group’

oxpedia group
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HOW HAVE THINGS CHANGED?

You must be seen...

Viewability and watch time matters as length of exposure matters

Media insights Creative must work harder Weaving impactful narratives

Greater fragmentation of the media landscape Short-form content is having more than a moment Hook and sustain attention with an immersive story
* Online video is the #1 driver of ‘commercial triumphs’ * Formats for all the stages of the funnel are « ‘Streamer locations’ spark a behind the lens experience
* 87% of millennial travellers consult social media as important. Long and short videos serve different l hacks and
: IS TAL 2 - * Culture shocks and connecting with nature
one of the first stops for travel inspiration purposes for viewers &
* Drive awareness through creative distinctiveness * Mixof traditional and modern unique experiences

* T78% of TikTok users found holiday/travel inspiration

on the platform. TikTok is becoming THE destinationfor . 14.5% increase in consideration on ad recall when . N .
travel content - with over 2.7 Billion video views on +270 Values marketing is key. Personal values become a bigger

atravel in the UK ads are viewable with sound on part of the story - 72% of brand values matching consumers
. o . . . personal values is deciding factor when buying
* 3M+Pinnersinthe UK engage with travel contenton a 95% of the creatnrei message 15 retalnezl when .
monthly basis customers watch video compared to 10% when * 67% of Gen Z think being true to their values and beliefs
) they read it in text makes a person cool
* YouTube garners 1.8X more attention from consumers
vs ads on Social platforms

Qr o] ™
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VALUES DRIVEN APPROACH

Consumers increasingly want to Consumers want businesses to help

understand the impact of their O O O adapt products and communicate

actions - on the people around them [:bC] how they will work with them for a
and the wider world hetter future

* We cannot unload the responsibility for change on the visitor.

*  We want visitors to feel good exploring Scotland, knowing the steps we’re taking to deliver a sustainable experience.

* We can educate in an inspiring way to show visitors how travelling better will deliver a better, richer, feel-good experience meeting their needs for
connection, wellbeing and unique experiences.

Sustainable
Social Proof & Inclusive
Choices

Bookable
Experiences

Authentic
Storytelling

\! i "
Tourism as a force for good - making better places for people to live & visit :?r) nggﬂand ’ Alba



EMOTIONAL DRIVERS

Qutdoors
Nature & Wildlife
Landscapes

Highland games

Mational Parks

Geo Parks

Islands

Northern Lights
Coasts & Waters
Wildlife Attractions
Natural Wonders
Off the beaten path

Urban retreats

Trad rusts Ances.try Retreats wild swimming
Self Discovery Rest & Spas Yoga retreats
Farmers markets Givine Back : P
Street food o g o Relaxation Soft Adventure Forests & Woodlands
ustainabili
Voluntourism / Emotional castle Spas
. Beaches

Brivers walking
Farm stays ) Climbin
Buying loycal produce EOOdt& Drink Advent Surfing ’

; vents venture -
Festivals & events, Agritourism Appreciation Satisfaction Touring Kayaking
Museums & Galleries _ Cycling
Bucket List

Foadie trails History & Heritage

Whisky & Gin distilleries & Cities
experiences

Matching consumer expectations

Munro-bagging

National Walking & Cycle routes
Rail & Bus scenic routes
E-vehicle routes

¥ isi N
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if not thousands of miles to find.
To discover what it unlocks in you.
A place that bids the whole world welcome,

" "While letting you escape from it. ..
Where the pace oflifeis an adrenaline r-ush :
Some of the time. -
Where you can taste the rain and feel the sun.

But the warmth, well it comes from our people.

So breathe it in. Soak it up. Stir those senses.
Feel the goosebumps.
Be lost... forwords.

> e
You have-g gc:-t to be- kidding moments. =

The ones that move you in ways you never thought possible.

Thatbury themselves deep inside and never let go.
Stegp closer to nat.ure To humanlty To the planet }

- ‘And play your part’ln protecting it. By treadlng @'ﬂ*y

So, what are you waiting for?
Come and give yourself new stories to tell.

-Adventures to share. People to meet.
We're waiting to say hello.

You know where to find us.

~ Scotland is calling.

The world needs Scotland like never before - telling our story, sharing our values

\() S
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STORY TELLING CALENDAR 4

[ Saatighon” me
£UEI3 deariTITsOice:

push push push

v More planning time to
align & collaborate with
partners

l Y008 906 0oueEsa f

Impact

heartbeat heartbeat
v Consistent experience

across channels

Time v Efficiencies when
Recovery Brand Guide Creating content

UNESCO Coy of
Liaranite

Scotland is Calling

Oct: Nov: Winter Dec: Short ) ) Feb: Outdoor Mar: Family
2% Jan: Touring
Landscapes Breaks Breaks < Adventures Breaks
- Ourlandscapes are Touring responsibly W@e_r_ange of outdoor _

. protects our activities for all ages and * Scotland offers a variety
unigue and breath- *  Perfect place for a cosy ; S L i
takin winter break * Easytogettoand get environment & support abilities. of activities for families.

& - . around local communities *  Spending time outdoors *  Places to stay are family-
e Qur cities have beautiful *  Unigue range of outdoor - - - -
A e Amazing luxury e QOurtours help people & reconnecting with friendly & affordable.
green spaces activities and . . - . -
experiences discover rich history & nature supparts *  Scotland is the perfect
*  Wewantto help protect srowsports L . -
. - - . e Perfect destination for culture wellbeing. place for children to
and restore Scotland's *  MWinter is a great time for } o
. ] foodie explorers e Agreat way to explore e Participating in outdoor explore the outdoors
landscapes and nature a city break in Scotland . : A -
) Scotland’s stunning activities is a great way and be active.
for future generations
landscapes and nature to explore new places

3 . "
Creating a constant heart beat of Scotland stories C(é) Scotland ’ Alba




Spend

MARKET PRIORITIES
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Agility - short term {recovery) and medium to long term {sustainable growth) approach required

Important considerations in our targeting - propensity, sentiment, connectivity, affordability

0 9 ™
Success will require the right mix of visitors to drive sustainable growth CC(’%) Sg’gﬂand | Alba



Stagein the
customer journey
* Paid hero video )
distribution .
* Organic social
B2C * PR amplification .
* Influencers
RIB * Content hub on trade media sites

* Destination training recruitment

Being present in the customer journey

Brand building video distribution

High impact content partnerships

Paid Hub video

Conversion activity

e Email distribution

distribution

Content marketing
prospecting

Content partnerships /
value add

Partner activity

value add
Remarketing

* Lead-gen

* Destination training delivery
* Consortia membership

* Content partnerships/

e Visitscotland.com

OTA &intermediary
marketing partnerships

° S0
° So

“ m m -z- ADVOCATE

cial listening
cial engagement

e Brand lift

¥ isi N
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INTERMEDIARIES STRATEGIC PARTNERSHIPS

- Travel DMCS Airlines & Tourism &
) OTAs Vacation SG & SDI VisitBritain Cultural
Operators Advisors Wholesalers
Arms Partnhers

STRATEGIC FOCUS STRATEGIC FOCUS

Grow their understanding of Scotland product and promote Raise profile of tourism as a key economic driver
regional, seasonal and responsible opportunities Partnering on green energy agenda / responsible tourism

Enhance their ability to promote and sell Scotland as a destination and food & drink / textile sectors
Create opportunities for Scottish businesses to connect with Scotland Promotion of strategic priorities
buyers Understanding of shared agenda and positioning of

Targeted key account management Scotland as a dynamic & progressive destination

Industry development : create the right product offering and help businesses internationalise growing Scottish tourism overall

TRADE EVENTS & BUSINESS DEVELOPMENT MISSIONS - year round
VISITSCOTLAND CONNECT - APRIL 2023

¥ i< ,
Maximising partnerships with travel intermediaries a’-i‘%) nggﬂand | Alba




REFRAMING SUCCESS

Sustainability

Regional spread Quality over quantity Net zero (Energy Mgt,
Waste Mgt, Climate

Seasonal spread Value over volume action)

Industry (benefit) Elongating visits Natural & cultural

spread Shop local heritage

Responsible, inclusive &
regenerative experiences

Transport options

A shared and renewed vision for success - making better places for people to live & visit

Satisfaction

Local satisfaction
Visitor satisfaction

Industry satisfaction
(Fair work; profile of the
sector; sustainable
growth)

¥ isi N
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OUR MARKETING IN 2022/23

100m+

WHO? 2 WHY? Brand completed

VisitScotland promoting to key markets: Bl_l”d Ing V|de0 V|eW5
UK, USA, FRANCE, GERMANY, £7.2M INTERNATIONAL r:: Zﬁffsﬁ,"éﬁmf:s

NETHERLANDS, ITALY, MULTl -TOUCHPOINT CAMPAIGN of Scotland Internationally
SPAIN, CHINA, CANADA, ed by conversion-led partnerships

AUSTRALIA, NORDICS MAINTAIN

AND GROW

N our share of the domestic market

WHEN? . . PHASE2- PHASE 3 -

RESPONSIBLE CONNECTION
Sep-Dec2l L Nov2l Mar - Jun 22

Support 2
SUSTAINABLE AND RESPONSIBLE

recovery of the Scottish tourism Industry

KEY RESULTS - 34.9k

hours spent

CHANNELS Content P
CONTENT 100M ‘”9 Sra 698K Partnerships readlng

=) sociAL  INFLUENCERS \ complet RELICTHR Pag > P b t

360M 1300t 4 M . claiel
= reach 16” views clicks to VS.com 3"9K Scotla nd
> HOURS -~ - GLOBAL i
EMAR- : 790M reach spent reading partnersh)

29M se - about SCOTLAND Natlonal Geogr du'w; ROOM NIGHTS baoked

OWNED & EARNED BRAND BUILDING CONTENT PARTNERSHIPS OTA ACTIVITY

INTERMEDIARY ENGAGEMENT AWARDS

SCOTLAND DESTINATION DISCOVER BRONZE
TRAIMING SESSIONS SCOTLAND 2022 STAR AWARD EXPEDIA EMEA
CAMPAIGN OF

- 298 . 71 THE YEAR 2021

522K SEARCHES FOR SCOTLAND ()

saich engines (LIS & UK combined 13-munth sverage)

SCOTLAND
IS CALLING

NATIONAL
GEOGRAPHIC
od

THE ECO AWAR!

1 the Tames Trave! A

OTA
Partnerships

$33.9m
gross
bookings

Scotland is Calling: results so far

& Stotland | Alba




A CREATIVE SNAPSHOT...

WYy S0t ADerieet

-
Viaaey 1icosse

STYLIST

Must-Try Scontish Advortures

Dawyck Botanic Garden and C ==
eseeC = m =
Paativs, WX =

WL

’“’ TLL))
> ‘p '. 4 ~
| “ =
cr- e -
Discover the relaxing

e The world Scottish getaway
N - that’s perfect for you,
needs Scotland basad o your
l|ke never personality The results are In! You are..
e s before... e o i
SR | Sheamve SCIENEE  TRAVEL  &MIMALZ  CULTURE & HISTORY  ENVIRONMENT Q = AR Pt
SCOTLAND

IS CALLING

—— AR AT

s| " - ‘—-s - l d k " - SCIEMCE  TRAVEL  AMIMALS  CULTURE A HISTORY  ENVIRONMENT =1 Dumﬁ"es
qw up L] c°t ana.. e — - Y PAID CONTENT FOR VISITSCOTLAND

(ST

e -
South of Scotland: creative examples \(@) SVIS!!‘

cotland | Alba



VISITSCOTLAND EMAIL SUPPORT ..

The South of Scotland has featured in a multitude of emails across the year.
Focus - Family / Outdoor Activities / Eco & Responsible / Spring & Summer Breaks
/ Autumn Escapes / Landscapes & Nature / Winter Breaks / Days Out

Recent emails;

- 11 places you must visit

- This season's greatest travel experiences

- Castles, a love story and smugglers

- Summer holidays with your kids

- Scotland's Best Autumn Photography Spots
- Introducing: Graham!

- Spook-able Tours & Accommodation (new Witch trail)
- Scotland After Hours

- Scotland's Winter Wonderland

- Winter City Breaks

Emails sent to all markets with EU versions displayed in
native language thanks to our inhouse translation team.

These emails had a collective reach

of over 14 million consumers

FAMILY FRIENDLY REGIONS
MIDLOTHIAN AND
THE SCOTTISH
BORDERS

Log off from work and enjoy

EXPLORE

SOUTH WEST
SCOTLAND

ECO FRIENDLY
ACCOMMODATION

EXPLORE

COSY PLACES TO
STAY

Find that perfect somewhere to

r head and
ALOJAMIENTO

ready fo
ECOLOGICO :

& tu viase 8 Escocsa sea

ni o) ! Y FIND A BED
: Coledale Stables, Kels: abtree

& Crabtree

View online

Hermitage Castle, Newcastleton

STORIES OF SOUTHERN SCOTLAND

Indulge your curicus side and venture into the south. Create your very
own tale to teli and head off the beaten frack, where dramatic casties
set in lush greenery will take your breath away and ancient
accommeodation will make you feel like a million dollars!

DISCOVER

OLDEST
ACCOMMODATION
IN SCOTLAND

Feel like an A-lister and rest
easy in some of our ancient yet
modem stays. Find towering
castles, luxurious B&Bs, and
grand hotels which retain their
historic features

Ancient sleeps

BE OUR GUEST

“" Visit

& Scotland | Alba



8 STORYTELLING
ATTRACTIONS

L INSPO

anh Ouldoos

have

Co/dingha)ﬁ Bay

SOUTHERNLY
SCENIC WALKS

Explore on foot, across coastal
gems, family-friendly forest trails
and hill climber's routes to suit

everyone

WALK ON

SCOTLAND Ver en linea

Caerlaverock C.

LOS MEJORES LUGARES PARA
FOTOGRAFIAR EN OTONO

Descubre los mejores lugares para visitar en Escocia dignos de una
fotografia: jperfecto para planear un viaje de vacaciones de otofio
ahora o en 2023!

VER ESTOS 14 SITIOS

ALOJAMIENTO REGIONES

& Slotland | Alba g;(":: &5

o JORE ——

View in browser | Privacy Policy | Unsubscobe VeitScoiand, 94 Ocaan Drive, Edinburgh EHB BJH
VisitSoolland Communications VAT No. 845 652106

Floors Castle, Kelso

EASTER GETAWAYS IN SCOTLAND

Get stuck into plenty of family activities this Easter! From short walks
that are ideal for everyone to top attractions that kids will love too. It's

the perfect time of year to enjoy a spring break

DISCOVER

Kitchen Coos and Ewes, Newton o= ” Lol

Stowart Sweetheart Abbey, New Abbey

10 OF THE BEST SOUTH SCOTLAND

SPOTLIGHT

Be fascinated by tales of romance
tounng h
% and magical legends, ghosts and
We're here to help with our handy d mag g » gho !

smugglers

DISCOVER

guide.

EXPLORE )

& SCotland | Alba



VISITSCOTLAND.COM CONTENT

DAYS OUT |
OFFERS
UNCOVER SCOTLAND’S WITCH TRAIL THIS
HALLOWEEN SEASON
(®) (©) sl . ssomos 1,2 . i cmen Dumfries &

Galloway and the
Scottish Borders

Jedburgh Abbey

features regularly KEEAR

Jedburgh | Chure

in our content Oneof the four border abbeys, Je
across vs.com and
the blog

13 OF SCOTLAND'’S BEST DARK SKY STAYS
@ @ e

Dark sky holidays have been, well, excuse the pun... astro

bbey Cornmill
cottish rural life

14 PLACES IN SCOTLAND YOU MUST VISIT IN Abbotsford 7]
2023 % % % % %k | Melrose | Historic Buildings & ...
IO Abbotsford is the ancestral home of Sir Walter S¢ ;275 WEB;ATE .

the 19th century novelist and poet of "Waverley'
"lvanhoe", and "Lady of the Lake". Join Abbots ...

HOW TO ENJOY A LOCAL COMMUNITY )
EXPERIENCE IN SCOTLAND Several businesses across the South are

L@@ e (3] [p] (][] [=] ¢] participating in the Great Days Out
campaign, which runs until March 2023
and has included press and digital articles
across Daily Record, The Sun and regional
titles

Visit:

WEBSITE®

& SCotland | Alba



https://www.visitscotland.com/blog/attractions/witch-trail/
https://www.visitscotland.com/blog/stargazing/dark-sky-accommodation/
https://www.thescottishsun.co.uk/travel/9708010/scotlands-year-of-stories-days-out/

INFLUENCER ACTIVITY

24.49% 26.26% 13.94%
engagement engagement "- j_ engagement

Collaboration with Tiktoker
Devrie Donalson

@ s whole series

since Scotland is an

indie film
Created X3 Tiktok videos in the South
of Scotland, with “offthe beaten
track” messaging
X2 videos out performed our 2022
influencer engagement rate average
of 15.65%
Top X2 performing were re-purposed
on Instagram, achieving 14.11% and
13.94% engagement
Combined 280K views across
platforms
Combined 259K reach across
platforms
Highest average engagement rate for : g Devriebrynr “542
any influencer activity in 2022 Deyrietrgnn Deviebrynn 53 W O aAa TGRS sk oot

Reply to @amelle_fio 2 #Ad | #Ad | ScotlandsREShecp. Name

i » South of Scotland W you won't 3

@visit_scotland Dreams really do... See more duo. I'll wait. (NaIfor the babiesh... S8e more L !SC P you wo - DO
Paid partnership

M @CaminoB84 OH MY -@C

how could anyone find inspiration here?

Paid partnership Paid partnership
J3 sound - devriebryn origir J3 ynan original sound - devrie

\‘" Visit

& Scotland | Alba



CONSUMER SOCIAL ACTIVITY

V VisitScotland &
You can't beat a stunning autumn scene in )
#& Who wishes they were taking in this view rlgh( now?

-

® Loch Trool, Galloway Forest Park 8
I1G/peterdinsmore #UNESCOTra

takex lookiat THES

Sharing UGC from across
South Scotland

Social listening &

engagement

L1 You Retwested

Badge McVid

7badgamevid
A cracking day in the border hills yesterday with both
my wee pal & my big pal. An all-day breakfast washed
doon afterwards & a plate of sausages for Jackson
YumYum'$p

@walkhighlands

ellyTheVet #Spaniels
#dogsoftwitter @VisitScotland @Walk_Borders
pd TR T W wewe A
13 You Retweeted

@ lan Barnes

Cove Harbour is like a step back in time, a hic
of Scotland @VisitScotland @ScotlandNow

2:42 PM - Aug 20, 2022 - Twittar for IPhone

6 Quote Twoets 982 Likes

QT

Historic Scotland @

Do you know Sweetheart Abbey's story? @

Lady Dervorguilla founded the abbey in memory of her
husband John Balliol who died #OTD in 1268.

The widow had his heart embalmed & is said to have
carried it with her in an ivory casket until she died &
was buried with it there. #YS2022

& Stotland | Alba



YEAR OF STORIES ACTIVITY

Scotland’s Year of Stories has
celebrated events, visitor experiences
and community tales from across the

country. Content on
VisitScotland.com, paid social media
and publishing partnerships
highlighted the South of Scotland

8 STORIES ABOUT SOUTH SCOTLAND

oo ey st et b ¢

15 SCOTTISH TOUR IDEAS FOR BOOK
LOVERS One of the

o (i s best
performing

5. RASSE BURMS TOUR I ALLOWAY

Facebook
posts featured
Borders Book

Festival

‘ VisitScotland (Default) @ we X

O THE SCOTTISH BORDERS IN SEARGH OF Be inspired at fantastic events qnd 'eslwal:f,
v bursting with creativity and stories - of all kinds!

e f]
#TalesOfScotland #YS2022

® Borders Book Festival, Melrose

VISTISCOTLAND COM/STCRIES

Must see events in the Year LEARN MORE

of Stories 2022

Eb Like O Comment » Share

Yeag of
4TOR\ES

— 2022 —

®

——

‘Where history and myth mingle': why 3
trip to Scotland will light up your child's
imagination

yeag o
STORIES
fodritnd,

Year of Stories partnership with
The Guardian featured a number
of articles referencing South of
Scotland’s literary connections,
including Sir Walter Scott, John
Buchan and Robert Burns

& SCotland | Alba



https://www.visitscotland.com/about/themed-years/stories/
https://www.visitscotland.com/blog/uncategorized/south-scotland-stories/
https://www.visitscotland.com/blog/attractions/literary-tours/
https://www.visitscotland.com/blog/attractions/literary-tours/

SCOTLAND’S
UNESCO TRAIL

THE WONDERS WITHIN

Avar =

- . %
EXPLORE SOUTH SCOTLAND
UNESCO SITE

s LLOWAY

ARIUM
GHT DN‘“S”CEDLANE' ket
KIRKCUDBR! s et

GALLOWA o .
AYRSHIRg ' NP

SPHER

Scotland’s UNESCO Trail features the
Galloway and South Ayrshire Biosphere

Paid media promotion is running
across UK/DE/FR

SCOTLAND’S UNESCO TRAIL
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https://www.visitscotland.com/see-do/unesco-trail/journey-ideas/south/
https://www.visitscotland.com/see-do/unesco-trail/designations/galloway-southern-ayrshire-biosphere/
https://www.visitscotland.com/see-do/unesco-trail/journey-ideas/family-break/
https://www.visitscotland.com/see-do/unesco-trail/journey-ideas/short-last-minute-break/

CONCLUSION

Key take-outs:

« Today’s traveller increasingly wants to understand the impact of their actions on the people around them and the
wider world

* Together we can leverage that to create a better place for people to live and visit
* You need to be seen in the platforms consumers are using for looking and booking - be discoverable

* Visitscotland.org and your Industry Relationship Manager are two key sources of advice

What could you do to attract a higher value experiential visitor and play your part in Responsible Tourism?

Tell your story :

* What you are doing to reduce your carbon footprint

*  Yourcommitment to your local community & supporting local - local produce etc.
e Shareyour tips on local sustainable travel & experiences

e Guide your visitors to enjoy the outdoors responsibly
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