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Cost-of-living

Geopolitics

Technology

Global drivers of change
A shifting landscape

Climate emergency

Connectivity

Cost-of-doing-business

International competition

Consumer behaviours

Regulation



Meeting Demand

Real-time analytics to
track your visitor
behaviours

Demand trends

Spending patterns

Identifying &
Mitigating Risk

Horizon scanning and
benchmarking

Forecasting for
economic shift

Environmental changes

Industry disruptions

Maximising
Opportunities
Emerging markets

New travel segments

Under-leveraged
tourism assets



Global tourism is back

International arrivals reached 98% of 2019 levels in Q1-
Q32024 and up 11% on 2023

and

Scotland is ahead of the curve

International arrivals to Scotland in Jan-Jun 2024 were
14% up on 2023 levels and 46% up on 2019

but

From staycation to stay-cautious

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



Scottish residents

Visits and spend down on
2023 driven by reduced
trip taking by Scottish
younger independents
and families (~1m trips).

Multi-gen groups and older

independents.

English residents

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

Luxury and/or tailored short

breaks.

North Americans

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

North American visitors
are typically 45+ travelling
with friends or family.

Group and family travel
tailored to older kids.

Europeans

European visitors to Scotland
were at a similar levelin 2023
and 2024 (H1). Scotland
welcomed over 1M European
visitors in the first half of 2024,
but spending from these
visitors was lower than 2023.
Visitors trend to be younger
and travelling with children.

Touring and family travel
tailored to younger children.



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.

40% of people said experiences provided them with
their best memories.

30% said the found shared experiences with others
deeply enriching.

40% of people would travel to another country or

continent for an experience they are passionate about.

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

Source: MasterCard Experience Economy Survey 2024


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

Meeting visitor demand
Good for the soul



What consumers want
Global visitor drivers

Value

High inflation and rising costs are impacting travel
decisions, with visitors seeking out value for
money. High-income visitors are most resilient

Convenience

Consumers increasingly expect travel to be
seamless, through online bookings and digital
toolssuchasAl and AR

Wellness

Travel is seen as a chance to escape and refresh,
both physically and mentally. Outdoor pursuits,
relaxation opportunities and the emotional
stimulation of connection to a place are all key.
The wellness economy predicted to reach $9
trillion by 2028

Authenticity

More visitors are moving beyond the well-beaten
tourist trails, seeking out experiences that are
genuinely rooted in place and tradition

Discovery

Off the beaten path tourism also drives visitors to
seek out the unexpected - hidden gem locations
and hyper local traditions, foods and customs -
and feel that their experience is unique

Responsibility

Consumers, especially younger generations, are
increasingly conscious of theirimpact on
communities and the environment, and seek for
their tourism to do no harm, or actively give back

Sources: EuroMonitor 2024, VisitScotland.org


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

Maximising opportunities to reach audiences
The evolving digital environment



VisitScotland Business Support Hub


https://support.visitscotland.org/

Data-led

Investin your data and
analytics

Leverage multiple sources
Challenge your thinking

Test and learn

Prioritise
sustainable
growth

Think long-term
Collaborate

Policies and practices
that balance economic,
social and
environmental impact

Collaboration
Innovative partnerships
Think local

Leverage new
technology

Tailorthe ‘package’ to
meet demand



Thank you

Cat Leaver
Director of Strategy & Competitive Intelligence



Appendix

Just a small selection of our cross-channel South
of Scotland stories and reach



Emotive content
Immersing the user in Scotland at every touch point



Sharing South of Scotland stories - social



Sharing South of Scotland stories - PR
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