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• Sources of information
• VisitScotland market intelligence

• Insights team

• Market recovery prioritisation
• Beginning of 2020 and initial market prioritisation

• Sentiment from international markets

• Critical factors for market prioritisation

• Marketing activity
• Ongoing key account management

• First stages of marketing activity 

VISITSCOTLAND



Supply vs DemandNo crystal ball
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• Various trackers, macro data websites 
and commissioned surveys

• Network of contacts
• Other national tourist boards

• Tour operators / agent consortia

• OTAs eg Expedia, Trip Advisor

• Sister agencies (VisitBritain, SG/SDI in market)

• Agencies – media, PR, social – in market 

• Owned channel data – Brand watch, 
website, search, visitscotland.com

• Weekly Market intel report

• VisitScotland.org

• Webinars

• Weekly e-newsletter

• Malcolm Roughead Linked In

VISITSCOTLAND



• Advice to sector groups / DMOs 
• Information on existing insight that may assist
• Advice on questionnaire wording:

• To facilitate benchmarking
• To expedite analysis

• Complementary surveys that other areas / groups may be conducting

:
• Design questionnaires
• Run surveys on your behalf
• Carry out analysis

Most insights shared on VisitScotland.org 

Email research@visitscotland.com – 5 working day SLA

DMOs

Industry groups
eg FSB Chambers of commerce

STERG

Sector Groups
eg. ASVA, ASSC

../visitscotland.org
mailto:research@visitscotland.com
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• Strong prediction in visitor numbers for 2019 and beginning of 2020

2019 visits/value at Q3 
had already exceeded 

whole of 2018

Showing strong indication of growth 
to Scotland

No further growth expectation 
after a record year of visitor 

numbers in 2018

#1 outbound tourism; GB 
forecast to become #3 

destination

VISITSCOTLAND

• Increasing interest in Scotland from International travel trade with a number of new products in programmes

• Bumper Expo attendance forecast with more exhibitors and highest buyer numbers for an Aberdeen show

• New and innovative campaign activity with stronger partnerships, extending reach and value

• US: Matador / REI partnership in US – paused 13 March

• UK: South of Scotland C4 & Expedia partnership in UK – paused 17 March (will be re-activated)

• Europe: European 'reassurance' Touring campaign and airline activity – paused 17 March

• China: 'Embrace Scotland' campaign – halted as it was due to commence, early Feb
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R

EA
S

Need for focus on our activity and interventions to deliver the greatest return for 
the visitor economy through regional and seasonal spread

Responsible Travel

Contribute to National Perf. Framework incl. Economy, Health & Wellbeing, Community, Environment & Culture 
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Growth potential & strong connectivity
Established markets with room for growth. 

Will come more than once & will travel
Long term growth potential / evidence of 

growing demand for ScotlandW
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USA UK, Germany, France Australia, Canada, China, 
South Europe, Netherlands & Nordics

Continue to build awareness and propensity 
to visit

Maximise conversion and promote longer 
stays and repeat visits

Continue to build a marketing framework that 
will deliver visitors of future will travel 

direct/stay longerFO
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Intermediary activities incl. B2B2C via intermediary mix & owned channel activity 

Always-on story-telling connecting narrative to industry product. 
Amplification via social-led strategy.   

PR 
integration

across

markets 
& 
activities



Initial draft of 
recovery Strategies

per market

Critical Factors work 
to facilitate market 

prioritisation

Informed decision on 
market activity

Response

Reset

Restart

Recovery: Domestic

Recovery: International

Targeted campaign activity 
in key to recovery markets 
(international) based on 

critical factors work

Domestic
campaign activity
• Day trips
• Overnight stays
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• Increasing demand for experiential and remote 
travel, low expectation for visits to tourist hot spots

• Increasing appetite from national/transport partners 
to collaborate after COVID

• Optimism from tour operators for bookings out-of-
season (autumn/winter breaks 2020), fair share of 
operators still hopeful for end of summer travel, 
many are promoting 2021 season early

• Expectation for FIT to recover faster than group travel

• Germany, Italy & recently France most active 
markets, increasingly more demand for practical info

• Dream now, Travel Later messaging resonating well, 
need to focus

European markets

• Largest  international market in terms of volume 
and value

• More resilient that 10-15 years ago, and optimistic 
about return to travel

• Independent attitude to drive recovery – businesses 
implementing measures without waiting for Federal 
/ State instruction

• Looking for experiential, ‘physically distanced’ travel 
– some increased enquiries around exclusive use

• Like  Europe – expectation for FIT to recover faster 
than group travel – travel agents and tour operators 
(FIT) may increase market share in short term

• Monitoring closely other long haul markets

US  & other long haul markets



Likelihood of markets returning to Scotland in 2021

Competitor Analysis 
Visitor Preferences

Economic & Financial 
Affordability

Legal
Propensity to Travel 
Visitor Perceptions 

Perceived fear factor
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Development international markets

Key to recovery international markets

Owned channels - always-on story-telling connecting narrative to industry product 

Ongoing destination training and product development discussions

Partnership activity & PR integration

Support direct route activity

Ongoing Long Lead PR activity

Marketing Automation (Lead-gen ads, YouTube Lift & Content Marketing campaign) 

Response

Reset

Restart

Recovery: Domestic

Recovery: International

Scotland & UK

Partnership activity & PR integration



• Destination training and webinars for 
intermediaries across markets

• Standard and tailor-made versions depending 
on requirement intermediary

• Creation of Scotland inspiration toolkit for every 
recovery phase. 

• Shared with media and strategic partners.

Scotland Inspiration toolkit 1 – Respond/Reset VISITSCOTLAND



Nurture Inspire

Use insights and behavioural 
response to secure lead generation

Personalised nurturing through 
email and social activity

Direct response referrals & bookings

Target based on search, video, web behaviour

Serve relevant inspirational videos

Measure uplift in destination ‘consideration’

Regional/ product performance

Easily switched on and off depending on 
restrictions

VISITSCOTLAND
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Ideas on what you 
need from us

Follow the 
Coronavirus section on 

visitscotland.org

#share 
VisitScotland assets

Keep us up to date to 
help inform planning 

(mail or VS surveys)

VISITSCOTLAND



Marketing assets
• VisitScotland YouTube videos
• Absence makes the heart grow fonder video
• VisitScotland’s Digital Media Library – imagery and video for 

sharing
• See Scotland from home content
• Our suite of 100,000 Welcomes podcasts (6 differently 

themed episodes)

Coronavirus response on visitscotland.org
• Home page
• Weekly Market Intelligence updates
• VisitScotland’s marketing response including Intermediary 

response by key market
• Advice on sharing content for Scottish tourism industry
• Examples of how Scottish tourism businesses are keeping 

Scotland front of mind
• Malcolm Roughead Linked In

VISITSCOTLAND

Travel trade 
• www.visitscotlandtraveltrade.com
• Itineraries
• Product planning e-books
• Email enquiries : traveltrade@visitscotland.com

Getting in touch
• Contact business advice team: 

business.advice@visitscotland.com
• Sharing virtual tours or web cams: 

content@visitscotland.com
• Information on new experiences you’re developing: 

marketing@visitscotland.com
• Advice regarding insights: 

research@visitscotland.com

https://www.youtube.com/watch?v=pRja3__xMo0&feature=youtu.be
https://www.youtube.com/watch?v=pRja3__xMo0&feature=youtu.be
https://assets.visitscotland.com/
https://www.visitscotland.com/holidays-breaks/
https://www.visitscotland.com/podcast/
https://www.visitscotland.org/supporting-your-business/advice/coronavirus/content-sharing
https://www.visitscotland.org/research-insights/about-our-industry/impact-covid19#mark
https://www.visitscotland.org/about-us/what-we-do/marketing/covid19
https://www.visitscotland.org/supporting-your-business/advice/coronavirus/content-sharing
https://www.visitscotland.org/supporting-your-business/advice/coronavirus/inspirational-news
https://www.linkedin.com/pulse/new-normal-malcolm-roughead/?trackingId=d9skCNRFGd71H7dz0Dziqg%3D%3D
http://www.visitscotlandtraveltrade.com/
https://traveltrade.visitscotland.org/toolkit/itineraries/
https://traveltrade.visitscotland.org/product-planning-ebook-guides/
mailto:traveltrade@visitscotland.com
mailto:business.advice@visitscotland.com
mailto:content@visitscotland.com
mailto:traveltrade@visitscotland.com
mailto:research@visitscotland.com




THANK YOU 

Judy Mariëns, Senior Market Manager UK & Europe
Gwen Raez, Senior Market Manager Long Haul


