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• Pre COVID-19

• COVID-19 and post-COVID
• VisitScotland response and our phased approach

• Marketing update and market intelligence 

• Activity supporting businesses 

• Staycation market 
• Importance of domestic & Scotland market

• UK audience segments and families market

• Changing consumer and media behaviour as result of Covid-19

• Continuation of storytelling

• Wrap-up





• Forecast for strong growth in visitor numbers for 2019 and beginning of 2020

• Growing interest in Scotland from 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 & value

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

• Contextual Advertising

• Innovative partnerships

• Direct Access co-operative campaigns 

• Year 2020 Coast & Waters activity with National Geographic





Feb March April

Early Feb

China activity paused

Mid March

• New Coronavirus advice page created 
on visitscotland.org with daily updates

• US Scotland Week activity cancelled 
and all media activity paused

• UK activity paused

End Feb

ITB Berlin cancelled

Early-Mid March

• Europe activity paused

• VisitScotland Expo 
cancelled early March



Objective:
Keep yourself and Scotland 
safe

Messaging:
Dream now, travel later

Activity:
• All paid and social 

activity paused
• Messages of support to 

intermediaries
• Industry support priority 

– new pages on 
VisitScotland.org

Objective:
Reconnecting Scots with 
Scotland

Messaging:
‘Only in Scotland’
Scotland: Day trips
UK: Start planning trip
Intl: Inspiration

Activity:
• Domestic day trip 

inspiration
• Intermediary destination 

training & content sharing
• PR inspiration
• Video distribution via 

YouTube (UK)

Objective:
Increase demand for short 
notice Scotland holidays

Messaging:
‘Only in Scotland’
UK: Book your trip
Intl: Start planning your 
Scotland trip

Activity:
• UK & Intl inspiration

Virtual intermediary 
workshops / webinars

• PR inspiration
• Video distribution via 

YouTube (UK/EU)
• UK campaign
• Content partnerships

Objective:
Increase demand for 2021 
Scotland holidays

Messaging:
‘Only in Scotland’
Book your trip to Scotland
Market prioritisation

Activity:
• Virtual intermediary 

workshops / webinars
• Destination training events 
• Media fam trips / PR
• Video distribution (YT)
• Campaign activity
• Content partnerships

Objective:
Keep Scotland top of mind, 
build advocacy & trust

Messaging:
‘Only in Scotland’
Dream now, travel later

Activity:
• Absence video / social
• Armchair travel – virtual 

tours on VisitScotland.com
• Activity to engage / inspire
• Intelligence gathering
• VisitScotland.org extended
• Market/audience insight 

webinars for industry



• Email sent to all consumers and key buyer contacts, 'no travel' messaging

• Social posts paused due to challenge of people still travelling to rural areas

• New 'Absence makes the heart grow fonder' video created

• New weekly Market Intelligence report, including aviation updates 

• Coronavirus response section on visitscotland.org extensively extended to 
include:

• Industry support, including financial

• OTA support

• Government advice

• Mental Health and Wellbeing

• Marketing respond information

• Inspirational ‘Stay at home’ content curated on visitscotland.com

https://www.youtube.com/watch?v=pRja3__xMo0&feature=youtu.be
https://www.visitscotland.org/supporting-your-business/advice/coronavirus/content-sharing


• Marketing ‘respond’ information

https://www.visitscotland.org/about-us/what-we-do/marketing/covid19






• Industry support 
• Ongoing

• Toolkits
• New B2B content





Looking forward
• Virtual business development platforms

mailto:traveltrade@visitscotland.com








of all overnight spend to 
Scotland from 

Jan-Sep 2019 were made 
by residents of GB 

of all overnight visits to 
Scotland from 

Jan-Sep 2019 were made     
by residents of GB 

GB Overnight Trips 2019
Volume: 13.8m

GB Overnight Trips 2019
Value: £3.2bn

Source: GBTS, 2019



OVERNIGHT VISITS

• Edinburgh and Lothians: 22.2%

• Highlands and Islands: 20.3%

• Greater Glasgow and Clyde Valley: 15.2%

• Argyll, The Isles, Loch Lomond, Stirling & Trossachs: 12.8%

• Aberdeen and Grampian: 7.9% 

Source: GBTS, 2019

OCT-DEC

JUL-SEPT

JAN-MAR

APR-JUN



History 
and 

Culture

Holidayed 
before 

and want 
to return

Scenery 
and 

Landscape

HOLIDAY PURPOSE ONLY

OVERNIGHT VISITORS IN 2019

Sources:
Visitor Survey 2015/2016 

GBTS, 2019

Sightseeing by car, coach and on foot

Visiting historic houses, stately homes, castles

Short walks and strolls

• Scotland: 55.7%

• North West England: 9.7%

• South East England: 6.5%

• Yorkshire and the Humber: 5.3%

• North East England: 4.8%

• London: 4.2%

4-7 nights

1-3 nights

8+ nights



Adventure Seekers 

Natural Advocates

Engaged Sightseers

Curious Travellers

Food Loving Culturalists

UK Target 
Audience Profile



of the 133.6M day visits 
in 2019 were made

by residents of Scotland

of the 13.8m domestic 
overnight trips in 2019 were 

made by residents of 
Scotland

Source: GBTS, 2019

Scots
Overnight Trips: 7.7M

Value: £1,422M

Scots
Day trips: 115.2M

Value: £4,455M



HOLIDAY PURPOSE ONLY

OVERNIGHT VISITS

Sources:
Visitor Survey 2015/2016 

GBTS, 2019

• Highlands and Islands: 23.7%

• Edinburgh and Lothians: 15.5%

• Argyll, The Isles, Loch Lomond, Stirling & Trossachs: 15.1%

• Greater Glasgow and Clyde Valley: 12.2%

• Aberdeen and Grampian: 11.1%

Get away 
from it all

Closeness 
from 
home

Scenery & 
Landscape

OCT-DEC

JUL-SEPT

JAN-MAR

APR-JUN

4-7 nights

1-3 nights

8+ nights



all domestic (Scotland) 
overnight holiday trips done 

by UK families

Children’s home 
school education 

materials to 
support our 

ambition to raise 
awareness of 

Scotland

Families market will be important 
for all phases

Sources:
GBTS, 2018

Bedtime stories 
“The Three Canny Heilan Coos”



Key consideration for 
children

Recommendation, family nostalgia, school 
study & well known attractions

Triggers for parents to 
go on a UK holiday

Affordability, transport and nostalgia but 
also current macro climate

Key elements for great 
experiences

Togetherness, shared activities and 
exploration

Children have some 
influence 

69% of parents tell us that children have 
some influence on families holiday choice 

Sources:
Boxclever research, 2018 

UK children aged 8-12 years and their parents to explore what they wanted from a family holiday



Priority to reconnect 
with loved ones
& the outdoors

Significant move to an 
online economy

Increased focus on 
health & wellbeing

Domestic 
replacements for 

cancelled holidays 
abroad

Holiday ‘Dreaming’ 
as a means to escape 

the crisis



Increased reach of 
news channels & 
online publishers 

Increased number of 
radio listeners

Advertisers moving 
media budgets or 

postponing campaigns

Increased use of 
websites 

& social media

Increased relevance 
of native & 

content marketing

Increased use of 
TV & streaming 

devices



2020/21

Connection

Escapism

Rest, 
Relaxation & 
Satisfaction

Appreciation



Landscape 
Scenery 

History & 
Culture

Getting away 
from it all

Opportunity to 
learn, develop 

& grow

Experiential tourism



UK Social 
Contacts

+580k Facebook
+310k Instagram

UK e-mail 
database

350,832

Short 
Breaks in 
Scotland

2,900

Scotland 
Weekend 

Breaks

4,400

Holidays in 
Scotland                                          

4,400

Places to 
visit in 

Scotland

5,400

Things to do 
in Scotland

6,600

Total page 
views on 

VS.com (2019)

57,5m

UK share
51%





Consider personal 
health/safety aspect 

in your offering 

Balance of 
inspirational and 

informative activity

UK market first to 
recover

Focus on responsible 
travel messaging



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)



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

Travel trade 
• www.visitscotlandtraveltrade.com
• Itineraries
• Product planning e-books
• Scottish supplier webinar series – coming soon
• Email enquiries : traveltrade@visitscotland.com

Insights
• Topic Paper (Oct, 2019) Listening to children and their parents Exploring Scotland’s appeal as a family holiday destination
• BVA/ BDRC Research Tracking consumer sentiment on the impact of COVID-19

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
http://www.visitscotlandtraveltrade.com/
https://traveltrade.visitscotland.org/toolkit/itineraries/
https://traveltrade.visitscotland.org/product-planning-ebook-guides/
mailto:traveltrade@visitscotland.com
https://www.visitscotland.org/binaries/content/assets/dot-org/pdf/research-papers/exploring-scotlands-appeal-as-a-family-holiday-destination.pdf
https://www.bva-bdrc.com/products/tracking-consumer-sentiment-on-the-impact-of-covid-19/




THANK YOU 

Judy Mariëns, Senior Market Manager UK & Europe
Fiona Holmes, Market Manager UK


