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People, Place & Creative

Power
Scotland’s competitive
advantage

Vicki Miller, Chief Executive (@vickimillerVs)
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Where is our visitor spend coming from?

Spendin 2024 Spend by Top 15 International Countries
m United Kingdom m North America m Europe Rest of the World Belgium Norway AU
Switzerland Spain

China
Irish Republic

Both domestic and international expenditure increased from 2023 to
2024. Continuing a trend set in 2023, spend by international visitors in Netherlands
2024 was higher than spend by domestic visitors.

W Visit @
& Scotland | Alba
Sources: IPS, GBTS (2024)



When are visitors spending in Scotland?

Seasonality of Spend

£3,000,000,000 70% L. .
Europe Commission (Berlin, Oct 2025)

61% f .
£2,500,000,000 i — 60% provided the below comparator:
1,065,117,396 50% . .
£2,000,000,000 063,117, 1in 3 stays in Europe happen between
40% July and August.
£1,500,000,000 £708,951,434
1,053,653,006 30%
£1,000,000,000
0,
£1,547,893,304 20%
508,536,543 £1,169,502,873
£500,000,000 2 109,002,
T £812,317,301 10%
£321,043,171
£0 0%
Jan-Mar Apr-Jun Jul-Sep Oct-Dec
I [nternational Spend mmmm Domestic Spend e |nternational Spend Domestic Spend

» Just over a third (36%) of spend (domestic and international) is between July and September
* Continued reliance on domestic market for out-of-season visitor spend (Q1 and Q4) - a position that s flipped for Q2 and Q3

& Stotland | Alba



Changing economic value

What do consumers want?

Enable
A Transformations

Over centuries, we’ve developed through: /v
e Extracting and moving raw materials to Differentiated Stage
Experiences
e Making goods and products to
=
* Delivering services to 2 De .
8 A Economic value +
e Staging experiences g Emotional resonance
.% ]
g- Proa
(=}
What’s next? Y
* Enabling transformations ommod
* Opportunity: 3-5% growth in global travel Undifferentiated >
activity (UNWTO 2025) Market value Pricing Premium

W QVisit g Source: Pine & Gilmore 1999; Schanzel 2019
& Scotland | Alba



of all visitors visited at |least
onetype of attraction

"I love the buildings. I love the culture. Justeverywhere |
look there is something to see.”

"Most striking... the landscapes. We come from a country
with beautiful landscapes, but it's nothing like this."

Source: VisitScotland Visitor Study 2023




of visitors rated their
experience in Scotland as a 9 or
10 out of 10

"People are welcoming, nature fascinating and culture
rich and well organized in museums and historical sites.
You are a fantastic people, in balance with nature and
immersed in a fairytale landscape."

Source: VisitScotland Visitor Study 2023
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12%

Social proof drilles conversion
9/10 travellers read reviews before

4% ofvisitors said Scotland is an '- "buying or booking s
open and welcoming 3. T'Q
destination Human connection creates memories
Nearly ali positive reviews mention
. individuals (i.e. a guide) by n ime

0 \
5 9 /o Picture yourself here -

of visitors said their trip «. 55% of frequent travellers say real
to Scotland positivelvitare] photos or wideos of the activities help
P y IS the ake'decisions

their wellbeing
Source: GetYourGuide Trend Tracker Spring 2025

Source: VisitScotland Visitor Study 2023 \



53%

of visitors are now conscious of tourism’s impact
on local communities as well as the environment
- and are making alternative choices

P

~ of visitors seek advice on travel at
other times of the years

36%

of visitors visit alternative destinations

Source: Booking.com research April 2025
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Shaping a visitor economy that is rooted in people and place -
how we will collectively drive success

Creativity will drive our differentiation.

Community is our co-creator - experiences are rooted in real
places, real people, and authentic voices.

Developing our offer to create meaningful and memorable experiences
with storytelling at the heart.

Baking Sustainability & Inclusion into our offer and our stories. The
future is low-impact, high-value, and shared benefit.

Collaboration is our competitive edge.

Digital & Al will open doors - we can transform how are stories are told
and experiences are delivered. Using social media and digital platforms
to tell deeper, community-rooted stories.

Values are our superpower. Your business is part of Scotland’s
National Story. Make your values visible: local sourcing, fair pay,
cultural respect, community giveback.

OMONONOIONOXO

Visit,
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VisitScotland’s Strategy - driving
the visitoreconomy to grow |ts |
value )
How we wiltl support you

¥ isi -
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VisitScotland is committed to:

Re-invigorating the Growing our share of Working with ASVA to

Sharing your stories

domestic market inbound travel tailor advice & support

& Stotland | Alba



Autumn-Winter 25-26 campaign - Growing our share of inbound travel
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visitscotland @
RURA « Catriona’s
visitscotland ©
Eciaburgh, Lostad Kngdom visitscotland @ 87w
Have YOU got the Scottish Borders on
visitscotland @ 49w your must visit list?! @ =
S DAY TRIP IDEAS FROM EDINBURGH
o

dthirlestanewoodlandlodges
. @mainstreethare @

. St Abbs £

yemouthribtrips s

® Abbotsford House, Scottish

Borders iacopazzisgelato «
@ 1 hour by train or car
m @hbkendalls s ddod_mill

. Talla Linnfoots &
. Melrose Abbey

¢ Linlithgow Palace, West Lothian OV
. Scott's View w

® 30 mins by train
- and

1
2
3
4
5.
6. Coldingham Sands &
7
8
9
1

& @ontheroadagaintravels

® Pentland Hills Regional Park
® 40-50 mins by bus or car

m Dewexplc

© Qv W
&< [@ 3.963 likes

March 6, 2024

visitscotland &
RURA * Catriona’s

V visitscotland @ 10 things to do on the Isle of Arran! g ™

Often described as ‘Scotland in miniature, this island hosts some of
the most magnificent landscapes, captivating history, an abundance
of wildlife, delicious food & drink AND it holds UNESCO Global
Geopark status! &

visitscotland @
The Japanese Garden at Cowden

@ Machrie Moor Standing Stones

W Eas Mor Library, @easmorecology

¥ @bellevuefarmarran

@ @arranheritagemuseum & @cafe_rosabum
L. @mara_fish_arran

% Dinosaur footprint at Kildonan Shore

4 Lochranza Castle

# @brodickcastle

arran & @old_byre_showroom

visitscotland @ 66w

Bringing you a peaceful moment from
the beautiful Japanese Garden at
Cowden near Stirling! % @

Who else is fascinated by Scotland's past?! €3 Situated on the banks of
Loch Tay, the Scottish Crannog Centre can truly make you feel as if you've
stepped back in timel & A

¢ @cowdengarden
m @emma_wdrw

Make sure to save this for YOUR next adventure in Scotland! @ #Cowden #Dollar #Clackmannanshire
#Scotland #VisitScotland

@discoverclackmannanshire

g. valjc11957 66w
" Visited last year. Lovely place. & <

#Scotland #VisitScotland #ScotlandTravel #ExploreScotland
@visitarran @arrangeopark

9 Scottish Crannog Centre, Kenmore
s Instagram.com/_dmglasgow

@ nationaltrustforscotland @ Such an amazing place! Thanks for ¢
featuring Brodick castle

8w 2likes Reply Reply
e 26K P11 A 176 — Viewreples ()
&) coorieretreats @ Beautiful # P
160m @ s
0 Qv N
SOClal @ v~ 7,250 likes
Qv | July 29, 2024
Q

@B Liked by nationaltrustforscotiand and 3,513 others

September 10

‘ Add a comment... @
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Authentically Telling Your Story

Created For Scotland P Playall

Slow travel on a Scottish E A Week in Scotland || fishing E
Island | Book shopping, cos... villages, books & Celtic...
Caroline McQuistin Ruby Granger &

27K views * 1 month ago 111K views * 3 months ago

Edinburgh's Best Restaurants: : Abandoning our van in :
Where Chefs Eat Norway (we made a HUGE...

TOPJAW @ Craig and Aimee | Kinging-it &
253K views * 1 year ago 302K views * 2 years ago

Subtitles

71% of travellers are influenced by video; 59% of travellers said
YouTube content positively influenced their plans

) isi ™
& Scotland | Alba




Advice and Support for Every
ASVA Member

A tull package of support

Our year-round programme reaches businesses through:

tailored digital advice and support on a range of topics
a programme of webinars and workshops

networking and peer-to-peer learning opportunities
marketing advice and opportunities

advice on climate action planning and responsible
practices

Visit,

& Stotland | Alba

Business Support
Hub

Tailored email
programme

Business Enquiry
and Support
team

Business
Development
Missions

Webinars,
workshops and
seminars

Business
Essentials -
Bitesize Webinars

EventScotland
funding

VisitScotland
Connect

Travel
distribution and
working with
travel trade

Peer to peer
learning through
case studies

Travel trade
event readiness
workshops

Tailored sector
support



Helpful resources and links

Audience insight reports

Latest Research | VisitScotland.org

Why People Choose Scotland I VisitScotland.org

Industry toolkits
Media Library - Visit Scotland Media Toolkit

Marketing calendar

VisitScotland's Marketing Calendar | VisitScotland Business

Support

Share your news with us - #visitscotland

travelpr@visitscotland.com
content@visitscotland.com
social@visitscotland.com

) isi ™
& Scotland | Alba

Grow and promote your business

Bitesize Webinars - series of short webinars on topics inc.
social media & online travel agents

Training and Events - improve your business skills, and
browse tourism industry events taking place across the
country

Sign up for the Business Support newsletter for the latest
updates, advice and tips straight to your inbox.

Business Support Newsletter | VisitScotland Business
Support



https://www.visitscotland.org/research-insights/latest-research
https://www.visitscotland.org/research-insights/about-our-visitors/why-people-choose-scotland
https://toolkit.visitscotland.org/
https://support.visitscotland.org/advice-support/promote-your-business/marketing-opportunities/working-with-visitscotland/calendar
https://support.visitscotland.org/advice-support/promote-your-business/marketing-opportunities/working-with-visitscotland/calendar
mailto:travelpr@visitscotland.com
mailto:content@visitscotland.com
mailto:social@visitscotland.com
https://support.visitscotland.org/training-events/webinars
https://support.visitscotland.org/newsletter
https://support.visitscotland.org/newsletter
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