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VISITSCOTLAND

e 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?

* In action - examples showcasing Argyll & The
sles
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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)
* 1.1Minternational visitors came to Scotland in Q1 & Q2 2022 (18% down on 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

» Slightincrease 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 unique money can’t buy experiences; UK travellers looking for cost saving opportunities.

. .. ., - i W Visit ™
Learnings and insight — what is driving visitor behaviour? (sources: Expedia, Virtuoso, VB survey, Google Data, Booking.com, Travel Weekly) G ek
g g g ources: Expedia, Virtuoso, VB survey, Google Data, Booking.com, Travel Weekly \() Scotland Alba



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 and Flexcations - new types of holidays, merging travel for business and leisure

* Emergence of new audiences - solo travel is 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

. .. ., - i W Visit ™
Learnings and insight — what is driving visitor behaviour? (sources: Expedia, Virtuoso, VB survey, Google Data, Booking.com, Travel Weekly) G ek
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WHAT DO WE KNOW?

Being discoverable is even more important if you want to get to the lookers and bookers

*  Word of mouth and social media are the two main sources of travel inspiration

* Booking windows changing: 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.

» It's 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

co
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Learnings and insight — what is driving visitor behaviour? (sources: Expedia, Virtuoso, VB survey, Google Data, Booking.com, Travel Weekly) G S ol A
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EXPEDIA SUSTAINABILITY INSIGHT

Positive behaviour changes - reinforce our responsible tourism approach

And more want to make meaningful decisions when 747 Of consumers

Past decisions Future decisions w°U|d Choose a
o Would buy from local stores and restaurants, rather than chains k‘\\\\\\‘ o ¥ ‘ g3 T - . ;
- N 3 W destination, lodging,

Would visit local cultural or historical sites 497 NN ~ "

Would use more environmentally friendly transportation options N N Wiz " . . - !
o : - . ~ > )
Would buy from local cultures, communities, or minority groups N I / Or "qnsponaﬁon
: i e { : ]

Would tfravel o smaller, lesser-known areas or destinations m \ | | [ -"‘ { . f 9 .
Would stay in lodging that's actively lessening its environmental impact ! \ A A : — O opt'on

Would pay more for sustainable options (i.e., carbon offsets) NN 5 A
. X that is committed to supporting the local

Would use providers who declare commitment to sustainable practices m 3 - « = : . .
- - ‘ community and culture, even if it was

Would volunteer time at local community organizations at the destination §\\§ N 5
more expensive

oxpedia group

Expedia Insights 2022 &) Clisit y
xpedia Insights & Scotland | Alba



HOW HAVE THINGS CHANGED?

You must be seen...

Viewability and watch time matters as much as length of exposure matters ; importance of video based bingeable content

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
important. Long and short videos serve different

*  87% of millennial travellers consult social media as purposes for viewers

. SIS S * Culture shocks and connecting with nature
one of the first stops for travel inspiration g

« 78% of TikTok users found holiday/travel inspiration * Drive awareness through creative distinctiveness * Mix of traditional and modern unique experiences

on the platform. TikTok is becoming THE destinationfor . 14.50; increase in consideration on ad recall when .
travel content - with over 2.7 Billion video views on
#travel in the UK

Values marketing is key. Personal values become a bigger
ads are viewable with sound on part of the story - 72% of brand values matching consumers
personal values is deciding factor when buying

° 0, i i i
* 3M+Pinnersin the UK engage with travel contenton a 95% of the creative message Is retamecg 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

r o] ™
Feed|ng an appetlte fOF StOI’IeS (Sources: YouGov Brand Index, Ipsos, Expedia, Google) @ Szggttland ‘ Alba




VisitScotland strategic context & our new responsibilities :;C’:’p Sgsoitﬂand | Albaﬂ




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 better future

* Responsible tourism is our new business as usual - drives everything we do

* 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 i ”
Tourism as a force for good - making better places for people to live & visit :@;) S?gtland ’ Alba



EMOTIONAL DRIVERS

National Parks

Geo Parks

Islands
Outdoors Northern Lights
Nature & Wildlife Coasts & Waters

Wildlife Attractions
Landscapes

Natural Wonders
Off the beaten path

Urban retreats

;Ir'ggl;nucligcames Ancestry Retreats Wild swimming
Self-Discovery Rest & S Yoga retreats
= pas g
E?rmf? mdarkets Giving Back Relaxation Soft Adventure Forests & Woodlands
N rleet 00¢ Sustainability Emotional Castle Spas
oluntourism motiona
- Beaches

Drivers Walking
Farm stays . Climbing
Buying local produce Egggé‘ Drink Adventure Surfing
Festivals & events iati i i Kayaki
Museume & Callerios Agritourism Appreciation Satisfaction Touring Cazlaianmg
Foodie trails History & Heritage Bucket List M{mrog-bagging
Whisky & Gin distilleries & Cities National Walking & Cycle routes
experiences Rail & Bus scenic routes

E-vehicle routes

| i ot
Matching consumer expectations C?r) S?S%land | Alba




R CAMPAIGN

motives and views of how

W

The world heeds scotland like neve!
Why? » at change the wa win
Because life istoo shortforor' —— At TOOSel- — == —=====

Feelthe goosebump; = ~ Youknow where to find us.
Be lost... forWotdSee—t=r——_k S = Scotland is calling.

The world needs Scotland like never before - telling our story, sharing our values \() SV”"ﬂand | Albam



MARKETING CALENDAR

A

Impact

push

heartbeat

push

push

heartbeat

Time

Recovery Brand Guide

Oct:

Landscapes

Our landscapes are
unique and breath-
taking

Our cities have beautiful
green spaces

We want to help protect
and restore Scotland’s
landscapes and nature
for future generations

Scotland is Calling

Nov: Winter

Breaks

Perfect place for a cosy
winter break

Unique range of outdoor
activities and
snowsports

Winter is a great time for
a city break in Scotland

R
B

Thematic calendar to guide our storytelling

v More planning time to
align & collaborate with

partners

v' Consistent experience

across channels

v’ Efficiencies when
creating content

Y Dec: Short
S Breaks

Easy to get to and get

around

Amazing luxury o
experiences

Perfect destination for

foodie explorers 0

“Spotight on

sutable eventsiregions - email toc

Retweetng Weliness
therme content
Social istening &
engagement
g 1G Story poil pian
weliness break

UGC of trails, forests,
wateralls.

UGC of mountain tops,
sunsetrises peaceft

1 ¥
Jocations
YouTube influencer
UnJadedJade
Wasker

Tounty break getaway page
sharad on paid 5003l

Ed Festivals

Jan: Touring

Touring responsibly
protects our
environment & support
local communities

Our tours help people
discover rich history &
culture

A great way to explore
Scotland’s stunning
landscapes and nature

Community | Scotland is
engagement quiet
Natural
scenery
Easy to bolt on
qp‘\and | RATIOM'(
& % Welness walks a1 Sh4783 o7 300
é} 2 & paid social, optimised for search
———— @
Quality spa @
resorts & 2 _a_'
scviyconres | 2|  Wellness |5
> E—
2 73 Nature is easily Wiays 1o boost wellbeing promoted 1o
3 <
% s & accesible database
£ vg & & ) Easy pUDIC UBNSPOrT Bromoed o
%, Q& paid socai
)
Calr By the 7
Tt | . /3w 1oy 5%
shared on socs
= Water Weilness opiimis
UGC of giamping 1ocati
pee ooy . Events & search j
Unisual 853 arile Festivals
retargefing on paid socal
Cultural hubs A T—
“ wm':, ‘k Hotls e GOST T4 romowd
World-class UGC seafood, keaway 1o0d o
cultural socal channels
attractions

{ uec fruitpicking ¢ g Craigies

Best 56af000 Shacks aricie
1_shared by emai & paid social

Gutdoor dining Spots aricie
shared by emad
4.{ UGC city bookshops on social |«
Top Scottish food expenences
articie shared on paid social

Outer Hebrides Wellness.
Experiences biog optmised for
DE search

Wellness Breaks page opimised

[Magical landmarks pag
1o Family audience 00 p

Uil of Kintype Music Festival
promoted as Instagram story

N Of Kintype Music Fostival
promoted as Instagram story

Museums & galleries 115
UG

UNESCO City of
Literature

Ed Festivals & Fringe page targetng
Cay Break audience on pad social

Feb: Outdoor

Mar: Family

Breaks

Adventures

Wide range of outdoor

activities for all ages and * Scotland offers a variety
abilities. of activities for families.
Spending time outdoors * Places to stay are family-
& reconnecting with friendly & affordable.
nature supports * Scotland is the perfect
wellbeing. place for children to

explore the outdoors
and be active.

Participating in outdoor
activities is a great way
to explore new places

€ isi .
& Scotland | Alba




AGILITY & LEARNING

0% ZO H9

Ever presentin the

Insight & data led Clear target audiences customer journey
approaCh (see, think, plan, do and advocate)

LY

Key principles

Channel strategy Prioritise Markets (AIV\l/layés on; social lStapF;roach,
. . collaboration, partnerships; -
tailored to audience (B2C & B2B) e

W AVisit

We know the opportunity is great, so we must drive for results - audience driven approach @ Scotland ’ Alba



Spend

MARKET PRIORITIES

600 |
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X0 $\ Q
Si S
I Trips (000s) Spend (£m) IPS annual average 2017-2019

Agility - short term (recovery) and medium to long term (sustainable growth) approach required

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

\\/ ‘i "
Success will require the right mix of visitors to drive sustainable growth C?r) S?gi‘land | Alba



Brand building video distribution

High impact content partnerships

Conversion activity

EUEN s 3 J e J oo 3 sovocam

* Paid hero video ) P.aud.Hub' video * Email distribution
distribution elsrlaien . * Content partnerships / . . * Sociallistening
: ; * Content marketing * OTA &intermediary .
* Organicsocial value add * Social engagement

B2C * PR amplification prospecting . Remarketing L [T el o * Brand lift
* Content partnerships / ..
e Influencers e Visitscotland.com
value add . Lead-gen
* Partner activity &
e Content hub on trade media sites * Destination training delivery
B2B . .. . . .
* Destination training recruitment * Consortia membership

| - "
Being present in the customer journey C?r) S}?S’iland | Alba




INTERMEDIARIES STRATEGIC PARTNERSHIPS

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

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
CONNECT SCOTLAND - APRIL 2023

Maximising partnerships with travel intermediaries :"?r) Sgsoi%land | Albam



REFRAMING SUCCESS

Sustainability Satisfaction

Regional spread Quality over quantity Net zero (Energy Mgt, Local satisfaction
Waste Mgt, Climate action)
Seasonal spread Value over volume o ) _
, . Natural & cultural heritage Visitor satisfaction
Industry (benefit) Elongating visits
spread Shop local Responsible, inclusive & Industry satisfaction

regenerative experiences (Fair work; profile of the

Transport options sector; sustainable growth)

\\ - "
A shared and renewed vision for success - making better places for people to live & visit C?r) nggﬂand | Alba
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WHERE HAVE WE BEEN?

WHO? WHAT?

VisitScotland promoting to key markets:
UK, USA, FRANCE, GERMANY, X £7.2M INTERNATIONAL

NETHERLANDS, ITALY, é MULTI-TOUCHPOINT CAMPAIGN
SPAIN, CHINA, CANADA, supported by conversion-led partnerships
AUSTRALIA, NORDICS

WHEN? <_~ PHASE1- S PHASE 2 - PHASE 3 -
PRODUCT ] RESPONSIBLE </ CONNECTION
Sep - Dec 21 X Nov 21 Mar - Jun 22

KEY RESULTS

OWNED & EARNED
CHANNELS oo [j 100M 19 698K

SOCIAL INFLUENCERS completed views partnerships page views
g 360M 1300t 4 1M .
D reach 16M views clicks to VS.com \ 34.9K

HOURS

WHY?

INCREASE AWARENESS

d
Q
AND CONSIDERATION f
of Scotland internationally Z/
MAINTAIN

ﬁ[{\i AND GROW

—)1-)\—  our share of the domestic market
Support a

SUSTAINABLE AND RESPONSIBLE
recovery of the Scottish tourism industry

BRAND BUILDING CONTENT PARTNERSHIPS OTA ACTIVITY

Expedia, TourRadar, (O

Tripadvisor & Travelzoo
i $33.9M )
gross bookings

GLOBAL

EMAIL\}" % 79°M reach spent reading % partnership with 151K

82| 29M sent : about SCOTLAND National Geographic ROOM NIGHTS booked

earned 143K opt-ins

iod
in the pi

INTERMEDIARY ENGAGEMENT

) COMMUNITY ENGAGEMENT SCOTLAND DESTINATION DISCOVER
TRAINING SESSIONS SCOTLAND 2022
7” 534K comments

49K conversations md,m \ 36 HH ,\obamwu

oaon
oooo
522K SEARCHES FOR SCOTLAND @ 28 ) B2Bevents |0000
ons
age

\

T US & UK combined 12-m training s attended Scottis| hthlb:tcr\

SCOTLAND \
IS CALLING =

SN

Scotland is Calling: Results so far

8,002 / 761 Trade LinkedIn
'mgmum followers 121 tppomlmé-nb
\ S/

AWARDS

EXPEDIA EMEA
LA CAMPAIGN OF
for International

Marketing at The THE YEAR 2021
Marketing Society

Scotland Star NATIONAL
Awards 2022 {—x— GEOGRAPH'C

THE ECO AWARD %

in the Times Travel Awards 2022

BRONZE

Brand
Building

Content
Partnerships

OTA
Partnerships

& Sc

100m+
completed
video views

34.9k
hours spent

reading

about
Scotland

$33.9m
gross
bookings

Visit

otland | Alba



AND..WHERE ARE WE GOING?

Inspiration Collaboration Conversion

Regional /
Rolling out seasonal
the
welcome New

mat audiences

Values driven
The ‘reel’

side of
Scotland

New channels
and formats

9 VI#ITSCOTLAND COM.

>g>o.oo< ol ooso

C . Leveraging
- %& 'S N Making partnerships
@ @ Y AN measurable

impact Intermediaries
to drive value/
Target younger audience Collaborate and Present Scotland as a conversion
on social platforms where leverage partnerships to must-travel destination
they are being travel meet audiences in their where consumers are
inspired preferred environment looking / booking trips

\‘" Visit

otland | Alba

Brand storytelling and building demand for Scotland \() AYe



Y/
/N

MEDIA APPROACH: UK

Raise awareness and consideration of Scotland for an autumn/winter break, creating a buzz and
driving conversion

Objective

Younger audiences - Millennials O _. O
LUGIENRICIN & Gen Z; food loving culturalistsf\O"ﬁLondO?Sii’hii\lrzr;htmeatﬁ:;;
adventurists f ]

OTA Partnerships

Social & Display Influencers
Build on successful

Activity

awareness with preach i emotional pull of
content led activity Scotland is Calling,

in social and display destination rip———
S EILES bookable landing

(Instagram, Pinterest, page on
TikTok, Teads) expedia.co.uk &

Hotels.com

influencer backed
content to inspire

Owned channel promotion
Earned activity inc PR
Regional and partner activity

Leveraging paid, owned and earned channels :‘:5’) Scotland ‘ Alba




HERO MEDIA APPROACH: USA

Objective

Audience

Hero
Activity

Raise awareness and consideration of Scotland, creating a buzz and driving conversion

Social & Display

Continue to raise
awareness with
content led activity
in social channels

and connected TV
(Insta, Snapchat,
TikTok, ConnectedTV)

(O New York Tri State, Boston

)

OTA Partnerships

Build on the
successful
partnership with
Expedia to extend
reach with
dedicated content
led Spotlight page
followed by
bookable landing

page

Leveraging paid, owned and earned channels

Younger audience, Millenials & OO . .
e 7 Bypaanea sade ( "\Y~ Y Mass,California, Florida,

Washington DC

Publishing
Partnership &
Influencers

Content partnership
with Matador
Network/TikTok and
GoPro content
creator partnership
in
October/November

Owned channel promotion &

remarketing

Earned activity inc PR

Regional and partner activity
B2B/B2B2C market activity

¥ isi N
& Scotland | Alba




A CREATIVE SNAPSHOT... o===

= wderfust = oDestinations  Interests  Trips  Events  Magazine  Shop Q w

The Inner Hebrides

IR Attraction  Castles, Gardens
Do ey NOW you) G RICKALITT yinsr ransos
with Unque speneaccen

 one of Scotiand

‘ VisitScotland

Read more Inverawe Smokehouse
00080 128

e SR [col _ The world Ocrcose . : .

needs Scotland G reyll & the Isles 4w @
like never : : o -
before...

SCIENCE  TRAVEL ANIMALS CULTURE & HISTORY  ENVIRONME sco I LAND
PAID CONTENT FOR VISITSCOTLAND Is CALLING

P viskscotiand  Folow

VisitScotland Inver.

throug

Read more

Helpful save Shore

CREATIVE

NATIONAL
GEOGRAPHIC | wWORKS

You're never far from a beoathtaking view
nScotland® & el TravelTwo_

With a history dating back to 563 AD, lona’s v Sootiard s Calrg
ancient abbey is a tough old survivor on

Sites of bygone worship

Scotland’s west coast. Despiteiits long and
occasionally dramatic history, it's a place of
worship that has survived Viking raids, the
Reformation, and its hostisland changing
hands several times. It's not always been a
smooth ride, of course, but since 1938 it has
been managed by dedicated members of t
lona Community group and is today an &
ecumenical church. As well as its singular
history and bold design, visitors to this far-
flung abbey won't fail to notice its abundan
birdlife, including flamboyant puffins and
migratory corncrakes best seen on nearby

islands'of Lunga or Staffa. L Embrace adventure and reimagine your escape.

PHOTOGRAPH BYERIKA SKOG
GEOGRAPHIC

Argyll & The Isles: creative examples 5, CVisit
&y | & & Scotlan




A 4-day influencer
trip with
foraged.by.fern
was focussed on
mid-argyll with a

Spiritofthe From secluded
Highlands  beaches to romantic

andIslands lighthouse stays: video and blog
_ find winter gems in
Paid for b v { ' Created.
' » the Highlands and - , /
Spigrad islands o dl » (i 10 beautiful autumn
snnebmotore : : i and winter views in the
& S2and | Aba| Sar e on S 2 &< I Wl scottish Highlands and

Scottish adventure as Helen
Ochyra, author of Scotland " e
Beyond the Bagpipes, takes you ur spl rlt of
through her pick of some lesser- Ty P -
el o

known highlights of winter - . . . . -

(=41 ore

islands - in pictures

Selkies, kelpies and Whisky ‘Sighting an ort
Galore! Hunker down for unforgettable’: where to

Distilleries, golden eagles
... and Macbeth: seven slow

Red deer, winter walks and
malt whisky: the Scottish

A Guardian Publishing Partnership featured an immersive article, a
winter themed gallery, 4 online articles and display adverts. All activity
currently driving to visitscotland.com landing page.

vav R

Youi spi'ri'tng B——
discovery ~-

“Argyil-&-the Isles

. o o QA Visi -
Spirit Journeys campaign @ Scotland | Alba



https://www.theguardian.com/spirit-of-the-highlands-and-islands
https://www.instagram.com/foraged.by.fern/
https://www.instagram.com/reel/Cjx-3_hoSPR/?utm_source=ig_web_copy_link
https://www.foragedbyfern.com/post/an-adventure-through-the-scottish-highlands-and-islands-4-day-itinerary

VS X CALMAC PARTNERSHIP CAMPAIGN

—< ADVERTISING FEATURE FROM

Visit

Scotland | Alba'

SAIL TO YOUR

e pertect west const islond

YOURANSWER: 2

Set sail for the Isle of Mull, where local produce represents the best of the
Hebrides including venison from the hills.to lobster, langoustines, mussels and
crab caught by local fisherman. Or why not take the ferry to the Isleof Islay |
where, as part of the Seafood Trail, you/can enjoy scallops at Port Charlotte Hotel 3
or enjoya tasty seafood boat experience with Islay Sea Adventures.

PLAN YOUR PERFECT GETAWAY &)

Complete our quiz to find out which Caledonian MacBrayne
ferry you should catch to sail away to your ideal destination

Can't believe this is Scotland
(Island hopping through the...

100K views * 3 days ago

VisitScotland / CalMac partnership campaign encouraging ferry travel through
the autumn. Activity included Reach partnership with interactive quiz,
articles and digital adverts, as well as paid social media, display advertising
and a high value influencers Flying the Nest with 1.2m YouTube subscribers,
who visited Tarbert, Portavadie and Isle of Bute. Added value PR also achieved
via Metro, Sunday Post and the .

Best UK islands
lora daytrip

METROFEE Ml

. tshea‘“ih o&xt :
MULLING IT oven *,;,';"di‘;a;,‘;

\‘" Visit

& Scotland | Alba



https://www.youtube.com/channel/UC3CxEBKx2l38nl1_SFsC2gg
https://youtu.be/UXopvj749QI

EXPEDIA INSIGHTS

+ o
€ > Cc0 com/i * » 02
@ Thebub-Home [B] OrscleLogin (] PO & Budget Track (@ Marketing and Dig
OExpedia More travel v @ English  Listyourproperty  Support  Trips M Signin

Search Scotland

Sponsored content by Scotland

VISITSCOTLAND.COM

Scotland is Calling

Scotland, a land full of tre aiting
attractions and parks; dist ugged co
ock on the bes st plac e p\

Fly direct to Scotland with Delta, Uni

es. recharge your soul and make some new memories.

Discover Scotland

&ﬂ-m ﬁm

Luxury Cities Unique Road tnps Ancestry Scotland on
experiences e screen

lcome you. Follow waymarked trails around lochs and through forest parks; explore our delightful cities with welcoming neighbourhoods
es with magnificent views or historic landmarks: and enjoy a story (or five) with the locals as they share eur history and give you the inside
. !

Argyll and the Isles have recently seen room night volumes
exceed 2019 levels (largely driven by the Isles performance over

Argyll)
Argyll & Isles Last 28 days trends - different picture to mainland

Scotland with longer lead times, summer months seeing high
share of search and transactions

Heavy emphasis on international, specifically US demand
Domestic trends last 28 days - marginally higher
propensity for domestic travellers to book in

December/November.

Highest demand/booking share for 2 x adults

\‘" Visit

otland | Alba

\() S




VISITSCOTLAND EMAIL SUPPORT

Argyll and the Isles have featured in a multitude of emails across the year. :
Q3 focus - Ferry Trips / Island Hopping / Autumn Escapes / Landscapes & Nature / Tobermory, ise of Ml
Winter Breaks / Days Out

5 AUTUMN ISLAND BREAK IDEAS

L Y
p # - Excited about the new season? Book a coastal short break to recharge
AVVENTURE 2

SOTTO LE STELLE 7 L br L ‘,‘ju those batteries and let the wonderment of Scotland bring some colour

- b [ Y S » 1o your life. Soak up the landscape’s natural splendour, with unmissable
Meravigliose aurore boreali .7“ i " i :\1\:1__ } ‘

Recent Q3 emails;

- Ferry Good Autumn Breaks

- 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

events, hearty food and drink that's sure to leave a warm autumn glow.
brillanti stelie cadenti e

scintillanti costellazioni: osserva i BE INSPIRED
i

cieli notturni della Scozia UNCOVER CHRISTMAS MAGIC -

-
prendere vita

GUARDA VERSO L'ALTO

FERRY GOOD DEALS

SPEGNI LE LUCI -
ACCENDI IL
DIVERTIMENTO

lllumina i mesi piti bui con
queste illuminazioni € suoni

AN - = s

sensoriali

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

EVENTI SPETTACOLARI

Scapa Beach Port Charlotte, Isle of Islay
Brodie lluminated, Forres © Marc ORKNEY AWAITS FREE TICKETS
. . Hindley, Visit Forres Pentland Ferries o Orkney is an Until 29 Sep join the Discover
hour's sail across the Pentland Ferries ballot to win free ferry
These emails had a collective reach of
oemne LUOGHI DI Firth on 3 luxurious eco ship tickets to the islands of Scotland
over 7.4 million consumers | socgiorno
L ACCOGLIENTI
N, x a7
iV( Trova il posto perfetto per

riposare la testa e ricaricarti per 2
INDOOR From the Isle of Arran to tranquil

Lewis, Mull and Uist. Get away
this autumn with these most
scenic Calmac crossings.

SET SAIL

ISLAND SAILINGS A
rFSﬂYALS F}' -

il giomno successivo ATTRACTIONS

TROVAUN LETTO

¥ isi .
& Scotland | Alba




VISITSCOTLAND INFLUENCER ACTIVITY

@ oo Promotion of the natural and cultural heritage of

lochgmarcp and visitscotland . . .
‘ Paid partnership with visitscotiand e, AN ADVENTURE THROUGH THE Argyll, |nClUd|ng.
Adrian Berenguer + October SCOTTISH HIGHLANDS AND

ISLANDS + 4 DAY ITINERARY * Natural flora and fauna
° lochgmarcp Autumn’s here g and it's ® Natural lardel’

4 When | close my eyes and think of the Scottish Highlands, a dream-like place unfolds before me. Mists roll down the
my favourite time to get out and explore mountainsides and over languid lochs, hiding the monsters and mussels lurking in the mysterious depths. Whispers

the landscapes of Argyll and Scotland from ancient Celtic villages carry on the breeze and rustle through fields of heather. Powerful birds of prey fiy d COl | || | Iu n |ty & people

. overhead, golden eagles soaring through the skies, weaving between tall. primordial pines.
and make the most of what nature has ¢ N e ¢ .

to offer from its scenery and wildlife to And when | open them? Well, my dreams become a reality. Or at least they aid this week! d Res po Nnsi b le to urism
the food that can be foraged at this time
* Landscapes

of year!
The light and col
nght now, anim
abundant as the
well as taking in§
a point of colled
my favourite, br
foraging some m
my Sunday roast
As always, follo
code when out §

foraged by fern + Following
’ 24 patmer g wn visitscotiand

P TR Fern Freud Marc Pickering

e g e e Blog post Instagram Reel
o TmEmmm——— 110,628 views
i hopibinapmin s ini i o Instagram Reel 3563 likes

29,800 views 68 comments
1590 likes 97,305 reach
I SN 99 comments 78 Saves
o i S 21,752 reach 3.73% engagement
~giggleay 107 saves

: 7.76% engagement
° .Sy.qm..(p‘,,:,-».u:.g-my;. Wit lovwly to maet you @

Qv R

©BD Lies by moltybesh n 30d 1697 others

Tiktok Video
1970 views
183 likes

© 9 comments

o TikTok

@foragedbyfern

¥ isi .
& Scotland | Alba



https://www.instagram.com/p/CjpsOvaPVXm/
https://www.foragedbyfern.com/post/an-adventure-through-the-scottish-highlands-and-islands-4-day-itinerary
https://www.instagram.com/reel/Cjx-3_hoSPR/
https://www.tiktok.com/@foragedbyfern/video/7155153586832329989?is_copy_url=1&is_from_webapp=v1
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