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SCOTLAND IS CALLING

Our invitation to the world to come and create their own stories.

Let our majestic landscapes, rich heritage and warm hospitality stir your senses and ignite your
wanderlust. Embark on a transformative journey like no other, as you immerse yourself in the vibrant
tapestry of Scotland’s culture, marrying ancient history with modern luxury in new and surprising ways.

Tactics

Our creative must be flexible across multiple formats and platforms - always thinking channel
and audience first. Creating light-hearted creative using novel visual hooks and core themes
that we know resonate with the markets.
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Core theme: connection

What calls people to Scotland is unique to the
individual, and we want to stir that emotional
connection. A sense of belonging or longing,
whether it be from deep rooted ancestral
connections to cherished childhood memories
and heartwarming nostalgia, connections
inspired by film and television or a yearning for
adventure in Scotland's natural playground.

Our messaging pillars are:

Adventure & Escapism

Great Outdoors, Active Adventure,
Wellness & Wellbeing, Responsible Touring.

Innovative Tastes

Food & Drink (distilleries, breweries, foraging),
Unigue Bars & Restaurants, Local produce,

Culture & Curiosity

Ancestry, Film & TV, Unique Cultural
Expenences, Local Communities.




OUR FOCUS

Despite the challenging global economy, our key markets keep prioritising
travel, in fact luxury retail, high end experiences and bucket list travel
bookings have been on therrise.

Scotland's larder, heritage, culture, and welcoming communities and
people all offer what visitors seek. These are unique, powerfully enriching,
personal experiences.

Our audiences are open to more sustainable options, ones that are good
for people and the planet. It's important to us that we don't place all the
responsibility of making more sustainable travel choices on to the
consumer.

We must play a leading and proactive role in:
. offering more sustainable and community-focused choices

. shaping our visitor behaviours

Our role is to help our visitors connect to these personal experiences




£1.6m project delivered over 2022-2023 in partnership with Highlife Highland and the Highland Council,
with support from HIE and NatureScot

Multi-channel international marketing campaign showcasing the natural and cultural heritage and the
Spirit of the Highlands and Islands, including the Outer Hebrides.

Aim to extend the visitor season and encourage sustainable and off-the-beaten-track travel, drivin
visits and economic benefits to those places where tourism can help stimulate rural economic growth.

Over 8m video views (Mingulay and North Uist
included in Spring and autumn video)
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Spirit website (dedicated content promoting the islands
£500k paid media (UK, DE, NL) generated 64m impressions
High Profile partnerships with The Guardian and Die Zeit.
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https://f.io/TAV3suaI
https://www.youtube.com/watch?v=sEtzrwLjAzw
https://discoverhighlandsandislands.scot/en/campaign/uncover

Awareness Activity - Paid Social / Connected TV

Outer Hebrides (Calanais Standing Stones) are included in
our latest Scotland is Calling 30" hero video and shorter social
cut downs. This is promoted via;

- UK Market - Facebook/Instagram (paid social)

- US Market - Instagram/ Snapchat (paid social) + Connected
TV (Paramount Plus and Disney+)

https://youtu.be/4-KBypQ2PPc
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Standing Stones! R P ¢

SCOTLAND IS CALLING

Awareness/Conversion Activity - Expedia

Outer Hebrides are promoted on our UK landing page and US
landing page; as well as a banner advert.

- Isle of Uist, Stornoway Black Pudding and Harris Tweed
included in the landing page copy

- Outer Hebrides Tab for Accomodation offerings on Expedia

SCOTLAND
IS CALLING
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Content Partnerships currently in planning for Q4:
- NatGeo/Disney (UK & US Markets)

- Culture Trip (US Market)

- LeFigaro (French Market)


https://www.expedia.co.uk/lp/b/ms-b-dmo-exp-uk-visitscotland-2023?langid=2057&cache=false
https://www.expedia.com/lp/b/ms-b-dmo-exp-us-scotland-2022?siteid=1&langId=1033&cache=false&preview=true
https://www.expedia.com/lp/b/ms-b-dmo-exp-us-scotland-2022?siteid=1&langId=1033&cache=false&preview=true
https://youtu.be/4-KBypQ2PPc
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From October 2022- October 2023- we have posted a variety of content from the Outer Hebrides on our consumer social channels

These posted have collectively:

REACH ENGAGEMENTS COMMENTS SAVES VIDED VIEWS

19.72M 971.29K 15.36K 43.34K 56.82K
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(Above) For publication Frankfurter Rundschau
(Germany), from last autumn, on the back of a press
trip we supported for journalist Nicola Forg to Uist
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For France, earlier this year,

nature travel magazine Terre
Sauvage published a feature

on St Kilda (below).
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LE MONDE PERDU DE ST KILDA

AFAR

13 of the Most Remote Places on Earth
That Are Worth the Journey

GEew®

Location: Scarland
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(Above) Another great inclusion for Uist came on
the back of our Islands comms bundle which was
picked up by travel magazine Reisen Exclusiv in
Germany.

(Above) AFAR in the US included The Outer
Hebrides in a round-up of 13 of the Most
Remote Places on Earth that are Worth the
Journey in September 2023. AFAR is one of
our top priority publications.
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The 10 best sandy beaches in the UK to
visit this weekend... including THIS
hidden gem

. Wil , it's time to pack a bag
. Thisbeach les of Scilly Hebrides

+ READ MORE: England's best places to eat, sleep and visit in 2023 revealed

(Above and right) On the
back of media relations and

2. TRAIGH MHEILEIN BEACH ON THE ISLE OF HARRIS, SCOTLAND

pitching of comms on
beaches in Scotland in the
UK, the Mailonline featured
Traigh Mheilein beach in
Harris in its list of the top
beaches in the UK.
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(Above) In China, the Outer Hebrides was featured on
a picture-led article showcasing the stunning landscape
in Scotland on Baijiahao.baidu.com in July 2023.

GLOBAL PR - RECENT COVERAGE EXAMPLES

* Eawrier AMail =

10 wonders of the British Isles

(Above) In Australia, St Kilda was featured in
publications the Sunday Telegraph and
Courier Mail in August 2023.

OTHER ACTIVITY:

(US) We worked with journalist Graeme
Green who is writing a feature for Adventure
Cyclist following his trip with Wilderness
Scotland to complete The Hebridean Way in
September 2023. Coverage is due out in
Spring 2024, and we have supported with
wider destination information, logistics,
contacts and local stories to add to the
feature.

(UK) We worked with Sykes Holiday Cottages
on a press trip for writer called Erin
McDermott from the Herald newspaper in
Scotland. Erin stayed on Uist and explored
various parts of the region. The coverage is
due by the end of 2023.
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Market Insights & Opportunities

» Scotlandis second to South West England in terms of interest for UK trip

‘ ; *  Expedia Research showed 7 in 10 consumers feel overwhelmed by starting
* UK market hugely important for regional & seasonal spread

the process of being a more sustainable traveller. 90% of Expedia travellers
are looking for sustainable booking options.

»  Sustainable tourism is resonating but associated cost and clarity of
benefits are perceived barriers.

*  Eating and shopping locally rank highly amongst sustainable travel
behaviours of US market.

*  Pinterest Trends predicts - Gen Z and Millennials will find a renewed love
for train travel

» Audiences hit by cost of living are more likely to focus on outdoor active tourism

» Despite concerns around finances, UK will take more domestic trips compared to before
the pandemic

* Risein springintenders to Scotland driven by retirees (1/3 of those planning a trip.
* Risein summer intenders, driven by families
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* UKexpress aneed for more financial flexibility when engaging with tourism providers in

US Insights

the coming months including “free cancellation” and “discounts or special deals”
TripAdvisor showing 45% of UK audience book activities before they travel

The US has consistently remained the # 1 international tourism market for Scotland -
favourable exchange rates and strong airline connectivity with new capacity coming
in 2023

Increased demand for luxury product and unique experiences resulting in
higheryield for industry

Consumers are turning to online travel sources, specifically OTAs to book travel - 31%
more than prior to the pandemic according to Expedia; MIDAS research shows a total of
55% US travellers book via tour operator or travel agent.

TripAdvisor showing 64% of US audience book activities before they travel

Travellers are adding in multiple destinations in one trip. 64% long haul; 32 % short
haul ; Scotland + Ireland a growing trend highlighted by tour operators

87% of millennial travellers consult social media as one of first stops for

travel inspiration

US Travel has returned to pre pandemic levels with 40 million Americans travelling out of
the country in July 2023 alone, their main destinations are the UK, Germany and France

Regional &
Seasonal
Dispersal

Influence
audiences

searching
OTAs/
Social

Spotlight
ease of
sustainable
travel

Retirees
(less
affected by
cost of
living)

Showcase
direct routes
and ease of
access

Align
to media &
partners
that share
our values

Spotlight
industry
offers

Capitalise on
US visitors
booking UK
trips (e.g.
London)

Capitalise on
renewed
love for rail
travel

Maximise
outdoor
active trend

Showcase
value &

unique
experience

Promote
community,
provenance

& cultural
experiences




OUR SPOTLIGHT THEMES FOR 2024

Our marketing calendar for 2024 shows our key messages and authentic experiences for each season.

Things we're looking for spring: Sg'lgi“land ‘ Alba

* seasonal ideas,off-the-beaten path / lesser-known experiences, and local tips

* new places to stay and places to eat

* new tours, attractions, experiences and trails

* meet the maker experiences

* big events and upcoming exhibitions (annual events and those exclusive to 2024)

» sustainable and inclusive visitor experiences


https://www.visitscotland.org/supporting-your-business/marketing/opportunities/calendar
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https://www.hie.co.uk/media/nqpor210/route-to-market_aug23.pdf
https://www.hie.co.uk/media/nqpor210/route-to-market_aug23.pdf
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A unique, local experience

Rates well in advance

Tour operators are already preparing their 2025
v offerings so it's a good idea to have your prices for

2025 available now. This will help you respond to early

Tour operators are looking for experiences to make
their itineraries stand out.

i

You can really set yourself apart by working in
partnership with other local businesses. Together, you
will be able to create new experiences around your

- Knowledge of the international customer

- Ground handling expertise

- Repeat business

- New markets, new partnerships and business growth
- Balance of client base - reducing risk

requests for rates and capacity.

location or community.

For example, agritourism experiences or events
celebrating local history or anniversaries. These can

also help to encourage visitors stay longer and out of
season.

High quality service and facilities

IN RETURN THEY NEED

Aglick response - Trade rates - commissionable or net

Tour opefatofs are repafsine even ilghencosts I 2024, ﬂ‘ Afast response time can reassure a tour operator of . . . .
- =
making Scotland less competitive as a destination. the level of service you provide and help to secure new QU?lltY gxperlencg§ that are dellyered consistently
blisiness: - Reliability and efficiency (operating hours and regular schedules)

Visitors are thus expecting a higher level of service for 5 ngh level of customer service and helpful staff

- New partnerships - what can we do to help them package up?
- An Understanding of the different cultural needs
- AND! A staff contact at the business who understands travel trade

'\
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the prCe they re paylng, They alSO want to see Over the summer, some operators reported that

businesses were not responding to their enquiries as
quickly as they would like. This experience could
impact on their likelihood to book with you.

businesses invest in renovations, and new and

improved facilities. A
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: * Location
PRODUCT What is your * History/heritage
unigue * Local food and drink
DEVELOPMENT proposition? . Thematic

- Sign post sustalnable travel optlons chargmg pomts and public transport -
especially with German, Nordic and Dutch travellers.

- This summer trips into nature and mountains were popular,
heat?

possibly to beat the

* Excellent service

» Personalisation

* Unique experience

+ Facilities for cyclists/walkers

What kind

+ Highend of customer
Families do you
+ Groups want?

Developing
your
proposition

What assets

do you
have?

- Anincreased interest in

* Adventure - Slow and more fast paced
* Farm stays

* Food and Drink

* Unique experiences

Wellness

= Other attractions Who can
» Day tour operators you work in

+ Accommodation, retailers partnership
with?




Information
- iCentre in Stornoway

Business Engagement
- Free web listing, 1-1 digital support, quality
assurance, sustainability + Net Zero advice

Marketing
- Social media, influencers, travel trade and PR

Destination Development

- Identifying tourism opportunities amongst
stakeholders and pitching them to our global
partners

Travel Trade
- helping you get your travel trade idea off the
ground and in front of our contacts

Events
- Event funding, iCentre updates

Corporate Communications
- Highlighting the work of our industry

Insights
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Victoria Harvey ) 1N
Outer Hebrides Development Manager N

Victoria.Harvey@uvisitscotland.com ) 1|
07342064281

Stornoway VisitScotland iCentre i ‘
26 Cromwell Street, HS1 2DD |
Stornoway@uvisitscotland.com i
01851 703088
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