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Who am I?

Cat Leaver

Mum

Marketer

Strategic advisor
Passionate traveller
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Visit
cotland

visitor industry

community
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What does success look like?

Spread of customers through

the year and across Scotland

A range of experiences with
year-round and regional
interest

Abalance of visitors year-
round

Increased yield from each visit
(added value, extended stay,
local spend)

Value for money and extension
of trip/experience

Increased spend felt locally per
visitor

Sustainability

Improved environmental
footprint (supply chain,
climate action, etc)

Considerate of environmental
and local impact of travel
decisions

Conservation of local wildlife,
nature and culture

Satisfaction

Improved end-to-

end stakeholder
experience (including
suppliers, staff, visitors,
communities)

Personally enriching, quality
experiences

Benefits of tourism felt locally
(employment, infrastructure,
and economic return)
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Responsible tourism
Whose responsibility is it anyway?

Global Desire to Visit Drivers

Desire to visit has reached an all-time high — and sustainability metrics are not key drivers of it.

Natural Beauty

Work & Live

Close Friend

Safe*

Vibrant City Life
Welcoming

Historic Buildings

Quality of Life

Unlike Anywhere Else*
Education

Cultural Heritage

Trust Products*

Food*

Rights & Fairmess
Contemporary Cullure
Creative Place

Equality in Society

Buy Products
Environment

Competent & Honest
Clean Water & Nutrition*
Responsible Industries*
Honest about Past*
Affordable & Clean Energy*
Combat Climate Change*
Protecting Wildlife*
Sports

Science & Technology
Global Economic Leader*
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Immigration and
Investment

—
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Tourism

Exports

@

Nation
Brand

People

Governance

‘@5 Culture

= *new common interest attributes added in 2023

Sustainability is not an explicit driver to
visit.

However, natural beauty is the top
driver.

To maintain our competitive edge, we
must preserve our natural heritage.



Tourism has never been more competitive

In 2022, there was £132M spent in the UK across various tourist bodies, and $832M in the US.

Top Advertisers Top Advertisers

In the UK, hot weather destinations are spending the most. Top spendersin the US are North American, with Qatar and

And then there's Ireland, who is spending £6M. Ireland investing similarly heavily as into UK market.

Visit,

& Scotland | Alba



Social & Video

YouTube is the second most

popular search network, with

>2.6 billion monthly active
users.

Online video is the #1 driver of

‘commercial triumphs’.

40% of young users
used TikTok or Instagram,
instead of Google Maps, to

look for a place for lunch.

87% of millennial travellers
consult social for inspiration.

<+ isi &
& Scotland | Alba

An evolution in search
How we find information is changing

Helpful Content

Google algorithm update
placed a bigger spotlight on
'people-first' content -
demoting what it deems
'SEO-first' content.

Previous stance on Al-
generated content, which
suggested preference for

human-created content, has
been softened.

Results Pages

Increase of Google-generated
features within the Search
Engine Results Page (SERP).
This means users have less
reason to click through to a
site for information.

Impacts Clicks and Click-
Through-Rates - impressions
seem unchanged.

Al Development

Conversational Al continues to
grow in use within search.

Google testing (in the US) of
Search Generative Experience
(SGE) concludes in December
2023.

SGE will mean the role out of Al-
generated answers within the
SERP.

Impact is unclear but will likely
decrease Click-Through-Rates
and visibility.
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People

The heart
Hero or protagonist

|dentity
Relatable

Who?

& Sttland | Alba

Storytelling

Make me feel something

Great stories are universal, based on underlying human condition

Place

Situation
Location
Environment
Time

Why here and now?

We live in an
attention
economy

Purpose

Values
Goal(s)

Why this story?

Plot

Structure

Journey
CTA

How?




Challenge

Challenge perceptions

Reinforce and

Leverage icons to build familiarity
Broaden understanding and appeal

Strengthen awareness and identity
Enhance value (spread, yield)

Keep Scotland front of mind

& Sttland | Alba
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Storytelling
Content must work harder and there is no one size fits all

We are 80% more inclined to do business with a company that offers a personalised approach.

Content designed for the audience and channel consistently delivers greater impact.

VisitScotland

visitscotland & + Following
Jungle ¢ I've Been In Love (feat. Channel Tres)

() VisitScotland % ] 11/20;
i" A bonnie church in a stunning setting - a match
made in #Sc nd! @ 4

A _— o
Coy ‘v visitscotland © 8w ? Glenfinnan, #Highlands #= IG/bryanlimy
¥, Save this for your next visit to #Sco

inverness! [T @

@marisa.vogiatzi has made the perfect
guide for iconic Scottish locations
within easy reach of the city by public
transport, perfect for day-trip planning!

#Inverness #Highlands
#ScottishHighlands #VisitScotland
#Scotland #ScotlandTravel #LochNess
#RespectProtectEnjoy
#ScotlandlsCalling

“ % ruthanabi 8w
¥ now we're talking,
places seems to av

Tour Guide Tales - The Black Officer of

car
Badenoch .
8 O Q v Must-visit spots
11!?64“kes On Scotland's Newest Food & Drink Trail: ™7

W visit -
& Scotland | Alba T



Storytelling
Social proofis key

We are 22x more likely to recall facts that are part of a story and

inspired to act when they are endorsed by those we view as trustworthy or relatable.

@ user_name ase @ user_name
- - . ; .

Informational social influence:

Where people copy the actions of
othersin an attempt to emulate
behaviour in certain situations.

Qv

@ 1,256,301 likes

@ 8likes

This is so yummy.. #Food #Seafood. This is so yummy.. #Food #Seafood.

& visit .
@ Ségtland ‘ Alba Source: Buffer
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Storytelling

Extending your reach and impact

RAZIA

ACCURIL » INSPIRATIONS. » CULTURE

Che Telegraph

Why vou shouldn’t wait until winter to see the
Northern Lights

Ecosse : 30 licux a visiter au moins une fois dans

8 Train Rides Around the World That
Immerse You in Gorgeous Landscapes

We Tried BOAT LIFE for 72 Hours (Is it for us?)
® 5 Kinging-It &
i

soin (T e 1K GD Dshwe L Downlosd (¥ Thanks  S¢ Clip -

236K views 3 months ago #Visitsc
This week we tried #boatife for the very first time! As newbies we had to leam the ropes (pun intended) we both learned how to drive, navigate, moor and sleep on the boat for 72 hours.
We were a litle worried how this would go as Aimee can get quite boat sick, but a5 we were on the Scottish lochs, there wasi a wave in sight and we honestly had the trip of a ifetime.
On this trip we sailed the Caledonian n Way. the Scottish highlands ...more

While flight is the quickest form of travel, trains show you the world in a
21 slower. more scenic fashion.

H OOOEPO®

|*
&

25 Best Summer Vacations Fvervone Should
Consider in 2023

by
8. West Highland Line

(.ul-lkin‘gin N'l!ll;ll;!l lz'A’vU!.L; Inﬂuen_cer
marketing
= -
; Global reach Curated audience
Trusted sources Authentic and relatable
Targeted messaging Long-form content
First-hand experiences Creator expertise

& Sttland | Alba
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hip with visitscotland

foraged.by.fern + Follow ‘v VisitScotland (Default) @ we X

Storytelling

Who's up for a spring adventure? The Highlands
and Islands are calling $&

Partnering to deliver a common goal

y circles and castle ruins g4
CENTRE POINT

We loved how immersive th
landscape was and how

e e ol

ter Hebrides

discoverhighlandsandislands...
Uncover your Spirit for Learn more
INSPIRING STORIES, UNFORGETTABLE SURROUNDINGS Discovery

Named one of National Geographic's 'Best of the World' destinations for

2023, the Highlands and Islands boasts stunning landscapes, welcoming

iti d thrilli dvent
communities an rilhing adventures. Visitscotland o schotnands
Fremdenverkehrsamt (DE)& _ X

Storytelling is an intrinsic part of the culture of the Highlands and Islands.
with Spirit of the Highlands.

Stories have shaped our land and people past, present and futurel
Become part of the story and share moments you'll never forget.
Wohin wird dich dein ndchstes Abenteuer
fuhren? Bl

% Unst, Shetland
ms Euan Myles / Promote Shetland

-

THE HIGHLANDS AND SPOTLIGHT ON UNCOVER HIDDEN GEMS A PERFECT SPRING BREAK
ISLANDS ARE CALLING COMMUNITY AND At the heart of the Highlands and IN THE HIGHLANDS

Unique experiences, finest local HERITAGE Islands lies our community. Learn Fuel your spirit of discovery and
from the people and discover find inspiration for your parfect

produce and accommodation to The Highlands and Isiands is a
suit any traveller, Discover what the  region of storytellers. From local hidden goms 1o visit on your next Spring break in the Highlands.
Highlands and Islands have to heroes to national figures, home fnp.
offer for your nex trip. fires to mountain views, the myths,

the legends and so much more.

Explore our spirit through our

stories!

DISCOVER MORE DISCOVER MORE DISCOVER MORE DISCOVER MORE

~disco S e . Your'spiritiof
% Visit ™ ; o t. discoverhighlandsandisland
\() SCOtland ‘ Alba Isla of Arean Shetlond ® Euan Miles CO n nec Io I'I Schottlands Highlands Learn more

und Inseln rufen



2 A
¥

3

'/

[ o

A
—
:

¥
'
—

-—
.
L ]

A
af
4

A si 1 . ope
& st8and | Alba Consistent measurement and adaptability




et
il
B o

;
«

P

ing | Highland T ‘

O
§ XX
oLy aasy
o=
o
o3
©
c
&
m
Y—
(@]
©
©
()

F

>

L Gat Leavgg!rl_ﬂ

P el

>

'y



Vators create confiee

W

Q\%')Sz%i‘land | Alba Targeting behaviour and life stage
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