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Travel Distribution

Content

* Why travel distribution is important

e The Visitor Journey

* Online Distribution and Tech

* Offline/Travel Trade distribution

* Product Development - Online/Offline

* Online & offline - What's right for your business

Visit,
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Travel Distribution

Travellers have changed

; i_ff’ . Traveldemand is back Changed consumer behaviour . - o Changed booking habits
j

i

. 2023 - consumers continue to prioritise

travel over other categories of spend * Emergence of new E_'“dier:":“ -solo trauel_ ison th? rise *  Booking windows: Long-haul has returned to pre-pandemic levels;
putting their money where their mood esp in 65+, gen Z/millennials avg 2.2 more international short-haul/UK market has a high percentage of last-minute breaks.
is - prioritising health & wellbeing & trips 21/22 than 65+ and larger groups travelling together,
connection from friendship groups to multigenerational families +  67% of Global Travellers book things to see and do in advance
. : * Costof living impact - value for money is a key driver for *  The role of word of mouth from friends and family fuels and
*  The’wealth effect’ of affluent destination selection. UK travellers looking for cost inspires tourist behaviour, regardless of destination
travellers saving opportunities.

*  Partners remain a key source of inspiration and trust throughout

*  Air connectivity nearly back to pre- * Sustainability, inclusivity and personalisation are the stages of the tourism journey

pandemic levels emerging drivers of importance

*+  Use of intermediaries such as Travel Agents, Tour Operators and

- Scotland benefiting from favourable US * Holidays off-the-grid: travellers are eager to disconnect online travel sites, remains high and package bookings (1in 3
exchange rates. * YOLO [ GOAT |/ Bucket-list travel - distanceis nota visitors) remain strong for some of our largest inbound markets.
barrier Bookings typically 1.7 x more in value.
*  Slightincrease in Propensity for UK ) * Travellers are adding in multiple destinations - not just *  90% of Expedia travellers are looking for sustainable booking
households to holiday at home (easier travelling to one place at a time. 64% long haul; 32% options. While 7 in 10 consumers will pay more when making a
to plan). short haul travel choice that is more inclusive to all types of travellers

& Sttland | Alba



Travel Distribution

Spend by Top 15 Countries (80% of Int’l spend)

Denmark Ireland
», Sweden

um

Switzerland Bfl__g'
Italy '

Norway

Australia

Germany

Canada

* Doesn’t include China due to travel restrictions

Source: GBTS 2022, IPS 2022

Visit

& Séotland | Alba

= GB = North America

~X

Spend

>

m Rest of World m GB = North America Europe = Restof World

GB accounts for 81% visits and 52% spend
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Travel Distribution

Why build international demand

International visitors critical to business recovery - to build back
tourism sustainably

*On average US visitors spend 4x more than a UK visitor; EU
visitors spend twice as much

*Promoting internationally to a range of key markets will mitigate
against fluctuating economic challenges - reducing risk for over
reliance on one market

*Working with intermediaries (travel trade & digital
online) to selling Scotland - so they can act as your in-market
voices

*Scotland has a relatively low share of total outbound tourism
from our key international markets, so opportunity to influence
the right growth for Scotland (people, communities and visitors)

& Sttland | Alba

£3,937, 38%

£3,151,30%

£3,410, 32%

W Inbound
m Domestic overnight trips
Tourism Day Visits



Travel Distribution

Customer Journey

Go

gle .
=S
tripadvisor
u Expedla
e =S
Booking.com

tripadvisor Experience Book

6 Ctrip

: @ eDreams

t‘*to"?

o

. Your fo)
viator [rH B

Visit

& Stotland | Alba



Travel Distributi
ravet Distribution Resources Used In The Planning Phase of the Customer Journey

(ordered to be consistent with the Inspiration phase for easy comparison)

W h ere Vi S i t ors R esearc h Price companison site - a webste/app that aggregates ravel

deals from other stes

Man y N fo rma t| oNn sources Peer Reiew St - an app or websita that collaes reviews from

ofher raveliers

A el C Q
« Important to understand your Arline/Arling Holiday Companies

target market
) Online marketplace - a website/app that connects the ravelier
* Important to understand different with providers directly

strengths of each channel ‘ ‘
Online only Travel Agent or Tour Operator - offers a wide range

of ravel deals online

[ravel Agent who offers advice/support via personal interaction
$hop or teiephone

Specialist Travel Agent or Tour Operator - focuses on specialist
Interest ravel and tours

Noné of the above

alotal

& Scotland | Alba UM, 0 i 3 A A SN bl Vs

Bl trumbons ate Ugnificanty hgher than comparati o6 base @ 5% confdane BRITAN




BUT IT’S A LONG PROCESS..DREAMING, PLANNING & BOOKING CYCLES

Idea Accumulation / Concept Forming Plan Book

FR: Plan Book

US:
CA:
CN:
AUS:

Plan Book
Plan Book

Plan Book

Plan Book

ACTIVE
Informative ‘hub & help’ content

PASSIVE
Inspirational ‘hero & hub’ content

Hearing about | seeing the Conzciously conziden idaas cide whether to tak bthb concept Making enabling arrangements
hahdays of fnends and famuily that eccizt in 'the soup’ and forward or conclude bc“o to put it ftime off. zaving money. pet care
match the critena of the hobday back inta the holiday nspiration soup &t )

>

Passive consumption of S Rough feasibility and Structuning and scaling Booking
cultural media .r”‘ visioning of the tnp components of the concept
) L axparnence and adding filler alementz
e
: Q~ - = - * = - & -
Concept building reaches the
point of no return. A financial

Visioning reaches the
point of a complete picture cammitment has been made

IDEA ACCUMULATION COMNCEPT FORMING COMCEFT BUILDING EXECUTING THE PLAN THE HOLIDAY

& Setland | Alba



Travel Distribution

How Visitors buy their holiday

Visitors m # x 5. 'iﬁi‘ \

Travel Advisor Travel Advisor

Group / FIT Group [ FIT Tour Group / FIT Tour
Tour Operator Operator or
& Wholesaler '

Online Travel

Agent Operator

DMC or Wholesaler

DIRECT INTERMEDIARY MARKETING

4 )

Supplier [ Scottish Tourism Businesses

Visit,

& Sttland | Alba



Travel Distribution

Online Connected Distribution

* |t starts with Tech

*  Working with
Online intermediaries

& Slotland | Alba




Travel Distribution

Booking systems - benefits

e SRR R Back-office booking

Distribution

Product management

Accounts/reconciliation

Booking solution

Resource management

Promotions & Coupons

Messaging Affiliate sales

Visit,

& Sttland | Alba



Travel distribution

Working with Online travel agents

* The 6 benefits

e Costs and implications

& Sttland | Alba




Digital Distribution

6 benefits

Direct OTA’s

Grow your Business

Access new markets

Billboard effect

Get bookings during
low season

:'?') Scotland | Alba




Digital Distribution

Costs and implications

e Commision

e Limited customer data
* Terms & Conditions

* Brand awareness

* Managing reviews

» Operational Impacts

Visit,

& Sttland | Alba




Travel Distribution

From global Destination Management

Companies, Tour Operators and

The world of Travel vl Advicers
Trade

Qr

& Scotland | Alba




HOW VISITORS BUY THEIR HOLIDAYS
Visitors ’i"i\‘ 'ﬁ’ ¥ 'i\ 'i'i‘ﬁ‘ \

Travel Advisor Travel Advisor )

Group / FIT Tour
Operator or
Wholesaler

Group / FIT Tour
Operator

Travel Group / FIT
Advisor Tour Operator
ViSO & Wholesaler

INTERMEDIARY MARKETING

DMC or Wholesaler

4 5

Supplier / Scottish Tourism Businesses

Visit,

& Sttland | Alba



WHY CONSIDER THIS ROUTE TO MARKET?

» Additional business when you need it
 Off-peak business

e Visitors that meet with your business
operational limitations for example, farms

* Repeat business, (weekly, monthly)
* New markets (reducing risk)
 Controlled business growth

* Pricing to make a profit

* New business relationships

& Scotland | Alba




Quality experiences that
match their expectation

Seasonal experiences - to
help extend season, and

deliver Scotland holidays all |
year round

(price/value/comparison to
other destinations)

Clients looking to

Clients want to
‘explore new places to do
what they enjoy & discover
new experiences’

‘meet locals - passionate
about what they do’

Source: IPS 2022



WHAT DO TRAVEL TRADE NEED?

Trade rates - commissionable or net

Quality experiences that are delivered consistently

High level of customer service and helpful staff

Collateral - clear and easy to understand

Flexibility for cultural nuances for different markets

Regular person to contact at the business who understands

travel trade.

Looking for unique experience seasonal products

(businesses) to work with

& Scotland | Alba




Travel Distribution

Using trends, insights to

Product Development create bookable product to

drive additional revenue and
out of season business

Qr

& Scotland | Alba




- SENSE OF BELONGING

BN
>
1M

PES

<+ isi
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Product development

What kind
* Highend of customer
* Families do you
* Groups want?
* Active

e Other attractions
e Day tour operators
* Accommodation, retailers

Visit,

& Sttland | Alba

What is your
unique
proposition?

Developing

your
proposition

Who can
you work in
partnership

with?

* Location

* History/heritage

e Local food and drink
* Thematic

What assets .
* Personalisation

* Unique experience
* Facilities for cyclists/walkers

do you
have?



Travel Distribution

What's right for your Online & Offline/Travel Trade
business

Visit

:‘;‘%) Scotland | Alba




Travel Distribution

What's right for your business

Travel Trade/offline & On-line Digital Distribution

Travel Trade/Offline Distribution
* Opens up higher spend; equalling more profitability

e Can be shaped to meet your business operational
limitations e.g. Farms

* Once contracts are agreed allows you to budget, invest and

plan ahead with confidence
* Off peak business
* Additional business when you need

« It will take product development and quality focused
implementation, relationship building, time and some
investment

<+ isi &
& Scotland | Alba

Online Digital Distribution

It’s a relatively low development cost, performance based
channel

It’s a good way to test new products, new markets
It’s a channel to market which is growing rapidly

With the right technology its easy to manage even
remotely

It can drive additional direct/no cost bookings

It can have a relatively short implementation to booking
timescale

It also requires product development, online distribution
knowledge, flexibility. Some investment



Travel Distribution

What is right for your business- other questions to ask yourself.
Travel Trade/offline & On-line Digital Distribution

* Have you capacity and capability now, or do you want time
to build capacity and capability

* Arethere other local business who are already selling
online or through travel trade

* Istheiran anchor/big attraction/activity that | can benefit
from their awareness and pulling power

* Canyou get to your business other than by car
* Isyour product astandoutin your region

* Canyou resource short lead time demand or do you want a
more managed longer lead time

<+ isi &
& Scotland | Alba

Is your product best suited to a specific demographic -
younger/older- mobile/less mobile - adrenaline/soft
adventure

Do you want to test a product for demand and operational
improvements



MAKE IT WORK FOR YOUR BUSINESS

& Stotland | Alba
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