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https://www.youtube.com/watch?v=5uRQ9EkxIG4




https://www.youtube.com/watch?v=xeg2KD8csgM
https://www.youtube.com/watch?v=bX6vWZYGcpQ
https://www.youtube.com/watch?v=29HFYZkSEFw
https://www.youtube.com/watch?v=MRfczMjPmaM
https://www.youtube.com/watch?v=W6vIVC1hrP8


https://assets.visitscotland.com/assets/607388


https://assets.visitscotland.com/assets?tags=Collection%20Scotland%20is%20Calling&search_strategy=and
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https://www.tiktok.com/@rod
https://www.instagram.com/justme.rod/
https://www.instagram.com/moyamawhinney/?hl=en
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https://www.visitscotland.com/about/responsible-tourism/
https://www.visitscotland.com/holidays-breaks/family/
https://www.visitscotland.com/holidays-breaks/city-breaks/
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virtual 

ITB
YoS EU 

event

regular, consistent engagement with key media 

through media update & press release calendar

shift focus to emotion-driven messaging with 

relevant product/insider tips/seasonal

reimagining the structure to reflect emotional 

connection: sense of calm | awe + wonder | food 

for the soul | adrenaline rush

media update media update media update media update
press 

release
press 

release

press 

release
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TOTAL MARKET 

INVESTMENT: £1.19M

PHASE 2: £648K



TOTAL MARKET 

INVESTMENT: £535K  + 

£945k for Pan EU OTA 

& NatGeo Partnership

PHASE 2: £266,800K

(£250k perf marketing pan EU) (+£448k NatGeo (pan EU))

Audience: key segments (focus on 
Buzzseekers) + NatGeo audience

Target: engagement

Outcome:  launch Q4

Audience: key tour operators + Travelzoo
audience

Target: engagement/conversion

Outcome:  launch Q4

Audience: German travellers searching UK 
& Ireland – we can focus on adventurers

Target: Scotland bookings

Outcome: launch Q4



TOTAL MARKET 

INVESTMENT: £535K  + 

£945k for Pan EU OTA & 

NatGeo Partnership

Phase 2: £305k

: inspiration, destination awareness, welcome message post Brexit , conversion/book now

: targeting a mix of Cultural Explorers and Buzzseekers based on age and interest across the channels 

– 18-55+ /  B2B: targeting travel trade professionals in France.(40/60)

: key city and transport hubs

Buzzseekers + Explorers / key 
geos

Reach, video views and 
engagement

Activation on display + social from 
Feb to March utilising a mix of 
audience interests, building on 

Phase 1 learning and warmed up 
audiences

Buzzseekers + Explorers 
/ key geos

Reach, video views

Video distribution. Build 
on Phase 1 awareness to 
further consideration for 

travel in 2022.

Geo + Psychologies for 
Cultural Explorers / Néon for 

Buzzseekers

Content partnerships to 
capitalise on their engaged 

audience with media 
amplification.

Audience: French travelers
searching UK & Ireland

Target: Scotland bookings

Outcome: TBC – launch in Q4

Travel Trade professionals

Reach + content engagement

Reactivate awareness for the 
destination, reassure and encourage 

product development for 2022 + 
awareness for VS on LinkedIn.



TOTAL MARKET 

INVESTMENT: £252.8k + 

£945k for Pan EU OTA & 

NatGeo Partnership

Phase 2: £175k

: Further build demand through inspiration, destination awareness & welcome message; move 

audiences along the journey; drive B2B product development & conversion 

: Buzzseekers & Adventurers plus Cultural Explorers + tour operators/travel trade professionals in 

market (B2B)

: NL, ES, IT, Nordics

Audience: Cultural Explorers & 
Buzzseekers in NL, ES, IT

Target: reach/engagement

Audience: NatGeo audience

Target: engagement

Audience: key travel trade in 
all markets

Target: reach/engagement

Audience: Travellers searching 
UK & Ireland

Target: bookings for Scotland

Audience: all segments in all 
markets + users browsing 

holiday content

Target: reach/engagement



TOTAL MARKET 

INVESTMENT: £2.3M

Phase 2: £1.9M

: Driving inspiration and engagement to demonstrate Scotland meets visitors’ emotional needs more 

than ever before. Continuation of brand building digital activity from phase 1, with refined targeting, supported by 

high impact/influential brand channel buzzseeker activity and B2B cultural explorer activity that aligns and creates 

multi-touch point activity and impact. 

: Buzzseekers & Adventure Seekers and Cultural Explorers – phase 2 drives further impact towards 

younger demo + tour operators/travel trade agent acquisition education & conversion 

: , Texas, Florida, Illinois, Quebec, Ontario

Building meaningful partnerships and integrated amplification to create 
impact in-market

Collaborating and building partnerships, creating bold content that unlocks 
multi-touch point activity, PR amplification and high impact opportunities, 

tapping into brands, influencers and their audiences. Inc strategic partners 
that lead in responsible values with already engaged audiences.

US focus will be to integrate activity together to create impact for Scotland 
Week + beyond.

Driving conversion to +25 NA 
DMAs and searchers

Driving brand awareness, 
accessibility through Scotland is 
Calling layered with conversion

Taking consumers onto phase 2 of 
SiC to move along the journey to 

make Scotland stand out with hero 
creative 

Taking consumers onto 
phase 2 of SiC to move along 
the journey to make Scotland 
stand out with platform first 

content



TOTAL MARKET 

INVESTMENT: £610k

Phase 2: £473k

: Further brand building and awareness driving, bringing Scotland top of travellers’ mind. 

Continuation of brand building digital activity from phase 1, with refined targeting, supported by high 

impact/influential brand channel activity and B2B activity that aligns and creates multi-touch point activity and impact. 

: Buzzseekers (Millennials aged 25-44; Gen Z)+ tour operators/travel trade agents through B2B trade 

media & OTA content partnerships

: Geo Targeting: Top Tier 1 and new Tier 1 priority cities Beijing, Shanghai, key provinces e.g. 

Zhejiang, Guangdong

Building meaningful content 
partnerships with trusted intermediaries 
and growing followers on trade channels 

leading to increased advocacy 
and content sharing

Driving conversion with sellable 
Scotland products and searchers

Driving brand awareness, increasing 
Scotland product on platform and 
enhancing visibility of product / 

legacy activity

Building followers for our owned channels for legacy content 
sharing in future and advocacy from followers sharing 

content

Taking consumers onto phase 2 of SiC to move along the journey to make 
Scotland stand out with platform first content and continue driving growth of 

quality followers



TOTAL MARKET 

INVESTMENT: £50k

: Brand building through inspiration, destination awareness & welcome message aligned with 

Outlander release; move audiences along the journey; drive B2B education of Scotland product & conversion 

through trade media

: Buzzseekers & Cultural Explorers + travel agents / travel trade (B2B)

: Key Australian cities – Sydney, Melbourne, Perth

Audience: Cultural Explorers & Buzzseekers

Target: reach/engagement/

video views

Audience: key travel trade / agents in 
market utilising key publications

Target: reach/engagement/opt-in to grow 
travel trade database

Audience: Cultural Explorers & Buzzseekers + 
Outlander interests

Target: reach/VCR to align with Outlander new 
season release


