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Global tourism is back
International arrivals reached 98% of 2019 levels in Q1-

Q3 2024 and up 11% on 2023

and

Scotland is ahead of the curve
International arrivals to Scotland in Jan-Jun 2024 were 

14% up on 2023 levels and 46% up on 2019

but 

From staycation to stay-cautious
Trips and spend by GB residents as part of overnight 

stays in Scotland during the first half of 2024 were 
down 20% on 2023



Scottish residents EuropeansEnglish residents North Americans

Visits and spend down on 

2023 driven by reduced 

trip taking by Scottish 

younger independents 

and families (~1m trips).

Fewer English visitors 

across all life stages to 

Scotland in 2024, however 

an increase in spend per 

trip of 51% for 

holidaymakers.

North American visitors 

continue to drive growth 

of international tourism in 

Scotland with visits and 

spend up on 2019. 

North American visitors 

are typically 45+ travelling 

with friends or family.

European visitors to Scotland 

were at a similar level in 2023 

and 2024 (H1). Scotland 

welcomed over 1M European 

visitors in the first half of 2024, 

but spending from these 

visitors was lower than 2023.  

Visitors trend to be younger 

and travelling with children.

Sources: GBTS 2024, IPS 2024

Multi-gen groups and older 
independents.

Luxury and/or tailored short 
breaks.

Group and family travel 
tailored to older kids.

Touring and family travel 
tailored to younger children.
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Where are consumers investing their money?

Meaningful experiences

In 2024:

• Almost 9 in 10 people (88%) planned to spend the 

same or more on experiences to 2023.

• 40% of people said experiences provided them with 

their best memories.

• 30% said the found shared experiences with others 

deeply enriching.

• 40% of people would travel to another country or 

continent for an experience they are passionate about. 

• Gen Z leads the way in planning to spend more on 

experiences. 

Source: MasterCard Experience Economy Survey 2024
~ S~8tland I Alba·· 

U.K. 
Food-related experiences 

Most popular 
experiences for 

Europeans to 
spend on in 2024 

®: 
® 

France .. o/ ~ 
Outdoor experiences Y.J 

Spain o/,' "m 
Outdoor experiences ::!_) 

Belgium UL , 

UveMusic 

( xcl d ng trove and to nsm) 

Germany 
Family-oriented experiences 

~ Italy co 1 

Food-related experiences 

https://www.mastercard.com/news/europe/en/newsroom/press-releases/en/2024/europes-experience-economy-set-to-spring-forward/


Meeting visitor demand 

Good for the soul



What consumers want
Global visitor drivers 

Value
High inflation and rising costs are impacting travel 
decisions, with visitors seeking out value for 
money. High-income visitors are most resilient

Convenience
Consumers increasingly expect travel to be 
seamless, through online bookings and digital 
tools such as AI and AR

Wellness
Travel is seen as a chance to escape and refresh, 
both physically and mentally. Outdoor pursuits, 
relaxation opportunities and the emotional 
stimulation of connection to a place are all key.
The wellness economy predicted to reach $9  
trillion by 2028

Authenticity
More visitors are moving beyond the well-beaten 
tourist trails, seeking out experiences that are 
genuinely rooted in place and tradition

Discovery
Off the beaten path tourism also drives visitors to 
seek out the unexpected - hidden gem locations 
and hyper local traditions, foods and customs - 
and feel that their experience is unique

Responsibility
Consumers, especially younger generations, are 
increasingly conscious of their impact on 
communities and the environment, and seek for 
their tourism to do no harm, or actively give back

Sources: EuroMonitor 2024, VisitScotland.org
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https://www.visitscotland.org/research-insights


Social-search
YouTube 

scale & trends
AI trip-

planning
Generative AI 

in search

Maximising opportunities to reach audiences

The evolving digital environment 

~ Q Edinburgh restaurants 0 ... 

Top Videos Users Sounds Shop LIVE 

#eclinburghfood 3 of my Guys, Edinburgh's 
absolute favoruite spoL restaurant scene Is DELL-

• TOP scorns 010 3K 6 Jess I rrave-1 & 06027 

-
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What is the best place to visit 

in Scotland? 

@ Choosing the "best· place to visit in Scotland 

can depend on your interests, but one highly 

recommended destination is Edinburgh. 

Here's why: 

1. Historical and Cultural Attractions: 

Edinburgh is home to the iconic 

Edinburgh Castle, the historic Royal Mile, 

and the Palace of Holyroodhouse. The 

city's rich history and stunning 

architecture make it a must-visit for 

history buffs and culture enthusiasts. 

2. Edinburgh Festivals: The city is 

renowned for its festivals, particularly 

the Edinburgh Festival Fringe, the 

world's largest arts festival, and the 

Edinburgh International Festival. Visiting 

during festival season offers a vibrant 

cultural experience. 

3. Natural Beau ,J., .\rthur's Seat, an ancient 

vnk~nn ~nrl thP m~in nP~k in thP nrnun 

tfil t-,1es!>age ChatGPT 

ChatGPT c-, make m1>taUS, CMCk ,mportant onfo 

Here are some places to stay in Scotland: ., 

Edinburgh: The e.pital of Scotland, good for short breaks ,.. 

'IOofthebestptaees_ 
'1 :t011 tl)olllle 

llftC--IOW¥1n.. 

l!I ~00 ... 

Loch Lomond: Good for coupes 

Ullapool: Good for expk,rers 

Aberdffn: Good for night owls 

Oomoch: Good for golfers 

Inverness: Good for history buffs 

• Cowal Pfflinsui.: Good for wildlife watching 

• Rannoch Moor. Good for walker, "" 

Some thing, to do In Scotlertd Include: ... 

• Visitecntle 

• Goonehike 

• Visit a whisky distillery 

Go to• traditional Scottish pub ., 

• Explore the Sconish High&ends .., 

(.) Res.et "'+ Ask a follow up 

Scoti.ndTrainToura_ 

scoo.tdt«ipiu,I,. 
~IIU.pe,1Kt. 

(::i'l~tr~ 



VisitScotland Business Support Hub Content themes associated with:

Delivering quality 
experiences 

Responding to 
insights and 

trends

Travel 
distribution and 

working with 
travel trade

Net zero and 
sustainability

Inclusive tourism

Developing new 
products

Managing your 
digital channels

Legislation

Events 
development

Marketing 
opportunities

Training and 
networking 

opportunities

Meeting visitor 
expectations

https://support.visitscotland.org/ 

Actions to communicate your sustainable business 
practices 
Tourism surveys show that consumer demand for sustainable businesses is 

increasing each year. This makes your journey to becoming net zero a powerful story 

to share with your staff, customers, partners, and other stakeholders. The benefits of 

you telling this story are: 

improving your reputation with customer,;, the local community, and otht"r 

business 

attracting new or retaining staff 

reducing the cost of running your business 

attracting new customers 

This page will help you assess the ways you share your sustainability journey 

responsibly, while:, suggesting good practice for keeping your staff and visitors 

engaged and informed. Learn more about how to communicatl" the importance of 

sustainability and climate action for your business. 

Why sharing your story is important 

Improved reputation 

trtt 
trtrtr 

Customer demand 
SII.Jringyoyrsu,rain.1bilityjoo""')'through 

goodtontentwollinfh.1encedec100nsJnd 

emotions. 

~ s2~tland I Alba'" 

What to do before buying an online booking system 

l 
Browse booking systems 
Plt,M.....,.,_1111_...,.,.,.. __ ,~ .. ~----

Find6Ut: __ ,_, __ ......, ___ 

·--------." __ ,,,,..._... ____ _ 
• _MCti......,, ___ "" ____ _ 

----- ...,..._.w,c_ 
• 1111w-o1-.., .. c-.- ....... --

CMryoutdMNouchr-nurt.l'lintiotMoptjoMw.aii.bl..-: 

In this article: 
Actions to communicate p!Qgrfll 

Measurn your emissions and rerord v.2.U.L..il..ct. 

Communication training.If'iO__U_!CPS 

~..l!ainingifS21J.!W 

Decide on a booking system 

ConQC:twppl~ 

.,.....,o~•---...-...,......,..,_ -nw, __ ..,.. _____ ....._ .. ..,..__ ____ .,.._ -
-------- .... ---,.--lllt-•M - -~-...,---..0....,--- ..... ---- ... 
_, .......... -·1 •• ..,_,,..."""' .... , ..... °"'--____ _.,,..,._ .... .,,..,._ 

----~ ....... .,....11,...,._,,... .......... . - ... -----...-...-
llllllt~•· --~lay-----~--

- -~ -r--.- ... ~ ... ~ ...... 
rfiMprlnt 
1w_,. _____ ,.,.__ ... _......, __ 
,__wit ___ ,......._,..,_.._. 

......... --....,. 

Be inspired by Ballintaggart Farm's journey to create a successful food 

tourism experience. 

https://support.visitscotland.org/


Data-led

Invest in your data and 
analytics

Leverage multiple sources

Challenge your thinking

Test and learn

Prioritise 
sustainable 

growth

Think long-term 

Collaborate 

Policies and practices 
that balance economic, 

social and 
environmental impact

Collaboration

Innovative partnerships

Think local

Leverage new 
technology

Tailor the ‘package’ to 
meet demand

The path forward

Tourism as a force for good



Thank you
Cat Leaver
Director of Strategy & Competitive Intelligence



Appendix

Just a small selection of our cross-channel South 
of Scotland stories and reach



Emotive content

Immersing the user in Scotland at every touch point

... -_....,,._. __ . ...,......, __ --·--
Q 0 0 

..... - ·-«=-

S reasons Scotland enriches 
the soul 

T-theqwlo,~IM,o,ylnoj,l,oo'°" 
..,_.,.._..,,_... ...................... ~.llow-..m,... ... u4_........,.._, ___ Snllll,..., 

l' ........ _wtlka.W...,MtffllNlaNlcl ..... _,_ ~......,_,._ 

ein~n AbcnteuNgc1st und t 
nds atemberaubende Natur 



Sharing South of Scotland stories - social

92K 
saves in 

Instagram 
in 2024

2.5M 
Instagram 
Reel Plays

1.3M 
social media 

engagements

>16M 
times

themed 
content seen

~ S~5tland I Alba·· 

-,, vlsits(Otl~· 

.,, ~;:~°'!:i.i:.~:~1~~~71 -
H.,.• 11r• 5 pl.1CH tNII can ti. 

re.1Ched wffh1n an hour (Of so) travel 
from 1~ city cent rel t1' I 

D Mtto~. Scottish~ 
• @abbolSfo«lscott 
- @lms1y,sh1on 

0 Nonh 8erwict. East Lothia,n 
• ~»Rock 
_ @thttcottishfood,e 

O Stiffing 
• ttv1S1m1rhn9cas1I• 
- @v1511SC01l.md1ours 

oov 
f 10,287Iikes 
"'ty),202-t 

..._, visitscotland 0 
Y Scotland 

G 

..._ vlsltscotland O Edited • 9w 
Y Happy Hogmanay! Or should we say 

Hog-moo-nay? -.1" To celebrate. here's 
a round up of some of your fave 
#Coosday snaps from the year! .J -

Here's to many more coos and Scottish 
adventures in 2025! • Slilinte Mhath ... 
5 New Luce. Dumfries & Galloway 
• @k1tchencoosandewes 

5 @quilacridhe, Highlands 
• @stravaigin4thesoul 

5 Forfar, Angus 

View insights e+mwe 
312.059 likes 

Q 

I 

~~~ 
ff:Iilll ~~ffir§} 

~--~ 

G 

~ visitscotland 0 
Y Hollywood Strings Orchestra • A Summe ... 

"9IE visitscotland O 37w 
Y Save these for your next adventure! \I 

• 
0 @thecreelseafoodbar 
0 @johnshavenlobstershop 
0 @arisaig_shellfish_shac 
@alittlebitofclaire 
D @theweeco 
0 EbbCarrs 

•• 14,161 likes 

June 24 2024 

~ Add a comment .. Q 

I 



Sharing South of Scotland stories - PR

58M+ 
times

South of 
Scotland 
themed 

articles seen

269 articles 

feat. South of 
Scotland in 

global 
publications 

99% 
positive

sentiment of 
coverage

11:::!!!139 

i The best of the UK for 2025 

I 
Tounsmtxl)ffU frornltwmost 
poJXll«dtstinationslTYfOt wfttrf IS 
onthtlrll5ttoSCl.stil~ 

Los Angeles Daily ews 

outandabout 
• T•PIAYUSTI-··--.. -•••-

Lowlands 

TR\VEL 

The ultimate guide to stargazing in the UK, 
including the best holidays 
b11"""""'kJU11111,,...._ ,.,Ju,tu,µ.,,W,.,,,,: ,.,111r, ... 1,1,_,"""'•·llnuu1pt..-hutr1uul1:h1 

LE IGARO 
L'Ecosse a l'automne : cinq balades dans 
une nature spectaculaire 
P.,Ainn•tou ~nwke-Rom.i,pow l• Fi~ro 

P\lblw ""10ttobttl0l4Ji llhOO.~li)ollrlc 70tlotnl024• llh'S 

~Copltri.llfll a f X In 

The UK's most scenic road trips 
Ft0m rmed 00,1.idiriti IO or~go,ges these •re Stu1n's most memor•ble ~ routes 

s __________ ... _ 
__ .. _____ ...... _ .. ---------------- .. ·---------_______ .,. __ _ 
___ M _ _..,_,. __ _ 

--··-·----... ---_ .. .., _______ _ 
_,.,,, ________ -______ 

-·_ .. _____ , _________ ... ___ .. _ 
__ .., ______ .., ___ ----·-... ---.., ____ .., ___ .. __ ..,. ... ,_ ... __ < ____ _ 

~:-----==-..:.-=::.=:: _,=-.:....-:---:.:::-____ ..... ,., .... ________ ... _____ .,_ 
--·=-==--.... ~- =--..:=:.::--...::::: ___ .,.... .... _____ ------------___ .. _________ ..... __ .. ,, .. ___ __ 

::::=====-=:-..=...; - ' -------=-=-=~=:= f'f. 

""'' lH\'a!layuro lk.n,eW g,,~·s nden CarnpmsNatiooaliark 
E• flnelgebrg,,.dassicllabel ,u&,, al>naMt. 

Infos Trailspots 
Sc'IO!tl:in!Y..Tra.(c~•M"nd wlar.11 

u1!::',,,.,~1no';.-;,.t:tt~ 
L ld~Nlopt....WM• 

rf~~~==-.... _ ... ,, .... ___ .,. __ .. , __ ..... , __ ... .. .._- ..... _,., 

;~~~ 
~~~::§ii 

-_... .. ---·-..... ·-· ,,.. _____ _ 

-·- - .. -•-C-- , ........... _ 

AFAR 

M•----- ... -:-=-.. 

........ ..-...... -. ....... 
-·· ------- ---·----· ·•--- -----_ .. ··-----,.,. ..... -·---

TI1e 15 Best Hotels in the World 
Stargazing 

Sktp u11der the ll-orid"s 1/arkat.dearcst skie 
zona around the world. 

20 top foodie 
breaks for 
autumn 

··------••· .. ...... _______ .. __ - --•· - --·----- "" •... ., ___ ..,. __ --·-· .......... ·-•· .. -~--- .... ___ .. , ___ ,_., ..... -
:::_-..-.:::..-::.. =·~-:..-=---=-. ...:::=:.. ... .:-· =.:.::-:.::-· 

_____ ...... ------
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·----~-... ------____ .. __ ··---•·--
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m'1il0nline 
Inside the secluded Scottish peninsula 

here Churchill and Eisenhower planned 
y 
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