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Stimulating Global Demand – Scotland is calling

•

•



The total contribution of travel and tourism to the global GDP in 2020 was approximately 4,671 billion USD, a significant drop from 
9,170 billion in 2019 (Statista). It’s not just Scotland recovering, it’s global tourism – WE NEED TO STANDOUT 

Young people (GEN Z) will lead the
international travel market’s post-Covid
revival.

16-34 (Buzz seekers) holiday market to grow
by 47% in volume and by 81% in value during
2021, expanding by a further 39% and 42% in
2022 (Mintel)

Consumers are looking to fill the void from
lockdowns with experiences that promise to
stir the emotions and elevate in-the-moment
moods. Consumers will spend money based
on their mood.

Consumers increasingly want to understand
the impact of their actions - on the people
around them and the wider world.

The rise of new essentialism. Consumers are
focusing on what matters to them in life

Significant drop in correlation between how
16-34 and 55+ spend their media time. A drop
from 58% similarity between the media
behaviours in 2015 to just 8% in 2020.

Lockdown reinforced the dominance of key
media channels and further emphasised
differences. This greater fragmentation of the
landscape means the ability for a single
commercial channel to deliver
comprehensive reach has significantly
diminished.



Gen Z + Buzz Seekers 





Days like these lead to, Nights like this lead to; Love like ours.
You light the spark in my bonfire heart. 

People like us, we don’t, need that much, just someone that 
starts; Starts the spark in our bonfire hearts

Our new film uses music to stir 

the emotions, with Cameron 

Barnes as lead vocal. 

Cameron Barnes trained at the 

Aberdeen City Music School 

and the National Centre of 

Excellence, Plockton. 

Cameron is a multi-

instrumentalist who has 

toured the world, teaching 

and performing with the Red 

Hot Chilli Pipers.

Currently Cameron is a solo 

artist playing at a number of 

gigs around Scotland.

https://www.youtube.com/watch?v=xeg2KD8csgM


Our campaign creative style is following the new Brand Scotland look and feel to ensure Scotland is recognised across the
globe in a consistent way:

We’ve created new 
guidelines to support 

our campaign

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


Images play a pivotal role in helping us showcase the beauty, emotion and character of Scotland. 
Images have been chosen to portray the emotion the consumer feels when connecting with their 
experience in Scotland. Imagery should work synonymously with headlines on campaign creative. 

https://assets.visitscotland.com/assets?tags=Collection%20Scotland%20is%20Calling&search_strategy=and


o Social 
o TV
o High impact 

partnerships
o OTA partnership 

o Social
o Digital  
o TV
o Content partnerships

o OTA partnership 
o Catch-up TV

o Social
o Digital  
o TV
o Content partnerships

o OTA partnership
o PR 

o Social
o Content partnerships
o OTA partnership 

Our hero content will be delivered as part of our overarching International Demand Building schedule across relevant 
markets, concentrating on digital and social channels.

o Social
o Digital  



TOTAL MARKET 

INVESTMENT: £1.19M

PHASE 2: £648K

raise awareness & consideration of Scotland, driving conversion  for spring 22, create 
impact/buzz for Scotland.

Younger audience | Adventurists and food loving culturalists (60/40)

London, SE, NE, NW, Yorkshire & The Humber, Scotland.

-Raising awareness of Scotland 
via distribution of new hero video 

assets (impressions, CTR, 
landings, VTR)

Audience: all key geo’s

-Drive conversion through 
Scotland bookings

Audience: all key geo’s

-Extension of global ‘Slow Travel’ 
activity to UK market plus social 

takeover of UK NatGeo social 
channel. Audience: all key geo’s

-Utilising partnership Influencers 
to drive consideration and 

conversion. Audience: England 
regions only



FAMILIES CITIESRESPONSIBLE

https://www.visitscotland.com/abo
ut/responsible-tourism/

https://www.visitscotland.com/holi
days-breaks/family/

https://www.visitscotland.com/holi
days-breaks/city-breaks/

All pages will reflect our new emotive led theme and tone of 
voice, with refreshed imagery and content. 

https://www.visitscotland.com/about/responsible-tourism/
https://www.visitscotland.com/holidays-breaks/family/
https://www.visitscotland.com/holidays-breaks/city-breaks/




CROSSPOST OUR 
CAMPAIGN VIDEOS

TIE IN WITH OUR 
MARKETING CALENDAR 

THEMES

DOWNLOAD OUR ASSETS 
AND SHARE THEM ON 

YOUR CHANNELS

CLICK TO VISIT OUR 
DIGITAL MEDIA LIBRARY 

(SIGN UP REQUIRED)

SET UP FACEBOOK 
CROSSPOSTING USING 
OUR GUIDE in appendix

(WE CAN HELP)

VIEW THE CALENDAR ON 
SLIDE 17 AND LET US 

KNOW WHERE YOU CAN 
SUPPORT

https://assets.visitscotland.com/


VisitScotland’s Marketing Calendar spotlight themes provide a focus for each month to align messaging across our 
channels alongside key messages which are the primary points we want the consumer to take away from the content 
we create and promote.

Responsible Tourism and Year of Stories 2022 are strategic themes which will be included in our messaging all year 
round. 

SPOTLIGHT THEME

KEY MESSAGES

STRATEGIC THEMES

https://www.visitscotland.com/about/responsible-tourism/
https://www.visitscotland.com/about/themed-years/stories/




• Market Activity – Visitor Management

Our Objectives

Activity



Beanotown Station



• Increased sustainable travel in Scotland
• Increased Kids for a Quid bookings
• driving short breaks & day trips to Scotland’s seven cities. 

• Campaign starts 28th March with rights to Dennis & 
Gnasher until October 2023

• Mix of print and digital with Primary Times, The List, DC 
Thomson publications & Teads advertising






