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Who visited Scotland in 20237

Spend by Top 15 Countries (88% of Int'l spend)

Denmark Sweden
Japan

Switzerland China

Italy
Ireland

Belgium

Netherlands

Source: GBTS 2023, International Passenger Survey 2023 - Leisure holiday visits
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Leisure visits

Visits Spend
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GB accounts for 62% holiday visits and 35% holiday spend

Average spend per visit
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The path to purchase =--Booking =%

48% of experiences bookings

is full of twists and turns are happening once travellers .

arrive at their destination Vs .
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Boost your bookings Booked in Advance Data

Pre -arrival BOOking Habits Used an intermediary when planning
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Source: VisitScotland visitor survey



Boost your bookings

Customer journey

Experience
) tripadvisor
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Boost Your Bookings

Visitor Experience
Providers
(Operators)
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Distribution Channels

Online Travel

Direct (website, ,
Agencies (OTA)

phone and ticket

office of operator)
Tour Operators
and DMCs
Multi-Attraction

RS B2B Distributors

Non-travel Travel Industry
Channels N EES

Source: Arival




Online Travel Agents Channel Growth 2019-2025
Growth 152%
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I .
Maximise Online Visibility and Boost Sale

6 benefits

Intermediaries bring
new bookings and

customers

Visit

Q"(é) Scotland | Alba

Direct

Simplified booking
process
Billboard effect

Measurable/Analytics

Get bookings during

low season




Explorers are the biggest
spenders, and likely
the drivers of this trend

While consumer spending is down overall, there are still
‘super-spenders’ who have kept traveling despite the
economic environment — and that's likely to continue.

That's because they're avid adventurers. Explorers take

the most trips and do the most activities when they get there.

It's estimated that they represent 60% of the entire spend
of the leisure travel market.

GET
YOUR
GUIDE

EXPLORER STATS

o spent more than the average
o traveler

5' O/ of all travelers are Explorers

O of the travel experience market
o is consumed by Explorers




How to appeal 1o a
Modern Explorer

e Modern Explorers are defined by
psychographics (a set of values)

e They seek immersive travel experiences
that connect them 1o the destination

e They want authentic, unique experiences,

and hate the idea of being sucked into
shallow tourist traps

Use lots of immersive, authentic imagery

Provide engaging descriptions that
explain what they will learn

Surface what is unique to your activity or
tour

GET
YOUR
GUIDE

The things that most define
Modern Explorers

2 They want to be immersed in the
& local way of life

They prefer to visit new places instead
of places they already know

They go on vacations to discover and
explore new things

@ They find research fun, and an
important part of the trip

Jource: Proprietary sureey OclZ3 (N=6277]



Which OTA’s?
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OTA’s with Experience Division

Company Name Geographical Focus Geographical Focus
(Customer) (Destination)

Booking.com Global Global
Expedia Global Global
Airbnb Global Global
Ctrip/Trip.com China Global
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Tours & Activities OTA’s

Company Name Geographical Focus Geographical Focus
(Customer) (Destination)

GetYourGuide Global Global

Viator Global Global

Civitatas Med Europe, Latin America Global

Headout Global(India/North America) Global

Klook Asia Global

Tiquets Europe Europe, North America
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Adventure & Outdoor/ Discounts/Regional/Gifting OTA’s

Company Name Geographical Focus Geographical Focus
(Customer) (Destination)

Manawa Global Europe, North America ..
Groupon Global Global

Itison Scotland Scotland

LovetoVisit UK UK

Virgin Experience Gifts UK UK
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Tips for Success
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Tips
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Patrick O’Shaughnessy

Industry Manager (Development)
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