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Travel 
Intention

Destination 
Consideration 

Sentiment & 
National Mood

Accommodation 
Preference
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https://www.visitscotland.org/research-insights/coronavirus-insights/uk-market#tracker
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✓

✓

✓

Cautious but 
Content

Currently 
Constrained

Struggling Protective but 
Pragmatic

Less to Lose Life Goes On

https://www.visitscotland.org/binaries/content/assets/dot-org/pdf/research-papers/coronavirus-insights/uk-market/consumer-segmentation-january-2021.pdf


high opportunity year where targeted, relevant messaging, invested to capture the ‘undecideds’ 
will help assist with Scotland’s claim to holidays not only now, but in years to come.









30” rural - https://www.youtube.com/watch?v=S8zhPlsWYd4

30” cities - https://www.youtube.com/watch?v=FnemjrJ7wYY

https://www.youtube.com/watch?v=S8zhPlsWYd4
https://www.youtube.com/watch?v=FnemjrJ7wYY
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1. TravelZoo digital and email campaign, featuring 
8 tour operators selling 7+ night tours in 
Scotland from Autumn 2021 – May 2022

2. TravelWeekly webinar – 1 hour destination 
training plus data acquisition
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1. STERG update including sector funds

2. Tourism recovery plan 

3. SG strategic framework/roadmap

4. Industry survey results
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