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OBJECTIVES

Tourism Task Force paper sets out 4 key aims:

Secure our assets (businesses, cultural attractions, events, talent)

Maintain/increase our domestic market share

Bring back international visitor value within 2 years

Create the conditions for |onger term resilience




MARKET PRIORITISATION 2021

z Short term focus on which markets will deliver speedy recovery for tourism economy

E whilst supporting medium term growth from key markets

x

- Keep Scotland top of mind for all markets, and deliver conversion as soon as safe to do so
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CRITICAL INDICATORS TO FACILITATE MARKET PRIORITISATION

Likelthood of markets returning to Scotland in 2021/2022

Propensity to Travel

Legal

_ Vaccination Programme
Travel regulations

Travel sentiment™

Competitor
Set

Visitor Preferences

Economic & Financial

Affordability




B Travel consideration for an international leisure trip

Overall, 7 in 10 respondents would consider an international leisure trip in 2021, showing a resilient desire to travel despite
pandemic uncertainties. While Nordic markets express a more reserved attitude, France, Italy, India and Saudi Arabia show
the most positive sentiment towards travelling abroad.
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- Scotland Intenders - Travel Horizons

Summer at large (including shoulder season June/September) is the most anticipated window for a trip to Scotland for European
markets, while interesting opportunities to promote the destination at any season exist for attracting long-haul markets, including

in the short term when travel conditions are possible again. (NB this research was conducted before the new variants were
widely reported so reflects intentions in that previous context.)
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SENTIMENT & TRAVEL INTENTIONS UK - 19 FEB

Sentiment &
National Mood

Proportion of the UK
population feeling
‘The worst has passed’ has
increased significantly

6.5 out of 10

1/3 anticipate same or
more domestic overnight
short & longer breaks by

end of June

Confidence in ability to

take domestic trips rising

327% - confident for June trip
63% confident for October onwards

Destination Accommodation
Consideration Preference

1. SW England
2. Scotland

Coastal/Seaside Town
Countryside/Village

Camping/caravan

(37%)
Hotel/motel/inn
(36%)

Commercial rentals

e.g. holiday cottages
(33%)

Sources: Covid-19 Consumer Tracking VB tracker (8th — 12th February 2021)



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

COVID SEGMENTATION

Cautious but Currently Struggling Protective but Less to Lose Life Goes On

Content Constrained 267% of UK population Pragmatic
13% of UK population 18% of UK population

V Majority 55+

V' Older-more than IR

V Middle aged,

V Consistent age V  Young - mostly

) ) -
large portion 45 with population 269 . . cautious of under 35 M s
55 . ' V Hard hit by Covid. V Shrewd and

V Financial . broader V Spontaneous .
Most concerned No available economically

economic
challenge

Will travel if
responsible to do
SO

optimists with
limited funds
Fewer barriers to
domestic travel

confident early
adopters

Won’t travel until l:c;\éi’:)(zvtravel DU concern about
absolutely safe catching Covid

funds for luxuries
V Above average

about catching
Covid

savvy
V  Will travel if there
are things to do




