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The youth travel market is the fastest-growing tourism sector 
globally. Connectivity has never been easier with increased air 
routes direct to Edinburgh from all over the world and fast rail 
links. Historical sites, shopping, museums, cafés and walking are 
the top five activities for youth travellers, so there is no doubt that 
if Edinburgh, as a city, can successfully engage with the youth 
travel market, the scale of opportunity is vast. 

Through collaboration, joint promotion and meaningful 
engagement with youth travellers, there is a great opportunity for 
Edinburgh to position itself as the leading UK youth travel go-to 
and year-round city to visit.  

It is a great opportunity for our industry to be forward-thinking 
in our approach and open to trying new, contemporary ways of 
engaging with today’s youth traveller when they are here and 
whenever we are promoting Edinburgh.

Introduction
Robin Worsnop
Chair, ETAG

/// FAST FACT /////////////////////////////
Youth travel is no longer a niche sector: it’s value 
is bigger than Facebook, bigger than McDonalds 
and bigger than the Argentinean budget!

Edinburgh is a prime youth travel destination. It’s a vibrant capital 
city, easy to get to and easy to get around. Edinburgh combines 
world-class heritage and internationally renowned festivals 
and events with an endless supply of unique, authentic, local 
experiences. It’s also home to friendly residents who welcome all 
our visitors. 

Whether students on their first trip abroad, backpackers on a gap 
year or a group of friends on a weekend city break, Edinburgh 
offers the youth traveller a year-round destination with a distinctly 
Scottish, cultural accent.

Youth travellers are looking for many of the same authentic  
experiences as other visitors. However, research suggests a 
fundamental change is required in the way we do business with 
them if we are to make the most of the opportunities the youth 
travel market presents.

The youth travel market is growing and is set to dominate future 
travel. This guide shows why you need to think differently and 
offers inspiration on how to market yourself to the youth traveller 
via new technologies and social media.

/// FAST  FACT /////////////////////////////
Youth markets are resilient. Young travellers are 
relatively intrepid and unlikely to be phased by 
economic problems, political unrest or epidemics.
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What do youth travellers 
and youth travel buyers 
want from a travel trip?

Interacting with local people 
is very important – 55% 
willing to go beyond tourist 
hot spots to find this4

Have a keen interest in local 
food cultures and regional 
cuisines – but on a budget!

Impressed by natural, cultural 
and activity based attractions

Language travel organisers 
seeking language education 
beyond the classroom (as part of 
culture and adventure activities)

YOUTH TOURISM 
CHARACTERISTICS

• Youth do not consider travel 
as a luxury item, but rather an 
inherent part of their lifestyle, 
they ‘collect experiences’

• They mix their travel 
ambitions with study, work, 
volunteering and adventure

• They are better educated and 
more affluent as first-time 
travellers than previously seen

• They immerse themselves in a 
country’s culture to ‘learn’ and 
understand it

• They see this as critical self- 
development, building life 
experience and of value to their 
CV, supports career aspirations

• Youth travellers stay longer 
and spend more than the 
average tourist and return to 
destinations

• Youth travellers are explorers 
not “escapists”

• They travel off the beaten path

• Use of technology and social 
media among youth travellers 
– 80% use internet to search 
for travel information

Global Size and Growth  
of Youth Travel ///////////

Youth and student travel 
continues to be the fastest-
growing segment of global 
tourism and is currently 
20% of all world travel trips, 
overtaking business travel . 

The UK is in the top five global 
destinations for youth travel (at 
5% share of total visitation, with 
Edinburgh No.2 after London1). 
The other top world destinations 
for youth travel are2:

YOUTH TOURISM  
KEY TAKEAWAYS

227 million 
international arrivals globally 
in 2015 were youth travellers

ECONOMIC VALUE

$224 billion
global annual revenues 

predicted to grow to $320billion 
by 2020 (59% growth in 10 yrs)

International Students are 
estimated to be worth

£20billion
p.a. to the UK Economy3

SOURCES: 1 - BETA  |  2 - WYSE  |  3 - BETA  |  4 - WYSE

THE REASONS YOUTH CHOOSE TO TRAVEL?

USA - 15%

FRANCE - 7%

SPAIN - 6%

ITALY - 6%

UK - 5%

YOUTH & TECHNOLOGY

Youth are early adopters of 
travel technology - their booking 
decisions influenced by the ease 
of access and alignment with 
their favourite comms channels

Free WiFi is critical component 
of their travel itinerary decisions

Use social media more than 
email when on travel trips – 
Snapchat, Instagram, Facebook

A SOURCE 
OF CAREER 

DEVELOPMENT

A PART OF ONE’S 
IDENTITY: ‘YOU 

ARE WHERE YOU 
HAVE BEEN’

A FORM OF 
LEARNING

A WAY TO MEET 
PEOPLE

TO GET IN TOUCH 
WITH OTHER 

CULTURES
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Youth & student travel

Language travel
Improve language skills abroad 
while also taking academic lessons

Higher education
Single semester placement to full graduate and 
post-grad programmes at university or college

Working & travelling abroad
International work experience 
programmes and internships

Volunteer travel
Increasingly popular for humanitarian projects 
in third world & developing countries and for 
conservation type projects in developed countries

School / Group trips
Educational opportunities, leisure 
activities, cultural experiences, musical 
/ art performances / sporting events

Backpackers
Often considered independent budget travellers, 
most likely to buy direct and/or online. May 
visit multiple destinations in a single trip

Adventure travel
Over 40% of Europe and America departures 
can be classified as adventure trips using 
the ATWS definition of adventure

Youth Travel  
Segments 
/ Categories
Young people travel with a purpose – to explore and to engage with cultures, 
and to mix their travel ambitions with study, work, volunteer placements and 
adventure. As we know they stay much longer and therefore spend more than 
the average tourist, interacting more closely with the communities that they visit 
and making a direct contribution to local businesses. 

Youth travel is not a single, monolithic segment, but rather a broad category 
of travellers with different demographics. These many different categories of 
the Youth Travel Market can be summarised as:

SOURCE: WYSE

Prefer budget 
accommodation 
(such as hostels) 
but may opt for a 

single room

They are well-
educated and 

may already be on 
career ladder

Flashpackers5 
tend to be older youth 

travellers – 28+ with a stronger 
dominance of male travellers. 

Typically have a budget of $1,000 
per week, but will spend more on 

cultural activities than food and board 
(likely interest in seeking out local 

sustainable, quality casual food 
experiences, such as markets or 
pop-up street food, as they can 

have a more discerning 
food palate)

WiFi is 
essential 
for them

Tend to travel 
light but with iPad/

laptop and often 
good photography 

equipment

Flashpackers
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Edinburgh Youth Travel 
Segments Redefined
Not all youth travellers have the same flexibility to travel, or the 
same types of leisure travel experiences in mind, it’s not a “one size 
fits all” for them. International visitor reasons to visit Edinburgh differ 
from UK youth travellers 

International Youth Travel Segments 
coming to Edinburgh:

INTERNATIONAL YOUTH LEISURE: Overseas visitor 
to Scotland, aged 18 – 34 who visited Edinburgh for 
either the purpose of ‘holiday / pleasure’ or ‘visiting 
friends and relatives’

BACKPACKERS: International visitors who spend 
one or more nights in a backpacker or youth hostel 
in Edinburgh during their stay in Scotland

INTERNATIONAL STUDENTS:  Visiting Edinburgh for 
the purpose of education. This market is typically 
characterised by a long length of stay, which in turn, 
results in a high average spend per visitor

INTERNATIONAL VISITORS: International visitors 
arriving in Scotland on either a ‘working holiday 
maker’ or ‘work and holiday’ visa. Aged 18 to 30, 
they intend to be first-time visitors to Scotland / 
Edinburgh and travel independently.

YOUNG AND LIVELY

Looking for the city experience 
‘wow’ factor and something to tell 
their friends about, from hip cafés 
to cool nightlife. Generally stay in 
hostels and Air BnB.

MOTIVATIONS
• Ease of access

• Variety of entertainment

• Café culture and the local scene

• High profile attractions

• Cool nightlife

• Music festivals and events

• Bragging rights

SOCIAL ENERGISERS

Young and spontaneous, usually 
no family responsibilities. Enjoy 
city weekends away nearby, 
usually with friends. Seek out lively 
pubs, good food, talking to locals, 
fun visitor attractions and the cool 
places to eat and shop. Stay in 
hotels, hostels and Air BnB.

MOTIVATIONS
• Energy
• Social
• Fun and laughter
• Staying in a nice hotel for the 

weekend
• The buzz of the city
• Love music and comedy 

and trying out new cafés, 
restaurants, pubs and clubs

• Love to tie in an adventure sport 
experience if nearby

Edinburgh 
Market Segments

/// FAST FACT ////////
Millions of millennials are 
on the move… they account 
for 23% of international 
arrivals each year – this 
amounts to more than 270 
million travellers

/// FAST FACT ////////
84% of Millennials report 
that up to date information 
and user generated content 
on company and travel  
websites will influence what 
they decide to buy.
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The Millennials: 
Who, Where & Why?

How this generation’s coming-of-age 
is important for tourism in Edinburgh

Millennials are defined as the 18-to-34 
age group travelling for leisure, visiting 
family and friends, and other purposes, 
including full-time work or study. The 
millennial travel segment is comprised 
of Generation Y members, often 
referred to as the “dot.com generation”.

Millennial travellers are growing up 
in a world where travel is easier and 
relatively cheaper than for previous 
generations. They are taking full 
advantage of this to travel the globe 
in search of new experiences. Their 
preferences and habits will be key 
drivers of change in the consumer 
world over the next decade and 
beyond. For many industries including 
tourism, they are like a crystal ball into 
future trends. 

Millennials are important for the 
tourism industry in Edinburgh. To grow 
market share, businesses must be able 
to address and anticipate the future 
needs and demands of this segment. 
They need to better understand 
Millennials, what makes them tick, and 
how best to reach and engage them 
with relevant, authentic messages that 
will ultimately drive their decisions 
about Edinburgh and your business as 
a preferred travel destination.

Who are the Millennials?
Grew up with the 

internet, video and 
computer games

Aged 18 - 34 
born between 

1980 - 1999 

THE GENERATION GAME

70+ The Silent Generation
(1925-1945) 

50+ Baby Boomers
(1946-1964) 

35+ Generation X
(1965-1979) 

18+ Millennials, Generation Y 
or dot.com generation
(1980-1999)  

Generation Z - Digital Natives
(2000 - present)

Looking for:
 » Unique and authentic 
experiences

 » Companies that listen 
to their feedback

 » Opportunities to learn 
something new

 » Word-of-mouth 
recommendations

Technology driven
 » 2.5 times more likely to be 
early adopters of technology 
than older generations

 » 93% are avid internet users 
(compared to 88% of adults 
aged between 35 to 54 and 
42% aged 55 and older)

Socially responsible
 » 71% believe it is imperative 
to address causes that 
are important  to them

 » 61% have volunteered for a 
non-profit activity in the past

The “Now” Generation
 » Growing up with the internet, 
millennials expect everything 
to be available instantly

Visual learners
 » 76% of millennials are thought 
to be visual learners

 » Instagram, a purely visual 
social platform, appeals 
more to millennials than 
any other generation

Social beings
 » 75% ‘like’ content, retweet 
or share on social media

 » 75% have at least one profile 
on a social networking site

 » 48% check Facebook 
when they wake up

When travelling, 
millennials…
 » Will post their experiences 
on social media. In fact, 97% 
will post while travelling, 
and 75% will post once a day: 
That’s a lot of social activity

 » 46% book travel via a 
smartphone or tablet

Seek authenticity
 » 78% indicate they prefer to learn 
something new when travelling

 » 70% expect special places to 
offer an immersive experience

Are spontaneous
 » Two to three times more likely 
to start planning a trip within 
just two weeks of departure

 » More likely to book at the last 
minute than older generations

Crave information
 » On average a millennial 
checks 10.2 sources before 
booking travel services

 » 65% claim finding missing/
hidden information is the 
largest nuisance for them.



EDINBURGH TOURISM ACTION GROUP / YOUTH TRAVEL EDINBURGH  |  7

80% log on to social media 
on a daily basis

are twice as likely to share 
travel photos on social media

57% update social networks at 
least once a day when travelling

48% say word of mouth is more 
influential than TV ads

9 out of 10 own a personal 
electronic device

75% use travel apps in comparison 
to 47% of non-Millennials

4 out of 5 of their daily activities 
involves the use of technology

40% would feel like “part of me was 
missing” if they couldn’t constantly 
check their smartphones

80% of Millennials log on to 
social media on a daily basis

Millennials and business travel  
– 65% Travel on Business
Sabre’s survey of 1,150 millennial travellers found 
that 65% travelled on business at least once 
during the previous year, with an average three 
nights’ stay. Among this group, millennial travellers 
aged 27 to 29 reported the most business travel, 
averaging up to 10 nights away from home on 
business during the past year. The trend of mixing 
business and leisure travel, dubbed “bleisure” by 
industry watchers, is growing as Millennials take 
advantage of business travel to see the world – on 
their own terms, if not always on their own time.

The Millennials have left 
the building!!!
Generation Z Born: 1995-2016 

While we don’t know much about Gen Z yet, we know 
a lot about the environment they are growing up in.  
Gen Z kids will grow up with a highly sophisticated 
media and computer environment and will be 
more Internet savvy and expert than their Gen Y 
forerunners. More to come on Gen Z. Stay tuned.

SOURCES: CISCO, BOSTON CONSULTING GROUP, GET SATISFACTION 
, INSITES CONSULTING, INTREPID , BAZAARVOICE

/// FAST FACT ///////////////////////////
Smartphone or toothbrush? 87% of Millennials 
consider their smartphone their top travel 
essential, even ahead of toiletries.

/// FAST FACT ///////////////////////////
Peer pressure: Millennials are most likely to be 
influenced by word-of-mouth: content posted 
by other travellers, their friends or family.
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What we know about 
Youth Travel to 
Scotland & Edinburgh 

Month of Visit 2015

SOURCE: VISIT BRITAIN IPS

Holiday: 53.05%

Purpose of Visit 2015

Other: 4.16%

Study: 19.53%

VFR: 16.54%

Business: 6.73%

SOURCE: VISIT BRITAIN IPS

Jan-Mar: 16.21%

Jul-Sep: 31.44%

Oct-Dec: 20.81%

Apr-Jun: 31.53%

Age Range of  
International Visitors

SOURCE: VISIT BRITAIN IPS

15 & Under: 3.21%

35-44: 17.48%

45-54: 14.85%

16-34: 42.82%

The youth market is becoming ever more important 
within the travel and tourism industry and it is 
essential for Edinburgh business to capitalise on 
this market and know it better. 

Building your business is dependent on many factors 
– who the visitor is, what motivates them and what 
you need to do to give them an experience that 
generates positive word-of-mouth and repeat visits.

Scotland and Edinburgh Youth Travel Facts & Figures 2015

SCOTLAND

Overnight
Domestic 
Overnight

International 
Overnight

Total

Trips (000’s) 2,975 846 3,821
Spend (£m) £745 £524 £1,269
Av spend 
per trip (£)

£250 £620 £332

EDINBURGH

Overnight
Domestic 
Overnight

International 
Overnight

Total

Trips (000’s) 487 650 1,137
Spend (£m) £111 £250 £361
Av spend 
per trip (£)

£228 £385 £318
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INTERNATIONAL YOUTH TRAVEL TO EDINBURGH
SOURCE: VISITBRITAIN, INCLUDES INTERNATIONAL STUDENTS

Duration Nights (000s) % of Nights

1 - 3 nights 260 8.67%

4 - 7 nights 725 24.12%

8 -14 nights 774 25.75%

15+ nights 1,245 41.46%

TOP 20 COUNTRIES 
TO VISIT EDINBURGH 

(AGE 18-34 / 2015)

1 USA

2 FRANCE

3 SPAIN

4 GERMANY

5 IRISH REPUBLIC

6 AUSTRALIA

7 ITALY

8 NETHERLANDS

9 DENMARK

10 POLAND

11 CANADA

12 SWITZERLAND

13 CHINA

14 BRAZIL

15 ICELAND

16 NORWAY

17 BELGIUM

18 NEW ZEALAND

19 GREECE

20 SLOVAKIA

/// FAST FACT //////////
Make customers’ opinions the 
hero: Let your visitors know 
that you want their opinions, 
and proactively display them 
prominently on your website 
and in the purchase cycle. 
Millennials want to know what 
their peers think.

/// FAST FACT //////////
Investing in a mobile optimised 
version of your website will 
encourage Millennials to 
explore it fully, which will 
increase the likelihood of them 
being inspired by your offering, 
which in turn will encourage 
more bookings.

Edinburgh No2 in the UK for teaching 
English as a foreign language

Edinburgh in Top 20 global cities for 
English Language Teaching



10  |  EDINBURGH TOURISM ACTION GROUP / YOUTH TRAVEL EDINBURGH

When asked what they think of Edinburgh, the words used were:

Edinburgh youth  
Leisure Visitors
Primary research conducted to get a clearer 
profile of the youth visitor to Edinburgh at the 
local level showed that:

The main purpose of visit is holiday, followed 
by visiting friends and family and studying

The main sources of knowledge about 
Edinburgh are their own experiences and 
advice from friends and family.

Many have visited Edinburgh previously

70% visited Edinburgh from April and October

Over 90% were “very likely” of “likely” to come 
back to visit Edinburgh another time and 
recommend the city to their friends and family

They mostly make use of hostels for 
accommodation with cost as the main 
consideration

They visit all the major Edinburgh icons such 
as the Castle and Royal Mile, but show a real 
interest in engaging with locals during their stay

40% ARRIVE BY PLANE,  
37% BY TRAIN AND 10% BY BUS

What we know about Youth 
Travel to Scotland & Edinburgh 

Edinburgh’s  
International Students
There are over 57,000 international students studying 
in Edinburgh universities. Research by the University of 
Edinburgh identified that friends and relatives visiting 
students contributed £6.4 million to the Edinburgh economy 
and £11.7 million to Scotland. Primary research conducted 
with international students in Edinburgh to get a clearer 
profile of their perceptions of Edinburgh showed that:

75% said the quality of their 
experience in Edinburgh was 
better than expected before arrival

56% looked for part-time 
work and of those 57% were 
successful in finding work

96% said they were “very likely” 
or “likely” to come back to visit 
Edinburgh another time, after 
they have finished studying 

98% said they were “very likely” or 
“likely” to recommend Edinburgh 
to their friends and family 

72% of our respondents said that 
friends (average 2.6 friends a year) 
and family (average 1.9 family 
members a year) had visited them in 
Edinburgh while they were studying

73% visited October – March

57% stayed a few days 
and 38% for a week

56%56%

57%57%

72%72%

73%73%

75%75%

96%96%

98%98%
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10 ways to adapt your 
business for Millennials

1. provide unique and 
authentic experiences:

78% of Millennials would rather spend money on 
collecting experiences instead of things. Think about 
involving locals to make their visit more authentic. 
Could your walking tour pass by a local shop or 
restaurant to give tour participants the chance to ask 
questions of another expert on the city? Millennials 
love getting insider information.

2. Work with bloggers 
and Vloggers: 

It’s their job to write or video quality creative content 
and cultivate engaged followers. They can also be 
useful in explaining practical advice to an audience in 
their own language.

3. Creative content: 
Differentiate yourself from the competition with 
creative on-line content on web and social media 
channels. The Faroes used sheep cams, but you could 
show breakfast being cooked, cats on beds, squirrels in 
garden, fresh food being delivered and so on.

4. Provide plenty of  
photo opportunities: 

The millennial fear of missing out is largely driven by 
social media. Millennials are bombarded by photos of 
friends having fun on Facebook and Instagram, and 
they want to be out in the world enjoying themselves 
too. Think about what parts of your business are shown 
off most by customers on social media. Include more 
photo opportunities during these moments and let 
Millennials show off their adventures online.

5. Customise the experience 
especially for them: 

Millennials value tailored experiences. Stay alert to 
what your millennial customer is really looking for when 
they book. Do they want to learn more about history, 
art or culture? Or speak to locals? Or have a hands-on 
go at something? Identify the aspects of your business 
or activities that Millennials are most interested in and 
passionate about sharing.

6. Word of mouth is 
so important: 

Approximately 95% of Millennials say that friends 
are the most credible source of product information, 
and 67% reported that they have never clicked on a 
sponsored story or ad.

7. Appeal to their sense 
of adventure: 

Millennials crave adventure and spontaneity. Can 
you build into your marketing? Hostelworld’s “Meet 
the World” (http://bit.ly/2fDaO7N ) video  campaign 
featured seven backpackers, all strangers, who 
were staying in hostels and were caught skinny-
dipping in a Mexican sinkhole. Ottokar Rosenberger, 
Hostelworld chief marketing officer, explains: 
“Hostelworld isn’t about polished brochure holidays: 
it’s about real travellers in real places, who crave 
adventures, not souvenirs”.

8. Listen to their feedback 
- and act on it:

Millennials have on average 200 more connections on 
social media than their older counterparts, and you 
want each of these connections to be hearing great 
things about your business. At the end of their stay / 
tour, ask for feedback. Listen to what your customer 
has to say. If they have negative feedback, make sure 
you communicate that you value it, and that you’re 
going to act on their suggestions..

9. Let Millennials be 
ambassadors for 
your business: 

If Millennials like a product, brand or organisation, they 
tend to really love it. They probably want to share it with 
the world too. These brand enthusiasts are an incredible 
tool for your marketing. Tap into conversations about 
your business on social media, take feedback on board, 
and turn Millennials into ambassadors.

10. Go mobile: 
You know that Millennials are hooked on their 
mobiles. They expect accommodation and travel 
companies to engage them on mobile and are 
more likely to use a smartphone to book travel and 
purchase additional offers. Keep your mobile site 
up to par to make it easy for young travellers to get 
information and book with you.

Opportunities for Businesses
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By 2020, the millennial travellers will be the 
largest-spending demographic in the travel 
industry. They represent a huge potential market 
for Edinburgh’s tourism businesses. Here we 
explore a few examples of how tourism businesses 
have developed new experiences and new 
product offerings to help them stand out from 
their competitors and engage with, and effectively 
appeal to, Millennials in their marketing strategies.

AUTHENTIC EXPERIENCES:

Busabout Brand Ambassador - #iShoutForBusabout

Gloria Atamno (25) from Arizona is a Busabout Brand 
Ambassador. She is a quirky, engaging and entertaining 
blogger who loves travelling. She’s partied in Vietnam, 
searched for Nessie in Scotland, danced her way through 
Ireland, and smashed plates on the Greek Islands. The 
Busabout Brand Ambassador initiative aim is to build hype 
and familiarity with the brand, increase brand engagement, 
create engaging content and encourage others to become 
Brand Ambassadors. 

Gloria wrote creative and entertaining content to raise 
awareness of the Busabout brand and inform the North 
American market about coach travel. Channels used 
included, blogs, YouTube, Instagram, Facebook, Twitter, 
Snapchat. A competition invited  consumers to upload a 
15-second video to Instagram saying why they wanted to win 
a Busabout trip. The media reach was:

100 Instagram competition entries, 4,000 votes, 17,000 
unique views, 11,400 new v 8,000 returning visitors, 
majority from the USA

AUTHENTIC EXPERIENCES:

Burly Ceilidh Club at the Ghillie Dhu

Ceilidhs at the Ghillie Dhu appeal to 
international visitors and locals alike. An 
increasing number of these international guests 
are Millennials, introduced by tour operators 
or on recommendations from friends. The 
Burly Ceilidh Club offers an authentic Scottish 
experience which is inclusive, informative and 
interactive. A dram, a meal and the ceilidh, 
followed by a resident DJ to round off the 
evening. Here the business has adapted to the 
needs of the youth market.  

GETTING SOCIAL: Motel One

For the opening of their new London property, Motel One 
used social media to raise awareness of the new hotel. 
The campaign exceeded expectations and resulted in 
2,500 new followers and 3,500 retweets in just four weeks. 
They launched #OneHappyGuest to encourage guests to 
share their Motel One experience. This fun competition 
was immensely popular with many bright and colourful 
entries on Instagram, Twitter and Facebook. The figures 
are impressive:

4,000+ Twitter followers in 6 months
4,000+ Instagram followers in 6 months
10,000+ tweet engagements in 4 months
500,000+ actual impressions in 4 months

Be Inspired
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GETTING SOCIAL: 
WhatsApp

42 billion messages are  
sent daily on WhatsApp

Phone calls are getting ‘old-style’ 
in the digital world of Millennials. 
With a WhatsApp logo and a 
mobile number on your website 
you demonstrate you’re living in a 
digital world and use technology 
used by modern people.

Mercat Tours
Looking for new ways to get in 
touch with visitors, Mercat Tours 
introduced a WhatsApp contact 
number as a trial. Within hours 
of adding a WhatsApp number 
to the website, customers were 
getting in touch with all kinds 
of queries. It became clear very 
quickly - the demographics of 
customers choosing WhatsApp 
as a method of contact over 
all other options (social media, 
phone call, email) was the 
younger audience who have 
a penchant for this real-time 
method of communication. 

For Mercat Tours, it’s all about 
putting their customers, 
and their preferences for 
communication, first.

GETTING SOCIAL: Snapchat

A whopping eight billion photos and videos are viewed on Snapchat. 
Snapchat is the new driving force on the street that tourism businesses 
shouldn’t ignore. It has quickly become one of the most unique forms of 
story-telling a business can use.

National Geographic have turned to Snapchat to post interesting content, 
articles and photos about travel and adventure. They host Snapchat 
Quizzes, where they ask questions and encourage their followers to snap 
back the answers. They publish five snaps per day around 8:00am EST, so 
people can wake up and check early in the morning.

GETTING SOCIAL: Instagram

Many tourism businesses are turning to Instagram as a major 
promotional channel – 48% of Instagram users use the app to help them 
choose travel destinations for vacations.

11th Worldwide Insta-meet showcases Edinburgh: As part of 
Instagram’s Worldwide Insta-meet, the National Galleries hosted the first 
Instagram #empty at the Scottish National Gallery of Modern Art One. 
The galleries invited a group of thirty-five creative Instagram enthusiasts 
to take a look ‘behind the scenes’ at the gallery. With thousands of 
followers in various countries, the social media enthusiasts were able to 
show behind the scenes at the galleries to the world.

GETTING SOCIAL:
Smart concierge

Disappearance of the traditional 
concierge is triggered by the  
Millennials use of social 
media and smartphone apps. 
Hyatt promotes a Twitter 
based concierge service @
Hyattconcierge, which allows 
guests to communicate directly 
with hotel staff 24/7. 

• If you want a recommendation 
for a great restaurant nearby, 
just tweet.

• Need extra pillows? Just tweet.GETTING SOCIAL: Apps

Being mobile has become mainstream – today’s travellers expect mobile 
services wherever they are and for whatever they are searching. Tourism 
businesses will improve their online reputation by providing a personalised 
service for customers. 

The Radisson RED app is easy to use and features:

CHECK-IN / OUT: No need to worry about lines and 
paperwork. Do everything from the app

GRAB & GO: Food when you want it – order on the app

KEYLESS ENTRY: No more losing keycards. Guests 
simply register their device when they download the 
app and can use their smartphone to access their room. 

GUEST CHAT: Need to share a lift to the airport? 
Want to know what other guests think of the bars 
and restaurants around the hotel? Ask the group by 
posting a message in Guest Chat.
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The 8 steps to developing your own 
Youth Travel Strategy

1. Know your Millennials: Understand which precise age group, 
traveller profile and background you currently attract as this 
will help you to get your marketing messaging and channels 
right. With younger travellers, it is especially important to 
think beyond the stereotypes. Independent travel is now 
available to a much wider array of travellers on all budgets. 

2. Get creative and find your niche: Finding your niche works 
well with this age group, and thinking about events is a good 
place to start. Events create a compelling reason for specific 
groups of people to visit (e.g. fans of a certain type of dance 
or music) and are creative way to bring in travellers from 
more than one market and out of season. 

3. Do a complete digital audit. Evaluate what content you have, 
on which channels it appears on and who is commenting on 
or sharing it.

4. Be mobile-friendly. Not everyone wants to download a 
new app each time they visit a new city but travellers do 
appreciate a website that’s smart, simple and easy-to-use 
with tablets and smartphones.

5. Create a compelling reason to visit. Tell stories about 
Edinburgh. Focus on the authenticity of the experiences 
available, e.g. access to heritage, connection with traditional 
ways of living, food, arts and crafts, as well as the fact that 
visitors can have the opportunity to meet ‘real’ people.

6. Partner with other youth / millennial brands that will 
add visibility to Edinburgh and Scotland, e.g. student 
organisations, travel companies. 

7. Build youth travel programmes and itineraries to promote to 
your audiences.

8. And one last thing, Join Youth Travel Edinburgh.

EMAIL: youthtraveledin@gmail.com

FOLLOW: @youthtraveledin

Next Steps 
Making the Most of the 
Youth Travel Market

Build a youth travel 
community on iKnow 
VisitScotland’s iKnow is a global community 
that allows Scots, and those who love 
Scotland, to bring the country to life through 
their stories. 

It is a forum where people can tell their own 
stories, share advice and ask questions. It 
means that people worldwide are able to 
connect with locals here who know the best 
insider information about Scotland. 

How you can get involved: 

iKnow is an opportunity to build a community 
for Edinburgh’s millennial visitors, show them 
how great Edinburgh is, and answer any 
questions they may have. 

Where’s the coolest bar? What’s the hottest 
club? Do you have an itinerary for 24 hours in 
Edinburgh? Think about Edinburgh and what 
knowledge you might be able to share with 
Millennials that might help them plan their 
trip to Edinburgh?
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Resources 
& Contacts

ETAG
ETAG’s role is to bring together the wide range of 
businesses which makes up Edinburgh’s tourism sector. 
ETAG also plays a unique role in bringing the industry 
together with the public sector agencies that support key 
components of the tourism product, such as marketing 
and infrastructure development. ETAG organises a wide 
range of business events, from short Business Briefings, 
which provide an insight into new developments in the 
city, to full-day workshops on hot topics such as ‘Making 
The Most of Social Media’.

To keep up-to-date with the latest information, events, 
developments and business opportunities for Edinburgh’s 
tourism sector visit www.etag.org.uk 

This guide is just one of a series available from ETAG, all 
of which have been devised to help increase business and 
enhance the visitor experience in Edinburgh.

 

Youth Travel Edinburgh
This is the industry network of local businesses and 
organisations working together to promote Edinburgh as a 
youth travel destination. Their role is: 

To initiate ‘destination-wide’ focus on the youth travel 
market  by sharing ideas and working together and to 
encourage growth and maximise the opportunity by 
increasing profit, visitors and economic value.

To facilitate engagement and collaboration between 
businesses, public bodies and marketing organisations.

To share information and education by helping each other 
understand our visitors / our customers and the market 
opportunities.

Organisations that can help you
Youth Travel Edinburgh - youthtraveledin@gmail.com 

Edinburgh Tourism Action Group - www.etag.org.uk

Scottish Enterprise - www.scottish-enterprise.com

VisitScotland - www.visitscotland.org

Marketing Edinburgh - www.marketingedinburgh.org

City of Edinburgh Council - www.edinburgh.gov.uk

WYSE - www.wysetc.org 

BETA - www.betauk.com

Copywritten, designed and 
produced by BTS, 2016

This guide has been produced with 
financial support from Scottish Enterprise.

Photo Credits: VisitScotland
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Edinburgh 2020: The Edinburgh Tourism Strategy 

The Vision for Tourism in Edinburgh in 2020

Edinburgh is a world class city, competing successfully 
as one of Europe’s top visitor destinations, investing in its 
tourism assets, products and services to provide a unique 
and compelling year-round visitor experience.

Achieving the Vision

The Aims: The Strategy has a primary aim:

To increase the value of tourism to the city creating a 
thriving, profitable tourism industry and delivering high 
levels of economic, cultural and social benefit to Edinburgh 
and Scotland as a whole.

And a supplementary aim:

To enhance the city’s image and reputation by developing 
tourism in ways which will greatly strengthen perceptions 
nationally and internationally of Edinburgh as an 
outstanding city - truly a world class city - in which to live, 
work, study and invest, as well as to visit.

Objectives: Supporting the aims are three clear objectives 
to be achieved by 2020:

Objective 1: increase the number of visits by one third by 
2020. The target is to increase the number of visits from 
3.27m visits to 4.39m visits, generating an additional 4.15 
million visitor nights.

Objective 2: increase the value of every visitor’s spend by 
10% by 2020. The target is to increase spend from £310.40 
to £341.44 per visitor trip. Combined with increasing the 
visitors by a third, this will generate an additional £485 
million per annum by 2020, taking the total visitor spend 
from £1.01bn to £1.5bn in today’s prices.

Objective 3: reduce seasonality across the sector. The 
target is to achieve 50% of the additional growth during the 
months of October to March and reduce the current 40:60 
split in visits to 43:57 between October to March and April 
to September.


