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CULTURE, TOURISM, EUROPE AND EXTERNAL RELATIONS COMMITTEE 
 

AGENDA 
 

13th Meeting, 2017 (Session 5) 
 

Thursday 18 May 2017 
 
The Committee will meet at 10.00 am in the Mary Fairfax Somerville Room (CR2). 
 
1. Decision on taking business in private: The Committee will decide whether 

to take item 3 in private. 
 
2. Scottish tourism: The Committee will take evidence in a roundtable format 

from— 
 

Eva McDiarmid, Chief Executive, Association of Scottish Visitor 
Attractions; 
 
Willie MacLeod, Executive Director, British Hospitality Association; 
 
Tom Campbell, Managing Director, North Coast 500; 
 
Caroline Warburton, Tourism Scotland 2020 National Strategy Delivery 
Coordinator, Scottish Tourism Alliance; 
 
Riddell Graham, Director of Partnerships, VisitScotland; 
 
David Weston, Chairman, Scottish Bed and Breakfast Association; 
 
David Smythe, Chairman, Association of Scottish Self Caterers. 
 

3. Scottish tourism: The Committee will consider the evidence heard earlier in 
the meeting. 
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Culture, Tourism, Europe and External Relations Committee 

13th meeting, 2017 (Session 5) Thursday 18 May 2017 

Tourism in Scotland 

Written submissions 

The following written submissions were received in advance of the meeting: 

 Visit Scotland (previously circulated to the Committee prior to its draft budget 
consideration in December)  

 Association of Scottish Visitor Attractions (ASVA) 
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Visit Scotland 

VisitScotland’s Budget 2017-18 

VisitScotland is pleased that its budget for the next financial year will be maintained 
at £43.9 million, exactly the same level as 2016/17. 

This is very positive and an indication of not only the Scottish Government’s 
recognition of the importance of tourism to the Scotland’s economy, but also that of 
the Scottish Parliament, as evidenced through MSP participation in the Cross Party 
Group on Tourism and MSP support for VisitScotland’s Spirit of Scotland global 
brand campaign. 

The Visitor Economy 

The visitor economy generates £11 billion of economic activity, with almost 15 million 
visitors spending £9 billion, which in turn supports 217,000 jobs – an increase of 
11% from 2014 to 2015. 

A strong visitor economy helps to position Scotland on the world stage, whilst the 
economic impact of the visitor spend spreads out from the traditional component 
parts of the tourism industry into other sectors such as arts and crafts, food and 
drink, cultural activities, sports events, activities and retail. 

Reflecting the ongoing success of the sector tourism Gross Value Added (GVA) 
associated with tourism has increased by 42% since 2008, with more to come as 
VisitScotland, working with local authority partners, has identified through the 
National Tourism Development Framework £16 billion of investment in tourism and 
tourism related projects. 

For every £60,000 spent by visitors a new job is created, with tourism a lifeline to 
communities across Scotland, providing sustainable wealth and jobs in every corner 
of the country. 

VisitScotland’s role 

As Scotland’s national tourism organisation, VisitScotland supports the continued 
growth of the visitor economy through our principal activities. 

These involve:  

 the marketing of Scotland to all parts of the world (including Scotland and the 
rest of the United Kingdom) to attract visitors; 

 providing information and inspiration to visitors and potential visitors so that 
they derive the best experience from a visit to Scotland;  

 providing quality assurance to visitors and quality advice to industry; working 
with partners to assist the tourism industry in not only meeting but exceeding 
visitors’ expectations; 

 and the development of a portfolio of events that deliver impact and an 
international profile for Scotland by establishing Scotland as the perfect stage 
for events. 
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VisitScotland is a marketing specialist and a key economic development agency, 
driving growth in the visitor economy alongside Scottish Development International, 
Highland and Islands Enterprise and Scottish Enterprise.  

Our organisation is the lead body for the visitor economy. In fulfilling this role in 
economic development VisitScotland takes a proactive role in areas such as air 
connectivity, skills, national and local planning, including the National Tourism 
Development Framework for Scotland, and is the holder of the vision for the Scottish 
Visitor Economy. 

What we do 

VisitScotland’s work contributes to the Tourism 2020 Strategy ambition of growing 
tourism revenues by £1bn by 2020 from a baseline of £4.5bn. We market Scotland to 
the world through innovative campaigns and promote Scotland’s international profile 
as one of the world’s leading events destinations.  

We work closely with tourism businesses, listening to them and enabling them to 
better understand international opportunities and, through membership of our Quality 
Assurance schemes, we support and advise businesses helping improve the quality 
and sustainability of the tourism sector in Scotland.  

The Quality Assurance schemes provide assurance to visitors and there are 
currently 7,000 businesses in our QA schemes. 

VisitScotland provides information and inspiration to visitors via digital channels as 
well through our iCentre network and through our new partner scheme, iKnow 
Scotland which has 600 members, ranging from B&Bs to major visitor attractions and 
Historic Environment Scotland properties. Visitors now have greater access to high 
quality information than ever before, delivered where and when they need it. 

VisitScotland’s Economic Impact 

The table illustrates the areas of activity where VistScotland has been able to 
estimate net direct economic impact, with associated GVA and jobs supported across 
Scotland’s economy.  

It is important to note that it is not possible to provide a total figure for VisitScotland’s 
contribution to Scotland’s economy due to a possibility of double counting across 
activities. For example, a visitor at an EventScotland supported event may have 
flown to Scotland on a supported air route, stayed in Quality Assured 
accommodation and have been influenced by VisitScotland marketing. Therefore, 
the estimates below should not be aggregated together, but instead considered on 
an activity by activity basis.  
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Summary of Economic Impact Estimates 2015/16 

Interventions 2015-16* Gross 

Economic 

Activity - £M 

Net Economic 

Impact (Direct) 

- £M 

GVA - £M FTE Jobs 

Supported 

International Consumer Marketing – Short 

Haul/Europe (Jan – Dec 2015) 

332 19 12 301 

International Consumer Marketing – Long 

Haul (Jan – Dec 2015) 

251 18 11 285 

Rest of UK  & Ireland Consumer Marketing 
(Mar 2015 – Feb 2016) 

513 32 20 520 

Scotland Consumer Marketing (Mar 2015 – Feb 

2016) 
343 3 2 42 

Consumer Marketing Total  1,439 72 45 1,148 

EventScotland – Golf Programme (includes 

The Open 2015)** 

n/a 91 34 894 

EventScotland – International 

Programme** 

n/a 100 38 982 

EventScotland – National Programme** n/a 5 2 47 

EventScotland – Special Beacon 

Programme** 

n/a 6 2 55 

EventScotland Total ** n/a 202 76 1,978 

Expo 2015  4 1.7 1.1 27 

Route Development - Halifax-Glasgow, 

Abu Dhabi- Edinburgh, Paris CDG-Glasgow: all 

within one year of launch 

55 25 15 407 

National Bid Fund – conferences that 

took place 2015 

9 5 3.5 86 

QA Scheme 88 20 12 306 

iCentre Network (Jan – Dec 2015) 59 1.2 0.8 41 

*In some cases the intervention measurement period doesn’t align with the financial year – where this 
is true the date ranges included have been highlighted. 

**EventScotland net economic impact estimates include the indirect and induced multiplier effects – 
thus are not directly comparable with other activities capturing only the direct net economic impact. 
Gross Economic Activity estimates are not currently available for EventScotland. In 2016-17 
EventScotland will introduce a new economic impact assessment model in line with the wider 
VisitScotland Economic Measurement Framework – this will overcome the challenges outlined. 
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Scotland’s visitors 

Scotland’s key market is the rest of the UK, generating 83% of Scotland’s visitors 
each year.  

Through international campaigns VisitScotland targets the high yield markets of 
North America, Germany and France, presenting strong opportunities to maintain 
and grow Scotland’s share of their outbound holiday taking. 

We are also active in the emerging markets of India and China, working with 
international partners, including VisitBritain, to raise Scotland’s profile as a must visit 
destination. VisitScotland undertook a successful business mission to China in 
November and a business mission to India will take place in February next year. 

By targeting our campaigns at the best prospects we are able to encourage visitors 
from across the globe to enjoy a visit to Scotland. Evidence of Scotland’s place as a 
leading destination is highlighted in the full year visitor numbers for 2015 with 14.86 
million domestic and overseas visitors. Corresponding spend was £5.1 billion by 
overnight visitors and £3.9 billion by day visitors. 

For the first half of 2016 overseas visits increased by 2.6%, with spend up 9.3%. 

The Spirit of Scotland 

February 2016 saw the launch of the Spirit of Scotland, VisitScotland’s first ever 
global brand campaign, underpinned by developments in our digital offering, 
customer experience and partnerships. The first nine months have delivered the 
highest level of visitor engagement and referrals to industry - up by 15% - and we’re 
on track to deliver significant economic impact to the Scottish economy. Our 
economic impact study (details included above) shows that VisitScotland campaign 
activity in 2015/16 generated £72 million net direct economic impact. 

A short highlights paper with infographics is included and sets out detail on results 
associated with the Spirit of Scotland. 

Cultural Tourism and Film Tourism 

Scotland’s rich mix of traditional and contemporary culture is a key draw for many of 
our visitors. For example 44% of our visitors take in one or more of our museums 
and galleries; 57% of visitors to Scotland visit castles or stately homes; and 37% 
visited a heritage centre, such as New Lanark. 

It is estimated that Scotland’s 460 museums and galleries sustain over 3,500 tourism 
related jobs, while the total induced economic impact of museums and galleries is 
estimated at £891m. Further, an estimated £2.3 billion is contributed to Scotland’s 
economy by our historic environment, supporting 60,000 jobs. 

These are key assets for Scotland and VisitScotland works with partners, including 
Creative Scotland and Historic Environment Scotland to promote Scotland to 
audiences around the world, highlighting the country’s excellent cultural tourism 
offer. 

All 68 of the Historic Environment Scotland (HES) staffed properties participate in 
VisitScotland’s Quality Assurance scheme. Many of the HES attractions feature 
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restaurants offering authentic Scottish produce. Eight of these, Edinburgh Castle, 
Stirling Castle, Urquhart Castle, Caerlaverock Castle, Aberdour Castle, Skara Brae, 
Duff House and Fort George have been awarded Taste Our Best accreditation from 
VisitScotland. 

HES properties across Scotland are a core element of the visitor experience in 
Scotland and appropriate links to the VisitScotland marketing team help in ensuring 
HES messaging is delivered across key channels. In addition HES are a key partner 
with the ‘Castle Trail’ activity, an initiative in partnership in the North East with 
VisitScotland, The National Trust for Scotland and VisitAberdeenshire. 

HES are a key participant in VisitScotland expo, as well as partnering with 
VisitScotland at other shows in the UK and abroad focusing on the travel trade and 
business tourism.  HES also receives EventScotland partner event support for 
various consumer events they run at their properties including funding of ‘The Rock 
of Ages’ at Dumbarton Castle in June 2016. 

VisitScotland, through the Events Directorate, works closely with Creative Scotland 
in a number of ways including: co-funding cultural events across our funding 
portfolios; Creative Scotland representation on Themed Year Steering and Working 
Groups; partnership working across a number of forums and groups, for example 
Thundering Hooves, Festivals Forum, National Gaelic Arts Strategy Group; 
VisitScotland Events Directorate participation in  Edinburgh Festival EXPO funding 
panel / recommendations to the Scottish Government; and frequent participation 
from Creative Scotland representatives on our event funding panels. 

Additionally, Creative Scotland supports the delivery of The National Events 
Strategy, Scotland the Perfect Stage and is part of the Team Scotland approach for 
major events such as Glasgow 2018 European Championships and Solheim Cup 
2019. 

Through our involvement in Thundering Hooves and the Festival Forum 
VisitScotland is playing its part in sustaining and strengthening Edinburgh’s status as 
the world’s leading festival city. 

Edinburgh’s festivals attract artists, audiences and media from over 70 countries, 
audiences of over four million whilst generating £261million annually for the 
economy. 

VisitScotland works with the festivals individually and collectively, through Festivals 
Edinburgh, to promote the Edinburgh status as festival stat Examples of this activity 
include the promotion of Edinburgh’s world leading festival status through sell-out 
performances of the Royal Edinburgh Military Tattoo in Australia and New Zealand 
this year. VisitScotland also worked with Scottish Government and Scottish 
Development International during Scotland Week in New York this year to showcase 
Scottish theatre talent and, as part of 2017’s Year of History, Heritage and 
Archaeology, VisitScotland will launch a contemporary Trad music and festivals 
project. 

VisitScotland works closely with the national performing companies and created a 
system which made it easy for them to upload their performances to the 
VisitScotland.com events database. This has led to these being featured regularly in 
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our consumer e-zines. A recent inclusion was a link to live streaming of the RSNO 
St. Andrew's day concert and a joint promotion for consumers to win a year's supply 
of tickets to performances of all five companies - an effective way of cross promoting 
all five companies and promote them to new audiences. 

The performing companies are also important in the Spirit of Scotland campaign, 
with the musical score for the Spirit of Scotland campaign created by the RSNO and 
performers from Scottish Ballet, Scottish Opera and the National Theatre of Scotland 
set to feature in a short promotional film highlighting #ScotSpirit. 

A further important area is film tourism, with 40% of people influenced to come to the 
UK after seeing it on a film or on television and, in a poll by USA Today in 2015, 
Scotland was voted the world’s Best Cinematic Destination. 

Whilst Creative Scotland Locations works to secure filming opportunities for 
Scotland, VisitScotland works closely with production companies to maximise the 
benefits of filming in Scotland by producing content including guides, trails and maps 
for visitors. Recent examples include material created around Outlander and 
Macbeth, with activity planned for Guy Ritchie’s forthcoming film King Arthur. 

To capture visitors’ interest in film, VisitScotland’s produced Set in Scotland: A Film 
Fan’s Odyssey, a guide to films shot in Scotland. The guide was made available free 
of charge in VisitScotland iCentres and branches of Waterstones and is still available 
online on VisitScotland.com in the dedicated Film and TV section. 

Extending our reach and enhancing Scotland’s international reputation 

Over the past 10 years VisitScotland has been working with partners across the 
world, sharing knowledge and expertise. 

VisitScotland works with international partners in a number of countries and regions 
including Sweden, Norway, Malta, Flanders, Northern Ireland, the Basque Country, 
Iceland, Nova Scotia, Alberta, Queensland and New Zealand on best practice in the 
areas of quality, information, marketing and events.  

Countries are increasingly looking to Scotland as a model of success. VisitScotland 
is sharing the experience of hosting the Commonwealth Games with Queensland - 
the next host; has an MOU with Iceland and an MOU with New Zealand on events; 
and is working with Sweden and Norway on quality. 

As a national tourism organisation, we hold considerable international credibility and 
reputation as a body of excellence. It is also a positive message for our own industry 
that Scotland is held in such high regard by so many other countries. 

Delivering for all our communities 

We are leading the way on social inclusion projects, making accessible tourism and 
social tourism key strands within our strategy. 

Accessible Tourism, for people with disabilities, is an area that VisitScotland has 
been working on for the last three years. Social Tourism, for people from 
disadvantaged backgrounds, is a newer initiative for VisitScotland which we are 
progressing. We are working with disabilities groups on both physical and online 
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accessibility, as well as looking to Flanders, a recognised world leader in both of 
these areas for examples of good practice.  

The value of the Accessible Tourism market to Scotland has grown by 20% since 
2009 and the industry has responded very positively to this opportunity. In 2013, 
tourism parties from the UK, in which at least one member of was identified as 
disabled, contributed approximately £1.3 billion to Scotland’s economy. 

Focusing on social tourism, more than 250 struggling families were given a vital 
break from their day to day hardships in 2016 thanks to the generosity of Scotland’s 
tourism industry this year. 

The short breaks and daytrips were provided by accommodation, transport and 
activity providers after VisitScotland put out an appeal in February as part of a drive 
to illustrate the true Spirit of Scotland or #ScotSpirit through the warmth and 
generosity of the people. 

With one in three people in Scotland unable to take a holiday due to cost, ill-health or 
caring responsibilities, the initiatives are raising the importance of social tourism. 

The legacy from this work includes a roundtable event early in 2017 which 
VisitScotland will host to discuss successes, lessons learned and the future of social 
tourism in Scotland. 

Adding value through influence 

VisitScotland’s contribution to Scotland’s economy comes not only through our paid 
for activities but also by influencing our partners’ and stakeholders’ activity. 
VisitScotland provides leadership by articulating and communicating sector needs, 
opportunities and solutions to partners and stakeholders. Themed Years are a good 
example of this. 

The future 

Going forward, the successful themed years will continue. Following on from this 
year’s popular Year of Innovation Architecture and Design, the Year of History, 
Heritage and Archaeology in 2017 and then the Year of Young People in 2018 will 
assist the tourism industry to continue to unite around strong promotional 
opportunities. 

Through the work of our EventScotland team, within our Events Directorate, there 
are also more high-profile events secured for the coming years: the World 
Badminton Championships in 2017;  the 2018 European Sports Championships, 
which Glasgow will host jointly with Berlin; World Junior Curling Championships 
2018; World Wheelchair Curling Championships 2019; the Solheim Cup in 2019; and 
Euro 2020 matches. 

The international interest in Scotland as a leading visitor destination remains high. 
VisitScotland’s route development and marketing activity has supported 22 airlines 
and helped secure seven new routes, three of which have generated £23 million of 
Net Economic Impact and 407 full-time equivalent jobs, with further airlines set to 
announce new routes into Scotland in 2017. 
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Association of Scottish Visitor Attractions (ASVA) 

Background 

ASVA represents the interests of the key visitor attractions’ sector in Scotland and 
has over 450 members comprising some of Scotland’s most popular and iconic 
castles, galleries, museums, historic houses, heritage sites, wildlife parks, gardens 
and leisure attractions.  Analysis of statistics submitted by 249 of our member sites 
for the annual ‘Visitor Trend Report 2016’ confirms that almost 30 million visits 
(excluding Country Parks) were made to those sites in Scotland in 2016, a rise of 6% 
over 2015 figures.  The increase comes on top of a 3.4% rise in 2015, which itself 
followed a 6.1% rise in 2014, confirming that visitor attractions in Scotland are 
currently enjoying a period of sustained growth. 

Other key findings from the annual survey (possible contributors to the YOY 
increases). 

 Exhibitions and events continue to make a major contribution to the tourism 
economy, including large regional events such as ‘Best in the West’ in 
Inveraray and smaller, local events sometimes supported by the ‘Themed 
Years’ programme.  Blockbuster exhibitions in recent years which have really 
helped boost visitor numbers include Jack Vettriano @ Kelvingrove (over 
130,000 special exhibition visitors in the ‘quiet’ season), ‘Weeping Windows’ 
art installation @ the Black Watch Museum in Perth (an estimated 175,000 
additional visitors in 2016) and at the Scottish National Gallery, the ‘Inspiring 
Impressionism’ exhibition in 2016 was extremely popular. 

 TV and Films – ‘Outlander’ continues to weave its magic at sites that featured 
in the first and second series.  Culloden Battlefield, Doune Castle, Glasgow 
Cathedral and the Royal Burgh of Culross show meaningful year on year 
increases.  Whilst these do not have any great impact at national level, locally 
they are a major contributor to the local economy and help put those sites ‘on 
the map’.  

 Edinburgh continues to grow faster than the rest of the country, although our 
survey shows all 4 regions (aligned with those used by VisitScotland) with 
some growth.  And although displacement is not clear, in other parts of the 
country growth is lower. 

 We asked specifically about potential effects of Brexit.  ‘Keep calm and carry 
on’ seemed to be the main message but as there is no clarity about what form 
Brexit might take, the responses appear to reflect this uncertainty. Post-Brexit, 
if changes are made to employment eligibility, specific skills’ gaps highlighted 
include language skills (ie native speaker or dual language) and in lower 
skilled jobs, that there may not be enough local people to fill vacancies. 

Big issue - increasing operating costs 

As a mature destination within a mature democracy, inevitably operating costs will be 
high with legislation and regulation contributing to this.  There are a number of 
factors that will further affect our price competitiveness in the near future.  These 
include: 
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 The Business Rates increase this year.  Many business are reporting three 
figure (and more) % increases.   

 The Living Wage – although this does apply to all employers/ employees, it 
still impacts on operating costs. 

 Apprenticeship Levy – although Scottish Government appears to show more 
sympathy to employers than Westminster, there is still uncertainty about how 
this levy will be used to benefit businesses. 

 Additional Visa costs (Tier 2) – the Immigration Act 2016 imposes additional 
visa costs on non-EU nationals, and their potential employers, wishing to work 
in the UK.   

It is the cumulative effect of these costs – effectively all at the same time – that will 
further erode our price competitiveness.   

Last month the World Economic Forum published its biennial report (387 pages) on 
Travel & Tourism Competiveness across 126 countries1.  In overall terms the UK is 
placed at #5 (for second time in succession), scoring especially well in ‘Business 
Environment’ (#4), ICT Readiness (#7) and Cultural Resources and Business Travel 
(#7).  However, the UK is placed at #125 (ie second bottom) in ‘Price 
Competitiveness’. We therefore need government and other public sector agencies 
to be aware of our weakness in this area and look carefully at how they can best 
support businesses and not overburden with additional costs and regulation. 

The World Travel and Tourism Council (WTTC) in its annual Economic Impact 
Report (2017)2, forecasts Travel & Tourism GDP growth to rise from 3.1% in 2016 to 
3.8% in 2017.  This is a huge increase and indicates just what an important sector 
this is.  If Scotland and the UK are to share in this growing market, it is imperative 
that we are more price competitive.  This something where  both government (and its 
agencies) and private sector operators have a joint role.   Collectively we need to put 
robust plans in place to ensure future sustainable growth.        

Visitor experience 

The quality of the visitor experience is fundamental to our offer, even if we improve 
our ‘Price Competitiveness’ ranking we will still be a comparatively expensive 
destination.  Delivering a consistently top of the range experience will ameliorate the 
cost to a large extent.  Support to  tourism businesses to deliver those consistently 
memorable experiences is something that the public sector should be offering 
without what have in the past been ‘barriers to entry’.    

 

                                            
1
 http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf 

2
 https://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2017/world2017.pdf 

http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf
https://www.wttc.org/-/media/files/reports/economic-impact-research/regions-2017/world2017.pdf
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