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SUBMISSION FROM VISITSCOTLAND 

The Visitor Economy 

The total annual direct and indirect contribution of the visitor economy is £12 billion 
of economic activity with 14,500 new jobs created by tourism between 2012 and 
2014 - representing an eight per cent increase. 

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 and activities, retail, and finally into the 
Scottish Government’s core priority industries which are central to the economic 
growth strategy. 

Reflecting the ongoing success of the sector tourism GVA is up 34% in the last five 
years with more to come with £10 billion being invested in 640 tourism-related 
projects. 

For every £50,000 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. 

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, a position underscored last 
year, when VisitScotland was a key player in maximising the benefits from the 
Commonwealth Games, and the lead public agency in the highly successful delivery 
of The 2014 Ryder Cup, delivering £100 million of economic activity and the 
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development, design and delivery of Homecoming Scotland 2014, featuring more 
than 1,000 events and returning £136 million to the 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. 

VisitScotland delivering the Growth Agenda 

Our marketing activity generates impressive returns for the Scottish economy. For 
example, our Autumn / Winter 2014/15 campaign generated £395 million of gross 
economic activity resulting in £13 million of net GVA, with 340 full time equivalent 
jobs supported. 

Major sporting and cultural events supported by EventScotland, a team within 
VisitScotland’s Events Directorate, generated in excess of £82 million last year. 

We continue to build the success as demonstrated by the successful delivery of the 
World Orienteering Championships this summer, generating £9.4 million and last 
month’s World Gymnastics Championships, whilst in golf VisitScotland has worked 
with the Scottish government to secure the 2019 Solheim Cup, underscoring 
Scotland’s credentials as the Home of Golf. 

With the event industry, EventScotland led the revision of the National Events 
Strategy, Scotland The Perfect Stage, which will guide the events industry through to 
2025. 

Our Quality Assurance schemes, with 7,000 members, are regarded as one of the 
best in the world with 95% of visitors stating the scheme meets their expectations. 

Our consumer website VisitScotland.com reached 20 million people last year and 
directly generated £3 million for listed businesses last year. We are now working to 
reach 500 million people by sharing content with global partners such as TripAdviser, 
extending Scotland’s global reach. 

Business tourism is a major area of growth worth £1.9 billion to the Scottish 
economy each year and known confirmed business from previous enquiries handled 
by our Business Events team is recorded at £4.7m at the end of September this 
year. 

Through our Conference Bid Fund, we have directly invested £1.9 million to support 
the growth of this important sector.  Match-funded commitments have secured 101 
conferences over the next seven years, attracting 120,178 delegates from around 
the world who will spend an estimated £204 million in Scotland. 

Extending Scotland’s connections to the world is vital to keep delivering visitors and 
we are currently working with 20 airlines to sustain current routes and attract new 
ones, investing almost £2 million in joint marketing campaigns. New flights into 
Scotland are bringing significant growth to the economy – research on three new 
flights from Halifax, Chicago and Doha indicates that they are delivering £45 million 
of economic activity to Scotland. 
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Surface transport is also key and VisitScotland has built strong relationships with 
both Serco (Caledonian Sleeper) and Abellio (Scotrail) since the launch of the new 
rail franchise contracts in April 2015. Both Train Operating Companies meet 
regularly with VisitScotland to discuss franchise commitments relevant to tourism 
and the growth of the visitor economy. 

VisitScotland worked with key stakeholders including Scotrail around the launch of 
Borders Railway and is delivering a £360,000 marketing campaign across core 
markets, working with the local tourism industry to showcase the route and the 
tourism offer. 

Key activity with Caledonian Sleeper included a London focused multi-media 
campaign using Classic FM and Smooth Radio to promote an increased 12 month 
booking window, a new focus on Scottish food and drink and a monthly on-board 
themed events programme. 

Results demonstrate the importance of these relationships. For example working on 
joint promotional activity with East Coast in 2014 generated an additional £1.5 million 
for the economy. 

Scotland’s visitors 

Scotland’s key market is the rest of the UK, particularly England, generating 85% of 
Scotland’s visitors each year. 

Through international campaigns VisitScotland targets the high yield markets of 
North America, Germany, France and Australia, 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. 

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 was highlighted recently with the publication of visitor statistics 
for 2014. 

16 million people visited Scotland last year, with overnight and day trips generating 
£10 billion. 

Overseas tourists increased by 11 per cent in 2014 and spent £1.84 billion, 10 per 
cent more than in 2013. 

The majority of overseas visitors come from Europe and the number of North 
American rose 28 per cent between 2013 and 2014 to over 500,000, with 
expenditure from this market increasing by 48 per cent. 

There was a 3 per cent increase in domestic (GB) tourism visits to Scotland in 2014 
compared with the previous year and a 1 per cent decrease in domestic tourism 
expenditure. 
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For Great Britain as a whole, there was a 7 per cent decrease in domestic visits and 
a 2 per cent decrease in expenditure. 

Figures at the end of June 2015 showed overseas and domestic tourism visitors to 
Scotland have both increased by seven per cent in the last year to the end of June 
2015. 

The figures also show an increase of visitor numbers from Europe of six per cent and 
an increase in expenditure of seven per cent, whilst North American visitors 
increased their expenditure by 16 per cent, spending £488 million in the 12 months. 
Meanwhile there was an eight per cent increase in domestic visitors to Scotland, set 
against no increase in domestic visitors for Great Britain as a whole. 

Extending our reach and enhancing Scotland’s international credibility 

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

Following 2014 Scotland is on the global stage as never before. 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 a 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 two or three years. Social Tourism, for people from 
disadvantaged backgrounds, is a newer initiative for VisitScotland which we are 
progressing at the moment. We are working with disabilities groups on both physical 
and online 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. In 2013, tourism parties in 
which at least one member of was identified as disabled contributed approximately 
£1.5 billion to Scotland’s economy. 

This included £391 million on domestic overnight trips and £1.1 billion on day visits in 
Scotland. 
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The future 

Going forward the successful themed years will continue. Following on from this 
year’s popular Year of Food and Drink, next year we celebrate the Year of Innovation 
Architecture and Design, then Year of History, Heritage and Archaeology in 2017 
and the Year of Young People in 2018. 

There are also more high-profile events in the calendar including the 2018 European 
Sports Championships and the Solheim Cup in 2019, with international interest in 
Scotland as a leading visitor destination remaining high, demonstrated by more 
airlines announcing new routes into Scotland in 2016 from Canada and the US. 

VisitScotland 
November 2015 
  



 

6 

APPENDIX 1 

Financial summary by theme 
   

    

Budget line 
Corporate 

Plan            
2014-15 

Actual 
Outturn 
2014-15 

Change £m 

        

Marketing activities 49.00 52.83 3.83 

Partnership Engagement  5.00 3.99 -1.01 

Support Services 5.90 6.27 0.37 

        

Capital Grant  0.70 0.70 0.00 

Total cash investment 60.60 63.79 -0.59 

  
  

  

Budget line 
Corporate 

Plan            
2015-16 

Projected                
2015-16 

Change £m 

        

Marketing activities 44.60 43.93 0.67 

Partnership Engagement  4.04 3.99 0.05 

Support Services 5.54 6.28 -0.74 

        

Capital Grant  0.70 0.70 0.00 

Total cash investment 54.88 54.90 -0.02 
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APPENDIX 2 

Reconciling with GIA 

   VisitScotland 2013-14 2014/15 2015/16 

Scottish Government Funding (including Capital & non-cash)  49.88 53.84 47.77 

Commercial Income 5.28 5.54 3.03 

Retail Income  2.39 2.15 2.33 

Local Authority Funding 2.12 2.04 1.80 

ERDF income 2.10 1.84 1.50 

Other income 1.32 0.58 0.67 

Total income 63.09 65.99 57.10 

Less non-cash 2.20 2.20 2.20 

Total cash   60.89 63.79 54.90 
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APPENDIX 3 

Budget over time 

      Cash terms 
 

      Change 14-15 to 15-16 

Budget line 2013-14 2014-15 2015-16 2015-16 

£m %   Actual Actual Plan Projected 

Marketing activities 49.48 52.83 44.60 44.25 (8.58) -19% 

Partnership Engagement  4.22 3.99 4.04 4.00 0.01 0% 

Support Services 6.04 6.27 5.54 5.95 (0.32) -6% 

              

Capital Grant  1.15 0.70 0.70 0.70 0.00 0% 

Total cash investment 60.89 63.79 54.88 54.90 (8.89) -16% 

 


