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Dear Ms Maxwell Stuart

Scottish Borders Tourism Strategy

Please find attached the strategy document for Scottish Borders Tourism. The
document captures the outputs of our various meetings and feedback received.

The document is informed by:a r ange of ot a&spimtions beldrfoathee gi e s 6
tourism sector in the Borders; and the markets that offer opportunities.

The strategy is designed to provide focus for the sector and is underpinned by a
range of aims and goals that in turn are sup
Annual Action Plan.

We thank you for the opportunity of working with you and your team in preparing this
document and for the support and input of all concerned.

Yours Sincerely
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1 DOCUMENT OVERVIEW

The attached provides a finalised Tourism Strategy and Strategic Action Plan
for the Scottish Borders Tourism Partnership (SBTP) group. These papers
provi de a t6furdaanciniorm dctivities within the Scottish Borders
tourism sector.

The reader will note that this Regional Tourism Strategy for the period 2013 to
2020 aims to mirror the structure, content and aspirations included within the
new Scottish Tourism Strategy prepared by the Scottish Tourism Alliance. It
is envisaged that the Scottish Borders Tourism Strategy will reflect these
timeframes but that the intention will be to revisit and review the document at
the midpoint in 2016.

Presented overleaf as Part | is the Tourism Strategy document and as Part I,

a Strategic Action Plan aimed at informing and articulating the Partnership&
activities over the next seven years. Separate to this strategic document the
SBTP wi || evolve 6Annual Action Pl ansao.
will provide more detail and will encapsulate identifiable and manageable
projects and activities that the Partnership will seek to progress and deliver

within a 12 month timescale. These activities in turn helping the Partnership
manage its activities and inputs to ensure achievement of the strategic aims

and goals identified by this document.
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PART I

THE TOURISM STRATEGY
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2 INTRODUCTION

The new Tourism Strategy for Scottish Borders is presented in the following
pages in a concise format. The Strategy is aimed at informing the future
direction of the tourism sector and the targets and goals it seeks to achieve.
The Strategy itself is informed by the new National Tourism Strategy and a
number of other important regional strategies aimed at enhancing the local
economy and quality of life.

The strategy for the tourism sector in the Scottish Borders has dynamic links
with other key strategic plans for the wider economy and geography of the
region these include amongst others:

- Future of our Industry in Our Hands i Scottish Tourism Alliance 2012

- Scottish Borders Rural Development Plan

- Scottish Borders Council i Scottish Borders Economic Strategy

- Strategic Development Plan for the Edinburgh and South East
Scotland area (SESplan).

Other documents informing this work included:

- Scottish Borders Tourism Action Plan Update 2008
Borders Events Strategy 2008 i 2010

Overleaf is a visual representation of the National Tourism St r at egy 6s ali
and aspirations.
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OUR VISION

Our vision, for 2020 and beyond, is to make Scotland a destination of first choice for a high quality, value for money and

memorable customer experience, delivered by skilled and passionate people.

S

OUR MISSION

Qur mission for the industry as a whole is to break from the status quo and achieve an overnight visitor spend of between

£5.5bn and £6.5bn by 2020, generating an additional £1bn or more (at 2011 prices). Sustainable economic growth that we will

deliver by meeting and exceeding visitor expectations for quality, authentic experiences.

L

OUR STRATEGY

Targeting those markets that offer us the greatest growth potential, we will collaborate within and across Scotland's tourism

assets to develop the authentic experiences today's visitors seek, delivered to the consistently high quality they expect.

Targeting our growth markets Providing authentic experiences Improving the customer journey

* Home turf: £3,127m in 2011, potential | * Nature, heritage and activities + Food and drink
£3,586m-4,238m in 2020 * Destination towns and cities + Transport

* Near neighbours: £731m in 2011, * Events and festivals * Accommodation
potential £875m-1,035m in 2020 * Business tourism + Digital connectivity

* Distant cousins: £414m in 2011,
potential £505m-598m in 2020

* Emerging markets: £33m in 2011,
potential £70m-83m in 2020

{LTTo] nE

OUR CAPABILITIES

With ‘assets into experiences’ as the priority, we will build our capabilities in:

Quality and skills Marketing Sustainable tourism

Gaining and enhancing the relevant Utilising market intelligence to align Maximising our operational efficiency,
skills, knowledge and customer-focused | our tourism offer with visitors' interests, minimising our impact on the local
attitude required to deliver consistently presenting Scotland’s assets as environment and delivering real benefits

high quality visitor experiences authentic experiences to our communities

LEADERSHIP AND COLLABORATION

Achieving our growth ambitions will rely on the industry working together to deliver one common goal,

i

with strong leadership at business, local and national level.

F
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3.1

3.2

3.3

SCOTTISH BORDERS TOURISM T

STRATEGIC VISION, MISSION AND AIMS

Introduction

The Regiond Strategic Aspirations are articulated below:

Our Vision 201371 2020

ATo grow tourism vVvisits and Speng
positioning and promotion as, a sustainable, year-round destination, which
capitalises on its unique geography, heritage, natural environment and
peopl eo

Our Mission

The following provides a consensus overview of the STBP& ambitions and
mission.

To develop and capitalise on the growth markets identified in the
National Tourism Strategy through proactive and innovative partnership
approaches within the Scottish Borders. To address seasonality and
grow visitor numbers and average spend sustainably in line with National
ambitions;

Tomai nt ai n, i mprove and protect tf
and essential characteristics to provide authentic experiences. At the
same time improve the customer journey by developing our own
capabilities by enhancing quality and skills and marketing;

Ensuring full engagement of all in the tourism community and beyond in
achieving t he Regi onal goal s b
coll aboratively achieves moreo =
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3.4 Our Strateqy i An Overview of Aims and Goals (Targets)

Profiled bel ow a statediclaims aRdagpalsfoetoussminpghé s
Scottish Borders. Identified are our target growth markets alongside the
specific aims of the Strategy and the quantifiable goals and targets we want
the sector to achieve in the next seven years, by 2020. [It is planned that a
midterm review of progress and the Strategy will be undertaken in 2016].

1) Targeting Our Growth Markets

The SBTP like other regions across Scotland seeks to target and
prioritise what are seen as its own growth markets. In this
particular instance the aim is for the Partnership to prioritise the
Home Turf markets (ie UK Domestic Markets).

These markets include those identified below [using
VisitScotland (VS) segmentation analysis T see profile of

segments in the Appendices]:

Home Turf Segments

Mature Devotees

Affluent Active Devotees
Younger Domestic Explorers
Affluent Southern Explorers

In parallel international markets will also be sectors in which
Borders seeks to improve its performance. However it is
envisaged that targeting and promotion to these segments will
be managed by VS and other bodies with SBTP focusing on
home grown markets.

These international markets including:

Near Neighbours:- Northern European Countries

Distant cousins:- Scottish Diaspora eg USA, Australia,
Canada

Emerging markets:- BRIC Countries i Brazil, Russia,
India and China
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2)

Providing Authentic Experiences

Our priorities:

Nature, Heritage and Activities
Destinations, Towns and Villages
Events and Festivals

Business Tourism

3)

Improving the Customer Journey

Priorities will be:

Food and Drink
Transport
Accommodation
Digital Connectivity

4)

Our Capabilities

In parallel with turning our assets into quality visitor experiences
we will build on our capabilities to further enhance the customer
journey and our economic performance through focusing on:
Quality and Skills, Marketing and Sustainable Tourism 1
particularly addressing the issue of seasonality.

Our strategy will be underpinned by a commitment that ensures

full engagement across all sectors and to communicate the
message t hat tourism is everyo
tourism sector the message must continue to be that working
collaboratively achieves more.
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4 STRATEGIC AIMS AND GOALS

4.1 Introduction
The tabular presentation in the following pages presents, in a concise format,
the strategic aims and targets the Partnership has for tourism in the Scottish
Borders over the next seven years.
Strategic Action Plan that provides more detail surrounding what are the
Partnerships aspirations and work plan for the coming years that will see
successful delivery of the Strategy.
This Action Plan is presented as Part Il of this document and has still to be
informed by further debate of the Board of the Partnership who will confirm
the Plan® contents, priorities and the annual activities it foresees for the
coming year. (It is envisaged that this plan will be subject to annual activity
targets and review re the progress / successes achieved).

4.2  Strategic Aims

Mirroring t he Nat i on apreseledr lmlbve gake 6the
Strategic Aims identified for the Scottish Borders in the coming years. (The
detail of the Actions that will be undertaken / employed to deliver on each of
the aims are more fully articulated in the attached and supporting Action
Plan).

STRATEGIC AIMS

PROVIDING AUTHENTIC EXPERIENCES

1. | Nature, Heritage and Activities
Capitalise on the opportunities offered by our inherent assets. Enhance the product
offering and optimise the benefits to be gained from these key assets.

Encourage responsi bl e c ubulltand haturalsstviropmeotf t
scenic and wildlife assets by supporting government, local government, agencies, land
owners and managers to manage and prot ec
assets in a manner that maintains and improves the qualities of beauty, remoteness,
wildness, peace and tranquillity. Inculcate a mutual understanding by all of the
Economic Value of Landscape to the Regio

2. | Destinations, Towns and Villages
Develop and improve vibrancy of key settlements within The Borders by protecting
the built and natural heritage of our towns and villages.

3. | Events and Festivals

Maximise the opportunities to be gained from raising and improving destination
profile, awareness, market penetration, and economic benefit using events as a
vehicle for change.

4. | Business Tourism

Improve the quality and profile of our business tourism assets.

-7-
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STRATEGIC AIMS
IMPROVING THE CUSTOMER JOURNEY
5. Food & Drink
Ensure visitor dining offer capitalises on the excellent provenance of the regions
food and drink.
6. Transport
Create sustainable, easy, cost effective transport links and routes to and around the
Borders Region.
7. Accommodation
Ensure the Regionb6s accommodation offer
demands and where opportunities are available can act as an attractor of demand
in themselves.
8. Digital Connectivity
Encourage Borders wide adoption of the digital age and tools available.
STRATEGIC AIMS
BUILDING OUR CAPABILITIES
9 Leadership and Collaboration
Ensure strong, enlightened, informed and innovative leadership and collaboration
exists across the tourism sector.
10 | Quality Skills (Improve Participation in Training)
Ensure all our Tourism people / workforce and management have the relevant skills
base to provide commercially successful, quality customer-focused services and
products of international standing.
11 | Marketing
Make best use of knowledge about our potential visitors and markets to ensure we are
successful and achieve above our share of the market by continuing to provide quality
products and services at least in line with, if not exceeding their aspirations and
expectations.
12 | Sustainable Tourism (Green Schemes)
6Team Tour i s mboéironnentdyeandgsoc@lly aven citizens, neighbours
and participants in green strategies.
4.3  Strategic Targets

Profiled overleaf in quantitative terms are the aspirations the Partnership has

for the tourism sector in terms of its future economic performance. The
targets have been set in line with the National aspirations and what it is
believed can realistically be achieved by the Scottish Borders over the next
seven years by delivering positive changes in the sector.
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STRATEGIC TARGETS
Measure Targeting our Growth Markets Key Monitor

A. Increase volume 10% -15% increase in existing National Occupancy
of overnight accommodation annual occupancy Survey / local data
visitors. levels across the Scottish Borders eg exchange. GBTS/

hotels in 2011 7 50% room occupancy IPS.
rising to circa 62% by 2020.

(10% -15% increase in spend by

overnight visitors by 2020 7 see below).
[These combine to create a growth

target for the tourism economy overall of

circa low 20% to above 30% in volume

and value terms].

B. Increase level of 5% increase in visits to visitor Visitor Attraction
visits to visitor attractions, 10% increase in visits to Monitor like for like
attractions and activity venues. sample / local data
activity venues. exchange.

C. Increase level of 5% annual increase in incremental Anonymous Survey
spend across spend over and above entrance fee. Monkey through the
visitor attractions. Visitor Attractions

forum in Scottish
Borders.

D. Increased visitor 10% increase in existing National Occupancy
demand through accommodation occupancy level Survey i local data
extension of outside the traditional main season ie exchange.
season. higher occupancy levels between

October and May each year.

E.** | Increase overnight | 10% increase in average overnight GBTS/IPS.
expenditure by visitor spend (above inflation) by 2020.
individual visitors
in real terms.

** Note: These targets combine to produce a 2020 targeted growth in the Scottish Borders
tourism economy of circa 20%-30% i in line with the National growth aspirations.
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PART I

STRATEGIC ACTION PLAN
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5 STRATEGIC ACTION PLAN T OVERVIEW

Presented in this section, in a concise tabular format are the key themes and
areas of activity that it is envisaged form the main body of the new strategic
Action Plan for tourism in the Scottish Borders. The reader will note that
again the themes mirror those of the Borders and National strategies and
other relevant documentsegth e Regi onds ec.onomic stratec

A number of changes to formatf r om t he Regi onédés | ast st
recommended for various reasons. In the main the document has a life

expectancy of seven years. It is a document to guide tourism in the Region

over this timeframe and whil st it wi || b
dynamic and flexible for what is a very broad sector of the economy and a

very O gartvesshiips e 6

Simplification and dynamism to reflect changes and successes over the seven
year timeframe of the new Strategy also need to be accommodated and
reflected and for this reason a review will be conducted in 2016. It is for this
reason that the Strategy presented in Part | of this document and the
60Str at e g ipreserked bverleai aréjust that i high level. Itis envisaged
that the d@etaile d a c t willzbe incogpardied within what is envisaged will
form a list of annual activites oran 6 Ann u a | Act i o rctivRiésdon O . T
be decided upon following discussion amongst the ATP Board and will include
mite-sizedbchunks of activities or projects it is envisaged the Partnership can
realistically deliver / progress in each year. By collectively setting annual
actions that are realistic and deliverable gives much more relevance and
usefulness to the Strategic Action Plan. An annual plan can also act as a
management tool against which to measure success and movement towards
achieving longer term, more strategic aspirations and goals on an annual
basis.

The annual plan of activities can be set in line with market conditions,
resources available for delivery and will name who / which partners can
0championdé or take actonrtedelipeoyrarsdi/ dr mdnagey f or
progress. Here again this move will facilitate easier and more meaningful
monitoring of progress.

-10-
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Every success will be welcomed and can be used to demonstrate to funders,

other partners and the trade at large that positive change is being achieved

against the strategic aspiratonsof t he sector . This dédannu
important planning and management tool for the Partnership i a resource that

is currently lacking. If considered appropriate a monitoring benchmark can

also be included within the Plan. (Example of Annual Plan format is

attached).

Presented in the following pages is the final version of the agreed Strategic
Action Plan covering the period 2013 to 2020.

-11-
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STRATEGIC ACTION PLAN FOR TOURISM IN THE SCOTTISH BORDERS 2013-2020

PROVIDING AUTHENTIC EXPERIENCES

Strategic Aims Strategic Action

Nature, Heritage and Activities i) Nature

Capitalise on the opportunities offered by our inherent assets. |Wildlife and Nature

Develop wildlife and nature product s/ packages to capitalise on growing national interest - eg wildlife
Enhance the product offering and optimise the benefits to be  |watching i Ospreys / Sealife, etc.

gained from these key assets. i) Heritage (Built)

Focus on Visitor Attractions i Continue to develop and improve the offering and quality of key attractions
Encourage responsi ble custodiand gardens as strategic 06pul | (€@rods-eeferernwe vdth ratare asgets)u r
natural environment, scenic and wildlife assets by supporting |Support Abbotsford and similar projects to ensure full potential is realised.

government, local government, agencies, land owners and iii) Activities
managers to manage and pr ot e dCycling
wildlife assets in a manner that maintains and improves the Build on current successes of mountain-biking assets and expand wider road and leisure cycling (See

qualities of beauty, remoteness, wildness, peace and Events Strategy and widening of markets).

tranquillity. Inculcate a mutual understanding by all of the Walking

Economic Value of Landscape tEnsurea highquality of infrastructure, support services and information are available for walkers. (Where

Industry. appropriate develop 6packages6, improve integrat
Golf

Expand the golf market i tackle new markets and innovative product packaging and cooperative working
(see marketing section).

Fishing / Country Sports
Enhance and increase awareness of destinations current offering and integration with wider destination
product offering (packaging, etc).

Diving

Further develop local diving clusters. (Packages i Eyemouth and St Abbs).

Equestrian

Utilise current profile in equestrian market to

of the activities market, see links with equestrian events and riding for the disabled.

Other Sports
Support Activity aimed at providing 6productd an
Rugby, etc.

-12-
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STRATEGIC ACTION PLAN FOR TOURISM IN THE SCOTTISH BORDERS 2013-2020

PROVIDING AUTHENTIC EXPERIENCES

Strategic Aims

Strategic Action

Destinations, Towns and Villages

Develop and improve vibrancy of key settlements within The
Borders by protecting the built and natural heritage of our
towns and villages.

See links to other strategic initiatives and aspirations identified in the Rural Development Programme and
Economic Strategy for the Scottish Borders. (Whole Town Strategies Programme). Enhance Architectural
Assets / Streetscapes, Retail offering (See links to Improving the Customer Journey).

Events and Festivals

|Maximise the opportunities to be gained in raising and
improving destination profile, awareness, market penetration
and economic benefit using events, etc as a vehicle for
change.

Develop a current up-to-date Events and Festivals Programme / Strategy and Action Plan.

Use events and festivals to strengthen profile and awareness of inherent products eg heritage, nature,
activities, etc.

Ensure up-to-date information available for consumers.

Business Tourism
Improve the quality and profile of our business tourism assets.

Specifically Conferences / Team Building Sectors

See links to improvements within hospitality accommodation sector and the activities and outdoors sector

as location for conferences / meetings and teambuilding.

13-




Scottish Borders Tourism Strategy
2013-2020

Tourism Resources Company
April 2013

STRATEGIC ACTION PLAN FOR TOURISM IN THE SCOTTISH BORDERS 2013-2020

IMPROVING THE CUSTOMER JOURNEY

Strategic Aims

Strategic Action

Food and Drink
Ensure visitor dining offer capitalises on the

Link i Beae natidnal iaittetives@rdtoeat evemta t i o n

Strategy.

with Scotlandds Food and

Create sustainable, easy, cost effective transport
links and routes to and around the Borders Region.

excellent provenance of
drink. Ensure our hospitality skills are of internationalst andar d and quality (6Capabili
Transport Transport & Multi-User Access:

Support Regional, and where appropriate, national transport development initiatives and raise awareness of
existing sustainable transport links to and around the Region. (See Borders Rail Link, cycle / walking infrastructure
and public transport routes).

Promote A1M, A68 & A7 cosroriidinotros tahse nRaejgorond.gat eway

Accommodation

Ensure the Regionds acco
in direct relation to consumer demands and where
opportunities are available can act as an attractor of
demand in themselves.

Ensure a relevant range of types of accommodation is available across the Region to meet evolving market

demand and expectations. Il dentify opportunities whe
new demand i accommodation destination products.

Continue to raise average quality quotient across all forms of accommodation 7 see links to skills and quality
enhancement.

Fill any product |/ geographic gaps identified in reg

Digital Connectivity
Encourage Borders wide adoption of the digital age
and tools available.

Support / Lobby for improved digital connectivity within the Region. (See Wifi Hotspots). In parallel see the
destinationés and individual businessesdé dial ogue wi
Connectivityd and its
to visitors 7 social media, TripAdvisor, etc.

i mplications for Marketing [/ {

-14-
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STRATEGIC ACTION PLAN FOR TOURISM IN THE SCOTTISH BORDERS 2013-2020

OUR CAPABILITIES

Strategic Aims

Strategic Action

Leadership and Collaboration

Ensure strong, enlightened, informed and
innovative leadership and collaboration exists
across the tourism sector.

Review on an ongoing basis structures, roles and responsibilities within the Borders tourism sector to ensure
relevance, best practices and successes are being achieved.

Ensure a clear communications strategy exists internally across the sector so that goals, aspirations, and
successes are articulated and lead to a joined up / signed up collaborative sector working together for the common
good.

Quality and Skills

Ensure all our tourism people / workforce and
management have the relevant skills base to
provide commercially successful, quality customer-
focused services and products of international
standing.

Business Development

Enhance professional business skills and practices amongst local tourism service providers and businesses
particularly new start-ups i promote benefits to businesses through collaborative working (TVTP and Business
Gateway).

Customer Service and Vocational Skills

Improve customer services and vocational skills. (Extend the impact of innovative services and awareness
programmes eg 100k Welcomes).

Explore and exploit closer links and skills development opportunities between College and local businesses).

Marketing
Make best use of knowledge about our potential

visitors and markets to ensure we are successful
and achieve above our share of the market by
continuing to provide quality products and services
at least in line with, if not exceeding, their
aspirations and expectations.

Market Intelligence i Understanding our Markets

Be fully aware and constantly updated of market trends and evolving expectations and needs of each sector of the
market that offer opportunities to Scottish Borders. (Market and Product Trends viz competitor destinations).
Continue to collate and monitor consumer perceptions and feedback on the destination offering to inform ongoing
alignment of the Border sdnammdahcetreidsig / visitor interes
Market Intelligence i Measuring Our Performance

Continued to collate market data and economic performance data, eg occupancy surveys, Visitor Attraction
numbers, etc to monitor our success in meeting market expectations and our own targets.

Maximise Marketing / Promotional Opportunities:

Optimise benefits to be achieved from marketing and promotion to key VS market segments. Key themes to
include Activities, Food and Drink, Nature and key destination settlements, etc.

Increase private sector marketing leverage to complement Public Sector initiatives and marketing activities, spend
etc.

Encourage private businesses to and develop and carry out improved marketing and packaging and joint
promotions.

Scottish Borders Council to continue to support VisitScotland initiatives.

Sustainable Tourism

0Team Tourismbd to be
socially aware citizens, neighbours and participants
in green strategies.

goo

Encourage best practice in all Scottish Borders tourism businesses. Ensurewe ar e :  é-qrienteg, folowing
best employment practices; are green, minimising our impact on the environment; and are aware of our role in the
life of our communities.

-15-
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ANNUAL ACTION PLAN FOR TOURISM IN THE SCOTTISH BORDERS (EXAMPLE)

PROVIDING AUTHENTIC EXPERIENCES

Strategic Aims

Strategic Action

Annual Activities 2013/4

Champion / Lead

Suggested Measure
of Success
Achieved

Nature, Heritage and Activities

Capitalise on the opportunities
offered by our inherent assets.

Enhance the product offering and
optimise the benefits to be gained
from these key assets.

Encourage responsible custodianship
of the Regionds b
environment, scenic and wildlife
assets by supporting government,
local government, agencies, land
owners and managers to manage

and wildlife assets in a manner that
maintains and improves the qualities
of beauty, remoteness, wildness,
peace and tranquillity. Inculcate a
mutual understanding by all of the
Economic Value of Landscape to the
Regionds Touri st

i) Nature

Wildlife and Nature

Develop wildlife and nature product s/ packages to capitalise on growing
national interest - eg wildlife watching i Ospreys / Sealife, etc.

i) Heritage (Built)

Focus on Visitor Attractions i Continue to develop and improve the
Joffering and qualityofk ey attractions and gar
factors for tourist visitors to the area (Cross-reference with nature
assets). Support Abbotsford and similar projects to ensure full potential
is realised.

iii) Activities

and protect the R{Cycling

Build on current successes of mountain-biking assets and expand wider
road and leisure cycling (See Events Strategy and widening of markets).

Walking

Ensure a high quality of infrastructure, support services and information
are available for walkers. (Where appropriat e devel op 6pa
improve integration and cooperative working).

|Golf
Expand the golf market i tackle new markets and innovative product
packaging and cooperative working (see marketing section).

Fishing / Country Sports
Enhance and increase awareness of destinations current offering and
integration with wider destination product offering (packaging, etc).

Diving
Further develop local diving clusters (Packages i Eyemouth and St
Abbs).

Equestrian

Utilise current profile in equestrianmar ket t o support
from higher position and penetration of the activities market, see links
with equestrian events and riding for the disabled.

Other Sports
Support Activity aimed at providi
region eg events, participation in Rugby, etc.
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Part Four - Market Profiles

Thiz section presents the commaon festures for esch market srouping in the portfiolio sbove and highlishs
some of the particular charaderisticsof exch market Further information is svdlsble wsing the soue
links provided Ister, or on reguest.

Home Turf - The UK domestic markets

The UK provides the vast majority of our visitor trips and spend, and day trips aswell as overnight towism,
=ll year round. The UK domestic tourism market is sizesble - toslling simost 120milion overnight tripsin
2010 with a visitor Spend of around £21bn. Engish residents scoount for around 805 of the =l

The market a= 3 whaole has seen little significant growth over the le=t © yesr=s. However, the economic
downturn has encouraged s@ying doser o home, with Scodand bengfiing in partculsr from srowth from
the Scottizh resident market Althousgh Britons sre keen oversess ravellers, this provides =0 opportuniny
o build on recent positive experiences to preserve the interestin holidaying st home. The opportunityfor
Scotl and to increas tourism from dome stic markets comes from inoressing our share of the lrge Englizh
market, 35 well 2= continuing o incresse tourizm by Scotish residents=.

The graph below shows the trends in tourism in Scedand from esch of the UK market=
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Looking st total domestic tourism, Scottish residents sre the only UK markst
which made mere trips in 2010than in 200€. Hppily, the msjority of those
trips remained in Scotland.

Az 3 result, in this period of economic diff iculty, tourism by Scottish residents
iscontinuing to grow - 3 trend apparent slso in mid-yesr =stsucsfor 20110
Onaversge over the last 5 years, the Scottish market has sccounted for 2052
of total tipsfrom all marketzand 225 of value. In 2010 itw= thelarges
markat in terms of numbers of rips 3nd the s2cond mest vAustls (e

England) in terms of vistor spend. Tourism by
Scottish residents
There iz therefore 3 growing 3w areness of what's availsble within Scotland in Scotland is
3nd pesitive experencas will encour=s repestvisiis. Itisvitsl woconsider growing and
localz and other Scots 2= key customers 3nd provide inspirstion and hould b
persuzsion to keep their business. ol e
encouraged by
In 2010, holidsys sccounted for over half of the trips tsken in Scotdand by continu ing to
Scottish residents. Visits to fiends and relatives, incorporating s signficant provide com pelling
elemeant of holidsy, provided snother guarter. Much of therecent Irowth reasonsto stay

haz been driven by holiday tourizm. The day trip market isslsovery
important for many secters of the tourism industry including visitor
sttractions.

The moest popular touriam activities of Scottish residents in Scotfand are tsking shortand long walks,
shopping, visiting historic and heritaze sites / castles, axploring 3 town / city, touring [ sizhtsasing, vistng
museums and galleries, fishing, golf and watching wildlife or birds.

ENGLAND

Domestic tourizm overdl by Enzglish residents h= been hit by the recent economic dificulties, andthishas
been reflected in their tourism to Scotland. The vast macrity of trips by English residents remain in
England, with Wales taking the next Iargest share, followed by Scotand, which in 2010 held 3 552 share of
the total number of UK trips t3ken by English residents.

England was our second largest market by number of visits and was ranked first by visitor spendin 2010
3nd in recentyears has sccounted for sround 405 of totd trips and spend. There iz 3 distine Scowish
heartland - the north of England, including the North We s, Mersayside, the Nomh East, Yorkshireangd
Humberside - which together accounted for justover half of the holidays taken in Scodand by English
resddentsin 2010,

The mest popular activities to do in Scotlsnd smongst Eng lish visitors are similsr to those sbove - short
and long walks, visiting historic and heritage sites / castles, exploring 3town [/ city, wouring / sightseing,
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visiting mussums and galleries, shopping watching wildlife or birds, visitng gardens, goff =nd moun=in
biking.

Seversl challenses existin growing the English markesr. Thersing o=t of petrol =nd sir fares = msk
travel o Scodand from further Field more expendve. Depending on their mne, the Scowish
indepe ndence discussions may have an impacton the perception of welcome.

MORTHERM IRELAMD

The smallest of the UK domestic markets, tourizm by Northern Irizh residentswithin the UK hasbesn
stsble, and grew slightly in 2000, Just over half of sll domestic touriam st=ys within Morthem reland, with
England tzking the next lzrgest share.

In 2010, Northern Ireland was Scotland s third lsrgest market intamsof ripsand 8 in terms of visieor
spend, although therewas a3 signfficant dedine in volume. In 2013, holid=ys acoounted for over haf of Tips
from Morthem Ireland, with another 155 sccounted for VAR trips with 2 significant gement of holidsy.
Thiz highlights that Scottish connections are 3 key driver for tourism, 2= are the good transport links - both
sir and ze2 Paopulsractivities on 2 holidsy in Scotland are sightsesing, shopping sndwaking.

AnoteonWales: WWales has notbesn included in the list of mrget markets. The ressonsfor this induds
itz zmall overall level of domestic travel, the smal share of which thatcomes to Scotdend and s recent

decling in the value of tourizm from thiz markst.

Our Near Neighbours - The European Union

Az seen above, Europe h= been the main provider of imernatonsl touriem wordwids for many yesrs.
The W estern Europesn ravel markstz sre fairdy maturs, sother=e of srowth iznot=s spec=oulerssin
=ome Azisn markats, but seversl sre, snd will remain, smongst thewordd’s mestvshustls tourem markss.

Mareover, as much of Europe's intemationzl travel i= =ken within the cmntdnent, kpresent=the most
socessi ble opportunities for Scotland to cepture its share of visior=

Teouring and city halidsys sre smongstthe mox popul = foreizn holidsys =ken by Europesnz — these e
holid=y types which Scotland c=n make = compelling offer on, 3= demonsrst=d by the acdvides and
satisfaction of our visitors frem these markets.

Their proximity, travel connections snd heslthy snnusl lesve and public holidsy entidements mesn that
they are marketsfor both holidsys and short bresks. However, some Europesn countries have 3 markad
habit of tzking main heolidays inJuly and August, when cur coupancy is already high. Widening =znal
spre=d (= thersfore = key objective for theze markes=.

Challenges include the diversity of destinstion choices that are svailsble to Europesns - often with eszy
sccess through flight and high speed rail routes. There are few Flag camier” inks with Scodand, with
many routes served by the low cost sirlines. A major hurdle i= the curent economic twrmeil in Europe,
sffecting some major markets, such = sly, Spain and Irelsnd directly, and impacting on the economies
and consumer sentimentof the region sz swhale. Agsinstthis beckdrop, 3nd sz Euwropean countriss as
sttractive d estin stions in their own right, the motivation w trevel domexicslly will continue - often
encouraged by home destination campsign=

‘Whilefocuszsing here on some of the markez which are mostvalusble for Soodand, there sreothars
within Europewhich aso benefitfrom relative ease of access, but are smaller markers invalue tems
Theze include the mature markss of fcandinaviz, Belgum and Switzadand and the emeging marke=of
the Eastem EU.

The trends in recent tourism from these markets to Scotand are shown here.
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GERMAMY

One of the world's strongest economias, Germany h= dm for many yess
beentheworld’s mestvaluzble source of cutbound travel Akhough there
hazbeenzdownturninthelzst 2yeas, Carmanz view wravel 3nc haolidsys
sz animponantpartof ife, notto beziven up lightly. Garmany thersfors
continues to be a market of grex opportunity for Scotland - itis currantly
our sacond most valusble intem stionsl market, despits some fluctustionin
volume and vadue over the last S years. Althoughthers isspesk of visits o
Scotland in the summer, Germany has slso provided sood levas of sprinz
visitors.

By far the most popular holidsys tsken by Germans ars bexch holidsys, but
city helidsys and touring helidays are the next mest popular typesof
outbound haliday. This mix of motivations is reflected in their destination
preferances, which include neighbouring countries in Nerthem Eurcps,
including France, Austriz and Netherlands, but slzo Spain, Turksy snd
Greece. The UK a3 whale iz within their top 10 destinations. Competition
isfierce for the valusble German marketwhich iz t=rzeted by many naw
and traditicns| destinations.

Cur scenery holds particular spped to Germans, wha enjoy cutdoor

German visitors in
Scotland value the
possibility to

combine activity,
history and culture

activities, such aswalking, on theirhclidayz A particular USP of Scotland is the pessibility o combineg

activities with besutiful landscape, history and heritage.

FRANCE

Franceisthe world's 5° mestvalusble tourism market and despite 2 dipin outbound travel in 2005 (3

was experienced in many markets), growth was 3gsin ssen in 2010

After besch holidays, the French prefer touring holidays and city holidsys. Key motivationsfor ravelare o
learn sbout another country 3nd explore besutiful scenery. Amongsttheir favourins leisurs p=times sre

eating out, walking 3nd visiting mussums and gdlerdes.

A long term top market for Scotland—key stiractions sre the scenery and nature, the choics of things o

see and do and the opportunity to meetthe lecsls

Competition for the French market includes close European neighbours andformer colonies in North
Africa and the Caribbean. Mereover, Franceis the world's top tourism destinion, offenng = diversity of

top-class experiences within its borders, so domeastic ravel is highly populsr.

SPAIN

Spain’s position 3z one of the most popular tourizm destinations in the world is reflected in 3 relatively low
level of cutbound travel and the econemic difficulties in Spsin have had an impact. However, pricr 1o the
economic downturn, cutbound travel was growing steadily and Scotland was 3 popularcheice of
destination - Spain has been one of our top 10internationd markets in racentyesrs

Traditionzlly Spanizh pecgl e t=ke their main halidsysinluly /Ausustand this s reflec=d inthe s=ssorsliny
of their trips toScotland. However, they slzo bensfitfrom = number of public holidsy lonz waskends

which encoursse short bresk t=king.

Net surprisingly, besch holidsys are cutnumbered by city bresks and touring holidsys 35 the most popular
types of foreign holidays sken by Spanisroz Az well sz ravel populsr leisures samitiss for Spanieh pecole
include waking 3nd eating out. These pref erences are mirrered in thair saivities on Scomish haoliosys ey

Sttractions sre our scenery, nature, culturs and sights.

Spanish vizitors to Scotfand tend to be younger than sverazs, maing them = sood markst for tounsm
products targeting young people. There sre good flight links between Scotland and key atiesin Spain,

providing sccess to = larze catchment sre s of welloff forsizn wavallers.

Compaetition from the Spanish market comes from neighbouring countries
including France, Portugal andltsly sz well sz the USA 3nd Madico. The UK B
smongstthe top five most visited destinstions.

TALY

Iealy is currently ranked 87 in terms of value of its cutbound tourism, despite
adipin 2005 and 2010, reflecting the economicdownturn. However, there
haz been 3n overslltrend of srowthin cutbound halidays 3nd ravel inthe
pastfiveyess. Intheshort tarm, the crisisin the kslisn economy andthe
resulting wesker consumer confidence is likely to impacton travel
intenticns.

The moest popular foreign heliday types for Italians e touring holidsys,
followed by besch and city holidays. Key motv@ionzfor ravel s
dizcovering new places and lesming sbout other countries. Favourine leisure
pastimes include esting out, walking and visiting museums and gsllenies.

Spanish and ltalian
holidaymakers
enjoy a mix of

beautiful scenery,
cufture and eating

The countries which currently recaive mest tourism from kay indude neighbours France, Spainand
Germanyaswell = the UK. OutsidetheEU, Croxtiz, Egypt and USA sreslsopopular.

The Itslisn habit of taking the main holiday in the summer results in 3 concantration of ravel o Scodand
in the peak menths. However, Italians have genercus annusl lesve entitlement with saversi shoulder

season public helidays, offening short break possibilities

One of Scotland' s long-term top markets, in particular for touring holidays, kalians rate Scotland highlyfor

besutiful landscapes
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