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4. Local Economic Forums: The Committee will consider whether to take its
discussion on the response to the Minister for Enterprise, Transport and Lifelong
Learning on the progress and achievements to date of the Scottish Enterprise
area Local Economic Forums in private at its next meeting on 12 June 2002.

5. Witness Expenses: The Committee will consider the payment of expenses for
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                                           EL/02/17/1

Enterprise and Lifelong Learning Committee

Meeting 6 June 2002

Tourism Inquiry: Proposed Remit, Structure and Work Programme

Introduction

1. The Committee has agreed that its next major inquiry will be undertaken on
tourism.  The remit, structure and work programme of the inquiry have yet to be
agreed, and this paper makes proposals on these elements for discussion at the
meeting.  A SPICe scoping paper which outlines some of the current key issues
in tourism is attached.

Remit

2. As a basis for discussion, I am proposing the following draft remit and a set of
questions, which are based on elements which have previously been identified by
members:

‘To inquire into the levels and effectiveness of Government support for tourism.

In the course of its inquiry, the Committee will wish to ask the following questions:

• How effective is the current tourism strategy?
• How effective is VisitScotland post-reorganisation?
• What has been the impact of, and the response to, foot and mouth and 9/11/01?
• What are and should be the roles of VisitScotland, the Enterprise agencies and

the British Tourist Authority?
• Is the current budget for tourism sufficient, and is the focus of investment

appropriate?
• How effective is the Area Tourist Board (ATB) structure? What other possible

structures are there?
• What issues arise from the first year of the introduction of the Euro?
• How can niche marketing tourism be best promoted and developed?
• How can the potential for e-tourism be exploited most effectively? Is the

development of eTourism Ltd the most effective way to exploit the potential of the
web?’

3. Members may be aware that the Minister for Tourism, Culture and Sport is
preparing a review of the ATB structure.  A consultation on ATBs was launched
on 27 May 2002 (members received copies of the Minister’s letter separately).
The consultation period is three months, and it is understood that an
announcement will follow in the Autumn.
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Structure

4. The inquiry will need to be carefully focused to enable members to reach
meaningful conclusions.  The following proposals are intended to provide such a
focus:

5. Adviser: It is proposed that the Committee appoint an adviser to assist in the
inquiry, and seek the necessary approvals.  A draft specification is attached at
Annex A and members are invited to agree it.  If agreeable, members are invited
to provide the Clerks with the details of any potential advisers.

6. Pre-inquiry briefing: the Executive has offered to provide the Committee with an
informal briefing at the start of the inquiry.  It is proposed that the Committee take
up this offer.

7. Written evidence: It is proposed that an open call for evidence would be issued
in mid-June.  Recognising that the summer is of course the peak activity time for
many of those who will be most interested in the inquiry, it is proposed that the
deadline for written submissions be made Monday 14 October 2002.  It is further
proposed that, as with the Lifelong Learning Inquiry, submissions will be made
public via the internet prior to publication of the report.

8. Research:  a research company, Stevens and Associates, has recently been
appointed to undertake research for the Committee.  The research will cover
international comparative spend on tourism.  In addition, SPICe researchers have
indicated that they will prepare background/information papers during the
summer recess.  Members are invited to identify particular areas of interest for
this research and their attention is drawn to the attached SPICe scoping paper
that highlights some potential areas for examination.  

9. Oral evidence sessions in Committee: the proposed work programme at
Annex B suggests that the following are invited to give oral evidence:
- visitscotland
- Historic Scotland
- Scottish Tourism Forum
- Scottish Consumer Council
- the Minister for Tourism, Culture and Sport
The proposed programme includes space for additional witnesses, some of
whom could be identified following the submission of written evidence in mid-
October. The timetable assumes that the inquiry will be complete by the
end of 2002.  Members are invited to agree this timetable.  Members will note
that whilst time for oral evidence will be limited, written evidence will be
requested from the full range of stakeholders, as well as via the open call for
evidence.  Members are also invited to suggest potential witnesses.

10. Meetings outwith the Parliament premises: Highlands and Islands Enterprise
has invited the Committee to meet at its new location at Inverness Retail and
Business Park in the Autumn.  It is proposed that the Committee agree to explore
this invitation and the possibility of holding the meeting at this venue.  Should the
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venue be suitable, members are invited to agree to seek the appropriate
authorisations to hold a meeting outwith the Parliament.

11. Scottish case studies: Case studies have proved useful in the past in allowing
members to examine how current issues are perceived at grassroots level, as
well as revealing examples of good practice for dissemination at a later date.  It is
therefore proposed that members undertake a series of case studies.  It is
proposed that the case studies might take place in the last week of the summer
recess.  Examples of the kinds of issues which might be covered include:

- issues affecting island tourism (via the Committee’s visit to Shetland)
- issues affecting urban and business tourism (eg Glasgow or Edinburgh)
- issues affecting rural tourism, including Foot and Mouth Disease (eg Borders

or Dumfries & Galloway)
- issues affecting ‘niche’ tourism (eg golf or genealogy)

12. It is proposed that these case studies where possible include ‘focus groups’ to
seek the views of those people affected by tourism policies in each area.  It is
proposed that the Committee agrees to appoint a committee member as a
Reporter to facilitate the case study visits.  It is also proposed that, as on
previous occasions, members do not participate in case studies within their own
areas.

13. Overseas case study:  it is proposed that one case study be undertaken abroad,
to investigate the marketing of Scotland abroad, and issues affecting competitor
destinations and how these are addressed.  Some possibilities for overseas case
studies might include:
- New Zealand: a world-leader in tourism marketing, New Zealand has

examples of niche-marketing in film and eco-tourism as well as similar public
transport issues to Scotland.

- Los Angeles: the British Tourist Authority centre (one of four in the US) will be
focusing on re-energising the US market.  The California Travel and Tourism
Commission is a model of an business-led approach to marketing.

- Germany and France: post-September 11, Europe is a high-priority market for
Scotland.  Studies of eco-tourism and urban/business tourism could be
combined in a visit to both countries.

14. Co-operation with other devolved institutions: the Enterprise, Trade and
Investment Committee of the Northern Ireland Assembly will shortly be
undertaking an inquiry into tourism.  The Economic Development Committee of
the Welsh Assembly, whilst not undertaking an inquiry, is involved in the
quinquennial review of the Welsh Tourist Board.  There may be opportunities to
share research, expertise and evidence across the devolved institutions.
Members are invited to agree in principle that such co-operation should take
place where appropriate.
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Work schedule

15. An outline timetable is attached at Annex B.  Points to note include:

• Slots have been left open in the schedule to allow additional evidence to be taken
from those who make interesting written submissions.

• The CLG endorsed the programme for Committee meetings in Autumn 2002 on
21 May.  The Enterprise and Lifelong Learning Committee is scheduled to meet
on alternate Wednesdays, starting with Week 1 after the summer recess (with the
exception of the first three weeks where meetings are weekly to finalise the
lifelong learning report).    Where meetings have been provisionally scheduled on
days other than Wednesdays, this has been indicated in bold text.

• It is assumed that consideration of findings and the draft final report will be
undertaken in private to allow the Committee to reach a common view, and to
maximise impact with the media. Under standing orders a formal decision by the
Committee is required to meet in private.

Recommendations

16. The Committee is invited to:

1. consider and agree the remit for the inquiry (paragraph 2);

2. accept the general methodology and schedule outlined in this paper for the
implementation of the inquiry;

3. agree the work programme as set out at Annex B;

4. agree to appoint an adviser, agree the draft specification set out at Annex A
and forward details of potential advisers to the Clerks (paragraph 5);

5. accept the offer of a pre-inquiry informal briefing from the Executive
(paragraph 6);

6. issue an open call for written evidence in early-mid June, with a deadline of
14 October 2002 (paragraph 7);

7. agree to publish public submissions to the inquiry on the internet in
advance of the final report (paragraph 7);

8. propose topics for research briefings to be prepared during the summer
recess (paragraph 8);

9. identify potential oral witnesses (paragraph 9);

10. agree that the Tourism Inquiry be completed by the end of 2002 (paragraph
9);



5

11. agree to explore the possibility of holding a meeting at the Highlands and
Islands Enterprise premises in Inverness in the Autumn (paragraph 10);

12. agree to conduct four case studies, seek dates for these case studies
around the final week of the summer recess, and identify i) case studies
and ii) members to conduct each case study (paragraphs 11-13);

13. agree to co-operate, where appropriate, with other devolved institutions
(paragraph 14);

14. formally agree that the meetings, or parts of meetings, which are utilised to
agree the draft Final Report, shall be held in private (paragraph 15);

15. agree that the Final Report, once agreed by committee, be given full
publicity via press briefings;

16. agree to seek appropriate authorisations to:
• appoint an adviser for the inquiry;
• undertake a case study visit overseas during the inquiry period;
• incur costs associated with four case study visits; and
• if appropriate, hold a Committee meeting in Inverness.

Alex Neil
Convener
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ANNEX A

Committee Adviser: Enterprise and Lifelong Learning Committee
Tourism Inquiry

Specification for Appointment

Background

The Enterprise and Lifelong Learning Committee will shortly undertake an inquiry
into tourism in Scotland.  In the course of the inquiry members are likely to wish to
explore, among other things: the nature,  extent and effectiveness of public support
for tourism; responses to foot-and-mouth disease and 9/11; the roles of the various
public agencies involved in promoting and developing different aspects of tourism;
and the potential for e-tourism.

Adviser duties

The role of the adviser will be to assist the Committee in all aspects of its inquiry into
tourism and in particular to provide expert advice on selection of witnesses, lines of
inquiry, case studies, and findings.  The adviser will be expected to attend evidence-
taking sessions where possible and in particular those meetings held to discuss draft
reports.  The adviser would be required to assess and summarise written evidence
provided to the Committee and may be asked to submit specialist papers on
particular aspects of the inquiry.  The adviser may also be asked to contribute to the
inquiry report.

Person specification

The individual should be a recognised expert in the field of tourism. The Committee
is specifically seeking a person with expertise in the Scottish tourism industry, and
knowledge and understanding of tourism in competitor countries would be an
advantage.

If an academic, they should have been recently been published in the field.

Conditions of Appointment

As an expert in the field the adviser will probably have had an involvement with one
or more of the main agencies involved in providing services. However, the expert’s
relationship with any of these bodies should not be such as to prejudice their
judgement.  The adviser must be available for the period of the inquiry.
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Time commitment

It is proposed that the adviser provide the equivalent to fifteen working days advice.
As a guide, this would be composed as follows:

Preparation 2.5
Briefing meetings 1.0
Meeting attendance 3.5
Written evidence summary 2.0
Ad Hoc Support/ Final Report 2.5
Expert paper(s) 3.5

             
15.0
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ANNEX B

Outline work schedule

Enterprise and Lifelong Learning Committee

Proposed Work Programme for Tourism Inquiry

Meeting Date Committee Meetings Other

26-30 August RECESS Case study visits
Tuesday 27
August – all
day

• Consideration of lifelong learning
final report (private)

4 September • Tourism Inquiry: reports back from
case-studies

• Tourism Inquiry: presentation of
commissioned research

• Tourism Inquiry: initial adviser report

Informal briefing

Tuesday 10
September –
all day

• Consideration and agreement of
lifelong learning final report 2
(private)

18 September • Tourism inquiry: Scottish Tourism
Forum

• Tourism inquiry: Scottish Consumer
Council Tourism Inquiry: Historic
Scotland

• Tourism Inquiry: [evidence]

Launch lifelong
learning report 19
September

2 October
[possibly in
Inverness]

• Tourism Inquiry: VisitScotland
• Tourism Inquiry: SEn +HIE
• Budget 2002-03: evidence
• Budget 2002-03: issues for report

15 October RECESS
23 October RECESS
30 October • Budget 2002-03: sign-off report

• Tourism Inquiry: summary of written
evidence

• Tourism Inquiry: [evidence]
• Tourism Inquiry: Minister
• Tourism Inquiry: key issues for report

13 November • Consideration of Tourism Inquiry
report

27 November • Consideration of Tourism Inquiry
report

11 December • Sign off Tourism Inquiry report
23 December RECESS
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EL 02/17/2
SPICe Briefing  28 May 2002

TOURISM: SCOPING PAPER
ROSS BURNSIDE

The upcoming inquiry into tourism presents an opportunity for a wide-ranging
investigation of the importance of the tourism industry to all sectors of Scottish
society.  The paper outlines the structural background of the tourism industry and
highlights a range of possible issues the committee may wish to consider. 1

DEFINING TOURISM

Tourism has been identified as Scotland’s most important industry2, one that
injected £4.5 billion into the Scottish economy in 2000; an industry that is the
country’s fourth largest employer3; and one that pays the wages of more people
than the oil, gas and whisky industries combined. In February 2000 the Scottish
Executive unveiled its Tourism Strategy, which committed an additional £11
million in funding.  Promotion of the tourism industry has been seen as a means of
contributing towards economic development in urban and rural areas, and a
means of promoting social justice and the ‘environmental objective’.

Although there is no single definition of the tourist industry, it is generally taken to
include a proportion of the activity/employment in hotels, catering, retail, and other
services4. The tourism industry therefore does not fit in neatly to a single Standard

1 SPICe has produced two other, more detailed, research notes on tourism in Scotland: research note 00/77
The Scottish Tourism Industry and research note 99/22 Tourism in Scotland.
2 Scotexchange.net– the official website of the Scottish tourism industry.
3 Tourism supports around 8% of all employment in Scotland.
4 The Government provides a broad brush definition of “tourism related industries” as incorporating Hotels

and Other Accommodation Types (SIC codes 551,552), Restaurants (SIC 553), Public Houses and Bars,
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Industrial Classification (SIC) category, as it is defined more by the source of
demand for services (from tourists), than by the activity itself.  Within some areas
the proportions of the above sectors related to tourism (for example public
houses) will be much higher than in others. The EU defines tourism as ‘the
activities of persons travelling and staying in places outside their usual
environment for not more than one consecutive year for leisure, business and
other purposes.’5  The Scottish Tourist Board (STB) defined a tourist as someone
who spends one night in Scotland away from home regardless of the purpose of
the trip.  This obviously excludes day trips for leisure purposes.  These issues help
make a definitive measurement of tourism activity difficult.

Tourism has implications for many parts of the economy and is therefore difficult
to define. It might be useful for the Committee to consider what is meant by
‘tourism’, in the context of this Inquiry.

LEGISLATION AND BACKGROUND

The Legislative Framework –the 1969 Development of Tourism Act

The legislative basis of the UK national tourist structure is the 1969 Development
of Tourism Act. The Act has three parts. Part two was concerned with providing
financial assistance for hotel development, a scheme that expired in 1973. Part
three of the Act provided for a system of compulsory registration of tourist
accommodation, although the systems of classification and grading subsequently
introduced in the UK have remained voluntary. Part one of the Act provided a
statutory basis for a British Tourist Authority and national tourist boards for
England, Wales and Scotland (Northern Ireland already had one). The chair and
board members of these national groups were to be appointed by the relevant
government ministers.

The British Tourist Authority was to have sole responsibility for promoting Britain
overseas, and was to deal with issues and advise ministers or public bodies on
tourism matters relating to Britain as a whole. The English, Scottish and Wales
Tourist Boards had similar advisory duties and were charged with marketing their
areas within the UK. Specifically, the act allowed all four tourist boards:
• To promote and undertake publicity in any form
• To provide advisory and information services
• To promote and undertake research

In 1993, Ian Lang, the then Secretary of State for Scotland ordered a review of the
Scottish Tourist Board (STB). The review led to a reorganisation of the tourism

                                                                                                                               
Night Clubs/Licensed Clubs (SIC 554), Travel Agencies/Tour Operators (SIC 633), Libraries, Museums,
Galleries etc (SIC 925), and Sport and other Recreational Activities (SIC 926, 927) – quoted in Policy and
Financial Management Review of the Scottish Tourist Board, 1998.

5 See European Commission, Community Methodology on Tourism Statistics.
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structures through a reallocation of responsibilities among the various public
bodies and public sector agencies involved in Scottish tourism.  Until then, the
STB under Section 4 of the Development of Tourism Act, 1969 had provided
financial assistance for tourism projects, funded from central government sources.
The 1993 review removed this responsibility and the associated access to funds
from the STB. Power to provide financial assistance to tourism projects was ceded
to the national economic development agencies in the form of the Scottish
Enterprise Network, consisting of Scottish Enterprise (SEn) and Highlands and
Islands Enterprise (HIE), and the local enterprise companies (LECs) for which SE
and HEI had co-ordinating responsibilities. In an exchange of responsibilities, the
STB assumed SEn’s and HIE’s responsibility for the marketing and co-ordinating
of ATB activities, and the marketing of Scotland as a whole.

The Strategy for Scottish Tourism
The Scottish Executive’s strategy on developing tourism as an industry within
Scotland was described in ‘A new Strategy for Scottish Tourism’, published in
February 2000.  The strategy stated Scotland has the assets to become a ‘world
class tourism destination’, as long as the industry is modern, embraces the culture
of lifelong learning, and provides the highest quality of service.  It identified five
key areas where the tourism industry should improve if the full potential of the
sector is to be realised:

• Keeping up to date with the latest technology as a means of understanding the
demands of customers and communicating with them effectively.

• Improving the marketing of Scotland, to persuade Scots to holiday in their own
country and to develop niche markets to encourage more foreign visitors to
Scotland.

• Improve quality in the industry by displaying charges and prices clearly;
creating quality advisers through the Scottish Tourist Board; producing a
national transport timetable.

• Improving skills and service quality through the establishment of an industry-
led Tourism Skills Body, and by increasing the number of tourism workers with
Modern Apprenticeships.

• Improving the structure of tourism funding in Scotland to promote collaboration
and avoid duplication.

To measure the success of these measures, and all the other initiatives contained
in the tourism strategy, the Executive set targets to establish improvements in the
industry.

Following a shift in departmental portfolios in November 2001, the responsibility
for tourism (and sponsorship of VisitScotland) was moved from the Scottish
Executive Enterprise and Lifelong Learning Department to the Education
Department.
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In March 2002, Mike Watson MSP, Minister for Tourism, Culture and Sport,
announced the results of a review of the Tourism Strategy in the Tourism
Framework for Action 2002:2005. This identified three priorities for the
development of tourism in Scotland:

• Market Position – development of a better and stronger position with
clearly defined brands and products to appeal to and meet customer needs

• Consumer Focus – to drive quality standards, develop new and enhanced
products and services, improve customer research and skills in the industry

• Enhanced Status of Tourism – to ensure the importance of tourism to the
Scottish economy is recognised.

The document also describes the ‘next steps’ in the process:

• The Scottish Executive and VisitScotland will lead on the development of
a Measurement framework for these actions to produce targets, key
performance indicators and corresponding measures

• A Steering Group, chaired by the Minister for Tourism, Culture and Sport
will be formed to oversee the progress of the Tourism Framework for
Action.

• VisitScotland will chair an Implementation Group to monitor actions,
engage with industry and advise the Steering Group.

• A series of events will be organised, with the intention of engaging
Scotland's tourism industry and increasing mutual understanding of each
organisation's roles and responsibilities.
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ORGANISATIONAL STRUCTURE OF THE SCOTTISH TOURISM

INDUSTRY

Today, VisitScotland remains the lead organisation for tourism in Scotland.
However, it is only one, albeit significant, player in the varied list of organisations
that have a role in tourism activities.

CORE SUPPORT ORGANISATIONS

British Tourist Authority
• Promotes Britain around the world
• Gathers and disseminates tourism information and market intelligence for the UK

tourism industry

VisitScotland
• Leads the tourism industry and provides strategic guidance
• Generates jobs and wealth for Scotland through the promotion and development of

tourism

Area Tourist Boards
• Statutory bodies providing focus for tourism activity at a local level
• Responsible for providing customer information services and marketing the local area

Scottish Enterprise
• Provides support for business activities and training in the tourism sector
• Promotes and encourages exports; attracts inward investment

Highlands and Islands Enterprise
• Acts as government’s strategic development agency for the Highlands and Islands

area
• Via a network of ten local enterprise companies, develops the economic and social

potential of tourism in the HI area

Local Enterprise Companies
• Responsible for supporting local businesses or individuals
• In the Highlands and Islands area, assists with businesses and skills development,

and environmental improvements

Local Authorities
• Main public funding source for ATBs, providing services to businesses and visitors, for

example, the control of public amenities like museums, galleries and sporting facilities
• Responsible for roads, planning, tourism signposting, health & safety and licensing, all

of which have a direct impact on an areas potential success as a tourist destination

Scottish Tourism Forum
• Provides the private sector with a platform to be involved in national planning and

management of tourism in Scotland
• Forum membership comprises mostly trade associations in the tourism and hospitality

sector, marketing groups, including twelve of the area tourist boards, national icons
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such as the National Galleries, National Museums and the National Trust for Scotland,
as well as corporate groups involved in tourism and hospitality careers and skills

Other public bodies impacting on tourism include:

The Forestry Commission, Historic Scotland, the Scottish Arts Council, the Scottish
Museums Council, Scottish Natural Heritage and sportscotland.

European Funding
• European Funding (particularly through the European Regional Development Fund)

has been crucial in enabling millions of pounds worth of tourism projects to be
implemented in recent years

• VisitScotland liaises with Scotland Europa and the BTA Europe Manager on all
European issues relating to tourism, including financial issues relating to Euro policies

Spend on Tourism: 1999/2000

£ million

STB/VisitScotland 20.3
British Tourist Authority N/a6

SE/HIE 25
Local Authorities 7.5
Historic Scotland 8
National Museums N/a7

European Union N/a8

Millennium Commission 62.4
Heritage Lottery Fund 73.2
Arts Council Lottery Fund 7.9

Source: Benchmarking Study, Attractions Survey, VisitScotland

In addition to the core public organisations related to tourism mentioned above,
tourism can be linked to a broad range of government activities.

• Transport links –rail, road and air links to and from Scotland
• Education –for example, people’s modern language skills
• Sport –for example, funding of bids for major sporting events, like Euro 2008,

the Ryder Cup, etc.
• Environmental improvement schemes –what are tourists’ perceptions of

Scotland’s environment?
• Modern Apprenticeships –numbers of government sponsored apprenticeships

taken up within the tourism industry
• Culture –government funding for the arts in Scotland

6 The BTA is a cross-Britain body which markets Britain as a whole overseas. Its marketing activity is
customer led and it is therefore not possible to break spend figures down into constituent parts of the UK.

7 Spend for National Museums is not quantified.
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• Development of other sectors, e.g. farming, fishing
• Land Reform –consequences for public access
• The Planning system –government plans to shape and protect the quality of

Scottish towns, cities and the countryside

Some of these headings are self-explanatory, others could be examined in further
research briefings or in evidence to the Inquiry. For example, as the case study
below shows, modern language skills can impact on tourism.9

CASE STUDY: MODERN LANGUAGE SKILLS
IN SCOTTISH HOTELS

A recent study, carried out by Pexel Ltd in
collaboration with the Scottish Centre for Tourism
found that staff in 97% of hotels were unable to
answer basic questions in French and German from
prospective customers. Staff at only two hotels of 100
sampled could answer the question put in French –
Can I pay for my room in Euros? Commenting on
these results, Andrew Martin, director of the Scottish
Centre of Tourism at the Robert Gordon University in
Aberdeen, said he feared that the tourism industry
may lose business as a result of its failure to offer
proper customer service. He said: ‘If we can’t even
take a booking in someone else’s tongue then we
could be losing out’ in this ‘fierce marketplace.’

ECONOMIC POSITION

In 1999, tourism related employment accounted for 177,907 jobs in Scotland, plus
15,400 self-employed jobs. In the same year, Tourism related employment
accounted for 6% of all full-time and 15% of all part-time jobs in Scotland. It is a
crucial element of Scotland’s economy.10

                                                                                                                               
8 European Union figure not calculated specifically for tourism.
9 See, for example, The Herald, 5 March, ‘Hotels fall at the Language Barrier.’ There has been a great deal of

work carried out in the area of language skills in Scotland, and the implications of this for global
competitiveness. See, Margaret Nicolson’s article ‘Language Learners and Diverse Legacies,’ Scottish
Educational Review, vol. 32, no.2 November 2000, pp118-130. In this article, Nicolson argues that with
Devolution an ideal opportunity presents itself to reverse negative cultural and educational legacies. This,
she believes, would provide the means to a healthier, and more open cultural and social dialogue,
ensuring the democratic future of Scotland in the world at large.

10 For a more detailed breakdown of tourist related employment, see The Scottish Tourist Board,
Employment in Tourism related Industries in Scotland 1999. Figures for 2000 will be published shortly.
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Service Sector Export Performance in Scotland: 1998-2000

1998 1999 2000

Service Sector £m £m £m

Tourism 945 845 792
Oil & Gas 815 959 668
Computers &  Software 352 382 520
Insurance/Assurance 236 269 282
Higher Education 194 196 251
Banks 151 131 149
Commercial R&D 53 56 74
Other Financial Institutes 38 45 53
Healthcare 19 28 28
Transport 34 27 24

Source: Adapted from the SCDI Survey of Scottish Sales and Exports 2000/2001.
 Published in January 2002 by SCDI

 DOMESTIC TOURISM FROM RESIDENT UK POPULATION

All Tourism Trips (Millions) 1995-2000
Year UK England Scotland Wales
1995 147.79 114.05 17.53 12.79
1996 154.22 117.33 19.63 13.60
1997 162.23 125.55 21.19 12.25
1998 148.82 115.43 18.91 12.27
1999 173.10 137.71 18.53 13.37
2000 175.37 140.43 18.96 13.35

All Tourism Nights (Millions) 1995-2000
Year UK England Scotland Wales
1995 526.03 391.21 67.26 52.15
1996 532.79 389.61 72.48 56.23
1997 555.30 411.62 77.87 51.23
1998 515.95 386.26 70.36 45.93
1999 568.63 432.80 69.36 50.60
2000 576.37 439.21 70.42 49.10

All Tourism Spending (£ Millions) 1995-2000
Year UK England Scotland Wales
1995 20,072 14,630 2,793 1,573
1996 22,041 15,763 3,276 1,781
1997 24,137 17,264 3,724 1,626
1998 22,814 16,383 3,490 1,674
1999 25,635 19,106 3,600 1,723
2000 26,133 19,890 3,699 1,654

Source: United Kingdom Tourism Survey.
Last updated: 25 April 2002.
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 VOLUME AND VALUE OF OVERSEAS TOURISM IN SCOTLAND (MILLIONS)

1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001
Trips 1.62 1.80 1.67 1.77 1.92 2.02 2.10 2.14 1.86 1.69 1.55
Nights 16.5 18.4 17.8 17.7 19.1 20.5 19.4 19.9 15.9 14.4 13.0
Spend 501 618 660 768 837 1008 931 986 833 789 710

Source: IPS
Note: Spend data in cash prices. 2001 data estimated.

POTENTIAL ISSUES FOR THE TOURISM INQUIRY

While the Executive has been keen to stress the importance of tourism to the
Scottish economy and has announced a series of policy initiatives, criticism of its
approach endures.  The petrol demonstrations in 2000 demonstrated the high cost
of fuel in Scotland compared with the rest of the UK, a factor which is felt
disproportionately acutely in remote areas. In September 2000, the Scottish
Tourism Forum11 which represents private sector interests, explained its concern
about the state of the tourism industry in Scotland:

• Tourism revenue and numbers are disappointing – leading to the flattening out
of growth trends in Scotland, against the world trend of continuous growth.

• Product and visits in Edinburgh and Glasgow are in growth – implying that
tourism in the rest of Scotland is in sharp decline.

• Government (Scottish Executive) and the public agencies have failed to
demonstrate their commitment to the industry and to finding solutions.

The Forum claims that:

There is increasing intolerance and cynicism about the commitment of politicians
and the capability of public agencies to take the lead in marketing Scotland and to
make infrastructure investments to create a positive environment for business.
Some issues are the remit of Westminster and Gordon Brown, but the failure of the
Executive to press Scotland and tourism’s case is considered by many in the
industry as a failure of the Scottish system.

Industry was heartened to see tourism move to centre stage in the debate about the
economy. But not enough action has taken place to demonstrate the Executive’s
commitment to back up the words of the strategy. Industry now knows that there
was no new money committed.

It identified the following areas as ‘current challenges’:

• Government fiscal policy

11 Private correspondence with the Scottish Tourism Forum, September 2000. The material quoted from the
Scottish Tourism Forum in this section is taken from SPICe Research Note RN00/77, The Scottish
Tourism Industry.
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• The value of the Pound
• Increased costs within the industry
• Increased costs for the visitor, especially petrol prices
• Failure to deliver Ossian and effective web/e-commerce strategy
• Inadequate level of funding for marketing of Scotland overseas and in rest of

UK
• The status and recognition of the importance of the industry
• Political commitment to tourism
• Dedicated champion for tourism at political level
• Need for industry to demonstrate its commitment and willingness to adapt to

the marketplace

More recently the press has reported discontent among industry leaders about the
amount of Scottish Executive funding allocated to Tourism. Commenting on the
proposed funding for VisitScotland in 2002-03, a spokeswoman for the
VisitScotland group was quoted as saying:

When this year’s funding was announced, we expressed disappointment.
We have devised a wide-ranging plan, and we did hope we’d be allocated
funding similar to last year’s. We are going back to the executive to try to
negotiate a greater investment in the plan and the industry, but we do
understand that the minister is sympathetic to our situation.12

The Moffat Centre for Tourism at Glasgow Caledonian University also identified a
number of issues facing the industry in Scotland13:

• The marketing budget for tourism in Scotland, through the Scottish Tourist
Board, is significantly lower than in Ireland.

• There is a need to bring in call centre technology, for example the ability to
provide interactive responses, to Scotland’s Tourism Information Centres. In
some parts of the country, tourists may have to make several phone calls to
find out basic holiday information, rather than be able to rely on a ‘one stop
shop’.

• There is no real geographical connection between the local enterprise
companies, local authorities and Area Tourist Boards. There is a danger that
this could lead to a duplication of services and a lack of awareness of what
other agencies are doing.

 SOCIAL ATTITUDES AND TOURISM

It is argued that social attitudes in Scotland might have had a negative impact on
the development of the tourist industry. It has been suggested that this has firstly
been in terms of a negative view of Scotland by Scots, and secondly the low
perceived status of tourism as an industry.  For example, evidence from Tourism

12 From ‘Funding War over Tourism,’ in Scotsman, 27 May 2002.
13 Private correspondence with the Moffat Centre for Tourism in Scotland, September 2000. The material

quoted from the Moffat Centre in this section is taken from SPICe Research Note RN00/77, The Scottish
Tourism Industry.
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Attitudes Surveys14 shows that Scots themselves rate Scotland poorly in
comparison to visitors from other countries:

Scottish Tourism Attitude Surveys

English Scottish USA German French Italian Spanish

(%) (%) (%) (%) (%) (%) (%)

Beautiful scenery 94 91 96 94 90 97 95
Friendly people 82 74 85 87 77 77 86
Wild landscapes/wilderness n/a n/a n/a n/a 87 74 66
Unspoilt environment n/a n/a n/a n/a 77 75 79
Nature & wildlife n/a n/a n/a n/a 68 74 60
Good place to relax 85 81 67 72 63 61 75
Interesting history/culture 76 72 87 86 44 73 78
Good for hiking/walking 66 62 71 79 70 46 49
Plenty to do and see 64 40 81 69 70 55 71
Slower pace of life 57 63 47 41 45 65 57
Good places to eat out 40 44 50 15 15 13 14
Local products to eat and drink 39 44 40 27 27 21 34
Good pubs 26 26 45 75 51 48 49

Source: Scottish Executive (2002) Tourism Framework for Action 2002:2005, p.3

Scots have a tendency it seems to talk down their country. For example:

If Scots have a characteristic fault, it is an overdeveloped sense of modesty. They
don’t like to trumpet the excellence that is here. It would help to see our country
through other people’s eyes. We recently had a busload of Austrians who simply
could not believe the lack of light pollution in the Highlands. We are so fortunate.
We are the last wilderness area in Europe. We are simply unique and we don’t
really realise it.15

In addition to Scots having a low opinion of their country, it is often argued that
tourism as a career path itself has a low ‘status’ in Scotland. It is a matter of
debate as to the degree to which this is due to inaccurate perceptions, or due to
pay and quality/seasonality of work in the sector. The Committee may wish to
examine the destination of graduates of Tourism courses at Further and Higher
Educational institutions in Scotland. How many students, trained in these courses,
actually pursue a tourism-related career?

In assessing whether Scots have an unnecessarily negative view of their tourism
product, one approach might be to conduct a literature review of Travel Guide
material. This provides insight into what travellers are reading about Scotland. It is,
most often, complimentary:

No visitor should miss the chance to visit Scotland. Despite its official union with
England and Wales in 1707, it maintains an independent national identity that
extends much further than the occasional display of kilts and bagpipes. It is also
very beautiful. The wild Highlands, in particular, are extraordinary. There’s a

14 The Tourism Attitude Surveys in the table below are from 1999 (UK, USA, Germany) and from 2001
(France, Spain, Italy).

15 Quote from Lady Claire MacDonald, of Kinloch Lodge Hotel in Skye. Taken from Press and Journal, 21
March 2002, ‘Scots Hotelier calls for more positive attitude in Tourism.’
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combination of exhilarating open space and a rain-washed quality to the light that
illuminates a wonderful range of colours –subtle purples, browns and blues,
interspersed with vivid greens and gold. (Lonely Planet Guide to Britain, 1999)

 TRANSPORT LINKS

Transport is a key issue for Scottish Tourism, being a means of delivering the
customers to the market, and being part of the product itself. Some key issues that
the committee may want to pursue include:

• Air Links: cost, number of direct flights, landing fees at airports, impact of
short break markets and low cost airlines

• Rail: infrastructure, journey times, cost
• Road: infrastructure (urban/rural), congestion, sign-posting of landmarks
• Integration of transport: need for joined-up system, tourist-friendly links,

accessible information

 MARKETING

Marketing has become a key issue for the Scottish tourism industry.  VisitScotland
has decided to move away from the notion of selling specific destinations and
instead adopted a more brand-orientated focus.  Its new approach is to promote
Scotland on a thematic basis, rather than selling Ayr, or Arran, or Skye, or
Inverness, or Falkirk. The Committee may be interested in pursuing further the
success of this approach.

Creenagh Lodge of corporate branding specialists, Corporate Edge, is the person
credited with turning New Zealand’s tourism fortunes around, and tying tourism in
with wider inward investment messages. In an article on branding Scotland and
New Zealand, he talked of the Scots self-deprecatory ways, and Scottish people’s
reluctance to blow their own trumpet. ‘Scots themselves say that from earliest
childhood they are severely discouraged from ‘showing off’. So, there is Scotland
with a sleeping giant of a brand, handicapped only by a reluctance to engage.’
Lodge makes the argument that Scotland needs to unify its ‘brand’ and realise its
enormous potential. Doing so will have knock-on effects to other, seemingly
unrelated, industries.

Just as people increasingly place emphasis on corporate ethics as a way of
discriminating between two otherwise identical investment funds, so the decision as
to which Granny Smith’s apple or lead pencil to buy will be made on the basis of
which country has the most attractive brand.

Creenagh Lodge’s work, therefore attempts to make the link between tourism’s
role in wider inward investment strategies.  Lodge’s work argues that evidence
from the New Zealand case suggests that linking inward investment and tourism
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drives may pay dividends for Scotland.16 This may be a debate that members are
interested in looking at in greater detail.

Recent years have also seen a step up in moves to improve Scotland’s strong
niche markets. In terms of the North American market, there has been an
attempt to promote the genealogical link between Scots and North Americans.
The website, www.ancestralscotland.com has attempted to encourage tourists to
look into their family background, to do some family tree research prior to their
visit.

Another niche market that had been heavily promoted in recent years has been
Golf. Golf as an industry is estimated to be worth around £100million per annum
(around 5% of the total income from tourism). The Executive’s Tourism
Framework for Action 2002-2005 emphasised the need to make more out of this
particular industry. In 2000 a new Strategy for Scottish Golf Tourism was
launched, highlighting the belief in the Executive, the STB and Scottish Enterprise
that more could be done to improve the revenue garnered from the Golf market.
The overall aim of this initiative was to increase the golf tourism sector by 1%
higher than the national tourism growth rate.17

A research document by Golf consultant, Robert Price, casts doubt over the
strategy. Price’s study concludes that the sport is fragmented, undercapitalised
and outdated, with an over-reliance on ordinary clubs and not enough good
courses.

The suggestion by the Scottish Executive that Scotland’s golf facilities can be used
to develop a niche market in golf tourism cannot be justified in terms of the quality
and quantity of golf facilities available to golf tourists.18

Price’s study makes the claim that of Scotland’s 500-plus courses, only 2% are
world class or excellent. A further 8% are of very good quality. However, 58% he
claims, are basic or very basic.

 GLOBAL ISSUES

World tourism will continue to be affected by a wide range of social, economic,
technological, political and environmental trends.

 CURRENCY

Economic trends, for example exchange rates, have a major influence on ability to
travel and destination choice. It is largely accepted that the British tourist industry

16 For more on this, see Creenagh Lodge, ‘From Scotland to New Zealand: The Principles of Branding Apply.’
From Brand Strategy, 22 November 1999.

17 From Andrew Collier, ‘Bunker Mentality?’ In Scottish Business Insider, March 2001.
18 Ibid.
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has suffered in recent years as a consequence of the strong pound.19 The full
introduction of the Euro in January of this year has had as yet an unquantifiable
impact. The committee may wish to investigate issues arising from the first year of
the introduction of the Euro.

 11 SEPTEMBER

The events of 11 September 2001 were widely predicted to have a detrimental
impact on Scottish tourism.  Provisional, anecdotal research was carried out on
this20, in October 2001. Tourism, it was argued, would be hit harder than most
industries. Andrew Goudie claimed that the attacks would have a multi-faceted
impact on tourism due to: the impact of increasing fear amongst travellers, the
increased cost of travel, the uncertainty and general intensification of the global
slow down, and the on-going political and military situation.’21

Have the consequences of the 11 September attacks been as bad as first feared?

 FOOT AND MOUTH DISEASE

There are other issues, related to competitiveness, which the committee may seek
further research on. For example, how has the industry reacted to the impact of
Foot and Mouth Disease? According to research commissioned by
VisitScotland22, the tourism sector felt by far the greatest impact from foot and
mouth disease out of all Scottish industries. It was the tourist industry that saw the
highest incidence of losses in staff and sales revenue. How has the industry
reacted to this crisis? On top of the declines that were already happening in terms
of visitor numbers to the UK prior to the outbreak (see appendix 1), how has the
industry responded in recent months?

 E-COMMERCE

Another widely discussed factor in the tourism industry in recent times has been
the continual emergence of new technologies, impacting on tourism
communications, marketing and products, and leisure and business tourism.
Effective e-marketing and e-booking is increasingly becoming less of a
competitive advantage and more of a necessity as more and more people and
companies become dependent on the internet.  It is projected that 600million
people, 10% of the world’s population, will have access to the internet by 2005.23

The Executive in their New Strategy for Tourism (2000), set the target of 30% on-
line bookings in the tourist industry by 2002.

19 See Sensitive Tourists: The Effect of changes in exchange rates and income levels on the UK’s
international tourism earnings, British Tourist Authority, Caledonian Economics Limited, 2001.

20 See, for example Andrew Goudie, Building for the Long Term: Understanding the Impact of the Terrorist
Attacks on the Scottish Economy, Report commissioned by the then First Minister, Henry McLeish,
October 2001.

21 Andrew Goudie, op.cit, p5.
22 See Foot and Mouth Disease: Impact Survey on Scottish Tourist Businesses.
23 See the Executive’s, A New Strategy for Tourism (2000).



providing research and information services to the Scottish Parliament

15

A study by the Moffat Centre for Tourism24 at Glasgow Caledonian University
examined the significance of on-line purchasing of travel products. The study
claimed that some of the headline projections on Internet use were correct -
namely that over a third of the travel buying population will purchase travel
products on-line in the future. However, this may not mean that a third of travel
industry sales will come from the Internet, rather that this third of the population
will buy some of their travel on-line and some of it off-line.

The results showed that personal service is still an important consideration for
many people and the complexity of travel arrangements meant there will always
be a place for knowledgeable intermediaries. This is because there will always be
complex products - the Internet does not change the nature of the product only its
distribution. The authors concluded that the UK is significantly behind the USA in
terms of both the volume and value of Internet sales to travel firms. UK markets –
both buyers and suppliers – have traditionally been behind the likes of the USA in
the uptake of new technologies and there is little evidence to suggest that Internet
usage is any different.

This research (conducted in 1999) suggested that the Internet and related
technologies will have a significant impact on the travel industry, but not to the
extent of significant disintermediation – that is, the bypassing of the travel agent to
the extent that this intermediary will no longer be economically viable. It is more
likely that the Internet will become an extra channel for both buyers and sellers to
use – some to a greater or lesser extent than others.

 PRICE COMPETITIVENESS

How does a holiday in Scotland compare with other destinations in terms of cost?
There has been fair degree of work carried out on this matter recently. Usually,
this relates to the UK as a whole. British Tourist Authority research (from March
2000) on the competitiveness of UK tourism made the following suggestions to
improve the competitiveness of Britain’s tourism industry. They argued that:

• The strength of Sterling has had a clear and quantifiable detrimental effect on
job creation and the tourist industry in the UK

• VAT on accommodation should be reduced to at least the EU average of 8%,
increasing government revenues as a result (see appendix 2 which shows that
the UK has the 2nd highest VAT rate for accommodation in the EU)

• Air Passenger Duty is an obstacle to tourism growth, particularly for low cost
airlines, and to travel within the UK

• Overseas visitors from ‘long haul’ markets should not bear the brunt of any
change to the revised APD formula25

24 UUKK  SSUURRVVEEYY  OOFF  TTRRAAVVEELL  PPUURRCCHHAASSIINNGG  OONN--LLIINNEE,,  MMOOFFFFAATT  CCEENNTTRREE  FFOORR  TTRRAAVVEELL  &&  TTOOUURRIISSMM  BBUUSSIINNEESSSS

DDEEVVEELLOOPPMMEENNTT,,  11999999..
25 From, The British Tourist Authority Report to the Ministerial Tourism Summit, 1 March 2000.
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Although there is a lack of specific research looking at the effects of the high cost
of the pound on the Scottish tourism industry, there is some information available.
The Scottish Tourism Forum26 notes that:

Industry associations and individual owners/managers are consistently suggesting
that visitors, from overseas as well as from within Scotland and the rest of the UK,
find costs high and value for money harder to achieve. This impacts upon the
domestic market, where the attraction of holidaying abroad is in part about value for
money and the relative low cost compared to holidaying at home. The pound must
have a role to play in this equation. Overseas visitors consistently complain of costs,
where exchange rates make costs in the UK appear high. Added to this is the cost
of petrol and ferry costs that has the impact of discouraging visitors to visit more
rural and remote areas.

An indication of the strength of industry feeling about the value of the pound lies in
the number of submissions to the Scottish Minister for Enterprise and Lifelong
Learning, in his consultation exercise resulting in the publication of the new tourism
strategy for Scotland, mid February 2000. In the consultation, 586 written
submissions were made, of which

• 137 commented on the need to reduce fuel prices
• 112 commented that Scotland was an expensive destination for visitors
• 99 commented on the importance of fiscal issues on tourism performance.

A recent article in the Sunday Mail, revealed that with British Airways, it is
‘cheaper flying to Sydney than to Shetland.’27 BTA research on holiday price
comparisons shows holidays in the UK are not a cheap option.

OTHER INQUIRIES INTO TOURISM

In 1998/9, the Scottish Affairs Committee of the House of Commons conducted an
Inquiry into Tourism in Scotland. It recommended the following:

• There should be a Minister with sole responsibility for tourism in the
Scottish Executive or at the very least the Minister responsible for tourism
should have this made clear in his or her job title.

• The concept of a bed tax should be rejected as a way of funding public
support for tourism.

• The Scottish Tourist Board should core fund the Area Tourist Boards
directly.

• The Government should consult again with the national tourist boards with the
aim of producing a unified classification and grading system for Great
Britain.

• Small businesses must be encouraged to realise that the training of their staff
is an increasingly vital ingredient to the long-term viability of their industry.

• A system of compulsory registration which requires all accommodation
providers to meet basic safety, hygiene and public insurance liability standards
was recommended

26 Letter to House of Commons Library
27 See Sunday Mail, ‘You’re cheaper flying to Sidney than to Shetland,’ 21 April 2002.
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• The Committee wished to see the STB and ATBs put pressure on businesses
to develop products, which offer greater value for money, as well as setting
fairer rates and encouraging more transparency in rates quoted.

• While recognising the right of the STB to market Scotland abroad, it was
recommended that it continue to maximise the services of the British Tourist
Authority overseas.

• The Committee recommended that the STB monitor the situation of cross
border marketing closely and, if required, use its influence to encourage
ATBs to co-operate.

• The Committee welcomed the investment of public money in Project Ossian
and believes that the web offers a huge marketing potential which the tourist
industry must be in a position to take advantage of.

• The Committee stressed the need for better direct air access with overseas
hub airports and sought the support of the Scottish Parliament for those
working to improve air access into Scotland.

• The Committee recommended that an objective to make Scotland the most
accessible and welcoming tourist destinations in Europe for disabled people
be included in the 2000-2005 Strategic Plan for Tourism.

• The Committee recommended that a speedier process for obtaining consent
as well as a more consistent approach to signposting be achieved.

• The Committee recommended that the Scottish Tourist Board and the area
tourist boards examine the provision of lay-bys and viewing sites with a view
to increasing their number as well as providing them with the necessary
hardware such as tables and litterbins.

In September 2002, the Enterprise, Trade and Investment Committee of the
Northern Ireland Assembly is due to begin an Inquiry on tourism. The terms of
reference are as follows:

• To consider the marketing of Northern Ireland as a tourist destination in
the new dispensation and assess the potential for industry partnerships.

• To identify the potential for product development and product integration
appropriate to Northern Ireland’s tourist market segments.

• To assess the economic potential for the Tourism Industry in Northern
Ireland as a region coming out of a state of conflict.

• To report findings to the Assembly, the Department and/or others.
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Appendix 1
League tables

TOP 10 DESTINATIONS BY INTERNATIONAL ARRIVALS IN 2000

Rank COUNTRY 2000 Int’l
arrivals
millions

Change on
1999  %

Market
Share %

1 France 75.5 +3 11
2 United States 50.9 +5 7
3 Spain 48.2 +3 7
4 Italy 41.2 +13 6
5 China 31.2 +16 5
6 United Kingdom 25.3 -0.3 4
7 Russian Federation 21.2 +15 3
8 Mexico 20.6 +8 3
9 Canada 20.4 +5 3
10 Germany 19.0 +11 3

Total world 698 +7.3

Source: WTO estimates at May 2001.  Note: These are only international arrivals, not domestic
tourism

 TOP 10 DESTINATIONS BY INTERNATIONAL TOURISM RECEIPTS IN 2000

Rank COUNTRY 2000 Int’l
tourism receipts
US$billion

Change on
1999 %

Market
Share %

1 United States 85.2 +14 18
2 Spain 31.0 -4 7
3 France 29.9 -5 6
4 Italy 27.4 -3 6
5 United Kingdom 19.5 -4 4
6 Germany 17.8 +7 4
7 China 16.2 +15 3
8 Austria 11.4 -9 2
9 Canada 10.2 (1999)
10 Greece 9.3 +6 2

Total world 478 +5

Source: WTO estimates at May 2001
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Appendix 2
LIST OF VAT RATES (%) IN EU COUNTRIES

STANDARD
VAT RATE

REDUCED
VAT RATE

 VAT RATE ON
RESTAURANT

MEALS

VAT RATE
ON

HOTELS
SERVICES

VAT RATE ON
DOMESTIC
PASSENGER
TRANSPORT
  Air     Rail    Road

UK 17.5 5 17.5 17.5 0 0 0
IRELAND 20 12.5 12.5 12.5 ex ex ex
BELGIUM 21 6 21 Ex 6 6 6
DENMARK 25 - 25 25 ex ex ex
GERMANY 16 7 16 16 16 16 16
GREECE 18 8 8 8 8 8 8
SPAIN 16 7 7 7 7 7 7
FRANCE 19.6 5.5 19.6 5.5 5.5 5.5 5.5
ITALY 20 10 10 10 10 ex ex
LUXEMBURG 15 6 3 3 3 3 3
NETHERLANDS 19 6 6 6 6 6 6
AUSTRIA 20 10 or 12 10 10 10 10 10
PORTUGAL 17 5 or 12 12 5 5 5 5
FINLAND 22 8 or 17 22 8 8 8 8
SWEDEN 25 6 or 12 25 12 6 6 6
‘ex’ means the service maybe subject to VAT, although it is currently except from the VAT

NOTES:

• The UK has the fifth lowest standard VAT rate in the EU, and one of lowest reduced VAT rates
in the EU

• The UK has the second highest VAT rate for hotel accommodation in the EU
• The UK and Denmark are the only two countries that do not apply the reduced rate of VAT to

hotel accommodation
• The UK has the second highest VAT rate (after Denmark) for hotel accommodation in the EU
• Like the UK, half the countries in the EU apply the standard VAT rate to restaurant meals, but

those counties with a large tourism industry (Ireland, Greece, Spain, Italy, Portugal) apply the
reduced VAT rate to restaurant meals

• All countries (with the exception of the Germany) apply the reduced VAT rate to domestic
passenger transport services, but the UK is the only EU country which does not apply VAT at
all to any domestic air, rail and road passenger transport services (but other taxes are applied),
although Ireland and Italy exempt passenger transport services from VAT

Source: British Tourist Authority

If you have any comments or questions about this Research Note, please contact Ross Burnside
on extension 86231 or Ross.Burnside@scottish.parliament.uk.

Research Notes are compiled for the benefit of Members of Parliament and their personal staff.
Authors are available to discuss the contents of these papers with Members and their staff but
cannot advise members of the general public.
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Enterprise and Lifelong Learning Committee

Meeting 6 June 2002

Consideration of Committee Annual Report and Letter to Minister on Local
Economic Forums in Private

At its meeting on 12 June the Committee will consider its annual report for the
Parliamentary year 2001-2, and a draft letter to the Minister for Enterprise
concerning the committee’s views on the implementation of the local economic forum
structure in the Scottish Enterprise area.

The Committee is asked to consider whether it wishes to consider these items in
private.

It is a requirement of standing orders that committees produce annual reports, and
all will do so. There is a standard format for them. The annual report is a draft
committee report, which will be published in the normal manner, so it might be
considered appropriate to take it in private as with other committee reports. This has
happened in previous years. Alternatively, as it is factual account of the year, and not
particularly confidential, members may feel inclined to take consideration of it in
public.

The draft letter to the Minister is also akin to a draft report, although the Committee
has previously agreed to communicate its views to the Minister via an open letter (to
be published on the committee webpage) rather than via a formal report. There may
be issues which members wish to discuss in depth and reach a view on prior to
agreeing the final form of the letter. It might therefore be appropriate, if only as a
courtesy to the Minister, to discuss this item in private.

Recommendation

The Committee is invited to agree whether it wishes to take the following items
in private at its meeting on 12 June:

� the draft Committee annual report

� the letter to the Minister on local economic forums in private

Simon Watkins
Clerk


