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ENTERPRISE AND LIFELONG LEARNING COMMITTEE

AGENDA

6th Meeting, 2000 (Session 1)

Wednesday 8 March 2000

The Committee will meet at 10.00 am in Committee Room 1, Committee Chambers,
to consider the following agenda items:

1. Item to be taken in private: The Convener will move that Item 4 be taken in
private.

2. Tourism Strategy: The Committee will consider the Scottish Executive’s
published document “A New Strategy for Scottish Tourism” and will take evidence
from—

Ivan Broussine, Chief Executive, Scottish Tourism Forum

Paul Murray-Smith, Scottish Tourism Forum

Area Tourist Boards

Mr Alasdair Morrison MSP, Deputy Minister, Scottish Executive

3. European Document: The Committee will consider EU Document No. 12664/99
– “Report on the application of Directive 94/47/EC of the European Parliament
and Council of 26 October 1994 on the protection of purchasers in respect of
certain aspects of contracts relating to the purchase of the right to use immovable
properties on a timeshare basis”.

4. Tourism Strategy - Submission: The Committee will consider the content of its
submission to the Scottish Executive, in response to the published document “A
New Strategy for Scottish Tourism”.

Simon Watkins
Clerk to the Committee

Room 2.7, Committee Chambers
Ext. 0131 348 5207

Email: simon.watkins@scottish.parliament.uk
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Introduction

1. The Scottish Tourism Forum is the voice of the tourism industry in Scotland.
The Forum is a membership organisation bringing together under one roof
most of the trade associations in the tourism and hospitality arena in Scotland
together with marketing groups, including the area tourist boards, and a
number of corporate players. The membership of the Forum is attached at
appendix A.

2. The Forum’s membership is spread throughout the tourist industry, with
16,000 companies registered through the area tourist board (ATB) network; of
these, some 6,000 companies are also represented on the Forum through
their associations’ membership.

3. The scale and scope of tourism in Scotland is well documented – worth an
estimated £2.5 billion p.a. to the Scottish economy with 180,000 people
employed in the sector. Increased global competition, the high value of the
pound and changing social and economic trends have the potential for
fundamental impact upon the industry and the international competitiveness
of Scotland. Structural change and geographical imbalances potentially
exacerbate the need to take action to safeguard Scotland’s future in tourism.
The Minister, Henry McLeish, and the Scottish Executive will address these
issues through the s tourism strategy published in mid February 2000.

Existing Business and Enterprise Services for Tourism Companies

4. Scotland’s future international competitiveness in tourism is dependent upon
strong companies committed to quality and service and able to meet changed
consumer need in a changing market.

5. Effective business development services and their delivery to tourism
companies are crucial in contributing to and determining company
competitiveness and viability; the future success of Scotland’s tourism is
dependent upon successful and vibrant companies. The Scottish Tourism
Forum has examined and analysed the Enterprise and Lifelong Learning
Committee’s deliberations on local economic development services in
Scotland and welcomes the opportunity to contribute to and comment
specifically on the delivery of business and enterprise services in tourism.

6. Business and enterprise development services are crucial in tourism for a
number of reasons:
•  The average size of company in tourism in Scotland is 8 or 9 people;
•  The supply chain – or range of companies which impact upon the visitor’s

experience – is huge – up to 20,000 businesses, only 16,000 of which are
members of ATBs;

•  The range of products and services, together with their cost and quality is
highly variable; inconsistent and low quality products and services
potentially jeopardises Scotland’s reputation and the performance of the
whole industry;

•  There is a constant flow of new entrants to the industry who need to be
encouraged to deliver a high quality product to visitors.
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7. The public agency environment within which tourism related companies
operate is complex and confusing: as well as 32 local authorities delivering
services, 23 LECs and 14 area tourist boards have an interest in and
communicate with tourism companies. The divisions of responsibility between
the Scottish Tourist Board and Scottish Enterprise and Highlands and Islands
Enterprise are well defined at a national level, but unfortunately to the
individual company operating on the ground, there is uncertainty about who to
approach for what, particularly at the local level. This situation and the
confusion is exacerbated when responsibilities of agencies in one area may
differ significantly from those in another area, where an AT, for instance, may
deliver business and grant services in one area but not in another.

8. The Scottish Tourism Forum conducted its own consultation in mid 1999 to
help respond to the Minister for Enterprise and Lifelong Learning’s tourism
consultation. We elicited many comments from our members about enterprise
and business services and the operation of the enterprise network.

9. Specifically, many companies consider that:
•  Service delivery between areas is often seen as inconsistent
•  Quality standards of service delivers vary across the enterprise network
•  Decisions are sometimes seen as arbitrary
•  The priority given to tourism related businesses, or types of businesses,

varies across the network
•  Some ATBs are contracted by enterprise companies to deliver business

services, whilst many are not – leading again to perceptions of
inconsistency between areas

•  For businesses which have a locus in many or all LEC areas of Scotland,
the inconsistencies are greatest – separate negotiations with each LEC
followed sometimes by different decisions from each one

•  Many larger companies in tourism, travel, hospitality and lifestyle and
leisure consider that the amount of time and energy required to present
and negotiate with LECs does not merit the response.

10. The Scottish Tourism Forum therefore agrees with the Enterprise and
Lifelong Learning Committee, that from a tourism viewpoint, there is
confusion in the marketplace about the roles and functions of the enterprise
agencies. We understand that the Committee wishes to review good
examples of partnership and we would draw the Committee’s attention to
Argyll, the Islands, Loch Lomond, Stirling and Trossach’s (AILLST) Tourist
Board and Forth Valley Enterprise’s collaboration on the delivery of business
services.

What does Tourism Need for the Future?

11. The Forum in its submission to Henry McLeish on the tourism strategy asked
that local tourism plans be drawn up by the industry, local area tourist board,
enterprise company and local authority: these must mesh with the national
strategy and be linked through their targets. The Forum, and the industry,
does not find that it is acceptable for one agency in a local area to determine
its priorities outwith this framework, as occasionally happens at present.
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12. The merger of ATBs, LECs and other economic development agencies is
unlikely to gather the support of the tourism industry except and unless the
benefits can be demonstrated. Tourism businesses have to date – through
membership and a concern for quality standards and marketing – a far closer
affinity with ATBs than with LECs and there would, we believe, be a credibility
gap to be overcome if mergers were decided as the most appropriate way
forward.

13. The tourism industry has not had the opportunity to review the scope for a
nationally branded business support service as considered by the Committee,
but we are keen that a consistent level of quality service is delivered
throughout Scotland. The English Business Link, or the French Chambers of
Commerce business services should be looked at in this regard.

14. Equally, the Forum would agree that a national helpline would assist service
delivery, but crucially, there is a need for all advisors to have had business
experience, as well as specialists having experience and an understanding of
the tourism business. We have too many examples of advisors not
understanding or knowing the operational parameters of tourism businesses
and inappropriate advice being given.

15. The Forum would propose a three tier level of business and enterprise
support for companies throughout the Scottish Enterprise and the Highlands
and Islands Enterprise areas; tourism businesses should be eligible for this
support:

•  A consistent, high quality available-to-all service, which as the Committee
suggests, might be branded with a helpline. There should not be any
differentiation of this service across the Scottish Enterprise and the
Highlands and Islands network.

•  A more intense, longer term, professionally driven advisory, funding and
support service available to start-ups and to existing indigenous
companies; determinants about the level of intervention and support
would be the business plan of the company. This service must not be
bureaucratic and must have credibility to offer real added value. The
Committee’s identification of the criteria of “enhancing the company’s own
development capacity” is agreed with and as crucial as finding the right
people to operate the service. For tourism businesses it is also crucial to
link company capacity building with the adoption and delivery of high
quality standards of service.

•  The third tier of economic and business development activity falls within
the auspices of generating strategic growth: the clusters work of the
enterprise network is a start in identifying supply side gaps and strategic
investment needs within the economy. These might reasonably be at local
level and give LECs the opportunity to invest in and stimulate locally
based solutions and fill local gaps. Responses and investment within this
third category will be discretionary, but must fall within a national, as well
as a local framework. Specifically in tourism, the proliferation of visitor
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attractions, stimulated and/or supported by LECs, leads to displacement
and usually extremely limited additional value to the national economy.

16. The Scottish Tourism Forum is of the view that the retailing sector should be
made eligible for business and enterprise support. Retailing’s role in tourism
and economic regeneration is underestimated.

17. The Enterprise and Lifelong Learning Committee also highlighted the
confusion and fragmentation around the whole area of lifelong learning, skills
development and training course delivery. The Forum would broadly agree
with the findings of the Committee. Tourism Training Scotland (TTS) has
undertaken some valuable work, supported by the SE and HIE networks as
well as by many industry players. Current discussions focus upon a
reconstitution of TT, giving greater focus on maximising industry take-up of
courses and relevant skills development.

18. The industry view is that too many training initiatives were being developed in
the past in an uncoordinated way by LECs, with industry take-up now having
reached a peak. There is a need for commercial marketing and sales
techniques to be used to demonstrate the benefits of industry participation
and take-up. More focus has to be given to the needs of the market and of
companies, and making it an easy purchase for them. The confusion in the
market place referred to by the Committee should be addressed by the
renewed TTS.

19. The Forum agrees with the Committee that:
•  There is a need to promote workplace learning. In the tourism industry,

skills development is crucial to the success of the visitor and customer
experience. We would acknowledge that the industry is not necessarily
well regarded by young people and entrants and more needs to be done
by public and private sectors together to change employment practices,
enhance workplace learning and promote management development.

•  There is a need for a framework to measure performance. Earlier, we
refer to the e need to mesh local agency plans with national strategies
and targets. The Forum considers that this will require better defined and
stronger lines of accountability to government, clients and the public.

•  There should be a review of economic data available to inform policy.
In the tourism industry, companies have commented frequently that the
inadequacy or tardiness of data makes business planning difficult. There
is a dependence upon UK passenger data, which is late in being analysed
and distributed; there is not enough understanding or dissemination of
information about future trends and about the industry itself. We do not for
instance know the contribution to the £2.5 billion p.a. estimate from the
top 100 companies; nor do we really know the number of new entrants or
their business life expectancy. Some steps are being taken to rectify
these weaknesses, but the Committee should be made aware how
important this issue is for the tourism industry.



Scottish Tourism Forum

Enterprise and Lifelong Learning Committee

Inquiry into the Delivery of Local Economic and Business Services in Scotland

5

Enterprise and Lifelong Leaning Committee: Phase II and III Inquiry

20. The Scottish Tourism Forum would welcome the opportunity to collaborate
with the Committee on the subsequent phases of it evaluation, and
particularly to identify positive opportunities for the tourism and hospitality
industry. The Forum could for instance assist with the Committee’s ambition
to use innovative measures to speak to consumers of economic development
services by hosting the Committee and Forum members to review
experiences.

Ref: IB 14.02.00
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Introduction

The Scottish Tourism Forum welcomes the invitation from the Enterprise and Lifelong
Learning Committee to present written and oral evidence on:

•  the future operation and delivery of business, economic and enterprise
services; and

•  responses to the Scottish Executive’s tourism strategy, recently published by
the Minister for Enterprise and Lifelong Learning.

The Forum will also be preparing evidence and a submission to the Minister on the
Enterprise Network Review.

The Scottish Tourism Forum is the voice of the tourism industry in Scotland,
comprising the many trade associations, companies, marketing groups and other
bodies dependent upon tourism for their welfare and income. The Forum’s role is to
represent industry views and priorities to government (at Holyrood, Westminster and
Brussels) and also to advocate and promote back to the industry in Scotland the
commitment and investment it must make to ensure competitive companies and
Scotland’s international competitiveness.

The Forum particularly welcomes the recent commitment and focus of the Scottish
Executive, the Committee and the Parliament on the performance and effectiveness
of the tourism industry and the opportunity being given to the industry and the Forum
to participate in defining solutions and actions to enhance Scotland’s
competitiveness.

The Delivery of Local Economic and Business Services

The Forum recently made a written submission to the Committee on the
effectiveness and future of local economic and business services, as they relate to
the needs and aspirations of the tourism industry. The Forum would be happy to
amplify and elaborate our views to the Committee on the 8th March.

Enterprise Networks Review

The Forum will be researching in detail industry’s and our members’ views about the
structure of the enterprise networks, to be able to contribute to the Minister’s issues
paper as well as to advocate the most effective structures to deliver to tourism’s
needs.  What we can say at this time, from our discussions with members last
summer, is that:

•  A significant strength of the area tourist boards (ATBs)  lies in their
accountability to their members

•  The number of overlapping organisations at a national and local level – ATBs,
local authorities and LECs – causes confusion and uncertainty for tourism
businesses, about who to approach for what

•  As we have highlighted in our earlier submission to the Committee, different
services may be offered in different areas to similar companies.
Inconsistencies add to industry confusion about the role of the different
agencies

•  The absolute priority is for Scotland to be marketed vigorously and
unambiguously to target markets
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•  It is crucial that the enterprise network structures encourage the reallocation
of existing resources away from overheads to the frontline – to marketing,
skills enhancement and to companies

•  Industry wants a “one-stop shop” to approach for tourism related activity –
support and marketing partnership.

The Forum has not argued for increases in public funding of tourism activity; the
ambition would be to avoid the overlap and give focus to meet priority industry needs.
We acknowledge the investment and commitment made by LECs and others to
developing the product and enhancing opportunities for tourism businesses.

General Reaction to A New Strategy for Scottish Tourism

The Forum was invited, as the only private sector representative on the Minister’s
Scottish Tourism Co-ordinating Group, to participate in the drafting of the earlier
versions of the strategy. The Forum also undertook an extensive consultation with
our own members in the summer of 1999 to prepare our own comprehensive
response to the Scottish Executive’s tourism consultation. The Forum has therefore
tracked the development and content of the strategy.

The Forum has a number of comments to make in welcoming the strategy.

Firstly, the Forum welcomes the new tourism strategy and the tone and targets that it
sets for the industry. The strategy makes a significant contribution to enhancing the
role and status of the industry as an economic driver in Scotland, although we
acknowledge that will not be able to deliver everything that the industry wants and
needs.

The Forum is of the view that tourism in Scotland must mature as an industry and be
acknowledged as a key Scottish economic activity. This is crucial in order that:

•  companies which make up and contribute to the industry enhance the quality
of what they deliver and sustain their viability by recognising the complex and
competitive operational and market environment within which they deliver
services to customers;

•  the diverse range of companies responsible for the quality of the visitor
experience – from provision of information and booking, travel,
accommodation, entertainment, attractions through to shopping – recognise
their importance within the supply chain or cluster and that poor service or
quality from one supplier damages the reputation of all the other suppliers
and, ultimately, Scotland’s ability to compete;

•  the excitement and dynamism of the industry be seen and understood by
potential new job entrants, and the industry offer first choice careers;

•  public, political and media debate and discussion, as well as policy and
investment decisions, mature in line with the acknowledgment of the
complexity and importance of the industry;

•  public agency and government structures and actions are focused to deliver
more effective services and infrastructure to meet the needs of the industry
within the international market place.

Secondly, the tourism strategy’s focus on niche marketing, Project Ossian and e-
commerce, skills development, integrated transport timetable, quality measures and
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sustained funding for ATBs are all welcomed and are in line with the ambitions
expressed in the Forum’s submission.

Thirdly, the additional funding commitments are welcomed.

Fourth, the setting of targets, both at an operational level – modern apprentices and
individual learning accounts – and for the performance and growth of the industry in
the future are welcome. These may be tough targets when compared with what has
happened in the past, but nevertheless, they should be achievable if government,
public agencies and the industry work in partnership. They should of course be kept
under review.

Strategic Issues Requiring to be Addressed

The Forum has gathered immediate responses to the tourism strategy from a
substantial number of members, including some ATBs. We want to bring a number of
strategic issues to the attention of the Committee. The Forum has also brought many
of these to the Minister’s attention.

1. The tourism industry in Scotland operates from the viewpoint of the needs
and operation of the industry itself – “supply-led” solutions. Thinking by
government, public agencies and companies has to be turned around to
address the needs and opportunities of the market – a demand-led culture is
necessary.  Where is the demand coming from? How do we access it? How
do we get people here? How do we give them a good experience when they
are here?

The strategy helps in this regard, but the process has to accelerate otherwise
there will be inadequate policy responses and business investment to
respond to market need and opportunity.

2. We need a fundamental shift and improvement in industry engagement by
government and public agencies. The Forum is acutely aware of the
segmentation of the industry and this makes effective communications and
engagement even more important. Companies with skills, expertise and
opinions to offer must be encouraged to contribute to niche market
development, Project Ossian, raising quality standards etc. Identifying
strategies and programmes is not and cannot be a public agency prerogative.

3. The industry includes some large companies who between them employ an
estimated 45% of employees in the industry. Industry ownership and
decision-making is increasingly based outside Scotland, or indeed the UK,
and the Scottish market is a modest proportion of their overall turnover and
profit. These companies, their skills and expertise must be engaged and be
brought into the framework of research, policy development and marketing
actions otherwise there is a risk of losing these companies’ skills and
commitment to Scotland.

4. E-Commerce and Project Ossian are crucial components of the tourism
infrastructure, and the commitment of the Scottish Executive to its
enhancement and delivery is welcome. The speed to market of this project
however has raised some concerns within the industry.
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5. ATB funding is a core issue which will not go away. Three year funding from
the local authorities is welcomed, but concerns expressed about its
enforcement and also the current level of funding for some ATBs (after some
years of erosion to the current level) should be noted. This issue needs to be
monitored very closely.

The Forum will address the structure and relationships of the Scottish and
Highlands and Islands Enterprise Networks, Scottish Tourist Board, LECs and
ATBs in the coming months, to contribute to the Minister’s consultation.

6. It is crucial that the impact of other policy and legislative decisions by the
Scottish Executive - on non-domestic rates, transport, licensing, national
parks proposals etc. – are recognised. Equally, fiscal and monetary decisions
made by the Chancellor, or resulting from government policy, impact to the
Scottish tourism industry’s disadvantage – fuel costs and the high value of the
pound particularly. We were disappointed that there was little
acknowledgement in the strategy that Scotland is a high cost destination
resulting from these last two costs. Joined up government needs to be
translated into joined up action.

7. Two points of detail are worth commenting upon;
•  Further Education and Higher Education skills and resources need to

be encompassed in the new Skills group, to support its objectives and
delivery of appropriate skills development to business.

•  Enhanced quality measures should include food providers and
acknowledgment of the pilot work undertaken by Taste of Scotland.

Scottish Tourism Forum Actions

The Forum is keen to support the Scottish Executive and the public agencies
to deliver the strategy and make the industry, and Scotland, more
competitive. The Forum will continue to contribute to policy, programme and
project development where this achieves these objectives.

The Forum will support industry engagement in the strategy and in enhancing
the quality of the Scottish product, service to customers, and marketing efforts
to bring more visitors to Scotland. The Scottish Tourism Forum is supportive
of and encourages the effort and commitment of the STB and enterprise
networks to enhance Scottish tourism.

The Forum will take specific action and make proposals to the Minister on:
•  Communication and engagement with the industry
•  Engaging top companies and supporting their investment in Scotland
•  Generating industry commitment and contributions to the strategy

targets
•  Making the proposed annual review conference a success by ensuring

high industry turnout to review the strategy’s implementation.

IB 29.02.00
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THE SCOTTISH TOURIST BOARD’S RESPONSETO
A NEW STRATEGY FOR SCOTTISH TOURISM

This response is based on our evidence to the Pathfinders to the Parliament Initiative comprising:

1 What issues will affect tourism in Scotland 2000/2005

2 Lord Gordon’s covering letter of 4 March 1999.

Scottish Tourist Board
September 1999



 WHAT ISSUES WILL AFFECT TOURISM IN SCOTLAND  2000/05?

This section examines a number of key issues, identified by the STCG partners (see Appendix 2), which
will affect tourism as we move into the new Millennium. These, together with the Tourism Futures work
outlined in Appendix 1, will influence the development of the new Strategic Plan, to be published later this
year.

How can we get to know our customer and potential customer better?

♦  Who are our customers of the future?

Keeping a focus on the customer is crucial of any successful business and tourism is no exception.
We must continue to gather and interpret the market intelligence, which exists from many sources,
and use this to:

•  Confirm Scotland’s major markets and the segments within these markets.
•  Identify emerging markets and segments which will be interested in the Scottish product (for

example, how do we exploit the opportunities of the interest in Celtic heritage, eg Scotland and
Ireland, without losing competitive advantage?)

•  Develop strategies to reach these customers

♦  How do we communicate with our customers?

Communication channels will change radically over the next five years.  The advent of digital
television and radio will see a proliferation in channels available; the growth of direct marketing
continues; new opportunities for advertising appear constantly; interactive systems will become the
norm.  It is in this environment that we have to choose the best methods to talk to our customers.

Technology is changing the nature of the interaction we will have with our customers at an incredible
speed.  No sooner does something seem to be cutting edge than it becomes old hat. And yet tourism
– because it depends heavily on the provision of information to consumers is ideally place to use new
technology and consumers are highly motivated to make the effort to seek that information out.  The
same cannot be said for many other products.  The challenge for us is therefore to think creatively
about how we can use technology both to get our message across, to provide information and to
make it easy for our customers to access our product.  www.holiday.scotland is at the forefront of this
backed up by the bookable product database that Project Ossian provides.  But this is just the
beginning……

♦  What will our customers want?

We know that people visit Scotland for the unique blend of outstanding scenery, culture and heritage.
Which is just as well as these are things we cannot change.  But they need more – transport,
accommodation, places to eat, and entertainment.  These are all subject to changing tastes and
expectations.  We have to be sure that these live up to international standards.  Identifying these and
ensuring we deliver them will be crucial in a competitive world environment where all destinations are
becoming accessible.  We must always think- why would anyone come here if they have their choice
of anywhere in the world?

How should Scottish tourism be supported?

♦  What will be the effect of a Scottish Parliament?

In May 1999 Scotland will undergo radical constitutional change with the advent of a Scottish
Parliament.  This will have widespread implications for many areas of Scottish life.

Tourism and related powers such as transport, the environment, the arts and local government,
already devolved administratively, will become the responsibility of the Scottish Parliament. The



Parliament will have full legislative and budgetary powers in these. The Parliament will also have an
impact on the fiscal environment in which tourism business operate.  The structure of ministerial
responsibilities and, therefore, the location of the tourism portfolio, will be a matter for the Scottish
Parliament to decide.

STCG partners and the industry will need to embrace these changes and ensure that tourism is given
priority by a Scottish Parliament so that the right operating conditions are created.

♦  Can a clusters approach benefit tourism?

The Scottish Enterprise Network Strategy includes the adoption of a "Clusters" approach to the
development of key areas of the economy.  This involves looking at all the organisations and related
industries that can help to promote innovation and improve competitiveness in a particular area.  The
potential application of a clusters approach to tourism is currently being investigated.

♦  How should tourism support be organised locally?

One of the strengths of Scottish tourism is its formal structure, embracing as it does national and area
level interests, the industry and public sector: The ATBs are key components of this structure.  Since
reorganisation in 1996 the ATB network has delivered substantial successes, including: leading local
partnerships in developing area strategies to deliver National Strategic Plan objectives; providing
affordable co-ordinated marketing for the 16,000 businesses in ATB membership; improving the
quality of local information services across 150 Tourism Information Centres; and working in
partnership to bring Project Ossian to fruition.  However, nearly three years after reorganisation some
ATBs have encountered problems with funding which have restricted their effectiveness.

Resolving this situation in order to achieve a stable and effective ATB network is fundamentally
important to the future effectiveness of the tourism structure in Scotland and its ability to develop
tourism, in the longer term, at local and national level.

♦  What is the future of European Funding?

The current European Structural and Cohesion Funding Programmes expire at the end of 1999.  The
importance of such funding is underlined by the fact that £75 million was available for tourism
infrastructure, marketing and promotion under the existing 7 programmes – Objective 1, 2 and 5b.

From year 2000 new arrangements will operate and it is as yet unclear which areas will qualify for
future funding under the different objectives.  Every indication is that less of Scotland will be eligible,
however, transitional funding arrangements will apply to all areas losing eligibility for at least 4 years.

Planning has started to establish proposals on eligibility on the new arrangements. It will be important
to ensure that tourism development and particularly support for tourism marketing remain eligible
measures in the new programmes post 2000.  It would also be beneficial if bids for them could be
made on a pan-Scotland basis.

How will the tourism brand fit in with the branding of Scotland

We must ensure a consistency in Scotland's brand positioning across all Scottish export sectors.
Scotland the Brand are seeking to establish a branding of Scotland that will enhance the marketing of a
wide range of Scottish products from electronics and finance through to culture and the arts.  As the
government's tourism marketing agency, STB has the prime responsibility for, and guardianship of, the
Scotland brand in the tourism sector.  We must ensure that this brand is consistent with other sector
branding whilst maintaining a focus on the 'holiday-buying' customer.



How do we make sure all of Scotland benefits from tourism?

♦  Tourism is one of the few industries that can create employment and investment opportunities
throughout Scotland. We must  ensure that the economic benefits of tourism are enjoyed as much in
the Highlands and Islands as in the Borders or in Edinburgh and Glasgow.

♦  In relative terms, however, tourism is more important to the economy of remoter rural areas than in
our larger cities. In the Highlands of Scotland tourism accounts for 14.6% of all employment (1995)
and tourism receipts are £1661 per head of population (1996).  This compares with 7.7% and £589
for Edinburgh & Lothian and 7.2% and £205 for Greater Glasgow & Clyde Valley.

♦  The challenge then is to grow tourism throughout Scotland while meeting customer demand,
managing over-demand and highlighting lesser known areas, especially for repeat visitors. We must
play to our strengths and what our customers want - be it our cities and their culture, or the peace and
quiet of our remoter destinations. Identifying and specifically targetting appropriate markets is the key.

Can we develop Year Round Tourism?

♦  Despite recent progress Scottish tourism remains highly seasonal with 39% of holiday trips taking
place between July and September. We need to maintain our efforts in attracting business outwith
July to September.Without this additional business, operators will find it increasingly difficult to
reinvest to meet the increasing standards expected by our customers..

♦  The Seasonality Working Group of industry representatives has recently reported, endorsing the
current approach, concentrating on the consumer campaigns 'Autumn Gold' and 'Spring into
Summer', is appropriate.  There is growing evidence that they are working.  They provide a focus for
activity and are a clear and tangible way for businesses to reach their market.  But we need to raise
our sights.  We need to provide more of the products and packages that the consumer wants.  We
need to ensure that more businesses see and take advantage of the opportunities.  We want to
position these brands in such a way that they become the market leaders in UK short break tourism

How do we make Scotland more accessible?

The last five years have seen important improvements in Scotland's accessibility, not least as a result of
increased competition on the air routes between Scotland and England and the aggressive marketing of
the rail companies. We must capitalise on this and continue to influence transport policy to reflect the
needs of tourism.

Transport issues which could affect Scottish tourism in the future include:

♦  New direct air routes- scheduled and charter- to Europe/North America
♦  Landing slots at London Heathrow
♦  Quality air access to the Highlands and Islands
♦  Further competition on the Scotland/England air route
♦  Road pricing and other measures to reduce car usage
♦  Direct ferry services to the European mainland
♦  Maintaining and developing internal ferry services
♦  Rail franchising and Investment in Rail network and rolling stock.

In addition the provision of quality travel information through Project Ossian and the proposed Integrated
Scottish Transport Timetable will be another major challenge.

How do we ensure high standards in our workforce?

If Scotland is to achieve and sustain a tourism industry of world class status, a lot will depend on the
quality and skills of its workforce.  Much has been done in recent years by Tourism Training Scotland, an



STCG initiative to raise awareness of training needs and develop tourism specific programmes and
materials.  However, with rising customer expectations and increasing competition, the following  'people'
issues will continue to dominate the industry as we look to the next millennium:

♦  The Scottish Labour Market   The Scottish labour force is expected to fall by about 0.5% from 1998-
2002.  The workforce is likely to be increasingly female, older and  part time.

♦  Investing in People   Although there has been improvement over the last five years, recent work
indicates there are still varying levels of awareness in the tourism industry of the need to train and the
business benefits of investing in staff.

♦  Recruitment and Retention   Turnover rates are high in the tourism industry.The seasonal nature of
the industry means that employers have difficulty in retaining staff from year to year.  There is a
predicted shortage for the future of skilled staff with chefs highlighted as a specific need.

♦  Management Development    Managers need to be equipped with the skills to be innovative in
meeting the challenges and opportunities facing the industry, eg IT.

♦  Image     The tourism industry still has a poor image with many potential new employees/returners.
Competitive pay and conditions, clear career paths and closer links between industry, education and
the careers service are required.

How do we make our tourism industry sustainable?

Scotland is already a leader in the field of sustainable tourism. Our work on tourism management, Green
Tourism Business Scheme, cultural tourism and community involvement in tourism are examples of good
practice.  The work of the Tourism & Environment Task Force, an STCG initiative, has helped advance
the concept of sustainable tourism.  But this now requires a wider awareness within the industry, and
there is still much we can do to promote and support action towards this goal.  We need to consider the
following questions:

♦  How do we balance the needs of economic, environmental, and social sustainability?
♦  Does the industry consider it has a responsibility in the management of our environmental assets?
♦  Do we know enough about visitor attitudes to our environment and culture, and the implications for

product development?
♦  How do we fund programmes to ensure that tourism does not impact negatively on the environment?
♦  How do we maximise the potential of our rich culture without spoiling it?
♦  How can tourism underpin the economic and social fabric of fragile rural communities?
♦  How can we ensure that local communities have a say in, and contribute to, the way tourism is

developed?
♦  How do we secure a commitment to sustainable tourism within Scotland's first National Parks as they

evolve?
♦  How can we develop environmental and social indicators to measure our progress towards a

sustainable industry to complement traditional measures of value and volume?

The challenge is considerable – the government has made a major commitment to sustainable
development in the new Scottish parliament and tourism will be expected to play its part in achieving this
goal.

A NEW SCOTTISH TOURISM STRATEGY 2000-05

This Review is the first stage in the preparation of a new Strategic Plan for Scottish tourism for the period
2000-2005 and this section of the Review outlines our thinking on the process towards its publication in
late 1999.

Firstly, though, the relationship between the Strategic Plan, Area Tourism Strategies and the strategies of
other STCG organisations needs to be clear.

♦  The National Strategic Plan provides the analysis, the vision, the actions and the targets for our



industry. It offers a framework for action that should and must serve as the basis for all subsequent
decisions regarding tourism in Scotland.  It must be owned by everybody in Scottish tourism.

♦  The National Plan will in turn influence the development of Area Tourism Strategies which should
be the one single document that directs the development of tourism within an ATB area.  It should
influence and be influenced by the Network strategies of HIE/SE and their LECs, the Local Authorities
and other agencies such as SNH, Historic Scotland, Scottish Arts Council, Scottish Museums
Council, and the Scottish Sports Council.  The area strategy must have the support of tourism
businesses in the area through ATB membership.

♦  In turn Area Tourism Strategies will contain or lead to local Action Plans either for specific
geographical areas or for themes such as activity holidays, cultural tourism, sustainable tourism and
so on.

The relationship between the National Strategy, Area Tourism Strategies, other local strategies and
implementation plans is shown below:

♦  Steps in Preparation of New Strategic Plan

May 1999   Elections to Scottish Parliament.

June/July 1999    STB will consult widely on the issues highlighted in Section 3 of this Review.  We
will seek the views of the industry, other STCG agencies and Scottish business leaders to ensure that
we have accurately identified those international and domestic issues that will impact on tourism over
the next decade.

August-November 1999   Analysis, target setting and preparation of new Strategic Plan for Scottish
Tourism.

December 1999. Publish new Strategic Plan.  Widespread dissemination/ communications to secure
support for the plan and its objectives from the industry and key business leaders in Scotland.

NATIONAL STRATEGY AREA STRATEGY IMPLEMENTATION

NATIONAL
STRATEGIC PLAN

AREA TOURISM
STRATEGIES

ACTION
PLANS

STCG PARTNERS

SCOTTISH TOURISM FORUM

LEC
STRATEGIES

LOCAL AUTHORITY
TOURISM POLICY



APPENDIX 1

Tourism Futures - What does the future hold?

In March 1998 STCG established a "Tourism Futures" sub group, under the chairmanship of Lord
Gordon, Chairman of STB, to identify trends and developments likely to impact on the long term
development of tourism in Scotland over the next decade.

The group undertook a scenario planning exercise, facilitated by Scottish Enterprise, from which
emerged a vision of the kind of industry which Scotland will need if we are to remain competitive.

A Vision for Scottish Tourism

The vision for Scottish Tourism is of an industry that is internationally competitive, sustainable and
valued for the economic, social and environmental benefits it brings to Scotland.  It will:

•  have excellent market intelligence and understand the customer
•  be forward looking and international in perspective
•  be innovative, entrepreneurial and responsive to change
•  effectively exploit developments in technology
•  be committed to continuously developing skills at all levels in the industry
•  be a first choice career
•  have all the necessary infrastructure, especially transport infrastructure, in place
•  demonstrate effective collaboration between individuals, businesses, industry groups and the

public sector
•  consistently deliver the high standards expected by the customer

This vision provided a framework for the group to identify a number of key actions necessary to realise
Scotland's potential as a leading tourism destination. These are outlined below.

•  gathering and disseminating market information, taking advantage of developments in information
and communications technology

•  developing new marketing tools and approaches to reflect changing customer requirements and
new information and reservations systems

•  achieving a significant increase in the level of skills in the industry, especially management skills
in relation to managing change, the use of technology, and innovation in the industry's products
and processes

•  ensuring the provision of the infrastructure the industry needs, especially transport, information
and communications technology, and local visitor facilities

•  getting business itself to take the lead in promoting industry dialogue, sharing knowledge,
promotion of best practice and effective articulation of industry's views

•  redesigning public sector/industry roles and re-assessing how resources can be used most
effectively

•  raising the profile of the industry in Scotland and encouraging the Scottish Parliament and the
wider community to value it as a source of economic and social benefit.

It has been agreed how we take these ideas forward. STB will lead on Information Technology issues
relating to the consumer and on marketing communications, Scottish Enterprise on IT support for
businesses and infrastructure issues, and the Scottish Tourism Forum will lead on business issues
and industry communications. All other STCG members will be involved as this work develops.



APPENDIX 2

Bodies represented on the Scottish Tourism Co-ordinating Group

Scottish Office Education and Industry Department

Scottish Tourist Board

Scottish Enterprise

Highlands and Islands Enterprise

British Tourist Authority

Confederation of Scottish Local Authorities

Historic Scotland

The Scottish Arts Council

Scottish Museums Council

Scottish Natural Heritage

The Scottish Sports Council

The Scottish Tourism Forum

Chair:  Lord Macdonald of Tradeston



Mr John Mason
The Scottish Office Education and Industry Department
Industrial Policy Division
Meridian Court
Cadogan Street
Glasgow
G2 6AT

4 March 1999

Dear Mr Mason

Pathfinders to the Parliament

Thank you for your letter of 9 February inviting me to respond to the Pathfinder Initiative.  In
addition work has been done on the review of the national Strategic Plan for Scottish Tourism
1995-2000 and preliminary work has started on the new Strategic Plan for the period 2000-2005
which it is intended to publish later this year.  I thought it might be helpful if we were to include
in our response to the Pathfinder Initiative an extract from the Strategic Plan Review which
highlights some of the issues currently under discussion with our colleagues on the STCG.

In the immediate future I would suggest the following priorities for the Scottish Parliament:

1. There must be a clear recognition of the importance of tourism to the Scottish economy,
society and the environment.  It is one of Scotland’s key industries, contributing £2.6 billion
to the Scottish economy and is likely to be the principal generator of new sustainable jobs
throughout Scotland.  In ensuring that tourism is given the appropriate support to enable it to
continue to thrive the Parliament should -

- recognise its importance in placing it in the political executive structure;

- ensure adequate public funding to enable us to continue to promote Scotland;

- create an environment in which tourism can flourish by ensuring a level playing field
in all fiscal and regulatory policy relating to tourism and by ensuring that the
transport infrastructure encourages the growth of tourism.  This is particularly true of
links to Scotland by air, sea or land, but also calls for better integration of different
modes of transport within Scotland.



- ensure that there is an accurate statistical Scottish database on all matters affecting
tourism to provide an accurate benchmark against which future performance can be
measured.

- remove artificially restrictive boundaries between different public sector expenditure
blocks (eg running costs vs programmes) so that NDPBs can operate more
effectively.

2. Action is required to stabilise the funding for the area tourist network.  We have concluded
that this can best be done by channelling ring-fenced public funding through STB.  This
would allow ATBs to plan ahead with confidence about funding levels and enable us to set
consistent targets and conduct appropriate performance monitoring. In particular, Project
Ossian will deliver a competitive advantage to Scottish tourism and its development and
introduction should not be hindered by any temporary funding difficulties.

3. The Parliament should have the tourism dimension fully in mind when negotiating the
successor initiatives to current European funding.  It would also be beneficial if bids for these
could be made on a pan-Scottish basis.

4. The Parliament needs to ensure improved and effective application of resources designed to
develop tourism and administered by varying bodies so that there is a strong strategic link
between marketing, transport infrastructure, product development and training in tourism.
Tourism is above all a customer driven industry and must be led by a market focused body
with clear linkages to other public agencies.

5. Mechanisms must be available to ensure that priorities identified by the work of the Tourism
Futures Group can be addressed promptly by the Parliament and where appropriate acted on
quickly.

6. An early review by the Parliament of our preliminary thinking on a new Strategic Plan is
essential if it is to be carried into effect promptly and capitalise on the momentum created by
the Parliament itself.

I and my colleagues hold ourselves available for any discussions which might be appropriate on
these points.

Yours sincerely

enc
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The synopsis is as follows: -

1. The sample

The sample is a broad spectrum of medium sized as well as small companies in
tourist-related businesses in respect of:

•  legal structure;
•  type of business;
•  size, by turnover, number of employees, number of bedrooms

(accommodation sector) and covers (accommodation and catering sectors);
•  successful and less successful businesses;
•  members of area tourist boards , former members and non members;
•  Geographical location. (Paragraphs 1.1 to 1.10)

2. The 1999 tourist season

On balance, 1999 seems to have been slightly worse than 1998, itself a bad season.
The views of the respondents are that there was a drop in visitors from all of overseas,
Scotland and the rest of the UK. The latter part of the season was better but less so
from the profitability point of view. Perhaps this indicates a cutting of margins after a
bad early season. (Paragraphs 2.1 to2.6)

3. Government

a) 72% feel that Government (Westminster and Edinburgh) does not understand
Scotland’s tourist industry and 76.5% believe that it fails to understand the
importance of tourism to rural areas of Scotland. Legislation, in the main, hinders
rather than helps tourism in Scotland. (Paragraphs 3.1
to3.3)

b) The four main business environment issues affecting tourist-related businesses
are, in order of importance:

•  Business Rates
•  Overall level of taxation
•  Tax administration
•  Bank services (Paragraph 3.4)

c) 79% say that it is important to their business that the Scottish Executive appoints
a junior Minister with sole responsibility for the Scottish tourist industry.

(Paragraph 3.5)

d) 77% feel that the different levels of taxation (e.g. VAT and Airport Tax) are
damaging to their businesses. (Paragraph 3.7)

e) 94% believe that it is important to improve transport links to Scotland and within
Scotland. 87% of these say that parity of petrol prices is necessary but flights to
Scotland and the road network are also important: the A9, A1, A74 and A96 being
the order of priority. (Paragraphs3.8 to 3.10)



4. Scottish Tourist Board

a) There is significant disenchantment at the performance of STB marketing both
overseas and UK with those saying that it is doing a poor or very poor job
outnumbering those who say it is doing a good or very good job by at least 2:1.

(Paragraphs 4.1 and 4.2)

b) 85% of the sample support the further extension of the tourist season with the
marketing of the advantages of Spring and Winter, maximising off-season
advantages and better communication with the tourist trade (Paragraphs 4.1 and
4.2). There was also some support for historic buildings to be closed for only a
maximum of 3 winter months (paragraph 3.6)

5. Area Tourist Boards (ATBs) and Tourist Information Centres (TICs) &
LECs

a) The main reason for joining a local ATB is to help market the business. Lesser
reasons are to ensure that local businesses ‘pull together’, market the local area
and to have somebody to represent them. The main reasons for leaving or not
joining the local ATB are that it is irrelevant to their business, would not help
their business, is not good value and is not seen to be effective.

(Paragraphs 5.2 and 5.3)

b) ATBs are, in general, poorly rated. This was measured against five criteria and, in
each, negative scores outweighed the positive. If anything, they score worse than
the STB. (Paragraph 5.5)

c) On the other hand, TICs score rather better when measured against seven criteria.
In only two – opening hours and the accommodation list – does a negative score
outweigh the positive. (Paragraph 5.4)

d) Local Enterprise Companies (LECs), in their service to the tourist trade, also
score with a negative outweighing a positive, but not nearly so badly as either the
STB or the ATBs. When those who had used their local LEC for advice or
assistance were asked, positive comment outweighed the negative

(Paragraphs 5.6 to 5.8)

e) There appeared to be some small confusion in the local delivery mechanism with
the role of the LEC in tourism delivery slightly more confused than the role of the
ATB. (Paragraph 5.9)

6. Classification & Grading
a) There is strong support (92%) for tourist services to be graded to cover eating-out

establishments and visitor attractions as well as accommodation.
(Paragraphs 6.1 and 6.2)

b) However there is less support for the present classification and grading system,
with those saying that it is fair to the trade and to the tourist only just outweighing
those who say it is not. There is a list of criteria with fair inspection and effective
coverage getting over 70 per cent support. (Paragraphs 6.3 to 6.5)
Issued by FPB Scotland: March 2nd 2000
3
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1.4. The size of tourist-related business in the sample in terms of
the number of employees: -

•  6.7% employ in excess of 50 people
•  24.2% employ between 20 and 50 people
•  20.8% employ between 10 and 20 people
•  20.1% employ between 5 and 10 people
•  26.2% employ between 1 and 5 people
•   2.0% employ nobody.

1.5. The size of businesses in the accommodation sector in terms of
the number of bedrooms

•  4.8% have in excess of 50 bedrooms
•  7.7% have between 30 and 50 bedrooms
•  12.5% have between 20 and 30 bedrooms
•  14.4% have between 10 and 20 bedrooms
•  22.1% have between 5 and 10 bedrooms
•  38.5% have less than 5 bedrooms

1.6. The size of business in the accommodation and the catering
sector in terms of the number of covers

•  41.5% have in excess of 50 covers
•  17.1% have between 30 and 50 covers
•   7.3% have between 20 and 30 covers
•  11.0% have between 10 and 20 covers
•  11.0% have between 5 and 10 covers
•  12.2% have less than 5 covers

1.7. The sample covers a very fair balance between those whose
business had declined during the previous 3 months and those
whose business had expanded.

•  26.3 % said that business had declined
•  26.7% said that business had expanded

1.8. On balance, the sample was slightly more optimistic about the
immediate future
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•  25.4% believed that their businesses would expand in the
next 3 months

•  22.8% believed that their businesses would decline in the
next 3 months

1.9. We believe that it is only fair that, in a survey of tourist
business opinion, the sample is not restricted only to members
of ATBs. Businesses who have left their ATBs or never seen the
necessity of joining an ATB are every bit as important as ATB
members. They are part of the tourist scene and create local
employment.

•  57.7% are members of their local ATB
•  11.4% are former members of an ATB
•  30.9% have never been members of an ATB.

1.10. The geographical location of the sample is evenly spread
throughout Scotland, with the largest percentage in the IV post
code area. From the post codes, it would seem that between 20
and 25 per cent are located in Edinburgh and Glasgow with
about 50 per cent out of the central belt of Scotland. A
breakdown of post codes is as follows: -

% of sample Post
13.1
12.7
9.9
8.9
8
8

7.5
7

4.7 K
4.2
4.2
3.8
3.3
3.3
1.5
Breakdown of sample by Post Code

 Code Tourist Area covered by post code
IV Most of Highland, West Moray
EH Edinburgh & Lothians
KA Ayrshire
PH Perthshire, Badenoch and Strathspey
AB Aberdeen, Aberdeenshire & East Moray
PA Renfrewshire,  Argyll & part of Western Isles
DG Dumfries & Galloway
G Glasgow & lower Clyde Valley
W Orkney & Caithness

FK Stirling & the Trossachs
KY Fife
TD Borders
DD Dundee & Angus
ML Upper Clyde Valley

Others
3
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1.11. The sample were asked the following questions and, below, is
an analysis of their answers

2. Tourist season performance

2.1. In terms of turnover, was 1999, overall, a better or worse
tourist season than 1998?

•  10.0% much worse
•  27.0% worse

•  30.3% about the same

•  23.2% better
•  6.6% much better

•  2.8% don’t know

2.2. In terms of profit, was 1999, overall, a better or worse tourist
season than 1998?

•  8.6% much worse
•  30.1% worse

•  29.2% about the same

•  24.4% better
•  4.3% much better

•  3.3% don’t know

2.3. If turnover and/or profits were much worse than 1998, what
were the main reasons for this?

•  55.2% said that it was due to a drop in foreign visitors
•  36.2% said that it was due to a drop in Scottish visitors
•  31.9% said that it was due to a drop in visitors from other

parts of the UK
•   6.0% said that it was due to a drop in business visitors.

(Note: multiple choice question)

37.0% worse or much worse

% better or much better

38.7% worse or much worse

28.7% better or much better
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2.4. How did the later season (August and September) compare
with the earlier season (May, June and July)in terms of
turnover?

•  7.2% much worse
•  16.7% worse

•  31.1% about the same

•  25.3% better
•  11.3% much better

•  8.5% don’t know

2.5. How did the later season (August and September) compare
with the earlier season (May, June and July)in terms of profit?

•  4.3% much worse
•  21.1% worse

•  37.9% about the same

•  28.0% better
•  5.6% much better

•  4.3% don’t know

2.6. What were the main factors causing this?

•  14.7% said that it was due to a change in their own
marketing methods

•  13.8% said that it was due to a change in the weather
•  5.6% said that it was due to a change of marketing policy by

STB.
•  4.3% said that it was due to a change of marketing policy by

their ATB.
(Note: multiple choice question)

3. Role of Government (Westminster and Edinburgh)

3.1. In your view how well does Government understand the tourist
industry in Scotland?

23.9% worse or much worse

36.6% better or much better

25.4% worse or much worse

33.6% better or much better
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•  0.5% very well
•  9.2%quite well

•  12.4% neutral

•  30.9% not well
•  41.0% not well at all

•  6.0% don’t know

3.2. In your view how well does Government understand the
importance of tourism to rural areas of Scotland?

•  0.5% very well
•  7.8%quite well

•  9.7% neutral

•  30.9% not well
•  45.6% not well at all

•  5.5% don’t know

3.3. Does Government legislation in the main hinder rather than
help tourism in Scotland.

•  1.0% mostly helps
•  6.3% helps a bit

•  19.2% neutral

•  25.0% hinders a bit
•  34.6% hinders a lot

•  13.9% don’t know

3.4. Please identify which issues currently affect your business
•  51.3% said Business rates/UBR.
•  46.6% said the overall level of taxation.
•  44.0% said tax administration (e.g. VAT/PAYE/NI).

9.7% very well or quite well

71.9% not well or not well at all

8.3% very well or quite well

76.5% not well or not well at all

7.3% mostly helps or helps a bit

59.6% hinders a bit or a lot
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•  40.1% said the cost and availability of bank services.
•  33.2% said employment regulations.
•  31.5% said other regulations, UK and European red tape.
•  29.3% said the availability &/or complexity of business

support &/or grants.
•  28.4% said the cost/availability of utilities and supplies.
•  25.9% said health & safety.
•  25.4% said the cost/availability of suitably skilled

employees & training.
•  25.4% said the tax on profits (Capital &/or Inheritance Tax).
•  22.4% said unfair competition.
•  20.3% said the cost &/or availability of insurance: 20.3%
•  19.0% said the relevance/applicability of quality standards.
•  19.0% said the availability & simplicity of information on

rules and regulations.
•  14.2% said the costs of crime.
•  9.5% said cost/difficulties with IT.

(Note: multiple choice question)

3.5. How important to you is it that the Scottish Executive appoints
a junior Minister with sole responsibility for the Scottish
tourist industry?

•  56.0% very important
•  22.7% important

•  10.6% neutral

•  1.9% not important
•  6.5% not important at all

•  2.3% don’t know

3.6. How helpful would it be to your business if historic buildings
only closed for a maximum of 3 winter months?

•  18.6% very helpful
•  24.2% quite helpful

•  36.7% neutral

78.7% very important or
important

8.4% not important or not
important at all
42.8% quite helpful or very
helpful
15.4% helpful or not
helpful at all
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•  4.2% not helpful
•  11.2% not helpful at all

•  5.1% don’t know

3.7. What impact do different levels of taxation (e.g. VAT, Airport
Taxes etc.) between UK and other EU countries have

•  24.3% very damaging
•  52.3% damaging

•  11.7% neutral

•  3.7% not damaging
•  0.5% not damaging at all

•  7.5% don’t know

3.8. How important is it to improve tra
within Scotland?

•  73.0% very important
•  20.9% important

•  3.3% neutral

•  0.9% not important
•  0.0% not important at all

•  1.9% don’t know

3.9. For the 93.9% who said that transp
the priorities?

•  86.6% said parity of petrol 
•  58.9% said connecting fligh

of the UK
•  48.5% said the road networ

(N

9
i

76.6% damaging or very
damaging
nsport links to Scotland and

ort is important, what are

prices across Scotland
ts into Scotland from the rest

ks within Scotland
ote: multiple choice question)

4.2% not damaging or not
damaging at all

3.9% very important or
mportant

0.9% not important or not
important at all
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3.10. Of those who had pinpointed road networks, what particular
roads?

•  62.2% said the A9
•  55.1% said the A1
•  53.1% said the A74
•  48.0% said the A96

4. The Scottish Tourist Board
4.1. How do you rate the STB in its marketing of Scotland overseas?

•  3.0% very good
•  14.7% good

•  29.3% average

•  20.7% poor
•  13.8% very poor

•  19.0% don’t know

4.2. How do you rate the STB in its marketing of Scotland in the UK?

•  1.7% very good
•  15.9% good

•  29.7% average

•  25.4% poor
•  16.4% very poor

•  9.1% don’t know

4.3. If the STB were to do more do more to help tourist businesses in
rural areas, what would you suggest?

•  87% agreed that the STB should divert marketing
resources to promoting rural Scotland.

•  46% agreed that STB should give incentives for using
rural conference facilities

•  17% agreed that STB should move its headquarters out of
Edinburgh.

17.7 % good or very good

34.5 % poor or very poor

17.6% good or very good

41.8 % poor or very poor
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(Note: multiple choice question)

4.4. Should the STB take further steps to lengthen the tourist season?

•  85.5% Yes
•  5.4% No
•  9.0% Don’t know
•  

4.5. Of those who said yes,
•  87.8% agreed that the STB should promote the scenic

advantages of Spring and Autumn.

•  73.0% agreed that STB should maximise off-season
advantages (e.g. milder winter than much of Europe)

•  70.9% agreed that there should be better communication
with the tourist trade to ensure maximum benefit from
the extended season.

(Note: multiple choice question)

5. Local service provision
5.1. Are you a member of your local Area Tourist Board (ATB)?

•  57.7% Yes
•  11.4% Former members
•  30.9% Never were members

5.2. If a member, or a former member, why did you join?
•  70.4% to help market their businesses
•  48.6% to ensure tourist businesses ‘pull together’
•  47.4% to help market their local area
•  35.5% to have some organisation represent them

(Note: multiple choice question)

5.3. Of those who were not members of their local ATB or who had
left their ATB, why were they not members?

•  34.4% not relevant to their business
•  33.3% because it would not help their business
•  26.9% because it is not good value
•  26.9% because the ATB is not effective.

(Note: multiple choice question)

5.4. How do you rate your nearest Tourist Information Centre?
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5.5. How do you rate your A

5.6. How do you rate the ser
(LEC) to tourist businesses?

•  5.3% very goo
•  17.8% good

•  23.6% averag

•  12.0% poor
•  14.7% very po

•  26.7% don’t k

5.7. Have you ever used you
business?

•  54.1% Yes
•  42.7 No
•  3.2 Don’t kno

Proximity to their business
Quality of Staff
Opening hours
Quality of information to tourists
Accomodation service
Marketing material
Information on local amenities,
businesses and services

Marketing the area for those on
holiday, business or resident
Assisting local businesses to
market services/products
Providing accurate information on
local business' facilities
Providing regular information to all
of their members
Providing value for money to
visitors and businesses
Very poor Poor Average Good Very good
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rea Tourist Board on the following?
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24.2 29.1 29.7 13.3 3.6

20.1 23.3 30.2 21.4 5
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21.8 31.2 30.6 11.2 5.3
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23.1% good or very good

26.7 % poor or very poor
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5.8. Of those who have, how do you rate the service of the LEC to
tourist businesses?

•  11.8% very good
•  30.0% good

•  25.2% average

•  15.1% poor
•  18.5% very poor

5.9. Which organisation (ATB or LEC) is responsible for the
following?

•  Funding advice. 67.7% got it right (LEC).
•  Business advice. 69.0% got it right (LEC).
•  Tourism grants. 58.2% got it right (LEC).
•  Local tourism marketing. 71.1% got it right (ATB).
•  Local accommodation list. 73.7% got it right (ATB).
•  Tourist information. 75.0% got it right (ATB).

6. Classification and Grading

6.1. do you agree that there is a need for tourism services to be
graded in an easily understood way?

•  44.1% strongly agree
•  48.2% agree

•  3.6% are neutral

•  1.8% disagree
•  1.8% strongly disagree

•  0.5% don’t know

6.2. Which services should be graded?

•  90.9% said accommodation
•  73.7% said eating out establishments

41.8% good or very good

33.6 % poor or very poor

92.3% in agreement

3.6% in disagreement
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•  58.2% said visitor attractions
•  34.1% transport
•  26.3% retail establishments

(Note: multiple choice question)

6.3. How fair is the present classification and grading system to the
trade?

•  6.6% very fair
•  18.8% fair

•  23.9% average

•  14.6% unfair
•  6.1% very unfair

•  30% don’t know

6.4. How fair is the present classification and grading system to the
tourist?

•  7.4% very fair
•  19.1% fair

•  27.4% average

•  16.7% unfair
•  5.6% very unfair

•  23.7% don’t know

6.5. What criteria should this classification and grading scheme
meet?

•  79.3% said that inspection and inspectors should be fair
and reasonable

•  74.1% said that it should cover facilities, service and
quality criteria effectively

•  69.8% said that it should offer the potential to upgrade
and improve standards.

25.4% fair or very fair

20.7% unfair or very unfair

26.5% fair or very fair

 22.3% unfair or very unfair
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•  65.5% said that it should provide good value for the
business

•  60.3% said that it should provide accurate results
•  59.1% said that it should be flexible in its approach.
•  48.3% it should match other grading schemes.
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Briefing Note

EU Document No. 12664/99 – “Report on the application of Directive 94/47/EC of the
European Parliament and Council of 26 October 1994 on the protection of
purchasers in respect of certain aspects of contracts relating to the purchase of the
right to use immovable properties on a timeshare basis”.

This note provides a factual account of the progress of the above document –
it is not intended to provide any recommendations to the Committee.

As you will see, the above document relates to timeshare properties and consumer
protection - it was first received by the European Committee on 29th November 1999.
At the 2nd meeting (2000) of the European Committee, on 25th January 2000, the
decision was taken that the document should be referred to the Enterprise and
Lifelong Learning Committee for consideration. Following advice from the Scottish
Parliament Legal Adviser, the Clerk to the European Committee wrote to the Scottish
Executive on 18th February to request further information in the form of a Scottish
Cover Note (SCN). A copy of this letter, along with a copy of the SCN, is attached for
information. A copy of the Explanatory Memorandum from the Department of Trade
and Industry is also included.

Copies of the advice from the Legal Adviser are included as a separate private paper
for this meeting.

The Committee will now wish to consider if it wishes to take any action in respect of
this document.

Mark MacPherson
Assistant Clerk
Enterprise and Lifelong Learning Committee
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