
 
 
WRITTEN SUBMISSION FROM VISITSCOTLAND  
 
VisitScotland welcomes the opportunity to submit written evidence to the Economy, 
Energy & Tourism Committee on our 2009/10 budget.    
 
INTRODUCTION 
 
VisitScotland’s three year rolling strategy outlines exactly how we will contribute to 
the Scottish Government’s overall aim of increasing sustainable economic growth 
and to the industry’s growth ambition. To achieve this we focus our activity around 
five corporate objectives that are aligned to the needs of industry and fulfil our public 
duties as a non-departmental public body. The corporate objectives are:    
 

1. Maximise the economic value of the brand: increase economic benefit 
through stretching and promoting a successful Scottish tourism brand 

2. Inspire through information provision: increase economic benefit and enhance 
the visitor experience through the provision of information and inspiration 

3. Promote quality: increase economic benefit and enhance the visitor 
experience through the provision of quality assurance to the visitor and quality 
advice to the industry 

4. Manage effectively: manage our business effectively and efficiently building a 
positive corporate reputation 

5. Generate income: generate income and in kind contributions to support our 
core activities  

 
VisitScotland’s 2009/10 budget is set out in detail at Appendix 1.  
 
CURRENT ECONOMIC ENVIRONMENT   
 
As the Committee is aware the tourism industry is currently facing challenging times, 
but that does not mean that the industry cannot achieve its ambition for growth. 
Indeed, VisitScotland welcomes the Committee’s recent endorsement of the growth 
ambition through its Tourism Inquiry and at VisitScotland we are all still aiming for a 
tourism industry in Scotland worth £6bn by 2015. However, we also have to be 
realistic. Given the current climate, our immediate goal and priority is to ensure an 
effective response to the economic environment. Together with Scottish Enterprise, 
Highlands & Islands Enterprise and the Scottish Government we have established an 
action group to co-ordinate and deliver a response plan. This plan will be purely 
tactical; the underlying actions as outlined in the Scottish Government’s Economic 
Strategy and in the related agencies will remain unchanged.        
 
Our core marketing strategy remains the same but we are monitoring developments 
closely and making tactical adjustments and shifting our expenditure to capitalise on 
the positive opportunities that exist. In practice, this means increasing marketing and 
using levers such as Homecoming Scotland 2009 in areas of opportunity including 
Canada, Europe, Northern England and Scotland (whilst still maintaining a presence 
in markets such as the USA that are currently more challenging). Approximately £1.5 
million of VisitScotland’s marketing budget has been allocated to these campaigns. 
Further information on our marketing activity and how it has been adjusted is set out 
at Appendix 2.  
 
As an organisation we always target resources where we will achieve the most 
growth. However, in the current environment, we are concentrating our efforts on the 



areas where we will most effectively capitalise on short term opportunities. We are 
continuing to work with the industry to extend the season, for example with the UK-
wide Winter White campaign which generated an additional £46 million in tourism 
revenue last year. In addition, we are committed to more short-term and niche 
marketing with a focus on markets closer to home. In 2007, for the first time, we ran a 
TV campaign in August, targeted specifically at London and the South East. We are 
also refining our understanding of the way our customers are segmented, and how 
those segments behave. 
 
In Europe, through our £1 million European Touring campaign we are promoting 
different activities for each month of the year, changing people’s perceptions of why 
they might choose to come to Scotland. In another new departure, we have started 
running Scotland specific training for travel agents in territories outside the United 
States.  This supplements the work we have already started to do with the travel 
trade in the emerging markets of Russia and China. For example in mid-October we 
led a trade mission to Russia with eighteen of Scotland’s leading tourism businesses 
to showcase Scotland and Homecoming Scotland 2009.  
 
In addition, we continue to deliver a world class quality assurance scheme to visitors 
and quality advice to industry partners to help the industry meet and strive to exceed 
the expectations of visitors. We also provide marketing opportunities for the industry 
through channels like VisitScotland.com, brochure advertising and exhibition space.    
 
As the Committee is aware discussions on shaping a national investment plan are 
well underway involving Scottish Enterprise, Highlands & islands Enterprise, Scottish 
development International and VisitScotland. The intention is to continue with these 
and industry workshops planned for November, but to change the emphasis. In 
addition, to the focus on transformational new investment the plan will now look to 
embrace the need to support more routine refurbishment and expansion, as this is 
the sort of investment that will be shelved in the current uncertain environment. In 
this context, we are continuing to examine the establishment of a Tourism 
Development Bank on the Austrian Model.      
 
VisitScotland Restructure  
 
As the Committee is aware last year we restructured our organisation in order to be 
able to carry out our functions more effectively. Our activities are now centred on four 
directorates – Visitor Engagement, Business Engagement, Strategic Partnerships 
and Corporate Services - each of which has the needs of its respective customers as 
its main focus. In addition, we have also brought our regional boundaries into 
alignment with those of Scottish Enterprise and Highlands and Islands Enterprise. 
The new structure is now in place and delivering for all our customers.  
 
Summary  
 
VisitScotland would welcome the opportunity to explore these issues in more detail 
with the Economy, Energy & Tourism Committee. We are confident that we are using 
our resources effectively to adapt to the changing economic environment. Through 
our marketing activity we are delivering inspiring messages, which motivate people to 
visit Scotland, attracting customers to those businesses who can offer the best 
possible experience to match.  While our marketing opportunities and quality 
assurance schemes give businesses the chance to reach potential visitors with ideas 
of where exactly to go and what to do.  Our extensive network of visitor information 
services – both on-line and off-line – offers businesses opportunities to reach people 
with more ideas to maximise the value of their stay, both to them and us. 



Appendix 1 – VisitScotland’s 3 Year Income and Expenditure Forecast 
 
      Budget    Plan    Plan  
      08/09    09/10    10/11  
      £m    £m    £m  
          
Income          
          
 Commercial and 

Stakeholder 
        23.0          23.3          23.5  

          
 Scottish Government 

Funding  
        49.9          48.9             46.4  

          
Total Income           72.9          72.2          69.9  
          
          
          
Expenditure         
          
 Visitor Engagement          41.4          41.6          41.6  
 Business Engagement            7.8            7.9            8.0  
 Strategic Partners            4.2            4.2            4.3  
 Corporate Services            7.7            7.7            7.7  
 Event Scotland            7.0            7.0            7.0  
 Homecoming Scotland 

2009 
            2.5            2.5             -    

 Capital             2.3            1.3            1.3  
          
          
Total Expenditure           72.9          72.2          69.9  
          
          
Net Income/Expenditure          0.0         0.0        0.0 
          
          
          
Notes: 1. Scottish Government Funding includes £2.5million for 

Homecoming in 2008/09 2009/10 
          
 2. Expenditure allocation reflects the new organisational structure.  
 
 
Appendix 2 - VisitScotland’s Marketing Activity  
 
Tactical Changes - Scotland and Northern England 
 

• An additional week of TV advertising in August featuring the Adventure 
Pass (promoting city breaks combined with rural based outdoor activities).  
This advert was a new edit taken from our Events and Festivals Advert and 



targeted North of England and Scotland consumers and encouraged them to 
make last minute bookings. 

• Daily Mail Campaign (Scotland and Northern England) and the Daily Record 
to pre-promote the Action Pass / Accessible Adventure campaign.  This 
included a booklet promoting offers, mainly with activity providers, but linking 
to the Keep Discovering website (VisitScotland’s Relationship Marketing 
Programme, with offer opportunities for all sectors). 

• Expansion of the Perfect Day campaign.  New on-pack promotions with 
Simon Howie and John West and new press advertising with partners that 
took place in July and August.   

• Additional Relationship Marketing activity: direct mail summer mailing to 
support the e-newsletter to 230,000 consumers.  This contained a range of 
offers to encourage customer groups who may be more receptive to offer-
based activity. 

• Expansion of tactical promotions with easyJet, Ryanair, National Express 
and others. 

    
Planned UK Activity -London/South East, North of England, Scotland  
 

• Events and Festivals Advert was scheduled for extensive TV coverage in 
September in highly selective ‘spots’ which will effectively target our customer 
segments.  Other activity in London includes – 48 sheet advertising in 25 
sites; digital advertising on escalator panels in 33 stations; crosstrack screen 
projections in 30 underground stations and 15 railway stations. 

 
New and Ongoing Activity - Canada 
 

• The Homecoming 2009 PR programme begun in 2006 will benefit from the 
use of additional agency services to drive further journalist visits and key 
account events. 

• VisitScotland is working with its top SCOTS Master retail travel agent partners 
to raise awareness of Scotland and Homecoming Scotland 2009 at leading 
Highland Games events including the Fergus Games, Glengarry Games and 
the Halifax Games. 

• Canada will benefit from a $400k (Canadian Dollars) Homecoming advertising 
campaign running from October 2008 through 2009 and featuring in key titles 
on and offline, including National Geographic Magazine (1.3m Canadian 
readers), Toronto Star, globeandmail.com, vancouversun.com and 
nationalpost.com. We will be working via campaigns and in partnership with 
airlines to promote the direct routes between Canada and Scotland. Canada’s 
4.2 million ancestral Scots will be targeted in a campaign including diaspora 
media titles, and the largest ever direct mail promotion to 24,000 potential 
ancestral travellers. 

• Canada will also be among those markets targeted with our biggest ever 
international golf promotion – Drive it Home- launching in North America in 
January 2009 to encourage Canadian golfers to visit the Home of Golf in 
2009. 

 
New and Ongoing Activity - Europe 
 

• We continue to target key markets with strong and improving direct access 
links, including France and Germany, as well as those markets with excellent 
growth potential like Spain. 



• The £1m pan European Touring campaign with its strong seasonal messages 
will continue through summer and into Autumn 2008, both in partnership with 
carriers and operators, and in the monthly enewsletter programme to 407,000 
potential travellers. This programme will continue right through the year to 
promote good value operator deals and to highlight the attractions of Scotland 
in every month of the year. 

• Low fare messages will continue with shoulder and off-season campaigns 
with Ryanair and easyJet. 

• Scotland’s Winter Festival, including the launch events of Homecoming 2009, 
will be the hook for a campaign commencing September 2008 promoting 
autumn and winter city breaks in Edinburgh and Glasgow. 

• European golf holidaymakers, especially in key markets like Sweden, will be 
targeted with a new and biggest ever, golf promotion – Drive it Home 
launching January 2008. 

 
Ongoing Business Tourism Activity – Germany and North America  
 

• Major July event – the Ceilidh Road Show in Frankfurt and Berlin targeting 
representatives in the Meetings, Incentives, Conferences and Exhibitions 
industry.  Strength of Euro makes Scotland an even more attractive and 
affordable option.  Supplemented by Press Round Tables to target trade 
media. 

• Trailblazers event in Quebec City – important channel to North American 
meeting planners.  Supplemented by targeting of key Canadian media in 
Toronto to increase potential coverage.  Canadian economy and exchange 
rate performing better than the US.   

 


