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Destination 2030 Join us on our Tourism Journey
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Tourism is Everyone’s Business

Visitor Economy

Professional Services

Things to do

Lawyers
Accountants Activity providers
PR and marketing Restaurants
Banking Pubs and Clubs
Insurance Music venues
Interior designers = Shops
IT services Attractions
Day to Day suppliers Transport
Laundry services ﬁi?lri:eirse and taxi companies

Builders/trades people
Drinks suppliers

Food providers —
Cleaners

Gardeners

Crockery suppliers
Carpet suppliers

Trains operators
Ferry companies

Investment opportunities

Image of Scotland

Event Services

), VVedding planners Welcome of Scottish people
é{\% 2258 Conference planners Connecting business and tourism
e Florists Scotland as a place to visit and invest
v TR Hairdressers

Marquee providers



Tourism is the best known and best Food &Drink TOUFism
regarded sector of the Scottish economy by Scotch WhigkyRenevsol enersy @

¢ Sport Education, Skills & TrainingHousing Associations
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(oY0) an ”ans[“,'fs.'gf‘- °° Pharmaceuticals/ Legal e Financial Services
v et medicines profession
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Banking
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0.3 NucleBr Energy
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08 Awareness

Base: Awareness - All MSPs (73); Regard — all who have at least heard of each
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Help Shape Scottish Tourism

TOURISM SCOTLAND 2020

FIND OUT MORE



TOURISM IS
EVERYONE'S
BUSINESS
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Scottish Tourism Alliance Patrons
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Caledonian MacBrayne

Hebridean & Clyde Ferries




SEoTeT Linking with others & representing

Chambers of

Commerce. | COMMoON issues together.

The Ultimare Business Network
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Building relations and
working with industry
colleagues from outside
Scotland
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OF OUR INDUSTRY

N HAND

Our Collective Vision to 2020

To make Scotland a destination of first choice for a high
quality, value for money and memorable customer
experience, delivered by skilled and passionate people.

COTTISH HOLESALE SSOCIATION






Looking Ahead to 2020 - Heres how are we doinc

Actual & Projected Visitor Expenditure: 2010 - 2020

6000
£4, 653m ¢

£4,800m

5000 £4, 528m
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Real Expenditure - 2011 Prices (Em)

£4,512m
2000 -
1000 -

2010 2011 2012 2013 2014 2015 2016(e)

Sources: VisitScotland Insights /. GBTS /IPS-/ Oxford Economic Forecasting / EY Item Club' /. ONS

2017(f)
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2020(f)

O International (projected)
O Domestic (projected)
B International (actual)

B Domestic (actual)
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Economic
Poor reputation uncertainty Specific skills
of tourism as a gaps, e.g. chefs

career With quy Challenges
o Overcome

Brexit & affect
on availability Job retention
of labour

Rising costs of
doing business




Staying Ahead Of Our Competitors

Its a more competitive world
moving at an increasingly faster

and faster pace!




More people now own a mobile phone
than a toothbrush

S® Microsoft




| ots of Innovation and Product Development

&

airbnb

Bluetooth enabled footwear

norwegian.com




Traveller Trends

The Evolving Traveller Living / Dining Experience More
Growing middle-class with aspiration By 2020, spend on food by Valuing the pleasure of genuine
& disposable income to travel inbound tourists to UK = £6bn. experiences above owning things.
By 2030, more than 5m Asian Immersive, appealing, delicious, 42% of millennials prefer
travellers visiting UK. shared & interactive. experiences to owning things.

=5

Smart Destinations Authentic Affordable Luxury

Shift from conspicuous consumption to
conscientious consumption
Travel expenditure likely to rise by 2030,
but average spend/trip likely to decline.

Online & mobile travel sales to UK
residents estimated to be £34bn
and £11bn respectively by 2020.




Changing Habits and Expectations
From The Must See To The Must Experience

“The focus of many tourists has changed from the classic ‘must
see’ physical sights, such as museums and monuments, towards
a ‘must experience’ imperative to consume intangible
expressions of culture, such as atmosphere, creativity and

lifestyle.

Food is one of the essential expressions of any culture and one
of the elements of creativity in everyday life that is engaging for
many tourists. This provides new opportunities for tourism
destinations and at the same time creates new challenges,
particularly in the areas of experience development, marketing
and branding”




SCOTLAND

OFFOOD & DRINK

Search for authentic & local food is paramount
— getting closer to the source Kathaiitio Fowd,

. . Authentic People
Not about Michelin-starred restaurants — T
foundation is local

. , _ R
Rise of Craft Beer & Gin tourism i
Food integrated into other cultural events — a votre table !

music festivals etc
Casual food tourism — street food
Millennials —driving food tourism trends —
skimp on accommodation but not food —
drivers of sharing economy (Eat Like a Local,
Vizeat )

Pop-ups, chef collaborations, exclusivity
Importance of digital — rise of food tourism
video; food tourists are social media masters
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HE'S STILL
HANGING
ABOUT

BRIDGING



HE'S MAYBE
BACK IN

THE GAME




HE'S GONE
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Awakening
the Giant

OUR PLACE IN TIME
THE HISTORIC ENVIRONMENT
STRATEGY FOR SCOTLAND

Skills Investment
Plan for Scotland’s
Tourism Sector

Working Together

Heritage Tourism 2020

" THINK
CONFERENCE

People Make Heritage

Tourism
Falkirk

2020

Faikirk Area Tourism Stratagy 2015 - 2020

SCOTLAND
THE PERFECT
STAGE

SCOTLAND'S EVENTS STRATEGY 2015-2025




HISSION

HARKETS

FOUNDATIOMS

STRATEGIC
ACTION
FRAMEWORK

CAPABILITY

Creating a Common Framework

HERITAGE
TOURISM

Initially by 2017, Scotland's
ible and intangible valu

By 2020

Scotland is a marine
tourism destination of first

choice for high quz
and memorable custor

by skilled and p_ J Seies
/

Varizble senvice

sovdords  nconsserecata CURRENT INHIBITORS & THREATS tourism sector from £36/
Accessibility by capture Poor digital connectivity BuildingRezulations  Competing
publictransport &management  Boor digital uptake & Compliance priori

and to increase the overall (

‘ Tourism Outer Hebrides

By 2020, The Outer Hebrides

Will be a destination of first choice for a world class experience on a

unique and diverse chain of inter-connected islands on the edge of the Atlantic

Ocean offering a vibrant activity, food, music, art, craft and Gaelic cufture in an outstanding

environmental setting and appealing to those who are seeking peace and tranquility and those
looking for active adventure with a taste for a different way of life

To hamess and focus the passion, energy and drive on the islands to do what we do better and by turning more
of our unique, natural and cultural assets into high quality authentic experiences that will grow tourism sustainably -
and in so doing help stimulate population growth and enhance economic performance.

To grow tourism in The Outer Hebrides from £53m to £64m-£67m by 2020 by increasing transport capacity/integration,
lengthening the season, offering additional authentic experiences and appealing to new markets.
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We Now Have A Sharper Focus




Tourism Development

Framework for Scotland







Strengthened Our Assets

Heritage

Destinations,
Towns & Cities

Nature &
Activities

Events &
Festivals

Business
Tourism




The Scottish
Government
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2020 Year of Scotland’s Coast & Waters
101 Year of Scotland’s Stories
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The Scottish Tourism Experience
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Scotti S Tiourism. I lonth 2018
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March @SEC

A month long program
the industry, delivered by




, %?Jom IN THE TOURISM CONVERSATION
& @st_alliance

Connect with the Scofttish Tourism Alliance

Follow us on Facebook

QUETIONS

5
WCOBRIDGING THE CAP


http://www.scottishtourismalliance.co.uk/

