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SUPPLEMENTARY SUBMISSION FROM VISITSCOTLAND 

1. Introduction 

Following on from the Economy, Energy and Tourism Committee’s meeting of 
Wednesday, 26 October VisitScotland is pleased to provide further detail on how the 
2012 / 2013 budget will be used to benefit Scotland’s tourism industry and wider 
economy. However, it should be noted that the resource deployment and the 
benefits highlighted in this paper are indicative at this time and may be revised when 
our planning work concludes. 
 
The budget given to VisitScotland recognises the importance of tourism to Scotland’s 
economy and the opportunities on the near horizon for the industry which include: 
the Year of Creative Scotland and The Olympic Games in 2012; the Year of Natural 
Scotland in 2013; and the Commonwealth Games, The Ryder Cup and Homecoming 
Scotland in 2014. 
 
VisitScotland will use this budget to deliver key priorities including the organisation’s 
internationally recognised marketing campaigns which attract visitors to Scotland 
from around the world, positioning the country as a must visit destination, particularly 
in the coming years. 
 
VisitScotland, through EventScotland our event directorate, is the lead public agency 
for Scotland’s preparations to stage The 2014 Ryder Cup. In recognition of the 
economic impact of The 2014 Ryder Cup VisitScotland has been provided with 
funding for the event and for continued marketing activity to promote Scotland as the 
Home of Golf.  
 
Building on the success of Homecoming Scotland 2009, which generated £53.7m in 
economic impact for Scotland, VisitScotland has been provided with funding to 
support activity in the lead up to the next Homecoming in 2014. 
 
To support the lead up to Homecoming 2014, the Scottish Government has 
announced a series of Focus Years.  VisitScotland has been provided with funding to 
support both the Year of Creative Scotland, supporting through promotional activity 
the programme of events being delivered by Creative Scotland; and the Year of 
Natural Scotland in 2013. 
 
Further funding will also be directed towards other key priorities for Scottish tourism. 
Business tourism is recognised as having the potential to grow the Scottish economy 
and to enhance Scotland’s reputation through hosting large-scale events.  
VisitScotland has also been tasked with identifying how it can make a step-change to 
business tourism in Scotland. 
 
Direct access is vital to growing Scotland’s tourism industry.  VisitScotland will seek 
to expand on existing partnerships and cement new relationships with transport 
carriers, including rail, sea and air. 
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Building on the success of the staycation market, which has grown by 6 per cent in 
the first half of 2011, VisitScotland will take advantage of the opportunities in 2012, 
including the Olympics and other special events, to expand its already successful 
‘Surprise Yourself’ campaign.  Phase 1 of the campaign, which was launched in 
March 2011, generated additional spend of £89.9m for the Scottish economy 
between March and August. As with all of VisitScotland’s marketing campaigns we 
work to achieve a return of £20 of additional expenditure for every £1 spent on 
marketing. 
 
2. Indicative Resource Deployment and Benefit for 2012 / 2013 

 

VisitScotland 2012/13 Indicative Resource Deployment and Benefit 

Campaigns/ 
Activity 

Net RDel 
spend 

Indicative 
Return 

Basis of 
Measurement 

Source 

£ millions £ millions 

Marketing 
Campaigns 20 440 

Additional 
Expenditure 
by 
Visitors/GVA* 

HPI, Ruby, 
TNS, Deloitte 

Business 
Tourism Unit 3 140 

Value of 
Enquiries 

VisitScotland 
CRM/ Delegate 
Expenditure 
Survey 

Quality 
Assurance 1 70 

Investment in 
Product 
Quality by 
Scottish 
Businesses 

TNS, Optimal 
Economics 

Event 
Scotland 5 60 

Economic 
Impact 

Various incl. 
Repucom, 
EKOS 

Visitor 
Information 5 25 

Economic 
Impact Progressive 

Future 
Events 5 ---  --- --- 

Support and 
Governance 8  --- --- --- 

 

3. Measuring impact / methodology on marketing campaigns 

VisitScotland measures additionality, i.e. the additional spend in the Scottish 
economy by visitors who were influenced to come to Scotland as a result of 
VisitScotland’s campaigns. 
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In order to ensure results are objective, an independent research agency is 
appointed by VisitScotland to contact people who have interacted with VisitScotland 
through one of their marketing channels e.g. they may have received a piece of 
direct mail, responded to receive a brochure or entered a competition  They are 
asked whether they travelled to Scotland in the campaign period, what stage of 
planning their trip they were at (those who were already definitely coming are 
disregarded) and their spend whilst in Scotland. Only those who can recall 
VisitScotland marketing and were not definitely coming when they interacted with 
VisitScotland marketing are included in the final additional expenditure calculation. 
The economic impact figure (GVA) is based on multiplier effects. 
 
4. Conclusion 
 
VisitScotland will use the 2012/13 budget invested by the Scottish Government to 
continue to support tourism businesses by providing access to markets and 
customers, through destination marketing campaigns and by encouraging 
businesses to work together. Scotland has some unique and inspirational 
opportunities ahead and VisitScotland will use its budget and partnership approach 
to ensure that the tourism industry and the country as a whole benefits from them. 
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