MEMORANDUM
Response to:
Enterprise and Lifelong Learning Committee

From:

The Scottish Council for Development and Industry

INQUIRY INTO TOURISM
Introduction

1.
The Scottish Council for Development and Industry (SCDI) is an independent membership network that strengthens Scotland’s competitiveness by influencing Government policies to encourage sustainable economic prosperity.  Its membership includes business, trades unions, local authorities, educational institutions, the voluntary sector and includes significant players in the Scottish tourism sector.

2.
SCDI is pleased to provide evidence to this inquiry, however, it would question the timing of this inquiry into tourism during the high point of the Scottish tourism season.  It may have been more appropriate to conduct such an inquiry during the off season months.

3.
In constructing this submission SCDI has sought views from relevant organisations in its broad membership.  These include, businesses in the tourism sector such as hotels and visitor attractions, public sector tourism bodies such as VisitScotland and Area Tourist Boards, Local Authorities, the Enterprise Network, academic researchers and tourism representative bodies.  SCDI does not attempt to provide a response to all questions posed by the inquiry.

Tourism Inquiry Response

4.
“A New Strategy for Scottish Tourism” was launched in February 2000.  The vision was to develop a modern tourist industry in touch with its customers; a skilled and enterprising industry that has embraced the culture of lifelong learning; and an industry that provides the quality of service demanded by visitors.  To realise this vision five areas of action were identified: using knowledge effectively; marketing Scotland; quality and service; the right skills right now; getting the structures right.

5.
In 2001, the new strategy was reviewed and the resulting “Tourism Framework for Action 2002-2005” was released in March 2002.  This in turn stated that the vision for Scottish tourism is, “Scotland is a must-visit destination where visitors’ needs come first, and tourism makes a vital contribution to economic growth.”  Three priorities were stated to deliver this vision.  These were to develop a better and stronger market brand for Scotland, have a consumer focus to improve quality and to enhance the status of tourism in Scotland.

6.
SCDI is content that the latest vision as laid down in the “Framework for Action” is sufficiently strong to focus the industry on what has to be done.  Likewise the listed priorities are appropriate.  As a result of the “Framework for Action”, there does seem to be increased “buy-in” to the strategy from what is a very diverse, and sometimes disparate, industry.  However, it is still generally accepted that there is much work to do to bring the industry together.

Effectiveness of the current tourism strategy

7.
Only three years on from the original strategy and a matter of months since its review, it is too soon to tell how effective the strategy or the “Framework for Action” has been in any of the highly important areas with which they deal.  Furthermore, there have been extremely significant incidents, foot and mouth disease (FMD) and the terrorist attacks of September 2001, that have had a negative effect on Scottish tourism and the wider UK and worldwide economies making it difficult to evaluate whether the strategy has resulted in improved performance.  Therefore, it may be premature of the Committee to receive definitive answers to the questions posed.

8.
However, SCDI’s enquiries have concluded that, in general the strategy and in particular the “Framework for Action”, have contributed positively to policy positions.  The marketing and branding of the tourism product to the consumer has improved and VisitScotland’s reorganisation has increased the focus of that organisation.

9.
That said, SCDI believes that there are some basic issues concerning Scottish tourism that are not being adequately addressed.

The Impact of Foot and Mouth Disease and 11 September 2001

10.
The crisis situations throughout 2001 resulting from FMD and the terrorist attacks of 11 September 2001 have shown the unpredictable and uncontrollable circumstances that can effect not only Scottish tourism, but also the economy as a whole.  Add to these, issues such as the high value of Sterling and the price of fuel and it is clear that a comprehensive strategy for Scottish tourism is affected by external factors.

11.
What these events did highlight, however, was the importance to the Scottish economy of the tourism sector and how a thriving tourism industry can help the whole economy to perform well.  This message should be used as a platform on which to build support for the industry.  Fortunately, it would seem that the industry recovered quite quickly from FMD, although it may have inhibited growth somewhat, but there are few signs of a longer-term impact.

12.
Another result of FMD was in emphasising the importance of Scotland’s major cities as tourism centres.  Tourism in the cities was affected much less, and perhaps even benefited, from the closure of large parts of rural Scotland.  Unfortunately, the worldwide media coverage suggested that the whole country was out of bounds which was not helpful.  There could have been a much more concerted campaign to negate that message and push the Scottish cities in particular as viable destinations. Instead, there were many confused and contradictory messages from many parts of government during the crisis.  For example, the message associated with the Tartan Day celebrations in New York in 2001 turned out to be counter-productive and seemed to confuse rather than clarify the situation.

The roles of VisitScotland, the Enterprise agencies and the British Tourist Authority (BTA)

13.
SCDI recommended in its September 1999 submission to the consultation on the “New Strategy for Scottish Tourism”, that an objective of the strategy must be to ensure that each of the public sector bodies involved in tourism has a clear and defined role to play and that overlap of function was kept to a minimum.  Appendix Two of the “Framework for Action” lists quite clearly what each public sector body, including VisitScotland, the Enterprise agencies and the BTA, should be doing. Notwithstanding the current review of the ATB network, the roles outlined in the “Framework for Action” are generally agreed.  SCDI has found no reason to question these different roles.

14.
However, it would seem from SCDI’s investigations that the perception of duplication is still prevalent and that there is still widespread doubt as to whether the roles of the industry support bodies are suitably defined.  Indeed, the fact that the Committee has seen it necessary to ask such a question suggests that these roles are not sufficiently understood.  They require to be restated and enforced.

15.
This perception of duplication seems rather alarming given the “Framework for Action” Appendix Two and it may simply be that it is too soon after the release of the Framework to see any effect.  However, this situation must be closely monitored and if roles continue to be confused, more direct action will need to be taken to rectify the situation.  Each body playing its own part in working towards the common goal is important for the success of the strategy and the industry and this must be enabled and enforced by the Scottish Executive Tourism Minister, VisitScotland and the Tourism Steering and Implementation Groups announced in the Framework for Action.  The Enterprise and Lifelong Learning Committee will also have a role in monitoring this issue.

The current budget for tourism and the focus of investment
16.
SCDI’s view in 1999 was that the budget allocated to the then STB was, “a disappointing, modest and insufficient resource base to allow it to carry out its role effectively.”  STB’s budget at that point was £19.3 million.  SCDI is pleased to note that since then VisitScotland’s budget has increased, albeit much of that increase being provided to cope with the effects of the FMD outbreak.  However, the announcement that an extra windfall of £4.75 million was being allocated to VisitScotland in 2002, bringing its total budget for the year to £32.85 million is welcome.  If VisitScotland is to function properly as the main flagbearer of Scotland’s tourist industry and to increase the effectiveness of the various functions that it performs, then increased investment is required, especially with regard to marketing.

How effective is the Area Tourist Board (ATB) structure?  What other possible structures are there?
17.
SCDI is submitting a response to the Scottish Executive’s review of the ATB network and this document is attached as Annex 1 to this submission.  The views contained in Annex 1 provide SCDI’s response to the above questions to avoid duplication.

18.
However, it should be noted that, from the tourist’s perspective, boundaries are of no consequence and the number of ATBs and the areas they cover must be secondary to the role and effectiveness of the Boards.  Whatever number is chosen, they must work in close partnership and produce greater efficiency.

What issues arise from the first year of the introduction of the Euro?
19.
There is no substantial evidence to suggest that the introduction of the Euro, and the UK’s decision not to enter the single currency, is causing particular problems to Scotland’s tourism industry.  Having to exchange currency in order to visit the UK and Scotland from the important Eurozone countries is undoubtedly an inconvenience.  However, this is regarded as a marginal issue.  The most important issue is ensuring that the tourism product is of sufficiently high quality so that visitors will wish to come to Scotland irrespective of the type of currency required.  A linked issue that certainly has not been helpful to the tourism industry in recent years, has been the strength of Sterling in relation to European currencies and now the Euro.  This has been alleviated recently by the Euro’s performance.  Such currency fluctuations and the risk of an uncompetitive exchange rate in future years, would obviously be eliminated if the UK was to join the single currency, provided entry was at a rate that did not lock in an uncompetitive position.

How effective are the current funding and management arrangements for Tourist Information Centres?

20.
SCDI’s views on the Tourist Information Centre network are provided in its response to the Scottish Executive’s Review of the ATB network which is attached as Annex 1 to this document.

How can the potential for e-tourism be exploited most effectively?
21.
In order that Scotland’s tourism sector can benefit from electronic communications, widespread and effective use of new technology must be encouraged.  As the Enterprise and Lifelong Learning Committee has identified previously in its own report on the new economy, the need for more investment to ensure affordable access to Broadband technologies so that Scotland can compete effectively in the new economy is required.  This is particularly the case in more areas where insufficient customer demand is hindering the “roll-out” of Broadband into these areas.  It could be argued that businesses in these areas would benefit most by being properly connected and able to electronically market worldwide.

Education and Training
22.
The success of Scotland as a tourist destination depends on the service providers that sell to visitors and the support infrastructure having an undeniable quality image.  The tourism industry is becoming increasingly competitive and customers are becoming more aware of comparative service standards.  The availability of low cost international packages and the growth of international tourism means that most customers now have direct comparators of service standards from around the world.  Scotland has many excellent tourism attractions.  However, these are frequently devalued by poor levels of service.  The answer lies in human resources.  This problem has been recognised for many years.  However, in spite of the efforts of organisations such as Tourism Training Scotland, this continues to be a problem.  Whilst initiatives such as Welcome Host have made some impact, this has not been widespread enough to make a significant difference.  Without the necessary education, skills, motivation and reward, the people who serve visitors cannot be expected to be good “ambassadors” for Scotland.

23.
In relation to the development of human resources in tourism, there are two main, inter-related issues.

24.
Firstly, front line staff are often poorly trained and ineffectively motivated in the skills of customer care and in basic techniques of service recovery.  This is exacerbated by the fact that front-line staff are often temporary and/or transient and there are limited opportunities for a structured career path.  The tourism industry does have a few large organisations, but the vast majority are small businesses.  It also contains many organisations that do not see themselves as primarily tourism based – this includes anything from museums to taxi drivers.  In this context, training and staff development tends to be focused on task and performance related skills.

25.
Secondly, and probably more seriously for the long-term development of tourism, is the poor quality of the supervisors and managers of front-line staff.  Here again, there is a major training need.  In general, the selection and training of supervisors and junior managers is related to operational performance targets, not to customer focused issues.  This, in turn, results in a lack of attention to the interaction of front-line staff with their customers.  The training, motivation and deployment of front-line staff is therefore poor and focused on internal performance issues rather than the customer and service delivery.

26.
The only way out of this vicious circle is through awareness, training and empowerment of staff at all levels of the tourism industry.  The ability to break this circle, resulting as it does in poor quality service and service failure, is central to the success of the indigenous tourism industry.

Access

27.
The ability of people to travel to, from and throughout Scotland efficiently by a variety of means is essential to a successful tourism industry.  The ease, speed and cost of travel all have a bearing on Scotland’s ability to attract visitors.  Unfortunately, the subject of access is one area that did not seem to be covered adequately by the tourism strategy.

28.
Page 31 of “A New Strategy for Scottish Tourism” contained barely two columns of text on accessibility.  The related action point of the establishment of a National Transport Timetable, whilst important, was rather disappointing.  Encouragingly, the “Framework for Action” does list as an objective increased direct access opportunities and this is welcomed by SCDI.

29.
Without moving into a comprehensive submission on Scotland’s transport infrastructure, the availability of direct air services, and good quality road and rail links to airports, including the integration of airports into the rest of the transport system is of crucial importance to tourism.

30.
81% of total trips, and 72% of holiday trips, to Scotland by overseas tourists utilise air transport according to figures produced by VisitScotland.  One particular goal should be the availability, where viable, of low cost services flying direct to and from a variety of European destinations making the rest of the world easily accessible to Scotland and vice versa.  Where direct services are not possible, then comprehensive services to other hub airports should be provided.

31.
In its submission to the recent consultation by the Scotland Office on direct airlinks to Scotland, SCDI recommended that it was necessary for both Government and the air industry to identify a common set of priority routes.  These would be direct routes currently not provided but which, given support and backing, could realistically be established and maintained.  Determining these routes would require the analysis of information on current travel patterns which could be provided by the air industry.  If necessary this data may need to be supplemented by Government sponsored research on likely future destinations and potential customer demand in the business and tourist sectors.

32.
Once priority routes have been identified, incentive policies could then be developed.  This would need to include the provision of financial start-up support from both the industry and Government.  The package could be presented in a partnership document between the industry and Government of Route Development Plans.  This could be marketed to potential operators.  It would indicate the commitment that existed to establish and support these routes and provide confidence to operators that the front-end risk involved in start-up services was underwritten to some extent.

33.
SCDI notes the current joint consultation document by the Scottish Executive and the Department for Transport on “The Future Development of Air Transport in the United Kingdom: Scotland” where many of these issues are presented and will be submitting a response to this consultation.  A copy of that response can be provided to the Committee.

34.
In addition to air services, the ability to travel efficiently within the country, especially outwith the main cities in the Central Belt, enhances the tourism experience.  It also helps to spread the benefits of tourism spending throughout the economy.  Bus, coach and rail transport all play a part in increasing access to large areas of Scotland.

35.
SCDI has welcomed and supported the government’s intention to develop a quality transport network.  Submissions have been provided to many of the consultations that government has produced as part of the development of an integrated transport policy.  SCDI feels it is essential that initiatives contained within the Scottish Executive’s Transport Delivery Plan are brought forward swiftly in order that Scotland is provided with a transport network that does not tarnish the experience that a visitor obtains when travelling to, from and within Scotland.

36.
It is important to emphasise the fact that, of UK tourists, 65% of total trips and 69% of holiday trips used car to travel to, and presumably mostly within, Scotland.  Again these are figures produced by VisitScotland.  A significant further issue is the high cost of fuel, particularly in Scotland’s rural areas.  Fuel costs can increase the price of a holiday and add to the perception that Scotland is an expensive destination with the resulting negative effect on competitiveness.  We leave aside the other significant issue of the condition of the national and local road infrastructure as SCDI recognises that this inquiry concerns a tourism strategy and not a transport strategy.

Iain D Duff

Chief Economist

Scottish Council for Development Industry

27 September 2002
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ANNEX 1
SCOTTISH COUNCIL FOR 

DEVELOPMENT AND INDUSTRY

SCOTTISH EXECUTIVE

"CONSULTATION ON AREA TOURIST BOARDS"

POLICY PAPER

INTRODUCTION

1.
The Scottish Council for Development and Industry (SCDI) is an independent membership network that strengthens Scotland’s competitiveness by formulating policies to encourage sustainable economic prosperity. Its members are drawn from businesses, local authorities, trades unions, educational institutions and the voluntary sector.

2.
This paper is produced in response to the Scottish Executive’s consultation regarding the future arrangements for Area Tourist Boards (ATBs), which was announced on 27 May 2002 by Mike Watson, Minister for Tourism, Culture & Sport. 

3.
This response has been prepared after thorough consultation involving a range of SCDI members and tourism related organisations. This included presentations and discussion at SCDI’s North East and Highlands & Islands Committees in August 2002, and the SCDI Executive Committee on 17 September 2002.

KEY ISSUES ON WHICH VIEWS ARE SOUGHT

What is the future role of the Boards? What should their relationship be with VisitScotland?

4.
Currently the main role of the ATBs is to undertake regional or sub national marketing, undertake market research on behalf of their local membership, service visitor information needs and some also play a key role in the business tourism sector via local convention bureaux.

5.
It is SCDI’s view that the broad role of the ATBs, as defined above, is correct. However, it is vital that they develop a closer working relationship with VisitScotland and that greater partnership working on both strategy implementation and development takes place between the two tiers. It is the role of VisitScotland to set out the national strategy and to market Scotland as a visitor destination. The local strategies developed by the ATBs must add value and be compatible with the overarching national approach. These local strategies must be designed to help deliver an agreed set of national Scottish tourism objectives. This approach should involve an enhanced role for the ATBs to collaborate to deliver parts of the national strategy. Financial resources should reflect this enhanced role when and where it occurs.

6.
The ATBs themselves should take a more innovative approach to aspects of their service delivery. Issues relating to visitor information provision are covered later, but in terms of sub national market research there is scope for the ATBs to utilise some of the expertise and research facilities that exist within Scotland’s further and higher education sector.

The present structure of the 14 Boards – is it the correct structure, or is it of greater importance that the Boards work more closely together, particularly on marketing campaigns?

7.
There is some advantage to the status quo position, in that change will inevitably lead to upheaval and a major focus on internal organisational issues rather than the key external role of the ATB network. In addition, with the involvement of Local Authorities on the ATBs and also the Local Enterprise Company role in relation to tourism business development, it seems likely that a reduction in ATBs could potentially lead to even more complicated working arrangements between the various local partners. 

8.
Discussions within SCDI have produced no clear consensus as to what the preferred number of ATBs should be, although there is a general view that a reduction in the number could produce benefits. The precise nature of the boundaries for a new ATB set up would require detailed discussion between the existing ATB network, COSLA, VisitScotland, the Scottish Executive and the tourism industry itself. 

9.
It would be incumbent upon any reduced number of Boards to ensure that they had adequate structures in place to assess and engage the views of their local tourism businesses so as not to lose their credibility within the industry itself. Hence some form of area sub groups would be needed to ensure that the local link was maintained. 

10.
Any reduction in number of the ATBs would not preclude the need to work more collaboratively in terms of cross marketing, joint marketing initiatives and so on. The reduced number should produce greater efficiency. It would also be a more cost effective structure which should be better placed to deliver aspects of the national strategy as suggested earlier.

The importance of the cities as gateways for tourism to Scotland – should there be special arrangements and if so, what should those be?

11.
In effect, the major cities in Scotland already do act as tourism gateways. SCDI agrees that they have a vital role and that this needs to be reflected in the resources allocated to the cities. The gateway role should be formally recognised and adequately financed, although this finance would be dependent upon how successfully, or otherwise, the cities were able to disperse visitors to other parts of Scotland. A robust mechanism to assess this would require to be established. In essence, the cities would act as major information centres for the rest of Scotland and significant investment in creating top quality information provision at key transport hubs, such as major rail stations, bus stations and airports would be essential.

The role of Local Authorities in Area Tourist Boards, and in particular, whether that role should include funding. Or should ATBs perhaps be funded from a single source such as VisitScotland?

12.
The Local Authorities in Scotland play a major role in the tourism industry. There are many facets to this including the provision of tourism facilities and attractions, the application of the development planning function, the promotional aspects of economic development and many more. However, assuming a reduction in the number of ATBs and given that in the past there has been some dissatisfaction with the adequacy and stability of Local Authority funding, there needs to be a rethink about how Local Authorities can best be engaged in tourism.

13.
SCDI believes the tourism strategy for Scotland and the regions within Scotland needs to be driven by VisitScotland in close conjunction with the ATBs. There exists a tension between the funding role of Local Authorities and the freedom for ATBs to derive strategies compatible with the national approach. Where, for example, an ATB perhaps encompasses five, six or more Local Authorities, this tension is likely to be increased. 

14.
Structurally, SCDI believes that the Local Authority representation on the ATB Boards needs to be re-examined so as to ensure that the Board structure strikes an appropriate balance between key funding partners and industry representatives. SCDI also believes that at a national level COSLA should have a direct representation role through the Board of VisitScotland.

15.
On the issue of funding, the main requirement of ATBs is to have stable and adequate funding. Currently the ATBs receive funding from VisitScotland, Local Authorities, via membership fees and also from the provision of services and some retail. It is SCDI’s view that this mix of funding should continue as it has the benefit of making the ATBs accountable to all of their key stakeholders. However, SCDI believes the core funding of ATBs should come from the Scottish Executive via VisitScotland and that this should be on a stable, triennial basis. This should be subject to review at the end of this period and it is important that ongoing funding was related to the achievement of performance targets in the context of the agreed national and area tourism strategies. Should VisitScotland propose to drive new marketing initiatives through the ATBs which were not envisaged at the time of budget setting, these should be additionally and adequately resourced.

16.
In relation to Local Authority funding, SCDI suggests that some form of standard formula is agreed across Scotland between the ATB network and the Local Authorities which ensures a base level of support from each Local Authority. Additional discretionary Local Authority funding towards the ATBs, either as core funding or project specific, should be encouraged but not mandatory. For this to be effective SCDI recognises the need for the Scottish Executive to provide adequate funding to the Local Authorities in relation to the support they provide to the ATBs.

The relationship with Local Enterprise Companies – should the marketing and business development function at the local level be combined within a single local organisation, or is the key to success greater partnership working?

17.
SCDI believes there is no need to combine the marketing and business development functions into a single local organisation. Particularly, with the suggestion of a reduced number of ATBs the key to success must lie in enhanced partnership working between the ATB and the LECs. The LEC involvement on the business development side must be guided by the expertise residing within the ATBs in terms of the area tourism strategy and its fit with the national strategy, and also with regard to the market research undertaken and commissioned by the ATBs. Hence, partnership is key but the ATB must take a lead advisory role in relation to tourism business development.

18.
An enhanced “Business Gateway” service and simple signposting between the ATB and LECs should address any confusion within the tourism industry itself, as to where to go for advice or assistance.

How best can ATBs engage with businesses. Is the principle of membership still appropriate?

19.
Currently, the majority of ATB members join to get access to the services provided by the ATBs and have minimal interest in the running of the ATB or in its strategic approach. This means that ATBs are not particularly effective at getting an “industry view” on issues, which undoubtedly inhibits the impact they have been able to make at a national level with VisitScotland. Should there be a reduced number of ATBs, SCDI believes it is essential that they play a more proactive role in terms of formulating strategy with VisitScotland. They will need to improve their methods of generating industry feedback on strategic issues. This should not be beyond the scope of a reduced number of resource enhanced ATBs to deliver. Other membership organisations across Scotland, SCDI being one, manage to engage effectively with their wide memberships on many strategic issues of importance to Scotland.

20.
One of the issues regarding membership which concerns SCDI is the effect it has on creative marketing and innovative thinking, particularly at the smaller, low volume end of the market. Often, smaller operators join their ATB as a relatively inexpensive way of obtaining a steady stream of clients. This can have the effect of sheltering them from prevailing market conditions and market trends, with the net effect that the tourism product declines or stagnates. Conversely, it is possible that a top quality “best in class” tourism attraction may choose not to be a member of its ATB and to undertake marketing initiatives either independently or with other similar quality tourism facilities. This may lead to its exclusion from ATB marketing initiatives, which naturally tend to focus on members. However, if the area wants to maximise its attractiveness to visitors, should this be the case? Should it not promote the best operators whether or not they are in membership?

21.
Despite these concerns, SCDI believes there is merit in retaining the membership aspect of ATBs in a revised form. Membership is important in engaging tourism businesses with the broader strategic objectives and market conditions that impact upon the industry. Whilst this may not be happening as well as it could, without membership it is unlikely to happen at all. 

22.
SCDI would suggest that the entry level for membership should have a low cost to encourage engagement with as wide a spectrum of tourism related businesses as possible. In addition, a tiered membership structure should apply. For example, gold, silver or bronze members, dependent upon facilities and quality standards. Members could then buy into different levels of support and services from their ATB. 

The ways in which information is provided to visitors – should this be at a more local level, perhaps using local franchises or other existing local facilities, such as libraries?

23.
Advances in technology have a major impact on this issue. There is a need to harness and utilise technology on a much wider scale than at present to provide information to visitors. Equally, it is important to ensure that the quality of this information is of a high standard and that it is current and up to date. The use of manned and unmanned electronic information points should be expanded and key locations such as hotels, tourist attractions, transport hubs and other sites of maximum visitor density should have these facilities. Combined with the VisitScotland E-tourism initiative, this should greatly enhance access to information about Scotland, at both the pre-visit planning and in-market stage.

24.
The existing network of Tourist Information Centres (TICs) is likely to reduce as technology plays an enhanced role in information provision. Hence, it will be important to make sure that those that remain are in the correct locations to service the areas of greatest demand. In addition, the concept of franchising out the service to post offices, visitor attractions, Local Authority offices, libraries and hotels should be encouraged. The role of the ATB in this instance should be to ensure adequate training to the franchisee’s staff so that a consistent quality service can be provided. In smaller communities there may also be scope for the concept of “tourist ambassadors”, where an individual within an existing local facility was trained by the ATB to be able to provide visitors with advice and information relating to their immediate locale.

25.
SCDI also believes that it is important to have a number of flagship tourist centres at key entry points to Scotland. Locations for these would include the mainline rail stations and bus stations in the five cities, the major airports and ferry ports and the main M74 and A1 routes across the Border.

CONCLUSIONS

· Area Tourist Boards (ATBs) should work closer with VisitScotland in strategy development and implementation.

· On balance a reduction in the number of ATBs should result in benefits of scale and enhanced joint working should be further encouraged.

· The role of Scotland’s cities as tourism gateways should be formally recognised and resourced.

· COSLA to have a place on the VisitScotland Board.

· Funding mix for ATBs to be retained but major funding share should come from the Scottish Executive. 

· ATBs to take lead advisory role in relation to Local Enterprise Company investment in tourism business development.

· ATBs to be more proactive in seeking out members’ views to inform strategy development.

· Membership element of ATBs to be retained but a tiered system to be introduced.

· Large expansion in the use of electronic based information methods for information provision.

· More franchising of information provision and greater co-location with existing facilities.

· Tourism Ambassador concept to be developed in smaller communities.

· High profile flagship tourist information centres essential at key transport hubs.

Ian Armstrong

Scottish Council for Development and Industry

19 September 2002
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