MEMORANDUM
Response to:
Scottish Parliament Economy, Tourism and Energy Committee

From:

The Scottish Council for Development and Industry

INQUIRY INTO TOURISM
Introduction

1.
The Scottish Council for Development and Industry (SCDI) welcomes the opportunity to submit written evidence to the above Inquiry.  SCDI provided comments on VisitScotland’s “Tourism Prospectus: Investing for Growth” in October this year and this evidence draws on that submission.  SCDI does not provide a response to all the questions in the Terms of Reference.  Those to which a response is provided are set out below. 
Question: How realistic is the proposed ambition for a 50% increase in revenue in the tourism sector by 2015?

2. The challenge for the Scottish tourism sector is to continue to compete successfully in an increasingly expanding and complex market.  The goal to achieve 50% real terms growth in tourism revenues by 2015 is ambitious, but is supported by SCDI as an achievable goal and in providing a common focal point for the industry.  This would mean increasing revenues from the current £4.2 billion to £6.3 billion per annum.  It may be useful to introduce an interim target to provide an ongoing measurement of say a 25% revenue increase by 2011, that is, an extra £1 billion.  Crucial to this will be the provision of an appropriate policy structure and financial support for Scottish tourism.

3. SCDI has been encouraged that the Framework for Growth contained in the Tourism Prospectus and the related Scottish Tourism: The Next Decade document are focusing on the important issues of Marketing, Access, Quality, Training and skills and Finance as it these areas that are most vital in improving Scotland’s tourism industry and products.
Question: What are the specific challenges in Scotland’s tourism industry in relation to skills, training, quality standards, service levels and leadership and how can these be overcome?

4.
There must be continuous improvement in the quality of accommodation, food, facilities and attractions that are available in Scotland.  Much of this improvement will come about through proper training to enhance skills levels in the industry.  The educational institutions have a role to play, but the industry itself needs to provide career structures that will attract quality recruits.  There remain substantial obstacles to improving the career perceptions of potential and current employees in some of the occupations involved in tourism.  Issues such as low pay and poor conditions of employment are widely perceived.  An added complication is the seasonality of many posts and the limited opportunities of a structured career path.  Good management and leadership skills must also be present to inspire staff, drive up quality and standards and promote innovation in service provision and product development.  The Scottish Tourism Forum has a key role here.

Question: What are the other challenges in meeting the growth ambition and what can be done by both the public and private sectors to overcome these?

5.
If the aspirations for Scottish tourism and the real terms growth target is to be achieved then a fundamental consideration is the resource that is provided to VisitScotland as the lead industry body.  VisitScotland currently spends £25 million per annum on marketing.  This has reduced from a peak of around £35 million in 2005-06.

6.
While this is significantly better than in the previous decade when SCDI, in its 1999 submission to the Tourism Strategy, regarded the marketing budget as “disappointing, modest and insufficient”, SCDI still feels that this in an inadequate resource base to allow VisitScotland to carry out its marketing role effectively.  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 public funding is required, especially in regard to marketing.  It is additionally disappointing, therefore, that the recent Scottish Government Budget sees a real terms fall in VisitScotland’s total budget of 0.5% per annum.
7.
The role of VisitBritain is also relevant here.  Using this outlet to complement, enhance and extend the reach of the Scottish “brand” throughout the world brings benefits.  It must be ensured that the VisitBritain dimension is fully exploited, appropriately funded and is fully aligned and involved with the goals and aspirations of the Scottish tourism industry.  This will be especially important as a significant amount of the 50% growth target is anticipated to come from international tourism, therefore VisitBritain’s network will be valuable for reaching these markets.  However, where and as appropriate, VisitScotland should be encouraged to undertake independent promotions outwith the VisitBritain umbrella.
8.
Capital investment to establish new and enhance existing attractions is required.  Increased support for Scotland’s valuable natural heritage and historical sites alongside high quality, modern products and projects should be provided.   Entrepreneurialism, innovation and vision are to be encouraged.  Scotland must increasingly build its tourist industry at the top end of the quality spectrum and offer exceptional experiences for the visitor.
9.
If the tourism product is to improve quality developments must be encouraged by the planning system and authorities.  Any undue hindrance to such projects may risk deterring investment in Scotland.  The current controversy surrounding the Trump development in the North-East of Scotland is a case in point.
10.
Marketing Scottish tourism should emphasise the environmental benefits of holidaying in Scotland with increased opportunity to travel here by more environmentally friendly modes such as train.  This will fit with the broader goal of marketing Scotland in general as a “green” option.  Perhaps more than most places, Scotland can benefit from perceptions of environmental quality.  Many products and services sold to visitors are to some degree dependent on a portrayal of Scotland as a “clean and green” place.  Tourism is a sector where that status and can be used as an aspect of competitiveness and marketing benefit.  Increased impetus in this area is required, although there may be inherent conflicts between achieving the 50% revenue growth target and environmental goals.  A balance needs to be struck between these objectives.
11.
Visitors have to get to Scotland.  The ease, speed and cost of travel all have a bearing on Scotland’s ability to attract visitors.  One particular success story over the last few years has been the increased availability of direct flights to and from a variety of destinations making the rest of the world easily accessible to Scotland and vice versa.  The Government’s Route Development Fund (RDF) has played an important part here, alongside BAA Scotland’s own RDF.  Unfortunately, with the current Government RDF being ruled contrary to State Aid Guidelines, it will be necessary to ensure another form of route development support is available to operators to encourage direct flights and obtain the benefits they bring.  Where direct services are not possible, then comprehensive services to other hub airports should be provided.  In turn, airports should be fully accessible and integrated into the rest of Scotland’s transport infrastructure.  The Masterplans that have been produced for each of Scotland’s main airports contain many of the necessary developments and these should be supported.

12.
Scotland’s ports are also important gateways playing a significant role in tourism and recreation through ferry services, cruise ship facilities and other marine based leisure pursuits.  The major issues for the ports sector in SCDI’s view are ensuring appropriate investment, efficient access and integration with the road and rail network to facilitate intermodal transfer of goods and passengers and encouraging greater international connectivity.  Travellers using Scotland’s ports for sea crossings require good access and high quality facilities.  This is the case whether for lifeline ferries or leisure services.

13.
The ability to travel efficiently within Scotland, especially outwith the main cities in the Central Belt, and between the rest of the UK and Scotland helps to support the spread of tourism.  Bus, coach, ferry and rail transport all play a part in increasing access to large areas of Scotland.  The Strategic Transport Projects Review and the Regional Transport Strategies that have been produced by the Regional Transport Partnerships will contain significant schemes and projects to develop and improve Scotland’s transport infrastructure and network.  Once agreed these must be delivered in an efficient and cost effective manner so helping to ensure that Scotland is provided with a transport network that does not tarnish the experience that visitors receive when travelling to, from and within Scotland.

14.
SCDI welcomes the establishment of Tourism Intelligence Scotland (TIS).  The collection, collation and analysis of regular statistics for Scotland has been a long standing issue for SCDI.  There has been insufficient Scottish data available at a disaggregated, sub-national level and hopefully TIS will help remedy this.  Intelligence of this type and its swift dissemination is vital in ensuring that the public sector agencies can provide appropriate support and advice and the private sector can swiftly align its products and services to consumer demand.  Collaboration and sharing of information will ensure that marketing campaigns are properly focused and resources are used effectively.

Question: What are the implications of the Scottish Government’s plans for VisitScotland, how will its role change particularly in relation to its relationship with the enterprise network and Scottish Development International, and its increased responsibilities for attracting international visitors?
15.
SCDI has recommended to Government that it would be beneficial to group the functions of tourism, inward investment and international trade together for the purposes of international marketing.  It is acknowledged that target markets will vary for investment, trade and tourism, but under certain circumstances they will be combined.  SCDI feels that synergies would be won and efficiencies gained in having a closer integration of international promotion via Scottish Development International’s (SDI) world-wide network of 22 offices and 80 staff in functions such as inward investment, trade, business tourism, market intelligence gathering, operational co-operation and co-habitation.  This should be viewed not simply as an investment by SDI, but a Scottish Government investment for Scotland’s benefit.

16.
Staff employed in these offices should be multi-skilled and capable of dealing with enquiries of a general nature regarding investment, trade and tourism.  Furthermore, the GlobalScot network must be better utilised to enhance business tourism to Scotland.

17.
SCDI has previously noted the considerable number of public sector bodies that are involved in tourism.  A continuing objective must be to ensure that each body has a clear and defined role to play and that overlap of function is kept to a minimum.  If roles are not properly defined there is a risk of duplication of functions and inefficient use of resources.  This makes it more difficult to argue for increased public funding.  A continued de-cluttering process is required.

18.
Policies that help ensure a quality experience and the provision of excellent services and attractions will help to construct a sustainable tourism industry.  In this way the 50% revenue growth target may be achieved without compromising value for money.

Iain D Duff
Chief Economist and Policy Manager

The Scottish Council for Development and Industry
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