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Key motivators and attractors for visiting Scotland

Source: VisitScotland




Scotland boasts a number of tourism “assets”
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Assets Into experiences
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Assets Into experiences
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Assets Into experiences
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Activities and adventure
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Built Heritage
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Events and festivals
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Business Tourism
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2 Mountain Biking
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A basis for future growth ?
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Quality and the customer journey
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Overall Experience

2%

were very satisfied with their
experience of Scotland

Overall Visitor
Experience

W Very satisfied Fairly satisfied

% satisfied

Scotland 22%

94%

> resparchinternational G82% Based on your experiences during this trip, to what extent would you recommend the following areas as destinations
. . to friends and family? Base: All respondents (1882)




Quality and the customer journey
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Recommendation

Oua'dl_\ﬁsi:ur
Majority would recommend Scotland to others.

would definitely recommend to
friends & family

= research international C32: Based on your experiences during this trip, to what extent would you recommend the following areas as destinations
R 7 tofriends and family? Base: All respondents (1882)



Quality and the customer journey
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Information available for trip planning performed well, but cost of

travel could be improved

Trip Plannin

The availability of useful information online to
help you plan your trip

. The availahility of other usaful infarmation off-lins
, to halp you plan your trip (e.g. brochuras,
guidebocks)

Getting to your destination

< Availability of convenient air routes to Scetland

= Availability of convenient sea reutes to Scotland

The costof travel to /in Scotland

Putzlic transport availability, service and value for
money
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47% 43%

37% 45%

39% 34%

29% 26%

16% 41%

30% 42%

m Very satisfied (3} Fairly satisfied (4)
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Quality and the customer journey
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Accommodation

& research international

K

Friendly service, local information and VICs all perform well

59 Availability of low cost/ budgst accommodation

= Availability of good quality accommodation

E Value for money

FE Friendly and efficient service
Activities

FFE The availability of local information

E Value for money of attractions

E Opportunities to attend local events/ festivals
Eating out

59 Value for money

= Local produce when eating out
Interactions

E Cpportunities to interact with local people
Scotland VIC

E5 Owverall satisfaction with VICs

E5 Ease of finding VICs

ES5 Welcoming feel of VICs

Friendly and efficient service
Availakility of useful information

m Very satisfied (5)

B5F *

6 %* 744 : ! <!

38%
39%

42%

46%

46%

39%

42%
44%
42%

52%
47%

42%

41%
42%
41%

Fairly satisfied {4)



6 The customer journey
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Areas for improvement
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Accommodation
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Accommodation
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RURAL AND URBAN PROPORTIONS OF
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Accommodation




Weaknesses in the accommodation provision




Investment funding
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