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1. Introduction 

1.1 This document contains the Technical Annexes that accompany the main Edinburgh 2020 

Strategy Review Report. These Annexes include: 

 Strategic Context 

 Additional Review Data  

 Feedback on Strategic Priorities 

 Modelling the Stretch Target 

 Tourism Context and Emerging Trends 

 International Comparators 

 Strategy Performance Against Actions 

 Ed2020 Strategy Delivery Report – January 2016 
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Annex A: Strategic Context 

A.1 The Edinburgh Tourism Strategy continues to fit well with local and national strategies. 

Tourism has been one of Scotland’s best performing sectors in recent years and Edinburgh 

has contributed to a large part of this success. Although, Edinburgh has global profile as a 

tourism destination, there are opportunities to do more in terms of promoting the role of 

tourism in contributing to wider economic development. In the following sections we set out 

how Edinburgh 2020 fits with other economic development and tourism policy. 

Fit with Scottish Government Economic Strategy 

A.2 In 2015, a refreshed Scottish Government Economic Strategy1 was launched, with the two 

main pillars of increasing competitiveness and tackling inequality. There are four Strategic 

Priorities and there is a clear role for the tourism sector to contribute to each of these areas: 

 Investment – the Strategy identifies tourism as one of Scotland’s key sectors and 

highlights the need to encourage more investment in our tourism businesses and to 

ensure they have a skilled workforce. Investing in transport and digital 

infrastructure also feature as priorities, and these are key issues for the tourism 

sector 

 Innovation – like other key sectors, tourism businesses should be encouraged to 

develop new products, services and business models to improve their 

competiveness and ability to create good quality jobs 

 Inclusive growth – the Strategy aims to support economic opportunities for all. Due 

to the nature and scale of the tourism, the sector plays an important role in 

generating employment across a broad range of skill levels, in both urban and rural 

parts of the country 

 Internationalisation – tourism has a key role in defining Scotland’s international 

profile, thereby assisting all sectors to sell to overseas markets and helping to bring 

in new investment and visitors to Scotland.  This is recognised in Scotland’s Trade 

and Investment Strategy2. 

A.3 In relation to all of these Priorities, the main message is that Edinburgh’s tourism sector is a 

significant driver of the city’s economy and therefore has an important contribution to make 

to the growth of the wider Scottish economy.  

Renewed focus on productivity 

A.4 In economic development terms, productivity measures the relationship between a firm’s 

inputs and outputs. At the level of a business, improved productivity leads to higher wages. 

For a country, higher levels of productivity create more wealth in the economy and 

improved well-being for residents (through better public services and infrastructure). UK 

                                                                 
1 Scottish Government (2015), Scotland’s Economic Strategy 
2 Scottish Government (2015), Scotland’s Trade and Investment Strategy 2016-21 
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and Scottish levels of productivity remain below those of other developed economies and 

there has been a renewed focus on improving the situation, including the UK Government’s 

Productivity Plan3. 

A.5 In the hospitality and tourism-related sectors data suggest that there has been little 

improvement in productivity over the last 20 years.  This matters because these sectors 

employ so many people and are so important to many local economies. The number of jobs 

supported in these sectors means that even a very modest improvement in productivity 

would make a big difference, helping to raise profits and wages.  It would make the sector as 

a whole more attractive to work and invest in.  The introduction of the new ‘living wage’ also 

increases the need for the tourism sector to focus on productivity and this is reflected in a 

new Strategic Priority for Edinburgh 2020. 

Fit with Scottish Tourism Strategy and Skills Investment Plan 

A.6 The original Scottish Tourism Strategy was launched by the Scottish Tourism Alliance (STA) 

in 2012, just after Edinburgh 2020. Its vision was that “by 2020, Scotland is a destination of 

first choice” and it aimed to increase visitor spend, through quality, to between £5.5bn and 

£6.5bn4.  

A.7 The original Strategy was built around: focusing on Our Growth Markets; Providing 

Authentic Experiences; Improving the Customer Journey; and Building our Capabilities. 

Through the recent Mid-term Review5, additional emphases have been placed on four 

priority areas: Digital; Leadership; Influencing Investment; and Quality of the Visitor 

Experience. All of these priorities also feature strongly in Edinburgh 2020.  

A.8 In 2013, the STA published a Tourism Skills Investment Plan. It has four priorities: 

Improving management, leadership and enterprise in the sector; Ensuring staff have the 

skills to deliver a high quality visitor experience; Raising the attractiveness of the sector to 

new entrants; and Ensuring appropriate and high quality training is available to the sector. 

The STA is currently refreshing the sector Skills Investment Plan and any changes will be 

factored into delivery of Edinburgh 2020. 

Contributing to Edinburgh’s Economic Strategy 

A.9 The City of Edinburgh Council’s Economic Strategy6 was launched in 2012. It has four 

Strategic Programmes and, again, it is clear to see how tourism as one of the city’s key 

sectors fits with each of these action areas.  The four Programmes are:  

 Invest in the City’s Development and Regeneration 

 Support Inward Investment 

 Support Businesses 

                                                                 
3 HM Treasury (2015), Fixing the Foundations, Creating a More Prosperous Nation 
4 Scottish Tourism Alliance (2012), Tourism Scotland 2020, A Strategy for Leadership and Growth 
5 Scottish Tourism Alliance (2016), Tourism Scotland 2020, Mid-term Review 2016 
6 City of Edinburgh Council (2012), A Strategy for Jobs, The City of Edinburgh Council’s Economic Strategy for 2012-17 



Edinburgh 2020 Tourism Strategy 
TECHNICAL ANNEXES 

 A-3 

 Help unemployed people back into work or learning. 

Key sector for the Edinburgh City Region Deal 

A.10 The City of Edinburgh Council and the five neighbouring local authorities that make up the 

Edinburgh City Region are currently negotiating with the UK and Scottish Governments on 

the Edinburgh City Region Deal, with an announcement expected in Autumn 2016. These 

‘Deals’ are agreements between Government and cities which secure long term 

infrastructure investment to support economic growth and regeneration.  

A.11 Edinburgh is bidding for around £1bn of Government funding which is expected to lever in 

£3.2bn worth of private sector funding7. Much of the funding is likely to be used for strategic 

transport and digital infrastructure projects, both important in terms of supporting more 

tourism growth. There will also potentially be funding for the refurbishment of the city’s 

cultural venues which again will be important in attracting visitors to the city.  

Thundering Hooves 

A.12 In 2015, a refreshed strategy for supporting Edinburgh’s Festivals was published8 10 years 

after the original ‘Thundering Hooves’ Strategy. The main challenges identified in the new 

Strategy were the ‘fiscal cliff’ facing public sector investment and the challenges of keeping 

pace with new digital technologies. The main priority actions were around influencing 

investment in transport and digital infrastructure and cultural venues, social engagement 

(ensuring the wider city and communities feel part of the Festivals), maintaining and 

strengthening collaboration (i.e. through Festivals Edinburgh), and global positioning, 

branding and marketing. All of these priorities are reflected in Edinburgh 2020. 

A.13 Feedback from consultees, and the economic evidence, is clear that alongside the city 

heritage, the Festivals are the core assets for tourism and culture in the city.  It is essential 

that if tourism is to continue to provide jobs and income, the Strategy partners should work 

towards ensuring there is the investment to support the Festivals and to deliver the 

Thundering Hooves Strategy. 

                                                                 
7 http://www.acceleratinggrowth.org.uk/  
8 BOP and FEI (2015), Edinburgh Festivals: Thundering Hooves 2.0 

http://www.acceleratinggrowth.org.uk/
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Annex B: Additional Review Data 

Trend comparisons with other UK cities 

B.1 The first chart shows the pattern of domestic visits to five UK cities including Edinburgh.  

Edinburgh has slightly fewer domestic visitors than Manchester and Birmingham but more 

than Glasgow and Liverpool. 

Figure B-1: Domestic tourist trips (2010-15) 
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Source: UKTS/GBTS (3 year averages) 

B.2 As shown below, Edinburgh continues to have significantly more international visitors 

relative to other major UK cities.  

Figure B-2: Overseas tourist trips (2010-2015) 
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Source: IPS (3 year averages) 

B.3 When looking at all visitor trips, Edinburgh’s performance is closer to Manchester and 

Birmingham. 

Figure B-3: All tourist trips (2010-2015) 
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Source: UKTS/GBTS/ IPS (3 year averages) 

Seasonality 

B.4 The number of domestic trips to Edinburgh during the January to March period continues to 

lag behind the numbers coming at other times of the year. 

Figure B-4: Seasonal profile of domestic visitors to Edinburgh (2010-15) 
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Source: UKTS/ GBTS (3 year averages) 

B.5 There are even larger differences in terms of when most overseas visitors visit the city. 

Figure B-5: Seasonal profile of overseas visitors to Edinburgh (2010-15) 

0

100

200

300

400

500

600

700

2010 2011 2012 2013 2014 2015

N
o

. 
o

f 
tr

ip
s

 (
0

0
0

s
)

Jan-March April-June July-Sept Oct- Dec
 

Source: IPS (3 year averages) 

B.6 Although there has long been a recognition in Edinburgh of the need to boost numbers in the 

winter months, as is shown below, the main area for development is for the January to 

March period which remains some way down in terms of visitors compared to the October 

to December quarter (more than 200,000 fewer trips). 

Figure B-6: Visitor numbers during the winter months (2010-2015) 

 
Source: UKTS/ GBTS/IPS (3 year averages) 



Edinburgh 2020 Tourism Strategy 
TECHNICAL ANNEXES 

 B-4 

B.7 The seasonal profile can be compared with other cities in the UK.  Edinburgh has the 

smallest proportion of overseas visitors in October to March time.  This is partly because of 

the strong performance during the summer. 

Figure B-7: Seasonal profile of overseas visitors in other UK cities (2015) 
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Source: IPS 

B.8 The seasonal pattern across three cities shows the large difference in Edinburgh compared 

with Birmingham and Manchester. 

Figure B-8: Profile of overseas visitors to Edinburgh, Manchester & Birmingham (2015) 
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B.9 Over the last five years the vast majority of growth in visitors has taken place during the 

summer months. There has been some growth during the October to December quarter but 

limited change in the number of visitors coming during the January to March period. 

Figure B-9: Change in seasonal visitor numbers 2010-2015 

1%
3%

44%

29%

41%

7%
5%

8%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

Domestic Overseas

%
 c

h
a
n

g
e
 2

0
1
0
 t

o
 2

0
1
5
 b

y
 s

e
a
s
o
n

Jan-March April-June July-Sept Oct- Dec

 
Source: UKTS/ GBTS/ IPS 

B.10 Occupancy data from STR also shows a significant gap between January to March and the 

summer months.  Edinburgh has one of the highest occupancy rates in the summer, but one 

of the lowest in the winter. 
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Figure B-10: Hotel room occupancy - Jan-Mar (average of 2014 and 2015) & Jul–Sept (2015) 

 
Source: STR data for 2014 and 2015 

B.11 An analysis of overseas visitors in 2015 provides an interesting way of showing the 

nationalities that tend to visit more during the winter months.  Using the latest figures, USA, 

Spain, Germany, Australia and Poland generate the most visitors in the winter. 
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Figure B-11: Overseas visitors in the winter months (2015) 

 
Source: IPS 
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Annex C: Feedback on Strategic Priorities 

Influencing Investment 

Rationale 

C.1 This Strategic Priority focuses on ensuring continuing investment in Edinburgh’s core 

tourism product. Edinburgh consistently wins award for best visitor destinations and the 

quality of life is recognised by residents. The city is known world-wide for its historical 

buildings and architecture and cultural offer which includes the Edinburgh Festivals. These 

are the main reasons why millions of visitors come to the city each year. 

C.2 In order to continue to grow the number of visitors, there needs to be significant levels of 

investment in the city infrastructure, maintaining and protecting historic buildings and 

developing the city’s events and festivals. Over the coming years, there will be less public 

sector funding available and therefore more innovative forms of financing will be required. 

C.3 The unique quality and attraction of Edinburgh’s Old and New Towns were recognised when 

the city was designated with UNESCO World Heritage Status in 1995. In 2004, the city was 

then awarded UNESCO City of Literature status reinforcing the quality of the heritage and 

cultural product. Edinburgh World Heritage recently commissioned research which 

estimated this Status is worth in the region of £1.2 to £1.4 billion (based on residents, 

businesses and visitors’ willingness to pay) . 

C.4 Edinburgh’s Festivals drive a large proportion of the city’s visitors, especially over the 

summer months. It is estimated that the 12 Edinburgh Festivals generate £245 million for 

the Edinburgh economy and £261 million for Scotland as a whole . As mentioned earlier, 

there is a lot of support and investment required to maintain Edinburgh’s position as one of 

the world’s leading festival cities. The Thundering Hooves Strategy highlights the need to 

invest in transport and digital infrastructure and cultural venues, social engagement, 

collaboration, and global positioning, branding and marketing.  

C.5 There has been significant tourism-related investment over the last few years. This includes 

transport improvements, investment at the airport, refurbishment of key attractions and the 

building of new hotels. However, this kind of investment needs to continue and grow if 

Edinburgh is to achieve its growth ambition. 

Review feedback 

C.6 Although stakeholders acknowledged the recent success and growth of the city’s tourism 

sector, it was generally suggested that Edinburgh 2020 needs to be bolder and more 

influential. Through Edinburgh 2020 and the Strategy Implementation Group, there was a 

feeling that there needs to be more proactive collective leadership in planning for post 2020. 

C.7 It was highlighted that the Strategy needs to be better at influencing partners within the city. 

This could be in terms of informing the work of the City Council in attracting new hotel 

investment, helping to shape the Airport’s masterplan and the targeting of new markets, 
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supporting the universities’ recruitment of international students and helping to make the 

case for new investment in new or enhanced visitor attractions and potentially new events.  

C.8 It was also felt that more could be done to educate and inform the wider city on the 

importance of tourism to economic development, whether that is through providing a wide 

range of employment opportunities, or helping to promote the city’s sectoral assets 

internationally. New city-based strategies are being developed such as the Edinburgh City 

Region Deal and the new City of Edinburgh Council Economic Strategy. In both examples, the 

tourism sector needs to be recognised as a key sector in the city. 

C.9 The Strategy also has an important influencing role with external partners (i.e. not specific 

to Edinburgh). In terms of the public sector, this would be increasing influence over the 

policy and investment decisions of the Scottish Government, SE, SDI, SDS and VisitScotland. 

Influencing the private sector would again be mainly around hotel and accommodation 

investment.  

C.10 It was agreed that the city needs to make more of its recent success and be more ambitious 

for the remaining years of the Strategy and then beyond 2020. Including ‘stretch’ targets up 

to 2020 would help promote the success of the city on two fronts. First, it would 

demonstrate the importance of the tourism sector to the Edinburgh economy. It would also 

promote the role of Edinburgh as the tourism gateway to Scotland, showing how important 

the city is to Scotland achieving its overall tourism ambition. 
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World Class Meetings City 

Rationale 

C.11 Business tourism remains an important element of Edinburgh 2020. There has been 

marginal growth over the last three to four years but there are some major opportunities 

over the coming years.  

C.12 Although the overall number of business trips in Edinburgh (discretionary and non-

discretionary) fell between 2010 and 2014 from 660,000 to 570,000 (a decreased of 14%), 

the MICE (Meetings, Incentives, Conferences and Exhibitions) market has seen some modest 

growth as shown in Marketing Edinburgh’s delegate numbers which increased by 9% from 

2010/11 to 2014/15. It should be noted that these data on events and delegates only relate 

to the activity support by Marketing Edinburgh Convention Bureau. 

Table C-1: Data on Edinburgh business conferences 

 2010/11 2011/12 2012/13 2013/14 2014/15 % change 
No. of events 184 202 173 156 169 -8% 

No. of delegates 50,539 49,652 51,381 45,334 54,906 9% 

Source: Marketing Edinburgh 

C.13 Marketing Edinburgh has recently grown the Business Ambassadors network to over 500 

members and there is a healthy pipeline of events coming to the city. Encouragingly, 

Edinburgh’s position in the International Congress and Convention Association (ICCA) 

rankings has climbed up to 31, and this ranking is now higher than its baseline ranking in 

2010. A high point of 29th position was achieved in 2011. 

Table C-2: ICCA rankings 

Year of ranking Ranking 

2015 31 

2014 40 

2013 33 

2012 38 

2011 29 

2010 36 

Source: Marketing Edinburgh 

C.14 In 2012, VisitScotland introduced the Conference Bid Fund to help Scotland’s cities attract 

more business conferences. Since its launch, £300 million has been awarded to over 100 

events across Scotland with 24% allocated to Edinburgh events. Securing match funding has 

been a challenge in Edinburgh but discussions are taking place between Marketing 

Edinburgh Convention Bureau and VisitScotland regarding the potential for using in-kind 

match funding. 
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C.15 Although the number of delegates attending conferences is relatively small in the context of 

all visitors to Edinburgh, these types of events generate high levels of economic impact and 

play an important role in showcasing the city both for future leisure and business trips. In 

terms of economic impact, research on the conference market in Scotland more widely 

estimated that in 2013 there were around 118,000 events generating seven million 

delegates with £680 million being spent at the venue and a further £590 million spent 

elsewhere in the city9. 

Review feedback 

C.16 Stakeholders felt that over the last couple of years there has been a closer relationship 

between the Marketing Edinburgh Convention Bureau and the Edinburgh International 

Conference Centre (EICC) which is resulting in a more strategic approach to bidding for 

events. Marketing Edinburgh has also been developing closer links with the Edinburgh 

Hoteliers Association. Improved performance in terms of the number of events and 

delegates is expected to come through in the next few years. The expansion of the EICC in 

2013 has also helped, increasing their capacity and ability to host larger conferences. 

C.17 Although Edinburgh has a strong business tourism product, there are number of issues 

highlighted by stakeholders which need to be addressed in order to grow this part of the 

tourism sector. The limited availability of top quality conference accommodation is one 

potential weakness, and ties in with other feedback on the need for Edinburgh to attract 

more five star hotels.  

C.18 Since the city does not have the resource to win bids through incentives, it was stated that 

there needs to be more of a joined-up approach across partners to ensuring a high quality 

event experience, from the welcome at the Airport through to special treatment at the hotel 

and promotions for visiting city attractions during the visit. Wi-Fi infrastrucuture 

throughout the city centre is another issue but should be resolved following the Council’s 

recent agreement with intechnologyWiFi.   

C.19 In order to secure more buy-in from partners, there needs to be more promotion and 

understanding of the benefits of business tourism. Part of the problem at the moment is a 

lack of consistency in how business tourism is actually measured. Business tourism events 

can help to promote Edinburgh’s academic strengths, for example in informatics and life 

sciences. There is also the potential to include more educational links such as school projects 

based around conference subject areas. Importantly, business tourism events can also 

showcase the city to encourage delegates to return for a leisure visit. 

C.20 Stakeholders believed that business tourism could play an important role in trying to 

address the seasonality issue in Edinburgh. Since hotel occupancy rates are lower during the 

shoulder months, especially January to March, there is more potential to secure discounted 

hotel rates as part of a bid package. 

                                                                 
9 TEAM Consulting (2013), Business Event Tourism in Scotland 
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Jan to March 

Rationale 

C.21 This priority has become even more important over the first period of the Strategy.  Since 

2010 the number of visitors that come from April to September has grown rapidly, while the 

number visiting between January and March has changed very little. 

C.22 The Strategy currently focuses on the development of the ‘Winter Product’. However, the 

visitor numbers data indicates that the issue is more specifically about the January to March 

period rather than October to December.  Figure C-1 shows the changes in visitor numbers 

for each quarter between 2010 and 2015.  Over the last five years the vast majority of 

growth in visitors has taken place during the summer months. There has been some growth 

during the October to December quarter but limited change in the number of visitors coming 

during the January to March period (1% growth in domestic and 3% growth in overseas 

visitors). 

Figure C-1: Change in the number of visitors to Edinburgh by season 2010 to 2015 

 
Source: UKTS/ GBTS/ IPS 

C.23 Clearly this divergence is a major barrier to achieving the Strategy’s growth targets.  In fact, 

it is likely to be impossible to grow tourism sufficiently without a better distribution of 

visitors throughout the year. 

C.24 It is also likely to be a barrier to improving profit, productivity, investment and generally 

enabling a more sustainable tourism industry in the sector.  The focus on the January to 

March period provides a clearer refinement for the Strategy for the remaining five years. 
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C.25 Hotel occupancy data shows a similar pattern. Edinburgh has among the highest levels of 

room occupancy in the UK and Europe, but one of the lowest in the UK in January to March. 

C.26 Figure C-2 shows how hotel occupancy in Edinburgh, is lower than other UK cities in January 

to March, but higher in the summer.  The shaded bars show occupancy Jan – March and the 

unshaded bars show occupancy during July to September. 

Figure C-2: Hotel room occupancy - Jan-Mar (average of 2014 and 2015) & Jul–Sept (2015) 

 
Source: STR data for 2014 and 2015 

Review feedback 

C.27 The consultations reinforced the importance of more focus on year-round activity, but also 

stressed that focussing on these shoulder months for new activity must not ignore the 

current year-round product (i.e. maintaining the success of the summer months). 

C.28 The main areas that the Strategy can influence were around events and specifically the new 

City Events Strategy.  This has recently been launched with more emphasis on events in the 

shoulder months. 

C.29 The consultations tended to focus on either the introduction of a new event in this period or 

the support of one of the existing events.  The feedback was that there is lot going on but that 

more support and resources would be needed to develop an event that could impact on 

visitor numbers.  Glasgow’s Celtic Connections Festival was the most common example. 

C.30 More widely, the city has a strong cultural offer throughout the year and more should be 

made of this during shoulder months.  The cultural venues believe more could be done, 
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particularly if there was greater support for marketing and the development of packages.  

Food and drink could also be used more effectively.  There is a role for the Strategy in 

supporting the Cultural venues group to consider what is needed to put together packages 

that will attract visitors. 

C.31 Business tourism is also weaker over the shoulder months.  The consultations suggested that 

the strategy should support more incentives for business events in shoulder months.  Better 

incentives are needed because demand for events at these times is weaker, but it would 

enable a better use of the city’s assets and help support other businesses. 

C.32 Marketing the city at these times is also important if there is to be more balanced growth.  

The partners should consider how this can be done and the resources that would be 

required. 

C.33 More generally, the importance of balanced growth should be emphasised across partners 

and promoted more generally, to encourage businesses to think about how we can use the 

cities combined tourism assets more effectively year round. 
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Extending the Footprint 

Rationale 

C.34 Tourism activity continues to be concentrated in the Old and New Towns. This has led to 

significant capacity constraints and pressure on city centre infrastructure at peak times.  In 

the original Strategy, the emphasis of Extending the Footprint was on distributing visitors 

more effectively to other neighbourhoods in the city such as Stockbridge, Bruntsfield, South 

Queensferry and Portobello. It also identified opportunities linked to major infrastructure 

developments in Leith, West Edinburgh and the BioQuarter. 

C.35 Through this Priority, the aim is to broaden the tourism product which will attract more 

visits, provide more to things to see and increase the length of stay and spend of visitors.  A 

broader product will also encourage more repeat visits. There is also an argument that 

growth cannot come from continuing to increase the number of visitors in the immediate 

city centre. Consultations also raised the challenges of managing tourism growth in these 

areas alongside the quality of life of residents.  This concentration will become a barrier to 

growth and achieving the Strategy’s targets. 

C.36 There have been some positive developments over the last three to four years that have 

helped to spread tourism activity. Some new hotels have opened outside the city centre such 

as the Village Urban Resort in North Edinburgh. There has also been the emergence of 

Airbnb with reportedly 78% of Edinburgh’s 4,700 listed properties based outside the city 

centre.  

Figure C-1: Location of Airbnb listed properties in Edinburgh 

 
Source: Airbnb  

C.37 In addition, some new events have helped attract visitors out of the centre, including the 

Foodies Festival at Inverleith Park and the Botanic Lights event. Every year there is a wider 

range of Edinburgh Fringe venues spread across the city.  
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C.38 New Business Improvement Districts (BIDs) have been set up over the last three years 

generating additional resource to promote and animate different parts of the city. These 

BIDs were set up in the Grassmarket, South Queensferry and the West End. The first BID, 

Essential Edinburgh, covering Edinburgh’s city centre was set up in 2008. These new 

organisations should help create more mini-destinations within the city helping to disperse 

visitors out from the centre. The use and range of social media means that a much wider 

range of information on these different areas is becoming accessible. South Queensferry is 

looking to exploit the recent UNESCO World Heritage Site designation of the Forth Rail 

Bridge and has long term plans to build a viewing deck and visitor centre at the Bridge. 

C.39 As highlighted earlier, there has been significant investment in transport projects in and 

around Edinburgh recently including the Tram completion, upgrades to Waverley and 

Haymarket stations and the new Borders Railway from Waverley to Tweedbank in the 

Scottish Borders which opened in 2015. There are ongoing upgrades to the Edinburgh-

Glasgow rail infrastructure, all contributing to increased passengers travelling in and out of 

the city centre. A new City Smart Card for trams and buses in the city was also introduced in 

2014. 

C.40 This Review has found that there remains a strong case for Extending the Footprint.  Some 

progress has been made in encouraging visitors to other parts of the city, although delays in 

progressing major developments in Leith and West Edinburgh have restricted opportunities 

for these two areas. The planned extension of the Tram to Leith and Newhaven is likely to 

have a major impact, although this is likely to happen beyond the timescale of Edinburgh 

2020. 

C.41 There are also increasing opportunities to broaden the product out to other parts of the 

Edinburgh city region and even beyond to Dundee and Glasgow.  For example, the Borders 

Railway presents opportunities to create links with new attractions such as Abbotsford 

House and Melrose Abbey.  The V&A in Dundee will be a popular day trip from the city using 

Edinburgh as a base.  The new City Deal brings together the South East region and links 

across it will be important in supporting the case for infrastructure investment.  Links with 

Glasgow should also be strengthened.  With good train links and short journey times, there 

are many complementary offers that the two cities can work together on.  The new tourism 

structure in Glasgow provides an opportunity to consider again how the cities can work 

together. 

Review feedback 

C.42 Consultees highlighted the importance of transport infrastructure improvements to this 

Priority as well as the links to the development of the Way-Finding project, which describes 

information provided to visitors, physically and digitally, to navigate and learn about 

different parts of a city. The City Council recently commissioned a scoping study on Way-

Finding and the proposals from this study will soon be published. This area of activity was 

seen as a priority by consultees but is largely dependent on further investment in the city’s 

digital infrastructure. 

C.43 The development and exploitation of digital technology was seen as an opportunity to 

promote and educate visitors about different parts of the city. Consultees also suggested 

more promotion and packages for day-trips/ tours and support for local events and 
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attractions.  There may also be a case for helping businesses that have been on the periphery 

of tourism activity to become more aware of the potential from visitors. Following recent 

growth in visitor numbers, cruise tourism was also highlighted as an opportunity for Leith 

and South Queensferry and there are hopes that improved terminal infrastructure might 

secure funding through the new City Region Deal programme. 
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Quality of Experience 

Rationale 

C.44 The quality of visitor experience in Edinburgh is key to driving future growth. With 

increasing competition and visitors’ desire to try new destinations, Edinburgh needs to 

ensure it provides a high quality experience and good value for money. The quality of visitor 

experience depends on a wide range of factors including transport and digital infrastructure, 

good accommodation and customer service, a strong tourism product (in terms of events 

and attractions) and price. High levels of satisfaction will in turn help to extend stays, 

encourage repeat visits and contribute to the profile of the city as a world-class visitor 

destination.  

C.45 Over the last few years, results from the Edinburgh Visitor Survey show that different 

elements of the visitor experience have been improving, albeit the latest available results are 

from 2013. The Table below summarises the average scores out of ten and show across all 

aspects visitors are scoring Edinburgh around eight or nine out of ten. SE has recently been 

investigating online visitor feedback systems and results show the Edinburgh compares well 

to other UK cities such as Glasgow, Manchester and Birmingham for visitor satisfaction. 

Table C-3: Visitor experience feedback 

 2010 2011 2012 2013 Change 
Customer service rating - attractions 8.53 8.56 8.72 8.74 2% 

Customer service rating - restaurants 8.22 8.17 8.36 8.38 2% 

Customer service rating - accommodation 8.17 8.23 8.46 8.43 3% 

Customer service rating - pubs & bars 8.13 8.2 8.35 8.40 3% 

Value for money rating 7.49 7.55 7.67 7.76 4% 

Cleanliness rating 7.99 7.96 7.93 8.04 1% 

Safety rating 8.41 8.47 8.58 8.63 3% 

Overall quality rating for Edinburgh visit 8.78 8.69 8.80 8.89 1% 

Source: LJ Research (2010-13) – Edinburgh Visitor Survey 

C.46 Whilst the available visitor feedback appears positive there is perhaps a more mixed picture 

when looking at the feedback from city residents. The City of Edinburgh Council’s People 

Survey is carried out annually. The table below presents some of the results most relevant to 

visitor experience. It is interesting to note that whilst quality of life, public transport, and 

safety all score quite well, cleanliness and the road maintenance score less well. Although 

Edinburgh continues to be an attractive destination, the city needs to avoid complacency and 

address these areas for improvement identified by residents. 
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Table C-4: Residents feedback - % of residents stating they were satisfied 

 2011 2012 2013 2014 2015 
Edinburgh as a place to live 91% 97% 95% 89% 96% 

Street cleaning 72% 86% 84% 58% 64% 

Refuse collection 86% 78% 75% 62% 70% 

Parks and green spaces 80% 93% 91% 78% 82% 

Public transport 88% 85% 73% 83% 88% 

Road maintenance 53% 56% 53% 48% 51% 

Feeling of safety 77% 88% 91% 83% 84% 

Management of vandalism and graffiti  71% - - - 65% 

Management of dog fouling 56% - - - 46% 

Source: CEC (2016), Edinburgh People’s Survey 2015 

Review feedback 

C.47 The issue of complacency was highlighted by many consultees. There is a real risk that 

because Edinburgh is so well-known internationally, partners and businesses start to think 

that it will always be able to attract visitors.  

C.48 One of the key strengths of the city’s tourism product is the city centre’s historic streetscape 

and architecture. According to some consultees, there are still some issues around street 

cleanliness and begging in the city centre which could soon have an impact on visitor 

perceptions. Litter and street cleanliness are believed to be more of an issue in the Old 

Town. 

C.49 Helping visitors move around the city as easily as possible was also an area where the city 

could make improvements. This relates to the integration and joint ticketing of different 

forms of transport (e.g. tram, trains and buses), and this activity is currently being 

progressed by Transport for Edinburgh.  

C.50 Improving accessibility also links in to ‘Way-Finding’ which describes information provided 

to visitors, physically and digitally, to navigate and learn about different parts of a city. The 

Council recently commissioned a scoping study on Way-Finding and the proposals from this 

study will soon be published. This was seen as a priority by consultees but is largely 

dependent on further investment in the city’s digital infrastructure. 

C.51 Digital technology is becoming critical to the tourism sector on two fronts. From the visitor 

perspective, new technologies help to promote a destination (often at a relatively low cost) 

and improve the quality of experience (e.g. through the use of apps and online booking). 

However, digital technology is also important for the tourism businesses and operators in 

terms of how they run their business and improve productivity.  
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C.52 It is worth noting that the 2015 VisitScotland Visitor Survey10 found that the availability of 

free Wi-Fi was the third most important factor, after location and value, when choosing 

accommodation. 

C.53 Further development of the city’s core heritage and cultural product was another area 

highlighted by consultees. The city is best known for its Festivals and there needs a 

concerted effort to implement the objectives of Thundering Hooves 2.0. An Events Strategy 

is currently being developed by the Council and this should be clearly aligned with 

Edinburgh 2020.  

C.54 However, consultees felt there was untapped potential around the range of attractions and 

cultural venues that have a strong tourism product throughout the year. Events and 

attractions all contribute to the distinct identity of the city and offer visitors a unique 

experience. 

C.55 Similar to other parts of the Scottish tourism sector, customer service skills can still be quite 

patchy. There needs to be more of a commitment to developing the workforce of tourism 

businesses so that employees have the cultural and historical knowledge which can add 

value to a visitor’s experience. In addition, more understanding and tailoring of service to 

different nationalities would also improve the experience.  

                                                                 
10 VisitScotland (2015) National Visitor Survey 
http://www.visitscotland.org/pdf/Final%20(external%20use)%20Scotland%20Visitor%20Survey%202015%20update
d%208%20March%202016.pdf  

http://www.visitscotland.org/pdf/Final%20(external%20use)%20Scotland%20Visitor%20Survey%202015%20updated%208%20March%202016.pdf
http://www.visitscotland.org/pdf/Final%20(external%20use)%20Scotland%20Visitor%20Survey%202015%20updated%208%20March%202016.pdf
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Achieving Growth 

Rationale 

C.56 Compared with many other sectors the value of the output per worker in the tourism 

industry has remained relatively low and not increased significantly over the past 20 years, 

in the UK. It is a labour intensive industry, which reduces the scope for using technology, but 

also because of its seasonal nature, which means fluctuations in demand.   

C.57 The size of the industry, means that even small improvements would generate significant 

increases in profits and wages.  This helps attract more investment, making the sector more 

sustainable.  Output per worker has become more important to businesses as pressure 

increases on wages. 

C.58 In developing a stronger and sustainable tourism industry, raising levels of productivity 

should be a critical part of the Strategy.  The New Zealand tourism strategy is one of very few 

that recognises that getting more return from the resources that are employed is one of the 

best ways of strengthening the industry: 

“Our fastest route to growth will be to make more money from those 
investments we have already made and those resources we already employ. 
Improve our profitability and new investment will follow” (New Zealand 
2025 strategy) 

C.59 More widely, improving productivity is also becoming a core aim of policy across all sectors, 

and it is likely to shape how public investment is used. 

C.60 The GVA generated by businesses in the tourism industry was £590 million in 2013.  A 5% 

increase in productivity by 2020 would generate an additional £30 million a year in income 

for profit, investment and wages. 

C.61 Digital technology is a core part of improving productivity in the sector.  To date, much of the 

focus of the use of this technology has been in relation to forms of marketing and 

communicating (outward facing) with visitors and potential visitors.  However, technology is 

also capable of transforming how businesses operate, enabling greater output per worker. 

C.62 Despite the increasing importance of digital technology, investment within the tourism 

sector lags behind. Increasing technological investment is crucial, with Deloitte and Oxford 

Economics noting that ‘Key areas of technological development to benefit businesses in the 

sector are likely to be online booking and mobile technology, Customer Relationship 

Management (CRM), smart card technology, online social networking, data security, Artificial 

Intelligence (AI), self-heating technology and in-room product innovation. Keeping up with 

technology is no longer an optional decision for the industry; technology and the business are 

inseparable’. 

Review feedback 

C.63 A number of consultees highlighted the improvement of productivity as a key part of 

developing the industry.  There were views that some of the challenges around making 
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investment, high turnover of staff and low levels of skills were in part the result of weak 

productivity, and addressing this would make the industry more sustainable.  A number of 

solutions were suggested: 

 A more balanced year round destination – reducing fluctuations in demand 

makes better use of capacity.  Specifically attracting more visitors in January to 

March would enable the city and its businesses to get more out of its existing assets 

 Leadership and management - good leadership and management will recruit and 

retain the right staff, introduce new ideas and systems, invest in improving assets 

and use ICT tools to make the most efficient use of resources. 

 Increasing and improving the use of technology/innovation – focus more on 

reducing costs of suppliers, staff rostering, use of point of sale information, 

calculating margins etc. 

 Access to funding - it has become more difficult for businesses to access finance and 

fund investments that could help improve facilities and productivity. 
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Annex D: Modelling the ‘Stretch’ Target 

D.1 This section sets out the data analysis and assumptions used to develop the stretch target 

Figure D-1: Summary of domestic and overseas trips and expenditure from model 

SUMMARY
Summary of total trips and expenditure

Total trips

2010 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2015-20

Annual 

change 

2010-15

Annual 

change 

2010-20

Domestic Trips (000s) 1,963            2,319        2,396           2,475        2,556        2,641        2,728        2,818       3.3% 4.3% 3.7%

Overseas trips  (000s) 1,310            1,587        1,558           1,625        1,698        1,778        1,867        1,966       3.6% 4.9% 4.1%

Total trips (000s) 3,273            3,906        3,954           4,100        4,254        4,419        4,594        4,784       3.4% 4.5% 3.9%

Total expenditure ( trips x expenditure)

2010 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2015-20

Annual 

change 

2010-15

Annual 

change 

2010-20

Total domestic expenditure (£s million) 491.75           557.57       596.65         626.81      658.51      691.80      726.78      763.53      5.4% 3.2% 4.5%

Total overseas expenditure (£s million) 524.00           619.86       665.78         706.25      750.49      799.19      853.28      913.91      6.7% 4.3% 5.7%

Total expenditure (£s million) 1,015.75        1,177.43    1,262.43      1,333.07   1,409.00   1,491.00   1,580.06   1,677.43   6.1% 3.8% 5.1%

Capacity test

Assumptions

Occupancy Assumptions Used 2015 2020

Jan- March 66% 66%

April - June 85% 85%

July - Sept 91% 91%

Oct - Dec 77% 77%

Rooms required 3594

Pipeline 4200

Balance 606

For Chart

Current 2020 target for comparison

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2015-20

Annual 

change 

2010-15

Annual 

change 

2010-20

Current 2020 target 1015 1056 1098 1142 1188 1235 1285 1336 1389 1444 1500 4.0% 4.0% 4.0%

Stretch target (£s million) 1186 1262 1333 1409 1491 1580 1677 5.8%

Actual data (£s million) 1015 1063 1149 1181 1186

Estimates applying annual growth Annual growth ratesActual data

Actual data Estimates applying annual growth Annual growth rates
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Figure D-2: Chart from model showing new stretch target and actual performance to date 
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Figure D-3: Overseas trips from 2010 to 2020 with change and estimates of growth 

OVERSEAS_TRIPS
Provides estimates of overseas growth in trips

Source: IPS data 2010 - 2015

Edinburgh figures (adjusted from Lothians data)

Data entry

markets 2010 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2015-20

Annual 

change 

2010-15

Annual 

change 

2010-20

Enter 

estimate 

of annual 

rate

USA 156 307 285 295 305 316 327 338 3.5% 16.3% 8.1% 3.5%

Germany 168 227 194 201 208 215 223 230 3.5% 3.7% 3.2% 3.5%

France 117 109 123 127 132 136 141 146 3.5% 1.3% 2.2% 3.5%

Spain 83 68 101 105 108 112 116 120 3.5% 5.0% 3.8% 3.5%

Netherlands 60 66 86 89 92 95 99 102 3.5% 9.4% 5.5% 3.5%

Australia 81 94 84 87 90 93 96 100 3.5% 0.9% 2.1% 3.5%

Italy 83 46 60 62 64 67 69 71 3.5% -7.8% -1.5% 3.5%

Canada 51 70 56 58 60 62 64 67 3.5% 2.4% 2.7% 3.5%

Irish Republic 112 61 49 51 52 54 56 58 3.5% -18.7% -6.3% 3.5%

China 4.7 29 42 55 71 92 120 156 30.0% 72.9% 41.9% 30.0%

Poland 31 58 38 39 41 42 44 45 3.5% 5.2% 3.8% 3.5%

Switzerland 35 34 35 36 37 39 40 42 3.5% 0.0% 1.7% 3.5%

Denmark 29 41 34 35 36 38 39 40 3.5% 4.1% 3.4% 3.5%

Belgium 24 25 33 34 35 37 38 39 3.5% 8.3% 5.0% 3.5%

Norway 26 47 33 34 35 37 38 39 3.5% 6.1% 4.2% 3.5%

New Zealand 12 12 25 26 27 28 29 30 3.5% 20.1% 9.5% 3.5%

India 14 16 22 24 27 29 32 35 10.0% 12.0% 9.7% 10.0%

Sweden 55 39 20 21 21 22 23 24 3.5% -22.3% -8.1% 3.5%

Other 168.3 238 238 246 255 264 273 283 3.5% 9.0% 5.3% 3.5%

Total (000s trips) 1310 1587 1558 1625 1698 1778 1867 1966 4.8% 3.5% 4.1% 4.8%

Data from IPS (thousands of visits) 

adjusted from Lothians to Edinburgh Estimates applying annual growth Annual growth rates
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Figure D-4: Domestic Trips 2010 – 2020 change and estimates of growth 

Source: SQW 

DOMESTIC_TRIPS
Short description of what is included on this sheet

Source: UKTS and GBTS data as presented in VisitScotland factsheets

After 2011 Northern Ireland data is excluded by GBTS, but added back in based on NI Continuous Household Survey (CHS)

Data entry

Markets 2010 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2014-20

Annual 

change 

2010-14

Annual 

change 

2010-20

Enter estimate of 

annual rate

England 1317 1382 1428 1475 1523 1574 1626 1679 3.3% 1% 2% 3.3%

Scotland 513 693 716 739 764 789 815 842 3.3% 8% 5% 3.3%

Wales 38 134 138 143 148 153 158 163 3.3% 37% 16% 3.3%

Northern Ireland 95 110 114 117 121 125 129 134 3.3% 4% 3% 3.3%

Total (000s trips) 1963 2319 2396 2475 2556 2641 2728 2818 3.3% 4.3% 3.7% 3.3%

Annual growth rates

Data from UKTS and 

GBTS (thousands of 

visits) Estimates applying annual growth
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Figure D-5: Expenditure data modelling drawn from Visitor numbers 2010 – 2020 (deflated to 2010 prices 

EXPENDITURE
Calculation of expenditure associated with trips

Expenditure estimate

Data entry

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

Annual 

change 

2014-20

Annual 

change 

2010-15

Annual 

change 

2010-20

Enter estimate of 

annual rate

GDP deflator 100.0 102.1 103.8 105.7 107.3

Nominal domestic expenditure £s per trip 250.51    245.55    259.92    263.12    262.85    

Nominal overseas expenditure  £s per trip 400.00    398.89    431.62    449.99    450.98    

Nominal average expenditure £s per trip 310.40    315.59    338.38    332.04    328.12    

(2010 prices) Domestic expenditure £s per trip 250.51 240.44 250.35 248.98 244.90 249.07 253.30 257.61 261.99 266.44 270.97 1.7% -0.6% 0.8% 1.7%

(2010 prices) Overseas expenditure £s per trip 400.00 390.58 415.73 425.80 420.19 427.33 434.59 441.98 449.50 457.14 464.91 1.7% 1.2% 1.5% 1.7%

(2010 prices) Average £s per trip 310.40 303.41 315.12 316.38 315.28 319.32 325.16 331.20 337.44 343.92 350.67 1.8% 0.4% 1.2%

Actual data (3 year averages) Estimates applying annual growth Annual growth rates
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Figure D-6: Capacity test model to assess accommodation constraints to growth 

CAPACITY_TEST
Fits the increase in demand into projected capacity

New targets

New Target (000s trips) 4,784                         From SUMMARY sheet total (2020)

Current value (million trips) 4,100                         Includes estimate for 2015 based on data for first three quarters

Difference (million trips) 684                            Difference between current level to new target in 2020

Ex VFR (000s trips) 478                            Adjusted for Non-VFR ratio (70% from VisitScotoland factsheet 2014) 70%

Length of stay (nights) 3.5                             Average length of stay from VisitScotlanld 2014 factsheet

Additional number of bed nights (000s) 1,675                         Convert trips to bednights by multiplying by avergae length of stay

Current AM/PM 

room occ rates

Estimated room 

occupancy rates

Jan- March 66% 66% Based on OCCUPANCY data sheet (monthly data from AM/PM (2015))

April - June 85% 85% Based on OCCUPANCY data sheet (monthly data from AM/PM (2015))

July - Sept 91% 91% Based on OCCUPANCY data sheet (monthly data from AM/PM (2015))

Oct - Dec 77% 77% Based on OCCUPANCY data sheet (monthly data from AM/PM (2015))

Average 80% 80% Average

Adjust for bed occupancy 0.76                           Ratio of bed occupancy to room occupancy from OCCUPANCY data sheet (Lynne Jones analysis of occupancy data in 2015)

Bed occupancy 61% Apply adjustment to calculate new average bed occupancy

Required bed nights in year (000s) 2755 Assuming above level of bed occupancy this will require this number of available beds

Beds stock required 7548 Each bed is available for 365 nights - divide bed nights by 365 to get required beds

Beds per room 2.1 CEC paper on accomodation audit estimates there are 43,600 beds in 20,700 rooms (2.1 per room)

Rooms required 3594 Number of rooms required to accommodate additional trips

Pipeline 4200 The pipeline of hotel developments in Edinburgh includes 38 hotels representing approximately 4,200 bedrooms
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Annex E: Tourism Context and Emerging Trends 

E.1 This paper provides some context in terms of the wider Scottish tourism market and the 

main trends which will be driving future tourism growth. 

Domestic tourism 

E.2 Domestic tourism accounts for the majority of visits to Scotland, with 12.5 million visits from 

Great Britain accounting for 81% of all trips to Scotland, and 60% of the total tourist spend 

in Scotland in 201411. Edinburgh and the Lothians was the most visited region in Scotland, 

with nearly 2.6 million trips in 201412. However the level of domestic tourism appears to 

have reached saturation point, with 2014 numbers below the 2010 figure of 12.8 million13.  

E.3 This reflects trends seen across the rest of Great Britain. The Great Britain Tourism Survey 

(GBTS) finding that the number of domestic holiday trips made by residents of Great Britain 

fell seven per cent between 2013 and 2014, from almost 57 million to 52.9 million14, leading 

to a reduced share vis-à-vis international trips amongst Britons.  

E.4 However, more recent data highlights a slight growth in domestic overnight tourism in 

Scotland, with Visit Scotland figures showing a 5.5% year-on-year growth in the number of 

trips for the period January-August 2015. However, these figures also highlighted a 5.7% 

decrease in domestic overnight trips to Scotland for the month of August 2015 against the 

same period in 201415, so it will be interesting to see whether this growth continues to be 

maintained over the longer term.  

E.5 In contrast, the number of day visits to Scotland fell 3.7% over this same period. This 

highlights the increased importance of overnight tourism to Scotland, and potentially 

indicates day visitors are now more likely to stay overnight given previous research has 

shown likely growth in the number of visitors from areas a greater distance from Scotland 

including the South East and West Midlands16. 

E.6 However, data from this survey highlights some interesting trends versus 2013. Whilst 

domestic visitors to Scotland are most likely to be between 35 and 44 years old (44%), the 

number of visitors aged 16-24 and 65+ grew 5% and 2.3% respectively, with 16-24 found to 

be most likely to travel during Quarter 2, offering a potential solution to low occupancy rates 

at this time of year. Of particular relevance to Edinburgh is the fact that this age group is 

likely to visit large cities/towns and are likely to be fairly affluent, coming from social group 

A/B17. 

                                                                 
11 Visit Scotland (2015) The Key Facts on Tourism in 2014 
12 Visit Scotland (2016) Tourism in Scotland’s Regions 2014 
13 Visit Scotland (2015) The Key Facts on Tourism in 2014 
14 TNS (2014) The GB Tourist – Statistics 2014 
15 Visit Scotland (2015) Trends and Statistics – December 2015 
16 GBTS statistics analysed by Visit Scotland (2015) Trends for 2016 
17 GBTS statistics analysed by Visit Scotland (2015) Trends for 2016 
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International tourism 

E.7 According to the World Tourism Organization (UNWTO), international tourist arrivals into 

the UK grew from 28.3 million in 2010 to 32.6 million in 2014, with international tourist 

arrivals worldwide expected to increase by 3.3% per annum between 2010 and 201318. 

International tourism in Scotland has also grown in recent years, with overseas visits 

growing by 12% between 2013 and 2014 to reach 2.7 million19. 

Table E-1: Top 10 countries of origin of Scotland tourists 2014 

Country Number of visits 2014 (000s) Change 2013 to 2014 

USA 418 32% 

Germany  343 17% 

France 190 -1% 

Australia 158 14% 

Netherlands 149 8% 

Poland 138 72% 

Norway 125 21% 

Canada 122 16% 

Irish Republic 113 7% 

Spain 101 8% 

Rest of the world 843 18% 

Source: International Passenger Survey 2014 

E.8 Whilst the largest numbers of international tourists continue to arrive from the United 

States and Germany, visits from several emerging markets have grown rapidly over the last 

decade. China is now the market spending the most on outbound travel worldwide20, with 

visits from China to Scotland increasing from 7,000 to 33,000 between 2005 and 201421. 

According to Oxford Economics and Deloitte, growth in visitors to the UK from China, and 

other emerging markets such as India and Brazil, is likely to continue to increase given 

population growth, and increases in wealth across many segments of the population in these 

countries22.  

E.9 More recently, rapid growth has been seen in visits from Poland, growing from 80,000 in 

2013 to 138,000 in 201423, and Sweden, growing from 41,000 to 84,000 over the same 

period24. Visit Scotland has therefore identified these countries, alongside China, Norway 

and the United Arab Emirates as growth markets25.  

E.10 Given Edinburgh was the location in Scotland most visited by visitors from these countries 

in 2014,it is unsurprising that trends in Edinburgh are similar to Scotland overall, with the 
                                                                 
18 World Tourism Organization (2015) Tourism Highlights: 2015 Edition 
19 http://www.visitscotland.org/research_and_statistics/tourismstatistics/international_statistics.aspx  
20 Visit Scotland (2016) Data Review Tourism Scotland 2020 – Mid-Term Review 
21 Visit Scotland (2016) China: Market Statistics 
22 Deloitte & Oxford Economics (2013) Tourism: Jobs and Growth - The Economic Contribution of the Tourism Economy in 
the UK 
23 Visit Scotland (2016) Poland: Market Statistics 
24 Visit Scotland (2016) Sweden: Market Statistics 
25 Visit Scotland (2015) Trends for 2016 

http://www.visitscotland.org/research_and_statistics/tourismstatistics/international_statistics.aspx
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number of overseas visits increasing from 1.3 million in 2013 to 1.6 million in 2014 

according to the International Passenger Survey26. In-line with national trends, the survey 

also finds that, whilst the USA was the largest source of international visitors in 2014 

(306,000), the largest growth was seen in visits from China, increasing from 5,000 in 2010 to 

29,000 in 2014. However, whilst emerging markets will continue to offer opportunities for 

growth, the current global economic uncertainty, and the Chinese economic slowdown of 

2015 poses a risk27. 

Technology 

E.11 Digital technology is increasingly at the centre of tourism, with a study by Euromonitor 

International and the European Tour Operators Association (EOTA) finding global online 

travel sales to account for US$5590 billion in 2013, or 25% of total sales (34% of total sales 

in Western Europe). This same study forecasts online travel sales to grow at a faster rate 

than total travel sales, to reach US$950 billion, or 31% of total travel sales, by 201828. 

Notably, given the increasing importance of emerging markets, it also forecasts online travel 

sales in Asia Pacific to double between 2012 and 2017. 

E.12 Whilst transportation (and particularly air travel) led online travel sales in 2013, online 

hotel sales have grown fast in Western Europe, expected to account for 40% of total hotel 

sales by 2017. Notably, the UK was the 5th largest European destination for online hotel sales 

in 2013. However alongside this, the use of other online accommodation providers has 

grown rapidly, with Airbnb figures showing that the number of summer travellers staying 

with Airbnb hosts rose globally from roughly 47,000 in 2010 to almost 17 million in 201529. 

E.13 Information technology is thus becoming an increasingly key element of Scottish tourism, 

with 70% of respondents in the 2015 Scotland Visitor Survey using websites to help plan 

their holiday or short break in Scotland. The top websites used included Google (85% of 

those using websites), Visit Scotland (47%) and Trip Advisor (44%)30. In addition, the 

Scottish Tourism Alliance also notes that 57% of all travel reservations are now made 

online31, meaning that online capabilities are becoming increasingly important for tourism 

businesses. 

E.14 Digital technology presents great opportunities. Mobile technology will increasingly be at 

the heart of consumer interaction with brands, offering a raft of opportunities for 

communication, customisation, promotion and loyalty. Indeed, a report from Grant Thornton 

argues that, ‘Hotel companies that can deliver effective mobile-centric personalisation will 

become brands of choice for the guests of 2020’, highlighting research that finds that 46% of 

millennials agree that being able to check in/out with a mobile device would motivate them 

to return32. 

                                                                 
26 Office for National Statistics (2014) International Passenger Survey 
27 https://www.visitbritain.org/2016-forecast 
28 Euromonitor International (2014) The New Online Travel Consumer 
29 Airbnb (2015) Airbnb Summer Travel Report: 2015 
30 Visit Scotland (2016) Scotland Visitor Survey 2015 Year One Results 
31 The Scottish Tourism Alliance (2016) Tourism Scotland 2020: Mid Term Review 2016 
32 Grant Thornton (2015) Hotels 2020: Welcoming Tomorrow’s Guests 
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E.15 Similarly, social media and online travel agents (OTAs) like Expedia and Booking.com will 

likely become further integrated in the sector, providing increased opportunity for the 

sharing of user-generated content. However, whilst such platforms provide an opportunity 

to build brand awareness33, in the digital world convenience and price are becoming more 

prevalent than brand recognition in driving leisure guests’ booking decisions34. 

E.16 Despite the increasing importance of digital technology, investment within the tourism 

sector lags behind. Increasing technological investment is crucial, with Deloitte and Oxford 

Economics noting, ‘Key areas of technological development to benefit businesses in the sector 

are likely to be online booking and mobile technology, Customer Relationship Management 

(CRM), smart card technology, online social networking, data security, Artificial Intelligence 

(AI), self-heating technology and in-room product innovation. Keeping up with technology is no 

longer an optional decision for the industry; technology and the business are inseparable’. 

E.17 A holistic approach to technology is therefore likely to be required, particularly as 

consumers increasingly use multiple platforms (mobile, tablet, computer etc.) sequentially 

and simultaneously. Companies in the sector will therefore need to build a flexible 

technological architecture to reach consumers on all platforms35. 

E.18 Technology is also playing an increasing role in business tourism, with almost half (51%) of 

the UK corporate event planners interviewed for the Conference and Incentive Travel annual 

survey planning to implement mobile event applications in 201536. Survey respondents also 

spoke of broadcasting conferences online, alongside other types of digital technology. 

Business tourism 

E.19 According to the most recent statistics available from Visit Scotland, there were 1.4 million 

overnight domestic business trips to Scotland, marginally down on the same period in 2013. 

Domestic business travellers are also spending less time in Scotland, with the number of 

nights falling at a faster rate over this period, by 13.9%37. 

E.20 In contrast, international business tourism into Scotland increased over this same period 

with 354,000 international business trips representing a 27% increase on the previous year. 

In addition, international business tourists now stay, on average, 6.1 nights (an increase of 

20% on 2013), meaning the total number of nights spent in Scotland by international 

business tourists in the first three quarters of 2014 increased by 53.3%. 

E.21 Reflecting this increase in international business tourism, is the International Congress and 

Conventions Association (ICCA) awarding Edinburgh the rank of 31st globally in 2014, an 

increase of nine places on the previous year and the highest ranking achieved since 201038. 

                                                                 
33 Deloitte & Oxford Economics (2013) Tourism: Jobs and Growth - The Economic Contribution of the Tourism Economy in 
the UK 
34 Grant Thornton (2015) Hotels 2020: Welcoming Tomorrow’s Guests 
35 Euromonitor International (2014) The New Online Travel Consumer 
36 Conference and Incentive Travel (2015) State of the Industry Report 2015 
37 Visit Scotland (2015) Business Travel Dashboard – Quarter 3 2014 
38 http://www.iccaworld.com/newsarchives/archivedetails.cfm?id=4854 
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Future trends 

E.22 Research from Visit Scotland’s insight department published in 201539 identified seven key 

trends developing within the Scottish tourism sector: 

 consumers increasingly seeking honest ‘authentic’ experiences; 

 visitors aged 16-24 stay the longest in quarter one than any other demographic (bar 

those over 65) which may be a solution for addressing low seasonal occupancy; 

 whilst personalised marketing is a powerful tool, consumers are becoming 

increasingly oversaturated (‘overpersonalisation’); 

 the adoption of ‘micro-products’ (e.g. breweries, hotels) has driven interest in a 

variety of sectors from accommodation, food and drink, and textiles; 

 user-generated content on photo-sharing applications such as Facebook, Instagram 

and Twitter make consumers feel emotionally connected to a location and may 

motivate travel to a particular destination; 

 increasing opportunities for consumer escapism not requiring travel to a remote 

location (‘famili-reference’), such as urban public parks and botanical gardens; and 

 the return of the ‘original trendsetters’, with many of the ‘baby boomer’ generation 

rediscovering youth through activities usually associated with younger 

demographics. 

E.23 Analysis of these trends highlights the increasing need for unique experiences. Volume and 

value date from 2010 to 2014 indicates that the demand for authenticity is likely to have a 

large impact on Scottish tourism, with the ‘famili-reference’ trend resonating with 

consumers searching for ‘off-the-grid’ authentic experiences around their current location. 

Similarly, the increasing adoption of ‘micro-products’ highlights consumer demand for 

unique experiences. However, given consumers will likely want to discover such experiences 

on their own it is important to be aware of the dangers of ‘overpersonalisation’. 

E.24 A demand for authenticity is also highlighted by Visit Scotland’s Scotland Visitor Survey, 

which in 2015 found 49% of visitors were attracted to Scotland by the scenery and 

landscape, and 32% by the history and culture40. Visit Scotland research has also found 

traditional food and drink to be an important element of the Scottish tourism product, and 

notes ‘the varied offering in terms of food and drink for tourists’ part of the attraction of 

visiting Scotland, due to the offering of unique and authentic products’41. It is therefore 

unsurprising that ‘Providing Authentic Experiences’ is a core part of the Tourism Scotland 

2020 strategy42.  

E.25 Seemingly in-line with this demand for authentic experiences, this strategy also notes a 

desire amongst visitors for more rounded experiences, with a variety of things to see and do, 

and a shift away from individual attractions. 

                                                                 
39 Visit Scotland (2015) Trends for 2016 
40 Visit Scotland (2016) Scotland Visitor Survey 2015 Year One Results 
41 Visit Scotland (2015) Trends for 2016 
42 The Scottish Tourism Alliance (2012) Tourism Scotland 2020 
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Annex F: International Comparators 

F.1 This paper contains a review of the objectives and actions that competitor cities are taking 

as part of their own respective tourism strategies. This primarily focuses on the UK, where it 

is easier to find examples, but also looks at specific international cases. The aim of this 

review is to ultimately identify cities which Edinburgh can learn from going forward.  

F.2 The Edinburgh 2020 Tourism Strategy sets out key ‘enablers for growth’ that must be 

addressed in order to enable tourism in Edinburgh to flourish. With this in mind, analysis is 

carried out under similar headings.  

Extending tourism’s footprint within the city 

F.3 The majority of leisure visitor activity is concentrated in the Old and New Towns, meaning 

key areas such as Stockbridge, Bruntsfield and Leith are often overlooked by visitors. To 

grow tourism in Edinburgh, it is important to increase visitor awareness of what these areas 

have to offer and provide simple tools to help visitors navigate around the City. 

F.4 This idea of growing tourism throughout the city is evident in other competitor city 

strategies. The London Visitor Strategy and Action Plan 2013-17 aims to develop a ‘City 

Visitor Trail’ to encourage walking between City sites and help grow footfall in other areas of 

London. This is accompanied by a City attraction ‘twinning project’ that matches City 

attractions with those in wider London that are of a comparative size and offer. This aims to 

drive traffic to other areas of London which are often overlooked by visitors.  

F.5 One of the main objectives of the Vienna Tourism Strategy 2020 is to ‘create destinations 

within the destination’. To deliver this, the strategy aims to create new and exciting 

attractions which are ‘off the beaten-track’. This will help draw visitors to existing 

neighbourhoods outside the city centre, expanding the so-called ‘tourist map’ of Vienna.   

F.6 Other tourism strategies with similar aims to develop city trails and routes include the 

Belfast Integrated Tourism Strategy 2015-2020 and the Tourism Strategy for the City of 

Reykjavik 2011-2020. Interlinked with this is improvements in local transport links (road, 

rail, air, sea).  

Business support and training 

The industry’s ability to access relevant and timely business support is a key factor in 

improving business performance and enabling future growth. This is recognised in the 

following tourism strategies: 

 Liverpool Visitor Economy Strategy and Destination Plan to 2025: business 

support to encourage development of High Growth SMEs, promotion of Quality 

Schemes and Tourism awards to reward excellence, increased volume of customer 

service training 

 Greater Manchester Strategy for the Visitor Economy 2014-2020: supporting 

the industry’s SMEs and entrepreneurs to recognise growth potential and develop 
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their capacity to realise this potential by highlighting access to financial support and 

training 

 Belfast Integrated Tourism Strategy 2015-2020: international hotel school 

located in Belfast, tailored support programmes for future leaders utilising 

international best practice, update of existing tourism and hospitality training 

provision in NI 

 Sydney Tourism Action Plan to 2030: training programs such as ChinaConnect to 

help City businesses develop their understanding of the Chinese visitor market.  

New technology for tourism 

F.7 New technology is extremely important within the tourism industry as it can allow tourism 

businesses to become more efficient in their everyday operation. In addition, it can help 

enhance the quality of the overall visitor experience.  

F.8 Achieving a ‘Smart Vienna’ is one of the three goals of the Vienna Tourism Strategy 2020. 

The idea here is that Vienna will become a city that that draws on innovative services and 

offerings to ensure positive interactions between tourists and residents. One of the main 

areas in which Vienna has invested is in sustainable mobility management and the 

upgrading of its public transport system. Multilingual information points with touchscreen 

terminals have been installed at all central traffic hubs, along with the introduction of a 

digital mobility management service which provides visitors with information on all 

possible means of transport available for a given trip before purchasing tickets. This form of 

smart ticketing is also included as an action in the tourism strategies of Liverpool and 

Manchester. The provision of WLAN hotspots is another important technological 

development for the tourism industry in Vienna given the importance of this access to both 

business and leisure travellers.  

F.9 One of the cross-sector programmes specified in the Destination Dublin tourism strategy 

aims to implement an interactive platform that enables communication between potential 

visitors, previous visitors and tourism experience providers. This aims to provide the best 

possible service for visitors through an innovative digital plan whilst simultaneously 

positioning Dublin as a forward-thinking vibrant city.  

Improving access to and within Edinburgh 

F.10 Technological advancements within transport are designed to improve the ease of access for 

visitors to the city. However, this on its own is not enough. To grow visitor numbers, a city 

must also seek to improve its services and accessibility to such services. It is for this reason 

that many comparator strategies focus on upgrading and developing the current transport 

systems in place. 

F.11 A number of transport updates are planned for Liverpool, including an upgrade of visitor 

arrivals and reception facilities at LJLA, improvements to Lime Street Gateway, additional 

Trans Pennine connections at Liverpool South Parkway, and the creation of new stations at 

Maghull and Newton-Le-Willows. The Belfast Integrated Tourism Strategy 2015-2020 

contains a number of actions for transport, focusing specifically on maritime activity. This 
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includes the delivery of a cruise terminal at Belfast Harbour and the introduction of water 

taxis.  

F.12 Actions for transport are also contained in the various international comparator cities 

studied. In Reykjavik, an express train between the city and Keflavík airport is planned to 

benefit the short break and business markets where direct connectivity is highly 

advantageous. This is accompanied by the extension of walking and cycling paths to other 

services being offered in the city. As well as improving accessibility by rail, road and river, 

the Vienna Tourism Strategy includes actions for the construction of a third runway at 

Vienna International Airport and an expansion of the direct flight network. Copenhagen’s 

‘Big’ Tourism Strategy seeks to continue the work of the ‘Global Connection’ initiative to 

further develop the capital’s international availability of new air routes.  

Competitiveness: creating a ‘conference city’  

F.13 Maintaining competitiveness with comparator cities is important for growth. Tourism linked 

to conferences, meetings and international events of various kinds constitutes one of the 

most competitive areas within the industry and as such, various cities have developed 

specific development actions within their respective tourism strategies:  

 Tourism Strategy for the City of Reykjavik 2011-2020: dynamic cooperative forum 

with a supporting conference tourism website, creation of an international network 

made up of Universities, educational bodies and associations with the aim of attracting 

conferences/events, green activities to promote Reykjavik as an eco-friendly conference 

destination 

 Vienna Tourism Strategy 2020: improvement and technological upgrading of 

convention infrastructure, intensified canvassing of corporate events and incentives, co-

operation with universities to build networks 

 Sydney Tourism Action Plan 2030: investment of $1.5 million with Business Events 

Sydney to attract a greater number of conferences 

 Greater Birmingham and Black Country Visitor Economy Strategy 2014-2020: 

creation of a sales force for conferences and exhibitions, developing Birmingham as a 

centre of excellence to study/develop a career in the conference, exhibition and events 

sector 

 Destination Dublin - A Collective Strategy for Tourism Growth to 2020: creation of a 

Dublin Events Forum to bring stakeholders together and facilitate collaboration for the 

organising and bidding for events. 

 A Tourism Strategy for Munich: a key element of this strategy is positioning Munich as 

one of the internationally leading convention and conference locations. 
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Table F-1: Review of comparator tourism strategies 

Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

UK and Northern Ireland 

London Visitor 
Strategy and Action 
Plan 2013-17 

‘To help deliver sustainable 
growth and jobs for 
London’s visitor sector, as 
well as helping boost the 
UK’s financial recovery.’ 

The strategy has five over-lapping strategic aims: 

 Product development: develop and maintain 

a compelling offer for all visitors 

 Marketing: promote the city as a world class, 

must see destination 

 Experience: deliver enhancements of the 

City’s physical environment 

 Support: provide valued services to City 

stakeholders 

 Recognition: derive recognition for the City 

Corporation in the execution of its services.   

1. Product development: deliver on-street entertainment at visitor 

hubs, secure commercial sponsorship for city art sculptures, 
create a business hospitality space in the lower galleries of the 
Guildhall, develop a City visitor trail to increase footfall.  

2. Marketing: press campaigns to engage the domestic market, city 

attraction ‘twinning’ project to match city attractions with those in 
wider London, increase social media presence, and target London 
visitor apps to ensure a positive City presence. 

3. Experience: consistent mapping across visitor interface, 

introduction of City Guides Scheme to support major events, 
extend range of free visitor information. 

4. Support: establish a City Hotels Forum, develop a crowd-funding 

portal for shared-cost projects, free marketing advice service, 
establish qualitative data reporting systems.  

5. Recognition: develop a new City tourism intelligence resource on 

the City Corporation’s intranet for use by members, promote the 
city as a TV and film location.  

https://www.cityoflondon.gov.uk/things-to-do/Documents/Visitor-Strategy-2013-17-web.pdf
https://www.cityoflondon.gov.uk/things-to-do/Documents/Visitor-Strategy-2013-17-web.pdf
https://www.cityoflondon.gov.uk/things-to-do/Documents/Visitor-Strategy-2013-17-web.pdf
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Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

Liverpool Visitor 
Economy Strategy and 
Destination 
Management Plan 

‘By 2025, the City Region’s 
Visitor Economy will be 
worth £4.9 billion and 
support 72,000 jobs’. 

The strategy focuses on three main growth 
opportunities: 

 International/national conferences and 
exhibitions 

 Staycations (overnight domestic visitor 
markets) 

 International leisure visitors. 

 

In addition there are four enabling priorities to help 
deliver sustainable growth: 

 Brand distinctiveness 

 Digital Connectivity 

 Transport Connectivity 

 Welcome. 

Planned projects are split into specific activity areas: 
1. Transport enhancement: continued route development at LJLA, 

various train station upgrades, delivery of Merseytravel Smart 
Ticketing. 

2. Business support and quality: support for high growth SMEs, 

quality schemes/tourism awards to reward excellence, promotion 
of free Wi-Fi in city centre/visitor venues. 

3. Destination welcome and skills: Development of new integrated 

approach to customer service across Retail, Visitor Economy and 
Transport sectors, refresh of the Skills for Growth Agreement.  

4. Insights and research: implementation of City Centre Strategic 

Regeneration Framework, improved sharing and joint 
commissioning of intelligence. 

5. Area-based partnerships: integrated business planning, 

branding, quality and welcome, establishment of community 
interest companies.  

6. Business improvement districts: local business tourism 

networks, continuation of City Central and Commercial District 
BIDS. 

7. Leisure investment facilitation: implementation of 

recommendations from the Hotel Futures study, production of a 
Hotel Investment Prospectus. 

8. Public art: innovative use of public art as a visitor attractor.  

Greater Manchester 
Strategy for the Visitor 
Economy 2014-2020 

‘In 2020 the visitor economy 
will continue to be a key 
driver of the social, cultural 
and economic life of Greater 
Manchester, with 
substantially increased 
economic benefits for 
residents and businesses.’ 
 

The strategy specifies four main strategic aims: 

 Position Manchester as a successful 
international destination 

 Further develop Manchester as a leading 
events destination 

 Improve the quality and appeal of the product 
offer 

 Maximise the capacity for growth.  

1. Successful international destination: increased focus on 

specific target markets, multi-channel promotional campaigns, 
ongoing evaluation of perception and performance.  

2. Leading events destination: increase volume/value of business 

events, grow the number of cultural/sport events in Manchester, 
build and strengthen collaborative networks with industry. 

3. Improving product quality and appeal: development of town 

centres, improve the visitor experience, expand the Metrolink, 
smart ticketing. 

4. Maximise growth capacity: new attractions/conference facilities, 

support SMEs and entrepreneurs to recognise growth capacity 
and fulfil their potential.  

https://www.liverpoollep.org/wp-content/uploads/2015/06/wpid-lcr-dmp-2015-2025.pdf
https://www.liverpoollep.org/wp-content/uploads/2015/06/wpid-lcr-dmp-2015-2025.pdf
https://www.liverpoollep.org/wp-content/uploads/2015/06/wpid-lcr-dmp-2015-2025.pdf
https://www.liverpoollep.org/wp-content/uploads/2015/06/wpid-lcr-dmp-2015-2025.pdf
http://www.marketingmanchester.com/media/66882/tourism%20strategy%202013.pdf
http://www.marketingmanchester.com/media/66882/tourism%20strategy%202013.pdf
http://www.marketingmanchester.com/media/66882/tourism%20strategy%202013.pdf
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Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

Greater Birmingham 
and Black Country 
Visitor Economy 
Strategy 2014-2020 

‘Achieve growth at least 2% 
higher than the VisitEngland 
annual target to ensure the 
visitor economy in Greater 
Birmingham and Black 
Country strides ahead and 
makes a significant 
contribution to the LEPs’ 
targets for growth.’ 

The Visitor Economy Strategy is divided into four 
pillars of activity: 

 Doing Business: reclaim Greater 

Birmingham’s position as the premier 
conference and exhibition destination in the 
UK 

 Going Global: focus marketing activity on 

growing leisure visits from six countries which 
are also a priority for inward investment 

 Cultural Showcase: make more of the 

outstanding cultural assets of Greater 
Birmingham that have the potential to drive 
visitors 

 Going Local: play to the strength of 

Birmingham’s central location, its large 
population and investment in attractions to 
grow the volume and value of day visitors. 

1. Doing Business: creation of a sales force for conferences and 

exhibitions, develop Birmingham as a centre of excellence to 
study/develop a career in the conference, exhibition and events 
sector, and invest in a wider choice of hotels. 

2. Going Global: develop bespoke campaign plans for specific 

international markets, improve trade relationships, and improve 
capacity and capability of visitor economy through training / 
workshops. 

3. Cultural Showcase: improved engagement with cultural 

organisations/tourism businesses, commission Festival Scoping & 
Feasibility Study to develop 4 signature festivals for Greater 
Birmingham. 

4. Going Local: new Marketing Communications Plan for Day Visits, 

increased signposting/business support (case studies, mentoring 
etc.) 

Destination Dublin: A 
Collective Strategy for 
Tourism Growth to 
2020 

‘To maximise tourism 
numbers and value, in order 
to grow the economy of 
Dublin and thereby 
ultimately contribute to an 
improvement in the quality of 
residents’ lives over time, as 
a result of the increase in 
foreign exchange and tax 
revenue.’ 

Five sectors are identified that offer potential for 
significant growth and return on investment: 

 Social energisers: young couples and adult 

groups looking for excitement and new 
experiences 

 Culturally curious: mostly older couples or 

solo travellers with time (and money) to spend  

 Conference/incentive visitors: expenditure is 

amongst the highest of all visitors 

 Cruise visitors: those who come to Dublin as 

part of a European cruise 

 Event visitors: visiting Dublin to attend an 

event or festival.  

Sector specific and cross-sector programmes include:  
1. Dublin Now Plus: extend ‘Dublin Now’ initiative to help overcome 

barriers to growth, industry engagement and collaboration; digital 
content and strategy; and in-market activation. 

2. Dublin Events Forum: aims to bring stakeholders together and to 

facilitate collaboration for the mutual benefit of all involved in 
organising and bidding for events. 

3. Digital Plan: development of an interactive platform that enables 

communications between potential visitors, previous visitors and 
tourism experience providers. 

4. Conference Bid Strategy: position Dublin in the world’s top tier of 

conference and incentive destinations, by targeting conference 
organisers and potential delegates as well as incentive planners. 

5. Dublin Cruise Forum: establish a Cruise Dublin Forum to bring 

together all relevant stakeholders and develop a strategy for 
attracting and catering for more cruise traffic. 

Belfast Integrated 
Tourism Strategy 

‘To build prosperity for our 
community by becoming a 

The strategy has three main strategic themes: 

 Reputation management: promote what the 

1. Marketing activity: establish a tourism monitor with a focus on 

hotel occupancy and social media-based research, increased 

http://www2.lichfielddc.gov.uk/ldta/files/2011/01/Item-18-Appendix-A-GBVES-Framework-260814-FINAL-20-11-14.pdf
http://www2.lichfielddc.gov.uk/ldta/files/2011/01/Item-18-Appendix-A-GBVES-Framework-260814-FINAL-20-11-14.pdf
http://www2.lichfielddc.gov.uk/ldta/files/2011/01/Item-18-Appendix-A-GBVES-Framework-260814-FINAL-20-11-14.pdf
http://www2.lichfielddc.gov.uk/ldta/files/2011/01/Item-18-Appendix-A-GBVES-Framework-260814-FINAL-20-11-14.pdf
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/4_Corporate_Documents/Strategy_Operations_Plans/Dublin-a-Collective-Strategy-for-Tourism-Growth.pdf
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/4_Corporate_Documents/Strategy_Operations_Plans/Dublin-a-Collective-Strategy-for-Tourism-Growth.pdf
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/4_Corporate_Documents/Strategy_Operations_Plans/Dublin-a-Collective-Strategy-for-Tourism-Growth.pdf
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/4_Corporate_Documents/Strategy_Operations_Plans/Dublin-a-Collective-Strategy-for-Tourism-Growth.pdf
http://www.belfastcity.gov.uk/tourism-venues/tourism/tourismstrategy.aspx
http://www.belfastcity.gov.uk/tourism-venues/tourism/tourismstrategy.aspx
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Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

2015-2020 world leader in innovative, 
dynamic tourism 
development and marketing 
supported by an unrivalled 
desire to give all our guests 
unique Belfast experiences.’ 

city has to offer, covering marketing, visitor 
management, business tourism and tourism 
events 

 Capacity building: strengthen the sector so 

that the final quality of service and hospitality 
experienced by visitors is highly rated 

 Product development: create new things for 

visitors to see and do. 

focus on 16-35 markets and ‘young at heart’ audience, review of 
digital marketing.  

2. Visitor management: Enhanced trail and route development 

across the city, delivery of the cruise terminal at Belfast Harbour, 
introduction of an integrated visitor pass. 

3. Business tourism: introduction of a Belfast ‘Ambassador 

Programme’, organised bid fund to attract international 
conferences. 

4. Tourism events: develop six signature events to attract visitors. 
5. Capacity building: develop an international hotel school located 

in Belfast, support programmes for future leaders utilising 
international best practice, review existing training provision. 

6. Product development: develop an international-quality city centre 

attraction, additional maritime activity (water taxis, floating hotel), 
year-round showcase to celebrate the screen industry, research 
new accommodation types. 

International 

Tourism Strategy for 
the City of Reykjavik 
2011-2020  

‘Reykjavík shall become a 
popular all year round 
destination and, in doing so, 
bolster the diversification of 
the economic and cultural 
life of the city.’  

Emphasis on becoming a stronger and more 
attractive destination by 2020 is founded on four 
main pillars: 

 Cultural City: offer a range of cultural 

activities and events 

 Conference City: quality provider of 

conference and meeting facilities 

 Health City: improving access to a quality 

environment 

 Winter City: promote Reykjavik as an all-year 

round city. 

1. Cultural City: increase cultural institutions in city centre, improve 

street culture with more artistic spectacles, set-up a municipal 
festival fund to support/stimulate events, creation of an Icelandic 
Literature Centre, establishment of a Children’s Culture House and 
Children’s Culture Festival. 

2. Conference City: dynamic cooperative forum with a supporting 
conference tourism website, express train between Reykjavík and 

Keflavík airport, promotional material positioning Reykjavík as a 
Conference City. 

3. Health City: improvement of outdoor bathing facilities, extension 

of walking and cycling paths, strengthening of public transport 
networks. 

4. Winter City: promotional campaign positioning Reykjavik as a 

Christmas city, creation of outdoor ice-skating area.   

http://reykjavik.is/sites/default/files/skrifstofur_radhuss/skrifstofaborgarstjora/Stefnur/rvk_tourismstrategy_screen.pdf
http://reykjavik.is/sites/default/files/skrifstofur_radhuss/skrifstofaborgarstjora/Stefnur/rvk_tourismstrategy_screen.pdf
http://reykjavik.is/sites/default/files/skrifstofur_radhuss/skrifstofaborgarstjora/Stefnur/rvk_tourismstrategy_screen.pdf


Edinburgh 2020 Tourism Strategy 
TECHNICAL ANNEXES 

 F-5 

Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

Big Tourism: Strategy 
for Copenhagen 
Tourism 2014-2016 

‘Copenhagen will be a world 
city. A city that has a 
relevance that extends 
globally. A city where the 
unique quality of life and 
strong skills go hand in 
hand. A city that people from 
all over the world want to 
visit to be inspired, to 
network, seek business 
opportunities - or just to 
recharge.’ 

The ‘Big Tourism’ strategy is made up of six main 
strategic areas: 

 Strategy and business: developing new 

projects in partnership with a wide range of 
public stakeholders and private parties 

 Marketing & PR:  strong focus on social 

media and digital distribution 

 Event Management: increasing the number of 

cultural events, sporting events, 
research/business conferences  

 New business & sales: developing 

international sales efforts 

 Service: improving the overall visitor 

experience  

 Local marketing: making sure tourists see the 

city.  

1. Strategy and business: new and local regional partnerships, 

increased focus on emerging markets (e.g. China), improved 
cultural tourism offering 

2. Marketing & PR: continue the CPH Communities project to build 

new digital platforms & skills in social media, digital products for 
tourists (Copenhagen card, digital city map), strengthen city brand 
campaign, digitise international media offering, enhance profile of 
city’s international events 

3. Event management: new launch of the Wondercool 

Lifestyle Festival, increased promotion of the Copenhagen 
Cooking festival, continuation of the Kids City programme to 
promote family tourism 

4. New business & sales: new cruise facilities, continuation of the 

‘Global Connection’ initiative to develop the capital's international 
availability of new air routes, work in partnership with the ‘Meet 
Denmark’ project to attract political conferences to Copenhagen 

5. Service: continue to improve the quality service in retail, hotel and 

restaurant, transport industry, culture and public services. 

6. Local marketing: digital information stands at hotels, increased 

use of outdoor media, ‘digital pocket offers’. 

Vienna Tourism 
Strategy 2020 

‘Vienna wants to benefit 
from recent growth, improve 
its competitive position on 
an ongoing basis and 
strengthen its standing as an 
internationally coveted and 
well-connected top 
destination.’ 

Achieving this vision is based upon three strategic 
goals: 

 Global Vienna: positioning Vienna as a global 

player in the global tourism market 

 Smart Vienna: promoting Vienna as a green 

and smart tourism city 

 Premium Vienna: positioning Vienna as a 

high-end luxury destination.  

1. Global Vienna: creation of an international transport hub (air, rail, 

road, river), development of conference venues, marketing of 
Vienna as a film shooting location, developing partnerships with 
international universities, ensuring high service quality and flexible 
opening hours in retail industry.  

2. Smart Vienna: direct nonstop rail-link to Vienna Airport, 

multilingual information points with touchscreen terminals at 
central traffic hubs, digital mobility management service (provides 
tourists with information on the means of transport, reserving and 
purchasing tickets), regional partnerships to promote areas ‘off the 
beaten track’, WLAN hotspots. 

3. Premium Vienna: high-end restaurants/hotels, premium cultural 

institutions, embracing public space design, luxury shopping 
brands, premium medical services. 

https://translate.google.co.uk/translate?sl=auto&tl=en&js=y&prev=_t&hl=en&ie=UTF-8&u=http%3A%2F%2Fbigtourism.dk%2F&edit-text=&act=url
https://translate.google.co.uk/translate?sl=auto&tl=en&js=y&prev=_t&hl=en&ie=UTF-8&u=http%3A%2F%2Fbigtourism.dk%2F&edit-text=&act=url
https://translate.google.co.uk/translate?sl=auto&tl=en&js=y&prev=_t&hl=en&ie=UTF-8&u=http%3A%2F%2Fbigtourism.dk%2F&edit-text=&act=url
http://www.tourismusstrategie2020.wien.info/downloads/WT-Tourismusstrategie-2020_EN.pdf
http://www.tourismusstrategie2020.wien.info/downloads/WT-Tourismusstrategie-2020_EN.pdf
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Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

Sydney Tourism Action 
Plan 2030 

‘To create a tourism sector 
in Sydney that offers a range 
of events, attractions and 
experiences ranking 
amongst the best in the 
world and are unique to 
Sydney and Australia.’ 

The Tourism Action Plan sets out three areas in 
which the City will focus its activities: 

 Destination development: encourage the 

development of product/infrastructure 

 Destination management: enhance the 

quality of the visitor experience 

 Destination marketing: strengthen 

partnerships to maximise visitor potential.   

1. Destination development: investment of $1.5 million with 

Business Events Sydney to attract a greater number of 
conferences, transformation of George Street to include light rail/ 
wider footpaths/outdoor dining, deliver programs such as 
ChinaConnect to help City businesses develop their understanding 
of the Chinese visitor market.  

2. Destination management: maintain high standard of cleanliness 

of city streets and public areas, development of digital-based 
visitor information, increase range of public transport options, 
monitor visitor satisfaction levels and act on feedback.  

3. Destination marketing: continue to develop our ‘What’s on’ 

website, continue to produce in partnership with Destination NSW 
the Official Guide to Sydney booklet, increase efforts to market 
Sydney globally.  

Helsinki Tourism 
Strategy 

‘Helsinki is one of the most 
competitive city destinations 
in the global tourism market 
and possesses a strong and 
unique brand, a year-round 
and attractive destination for 
leisure travel. It is the 
leading congress city in the 
Nordic region and highest-
quality congress city in 
Europe, and an essential 
cruise destination in the 
Baltic Sea.’ 

The strategic goals for tourism in Helsinki include: 

 Ensure Helsinki remains Finland’s most 
important travel destination 

 Ensure Helsinki has a unified brand 

 Develop tourism in the Helsinki Region 
according to a comprehensive plan 

 Make Helsinki even easier to get to 

 Market the Helsinki region as an entity 

 Provide tourist services of high quality that 
meet customer needs and are easily 
obtainable 

 Ensure that Helsinki is internationally 
recognised for its events 

 Increase the Helsinki Region’s income from 
tourism. 

1. To provide visitors and residents in the region with practical 
information about the city, attractions, events and travel services 

2. To ensure the availability of tourist information during peak 
seasons by hiring additional staff and seasonal helpers on the 
streets of the city 

3. To promote Helsinki as a travel destination in co-operation with 
actors and organisations within the travel trade in Finland and 
abroad 

4. To market Helsinki as a destination for meetings, conventions and 
events in co-operation with actors and organisations within the 
travel trade in Finland and abroad 

5. To provide information about Helsinki’s travel services and events, 
to publish marketing and informative materials and to maintain the 
tourism website 

6. To monitor and promote the development of tourism in Helsinki 
through statistics and research. 

Destination Melbourne 
Strategic Plan 2015-
2018 

‘To maximise Melbourne’s 
visitor potential, by 
championing visitor needs, 

The strategic plan puts forward five main priorities: 

 Champion Melbourne’s visitor industry 

1. Visitor industry: increase/strengthen networks across local gov, 

sectors and businesses. 

2. Visitor needs: visitor experience research program to identify 

http://www.cityofsydney.nsw.gov.au/__data/assets/pdf_file/0008/156527/8945_FA3_Tourism_Action_Plan_A4_UPDATE-Final-Low.pdf
http://www.cityofsydney.nsw.gov.au/__data/assets/pdf_file/0008/156527/8945_FA3_Tourism_Action_Plan_A4_UPDATE-Final-Low.pdf
http://www.visithelsinki.fi/en/professional/why-helsinki/statistics-and-research/helsinkis-tourism-strategy
http://www.visithelsinki.fi/en/professional/why-helsinki/statistics-and-research/helsinkis-tourism-strategy
http://www.destinationmelbourne.com.au/cms/wp-content/uploads/2015/04/DML-Strategic-Plan-2015_Web.pdf?dba739
http://www.destinationmelbourne.com.au/cms/wp-content/uploads/2015/04/DML-Strategic-Plan-2015_Web.pdf?dba739
http://www.destinationmelbourne.com.au/cms/wp-content/uploads/2015/04/DML-Strategic-Plan-2015_Web.pdf?dba739
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Strategy Vision Strategic Objectives/Key Themes Priority Actions/Projects 

the visitor experience and 
the visitor industry.’ 

 Elevate visitor needs & expectations 

 Empower ongoing industry development 

 Deliver visitor first products & campaigns 

 Continue outstanding organisational 
performance 

visitor issues, development of destination management plan.  

3. Industry development: evolve Melbourne Tourism Industry 

Leadership programme, increase collaboration/development. 

4. Products & campaigns: expand digital product range, launch 

new marketing campaign of Melbourne to Victoria. 

A Tourism Strategy for 
Munich 

‘Within ten years, Munich 
will be competitively 
positioned internationally as 
the most attractive European 
city for the culture of 
enjoyment, the enjoyment of 
culture and high spirits, and 
offering visitors a unique 
opportunity to take part in 
the life of the city.’ 

 The durable support of moderate growth for 
tourism in Munich. 

 Securing shares of the German-speaking 
markets. 

 Maintain highly international quality of tourism 
through regular analysis of overnight stays, 
market developments and economic context to 
identify markets to prioritise and determine the 
intensity of marketing. 

1. Target groups: Munich Tourism defined a target group of above-

average traveling activity and spending: the adaptive-pragmatic 
segment and the middle class as well as conservative-established 
and liberal-intellectual segments. 

2. Communication strategy: ‘emotionalize’ communications by 

creating stories showing trendy, authentic, special Munich: ‘Local 
Heroes’ identified to share their particular relationship with city; 
new pictures and imagery; development of appropriate corporate 
design. Communication emphasis on internet and social media.  

3. Product strategy: concentrating on the areas of enjoyment and 

culture 

4. Convention sales: Munich should position itself as one of the 

internationally leading convention and conference locations. 

5. Working groups: Four working groups on Strategy, Internet, 

Corporate Design and Convention. New groups being formed 
(International Markets, DACH-Markets, Product Development). 

6. Key milestones: New corporate design, new internet concept, 

new booking system, new pedestrian signposting system, 
optimization of the welcoming culture.  

 

http://www.muenchen.de/rathaus/home_en/Tourist-Office/Mediaguide/Pressetexte_engl/Pressemeldungen_engl
http://www.muenchen.de/rathaus/home_en/Tourist-Office/Mediaguide/Pressetexte_engl/Pressemeldungen_engl
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Annex G: Strategy Performance Against 
Actions 

G.1 A large proportion of the Actions identified in the most recent Strategy Delivery Report43 

have been completed with many more still ongoing. This section provides a short summary 

for each of the main themes. 

 Under World Class City Management, most of the actions are “active” with a 

number of new groups, plans having been launched, for example the Edinburgh 

World Heritage Food Trail, a waste management programme and the Clean Up 

Edinburgh Campaign.  Ongoing actions include the Edinburgh 12 initiative and a 

‘Bus Gate’ on the Royal Mile between St Mary’s Street and the Bridges. 

 Under the Quality of Experience, the main actions have been the Thundering 

Hooves Refresh, which was completed and its delivery ongoing, and Festivals 

Edinburgh launching its five-year marketing plan.  There are a number of active 

groups: the Castle Hill Group, the Capital Group and the Edinburgh Cultural Venues 

Group, and the new City Events Strategy has just been launched.  A one-year pilot 

was tested on George Street to create more pedestrian space.  ETAG introduced the 

Food & Drink Business Opportunity Guide and, with VisitScotland, the Taste our Best 

event was held aimed at food & drink providers.  Essential Edinburgh launched the 

clean team and trade waste initiative and the City Council launched the Clean-up 

Edinburgh Campaign, and there were Trade Waste Pilots for Rose Street, Royal Mile, 

and Leith Walk.  The City of Literature, with ETAG, developed an Online Toolkit and 

the Edinburgh World Heritage Business Opportunity Guide was refreshed.  Our 

Edinburgh was also launched in May 2015.   

 All the actions under Winter Product have been completed.  These include the 

Winter in Edinburgh campaign, the “City for all Seasons” Winter Business 

Opportunity Guide, Winter Tourism Innovation Workshops, Christmas & Hogmanay 

business briefings and the Field of Light Installation. 

 Under the World Class Meeting City theme, there is now a strong relationship 

between Marketing Edinburgh and EICC, and collaborative working with the 

national Business Tourism Industry Group.  A Business Tourism video for Edinburgh 

has been completed.  A number of the actions are ongoing.  The national Corporate 

Champions initiative “Think Scotland, Think Conference”, the promotion of 

Edinburgh through the Business Tourism Scotland Conference and collaboration 

with Edinburgh Hotels Association (EHA). 

 Extending Tourism’s Footprint actions have included the development of the 

Cycling Tourism Action Plan which was completed in February last year, and the 

development of the Cruise Tourism Action Plan.  Other examples include the signage 

at South Queensferry, the Edinburgh Bio-Quarter hotel feasibility study and ongoing 

                                                                 
43 SE (2016), Edinburgh 2020 Strategy Delivery Report, January 2016 
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engagement in the West Edinburgh International Development Partnership.  The 

development of the Waterfront tourism strategy is on hold. 

 In relation to transport there have been major developments in the transport 

infrastructure of the city which were included in the strategy, but not delivered 

directly by it.  For example: 

 at the airport, the new security hall development and terminal extension, 

new E gates, common bag drop and self-service check in developments.  A 

number of new air routes have been secured or existing ones extended, 

while the possibilities of direct routes to China and Hong Kong are being 

monitored. 

 In rail, Haymarket and Waverley stations have been redeveloped 

 The new Tram line was launched with a proposed extension to Leith.  

Lothian Buses launched the new Lothian Buses App and mobile ticketing. 

 Under the accommodation theme, the Edinburgh Tourism Accommodation Audit 

was completed, and a hotel prospectus and hotel development review were 

prepared.  There are also active discussions with the Edinburgh 12 initiative, hotel 

developers and operators to develop schemes within the City Centre’s gap sites. 

 In technology and business support, the Tourism Technology Edinburgh report 

was completed, as was the development of the Connected Capital Project which will 

eventually offer free Wi-Fi in the city centre.  ETAG was also a partner in delivering 

the Digital Tourism Scotland Conference in 2015. 

 ETAG has continued over the past four years to co-ordinate a wide range of well-

received tourism business development and networking events with Scottish 

Enterprise. 

 The Festivals Edinburgh Marketing Plan refresh was completed along with the 

Marketing Edinburgh Strategy and business plan.  The successful “This is Edinburgh” 

campaign was launched, ETAG led the development of Blogmanay, while the 

proposed City Branding and new City Vision are awaiting further developments 

following the award of the City Deal. 

A.1 The Strategy Delivery Report has a long list of priorities and actions.  These are included for 

completeness rather than reflecting these as actions under the Strategy. For example, the 

large infrastructure investments are undertaken for many reasons, not just tourism.  The 

role of the Strategy should be to seek to provide a tourism perspective, to look for 

opportunities for tourism and influence their implementation to achieve the best tourism 

outcomes. 



Edinburgh 2020 Tourism Strategy 
TECHNICAL ANNEXES 

 H-1 

Annex H: Ed2020 Strategy Delivery Report 
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World Class City Management 

Priority Action Status Timescale Lead 

Well planned and coordinated day-to-
day management of the public realm, 
especially in heavy footfall areas.  This 
includes addressing the issues of 
litter, graffiti, begging etc 

 

Clean Up Edinburgh campaign launched Complete Launched Oct 2013 and runs for one year. CEC 

Pilot waste management programme Complete Pilots in Rose Street, High Street and Leith 
Walk are live. 

CEC 

Essential 
Edinburgh 

Formulate and deliver a coherent 
vision for the Royal Mile, enhancing 
the quality of the streetscape to 
support retail and improve the visitor 
experience, managing it as a five start 
visitor attractions 

 

Royal Mile Action Plan  Active Ongoing - Short term improvements to retail 
and management are being established while 
long term public realm changes are pending 
funding. Engagement with Underbelly has 
been made to expand the Winter Festival into 
the area. A plan to create more temporary 
pedestrian space is planned for Spring 2015. 

CEC 

RMBA 

Canongate/Holyrood Initiative established 
to drive footfall to the lower end of the 
Royal Mile. 

Active Marketing sub group has been set up to 
deliver a flyer and social media. 

CHI 

Reducing street clutter on Royal Mile 
through rationalising of A boards 

Walking Tours Working Group established 
to address  

Active   

New Edinburgh World Heritage Food Trail 
incorporating The Royal Mile 

Complete Summer 2015 EWH 

Royal Mile Business Association – 
developing a Food and Drink Group to 
develop activities which optimise and 
showcase the unique F & D offer in and 
around Edinburgh’s Royal Mile 

Active Ongoing 

Started Autumn 2015 

RMBA 

ETAG 

Maintaining and enhancing the quality Castlehill streetscape improvements Complete April 2014 CEC 
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of the cityscape Waverley Bridge streetscape and traffic 
management improvements 

 Market Street - in progress. 

September 2014 – Waverley Bridge 

CEC 

Charlotte Square streetscape 
improvements 

 Pending TRO inquiry outcome.  

Investigate technology tools (such as 
SmartStept) to provide market intelligence 
and inform future public realm investment 

 

Active Ongoing  

Did review Smart Steps, and potential project 
with HP but didnt progress further 

APG 

 

Through the Edinburgh 12 initiative help 
facilitate the development of 12 of the City 
Centre’s strategic gap sites. 

Active Ongoing CEC 

Possible introduction of a ‘Bus Gate’ on the 
Royal Mile between St Mary’s Street and 
the Bridges to reduce traffic and improve 
the quality of the area for pedestrians. 

In development Aiming to implement in Spring 2015 CEC 

Define the identity of the City Centre 

Pedestrianised sections of George Street. 

St Andrews Square Development 

Royal Mile Action Plan 

Greater Grassmarket Business Plan  

 

 

 

City Centre 
Vision  

Cherishing and enhancing the city’s 
main green spaces, which help to 
make the city attractive for visitors and 
enhance the city’s green credentials 

Edinburgh secured 24 Green Flag awards 
for the best green spaces in the country. 

 

Edinburgh outdoors website and App 

 

Entente Florale 

 

 

Active 
 

 

 

 

August 2014 

 

 

CEC 

 

2.Quality of Experience 
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Priority Action Status Timescale Lead 

Further development and 
enhancement of Edinburgh’s visitor 
offer – including Festivals, Events 
and attractions. 

 

Festivals Edinburgh delivering against the Thundering Hooves 
Strategy 

Active Ongoing FE  

Thundering Hooves Refresh Complete May 2015 Festivals Forum 

Festivals Edinburgh 5 year Marketing Plan Active 2014 – 2019 FE 

Castle Hill Group – knowledge sharing, joint fam trips Active Ongoing CHG 

Capital Group – knowledge sharing, collaboration Active Ongoing ECG 

Development of 10 new galleries at the National Museum of Scotland Active 2016 NMS 

Edinburgh Cultural Venues Group – driving collaboration and 
innovation across key cultural venues 

Active Ongoing ECVG 

Canongate Holyrood Initiative Active Ongoing  CHI 

Refresh of Edinburgh Events Strategy Active Draft complete CEC 

New ETAG Food & Drink Business Opportunity Guide Complete May 2014 ETAG 

VisitScotland & ETAG Taste our Best event aimed at food & drink 
providers 

Complete May 2014 VS 

George Street for 1year pilot  to create more pedestrian space – 
including extending café culture, festival events etc. 

Complete Jun2014 to June 2015 Essential 
Edinburgh 

Edinburgh Fringe ticket collection point at Edinburgh Airport Active August to Sept 2014 Edinburgh Festival 
Fringe and 
Edinburgh Airport 

Develop strategic approach to a new 
and fully integrated single-design 
solution which addresses the 
signage/navigation/ wayfinding 
requirements of the visitor 

 

Tendering of new Pedestrian Wayfinding Scheme Stalled 

Contract has been 
awarded and steering 
group reformed to discuss 
activation. 

CEC – Signage 
Group  
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Define protocol for communications 
between tourism sector and CEC, 
providing tourism businesses with 
information / contact details to 
address day-to-day cleanliness 
issues/problems that arise.  Visitor 
focal points i.e. Royal Mile, 
Grassmarket, Princes Street, Rose 
Street, George Street, St Andrews 
Square Gardens 

Royal Mile Business Association Active Ongoing RMBA 

Essential Edinburgh – Clean team and trade waste initiative  Active 2018 EE 

CEC - Services for Communities – Clean up Edinburgh Campaign Active 
 

CEC – Services 
for Communities 

Trade Waste Pilot – Rose Street, Royal Mile, and Leith Walk Active 
9 month pilot (to end of 
2014) 

Essential 
Edinburgh and 
CEC 

Visitor information provision – focus 
on provision during the visit ( not pre 
or post) – ensure high quality, 
consistent, engaging and  factual 
content is readily available to visitors 
while they are in the city , and 
across all platforms (print and 
digital).  Encourage better 
interpretation and storytelling via 
information provision. 

ETAG / City of Literature Online Toolkit and Innovation Fund  Complete 
Launched August 2014 

ETAG and City of 
Literature Trust  

ETAG Edinburgh World Heritage Business Opportunity Guide 
Refresh 

Complete 
Sept 2014 

ETAG 

Digital mapping of consumer facing visitor apps listed on ETAG 
website 

Complete 
August 2014 

ETAG 

Development of a simple, interactive and engaging self service, online 
training tool for frontline staff which gives them destination 
knowledge, information and tools to improve the customer 
experience.  Our Edinburgh was launched in May 2015 

Complete 
Project is ongoing – focus 
is on business take up / 
engagement 

DLP working 
group 

ETAG 

Market Intelligence – explore new 
ways of gathering intelligence -  pilot 
Destination level market intelligence 
approach utilising existing 
information held across partners, 
and carry out social media analytics 
focussing on the likes of TripAdvisor, 
Twitter and Facebook. 

See Market Intelligence Active 

Ongoing 

ETAG 

 

Winter Product Development 

Priority Action Status Timescale Lead 
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Develop a highly targeted winter 
marketing campaign, featuring 
the city’s permanent cultural 
and heritage attractions 
(including their seasonal events 
programmes) as well as the 
Winter Festivals and other 
events. 

Winter in Edinburgh campaign Complete November 2013 to 
January 2014 

ME 

City Centre re-launch activity  - ‘This is Edinburgh’ campaign Complete February 2014 to 
February 2016 

City Centre 
Promotions Group  
- Chaired by 
Essential 
Edinburgh 

ME 

Ensure that business are able to 
fully exploit and harness the 
opportunity to benefit from the 
city’s wide range of existing 
attractions; encouraging 
collaboration and innovation. 

A City for all Seasons: Winter Business Opportunity Guide  Complete September 2013 ETAG 

Edinburgh Tourism Showcase Complete September 2013 ETAG 

Winter Tourism Innovation Workshops (x3) Complete September, October, 
November 2013 

ETAG 

Refresh of A City for all Seasons: Winter Business Opportunity Guide Complete May 2014 ETAG 

Christmas & Hogmanay 2014 Business Briefing Complete July 2014 ETAG 

Develop at least one new event 
(such as a a Food Festival or 
winter lighting) to help fill one of 
the main troughs in demand. 

Field of Light Installation 

 

Complete April 2014 CEC – Culture and 
Sports 
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World Class Meeting City 

Priority Action Status Timescale Lead 

Maximise the use of existing 
capacity: with the existing offer 
(venues, hotels, air routes) 
there is potential for additional 
business and there is scope for 
the city to increase its share in 
certain markets.  

Convention Edinburgh, part of Marketing Edinburgh, promotes the 
city as a premier conference, incentive and event destination.  

Offering high levels of product knowledge, specialist skills and 
effective coordination of venues and support services, they aim is 

to grow the value of the city’s business tourism market. 

Active Ongoing ME 

Increased targeted research 
and sales activity on particular 
prospects 

Creation of an MOU between Marketing Edinburgh and EICC to share 
research and sales intelligence 

Active/complete Ongoing ME/EICC 

Collaborative working underway in partnership with the national Business 
Tourism Industry Group. 

Creation of a national Corporate Champions initiative designed to grow 
business from corporate contacts – “Think Scotland, Think Conference” 

Active Ongoing  

via Business Tourism or 
Scotland (BTfS)  

ME as member of 
BTfS Group 

Business Tourism Scotland Conference – opportunity for education and 
networking for Scotland’s business tourism industry.  Opportunity to 

showcase the city as a conference destination. 

Active Ongoing took place in 
2014 and 2015  

Industry Steering 
Group chaired by 

LW from ME 

Increased joint sales activity with Convention Edinburgh (CE) members Active Ongoing 

Sales trips to Brussels 
and Chicago completed 

with EICC and Sheraton. 

Future sales trips planned 
with CE members and  / 

or VisitScotland 

ME 

Creation of Business Tourism video for Edinburgh 

To be used for bid presentations and documents; for CE members and 
industry partners to use for promotional purposes 

Complete Launched at IMEX 
America 

14-16 October 2014 

ME 

Creation of marketing activities in collaboration with Edinburgh Hotels    
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Association (EHA) to drive leisure, conference and events business to 
Edinburgh with a focus on shoulder months 

Active In discussion with EHA to 
finalise plan 

 

  Launch Autumn 2014 

ME / EHA 

Creation of strategic plan to increase activity in North American market 
focussing on corporate, incentive and association events. 

 

Key aims include:- 

• to get qualified buyers to Edinburgh via bespoke site inspections and 
familiarisation trips. 

• The creation of a dedicated incentive piece for Edinburgh 

• To work in collaboration with industry partners such as VisitScotland’s 
North American Office, Edinburgh Airport, EHA, BestCities and key 

airlines with routes to the States. 

 

Active 

 

Will commence October 
2014 

 

ME 

The development of a multi-
purpose events venue, capable 
of seating 6,000 or more. 

Initial discussions with potential multi-use venue operators have raised 
some financial concerns but informed discussions continue to try to find a 

working model. 

Active TBC TBC 

Review the need and 
opportunity for subvention 
funding. 

VS subvention funding now in place. 

 

To date secured 16 conferences worth £32m 

 

Subvention Fund term ends March 2015 – require lobbying for it to be 
continued 

Active Ongoing ME 

Improve the quality of product 
and service across the sector. 

ME participating    
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Extending Tourism’s Footprint 

Priority Action Status Timescale Lead 

Fully exploit existing resources, such 
as the interesting, vibrant 
neighbourhoods within the city. 

Development of Cycling Tourism Action Plan   Complete Complete in February 
2015 

CEC 

Development of Cruise Tourism Action Plan. Existing activity 
includes signage at South Queensferry.  

 Complete Complete in February 
2015 

CEC 

Town Centres: supporting a wide range of city-wide and destination-
specific activities to improve the offering in the city’s 8 key high street 
locations and thereby increasing footfall.  All activities are informed 
by the recently updated Town Centre Strategy 

 

Active  Ongoing CEC 

Utilizing development areas for the 
city to build infrastructure capacity. 

Edinburgh Bio-Quarter hotel feasibility study. Complete Oct 2012 SE 

Update the Waterfront Tourism 
Destination Plan 

On hold – not a current priority. On hold TBC N/A 

Review and inform tourism related 
development proposals for the West 
Edinburgh. 

Ongoing engagement via the West Edinburgh International 
Development Partnership – Nov 2013 update paper available on 
request. 

Active Ongoing EIDP 
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Transport 

Priority Action Status Timescale Lead 

Edinburgh Airport 
development 

 

 

New security hall development and terminal extension  

Complete November 2014 Edinburgh Airport 

New E gates in International immigration to increase operational efficiency Complete July 2014 Edinburgh Airport 
& UK Border 
Force 

Fire training centre winning contracts to train fire crews from around UK, 
Europe and the world. 

  Edinburgh Airport 
Fire Service 

Common bag drop and self-service check in developments to improve 
passenger flow and queuing times. 

Active On-going Edinburgh Airport 

Glasgow campaign promoting City Link Air express coach  Active Ongoing 

Launched August 2014 

Edinburgh Airport 

New premium  passenger lounge offerings; No1 Traveller and Swissport 
Aspire lounges 

Complete July 2014 Edinburgh Airport 
& Concessionaires 

Air route development: 

United States – Boston, Chicago, 
New York, Philadelphia 

Canada – Toronto and Montreal 

Middle East – Dubai, Doha, Abu 
Dhabi 

Asia – Beijing, Hong Kong, Kuala 
Lumpur 

Europe – Luxemburg, Zurich 
Vienna, Madeira, Helsinki, the 
Baltic States 

Chicago and Philadelphia routes 
secured and launched 2014 

Toronto route extended season for 
Summer 2014 

Doha route secured and launched 
2014. 

Abu Dhabi secured, launch due 8 June 
2015 

Zurich launched June 2014 

Funchal announced for Feb 2015 

Active 

 

Ongoing 

 

Edinburgh Airport 

Rail  Haymarket – redevelopment of station Complete December 2013 Network Rail 
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Waverley – redevelopment of station and access  

 

Complete 
2014 

Network Rail 

Edinburgh Gateway – creation of new rail/tram interchange station for the 
airport. Also links Fife line directly with the airport 

Active 
December 2016 

Network Rail 

Inner-city public transport 

Launch of trams  Complete 
May 2014 

Transport for 
Edinburgh  

Proposed extension of the trams to Leith – CEC approved in principal to 
explore, in process of reviewing an outline business case before making any 
investment decisions 

Active 
 Ongoing 

CEC 

Launch of new Lothian Buses App and mobile ticketing Complete November 2013 Lothian Buses 
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Accommodation 

Priority Action Status Timescale Lead 

Ensure appropriate accommodation 
mix to service growth ambition set 
out in Edinburgh 2020 strategy   

Edinburgh Tourism Accommodation Audit  Complete 2012 ETAG 

Hotel Prospectus Complete 2012 SDI / CEC 

Hotel Development Review  Compete Jan 2014 ETAG / SDI 

 
Through the Edinburgh 12 initiative engage with hotel developers and 
operators to help facilitate, where appropriate, the development of hotel 
and service- apartment schemes within the City Centre’s gap sites. 

Active Ongoing CEC 
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Technology  

Priority Action Status Timescale Lead 

Creation of new technology based 
products and services that will 
enhance the quality of the visitor 
experience and generate new 
income streams. 

 

ICT services that will help 
Edinburgh’s tourism businesses to 
achieve efficiencies, exploit 
opportunities for enhance customer 
service and market their offer more 
efficiently. 

Update of Tourism Technology Edinburgh report Completed 2012 ETAG 

Ongoing delivery of digital tourism support to the sector  Ongoing Ongoing SE 

Connected Capital Project – focus on two areas: 

 

Improving infrastructure to the city (trams and public buildings) 

 

Free wifi offer in the city centre 

 

 

 

Complete 

 

 

Active 

 

 

 

March 2015 

 

 

TBC 

 

 

 

CEC 

 

 

CEC 

Launch of national Digital Tourism Scotland Programme – ETAG 
partnering to deliver activity in Edinbrugh including inagural Digital 
Tourism Scotland Conference on 20

th
 Nov 2015 

Active 2015 -  SE 
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Business Support & Training 

Priority Action Status Timescale Lead 

Business Support 

ETAG –  tourism business development and networking events, sharing 
best practice and market intelligence, driving industry leadership 

 

Active Ongoing ETAG 

Scottish Enterprise – supporting destination and business development 
through driving innovation, collaboration and new product development 

Active Ongoing SE 

VisitScotland – Green Tourism Business Scheme, VisitScotland Growth 
Fund, Taste our Best initiative, QA, Accessible tourism unit 

Active Ongoing VS 

Creative Scotland – supporting development of the cultural sector across 
Scotland  

Active Ongoing CS 

CEC & Business Gateway – supporting new and growing businesses in 
Edinburgh 

Active Ongoing CEC/BG 

Skills Development and Training 

Skills Development Scotland Active Ongoing SDS 

Tourism Destination Leaders Programme – development and delivery of 
new 2 year pilot training programme for tourism destination leaders 

Active 
May 2013 to May 2015 

Edinburgh 
Institute, Napier 
University 

New funding secured for 3 rounds of Destination Leaders Programme – 
round 1 including Edinburgh 

Active 
June 2015 to 2019 

Edinburgh 
Instutitue, Napier 
Univeristy 

HIT Scotland  - Scholarship programme Active Ongoing HITS 

STA – Tourism Skills Group – development and delivery of skills 
investment plan 

Active  
Ongoing 

STA 
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Market Intelligence 

Priority Action Status Timescale Lead 

Provide access to effective and 
high quality market and customer 
intelligence to drive innovation 
and decision making across the 
sector. 

Edinburgh Visitor Survey Completed  2013 ME 

Edinburgh Facts & Figures Guide Completed 2013 ETAG 

City of Literature Business Opportunity Guide Completed 2012 ETAG 

Business Opportunity Guide - A City for all seasons: Winter Completed 2013 ETAG 

Refresh of ETAG Edinburgh World Heritage Guide Business 
Opportunity Guide 

Completed June 2014 ETAG 

ETAG/The List Food & Drink Business Opportunity Guide Completed May 2014 ETAG 

Refresh of ETAG A City for all seasons: Winter Business Opportunity 
Guide 

Completed May 2014 ETAG 

Edinburgh Tourism Accommodation Audit Completed 2012 ETAG 

Alive After 5 Research Completed 2012 Essential 
Edinburgh 

Marketing Intelligence mapping exercise 

 

Complete 2013 ETAG 

Establishment of Market Intelligence Working Group Complete Ongoing ETAG 

Pilot ReviewPro tool to test relevance/quality of information re Visitor 
Experience in Edinburgh 

Active  Ongoing ETAG 
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Marketing and Branding 

Priority Action Status Timescale Lead 

Effective tourism marketing 
programme developed and 
delivered by Marketing Edinburgh 
and VisitScotland 

Blogmanay Complete 2012, 2013, 2014 and 
2015 

Unique Events 

Festivals Edinburgh Marketing Plan refresh Complete 2013 Festivals 
Edinburgh 

Marketing Edinburgh Strategy: 

 

Business Plan approved  

 

Delivery of strategy/business plan  

 

 

Complete 

 

Ongoing 

 

 

2013 

 

2016 

 

 

Marketing 
Edinburgh  

Marketing 
Edinburgh  

 

This is Edinburgh Campaign (tv, media, outdoor, digital, events) Complete Feb 2014 to Feb 2016 Essential 
Edinburgh / 
Marketing 
Edinburgh 

Proposed City Branding Exercise to create a new city vision and brand 
for Edinbrugh 

Proposed TBC Marketin 
Edinburgh 

 


