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Much work remains, but Strategy
partners believe there is an opportunity
to be even more ambitious with
Edinburgh 2020.
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A stretch target of a £1.6bn visitor
economy by 2020 could be possible if
supported by continued growth in both rail
and airport passengers numbers, as well as
maintaining the expansion of the city’s
hotel capacity and new innovations in the
visitor experience. Further investment in
marketing and additional support for the
Festivals will also be instrumental.

Smart investment

Extending the season

A broader footprint

Emerging markets

The Strategy must play a pivotal role in
guiding investment in Edinburgh’s core
tourism product including its world-class
built environment, visitor attractions,
cultural venues and Festivals. Reduced
public funding will require new and
innovative ways of financing future
investments while proactive, collaborative
leadership will be required to look
beyond 2020.

Visitors numbers between January to March
actually fell between 2010 and 2014. We
need to reverse this trend by building on the
success of our Winter Product. A new working
group is to be set up with the specific aim
of developing and marketing an expanded
shoulder season events programme.

As tourism numbers grow, especially during
peak summer months, there is a risk that large
crowds and busy streets adversely affect the
visitor experience and create frustration
among residents. Extending the footprint
across the city reduces visitor density,
distributes economic impact and provides
more things to see and do. Improved
wayfinding will help give visitors the
confidence to explore beyond the city centre.

Developing new markets is a priority,
especially China, Accessible Tourism and
Youth Travel. Each of these markets is
growing globally and offer specific
opportunities for Edinburgh.

Business tourism
The development of the city’s business
tourism offering will add significant
economic impact and play an important
role in showcasing Edinburgh to future
international business and leisure visitors.
A new Business Tourism Group is being
created to deliver just that.

Quality focus
Edinburgh must ensure it offers
exceptional quality and value for money.
Improvements in public access to WiFi,
wayfinding and the cleanliness of the
environment in key visitor areas are all areas
for focus. Digital technology, including
virtual and augmented reality, online
ticketing and digital interpretation create
unprecedented opportunity to enhance the
visitor experience.

Doing business better
A new Tourism Productivity Programme will
be developed, working with businesses to
align leadership with the Edinburgh 2020
Strategy and promote the use of digital
technologies. It will provide support for
innovations aimed at improving productivity
and work with with Skills Development
Scotland to support support skills and
training across the sector.

The markets, technologies and opportunities all exist. It’s clear that Edinburgh
2020 will play an ever more vital role in coordinating and focusing efforts
across the industry to grow Edinburgh’s visitor economy.
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INTRODUCTION
As one of the most attractive tourist destinations
in the world Edinburgh attracts nearly 4m
visitors each year – 38% from overseas.
Visitor spend has grown by £300m per year,
from £1bn in 2010 to £1.32bn in 2015. Total
spending by visitors staying overnight has
increased by 30% over the same period.
Edinburgh’s 2020 Strategy aims to maximise
and guide growth across the city’s visitor
economy. 2016 marks the mid-point in the
delivery of the Strategy and is therefore an
appropriate time to review progress towards the
Strategy’s targets and identify where future
effort needs to be focused if the city is to
fulfil its full tourism potential.
The following Strategy Review assesses
both performance to date across the
tourism market and sets out a distilled
list of the agreed strategic priorities
necessary to deliver the 2020 Strategy.

DELIVERING THE
2020 STRATEGY

Improved leadership and the creation of an
Edinburgh 2020 Strategy Implementation
Group has helped to raise awareness of the
city’s ambitions at both local and national level.
Significant progress has been made against all
the Edinburgh 2020 targets, but more work
needs to be done.

TOURISM DEFINES
EDINBURGH
Tourism is fundamental to Edinburgh’s
identity. Attracted by Edinburgh’s history,
heritage, world-class cultural offering and
reputation as the world’s Festival Capital,
visitors to the city support a diverse range
of bars, restaurants, museums and galleries,
all of which help to underpin an unmatched
quality of life for residents.
The good news is that Edinburgh’s offering
has never been more popular.
In 2015, Edinburgh’s visitor economy enjoyed
phenomenal success, with record passenger

numbers using Edinburgh Airport and
Edinburgh’s trams, and rising attendances
across major attractions such as Edinburgh
Castle, as well as the year-round Festivals
Edinburgh programme.
So where do our visitors come from?
England remains by far the largest market,
but there has been a marked increase in
visitor numbers from within Scotland, the
USA, Germany and China. However, recent
years have also witnessed a slight fall in visitor
numbers from French, Irish and Italian markets.

Progress against the four strategy targets
Edinburgh 2020 targets

Progress by end 2015

Increase the number of visits to the
city by one third

Up 18% to date – ahead of target

Increase total expenditure by 3% a year

Up 21%* – broadly on target

Increase the average spending of visitors
to the city by 10% (at 2010 prices)

Up 3%* – below target

Reduce seasonality across the sector

Proportion of trips Oct to March down
from 40% to 38% – below target
* adjusted for inflation
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