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SCOTTISH 
TOURISM  
IN NUMBERS 





“The STA also leads the 
facilitation, co-ordination, 
ongoing development and 
delivery of the 
National Strategy:  
Tourism Scotland 2020 & The 
Food Tourism Scotland Action 
Plan” 



Our COLLECTIVE Vision 

To make Scotland a destination of 
first choice for a high quality, 
value for money and memorable 
customer experience, delivered 
by skilled and passionate people. 



Our Visitors – An Overview 

14.9 
Million 
Overnight 

Visits in 2017 
(+4.3%) 

78% Domestic Overnight 
 
22% International Inbound 

151 
Million 

Day 
Visits in 2017 

(+ 6.3%) 

95% Scots Residents 
 
5% Rest of GB 

46% Scots Residents 
54% Rest of GB 

21% North America 
59% Europe 

(51%) E.U. 
20% Rest of World 

Source: International Passenger Survey / Great Britain Tourism Survey /  Great Britain Day Visit Survey 



Why Do They Come To Scotland? 



Source: VisitScotland Visitor Survey 2015-2016 

Domestic Purpose 
of Trip 

International 

27% VFR 24% 

57% Holidays 58% 

16% Business 16% 

Other 1% 



How Do They Get Here? 



Source: VisitScotland Visitor Survey 2015-2016 



How Do They Move Around? 



Source: VisitScotland Visitor Survey 2015-2016 

First time and Long Haul visitors used multiple forms of transport. Domestic and repeat 

visitors largely travelled around in their own car. 



Where Do They Go?  



Source: VisitScotland Visitor Survey 2015-2016 



What Do they Do?  



Source: VisitScotland Visitor Survey 2015-2016 



How and What Information Do They Seek While They 
Are Visiting? 



Source: VisitScotland Visitor Survey 2015-2016 



Key Transport Takeouts 

Source: VisitScotland Visitor Survey 2015-2016 

• 78% of overnight visits are Domestic / 22% of overnight visits are International inbound 
 

• The main methods of transport to Scotland remain car and plane but differences emerge by type of visitor and origin 
 

• For those who arrived in Scotland by plane directly, Edinburgh airport was the main point of entry, followed by 
Glasgow airport. 
 

• For those who arrived in Scotland indirectly, London Heathrow, Amsterdam Schipol and Dublin airport were the main 
airports for connecting flights to London 
 

• Multiple transport modes are used once visitors arrive here particularly for 1st time visitors or long haul 
 

• Edinburgh City, Glasgow City and Highlands are the top 3 destinations 
 

• Visitors engage with a broad range of activities however sightseeing, heritage and culture are top. 



Challenges to Delivering a “…High Quality, Value for Money 
and Memorable Customer Experience…” 



Fundamentally, how can we make it easy for our visitors to travel 
between destinations and once they arrive at the destination, make it 
easy to get around and explore further? 

 
• Reliable and consistent access to remote and more rural destinations to disperse visitors, managing the effects of 

over-tourism in some areas 
• Cruise connectivity – managing the passenger journey from the point of arrival to the point of departure 
• Marine tourism infrastructure to accommodate growth 
• Airport connectivity – no rail link with Glasgow 
• Long term sustainable ferry fleet allowing visitors to explore the islands 
• Mobile connectivity / WiFi 
• Frictionless, integrated ticketing and timetabling (transport, attractions, accommodation) 
• Scotland as a growing cycling destination – cycle routes and the ability to move cyclists around the country 
• Supporting our road trips: North Coast 500, North East 250, South West Coastal 300, The Argyll Coastal Route, The 

Snow Roads,The Coig (Ayrshire) – Facilities, charging points, sign posts, road maintenance 
• Increase in  campervans / motorhomes – providing facilities 
• Sustainability 



What About the Future? 



• Visitors  are increasingly looking for genuine, authentic experiences where they can feel local and part of the 
place they are visiting, the ability to explore local neighbourhoods is key to this.. 
 

• There is a growing trend towards visitors wanting to discover areas beyond the hot spots, to get out of the towns 
and cities and off the beaten track to connect with the lesser known areas or the more remote and rural 
locations 
 

• The traveller is evolving, shift to an older demographic, increase in disabled travellers 
 

• New emerging markets such as China and India, Middle East and South east Asia. 
 

• Geo-tags services, location-based services, virtual reality, augmented reality and social networking services. Can 
technology improve the customer experience or customer services? Can technology help us to monitor and 
manage the visitor flow. 
 

• Visitors are much more environmentally aware and will seek out sustainable options. Millennials in particular are 
committed to creating a positive environmental impact and expect businesses to do the same.  

Considerations 



The Talker, the STA’s monthly magazine 
with news and views from Scotland’s 
tourism industry.  Subscribe via STA 

website   
 

Visit the STA website to keep up to 
date with our progress around 

these key issues and please sign up 
to receive our news. 

CONNECT WITH THE STA 
scottishtourismalliance.co.uk 



THANK YOU!  

scottishtourismalliance.co.uk 


