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The United Kingdom is a state made up of the historic countries of England, Wales and 

Scotland, as well as Northern Ireland. All of these countries needs to adhere to Visit Britain’s 

“Delivering a Golden Legacy: a growth strategy for inbound tourism 2012-2020.” (Visit 

Britain, 2017) 

According to Visit Britain (2017), the strategy aims to attract 40 million international visitors a 

year, spending £31.5 billion, by 2020. As seen in Appendix 1.1, Britain was the seventh most 

popular international tourism destination based on international arrivals. “Delivering a Golden 

Legacy: a growth strategy for inbound tourism 2012-2020” sets out what Britain can do to 

guarantee that international tourism delivers the largest economic benefit and how marketing 

and policy purposes can be united. Alongside their new tourism strategy, Visit Britain have 

been running a four-year marketing programme with the UK Government and a wide range 

of partners to boost Britain’s image overseas. This campaign have seen to be successful, 

with £800m in additional visitor spend by overseas visitors in 2015/2016. (Visit Britain, 2017) 

Economic growth is a key driver of growth in tourism. China is an example of this, where the 

market today is worth approximately $72 billion, and their outbound travel spend has 

increased 400% the past years. (Visit Brain, 2013).  

According to Proon (1993), the general traveller has changed from “old tourist” to “new 

tourist” where the new tourist is more spontaneous, unpredictable and want to be different 

from the crowd. Alongside that, the tourists’ motivation has changed from being search for 

the sun, escapism and just for show to vacation as an extension of life, experience 

something different and just for the fun of it. Their attitudes and interests have also changed. 

Please find a more detailed figure in Appendix 1.2. It can be argued that UK has become an 

increasingly popular tourism destination due to the changes from “old tourist” to “new 

tourist”, as the UK provides a more active holiday where the tourists are experiencing 

something different with local cuisine, nature and the historical elements spread across the 

UK.  

Department of Culture, Media and Sport (2016) stated that 2015 was a record-breaking year 

for UK tourism with 36.1 million visits, which is a 5.1% increase from 2014. Please find 

statistics enclosed in Appendix 1.3. Their Tourism Action Plan sets out how the Government 

is working to rebalance the sector, boosting jobs and growth across the country. 

Their 5 key action plans for this are: 

 

 

 



i. The tourism Landscape: Strengthening co-ordination and collaboration 

ii. Skills: Boosting apprenticeships and attracting more people to careers in tourism 

iii. Common sense regulation: Examining the scope for deregulation 

iv. Transport: Make it easier for visitors to explore by rail, bus and coach. 

v. A GREAT Welcome: Driving continuous improvements in the visa service 

Even though UK have their regional tourism strategies to adhere to, they are also involved in 

other strategies and policies. Two of these include the management plan for World Heritage 

Sites. It is UK Government Policy that each nomination of a new site to UNESCO is 

accompanied by the World Heritage Site Management Plan to ensure that sites are 

managed in a sustainable way. According to Historic England (2017), all UK sites have 

management plans in place, which are viewed on a regular basis. Please find enclosed in 

Appendix 1.4 the City of Bath World Heritage Site Management Plan 2016-2022. 

Another policy that the UK recently adhered to is the Paris Agreement. The Foreign Minister, 

Boris Johnson, signed the Paris Agreement Pact in London on Thursday 17th November 

2016. The UK became the 111th country to ratify the Paris climate agreement. According to 

United Nations (2017) the Paris Agreement’s central aim is to “strengthen the global 

response to the threat of climate change by keeping a global temperature rise this century 

well below 2 degrees Celsius above pre-industrial levels and to pursue efforts to limit the 

temperature increase even further to 1.5 degrees Celsius” Additionally, the agreement aims 

to strengthen the ability of countries to deal with the effects of climate change. The Paris 

Agreement entered into force on 4th November 2016. 

Scotland forms a part of the United Kingdom, and is seen to be one of the most visited 

places in the United Kingdom, alongside England.  

According to the Scottish Government (2017) “Tourism is everyone’s business – everyone in 

Scotland is an ambassador” 

The tourism sector is of vital importance to the Scottish economy, and Visit Scotland (201) 

reports that the latest figures indicate total overnight and day visitor expenditure in Scotland 

was approximately £5 million in 2015, whilst the total visitor number for the same period was 

14.8 million. Please find statistics enclosed in Appendix 1.5. 

Scotland’s National Tourism Strategy “Tourism Scotland 2020” was launched in June 2012, 

and it was developed and led by the industry under the Scottish Tourism Alliance, supported 

by the public sector. It is built on an in-depth understanding of market opportunities co-

ordinated to Scotland’s abilities. It provides a mutual agenda for the industry and supporting 



organisations, focusing on a national long term tourism growth motivation. The following 

organisations helped develop “Tourism Scotland 2020”: 

 Visit Scotland 

 Scottish Enterprise 

 Highlands & Islands Enterprise 

 Scottish Tourism Alliance 

Each of these organisations plays a vital role for tourism in Scotland by maximising the 

economic benefits, marketing, develop industry leaders, industry collaboration, creating 

sustainable economic growth and enabling the tourism sector to grow by raising the profile 

and value of the Scottish tourism industry.  

The tourism strategy recognises the need to develop skills in a range of areas within the 

sector that will support the industry’s ambitions for growth, these including; 

1) Management and Leadership 

2) Enabling high quality customer experiences 

3) Making tourism an attractive sector in which to work 

4) Ensuring the availability of appropriate training 

In addition to this, the strategy also sets out three main growth markets predicted to account 

for the majority of tourism spend in 2020. These are; 

1) Home Turf – Visitors from the UK 

2) Near Neighbours – European tourists from e.g. Scandinavia, Germany, France, 

Spain, Ireland, Netherlands and Italy 

3) Distant Cousins – Visitors from US, Canada and Australia. 

In 2010 the total spend for the Home Turf market was £2,517 million, with an increase to 

£2,889 million 1 year after the “Tourism Scotland 2020” was published. This number 

continued to grow, and is forecasted to be approximately £3,586 million in 2020. The same 

goes for Near Neighbours which saw a spend of £660 million in 2010, with an increase of 

£38 million in 2013. This target market is forecasted to reach £875 million in 2020. Please 

find more detailed statistics enclosed in Appendix 1.6. (Scottish Tourism Alliance, 2017) 

Alongside the “Tourism Scotland 2020”, there has been developed a tourism strategy to 

support the national strategy. “The Tourism Development Framework for Scotland: Role of 

the planning system in delivering the Visitor Economy” has been arranged to assist and 

promote growth in Scotland’s visitor economy to 2020. The key in the Scottish tourism 



strategy is their plans to play to their strengths by developing their assets. Some of the 

assets recognised as having real growth potential includes; 

 Activities and Adventure 

 Business Tourism 

 Cruise 

 Golf 

 Mountain Biking 

 Sailing 

(The Scottish Tourism Alliance, 2017) 

According to The Scottish Tourism Alliance (2017), Mountain Biking Tourism was worth 

£257m in sales to the Scottish Economy in 2017, and is seen to rise to £408m by 2025. 

Unfortunately, there has been no recent updates on the other assets in regards to worth.  

Prior to “Tourism Scotland 2020” was published, Scotland’s visitor numbers, according to 

Visit Scotland (2011), were 16 million, compared to 14.8 million in 2015. It can be argued 

that the development of this strategy has been of less success for the tourism growth in 

Scotland. 

Scotland has developed an extensive piece of work through their “Tourism Scotland 2020”, 

and it is structured a well-developed plan to increase visitor numbers and revenue by 2020, 

however as mentioned previously, there has been a drop in visitor numbers prior to the 

release of this strategy until 2015. In their tourism strategy there is a large focus on Nature, 

Heritage and Activities, which is important after reviewing Poon (1993) comparison regarding 

the “old tourist” and the “new tourist”. By offering a more rounded-experience, the “new 

tourist” is arguably more likely to be interested in visiting Scotland in the future. The strategy 

have also highlighted the importance of quality and skills, where enhancing relevant skills, 

knowledge and customer-focused attitude will help deliver consistently high quality 

experiences. However, even though they have highlighted this in their strategy, there is too 

little focus on it. Quality and skills for the employees in the tourism industry is vital to provide 

a high quality tourism product, and without the proper skills and knowledge it can arguably 

put the future of Scotland as a tourism destination at stake. Tourism is growing constantly, 

new places are being brought up to the surface as hot destinations. The most important part 

of the strategy is their wish to rely on industry-wide collaboration with strong leadership and 

business, local and national level. “Tourism Scotland 2020 is not about starting from the 

beginning, but about doing more collaborative working – which is something the Scottish 

Tourism Alliance will lead, encourage and support.”  (Scottish Tourism Alliance, 2012)  



Visit Britain (2015) published a “Memorandum of Understanding between Visit Britain and 

Visit Scotland” where Visit Britain and Visit Scotland can work together to improve the 

advertising activity in overseas markets and support the growth of the visitor economy. 

Through this collaboration, Visit Britain offers a platform of core and added value services 

which Visit Scotland can use to further support tourism in Scotland. Please find enclosed in 

Appendix 1.7 the agreed areas of partnership between Visit Britain and Visit Scotland. 

Tarlow (2016) stated that the spread of terrorist groups throughout the world are major 

threats to tourism. Locations without Tourism Policy programs may suffer, and arguably 

experience a decline in visitor numbers. London was recently the victim of yet another 

terrorist attack, and big cities are more and more likely to experience the same. In Scotland 

there are big cities such as Edinburgh and Glasgow, so it is vital to implement Security and 

Safety to Scotland’s tourism strategy. 

The Scottish Tourism Alliance published in 2016 a final mid-term review of Scotland Tourism 

2020, where the Mid-Term review contains obstacles that have become apparent while 

trying to implement this strategy across Scotland. Their main focus areas in this report has 

been focusing on enhancing the performance, strengthen industry leadership, strengthen 

digital capability, enhancing the quality visitor experience and influence investment. Through 

their Mid-Term review it was reported that the TS2020 Framework had to take into account 

significant changes in conditions since 2012. The Scottish Tourism Alliance (2016) stated 

that the strategy needs to define a narrower set of principal priorities for 2016-2020 due to 

political instability and other challenges that have occurred after 2012. Another issue has 

been the lack of focus on researching, understanding and undertaking preparation for high 

growth potential markets such as China. The Scottish Tourism Alliance (2016) also saw a 

weakness in the importance sustainability had within the TS2020 Framework, and reports 

that Sustainable Tourism should be placed as a principle which supports all aspects of the 

framework. Please find enclosed in Appendix 1.8 a Priority and Project Initiation Process 

Map provided by The Scottish Tourism Alliance (2016) 

Even though Scotland has developed a structured and well-planned tourism strategy, there 

are some current challenges facing the tourism industry that may arguably impact their 

overall aims and objectives, as their report was published in 2012. Setting long term goals is 

well important, however, in a fast-changing, politically unstable world, setting long-term goals 

may affect the final result greater than what was initially thought. Some of the challenges the 

tourism industry is currently facing includes; 

i. Changing labour conditions 

ii. Escalating business costs 



iii. Rising energy costs 

iv. Increased renovation and construction costs 

v. Effects of and scared about natural disasters 

vi. Effects and scares related to safety – e.g. Terrorism 

vii. On-going concerns about safety and security 

viii. Increased customer expectations 

ix. Accelerated change and merging of technologies 

x. Increased consolidation of brands and companies 

(Flynn, 2017) 

Many tourism areas have grown rapidly, and there are too many locations where there is a 

lack of skilled labour. Tourism needs people who are both motivated and well trained. Yet, 

too few people in the tourism industry speaks several languages, especially in the UK. 

Tourism Scotland 2020 have looked at this particular problem as a key area to growth, and 

they have realised the importance of well-trained staff to give tourists the most memorable 

vacation. 

UK have recently been affected by the well-known phenomena “Brexit”. It is important to 

notice that this is a major challenge for the UK tourism at this stage, and the future of tourism 

remains uncertain at this point. Now that Theresa May have officially triggered Article 50 and 

the leaving of the EU is in full progress, UK travel, tourism and hospitality businesses could 

have surprising costs to recruit non-EU staff, while food and drink prices could arguably rise. 

However, despite this, the Sterling Pound is at its weakest, and therefore travelling to the UK 

is cheaper and tourists can see getting more for their money if they chose to vacate in the 

UK. “Scotland Tourism 2020” are using their cultural assets to draw attention to what they 

consider important target markets, such as Scandinavia, Germany, USA, Canada and 

Australia. This could arguably be a smart move considering the current exchange rate.  

As mentioned, the UK consists of England, Scotland, Northern Ireland and Wales. All of 

these have developed strategic plans for tourism growth. England is the main part of the UK, 

therefore attracting more than 43.7 million holiday trips, 29.2 million short breaks, 13.9 

million overnight business trips and 102.7 million domestic overnight trips. (Visit Britain, 

2017). England’s Strategic Framework for Tourism differs from Scotland’s “Scotland Tourism 

2020”, and the reason may arguably be due to the size of the tourism industry. England’s 

tourism strategy is clearly outlined with set objectives, this including; 

i. To increase England’s share of global visitor markets 

ii. To offer visitors compelling destinations of distinction 

iii. To champion successful, thriving tourism industry 



iv. To facilitate greater engagement between the visitor and the experience 

(Visit England, 2011) 

However, the Strategic Framework for Tourism developed by Visit England provides the 

coordinated approach needed for the public and private sector tourism industry to work 

together on four key objectives. Visit England (2017) is also highlighting the factors that may 

or may not affect the tourism industry in England: “The 2010 Deloitte study forecasts real 

growth of 3% per annum for England with strong growth anticipated particularly over the post 

2012 period. The forecast is based on a number of factors, including the relatively low value 

of sterling.”  

As well as looking at Scotland’s tourism strategy compared to England’s, it is also important 

to look at it in a global context. After reviewing the Federal Tourism Strategy in Canada, 

there is a lot of similarities between their strategy and Scotland Tourism 2020. Both 

strategies have a keen focus on skill and labour, however, for Canada being where Canada 

is, one of their four priorities are facilitating ease of access and movement for travellers while 

ensuring the safety and integrity of Canada’s borders. Due to the recent trigger of Article 50, 

it is vital that Scotland Tourism 2020 look into how they can continue to facilitate the flow of 

people, goods and services once UK is officially out of the EU. Both strategies focus on 

developing and investing in the country’s assets and products and how to develop their 

product niches with a strong potential for growth.  

Even though Scotland is a well-known tourism destination, there has been a decrease in 

visitor numbers from 2011 to 2015, and the reason for this may arguably be that new 

destinations are being discovered that has more to offer than Scotland, or that tourists 

decide to visit England instead. Scotland Tourism 2020 was published in 2012 and sets out 

important priorities they need to develop in order to continue their growth in tourism, 

however, there is a lack of focus on a few key challenges that affects the tourism industry 

globally. After reviewing the TS2020 Framework, some strategic recommendations have 

been made in order to make the strategy more sustainable and more defined. 

These recommendations include; 

i. A further, detailed depth into skills and labour and highlight the importance of well 

trained staff in order to give tourists the exceptional vacation 

ii. More focus on the Asian target market  

iii. Larger focus in the tourism strategy on the future of UK tourism in regards to 

political instability 



iv. A more detailed tourism strategy that sets out action plans for a shorter period of 

time, e.g. 2017-2020.  

v. Focus on safety and security on a larger scale due to recent terrorism incidents 

across the world, especially after the terrorist attack in London in 2017. 
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Appendix 

Appendix 1.1 

 

 

Appendix 1.2 

OLD TOURISTS NEW TOURISTS 

- Homogenous 
- Security in numbers 
- Everything prepaid, pre-arranged 

- Spontaneous, unpredictable, hybrid 
- Want to be different from the crowd 
- Want to be in control 

- Travel is a novelty 
- Destination did not matter 
- Quality of services not important 
- Search for the sun 
- Escape from home and work 
- Just to show that you have been 

- Travel is a chore 
- Destination is travel’s raison d’etre 
- Quality, value for money a premium 
- Experience something different 
- Vacation as an extension of life 
- “Just for the fun of it” 

- Here today, gone tomorrow 
- West is best 
- Superiority 
- Impose western values on hosts 

- See and enjoy but do not destroy 
- Appreciation for the different 
- Understanding, better informed 
- Know how to behave 

- Lie in the sun 
- Get sunburnt 
- Like attractions 
- No special interests 
- Eat in hotel dining room 

- Get up and get active 
- Keep clothes on 
- Like sports 
- Special interests 
- Try out the local fare 

                                               (Poon, 1993) 

 

 

The Tourists 

Motivations 

Attitudes 

Interests 
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