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VisitScotland Marketing 

As a company marketing a product  - it is unusual 
not to have any control over the quality of that 

product. 

 

 

The industry buy-in to Quality Assurance  
underpins VisitScotland's marketing efforts 



Definition of Quality. 

Quality is meeting the 
visitor ‘s needs in a way 

which exceeds the visitor’s 
expectation. 
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The Extra Mile  1995 

 90% of tourism businesses thought they 
went the extra mile to provide their 
customers with something special. 

 

 90% of visitors felt that businesses hadn’t 
done anything extra to add to their 
experience.  



The Holiday Experience 
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How VisitScotland developed quality 
assurance and worked with industry to 

build it 
 

 



Guest house and Bed & Breakfast  Association 

Scotland  

Guest house and Bed & Breakfast  Association 

Scotland  

Quality Advisory Committees 
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‘O wad some power the giftie gie us  

Tae see oursel's as ithers see us!’  
• Robert Burns, 1759 - 1796 

 



Vision to change concept 

 
• Move away from provision of facilities as the 

driver 

• Look at quality of facilities and services 

• Cleanliness 

• Hospitality, Service, Comfort 

• Cuisine 

• Measure of output and not input  

          

               The Customer Experience 
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Quality Assurance 

• Designed by 
consumer 

• Understood by 
consumer 

• Industry-endorsed 

• Quality-driven 



welcome 

attitude 

staff  

appearance 

cleanliness 
presentation skills 

audience  engagement 

farewell 

The Customer Experience 

breakfast service 

efficiency 

dinner  service 

housekeeping 

dinner  quality 

breakfast   quality 

friendliness 

comfort 
choice 

anticipation  

empathy  

Professionalism  

ease of use 

valued 



Welcome schemes 



The Advisory Team 

• Visit from one of the team of 20 Quality and 
Tourism Advisors 

• Quality-led star schemes for over 30 types of 
accommodation and attractions 

• Objective and consistent 

• Advisors – sector specialists 

• Advisors visit 300 - 400  properties every year 

• Market intelligence gathered and          

    shared around network 

• Advisory service 60% of time 
 



What are we about? 

• VisitScotland QA is a catalyst to enabling a 
business to perform at it’s optimum . 

• Position itself in the marketplace 

• We are really trying to stimulate a business to 
maximise on their performance. 

• Your USP 

• Reward excellence 

• Report shortfalls – offer solutions 

 

         Underpin our marketing messages  17 
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How has the quality system 
evolved 

 
 
 

 



 
Focus on Quality  

1985 

Scotland 

Grading & 

Classification 

 

2006 

Common 

Standards 

 

2009 Review, 

consumer & 

industry research 

2006 

Common 

Standards 

 

2009 Review, 

consumer & 

industry research 

1999 

Scotland 

    First quality star scheme in               

 the world 

1999 

Scotland 

    First quality star scheme in               

 the world 

2014  - Ongoing regular review and revision to standards 

 based on industry and consumer insights 



Participation in Scotland   2014  

• Hotels + Inns  885                                         85% 

• B&Bs     1013                                                  70% 

• Guest Houses    575                                      70% 

• Visitor attractions  1272                              90% 

• Self –catering   2196 (6078 properties)    70% 

• Hostels   200                                                   90% 

• Parks   208                                                       90% 

• Agency graded   1865 

Total 8214 
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Hotel Quality Assurance 

 
 
 

 

http://www.hilton.co.uk/HiWayWeb/appmanager/portals/brand?_nfpb=true&_pageLabel=brand_page_redirect&_portlet.asyncMode=c
http://www.holidayinn.com/hotels/gb/en/reservation
http://www.holidayinn.com/hotels/gb/en/reservation
http://www.holidayinn.com/hotels/gb/en/reservation
http://en.wikipedia.org/wiki/File:Novotel_Logo.jpg
http://en.wikipedia.org/wiki/File:InterContinental_Hotels_Group.svg
http://en.wikipedia.org/wiki/File:Holiday_Inn_Logo.svg
http://en.wikipedia.org/wiki/File:Radisson_Hotel_Logo.svg
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.westmidspolfed.com/member-services/services/?/Thistle-Hotels%26cat1%3Dtravel&ei=0DRGVLS4CcbC7gbF_IDgBw&bvm=bv.77880786,d.ZGU&psig=AFQjCNExYCqObBWMiytOiG2Iy2vqhuXN7w&ust=1413973580518126
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.westmidspolfed.com/member-services/services/?/Thistle-Hotels%26cat1%3Dtravel&ei=0DRGVLS4CcbC7gbF_IDgBw&bvm=bv.77880786,d.ZGU&psig=AFQjCNExYCqObBWMiytOiG2Iy2vqhuXN7w&ust=1413973580518126
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://amcham.olasoft.com/viewEvent.html?no_header%3Dtrue%26productId%3D6615&ei=kDVGVP-VFOuf7gbh44DQDg&psig=AFQjCNE8AMjyFPRewGMgCHlsVaFKhD8CLw&ust=1413973743842735


Award Distribution 

22 

1 star 1%,  2 star 8%,  3 star 51%,  4 star 36%,  5 star 4% 
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Benefits and key features of 
Quality Assurance for 
participants and travel 

industry 
 
 
 

 



Business owners enticed by benefits of: 
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Secondary 

Business 

generation 

Business kudos 
(i.e. mark of 

pride) 

Competitor 
differentiation 

Consumer 
reassurance 

Raising standards 
(supporting national 

tourism, in turn aiding 

business growth ) 

Business support 
(via advice / 
guidance) 

Primary 

= 

QA grading seen to really grab consumer attention –  

a vital marketing tool 

What businesses think of QA 



Industry Research 
 

Most frequently provided reasons for joining: 

 

• Marketing benefits  60% 

• Official National Tourist Board status 56% 

• To enhance business reputation  53% 

• To increase business performance  66% 
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•    94% of businesses made investments in the last 2 years.  
 
•    61% of these – motivated to do so by QA. 
 
•    93% of businesses acted on QA advice given 
 
•    23% increased star award since joining QA   
 
•    £71 million of annual investment directly attributable to QA 
 
• The increase in annual revenue in the Scottish tourism sector 

resulting from this investment is at least £38 million... 
 
• The increased GVA generated directly supports 900 jobs.  

QA Economic Impact study - 2011 



QA impact on Business Performance  2011 

 

 

 

 

 

 

Business impact % 

Customer satisfaction levels 76% 

Proportion of repeat visits 62% 

Visitor numbers 58% 

Financial turnover 53% 

Occupancy rates 51% 

 

•66% joined QA to increase business performance 



QA – meeting visitor expectations  

 
 

• 95% agreed that star award matched 
accommodation experience very well/well 

• 66% of visitors said star ratings were 
important 

• 53% indicated the star rating influenced 
their  choice  

• 96% of visitors enjoyed their Scottish 
holiday experience 

 
 



Strengths of the Star scheme 

• A major strength is its simplicity and widespread 
awareness and recognition  

• The Star scheme plays a key role in influencing  
consumer choice 

• Helpful , reliable, credible and trusted source of 
quality information  

• Viewed as being carried out by experts using 
consistent criteria 

• It complements other sources of information 
including personal recommendation and 
consumer review 

 



Travel Industry  

• Travel Agents 

• Incoming Tour Operators 

• Coach Companies 

• On line Review Sites 

• Events Organisers 

• Cruise Ships 
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Training and education of 
employees in Scotland  

 

 



Internal development tool  

  

 ‘The Quality Assurance Scheme helped a lot 
with our staff development and training. It 
showed the areas that we needed to develop 
and the standards we had to meet and the 
weaknesses we had with the team’  

  



General Training 
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• 23 HE and FE colleges : - courses and SVQ  

• Springboard Scotland  and  People 1st  

• World Host, UK based training in hospitality. 

•  Service initiatives 

   Glasgow 9,347 ( Management  1,790) 

   Ryder   1,600 

   5 Other regions 
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Outdoor Specific 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://eastcoastadventure.com/who-visits-us/&ei=ggtKVM3WBdWxaeicgbgI&bvm=bv.77880786,d.ZGU&psig=AFQjCNE1xgT9KfggYP7hSU0KL0ADWZ9g5w&ust=1414225142176172
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 Sets own training program  
 Seeks affiliations with international training providers 
 Produces own health and safety guidelines 
 Approved by local authority 
 Registered trainer and assessor  
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The future – challenges in 
continuing to meet consumer 

and industry needs 
 
 

 



The Quality Schemes 

• Websites and social media 

• New technologies - smartphones  - free wi-fi 

• Smart check in – living areas 

• Trends in room service 

• Breakfasts – increase in self-service 

• Reciprocal agreements - quality 

• New concepts – break the mould  

• More emphasis on the experience 

• Keep ahead of consumer expectations 

 

 

38 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.business2community.com/consumer-marketing/evolving-loyalty-and-engagement-assessments-05986&ei=yWdGVIngOpKxaaa_gPAL&bvm=bv.77880786,d.ZGU&psig=AFQjCNHXQpIgFEgFo0itn6Ea2PFny_OZEQ&ust=1413985806315562
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Taste Our Best  



Accessible Tourism 

Disabled & older people don't want 'special' 
products ... but they are hungry to be included 
in the mainstream consumer experience.” 

 
Expenditure from Accessible Tourism has increased from 6% of overall 

tourism expenditure in 2009 to 14% in 2013 
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Sustainable 
Tourism 

Reduce 
seasonality 
of demand 

Low impact 
on 

environment 

Protect & 
enhance 
natural & 
cultural 
heritage 

Energy, 
waste & 

water 
efficient 

Community 
engagement 

Local 
sourcing 

 
Economic  
 
 
 

Social  
 
 
 

Environmental 

Integrate Sustainable Practice 



User Generated Content – OTA Sites 
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• Tripadvisor 

• Laterooms 

• Booking.com 

• Expedia 
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 ‘What’s excellent today is 
only really acceptable 
tomorrow. Customer 

expectations are always 
changing’                

 

 

      

   



lee.mcronald@visitscotland.com 

colin.houston@visitscotland.com 
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