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Interpretation note: 
Please note that the sample comprises leisure overnight visitors only. 
The results do not include the experience of day visitors who may be an 
important market for some activity providers.

In addition, whilst the survey involved short face to face interviews with 
visitors across Scotland at 135 sampling points, these sampling points 
were at busy town or city centres, rural hotspots or key attractions. 
Fieldwork was not conducted at specific activity sites such as golf 
courses.

The survey focused on general sightseeing visitors to Scotland. It is 
unlikely to have picked up visitors who may have visited for a sole 
purpose trip such as a golf trip or cycling trip that was off the beaten 
track.
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Appendix
Disclaimer: 
This publication is provided in good faith to update 
VisitScotland stakeholders on its activity. The publication is 
provided “as is” and VisitScotland accepts no responsibility 
for any error or omission.  We do not provide any 
guarantees, conditions or warranties that the publication 
is current, secure, accurate, complete or free from bugs or 
viruses.

This publication, including all data and other information 
contained within it, is not intended to amount to advice on 
which any reliance should be placed. VisitScotland is not 
responsible for how the publication is used or 
interpreted. We therefore disclaim all liability and 
responsibility arising from any reliance placed on this 
publication by anyone who may use any of its contents. 
VisitScotland may add, change, improve or update this 
publication at any time without notice.

Contact Us:
Insight Department
visitscotland.org  visitscotland.com
research@visitscotland.com
Images © VisitScotland

September 2024
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