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135 sampling 
points across 

Scotland

11,572 
face to face 
interviews 

3,011 
online 

surveys









Total sample UK  Europe Long haul

Travel somewhere new 38% 32% 47% 55% *

Connect with nature or outdoors 38% 37% 54% * 34%

Family/partner time 35% 37% * 31% 30%

Get away from it all 26% 29% 24% 15%

Particular interest 19% 18% 18% 26% *

Time with friends 18% 19% 14% 19%

Learn something new 17% 11% 31% 32% *

Lively, good atmosphere, lots to see and do 17% 11% 37% * 27%

Special occasion 15% 14% 11% 19% *

Active holiday 12% 11% 15% 14%

Base: 3,011
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• What calls people to Scotland is personal to the individual and may be 
diverse and varied.

• But we have core assets which continue to resonate strongly with visitors 
from all our markets. Scotland’s scenery and landscape (70%) and our 
history and culture (48%) remain the core motivators cited by our visitors 
for choosing Scotland.

• Whilst these core motivators have not changed, how we tell our stories 
and how we connect people to these assets in new and surprising ways 
is Scotland’s opportunity going forward.

• Visiting friends and family also drives many visitors to Scotland (22%) and 
Scotland’s people should also be viewed as a core asset for tourism (21%)

• A specific Scottish attraction or experience can be a reason to drive visits 
(19%). Examples mentioned include Edinburgh Castle, Falkirk Wheel, Skara 
Brae and Highland Games.

• 15% highlight Scotland’s food and drink as a reason for choosing Scotland 
which compares to 9% who  ‘wanted to go somewhere where there was 
great food’ in the earlier drivers for taking a holiday (section 1).







• The reasons for choosing Scotland will be influenced 
by a visitor's knowledge and familiarity with the 
country.

• Whilst our core assets of scenery and history are top 
motivators, the UK market is also driven by a range of 
other reasons.

• Visiting friends and family (rest of the UK visitors) and 
being close to home (Scotland residents) are 
particularly strong for the domestic market.
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• Scotland’s scenery and landscape is a very strong 
driver for European visitors, particularly the Northern 
European markets.

• Closely connected is the availability of outdoor 
activities which is a stronger driver for Dutch and 
German visitors than other markets.

• European visitors are also most likely to state 
Scotland’s people as a reason for choosing Scotland, 
particularly German and Southern European visitors.

• A story or legend about Scotland, whilst a smaller 
driver, resonates more strongly for Europeans, 
particularly French and German visitors.
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• Although Scotland’s scenery is the top reason for 
choosing Scotland, our history and culture is close 
behind and resonates strongly for long haul markets, 
especially those from North America.

• Scotland’s people also drives visits for our USA visitors. 
Ancestral ties are much more important to our 
Canadian visitors than other visitors, closely followed 
by Australasia and visitors from the USA.

• Australian visitors have strong family connections with 
Scotland and much more likely to state visiting friends 
and family as a key driver.

• Scotland’s food and drink is a stronger driver for USA 
visitors than other markets.
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Total 
sample

Domestic Overseas Scotland Rest of UK Europe Long haul

Scenery and landscape 70% 66% 78% 61% 69% 82% * 75%

History and culture 48% 40% 68% 28% 44% 65% 70% *

Outdoor activities 27% 27% 28% 26% 27% 28% 29%

Visiting friends or family 22% 24% 19% 15% 27% * 16% 21%

Scotland’s people 21% 15% 34% - 20% 38% * 32% *

A Scottish attraction 19% 19% 19% 15% 20% 15% 22%

Scottish ancestry 16% 12% 24% 5% 15% 3% 41%  *                    

Close to home 15% 22% - 50% 12% - -

Scotland’s food and drink 15% 14% 17% 14% 14% 14% 19%

Particular experience 9% 9% 10% 6% 10% 7% 12% *

Base: 3,011 1,531 1,480 456 1,075 625 795



Scotland residents
1. Scenery and landscape (61%) 
2. Close to home (50%)  
3. History and culture (28%)  
4. Outdoor activities (26%) 

Over-index on:
• Close to home (50%)
• Have a second home (6%)

European visitors
1. Scenery and landscape (82%)
2. History and culture (65%)
3. Scotland’s people (38%)

Over-index on:
• Scenery and landscape (82%)
• History and culture (65%) 
• Scotland’s people (38%) 

Rest of UK visitors
1. Scenery and landscape (69%)
2. History and culture (44%)
3. Outdoor activities (27%) Visiting friend and family (27%)

Over-index on:
• Visiting friends and family (27%)

Long haul visitors
1. Scenery and landscape (75%)
2. History and culture (70%)
3. My family’s Scottish ancestry (41%)

Over-index on:
• Scenery and landscape (75%)
• History and culture (70%) 
• My family’s Scottish ancestry (41%)
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A more detailed breakdown of the individual sources is available on the next slide

On average 2.30 sources 
used

Film, TV or books 
featuring Scotland 19%

Digital sources 42%

Personal 
recommendations 53%

Printed information 15%

On average 1.99 sources 
used

Film, TV or books 
featuring Scotland 11%

Digital sources 37%

Personal 
recommendations 51%

Printed information 11%

On average 2.74 sources 
used

Film, TV or books 
featuring Scotland 36%

Digital sources 51%

Personal 
recommendations 55%

Printed information 28%

On average 3.05 sources 
used

Film, TV or books 
featuring Scotland 37%

Digital sources 55%

Personal 
recommendations 63%

Printed information 23%

Interpretation note: The above table displays Net figures, showing the total proportion who 
mentioned at least one source in each category. 
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Interpretation note: Long haul refers to USA, Canada and Australasia
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Interpretation note: Long haul refers to USA, Canada and Australasia
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Responses

Outlander 175

Shetland 63

Men in Kilts 11

A train journey show 11

Rick Steves 9

Grand Tour series (Paul 
Murton)

9

Hamish MacBeth 8

Susan Calman 6

Hairy Bikers 5

Reign 3

Neil Oliver 3

Escape to the Country 3

Monarch of the Glen 3



Responses

Outlander 58

Braveheart 56

Harry Potter 45

James Bond 18

Highlander 18

Local Hero 11

Rob Roy 8

Shetland 6

Outlaw King 6

Brave 4

Trainspotting 4

Mary Queen of Scots 4

Interpretation note: Outlander is a TV series but the above 
table reflects how respondents classified the programme, 

some referring to Outlander or Shetland as a film



Responses

Outlander 57

History Books 27

Travel guide 15

Harry Potter 13

Peter May 6

Alexander McCall 
Smith

5

William Shakespeare 5

Ann Cleeve's books 4

Book about hill walking 4
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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
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