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Customer Experience Research Project 
Report and Recommendations – July 2015 

 

Project Scope 
 
The research undertaken by Thomas McGonigle and Ann McAvoy is on behalf of Skills 
Development Scotland in its remit within the National Tourism Skills Group. It is intended 
that outcomes will primarily influence the actions associated with ‘Priority Two’ in the 
Tourism Skills Investment Plan: Ensuring staff have the skills to deliver a high quality visitor 
experience. 
 
The Tourism Skills Investment Plan highlights the need to: 
 

 Ensure that all businesses view the visitor experience as vital to business success 

 Support businesses to identify current and future skills requirements that will grow 

its reputation for service excellence 

 Increase the volume of businesses engaged in, and actively developing, the visitor 

experience at a local, regional and national level. 

 Ensure that the provision of products and services available to help this ongoing 

development are available, understood and accessible. 

 
Our remit included the: 
 

 Investigation of future trends from the visitor viewpoint 

 Identification of skills gaps/shortages to meet future needs 

 Review existing & available programmes & initiatives 

 Consultation with industry through workshops to present research findings & 

stimulate action points 

 Establishment & agreement a simple business benchmarking tool to demonstrate 

enhanced business value 

 Inclusion of best practice case studies 

 Production of a final report to include recommendations 

 
This summary aims to provide an update on our activity & findings to date along with a 
series of recommendations to encourage action and activity at a national, regional and 
business level. 
 
It should be noted that it is recognised that the need for a joined up partnership approach 
involving both the public and private sectors has been required for many years. This 
research and recommendations presents an opportunity to act whilst the opportunity and 
momentum exist. 

 

http://www.skillsdevelopmentscotland.co.uk/media/595056/tourism_sip_document.pdf
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Our Approach 
 

An initial meeting with Lawrence Durden of Skills Development Scotland (SDS) and Mark 
Crothall of Scottish Tourism Alliance (STA) was held to agree key industry contact for 
inclusion in the research.  A full list of individuals, businesses & associations was produced 
for both visitor research & training & development programmes/initiatives. 
 
Industry reaction to the research being undertaken was extremely positive with several 
citing that the theme was both timely and ‘badly needed’.  
 
Research activity was undertaken through the following stages: 
 
Future Trends Research 
As part of our research into future visitor trends we met with those involved in researching 
and predicting future visitor trends including Chris Greenwood and Fiona Carruthers of the 
VisitScotland Insights team and contacts within Scottish Enterprise with responsibility for 
Tourism Intelligence Scotland. Desk research was undertaken utilising data available on the 
key tourism markets to Scotland from sources such as VisitScotland, VisitBritain, Tourism 
Intelligence Scotland and the national tourism strategy – Tourism Scotland 2020 among 
others.  
 
We also provided an opportunity for industry to share their data on their current and future 
tourism markets through an on-line survey. Questions included: 
 

1. Which countries do your current visitors come from? 
2. How do you envisage these markets changing over the next 2-3 years? 
3. What are the key needs/ experiences your current visitors expect from their visit? 
4. What are likely to be the key needs/expectations of future visitors? 
5. Do you & how do you obtain feedback from visitors regarding their experience of your 

business/destination? 
6. Do you & how do you benchmark/compare experience feedback against competitor 

businesses/destinations? 
7. What skills & knowledge will/do you or management & staff need to deliver a world class 

visitor experience? 
8. Are you able to provide the skills & knowledge required to deliver a world class experience 

in your own business/destination or do you require external provision or support? 
9. Where do you typically source skills/knowledge provision or support? 
10. Any further comments? 
11. Type of business & postcode 

 
Responses 
Around 200 responses were received 
providing valuable data not only on 
future trends but also their views on 
visitor expectations, skills gaps, 
training provision, feedback and 
benchmarking. Data from this 
research is provided in Appendix A. 

Sectors represented in 
response 

http://scottishtourismalliance.co.uk/tourism-scotland-2020/
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Potential Skills Gaps Research 
As part of our research into potential skills gaps and/or skills shortages we consulted with 
agencies and partners including Skills Development Scotland, Scottish Tourism Alliance, 
Scottish Enterprise, VisitScotland & People 1st. We also utilised data from the online survey 
to get industry views on potential skills gaps and existing training/programme provision (see 
below). 
 
Existing and Available Programmes Research 
Research was carried out to identify what training & development is currently on offer to 
the Scottish tourism industry to help businesses ‘improve the visitor experience’.  This 
research involved contacting individual tourism trainers, key national tourism training 
providers as well as area contacts who organise training on behalf of an Area Tourism 
Partnership or DMO. A summary of the findings are outlined in Appendix B. 

 
Findings to date – Future Trends 
 

Markets  
There is considerable intelligence available outlining the key markets Scotland can expect to 
attract within the scope and timescale of this research (to 2020). Much has been reported 
about the importance of emerging markets including Brazil, Russia, India and China (BRIC) 
markets. There is evidence to suggest that these markets to Scotland are increasing 
however, the main visitor markets, as outlined in the Tourism 2020 strategy, remain as: 
 

- Home Turf (UK) 

- Near Neighbours (in particular Germany, Scandinavia, Spain, France, Ireland, Italy & 

Netherlands)  

- Distant Cousins (USA, Canada, Australia) 

An update for visitor spend in each of these markets was outlined at the STA Conference in 
March 2015. Figures revealed a slight decline in 2014 in the Home Turf and Near Neighbour 
markets but an increase in both Distant Cousin and BRIC markets. This has highlighted the 
importance of industry understanding how these markets are likely to change and when. 
 
Visitor Expectations 

The Tourism 2020 strategy encapsulates the widely held view that visitor expectations are 
changing and outlines that increasingly, visitors are seeking more rounded experiences with 
a variety of things to see and do... We need to think not just about what our own individual 
businesses can offer, but also the way in which other attractions, activities and places to eat 
and drink might make visitors’ stay all the more enjoyable – and be in a position to 
recommend local providers who can be relied on to deliver. So what does this tell us as an 
industry? It tells us that there is much work to be done if we are to meet visitor expectations 
of a consistently high level of quality and customer service. It tells us that whilst we have in 
our favour some fantastic tourism assets, we are not maximising our potential – we are 
focusing too intently on our individual businesses and products, and not enough on 
customers’ overall experiences.  
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In 2013/14, VisitScotland decided to re-build the segmentation solution for the UK 
marketplace, taking into account all the latest changes in consumer behavior. This has 
resulted in the publication of an Overview of Our Target Segments. The publication provides 
valuable insights in to visitor needs and expectations across 10 UK segments, 5 of which VS 
believe provide the best return on any marketing investment: 
 

- Adventure Seekers 

- Curious Travellers 

- Engaged Sightseers 

- Food-Loving Culturalists 

- Natural Advocates 

 
In addition, over the next 3 years, they key themes and ‘Year of…’ will influence the 
expectations and businesses will be expected to enhance the experience of visitors in line 
with each key theme.  The following themes will be highlighted over the forthcoming 3 
years: 

 Food & Drink (current) 

 2016 – Year of Innovation, Architecture and Design 

 2017 – Year of History, Heritage and Archaeology 

 2018 – Year of Young People 
 
Our online survey asked respondents to provide their insights as to current and future 
visitor expectations. Unsurprisingly responses have highlighted the following key 
expectations: 
 

- WiFi/Digital access 
- Authentic experiences 
- Good local information 
- Customer care (warmth of welcome, friendly etc) 
- Local produce 

 

Findings to date – Potential skills gaps 
 
The industry survey highlighted that development in 7 key subject areas is required if they 
are to continue to ‘improve the visitor experience’.  There are no major surprises in that 
they are (in order of demand): 
 

1. Outstanding customer service 

2. Local Information/Awareness including ancestral information 

3. Digital & IT support 

4. Know your Markets/Customers 

5. Cultural Awareness 

6. Gathering & Using Feedback 

7. Food & Drink Development/Knowledge 

http://www.visitscotland.org/pdf/External%20Segmentation%20Paper%20Full%20Document2.pdf
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50 % of those who responded to the survey feel that they are able to provide this skills & 
knowledge in-house, however 50% require access to external support.  
 

Findings to date – Existing and available provision 
 

Those who rely on external support are using a variety of providers or support tools to 
develop staff within their businesses however there is no one place or consistency in 
training availability throughout Scotland which makes it hard for some to access the 
required support.  Survey results indicate that training support is accessed through the 
following channels (see chart): 
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As stated previously, research was carried out to identify what training & development is 
currently on offer to the Scottish tourism industry to help businesses ‘improve the visitor 
experience’ through the various channels.  This research involved contacting individual 
tourism trainers, key national tourism training providers as well as area contacts who 
organise training on behalf of an Area Tourism Partnership or DMO. 
 
Across Scotland (not Scotland-wide) development programmes and initiatives on offer 
include: 
 

o WorldHost suite 
o Glasgow Welcomes & derivatives 
o St Andrews Standard 
o Cultural Awareness training 
o Digital Development 
o Destinations Leaders Programme 
o TIS Online support & Guides 
o Accessible Tourism 

 

o Experiencing Scotland – food programme 
o HIT Scholarships/Learning Journeys to 

industry leaders 
o Skills for Growth 
o Modern Apprenticeships 
o WorldHost Destinations 

 

Training & Development Provision 
 

 Outwith the 2 main customer service initiatives - Glasgow Welcomes (& its 
derivatives) & WorldHost - few visitor experience development programmes exist. 

Several individual trainers deliver their own workshops on an in-house basis tailored 
to meet the specific needs of their client however it would appear that content is not 
dissimilar to that of Glasgow Welcomes.  This could be due to the fact that many of 
the industry trainers have been involved in past national tourism initiatives, i.e. 
Scotland’s Best Service& 100k Welcomes. 

 New initiatives being developed include a Digital Development Programme & a 
Destination Leaders Programme which is currently in its second year of offering. 

 
MAIN PROGRAMMES 
 
Glasgow Welcomes (Regional initiative developed and delivered by Glasgow Welcomes) 
 

 Innovative and forward-thinking industry-led project supported by the Glasgow 
Tourism Leadership Group, which includes: Glasgow City Council, Glasgow City 
Marketing Bureau, Glasgow Chamber of Commerce, Scottish Enterprise and 
VisitScotland, along with Skills Development Scotland. The project is managed by 
VisitScotland, on behalf of industry and partners. 
 

 Consists of 3 main visitor experience programmes – Leading Service Excellence (for 
managers), Delivering Service Excellence & an online Glasgow Welcomes module for 
staff which was developed by Flow Training. 

 In addition, Cultural Awareness workshops for Spanish & French visitors are offered. 

http://www.glasgowwelcomes.com/
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 The majority of workshops are delivered using a successful model to encourage 
greater training in-house activity & provide development for a larger number of 
people.  ‘In-house’ trainers are trained to deliver the workshops to their own staff 
allowing them access to a more affordable training model.  This coupled with access 
to an online 3 hour training module at a subsidised cost £5 pp ensures that as many 
people working within the industry in Glasgow are trained in customer service.  
Subsidised open workshops are also offered as part of the Glasgow Welcomes 
initiative which is funded by Scottish Enterprise and other agencies. 

 The ‘Delivering Service Excellence’ staff workshop &/or online module has been 
adopted by several regions in Scotland, i.e. Ayrshire, Lanarkshire, Loch Lomond, 
Aberdeenshire & Edinburgh. 

 There are currently 54 trainers in the GW network who have undertaken 3 days 
Trainer Skills training and are able to deliver the workshop on an in-house basis. 

 Online training modules have been developed to target those who would not usually 
come forward or be sent on more formal training.   Tailored modules were 
developed for the Commonwealth Games & Ryder Cup & the online format is being 
used in Schools, within retail businesses & by DWP as a training tool for the Back to 
Work Programme. 

 Learning Journeys & Keynote speaker events are organised for GW organisations to 
attend in order to enhance their knowledge & skills in delivering service excellence 
throughout their businesses.   

 There is currently no formal benchmarking or measurement of the benefits that the 
GW initiative has on participating businesses.  Individual businesses benchmark in 
their own different ways, however the collection of benchmarking information is 
seen as a key development opportunity for the programme. 

 

WorldHost (National and regional initiative delivered by People 1st) 
 

 The WorldHost initiative comprises of a range of programmes including - Principles 
of Customer Service, Sales Power by Service, Customers with Disability, Cultural 
Awareness & the Ambassadors programme for volunteers.  Management 
programmes include – Supervising Customer Service.  The majority of training in 
Scotland tends to be through attendance on the Principles of Customer Service 
workshop, a guide to the basics of customer service to enhance the visitor 
experience.   

 There are 136 WH trainers throughout Scotland, 75% of them freelance. 

 There are currently 13 areas committed to the WorldHost Destination initiative 
which recognises those businesses who have trained 51% of their staff using one of 
the WH programmes.  25% of businesses within an area require to attain this level of 
activity before recognition is awarded.  It is the intention to benchmark the level of 
visitor satisfaction within the next few months before the majority of training has 

http://scotland.worldhost.co.uk/
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taken place & then to assess satisfaction levels in September 2016 to measure 
performance levels & initiative success.  It is thought that a benchmarking tool using 
Tripadvisor scoring is the likely option. 

St Andrews Standard (Regional initiative delivered by St Andrews Partnership) 
 

 St Andrews Standard – a customer service initiative similar to the Glasgow Welcomes 
– Delivering Service Excellence workshop.  A local knowledge quiz is incorporated 
into the Standard which requires participants to complete by walking to different 
parts of St Andrews in order to be able to answer the questions.  Over the following 
1-3 months managers monitor & once evidence of ‘Delivering Service Excellence’ is 
provided participants are awarded a certificate & pin. 

Skills for Growth (National initiative delivered by Skills Development Scotland) 

 The Skills for Growth initiative aims to help small businesses achieve their objectives with 
knowledgeable, skilled and motivated employees. It is achieved through combining free 
consultancy from Investors in People with free support from a Skills Development 
Scotland Employer Engagement Adviser who work with businesses (between 5 and 250 
employees) to: 
 

o Identify priorities, objectives and challenges for the organisation 

o Match objectives to the people and skills needs in the organisation 

o Produce a people and training action plan aligned to the business objectives 

o Signpost to any training required 

o Help businesses maximise funding 

o Provide a process for measuring progress 

 

 Further research may be required to determine to what extent the businesses are 
encouraged to consider the customer journey and experience as part of the 
identification of priorities, objectives and challenges. 

 

Springboard (National charity running a number of initiatives) 
 

 Springboard offers a variety of development programmes for young people 
interested in a career in the Tourism Industry.  There are no specific Springboard 
programmes developed to enhance the visitor experience however any 
development programmes that prepare participants include either WorldHost or 
Glasgow Welcomes training. 

 

Modern Apprenticeships (Tourism and Hospitality, Skills Development Scotland) 
 

 Skills Development Scotland supports new starts or existing employees under 25 
(and over 25 in some sectors) who need training or professional development to 
upgrade their skills. A Modern Apprenticeship supports the business to train 
employees and helps employees gain essential skills. It works by the business taking 

http://www.standard.standrews.co.uk/
http://www.skillsforgrowth.org.uk/
http://www.springboard.uk.net/
http://www.skillsdevelopmentscotland.co.uk/our-services/modern-apprenticeships/
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on a new employee that might not have all the necessary skills. Modern Apprentices 
get the skills they need while working, and a training provider helps them get a 
recognised qualification. Businesses pay the employee's salary. Skills Development 
Scotland contributes towards the cost of the training with the business paying the 
rest of the training costs. 

 

 Further research may be required to determine to what extent there is emphasis on 
customer experience training within the Modern Apprentice programme. 

 

Accessible Tourism Training – VisitScotland  
  
VisitScotland provides online training support in the subject area of Accessible Tourism for 
both managers & employees.  The online training uses a mix of questions, videos and 
podcasts to listen to and is split into five distinct modules covering different aspects of 
accessible tourism including how to improve the service offered to disabled people and how 
to improve the service offered to families with young children and senior travelers. 

At the end of the course there is a film which will capture the key learning outcomes of each 
module and a final assessment.  On successful completion of the course a certificate of 
completion is provided. 

 
Other development tools options  
 

 Digital Tourism Scotland Development Programme – will develop and deliver a 
programme of digital support events, activities and conferences for tourism 
businesses across Scotland. Further information will be available from September 15 

 Destination Leaders Programme – aimed at enhancing the visitor experience through 
the development of industry leaders and maximisation of collaboration of in 
destination areas. 

 HIT – Annual scholarships which include development in Enhancing the Customer 
Experience.  Visits to industry leaders, i.e. Dorchester, Ritz, The Shard etc in 
conjunction with tuition at the Glion Institute in London covering the Theory on 
Customer Experience. 

 TIS guides & themed workshops around their content, i.e. Wildlife Workshops & 
Experiencing Scotland – Food & Drink workshops.  Past TIS workshops have covered 
the topics of Listening to our Visitors & Ancestral Tourism in order to develop 
businesses to enhance the visitor experience. 

 VisitScotland cultural awareness guides. 

 

 

 

 

http://www.visitscotland.org/business_support/advice_materials/advicelink_guides/accessible_tourism.aspx
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Consultation Workshops 
 

Initially we intended to run 3 industry consultation workshops in Glasgow, Perth and 
Inverness however due to difficulty in getting industry to attend it was agreed to target 
existing industry group meetings, however, this has also proven difficult to arrange.  
 

The purpose of the workshops was to present the research findings and stimulate action 
points that will embed the skills required to provide continuous improvement of the visitor 
experience.  Additionally it was an opportunity to consult with industry regarding 
appropriate benchmarking mechanisms & simple relevant business measures.  
 

The following themes were provided as a focus for each group: 
 

 Presentation of initial research findings 

 Sources of visitor experience training 

 Accessibility of training & information 

 Use of national agencies for information 

 Use of feedback within the business 

 Measurement of visitor experience & its business impact 
 

As part of the research we met with and consulted tourism groups in the following areas: 
 

o Lanarkshire 
o Breadalbane 
o Royal Deeside 

 

o Glasgow 
o Love Loch Lomond 

 

 
Tourism groups representing each area of Scotland were invited to participate in this 
consultation exercise however, apart from the above list, no other groups were able to 
facilitate discussion at a suitable planned event. 
  
The findings of the consultation process are summarised and attached as Appendix C and 
recommendations have been included under the relevant sections. It is worth noting that 
industry’s use and awareness of national agencies/organisations for customer experience 
information, development and support is quite low and is represented as follows: 
 

Agency/Organisation                      Industry Usage 

VisitScotland       25% 

Scottish Enterprise/HIE     11% 

Skills Development Scotland       8% 

Scottish Tourism Alliance       6% 

Tourism Intelligence Scotland       5% 

 
*The organisations/agencies listed above were included as they currently have information or have 
expressed interested in providing online access to information relating to developing the customer 
experience  
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Benchmarking 
 
Industry consultation has provided useful 
insights on benchmarking & business 
impact measures.  Results have indicated 
that there is hesitancy within some 
businesses to measure the impact of the 
customer experience & the enhanced 
business value.   
 
The survey highlighted that the most 
popular methods of benchmarking the 
visitor experience (see chart): 
 
A 2014 Customer Experience Benchmarking Study carried out by Next Generation Customer 
Experience indicates that those organisations perceived as ‘customer experience leaders’ 
set themselves key business measures based on (in order of usage): 
 

1. Customer satisfaction levels 
2. Loyalty levels 
3. Revenue generation 
4. Customer retention levels 
5. Profit levels 

 

We have included these measures and created a customer experience framework as part of 
our overall recommendations within this report (see appendix D) as we believe it provides a 
simple, staged process which businesses can use to improve their gathering and utilisation 
of customer feedback and benchmarking. 
 
Our benchmarking research has identified existing or planned benchmarking projects and 
tools that industry will have access to and these have been taken into consideration when 
drawing up our recommendations for the project.  We will also build on this research as part 
of our recommendations later in the report. 
 
Current Benchmarking Developments 
 
The VisitScotland Quality Assurance Accreditation scheme is recognised as providing a 
trusted, independent and impartial source of information for visitors. There is high 
awareness and trust amongst visitors of the VisitScotland QA scheme and it plays a key role 
in holiday decision making both before and during a trip, providing a credible benchmark 
and filter mechanism. However, VisitScotland recognises that user generated content now 
plays a significant part in our visitors decision making (UNWTO Online Guest Reviews and 
Hotel Classification Systems, An Integrated Approach. 
 
As a result VisitScotland are currently going through a procurement process to work with an 
independent aggregator of consumer opinion which will sit alongside the QA scheme.   
 

Tripadvisor/
Online 

reviews 
51% 

Visit to 
competitor 

24% 

Networking 
11% 

VS QA 
5% 

Ask 
customers 

9% 

Benchmarking 

http://www.nextgencx.wbresearch.com/
http://www.nextgencx.wbresearch.com/
http://europe.unwto.org/publication/online-guest-reviews-and-hotel-classification-systems-integrated-approach


 
 

12 

 

 

People 1st are reviewing potential benchmarking tools to assess the impact of the 
WorldHost Destination initiative taking place in areas throughout Scotland.   Within the 
WorldHost Regional Destination Project for Scotland there is a requirement to produce 
regional customer service benchmarking reports across each of the 13 destination areas 
taking part.  The benchmarking reports will be produced from a visitor centric viewpoint and 
will be carried out across each region during the early stages of WorldHost delivery and 
once again when the region has achieved destination status.  
 
The aim of the reports will be two- fold: 
 

o To help measure the long term impact that Customer Service training has on individual 
businesses and regional destination experience ratings by creating a before and after 
picture 

o Help identify common customer service issues that can then be addressed through 
customer service training on a region by region basis. 

 
A number of different approaches are being considered to take this forward through a short 
life working group and a decision is expected in 2015. 
 
The Scottish Tourism Alliance, through the implementation strategy of TS2020, are 
considering the introduction of a Visitor Satisfaction scoring mechanism – the Advocacy 
Score - which measures how likely people are to recommend Scotland as a tourism 
destination.   
 
This Advocacy score could be utilised within individual businesses & already exists within 
those businesses via Tripadvisor scores, customer experience ratings on in-house feedback 
tools, Netpromoter, etc. 
 

Feedback 
 

Industry consultation through the survey and subsequent workshops provided evidence that 
the majority of businesses do collect some feedback.   
 

Our research identified that 55% formally collect feedback. Of the remaining 45%, 38% 
collect feedback informally and 7% don’t actively collect feedback  
 

The most common methods of feedback collection is through online review sites, 
predominantly Tripadvisor, questionnaire and verbal comments.  The Visitor Attraction 
sector are well versed in the collection of feedback and appear to know their visitors well, 
often down to their participation in the Visitrac scheme. 
 

 Best Practice  
 

We have consulted with a few leading tourism businesses and a selection of this year’s 
Thistle Award winners to identify visitor experience ‘best practice’ within their organisations 
as well as the challenges they face. Organisations contacted include: 
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 Camera Obscura 

 Auchrannie Hotel 

 Craigatin House 

 Afternoon Tea Tours 

 Eagle Brae Log Cabins 

 Ring of Breadalbane Explorer 

 

There are many examples of good practice throughout the industry.  What is apparent is 
that they: 
 

 Know their business ‘inside out’ 

 Are keen to know on a daily basis what customers think and act on their feedback 
and suggestions 

 Review and develop products based on customer feedback 

 Know their competition, follow them and rate their performance against them 

 Involve staff in visitor awareness and the impact of the visitor experience on the 
business 

 

Whilst there are many who do the right things, there is a feeling from the businesses that 
participated that it is still difficult to engage and influence the non-engaged who can at 
times let the industry down.  Furthermore, there is a need for them to be convinced as to 
the major role they play in Scotland’s visitor experience.  
 
A summary of their comments are included as Appendix E in this document and 
recommendations are included throughout this report. 
 

Findings and Recommendations  

The following recommendations are based around the research carried out with Industry, its 
partners, best practice organisations and our views based on our contact and experience in 
the industry.   
 
A summary of the findings and recommendations is presented in 3 sections: 
 

1. Market Intelligence 

2. Skills 

3. Benchmarking and Feedback 

 
A list of resources utilised during the research is attached as Appendix F. 
 
MARKET INTELLIGENCE 
 
We believe market intelligence forms the very basis for any activity undertaken to meet or 
exceed visitor expectations. Market intelligence for the tourism sector in Scotland has 
improved significantly over the years, beginning with the formation of Tourism Intelligence 
Scotland as a partnership between VisitScotland, Scottish Enterprise and Highlands and 
Islands Enterprise.  

http://www.tourism-intelligence.co.uk/
http://www.tourism-intelligence.co.uk/
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As an early source on information around the various market segments and through the 
provision of the Tourism Intelligence Guides, many businesses gained access to new 
information through workshop activity and online materials. Resources to continue TIS 
activity has been under review and we understand that discussions are ongoing to 
determine how and where it is positioned in the future. Our recommendations will include 
fully utilizing the opportunity to build on the TIS brand and industry engagement. 
 
VisitScotland continues to provide excellent information on visitor markets through the 
visitor research section of visitscotland.org. The recent publication of the UK Market 
Segmentation is an example of the type of information available. 
 
VisitScotland provide ‘Tourism in Scotland report’ provides an annual summary of tourism 
statistics for Scotland including information on the volume and value of overnight tourism 
and day trips both on a national and regional basis. 
 
VisitBritian also provides excellent information through their Insights & Statistics section on 
their website. 
 
Regional and sectoral business barometers exist for example Cairngorm Business 
Partnership and the Visitor Attraction sector (Visitrac). 
 

Recommended Actions:  

Market Intelligence 

1. Utilise the VisitScotland plans to develop an aggregator of consumer opinion to 

initiate a national campaign/movement on the importance and benefits of utilising 

market intelligence, gathering and measuring visitor feedback. This ‘tell us what you 

think…’ national campaign could take various forms including posters, QR codes, 

digital/social media campaign (VS twitter/facebook/instagram), airport and ferry 

terminal arrival points, VIC’s, car rental, taxi awareness,s etc. As part of the national 

campaign, we recommend businesses should be proactively encouraged to collect 

and share local intelligence to be fed in to a national database/portal. 

 
2. VisitScotland Research expertise could provide best practice guidelines and a portal 

for industry groups to gather and feed in local intelligence on an annual basis. 

Involvement could be encouraged through the activity undertaken by the STA 

working groups, DMO’s and other local tourism associations and agencies.   

 

3. Online market intelligence should be simple and easy to access for all tourism 

businesses. Consideration should be given to provide a ‘one-stop online shop’ for 

access to up-to-date information and guides, particularly emphasising visitor 

expectations from the various segments across Scotland. This could be a joint 

http://www.visitscotland.org/research_and_statistics/visitor_research/uk_visitors.aspx
http://www.visitscotland.org/research_and_statistics/tourismstatistics.aspx
http://www.visitbritain.org/insightsandstatistics/
http://visitcairngorms.com/assets/files/Cairngorms-Business-Barometer-2013-14---Summary-Report-.pdf
http://visitcairngorms.com/assets/files/Cairngorms-Business-Barometer-2013-14---Summary-Report-.pdf
http://www.ljresearch.co.uk/market-research/online-surveys/visitrac-online-survey/


 
 

15 

 

 

initiative between the STA & TIS or since industry identifies with VS as the ‘go to’ 

industry organisation, between VS & TIS. 

 

SKILLS 

 

Key findings around the topic of skills and skills gaps include challenges with availability, 

knowing who to contact, limited options and a range of needs that go beyond the current 

areas of provision and development options. 
 

Not all areas of Scotland provide access to skills development that helps the individual 

tourism business enhance the visitor experience, therefore not all businesses within Scottish 

tourism have access to up-to-date, quality skills development. 
 

In many areas businesses are faced with the challenge of not knowing who to go to for 

access to information and development in their area.    
 

A major frustration, especially those involved in Scotland-wide associations, is that skills 

development and/or programmes are not consistently offered throughout the country.  

What is available in some areas is not available in others.  Or some areas are working with 

one product whilst others are engaging with another, i.e. Glasgow Welcomes and 

WorldHost. 
 

In addition, many current initiatives have existed in their present format for many years and 

although providing necessary skills at certain levels, new refreshed materials would be 

welcomed and would help industry to keep ahead in the customer experience game.   
 

Recommended Actions: 
 

4. Introduce a consistent Scotland-wide approach to the development and provision of 

tools and initiatives.  Industry likes to buy into nationally branded initiatives that are 

delivered on a local basis as they provide access to a high quality of development and 

encourage more businesses to engage. 

 

5. A national, branded ‘Customer Experience’ portfolio (potentially utlising TIS brand) of 

core tools and initiatives (utilising existing and new) should be created and agreed 

and accessible for any business operating within the industry in any part of Scotland. 

Options to include:   
 

a. Tipsheets would be useful for the smaller business or for keeping businesses 

up to date with implementing ideas for changing visitor expectations.   

b. Online support makes development more affordable and opens up the 

experience to more staff that are unlikely to attend or be sent on workshops. 
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c. ‘Open’ workshops can be offered for those businesses who can’t train staff in-

house and prefer this option. 

d. In-house training packages developed for each initiative would allow larger 

businesses to buy into and use ‘national’ programmes. 

e. In addition a suite of digital, online and paper-based tools should be 

developed (to include a re-fresh of ‘Listening To Your Visitors’) to encourage 

and support businesses to become more proactive in gathering, monitoring 

and sharing feedback. These tools (example provided in appendix D) should 

help businesses to identify core measures for businesses in the following 3 

areas: 
 

i. Customer Service Levels 

ii. Loyalty 

iii. Revenue 
 

f. For those businesses more advanced/sophisticated in the area of feedback & 

benchmarking they could be encouraged to measure: 
 

i. Customer Retention Levels 

ii. Profit Levels 
 

6. Any customer service programmes, new or existing, should emphasise obtaining and 

using feedback at all levels throughout the business and, where appropriate, 

encourage business benchmarking. 
 

7. Development and/or provision of a selection of tools (available on a Scotland-wide 

basis) are required around the areas of: 
 

a. Outstanding customer service – various levels (managers/leaders, supervisors & staff)  

b. Leadership Development – Destination Leaders Programme 

c. Recruiting & Managing Attitude 

d. Through the Eyes of the Visitor -  ‘on the floor’ experience analysis 

e. QA for the Day 

f. Digital Development 

g. Benchmarking & Feedback support - LTOV 

h. Customer Experience Management tools 

i. Cultural Awareness 

j. Language training for relevant cultures 

k. Scotland’s Food & Drink programmes 

l. Learning Journeys 

m. Fam Trips – through the eyes of the visitor 
 

8.  Programmes should be offered at a local level through the DMO/ATP/local industry 

training organisation in order to tailor the provision to suit regional needs, i.e. 

language training for specific visitor needs. 
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9. Review content and currency of existing customer experience initiatives in order to 

identify if they provide industry with the skills to truly deliver a ‘World Class’ or 

outstanding customer experience, provide them with the ability to collect feedback 

and benchmark the impact on their business. 
 

10. Review international models of customer experience development programmes to 

see what is ‘new’ in Customer Experience related skills and development. 

 

11. Provision of skills development in management of the customer experience would be 

beneficial in order to provide businesses with the capability to demonstrate success 

on each rung of the customer experience framework (appendix D). The list may 

include recruiting, motivating and retaining staff, utilising CRM systems, continuous 

improvement etc 
 

12. Continue to support and provide access to the Destination Leaders Programme for 

businesses from all areas of Scotland.    
 

13. Continue to provide access to and encourage implementation on a Scotland-wide 

basis of the Glasgow Welcomes model - online, open workshops, in-house delivery 

options, learning journeys, key speaker events and explore the addition of added 

benchmarking requirements. 
 

14. Determine if aims and content of WorldHost are fit for purpose in the accreditation of 

an area as a WorldHost Destination - delivering an outstanding customer experience.  

25% of businesses training 51% of staff in the Principles of Customer Service is a good 

starting point, however the inclusion, for each business, of the achievement of a 

specific benchmark or customer experience level would better endorse the experience 

provided by the business and ultimately, the destination. Consideration could be 

given to the inclusion of the attendance at a more advanced Customer Experience 

development programme. 

 
15. Customer Experience benchmark/measures to be incorporated in to Skills for Growth 

programme for example: 

 
a. Customer experience rating 

b. Likelihood to return 

c. Likelihood to recommend 

d. Increased spend/average spend 

e. Increased length of visit 

f. Reduction in complaints/costs 

g. Repeat customers 

h. Duration of relationship 
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i. Increase in profitable customers 

 
16. There is an opportunity for the SDS Skills for Growth programme to be promoted as a 

Customer Experience Fund, encouraging match funding of a minimum £500+ for a 

customer experience development programme. 

 
17. As a sustainable funding model is required to support the development and delivery 

of existing and new initiatives and support material, a levy could be raised within 

existing STA/DMO fees and match funded by public sector. 

 
18. Widen remit of the Tourism Skills Group and other Asset Groups to incorporate the 

Customer Experience agenda in order to provide a higher profile platform for the 

revised Tourism Skills Investment Plan. 

 

BENCHMARKING AND FEEDBACK 

The initial brief requested that ‘following feedback from industry on findings from research, 
establish and agree a simple business tool that can initially benchmark and demonstrate 
enhanced business value from improving the visitor experience’.    
 
On reviewing the feedback from industry and its partners it became apparent that other 
research and new developments around the area of benchmarking are being progressed 
and are most relevant to this project.    
 
As a result we consulted with the project partners at the National Tourism Skills Group 
meeting on 14th May and it was agreed that these developments are to be reviewed to 
avoid any duplication of effort and further industry confusion.   
 
There is an opportunity to tap into or use the: 
 

- VisitScotland TrustYou/Aggregator tool that will integrate review ratings with QA 

assessment scores 

- People 1st benchmarking tool – in conjunction with Tripadvisor online rating scheme 

- Advocacy scoring as a benchmark – simply asking customer of their ‘likelihood to 

recommend’ the individual business. 

 

In addition to benchmarking there is still great potential for the industry to gather and share 
more feedback on the customer experience.  The trend appears to be that: 
 

More and more people will continue to use online review sites, especially Tripadvisor 

Businesses still lack skills in obtaining feedback through their ‘staff on the ground’. 
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Recommended Actions: 

 

19. The on-going national campaign could also form part of national programmes and  

initiatives in the future e.g. digital support for tourism businesses, VisitScotland ‘Year 

of…’ etc. The STA could play an important role in the communication and ongoing 

promotion of the importance of feedback and benchmarking. 

 

20. VisitScotland could work towards developing and publishing a league table of 

national/regional/individual business ratings using the aggregator of consumer 

opinion. 

 

21. Consider introducing a Customer Experience Award for highest scoring region and 

individual businesses across various sectors of the industry and a national Customer 

Experience Personality through nomination from industry and or/incorporated in 

the Thistle Awards. 

 
22. Ensure that non Quality Assured businesses are included in all communication and 

encouraged to feed in to and benefit from aggregator activity. 

 
23. Destination groups (DMO/LTA/LTO) and sectoral groups (Retail, Transport, ASVA 

etc) should proactively encourage their members to gather and utilise feedback 

through awareness raising and member briefings. Consideration should be given for 

such groups to make gathering and utilising feedback a condition of membership. 

 
24. Destinations groups should be encouraged to publish annual ratings in parallel with 

the proposed Visitor Satisfaction Advocacy Score currently being developed by 

VisitScotland and the STA. 

 
25. Align People 1st benchmarking development activity (incorporating Trip Advisor) to 

the VisitScotland aggregator and advocacy activity.   

 

26. All QA businesses should be required to demonstrate their proactive gathering and 

using feedback as a condition of participation and be required to publish their 

aggregator score online and within the business e.g. reception desk, entrance etc.  

Quality Assurance Advisors to act as feedback and benchmarking ambassadors. 

 

27. Evidence of feedback and benchmarking should be built in to the criteria for all 

Thistle Award categories. 
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Appendix A 
 
Industry Current and Future Visitor Markets Research 
 
 

https://www.dropbox.com/s/j5hvrnypi2elvt0/Appendix%20A%20-%20Industry%20Current-Future%20Visitor%20Markets%20Research.pdf?dl=0
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Appendix B 
 

Event 
Title 

Category Provider Aims Content Delivery 
Method 

Audience Certif
ied 

Where Cost Duration 

Welcoming 
French 
Visitors 

Cultural 
Awareness 

Glasgow 
Welcomes 

By learning a few key phrases in 
French and finding out more about 
the French culture and 
expectations, businesses can 
extend an even warmer welcome 
to travelers from France. 

Ideal for absolute beginners to the French 
language. The lively and entertaining morning 
will help participants to: Learn useful French 
words and phrases; Benefit from hints and tips 
on how to deliver excellent service to visitors 
from French speaking countries; Gain an 
understanding of differences in their culture 
and cultural expectations. 

Workshop Front line 
staff 

Attend
ance 

Glasgow £10.00 1/2 day 

Welcoming 
Spanish 
Visitors 

Cultural 
Awareness 

Glasgow 
Welcomes 

By learning a few key phrases in 
Spanish and finding out more 
about the Spanish culture and 
expectations, businesses can 
extend an even warmer welcome 
to travelers from Spain. 

Ideal for absolute beginners to the Spanish 
language. The lively and entertaining morning 
will help participants to: Learn useful Spanish 
words and phrases; Benefit from hints and tips 
on how to deliver excellent service to visitors 
from Spanish speaking countries; Gain an 
understanding of differences in their culture 
and cultural expectations. 

Workshop Front line 
staff 

Attend
ance 

Glasgow £10.00 1/2 day 

Leading 
Service 
excellence. 

Customer 
Service 

Glasgow 
Welcomes 

These workshops are aimed at 
managers, department heads and 
team leaders, helping them to 
inspire their teams to deliver 
exceptional customer service. 
Ideally, participants should have 
responsibility for several team 
members and within their remit a 
key responsibility for managing the 
customer service function. 

Practical Leadership Skills to create a Positive 
Working Environment. Developing the WOW 
factor throughout the Customer Service 
Journey. Training, Coaching and Motivating 
the team. 

3x workshops. 
(Half days) 

These 
workshops 
are aimed 
at 
managers, 
department 
heads and 
team 
leaders. 

Attend
ance 

Glasgow £90 3x 
workshops. 
(Half days) 

Delivering 
Service 
Excellence 

Customer 
Service 

Glasgow 
Welcomes 

Learn how to deliver the Wow 
Factor and create not just satisfied 
customers but raving fans who will 
want to return to Glasgow time 
after time. 

Encourages participants to think about 
customer service in a new way – and helps 
service providers to delivers fantastic 
experiences through its people. Delivering 
Service Excellence, is aimed at staff and team 
members of all hospitality and tourism related 
businesses/organisations in Glasgow. Courses 
include lunch, refreshments 

Workshop All staff Certific
ate & 
badge 

Glasgow £35.00 1 day 
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Delivering 
Service 
Excellence 

Customer 
Service 

Glasgow 
Welcomes/Flow 
Training 

Learn how to deliver the Wow 
Factor and create not just satisfied 
customers but raving fans who will 
want to return to Glasgow time 
after time. 

Encourages participants to think about 
customer service in a new way – and helps 
service providers to delivers fantastic 
experiences through its people. Delivering 
Service Excellence, is aimed at staff and team 
members of all hospitality and tourism related 
businesses/organisations in Glasgow. Courses 
include lunch, refreshments 

Online training 
module 

     

Visit Learning 
journey 

Glasgow 
Welcomes/HIT 
Scotland 

Aim is to support them to develop 
a customer service strategy within 
their business, with visits to best 
practice businesses (Ritz, Claridges 
etc) and sessions held with the 
Glion consultancy (from 
Switzerland).   

 

Visits Senior 
leaders & 
staff of all 
levels 

 Scotland-
wide 
through HIT 
scholarship 

£1,500 

 Creating 
great visitor 
experiences 

Customer 
Service 

Catherine 
Bowie 

Understanding what the customers 
want, and how we as individuals 
can help ourselves to deliver the 
customers needs. 

Interpretation of great service. Your role in 
providing great service. Understanding the 
Service journey from the visitors angle. The six 
steps to great service.  Proactive listening and 
paraphrasing skills. The two levels of listening. 
The benefits of paraphrasing. Asking the right 
questions. Answering FAQs very well. Positive 
language tips. Accentuating the positive. Body 
language, the power of non-verbal 
communication. How to read body language. 
The power of the three E's - empathy, 
engagement and enthusiasm. 

Workshop Customer 
facing staff. 

No. Scotland 
wide. 

 
1 day. 

Bringing in 
the business. 

Selling Skills. Catherine 
Bowie 

This is a one day course which will 
provide participants with a good 
general understanding of some of 
the key principles and practices for 
generating business and converting 
sales for corporate events and 
weddings.   

Explore with key players in the corporate and 
wedding market how to bring in the business. 
Consider the needs of clients from the initial 
point of contact to the event itself . Develop 
skills and knowledge to help close a sale. Learn 
more about the marketing activity from the 
National Trust for Scotland’s Hospitality Team 
and tools available to bring in the business. 

Workshop National 
Trust for 
Scotland 
staff. 

No. Scotland 
wide. 

 
1 day. 
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How to 
Welcome 
Visitors from 
French 
Speaking 
Countries 

Cultural 
Awareness 

Catherine 
Bowie 

To help individuals communicate - 
at a very basic level, with visitors 
from other countries. 

Use useful French words and phrases. Gain an 
understanding of differences in their culture 
and cultural expectations. Tips and hints and 
general advice on how to deliver excellent 
service to visitors from French speaking 
countries. 

Workshop Customer 
Service 
staff. 

No. Scotland 
wide. 

 
1/2 Day. 

How to 
Welcome 
Visitors from 
Spanish 
Speaking 
Countries 

Cultural 
Awareness 

Catherine 
Bowie 

To help individuals communicate - 
at a very basic level, with visitors 
from other countries. 

Use useful Spanish words and phrases. Gain 
an understanding of differences in their 
culture and cultural expectations. Tips and 
hints and general advice on how to deliver 
excellent service to visitors from French 
speaking countries. 

Workshop Customer 
Service 
staff. 

No. Scotland 
wide. 

 
1/2 Day. 

Disability 
awareness 
training for 
tourism 
employees. 

Accessibility Catherine 
Bowie 

To describe the implications of the 
Equalities Act in relation to 
Disability and to give information 
to assist service providers in 
providing a better service to the 
disabled community within the 
retail sector 

What is the equalities act and what are its 
implications?  How do we comply with the 
Rights of Access to Goods, Facilities, Services 
and Premises legislation? How do we 
overcome barriers when dealing with 
disability? How do we communicate 
effectively with clients who have disabilities? 

Workshop Tourism 
employees. 

No. Scotland 
wide. 

 
1 day 

Principles of 
Customer 
Service 

Customer 
Service 

People 1st The WorldHost Principles of 
Customer Service programme will 
give your staff the skills and 
knowledge to deliver excellent 
customer service that will give your 
business a great reputation. 
Through this interactive 
programme, we will get your staff 
to think about their own 
experiences of good and bad 
service, understand why their role 
has such an impact on your 
customers’ experience, and learn 
vital communication and listening 
skills that will set them up for 
success. 

Why customer service is such an important 
part of their role. How to make an excellent 
first impression and make customers feel 
welcome. How using customers’ names can 
help to create a good rapport, and techniques 
for remembering names. Communication skills 
for success. How to empathise with 
customers, and why handling their concerns is 
so important. Why listening is an essential 
part of the customer service process, and how 
to do it effectively. The value of tourism, and 
the important role they play in generating 
revenue for your business and the wider 
tourism economy. How to ‘go the extra mile’ – 
including making five commitments on how 
they will do this in your business. 

Workshop Front line 
staff. 

Yes UK wide. £95.00 1 Day. 
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Customers 
with 
Disabilities. 

Accessibility People 1st Give your staff the knowledge and 
confidence to provide a warm 
welcome for customers with 
disabilities, and become a business 
of choice. Disabled customers are a 
huge market in the UK - worth an 
estimated £80 billion per year. If 
you want to make sure your staff 
have the skills to cater for their 
needs, our WorldHost Customers 
with Disabilities programme can 
help. In this interactive 
programme, your staff will gain the 
knowledge and confidence to cater 
for disabled customers’ needs 
sensitively and effectively. We will 
debunk some of the myths around 
disabilities, and give staff tips and 
techniques on assisting customers 
with common disabilities and 
impairments – such as restricted 
mobility and hearing or visual 
impairments. Most staff don’t set 
out to give disabled customers a 
bad experience. Often, they are 
worried about saying or doing the 
wrong thing, so avoid interaction 
altogether or their nervousness is 
mistaken for rudeness. By giving 
your staff the confidence to make 
disabled customers feel welcome, 
you’ll not only win their custom, 
but that of their family and friends 
too. 

Appropriate words to use when referring to 
different disabilities. Tips for improving 
communication with disabled customers. 
Common disabilities that customers may have, 
and appropriate ways to offer assistance. How 
to be more aware of their own feelings, 
misconceptions and biases when serving 
disabled customers. The value of tourism, and 
why disabled customers are such an important 
market. How to identify tourism businesses in 
your community that are accessible to 
disabled customers. 

Workshop Front line 
staff. 

Yes UK Wide. From 
£75.00 
per 
delegat
e. 

1/2 Day. 
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Service 
Across 
Cultures. 

Cultural 
Awareness 

People 1st 
Our WorldHost Service Across 
Cultures programme will increase 
your staff’s awareness of other 
cultures and give them practical 
skills and advice to help them 
communicate effectively with 
visitors or clients from overseas. 
Making sure that your customers 
feel comfortable is a crucial part of 
the customer service process. But 
if there’s a language barrier or 
cultural differences, it can be an 
awkward experience for staff and 
customers alike. We will give your 
staff tips and techniques to help 
them provide a great service for all 
customers – from using 
appropriate gestures to avoiding 
the use of slang and jargon. We’ll 
get them to think about their own 
cultural background too, and how 
that shapes their perception of 
others. This programme is also 
great for improving internal 
customer service – especially in 
businesses that employ people 
from a wide range of nationalities 
and backgrounds. Businesses who 
have used this programme have 
reported better communication, 
understanding and working 
relationships within their own 
teams. 

The importance of overseas tourism to your 
business. How their own culture and traditions 
can affect their view of others, and how to 
avoid making assumptions. Common myths 
about some of the UK’s biggest overseas 
markets – and the truth behind them. Tips and 
techniques to help them communicate with 
customers if there is a language barrier. How 
to become a ‘people to people ambassador’. 

Workshop Front line 
staff. 

Yes UK Wide. From 
£75.00 
per 
delegat
e. 

1/2 Day. 
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Ambassador 
Workshop. 

Customer 
Service 

People 1st Our WorldHost Ambassador 
Workshop gives staff and 
volunteers the skills to deliver a 
warm and friendly welcome to 
customers and visitors, and is 
particularly focused on their role as 
an ambassador for their local area. 
Participants will learn how 
equipping themselves with 
knowledge about what’s on offer 
in their local community can take 
their service to another level. We’ll 
encourage them to think about 
what’s available in the local area, 
and how a positive and 
enthusiastic attitude can have a 
real effect on the visitor 
experience (and ultimately, visitor 
spend). This programme was used 
to train thousands of local 
ambassadors for the London 2012 
Olympic Games and Paralympics, 
and is perfect for training staff and 
volunteers at sport, cultural or 
tourism events of any size. 

Your staff/volunteers will learn: Why their role 
as an ambassador is so important, and how 
powerful their connection can be with visitors 
to your community. How to demonstrate a 
warm welcome to customers and visitors and 
respond to their different needs. The 
importance of maintaining a positive attitude. 
How to become more familiar with the 
community they represent, equipping them 
with the knowledge to answer customer 
queries. Information about a specific event or 
changing infrastructure in the community (if 
the programme is being used to prepare for a 
particular event). 

Workshop Front line 
staff. 

Yes UK Wide. From 
£75.00 
per 
delegat
e. 

1/2 Day. 
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Principles of 
Supervising 
Customer 
Service. 

Customer 
Service 

People 1st If your business deals with 
customers on a daily basis, training 
your front-line staff to deliver great 
service is essential. But it’s 
important not to forget the vital 
role your managers and 
supervisors play in making sure 
that service runs smoothly. If your 
managers and supervisors 
understand the value of excellent 
customer service, and how to 
coach their team members to 
deliver it, they will not only 
maintain and improve service 
standards in your business – they’ll 
also attract new customers. That’s 
where the WorldHost Principles of 
Supervising Customer Service 
Performance programme can help. 
We can give your managers and 
supervisors those vital skills, 
helping you to build a real 
customer service culture in your 
business - from the top down. 

This one-day programme will show your 
managers and supervisors: Why their role is 
essential to delivering a great customer 
experience. How to lead by example and 
demonstrate fantastic service. How 
developing their team can improve service 
standards. Techniques to motivate and coach 
their team members. How to develop and 
implement clear customer service standards. 
Actions to take when customer service goes 
wrong. How to monitor and measure their 
team’s customer service performance. How to 
use those measurements to improve future 
performance. 

Workshop Front line 
staff. 

Yes UK Wide. From 
£95.00 
per 
delegat
e. 

1 Day. 

Sales 
powered by 
service. 

Customer 
Service 

People 1st No matter what part of the service 
industry you represent, helping 
your staff understand the role they 
play in selling your products and 
services is vital. This programme 
will help them understand how 
they can influence customers’ 
purchasing decisions and the 
benefits of selling beyond the 
basics. 

Your staff will learn: An understanding of the 
sales cycle. How to influence customer 
purchasing decisions. The importance of 
product knowledge and listening to the needs 
of your customers. The impact of ‘moments of 
truth,’ looking at the business through the 
eyes of the customer. How to sell beyond the 
basics, and why it’s so important. 

Workshop Front line 
staff. 

Yes UK Wide. From 
£53.00 
per del 

1/2 Day. 

WorldHost 
Destinations 

Customer 
Service 

People 1st Help set Scotland apart as a visitor 
destination. 

At least 50% of staff trained  using one or 
more of the WorldHost customer service 
programmes will achieve WorldHost 
Recognised Business status. Once 25% of 
businesses in your town or city achieve this 
target, it will become a WorldHost Recognised 
Destination! When all the registered towns 
and cities in a region are recognised, the 
overall region will be awarded WorldHost 
Recognised Destination status too.  

   Aberdeen 
City & 
Shire/Caith
ness & 
Sutherland/
Orkney/Dun
dee/East 
Renfrewshir
e/Fife/Inver
ness & 

  

http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
http://scotland.worldhost.co.uk/programmes
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LochNess/
Moray 
Speyside/Pe
rth/W 
Lothian 

Service 
Excellence. 

Customer 
Service. 

Visit Scotland, 
organised by 
Love Loch 
Lomond. 

Taking the customer experience to 
a new level. A visitor’s experience 
doesn’t just rely on one company 
or organisation; to deliver a truly 
memorable experience, we need 
to make sure that all touch points 
of their journey are aligned with 
each other. There are some 
outstanding tourism businesses in 
our area, however, to meet the 
expectations of ever more 
discerning visitors consistently and 
professionally, there is a need to 
continuously raise standards across 
the board. The Service Excellence 
programme is a customer service 
programme developed in 
partnership with Loch Lomond and 
The Trossachs National Park, Love 
Loch Lomond, Scottish Enterprise 
and West Dunbartonshire Council. 
This event encourages participants 
to think about customer service in 
a new way. One that delivers 
fantastic experiences, through its 
people. 

The programme will include: 
•Understanding the different types of 
customers 
•Identifying ways to deliver outstanding 
service 
•Dealing with challenging customers 
•How to engage with social media 
•Encouraging good teamwork and how to 
become great ambassadors for your local area 
as well as improving your knowledge of the 
area and major events 

Workshop Customer 
facing staff. 

Attend
ance 
certific
ate???
??  

£35.00 
plus 
VAT.  

1 Day. 
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Learning 
Journey - 
Battle of 
Bannockburn 

Visit ASVA Battle of Bannockburn Learning 
Journey - Winners of the ASVA Best 
Visitor Experience 2014, join this 
Learning Journey for an insight into 
what the team at The Battle of 
Bannockburn Experience have 
been doing to deliver a first class 
visitor experience. 

 Visit Key staff No    

Marketing - 
Future 
Trends 

Visitor 
Awareness 

ASVA Future success: spotting new 
markets, product development 
opportunities, and trends to make 
your attraction more successful 
now and in the future' 

 Workshop      

Learning 
Journey - 
Historic 
Dockyard 
Chatham 

Visit ASVA The Dockyard's Chief Executive, Bill 
Ferris, was a speaker at last year's 
Conference, and this Learning 
Journey offers members the 
opportunity to visit the Dockyard 
and see for themselves how it has 
changed from a former naval 
dockyard into an extremely 
successful and dynamic visitor 
attraction, considered to be one of 
the world's leading maritime 
heritage destinations. 

 Visit      

Go Digital Digital Perthshire 
Tourism 
Organisation 

 Briefing on digital development and the 
support from Visit Scotland Team/other 
agencies 

Workshop     1/2 day 

St Andrews 
Standard 

Customer 
Service 

St Andrews 
Partnership 

To provide insight into 
opportunities for delivering high 
quality visitor experiences & 
service 

Understanding different types of customers & 
ways to deliver outstanding service.  Moments 
of truth.  Maintaining Positive Attitude.  
Handling customer feedback & dealing with 
difficult customers.  Continuous improvement 
opportunities. 

Workshop All staff     
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Destination 
Leaders 
Programme 

Leadership 
Development 

Scottish 
Enterprise 

To develop the skills & capabilities 
of industry leaders & to develop 
their understanding of the benefits 
of collaborative working 

Strategic overview of the tourism industry, 
equip delegates with leadership and 
management skills & learn from best practice.  

5 workshops & 
residential 
weekends & 
learning 
journey 

Leaders Executi
ve 
Certific
ate 

Specific 
areas 
targeted 

£1200 
+ vat 

 

Tech support 
workshop 
programme 

Digital ETAG A programme of activity designed 
to raise awareness of and 
engagement with the latest 
technology that can enhance the 
visitor experience and deliver 
business benefits.  A lot of it now 
focuses around the use of social 
media, but there are some wider 
product activities.  This work is 
now being replicated in Glasgow 
and forms the basis of some of the 
new Digital Tourism Scotland 
national activity 

 Workshop      

Innovation 
Workshops - 
themed 
events 

Innovation ETAG “asset specific” innovation 
workshops, around topics like 
World Heritage, City of Literature 
and Food & Drink to create new 
products/visitor 
experiences/business 
collaborations – again this work is 
being replicated beyond 
Edinburgh, tailored to the specific 
destination offerings; 

 Workshop      
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 Visitor 
Awareness 

VisitScotland Training support in the subject 
area of Accessible Tourism.    

The online training uses a mix of questions, 
videos and podcasts to listen to and is split 
into five distinct modules covering different 
aspects of accessible tourism: (a) The Equality 
Act 2010 and how it affects tourism 
businesses (b) Exploring issues facing people 
with specific access requirements (c) How to 
improve the service offered to disabled people 
(d) How to improve the service offered to 
families with young children and senior 
travelers (e) Providing the right kind of 
information at the right time 

online training 
module 

Managers 
& staff 

No Scotland-
wide 

  1.5 - 2 
hours 

Welcome 
Edinburgh 

Visitor 
Awareness 

ETAG new “destination awareness” 
online training module – basically a 
re-skinning of the Glasgow 
Welcomes frontline staff, online, 
training module – still in 
development, but we hope to go 
live with it pre- summer 2015 



Online training 
module 

     

Driving 
Business 
Through 
Provenance 

Food & Drink Experiencing 
Scotland To encourage and support tourism 

operators to enhance the visitor 
experience and their own bottom-
line profitability through sourcing 
and promoting quality, local, 
Scottish food and drink. 

Each workshop incorporates best practice case 
study presentations by food and drink 
producers and relevant tourism operators, as 
well as samples of quality, local produce. 
Defining your food and drink offer. 
Promoting your use of local, Scottish food and 
drink. 

Workshop/we
bsite/1-1 
support 

All sectors 
of tourism 
& all sizes 
of 
operators 

 

Scotland-
wide 

£50 + 
vat 

1/2 day 

Visits & 
tuition 

Scholarships HIT Scotland Aim is to support participants to 
enhance the customer experience 
through development in a number 
of development areas.   

Tuition at the Glion Institute & visits to 
industry leaders to work with experts in their 
field.  Relevant to all level of staff within the 
industry, i.e. senior managers, pastry chefs, 
etc 

Visits Senior 
leaders & 
staff of all 
levels 

 Scotland-
wide 
through HIT 
scholarship 

£1,500 

   Springboard No information provided despite 
contacting 

 

     

     

   

   

  

 

ATPs/DMOs  

   

   

  

 

Borders No Activity 

   

   

  

 

Royal Deeside WorldHost Destination & online 
Destination Knowledge initiative 

   

   

  

 

Perthshire WorldHost Destination 

   

   

  

 

Banffshire WorldHost Destination 
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  ETAG See above entries  

   

   

   Love Loch 
Lomond 

See above  

   

   

   St Andrews 
Partnership 

No feedback 

   

   

   Cairngorm 
National park 

No feedback 

   

   

   Argyll & Islands WorldHost Destination 

   

   

   Fort William  

   

   

   D&G No feedback 

   

   

   Aberdeenshire WorldHost Destination & Online 
GW module devt 

   

   

   HIE Unknown 

   

   

   Stirling No feedback 

   

   

   Fife WorldHost Destination 

   

   

   Further 
Education 

       

   QMU No activity       

   HE Limited activity on demand       

   Other 
Organisations 

       

   SDS Refers people  to WH & Glasgow 
Welcomes open workshops as well 
as those of other providers who 
register their workshops 

      

   Business 
Gateway 

Some sector specific customer 
service workshops, i.e. STEP but 
activity/offering is limited 

      

   Springboard Springboard integrates WorldHost 
and Glasgow Welcomes 
programmes in their development 
programmes. 

      

  
 



 
 

33 

 

 

Appendix C 
 

Visitor Markets Research – Industry Consultation Stage 2 
 

Where are you most likely to look for training/information relating to the visitor 
experience? 
 

- Would ‘google’ Training, Customer Service, World Host 

- Business Gateway 

- On-line groups e.g. Scottish B&B’s 

- We get calls directly from training providers e.g. ITC Academy 

- In-house 

- FSB 

- Local college (Dundee & Angus) 

- Skills Development Scotland 

- Online e.g. Flow Training 

- VisitScotland/- VisitScotland Corporate – Accessibility module 

- WorldHost for induction training 

- WorldHost – recognised on a retail platform 

- Glasgow online – Links in with Glasgow City Council 

- Glasgow City Marketing Bureau – visitor statistics & Daily News Digest 

- ASVA – single day events 

- Chamber of commerce – breakfast meeting 

- Scotrail training academy 

- Tennents Academy 

- Costa 

- Glasgow major events guide 

- Visitor experience feedback – coaching internally 

- Outside agencies for bespoke digital training 

- Internally large businesses have experience to be tapped into 

 

Is this type of information/training readily available? 
 

- Yes (23%)  

- No (77%) 

 

Would you ever consider using the following websites to source information (Y/N): 
 

- Scottish Tourism Alliance (6%) 

- VisitScotland (25%) 

- Scottish Enterprise/HIE (11%) 

- Tourism Intelligence Scotland (5%) 

- Skills Development Scotland (8%) 
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How do you use the feedback you get from customers/visitors to your business? 
 

- Specific surveys are sent looking for factual information e.g. where do you come 

from, what are you looking for etc. We then act on that then analyse it and look for trends 

- To inform and make changes e.g. visitors looking for pigs on our farm so we got them! 

- To change prices, 

- To improve the business 

- To identify training needs 

- To benefit new visitors/customers 

- To compare us versus competition e.g. Trip Advisor 

- To help inform sales messages i.e. use positive feedback 

- To fund future investment e.g. road traffic noise in bedrooms led to triple glazing 

- Used in conjunction with our KPI’s 

- We reward staff when mentioned in positive feedback 

- To demonstrate ROI for investors 

 

Do you measure the impact or benefit this feedback has provided to your business? If so, 
how? 
 

- More subconsciously, try to link to bottom line profit 

- In a small business we see customers every day and can see results quite quickly 

- On Social Media we compare our likes etc to others 

- Repeat visits/referrals 

- VisitScotland star grading 

- Revenue 

- Review & analyse business info – correlate back to customer reviews 

- Return customers 

- Word of mouth business 

- Repeat business through visitor experiences 

- Loyalty programme 

- Bounceback cards – cost effective management 

- Increased footfall 

- Use Netpromoter score from surveys – negative comments v positive comments gives a 

quantitative score 

 

How important is benchmarking or comparing your feedback with competition? 
 

- Very important (22%) 

- Important (31%) 

- Quite important (28%) 

- Somewhat important (19%) 

- Of little importance () 
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Other Comments 

 
- Need to be careful when benchmarking as you are not always comparing like for like! 

- We pay premium fee to LJR over and above the ASVA Visitrac 

- Used to use DOVE (Feedback Scotland) 

- There is a constant need for more training and development. often those who need it 

most, don't realise it and those who train their staff, need support and encouragement to 

do more.  

- Encouraging young people into the industry is very important, closer links with education 

is vital (starting at school) and CPD must be on-going.  

- The challenge is the number of small micro businesses who don't have the time or  

resources to train themselves or their staff.  

- Leadership and management training is also vital.  

- I think there are a multitude of products but for me the issue is getting them on board with 

improving the visitor experience.  

- Usual issues of too busy, small business, apathy. Those who believe in the visitor  

experience will always participate.  

- Need buy-in from line managers etc 
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In-house 

Training 

Packages 

1 – Customer Satisfaction 

Levels 

2 – Loyalty Levels 

3 – Revenue Generation Levels 

4 – Customer Retention 

Levels

5 – Profit Levels 

 Rate customer experience between  

1 and 5 

 Reduction in cost of complaints 

 Increase in most profitable 

customer type 

 Repeat customers 

 Duration of relationship 

 Use of CRM Tool 

 Increased spend  

 Increased length of visit 

 Increased average spend 

 Reduction in complaints 

 Likelihood to return 

 Likelihood to recommend 

Stages Measures (examples) Development Tools (examples) 

World Class 

Awareness 

Activity 

CRM Tools 

and 

Techniques 

 

Open 

Workshops 

Destination 

Leadership 

Programme 

TIS 

Guides 

QA for the 

Day 

Digital 

Development 

‘How To’ 

Tip 

Sheets Online 

Tools 

 

Appendix D 
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Appendix E 

 
Best Practice Summary 
 

Of those organisations contacted for examples of best practice the following observations 
were made around the subject areas of: 
 

 Market intelligence 

 Skills development 

 Benchmarking & Feedback 

 

Market Intelligence 
Best practice organisations are using market intelligence well and tend to be familiar with 
trends and statistical information produced by agencies and more importantly are able to 
analyse their own information well.  Examples of their regular information analysis include: 
 

 Knowing where current customers come from & what they want 

 Knowing which markets are emerging & their likely needs 

 Knowing what potential visitors use to access and review information pre-visit 

 Knowing where leads are generated, ie through Google Analytics 

 Working with other businesses to collaborate & share information 

 Liaising regularly with public agencies to keep informed of new opportunities 

 Feeding into industry/sector requests for information updates 

 Responding to opportunities provided by agency updates – ie product development 

for new & emerging markets, changing websites, etc 

 Sharing market intelligence with staff to increase awareness 

 Knowing how many customers they have, where they’ve come from, how long 

they’ve stayed, how much they’ve spent and whether they are first time or repeat 

business 

 Knowing how they want the business to grow – which markets are most profitable or 

suited to their business 

 Sharing information on market intelligence with staff 
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Skills Development 
Leaders in the customer experience field are involving staff in the creation and delivery of a 
more customer focused experience.  The key ‘customer experience’ message of each 
business tends to be – ‘Give more than they expect’ and ‘provide the most amazing 
experience’. 
 

They are involving themselves & staff in: 
 

 On the floor experience analysis 

 Collecting & reacting to visitor feedback 

 Visiting other similar businesses with staff to review best practice & analyse the 

customer experiences on offer elsewhere 

 The needs of visitors from new countries 

 The changing needs of existing customers highlighted in trends & via the businesses’ 

own feedback mechanisms 

 The suggestion & development of innovative new products & services to provide an 

even better customer experience 

 New industry initiatives, ie Digital Development Programme, WorldHost Destination, 

Glasgow Welcomes initiative (where available), TIS guides & tools 

 Accessing new resources for ideas 

 Offering placements to external resources who can bring new ideas & approaches to 

the customer experience offering for new markets or new customer types using the 

facility, i.e. toddlers 

 
Benchmarking & Feedback 
Industry leaders know how well they are doing when it comes to the visitor experience.  
They see the potential in increasing customer satisfaction through its ability to generate 
more business from those loyal to the business.  As a result they consistently track & 
measure: 
 

 Satisfaction levels – increase/decrease often on a daily basis 

 Value for money perception levels 

 Increase in visitors 

 Increase in revenue 

 Reduced discounting (where appropriate) 

 Reduction in complaints or costs of complaints 



 
 

39 

 

 

 Customer defection levels 

 Repeat business levels 

 Their business offering & performance versus the competition 

 Sectoral trends regarding benchmarking information & strive to perform at the top 

level 

 Through entering industry competitions, i.e. Thistle Awards 

 QA Scheme performance & feedback 

As well as business performance they keep up to date with new ways to gather feedback 
from customers and continue to use, analyse & respond to feedback left via: 
 

 Tripadvisor 

 Other online review options 

 In-house comment cards & questionnaires 

 Online comments forum 

 Verbal comments 

 Surveys 

 Mystery visits 

They are keen to encourage customers to provide feedback in a way that suits them & look 
at ways of generating as much feedback as possible.  On analysing the information the 
businesses use the information to create ‘customer profiles’ or CRM systems & some even 
use the feedback in key marketing messages to sell the positive experience that others have 
appreciated & commented upon.  They also track what they say ‘no’ to & implement 
changes once a trend is highlighted or it is seen to be a positive addition to the business 
offering. 
 
Feedback is shared regularly (often weekly) with staff & development is planned to 
eliminate any repeat of negative experiences.  Reward & recognition is given to those staff 
who are identified during feedback as having provided a very positive experience. 
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