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| NTRODUCTI ON

Tourism is an inportant part of the G anpian econony. Current
estimat es suggest that over 20,000 people are enployed in tourism
related activities in Aberdeen and G anpian and that the conbi ned
value of the tourist and day visitor markets to the region is over

£450 nillion annual | y*.

In order to develop the area further as a tourist destination it
is essential to have a detail ed understanding of both the existing
and potential visitor markets. On this basis, System Three, an
i ndependent narket research conpany, was conmi ssioned by Scottish
Enterprise G anpian, Aberdeen and Ganpian Tourist Board and
Moray, Badenoch and Strathspey Enterprise in 1999 to undertake a
progranme of research to investigate the notivations, Vviews,
characteristics and |levels of satisfaction of both current

visitors to Granpi an and those identified as potential visitors.

Note: It should be highlighted that the research was not intended
to provide a neasure of the volune and value of visitors to the
area but instead a nobre in-depth look at visitor characteristics

and perceptions.

This report presents a summary of key findings from the research,
conducted in the 12 nonth period ending in April 2000. The full
details of findings are contained in the nmain reports which are

avai l able from Scottish Enterprise Ganpian and on the website

1 source: ONS, United Kingdom Tourism Survey, International Passenger

Survey and Leisure Day Visits Survey estimates.




OBJECTI VES OF THE RESEARCH

The specific objectives of the research were as foll ows:

Exi sting visitors

e gather information on the profile of visitors, their needs,

wants and perceptions;

e assess changes and patterns in tourism activity in order

produce base-line information to assist strategic decision

maki ng;
Potential visitors

e gain an understanding of their imges and perceptions

Gr anpi an;
e identify key market segnents for G anpian;
e indicate priorities for pronmpting Ganpian as a visitor

destination and for future tourism devel opnent.




VI SI TOR SURVEY

Met hodol ogy

This section of the sunmary presents the main findings to emerge
from the Ganpian Visitor Survey. It is based on 1,455 face-to-
face interviews undertaken over a twelve nonths’ period from My
1999 to April 2000.

Note: When interpreting the survey results it should be borne in
m nd that the economic environment was not particularly buoyant at
the tine of the survey and factors such as the strength of the
pound may have had an inpact on the results. The relatively poor
weat her conditions during the survey should also be taken into

consi derati on.

The survey covered visitors to Granpian on a holiday trip, those
visiting friends and rel atives on holiday, those staying away from
home overni ght on business, and people on a day trip from hone.
Those respondents staying away from hone overnight on business
were covered in a separate business survey. Consequently, unless
otherwi se stated the reference to visitors includes only |eisure

visitors.

Due to the relatively quiet nature of sone interview |locations a
deci sion was taken to include residents of Ganpian on a |eisure
day out, on the basis that they were interviewed at |ocations
popul ar with day visitors and tourists alike. A maximum quota of
20% was used to ensure that Ganpian residents did not dominate
t he sanpl e.

The selection of interview |ocations was designed to ensure a w de
coverage both geographically across the region and by the key
visitor types throughout G anpian.

Recogni sing the inportance of the business tourism market to the
area, a separate survey of business visitors was al so undertaken.
A further 240 face-to-face interviews were undertaken wth
business visitors to the area. The interview |ocations were al so
carefully selected to reflect those nost likely to be visited by
business visitors to Ganpian e.g. transport termni and hotels.

Were appropriate the results from the business survey have been




presented al ongside those fromthe main visitor survey. Fur t her

details on the business survey are available ...........




Profile of Visitors

Age

Figure -1— Age profile (%
Base: Al respondents (N=1,455 in main survey and N=240 in business survey)
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Visitors to Granpian tended to be older with over half of the
visitors aged 45 years or over (56%. This compares to the
profile for Scotland where 43% of British tourists and 38% of
overseas tourists were aged 45 years or over.

The City of Aberdeen and Aberdeenshire North areas attracted a
slightly younger profile of visitors than average - 29% and 31%
respectively were aged under 35 years conpared to 24% in G anpian
overal | . In Aberdeenshire South there was a slightly older
profile of visitors with 41% aged 55+ years conpared to 36% of all

visitors to Granpi an.

In contrast, business visitors were considerably younger wth
al nost 9 out of 10 aged between 25-54 years.




Li fecycl e

The following |lifecycle segnents have been derived from the
information obtained from respondents in this survey. Al so

provided is an indication of the proportion of the sanple, which

fell into each category:
Young Aged under 35 years, single or living 14%
I ndependent s: with partner, no children in household
Fam | ies: Married or living with partner, any 20%
children in household, irrespective of
age
Enpty Nesters: Aged 45+ years, living with partner, 47%

marri ed, divorced/separated or w dowed,
no children in househol d

- Wrking full-tine or part time, aged 45+ 21%
Wor ki ng: years, living with partner, married,
di vor ced/ separated or wi dowed, no
children in household

- Retired, aged 45+ years, living with 23%
Retired: partner, married, divorced/separated or
wi dowed, no children in household

Granpian is particularly appealing to enpty nesters wth around
half of respondents in this category (47%. Some 19% of
respondents fell outside these categories. For exanple, soneone
who is divorced/ separated or wdowed wth children in the
househol d, or sonmeone aged 35-44 who was not married or |iving

with a partner.

Aberdeen City attracts a higher proportion of young independents
(21%. In contrast, the Aberdeenshire North area is nore
appealing to families with over a quarter of visitors to this area
classified as famlies (28% conpared to 17% in Aberdeen City).
Visitors to Mray and Aberdeenshire South were nore likely to be

enpty nesters (51% and 52% respectively).

The lifecycle profile of staying visitors is very simlar to that

for all visitors as shown above.

Newspapers read

Anongst UK visitors to Ganpian generally, the Daily Mil and the
Sunday Post were the two nobst popular newspapers with 17% of
respondents reading each of these papers. Refl ecting the

inclusion of Ganpian residents in the survey, the Press and




Tabl e

Journal was also nentioned by a significant proportion of

respondents (15% .

Party Size

The average party size anongst visitors to Ganpian was 2.65
persons. Only around one in eight visitors were on a trip on
their own (129% .

On average, around a quarter of visitors to Ganpian had children
with them (23%. In terns of the individual sub-areas, visitors
to Aberdeenshire North were nore likely to be acconpanied by
children (36% conpared to visitors to the City of Aberdeen and
Aber deenshire South where only 15% had children in their party.

Oigin of Visitors

1- Oigin of visitors (%

Base: respondents (N=1, 455)
Gty Sout h Nort h Centra Moray Granpi an Tot al Tota
| LEC St ayi ng |

Scot | and: 46 37 43 45 39 43 29 42
- Granpi an 15 11 14 17 14 13 2 15
- G asgow and 9 8 9 9 8 8 8 9
Strat hcl yde
- El sewhere in 19 12 14 14 11 14 12 13
Scot | and
Engl and: 28 38 37 32 36 34 42 34
- South East (inc 13 10 10 13 14 12 14 12
Great er London)
- El sewher e in 10 17 17 9 15 13 17 14
Engl and
G her WK 2 2 1 2 1 1 2 1
Total Overseas: 24 24 19 21 23 22 27 23
- Europe 12 13 10 12 14 12 15 13
- Rest of the Wirld 12 11 9 9 10 10 12 10
Tot al : 100 100 100 100 100 100 100 100
Base: 263 261 234 265 432 1,023 1,201 1,455

*

- less than 0.5%
- nil respondents

Not e:

the proportion of

of 20% to ensure that
| ocal

Scotland was the main source of visitors to Ganpian (42%.
| ar gest

resi dents.

When interpreting these figures it
Granpi an residents was
t he sanpl e was not

shoul d be renenbered that
restricted to a nmaxi num
doni nated by the views of

The

proportion of Scottish visitors were fromwthin the area




itself (15%. A lower proportion of business visitors were from

Scot | and (24% .

Engl and accounted for the next largest proportion of Ganpian's
overall visitor market, with around a third of the visitors to the
area coming from here (34%. Wthin England the main popul ation
belt of the South East, including Geater London was the nmain
source of visitors (12% . England was the nmain source of business

visitors, accounting for over half of this nmarket (52%.

Just under a quarter of visitors to G anpian canme from overseas
(23%. Germany was the main country of origin of European
visitors (5% while the USA was the main source of visitors from
further afield (5% .

There was a considerably lower proportion of Scottish visitors
anmongst staying visitors i.e. those one night from home (29%,

while a higher proportion of staying visitors were from Engl and

(429 .




Characteristics of Visit

Pur pose of Trip

Figure -3 — Purpose of Trip (%
Base: Al respondents (N=1,455)
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Just over half of visitors to Ganpian (54% were on a “pure
hol i day” (excluding VFR). A further quarter of respondents were
visiting either friends or relatives but classifying their visit
as a holiday (25% . By including those who were on a ‘duty visit’
to see friends or relatives, some 29% of Ganmpian visitors were
visiting friends and relatives. Around one in six respondents
were on a day trip from hone (1699 wth only 1% of visitors

shoppi ng on a day out.

Just under half of visitors on a holiday were on a main holiday
(47%, while a slightly higher proportion were on a secondary or
addi tional holiday (529% .

Over half of business visitors to Granpian were on a business trip
(55%, excluding those attending a conference, exhibition etc.

The purpose of trip profile varied sonewhat over the sub-areas:

10



Table 2 — Purpose of trip (%
Base: All respondents (N=1, 455)

Gt South Nort Centra Mray Ganpian TotaL Tota
y h | LEC Stayin |

Day out/day trip from hone 20 12 15 21 15 17 g 16
(mn 3hrs)
On hol i day away from home 35 62 47 46 67 47 65 53
Visiting friends and relatives 35 23 36 29 13 31 31 25
— on hol i day
Visiting friends and relatives 10 3 3 3 3 5 5 4
— other reason
Shoppi ng day out 2 - - - 2 * - 1
Total : 100 100 100 100 100 100 100 100
Base: 263 261 234 265 432 1,023 1,201 1, 455

- - nil respondents

Length of Stay

On average, those visitors who were staying away from hone, were
Not

doing so for sonme 11.5

visitors spent significantly |onger

ni ghts.

away from hone (21.1 nights).

surprisingly,

over seas

On average business visitors were spending 4.7 nights way from

hore.

Figure 4 - Length of Stay (nights)
Base: Those staying away from hone (N=1,201 in main survey and N=240 in the

busi ness survey)

14 4 B All visitors to Grampian
12 15 O Business visitors to Grampian
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Aw ay from home In Scotland In Grampian

As shown above, visitors
of their time in Scotland with the average length of stay of
ni ghts. This conpares

to Scotland where

stay ampbngst British tourists was 5.2 nights.

t he average

stayi ng away from hone were spendi ng nopst
9.8
| ength of




Overall, almst two in ten of those respondents who were staying
away from hone in Scotland were staying overnight in Ganpian

(169 . The average length of stay in G anpian was 5.4 nights.

Reflecting their longer tine away from honme, overseas visitors
stayed for the longest period in Ganpian (6.3 nights).

12



Accommpbdation Used in the Area

Those respondents (69% of
one night in Ganpian were then asked what

they had already used or intended to use during their visit:

Tabl e 3— Type of accommmodati on used in Granpian (%
Base: All visitors spending at

| east 1 night

in Ganpi an (N=998)

type of

the sanple) who were spending at

| east

acconmodat i on

Gty Sout h Nort h Central Mor ay Granpian  Total
LEC
St ayi ng with 42 28 40 39 27 37 34
friends/rel atives
Bed and breakf ast 12 16 15 14 22 14 16
Hot el / not el (< 50 14 13 12 16 17 14 14
r oons)
Sel f-catering 2 9 13 11 16 9 11
flat/ house/ cottage
Hot el / not el (50+ 19 10 3 9 6 10 9
roons)
Guest house 4 4
Touri ng 4
car avan/ not or hone
Tent 4 5
Time share -
Hol i day/static 4 1
caravan- rented
Yout h host el 5 2 1 1 1 2 2
Tot al : 100 100 100 100 100 100 100
Base: 185 202 192 174 245 753 998
- - nil respondents
Hi ghlighting the inportance of the VFR (visiting friends and
relatives) market to G anpian, around one three respondents
spending at least one night away from home in Ganpian were

staying in the hones’

Servi ced acconmpdation was al so inportant

of friends or relatives (34%.

to visitors to the area

alnmost a quarter of respondents staying

slightly | ower
breakfasts (21%.

There were significant
used by origin of visitors:

Scottish visitors:

proportion

stayi ng

di fferences

t he

houses

type of

in hotels (23%

guest

More likely to stay in hotels (31% but
likely to stay in bed and breakfasts (8%.

and a
bed and

acconmodati on

| ess

13



Rest of UK visitors: Mre likely to stay with friends and
relatives (43% and in self-catering accommopdation (15%. On the

other hand they were less likely to stay in bed and breakfasts

(9% .

Overseas visitors: Mre likely to stay in guest houses or bed and
breakfasts (43% but less likely to stay wth friends and
relatives (25% and in self-catering accommodation (5% .

The majority of business visitors were staying in a hotel (76% .

Previous Visits

Just over a third of Ganpian’s non-resident visitors were on
their first ever visit to the area (37%. Visitors to Mray and
Sout h Aberdeenshire were nore likely to be on a first tine visit
(39% and 41% while visitors to the City of Aberdeen were

significantly less likely to be on a first time visit (30%.

Around one in five business visitors were on their first ever
visit to the area (21%.

Transport Used to Get to G anpian

The private car was the npbst comon neans used by visitors to get
to Granpian: around three in every five visitors travelled to the
area by this means (61% . The conparative figure for Scotland was
63% anongst British tourists. A further 15% of visitors to

Granmpi an travelled by plane and 11% by hire car.

Visitors to the City of Aberdeen were considerably nore likely to
travel by plane, train or public bus (35% 15% and 11%
respectively). These findings reflect the wide range of transport

links available in this particular area.

Not surprisingly, overseas visitors were considerably nore likely
to travel to the area by hire car (32% and plane (30% .

Transport Used in G anpian

In terns of transport used whilst in the area, again the private
car dominated, used by alnmpbst three-quarters of respondents (72%.
Visitors to the City of Aberdeen were again less likely to travel
by private car and instead travel around by foot (20%, public bus
(19%, or hire car (13%.

14



Mbti vati ons and | nfl uences

Mai n Reasons for Visiting G anpian

Al  respondents were asked what attracted them to visit the

Granpi an ar ea.

Table 4— Main reasons for visiting G anpian (%
Base: All respondents (N=1, 455)
Gty South  Nort Centra Mray Ganpian LEC Tot al Tot al
h | St ayi ng

Visiting 35 19 27 19 18 25 27 23
friends/rel atives
Came for a specific 16 7 12 16 7 13 7 11
event/attraction
The castl es 1 22 11 12 9 12 12 11
Used to live here/
wanted to cone 10 11 13 8 11 10 12 11
back/ been
bef ore/regul ar visitor
Recommended/ never been
before/wanted to see it 12 11 12 12 8 12 12 10
Lovel y 4 20 8 6 11 10 11 10
scenery/ countrysi de
Li ke the areal/coast 10 9 5
Lei sure activities e.g. 2 10 3 12
gol f, fishing
Whi sky/ distilleries 15 3 7 6
Touri ng/ seeing as nuch 6 5 5 7 5 6 6 5
as possible
Shoppi ng 10 2 * 2 3 4 2 4
Total : 100 100 100 100 100 100 100 100
Base: 263 261 234 265 432 1,023 1,201 1, 455

*

- Less than 0.5%

Hi ghlighting the inportance of the VFR narket to G anpian, alnost
a quarter of visitors to Granpian said this was their main reason
for visiting the area (23%. This was by far the main reason for
visiting the area. Nevertheless, Ganpian clearly offers a nunber
of attractions to visitors and this is highlighted by the fact
that around one in ten visitors indicated they canme to the area
for a specific event or attraction (11% and the same proportion
stating that they were attracted by the castles (11%. Lei sure
activities and whisky distilleries were also relatively inportant,
each nmentioned by 6% of respondents. It should be noted that the

met hodol ogy used in this survey and the choice of interview

15



| ocations would have under-represented the proportion of visitors
in the area participating in formal activities such as playing

golf, hill-walking and other simlar pursuits.

The fact that visitors had been to the area before, whether on a
previous visit or that they used to live in the area was also a
significant attraction (11%. Conversely, for those who had never
been to the area before this in itself was an inportant reason for
visiting (10%. The scenic qualities of the area were also
hi ghlighted by the mention of the beautiful countryside and coast

— 10% and 7% respectively.

There were significant differences in the notivations to visit
Granpi an by the sub-areas:

« City of Aberdeen: Visiting friends and relatives was nost
important anongst visitors to the City of Aberdeen (35%.
O her inportant reasons include conmng for a specific event or
attraction (16% and shopping (10% .

e Aberdeenshire South: The castles (22%, |lovely scenery and
countryside (20%, the mountains and hills (9% and the peace

and quiet (8% were the main attractions of this area.

e Aberdeenshire North: Visiting friends and relatives was by far

the main reason for visiting this area (27%.

e Aberdeenshire Central: Specific events and attractions were
nmore inportant for visitors to this area (16% as were |eisure

activities (129% and visiting National Trust properties (6%.

e Moray: VWi sky and distilleries were considerably more of an
attraction anongst visitors to this area (154 as were the
wildlife and nature reserves (8%.

16



Mai n Requirements of a Holiday Destination

Still on the subject of motivations for visiting Ganpian, those
respondents on holiday, including those visiting friends and
relatives on holiday were asked what their requirenents were in
choosing this type of holiday.

Table 5 - Main Requirements for Choosing Granpian for a Holiday (%
Base: All respondents on holiday (N=1,146)
Gty South  Nort Centra Mray Ganpian Tota
h | LEC |

Visiting friends/rel atives 34 17 24 19 10 23 19
Scenery/ countrysi de 10 28 12 13 22 16 18
Si ght seei ng 7 5 23 30 13 16 15
Cast | es/ nuseuns 11 15 17 16 12 15 14
Good pl ace to rel ax/unw nd 9 10 12 14 12 11 12
Lots of interesting places 9 12 8 15 10 11 11
to visit
Peace & qui et 2 16 9 6 14 9 10
Hi storic pl aces/the 9 12 6 8 8 9 9
hi story
Leisure facilities e.g. 4 9 5 14 7 8 8
gol f, fishing
Just want ed to | ook 9 4 2 8 7 6 6
around/ touri ng
Good for wal ki ng 2 10 3 5 9 5 6
Good accomodati on (val ue
for noney) 4 11 4 4 6 6 6
Distilleries 5 3 2 4 6 3 4
Total : 100 100 100 100 100 100 100
Base: 182 223 194 200 347 799 1,146

Once again, the inportance of the VFR market is highlighted by the
fact that around one in five respondents nentioned they were
visiting friends and relatives (19%. This time however the
scenic qualities of Ganpian were of nobre inportance to those on
holiday with just under one in five respondents nentioning the
scenery and countryside (18% and a further 15% indicating they

wer e | ooking for good sightseeing opportunities.

Specific attractions and interesting places to visit were also
important factors in choosing Ganpian for a holiday (14% and 11%
respectively). Also, the opportunity to relax and unwi nd and the
peace and quiet of the area were inportant influences for choosing
Granpi an as a holiday destination (12% and 10% respectively).

17



I nfluences on the Decision to Visit

Hi ghlighting the inportance of repeat visits to the area, the
| argest proportion of visitors were influenced by a previous visit
(479 . The inportance of informal information sources was also
enphasi sed by the fact that around three in ten respondents were

influenced by advice fromfriends and rel atives (29% .

The various formal information sources were considerably |ess
important — 12% of visitors cited the influence of a tourist
brochure and 11% referred to the role of a guide book. Anongst
overseas visitors to the area, both tourist brochures and guide
books had considerably nore influence, nentioned by 21% and 32%

respectively.

The Visit

Attractions Visited

Respondents were presented with a list of attractions in G anpian
and asked to indicate which, if any they had already visited and
which they intended to go to during their stay in the area.

The nost popular attraction was Baxters of Speyside, with around
one in six respondents claimng they had already or intended to
visit the attraction (16%. The two other main attractions were
Genfiddich Distillery and wal king around Aberdeen city centre,
each visited by around one in seven respondents (14%. Al t hough
wal ki ng around Aberdeen is not a ‘pure’ visitor attraction it is
clearly seen as an attraction in its own right, recording a

relatively high nunmber of visits.

Activities

One of the key question areas within the survey was to ascertain
the inmportance of different types of activities anongst visitors
to G anpian. Respondents were asked to indicate which activities
they spent nost of their time doing during their visit to the

ar ea.

Not e: Wil st every effort was nade to cover as nany different
types of interview site as possible within the survey methodol ogy,
this approach will always tend to slightly undercount a nunber of

the nore active and renote pursuits e.g. golf.

18



Table 6 - Activities undertaken in G anpian (%
Base: All respondents (N=1, 455)

G anpi an Total Staying Tot al
LEC

Non-sporting activities: 93 95 94
Gener al 66 75 68
si ght seei ng/ touri ng
Visiting historic tourist 43 45 40
attractions
Rest and rel axation 34 37 34
Shoppi ng 25 23 24
Visiting ot her touri st 20 25 23
attractions
Visiting nuseuns & art 26 20 20
galleries
Vi siting gardens 16 15 13
Sporting activities: 15 15 14
Attendi ng events (s): 5 4 4
Total : 100 100 100
Base: 1,023 1,201 1, 455
* - Less than 0.5%

- - nil respondents

Visitors to Granpian spent nost of their time during their trip on
‘passive’ activities with the vast majority indicating they spent

nmost time doing some form of non-sporting activity (949% .

The largest proportion (68% undertook general sightseeing or
touring whilst in Ganpian although a simlar proportion visited
historic tourist attractions e.g. castles, heritage sites or other

types of tourist attractions e.g. distilleries (63%.

Sporting (or active) pursuits were less prolific anbngst visitors
to the area with only one in seven visitors clainmng to spend nost
of their time undertaking a sporting activity (149. The main
sporting activity was wal king with 8% of respondents spendi ng nost
time doing this activity. No other sporting activity was

nmenti oned by 2% of respondents.

There were sone interesting variations in the types of activities

undertaken by the sub-areas:

e City of Aberdeen: Visitors to this area were rather nore
likely than average to go shopping (38%, visit nuseuns and
arts galleries (57% and attend events (8%.

¢ Aberdeenshire South: More popular anbngst visitors to this

area were general sightseeing or touring (79%, visiting

19



historic tourist attractions (62%, visiting gardens (21% and
wal ki ng (15% .

e Aberdeenshire North: Rest and relaxation was significantly

nmore popul ar than average anongst visitors to this area (44%.

e Aberdeenshire Central: Visiting historic tourist attractions

(46% and sporting activities (20% were nore popul ar.

e Mray: Mre likely to go general sightseeing or touring (72%
and visit other tourist attractions (29%.

Informati on Sources Used During Visit to Granpian

Just under a third of visitors indicated they had used a Touri st

Informati on Centre during their visit (32%.

Li kes and D slikes

To aid understanding of visitors’ perceptions of the ‘tourism
product’ Ganpian has to offer, respondents were asked,
unpronpted, to specify the two things they I|iked npst about the

ar ea.

20



Table 7- Two things |ike nost about G anpian (%

Base: All respondents (N=1, 455)
Cit South North Centra Mray G anpian Tot al Tota
y | LEC Stayin |

Lovel y scenery 14 39 25 29 40 27 391 31
Friendly people 23 16 24 19 24 20 24 21
Peace and qui et 3 19 21 8 16 12 14 13
The countryside 10 11 13 14 15 12 13 13
The hill s/ mount ai ns 8 18 3 16 9 12 11 11
Lots do and 11 5 8 12 6 9 7 8
see/attractions
Castl es 13 8 10
Coast al 7 18 4
Architecture/granite/old 16 4 4 4 2 7 5 5
bui | di ngs
Hi story 5 4 3 7 4 5 5 5
Fresh air/air quality 3 3 6 3 3 4 4 4
Open spaces 3 5 3 4 4 4 4 4
Lovely clean area 5 5 2 2 4 3 4 4
Not nuch traffic 2 4 3 5 3 4 4 4
Tot al : 100 100 100 100 100 100 100 100
Base: 263 261 234 265 432 1,023 1,201 1, 455

* - Less than 0.5%

The scenery and natural environnment were the nost inportant
aspects of Ganpian which visitors liked with around three in ten
visitors nentioning the scenery in general (31% and a simlar
proportion mentioning specific aspects of the natural environment
such as the countryside, coast or hills and nountains (32% . The
friendly people and tranquillity of the area were also key
strengths of the area (21% and 13% respectively).

Hi ghlighting the different strengths and weaknesses of different
areas within Ganpian there were sone interesting variations in
the particular likes of visitors to the five-sub areas. For
example visitors to the City of Aberdeen were nore likely to
mention the architecture of buildings (16% and shopping (12%,
while visitors to Aberdeenshire South were nore likely to nention
the lovely scenery (39%, the peace and quiet (19%, hills and
mount ains (18% and the castles (13%.

Hi ghlighting the positive attitude towards G anpian, over half of
visitors interviewed clained that they disliked nothing about the
area (59%. This proportion was hi ghest anpbngst visitors to Mray
(70%, possibly indicating slightly higher levels of satisfaction
and decreased to 48% anongst visitors to the City of Aberdeen.
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Expect ati ons

For around half of holiday visitors, their visit to Ganpian
sur passed expectations (50% . This proportion was slightly higher
anmongst those interviewed in Aberdeenshire Central and Mray (54%
and 55% respectively) and |ower anpbngst visitors to the City of
Aberdeen (33% . Just under half of visitors indicated their visit

was about the sane as they expected (45%.

Recommendat i on of Granpi an
Encouragingly, nearly all visitors clained they would reconmend
Granpian to friends and relatives (96%9 w th the bias towards the

nore positive category of ‘strongly recommend (74%.
Li kel i hood to Visit Granpian in the Future

Enphasi sing the high levels of satisfaction with the area, nine in
ten of non-residents indicated they would be likely to return to
the area (90% with the mgjority in the highest ranking category
of ‘very likely'.

Expendi ture

Finally, visitors were asked to indicate how nmuch they had spent
on their trip to G anpian. Respondents were asked how nuch they
had spent on various elenments of their trip over the previous 24

hours on thensel ves and any ot her nmenbers of their party.

Table 8 - Expenditure per person day — all visitors
Base: Al visitors (N=1,455)

Cty Sout h Nort h Central Mor ay G anpi an Tot al
* Acconmodat i on £12.18 £22. 46 £11. 67 £15. 96 £14.01 £1L5FT(;1 £15. 28
Food and dri nk £10. 38 £9. 88 £9. 14 £9. 87 £8. 63 £9. 84 £9. 48
Ent er t ai nment £2.42 £2. 36 £2.95 £4.73 £1.49 £3.13 £2.64
Shoppi ng £9.41 £10. 54 £6. 32 £5. 41 £11.31 £7.96 £8.94
Transport £4. 47 £4.81 £5. 97 £6. 68 £4.73 £5. 47 £5. 25
Total : £34.11 £45. 27 £33. 00 £36. 64 £33. 06 £37. 38 £36. 06
Base 263 261 234 265 432 1,023 1, 455

* Based on those respondents spending 1 night in Ganpian in conmercial acconmodati on

Typically, visitors to Ganpian, including day-trippers spent £36
per person per day (including acconmodation). Acconmmodat i on

accounted for the largest proportion of total expenditure (42%.
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The conparative figure recorded for Scotland was 30% anpbngst
British tourists.

The average spend per person per day for those respondents
spending at least one night away from honme is £41. Not
surprisingly, the average spend per person for those on a day trip
was considerably |ower at £13.

Business visitors to G anpian spent an average of £93 per person
per day.

Those market segments spending nore than the overall average per
day included; overseas visitors (£57), those on holiday (£47),
those staying in hotels (£71), and first time visitors (£50)
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SURVEY OF POTENTI AL VI SI TORS

Scot s

In an attenpt to measure the current level of visits to Ganpian
and assess the likelihood of future visits anpbngst Scots, a series
of questions were included in System Three's nonthly omibus
survey in May and August 1999. Around 1000 adults aged 16 or over
were interviewed in-hone in over 30 sanpling points throughout

Scotl and. The key results fromthis survey were as foll ows:

¢ The main reasons cited for not visiting Ganpian were the |ack
of appeal and interest in the area, a preference to go
el sewhere in Scot | and or t he UK  and t he relative

inaccessibility of the area

¢ The main strengths of Granpian were seen to be the attractive
countryside and coastline and things to do and see such as good

wal ki ng opportunities, tourist trails and castles.

¢ The cold and wet weather was perceived to be the main weakness

of the area
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Non- Scot s

In order to quantify the views of potential non-Scots visitors to
Grampi an and to gain an understandi ng of the issues which night be
addressed to encourage the conversion of these potential visitors,
research was also undertaken with this market. A total of 487
face-to-face interviews were undertaken with visitors to Scotl and
at a nunber of selected holiday destinations outwith G anpian.

Granpian was seen by nmany to have beautiful scenery wth
significant proportions of respondents associating the area wth
attractive countryside and coastline. The area was al so perceived
to have strong connections with history and culture, castles,
whi sky, wal ki ng opportunities and tourist trails.
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Table -9- Levels of agreenment with attitude statenments(%
Base: All respondents (N=487)

Agr ee Agr ee Nei ther Disagree Disagree Don’t know
strongly strongly
I don't know nmnuch about this 32 53 5 7 1 2
area
This area is too far away from 3 30 15 37 4 11
t he mai n touri st route in
Scot | and
There’s not nmuch to see and do 1 5 20 40 8 25
in this area
It would take too long to get to 4 32 14 34 6 9
this area
I would like to visit this area, 9 59 11 15 2 4
it just did not fit in with ny
pl ans for this holiday
It is not an area for holidays 1 6 17 48 10 17

There would appear to be considerable opportunity to raise
awar eness of the G anpian area anmongst non-Scots visitors, wth
85% of respondents agreeing with the statement “l don’t know ruch

about this area.”

A significant mnority of respondents felt that the area was
difficult to get to with around 1 in 3 respondents stating that
the area is some distance away from the main tourist routes and
that it takes too long to get to the area - 33% and 36%

respectively.

Al though only a few per cent believed that there is not nuch to
see and do in the area, around half of respondents neither agreed
nor disagreed or were unable to answer the question (45%,
suggesting there is considerable scope to educate potential

visitors on the activities on offer in G anpian.

Encouragi ngly, over two-thirds of respondents would have liked to
visit Granpian on this trip to Scotland but it did not fit in with
their plans (68% .

Finally, with around a third of respondents undecided as to
whether the Ganpian area is suitable for holidays (34%, this
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woul d again suggest there is an opportunity to increase pronotion

of the area as a holiday destination.
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FOCUS GROUPS AND DEPTH | NTERVIEWS W TH EXI SI TNG
AND POTENTI AL VI SI TORS

In order to obtain detailed informati on on the perceptions, inages
and opinions of both visitors and potential visitors to G anpian,
a series of focus groups and depth interviews were undertaken to
suppl ement the face-to-face surveys wth both existing and
potential visitors. Respondents were recruited on the basis of
origin (Scots, rest of UK and overseas visitors) and lifecycle
characteristics.

Per cepti ons

When asked what the word ‘G anpian’ nmeant to them for nost
English and overseas respondents it neant very little. Although a
reasonabl e number of Scots were aware it was an adninistrative
area in Scotland, many had very |ow awareness |evels about the

| ocation and content of the area.

The area’'s connection with royalty was recogni sed anongst nearly
all visitors. Anmongst those respondents who had visited the area
or were currently visiting the area, the association wth

beauti ful scenery was wel | -established.

The area was seen as a holiday destination for those individuals
who like the outdoor life, with particular interests in activities
such as walking, fishing and field sports. A significant
proportion of Scottish respondents associated the area w th whisky
but this view was generally not shared by English and overseas
respondents. Al though many recogni sed the area had many castl es,
considerably fewer were of the view that G anpian had a variety of
other visitor attractions.

For many respondents Ganpian was associated with peace and
tranquillity and therefore seen to be a destination for a rel axing
hol i day. It was generally viewed as a short break destination as

opposed to a nmain holiday destination.

Experi ence

It was recognised by all types of visitors that a car was
necessary to visit many of the towns and villages dispersed
t hroughout the area. Although the majority of respondents

commented they were satisfied with the level of provision of
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things to do on the area, there was a view anongst sone of the
younger respondents that nore organi sed outdoor activities could

be made avail abl e.
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Reasons for not visiting G anpian

For most respondents the |ack of know edge about the area and its
tourism product were the nmain reasons for not visiting. There was
a concern that, with the exception of Balnmoral, the area had no

‘must see’ attractions or events.

Factors which might encourage a visit

The mgjority of respondents were of the view that increased
promotion of the area was essential. There was also a view that
devel opment and pronotion of inproved transport |inks both wi thin

the area and to the area could encourage visitors to the area.

The availability of holiday packages to the area conbining
accomodati on, food, transport, possibly care hire and sone
activities at an affordable price could al so encourage respondents
to visit the area. Younger respondents, in particular were of the
opinion there was also a need to package and pronote the

activities available in the area at a reasonable price.

Anongst potential famly visitors the devel opnent and pronotion of
facilities for children was also seen as of considerable

i mportance to encourage visits to the area.
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