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A mainstreaming and progress report on VisitScotland’s work around
equality and diversity, in line with our obligations under the Scottish
Specific Duties of the Public Sector Equality Duty .

VisitScotland aims to ensure that all of our information is accessible. Information can
be made available in a range of different formats including large print and braille. If
you would like this information in any of these formats please contact:
Telephone: 0131 472 2222
1

Email: content@visitscotland.com
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Chief Executive’s Foreword
Mainstreaming equality and inclusion is at the heart of our aims and
ambitions for tourism in Scotland. It is very much a long term
strategy and economic driver for VisitScotland, and one that fully
supports Scotland’s Economic Strategy of targeted investment,
innovation, inclusive growth, and internationalisation.
This report provides a summary of the progress we have made
towards achieving the expanded equality outcomes we set in 2015
and outlines our new set of outcomes for 2017. It confirms our
ongoing commitment to reducing discrimination, promoting equality
of opportunity and fostering good relations between different
groups in our society both within VisitScotland and in the wider Scottish population.
Our 2017 outcomes build on and develop further the progress made with our 2013 and
2015 commitments, and provide a solid foundation from which we can aspire to the 2017
outcomes until we publish our next progress report in 2019.
We have worked hard over the past two years to ensure that the information, products
and support we provide to our customers and stakeholders are fully inclusive and reach
the widest possible audience. In addition to our successful worldwide Spirit of Scotland
marketing campaign, we have supported significant themed year activities, and our 2016
outreach programme took us to some of the highest profile events in Scotland and allowed
us to further develop relationships with industry partners. By the end of the outreach
programme we had attended 30 high profile events reaching a potential diverse audience
of 1 million people and directly engaged with 15,000 event goers.
Our Inclusive Tourism programme aims to ensure that tourism in Scotland is inclusive and
available to all, and realises the economic benefits of what is a growing market in Scotland.
The programme has progressed significantly with improved accessible guidance and a
major upgrade to our online access guide tool for businesses, which for the first time will
enable users to search online for their specific need requirements. To further develop and
support fully inclusive tourism, we have explored the potential of social tourism with
industry and other public sector partners, successfully providing a significant number of
short breaks or day trips to vulnerable and disadvantaged families.
We provide equality and diversity training to our staff and have introduced a new staff
equality group whose primary task is to support our strategy of mainstreaming equality
and diversity across the organisation. We are fully committed to developing employment
opportunities for young people in the tourist sector and offer paid graduate and Modern
Apprenticeships placements, as well as a number of other work experience and internship
opportunities for young people.
We are also keen to promote equality in the wider public sector in Scotland, and through
our partnership working with the Scottish Government, Local Authorities and the NDPB
Equality Forum we actively contribute to the exchange of best practice and provide crossbody support with equality legislation and new initiatives.

Malcolm Roughead
Chief Executive
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Introduction
About VisitScotland
VisitScotland is Scotland’s national tourism organisation. Its principal role is to
market Scotland to the world as a fully inclusive tourism destination, attracting as
many visitors, with as high a visitor spend, as possible.
We provide information, inspiration and quality assurance to visitors and potential
visitors to ensure that they experience the very best of Scotland and work closely
with private businesses, public agencies and local authorities, providing quality
advice to help the industry meet, and strive to exceed visitors' expectations,
ensuring that Scotland makes the most of its outstanding tourism assets and fully
realises its potential.
We are a medium-sized organisation, with a core workforce of over 500 employees
working in teams across Scotland in a number of local offices and a network of over
70 Information Centres. The total workforce increases during the summer period to
just over 700 employees as temporary part time staff are employed in the
Information Centre’s to accommodate greater visitor numbers. The workforce is
predominantly female at most levels of the organisation.
Since our last report our staff have successfully gained professional qualifications
from bodies such as the Chartered Institute of Marketing and the Chartered Institute
of Public Relations, and we continue to promote a wide range of business focused
personal development opportunities for all staff including a strong mentoring and
management development programme. We additionally have 58 speakers of foreign
languages.
Our vision is be a world leading National Tourism Organisation, which makes a
significant contribution to Scotland’s economy and people the length and breadth of
the country through our activities domestically and internationally. Our core purpose
is to deliver sustainable and inclusive economic growth and this is supported by a
number of strategic and cross-cutting themes.
At VisitScotland we believe that tourism is leading social and economic
transformation across Scotland – it creates jobs, sustains communities and provides
a critical shop window for business activity across all sectors. We work in partnership
with a wide range of stakeholders to deliver on a local, national and international
stage, creating economic benefit for every corner of Scotland.
In 2015, spending by overnight visitors contributed £5.1 billion to the Scottish
economy, £1.3 billion of which was contributed by visitors in the Accessible Tourism
market2. We therefore have a crucial role to play in helping deliver the Scottish
Government’s purpose to focus government and public services on creating a more
successful country, with opportunities for all of Scotland to flourish, through
increasing sustainable economic growth.
2

Figures from the Great Britain Tourism Survey (GBTS), the Great Britain Day Visitor
Survey (GBDVS)
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Our objectives
Our Corporate Plan for 2017 – 2019 outlines five strategic themes to support us in
the delivery of our core purpose:


Marketing: We will market Scotland and its outstanding assets to visitors from all
parts of the world, including the promotion of Scotland to people living in
Scotland, to visit different parts of the country.



Events: We will support the national events strategy and its delivery and sustain,
develop and promote Scotland’s international profile as one of the world’s
foremost events destinations.



Quality and Sustainability: We will provide support and advice to businesses,
with the goal of improving the quality and sustainability of the tourism sector in
Scotland and we will provide assurance to visitors through our Quality Schemes.



Inclusive Tourism: we will strive to make tourism in Scotland inclusive and
accessible to all.



International Engagement: we will utilise all our platforms to enable Scottish
based tourism businesses to better understand international opportunities and
market to a global audience and we will optimise the potential afforded by
Scotland’s Diaspora and our strategic partnerships at regional, European and
global levels.
The above strategic themes are complemented by seven cross-cutting themes
which will drive our activity:








Operational Excellence
Digital Leadership
Developing Our People
Knowledge Exchange
Local Engagement
Customer Experience
Working in Partnership
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Scotland - A spirit of its own
In 2016 we launched our first ever global brand tourism marketing campaign for
Scotland.
The Spirit of Scotland campaign is intended to be fully inclusive and is underpinned
by developments in our digital offering, customer experience and partnerships. To
date over 65 million people have viewed our broadcast films and mini
documentaries3, and the referrals generated from our website visitscotland.com4
have a potential worth of over £500 million to industry businesses. Our campaign
partners have helped us extend our reach and reputation.
As part of the campaign, we aim to recruit as many ambassadors for Scotland as we
can by encouraging everyone in Scotland and everyone who cares for Scotland
irrespective of who they are or where they are from, to get behind a movement called
#ScotSpirit. The movement began with earnest in February 2016 and has amassed
over 200,000 followers.
The #ScotSpirit movement goes beyond standard destination marketing and aims to
impact every industry, business and person. We know that people across the world
are either proud to be part of Scotland or are proud to have visited here. It’s about
turning all those who have been touched by that feeling that you can’t put into words
– whether it’s from visiting the landscapes, dancing with the local people, having a
joke with a Glasgow taxi driver or the elation after climbing Ben Nevis - into our own
kindred spirits of Scotland.

Scotland’s Themed Years – Celebrating the very best of Scotland
Themed Years give Scottish tourism an inclusive edge and create a strong
collaborative platform to promote Scotland and its valuable attributes. Themed
Years aim to be fully inclusive; communities, equality groups and tourists are
targeted with visitor information as part of the wider market segments in which they
sit. Using themes around which we can collaborate also helps deliver results –
attracting new visitors, extra expenditure and an opportunity to shine the spotlight on
Scotland’s assets and icons in new ways.
A strong project governance structure is in place to ensure the effectiveness of
Scotland’s Themed Years at both a strategic and delivery level. This is achieved
through regular Steering and Working Group meetings chaired by VisitScotland and
include senior representatives from a wide range of partner organisations relative to
the particular themed year.

3
4

https://www.visitscotland.com/campaign/spiritstoriesvideos
www.visitscotland.com
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2015 Year of Food and Drink

5

The Year of Food and Drink 2015 was a phenomenal success, helping to raise the
profile of Scotland’s outstanding natural larder on the world stage. It built on the
momentum generated by previous Themed Years, further developing Scotland’s
reputation as a Land of Food and Drink.
Promoting our food and drink is a recipe for success with two out of three visitors to
Scotland stating that quality of food is an important factor when deciding where to go
on holiday. Over one million people attended Year of Food and Drink 2015 events
and over 200 events took place in 2015, celebrating the role that food and drink play
in shaping Scotland’s economic success.
During 2015, VisitScotland also celebrated the 1000th awardee of the Taste Our Best
accreditation scheme, a quality assurance initiative that recognises eateries that
provide and promote quality Scottish produce. As part of the accreditation,
assessors rate the overall eating experience, the extent to which Scottish produce
(at least 40%) is used and promoted, and staff knowledge of the produce on the
menu and its provenance.
The EQIA for the year, developed in partnership with the Scottish Government and
other participative partners identified particular opportunities related to multicultural
communities, disabled people and young people.6

2016 Year of Innovation, Architecture and Design

5
6

Photo Credit - BEMIS - Empowering Scotland’s Ethnic and Cultural Minority
EQIA – 2015 Year of Food and Drink
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The 2016 Year of Innovation, Architecture and Design (YIAD) has built upon the
momentum generated by preceding Themed Years to highlight, celebrate and
promote Scotland’s rich talent and diverse achievements.
From textiles and technology to architecture and fashion, the year-long programme
which ran until 31 December 2016 shone a spotlight on Scotland’s greatest assets
and icons, as well as its unique hidden gems. The aims and objectives of the 2016
YIAD are: Promotion, Celebration, Participation, Collaboration and Business
Engagement.
Twenty eight supported events together with the Festival of Architecture 2016
delivered a programme of activity which spanned the country whilst the industry and
wider business sector have developed new products and services celebrating the
year including award categories, trails, competitions and branded promotions. There
has also been a wealth of inspirational 2016 themed coverage across media titles
including British Vogue, The New York Times and Conde Nast Traveller.






7

Through the Festival of Architecture 2016 and the 2016 Year of Innovation,
Architecture and Design programme of activity, a wide-range of visitors,
locals, diverse groups and communities have been able to immerse
themselves in the wealth of our architectural heritage, creativity and
pioneering spirit here in Scotland. Examples include:
An open competition for young creative people to design the logo for the year.
The competition provided a great opportunity for the successful young person
to add a design to their portfolio with the potential to be seen by millions of
people and become highly recognisable during the year.
In March 2016, Hinterland marked the official launch of Scotland’s Festival of
Architecture with a night-time public art event at St Peter’s Seminary in
Cardross, Argyll and Bute, presenting a key highlight of the Year of
Innovation, Architecture and Design. Almost 50 years to the day since the
seminary opened, Glasgow based public art charity NVA presented Hinterland
to 8,000 audience members over 10 nights. The event was also able to
provide local public benefit through skills development and volunteering
across a range of event roles.

Photo Credit - The Union / VisitScotland, all rights reserved
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Building on the success of earlier programmes, BEMIS Scotland and partners
invited multi-cultural communities across Scotland to join the celebration of
the Year of Innovation, Architecture and Design supported by a funding
contribution from the Scottish Government.
Edinburgh International Science Festival: Offered multiple free or highly
subsidised experiences in the programme alongside ticketed events to ensure
the aims of inspiring people of all ages and backgrounds were met.
A wide range of 2016 YIAD partner programmes also developed activity
targeted specifically at youth, ahead of the 2018 Year of Young People
(YoYP). This has included National Museums Scotland developing a careerbased trail around the museum to inspire young people into STEM subjects,
Doors Open Days giving free access to buildings across the country, including
welcoming over 1,000 visitors to the recently opened Engine Shed, an
educational centre for historic building conservation and Historic Environment
Scotland events aimed at young people have taken place such as the
Edinburgh Traditional Building Festival at Craigmillar Castle which saw school
children and members of the public have a go at traditional skills.

The EQIA for the year, developed in partnership with the Scottish Government and
other participative partners identified particular opportunities to further boost
accessibility for disabled and older people and also related to pregnancy and
maternity.8

2017 Year of History, Heritage and Archaeology
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Scotland has a wealth of riches in history, heritage and archaeology and a strong
strategic framework supporting and leading the sector. The 2017 Year of History,
Heritage and Archaeology (YHHA) presents a unique platform for a number of
partners to work in closer collaboration to achieve shared goals and generate a
legacy of stronger partnership working to enhance the ongoing delivery of sectoral
8
9

EQIA - The 2016 Year of Innovation, Architecture and Design (YIAD)
Photo Credit - copyright © VisitScotland
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strategies. The aims and objectives of the 2017 YHHA are: Promotion, Celebration,
Participation, Collaboration and Business Engagement.
YHHA will not be exclusive and will embrace a wide range of inclusive activity and
content aligned to the themes of History, Heritage and Archaeology. The year will
celebrate both our tangible and intangible heritage – our buildings, visitor attractions,
archaeological sites as well as our diverse stories, traditions and culture – with a
focus on engagement and participation.
The strategic context for the year sits within Tourism Scotland 2020 and The
National Events Strategy (2015) with a range of partners’ activities and strategies
including:










Our Place in Time – The Historic Environment Strategy for Scotland (2014)
seeks “to ensure that the cultural, social, environmental and economic value of
Scotland’s heritage makes a strong contribution to the wellbeing of the nation and
its people”.
Scotland’s Archaeology Strategy (2015) complements the Historic
Environment Strategy. Its 2025 Vision is “To Make Archaeology Matter - We
want to live in a Scotland where archaeology is for everyone!”
The Scottish Government’s Policy Statement for Architecture and place for
Scotland – Creating Places (June 2013)
Creative Scotland’s 10 Year Plan, Unlocking Potential, Embracing Ambition
(2014) highlights that “Our creative culture is increasingly diverse, reflecting and
interrogating history, shaping and anchoring people and communities...”
Going Further – Scotland’s National Strategy for Museums and Galleries
(2012) is the first strategy for the whole sector.
Highlands and Islands Enterprise Culture Policy – Ambitious for Culture
(2013) recognises the contribution of the Heritage sector to social and economic
growth. Heritage assets, both tangible and intangible, can powerfully define the
identity of a community, a region and a country.

In October 2016, over 300 tourism businesses attended an industry conference to
launch plans for the 2017 YHHA. This focused on providing information about the
year as well as an engaging line-up of speakers, insights and networking
opportunities10.
The dedicated 2017 History, Heritage and Archaeology Signature Event fund was
launched in May 2015 to support both new and existing events with additional
elements celebrating one or more of the three themes. Successful Signature Events
will support the objectives of the year which include promoting Scotland, celebrating
our achievements, encouraging significant participation and engagement and
boosting both local and national tourism.
The Heritage Lottery Fund (HLF) is also an active and supportive partner in 2017’s
Year of History, Heritage and Archaeology. HLF has funds, raised through the
10

www.visitscotland.org/HHA2017.aspx
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National Lottery, available for exciting new projects to help people up and down the
country explore, enjoy, and share the heritage we all care about11.

11

Heritage Lottery Fund Grant Programmes
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Our approach to Equality
Enhancing inclusive access to tourism in Scotland, promoting the social and
economic benefits of fostering good relations within the tourism industry and
between tourism businesses and visitors, and supporting positive opportunities for
the sector, are key features of each of our business strategies.
We fully recognise that mainstreaming equality is both an important and long term
strategy that requires clear leadership commitment and ownership from all staff
across the organisation, together with an acknowledgement that it also requires time
and resource to achieve.
It is therefore an integral driver of our function as a service provider to both tourism
businesses and visitors, and also of our own commitment as an employer, and we
strive to mainstream the delivery of equality throughout our organisation.
In essence this means that equality implications should be considered in the same
way as other factors when making business decisions, such as when carrying out a
risk analysis or determining the business benefits of a new policy or practice.
Our dedicated equality outcomes outline the focus of our work towards meeting our
duties as a public authority under the general equality duty of the Equality Act 2010,
which are to have due regard, in the exercise of our functions, to the need to
eliminate discrimination, advance equality of opportunity and foster good relations.
Our staff are encouraged to take an active role in promoting equality and some are
actively committed to doing so. Our Head of Global Brand Marketing is the first
Female Chair of the Marketing Society in Scotland and in supporting their ‘Mind the
Gap’12 initiative to support greater equality in the workplace at all levels, said:
“The Inspiring Women initiative is borne out of recognition that as a marketing
community we must work harder to ensure greater equality in the workplace, at all
levels.
“Where there is inequality we need to understand why and most importantly take
proactive steps to address it. Now is the time to work smarter and harder to build a
more balanced marketing community and culture.”
In this report, we provide an update of our progress towards each of our equality
outcomes, and towards integrating our equality duties into the overall work of our
organisation.

12

http://www.mindthegapscotland.co.uk/
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Meeting our Equality Duties – The Legislative Context
The Equality Act 2010
The Equality Act 2010 consolidated a range of equality laws that had been in place
since the 1970s. The Act sets out the ‘protected characteristics’ – the personal
characteristics that are protected by law.
Under the Act, the protected characteristics are:










Age
Disability
Gender reassignment
Marriage and civil partnership
Pregnancy and maternity
Race
Religion or belief
Sex
Sexual orientation

It is unlawful to discriminate, harass or victimise another person on the grounds of
their having a protected characteristic, or if there is a perception that they have a
protected characteristic, or if they are associated with someone who has a protected
characteristic. The Act also protects people who have a protected characteristic
against discrimination relating to employment – both when engaged in and when
seeking employment.
The Equality Act 2010 forms the foundation of our Equality policy. It is our policy to
provide employment and service delivery equality to all, irrespective of their
protected characteristics.

The Public Sector Equality Duty
On 5 April 2011, the public sector equality duty in the Equality Act came into force.
VisitScotland is subject to this duty, which comprises both a general equality duty
and specific duties.

The General Equality Duty
Under the general duty in the Equality Act itself, VisitScotland, in the exercise of its
functions, must have due regard to the need to:


Eliminate discrimination, harassment and victimisation and any other conduct
prohibited by the Act.



Advance equality of opportunity between people who share a relevant
protected characteristic and those who do not, in particular by removing or
minimising disadvantages, recognising that the needs of people in protected
14

groups may be different from others and meeting these needs, and
encouraging participation in public life.


Foster good relations between people who share a protected characteristic
and those who do not.

The Specific Duties
VisitScotland is also subject to specific equality duties that were introduced by
Scottish Ministers through the Equality Act 2010 (Specific Duties) (Scotland)
Regulations 2012. The specific duties came into force on 27 May 2012 and aim to
assist authorities in meeting their obligations under the general duty.
Under the specific duties, we are required to:


Report on mainstreaming the equality duty
The specific duties require us to report on the work we have done towards
integrating the general equality duty into the exercise of our function. The first
equality mainstreaming report was published on 30 April 2013, and we are
required to publish a report every 2 years following this date.



Publish equality outcomes and report progress towards meeting these
The specific duties also require us to publish a set of equality outcomes that
will guide us in meeting our obligations under the general equality duty. We
were required to publish our first outcomes no later than 30 April 2013, and
must publish a new set every 4 years following this date. The duties require
us, where reasonable, to involve representatives of protected characteristic
groups in the development of our outcomes, and to gather relevant evidence
relating to people sharing protected characteristics.
As required we have developed a new set of outcomes for 2017. These
outcomes build on our original 2013 commitments and develop further
progress made with our expanded set of outcomes published in 2015. We will
aspire to the 2017 outcomes until we publish our next progress report in 2019.



Gather and use employee information
We are also required to gather information on the composition, recruitment,
development and retention of VisitScotland employees in relation to their
protected characteristics. The duties require us to publish annual figures every
two years following the publication of our initial equality mainstreaming report
in 2013.



Publish gender pay gap information
The specific duties require us to publish information on our gender pay gap –
specifically, the percentage difference between men’s average hourly pay and
women’s average hourly pay – every two years as part of our equality
mainstreaming report. In this report we have published gender pay
percentage differences by both pay level and occupational segregation.

15



Publish statements on equal pay
Under the specific duties, we were required to publish an equal pay statement
in April 2013, and are required to publish a new statement every four years
thereafter.



Assess and review policies and practices
We are required under the specific duties to assess the impact in relation to
the needs of the general equality duty of applying proposed new or revised
policies and practices.



Consider award criteria and conditions in relation to public procurement
The Scottish Model of Procurement is widely acknowledged and the Scottish
Government Procurement Journey is now embedded within VisitScotland as
the principal procurement process.



Publish in a manner that is accessible
VisitScotland aims to ensure that all of our public information, including
equality information as required by the specific duties, is accessible. Our
equality reports are published on our corporate website,
www.visitscotland.org, under ‘Our Policies’.

Requirements of this report
In line with the specific duties, this report contains the following information:


Our revised equality outcomes for 2017–201913.



Our progress towards mainstreaming the equality duty14.



Our progress to date towards achieving our equality outcomes for 2013 201715.



Updated figures on the composition, recruitment and development of our
employees and a summary of how we are using this information to better
perform the general equality duty16.



Gender pay gap information, including occupational segregation17.



Publish Statements on Equal Pay18



Assessment and review of policies and practices19

13

Revised Equality Outcomes
Progress towards mainstreaming the Equality Duty
15 Progress towards meeting our Equality Outcomes
16 Gathering Employee Information
17 Gender Pay Gap Information
18 Equal Pay Statement
19 Assess and review policies and practices
14
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Award Criteria and conditions in relation to public procurement20



Board diversity succession planning21

Staff from across a range of our directorates have been involved in compiling this
report, including in particular our Equality and Diversity, Accessible Tourism, core
Human Resources (HR), Learning and Development, Corporate Communications,
Operations, Insight, and Partnership Relations teams, our Staff Innovation Group,
and representatives of senior management.

Our Equality Outcomes 2015–2019
Overview
The approach we take to addressing our equality outcomes is focused on fulfilling
our duties under the public sector equality duty. Our equalities agenda is dynamic,
continually developed and aligned with the activities of VisitScotland as a whole.
Our equality outcomes are aligned to our corporate business strategy and represent
VisitScotland’s high level and long term business commitment to equality and
diversity.
Originally informed by desk-based research and engagement with equality groups
representing people with protected characteristics, the ongoing long term investment
in our equality outcomes mean that the high level outcomes themselves will not
significantly change over time, and will continue the general theme of our first
mainstreaming report published in 2013, and our progress report in 2015. Priority
areas for action and specific activities designed to support the outcomes will
however change in focus as work to deliver the outcomes develops.
We are developing our accessible tourism approach, which primarily supported
disabled people and others with specific access requirements, to one that is more
fully inclusive and intended to meet the needs of all protected groups, with an aim to
harness the growing Inclusive Tourism market, and help make Scotland an
internationally recognised ‘inclusive destination’ with a resultant increase in
economic, cultural, and social benefits.
Our initial reports also included consideration of other groups with protected
characteristics, such as lesbian, gay, bisexual, transgender and intersex (LGBTI)
people and ethnic minority communities, and whilst our work with these groups has
continued with some progress made, our focus on working to improve the broader
benefits of inclusive tourism across a range of specific activities has meant that we
were not able to progress work with these groups to the same extent and we will
continue our work on these outcomes over the next period.
However, as part of our overall equality strategy and forward commitment, we
regularly review the activities supporting our equality outcomes to ensure these
20
21

Award criteria and conditions in relation to public procurement
Board diversity succession planning

17

reflect our wider work in relation to all equality groups. The sections below outline
our revised outcomes for 2017-2019, how we developed these, and our work
towards addressing them.
Our revised Equality Outcomes
Developing our outcomes: evidence gathering and involvement
Evidence from a number of research and engagement initiatives, including those
listed in our previous reports, has underpinned our new outcomes, including:


Findings from the VisitScotland staff surveys (2013, 2015).



Quantitative data on the VisitScotland staff demographic.



Quantitative data from the Great Britain Tourism Survey (GBTS) 2015, and
the Great Britain Day Visitor Survey (GBDVS) 2015.



A review of the findings of consultation events, held in partnership with
Capability Scotland, with disabled people about their experience of tourism in
Scotland22.



Feedback from regular engagement with disabled people and disabled
people’s organisations, including through coordination of an Accessible
Tourism Steering Group.



Feedback from engagement with LGBTI equality groups, including the
Equality Network, Scotland’s national lesbian, gay, bisexual, transgender and
intersex (LGBTI) equality and human rights charity23.



Findings from research, in partnership with the Equality Network and the
Scottish Government, into the LGBTI tourism opportunity for Scotland24. This
research involved a consumer survey which investigated the level of tourism
information provision for the LGBTI market and the wider travel needs of the
LGBTI market.



Ongoing internal review of staff learning and development opportunities.



Feedback from discussions with Higher Education Institutions.

Themes relating to specific protected characteristic groups, notably disabled and
other people with inclusive access needs, and LGBTI people, were highlighted in our
original research as priority areas for action, and we have chosen to continue to
prioritise these areas in the development of our outcomes, and also because they
are particularly relevant to the exercise of our function to service users as Scotland’s
national tourism agency.
22

VisitScotland Accessible Tourism Involvement Events, Report of Findings
Equality Network - Scottish LGBTI - Travel Report
24 LGBT Topic Paper, 2014
23
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The key findings of our original research included the following and these remain
relevant to our 2017 outcomes:


Challenges for disabled people and others with access requirements,
including senior travellers and families with young children, in accessing
tourism services in Scotland – notably a lack of industry awareness, and
desire for, more detailed accessibility information.



Gaps in information provision about tourism in Scotland specifically targeted
at LGBTI visitors, and a particular wish for more information about safety and
the local legal situation in Scotland for LGBTI visitors.



A possible lack of engagement of Scotland’s ethnic minority communities in
Scotland’s Themed Years including the Year of History, Heritage and
Archaeology 2017.

19

Equality outcome(s)

Planned activities

Anticipated outputs

Overall:
Harness the growing
global Inclusive Tourism
market and help make
Scotland a destination
recognised internationally
as ‘inclusive’, and
highlight the economic,
cultural, and social
benefits thereof.

a. Involve
disabled
people and
disabled
people’s
organisations
when
engaging with
tourism
businesses
about Inclusive
Tourism.
b.
b. Develop resources
for tourism
businesses about
catering for the
Inclusive Tourism
market.

a. Greater awareness
among tourism
businesses in Scotland
of Inclusive Tourism
and the possibilities for
engagement with this
market.

c. Speaking
engagements at key
industry events, to
talk about Accessible
Tourism.

b. (iii) Additional
relevant guidance for
tourism businesses on
aspects of accessibility,
e.g. accessibility at
events.

Improve tourism
information provision, and
enhance the tourism
experience in Scotland,
for disabled people and
others with access
requirements (e.g. older
people and families with
young children).

b. (i) Training tools for
tourism businesses to
learn about catering for
the Inclusive Tourism
market.

Protected
characteristic(s)
All protected
characteristics

General duties
addressed
Eliminate unlawful
discrimination,
harassment and
victimisation and other
prohibited conduct (1)
Advance equality of
opportunity (2)
Foster good relations
(3)

b. (ii) Engagement of
key frontline staff in
Scotland’s tourism
businesses in Inclusive
Tourism training tools.

d. Develop a strategy
for improving
information provision
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Equality outcome(s)

Planned activities

Anticipated outputs

for Inclusive Tourism
visitors in Scotland.

c. Constructive dialogue
between the tourism
industry and disabled
people.

e. Encourage tourism
businesses in
Scotland to provide
more information for
visitors in the
Inclusive Tourism
market.
f. Inclusive tourism
support for local
tourism initiatives in
Scotland through
equality minded
expert advice and
guidance, with input
from specialist third
sector equality
organisations where
appropriate.

Protected
characteristic(s)

General duties
addressed

d. Guidance for tourism
businesses on how to
create ‘Access Guides’.
e. (i) Increased number
of ‘Access Guides’
created by Scottish
tourism businesses.
e. (ii) Enhanced tourism
information provision for
visitors with access
requirements.

f. Enhanced inclusive
tourism outreach,
knowledge transfer,
guidance and support
to local tourist
g. Inclusive tourism
businesses and third
guidance and support sector organisations.
for the Inclusive
Tourism elements of
g. Activities planned for
Scotland’s Themed
Scotland’s Themed
Years.
Years are mindful of
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Equality outcome(s)

Planned activities

Anticipated outputs

Protected
characteristic(s)

General duties
addressed

and include wherever
possible Inclusive
Tourism requirements.
Overall:
Improve information for
LGBTI visitors about
tourism in Scotland.

a. Engagement with
LGBTI organisations
regarding the travel
and tourism priorities
of the LGBTI market.

Enhance awareness
among LGBTI visitors of
Scotland as a safe and
welcoming place to visit.

a. Improved tourism
Sexual orientation
information provision for
LGBTI visitors to
Scotland, including
information about safety
and support.

2, 3

b. Enhanced promotion
of tourism opportunities
in Scotland to LGBTI
visitors.

Overall:
Improve awareness of
opportunities for ethnic
minority communities in
Scotland to become
involved in Scotland’s
Themed Year activities.

a. Collaborate with
Scottish Government
and BEMIS in the
development of the
Multicultural aspects
of Scotland’s Themed
Year initiatives,
including the Year of
History, Heritage and
Archaeology 2017.

a. Multicultural
programme of events
for Scotland’s Themed
Year activities.

Overall:
Enhance staff awareness
of mainstreaming,

a. Review procedures a. Greater staff
for gathering
engagement with
employee equality
equality and diversity

Race, Religion or Belief

2, 3

All

1, 2, 3
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Equality outcome(s)

Planned activities

Anticipated outputs

equality, inclusion, and
diversity matters.

and diversity
information.

monitoring
questionnaires, leading
to enhanced picture of
staff demographic.

b. Review
opportunities offered
to staff for learning
around equality and
diversity.

Overall:
Enhance support for
employment of young
people in tourism.

Protected
characteristic(s)

General duties
addressed

All (young people in all
protected characteristic
groups)

2, 3

b. Updated resources
for staff learning around
equality and diversity.

c. Improved equality
information and
training, group
discussion, policies
and practice.

c. Development of
internal Equality Group
to support
mainstreaming
activities.

a. Review youth
employment strategy
and further develop
our programme of
youth employment
initiatives.

a/b. (i) Formalised
programme of youth
employment initiatives.

b. Maintain and
further develop links
with Higher and
Further Education
establishments and
other organisations /
groups involved in
youth employment.

a/b. (iii) ‘Youth
Champion’ at strategic
level.

a/b. (ii) Revised youth
employment strategy.

a/b. (vi) Renew
Investors in Young
People accreditation
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Equality outcome(s)

Overall:
Maintain a supportive and
inclusive working culture
and environment which
supports staff
engagement and
professional development.

Planned activities

Anticipated outputs

(through Investors in
People).
a. Further develop
a. Continued
and raise awareness engagement of staff
of professional
with learning and
development
professional
opportunities for staff. development
opportunities.
b. Investigate further
possibilities for staff
engagement and
cross-organisation
collaboration.

Protected
characteristic(s)

General duties
addressed

All

1, 2, 3

b. Enhanced staff
engagement initiatives
including wider policy
and strategy
development.
c. An improved and
inclusive working
environment for all staff.
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Mainstreaming Equality
As an organisation, we recognise that successfully meeting the general equality duty
is not only about working towards specific equality outcomes, but about ensuring that
the needs of the duty are an integral part of our everyday practice. We consider
promoting equality to be an organisation-wide responsibility, and have sought to
mainstream equality throughout our functions and people strategy.
The following are examples of our work as an organisation towards mainstreaming
the general equality duty:

Promoting equality in the wider public sector
As a Non Departmental Public Body, and the national tourism organisation for
Scotland, we are keen to take an active role in promoting the mainstreaming of
equality in the wider public sector in Scotland.
We regularly work in partnership with the Scottish Government and Local Authorities,
where we use our expert knowledge to effectively contribute to the exchange of best
practice, encourage the development of long term inclusive tourism strategies and
provide cross-body support with equality legislation and new initiatives.
As a founding member of the NDPB Equality Forum we use our membership to
contribute to the development of Scottish Government equality legislation, and
develop mainstreaming equality across the wider public sector, as well as within our
own organisation. The group provides a platform for the exchange of best practice in
relation to meeting the needs of the general duty, and also enables cross-body
support of equality initiatives.

Gathering and using employee information
VisitScotland is committed to gathering information about the relevant protected
characteristics of our employees and to using this information to better perform the
general equality duty. In line with our obligations under the public sector equality duty
specific duties, we collect information on the composition, development, recruitment
and retention of staff within our organisation. Up to date information about the profile
of our workforce since our last equality outcomes and mainstreaming report can be
found in the ‘VisitScotland employee information, 2013–2015’ section of this report.
The key feature of our workforce that has come to light in this process is the
consistently high proportion of female staff in our organisation. As a public sector
body that attracts most of its staff from the private sector, VisitScotland is not always
able to compete on salary alone, particularly with the current government pay
restrictions imposed upon it. Instead, we must maximise our competitive advantages
in order to attract and retain the staff we need to effectively deliver our function as an
organisation, which in the case of VisitScotland includes supporting a working
environment that is attractive to both men and women from all equality groups.
Understanding our staff gender demographic has influenced the development of our
staff benefits including childcare vouchers, generous maternity leave, the facility to
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buy additional annual leave, and a flexible working environment, which all contribute
to creating a workplace that best supports our staff.

Internal reporting
VisitScotland’s Equality and Diversity manager reports biannually to our Board on
our overall work towards meeting the general equality duty and our progress towards
meeting our equality outcomes.
Following on from previous biannual surveys, VisitScotland is aiming to undertake a
comprehensive staff survey within the next year, the survey will seek to identify
issues concerning staff and gauge overall employee sentiment. The results of this
survey will be used to inform the development of our policies and offerings as an
employer.

Queries, advice and complaints
Queries or complaints to VisitScotland regarding equality and diversity matters are
directed towards our Equality and Diversity team, who then work with staff across all
relevant directorates of the organisation to find the most effective solutions. We
take all complaints seriously and these are managed through our model complaints
handling procedure. We have used information from equality and diversity
complaints to make positive improvements to our accessible accommodation
website listings and will remove listings where any discrimination is found.
As a result of this collaborative approach, our Equality and Diversity staff have raised
awareness throughout the organisation of the details of the Equality Act 2010 and
the public sector equality duty, and also how they impact on the delivery of our
various functions.
VisitScotland’s Equality and Diversity team also offers advice to tourism businesses
on their duties under the Equality Act 2010 as providers of goods, facilities or
services.

Customer Experience – Events Outreach Programme
The way in which people access and consume information has and continues to
change. In turn, VisitScotland needs to seek to adapt accordingly. As part of our
strategy to provide inspiration to visitors in new and innovative ways, outreach
marketing activity is extending a personal touch throughout the country at events,
visitor attractions, partner sites, and other tourism hotspots.
Most notable in this drive in 2016, has been the launch of the VisitScotland Coovans
and the creation of a dedicated team of staff from different backgrounds and with
different levels of experience, known as the Coo-visors, who travel the country
delivering high quality information and advice to visitors. These mobile assets
complement other more fixed ways in which VisitScotland already, and will continue
to deliver, outreach marketing activity.
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In addition to the dedicated team, our core outreach programme registration process
is open to all staff, in all of our locations, throughout Scotland - and this year we have
had 100 individuals taking up the opportunity.
Participation is a chance for staff to engage with members of the public, key tourism
industry figures, and external stakeholders, whilst supporting the development of
their core skills in communication and customer service/engagement, and their
specialist knowledge of the key sectors of Scotland’s tourism industry. In addition, as
teams working across the programme are comprised of diverse individuals with a
range of skills, it is an opportunity for staff to meet and work with people from across
the organisation, supporting a spirit of collaboration and good relations within our
workforce.
The 2016 programme is already showing extremely positive results - both in visitor
engagement and staff development. From attending some of the highest profile
events in Scotland such as the UCI Mountain Bike World Cup, Royal Highland Show,
and The Open; to smaller, more local events such as the Scottish Traditional Boat
Festival, Crail Food Festival, and Wigtown Book Festival our staff, using their
expertise and team ethic, have delivered a consistently high level of customer
service and personable engagement, whilst benefitting from having the opportunity
to work with colleagues old and new. Our fixed assets afford a working environment
on location that encourages interest, but ultimately it is our staff, taking their sense of
passion, enthusiasm and fun for our country to every corner of the land, who inspire
and inform not only our visitors but also each other, and in so doing, create further
advocates, ambassadors and pride builders for Scotland25.
We have also been able to give staff the opportunity to see and learn from equality in
action this year, most notably through our outreach support to Shaw Trust and
Rehabilitation International. In partnership with Marketing Edinburgh we worked to
develop the bid which was ultimately successful in bringing the Rehabilitation
International World Congress Conference to Edinburgh in October 2016.

Communications Strategy
Our comprehensive communications strategy is essential to successfully delivering
our business and enables us to engage with and provide information to as wide a
customer and stakeholder audience as possible.
The strategy and associated function fully support inclusive partnership working and
ensure effective outreach to thousands of stakeholders using various communication
channels including Facebook, email, Twitter, LinkedIn and our own websites
visitscotland.org and visitscotland.com. We use the various channels to effectively
inform and inspire both businesses and individual people, including all protected
groups, in many different ways; from encouraging them to invest in the Scottish
visitor economy, to helping them to work with VisitScotland in key operational areas
including marketing and quality. Our staff are also fully involved in our business
through a comprehensive programme of communication and activities designed to
inform and inspire.
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Case Studies - Homeless World Cup and IPC Swimming World Championships
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One of our key communication strategies is around inclusive growth where our
communications team works hand in hand with organisations like the Family
Holidays Association and our own inclusive tourism team to communicate with
tourism businesses to ensure they understand both the financial and social
opportunities available in engaging a broad spectrum of the community.
We also run a number of industry events throughout each year inviting tourism
businesses to hear about and engage with our activities, but more importantly to also
look at ways of working together more effectively.

Websites
Since our last report we have made a very significant investment in our customer
facing website VisitScotland.com26 which has been completely redesigned and relaunched in February 2016. Designed from the outset with accessibility in mind, the
new website has been independently and comprehensively tested to ensure it meets
current accessibility standards. The audit not only ensured compliance, but also
served to ensure that staff responsible for future website development are fully
familiar with and responsible for future accessible website compliance.
Following the launch of the new website and during the period February –
September 2016, there was almost a 30% increase in LGBTI27 pageviews as
compared to the previous 10 months on the old site. This has also been reflected in
the new Accessible Accommodation28 webpage where there was almost a 50%
increase in pageviews over the same period.
The new website also has a fully inclusive online Community29 designed to
encourage and enable people from a wide range of diverse communities all over the
world to ask questions about a wide range of topics to do with travelling in Scotland,
as well as find the answers to their questions.
As part of a major new project our business facing website visitscotland.org30 is to be
completely transformed to ensure that it can provide exactly the information
businesses and people expect and need from us. An important part of the project will
be ensuring the website meets and wherever possible exceeds current accessibility
standards.

Inclusive Tourism
Inclusive Tourism (Formerly Accessible Tourism) is one of VisitScotland’s core
business objectives and supports the Inclusive Growth priority within Scotland’s
Economic Strategy.
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https://www.visitscotland.com/
https://www.visitscotland.com/about/lgbt/
28 https://www.visitscotland.com/accommodation/accessible/
29 https://community.visitscotland.com/
30 http://www.visitscotland.org/
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VisitScotland, through its Inclusive Tourism Programme is striving to make tourism in
Scotland inclusive and available to everyone, from families with young children and
senior travellers to people with permanent physical or sensory disabilities. We
believe that improving the accessibility of tourism products and services has real
potential to enhance social equalities and help achieve the industry growth ambitions
and boost the wider economy.
In 2015 the Accessible Tourism UK market was worth £1.3 billion. This represented
a 55% increase in the value of visits to Scotland since 2009 and a 36% share of the
overall value of UK tourism.
The high-level aims of our Inclusive Tourism programme are to support the tourism
industry to act on:
a. providing products and services which are accessible,
b. offer appropriate amount of accurate information about the accessible of their
product or service so the customer can make an informed decision about
whether to visit or book,
c. ensuring quality customer care is provided throughout the customer journey.
We continue to support tourism business to drive change and capitalise on this
market. Our programme activity to date includes:










hosting 15 inclusive tourism events, in 8 different locations throughout
Scotland, engaging with over 700 tourism businesses,
introduction of two new accessible tourism destination areas, #AccessibleFife
and Everyone’s Edinburgh,
introduction of five internal Accessible Tourism Champions within our network
of Quality and Tourism Advisors,
introduction of basic assessment of accessibility actions during our Quality
Assurance visits. Over 2,000 businesses were reviewed during the period
January to November 2016, which accounts for 88% of all visits undertaken.
29% of businesses reviewed were undertaking at least one of three possible
actions,
production of a new guide aimed at helping event organisers to make their
events more inclusive,
redevelopment of our Accessibility Guide website due for release in 2017,
development of an Inclusive Design Guide to support building refurbishment
and redevelopment, due for release in 2017,
development of inclusive communications guide, covering all communication
channels, digital and face to face, due for release towards the end of 2017.

VisitScotland chairs an Accessible Tourism Steering Group comprised of disabled
people’s organisations, disabled individuals, tourism industry representatives, and
Scottish Government and VisitScotland officials. The group meets approximately
quarterly to discuss issues relating to the accessibility of tourism services in
Scotland. Recommendations from the group are taken into consideration in the
development and delivery of our Accessible Tourism programme, and in our
engagement with tourism businesses in Scotland.
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Addressing the Accessible Tourism market has been defined in one of our equality
outcomes. Detailed information about the specific work that we have undertaken in
this area to date can be found in the ‘Progress towards meeting our Equality
Outcomes’ section of this report.

Social Tourism
To further develop our fully inclusive approach to tourism, we have been working
with industry and other public sector partners to explore the potential of social
tourism and generate industry ambassadors for future schemes. We have
successfully delivered national and regional pilot studies, providing short breaks and
day trips to vulnerable and disadvantaged families.
More than 250 struggling families (979 adults and children) have been given a vital
break from their day to day hardships thanks to the generosity of Scotland’s tourism
industry.
The free short breaks and daytrips were provided by accommodation, transport and
activity providers after we put out an appeal in February 2016 as part of a drive to
illustrate the true Spirit of Scotland through the warmth and generosity of the people.
With one in three people in Scotland unable to take a holiday due to cost, ill-health or
caring responsibilities, we are hoping the initiatives will raise the importance of social
tourism in the UK.
More than 30 industry partners were involved in the two social tourism initiatives in
2016 which led to the success. In February, we worked with UK charity, the Family
Holiday Association on the ScotSpirit holiday initiative which helped provide nearly
100 families with short breaks across Scotland from Aberdeen to Aviemore in the
summer. And in October, day breaks were provided to 86 families in the West of
Scotland to attractions in neighbouring regions.
The response to the appeal has been so considerable, original targets were
exceeded and an extra 84 families were able to take day breaks all over Scotland
thanks to generous industry providers.
For 58% of the ScotSpirit families, it was the first time they’d had a break together as
a family; 90% felt able to cope better after the trip; 80% had more confidence and
88% felt more optimistic about the future.
The families involved in the breaks were all on low-income, hadn’t had a break for a
long time and have at least one child.
Cabinet Secretary for Culture, Tourism and External Affairs, Fiona Hyslop said:
“The Scottish Government recognises the importance of families being able to get
away to spend time together and we welcomed the partnership between
VisitScotland, the Family Holiday Association and the tourism industry to help
disadvantaged families in the West of Scotland to enjoy a much needed break.
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“This pilot supported more than 250 families – almost a thousand people - to explore
some of Scotland’s most iconic and picturesque attractions, and the impact for those
families has been tremendous. It has enabled them to spend time together, often
visit somewhere for the first time and have fun as a family. All those involved in the
project said they would recommend their break to family and friends, and more than
90 per cent said they plan to return in the future. Given the clear success of this pilot,
I look forward to hearing how this could be rolled out throughout the rest of the
country.”
Our role has been to work with industry and strategic public and private sector
partners – across the accommodation, transport and visitor attraction sectors to
secure the breaks. These were then handed over to the delivery partner, registered
charity Family Holiday Association, for distribution to vulnerable and disadvantaged
families across Scotland.
The legacy from this work in 2016 is extensive. Early in 2017, we will host a
roundtable event to discuss successes and lessons learned and the future of social
tourism in Scotland.

Learning and Development
We have an active learning and development programme, which aims to support
staff in the development of their knowledge and core skills. Our vision is to be an
organisation where learning is current, continuous and on demand, and we promote
to staff the 70:20:10 framework for learning and development, namely that 70% of
their learning activity should happen through on the job experience, 20% through
learning from others and 10% from formal training such as workshops, workbooks
and online learning.
We offer a range of learning and development opportunities through workshops, elearning courses, learning worksheets and a learning library, and covering diverse
themes such as communication skills, leadership and management development,
health and safety, equality and diversity, and performance management. In addition,
staff are encouraged to undertake work-related further and higher education
programmes to assist them to gain specific qualifications. In support of this,
VisitScotland offers financial assistance and time off for study and examinations for
eligible cases.
At VisitScotland we aim to recognise, respect and value people’s differences and
help them to realise their full potential by promoting an inclusive culture for all our
customers and staff, and we regularly review the equality and diversity training
opportunities offered in our learning and development programme to raise staff
awareness of their capacity to consider the general equality duty in their own roles,
and the implications of this for their teams, projects, and VisitScotland’s service
users.
In 2016 we introduced an “Unconscious Bias” online learning module to our learning
curriculum. The new training is intended to introduce more innovative and applied
equality training which considers the impact of unconscious bias on management
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and HR processes, decision making, and relationships with both other staff and
service users.
All staff, regardless of protected characteristics, are offered equal opportunity of
access to our learning and development courses. In supporting all staff in positive
professional development, we aim to contribute towards eliminating discrimination,
advancing equality of opportunity and strengthening good relations within our
workforce, and build capacity within our organisation to promote equality in our
external functions. Examples of learning for 2015/16 include:








Delivery of 84 face to face courses, 41 lunchtime learning sessions and 12
Webinar sessions
The provision of 812 online “Worksheets”, 210 “Books” and 5 “DVD”s to
support individual learning needs
A combined total of 554 delegate days of formal learning activity
Support in financing 22 Professional Qualification applications
Support in financing 8 individual learning requests for learning not available
within VisitScotland’s curriculum
13 internal mentorship pairings for a 1 year mentoring programme
Delivery of 2 Management development cohorts to achieve 18 level 5 ILM
Leadership and Management qualifications.

Mediation Partnership Team
VisitScotland designed and implemented the Mediation Partnership Team (MPT),
one of the NDPB Equality Forum’s most successful initiatives. We provide team
leadership, management and administration support to the MPT which now
comprises 16 individuals from Non Departmental Public Bodies across Scotland.
All MPT members are professionally trained volunteers and undertake the mediation
work in addition to their full time job role. They are accredited workplace mediators
taken from six different public sector bodies and manage both small party mediations
and full team mediation cases
Since the team was formed in 2012 they have successfully handled over 65
workplace mediation cases, including cases of disability discrimination, bullying and
harassment, and discrimination on the grounds of race that may otherwise have
resulted in the engagement of costly formal procedures.
Team mediation sessions are generally time consuming and usually managed over a
1-2 week period including administration, as compared to 4-5 days a for a one day
mediation session involving a two party case. In the last 2 years the team have
successfully mediated three very large team cases involving between 9 -15 people.
The team have also handled a couple of Equal Opportunity investigations for public
bodies, as two of the team are also trained EO investigators. Both these were cases
of bullying and harassment and each one has taken between 2-3 months to
complete. As the team are doing this on top of their day jobs, it highlights the
ongoing commitment to diversity and equality and “eliminating discrimination” within
VisitScotland and the wider public sector in Scotland.
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The work of the MPT, by definition, has helped mainstream the principles of the
general duty by eliminating discrimination, victimisation and harassment of those
with protected characteristics. Managing conflict is probably a key driver in
advancing equality of opportunity, and fostering good relations, and has promoted
the essence of the Equality Act in a real and visible way.

Progress towards meeting our 2015 Equality Outcomes
The following section outlines the steps we have taken to date towards specifically
meeting our revised 2015 equality outcomes, and how addressing our outcomes has
helped us pay due regard to the needs of the general equality duty. Where relevant,
we have also summarised our plans for our work going forward until our next equality
outcomes and mainstreaming report in 2019.

Inclusive Tourism
Equality outcome(s):
VisitScotland, through its Inclusive Tourism Programme is striving to make tourism in
Scotland inclusive and available to everyone, from families with young children and
senior travellers to people with permanent physical or sensory disabilities.
In addition to the Social Tourism outcomes31 highlighted previously, progress
towards meeting the outcome has included the following actions:
Action: We ran a programme of business events highlighting the potential value of
Inclusive Tourism and offering advice to businesses on catering for the market.
Fifteen events were held from April 2015 to December 2016, in eight different
locations throughout Scotland, engaging with more than 700 tourism businesses.
Future Plans: We are planning a new series of business events for 2017/18
promoting the benefits of Inclusive Tourism and raising awareness of our Inclusive
Tourism toolkit. Our events programme will particularly focus on encouraging
businesses to create their own Accessibility Guide, detailing their access facilities
and services.
Action: VisitScotland working in partnership with industry groups and local
Destination Management Organisation (DMO) has assisted with the introduction of
two new accessible tourism destination areas, #AccessibleFife and Everyone’s
Edinburgh. Both destinations are working closely with us on promoting and
encouraging businesses in their destinations to engage with this market by improving
their information provision and customer care.
Future Plans: We will be looking to encourage other DMOs to work with us to
develop an Inclusive Tourism Action Plan to facilitate their area to become an
accessible tourism destination.
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Social Tourism
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Action: In order to introduce new skills and knowledge of the Inclusive Tourism
market into our internal workforce, we created five internal Accessible Tourism
Champions within our network of Quality and Tourism Advisors. The champions
were given additional training and one-to-one support to increase their knowledge
and confidence of all aspects of Inclusive Tourism from knowing more about the
customers, their needs and wants, to how businesses can develop their interests to
capitalise on this market.
Future Plans: An in-depth training session and familiarisation visit is being arranged
for February 2017, with input from our Accessible Tourism Champions. The session
will focus on design adaptations businesses can make to ensure their premises are
accessible. The familiarisation visit will allow us to show our network of Quality and
Tourism Advisors businesses who have adopted more inclusive design principles
within their premises.
Action: In February 2016, we introduced basic assessment of accessibility actions
during our Quality Assurance visits. More than 2,000 businesses were reviewed
during the period January to November 2016, which accounts for 88% of all visits
undertaken. Twenty nine percent of businesses reviewed were undertaking at least
one of three possible actions.
Action: We produced of a new guide aimed at helping event organisers to make
their events more inclusive. The guide is featured on the VisitScotland website and
also on our dedicated EventScotland site and all event organisers are encouraged to
use it to ensure they maximise their potential audience and enhance the experience
for all visitors.
Future Plans: Working in partnership with Scottish Government we are developing a
further two guides, as part of the legacy of Scotland’s Year of Innovation,
Architecture and Design. The first, an Inclusive Design Guide, aims to help
businesses who are planning a refurbishment or redevelopment of their premises,
and gives suggestions, tips and shares best practise ideas. The second guide will
focus on inclusive communications, covering all communication channels, including
digital and face to face. Both guides are due for release in 2017.
Action: In partnership with VisitEngland, we are redeveloping our free Accessibility
Guide online tool due for release in May 2017. An Accessibility Guide contains
information about a business’s access facilities and services and travel advice. The
tool is made available to all on our corporate website, www.visitscotland.org. The
existing tool will be closed
Future Plans: From February 2017 onwards we will develop Accessibility Guides
for all of the VisitScotland properties (iCentres and local offices) in order to improve
the availability of access information for our visitors. These Guides will be completed
in 2017.
Action: VisitScotland online Accessible Tourism training course aimed at managers
and key frontline staff of tourism businesses, which aims to inform about how best to
cater for the Accessible Tourism market, has been modified with a new video

34

streaming facility. The updated course will be released in January 2017. The course
is available to all on our corporate website, www.visitscotland.org.
.
Future plans: We will start work on an updated version of the training course in
Autumn 2017, following consultation with visitors and tourism businesses to inform
improvements to the training material.
Action: We supported Disabled Access Day 2016 with press and promotional
activity. VisitScotland also had a presence at the main event at the Royal Botanic
Garden, Edinburgh
Future plans: VisitScotland will continue its involvement in the initiative and will work
again with the organisers on events in Scotland for Disabled Access Day 2017. We
will also be adding content about Disabled Access Day to our online community
available to all visitors on our holiday site www.visitscotland.com .
Action: As part of a wider review of our online resources for visitors, we have
incorporated improvements to the way in which information for visitors about
accessible accommodation and holidays is displayed on our consumer website,
www.visitscotland.com .

Improve information for LGBTI tourism in Scotland
Equality outcome(s):
Improve information for LGBTI visitors about tourism in Scotland.
Enhance awareness among LGBTI visitors of Scotland as a safe and welcoming
place to visit.
Progress towards meeting the outcome:
Action: VisitScotland, in partnership with the Scottish Government and the Equality
Network, has undertaken visitor research into the needs and priorities of the LGBTI
tourism market.
In response to the research findings, and since the 2015 report we have redesigned
and re-launched our consumer website www.visitscotland.com32. Originally
developed in collaboration with our internal LBGT group, the information on the new
LBGTI webpage33 aims to welcome LGBTI visitors to Scotland and provides useful
supporting information on the LGBTI scene in Scotland and events with LGBTI
themes. It also provides links to other useful information including safety and
support, LBGTI friendly accommodation and wedding information.
Homecoming 2014 also partnered with LGBTI Youth, the Equality Network and
LEAP Sports to boost the engagement of the LGBTI community in the Year of
Homecoming.
32
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www.visitscotland.com
https://www.visitscotland.com/about/lgbt/
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We are working in partnership with the Equality Network to develop content for an
LGBTI tourist guide which will provide LGBTI specific tourist information on Scotland.
In addition to signalling a keen welcome to LGBTI visitors to Scotland, the guide will
also provide safety and support information, and provide a legacy product which can
be updated in future years.

Improve awareness of opportunities for ethnic minority communities in
Scotland
Equality outcome(s):
Improve awareness of opportunities for ethnic minority communities in Scotland to
become involved in the 2014 Year of Homecoming.
Progress towards meeting the outcome:
Action: In partnership with the Scottish Government and BEMIS (Black and Ethnic
Minority Infrastructure in Scotland), the ‘Multicultural Homecoming’ programme
celebrated the diverse nature of Scotland’s communities through a series of events
and engaged varied ethnic minority groups in celebrating their own interpretation of
Scotland as home.
Funding for the initiative was provided from the Scottish Government and BEMIS,
with support in kind provided by Glasgow University and the Scottish Football
Association. More than 6500 people from multi-cultural communities across
Scotland engaged in the programme and some key highlights of the programme
delivered included:








Launch event attended by the Cabinet Secretary and 130 other attendees from a
wide range of representative organisations, community leaders and multi-cultural
communities.
Communities engaged included Roma, Iranian, Afghan, Japanese, Arab,
Turkish, Indian, Nepalese, Irish, Polish, Jewish, Russian, Pakistani, Hispanic,
Chinese.
Event held at Pride House for Commonwealth Games to boost the engagement
of LGBTI people from multi-cultural communities.
Multi-cultural Homecoming Football competition held in partnership with the SFA
- 200 players from 20 teams with 200 players from across Scotland. One LGBTI
team and three ladies teams.
GRAMnet film series hosted in partnership with Glasgow University including a
specially commissioned film where multi-cultural communities reflected on the
meaning of Home and Homecoming. 120 people attended the Homecoming film
premiere and the wider GRAMnet series has proved very popular with
audiences.
Multi-cultural Homecoming event attended by the Cabinet Secretary and 220
participants- drawn from the 43 funded events, community leaders and
representatives. The finale also celebrated St Andrews Day which proved very
popular with communities, many of whom staged their own performances during
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the event. Following the event there was a general sense that multi-cultural
communities were keen to do more around future St Andrews Day celebrations.
The initiative positively impacted across a number of protected characteristics
race, gender, disability, faith, disability and LGBTI.

2015 Year of Food and Drink
Action: Supported by a funding contribution from the Scottish Government and
building on the success of the earlier programmes, BEMIS Scotland and other
partners invited multi-cultural communities across Scotland to join the 2015
celebration of the Year of Food and Drink, Scotland’s Winter Festivals and 2016
Year of Innovation, Architecture and Design.
The initiative was funded by the Scottish Government and BEMIS, with support in
kind provided by the Scottish Football Association, Just Festival Edinburgh, Scotland
Food and Drink and Celtic Connections. Highlights of the programme delivered
include:










51% increase in Small Grant Funded Events (2014: 43 events; 2015: 65 events)
85% increase in attendees (2014: 6,500; 2015: 12,000)
60% of successful applicants from new organisations
16 minority ethnic and cultural communities engaged
65 funded events in total over 7 months (July 2015 - January 2016)
Events held in 16 LA areas
15 bespoke community‐led events over St. Andrew’s and Burns Weekends
Existing partnerships boosted with Scottish Football Association, the Just Festival
and Scotland Food and Drink and a new partnership forged with Celtic
Connections
Multi-cultural football cup with over 200 participants from across Scotland and an
audience of 300. Building on the multi-cultural cup the YFD and SWF were
showcased into high profile match day programmes for Scotland vs Germany and
Scotland vs Poland

Supporting Quotes
Dundee International Women’s Centre- “This scheme allowed us to create an
intimate event with over 108 women attending from all over Dundee from all different
backgrounds and cultures. The feedback was overwhelming and we would very
much like to make this an annual event showcasing and celebrating diversity within
Dundee. I have always believed that cultural diversity can enhance and enrich a
city—today I believe it even more”.
Edinburgh Arab Forum- “The food tasting was regarded the highlight and main
attraction of the Festival as a whole. The number of visitors who ended up
experiencing the food tasting exceeded beyond all humble expectations we had
prepared for. It created dialogues and bonds with locals who were even more keen
to come again next year anticipating an even better experience. Feedback so far
was that people were amazed at how well organised the food tasting was and how
much variety was on offer”.
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Highland Indian Association- “Onam celebrations provided a platform to both ME
groups of diverse backgrounds and local community to interact and understand
values and cultures. It gives a greater confidence to deal with new situations and
encourages to build networks. Children’s participation was applauded by everyone”.

Enhance staff awareness of organisational equality and diversity matters
Equality outcome(s):
Enhance staff awareness of organisational equality and diversity matters.
Progress towards meeting the outcome:
Action: As part of our commitment to enhancing staff awareness of our
responsibility as an organisation to consider equality and diversity, in our last report
we had reviewed our approach to collecting staff equality and diversity information,
and through effective staff engagement encouraged them to recognise the
importance of self-declaration and its value to mainstreaming equality in
VisitScotland. We have now to update their information. We have now consolidated
that activity and routinely gather and record equality information as new starts join
the organisation.
Future plans: We are continuing the review of our equality information-gathering
procedures in order to further streamline the process.
Action: To ensure that we support our staff in their capacity and responsibility to
mainstream equality into their practice, we have continued to develop and improve
our equality based training. We have developed and introduced:


A new facilitated equality and diversity training course programme for both
managers and staff. The training provides a contextual background to legislative
requirements as defined by the Equality Act 2010, promoting and recognising the
importance of mainstreaming equality in VisitScotland. The training also includes
an awareness of Accessible Tourism and its value to VisitScotland, our
customers and tourism businesses and is aligned to the work roles and needs of
specific staff groups attending the course.
We have delivered the training to our Quality and Tourism Advisors, and Industry
Relationship Managers and this will be progressively rolled out to other officebased and customer facing staff.



A new facilitated disability awareness course for both customer facing and
facilities management staff.
We have delivered the training to our facilities management staff and this will be
progressively rolled out to other customer facing staff.



A new “Unconscious Bias” online learning module has been provided for all staff.
The training is intended to make staff aware of the impact of unconscious biases
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in relation to their work and relationships with other staff and service users.
Almost 50% of our staff have registered for or completed the training.
Our aim is for all staff to have received some form of equality training in 2017/18.
Action: In 2016 we introduced a new staff equality group whose primary task is to
support our strategy of mainstreaming of equality and diversity across the
organisation.
Chaired by our Diversity and Equality Manager, the purpose of the Group is to:





Support VisitScotland in ensuring that staff policies and procedures reflect our
organisational values, and that the principles of equality, as defined by the
Equality Act 2010, are embedded in our day to day working practices.
Establish and maintain effective communication between different equality groups
to provide an active business focused inclusive group approach to support the
mainstreaming of equality in VisitScotland.
To support the Equality Impact Assessment (EQIA) process by reviewing policies
and procedures as required, ensuring that they do not either directly or indirectly
discriminate against or disadvantage protected groups.
To discuss equality matters in general and where appropriate make suggestions
for active business improvement in VisitScotland.

Group membership consists of both junior and senior staff with representatives from
a wide range of equality groups. The group has already assessed a number of
VisitScotland staff policies and this will work will develop as the group matures.

Enhance support for youth employment in tourism
Equality outcome(s):
Enhance support for youth employment in tourism.
Progress towards meeting the outcome and our anticipated outputs:
Action: Since publishing our first equality outcomes and mainstreaming report in
2013, we have undertaken a comprehensive review of our youth engagement
initiatives. While many of our initiatives have been in existence for a number of
years, since 2013 we have amended aspects of these to align them with our
organisational objectives, and have formalised the programme of activity in order to
allow effective monitoring of each initiative. As part of this, we have also developed a
revised youth employment strategy which is currently undergoing internal review.
Details of our youth engagement initiatives, which are focused on advancing equality
of opportunity for young people for careers in tourism, and fostering good relations
between young people and professionals currently working in the tourism industry,
are as follows:
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Graduate scheme
We currently offer six year-long paid graduate placements annually across our
organisation. The graduates are offered extensive training opportunities and valuable
work experience throughout their placement, and support in applying for jobs to help
ensure that they are in a sustainable position at the end of their placement.
A number of the graduates have subsequently been successful in applying for full
time roles with VisitScotland. In 2013, the scheme was reviewed and amended so
that graduates now remain in a single role throughout the entirety of their placement,
rather than doing short-term projects in different directorates. This has helped enable
them to develop a depth of knowledge and experience in a particular area, which has
proved valuable when applying for future jobs.
Further enhancements have been made to ensure that the Graduates work not just
in their own team but together as a peer learning group. Over the last three years
(2013/14, 14/15 & 15/16) our success rate of either retaining Graduates within
VisitScotland after their years placement or supporting them into employment in a
related field is 83%.
Modern apprenticeships
We offer six modern apprentice vacancies annually across our organisation for
students aged 16 – 19 years of age. The year-long placements are paid, with a
guarantee of a one year fixed term contract on successfully completing their
qualification. During their placement, the apprentices undertake a formal
qualification (SVQ) in a relevant topic, such as IT, Customer Service, Business
Administration, and Marketing.
This scheme has been very positive to date, with the majority of apprentices
successfully completing their qualifications and entering full time roles within
VisitScotland. Over the last three years (2013/14, 14/15 & 15/16) our success rate of
completion of the apprenticeship and permanent employment within VisitScotland is
75%.
Further enhancements have been made to both the Graduate Scheme programme
and the Modern apprenticeship schemes that have made the schemes more
accessible including the introduction of peer group coaching and learning action.
Both groups work together as a team and learn together in scheduled sessions
throughout the year.
The interview structure for Graduates and Modern apprenticeships has moved away
from competency based to more Group Assessment centres that are more relaxed
and targeted at the audience skill level.
One of our Modern Apprentices provided a case study for Skills Development
Scotland34.
34

Case Study – Modern Apprenticeship
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Career Academy mentoring
VisitScotland offers six mentorships to students entering their fourth year at
secondary school who come from underprivileged backgrounds or from areas of
Scotland with high levels of depravation. We provide two mentors from across the
organisation to mentor students over a two year period. The programme also
includes a month-long, paid work experience placement at VisitScotland.
Since its inception in 2012, this programme has been of significant benefit to both
the students and the mentors within VisitScotland, and has resulted in a number of
the students being taken on as seasonal employees at VisitScotland iCentres.
Work Experience
We currently liaise with a number of secondary schools to offer a range of
opportunities for work experience within our organisation. Work experience
placements typically last one week and are undertaken primarily (but not exclusively)
through our VisitScotland iCentres. The majority of work experience opportunities
are targeted at students in their fourth year at secondary school. On average we
have been able to place 55 students into a work experience placement in the last
three years.
Internships
We offer a limited number of internship opportunities, outwith our graduate and
modern apprenticeship schemes, for UK and international university and college
students.
Education Liaison
We have created a team of 32 people from across our organisation at almost all
grade levels, backgrounds and roles to work with local schools across the whole of
Scotland to promote careers within tourism and VisitScotland. These sessions have
included topics such as:





The importance of languages
Accessible tourism
Travel and tourism trends
Employability and career mapping in tourism

Future plans: We plan to continue the above schemes, and continue to monitor
their contribution to the creation of opportunities for employment of young people in
the tourism industry.
Results: We have achieved the Investors in Young People – Gold Award for our
work to engage a young workforce. We have also achieved a number of “certificate
of School Engagement” awards for our participation in Developing the Young
Workforce across many of our regions.
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Action: VisitScotland actively engages with a number of Higher and Further
Education establishments and other organisations regarding opportunities for young
people in the tourism industry. Examples include:
Through our membership of the Tourism Skills Group, we are working in partnership
with organisations including Skills Development Scotland, the Association of Scottish
Visitor Attractions, the Scottish Tourism Alliance, and People 1st on how to maximise
our student engagement programmes throughout the tourism sector.
VisitScotland supports Skills Development Scotland in the delivery of presentations
and workshops to young people across Scotland on the opportunities for Modern
Apprenticeships tourism industry.
VisitScotland also plays an active role in a cross-functional group with members from
across Scotland’s Non-Departmental Public Bodies to explore ways to engage and
promote youth employment in the public sector.
Future plans: We plan to continue, and expand on, these activities.

Staff engagement and development
Equality outcome(s):
Maintain a supportive and inclusive working culture and environment which supports
staff engagement and professional development.
Progress towards meeting the outcome:
We undertake a diverse programme of information and development activities to
actively engage staff across VisitScotland.
Background
Our Staff Recognition Award scheme which recognises both individual and team
achievements through colleague nomination was reviewed in 2012 to introduce
additional award categories, encourage greater participation and extend award
opportunities to all staff. In the same year we also launched “You’re Great You Are”
– an online facility to allow staff to informally recognise the achievements of other
colleagues.
Action: Feedback from our 2013 staff survey suggested that we should improve the
staff recognition culture across our business and we have introduced a number of
improvements to better engage and encourage staff to become more involved in the
staff recognition scheme.
In 2016 we added a new “Spirit” category to the Staff Recognition Award Scheme to
reflect our new worldwide marketing campaign.
Since 2013 and as a direct result of the result of the Staff Recognition Award
scheme more than 200 staff have been formally recognised by their colleagues for
workplace achievements.
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2015 Internal Communications Survey
Action: In 2015 we undertook a staff survey to better understand how staff engage
with our main Internal Communications channels. Feedback from the survey
indicated that the majority of staff felt our range of channels helped make them feel
part of the wider organisation, and we took the opportunity take forward a number of
staff suggestions including:
New Starts: More detail on new staff was requested so we now produce a regular
monthly “New Starts” news item featuring an image and short bio of our new
employees.
Comms Champions: In order to get an even spread of news from around the
business we introduced our “comms champions”, a group of people from every team
that we contact fortnightly asking for news and stories we can share with staff.
TeamTalk: We introduced a forward looking monthly informational ‘TeamTalk’ email
sent to all staff. Content is provided from staff and teams across the business and
aims to keep staff up to date with current information on a broad range of activities
and events, and includes a “last month you may have missed” article to highlight any
important developments staff should be aware of.
2016 Staff Engagement Activities
Action: We recognise that we have a geographically spread and diverse workforce
and hold a variety of business themed events designed to inform staff of strategic
priorities and develop workplace engagement and cohesion through knowledge
sharing and networking opportunities.
In March 2016 we staged three staff conference events in Inverness, Glasgow and
Edinburgh to make staff aware of future developments across the organisation.
The objective of these events was to inform staff about our strategic five year
priorities, provide updates on current business initiatives, idea sharing opportunities,
and networking with colleagues.
A survey taken after the events showed that:


80% felt more engaged with our plans over the next five years



80% felt inspired by our Spirit of Scotland marketing campaign



75% felt part of the wider organisation



86% felt like they could be an ambassador for Scotland

Tea and Tourism – In 2016 our Chief Executive Officer informally met with staff to
provide an opportunity to talk about their work at VisitScotland. Three successful
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group sessions were held in Glasgow, Edinburgh and Perth, and we are planning
further sessions around our network in 2017/18.
Meet the Chairman – Similar to the Tea and Tourism initiative above, a number of
staff met the Chairman to discuss priorities for VisitScotland at three group
discussion sessions held in Inverness, Glasgow and Edinburgh.
To enhance individual and team potential and promote a greater sense of
organisational diversity and inclusiveness, we actively communicate a working
knowledge of organisational structures, roles and responsibilities throughout the
business, including senior management and team role profiles.
Action: VisitScotland has further developed its programme of staff development
opportunities, which are offered to all staff regardless of protected characteristics.
Key elements of this programme include:
Staff Innovation Group
Action: In 2013 we introduced a Staff Innovation Group to plan future staff
engagement activity. The aim of the group is to act as ambassadors and develop
inclusive activities that inform and inspire staff about business priorities, for example
around our themed year or marketing campaigns.
The group contains around 30 members taken from teams across the business and
membership of the group is changed regularly to maximise staff representation.
The group has managed a wide range of activities which include the following
highlights:
2014







Launch of “Brilliant Moment Makers” Campaign
Awarded CIPR Silver Award for ‘Brilliant Moments’ Campaign
Staff survey - “Splendid campaign which helps to connect colleagues”
Introduced Yammer to VisitScotland
Secured 70 volunteers for Outreach events
Sent our very own Commonwealth Games ‘baton’ (the mobile phone) around
53 VICs and offices, over 1000 miles

2015



Designed, created and distributed Year of Food and Drink calendar and pin
badges for all staff
Organised four successful food and drink themed familiarisation trips with
over 40 staff attendees:
o Arran
o The Borders
o Moray Speyside
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o Loch Lomond


Researched and designed a YIAD notebook for staff

Culture Change - a fresh look by a new group
We are keen to develop, maintain and improve our positive working culture at
VisitScotland and in support of this, in 2016, our Chief Executive and Board
Chairman met with a number of staff groups to discuss a range of subjects and
topics relative to their working environment and experience.
With the introduction of the Spirit of Scotland campaign, a new Board and Chair, staff
conferences, revamped website, and many new initiatives there has been quite a lot
of change for VisitScotland in 2016. To consider how best we might harness the
enthusiasm and energy resulting from our investment in these activities our Director
of Partnerships is leading a new group discussion to help shape our VS culture,
values and behaviours for the future.
Although it’s early days, the work of the group will involve taking a look at our
organisation to consider any changes we might want to make for both now and the
future. To promote a team atmosphere and to provide a foundation of trust and
transparency throughout its activities, group members will be encouraged to share
feedback and discussion themes with their colleagues and bring their comments or
suggestions to future meetings.
Internal mentoring programme
VisitScotland runs a voluntary internal mentoring programme through which staff
wishing to be mentored are paired with a mentor within the organisation for one year.
We provide internal coaching and mentoring training to the mentee and mentor, as
well as external coaching if required.
This programme has grown year on year since its inception in 2012, and feedback
from staff suggests that it is regarded as a highly valuable and successful
programme of development.
Management Development Passport course
We currently offer a six month management development course for new or
developing managers within our organisation. The course covers many aspects of
management and leadership including change management, performance
management and development, people management and managing emotional
intelligence.
Participants are also required to complete a short dissertation to achieve a Level 5
ILM (Institute of Leadership and Management) qualification.
Pilotlight programme
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Since 2013, VisitScotland has supported a number of our senior managerial staff in
participation in the ‘Pilotlight’ programme. Pilotlight is a charity that matches senior
business people with charities and social enterprises, to act as mentors or coaches
for the charitable organisations. For our staff, these have included, for example,
charitable organisations involved in Commonwealth Games Legacy projects.
In addition to advancing the development of the VisitScotland staff taking part, this
programme involves work with charities and social enterprises that represent people
with protected characteristics and therefore contributes towards eliminating
discrimination, advancing equality of opportunity, and fostering good relations.
Future plans: Plans are in place to continue the above initiatives in 2017, and to
continue to monitor the progress of each scheme.
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VisitScotland employee information, 2015–2016
The sections below give a breakdown of the following, in relation to the protected
characteristics, for the period since our last equality mainstreaming report (May 2013
– January 2015):
1. The composition of the whole VisitScotland workforce
2. Employees awarded internal promotions
3. Employees attending Learning and Development courses
4. Employees who left the organisation (‘leavers’)
5. Individuals who applied for a vacancy with the organisation
6. Individuals recruited to the organisation (‘new starts’)

In all cases:


All figures are rounded to the nearest decimal point. In some cases, this has
an impact on the calculation of totals (i.e. totals may not always be whole
numbers).



Counts of employees in each category and the total number of employees
included in the analysis have not been provided in order to prevent disclosure
of employee identity by deduction.



The data at January 2015 is a combination of new information provided by
employees in December 2014 (81% of staff) and existing historical information
in the cases of those employees who chose not to provide updated
information.



The data at March 2016 is taken from current records and represents the 12
month period 1 April 2015 to 31 March 2016. This represents a change to the
reporting period of the last report, but provides for more consistency and will
be used in future workforce reporting.



Sexual orientation data in respect of Gay Men and Gay Women has been
combined under a single homosexual indicator.
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Whole workforce composition
Characteristics of VisitScotland whole workforce, January 2015 – March 2016
1.1. Disability
Employee
status35
Disabled
Not disabled
Prefer not to say
No information
provided

Percent (%) of
employees at
January 2015
2.0
98.0
0
0

Percent (%) of
employees at
March 2016
1.8
98.2
0
0

1.2. Gender
Employee status
Female
Male
Prefer not to say
No information provided

Percent (%) of employees
at January 2015
66.3
33.7
0
0

Percent (%) of employees
at March 2016
67.7
32.3
0
0

1.3. Gender reassignment
Information on gender reassignment was collected for the first time in 2014/2015 in
relation to our whole workforce composition through the means of a question in our
equality monitoring questionnaire.
Employee identifies as
transgender?
Yes
No
Prefer not to say
No information provided

Percent (%) of
employees at
January 2015
0.2
66.6
0.8
32.4

Percent (%) of
employees at
March 2016
No transgender
employees as at
March 2016

35

In all cases this is self-assessed, in accordance with the definition of disability in
the Equality Act 2010 as a physical or mental impairment that has a substantial and
long term (12 months or more) adverse effect on a person’s ability to carry out
normal day to day activities (including progressive conditions such as cancer, HIV,
and multiple sclerosis, which are regarded by the Act as a disability from the day of
diagnosis).
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1.4. Age
Age
bracket
(years)
16-20
21-25
26-30
31-35
36-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75
76-80
81-85
86-90

Percent (%) of
employees at
January 2015
2.0
7.5
15.4
15.4
10.0
9.7
12.2
10.2
9.1
5.4
2.3
0.8
0
0
0.2

Percent (%) of
employees at
March 2016
2.7
8.4
13.9
14.3
11.5
9.4
10.5
10.3
9.9
5.6
2.5
1
0
0
0

1.5. Marriage and civil partnership
Employee status
Civil partnership
Married
Not married or in a civil
partnership
Prefer not to say
No information provided

Percent (%) of employees
at January 2015
0.3
45.7
49.5

Percent (%) of employees
at March 2016
0.3
44.7
50.7

0
4.5

0
4.3

Percent (%) of employees
at January 2015
0
40.3
0.6
0.3
40.5
1.4
0.6

Percent (%) of employees
at March 2016
0
43.8
0.4
0.3
41.7
1.3
0.4

1.6. Religion or belief
Employee religion or
belief36
Buddhist
Christian
Hindu
Muslim
None
Other
Pagan
36

In all tables, this list includes only those religions or beliefs that are represented in
the VisitScotland workforce. A number of religions and beliefs were stated by
employees in the ‘Other’ category. These include: Atheist, Catholic, Humanist and
Jedi.
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Employee religion or
belief36
Roman Catholic
Sikh
Prefer not to say
No information provided

Percent (%) of employees
at January 2015
0.3
0.3
4.9
10.8

Percent (%) of employees
at March 2016
0.2
0.3
4.28
7.2

Percent (%) of employees
at January 2015
0.2
0.2
1.1
0.8
0
0
0.2
92.8
2.3

Percent (%) of employees
at March 2016
0.1
0.3
0.9
1
0.1
0
0.1
94.2
2.5

0
4.9

0
3.1

1.7. Ethnic group
Employee status37
Bangladeshi
Chinese
Indian
Other
Other Asian
Other Black
Pakistani
White
Total in Ethnic Minority
groups38
Prefer not to say
No information provided
1.8. Sexual orientation
Employee status39

Bisexual
Gay man
Gay woman
Heterosexual
Prefer not to say
No information provided

Percent (%) of
employees at
January 2015
0.3
1.7
1.5
88.2
3.5
4.8

Percent (%) of employees at
March 2016
Bisexual

0

Homosexual

2.8

Heterosexual
Prefer not to say
No information provided

89.5
4.7
2.9

37

In all tables, this list includes only those ethnic groups that are represented in the
VisitScotland workforce.
38 In all tables, this is in relation to all employees – including those who have not
provided information on their ethnic group.
39 In all tables, this list includes only those categories that are represented in the
VisitScotland workforce.
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1.9. Pregnancy and maternity
In the period February 2014 – January 2015, approximately 2% of the workforce
started a period of maternity leave.
In the period 31 March 2015 – 31 March 2016, approximately 3% of the workforce
either started or were on a period of maternity leave. During the same period 2.4%
of those on leave returned to their original job role or a direct equivalent. 0.7%
chose not to return to work following their maternity leave.
1.10. Flexible working applications
VisitScotland has a flexible working policy and wherever possible we aim to support
flexible working applications made by staff and these are generally agreed and
accommodated by local management at a local level.
In the period 31 March 2015 – 31 March 2016 0.4% of the workforce made formal
applications for flexible working arrangements and all were successful. Where it is
not possible to meet an employee’s request, every effort is be made to reach an
accommodation to suit both parties.
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Staff Recruitment - Applicants
Characteristics of individuals who applied for a vacancy with VisitScotland in the
period August 2013 – March 2016
Due to a change in the technical system used to manage applications to
VisitScotland, the first column represents cumulative figures of individuals who have
submitted an application to VisitScotland during the period August 2013 until January
2015.
Our current system captures information relating to disability, sex and gender, and
ethnic group of applicants. An upgrade to the system in late 2016 enabled details of
short listed candidates to be stored and this data will be included in future reports.
1.1. Disability
Status

Disabled
Not disabled
Prefer not to say
No information provided

Percent (%) of
applicants at January
2015
3.5
95.4
0
1.1

Percent (%) of applicants
at March 2016

Percent (%) of
applicants at January
2015
63.4
35.4
0.1
0
1.1

Percent (%) of applicants
at March 2016

Percent (%) of
applicants at January
2015
0.4
0.5
0
1.1
2.0
2.9

Percent (%) of applicants
at March 2016

3.2
94.5
0
2.3

1.2. Gender
Status40

Female
Male
Transgender
Prefer not to say
No information provided

63.5
33.6
0
0
2.9

1.3. Ethnic group
Status41

Bangladeshi
Black African
Black Caribbean
Chinese
Indian
Other

0.2
0.6
0.1
1.4
2.5
1.6

40

This list includes only those categories represented in the applicants to VisitScotland.

41

This list includes only those ethnic groups represented in the applicants to VisitScotland.
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Status41

Other Asian
Other Black
Pakistani
White
White Other
Total in Ethnic Minority
groups
Prefer not to say
No information provided

Percent (%) of
applicants at January
2015
0.7
0.2
0.6
90.4
0
8.5

Percent (%) of applicants
at March 2016

0
1.1

0
3.5

0.8
0.1
0.5
79.0
9.7
7.8
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Staff Recruitment – New Starts
Characteristics of individuals recruited to VisitScotland (‘new starts’) in the period
May 2013 – March 2016.
‘New starts’ includes Visitor Services staff members who are employed on a
seasonal basis. These comprise the majority of new starts in the above period –
approximately 72%.
1.4. Disability
Employee status
Disabled
Not disabled
Prefer not to say
No information provided

Percent (%) of new starts
at January 2015
2.1
97.9
0
0

Percent (%) of new starts
at March 2016
2.2
97.8
0
0

Percent (%) of new starts
at January 2015
70.1
29.9
0
0

Percent (%) of new starts
at March 2016
71.4
28.6
0
0

1.5. Gender
Employee status
Female
Male
Prefer not to say
No information provided
1.6. Age
Age
bracket
(years)
16-20
21-25
26-30
31-35
36-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75
76-80
81-85
86-90

Percent (%) of new starts
at January 2015

Percent (%) of new starts
at March 2016

14.3
26.2
16.4
9.3
3.5
5.4
5.1
6.5
5.8
4.7
2.1
0.7
0
0
0

15.4
21.2
15.0
9.9
6.6
5.9
3.3
6.6
8.8
4.8
1.8
0.7
0
0
0
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1.7. Marriage and civil partnership
Employee status
Married or in a civil
partnership
Not married or in a civil
partnership
Prefer not to say
No information provided

Percent (%) of new starts
at January 2015
28.5

Percent (%) of new starts
at March 2016
28.9

70.6

68.1

0
0.9

0
2.9

Percent (%) of new starts
at January 2015
0
50.0
0.5
0.2
44.4
0.7
0.2
0.7
0.5
1.4
1.4

Percent (%) of new starts
at March 2016
0
48.3
0
0
47.6
0
1.5
0
0
0.7
1.5

Percent (%) of new starts
at January 2015
0
0.5
0.9
1.2
0.2
0
0
95.1
3.0

Percent (%) of new starts
at March 2016
0
0.4
0
0.7
0.4
0.4
0
97.4
1.8

0
1.9

0
0.7

1.8. Religion or belief
Employee religion or
belief
Buddhist
Christian
Hindu
Muslim
None
Other
Pagan
Roman Catholic
Sikh
Prefer not to say
No information provided
1.9. Ethnic group
Employee status
Bangladeshi
Chinese
Indian
Other
Other Asian
Other Black
Pakistani
White
Total in Ethnic Minority
groups
Prefer not to say
No information provided
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1.10.

Sexual orientation

Employee status
Bisexual
Homosexual
Heterosexual
Prefer not to say
No information provided

Percent (%) of new starts
at January 2015
0.2
2.6
93.2
3.0
0.9

Percent (%) of new starts
at March 2016
0.4
2.3
89.4
7.3
0.7

Staff Retention - Leavers
Characteristics of individuals who left VisitScotland (‘leavers’) in the period May 2013
– March 2016
‘Leavers’ includes staff that left the organisation as a result of either: resignation,
retirement, dismissal, death during service, end of contract, illness or accident,
mutual agreement, or voluntary redundancy. In this report we have additionally
included data on redundancies, retirement and dismissal by gender.
1.1. Disability
Employee status
Disabled
Not disabled
Prefer not to say
No information provided

Percent (%) of leavers at
January 2015
3.1
96.9
0
0

Percent (%) of leavers at
March 2016
3
96.5
0
0

Percent (%) of leavers at
January 2015
73.1
26.9
0
0

Percent (%) of leavers at
March 2016
73.6
26.4
0
0

1.2. Gender
Employee status
Female
Male
Prefer not to say
No information provided
1.3. Age
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Age
bracket
(years)
16-20
21-25
26-30
31-35
36-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75
76-80
81-85
86-90

Percent (%) of leavers at
January 2015

Percent (%) of leavers at
March 2016

9.2
19.5
13.3
8.7
8.2
7.1
6.6
7.1
8.4
7.2
3.6
1.1
0
0
0

13.9
17.3
12.5
10.8
4.7
6.1
5.8
8.1
9.1
6.8
3
1.4
0
0
0.3

1.4. Marriage and civil partnership
Employee status
Married or in a civil
partnership
Not married or in a civil
partnership
Prefer not to say
No information provided

Percent (%) of leavers at
January 2015
30.9

Percent (%) of leavers at
March 2016
34.6

65.8

62.4

0
3.3

0
3

Percent (%) of leavers at
January 2015
0.3
43.2
0.2
0.2
36.1
0.3
0.5
0.7
0
0.2
18.4

Percent (%) of leavers at
March 2016
0
46
0.3
0
44.4
0
2
0.3
0
1
5.4

1.5. Religion or belief
Employee religion or
belief
Buddhist
Christian
Hindu
Muslim
None
Other
Pagan
Roman Catholic
Sikh
Prefer not to say
No information provided
1.6. Ethnic group
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Employee status
Bangladeshi
Chinese
Indian
Other
Other Asian
Other Black
Pakistani
White
Total in Ethnic Minority
groups
Prefer not to say
No information provided

Percent (%) of leavers at
January 2015
0
0.3
0.5
1.5
0.5
0.2
0
92.8
3.0

Percent (%) of leavers at
March 2016
0
0
0.3
0.7
0
0.3
0
95.2
1.3

0
4.3

0
3.4
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1.7. Sexual orientation
Employee status
Bisexual
Homosexual
Heterosexual
Prefer not to say
No information provided

Percent (%) of leavers at
January 2015
0.2
1.8
85.4
3.9
8.7

Percent (%) of leavers at
March 2016
0.2
2
88.8
4.7
3.4

1.8. Leaving Reason
Gender

Leaving Reason

F

Voluntary redundancies
Compulsory redundancies
Retirement
Dismissal
Voluntary redundancies
Compulsory redundancies
Retirement
Dismissal

M

Percent (%) of leavers at
March 2016
7.5
0
0.7
0
1.2
0
0.3
0
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Internal Promotions
Characteristics of VisitScotland employees who received internal promotions, April
2015 – January 2016
1.11.

Disability

Employee status
Disabled
Not disabled
Prefer not to say
No information provided
1.12.

Female
Male
Prefer not to say
No information provided

Age
bracket
(years)
16-20
21-25
26-30
31-35
36-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75
76-80
81-85
86-90

Percent (%) of employees
at March 2016
0
100
0
0

Percent (%) of employees
at January 2015
67.4
32.6
0
0

Percent (%) of employees
at March 2016
65.1
34.9
0
0

Gender

Employee status

1.13.

Percent (%) of employees
at January 2015
2.3
97.7
0
0

Age
Percent (%) of
employees at
January 2015
0
11.6
25.6
20.9
14.0
9.3
7.0
4.7
4.7
2.3
0
0
0
0
0

Percent (%) of
employees at
March 2016
11.6
16.3
27.9
23.3
4.6
9.3
4.6
2.3
0
0
0
0
0
0
0
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1.14.

Marriage and civil partnership

Employee status
Married or in a civil
partnership
Not married or in a civil
partnership
Prefer not to say
No information provided

1.15.

Percent (%) of employees
at March 2016
27.9

55.9

69.7

0
2.3

0
2.3

Religion or belief

Employee religion or
belief
Buddhist
Christian
Hindu
Muslim
None
Other
Pagan
Roman Catholic
Sikh
Prefer not to say
No information provided

1.16.

Percent (%) of employees
at January 2015
41.9

Percent (%) of employees
at January 2015
0
37.2
0
0
46.5
2.3
0
0
0
4.7
9.3

Percent (%) of employees
at March 2016
0
51.1
2.3
0
39.5
2.3
0
0
2.3
2.3
0

Ethnic group

Employee status
Bangladeshi
Chinese
Indian
Other
Other Asian
Other Black
White
Total in Ethnic Minority
groups
Prefer not to say
No information provided

Percent (%) of employees
at January 2015
0
0
0
2.3
0
0
97.7
2.3

Percent (%) of employees
at March 2016
0
0
4.6
0
0
0
95.3
4.6

0
0

0
0
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1.17.

Sexual orientation

Employee status
Bisexual
Gay man
Gay woman
Heterosexual
Prefer not to say

Percent (%) of employees
at January 2015
2.3
2.3
0
88.4
7.0

No information provided

0

Percent (%) of employees
at March 2016
Bisexual
0
Homosexual

2.3

Heterosexual
Prefer not to
say
No information
provided

95.3
2.3
0
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Learning and Development
Characteristics of VisitScotland employees who attended centrally organised
Learning and Development courses, January 2015 – January 2016

1.18.

Disability

Employee status

Disabled
Not disabled
Prefer not to say
No information provided
1.19.

Female
Male
Prefer not to say
No information provided

Age
bracket
(years)
16-20
21-25
26-30
31-35
36-40
41-45
46-50
51-55
56-60
61-65
66-70
71-75
76-80
81-85
86-90

Percent (%) of course
attendees at January
2016
1.1
98.9
0
0

Percent (%) of course
attendees, as at January
2015
71.7
28.3
0
0

Percent (%)course
attendees at January 2016

Gender

Employee status

1.20.

Percent (%) of course
attendees, as at January
2015
0.6
99.4
0
0

73.9
26.1
0
0

Age
Percent (%) of
course attendees
at January 2015
3.3
13.6
28.6
25.3
8.1
7.2
4.8
5.4
2.4
0.9
0.3
0
0
0
0

Percent (%) of
course attendees
at January 2016
1.5
1.5
18.0
16.5
12.8
8.8
12.1
10.9
8.5
5.9
2.6
0.7
0
0
0
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1.21.

Marriage and civil partnership

Employee status

Percent (%) of course
attendees at January 2015
0.6
27.1
68.4

Percent (%) of course
attendees at January 2016
0.4
27.2
17.3 *

Civil partnership
Married
Not married or in a civil
partnership
Prefer not to say
0
0
No information provided 3.9
55.15
*Null fields now included in no information provided data
1.22.

Religion or belief

Employee religion or
belief
Buddhist
Christian
Hindu
Muslim
None
Other
Pagan
Roman Catholic
Sikh
Prefer not to say
No information provided
1.23.

Percent (%) of course
attendees at January 2016
0
46.3
0.7
0.4
37.9
1.5
0.4
0.4
0.4
4.8
7.3

Ethnic group

Employee status
Bangladeshi
Chinese
Indian
Other
Other Asian
Other Black
Pakistani
White
Total in Ethnic Minority
groups
Prefer not to say
No information provided

1.24.

Percent (%) of course
attendees at January 2015
0
40.7
0.6
0.9
44.6
1.5
0
0
0.6
3.6
7.5

Percent (%) of course
attendees at January 2015
0.3
0.3
1.2
0
0
0
0.6
94.3
2.4

Percent (%) of course
attendees at January 2016
0
0
1.5
0.4
0
0
0.4
94.9
2.2

0
3.3

0
2.9

Sexual orientation
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Employee status
Bisexual
Gay man
Gay woman
Heterosexual
Prefer not to say
No information provided

Percent (%) of course
attendees at January 2015
0.3
1.2
1.2
91.3
3.3
2.7

Percent (%) of course
attendees at January 2016
0
2.9
90.8
3.3
2.3
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Gender pay gap information
In 2016, the Insight Department at VisitScotland undertook an analysis of
VisitScotland employee salaries as part of a broader Equal Pay Audit, and based on
a snapshot extract of current employees within the organisation as of 31st March
2016.
Compliance of the Equal Pay Act is an important and fundamental role that
VisitScotland acknowledges and the aim of the audit was to undertake an objective
analysis of staff salaries within the context of the profile of employment
demographics for the organisation from which to identify any trends, patterns or
discrepancies which may not align with equal pay legislation.
The methodology adopted in the analysis of data followed guidance provided from a
number of sources, including Close the Gap, the Equality Human Rights
Commission (EHRC), the PCS Union website, and can be found in detail at
Appendix 542.
Highlights from the pay data audit are as follows:








VisitScotland has a higher ratio of females to males across all grades except
SMT grade level.
When average full time equivalent salary is calculated for the grades 1-3
representing the relative lower wage earners there appears no inequality in
wages.
When observing Grades 4 and above male employees appear to have marginally
higher average salaries than females within the same grade.
For grades 5 to 7 the salary difference remains below 5% which is noted but does
not immediately require further investigation.
Grade 8, representing the senior management, is represented exclusively by
male employees at this grade level and therefore has a statistical influence on an
overall organisational viewpoint due to the higher overall average salary at this
level.
There is a difference in average hourly salary greater than 10% at Grade 3 and
Grade 5 in Events, Grade 6 in Marketing and Partnerships and Grade 7 in
Corporate Services. An explanation for the occurrences where average hourly
salary difference is greater than 10% is provided at Appendix 5.

In conclusion the analysis of the average hourly pay rates across grade, directorate
and gender shows that there are some variations in pay distribution. While the
majority of combinations of grade and directorate demonstrate that there is less than
10% difference in pay both in favour of males or females (subject to the grade and
directorate) there is a minority of combinations where the difference is greater than
10%.
In the five occurrences where there is a10% or greater difference in salary, two
occurrences are due to small samples. The remainder of occurrences where there is
a 10% or more salary difference is shown to be due to departmental variation and
42

Analysis of Pay Data
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duration of service. We are conscious of this and will undertake further consultation
and analysis to fully understand the differences to identify any action needed to
achieve equal pay.

Equal Pay Statement
Our Equal Pay Statement for 2017 is supported by the Equal Pay Data Audit as part
of the gender pay gap information above and is published as a separate document
on our business facing website at www.visitscotland.org.

Assess and review policies and practices
We fully accept our responsibilities in relation to the assessment and review of the
impact of our policies procedures, and in 2016 we introduced a new staff equality
group43 whose primary task is to support our strategy of mainstreaming of equality
and diversity across the organisation.
One of the primary purposes of the Group is to support the Equality Impact
Assessment (EQIA) process by reviewing policies and procedures to ensure that
staff policies and procedures reflect our organisational values, and that the principles
of equality, as defined by the Equality Act 2010, are embedded in our day to day
working practices.
The group have already reviewed staff policies relating to adoption leave, maternity
leave and fixed term contracts. Following an initial screening, the group did not find
or highlight of any areas of equality concern or impact in any of the policies, and
therefore a full EQIA assessment was not required. However they did have few
minor suggestions for clarity that have been incorporated into the policies.
In partnership with the Scottish Government and other participative partners we have
also undertaken full EQIA assessments for the 2015 Year of Food and Drink44 and
2016 Year of Innovation, Architecture and Design45 themed year activities.

Award criteria and conditions in relation to public
procurement
The Scottish Model of Procurement is widely acknowledged and the Scottish
Government Procurement Journey is now embedded within VisitScotland as the
principal procurement process. Principles of cost, sustainability and quality are key
to all procurement decisions within VisitScotland and our standard terms and
conditions of contract contain specific wording on supplier duties and employee
liabilities, and make it clear that suppliers must not unlawfully discriminate against
any person within the meaning of the Equality Act 2010 in its activities relating to the
contract. All VisitScotland procurement contracts are subject to internal audit
requirements.
43

Staff Equality Group
EQIA – 2015 Year of Food and Drink
45 EQIA - The 2016 Year of Innovation, Architecture and Design (YIAD)
44
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VisitScotland Board - Succession Planning
At the beginning of 2015 the VisitScotland Board membership consisted of seven
men and one women, plus Chair (male).
Aware of the benefits a more balanced board membership would bring to
VisitScotland we have worked hard to improve on that position and as a result of a
number of successful initiatives, including a partnership with Changing the Chemistry
to promote the Board appointment round with a dedicated seminar and workshop;
and targeted mailing of women’s organisations, at the end of 2015, we successfully
achieved a gender balance on our Board with a Board membership consisting of
four men and four women plus Chair (male).
In 2016, the incoming Chair identified a need to appoint a co-opted member to
provide expertise in audit and in view of our commitment to ensure gender balance,
he has appointed an additional woman to the Board and the Board now consists of
five men and five women, including Chair46.
VisitScotland Board members do not have specific responsibilities in terms of
supporting individual protected characteristics, but they are expected to represent
and support all equality groups as part of their Board membership.
Our next Board appointments are due in 2019, with planning for the appointment
round commencing in 2018. Conscious of the need to encourage and promote
future Board membership to include a broader range of protected characteristics, we
will be aiming to maintain and improve the current representation through succession
planning activity.
We will take a full account of future Board diversity requirements, and wherever
possible make practical and effective use of the current Board membership
information to proactively inform and encourage applicants from other equality
groups.

46

VisitScotland Board Structure
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Appendix 1
VisitScotland’s Equal Opportunities Policy
A full copy our policy is available on our corporate website, www.visitscotland.org,
under ‘Our Policies’.
Statement of Policy
The basic concept of managing diversity accepts that the workforce consists of a
diverse population of people. Diversity consists of visible and non-visible differences
which include factors such as gender, transgender, social and economic
background, race, disability, religion, age, sexual orientation, personality and work
style. It is founded on the premise that harnessing these differences will create a
productive environment in which everybody feels valued, where their talents are
being fully utilised, and in which organisational and business goals are met.
VisitScotland’s Business Statement to support Diversity Management
We aim to support culture change in the organisation through a business-focused
Equality and Diversity strategy that encourages and empowers managers to take
decisions and, when required, face up to making hard choices. Recognising the
different and varied skills and talents our staff bring to the workplace, and integrating
diversity management into their key leadership skills, enables line managers to
develop their teams to the benefit of VisitScotland’s corporate and business agenda,
thus giving us the edge over our competitors.
Our Commitment
We believe that this commitment to equality to all groups will have a business
benefit, as our customers and stakeholders will have an assurance that we will take
action, within our remit, to meet and treat society as it stands. This will ensure that
equality is at the heart of our service delivery and all of our policy making.
VisitScotland will apply the same level of commitment to uphold and challenge any
acts that would be, or could appear to be, discriminatory to any of the groups as
named in this policy.
Our Aim
VisitScotland is opposed to all forms of unlawful and unfair discrimination. All job
applicants, employees and others who work for us will be treated fairly and will not
be discriminated against on any of the grounds as stated in our Statement of Policy
above, or as set out in the Equality Act 2010 as ‘protected characteristics’.
VisitScotland also recognises that there are groups in society who are discriminated
against and therefore aims to make sure that all the people it serves have equal
access to all facilities and services.
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VisitScotland is an equal opportunity employer and all existing and prospective
employees of VisitScotland will be treated fairly and have equal access to all
employment opportunities.
Service Delivery
All of VisitScotland’s customers, both internal and external, are eligible for the same
quality and level of service, irrespective of age, disability, gender reassignment,
marriage and civil partnership, pregnancy and maternity, race, religion or belief,
gender or sexual orientation. VisitScotland will promote equality of opportunity by:







Providing services to meet visitors’ actual, rather than presumed, needs.
Providing accessible information about the holidays and opportunities
available to visitors.
Ensuring all staff are trained to provide an appropriate and informed response
to all visitors and stakeholders.
Delivering services in ways which are appropriate to our service users’ needs
and, wherever possible, removing barriers which may deny access.
Ensuring any complaints of discrimination are dealt with speedily and fairly.
Requiring that those who provide services on behalf of VisitScotland to
comply with the requirements of the Equality Act 2010.

To whom does the policy apply?
VisitScotland’s Equality policy applies to all those who work for, or apply to work for
VisitScotland. This includes:







Job applicants and potential applicants
Employees
Contract and seasonal workers
Agency workers
Trainee workers and students on work experience or placements
Volunteer workers

This policy also covers all of our external service users and stakeholders, with whom
we do business or have a working relationship.
Implementation and Equality Commitments
The Chief Executive has specific responsibility for the effective implementation of
this policy. However, each Director, Head of Department, all line managers and staff
also have responsibilities in meeting the requirements of this policy. We expect all
our employees to abide by the policy and help create an equality environment in
support of VisitScotland’s business and corporate objectives.
In order to implement this policy we are committed to:


Working within the legislation as set out in the Equality Act 2010
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Providing opportunities for all employees in the workplace including
recruitment, selection, promotion and retention processes
Taking lawful affirmative or positive action, where appropriate
Treating all employees fairly, whether full-time or part-time, permanent or
temporary
Encouraging, valuing and managing diversity
Providing a working environment which is free from harassment, bullying and
discrimination
Regarding all breaches of this Equality policy as misconduct, which may lead
to disciplinary proceedings
Creating an organisational culture where everyone knows that their
contribution is valued
Ensuring that, in our procurement procedure and when working with outside
agencies, we obtain evidence that they own and abide by their own Equality
policies, or that they will comply with VisitScotland’s Equality policy in their
dealings with our organisation and our workforce.

VisitScotland will however apply this policy within the bounds of reasonable,
proportionate and appropriate means.
This policy is fully supported by the Chief Executive and the Senior
Management Team and has been agreed with the Equality Policy Group and
the Trade Unions.

71

Appendix 2
Case Studies - Homeless World Cup and IPC Swimming World
Championships
Homeless World Cup
Case Study
CONTEXT
The Homeless World Cup is a unique, pioneering social movement which uses
football to inspire homeless people to change their own lives, operating through a
network of more than 70 national partners to support football programmes and social
enterprise development. As an established annual event, it uses football as an
empowering tool, raising awareness of homelessness and building the resilience of
homeless and ex-homeless men and women. The tournament itself provides a focus
for and a celebration of year-round activities by organising and delivering an annual,
world-class, international football tournament for men’s and women’s national teams
that takes place in a different city every year.
GLASGOW’S HOMELESS WORLD CUP
The Homeless World Cup 2016 was originally awarded to Kolkata, India. However,
in autumn 2015, it became apparent that organisers wished to identify an alternative
host city. Homeless World Cup approached Glasgow City Council regarding its
ability to host and a rescue package was put together by Glasgow Life and Scottish
Government to secure the event for Scotland. Scottish Government provided
additional funding to VisitScotland to manage its investment in this event through the
EventScotland team, which has acknowledged expertise in event delivery that does
not exist elsewhere in Scottish Government in relation to event management and
grant aid support for events.
THE IMPACT OF THE HOMELESS WORLD CUP
Awareness
The event took place within the high-profile and high-footfall setting of Glasgow’s
George Square, where three pitches were established with 3,500-capacity arena
seating to allow spectators to watch and strengthen the participating experience.
Around 500 players participated, representing 48 men’s and 16 women’s teams.
The event build was carried out with broadcast requirements in mind, as all matches
were streamed live on the tournament website courtesy of sports production
company, QTV, providing international promotion opportunities for Glasgow and
Scotland as the destination and to raise awareness of homelessness. Media
coverage of the Homeless World Cup was extensive, with widespread national
media coverage in Scotland and reports and features reaching as far afield as
Mexico, Australia and Indonesia. There was also significant coverage online, with
around 4 million unique views, 23 million page impressions across the official
HomelessWorldCup.org website and a total reach of around 52 million. A partnership
with STV, which saw them utilise the live match feed provided by QTV, was crucial to
the media success of the Homeless World Cup. The broadcaster set up a studio in
George Square and provided the local broadcast for Glasgow and Edinburgh, with
several other areas in the UK picking up this feed. STV provided live coverage
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streamed live on their website, ongoing commentary and highlights packages shown
daily on the main STV/ITV channel.
The event was strongly supported by MSPs, which contributed to the exposure of the
tournament. First Minister Nicola Sturgeon, who attended the tournament, said: “The
Homeless World Cup is a truly unique and inspiring event that uses the power of
football to help transform the lives of over 1 million homeless people throughout the
world.”
Spectator feedback
Around 80,000 spectators visited the Homeless World Cup over the course of event
week, which represents very strong attendance for a free event. This equated to
22,996 unique spectators. There is evidence from an EKOS Spectator Survey
carried out during the event that the Homeless World Cup was highly thought of by
spectators. Just short of all spectators surveyed (99.5%) rated the overall event
experience as very good or good, while 93% agreed that the event helped to raise
the profile of homelessness. Additionally, 84% indicated they had a more positive
attitude towards homeless people and 87% were more likely to support The
Homeless World Cup and other homeless charities following their experience of the
tournament.
Legacy
There will also be a tangible legacy of Scotland’s hosting of the Homeless World
Cup. Glasgow Life has secured funding from the Big Lottery Fund to support a 15month HWC 2016 Glasgow Legacy Project to run from 21 March 2016 to 30 July
2017. The project supported volunteer involvement of formerly homeless people
during the tournament and has helped to establish an extensive legacy programme
post-event to further develop the confidence and skills of participants, and improve
social connections and networks to help address the isolation and loneliness
homelessness can bring. Following the event, volunteers were invited to Hampden to
allow them to learn more about the opportunities offered through the next stage of
the Legacy programme. These included Sport Employability workshops: a 10-week
programme of creative writing, offered by Glasgow Libraries in collaboration with the
University of Strathclyde; and access to Glasgow Sport Coach Development and
Education Programmes.
IPC Swimming World Championships
Case Study
CONTEXT
The IPC Swimming World Championships took place from 13-19 July 2015 at
Glasgow’s Tollcross International Swimming Centre. This was the first time the event
had been staged in the UK and formed an important aspect of legacy planning in line
with the 2014 Commonwealth Games. The championships also doubled as the first
qualification event for the 2016 Olympic Games in Rio. The on-going awareness of
Paralympic Sport through high-profile competitions like the IPC Swimming World
Championships is vital in encouraging the growth and development of the sport.
GLASGOW’S IPC SWIMMING WORLD CHAMPIONSHIPS
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Owing to the strong increase in interest in the Paralympic Movement during the
London Olympics and the 2014 Commonwealth Games, the IPC Swimming World
Championships were identified as a key opportunity for Glasgow. Not only did the
event prove Scotland’s commitment to the legacy of 2014 Games by utilising existing
facilities, it also demonstrated our support of the Paralympic Movement and
reinforced Scotland’s reputation as a welcoming tourism and event destination.
The bid was submitted by British Swimming in the belief that Glasgow presented a
strong proposition and would allow the UK to raise the bar in terms of event
attendance, sports presentation and awareness. Glasgow Life committed to securing
this event in line with their strategy to bring a disability event to the city every five
years. In addition to inviting a record 582 swimmers from 65 countries and their
associated support staff, the event attracted a record 3,882 spectators for the event,
40% arriving from outside of Scotland. Around 50% of the audience attended with a
child, which was mainly down to a ‘kids go free’ ticket promotion.
The competition venue provided a suitable space for the championships and staff
were praised as extremely helpful and flexible throughout. An athlete-focused
approach was adopted, which saw an additional 600 athlete seating positions
provided, as well as 30 wheelchair positions on a raised deck area. Ramps were
built and positioned on both the start and end turn areas, so that wheelchair users
could reach the starting booms. Among other facility adaptations, mats were
purchased and used in each of the corners of the pool, and were used to aid athletes
getting in and out of the pool.
THE IMPACT OF THE IPC SWIMMING WORLD CHAMPIONSHIPS
Awareness
Awareness of Paralympic swimming was a key impact area for the event and the
high media profile generated throughout the championships ensured targets in this
respect were achieved. This had the added benefit of ensuring Tollcross
International Swimming Centre was showcased around the world as a world-class
sporting facility. Growing media interest in disability sports has been experienced
following Channel 4’s commitment to broadcast the 2012 Paralympic Games in
London.
The event was well publicised locally particularly through the city centre activation on
Buchanan Street supported by GCMB.
Overall, the PR campaign delivered against its objective of securing media coverage
for the event in Scotland, gaining exposure in the main Scottish print titles and
National radio coverage, including BBC Radio 1, BBC Radio 2 and BBC Radio 5
Live. All generated content was pushed out via IPC and partner social media
channels and was the key mechanism for interaction; the top video achieving more
than 4,000 views. A partnership with the Daily Record and Clyde 1 ensured the
campaign was able to reach out to a new Glasgow audience; post event research
showed that 51% of ticket purchasers hadn't previously attended a major swimming
event.
A record number of broadcasters and coverage were confirmed for the event; a total
of 16 broadcasters from eight countries showed live coverage on TV and online,
whilst 122 accredited journalists, non-rights holders and photographers were in
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attendance. Live coverage was broadcast via New Zealand's Attitude Pictures,
Spain's Grada1, Japan's SkyPerfect TV, Germany's SportDeutschland.TV, US
Paralympics and Channel 4, BBC Radio 5 Live from the UK. Additionally highlights
were shown in USA, Italy and Brazil. STV Glasgow offered daily news and highlights
packages. Viewing figures for the two live shows on Channel 4 peaked at 133k.
Outreach
An allocation of 20 tickets per day was provided for spectators targeted from
deprived areas of Glasgow. This gave them the opportunity to observe an
international sporting event.
Para-sport legacy
Although the IPC World Swimming Championships itself formed part of the legacy of
the XX Commonwealth Games, a specific legacy programme for the IPC Swimming
World Championships was also designed and implemented by Scottish Swimming. It
was established to promote and develop the sport of Para-swimming, both locally
and nationally, to engage with the local community and to inspire the public to lead
richer, more active lifestyles through swimming. A talent ID held in Glasgow and
Edinburgh had 50 participants, a Para-Swimming education week had 130 people
attend and participants in the British Swimming Talent ID programme trained in the
main competition pool for two days. In addition, 87% of the volunteer workforce was
based in Scotland and in the main recruited from the Glasgow 2014 database.
The 2015 Legacy Programme objectives linked with Scottish Swimming and Scottish
Disability Sport’s joint Whole Sport Action Plan 2014-2017, and Glasgow City
Council’s Cultural Strategy (2006), which between them have clear objectives for
increased activity opportunities, sporting participation, talent development and coach
and teacher education. These include:







Increase interest and understanding of para-swimming
Identify local and national TiD opportunities of target impairments
Increase swimmers at participation and competitive levels of the pathway
Upskill local volunteers, teachers and coaches
Engage with the local community so they feel part of the event
Inspire residents of Glasgow to be more active through spectatorship

Feedback
An independent spectator survey was carried out during the event by Sheffield
Hallam University’s Sport Industry Research Centre, which demonstrated a positive
event experience for the vast majority of attendees. Two-thirds (63%) of those
questioned stated they felt inspired to increase their own participation in sport and
active recreation as a result of attending the event. Among the findings of the report,
there was also particularly positive feedback on event planning; disability awareness
and facility adaptations and services from respondents who reported having a longterm illness or disability.
In promotion of the Paralympic movement in the UK, the event proved to be
incredibly effective. Of those UK residents surveyed at the event, 92% ‘Strongly
Agreed’ or ‘Agreed’ that they would be more likely to follow the progress of British
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Swimmers in the build up to Rio than they had for previous Olympic/Paralympic
Games.
There were also overwhelmingly positive ratings of either ‘Very Good’ or ‘Good’ from
the majority of respondents for the following criteria: Ease of Booking Tickets (79%),
Ease of Booking Travel and Accommodation (73%), Information on Accessible
Facilities at the Venue (75%), Disability Awareness of Event
Staff/Stewards/Volunteers (79%), Disability Awareness among other spectators
(72%),
Provision of Accessible Toilets (63%), Provision of Lifts & Ramps (61%) and
Assistance in Moving Round the venue (67%)
In response to the spectator survey, IPC CEO, Xavier Gonzalez, said: “It is highly
encouraging to see the vast majority of people who came to the competition would
recommend it to their family and friends, and also that people felt inspired to do more
sport.
“Another crucial measure of success is the perceived accessibility of the
Championships, from ticketing to infrastructure and training of event staff and
volunteers.
“Aside from the exciting sporting action, it is crucial that major international paraswimming competitions leave behind a tangible legacy for future generations. I
believe that Glasgow 2015 has fulfilled this mission.”
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Appendix 3
Learning and development - 2015 – 16 Course Statistics
Training Days
Total number of delegate training days evaluated during 2015-16 = 554 (30%
increase on 2014-15)

Face to face
Lunchtime Learning
Webinar

Number of
courses
2014-15
49
17
11

Number of
courses
2015-16
84
41
12

% Increase

71%
141%
9%

Course evaluation
Satisfaction Score: 1- Strongly Disagree 5 – Strongly Agree
Satisfaction
directly after
course
2014-15
2015-16

4.62 (92%)
4.65 (93%)

Satisfaction 2
months after
course
(learner)
4.2 (84%)
4.4 (88%)

Satisfaction 2
months after
course
(manager)
3.9 (78%)
4.0 (80%)

Net
Promoter
Score
62.62%
69.49%

Learner Evaluation comments
“Great tools for helping with presentation notes. Got exactly what I wanted out of the
session.” – Presentation Skills
“I really enjoyed this course. Jill was fantastic and I feel I have improved my
'customer service'” – World Host
“Brilliant! Really interesting and very useful. Great to have take-home guide for
reference/further learning. Elements on place names especially useful - would be
great to have more on hills/mountains, local attractions etc.” – Gaelic for Business
“The interaction on this course was just perfect which made you stay focused and
not daydream like some other courses.” – The 7 Habits of Highly Effective People
“I found this course very helpful for my job and role. I have learnt very interesting
techniques. The trainer was really helpful, professional and prepared. He did really
engage with people and gave us skills and material for thought for our future as
trainers.”- Group Training Certificate
“Very interesting and learnt a lot about social media platforms that I wouldn't have
found out myself. Jeanne was very knowledgeable, interesting and engaging.” –
Introduction to Social Media
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Managers Evaluation comments
“This course has been incredibly helpful to … it has allowed her to focus on what is
most important rather than say yes to everything and get stressed as a result” – The
7 Habits of Highly Effective People
“Best use of ….time. Great to see him come back to his desk with such confidence”
– Project Management
“I haven’t yet seen ….practise any presentations yet but from what I have heard from
the team it appears to have helped” – Presentation skills
Additional Impact











13 internal mentorship pairings – A highly successful one year mentoring
programme
18 Managers have completed the Management Development Passport
programme – a 6 month leadership and management programme through
Edinburgh College
22 Professional Qualifications completed including:
o CIM Certificate in Professional Marketing x 6
o CIM Diploma in Professional Marketing x 3
o CIPR Diploma in Public Relations x 2
o Diploma in Digital Marketing
o Cisco Network Programme
Adhoc training arranged for teams across the Directorates including:
o Advanced social Media
o Writing for the Web
o Media Training
Individual learning request
o Developing Digital talent 2015 event
o Managing Health & Safety / Risk Assessments
o Data Analytics for Marketers
o British Sign Language course – 3 VSA’s in Edinburgh
o Prince2
Increase in E-Learning offerings including:
o Our Edinburgh / VisitAberdeenshire Customer Service modules
o Unconscious Bias
o Open University FREE E-Learning portal

Total Professional Qualifications by year
Year
2015-16
2014-15
2013-14
2012-13
2011-12

Number
22
11
9
16
20
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Appendix 4
Supplier Duties - Discrimination
The Supplier must not unlawfully discriminate against any person within the meaning
of the Equality Act 2010 in its activities relating to the Contract or any other contract
with the Purchaser.

Employee Liabilities
"Employee Liabilities” means all liabilities, entitlements and/or claims in respect of
and/or in connection with any personnel, including claims (whether pursued by or on
behalf of any personnel or by any trade union in respect of any personnel) for
protective awards, awards in respect of any failure to inform and consult under the
Transfer of Undertakings (Protection of Employment) Regulations 2006, redundancy
payments, unlawful deduction of wages, unfair, wrongful or constructive dismissal
(including automatically unfair dismissal) compensation, compensation for sex, race,
disability, age, gender reassignment, marriage and civil partnership, sexual
orientation discrimination or discrimination by reason of religion or belief, claims for
equal pay, claims in relation to pensions entitlements, compensation for less
favourable treatment of part-time workers or fixed term employees, and any claims
(whether in delict, tort, contract or statute or otherwise), demands, actions,
proceedings and any award, compensation, damages, tribunal awards, fine, loss,
order, penalty, disbursement, payment made by way of settlement and costs and
expenses reasonably incurred in connection with a claim or investigation (including
any investigation by the Equality and Human Rights Commission, or other
enforcement, regulatory or supervisory body and of implementing any requirements
which may arise from such investigation), and any legal costs and expenses and any
other Losses related to any such liabilities, entitlements and/or claims.
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Appendix 5
Analysis of Pay Data
Based on the recommendations detailed in the methodology, the following are the standard
analysis in evaluating equal pay using a consistent approach. The charts below provide a
descriptor to the data.

Distribution of employee numbers across pay
grades and gender
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Mean FTE salary by gender
(grade, gender and overall)
£120,000.00
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M

What the charts above describe is that for the period observed the organisation has a higher
ratio of females to males across all grades except grade 8. When average full time
equivalent salary is calculated for the grades 1-3 representing the relative lower wage
earners there appears no inequality in wages. When observing Grades 4 and above male
employees appear to have marginally higher average salaries than females within the same
grade. The table below shows the percentage difference in male and female employees
FTE equivalent salary by grade. The figure reflects the chart showing that grades 1 to 3 are
within the tolerances for comparable salaries. For the grades 5 to 7 the salary difference
remains below 5% which in noted but does not require immediate further investigation.
Grade
% Difference M/F for FTE Equivalent Salary
Grade 1
-1.4%
Grade 2
2.0%
Grade 3
0.4%
Grade 4
0.8%
Grade 5
4.5%
Grade 6
4.5%
Grade 7
4.3%
Grade 8
No [F] Employees
Percentage Difference Male/Female for FTE Equivalent Salary
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It should be noted that for Grade 8, representing the senior management, it is represented
exclusively by male employees at this grade level and therefore has a statistical influence on
an overall organisational viewpoint due to the higher overall average salary at this level.
While analysis of Gender, FTE equivalent salary and grade provides a starting point in
understanding the relationships around equal pay, to understand in greater detail the Close
the Gap methodology recommends presenting data by pay grade / Gender / department and
calculating the percentage difference. The table below represents the mean hourly rates by
grade, gender and department.

Average Hourly Rate by Grade, Gender and Directorate - Entries showing * reflect instances where
the entry has been withheld to protect personal data due to the small number of staff in the sample.
The mean hourly rate was calculated by dividing the Equivalent Salary of each employee by
52 (weeks) and then dividing the weekly equivalent salary by the hours worked. The
average or mean was then calculated across all employees by gender, directorate and grade
and presented in the table above. Where the average hourly salary is represented in red the
figure is higher than that of the equivalent grade and directorate for the opposite gender. For
Grade 1 Corporate Services and Marketing there are equal average hourly pay rates for both
genders.
The table below expresses the percentage difference between male and female employee
average hourly rates by grade and directorate. Where a differential of 10% or more is
present, this is expressed in bold. Additionally where there is no data or no male / female
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Grand Total

Male Total

Partnerships

Marketing

Events

Corporate Services

Chief Executives Office

Female Total

Partnerships

Male

Marketing

Events

Corporate Services

Chief Executives Office

Female

Grade 6
Grade 7
Grade 8
Non Graded
Grand Total
Sub net Grand
Total (Exc
Grade 8 & Non
Graded)

Overall Gender Comparison

Grade 5

Partnerships

Grade 4

Marketing

Grade 3

Events

Grade 2

Corporate Services

Grade 1

Chief Executives Office

employees this is noted. Where the percentage is positive, the male average hourly salary
is greater, where the percentage is negative, the female average hourly salary is higher.

No Data

0.0%

No Data

0.0%

-1.4%

-1.4%

No (Males)

1.5%

No (Males)

No (Males)

2.8%

2.0%

No (Males)

0.5%

-15.5%

-4.9%

-3.1%

0.4%

-0.1%

-1.1%

-4.2%

7.4%

-2.0%

0.9%

1.0%

-3.0%

13.7%

0.3%

-4.9%

4.2%

8.8%

No
(Females)

5.8%

-11.1%

13.8%

4.5%

4.6%

14.7%

0.7%

No (Males)

9.1%

4.3%

No Data

No
(Females)

No
(Females)

No
(Females)

No
(Females)

No
(Females)

169.0%

19.4%

94.3%

88.1%

No (Male)

54.4%

25.9%

27.2%

45.6%

9.8%

15.4%

25.9%

6.5%

22.7%

32.7%

-5.0%

12.3%

15.8%

Percentage difference between male and female average hourly rate by grade and
directorate
From the calculations above we can see that there are five occurrences where there is a
difference in average hourly salary greater than 10%. These are Grade 3 and Grade 5
Events, Grade 6 Marketing and Partnerships and Grade 7 Corporate Services. Furthermore
due to the numeric outliers within the Non-Graded (non-homogenous sample and
unrepresentative) and Grade 8 (Senior Management grade which is exclusively male) the
Grand Total has been calculated excluding this data to provide an overall figure for pay
comparison for the majority of the organisation.
Explanations for the occurrences where average hourly salary difference is greater than 10%
are provided below. Please note that the analysis provided is based on the initial
examination of the figures and further analysis may be undertaken following consultation and
feedback from relevant bodies and organisations.
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Grade

Directorate

%
Difference
in Hourly
Rate by
Gender

Grade 3

Events

-15.5%

Female =
£11.84
Male = £10.00

Sample based on four employees of which one
is male. Pay disparity appears to be due to the
length of service where female employees have
multiple year continuous service. The male
employee has less than one year service.

Grade 5

Events

13.7%

Female =
£17.57
Male = £19.98

Sample based on sixteen employees of which
six are male. Differential based on two female
employee’s hourly rate below comparable levels
for the female cohort. One male employee is
paid above the male cohort level. With these
outliers removed the annual average hourly rate
difference would be 4.7%.

Grade 6

Marketing

-11.1%

Female =
£24.64
Male = £21.90

Sample based on thirteen employees of which
three are male. Variations appear based on
department salary distributions.

Grade 6

Partnerships

13.8%

Female =
£22.66
Male = £25.80

Sample based on sixteen employees of which
seven are male. No clear correlation between
employment factors / pay and gender. One
male employee with significant duration of
service has a salary above the overall cohort.
Removal of this outlier makes the percentage
average salary difference 8.8%.

Grade 7

Corporate
Services

14.7%

Female =
£24.64
Male = £21.90

Sample based on four employees of which three
are male. Variation is due to small sample.

Average
Hourly Rate
by Gender

Analysis & Interpretation of
difference in Average Hourly Pay
Rate

Conclusion
The analysis of the average hourly pay rates across grade, directorate and gender shows
that there are some variations in pay distribution. While the majority of combinations of
grade and directorate demonstrate that there is less than 10% difference in pay both in
favour of males or females (subject to the grade and directorate) there is a minority of
combinations where the difference is greater than 10%. In the five occurrences where there
is a10% or greater difference in salary, two occurrences are due to small samples. The
remainder of occurrences where there is a 10% or more salary difference is shown to be due
to departmental variation and duration of service. We will undertake further consultation and
analysis to fully understand the differences to identify any action needed to achieve equal
pay.
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Appendix 6
Skills Development Scotland Case Study


How did you find out about your apprenticeship?

Prior to my searching for the modern apprenticeship, I had approached East Lothian
Works in Haddington, a council service which helped provide people with advice,
information and support with regards to employability skills, finding and sourcing jobs
available and training and development opportunities. I was very keen to look for a
modern apprenticeship or a job position specifically linked with business
administration and one which would allow me to learn new skills whilst working.
East Lothian Works were made aware that I had high functioning autism and that it
was important that I was assisted with finding job positions that were not only related
to business administration but also where there would be support in the role
available which would suit my needs. The team there were very resourceful and
supporting and helped me to find an apprenticeship on the VisitScotland website,
providing me with advice I would need to help me with my application to be
considered for interview. After submitting my application, I shortly received a
response from VisitScotland to say that I was invited to their head office for a group
interview in their assessment centre.


What was it like when you first started? Were you excited, nervous?

I can honestly say it was difficult to keep my excitement and surprise under control
when I told my family and friends that I had got the job. They were all very happy and
excited for me and proud of the fact that I had received this opportunity.
Prior to my starting my position as Customer Experience Assistant Modern
Apprentice at VisitScotland, I had to make sure that I had a Scotrail season ticket
and a Lothian Bus card for commuting. Travelling on public transport for a long
period of time at busy hours of the day didn’t really bother me at all as it was going to
be part of the working experience. I also didn’t feel the need for my parents or friends
to accompany me as I knew the route I was taking to the office from going to the
interview so I was well prepared.
On my first day (31 August 2015) I boarded the train from North Berwick to
Edinburgh Waverley, followed by the 22 bus down to VisitScotland’s head office at
Ocean Point in Leith. A whole range of emotions, thoughts and feelings were rushing
through my head. I was very excited, nervous and anxious of what my first day was
going to be like and what first impressions I would present to the people who worked
there. I was very determined to make a good impression and to show the people at
VisitScotland all the positive things I could bring to their organisation. I knew that a
lot would be expected of me and that I had to face my new stage in life confidently
with a mature attitude.
The first couple of weeks of my apprenticeship were incredibly busy. I was
introduced to all my colleagues in the Customer Experience team and neighbouring
departments, whom were all very friendly and welcoming. I was given lots of health
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and safety training as was mandatory and some small tasks and projects to help me
ease into my role and give me a good understanding of the work I would be assisting
with.
My training provider Beverley Glenwright and her team at Direct Partners Ltd invited
myself and the other apprentices to an introductory day of the course, explaining in
detail the expected outcomes of the course overall and the steps we individually had
to take in order to present a high standard portfolio. If I had questions on any aspect
of my course or the tasks/projects I was assigned, I felt I could easily approach
Beverley or my CX team for help and support. After the warm welcome I received
from VS and Direct Partners, I knew I was going to enjoy my time taking part in this
modern apprenticeship and begin to pave the pathway to a long-term career at
VisitScotland.


What sorts of things do you do as part of your apprenticeship?

With regards to my job role as a Customer Experience Assistant, there are a large
variety of tasks and projects that I actively help my team with on a daily basis.
In the content events team, I add, amend and approve events for the VisitScotland
events page on the website via our own administrative tool used by myself and my
colleagues. The volume of events we receive is often big so we strive to get as many
approved as we can whilst making sure the information is accurate and agrees with
our set guidelines. We also work closely with events provider The List which allows
us to submit new events and suggestions for amends to events on their website.
With regards to email correspondence, our team ensures to promptly answer
enquiries from public organisations and internal customers in VS with their event
listings and add or amend any details that they require actioned.
I actively assist the Customer Experience Manager with regards to setting up and
participating in teleconference meetings with our distribution company Direct
Distribution, send correspondence throughout the iCentre network informing all of
our iCentre staff of any new updates, order items such as brochures and point of
sale items on behalf of iCentres and third parties, add and amend iCentre opening
hours on our website and assist with projects.
I also check our VisitScotland tear off counter pad maps for amends and approve
them for distribution. These maps are very popular as the maps act as a reference
point when visitors are currently in Scotland and are planning for things to see and
do. My responsibility is to ensure that all our VisitScotland branding is up to date and
that the address and contact details are correct. Once all these details have been
checked, I inform my colleagues at CPL (the company that produces the maps) that
the maps are approved and can be printed and distributed to our iCentres and
warehouses.


Do you feel your autism has impacted your work in any way?

There have been some instances I worry if the outcome of a task is left unclear. It is
the feeling of uncertainty and the unknown that makes me feel incredibly anxious. I
want to try my best at every task or project I do so of course if there is some detail
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left unclear, I’m going to feel worried of my performance overall. I have also found
that I sometimes misunderstand instructions given or may not understand certain
aspects of work as easily as others. I can occasionally become forgetful and
flustered and ask questions sometimes again and again until I get full understanding
of what it is I need to remember for a project, task or process.
It can become frustrating as I don’t want to give my colleagues any excuse to think
that I’m not capable of completing projects and tasks the same way as everyone else
or that I don’t have what it takes to be working for my employer. To prevent from
anxiety creeping into my routine, if I have clear instructions and supporting
colleagues around me to turn to for help, I feel I am less likely to feel anxious and
worried of the outcome and carry out my work with confidence.


Has your autism benefitted your work?

In many aspects of my work it has. I like having structure to my day so having a daily
routine to keep to at work has been very beneficial. I have learned to adapt to new
situations this past year so if anything new does come up, I have become more
accepting and have a ‘can do’ attitude towards these tasks and projects as opposed
to refusing because it’s unfamiliar.
People with autism are renowned for paying close attention to small details. When it
comes to checking listings on the website, checking map proofs before printing,
looking after data in spreadsheets and raising purchase orders on our payment
system, this aspect of my disability has often shown to be very handy. I like to do
certain tasks again and again which of course some people don’t tend to enjoy
doing. My colleagues have also praised me for completing tasks quickly and for
being articulate in my communication verbally and literally.


What do your family think of your apprenticeship?

My family and friends are incredibly proud and overjoyed with the fact that I have
received this apprenticeship. My parents think that this is a perfect opportunity for
any young individual as it has helped me in the long run become more independent,
has given me a lot of experience working in a full time office environment working
alongside other people and has given me a lot of valuable skills and knowledge that
can help further my career at VS. They are happy with the fact that I have been
given the opportunity to work and study with a reputable employer which makes
allowances for my disability and gives me the support I need in order to progress.


Would you recommend an apprenticeship to someone else?

Without a doubt yes! I would definitely recommend this to my friends as well as
promote this as an option available after leaving school alongside college and
university. An apprenticeship is a fantastic way to begin a career you’re interested in
and has many benefits. An apprenticeship allows you to work in the workplace you
have been employed and gives you vital skills, training and resources, as well as the
option to study your subject of choice whilst being paid at the same time. It also
gives you room for manoeuvre, i.e. If you make mistakes (which we all do) you can
use them as learning opportunities.
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Overall I feel the apprenticeship has been a fantastic learning and development
opportunity, allowing me to see for the first time what it is like to work and study in a
full-time working environment. Working for a reputable employer and being able to
work and study tourism and Business Administration on a wide scale has been very
beneficial and ultimately one of the best opportunities I have received in my lifetime.


What do you hope to do in the future?

Now that I’m at the end of my modern apprenticeship, looking back I feel incredibly
proud of what I have managed to achieve this past year. Being part of this
programme has allowed me to show my colleagues at VisitScotland and the wider
community that I am an independent individual who has many skills and talents to
bring to the table, showing that I am able to work alongside others to achieve
common goals. Even though I may think and look at the world differently, I am
always willing to try my best in everything that I do.
In the future, I can see myself staying at VisitScotland long term, climbing up the
career ladder and working in a range of different departments. I want to learn as
much as I can about what VisitScotland does, meet as many faces and take away as
many skills as I can. I feel VisitScotland has a wealth of knowledge that I can benefit
from and I would love to stay with the company for as long as I’m able to
continuously improve my performance and succeed inside and outside of work.
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