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EXECUTIVE SUMMARY

2030 Strategic Direction Chart EX1: Performance Against 2030 Strategy Targets

Scotland’s Agritourism Strategy was launched in November 2021 and aims to ensure
the sector has ‘a long-term sustainable future that delivers a high quality, authentic 126%
visitor experience with agriculture and food and drink at its core, sustaining the future
of family farms in Scotland contributing to the rural economy and positioning Scotland
as a key player in global agritourism’.

117%

2025 Mid Strategy Performance & Success

This Growth Tracker demonstrates the agritourism sector has performed exceptionally
well over the past few years surpassing sector value and visitor number targets

(Chart EX1). Sector targets! for agritourism related farms providing direct food and Visitor Sector Food & Drink Active FTE Jobs
drink to the public are also close to being achieved 2 numbers value provision business

= 0,
Employment levels and the number of active businesses are also approaching . Target level = 100%

strategy targets levels well ahead of schedule. Performance according to other key
metrics including average turnover, profitability, capital investment® and future growth
expectations demonstrate high productivity and future growth potential.

! https://scottishagritourism.co.uk/scottish-agritourism-a-strategy-for-sustainable-growth/.

2 49% of agritourism related farms reported they sold food and drink direct to the public. The strategy target is however for 50% of 1,000 agritourism businesses to offer food and drink. Therefore a little more consideration is required for this
target however it is nonetheless very much on track (49%;/ 50% at mid strategy stage =99%).

3 Combined agritourism and farm retail businesses have invested over £530 million to date and plan a further £200 million over the next two years. If planned capital investment materialises agritourism and farm retail will have invested
nearly three quarters of a billion pounds by 2027.



Visitor Numbers in Context

Achieving the visitor number target is praiseworthy and significant. If agritourism was
a visitor attraction it would account for more visits than Edinburgh Castle, which is
Scotland’s top paid attraction and also the National Museum of Scotland, which is
Scotland’s top unpaid attraction. It would also account for four times as many visitors
to Stirling Castle and nearly five times as many visitors to Edinburgh Zoo.*

High visitor levels combined with the developing breadth of agritourism visitor
activities and visitor accommodation significantly support Scotland’s National
Tourism Strategy.”> Agritourism related festival and event activity also supports the
wider ambitions outlined in Scotland’s National Events Strategy.®

Contribution to National Policy Objectives

The evidence in this report combined with previous assessments demonstrates
that agritourism is an important contributor to national and regional economic
development and social policy objectives by providing:

« Commercial and entrepreneurial opportunities to strengthen and sustain
rural communities

«+ Vital family and external employment opportunities in rural areas
« Strong productivity and sustainable growth opportunities
«  New income streams to cross fund and support agricultural activities

« High levels of historic and planned investment to support other rural
businesses and supply chain jobs

« Equal and inclusive employment opportunities which are available to men
and women of all age profiles and skill levels

« Abalanced geographic spread of activity across Scotland
« Asustainable all year-round core domestic based visitor market

« Anincreasingly valuable international visitor market

Please note visitor data collection methodologies may vary between attractions based on their nature.
https://scottishtourismalliance.co.uk/wp-content/uploads/2020/03/Scotland-Outlook-2030.pdf.
https://www.visitscotland.org/tourism-events-industry/strategies/national-events.
https://scottishagritourism.co.uk/about/.
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Growth Barriers

Agritourism businesses identified a number of economic, financial and policy related
factors that limit the sectors growth potential. These include:

« Costs/wages - especially salary rates and cost inflation
« Tax/rates - particularly visitor levies and inheritance tax

« Economic uncertainty - relating to political uncertainty and perceptions of a
poorly performing economy

+ Regulations/permissions/ licensing concerns

Future Performance

Despite these perceived growth constraints agritourism and farm retail businesses
forecast moderate growth and profitability expectations. The majority of businesses
expect their profit to increase, although this is typically expected to be a fairly moderate
increase of up to 10%. This is in contrast to the outlook for traditional farming
operations which was more mixed.

Global Agritourism Conference

Scotland will host the Global Agritourism Conference in Aberdeen in June 2026.

The findings from this report can be used to evidence the ongoing success of the
agritourism sector and also demonstrate the positive influence of Scottish Agritourism’
and the wide range of economic development partners that support the sector and
drive visitor demand throughout Scotland.



INTRODUCTION

Growth Tracker Timeline 2025 Survey Response Rate

Aninaugural Growth Tracker was prepared in 2021 to help inform the development The findings are based on the responses of 215 farms.** The sample'? was evenly split
of the Agritourism 2030 Strategy.® A second Growth Tracker was subsequently in terms of businesses offering ‘agritourism only’ and businesses offering ‘agritourism
prepared in 2022 to provide a more realistic baseline that was less influenced by combined with farm retail.” Less than one in ten offered farm retail only. Good coverage
the Covid-19 pandemic. was achieved across Scotland.

This 2025 Growth Tracker provides the economic information to assess agritourism Only core questions related to economic strategy targets and business performance
performance against 2030 targets at the midpoint of the strategy (primarily strategy were asked in 2025 to reduce the time burden placed on respondents and achieve as
targets 1 to 5 below). high a response rate as possible.*?

Agritourism Strategy and Targets to 2030°
Agritourism has the following key growth targets:

1. Increase sector value to £250 million from £170 million (based on 2022 baseline
estimates for agritourism (£60 million) and farm retail (£110 million))*

2. 1,000 farms or crofts actively involved in agritourism (including farm retail)
3. Increase visitor numbers to farms and crofts from 1.5 million to 2 million

4. 50% of the 1,000 farms and crofts will offer their own food or drink to visitors as part
of the experience or stay

5. Increase employment from 4,000 FTE jobs to 9,447
6. Increase participation in Green Tourism Business Scheme to 60%

7. Increase participation in being Travel Trade ready from 15 to 40

©Craig Stephen

& Agritourism Strategy and 2022 Growth Tracker are available here.

° Agritourism KPIs available here.

% In nominal terms. Not inflation adjusted.

! Data collected via online survey. The response rate was 24% (215/ 888 = 24%). This was slightly higher response rate than the 2022 survey (23%). The 2025 survey also achieved a significantly higher number of active agritourism businesses
(215 compared to 153).

12 Please note the sample base varies by question, due to questionnaire routing, business profile and whether or not a business answered the question.

3 Questions omitted related to farm size, agricultural activities, operating months, future activities and timeframes, Covid-19 related questions, capital grants, directorship, business promotion, sustainability practices, promotion methods,
support measures, and memberships.


http://here
https://scottishagritourism.co.uk/scottish-agritourism-a-strategy-for-sustainable-growth/#:~:text=Increase%20sector%20value%20to%20%C2%A3,15%20to%2040%20by%202030

The Growth Tracker reflects the profile and performance of businesses that took part in
the survey. Caution should therefore be used when interpreting some of the regional
results or analysis that is based on relatively small samples.

Known Operators

There is thought to be 888 active agritourism operators in Scotland.** The number of
active farm retail operators is unknown however the 2025 survey findings show 49%
of agritourism businesses also provide farm retail. This value has been applied to the
number of known active agritourism businesses to provide an estimate for active farm
retail businesses (888 x 49% = 440 farm retail businesses).

Report Structure

The remaining report is structured as follows:

+ Section 1: Location

+  Section 2: Nature of Activities

+  Section 3: Visitors

«  Section 4: Turnover & Profit

« Section 5: Estimated Sector Value

« Section 6: Employment

« Section 7: Capital Investment

« Section 8: 2025 Performance against 2030 Targets
+  Section 9: Growth Barriers

« Section 10: Forecast Performance

1 VisitScotland agritourism business listings (September 2025).

©VisitScotland/Mat Hay



SECTION 1: LOCATION

Table 1 shows the breakdown of responses by enterprise agency region and Scottish
Agritourism region.

Enterprise Agency Regions

The Scottish Enterprise region, covering central Scotland, provided the highest
proportion of responses (60%). A quarter were based in the Highlands and Islands
Enterprise region (25%). The South of Scotland Enterprise region accounted for the
remainder (15%). These proportional splits were broadly consistent when considering
responses from businesses that offered ‘agritourism only’ and businesses that offered
‘agritourism combined with farm retail.

Scottish Agritourism Regions

Good coverage was achieved across Scottish Agritourism regions, with around three in
ten businesses located in the North (28%) and East Central (29%) regions, while one in
five were located in the West Central region (20%).

The proportional split between ‘agritourism only’ businesses and ‘agritourism
combined with farm retail’ was fairly consistent in the North, South East and West
Central regions. However, East Central has a notably higher share of ‘agritourism
combined with retail’ businesses while South West had a higher share of ‘agritourism
only’ businesses.

The distribution of agritourism and farm retail businesses across both reporting regions
was very similar to the 2022 profile.

©VisitScotland/Mat Hay



Table 1: Location of Agritourism and Farm Retail Businesses *°

Agritourism Total
Agritourismonly = combined with (alsoinc. only
farm retail farm retail®)
Area No. % No. % No. %
Scottish Enterprise Agency Level
Scottish Enterprise (central Scotland) 57 57% 65 66% 130 60%
Highlands and Islands Enterprise 25 25% 23 23% 54 25%
South of Scotland Enterprise 18 18% 10 10% 31 15%
Total 100 100% 98 100% 215 100%
Scottish Agritourism Region
North
(Aberdeen; Aberdeenshire; Highland; Moray; Orkney; 27 27% 25 26% 60 28%
Shetland: Na h-Eileanan Siar)
East Central o o o
(Angus; Dundee; Fife; Perth & Kinross) 25 25% 36 31% 63 29%
South East
(City of Edinburgh; East Lothian; Midlothian; Scottish 15 15% 10 10% 27 13%
Borders; West Lothian)
South West
(Dumfries & Galloway; East Ayrshire; North Ayrshire; 15 15% 5 5% 23 11%
South Ayrshire)
West Central
(Argyll & Bute; Clackmannanshire; East Dunbartonshire;
East Renfrewshire; Falkirk; Glasgow; Inverclyde; 18 18% 22 22% 42 20%
Renfrewshire; South Lanarkshire; Stirling; West
Dunbartonshire, North Lanarkshire)
Total 100 100% 98 100% 215 100%
*Percentages may not sum due to rounding ©Scottish Agritourism

> Datais only show separately for businesses offering ‘agritourism only’ and ‘agritourism with farm retail” as the base size for ‘farm retail only’ was too small for robust analysis.
1617 farm retail only businesses responded to the survey.



Business Birth Year Chart 2: Agritourism & Farm Retail Businesses Birth Year

Chart 2 shows the year agritourism and farm retail businesses were established!” and
indicates the growth in the agritourism sector over the past 30 years. Almost half of
businesses offering agritourism and farm retail were established post 2020.

i ..

Before 1990  1990-1999 2000-2009 2010-2014 2015-2019 2020-2025

W Agritourism [ Farm Retail

©Go Rural/Craig Stephen ©Go Rural/Craig Stephen

" Note: almost half of respondents to the survey offer both agritourism and farm retail, therefore, both aspects of the business may have been established in the same year.



SECTION 2: NATURE OF ACTIVITIES

The most prevalent type of agritourism activity is self-catering accommodation (67%).
Farm tours and experiences are also widely offered (40%), while just over a quarter

have on farm cafes, restaurants or pop-up food areas (27%).

The proportion of businesses offering each of the key activities in Table 2 have
increased since 2022 with the exception ‘children’s farm parks/ themed events’

and ‘farmhouse B&B’ which have remained constant.'®

A number of respondents also reported offering ‘other activities.’ These included

educational activities, farm shops, farmer’s markets and fly fishing.

©VisitScotland/Mat Hay

Table 2: Nature of Activities

Activities %

Self-catering accommodation on farm 67%
Farm tours/experiences, including wildlife tours 40%
On farm cafes and restaurants, pop up food 27%
On farm events space for weddings, conferences, etc. 15%
Caravan site/camping 14%
Children’s farm parks or children themed events 10%
Festivals and events 10%
Action and adventure sports hosted by farmer 5%
Farmhouse B&B 3%
Hotel/restaurant with rooms 2%
Other 18%
Base (all agritourism businesses) 198

18 Nature of Activities reported in 2022 Agritourism Growth Tracker: Self-catering (46%); Farm tours (33%); On farm cafes & restaurants (17%); Event space (11%); Children’s farm parks/ themed events (10%); Festivals & events (8%) and

Farmhouse B&B (3%).
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Table 3 shows that generally the profile of agritourism activities is consistent across the enterprise agency regions,
with the notable exception of ‘on farm cafes and restaurants’ which are more prevalent in the Scottish Enterprise
region (33%) than in the South of Scotland region (14%).

Table 3: Nature of Activities - by Enterprise Agency Region

Highlands South of
Scottish andlIslands  Scotland

Total Enterprise  Enterprise  Enterprise

Self-catering accommodation on farm 67% 70% 60% 64%
Farm tours/experiences, including wildlife tours 40% 40% 42% 36%
On farm cafes and restaurants, pop up food 27% 33% 19% 14%
On farm events space for weddings, conferences, etc. 15% 17% 13% 7%
Caravan site/camping 14% 12% 17% 14%
Children’s farm parks or children themed events 10% 11% 4% 11%
Festivals and events 10% 11% 6% 7%
Action and adventure sports hosted by farmer 5% 6% 4% -

Farmhouse B&B 3% 2% 4% -

Hotel/restaurant with rooms 2% 2% 4% -

Farm retail 49% 53% 48% 36%
Other 18% 17% 29% 4%
Base (all agritourism businesses) 198 122 48 28"

*Caution: small sample base

At Scottish Agritourism regional level, self-catering accommodation is more prevalent in the East Central (77%) and
South West (90%) regions than in the North (56%) and South East (48%) regions (Table 4). A lower proportion of

agritourism businesses offered farm retail in the South West (25%) than in the East Central (59%) or West Central (55%)
regions.

©Chris Hammacott
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Table 4: Nature of Activities - by Scottish Agritourism Region

Total North East Central South East South West West Central
Self-catering accommodation on farm 67% 56% 1% 48% 90% 65%
Farm tours/experiences, including wildlife tours 40% 42% 44% 32% 30% 40%
On farm cafes and restaurants, pop up food 27% 21% 31% 28% 25% 28%
On farm events space for weddings, conferences, etc. 15% 17% 20% 16% 5% 8%
Caravan site/camping 14% 17% 11% 20% 5% 13%
Children’s farm parks or children themed events 10% 8% 10% 16% 10% 8%
Festivals and events 10% 4% 18% 12% 5% 5%
Action and adventure sports hosted by farmer 5% 6% 5% - 10% 3%
Farmhouse B&B 3% 4% 2% - - 5%
Hotel/restaurant with rooms 2% 4% 2% - - 3%
Farm retail 49% 48% 59% 40% 25% 55%
Other 18% 17% 16% 16% 5% 30%
Base (all agritourism businesses) 198 52 61 25* 20* 40*

*Caution: small sample base.

©Go Rural/Craig Stephen




SECTION 3: VISITORS

Visitor Numbers

Agritourism businesses were asked to state their annual visitor numbers, both day
and overnight visitors. Those offering farm retail were also asked to state how many
customers their retail operation received per annum.

In total, over 2.5 million day visitors and almost 200,000 overnight visitors were
reported (Table 5). On average agritourism businesses reported around 19,300 day
visitors, while those offering accommodation reported around 1,600 overnight visitors
perannum.

Farm retail businesses reported over 2.5 million customers, which per farm retail
business is around 26,000 customers per annum.

Table 5: Visitor Numbers

Agritourism
Agritourism (overnight Farm retail
(day visitors) visitors) (customers)
Total from survey responses 2,517,021 197,216 2,526,783
Average per business per annum 19,362 1,617 25,784
Base 130 122 98

Visitor Origin

Agritourism and farm retail businesses predominately rely on visitors and customers
from Scotland (Chart 3). The profile of agritourism day visitors and farm retail
customers is almost identical. Around three quarters of agritourism day visitors (74%)
and farm retail customers (75%) come from Scotland. Approximately 16% come from
other parts of the UK and around one in ten from overseas.

Although the largest proportion of overnight visitors are also from Scotland, the profile
of overnight visitors differs slightly to day visitors, with 40% visiting from outside
Scotland, predominantly from the rest of the UK (27%)).

The origin of visitors and customers to farm retail operations was very similar to the
profile measured in 2022. The previous study did not split day visitors and overnight
visitors. However, there is evidence of growth in overseas agritourism visitors in 2025.
In 2022 overseas visitors represented 5% of all agritourism visitors and now represents
10% of day visitors and 13% of overnight visitors.

Chart 3: Visitor Origin

Agritourism - Day Farm retail

Agritourism - Overnight
B Scotland [ Restof UK M International

Base: Agritourism day (130); Agritourism overnight (122); Farm retail (98).
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Agritourism Visitor Numbers in Context

Table 6 helps contextualise the visitor volume and importance of agritourism visitors.
If agritourism was a visitor attraction it would account for more visits than Edinburgh
Castle, which is Scotland’s top paid attraction and also the National Museum of
Scotland, which is Scotland’s top unpaid attraction. It would also account for four
times as many visitors to Stirling Castle and nearly five times as many visitors to
Edinburgh Zoo.

Table 6: Visitor Numbers?

Agritourism day visitors

Top 5 Paid/ Free Attractions Visitsin 2024  (2.5million) as a multiple
Paid

Edinburgh Castle 1,981,152 1.3
Stirling Castle 594,938 42
Edinburgh Bus Tours 563,568 4.5
Edinburgh Zoo 531,557 4.7
Urquhart Castle 473,814 5.3
Free

National Museum of Scotland 2,314,974 1.1
Ezﬂgzz{ Galleries of Scotland: 1,999,196 13
St Giles' Cathedral 1,742,147 14
Riverside Museum 1,273,395 2.0
Kelvingrove Art Gallery and Museum 1,172,226 2.1

Source: VS working using publicly available headline Scottish Visitor Attraction Monitor data (owned and distributed
by the Moffat Centre, Glasgow Caledonian University).

©Long Island Retreats

% Please note visitor data collection methodologies may vary between attractions based on their nature (e.g. free/ paid/ ticket/un-ticketed). Comparisons are provided as a high-level indicative indication of relative scale and value.
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SECTION 4: TURNOVER AND PROFIT

Businesses were asked to provide details of their turnover for the financial year 2024/25

and projected turnover for 2025/26. These figures were used to calculate average
turnover levels for agritourism and farm retail businesses.

Turnover

The average turnover for agritourism activities for the year 2024/25 was £175,100,

However average turnover for farm retail was significantly higher at £312,500 (Table 6).
Average turnover for agritourism was forecast to increase to £196,600 (+12%) in 2025/26

while farm retail was projected to increase to £351,900 (+13%).

Table 6: Average Turnover 2024/25 and 2025/26

2024/25 2025/26 (Forecast)
Agritourism Farm retail Agritourism Farm retail
Turnover from
£34,328,500 £35,319,000 £38,550,500 £39,422,500
responses
No. of
196 113 197 112
responses
Average
£175,145 £312,558 £195,688 £351,987
turnover

21 Not all respondents provided this data. The table shows the number of responses received for these questions.

Turnover for Individual Activities

Respondents were asked to split their turnover across their different agritourism
activities. From this it was possible to estimate total turnover and average turnover for
each activity (Table 7).

By some margin, the highest average turnover activity is ‘cafes, restaurant and pop-up
food’, with an average turnover of £370,400. This emphasises the value associated with
strategy aims to increase food and drink sales direct to the public.

‘Children’s farm parks/ children themed events’ also generated high average turnover
levels (£177,600), however, this was based on a relatively small number of responses.
Perhaps not surprisingly, given they are intermittent, festivals and events had the
lowest level of average turnover at £24,900.

Table 7: Turnover for individual agritourism activities
(responding farms only)

Average No. of

turnover responses
On farm cafes and restaurants, pop up food £370,468 49
Children’s farm parks or children themed events £177,636 14
Self-catering accommodation on farm £86,139 125
On farm events space for weddings, conferences, etc. £60,910 23
Caravan site/camping £49 403 24
Farm tours/experiences, including wildlife tours £28,063 62
Festivals and events £24901 16

*Caution: small sample bases.
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Net Profit Table 8: Average Profit 2024/25 and 2025/26

Net profit is the main source of funds for reinvestment

2024/25 2025/26 (Forecast)

and is a vital requitement for business growth and long- . . . . . .

' . . Agritourism Farm retail Agritourism Farm retail
term financial stability.

Net profit from responses £5,027,235 £6,931,695 £6,403,110 £7,249,705

Businesses were asked to provide their percentage
net profit for 2024/25 and a forecast profit for 2025/26 No. of responses 183 104 183 105
(Table 8). In addition to higher average turnover per Net profit per business £27,471 £66,651 £34,990 £69,045
business, farm retail operations were also generally Net profit per business (%) 16% 21% 18% 20%

more profitable than agritourism activities. The average
net profit for farm retail businesses was almost

2.5 times higher than for agritourism businesses
(c.£66,600 compared to ¢.£27,400).

|
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Indeed, farm retail businesses on average achieved
21% net profit in the last financial year, compared to
16% for agritourism businesses. In line with anticipated
increases in turnover, the average net profit is also
expected to increase in 2025/26.
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SECTION 5: ESTIMATED SECTOR VALUE

Overall sector values can be estimated based on
average turnover values applied to the number of
known agritourism businesses and the estimated
number of farm retail businesses (Table 9).

The current overall sector value is estimated at
£155.5 million for purely agritourism activities and

£137.4 million for farm retail. Combined?? the current
sector value is estimated to be £292.9 million.

It is expected that agritourism activities value will
increase to £173.8 million in 2025/26 while farm retail
is expected to grow to £154.7 million.

©VisitScotland/Kenny Lam

22 As per the agritourism strategy target.

.I'. \ 1k
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Table 9: Estimated Sector Value 2024/25 and 2025/26

2024/25
Agritourism Farm retail
Average turnover per business £175,145 £312,558
Current businesses 888 440
Sector value £155.5m £137.4m
Net profit per business (%) 16% 21%

©Perth and Kinross Council

2025/26 (Forecast)
Agritourism Farm retail
£195,688 £351,987
888 440
£173.8m £154.7m
18% 20%
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SECTION 6: EMPLOYMENT

Workforce

Agritourism and farm retail provide more employment
opportunities than traditional farm operations (Table
10). On average traditional farm operations employ
just five workers while agritourism and farm retail
businesses employ over eight and nine workers
respectively. Agritourism and farm retail operations
also provide around three times as many external work
opportunities for non-family members.

FTE Jobs

A Full-Time Equivalent (FTE) is a unit that standardises
the measurement of an employee's workload.

It enables comparison between different organisations,
sectors or activities using a comparable metric. One FTE
job is equivalent to one worker working full-time or two
workers working part-time.

Agritourism businesses employ on average 5.8 FTE jobs,
while farm retail employs 6.7 FTE jobs. Both of which
are notably higher than established farm activities that
provide 3.9 FTE jobs.

% Agritourism: 888 x 5.8 = 5,134.
** Farm Retail: 440 x 6.7 = 2,942.
% Farm Retail: 440 x 6.7 = 2,942.

Table 10: Employment

Total Employment

Farm Agri-tourism  Farm retail
Family member
Full time 265 153 80
Part time 217 223 95
External employees
Full time 224 326 298
Part time 177 646 327
Total
Total workers 883 1,348 800
FTE jobs 686 914 589

Estimated Sector Employment

Farm

1.5
13

1.7
1.3

5.0
3.9

2025/26 (Forecast)

Agri-tourism

11
1.4

3.0
4.1

8.5
5.8

Farm retail

1.0
1.1

3.8
3.8

9.1
6.7

Based on averages for the number of FTE jobs, it is estimated that the agritourism sector employs around 5,100 FTE
jobs?in Scotland, and farm retail employs around 3,000 FTE jobs.?* Combined they account for approximately 8,100

FTE jobs.”
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SECTION 7: CAPITAL INVESTMENT

High levels of capital investment were reported by agritourism businesses (Table 11).
In total, these businesses reported £87.7 million had been invested since they started
their business, while a further £39.2 million is planned over the next two years. These
figures indicate that, on average, agritourism businesses have invested £495,300 and
plan to invest a further £264,800 in the next two years.

Levels of investment for farm retail businesses were lower but nevertheless significant.

Since inception, responding farm retail businesses have invested £36.6 million and are
planning a further £6.3 million in the next two years. On average, a farm retail business
has invested £389,800 and plans to invest a further £74,700 over the next two years.

Table 11: Capital Investment

Agritourism Farm Retail
Average per Average per
£m No. business £m No. business
Total capital
investment (since 265 153 80 15 1.1 1.0

business conception)

Planned capital
investment 217 223 95 13 1.4 1.1
(next 2 years)

Estimated Capital Investment

Average capital investment has been applied to the number of operational businesses
and also the share of businesses that stated they made or plan capital investments.
This provides total capital investment estimates.

Combined agritourism and farm retail businesses have invested over £530 million

to date and plan a further £200 million over the next two years (Table 12). If planned
capital investment materialises, agritourism and farm retail will have invested nearly
three quarters of a billion pounds by 2027.

Table 12: Capital Investment

Average No. of
turnover responses Total (Em)
Total capital investment
) pl. n . £393.2 £140.0 £533.3
(since business conception)
Planned capital investment (next 2 years) £175.8 £24.0 £199.8
Total £569.0 £164.0 £733.1
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SECTION 8: 2025 PERFORMANCE AGAINST 2030 TARGETS

Table 13 shows sector performance as at 2025 against agritourism strategy targets 1

to 5. Combined sector value and visitor number targets have been surpassed at the mid
strategy stage. Estimated sector value is £292.9 million which is 117% of the strategy
target, while visitor numbers reported by agritourism businesses total over 2.5 million
which is 126% of the sector target. The number of active known businesses and FTE
jobs are also approaching 90%.

The proportion of agritourism related farms that reported they sold food and drink was
49%.%° The strategy target is however for 50% of 1,000 agritourism businesses to offer
food and drink. Therefore a little more consideration is required for this target, however
itis nonetheless very much on track.

Table 13: Performance in 2025 against 2030 Targets

2030 % Achieved in 2025
Target Target 2025 Level (mid-strategy)
1) Sector value (£Em)* £250.0 £292.9 117%
2) No. of businesses** 1,000 888 89%
3) Visitor numbers 2,000,000 2,517,021 126%
4) % of businesses that offer F&D 50% 49% 99%
5) FTE jobs* 9,447 8,076 85%

*Combined agritourism and farm retail
** Based on VisitScotland business listings

Chart 4 visualises the 2025 performance against 2030 targets which further emphasises
the sector’s success at an early mid strategy stage. Consideration will be given to
developing new value and visitor growth targets in 2026.

Chart 4: Performance in 2025 against 2030 Targets

126%
117%

FTE Jobs

Food & Drink
provision

Active
business

Sector
value

Visitor
numbers

. Target level =100%

% The overall ‘ambition for the sector is to have 1,000 Scottish farming and crofting enterprises offering an agritourism experience with at least 50% providing a food and drink element by 2030." 49% of responding agritourism farms provided

food and drink direct to the public (49%/ 50% =99%).
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SECTION 9: GROWTH BARRIERS

At the end of the survey, respondents were asked in an open-ended question about the
main factors they are concerned about impacting their business. Responses have been
grouped into the following three main categories: costs/wages; tax/rates and economic
uncertainty (Chart 5).

The standout issues for agritourism and farm retail businesses were costs/wages (48%)
and taxes/rates (44%). The key concerns about costs were salary rates (21%) and

cost inflation (18%), while tax concerns included visitor levies (18%) and inheritance
tax (14%).

Economic uncertainty was a worry for a third of businesses (33%), particularly in
relation to political uncertainty (17%) and a poorly performing economy (14%),.

Regulations/ permissions/ licensing were concerning to almost three in ten
respondents (29%). Staff turnover and shortages were also identified as growth
constraints (15%).

Differences between agritourism and agritourism combined with
farm retail

Concerns about taxes/rates were more prevalent amongst businesses offering
agritourism only (57%) than those offering both agritourism and farm retail (35%).

Regulations/permissions and licensing concerns were also more often cited by
agritourism only businesses (38%) than those offering both agritourism and farm
retail (19%).

Perhaps reflecting the higher average number of staff, businesses offering both
agritourism and farm retail were more likely to mention wages (34%) than those
offering agritourism only (12%).

Chart 5: Main Factors of Concern for Businesses (open-ended question)
NET: Any mention of costs/wages |, - :

Wages/minimum wage 21
Costs/inflation other/general 18
Energy/utility costs 11
Costs of services 11
Material costs 9
NET: Any mention of tax/rates [y 44
Visitor levy 18
Tax other/general 17
Inheritance tax 14
Funding/subsidies/tax relief 12
VAT 8
Business rates 5
NET: Any mention of economic uncertainty [ 33
Political decisions/uncertainty 17
Poor economy 14
Sector/market instability 5
International trade issues (tariffs, Brexit, etc.) 3
Regulations/permissions/licencing | N NNRNRNRREEE 2
Staff issues - turnover, shortages, competency 15
Inadequate profit margins 13
Visitor numbers falling 10
Competitors (incl. platforms) market saturation 8
Climate/weather 7
Travel issues (hard to reach us) 6
Personal/family issues, including succession 5
Customer expectations 3

Other |EEG— 15
Base (all): 153
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SECTION 10: FORECAST PERFORMANCE

Profit Expectations

Businesses were asked about their future profitability rather than turnover as
it provides a more suitable indication of business performance in an operating
environment that is characterised by rising costs and high inflation.

Profit expectations for this financial year were generally positive for businesses offering
agritourism and farm retail. In total, more than half of businesses expect their profit
toincrease, although this is typically expected to be a fairly moderate increase of up

to 10%.

The outlook for traditional farming operations was mixed. While half expect no change,
around a quarter expect a decrease in profit while a quarter expect an increase

in profit.

These future growth and profitability projections emphasise the ongoing success,
productivity and viability of agritourism and farm retail. They also demonstrate the
sector’s ability to provide new revenue streams to cross finance traditional agriculture
activities while providing crucial commercial opportunities that help strengthen and

sustain rural communities.
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Increase
Up to 5% increase
6% to 10% increase
119% to 25% increase
26% to 50% increase
Over 51% increase
Decrease

Up to 5% increase
6% to 10% decrease
11% to 25% decrease
26% to 50% decrease
Over 51% decrease
No change to previous year

Base

Table 14: Profit Expectations for 2025/26

Farm
26%
12%
10%
4%

<1%
23%
6%
9%
5%
<1%
2%
50%
212

Profit Expectations
Agritourism
53%
25%

11%

9%

5%

3%

19%

6%
7%
4%
1%
1%
28%
195

Farm Retail

56%
27%
19%
6%
2%
3%
13%
5%
1%
3%
4%
31%
113
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Prepared by VisitScotland and Progressive Partnership on behalf of Scottish Agritourism
January 2026.

This publication is provided in good faith to update VisitScotland stakeholders on its
activity. The publication is provided “as is” and VisitScotland accepts no responsibility for
any error or omission. We do not provide any guarantees, conditions or warranties that
the publication is current, secure, accurate, complete or free from bugs or viruses.

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

Contact Us:

Data and Insight Department
research@visitscotland.com
www.visitscotland.org
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