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A GUIDE TO READING THE TABLES

Definition of a Visitor Attraction
 

“An attraction whose primary purpose is sightseeing; a visitor attraction must be

a permanently established excursion destination, a primary purpose of which is

to allow access for entertainment, interest, or education and can include places

of worship (but excludes small parish churches); rather than being primarily a

retail outlet or a venue for sporting, theatrical, or film performances. It must be

open to the public, without prior booking, for published periods each year, and

should be capable of attracting day visitors or tourists as well as local residents.

Also the attraction must be a single business, under a single management, so

that it is capable of answering the economic questions on revenue, employment,

etc.”

 

Confidentiality
 

Visits figures are not published in the report if the tourist attraction

operator/respondent indicated figures should remain confidential. However they

are used in aggregate figures and other calculations.

 

Admission
 

Where there is no admission charge, ‘F’ denotes free entry to the main element

of the attraction. Such attractions may include elements with an admission

charge, but the majority of visits to an attraction noted ‘F’ will be free of charge.

 

Percentage Change
 

Percentage changes 2019/2018 are rounded to a maximum of two decimal

points.

 

Monthly visits
 

Monthly breakdown of visits are only used to show the distribution of

visits/seasonality across the year. Attractions providing monthly breakdown may

provide exact figures to part of their operation and exclude estimated figures to the

total site. Hence sometimes these figures do not reflect total visits.

 

Analysis Variables & Changes to Methodology
 

Variables used in this report to analyse 2019 data are he same as those used in the

2018 report. Further details isincluded in the Appendices.
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HIGHLIGHTS 2019
2019 proved to be a good year for many Scottish visitor attractions, with an

increase in visits of 4% compared with 2018.

 

Former VisitScotland Regions
 

The change in number of visits varied across Scotland, with attractions in

Angus & City of Dundee experienced the greatest percentage increase in

visits at 26% and Greater Glasgow & Clyde Valley experiencing the highest

increase in terms of number of visits recorded compared to other Former

VisitScotland Regions when comparing 2019 with 2018. Conversely visits to

attractions in The Shetland Islands witnessed the greatest percentage

reduction at -13% whilst Edinburgh & Lothian attractions experienced the

greatest decrease in visits figures at -201,407. 

 

Attraction Category
 

When exploring visits to attraction categories, the Museums/Art Galleries

category experienced the greatest percentage increase in visits at 15%

comparing 2019 with 2018. Those attractions in the Transport-Related

Attractions category experienced the greatest decreases at -10%.

 

Admission
 

Once again Free admission attractions welcomed significantly more visits

than Paid admission attractions in Scotland in 2019. Some 332 Free

admission attractions welcomed over 44,688,034 visitors, over twice as

many visits when comparing the visitor numbers to the 346 Paid

admission attractions which welcomed 20,526,928 in 2019.  Greater

Glasgow & Clyde Valley boasted the highest percentage of free admission

visitor attractions at 67% of all participating attractions. These free

admission attractions witnessed 16.9 million visits in 2019. Those free

admission attractions such as Outdoors/Nature attractions, Places of

Worship/Spiritual attractions and Scottish Craft/Retail attractions, with

over 100,000 annual visits, welcomed 60% of all visits to attractions in in

2019.

Child and School Visitation
 

Greater Glasgow & Clyde Valley welcomed the highest percentage of

children in 2019, whilst the Shetland Islands welcomed the highest

proportion of adult visitors. Visits to Distilleries/Breweries/Wineries

were made predominantly by adults (96.1%) with Outdoors/Nature

attractions welcoming the largest percentage of child visits in 2019 at 46.9%

of all visits. Overall, school visits made up 2.4% of all reported visits to

Scottish visitor attractions in 2019. Greater Glasgow, Museums/Art

Galleries, Large Urban attractions, and those attracting over 100,000 visits

recorded the greatest number of visits from schools in 2019. Kingdom

of Fife, attractions welcoming between 5,000 and 9,999 annual visits,

Accessible Small Towns and Wildlife/Animal Attractions recorded the

greatest proportion of school visits in 2019.

 

Overseas and Domestic Visitation
 

Perthshire, Castles/Forts, Remote Rural areas and Islands-based Attractions

welcomed the greatest proportion of Overseas visits in 2019. Visitors

from England, Northern Ireland and Wales constituted the biggest group

visiting attractions in Outer Hebrides, Industrial/Workplaces

and Remote Small Towns. Kingdom of Fife, Outdoors/Nature

attractions, Accessible Small Towns and attractions welcoming more than

100,000 visits per year received most of their visits from Locals.

 

Average Visits Spends 
 

Visits to Transport-Related attractions, attractions in Argyll, Loch

Lomond & The Forth Valley (ALLFV), attractions welcoming over 100,000

visits, Inland and Large Urban Area Attractions generated the highest

Average Admission Spend per visit within their category. Distillery/

Breweries/ Wineries, attractions in the ALLFV region, attractions

welcoming between 10,000 and 19,999 visits, Islands and Remote Small

Towns attractions generated the highest Average Retail Spend per visit

within their category. Distillery/Breweries/ Wineries, attractions in the

Kingdom of Fife Area, attractions welcoming between 10,000 and 19,999

visits, those located on Islands and Remote Small Towns generated the

highest Average Catering Spend per Visit within their category.
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METHODOLOGY
From 1998 until 2009, the Visitor Attraction Monitor (VAM) research was

undertaken and published on behalf of VisitScotland by the Moffat

Centre for Travel and Tourism Business Development, Glasgow

Caledonian University. From May 2010 the Moffat Centre has undertaken

this valuable research independently. 

 

For the VAM 2019, survey questionnaires were distributed to 822 visitor

attractions across Scotland. Some 735 responses were received, providing

an overall response rate of 89.4% (see Table 1 below). Attractions included

in the 2017 VAM are those where visits can be reasonably accurately

recorded.

 

To increase completion rates, the questionnaire was distributed via the

Visitor Attraction Online Portal, by elecronic survey and via email in a

staggered approach from September 2019 until December 2019 taking

into account seasonal closure of attractions. A reminder questionnaire

was issued at the end of January 2020 to all of those attraction operators

who had not responded by the set deadline of 17th January 2020. Further

reminders were undertaken by telephone and e-mail between February

2020 and March 2020, when books were closed. 

 

 

 

 

 This report provides valuable performance related information of visitor attractions

in Scotland for the calendar year 2019.

 

Some 208 attraction operators asked for their data to be kept confidential. This

request is respected and at no point are such attractions individually identified or

their data identifiable in this report. 

 

Operators who provided visits figures that achieved ‘most visited in Scotland’ status

were asked to confirm the accuracy of the visits figures they submitted prior to

publication.

 

Ownership of responding attractions is illustrated in the graph Below .

 

As suggested in the graph above, the attraction sector is dominated by the not-for-

profit sector with Charitable Organisations (29%) and Local Authorities (19%)

accounting for just under 50% of ownership.

 

 

Charity/Trust
29.7%

Local Authority
19%

Privately Owned
15.6%

Historic Environment Scotland
10.7%

National Trust for Scotland
10.4%

Government Department/Agency
6.9%

Public Limited Company/plc
3.5%

Other
2.6%

RESPONSE TYPE

Cannot complete

Completed

Does not want

to/Refused to complete

Permanently Closed

Temporarily closed

NO

7

687

0

 

4

37

Figure 1            Breakdown of Attractions by Ownership

Religious organisations  
1..3%
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Table 1            Breakdown of Survey Responses



Total (678) Free (332) Paid (346)

150,000,000 

100,000,000 

50,000,000 

0 

Some 678 attraction operators provided total visits figures for both years 2019 and 2018. 
 

The following table compares visits performance in 2019 with 2018.
 

Visitor attractions in Scotland experienced an increase of 4.0% in visits when comparing 2019 with 2018.

2019 2018Comparative Analysis of Visits to Scottish Visitor Attractions
2019/2018

Admission Policy - Overview

4.0%

5.3%

1.3%

2019
 

65,214,962

4.0%

2018
 

62,720,679

Total Visits 2019/2018 - Overview

Page 7

Figure 3   Total Visits 2019/2018 - OverviewFigure 2    Admission Policy 2019 - Overview
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Figure 4   Comparative Analysis of Visits 2019/2018 by: Former VisitScotland Area, Category, Volume of Visits, Urban/Rural and Location



Monthly Distribution of Visits 
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Figure 5   Monthly Distribution of Visits (%) by Admission

Paid Free

2019 2018

Figure 6   Monthly / Quarterly Distribution of Visits 



Performance by Attraction Category

Orkney Islands recorded the most marked seasonal

pattern, with half of all recorded visits occurring during

the third quarter and low levels of visitation in the first

and fourth quarters. 

 

Greater Glasgow & Clyde Valley region saw high

seasonal levels of visitors in the first quarters with

Aberdeen & Grampian seeing high seasonal in the

fourth quarter.

Historic Houses/Palaces recorded the most significant

quarterly visitation pattern, with the majority of visits

occurring in the second and third quarters whilst seeing

low levels of visitation in the first and fourth quarters. 

 

The Visitation Analysis identified that Castles/Forts,

Heritage Centres, Other Historic Properties and

Transport-Related attractions continued to see 40%+ of

all recorded visits occurring during the third quarter of

the year, a similar pattern to 2018.

Quarterly Seasonal Analysis by Attraction Category

Quarterly Seasonal Analysis by Former VS Region

2019

2019

2018

2018
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Table 2   Comparative Analysis of Visits 2019/2018 by: Category and Former VisitScotland Area



Performance by Attraction Category

·Highlights:

 

·   Free Admission attractions welcomed over twice as many visits in 2019 as Paid Admission Attractions.

 

·   Just over 67% of all participating Greater Glasgow & Clyde Valley attractions are free admission attractions. 

 

·   Greater Glasgow & Clyde Valley’s free attractions welcomed the highest number of visits at over 16.9 million.

 

·   Although attractions welcoming up to 4,999 annual visits constitute just under a quarter of the sample, they welcomed just over 0.5% of reported visits.

 

·   Free Attractions with 100,000 + annual visits welcomed just under 60% of all reported visits to attractions in 2019.

 

·  Castles/Forts, Distilleries/Breweries/Wineries, Historic Houses/Palaces, Other Historic Properties,Transport-Related and Wildlife/Animal Attractions, remain predominantly

paid attractions while the reverse is true of Outdoors/Nature Attractions , Places of Worship/Spiritual Attractions and Scottish Craft/Retail Attractions.

 

·   Free Attractions in Accessible Small Towns welcomed just over 83% of all visits with only 17% of visits to Paid Attractions in the equivalent areas. 

 

·   The sample size of the Inland Attractions Paid (213) and Free (208) Admission Attractions are very similar. However, Free Admission Inland Attractions welcomed over double the amount of

visits, compared to Paid Admission Inland Attractions.

Total Visits (687) Free (338) Paid (349)

75,000,000 

50,000,000 

25,000,000 

0 

VISITS 2019
This section analyses visits using the data supplied by attractions that submitted completed questionnaires for 2019. Some 687 operators provided visits figures for

2019. The following tables compare visits performance between both Paid and Free Admission attractions.

Analysis of Visits 2019 by Admission Policy - Overview

65,259,209

44,719,051

20,540,158
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Figure 7   Analysis of Visits 2019 by Admission
Policy - Overview 



Analysis of Visits 2019 by
Admission Policy

Paid Free

Former VisitScotland Area Category
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Figure 8   Comparative Analysis of Visits 2019 by: Former VisitScotland Area, Category, Volume of Visits, Urban/Rural and Location



Analysis of Visits 2019 by
Admission Policy

Paid Free

Geographic Location 

Urban/Rural

Volume of Visits
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Figure 9   Monthly Visitation Patterns by: Former VisitScotland Area



Monthly Visitation Patterns to Heritage-Related Attractions Monthly Visitation Patterns to Industrial/Workplaces, Retail-Oriented
Attractions and Transport-Related Attractions

Monthly Visitation Patterns to Outdoors Attractions
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Figure 10   Monthly Visitation Patterns by: Category



Performance by Attraction Category

Highlights:

 

•   Greater Glasgow welcomed the highest percentage of children in 2019, while the Shetland Islands welcomed the highest proportion of adult visitors.

 

•   Visits to Distilleries/Breweries/Wineries were made predominantly by adults (96.1%), with Outdoors/Nature Attractions having the largest percentage of child visits in 2019 at 46.9%.

 

•   Overall, school visits made up 2.4% of all reported visits to Scottish visitor attractions in 2019.

 

•   Greater Glasgow, Museums/Art Galleries, Large Urban Attractions, and those attracting over 100,000 visits recorded the greatest number of visits from schools in 2019 this follows the trend seen

in 2018.

 

•   Kingdom of Fife, attractions welcoming between 5,000 & 9,999 annual visits, Accessible Small Towns and Wildlife/Animal Attractions recorded the greatest proportion of school visits in 2019.

 

•   Perthshire, Castles/Forts, Remote Rural areas and Islands-based Attractions welcomed the greatest proportion of Overseas visits in 2019.

 

•   Kingdom of Fife, Outdoors/Nature attractions, Accessible Small Towns and attractions welcoming more than 100,000 visits per year received most of their visits from Locals.

 

•   Visitors from England, Northern Ireland and Wales constituted the biggest segment to attractions in Outer Hebrides, Industrial/Workplaces and Remote Small Towns Attractions.

VISITOR PROFILE INFORMATION 2019

Page 16



Performance by Attraction Category
VISITOR  PROFILE  INFORMATION  2019
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Figure 11   School Visits 2019 by: Admission Policy Figure 12  Adult & Child Visitation by: Admission Policy, Former VisitScotland Area, Category, Volume
of Visits, Urban/Rural and Location
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Figure 13   School Visits 2019 by: Former VisitScotland Area, Category, Volume of Visits, Urban/Rural and Location
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Origin of Visitors 2019

Volume of Visits

Urban/Rural

Geographic Location

Former VisitScotland Area

Category

Overseas

Other Scotland

Other UK

Local

Sample = 103
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Figure 14   Origin of Visitors 2019 by: Former VisitScotland Area, Category, Volume of Visits, Urban/Rural and Location



Revenue Trend Percentage Range 2018/2017

£0.50 - £4.99 £5.00 - £9.99 £10.00 - £14.99 £15.00 - £19.99 £20.00 & Over

250

 

200

 

150

 

100

 

50

 

0

 

£0.50 - £4.99 £5.00 - £9.99 £10.00 - £14.99 £15.00 - £19.99 £20.00 & Over

200

 

150

 

100

 

50

 

0

 

£0.50 - £4.99 £5.00 - £9.99 £10.00 - £14.99 £15.00 - £19.99 £20.00 & Over

150

 

100

 

50

 

0

 

DISCOUNTS OFFERED ON ADMISSION CHARGES

ADMISSIONS CHARGES 2019
Adult Admission Charges 2019/2018 by

Admission Price Band

Child Admission Charges 2019/2018 by

Admission Price Band

Concessions Admission Charges 2019/2018 by

Admission Price Band

*Based on admission charge to the main element of the attraction. This does not include additional charges such as

those for temporary exhibitions or special events.
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AVERAGE ADMISSION CHARGE 2019

Common sample: 371

£8.46
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Sample = 279

Note: Respondents could select more than one answer, hence total % > 100%
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Figure 15   Average Admission Charges 2019

Figure 16   Adult, Concessions & Child Admission Charges 2019

Figure 17   Discounts Offered on Admission Charges 2019



Performance by Attraction Category

Total Visits (197) Free (10) Paid (187)
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REVENUE 2019
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Average Visitor Spend on Catering

Average spend
per visit 
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Figure 18  Average Visitor Spends 2019



Revenue from Admissions 2019

Title

Volume of Visits

Urban/Rural

Geographic Location

Former VisitScotland Area

Category
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Table 3   Average Visitor Spend on Admissions by Former VisitScotland Area, Volume of Visits, Category, Urban/Rural and Location



Title

Revenue from Retail 2019

Volume of Visits

Urban/Rural

Geographic Location

Former VisitScotland Area

Category

Page 24

Table 4   Average Visitor Spend on Retail by Former VisitScotland Area, Volume of Visits, Category, Urban/Rural and Location



Revenue from Catering 2019

Title

Volume of Visits

Urban/Rural

Geographic Location

Former VisitScotland Area

Category
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Table 5   Average Visitor Spend on Catering by Former VisitScotland Area, Volume of Visits, Category, Urban/Rural and Location



Less than £500
27.4%

£10,000 - £24,999
22.6%

£1,000 - £4,999
19.4%

£500 - £999
14.5%

£25,000 - £99,999
11.3%

over £100,000
4.8%

Paid Free

Just over 47% of attraction operators have a marketing budget of

under £5,000; and just over a fifth of the operators have a

marketing budget of between £10,000 and £24,999.

Less than £500 £500 - £999 £1,000 - £4,999 £5,000 - £9,999 £10,000 - £24,999 £25,000 - £99,999 over £100,000
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0 

Paid admission attractions tend to have higher marketing budgets

than Free admission attractions.

66 attraction operators provided us with their marketing budget

for 2019; these are divided into budget ranges in the graph below.

Paid Free

Range of Marketing Budgets 2019 – All Responding Attractions RANGE OF MARKETING BUDGETS BY ADMISSION 2019
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Figure 19   Range of Marketing Budgets 2019 – All Responding Attractions

Figure 20   Range of Marketing Budgets by Admission 2019s



Revenue Trend Percentage Range 2018/2017

Child Admission Charges 2018/2017 by Admission
Price Band

Note: Respondents could select more than one answer, hence total % > 100%

Most Effective Marketing Activities

Marketing Activities Undertaken

Note: Respondents could select more than one answer, hence total % > 100%

Sample: 290

Sample: 132
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Figure 21   Range of Marketing Activities Undertaken in 2019

Figure 22   Most Effective Marketing Activities in 2019



WEB PRESENCE 2018/2017

Web & Social Media

Some 290 attraction operators indicated how often

they updated their web and social

media pages. The results are detailed in the graph

below:

Some 651 attraction operators indicated whether

or not they had a website or a web page and/or social media presence

in 2019.

 

Almost all responding attractions have a social media presence,

with either their own social media site, or presence on a Local Authority,

local area, umbrella organisation or VisitScotland Website. 

 

Over a quarter of respondents update their web

and social media pages on a daily basis, whilst over

a quarter of the respondents update them monthly

or less.

Web & Social Media Frequency of Updates 2019
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Figure 23   Web Presence 2019

Figure 24   Web & Social Media Frequency of Updates 2019



HUMAN RESOURCES 2019

Page  29

Employment in Visitor Attraction shows

that Unpaid Volunteers represent just

Over 50% of the workforce

for 2019.

Figure 25   Employment in 2019 by Attraction Category

Table 6   Employment in Visitor Attractions
for 2019 



HUMAN RESOURCES 2019
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Figure 26   Employment in 2017 by Full Time/Part Time and Attraction Category



Did the TV/Movies Industry Impact Visitor Numbers

BREXIT
 

TV/Movie Industry impact

TV/Movie Industry Effect Factors

Impact of Employed (Rest of World) staff due to Brexit

Impact of Employed (EU) staff due to Brexit
Additional Analysis 2019
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Figure 27   Impact of Staffing due to Brexit

Figure 28   TV/Movie Industry Impact/Factors



Green Tourism Award Attractions within VisitScotland Quality Assurance Scheme

Attraction Green Tourism Award By Rating
Sample                   Attractions star rating

No
68.3%

Yes
31.7%
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Figure 29   Green Tourism Award

Figure 30   VisitScotland Quality Assurance Scheme
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Attraction operators were

asked whether or not they

collaborated/work with other

tourism providers.  Some 390

operators responded to this

question, with 81 operators

indicating that

they do collaborate with at

least one tourism provider. 

 

 

Of the attractions that

responded to this question;

just under 54% collaborated

with Local and/or National

Tourism Associations. Whilst

ONLY 11% worked with

Hospitality Providers.

Factors Affecting Visitation 2019

Collaboration with other Tourism Providers
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Figure 31   Positive/Negative Factors

Figure 32   Collaboration with other Toursim Providers



SCOTLAND AVERAGE
WEATHER

neist point skye                                                                  ©www.isleofskye.com

AVERAGE TEMPERATURE

AVERAGE RAINFALL

AVERAGE DAILY SUNSHINE HOURS

AVERAGE SEA TEMPERATURE

AVERAGE HIGH/LOW TEMPERATURE
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Table 7   Weather Data 2019 



£ - € £ - $(US)
CURRENCY 

Average 2019/2018 Average 2019/2018

3 Year Average 

2019 - 2017

3 Year Average 

2019 - 2017
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Figure 33   Currency Data: £ - € Figure 34   Currency Data: £ - $(US)



AIRPORT 
Top Five Scottish Airports
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Figure 35   Top Five Scottish Airports Data



AIRPORT 
Glasgow International

Edinburgh 
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Table 8   Top 10 Paid & Free Attractions 2019 
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Appendix 1 - Analysis Variables 2019
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Appendix 2 - Changes in Geographic Location Analysis
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