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EXECUTIVE SUMMARY

1. Research Background

The 2012/13 Outer Hebrides visitor research was commissioned by Comhairle nan Eilean Siar, Orkney
Islands Council, Shetland Islands Council, Highlands and Islands Enterprise and VisitScotland in order
to provide data on the profile of visitors; assess views on their visit experience; and measure the
economic impact of visits to each island.

The research was carried out using three methods:

Face-to-face exit interviews: 1,262 interviews were completed with visitors as they departed
from the airports (Stornoway, Benbecula and Barra) and ferry terminals (Stornoway, Tarbert,
Lochmaddy, Lochboisdale and Castlebay). The interviews were completed between October
2012 and September 2013, with the number of interviews per month based on historical
passenger data. The questionnaire gathered data on the visitors' demographics, the main
activities undertaken in the Outer Hebrides and the trip expenditure.

Online survey: the link to an online questionnaire was emailed to respondents who had provided
email addresses in the exit interviews. This questionnaire allowed a wider range of topics to be
addressed than in the face-to-face interviews, with visitors asked about the details of their trip and
levels of satisfaction with different elements of their visit. A total of 888 responses were received
from visitors to the Outer Hebrides.

Calibration survey: this survey collected data on all passengers (both visitors and residents),
and was used to calibrate the passenger data provided by transport operators so that accurate
estimates of total visitor spend could be made. A total of 5,467 face-to-face calibration interviews
were completed from October 2012 to September 2013, with departing passengers asked their
normal place of residence and, if not resident in the Outer Hebrides, their type of visit and group
size.

The analysis of the data from the face-to-face exit interviews and online survey provides robust findings
on visitors to the Outer Hebrides which are compared with the findings from the surveys for Orkney and
Shetland.

The volume and value of tourism to the Outer Hebrides was calculated using the data from the
calibration survey, passenger data from the relevant transport providers and expenditure per trip data
from the face-to-face visitor survey. The economic impact of visits has been compared with estimates
from a previous survey in 2006.

2. Impact of Visitors

There were a total of 218,000 visitors to the Outer Hebrides during 2012-2013. Holiday visitors
accounted for 59% of visitors, with business and visiting friends and relatives (VFR) each accounting
for around 20%. Over 80% of visitors used ferries to travel to the Outer Hebrides. Holiday visitors were
the main users of ferries, with VFR showing a preference for ferry, and business visitors evenly split
between ferry and air travel.

The average spend per trip in the Outer Hebrides was £245. Business visitors had the highest levels of
spend per trip (£279), followed by holiday visitors (£273) and VFR (£145). The results suggest that
approximately 9% of visitor expenditure is on local products and produce.

wao;u!w
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The value of visitors to the Outer Hebrides for 2012-2013 was over £53 million, representing a
decrease of £7 million compared with inflation adjusted 2006 estimates. However, the 2006 comparison
should be treated with caution as the calculations were based on visitor surveys carried out in 1999.
The contribution of Scottish visitors to the Outer Hebrides was over £24 million, whilst visitors from
elsewhere in the UK contributed £21 million and overseas visitors accounted for £7.5 million.

3. Types of Visitor

3.1 The Outer Hebrides

Over half (54%) of visitors to the Outer Hebrides were on a holiday/short break, with a quarter on a
business trip and 18% VFR. The type of visit differed significantly at different times of the year:
business visitors accounted for around half of all visitors between October to March, whilst the
proportion of holiday visitors was highest between April and September.

3.2 Comparisons with other islands

Comparing the results with the other islands shows that the proportion of types of visitors to Orkney and
the Outer Hebrides is similar, whilst Shetland has a much higher proportion of business visitors (42%)
than the other islands and consequently a lower proportion of holiday and VFR visitors.

4. Visitor Profile

4.1 The Outer Hebrides

Visitors were more likely to be male (55%) than female (45%). The relatively high proportion of males
relates to the high percentage of visitors whose main purpose is business: 74% of business visitors
were male.

Visitors to the Outer Hebrides were likely to be aged over 45 years old (59%), but one in ten were aged
under 16 years old. The age profile of different visitor types varied, however, with holiday and VFR
visitors slightly more likely than average to be aged over 45 years old and business visitors most likely
to be aged between 25-54 years old.

58% of visitors were Scottish residents, with VFR and business visitors more likely than average to be
from Scotland. Just under a third of visitors were from the rest of the UK/Ireland, with holiday visitors
much more likely than business and VFR visitors to be from elsewhere in the UK. In total, 12% of
visitors were from Europe or elsewhere in the world, with almost a fifth of holiday visitors from
overseas.

The social grade of visitors showed a high proportion in higher income brackets, with 61% of visitors
classified as ABs, the top two social grades, and only 4% classified as DEs. Holiday visitors were more
likely than average to be ABs, whilst business visitors were more likely than average to be in the C1C2
social grade.

Visitors were most likely to be travelling with a partner/spouse (47%), but a third were visiting on their
own, with business visitors most likely to be travelling on their own.

4.2 Comparisons with other islands

Comparisons with the visitor profiles across the three islands showed that the gender profile of visitors
to Orkney is similar to that for the Outer Hebrides, but that Shetland has a higher proportion of males,
reflecting its percentage of business visitors. The age profile for the three islands was similar. Visitors to
the Outer Hebrides included a higher than average proportion of Scottish residents, whilst Orkney had
higher proportions of overseas visitors than the other islands. The Outer Hebrides and Orkney had
similar socio-economic profiles, with around 61% of visitors in the AB social grade: this compares with
Shetland where just less than half the visitors were in these social grades. Travelling alone or with a

W
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partner/spouse was the most common type of group on all three islands, though the balance between
the two varied by island, with travelling alone most common on Shetland and with a partner/spouse
most common in the Outer Hebrides.

5. Profile of Visits

5.1 The Outer Hebrides

Approximately two thirds of visitors were on holiday or VFR staying overnight and, amongst those
staying overnight, 43% were on their main holiday.

Although 37% of all visitors were on a first time visit to the Outer Hebrides, the proportion was much
higher amongst holiday visitors (53%) than VFR (9%) or business visitors (23%).

The average length of stay in the Outer Hebrides was 5.7 nights out of a total of 8.8 nights away from
home during the trip. VFR visitors were spending longest in the Outer Hebrides: 6.5 nights compared to
6.1 nights for holiday visitors and 3.8 nights for business visitors.

61% of visitors were travelling home after their trip to the Outer Hebrides, with VFR and business
visitors more likely than holiday visitors to be going straight home. 36% of visitors were travelling
elsewhere in Scotland: with holiday visitors far more likely than business or VFR visitors to be travelling
elsewhere in Scotland.

5.2 Comparisons with other islands

The proportion of first time visitors varied across the three islands, from 37% in the Outer Hebrides to
40% in Shetland and 49% in Orkney. On all three islands holiday visitors were more likely than other
visitor types to be first time visitors: on Orkney and Shetland approximately 60% of holiday visitors were
first time visitors, whereas in the Outer Hebrides the proportion was 53%.

6. Planning the Visit

6.1 The Outer Hebrides

16% of holiday visitors had considered a visit to Orkney when planning their trip and 9% said they had
considered a trip to Shetland.

The main influences on their decision to visit the Outer Hebrides were an interest in the
scenery/landscape and previous experience of visiting the area. Other influences were having family
connections with the area and the islands' archaeology/history. For visitors from outside Scotland the
main influence was scenery/landscape, but for Scottish visitors, experience of previous visit was as
important as the scenery/landscape.

Just over 40% of visitors had planned their trip more than 3 months in advance (mainly holiday visitors),
with 34% saying they had planned it in the last month (mostly business visitors). The actual booking of
the trip showed a similar pattern to planning, with the notable exception that nearly one in ten visitors
did not book in advance.

Satisfaction with planning travel to the Outer Hebrides was high: 65% of visitors said they were very
satisfied with 'getting to the Outer Hebrides' and a further 30% said they were quite satisfied. Holiday
visitors expressed particularly high levels of satisfaction compared to VFR and business visitors.
Visitors were more likely to be positive about the availability of convenient sea routes than about the
availability of convenient air routes: 14% of those who rated air routes were not satisfied with
availability. The main reasons for not being satisfied with air routes were the cost of flights and lack of
choice of departure airports.

wao;u!w
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6.2 Comparisons with other islands

For the Outer Hebrides and Shetland the main influence for the visit was an interest in
scenery/landscape, whereas in Orkney the main reason was an interest in archaeology/history
(scenery/landscape was the second most important reason).

In all three islands, around a third of holiday visitors started to plan their trip 3-6 months in advance
whilst business visitors were very unlikely to plan their trip more than a month in advance (70% of
business visitors planned their trip within four weeks of departure).

There were high levels of satisfaction with getting to the islands amongst visitors to all three islands.
The results were also similar for satisfaction with availability of convenient air and sea routes: visitors
had much higher levels of satisfaction with sea routes than with air routes: this particularly affected the
satisfaction of business visitors who were more likely than average to travel by air.

7. Sources of Information Pre-Visit

7.1 The Outer Hebrides

Internet/websites were the most common source of pre-visit information, mentioned by two thirds of
visitors. Visitors were also likely to get advice from friends/relatives, refer to Tourist Board brochures
and look at guidebooks. There were some key differences by visit type:

e holiday visitors were much more likely than average to look for information online and had
above average usage of Tourist Board brochures, guidebooks, travel operators and Visitor
Information Centres

e VFR relied heavily on advice from friends and relatives, but were also likely to refer to the
internet

e business visitors were less likely than average to refer to any source, but if they did so it was
likely to be the internet

The main information sought from the internet related to accommodation. Other key topics were visitor
attractions, history/culture, activities, transport and natural history.

In terms of online booking, approximately 55% of those who had looked for information online had
booked accommodation and 22% had booked transport to the Outer Hebrides.

Satisfaction with the information available online was reasonably high: 51% of those who had accessed
online information were very satisfied with what was available and 40% were quite satisfied. Ratings for
offline information were lower, with 30% of those who had looked for offline information when planning
their trip saying they were very satisfied and 48% saying they were quite satisfied. The main reason for
being dissatisfied with the availability of offline information was the lack of general information via
brochures and guidebooks.

7.2 Comparisons with other islands

Sources of pre-visit information did not vary significantly across the three islands, with the key driver
being the visit type rather than the location. The internet/websites were the most popular source of pre-
visit information for holiday and business visitors, with VFR more likely to rely on advice from
friends/relatives. Holiday visitors were likely to refer to a range of sources, including the Tourist Board
brochures and guidebooks whilst other visitor types were much less likely than holiday visitors to look at
anything other than the Internet.

<
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8. Source of Information during Visit

8.1 The Outer Hebrides

The main sources of information during visits were asking local people (39%), using a
smartphone/internet on a mobile phone (35%), Visitor Information Centres (31%), a laptop (27%),
brochures (26%), local heritage information leaflets (25%) and iPad/tablet/PC (24%). Holiday visitors
were much more likely than VFR or business visitors to find out information during their visit: most
notably over 40% had visited a Visitor Information Centre and a third had referred to a brochure.

8.2 Comparisons with other islands

The key sources of information during their visit were the same for all three islands: as with pre-visit
information the key differences were by visit type rather than island. Holiday visitors referred to the
widest range of sources, with Visitor Information Centres the most important source in all three islands.
The likelihood of using smartphone/internet mobile was the same across the three islands, but Orkney
holiday visitors were more likely to refer to brochures (e.g. VisitScotland) or local heritage information
leaflets.

9. Communication

9.1 The Outer Hebrides

During their trip to the Outer Hebrides, 41% of visitors had communicated about their visit on social
media: the main activity was uploading photos or updating their status on Facebook. There was a clear
difference in age-groups with younger respondents much more likely than older respondents to post
pictures from their visit online and update their Facebook status whilst on their visit.

Satisfaction with mobile phone reception was reasonable: 54% of visitors were very or fairly satisfied
with reception, but 26% were very or fairly dissatisfied. The main reason for dissatisfaction with mobile
phone reception was the 'patchy' phone connection or complete lack of connection.

Satisfaction with the availability of WiFi/broadband was similar to the satisfaction with mobile phone
reception: 51% of visitors were satisfied and 26% were dissatisfied. The main reasons for
dissatisfaction with WiFi/broadband were the very limited access to WiFi and the slowness of
connections. It should be noted that this is not just an island issue as satisfaction with mobile phone
reception and WiFi was similar in the most recent Scotland-wide VisitScotland visitor survey.

9.2 Comparisons with other islands

Approximately 40% of visitors on each island had used social media during their visit, with a third
uploading photos and between a quarter to a third updating Facebook. In the Outer Hebrides and
Shetland VFR visitors were more likely than average to use Facebook.

Satisfaction with mobile phone reception and WiFi was not very high in any of the islands, but it was
lower in the Outer Hebrides than in Orkney or Shetland. Holiday respondents were generally more
satisfied than other visitor types with mobile phone reception on Orkney and Shetland, whilst in the
Outer Hebrides, the visitor types showed similar levels of satisfaction with communication.

10. Transport

10.1 The Outer Hebrides

98% of visitors had used the same mode of transport for arrival and departure, with only 2% using
different methods for arrival and departure.

Satisfaction with the facilities and services at all the main ferry and airport terminals was high:
approximately three quarters of visitors were very satisfied with the facilities and services.

<
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Car, whether privately owned or hired, was the main form of transport used during the visit, with walking
the most likely form of other transport.

There were reasonably positive levels of satisfaction with the cost of travel to the Outer Hebrides: three
quarters of visitors were very or fairly satisfied with the cost. Business visitors expressed the lowest
levels of satisfaction with a fifth saying they were very or fairly dissatisfied, with the key issue being the
price of flights. Satisfaction with the cost of travel in the Outer Hebrides was similar to satisfaction with
the cost of travel to the islands, with business visitors more likely than holiday or VFR visitors to be
dissatisfied with the cost of travel within the Outer Hebrides, the main issue being the cost of fuel.

Visitors were reasonably satisfied with the value for money and quality of public transport, with
approximately a third saying they were very satisfied and 40% saying they were quite satisfied with
both these aspects of travel. Comments suggested that infrequent bus services, the cost of inter-island
ferries and lack of information on public transport were the main issues for visitors.

10.2 Comparisons with other islands

The main forms of transport were fairly consistent across the three islands. Car was the most popular
form of transport, with visitors to the Outer Hebrides more likely than those to Shetland and Orkney to
use a car during their visit. Hiring a car was more common for holiday visitors in Shetland than in
Orkney or the Outer Hebrides and the use of regular bus services was much lower in the Outer
Hebrides than on the other two islands.

In all three areas, the highest level of satisfaction with travel was for the quality of public transport,
although levels of satisfaction with this aspect were highest in Orkney and lowest in Shetland. There
were also relatively high levels of satisfaction with the value for money of public transport in all three
areas, but visitors to the Outer Hebrides were less satisfied than other islands with the availability and
cost of public transport: this may explain their below average usage. Satisfaction with the cost of travel
to the islands was highest amongst visitors to Shetland and lowest for the Outer Hebrides, with holiday
visitors most satisfied with the cost in all three islands.

11. Accommodation

11.1 The Outer Hebrides

The most popular type of accommodation was hotels, with just over a quarter of visitors (27%) staying
in hotels during their stay. The next most popular accommodation types were guest house/B&B, self-
catering and staying with friends/family. The use of accommodation varied significantly by type of
visitors:

e aquarter of holiday visitors stayed either in a hotel, guest house/B&B or self-catering.

¢ the main type of accommodation for VFR visitors was, not surprisingly, staying with friends and
relatives: two thirds of VFR used this type of accommodation. The other main type used by VFR
visitors were self-catering (14%)

e business visitors were most likely to stay in hotels, with approximately 29% staying in 3 star
hotels, or in guest houses/B&Bs

The most likely method of booking accommodation was through direct contact with the provider via
website, email or phone.

Over 90% of visitors staying overnight in paid for accommodation said the type and quality of
accommodation they wanted was available when they booked. Satisfaction with the actual quality and

W
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customer service remained reasonably high amongst holiday and VFR visitors, but business visitors
were less likely to be satisfied, with the quality of hotel and guest house/B&B accommodation being the
key issue. The area that visitors were least satisfied with was the value for money of accommodation,
with VFR and business visitors less satisfied than holiday visitors. Reasons for dissatisfaction were the
perception that accommodation was over-priced and lacked facilities.

11.2 Comparisons with other islands

Hotels were the most popular type of accommodation for holiday and business visitors across all three
islands, used by approximately 30% of visitors. Usage of guest houses/B&Bs was also similar amongst
holiday visitors, with those visiting the Outer Hebrides more likely than other visitors to use this type of
accommodation. Between a fifth and a quarter of visitors used self-catering accommodation and one in
ten holiday visitors on Shetland and Orkney used hostels (5% on the Outer Hebrides). The most
noticeable difference was the high use of workers’ accommodation by business visitors on Orkney
(15%) and Shetland (20%), compared with the Outer Hebrides (2%).

Satisfaction with accommodation showed a similar pattern for the three islands: there were generally
high levels of satisfaction with service, quality and value for money, but business visitors were much
less satisfied than other visitor types with all aspects of their accommodation. Business visitors to
Shetland had notably lower levels of satisfaction than on the other islands with accommodation.

12 Activities during Visit

12.1 The Outer Hebrides

Overall, Callanish Stones (54%) was the attraction most likely to be visited by visitors with
Luskentyre/Seilebost beach (34%), Butt of Lewis (32%), Carloway Broch (27%) and Gearrannan
Blackhouse Village (26%) the next most popular attractions.

Holiday visitors were more likely than other visitor types to visit attractions: business visitors were
unlikely to visit attractions except for the Callanish Stones, which 42% of business visitors had been to
during their trip.

The most likely activities for visitors were visiting beaches/coastal scenery, followed by general
sightseeing, visiting archaeological sites, walks (both long and short), trying local food and shopping for
local craft/produce. As with visitor attractions, holiday visitors were more likely than other visitor types to
undertake activities during their visit.

12.2 Comparisons with other islands

Beaches/coastal scenery was the key activity for visitors to all three islands, and was particularly
important for visitors to the Outer Hebrides. In Orkney visitors were as likely to visit archaeological sites
as visit beaches/coasts and in Shetland visitors were as likely to go on a short walk. Trying local food
was important in all three areas, with visitors more likely to have done this in Orkney and the Outer
Hebrides than in Shetland, where shopping for local crafts/products was more popular.

13. Satisfaction with Visit

13.1 The Outer Hebrides

Visitors’ overall satisfaction with their visit was very high: 87% were very satisfied and a further 11%
were fairly satisfied, giving a total 98% of visitors stating that they were very or fairly satisfied. Business
visitors, however, expressed lower than average satisfaction with their visit (74% very satisfied): this
reflects the lower levels of satisfaction with transport and accommodation. The main reasons for
dissatisfaction was the limited availability of cafes/restaurants, the poor quality of hotel accommodation,
Sunday closing and poor signage/information.

Vii
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Nearly two-fifths of visitors felt their trip to the Outer Hebrides had exceeded their expectations, whilst
over half felt their expectations had been met. Business visitors were more likely than average to feel
that the visit had not met their expectations, confirming their slightly lower than average levels of
satisfaction with the overall visit.

Highlights of visits to the Outer Hebrides focussed on the natural environment: scenery, beaches, and
'‘peace and quiet' were key highlights mentioned. Visitor attractions, particularly the Callanish Stones,

were also important to visitors.

Comments from visitors on areas for improvement highlighted travel costs as a key issue for all visitors.

13.2 Comparisons with other islands
Overall visit satisfaction was very high for all three islands: on each island, 90% or more of holiday and

VFR visitors were very satisfied with their visit. Business visitors expressed lower levels of satisfaction,
with between 76% (Orkney) and 64% (Shetland) of business visitors saying they were very satisfied.

viii
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1. INTRODUCTION AND OBJECTIVES

1. Introduction

This research, which took place between October 2012 and September 2013, was
commissioned by a partnership of Comhairle nan Eilean Siar, Orkney Islands Council, Shetland
Islands Council, Highlands and Islands Enterprise, and VisitScotland. The partners identified a
common need to understand the profile and experiences of visitors to the Outer Hebrides,
Orkney and Shetland. The research builds on previous studies undertaken in each of these
island groups and focused on the profile of visitors, visitor views on their experience and levels
of expenditure. The research results will inform on-going tourism policies at a local and national
level. This report presents findings from research conducted in the Outer Hebrides.

1.2 Research Objectives
Specific objectives included:

provide data on the profile of visitors

identify the key drivers in decisions to visit

understand visitor behaviour during visits

assess visitors’ satisfaction with their experience

identify areas for development/improvement in products and services

identify areas of commonality and differences with the other islands

assess the likelihood of returning and/or recommending a visit

provide data required for the assessment of the volume and economic value of visitors

1

wioju !w

Outer Hebrides Visitor Survey 2012/13 — Research Results



2. METHODOLOGY AND SAMPLE

The project involved three separate surveys:
1. A face-to-face exit survey of visitors to the Outer Hebrides
2. A post-visit online survey emailed to respondents
3. A face-to-face calibration survey of visitors to inform volume and value estimates

Each of these methodologies is explained below.

2.1 Face-to-Face Exit Survey

2.1.1 Methodology for face-to-face survey

The face-to-face exit survey involved interviews with 1,262 respondents (defined as non-
residents or not in transit)’. The interviews were spread across a twelve month period (October
2012 — September 2013). Table 2.1 displays the number of interviews conducted during each
month of the research.

Table 2.1: Number of face-to-face interviews per month

Month No. of interviews
October 2012 47
November 30
December 31
January 21
February 56
March 103
April 92
May 126
June 184
July 215
August 234
September 2013 126
TOTAL 1,262

Table 2.2 highlights that interviews took place on a range of days.

Table 2.2: Days of week for face-to-face interviews

Day No. of interviews
Monday 144
Tuesday 127
Wednesday 257
Thursday 124

Friday 300
Saturday 260
Sunday 50
TOTAL 1262

Interviews were conducted as visitors were exiting the Outer Hebrides at a number of locations.
The total number of interviews was divided between the locations according to an interview
schedule based on historical passenger data from the previous 12 month period. This meant

! The research also excluded people who spent the majority of their visit on a yacht.

2
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that more interviews were completed at busier ferries and airports. The low interview numbers
at some exit points do restrict the potential for geographic splits in analysis. In the main, survey
results have been analysed at an overall, aggregate level, as the 1,262 interviews provide a
very robust sample for analysis.

Table 2.3: Locations and number of face-to-face interviews

Location No. of interviews
Stornoway ferry 503
Tarbert ferry 289
Stornoway airport 209
Lochmaddy ferry 105
Lochboisdale ferry 101
Benbecula airport 46
Castlebay ferry 6

Barra airport 6

TOTAL 1,262

The number of interviews on Orkney (1328) and Shetland (1259) ensure comparability.

The face-to-face exit survey questionnaire (see appendix one) concentrated on collecting key
demographics from respondents as well as information on what respondents had done during
their visit and how much they had spent. The questionnaire focussed on these areas as this
information is best collected at time of visit when respondent recall is more accurate.

Scotinform trained local residents to complete the face-to-face interviews. This training ensured
all interviews were completed in accordance with the Market Research Society Code of
Conduct. Interviews were conducted on a random ‘next person to pass’ basis with the birthday
rule? used to select an individual from a group of visitors.

2.1.2 Profile of face-to-face respondents
Table 2.4 shows that, overall, just under two-thirds of respondents were male and over a third
female. In terms of age, nearly three-quarters of respondents were aged 45 years+.

Table 2.4: Profile of face-to-face respondents
Base: all respondents (1,262)

Number %
Gender
Female 443 35
Male 814 65
Age
16-24 42 3
25-34 172 14
35-44 204 16
45-54 341 27
55-64 269 27
65+ 229 18

2 The birthday rule helps select an individual from a group whose birthday is next or most recent.
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2.2 Post Visit Online Survey

2.2.1 Methodology for online survey

An online survey of Outer Hebrides visitors generated 888 responses between October 2012
and September 2013. The online survey (see appendix two) asked respondents about the
activities and places they had been to during their visit and their satisfaction with a range of
elements of their visit. These topics were appropriate for the online survey as the timing (post
visit) allowed respondents to reflect on their visit when rating it.

Respondents who took part in the face-to-face and calibration surveys were asked if they would
be prepared to volunteer their email address to receive the online survey. A link to the survey
was emailed to volunteers on a month-by-month basis and a prize draw for an iPad was offered
to encourage a maximum response. The 888 responses represented a 45% response rate
which vastly exceeded the initial aim of 300, ensuring a robust sample for analysis.

On Orkney, the online survey generated 821 responses whilst on Shetland 368 responses were
gained.

Table 2.5: Number of online survey responses per month

Month No. of interviews
October 2012 9
November 6
December 8
January 20
February 54
March 41
April 136
May 119
June 89
July 165
August 171
September 2013 70
TOTAL 888
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2.2.2 Profile of online respondents

Respondents to the online survey were more likely to be male than female (as in face-to-face
survey). The age profile is also similar to that seen in the face-to-face survey with over two-
thirds of respondents aged 45 years+.

Table 2.6: Profile of online respondents
Base: all respondents (888)

Number %
Gender
Female 361 41
Male 527 59
Age
16-24 28 3
25-34 106 12
35-44 138 16
45-54 248 28
55-64 212 24
65+ 151 17

2.3 Face-to-Face Calibration Survey

The calibration survey gained 5,467 responses and was conducted between October 2012 and
September 2013, with interview shifts scheduled with reference to historical passenger data.
Trained local interviewers conducted this survey at the same exit points highlighted in table 2.3,
though face-to-face and calibration interviews were not conducted at the same time.

Table 2.7: Number of calibration interviews per month

Month No. of interviews
October 2012 717
November 361
December 267
January 315
February 362
March 299
April 537
May 372
June 425
July 778
August 738
September 2013 296
TOTAL 5,467

This questionnaire (see appendix three) was designed to collect information that allow estimates
to be made on the total volume of visitors to the Outer Hebrides during the research period. In
order to do this, all passengers (both visitors and residents) were included in the survey. This
short survey gained information from respondents on three key areas: group size, normal area
of residence, and type of visit e.g. on holiday, business or visiting friends and relatives (VFR).
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The data gathered in the calibration survey has been combined with passenger volumes
supplied by local transport operators to calculate visitor numbers and trip purposes (Holiday,
Business and VFR). This data has been used to estimate the value of visits with figures on total
expenditure, expenditure by visit type and average spend per visit.

On Orkney the calibration survey gained 4,902 responses whilst on Shetland 5,712 people took
part.

2.4 Analysis and Reporting

The face-to-face visitor survey gathered key data from respondents such as demographic
profile, factors in the decision to visit, transport and accommodation choices, expenditure levels
and overall satisfaction. The online survey focussed on visitors’ experience, following up issues
not covered in depth in the face-to-face survey, such as satisfaction with key aspects of the visit
e.g. accommodation and transport. The calibration survey provided data on respondent group
size, purpose of visit and residence which has been used to calculate overall volume and value.

Completed face-to-face interviews and responses to an online survey were input to the Snap
survey software package for analysis and reporting purposes. Snap is a powerful questionnaire
design and analysis package which enables results to be created in tabular and chart format
with cross-tabulations applied so that results can be fully analysed.

In this report results are displayed in tables and charts with commentary text to explain the main
findings. Where sample sizes allow, and results are noteworthy, comparisons by research
period (divided into quarters) and type of visit are highlighted. The report also contains some
comparisons with results from Orkney and Shetland at the level of visit type e.g. holiday,
business or visiting friends/relatives. The appendices of the report contain copies of the survey
guestionnaires.

The report presents results from two surveys — face-to-face and online — under relevant
headings. Tables and charts are labelled according to which survey the results are taken from
e.g. there are results on transport from both surveys and these are all found in section 9 on
transport. To aid identification all online tables and charts have had the word online colour
highlighted. When mean scores are presented these are based on a 1 to 5 rating scale were 1
is the lowest rating and 5 is the highest.

Where an * appears this indicates a result of less than 1%. When responses add up to more
than 100% this is a consequence of rounding, or because it was possible for respondents to
give more than one answer to a question. Occasionally, some results will not add up to 100%
and this may be due to a number of ‘no replies’ to a specific question.

2.5 Acknowledgements
The successful completion of this project required the help and assistance of a number of
organisations and individuals who we would like to thank:

Transport organisations for the supply of passenger data and permission to interview at their
locations:

e Caledonian MacBrayne
e HIAL
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Lerwick Port Authority
Loganair/Flybe
Northlink/Serco
Pentland Ferries

Staff at all the participating airports and ferry terminals who accommodated our interviewers and
in some cases provided them with training and safety advice.

The client group for their on-going assistance and advice, before and during the research
period:

Combhairle nan Eilean Siar
Orkney Islands Council

Shetland Islands Council
Highlands and Islands Enterprise
Visit Scotland

Our team of face-to-face interviewers based on the Outer Hebrides, Orkney and Shetland
without whom the research could not have been completed.
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3. VOLUME AND VALUE ESTIMATES

3.1 Volume Estimates

3.1.1 Approach

Calibration surveys were undertaken at the three airports and five ferry terminals on the Outer
Hebrides. The surveys collected information on whether passengers were visitors or residents
of the Outer Hebrides; party size; and, for visitors, what had been the purpose of their visit to the
islands. At the airports only passengers using relevant scheduled air services to relevant
destinations were included in the visitor interviews and calibration surveys. The calibration data
were then factored into the passenger carrying data provided by the transport operators to give
numbers of visitors using air and ferry services and broken down by trip purpose.

Data was obtained from the transport providers on a confidential basis. There are, therefore,
limitations to the analysis that is shown in this section.

Comparisons are made where relevant with the results of the most recent analysis of the
volume and value of visitors from the 2006 Outer Hebrides Tourism Facts and Figures Update.
This was a desk-based exercise which used the results of visitor research carried out in 1999
and 2006 ferry and air passenger data. It should be noted that the use of data from 1999
surveys limits the accuracy of the 2006 estimates: they are, however, included in the final
section of this chapter for information.

Please note that some of the tables’ column and row data do not sum exactly to the
totals shown due to rounding.

3.1.2 Visitor numbers

Table 3.1 gives the estimated visitor numbers for the 12 month period covered by the visitor
survey. There were a total of around 218,000 visitors: the vast majority (around 179,000)
travelled by ferry.

It is further estimated that around 154,000 (71%) visitors departed the Outer Hebrides from
either Lewis or Harris. The remaining 64,000 (29%) exited via one of the airports or ferry
terminals in Uist or Barra.

Table 3.1: Visitor numbers by transport mode (Oct 2012 — Sep 2013)

Mode No. of Share
visitors %
Ferry 179,365 82
Air 38,831 18
Total 218,196 100
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3.1.3 Trip purpose

Table 3.2 breaks down visitor numbers by purpose of trip. Within this and subsequent analysis,
those who were on a combined business and holiday trip have been classified as “Business”
visitors.

Over half (128,000) of all visitors were on holiday with 48,000 visiting friends and relatives and
the remaining 41,000 travelling on business.

Table 3.2: Visitor numbers by trip purpose

Purpose No. of Share
visitors %
Holiday 128,316 59
VFR 48,455 22
Business 41,424 19
Total 218,196 100

Table 3.3 breaks down visitor numbers by transport mode. Around two thirds (65%) of the
visitors who travelled by ferry were on holiday and a further 20% were visiting friends and
relatives.

The position was reversed for the air services with approaching half (47%) of visitors using air
travel being business visitors and the rest split broadly evenly between holiday and VFR visitors.

Ferries were used by a majority of visitors in each of the three trip purposes. Slightly more than
half (56%) of business travellers used the ferry services. However, the proportions of other
visitors who did so were much greater: over 90% of holidaymakers, and 80% of those visiting
friends and relatives, travelled by sea.

Table 3.3: Visitor numbers by transport mode

Purpose Holiday VFR Business Total

Ferry 117,283 | 38,770 23,312 179,365
Air 11,034 9,684 18,112 38,831
Total 128,316 | 48,454 41,424 218,196

3.2 Value Estimates

3.2.1 Approach

Expenditure per trip data and other visitor characteristics (e.g. party size) were extracted from
the visitor interviews for air and ferry service users and by trip purpose. The data was then
applied to the number of visitors in each trip purpose that had been generated through the
calibration surveys.

The results shown in this section are weighted by the number of visitors in each trip purpose,
including average party size for each one and they relate only to those who provided
expenditure data to the interviewer. Some of the data shown e.g. for length of stay will differ
from those shown in later sections because the analysis of the visitor surveys' data is based on
unweighted responses.
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3.2.2 Average expenditure per person per trip
Table 3.4 shows average expenditure per trip for all visitors. It also breaks this down by

individual categories of spend.

The average spend across all items was £352, within this the highest levels of spend were for
visitor accommodation while on the islands and travel to/from the Outer Hebrides.

It is estimated that £245 of the total spend was made in the Outer Hebrides. This has been
calculated by deducting the figure (£97) for travel to/from the islands and then, in line with the
approach adopted in previous visitor surveys for Shetland and Orkney it was also assumed that
half (in this case £9.50) of the total price of a package/inclusive holiday which some visitors
bought as part of their visit to the Outer Hebrides would accrue to island businesses.

Over half of the spend in the Outer Hebrides was on accommodation. The other main item was
food and drink bought elsewhere.

Table 3.4: Average expenditure per person per trip (£)

Category Expenditure
Travel to/from mainland/departure point 97
Price of package/inclusive holiday 19
Travel costs on the islands 26
Accommodation - including any food and drink at premises 125
Food and drink bought elsewhere 50
Entertainment and Recreation 7
Shopping for gifts, souvenirs, crafts, etc. 24
Other Shopping 2
Miscellaneous Spend 2
Total spend - both on and off the Outer Hebrides 352
Total spend - in the Outer Hebrides 245

Table 3.5 shows that total spend per trip was highest for business visitors (£485), followed by
holiday visitors (£356) and VFR (£228). For business travellers', travelling to/from the Outer
Hebrides accounted for 40% of their total trip spend, while it was 36% for VFR visitors.

Business and holiday visitors spent similar amounts on the package/inclusive holiday element:
no VFR visitors were on package/inclusive holidays.

When spend per trip in the Outer Hebrides is considered, the averages for business (£279) and
holiday visitors (£273) were similar. The VFR figure was markedly lower (£145).

Accommodation spend and travel costs were highest among business visitors. Holiday visitors
had the highest spend on shopping for gifts, etc and entertainment and recreation.
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Table 3.5: Average expenditure per person per trip (£): by trip purpose

Category Holiday VFR Business
Travel to/from mainland/departure point 72 83 192
Price of package/inclusive holiday 24 0 26
Travel costs on the islands 25 20 35
Accommodation-including any food and drink at premises 139 44 176
Food and drink bought elsewhere 54 49 40
Entertainment and Recreation 9 6 2
Shopping for gifts, souvenirs, crafts, etc. 30 19 11
Other Shopping 2 2 1
Miscellaneous Spend 2 4 1
Total spend - both on and off the Outer Hebrides 356 228 485
Total spend - on the Outer Hebrides 273 145 279

3.2.3 Expenditure on local products and produce
Visitors were also asked to report their expenditures on each of the following:

e Local crafts such as jewellery, pottery, furniture.
e Local food e.g. fish, meat, cheese, sweets, oatcakes.
e Local beverages/drinks such as whisky, wine, beer, non-alcoholic drinks.

This may have been challenging for some respondents who may not have known if a specific
product or produce was local to the Outer Hebrides and the results shown at Table 3.6 should,
therefore, be treated with caution.

Table 3.6 shows that the average total spend on local items was around £23: around three
guarters of this was for crafts, with most of the rest on local food. Overall, these results imply
that around 9% of total visitor expenditure was on local products and produce.

Table 3.6: Expenditure on local products and produce (£)

Product/produce Ave Total
spend per | spend
trip
Crafts 17.58 3,835,008
Food 4.30 937,503
Beverages 1.07 233,794
Total 22.94 5,006,305

11

wioju !w

Outer Hebrides Visitor Survey 2012/13 — Research Results



3.2.4 Average expenditure in the Outer Hebrides by visitor type
Table 3.7 presents additional results for particular visitor types. It shows that the average length
of stay for all visitors was 5.8 days.

Business visitors had the lowest number of nights (4.4 nights), with the other two trip types
at/around six days. Partly because of this, business visitors had the highest average spend per
person per day (£63).

As is generally the case, expenditure per day was highest for those who spend the least time in
the Outer Hebrides. For example, those staying at least overnight and up to three nights had an
average spend of £71 per day, compared with an average spend of £31 for those staying eight
nights or more (the average length of stay for those who visit the islands for a minimum of eight
nights was around 14 nights).

Table 3.7 also shows that those from the UK outside Scotland had the highest average spend
per trip (E332). However, this partly reflects that they stayed a relatively long time on the islands
(seven days on average). Overseas visitors did not stay as long (less than five days) as other
visitor type: they had the highest average spend per day (£55).

Table 3.7: Average expenditure in the Outer Hebrides by visitor type (£)

Type Expenditure | Length of ixeee;;gg;e
per trip stay per day
All Visitors 245 5.8 43
Trip Purpose
Holiday 273 6.0 45
VFR 145 6.3 23
Business 279 4.4 63
Length of Stay in the Outer Hebrides
1-3 nights 143 2.0 71
4-7 nights 262 5.8 45
8+ nights 441 14.1 31
Origin
Scotland 197 54 37
Rest of UK 332 7.0 48
Overseas 264 4.8 55

Table 3.8 shows the variation in spend by length of stay for business visitors. As would be
expected, total spend per trip increases with length of stay. The very high spend by those
staying at least eight nights reflects an average length of stay of more than 20 nights. There is
not, however a marked difference in spend per day. The highest level (E70) is for those staying
up to four nights; while that by those who stay longest (£60) is still significant.
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Table 3.8: Average expenditure in Outer Hebrides by business visitors (£)

Type Expenditure | Length of Expenditure

per trip stay per person
per day

All Business Visitors 279 4.4 63

Length of Stay in Outer Hebrides

1-3 nights 123 1.8 70

4-7 nights 328 4.9 66

8+ nights 1,274 21.3 60

Table 3.9 shows that among overseas visitors, the highest spend per trip, and per day, was by
those on business. A comparison with Table 3.7 shows that the spend of both overseas holiday
and business visitors was greater than those from the UK. In contrast, overseas VFR visitors

spend less than their UK counterparts.

Table 3.9: Expenditure in Outer Hebrides by overseas visitors

Type Expenditure | Length Expenditure

per trip of stay Per person
per day

All Overseas Visitors 264 4.8 55

Trip Purpose

Holiday 286 4.9 59

VFR 113 5.4 21

Business 289 2.7 106

3.3 Total Volume and Value

Table 3.10 gives estimates of the annual volume and value of visitors to the Outer Hebrides in

the period covered by the 2012-2013 survey.

Around 218,000 visitors had a total spend of over £53 million, with around two thirds of that
expenditure (almost £35 million) from holiday visitors. Most of the rest (over £11 million) came
from business visitors who generate over one fifth of the total impact of visitors to the Outer

Hebrides.

Table 3.10: Total annual volume and value (2013)
Purpose Number of Ave:jage Total Shlare ofOI

visitors spend per spend (£) total spen
trip (£) %

Holiday 128,316 273 34,977,841 65
Business 41,424 279 11,566,483 22
VFR 48,455 145 7,016,485 13
Total 218,196 245 53,560,809 100
| 13
9
=
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Table 3.11 shows volume and value by visitor origin. Scottish residents account for more than
half (57%) of visitors and most of the rest are from other parts of the UK. Scottish residents,
however, generate less than half (46%) of total spend, reflecting their relatively low spend per
trip. Overseas residents account for 13% of visitors and 14% of total spend.

Table 3.11: Total annual volume and value (2013)- by visitor origin

Origin Number of Average Total Share of
visitors spe_nd per spend (£) total spend
trip (£) %
Scotland 125,249 197 24,645,937 46
Rest of UK 63,864 332 21,223,282 40
Overseas 29,083 264 7,691,590 14
Total 218,196 245 53,560,809 100

Table 3.12 presents the volume and value information shown in the 2006 report. For the
reasons discussed earlier this is included mainly for information.

The 2006 spend per trip figure for Holiday & VFR (£258) was above that in 2013 (£238). It is not
possible, however, to say whether this is due to a decrease in the average length of stay
between 2006 and 2013 or other factors.

In 2013 the number of business visitors (41,424) was less than shown for 2006 (52,364).
However, this may well reflect the way in which that was calculated in the 2006 work, rather
than an actual decrease.

Adjusting the 2006 total for price inflation (based on the Consumer Price Index) gives a figure of
£60,519,090 in 2012-2013 prices. This compares to the 2013 figure of £53,560,809 as shown at
Table 3.12.

Thus, total visitor spend in 2013 was around £7.0 million lower than the inflation-adjusted 2006
figure. This reflects a real terms decrease in visitors’ average spend per trip, but should be
viewed within the context of the general economic downturn from 2009 onwards.

Table 3.12: Total annual volume and value: 2006 report estimate

Purpose Number of Average Share of
visitors spend per Total total spend
(excl. trip (£) | spend (£) on
0
yachts)
Holiday & VFR 137,412 258 35,477,030 72
Business 52,364 265 13,854,467 28
Total 189,776* 260 49,331,497 100

Note: Not adjusted for price inflation between 2006 and 2013
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4. PROFILE OF VISITORS

Face-to-face survey respondents were asked to provide information on the gender and age of
the people they were visiting the Outer Hebrides with. In all, respondents provided information
on 2,822 visitors.

4.1 Gender Profile

Overall, 55% of visitors were male and this pattern was reflected across the research period
with more male than female visitors recorded in each quarter, particularly between January-
March. The differences in gender between July-September are smaller, suggesting a more even
gender profile in these summer months.

Table 4.1: Gender of visitors
Base: all face-to-face visitors (2,822)

%

Female 45
Male 55

Chart 4.1: Gender of visitors — by quarter
Base: all visitors (2,822)

Q4

Jul-Sep

Ql Q2

Oct-Dec Jan-Mar
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4.2 Age Profile

Table 4.2 shows that three-fifths of visitors were aged 45 years+ (59%). However, when viewed
by quarter the visitor age profile displays some noticeable variations. Chart 4.2 highlights how
the age profile of respondents changed as the research period progressed, for instance with
significantly more respondents aged 65+ between April-June and a peak percentage of under
16s between the summer months of July-September. The impact of these changes is that
between April-September visitors aged 25-44 make up a smaller proportion of visitors than they
do between October-March.

Table 4.2: Age of visitors
Base: all face-to-face visitors (2,822)

%
Under 16 10
16-24 6
25-34 12
35-44 14
45-54 21
55-64 19
65+ 19

Chart 4.2: Age of visitors — by research quarter
Base: all face-to-face visitors (2,822)

mUnder 16 m16-24 m25-34 m35-44 m45-54 wm55-64 mOver65

35% -
S
30% - %

24%

25%

20%

15%

10%

5%

0%

Q1 Oct-Dec Q2 Jan-Mar Q3 Apr-Jun Q4 Jul-Sep

Sections 4.3 and 4.4 present further demographic information based on respondents, rather
than visitors. As this information is on household residence and social grade it was not
necessary to gather information from all visitors to inform an accurate profile.
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4.3 Residence Profile

Almost three-fifths (58%) of respondents were from Scotland with just under three-tenths from
elsewhere in the UK/lreland. Quarterly results show that more respondents came from the
UK/Ireland between April-June and there was a slight increase in the proportion of visitors from
Europe and the rest of the world between July-September. The impact of these changes was to

reduce the proportion of respondents from Scotland during the April-September period.

Chart 4.3: Residence of Respondents

Base: all face-to-face respondents (1,262)

Rest of world

Rest of
UK/Ireland
=29%
Table 4.3: Residence of respondents — by quarter
Base: all face-to-face respondents (1,262)
Q1% Q2% Q3% Q4 %
Oct-Dec Jan-Mar Apr-Jun Jul-Sep
Scotland 68 69 54 56
Rest of UK/Ireland 22 23 34 28
Europe 3 6 8 11
Rest of world 5 4 3 5
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The table below displays the residence of respondents in more detail and highlights that from
Europe, a range of countries were represented by respondents, whilst from the rest of the world,
Americans, Australians and Canadians accounted for most respondents. Excluding the UK and
Ireland, 21 other countries were represented by respondents during the research period.

Table 4.4: Residence of respondents — Detailed results
Base: all respondents (1,262)

%
Scotland 58

Rest of UK

- England

- Wales

- Northern Ireland

- Republic of Ireland

- Other UK e.g. Isle of Man

NN
~ |(©

SN

Europe

- Germany

- The Netherlands
- France

- Switzerland

- Italy

- Spain

- Austria

- Belgium

- Other Europe

| o] *| *| * [P |N|w]|o0

Rest of world

- USA

- Australia

- Canada

- Other country
Other Europe: Cyprus, Czech Republic, Denmark, Hungary, Norway, Poland, Sweden (1).
Other country: UAE (2), Egypt, Kuwait (1)

RN

Within Scotland respondents were most likely to be residing in the Highlands (26%) or Glasgow
city (11%) with these two areas accounting for nearly two-fifths of all Scottish respondents.

Table 4.5: Residence of respondents — Detailed results on Scottish residence
Base: all Scottish based respondents (733)

%
Highland 26
Glasgow City 11
Edinburgh, City of 8
Aberdeenshire 4
Perth & Kinross 5
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Table 4.5: Residence of respondents — Detailed results on Scottish residence (Continued)
Base: all respondents resident in Scotland (733)

Argyll & Bute

Fife

Aberdeen City
South Lanarkshire
North Lanarkshire
Moray

Stirling

Scottish Borders
East Lothian

North Ayrshire
Renfrewshire

East Dunbartonshire
Angus

Dundee City

Falkirk

Dumfries & Galloway
West Lothian

East Ayrshire

South Ayrshire
West Dunbartonshire
Clackmannanshire
East Renfrewshire
Inverclyde
Midlothian

Shetland

tlRrRPIRIRIRPIRRIRIRRRNNN NN NN W W w0

English respondents resided in a range of areas with no-one area dominating the results.

Table 4.6: Residence of respondents — Detailed results on English residence
Base: all respondents resident in England (339)

%
North West 19
South East 16
South West 12
Greater London 11
Yorkshire/Humberside 11
North East 10
East Midlands 8
West Midlands 8
East Anglia/East of England 4
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4.4 Socio-economic Profile

Social grades A and B accounted for over three-fifths of respondent households. This trend was
evident across the research period, particularly between April-September, as displayed in chart
4.4,

Table 4.7: Social grade of respondents
Base: all face-to-face respondents (1,262)

%
A — upper middle class 28
B - middle class 33
C1 - lower middle class 19
C2 — skilled working class 15
D — working class 3
E - those at lowest level of subsistence 1

Chart 4.4: Social grade of respondents — by research quarter
Base: all face-to-face respondents (1,262)
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4.5 Group Profile

Nearly half of respondents were visiting with a partner/spouse whilst a third where travelling
alone. These groups accounted for nearly four-fifths of all respondents. Across the research
period these two types of groups accounted for the majority of respondents but there were some
notable quarterly variations, with a higher proportion of respondents travelling alone between
October-March and then more respondents visiting with their partner/spouse between April-
September. Visits with children increased between July-September coinciding with the school
holiday period.

Table 4.8: Group profile of respondents
Base: all face-to-face respondents (1,262)

%
Partner/spouse 47
Travelling alone 32
With child/children 11
Friends 9
Other members of family 8
Business/work colleagues 5
With parents/partners parents 4

Note: some respondents gave more than one answer to this question.
Chart 4.5: Group profile of respondents — by research quarter
Base: all face-to-face respondents (1,262)

® Partner/spouse m Alone = With children ® Friends
m Other family = Work colleagues = With parents
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4.6 Profile of Visitors — Island Comparisons
Table 4.9 displays the profile of visitors on each of the three island groups. The results show
some similarities and differences:

There were more male than female visitors on all the islands and the gender profiles on
Orkney and the Outer Hebrides were identical, whilst Shetland differed slightly with more
male visitors compared to Orkney and the Outer Hebrides

Over 45s accounted for around three-fifths of visitors on each island

The Outer Hebrides had the highest proportion of visitors from Scotland whilst visit levels
from the UK/Ireland were similar on each island. Orkney had the most visitors from
overseas (Europe/rest of world) accounting for a quarter of visitors

The social grade of visitors on Orkney and the Outer Hebrides was similar with ABs
accounting for around three-fifths of visitors. On Shetland, the BC1 grades accounted for
a similar proportion of visitors

Travelling alone or with partner/spouse were the most common types of group on all the
islands though the balance varied by island with travelling alone more common on
Shetland and with partner/spouse most common in the Outer Hebrides

Table 4.9: Profile of Visitors — by Island
Base: all visitors

Orkney Outer Hebrides Shetland

% % %
Gender
Female 45 45 40
Male 55 55 60
Age
Under 16 7 10 3
16-24 6 6 12
25-34 11 12 16
35-44 13 14 12
45-54 18 21 19
55-64 22 19 17
65+ 23 19 20
Residence
Scotland 43 58 48
Rest of UK/Ireland 31 29 33
Europe 14 8 11
Rest of world 11 4 8
Social grade
A — upper middle class 32 28 17
B - middle class 30 33 32
C1 - lower middle class 19 19 26
C2 — skilled working class 12 15 16
D — working class 3 3 4
E - lowest level of subsistence 2 1 2
g.' 22
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Table 4.9: Profile of Visitors — by Island (Continued)

Base: all visitors

Group type

Travelling alone 37 32 53
Partner/spouse 37 47 21
Friends 12 9 7
Other members of family 8 8 6
Business/work colleagues 4 5 10
With child/children 6 11 2
With parents/partner’s parents 1 4 1
3 23

|
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5. TYPE OF VISIT

5.1 Main Type of Visit

With reference to a pre-coded list, respondents selected the option which best described their
visit to the Outer Hebrides. Face-to-face survey results show that holiday/short break involving
an overnight stay was clearly the main type of visit taken, accounting for just over half of
respondents.

The online survey gave visitors an additional opportunity to provide some more detailed
feedback on their visitor experience. Respondents to this survey were also asked about type of
visit: the proportion of holiday visitors was similar to the face-to-face survey, but fewer had
visited for business purposes.

Table 5.1: Main type of visit
Base: all face-to-face (1,262) and online (888) respondents

Face-to-face Online

% %
Holiday/short break involving staying overnight 53 54
On business - overnight trip 21 11
Visiting friends/relatives for leisure/holiday — overnight 17 13
On business - day trip 5 2
Combining business and holiday 2 3
Visiting friends or relatives for leisure/holiday - day trip 1 5
Holiday - day trip 1 6

The above results help establish the percentage of respondents making holiday, business or
VFR type visits. Chart 5.1 highlights the predominance of holiday visits amongst face-to-face
Outer Hebrides respondents.

Chart 5.1: Main type of visit
Base: all face-to-face respondents (1,262)
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5.1.1 Type of visit — by research quarter

The percentage of respondents on holiday visits increased significantly between April-
September (compared to October-December), whilst in contrast the percentage of respondents
on business peaked between January-March and then decreased during the remainder of the
research period. The proportion of VFR respondents remained quite consistent throughout the

duration of the research.

Table 5.2: Main types of visit — by quarter
Base: all face-to-face respondents (1,262)

Q1% Q2% Q3 % Q4 %

Oct-Dec Jan-Mar Apr-Jun Jul-Sep
Holiday 34 17 57 65
Business 42 57 24 15
VFR 21 22 16 18

5.2 Frequency of Visit

Viewed by visit type, first time and repeat visits can be further analysed. Respondents visiting
for the first time were more likely to be on holiday (53%) than business (23%) or VFR (9%)

whilst respondents on a repeat visit were very likely to be on a VFR or business visit.

Table 5.3: Frequency of visit — total and by type of visit

Base: all face-to-face respondents (1,262)

Total Holiday VFR Business

% % % %
This is my first visit 37 53 9 23
Repeat visit / lived on island 62 48 91 76
- Once before 10 14 4 8
- Twice 4 5 5 2
- 3-5 times 9 9 9 10
- 6-10 times 6 4 6 10
- More than 10 times 25 12 41 42
- Lived on island 8 4 26 4

wioju !w
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The proportion of respondents on a first time visit increased as the research progressed into the
April-September period with the impact coming largely from respondents on holiday, reflecting
the increase in holiday visits shown in table 5.2 above.

Chart 5.2: Frequency of visit — by quarter
Base: all face-to-face respondents (1,262)

m First time Repeat/lived on island

100% -
83%
80% - 78%
61%

60% - 56%
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20% - 17%
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A profile of each of the main visit types is presented in sections 5.2.1 t0 5.2.3.
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5.2.1 Main type of visit — holiday
Respondents on holiday® were almost equally likely to be male or female and just over half were

making their first visit to the Outer Hebrides.
;\ * Firsttime | Repeat ' .»
X 53% , 48%
3

@ @
i i

Three-fifths of respondents on holiday were aged 45+.

11% 10% 11%

(2139
6%

Under 16 16-24 25-34 35-44 45-54 55-64 Over 65

0
0

Just over four-fifths of holiday respondents were from Scotland or the rest of the UK/Ireland.
The A and B social grades accounted for exactly two-thirds of respondents.

8 Gender/Age based on 1,731 visitors. Frequency/Residence/Social grade based on 670 respondents.
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5.2.2 Main type of visit — VFR
VFR respondents® were almost as likely to be female as male and the vast majority were
making a repeat visit to the Outer Hebrides.

. m 'ﬁ\ * First time Repeat . .o
j‘ 9% '91%

VFR respondents displayed a range of age with only 16-24 year olds less represented.

20%
15% 14% 15% 16%
12%
I ) I I I
Under 16 16-24 25-34 35-44 45-54 55-64 Over 65

Seven-tenths of VFR respondents were from Scotland and a fifth were from the rest of the UK
or Ireland. Over half the respondents (55%) occupied social grades A and B, with a further
quarter being classified as C1.

Gender/Age based on 506 visitors. Frequency/Residence/Social grade based on 230 respondents.

4
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5.2.3 Main type of visit — business
Respondents on business®> were much more likely to be male than female and over three-
guarters were making a repeat visit to the Outer Hebrides.

l ml 5\ * First time Repeat . .»
I 1 23% ' 76%
II - -
Nearly seven-tenths of business respondents (68%) were aged between 25 and 54.

17%

10%
4%
2%
r _ T - T T T T T
Under 16 16-24 25-34 35-44 45-54 55-64 Over 65

Four-fifths of business respondents were from Scotland with very few from outside the
UK/Ireland. Over half the respondents (54%) occupied social grades A and B, with a further two
in five (43%) being classified as C1 or C2.

° Gender/Age based on 334 visitors. Frequency/Residence/Social grade based on 528 respondents.
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5.3 Overnight Visits
Respondents who were on an overnight visit described as a holiday/short break or VFR were
asked whether the visit was their main holiday for the year or a second holiday/short break.
Chart 5.3 shows that overnight holiday/VFR visits were most likely to be second trips or short
breaks, though it is encouraging that over two-fifths of respondents regarded their visit to the
Outer Hebrides as their main holiday of the year.

Chart 5.3: Type of visit — by overnight holiday/VFR
Base: face-to-face respondents staying overnight on holiday or VFR (879)
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5.4 Business Visits

Respondents who were on a business trip (overnight or day trip) were asked about the industry
that they worked in. Building/construction and Government/local government accounted for
nearly a fifth of respondents, though a wide range of industries were highlighted.

Table 5.4: Profile of respondents — Industry worked in
Base: face-to-face respondents on a business visit - day trip or overnight (358)
%

Building/Construction
Government/local government
Health services
Renewable energy
Financial services
Engineering

Fishing/ fish farming/aquaculture
Transport - shipping etc..
Retail sales/service

IT

Industrial manufacturing
Media

Oil and gas

Food/drink manufacture
Tourism

Education

Electrical

Ministry of Defence

Air

Charity

Religion

Water

Fire

Legal

Other

N ) e i e e G S Y N N S P I T AN I EN N EN TG BN T
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5.5 Day Trip Visits

Respondents who were on a day trip described as a holiday or VFR were asked whether this
was part of a guided tour package or an independent day trip. For all the respondents who
answered this question the visit was the latter, though a number of respondents did not provide
an answer. These respondents were almost equally likely to be travelling by flight or ferry with
the Lochmaddy to Uig route used by around half of respondents. It should be noted that the low
sample size means these observations should be treated with caution.

Chart 5.4: Type of visit — by day trip holiday/VFR

Base: face-to-face respondents on a day trip for holiday/VFR (21)
70% - 67%

60% -
50% -
40% -
30% -

20% -

10% -
0%

0% -

An independent day trip On a guided tour package
Note: please note low base figure for the chart.

5.6 Length of Visit

The average length of stay in the Outer Hebrides was 5.7° nights with a further 2.6 nights spent
elsewhere in Scotland and an average of 8.8 nights in total spent away from home. There are
some notable variations by visit type with holiday and VFR respondents spending longer in the
Outer Hebrides than business respondents.

Table 5.5: Average no. nights away from home - total and by visit type
Base: all face-to-face respondents (1,262)

Total Holiday VFR Business
In The Outer Hebrides 5.7 6.1 6.5 3.8
Elsewhere in Scotland 2.6 4.1 1.2 0.7
Total trip away from home 8.8 11.0 7.9 4.5

6 Figure differs from that shown in section 3 as it has not been weighted for volume and value
calculations.
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5.7 Areas Visited

Lewis (including Great Bernera) was the area that most respondents had visited, followed by
Harris (including Scalpay). Lewis was visited by all respondent types but Harris was more likely
to be visited by holiday respondents (61%) than VFR (28%) or business (22%). Three-fifths of
respondents stayed for a night or more in Lewis compared to three-tenths who stayed in Harris.
Of note, nearly all respondents who visited Barra also stayed there for at least a night.

Table 5.6: Average nights away from home — by area visited
Base: all face-to-face respondents (1,262)

Visited Stayed

% %
Lewis (including Great Bernera) 74 61
Harris (including Scalpay) 44 30
South Uist 23 14
North Uist (including Berneray) 22 15
Benbecula 20 6
Eriskay 12 2
Barra (including Vatersay) 9 8

5.8 Post Visit Destination

At the end of their visit, three-fifths of respondents were travelling home, with VFR and business
respondents (both 81%) more likely to do so than respondents on holiday (44%). Over half of
holiday respondents (54%) were travelling elsewhere in Scotland, whilst only 16% of business
and VFR respondents did so.

Chart 5.5: Post visit destination
Base: all face-to-face respondents (1,262)
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5.9 Type of Visit — Island Comparisons

Viewed by type of visit the results show some similarities across the three locations:

e Visitors on holiday were almost equally likely to be male or female and in age terms tended to be aged 45+
e Those on VFR trips were slightly more likely to be female than male on Orkney and the Outer Hebrides and significantly more likely
to be female than male on Shetland. On Orkney VFR visitors tended to be older (66% aged 45+) whereas in the Outer Hebrides and
Shetland VFR visitors displayed a wider range of ages
e Business visitors were significantly more likely to be male than female on all three locations, with the difference in Orkney and
Shetland most pronounced.

Table 5.7: Profile of visitor types (1)

Base: all visitors

Orkney Outer Hebrides Shetland
Holiday VFR Business Holiday VFR Business Holiday VFR Business
% % % % % % % % %

Gender
Female 50 52 16 48 53 26 48 58 19
Male 50 48 84 52 47 74 52 42 81
Age
Under 16 8 9 1 11 15 2 3 7 *
16-24 5 5 7 6 8 4 13 14 9
25-34 9 9 20 10 12 17 13 10 22
35-44 11 11 24 11 14 22 9 10 19
45-54 16 17 25 20 15 29 14 16 28
55-64 23 21 19 20 16 17 17 17 17
65+ 27 28 4 21 20 10 30 25 5

g.' 34
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Additional analysis of residence, social grade and frequency by island location shows that:

¢ Holiday visitors were most likely to be Scottish in the Outer Hebrides compared to Orkney or Shetland, whilst Orkney had the highest
proportion of visitors from Europe and the rest of the world. The social grade of holiday visitors was similar across the three locations
with most from the ABC1 groups, though Shetland had significantly fewer A’s than the other two islands. Holiday visitors to Orkney and
Shetland were equally likely to be making their first visit, whilst nearly half of visitors to the Outer Hebrides were making a repeat visit.
o VFR visitors were most likely to be Scottish in the Outer Hebrides (70%) compared to Shetland (56%) and Orkney (49%). VFR social
grade was similar to that of holiday visitors but once again Shetland had significantly fewer A social grade visitors. The vast majority of
VFR visitors in the Outer Hebrides were making a repeat visit (91%) compared to Shetland (78%) and Orkney (68%)
e Business visitors were most likely to be Scottish in the Outer Hebrides (81%) compared to Orkney (72%) and Shetland (60%). As
before the social grade was similar but Shetland business visitors were less likely to occupy the A group. On all three locations a
similar proportion of business visitors were on a repeat visit (between 69-76%)

Table 5.8: Profile of visitor types (2)

Base: all respondents

Orkney Outer Hebrides Shetland
Holiday VFR Business Holiday VFR Business Holiday VFR Business
% % % % % % % % %
Residence
Scotland 29 49 72 43 70 81 28 56 60
Rest of UK/Ire 33 36 24 38 21 17 40 31 28
Europe 22 8 2 14 2 1 17 7 8
Rest of world 15 8 2 5 5 1 14 6 3
Social grade
A 35 28 24 33 20 23 17 14 19
B 30 32 31 33 35 31 38 32 27
C1 20 23 15 17 24 19 26 29 23
C2 9 8 25 12 13 24 9 11 25
D 3 3 3 3 3 2 6 4
E 2 2 1 1 3 * 2 4 1
Frequency
This is my first visit 63 32 28 53 9 23 60 21 32
| Repeat visit/lived on island 37 68 72 48 91 76 40 78 69
g.' 35
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6. PLANNING THE VISIT

6.1 Other Islands Considered

The majority of respondents did not consider either Orkney or Shetland before choosing to visit
the Outer Hebrides. Over a tenth of respondents (holiday and VFR) had considered a visit to
Orkney whilst 7% thought about visiting Shetland.

Perhaps unsurprisingly it was those on holiday that were most likely to consider an alternative
destination, with 16% of this sub-group considering Orkney and 9% Shetland.

Chart 6.1: Other islands considered
Base: online respondents on holiday or VFR (743)

100% -

80% -
60% -
40% -
20% 1 13%

o

Shetland Orkney Did not consider other islands

Respondents from Europe and the rest of the world were most likely to consider an alternative
destination, with over a quarter of respondents from Europe and over a fifth of respondents from
the rest of the world having thought about visiting Orkney. Some respondents considered both
of the other island groups, hence the percentages for each type of resident adding up to more
than 100% in the table below.

Table 6.1: Other islands considered — by respondent residence
Base: online respondents on holiday or VFR (743)

Scotland | UK/Ire Europe RoW
% % % %
Shetland 5 8 12 10
Orkney 8 13 27 22
Did not consider other islands 91 85 70 75
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6.2 Influences on Visit

Half of respondents (holiday or VFR) highlighted that an interest in scenery/landscape had
influenced their decision to visit the Outer Hebrides, whilst for nearly two-fifths a previous visit or
their knowledge of the area was an influence.

Table 6.2: Influences on visit
Base: online respondents on holiday or VFR (743)

%
Interest in scenery/landscape 50
Experience of previous visit/know area 39
Family connections with the area 25
Interest in the archaeology/history 21
Recommendation from friend/relative 19
Internet/website 15
Specific activities such as walking or golf 15
To undertake particular activities 10
Guide books 10
Interest in particular attractions 8
Radio or TV programme about the Outer Hebrides 7
Tourist Brochure 7
To stay in particular accommodation 6
A film/movie or book featuring the area 4
Newspaper or magazine article 3
Particular events/festivals 2
None of these 1
Newspaper or magazine advertisement 1
Radio/TV advertisement about the Outer Hebrides *
Social media (Facebook/Twitter) *
Other reason 7

Table 6.3 displays how the main influences on the decision to visit vary by respondent
residence with an interest in scenery and landscape being a major factor for respondents from
Europe whilst experience of previous visits and family connections was most important to
Scottish residents (who are more likely to have visited before/have family connections). An
interest in archaeology was an influence for nearly a third of respondents from the rest of the
world, compared to a fifth of those resident in the UK.

Table 6.3: Influences on visit — by respondent residence
Base: online respondents on holiday or VFR (743)

Scotland | UK/Ire Europe RowW
% % % %
Interest in scenery/landscape 41 54 75 57
Experience of previous visit/know area 44 41 21 20
Family connections with the area 38 16 4 22
Interest in the archaeology/history 18 21 27 31
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6.3 Timing of Trip Planning

Overall, respondents displayed a variety of approaches to the planning of their trip with just over
a third (34%) planning 4 weeks before their trip and just over two-fifths (43%) planning at least
three months in advance.

Table 6.4: Timing of trip planning
Base: all online respondents (888)

%
Less than 2 weeks 18
2-4 weeks 16
1-2 months 22
3-6 months 29
6-12 months 13
1-2 years 1
More than 2 years *

There are some obvious differences between type of respondent and planning of trips, as
displayed in chart 6.2. Holiday respondents were most likely to begin planning their trip 3-6
months in advance whereas VFR respondents displayed no real preference in terms of the
timing of their planning. Business respondents were much more likely to plan their trip at short
notice, with nearly three-quarters planning their trip within 4 weeks of their visit.

Chart 6.2: Timing of trip planning
Base: all online respondents (888)
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6.3.1 Timing of trip planning — domestic vs international

The table below highlights the timing of trip planning for domestic (Scotland, UK/Ireland) and
international (Europe/RoW) holiday respondents. The results were very consistent with 35% of
domestic respondents planning their trip 3-6 months in advance compared to 39% of
international respondents.

Table 6.5: Timing of trip planning — domestic vs international
Base = holiday respondents (529)

Scotland Europe/
UK/Ireland RoW
No of respondents 416 113
% %
Less than 2 weeks 9 11
2-4 weeks 11 10
1-2 months 22 21
3-6 months 35 39
6-12 months 19 18
1-2 years 2 1
More than 2 years * 1

6.4 Timing of Trip Booking

As with trip planning, there was little consistency evident in the timing of trip bookings with two-
fifths (40%) booking in the month before and almost a quarter (23%) booking less than 2 weeks
in advance. Also of note, almost a tenth of respondents did not book in advance at all. In
contrast less than a third (30%) book more than three months in advance.

By accommodation type it is interesting to note that respondents booking 4 weeks or less before
their visit were more likely to be staying in hotels (43%) or guest house/B&Bs (40%) compared
to self-catering (19%). Those booking self-catering were much more likely to book at least three
months in advance (61%) compared to those booking hotels (36%) or guest house/B&Bs (35%).

Table 6.6: Timing of trip booking
Base: all online respondents (888)

%
Didn’t book in advance 9
Less than 2 weeks 23
2-4 weeks 17
1-2 months 20
3-6 months 22
Over 6 months 8
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Holiday respondents were the group most likely to book more than 3 months in advance whilst
VFR respondents tended to book closer to their visit. In line with trip planning, business
respondents acted very differently, with over 60% making their trip booking 4 weeks (or less)
before travelling.

Chart 6.3: Timing of trip booking
Base: all online respondents (888)
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6.4.1 Timing of trip booking — domestic vs international

The table below highlights the timing of trip booking for domestic (Scotland, UK/Ireland) and
international (Europe/RoW) holiday respondents. The results were quite consistent though
domestic respondents were slightly more likely to book within four weeks of their trip (30%)
compared to international respondents (25%).

Table 6.7: Timing of trip booking — domestic vs international
Base = holiday respondents (529)

Scotland Europe/
UK/Ireland RoW
No of respondents 416 113
% %
Didn’t book in advance 8 12
Less than 2 weeks 13 16
2-4 weeks 17 9
1-2 months 20 20
3-6 months 29 34
Over 6 months 12 9

40

tuxo;u!m

Outer Hebrides Visitor Survey 2012/13 — Research Results



6.5 Satisfaction with Travel Planning
The vast majority of respondents encountered no issues when booking their transport.

Chart 6.4: Issues when booking transport
Base: all face-to-face respondents (1,262)
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For the small percentage of respondents who did have issues when booking travel to the Outer
Hebrides the main issue for a third was that preferred ferry services were fully booked.

Table 6.8: Issues when booking travel to the Outer Hebrides
Base: respondents who had issues when booking travel to the Outer Hebrides (75)

%

My first choice of transport type was unavailable -

No ferries at times/days | wanted

The ferries | wanted were too expensive

The ferries | wanted were fully booked

No ferries on preferred route

No flights at times/days | wanted

The flights | wanted were too expensive

The flights | wanted were fully booked

No flights on preferred route

ol w =
Bl [NWR W] NN N

Other

‘Other’ issues were mainly delays and cancellations often due to inclement weather:
“Not taking bookings for Fri/Sat/Sun due to expected bad weather.”

“Flight was cancelled and had to use car and ferry (from Stornoway to Benbecula).”
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6.5.1 Getting to the Outer Hebrides
The majority of respondents were very or fairly satisfied (95%) with planning getting to the Outer
Hebrides with just a very small proportion of respondents showing any dissatisfaction.

Chart 6.5: Satisfaction with getting to the Outer Hebrides
Base: online respondents who rated getting to the Outer Hebrides (738)
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Holiday respondents demonstrated the highest levels of satisfaction with the planning of getting
to the Outer Hebrides whilst VFR and business respondents showed some dissatisfaction,
though still at very low levels.

Table 6.9: Satisfaction with getting to the Outer Hebrides - total and by type of visit
Base: online respondents who rated getting to the Outer Hebrides (738)

Total Holiday VFR Business

% % % %
Very satisfied 65 71 51 50
Fairly satisfied 30 26 39 39
Neither/Nor 4 2 7 9
Fairly dissatisfied 1 * 2 3
Very dissatisfied * * 1 -
Mean score (out of 5) 4.58 4.67 4.38 4.36

Comments from visitors who were dissatisfied with getting to the Outer Hebrides highlighted
concerns about the limited number of ferry departures and issues with the quality of the roads
(particularly the A9).

"There wasn't a ferry going over to Lewis on Friday tea-time."

"A9 road needs to be made safer. It is a very frustrating road to drive and as the main trunk road
to Inverness is a disgrace."
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6.5.2 Availability of convenient air routes

Just over half of respondents were very or fairly satisfied with the availability of convenient air
routes when planning their travel to the Outer Hebrides and 14% of respondents stated they
were dissatisfied with air route availability.

Chart 6.6: Satisfaction with availability of convenient air routes
Base: online respondents who rated availability of convenient air routes (245)

100% -~

80% -
60% -
40% -
31%
20% -
0% ;

Very satisfied Fairly satisfied Neither/Nor Fairly dissatisfied Very dissatisfied

Nearly a quarter of VFR respondents were dissatisfied with the availability of convenient air
routes. This is reflected in the lower mean score for this element of their trip.

Table 6.10: Satisfaction with availability of convenient air routes - total and by type of visit
Base: online respondents who rated availability of convenient air routes (245)

Total Holiday VFR Business

% % % %
Very satisfied 26 23 22 37
Fairly satisfied 28 21 32 39
Neither/Nor 31 44 22 13
Fairly dissatisfied 7 5 11 9
Very dissatisfied 7 6 13 2
Mean score (out of 5) 3.58 3.50 3.40 4.00

The main reason for dissatisfaction with the availability of convenient air routes was the cost of
flights, followed by the lack of choice of departure airports.

"Prices are far too high for flights."
"Prohibitively expensive for family travel.”

“Glasgow or Inverness are only departure locations.”
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“Flights only available from Scottish airports and do not appear to link adequately with flights
from rest of UK.”

6.5.3 Availability of convenient sea routes
Satisfaction with the availability of sea routes when planning trips to the Outer Hebrides was
very high with 92% of respondents either very or fairly satisfied. Dissatisfaction levels were low.

Chart 6.7: Satisfaction with availability of convenient sea routes
Base: online respondents who rated availability of convenient sea routes (713)
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Holiday respondents were most satisfied with the availability of convenient sea routes. VFR and
business respondents were slightly less satisfied but still displayed low dissatisfaction levels.

Table 6.11: Satisfaction with availability of convenient sea routes - total and by type of visit
Base: online respondents who rated availability of convenient sea routes (713)

Total Holiday VFR Business

% % % %
Very satisfied 58 63 49 42
Fairly satisfied 34 32 37 44
Neither/Nor 5 4 10 11
Fairly dissatisfied 2 1 4 3
Very dissatisfied * * 1 -
Mean score (out of 5) 4.48 4.55 4.28 4.24

The main reasons for dissatisfaction with the availability of sea routes were the limited
timetables and the ‘inconvenient’ sailing times.

“It was difficult to plan the trip because of lack of specific sailings on particular days.”

“It was not possible to complete a business day trip within the tight time frame of my schedule.”
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6.6 Planning the Visit — Island Comparisons
An interest in scenery and landscape was a strong influence for respondents on all three
locations but archaeology/history was the strongest influence on visits for Orkney respondents.

Table 6.12: Influences on visit
Base: online respondents on holiday or VFR

Orkney Outer Hebrides Shetland

% % %
Interest in scenery/landscape 46 50 43
Experience of previous visit 31 39 25
Interest in the archaeology/history 51 21 22
Family connections with the area 18 25 21
Recommendation - friend/relative 24 19 16
Internet/website 18 15 16
Specific activities e.g. walking/golf 10 15 12
Guide books 14 10 9
To undertake particular activities 9 10 12
Interest in particular attractions 15 8 5
Tourist Brochure 11 7 7
Particular events/festivals 4 2 13
Radio/TV programme about... * 7 6
Particular accommodation 3 6 *
A film/movie/book featuring area 3 4 2
Newspaper or magazine article 3 3 2
Social media (Facebook/Twitter) 1 * 3
Newspaper/magazine advert * 1 2
Interest in geology - 2
Radio/TV advert about... * -
Other reason 8 7 14
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Approaches to trip planning and booking on the three locations highlight the following:

¢ In all three locations around a third of holiday and VFR respondents started to plan their trips 3-6 months in advance, although VFR
respondents in the Outer Hebrides displayed a variety of approaches to trip planning. There was a sharp contrast between
holiday/VFR and business respondents with the latter in all three locations likely to leave their trip planning to within 4 weeks of their
visit.

o Holiday respondents in all three locations booked their visits further in advance than VFR or business respondents. As with
planning, it was business respondents who booked latest, with the majority on all locations leaving trip booking to within 4 weeks of
their trip.

Table 6.13: Timing of trip planning & booking
Base: all online respondents

Orkney Outer Hebrides Shetland
Holiday VFR Business Holiday VFR Business Holiday VFR Business

% % % % % % % % %
Timing of planning
Less than 2 weeks 12 18 38 9 23 46 6 19 35
2-4 weeks 8 9 35 11 22 27 8 6 32
1-2 months 18 25 19 22 25 18 18 29 18
3-6 months 36 33 5 36 23 8 37 35 8
6-12 months 21 14 3 19 5 1 24 8 1
1-2 years 3 1 - 2 1 - 4 - -
More than 2 years 1 - - 1 1 - 2 - -
Timing of booking
Didn’t book in advance 9 6 7 9 7 7 4 8 12
Less than 2 weeks 13 23 47 14 30 55 9 16 39
2-4 weeks 13 21 33 15 22 23 9 13 32
1-2 months 16 21 8 20 26 12 21 39 9
3-6 months 34 23 8 30 10 2 40 23 2
Over 6 months 13 5 1 11 4 - 15 2 1
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A comparison with mean scores on satisfaction with travel planning highlights the following:

Holiday respondents on each location were most satisfied with getting to the island, whilst VFR and business respondents on

Shetland were least satisfied
On all three locations respondents displayed higher satisfaction with sea routes than air routes, with business respondents
displaying the highest levels of satisfaction with air routes on all three locations. In contrast, holiday respondents were most likely to

be most satisfied with sea routes on all three locations. The issues causing dissatisfaction were similar on all three island groups
with cost and availability featuring most commonly.

Table 6.14: Satisfaction with travel planning
Base: online respondents who rated travel planning

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business
Mean score (out of 5) Mean score (out of 5) Mean score (out of 5)

ts’oat'SfaC“O” with getting 455 | 4.47 4.30 467 | 4.38 4.36 460 | 3.94 4.04
Satisfaction with availability | g.7g 3.43 3.78 3.50 3.40 4.00 3.80 3.49 3.85
of convenient air routes ’ ' ’ ' ' ’ ' ' ’
Satisfaction with availability
of convenient sea routes 4.50 4.39 4.26 4.55 4.28 4.24 4.36 4.05 4.05
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7. SOURCES OF INFORMATION

7.1 Sources of Information (pre-visit)

The internet/websites were the most common source of pre-visit information for respondents,
with nearly two-thirds using this source. For around two-fifths of respondents, advice from
friends/relatives/others was also important.

e Respondents on holiday (77%) were more likely than business (48%) and VFR (38%)
respondents to refer to the internet/websites

e Similarly, holiday respondents were more likely than VFR and business respondents to
use guidebooks, tourist board brochures/leaflets, and visitor information centres

e VFR respondents (64%) were much more likely than holiday (33%) and business (22%)
respondents to speak to friends/relatives/others for advice

Table 7.1: Sources of information (pre-visit) - total and by type of visit
Base: all online respondents (888)

Total Holiday VFR Business

% % % %
Internet/websites 64 77 38 48
Friends/relatives/advice from others 39 33 64 22
Guidebooks 29 43 5 6
Tourist Board brochures/leaflets 25 33 11 8
Travel operators (ferries, airlines) 15 18 6 12
Visitor Information Centre 12 17 3 2
Social media (Facebook/Twitter) 5 4 9 -
Other information source 5 5 4 7
Travel Agent 1 2 - 1
None of the above 13 5 23 29

Viewed by respondents’ residence, the main difference in sources of information was that
respondents from overseas (Europe, rest of world) were more likely than UK/Irish respondents
and much more likely than Scottish respondents to use the internet/websites and guidebooks.

Table 7.2: Sources of information (pre-visit) — by respondent residence
Base: all online respondents (888)

Scotland | UK/Ire Europe Row

% % % %
Internet/websites 56 70 80 83
Friends/relatives/advice from others 44 34 15 51
Guidebooks 17 37 60 45
Tourist Board brochures/leaflets 21 31 28 17
Travel operators (ferries, airlines) 14 17 9 21
Visitor Information Centre 9 15 16 15
Social media (Facebook/Twitter) 6 4 1 6
Other information source 5 6 5 6
Travel Agent * 2 4 4
None of the above 20 7 2 -
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7.2 Online Research

Respondents who used the internet as a source of information highlighted a range of research

topics.

In general, respondents on holiday were more likely to have conducted online research
e Accommodation was a key research topic for holiday (78%) and business (63%)
respondents but not for VFR respondents, many of whom were staying with friends and

relatives

Table 7.3: Online research topics - total and by type of visit
Base: online respondents who used the internet/websites (570)

Total Holiday VFR Business

% % % %
Accommodation 70 78 35 63
Visitor centres/attractions 28 32 27 9
History/culture 28 32 13 16
Activities 27 32 17 7
Transport to destination 24 28 17 11
Natural history 23 27 10 11
Transport from destination 20 25 7 5
Festivals/Events 15 16 22 7
Genealogy/family history 4 3 8 -

Viewed by residence the results indicate that respondents from the rest of the world were more
likely than others to research history/culture, activities and genealogy, whilst Scottish residents
seemed less interested in finding out about natural history and transport to/from the Outer

Hebrides than other respondents.

Table 7.4: Online research topics — by respondent residence
Base: online respondents who used the internet/websites (570)

Scotland | UKl/lIre Europe Row

% % % %
Accommodation 67 66 83 86
Visitor centres/attractions 27 32 23 25
History/culture 23 29 31 43
Activities 27 26 23 36
Transport to destination 16 25 40 45
Natural history 15 31 32 23
Transport from destination 11 23 38 41
Festivals/Events 15 18 11 16
Genealogy/family history 3 3 2 16
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7.3 Online Booking
In line with the most common topics respondents had researched online (see table 7.3),
accommodation was the booking they were most likely to make via the internet.

e Booking accommodation was most common amongst respondents on holiday, though
less common for VFR (staying with friends/family) and business respondents (others
booked on their behalf)

¢ Accommodation and transport were the only arrangements that a significant proportion
of respondents booked online

Table 7.5: Online booking - total and by type of visit
Base: online respondents who used the internet/websites (570)

Total Holiday VFR Business

% % % %
Accommodation 55 62 23 46
Transport to destination 22 24 15 21
Transport from destination 18 20 12 14
Activities 2 2 2 -
Festival/Event tickets 1 1 5 -
Visitor centres/visitor attractions 1 1 - -
Other 7 6 5 9
None of the above 26 21 47 35

Viewed by respondents’ residence the results show that respondents from the rest of the world
(73%) and Europe (68%) were more likely than respondents from Scotland (47%) or the
UK/Ireland (57%) to book accommodation online.

Table 7.6: Online booking - by respondent residence
Base: online respondents who used the internet/websites (570)

Scotland | UKl/lIre Europe Row

% % % %
Accommodation 47 57 68 73
Transport to destination 18 23 29 32
Transport from destination 14 20 28 27
Activities 2 2 - -
Festival/Event tickets 2 2 - -
Visitor centres/visitor attractions * 1 5 2
Other 10 5 3 2
None of the above 28 25 26 23
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7.4 Websites Used

The main websites which respondents used to research and/or book their visit were as follows:

Table 7.7: Websites used for research/booking
Base: online respondents who used the internet/websites (570)

Website

%

Caledonian MacBrayne 29

Hebridean & Clyde Ferries
& Stsiland 16
G O .-'8 [E 13
11

Booking.com 7
51
3
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http://www.calmac.co.uk/

7.5 Satisfaction with Information Sources

7.5.1 Availability of information online

Overall, 91% of respondents were very or fairly satisfied with the availability of online
information when planning their trip with just 1% displaying any dissatisfaction.

Chart 7.1: Satisfaction with availability of online information
Base: online respondents who rated availability of online information (699)
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Around half of all respondent types were very satisfied with the availability of online information,
and the high, consistent mean score reinforces the strong overall satisfaction ratings for this
element of respondents’ visit.

Table 7.8: Satisfaction with availability of online information - total and by type of visit
Base: online respondents who rated availability of online information (699)

Total Holiday VFR Business

% % % %
Very satisfied 51 50 54 47
Fairly satisfied 40 41 36 47
Neither/Nor 8 8 8 4
Fairly dissatisfied 1 1 3 1
Very dissatisfied * * - -
Mean score (out of 5) 4.40 4.39 4.40 4.40

The comments from the small number respondents who were dissatisfied with online
information highlighted issues with finding information during the planning phase of the trip and
issues with specific information (e.g. one site for information on public transport).

“It is very thin on the ground. From the available info we were worried about what we would do
all week but there is plenty happening once you are there.”
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"Compared to recent trips to Orkney and Shetland, | found there was substantially less
information online about activities and organised tours."

7.5.2 Availability of information offline
Overall, 78% of respondents were very or fairly satisfied with the availability of offline
information when planning their trip with just 4% displaying any dissatisfaction.

Chart 7.2: Satisfaction with availability of offline information
Base: online respondents who rated availability of offline information (547)
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VFR and business respondents displayed slightly higher levels of satisfaction than holiday
respondents, though overall satisfaction was high for all visitor types.

Table 7.9: Satisfaction with availability of offline information - total and by type of visit
Base: online respondents who rated availability of offline information (547)

Total Holiday VFR Business

% % % %
Very satisfied 30 29 36 27
Fairly satisfied 48 46 46 59
Neither/Nor 20 21 16 14
Fairly dissatisfied 3 3 2 -
Very dissatisfied 1 1 - -
Mean score (out of 5) 4.03 3.99 4.16 4.13

The main reason for being dissatisfied with the availability of offline information was the lack of
general information via brochures and guidebooks. Specific examples included lack of guidance
for organising a visit via public transport, guides being out of date, and no travel books for the
area in German.
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“Not enough guides or booklets. Should be more comprehensive booklets at airport.

See Jersey airport.”

“Very little information on leaflets and things regarding activities or places to stay.”

7.6 Sources of Information (during visit)

Respondents were asked how they had obtained information about places to visit and things to
do during their visit to the Outer Hebrides. Table 7.10 shows that a wide variety of sources were
used. Viewed by visitor type there are some notable differences

e In general, holiday respondents were most likely to seek out sources of information
during their visit, with only 7% sourcing no information during their visit, compared to
25% of VFR and 31% of business respondents

e The results in the table below show that holiday respondents were much more likely than
VFR or business respondents to source information from visitor information centres,
brochures, local heritage information, proprietors, guidebooks and visitor information

points

¢ Holiday respondents most likely source of information was from a visitor information
centre (42%) closely followed by asking locals (40%). VFR and business respondents
were most likely to ask locals (37% and 34%) and use smartphones/mobile internet

(32% and 31%)

Table 7.10: Sources of information (during visit) — total and by type of visit

Base: all online respondents (888)

Total Holiday VFR Business

% % % %
Asking locals 39 40 37 34
A smartphone/Internet on a mobile phone 35 37 32 31
Visitor Information Centre 31 42 14 4
A laptop 27 28 25 23
Brochure e.g. VisitScotland 26 36 5 7
Local heritage information — leaflets 25 35 8 8
An iPad/tablet PC 24 27 23 8
Asking proprietors/service staff 21 27 8 15
Guide Books e.g. Lonely Planet 20 31 4 1
Locally produced guide books 15 19 3 7
Visitor Information Point 13 18 5 1
Asking other travellers 12 16 3 3
Internet — public/accommodation 12 15 6 7
Cafe with Internet access 7 8 4 3
Social media 5 3 8 3
Tour operator's brochure 3 4 1 2
The VisitScotland Day out app 3 4 1 -
None of the above 14 I 25 31
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7.7 Sources of Information — Island Comparisons
The behaviour displayed by respondents in terms of their sources of information pre and during visit was similar across the three locations.

Pre-visit
¢ Internet/websites were the most common source of pre-visit information for respondents on holiday and also for business
respondents (though usage levels were much lower amongst business respondents). This was the case on all three locations
e For VFR respondents on each location ‘advice from friends/relatives/others’ was the most common source of pre-visit information

Table 7.11: Sources of information - pre and during visit
Base: all online respondents

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Sources of information - pre
Internet/websites 83 51 51 77 38 48 85 50 55
Advice from friends/relatives/others 33 71 24 33 64 22 25 63 19
Tourist Board brochures/leaflets 46 20 10 33 11 8 41 16 15
Guidebooks 45 23 3 43 5 6 44 5 4
Travel operators (ferries, airlines) 12 8 8 18 6 12 13 13 8
Visitor Information Centre 18 9 4 17 3 2 21 8 4
Social media (Facebook/Twitter) 3 5 3 4 9 - 10 15 7
Travel Agent 2 1 3 2 - 1 3 2 2
None 4 14 31 5 23 29 1 19 24
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During visit
o Holiday respondents referred to a wide range of sources during their visits but in all locations Visitor Information Centres were the
most common source (along with brochures in Orkney). Brochures, local heritage leaflets, asking locals and smartphones/mobile
internet were also used by at least a third
¢ Respondents behaviour was similar in all three locations with similar proportions of respondents accessing information during their
visit and using similar sources regardless of their location

Table 7.12: Sources of information - pre and during visit

Base: all online respondents

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Sources of Information - during
Visitor Information Centre a7 16 7 42 14 4 52 16 4
Brochure e.g. VisitScotland 47 21 6 36 5 7 39 16 13
A smartphone/mobile Internet 37 36 32 37 32 31 35 32 41
Local heritage information - leaflets 44 23 6 35 8 8 41 16 7
Asking locals 34 50 21 40 37 34 48 48 26
A laptop 26 29 30 28 25 23 28 32 33
An iPad/tablet PC 30 20 14 27 23 8 24 21 12
Guide Books e.g. Lonely Planet 34 11 1 31 4 1 31 2 -
Locally produced guide books 24 15 7 19 3 7 27 10 5
Asking proprietors/service staff 23 5 13 27 8 15 28 11 14
Visitor Information Point 24 8 1 18 5 1 16 6 1
Internet — public/accommodation 19 10 6 15 6 7 15 10 7
Asking other travellers 11 5 5 16 3 3 18 13 6
Cafe with Internet access 8 4 4 8 4 3 8 2 5
Tour operator's brochure 8 1 - 4 1 2 8 - 1
Social media 2 5 4 3 8 3 6 15 2
The VisitScotland Day out app 4 - 4 4 1 - 3 - -
None of the above 4 20 29 7 25 31 2 16 26
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A comparison of online research topics and bookings on the three locations highlights the following:
o Accommodation was most likely to be researched and booked by holiday respondents. The proportions of holiday respondents
doing this were very similar on each island location

o Researching and booking transport to/from the island was much more common on Orkney than in the Outer Hebrides or Shetland.
This was the case for holiday, VFR and business respondents. Orkney does have more transport operators but it is unclear if this

alone explains the large differences in behaviour

e Holiday and VFR respondents visiting Shetland were significantly more likely to research festivals and events compared to Orkney

and the Outer Hebrides

Table 7.13: Online research and bookings
Base: online respondents who used the internet/websites

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Online research topics
Accommodation 77 35 76 78 35 63 77 29 72
Transport to destination 86 80 78 28 17 11 33 13 17
Transport from destination 71 69 63 25 7 5 26 10 11
History/culture 92 27 4 32 13 16 34 39 29
Visitor centres/attractions 50 27 7 32 27 9 41 23 21
Activities 31 20 17 32 17 7 34 39 9
Natural history 32 22 4 27 10 11 39 16 15
Festivals/Events 17 12 4 16 22 7 29 26 9
Genealogy/family history 4 8 - 3 8 - 3 10 -
Online booking
Accommodation 67 29 39 62 23 46 61 13 32
Transport to destination 73 82 52 24 15 21 25 13 23
Transport from destination 67 73 43 20 12 14 18 10 17
Festival/Event tickets 1 2 2 1 5 - 9 3 2
Activities 4 - 2 2 2 - 6 - -
Visitor centres/visitor attractions 4 - - 1 - - 3 3 4
None of the above 15 16 26 21 47 35 23 52 45
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A comparison with mean scores on satisfaction with information sources highlights the following:

e Satisfaction with the availability of online information was similar across the three locations with the exception of VFR and business
respondents on Shetland, where satisfaction was lower than that of holiday respondents

¢ On all three locations satisfaction with the availability of offline information was lower (than for satisfaction with online information).
This was especially the case for business respondents on Orkney and holiday respondents in the Outer Hebrides and Shetland

Table 7.14: Satisfaction with information sources
Base: online respondents who rated information sources

Orkney

Outer Hebrides

Shetland

Holiday | VFR | Business

Holiday | VFR | Business

Holiday | VFR | Business

Mean score (out of 5)

Mean score (out of 5)

Mean score (out of 5)

Satisfaction with availability of 443 | 446 | 427 439 | 440 | 440 434 | 419 | 421
online information
Satisfaction with availability of 415 | 413 | 3.96 309 | 416 | 4.13 300 | 403 4.00
offline information
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8. COMMUNICATION

8.1 Use of Social Media

During or after their visit, 41% of respondents had communicated about their visit using social
media, with photo uploads and Facebook updates the most common forms of social media
used.

e VFR respondents were more likely than holiday and business respondents to use social
media with over a third communicating about their visit with trip photos and on
Facebook.

e There was a clear pattern by respondent age with uploading trip photos and updating
Facebook much more common for those aged 16-24 (61% and 50% respectively) than
for those aged 65+ (12% and 8%).

Table 8.1: Use of social media —total and by type of visit
Base: all online respondents (888)

Total Holiday VFR Business
% % % %
Uploaded trip photos to the Internet 31 33 34 20
Updated Facebook status about trip 27 25 37 28
Tweeted about your trip 4 4 4 5
Blogged about your trip 2 2 1 1
None of these 59 60 53 62

All respondents, regardless of residence, displayed a tendency to use social media as a means
of communicating about their visit to the Outer Hebrides. In particular, over half of respondents
from the rest of the world used social media, with uploading photos particularly popular.

Table 8.2: Use of social media — by respondent residence
Base: all online respondents (888)

Scotland | UK/Ire Europe RowW
% % % %
Uploaded trip photos to the Internet 29 31 26 58
Updated Facebook status about trip 29 25 19 38
Tweeted about your trip 4 5 1 2
Blogged about your trip 1 3 - 2
None of these 60 60 70 36
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8.2 Satisfaction with Communications

8.2.1 Availability of mobile phone reception

Overall satisfaction with the availability of mobile phone reception was quite low with 54% of
respondents very or fairly satisfied, but 26% dissatisfied.

Chart 8.1: Satisfaction with availability of mobile phone reception
Base: online respondents who rated availability of mobile phone reception (824)
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Satisfaction with mobile phone reception was quite consistent across different visitor types and
all showed some significant dissatisfaction with around a quarter of all respondents fairly or very
dissatisfied.

Table 8.3: Satisfaction with availability of mobile phone reception - total and by type of visit
Base: online responses who rated availability of mobile phone reception (824)

Total Holiday VFR Business

% % % %
Very satisfied 16 15 17 19
Fairly satisfied 38 39 43 31
Neither/Nor 20 21 11 23
Fairly dissatisfied 15 14 16 18
Very dissatisfied 11 11 13 9
Mean score (out of 5) 3.32 3.33 3.34 3.32

The main reason for dissatisfaction with mobile phone reception was the 'patchy’ phone
connection or complete lack of connection. These comments related to all the main providers.

“As | was traveling for business it can be problematic when | have limited phone reception.”

“Not consistently available. People were trying to contact me and could not by phone.”
"There was no reception where | stayed.”

60

waou !m

Outer Hebrides Visitor Survey 2012/13 — Research Results



There were also comments about the poor access to mobile internet services via 3G.
"The Uists really need 3G to encourage travellers."

8.2.2 Availability of WiFi/broadband access

As with mobile phone reception, satisfaction with the availability of WiFi/broadband was mixed,
though just over half of respondents were satisfied (51%), just over a quarter were dissatisfied
(26%).

Chart 8.2: Satisfaction with availability of WiFi/broadband access
Base: online respondents who rated availability of WiFi/broadband access (689)
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Over a quarter of holiday and VFR respondents were dissatisfied with the availability of
WiFi/broadband during their visit compared with over a fifth of business visitors.

Table 8.4: Satisfaction with availability of WiFi/broadband access - total and by type of visit
Base: online respondents who rated availability of WiFi/broadband access (689)

Total Holiday VFR Business

% % % %
Very satisfied 16 16 15 13
Fairly satisfied 35 34 37 38
Neither/Nor 24 24 20 29
Fairly dissatisfied 15 16 13 13
Very dissatisfied 11 10 15 9
Mean score (out of 5) 3.30 3.30 3.22 3.33

The main reasons for dissatisfaction were the very limited access to WiFi and the slowness of
connections.

“It wasn't available on South Harris, we had to use cabled internet and it was extremely slow.”
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“Internet - did not find 3G signal out with the town centre.”

"Not all venues have WiFi. | was working in the evenings and wanted to go out and do electronic
based work while experiencing local venues. | had to look for good quality WiFi access."

62
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8.3 Communication — Island Comparisons
Respondent’s use of social media on all three islands was similar:

e Uploading trip photos and updating Facebook were the most common uses of social media and similar proportions of holiday, VFR
and business respondents were doing this on each island.
e On Orkney holiday and VFR respondents were equally likely to use social media in relation to their visit whilst in the Outer Hebrides

and Shetland it was VFR respondents alone who were the most likely group to use social media

Table 8.5: Use of Social Media
Base: all online respondents

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business
% % % % % % % % %
Uploaded trip photos to Internet 32 32 24 33 34 20 35 45 26
Updated Facebook about trip 25 29 22 25 37 28 29 47 27
Tweeted about your trip 2 3 9 4 4 5 5 5 5
Blogged about your trip 4 - 1 2 1 1 4 2 1
None of these 59 59 67 60 53 62 58 42 65

A comparison with mean scores on satisfaction with communications highlights the following:

e Satisfaction levels with the availability of mobile phone reception and WiFi/broadband were slightly higher among holiday visitors on

Orkney and Shetland

¢ Inthe Outer Hebrides, holiday, VFR and business respondents displayed similar levels of satisfaction with communications

Table 8.6: Satisfaction with communications

Base: online respondents who rated communication

Orkney

Outer Hebrides

Shetland

Holiday | VFR | Business

Holiday | VFR | Business

Holiday | VFR | Business

Mean score (out of 5)

Mean score (out of 5)

Mean score (out of 5)

Satisfaction with availability of
mobile phone reception

3.89

3.36

3.57

3.33

3.34

3.32

3.56

3.22

3.34

Satisfaction with availability of
WiFi/broadband access

3.73

3.46

3.27

3.30

3.22

3.33

<]

3.55

3.49
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9. TRANSPORT

9.1 Arriving and Departing

Ferries were a much more common form of transport for respondents arriving and departing the
Outer Hebrides, with around four-fifths using this form of transport. Ullapool was the most likely
ferry destination for respondents. It should be noted that these results highlight the transport
options chosen by survey respondents and are not meant to provide representative results on

overall transport methods.

Table 9.1: Arrival and departure points
Base: all face-to-face respondents (1,262)

Arrived from % Departed to %
Ferry 81 80
- Ullapool - ferry 32 40
- Uig (to Tarbert) — ferry 27 23
- Uig (to Lochmaddy — ferry 9 8
- Oban (to Lochboisdale) — ferry 6 8
- Oban (to Castlebay) — ferry 7 1
Flight 20 21
- Glasgow - flight 11 12
- Inverness - flight 5 5
- Edinburgh - flight 4 4
- Aberdeen - flight - -

Chart 9.1 shows the percentage of respondents who arrived and departed the Outer Hebrides
using the same form of transport. This confirms the high usage of ferries over flights.
¢ Respondents on holiday were more likely to be arriving/departing by ferry (93%) than
VFR (78%) or business (49%) respondents
e Business (48%) respondents were most likely to be arriving/departing on a flight

Chart 9.1: Arrival and departure methods
Base: all face-to-face respondents (1,262)

80% - 78%
60% -
40% -
19%
20% -
0% - r i ——

Arrived/departed by ferry Arrived/departed by flight Used ferry and flight
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Transport methods to/from the Outer Hebrides varied over the research period with the most
notable trend being a decrease in ferry usage between January-March and an increase
between July-September.

Table 9.2: Arrival and departure methods — by quarter
Base: all face-to-face respondents (1,262)

Q1% Q2% Q3% Q4 %

Oct-Dec Jan-Mar Apr-Jun Jul-Sep
Arrived/departed by ferry 76 63 76 86
Arrived/departed by flight 21 34 22 13
Used ferry and flight 3 2 2 2

9.2 Satisfaction with Departure Points
Respondent satisfaction with the facilities and services at various departure points was

consistently high with no significant levels of dissatisfaction.

Table 9.3: Satisfaction with departure point facilities and services
Base: face-to-face respondents at departure

Stornoway | Tarbert | Stornoway | Southern Southern
ferry ferry airport Isles ferry | Isles airport
(Lochmaddy, (Benbecula,
Lochboisdale, Barra)
Castlebay)
Number of respondents 500 289 209 212 52
% % % % %
Very satisfied 78 72 75 75 67
Fairly satisfied 15 22 20 19 31
Neither/Nor 5 5 3 4 -
Fairly dissatisfied 1 - 1 2 2
Very dissatisfied * - 1 - -

There were very few comments specifying reasons for dissatisfaction with departure points and
several comments were very specific (e.g. no plugs in Benbecula, issues with credit card in
Lochmaddy). The only departure point to receive general comments on reasons for
dissatisfaction was Stornoway ferry: these comments highlighted the lack of food and drink
facilities and poor customer care outside the ferry.

Respondents to the online survey were also asked about their likelihood of recommending
departure points. Table 9.4 shows that, in general, the vast majority of respondents would
recommend the main airport and ferry terminals.
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Table 9.4: Likelihood of recommending departure point to others
Base: online respondents using departure points

Stornoway | Tarbert | Stornoway Southern Southern
ferry ferry airport Isles ferry Isles airport
(Lochmaddy, (Benbecula,
Lochboisdale, Barra)
Castlebay)

Number of respondents 343 311 74 137 22
% % % % %
Yes 99 99 93 98 95
No 1 1 7 2 5

The reasons for not recommending departure points related to specific issues and experiences
of respondents, including issues such as the poor dog seating area in the Stornoway ferry and
poor phone reception at the Lochmaddy terminal and Stornoway airport. The only area to
receive multiple comments was the security at Stornoway airport which respondents described
as 'officious' and 'intrusive'.

9.3 Transport during Visit

Car, whether own/friends/firms or hired, was the main form of transport for over two-thirds of alll
respondents. VFR respondents (83%) were more likely to be using a car (own/friends/firms)
than respondents on holiday (68%) or business (51%).

Over three-fifths of respondents had no secondary form of transport whilst on their visit,
however, where stated, walking (18%) and ferry/public boats (16%) were the most common
‘other’ forms of transport used.
o Holiday respondents (23%) were more likely to have spent time walking during their visit
than VFR (17%) or business (10%) respondents
e Similarly, holiday respondents (23%) were more likely to have used a ferry/public boat
than VFR (8%) or business (7%) respondents

Table 9.5: Transport during visit
Base: all face-to-face respondents (1,262)

Main form of Other forms of

transport % transport %
Car — own/friends/firms 67 2
Car — hired 13 *
Taxi 4 2
Motorhome 4 *
Walked 3 18
Bicycle 2 3
Regular bus/coach 2 2
Organised coach tour 1 *
Motorbike 1 *
Ferry/public boat * 16
Private boat (owned/hired) * 2
Plane * 1
Hitch-hiked * 1
None * 62
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9.4 Satisfaction with Transport

9.4.1 Cost of travel to the Outer Hebrides

Just under three-quarters of respondents were very or fairly satisfied with the cost of travel to
the Outer Hebrides whilst a tenth were dissatisfied (fairly or very).

Chart 9.2: Satisfaction with the cost of travel to the Outer Hebrides
Base: online respondents who rated cost of travel to the Outer Hebrides (735)

100% -

80% -

60% -

40% -

20% -

o% T
Very satisfied Fairly satisfied Neither/Nor Fairly dissatisfied Very dissatisfied

Viewed by type of visit it is clear that VFR and business respondents were less satisfied than
holiday respondents with the cost of travel to the Outer Hebrides. These two respondent types,
especially business, were more likely to be travelling by air and this increases the likelihood of
being dissatisfied.

Table 9.6: Satisfaction with the cost of travel to the Outer Hebrides — total/type of visit
Base: online responses who rated cost of travel to the Outer Hebrides (735)

Total Holiday VFR Business

% % % %
Very satisfied 31 34 26 22
Fairly satisfied 43 44 38 39
Neither/Nor 16 16 13 21
Fairly dissatisfied 8 5 17 14
Very dissatisfied 2 1 6 4
Mean score (out of 5) 3.93 4.06 3.60 3.61
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The main reason given for being dissatisfied with the cost of travel to the Outer Hebrides was
the price of flights.

“Flights are too expensive, but they are the most convenient form of travel."
“Very expensive! Over £1,000 for 5 people to fly from London to Stornoway!”

"| felt that £150 on a budget airline for a 25 minute flight was excessive, especially as | have
used the same airline to fly to Sweden for less money."

Several respondents commented on the expense of travelling by ferry, but others felt that ferry
prices were 'reasonable’.

"The cost of the ferry is a lot more than if we were going to France or another part of Europe by
ferry."

"Travel costs associated with Calmac ferries were reasonable, but the cost of flying from
Edinburgh to Stornoway has become prohibitive."

9.4.2 Cost of travel to the Outer Hebrides — ferry vs flight

A comparison of ferry and flight highlights that ferry passengers displayed higher levels of
satisfaction than flight passengers with the cost of getting to the Outer Hebrides, with over
three-quarters of ferry passengers very or quite satisfied compared to under half of flight
passengers (44%). The results are further emphasised by an overall mean score of 4.00 (out of
5) for ferry passengers satisfaction compared with 3.13 for flight passengers.

Chart 9.3: Satisfaction with the cost of travel to the Outer Hebrides — ferry vs flight
Base: online respondents who rated cost of travel to the Outer Hebrides (735)
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9.4.3 Cost of travel in The Outer Hebrides

Just over seven-tenths of respondents were very or fairly satisfied with the cost of travel in the
Outer Hebrides, with just over a quarter very satisfied. Almost a tenth of respondents displayed
some dissatisfaction.

Chart 9.4: Satisfaction with cost of travel in the Outer Hebrides
Base: online respondents who rated cost of travel in the Outer Hebrides (783)

100% -~

80% -

60% -

40% -

20% -

0% .
Very satisfied Fairly satisfied Neither/Nor Fairly dissatisfied Very dissatisfied

Over three-quarters of holiday respondents were very or fairly satisfied with the cost of travel in
The Outer Hebrides, but VFR and business respondents displayed lower levels of satisfaction,
with over a tenth of respondents dissatisfied.

Table 9.7: Satisfaction with cost of travel in the Outer Hebrides - total and by type of visit
Base: online respondents who rated cost of travel in the Outer Hebrides (783)

Total Holiday VFR Business

% % % %
Very satisfied 26 29 23 19
Fairly satisfied 45 47 44 36
Neither/Nor 21 19 18 31
Fairly dissatisfied 6 4 9 11
Very dissatisfied 2 1 5 3
Mean score (out of 5) 3.87 3.98 3.70 3.57

The main reason for dissatisfaction with the cost of travel in the Outer Hebrides related to the
costs of using a car, particularly the high cost of fuel

“Fuel is very expensive compared to the mainland.”
Petrol is even more expensive than on the (rural) mainland.”
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The other main reason was the costs of inter-island ferries for passengers and cars
“Ferry prices between Eriskay and Barra were very expensive for a car."
"Individual ferries are very expensive."

9.4.4 Availability of public transport
Over two-thirds of respondents were very or fairly satisfied with the availability of public
transport.

Chart 9.5: Satisfaction with availability of public transport
Base: online respondents who rated availability of public transport (341)

100% -
80% -
60% -

40% -

20% -
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Very satisfied Fairly satisfied Neither/Nor Fairly dissatisfied Very dissatisfied

Satisfaction levels were broadly consistent across visitor types although dissatisfaction was
most evident among holiday respondents.

Table 9.8: Satisfaction with availability of public transport - total and by type of visit
Base: online respondents who rated availability of public transport (341)

Total Holiday VFR Business

% % % %
Very satisfied 33 33 27 25
Fairly satisfied 36 36 37 44
Neither/Nor 23 20 33 28
Fairly dissatisfied 5 8 2 -
Very dissatisfied 2 3 2 3
Mean score (out of 5) 3.93 3.89 3.84 3.89

The main reasons for dissatisfaction with the availability of public transport was the bus service,
including the infrequency of scheduled buses and lack of information available on the service.
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“The bus services are very limited, to most of the islands.”

"Not a great selection of buses from Ness to Stornoway of an evening. To go to Stornoway for
dinner was not really an option."

“Outwith the bus station no information is provided. Locals are still helpful stopping to offer lifts
but the bus services could be greatly improved.”

9.4.5 Value for money of public transport
Three-quarters of respondents were very or fairly satisfied with the value for money of public

transport (which included local buses and inter-island ferries). There were low levels of
dissatisfaction.

Chart 9.6: Satisfaction with value for money of public transport
Base: online respondents who rated value for money of public transport (471)
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VFR and business respondents showed lower levels of satisfaction than holiday respondents
with the value for money of public transport, with considerable proportions (25% and 38%)
giving a neutral response (possibly indicating lower use of public transport).

Table 9.9: Satisfaction with value for money of public transport - total and by type of visit
Base: online respondents who rated value for money of public transport (471)

Total Holiday VFR Business

% % % %
Very satisfied 32 36 29 19
Fairly satisfied 43 44 43 37
Neither/Nor 19 14 25 38
Fairly dissatisfied 4 5 2 4
Very dissatisfied 1 1 1 2
Mean score (out of 5) 4.02 4.10 3.95 3.67

71

uLIojupliS

Outer Hebrides Visitor Survey 2012/13 — Research Results



The cost of inter-island ferries was the main reason for dissatisfaction with value for money of
public transport.

“The ferry to Barra is very expensive for a day trip.”
“We felt the cost of the ferries between islands was high (We went to Harris, then the Uists).”

9.4.6 Quiality of public transport
Almost three-quarters of respondents were very or fairly satisfied with the quality of public
transport with only a small proportion of respondents showing any dissatisfaction.

Chart 9.7: Satisfaction with quality of public transport
Base: online respondents who rated quality of public transport (376)
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Business respondents were least satisfied with the quality of public transport, though there was
no dissatisfaction, just less positive ratings of satisfaction and a marked degree of neutrality
behind these ratings.

Table 9.10: Satisfaction with quality of public transport - total and by type of visit
Base: online respondents who rated quality of public transport (376

Total Holiday VFR Business

% % % %
Very satisfied 34 40 30 19
Fairly satisfied 40 39 40 42
Neither/Nor 24 20 24 40
Fairly dissatisfied 2 1 4 -
Very dissatisfied 1 - 3 -
Mean score (out of 5) 4.05 4.18 3.91 3.79
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There were very few comments from respondents who were dissatisfied with the quality of
public transport, but those that did comment focussed on the bus service.

“The buses are HELLISH! Last bus to Harris at 5.30? How can people enjoy social evening time
in Stornoway?”

"Unable to transport more than 2 bikes. Why not use a trailer in the season?"
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9.5 Transport — Island Comparisons
Main forms of transport were quite consistent across the three island locations:

e Car — own/friends/firms was most likely to be used by VFR respondents in the Outer Hebrides (83%) compared to Shetland (67%)
and Orkney (66%). Similarly, holiday respondents in the Outer Hebrides (68%) were more likely to use this form of transport than
holiday respondents on Orkney (42%) or Shetland (24%)

A third of holiday respondents on Shetland had hired a car compared to 22% on Orkney and just 13% in the Outer Hebrides

o Over half of business respondents on Orkney and the Outer Hebrides had used a ‘car — own/friends/firms’ whilst on Shetland just
39% had done so with more hiring a car (30%), compared to the Outer Hebrides (19%) and Orkney (11%)

e Use of regular bus/coach services was much lower in the Outer Hebrides (especially amongst holiday respondents) than on Orkney
and Shetland

Table 9.11: Transport during visit — Main form of transport
Base: all face-to-face respondents

Orkne Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Car — ownl/friends/firms 42 66 56 68 83 51 24 67 39
Car — hired 22 17 11 13 4 19 33 18 30
Regular bus/coach 12 8 5 3 3 2 15 5 7
Taxi 1 1 16 - * 14 5 2 15
Walked 3 1 4 2 3 4 8 6 5
Organised coach tour 9 3 - 1 * 1 3 - 1
Motorhome 5 1 * 6 3 - 1 1 -
Bicycle 2 1 1 4 1 - 5 * *
Ferry/public boat * - 3 * - - 2 -
Motorbike 1 - - 1 1 * 2 * *
Plane - * - - 1 1 * - *
Hitch-hiked * - - * - - 1 - -
Private boat (owned/hired) * - * * * - - - -
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A comparison with mean scores on satisfaction with transport highlights the following:

¢ In general, holiday respondents were most satisfied with transport with the following variations identifiable:
o On Orkney and the Outer Hebrides, holiday respondents were most satisfied with the quality of public transport
o On Shetland, holiday respondents were most satisfied with the value for money of public transport
o VFR and business respondents were less satisfied with transport, especially with the cost of travel to their location, and especially
on Shetland

Table 9.12: Satisfaction with transport
Base: online respondents who rated transport

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business
Mean score (out of 5) Mean score (out of 5) Mean score (out of 5)
tsoa“Sfac“O“ with ihe cost of fravel 380 |343| 335 406 |360| 361 353 | 2.69 2.81
ﬁ’]a“s‘cac“on with cost of travel 391 |362| 375 398 |370| 357 386 | 3.42 3.27
Satisfaction with value for money
of bablic anspont 406 |375| 3.93 410 |395| 367 425 | 388 3.81
Satisfaction with quality of public 422 | 404| 3.5 448 | 391 | 3.79 422 | 3.95 4.00
transport
Satisfaction with availability of 389 |384| 389 3589 |384| 389 384 | 3.62 3.75
public transport
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10. ACCOMMODATION

10.1 Accommodation during Visit

Respondents were asked to identify the type/s of accommodation they stayed in during their
visit. Almost three-tenths of respondents stayed in hotel accommodation with 3 star hotels
accounting for over half of these stays. Other common forms of accommodation were: guest
house/B&B, self-catering and staying with friends/family, which combined, accounted for 59% of
respondents.

e Business respondents (54%) were more likely than those on holiday (24%) to use hotel
accommodation. A very small percentage of VFR respondents (6%) used hotels

e VFR respondents were much more likely to be staying with friends/relatives (66%)
compared to holiday (6%) and business (3%) respondents

e Guest house/B&Bs were popular with holiday and business respondents, though self-
catering was more popular with holiday respondents compared to VFR and business

In terms of residence, hotel usage was quite even, varying from 23% of respondents from the
UK/Ireland to 35% of respondents from the rest of the world. (Scottish: 29%, Europe: 28%).
Respondents from Europe (35%) and the rest of the world (51%) were most likely to use guest
houses/B&Bs whilst Scottish (18%) and UK/Ireland (24%) respondents were most likely to
staying in self-catering accommodation.

Table 10.1: Accommodation during visit
Base: face-to-face respondents staying overnight (1,172)

Total Holiday VFR Business

% % % %
Hotel (all) 27 24 6 54
- Hotel (5 star/luxury) * 1 - -
- Hotel (4 star) 6 7 1 9
- Hotel (3 star) 15 13 4 29
- Hotel (1-2 star) 6 3 2 16
Guest house/B&B 24 28 7 27
Self-catering 18 24 14 7
Staying with friends/family 17 6 66 3
Tent at serviced campsite 5 8 1 -
Second home 4 5 5 2
Hostel 3 5 - 1
Tent (non-campsite) 3 4 * -
Motorhome at serviced campsite 3 4 2 -
Motorhome (non-campsite) 3 4 3 -
Workers’ accommodation on-site/rig 1 - - 2
Caravan pitch - serviced campsite 1 1 - -
Static caravan 1 1 - -
Inn 1 1 - 1
Restaurant with rooms * * - *
Other 4 3 2 6

76

wioju !w

Outer Hebrides Visitor Survey 2012/13 — Research Results



The proportion of respondents staying in hotels peaked between October-March whilst guest
house/B&B and self-catering options accounted for a larger proportion of respondents between
April-September. This reflects the dip in business respondents during this period (refer back to
table 5.2).

Table 10.2: Accommodation during visit - by quarter
Base: face-to-face respondents staying overnight (1,172)

Ql% Q2 % Q3 % Q4 %

Oct-Dec Jan-Mar Apr-Jun Jul-Sep
Hotel (all) 32 34 24 26
Guest house/B&B 11 21 26 26
Self-catering 13 8 22 19
Staying with friends/family 27 20 16 15

10.2 Booking Accommodation
Respondents used a variety of methods to book their accommodation.

¢ Nearly two-fifths of business respondents had someone book accommodation on their
behalf (37%)

e Seven-tenths of VFR respondents did not need to book, reflecting the high proportion
staying with friends/family

e Holiday respondents were most likely to book by provider website, and provider
telephone was also quite common amongst these respondents

Table 10.3: Accommodation booking methods
Base: all face-to-face respondents (1,262)

Total Holiday VFR Business

% % % %
Did not need to book 23 16 70 5
Providers’ website 20 29 10 8
Provider by telephone 18 21 8 18
Someone booked on my behalf 13 6 2 37
Provider by email 8 13 3 2
Did not book in advance 7 12 3 1
Internet Travel Agent e.g. Expedia 3 3 1 4
visitscotland.com 2 3 * 1
VIC\tourist board office 2 2 1 1
Tour/travel company website 1 2 * *
High Street Travel Agent 1 1 - 1
Other 5 6 1 5
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10.3 Type and Quality of Accommodation
The vast majority of respondents who stayed overnight in ‘paid for accommodation felt both the
type and quality of accommodation they wanted were available.

Chart 10.1: Availability of type/quality accommodation
Base: face-to-face respondents staying overnight in paid accommodation (771)

m Type = Quality

0, -
100% 93% 93%
80% -
60% -
40% -
20% -
6% 6%
0% | | _ |
Yes, type was available No, type was not available

All respondents were likely to agree with the statements about the type and quality of
accommodation available, suggesting the current accommodation offering appeals to a variety
of visitors.

Table 10.4: Availability of type/quality accommodation
Base: face-to-face respondents staying overnight in paid accommodation (771)

Total Holiday VFR Business
% % % %
Yes, type was available 93 93 91 94
Yes, quality was available 93 94 95 91
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10.4 Satisfaction with Accommodation

10.4.1 Quality of accommaodation

Respondents displayed high levels of satisfaction with the quality of accommodation they had
experienced, with two-thirds very satisfied and a quarter fairly satisfied resulting in 91%
satisfaction overall (very or fairly).

By accommodation type, 82% of respondents staying in self-catering accommodation were very
satisfied with the quality whilst for respondents in guest houses/B&Bs the figure was 70% and
for hotel guests 51%.

Chart 10.2: Satisfaction with quality of accommodation
Base: online respondents who rated quality of accommodation (479)
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Satisfaction levels were high among all visitors types though slightly less so among business
respondents. Where there was dissatisfaction, this was more evident among business
respondents (almost a tenth).

Table 10.5: Satisfaction with quality of accommodation - total and by type of visit
Base: online respondents who rated quality of accommodation (479

Total Holiday VFR Business

% % % %
Very satisfied 66 70 63 48
Fairly satisfied 25 24 32 34
Neither/Nor 5 4 - 9
Fairly dissatisfied 3 2 - 9
Very dissatisfied * - 5 -
Mean score (out of 5) 4.55 4.63 4.47 4.22
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Reasons for being dissatisfied with the quality of accommodation focussed on issues with hotels
and guest houses/B&Bs.

"Hotel did not have a wardrobe in the room, just a door hook. 4 star and over £200 | found it
shocking."

"Stayed in the XX Inn. Room was damp."
“Very dated, especially the bathroom, poor shower, soft mattress.”

10.4.2 Friendly and efficient service

There were very high levels of satisfaction with the friendly and efficient service that
respondents had experienced in their accommodation, with three-quarters very satisfied and
over a fifth fairly satisfied, resulting in 97% satisfaction overall (very or fairly).

Respondents staying in self-catering accommodation were most satisfied with the friendly and
efficient service (82% very satisfied) whilst 77% of guest house/B&B guests were very satisfied
and 65% of hotel guests.

Chart 10.3: Satisfaction with friendly and efficient service
Base: online respondents who rated friendly and efficient service (465)
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All types of visitor displayed high levels of satisfaction with the friendly and efficient service with
very low levels of dissatisfaction, suggesting that this is not a key issue for visitors.

Table 10.6: Satisfaction with friendly and efficient service - total and by type of visit
Base: online respondents who rated friendly and efficient service (465)

Total Holiday VFR Business

% % % %
Very satisfied 75 78 78 59
Fairly satisfied 22 20 22 34
Neither/Nor 2 1 - 7
Fairly dissatisfied 1 1 - -
Very dissatisfied * - - -
Mean score (out of 5) 4.71 4.75 4.78 4.52

10.4.3 Value for money of accommodation

Overall, 85% of respondents staying in paid for accommodation were very or fairly satisfied with
the value for money of the accommodation they had used and there were low levels of
dissatisfaction.

60% of respondents staying in self-catering accommodation were very satisfied with the value
for money they had encountered compared to 54% of guest house/B&B guests and 40% of
hotel guests.

Chart 10.4: Satisfaction with value for money of accommodation
Base: online respondents who rated value for money of accommodation (465)
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Holiday respondents were particularly satisfied with the value for money of accommodation.
Where dissatisfaction was evident, it was most apparent among VFR respondents (over 10%).

Table 10.7: Satisfaction with value for money of accommodation - total & by type of visit
Base: online respondents who rated value for money of accommodation (465)

Total Holiday VFR Business

% % % %
Very satisfied 52 54 41 44
Fairly satisfied 33 33 35 33
Neither/Nor 10 9 12 16
Fairly dissatisfied 4 3 6 7
Very dissatisfied 1 1 6 -
Mean score (out of 5) 4.32 4.37 4.00 4.13

The main reasons for dissatisfaction with the value for money of hotel accommodation was a
perception that accommodation was over-priced and lacked facilities, particularly compared with
mainland hotels.

“It's very expensive for what it is - £160 for a tiny twin room without a proper bathroom is
scandalous.”

“Small room no wardrobe. Bathroom mirror too high on wall no working heating. It was not even
premier inn standard and they only charge £50.00 per room per night.”

"The quality of the rooms, particularly en suite facilities in several hotels was not appropriate for
the prices being charged."
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10.5 Accommodation — Island Comparisons
Accommodation patterns on the three locations showed consistency:
o Business respondents were most likely to be staying in hotel accommodation with over half doing so on Orkney and the Outer
Hebrides (54%) compared to 43% on Shetland
o 17% of VFR respondents on Orkney stayed in hotels, but just 6% (the Outer Hebrides) and 4% (Shetland) did so. VFR respondents
were more likely to stay with friends/relatives - Shetland (75%) and the Outer Hebrides (66%) with fewer doing so on Orkney (53%)
e Usage of guest house/B&B and self-catering options were similar on each location with between a fifth and a quarter of holiday
respondents using these forms of accommodation on each island

Table 10.8: Accommodation during visit
Base: face-to-face respondents staying overnight

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Hotel (all) 27 17 54 24 6 54 27 4 43
- Hotel (5 star/luxury) * 1 - 1 - - - - -
- Hotel (4 star) 4 3 2 7 1 9 2 * 2
- Hotel (3 star) 22 13 52 13 4 29 25 4 39
- Hotel (1-2 star) 1 - * 3 2 16 * - 2
Staying with friends/family 5 53 2 6 66 3 16 75 4
Guest house/B&B 22 9 15 28 7 27 22 8 14
Self-catering 24 16 9 24 14 7 19 9 7
Hostel 10 4 5 5 - 1 11 1 3
Workers’ accommodation - - 15 - - 2 * 1 20
Second home 2 2 * 5 5 2 2 1 2
Tent at serviced campsite 5 2 - 8 1 - 2 - -
Motorhome (non-campsite) 2 1 * 4 3 - * * -
Tent (non-campsite) 2 1 - 4 * - 1 - -
Motorhome at serviced campsite 2 - - 4 2 - * * *
Camping bod - - - - - - 8 * -
Caravan pitch - serviced campsite 3 - * 1 - - * - -
Inn - - - 1 - 1 - - -
Static caravan - - - 1 - - - * -
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Restaurant with rooms - - - * - * - R i

Other 3 4 3 3 2 6 2 - 9

Booking methods varied by respondent type but the behaviour of respondents was similar in each location:

¢ A high proportion of VFR respondents on each location did not book as they were staying with friends/relatives
Up to half of business respondents (Orkney and Shetland) had someone book accommodation on their behalf

e Booking via telephone was almost equally likely for holiday, VFR and business respondents on Orkney, but in the Outer Hebrides
VFR respondents were much less likely to use this form of booking and on Shetland both VFR and business respondents were less
likely to use it

o Holiday respondents in Shetland were much less likely to book by providers website (6%) compared to Orkney and the Outer
Hebrides (both 29%). In contrast, holiday respondents on Shetland were much more likely than elsewhere (22%) to book with
providers by email — Orkney (9%), the Outer Hebrides (13%)

Table 10.9: Accommodation booking methods
Base: all face-to-face respondents

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business
% % % % % % % % %

Did not need to book 8 50 3 16 70 5 17 66 4
Someone booked on my behalf 5 5 49 6 2 37 8 4 51
Provider by telephone 18 15 18 21 8 18 16 7 4
Providers’ website 29 14 4 29 10 8 6 2 2
Provider by email 9 5 3 13 3 2 22 5 4
Did not book in advance 9 2 1 12 3 1 7 2 3
Internet Travel Agent e.g. Expedia 4 2 3 3 1 4 3 - 2
visitscotland.com 6 2 1 3 * 1 2 * 1
VIC\tourist board office 2 1 - 2 1 1 2 - -
Tour/travel company website 1 1 2 2 * * 1 - 1
High Street Travel Agent 1 - 1 1 - 1 * - *
Other 4 2 6 6 1 5 14 6 9
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A comparison with mean scores on satisfaction with accommodation highlights the following:

¢ VFR respondents, especially on Orkney, displayed high levels of satisfaction with their accommodation
¢ In contrast it was business respondents on each location who showed the lowest levels of satisfaction, especially on Shetland

Table 10.10: Satisfaction with accommodation
Base: online respondents who rated accommodation

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR [ Business
Mean score (out of 5) Mean score (out of 5) Mean score (out of 5)
Satisfaction with quality of
accommodation 4.64 4.82 4.38 4.63 4.47 4.22 4.58 4.80 3.84
Satisfaction with friendly and 474 | 481| 458 475 | 878 | 452 463 | 480 4.46
efficient service
Satisfaction with value for money
of accommodation 4.50 4.68 4.12 4.37 4.00 4.13 4.38 4.20 3.56
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11. ATTRACTIONS AND ACTIVITIES

11.1 Attractions — Aware of and Visited

Table 11.1 displays a range of attractions and highlights whether respondents had a)
awareness of them before their visit, and b) visited them on their current trip. The table divides
the attractions into area and ranks them according to most-least visited. It should be noted that
these results do not represent overall visitor levels to these attractions but highlight which
respondents were aware of and which they visited.

In terms of awareness before their visit, Callanish Stones (63%), Butt of Lewis (57%) and
Luskentyre Harris Tweed (51%) were all known to more than half of respondents, and in general
respondents were aware of a wide range of local attractions prior to their visit.

Overall, Callanish Stones (54%) was the attraction most likely to be visited by respondents with
Luskentyre/Seilebost beach (34%), Butt of Lewis (32%), Carloway Broch (27%) and
Gearrannan Blackhouse Village (26%) also visited by over a quarter of respondents.

Table 11.1: Attractions aware of and visited
Base: online respondents who had visited attractions (792)

Aware of (before visit) Visited

% %
Lewis
Callanish Stones 63 54
Butt of Lewis 57 32
Carloway Broch 45 27
Gearrannan Blackhouse Village 41 26
Lews Castle & Grounds 46 22
Arnol Blackhouse 49 21
An Lanntair 28 16
Bosta Iron Age House 36 14
Woodlands Centre 20 10
Norse Mill and Kiln 22 9
Museum nan Eilean 24 5
Stornoway Golf Course 27 3
Shaebost Museum 23 3
Dun Eisdean 18 3
Ravenspoint Centre 12 3
Loch Stiapabhat Nature Reserve 11 3
Harris
Luskentyre/Seilebost beach 44 34
St Clements Church 28 19
Luskentyre Harris Tweed 51 19
Seallam Visitor Centre 23 9
Bunavoneader Whaling Station 25 6
Clisham 25 6
Teampall at Northton 15 6
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Table 11.1: Attractions aware of and visited (Continued)
Base: online respondents who had visited attractions (792)

Aware of (before visit) Visited

% %
Berneray
Nurses Cottage 5 2
Aird ma-Rhuibhe 3 1
North Uist
Balranald Nature Reserve 21 12
St Kilda Viewpoint 29 9
Claddach Kirkibost Centre 15 7
Barpa Langass 11 5
Langass Woodland 11 5
Taigh Chearsabhagh 10 4
Scolpaig Tower 9 3
Eilean Domhnuill, Loch Olabhat 7 2
Udal 7 2
Pobull Fionn 5 2
Teampull na Trianaid 8 1
Benbecula
Cula Bay 10 5
Borve Castle 19 3
Baille nan Cailleach 7 3
Benbecula Golf Course 16 2
Bonnie Prince Charlie Track 12 2
South Uist
Kildonan Museum 17 9
Our Lady of the Isles 24 8
Flora MacDonald Monument 28 7
Polochar Stone 12 7
Loch Druidibeag Nature Reserve 14 6
Howmore Village and Ancient Chapel 11 5
Askernish / Tom Morris Golf Course 16 3
Ormiclate Castle 10 3
Cille Pheadair 6 2
Cladh Hallan 4 1
Eriskay
Am Politician 21 10
Prince Charlie Beach 17 9
Eriskay Ponies 24 8
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Table 11.1: Attractions aware of and visited (Continued)
Base: online respondents who had visited attractions (792)

Aware of (before visit) Visited

% %
Barra
Airport Beach 40 13
Catalina Plane Site, Vatersay 11 7
Kisimul Castle 29 4
Compton Mackenzie's House and Grave 15 3
Virgin and Child Statue, Heaval 15 3
Cille Bharra 6 3
Barra Golf Course 13 2
Herring Walk 5 2
Allathasdal 4 2
Allt Easdal 3 1

The five most visited attractions in the Outer Hebrides were all based on Lewis or Harris, though
overall, fifteen (out of 64) attractions were visited by 10% or more of respondents.

Chart 11.1: Top 5 attractions visited
Base: online respondents who had visited attractions (792)

Callanish Stones
549,

e of Lewis

Stornoway

Luskentyre/Seilebost beach
34%

Butt of Lewis
32%

Carloway Broch
27%

Gearrannan Blackhouse Village
26%
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As one might expect it is holiday respondents who displayed the highest propensity to visit
attractions, however, over two-fifths of business respondents had visited Callanish Stones. In

general, however, business respondents were least likely to visit attractions.

Table 11.2: Top 5 attractions visited - total and by type of visit
Base: online respondents who had visited attractions (792)

Total Holiday VFR Business
% % % %
Callanish Stones 54 62 29 42
Luskentyre/Seilebost beach 34 41 23 3
Butt of Lewis 32 37 23 19
Carloway Broch 27 32 15 16
Gearrannan Blackhouse Village 26 31 15 10

11.2 Activities Undertaken

Table 11.3 displays a range of activities and highlights all the activities respondents had
undertaken during their visit and also their main activity. The table is ranked by main activity.

Respondents undertook a range of activities with beaches/coastal scenery (74%) and short
walks (64%) popular with more than half of respondents. The most common main activity was
visiting beaches/coastal scenery, undertaken by 21% of respondents, whilst general sightseeing

was the main activity for 16% of respondents.

Table 11.3: Activities undertaken — All and main activities

Base: all online respondents (888)

All activities %

Main activity %

Beaches/coastal scenery 74 21
General sightseeing/tour 42 16
Longer walks - over 2 miles 42 10
Short walk - up to 2 miles 64 7
Archaeological sites 33 4
Photography/painting 32 4
Trying local food 49 3
Cycling on a road/surfaced path 10 3
Shopping for local crafts/products 46 2
Bird watching 29 2
Loch fishing 7 2
Viewpoints/picnic areas 44 1
Nature/wildlife sites 30 1
Other shopping 23 1
Other nature watching (flora/fauna) 22 1
Visits to local leisure centres 12 1
Knitting/textiles 10 1
Family history/genealogy research 6 1
Sea angling 6 1
Visiting Festivals or events 5 1
Water sports 4 1
Special event - personal e.g. wedding 3 1
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Table 11.3: Activities undertaken — All and main activities (Continued)
Base: all online respondents (888)

Marine wildlife watching 23

Geological sites 14

Listening to traditional music 12

Musical entertainment/activities

Kayaking

Golf

Guided tour

Mountain biking

Other sporting activity

Sailing

Diving
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Rock climbing

As with visiting attractions, it is holiday respondents who are most likely to undertake activities,
with nearly nine-tenths visiting beaches/coasts. VFR respondents were also very engaged in
this and other activities but the pattern amongst business respondents is very mixed with
considerably fewer business visitors engaging in activities.

Table 11.4: All activities undertaken (top 5) - total and by type of visit
Base: all online respondents (888)

Total Holiday VFR Business
% % % %
Beaches/coastal scenery 74 87 73 18
Short walk - up to 2 miles 64 73 65 24
Trying local food 49 55 46 23
Shopping for local crafts or local products 46 50 49 20
Viewpoints/picnic areas 44 55 41 4
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11.3 Attractions and Activities — Island Comparisons

Respondents on all three locations undertook a wide range of activities during their visits:
e On Orkney, holiday respondents were most likely to visit archaeological sites, VFR respondents were most likely to visit

beaches/coastal areas and business respondents were most likely to try local food.

¢ On the Outer Hebrides, holiday and VFR respondents were most likely to visit beaches/coastal areas whilst business

respondents were most likely to take short walks

On Shetland, all visitor types were most likely to take short walks during their visit
¢ Bird watching and nature/wildlife sites were more common activities for holiday respondents on Shetland than those on

Orkney or the Outer Hebrides

o Likewise, Shetland holiday and VFR respondents were more likely to take part in musical entertainment/activities or visit

festivals or events

Table 11.5: Activities undertaken — All

Base: all online respondents

Orkne Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Beaches/coastal scenery 73 67 15 87 73 18 72 68 15
Short walk - up to 2 miles 66 66 21 73 65 24 73 74 25
Shopping for local crafts/products 56 53 22 50 49 20 56 55 20
Trying local food 57 51 36 55 46 23 50 39 21
Longer walks - over 2 miles 40 40 7 50 39 8 56 40 8
Viewpoints/picnic areas 45 36 6 55 41 4 48 39 9
Archaeological sites 80 48 7 44 20 4 57 16 4
General sightseeing/tour 42 40 9 52 35 9 44 35 8
Bird watching 39 30 5 37 20 3 52 37 11
Nature/wildlife sites 41 25 2 39 18 4 53 32 7
Other shopping 27 35 13 22 39 8 22 34 12
Photography/painting 34 17 6 39 28 6 36 23 7
Marine wildlife watching 25 18 2 29 16 2 39 23 6
Other nature watching (flora/fauna) 27 22 3 28 15 1 32 19 4
Visits to local leisure centres 11 21 8 10 22 2 18 31 5
Geological sites 30 20 1 18 10 1 28 8 2
Listening to traditional music 12 10 4 11 20 4 19 21 4
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Table 11.5: Activities undertaken — All (Continued)

Base: all online respondents

Orkne Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

% % % % % % % % %
Musical entertainment/activities 10 11 4 5 14 2 15 29 4
Visiting Festivals or events 8 10 2 5 7 1 19 21 4
Knitting/textiles 7 4 - 12 9 1 17 15 -
Guided tour 23 9 3 2 - 1 14 3 1
Cycling on a road/surfaced path 10 4 1 12 8 3 8 5 1
Special event - e.g. wedding 3 15 - 2 7 - 1 18 -
Family history/genealogy research 6 7 2 5 12 - 4 10 -
Sea angling 2 5 1 6 9 1 2 2 2
Loch fishing 1 3 - 7 11 - 2 3 1
Golf 2 3 4 3 4 1 - 2 -
Diving 2 1 2 1 3 - - 6 1
Other sporting activity 1 2 2 2 3 2 1 2 1
Kayaking 1 - 1 4 6 2 1 - -
Sailing 1 5 1 1 4 - 1 - -
Water sports 1 1 - 5 4 - - - -
Mountain biking 2 - - 3 3 - 1 2 -
Rock climbing * 1 1 1 3 - 1 - 2
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12. SATISFACTION WITH VISIT

12.1 Overall Satisfaction

Respondents’ overall satisfaction with their visit was very high, with 98% stating that they were
very or fairly satisfied and a negligible amount expressing dissatisfaction. High levels of
satisfaction were displayed by respondents of all ages and residences.

Overall satisfaction levels equate to a mean score of 4.84 (out of 5).

Chart 12.1: Overall satisfaction with visit
Base: all face-to-face respondents (1,262)
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Satisfaction amongst holiday and VFR respondents was particularly high (over 90% very
satisfied). Most business respondents were also satisfied though fewer (74%) were very
satisfied. Levels of dissatisfaction were very small.

Table 12.1: Overall satisfaction with visit — by visitor type

Base: all face-to-face respondents (1,262)

Total Holiday VFR Business

% % % %
Very satisfied 87 93 90 74
Fairly satisfied 11 6 9 21
Neither/Nor 2 1 1 4
Fairly dissatisfied * * - 1
Very dissatisfied * - - *
Mean score (out of 5) 4.84 491 4.89 4.69

Satisfaction levels, whilst high throughout the research period, were particular positive between

April-September.

Table 12.2: Overall satisfaction with visit - by quarter

Base: all face-to-face respondents (1,262)

Q1% Q2% Q3% Q4 %

Oct-Dec Jan-Mar Apr-Jun Jul-Sep
Very satisfied 82 76 90 89
Fairly satisfied 16 20 8 9
Neither/Nor 3 3 2 1
Fairly dissatisfied - 1 * 1
Very dissatisfied - - * -
Mean score (out of 5) 4.79 4.72 4.87 4.87

Comments on the highlights of the visit outweighed the areas of dissatisfaction and highlighted
the strengths of the Outer Hebrides for the visitor market. Many respondents commented on a
range of highlights:

“Beaches. Blackhouses and Blackhouse Village. Beaches were the best - coast is lovely. Very
impressive.”

"Watching the deer along the road at sunset. Enjoying sunbathing on Hushinish. Picnicking
close to Uig."

The scenery and beaches were the key highlights for many visitors:
"Scenery, beaches, wildlife and walks."
"Beaches, scenery, weather and welcoming, friendly nature of the people.”
"Beach in Harris. Views. Nature. Seeing the wildlife."

The peace and quiet was also important to visitors
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"Walking on beaches and enjoying the sound of silence."
"Scenery, peace, tranquillity and relaxation."

Apart from the natural attractions of the islands, the visitor attractions were key highlights,
especially the Callanish Stones.

"We loved our visit to Lewis, especially the Callanish standing stones: these were beautiful and
we were very surprised by the beautiful beaches on the island."”

“Callanish Stones. Blackhouse Museum. The roads on Harris. Countryside very beautiful.”
Visitors also highlighted the friendliness of local people and good customer service.
"Friendliness of people — good service at the hotel."
"People very friendly. Nice place to be."

Respondents were asked if there was any aspect of their visit they were not satisfied with.
Apart from 'midgies' and 'the weather', the main areas of dissatisfaction related to:

o lack of cafes/restaurants
"Could not get anything to eat after 4pm."
"Eating places, apart from hotels, close early."

Food catering for visitors. Not enough cafes, not open enough hours, customer service very
poor."

e quality of accommodation, particularly hotels
"Hotel had no one in reception at 1pm, shower so weak, toilet small and radiator did not work."
"Hotel did not live up to expectations. Room did not have promised view."

"Hotel extremely unsatisfactory. Overpriced, no facilities, food bad, customer service non-
existent."

e Sunday closing
"Nothing open on a Sunday, annoying when needing provisions after a Saturday pm arrival."
"People not happy on a Sunday and could not get anywhere to eat."
"Places shut on Lewis on Sunday."

“Sunday - Dourness. Nothing open or to do. Buses do not meet with trains on return journey.”
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Poor signage/information

"Lack of signs on the Machair Trail. No distances on road signs."
“Signposts to specific places: tourist attractions are not signed."

“Signposts for visitor centres, and mileage.”

waou !m
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12.1.1 Satisfaction — specific elements of visit

Respondents provided satisfaction ratings on a range of specific visit elements. Results, ranked by mean score in table 12.3 show
high overall levels of satisfaction, particularly on the quality of visitor attractions, with over two-fifths of respondents being very
satisfied with these.

Table 12.3: Satisfaction with specific elements of visit
Base: online respondents who rated specific elements of visit

Very Fairly Neither/ Fairly Very Mean score
satisfied satisfied Nor dissatisfied | dissatisfied (Out of 5)
% % % % %
Quality of visitor attractions, historic .
sites, museums, visitor centres 2 43 13 1 4.26
V_alue_ for_ money of visitor _aytractlons, 40 43 16 1 . 421
historic sites, museums, visitor centres
Quality of local food and drink products 36 47 15 5 . 4.15
Avallablllty_o?c mfo_rmatl_on locally about 33 49 14 3 * 412
places to visit during trip
Quality of local arts and crafts products 34 44 20 1 . 4.09
Availability of local produce when dining 32 47 16 5 1 4.04
out ]
Signposting 33 44 17 5 1 4.03
Value for money dining out o5 56 15 4 1 3.99
Value for money of local arts and crafts 21 46 o8 5 1 3.80
products ]
Opportunities to attend local events/ 21 39 35 5 1 3.74
festivals ]
-1 97
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The visitor type most satisfied varied depending on the element under consideration (as indicated by the blue highlighted mean
scores). Holiday respondents were most satisfied with visitor attractions, local information about places to visit and dining out, whilst
VFR respondents had the highest levels of satisfaction with local elements, such as food & drink, arts & crafts, local produce and
events & festivals. Business respondents had the highest levels of satisfaction with the value for money of local arts and crafts.

Table 12.4: Satisfaction with specific elements of visit - by visitor type
Base: online respondents who rated specific elements of visit

Total Holiday VFR Business
Mean score Mean score Mean score Mean score
(Out of 5) (Out of 5) (Out of 5) (Out of 5)
Q_uallty of visitor a;tr_actlons, historic 4.96 433 4.10 3.96
sites, museums, visitor centres
V_alue_ for_ money of visitor attractions, 421 4.6 4.15 3.84
historic sites, museums, visitor centres
Quality of local food and drink products 415 413 499 4.08
Avallablllty.o?c mfo_rmatlpn locally about 4.12 4.14 4.14 4.00
places to visit during trip
Quality of local arts and crafts products 4.09 4.07 4.95 3.92
ﬁl\fllablllty of local produce when dining 4.04 4.03 411 3.97
Signposting 4.03 4.05 4.09 3.86
Value for money dining out 3.99 4.04 3.03 3.90
Value for money of local arts and crafts 3.80 3.79 3.88 3.90
products
Opportunltles to attend local events/ 3.74 361 414 3.72
festivals
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12.2 Visitor Expectations
Nearly two-fifths of respondents felt their visit to the Outer Hebrides had exceeded their
expectations, whilst over half felt their expectations had been met. A negligible percentage of
respondents felt their expectations had not been met.

Chart 12.2: Extent to which expectations were met
Base: all online respondents (888)
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Holiday respondents were most likely to feel that their expectations had been exceeded. VFR
and business respondents were more likely to be repeat visitors therefore it should not be
surprising that higher proportion of these respondents felt their expectations had been met. In
addition, feedback from business respondents suggests they have fewer expectations of their
visit as they are working rather than on holiday.

Table 12.5: Extent to which expectations were met - total and by visitor type

Base: all online respondents (888)

Total Holiday VFR Business
% % % %
Exceeded expectations 39 47 29 17
Met expectations 56 51 66 70
Did not meet expectations 1 1 1 2
Not sure/can’t say 4 2 3 12
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Comments from visitors on areas for improvement highlighted the different priorities of the
visitor types. The main issues identified from the comments were:

Holiday
o reduce costs — inter-island and other ferries

o improved information/signage
o encourage business to stay open all week/year
o reduce costs of travel to and on island

VFR

o reduce costs of flights, ferries, petrol, etc.

Business
o reduce transport/travel costs (especially flight)

12.3 Likelihood of Returning

Respondents were asked how likely they would be to visit the Outer Hebrides in the next five
years for a leisure holiday or short break. Four-fifths (82%) indicated that they were likely to do
so, with three-fifths very likely to do so.

Chart 12.3: Likelihood of re-visiting within five years
Base: all online respondents (888)
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VFR respondents were highly likely to visit again within five years, perhaps unsurprisingly, given
that they have existing links to friends and relatives. Holiday and business respondents were
almost equally likely to revisit, and in general respondents’ intentions to revisit were
encouragingly high.
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Table 12.6: Likelihood of re-visiting within five years — total and by visitor type
Base: all online respondents (888)

Total Holiday VFR Business
% % % %
Very likely 61 55 87 51
Fairly likely 21 24 7 28
Neither/Nor 9 11 3 12
Fairly unlikely 5 6 - 5
Very unlikely 4 4 3 4

12.4 Likelihood of Recommending
The vast majority of respondents stated that they would be likely to recommend the Outer
Hebrides to others as a holiday destination.

Chart 12.4: Likelihood of recommending the Outer Hebrides
Base: all online respondents (888)
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All respondent types were very likely to recommend the Outer Hebrides.

Table 12.7: Likelihood of recommending the Outer Hebrides — total and by visitor type
Base: all online respondents (888)

Total Holiday VFR Business
% % % %
Yes 94 95 92 90
No 1 1 2 4
Don’t know 4 3 4 6
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12.5 Satisfaction with Visit — Island Comparisons
When compared by island and type of visit, overall satisfaction levels were very similar. On specific elements of the visit:

e On Orkney, in general, holiday and VFR respondents were likely to be most satisfied with their visit (as indicated by the blue
highlighted mean scores), though business respondents were the group most satisfied with local food and drink products.

¢ In the Outer Hebrides, holiday respondents were most satisfied with visitor attractions, local information about places to visit and
dining out, whilst VFR respondents had the highest levels of satisfaction with local elements, such as food & drink, arts & crafts,
local produce and events & festivals. Business respondents had the highest levels of satisfaction with the value for money of local

arts and crafts.

¢ On Shetland, holiday respondents were most satisfied with visitor attractions and local information about places to visit, whilst VFR
respondents had the highest levels of satisfaction with local elements, such as arts & crafts, food & drink, and events & festivals.
Business respondents had the highest levels of satisfaction with dining out, both value for money and availability of local produce.

Table 12.8: Overall satisfaction / Satisfaction with specific elements of visit

Base: all online respondents

Orkney

Outer Hebrides

Shetland

Holiday | VFR | Business

Holiday | VFR | Business

Holiday | VFR | Business

Mean score (out of 5)

Mean score (out of 5)

Mean score (out of 5)

Overall satisfaction with visit 490 | 493 | 472 491 |489| 469 490 | 489 4.59
Quality of visitor attractions 4.71 4.58 4.38 4.33 4.10 3.96 4.55 4.35 4.14
Quality of local food/drink products 4.32 4.43 4.46 4.13 4.22 4.08 4.03 4.11 4.08
Availability of information locally 437 | 431| 429 414 | @14 | 400 420 | 4.12 4.11
about places to visit during trip
Value for money of visitor 435 |426| 420 426 |415| 384 444 | 4.27 4.03
attractions
Quiality of local arts/crafts products 4.28 4.40 4.18 4.07 4.25 3.92 4.09 4.38 4.05
Signposting 416 | 416 | 4.04 405 | 409 | 3.86 410 | 411 4.14
dAi‘r’]?r']'g%'L'fty of local produce when 410 | @21 | 412 403 | @1 | 397 370 | 398 | 408
Value for money dining out 410 | 408 | 4.07 4204 |393| 3.90 3.88 | 3.90 4.01
Value for money of local arts and
crafts products 3.97 | 405 | 382 379 |388| 390 381 | 394 3.83
Opportunities to attend local 387 | 402 | 395 361 |414| 372 380 | @11 3.88
events/ festivals
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Respondents overall views on their visit showed some island variations:

o Holiday respondents were most likely to state that their expectations had been exceeded, and holiday respondents on Shetland
were most likely to state this (56%), compared to Orkney (50%) and the Outer Hebrides (47%)

¢ A high proportion of VFR respondents indicated an intention to return, especially in the Outer Hebrides (87%), compared to Shetland
(77%) and Orkney (76%). Also in the Outer Hebrides, 55% of holiday respondents stated they were very likely to return compared to
42% on Orkney and Shetland

e The vast majority of all respondents would recommend their destination to others with the exception of business respondents on
Shetland, two-thirds of whom would recommend.

Table 12.9: Overall views on visit

Base: all online respondents

Orkney Outer Hebrides Shetland
Holiday | VFR | Business Holiday | VFR | Business Holiday | VFR | Business

Visitor expectations
Exceeded expectations 50 38 22 47 29 17 56 42 16
Met expectations 47 63 69 51 66 70 40 53 67
Did not meet expectations 1 - 2 1 1 2 2 2 6
Not sure/can’t say 2 - 8 2 3 12 2 3 11
Likelihood of Returning
Very likely 42 76 52 55 87 51 42 77 41
Fairly likely 24 13 28 24 7 28 23 18 20
Neither/Nor 14 1 12 11 3 12 16 3 14
Fairly unlikely 13 6 7 6 - 5 12 2 13
Very unlikely 7 4 1 4 3 4 7 - 12
Likelihood of Recommending
Yes 98 92 91 95 92 90 94 89 68
No * 4 2 1 2 4 1 2 13
Don’t know 1 1 5 3 4 6 4 6 16

3 103

3
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APPENDIX 1: FACE-TO-FACE EXIT SURVEY QUESTIONNAIRE

OUTER HEBRIDES VISITOR SURVEY - FACE TO FACE INTERVIEWS - QUESTIONNAIRE

SECTION ONE: INTERVIEW DETAILS
This interview has been conducted in accordance with instructions and the MRS Code of Conduct.

INTEMVIEWET MAME wivvr s s s ——————— g T ) B L.

Date of interview Month

SECTION TWO: INTERVIEWER TO COMPLETE

A Day of week of interview
Monday...................1 Friday.....................5
Tuesday..................2 Saturday..................B
Wednesday..............3 Sunday...................T
Thursday.................4

B Interview location
Stornoway airport ._....1 Tarbert fermy..............
Benbecula airport ......2 Lochmaddy ferry...
Barra airport.............. 3 Lochboisdale ferry
Stormoway ferry ... 4 Castlebay ferry ...

Good momingfafternoonfevening, my name is ... from the independent research agency, Scofinform Ltd. We are

carrying out interviews with visitors as they leave the islands on behalf of The Westem Isles Council, the Scottish national
tourizm organisation, VisitScotland, and Highlands and Island Enterprize. I'm interested in finding out about your visit to
the Quter Hebrides and if there is anything that could be done to improve the experience of visifing the island.

SECTION THREE: ABOUT THE RESPONDENT

3. First of all, can | check that you are a visitor to the Outer Hebrides, either on a holiday/leisure trip or a
business trip? READ OUT LIST - OME ANSWER ONLY.
Yes- visitor for holidayileisure/business ... 1
No - in transit, not visiting the Outer Hebrides......... 2 CLOSE INTERVIEW
Mo-liveonisland .. 3 CLOSE INTERVIEW
ENSURE RESPONDENT IS DEPARTING TO RELEVANT DESTINATION (SEE Q5.1)
3.2, Did you spend the majority of your visit on a yacht?
= T OO UR U 1 CLOSE INTERVIEW
D e et e e e 2
3.3, On this current trip, have you also visited or will you visit either of these islands?
IR et et e e e e e e 1 ASK Q3.3a
Shetland...........c..... .2 ASKQ33a
Mo, notvisitedeither. ... ........3 GOTOQ34
33a Did you take part in an interview when leaving (Orkney/Shetland)?
B e neaeeaee e T CLOSE INTERVIEW
N e 2
SHOWCARD A
34, Which of the following best describes your current vigit to the Outer Hebrides?

OMNE ANSWER OHNLY

Holiday - day trip 1 GOTO Q3T
isiting friends or relatives for leisure/holiday — day trip - cle R e R ey
Heoliday/short break involving staying overnight on island (1 or more nights) ASK Q3.5

‘isiting friends or relatives for leisure/holiday — ovemight frip {1 or more nights).. 4 ASK Q3.5

O BUSINESE — QAY D e e e e e e mmm e e ean 5 GOTOQ3E6
On business —overnight WP, . ... 6 GOTOQ3I6
Combining business and holiday. eemreeemmeneeee 1 SO TO Q3.6
L83 OSSOSO SR 8 GOTOQ3S8

3.5, Was this your...7 ONE ANSWER OHNLY
Main holiday of this year ...l 1 GOTOQ3SB
A second trip or shortbreak ..., 2 GO TO Q38



3.6.

What industry do you work in? ONE ANSWER OHNLY
Governmentlocal government.....................1 3
Renewable energy ..o,
Oillgas...

Retail sales.fsemce
Media..

Tourlsm
Foodfdnnk manufach.lre.. .
Transport - shipping, ete. ... ...
Fishing.. e

Health services.._..
Financial services......
IT.. .
Industnal manufacturlng._
Other WRITE IN...

> GOTOQ41

3.7 Was this day trip to the island...? READ OUT. ONE ANSWER OMNLY

On a guided four package ... 1

An independentdaytip_ ... 2
3.8. What was the main reason for choosing to visit the Outer Hebrides? DO NOT PROMPT
ASK ALL

SECTION FOUR: LENGTH OF VISIT

4.1,

4.2.

Approximately how many times have you visited the Outer Hebrides before? ONE ANSWER ONLY
PROMPT IF MECESSARY
This is my first vigit ... |
Cnce before..... .2
3

More than 10 times.......... .
Lived in the Outer Hebrides... ..o,

4
5
B
7

On this trip, how many nights will you spend away from home in the following locations?
WRITE IN NUMBER OF NIGHTS, PUT "0" IF HO NIGHTS AWAY FROM HOME

In the Outer Hebrides. .

Elzsewhere in Scotla nd

In total during your trip away fI'IJITI hc-me

SHOW CARD B

4.3.

Which of the following areas of the Outer Hebrides did you visit during your trip?
MORE THAN OME ANSWER POSSIELE - CIRCLE CODE BELOW

IF OM DAY TRIP (CODE 1,2 OR 5 AT 3.4) GO TO SECTION 5

44

How many nights did you spend in each area?
ASK NUMBER OF MIGHTS FOR EACH AREA VISITED. IF NO NIGHTS IN AREA WRITE [N "0"

4.3 4.4
Visit Number of nights
Lewis (including Great Bemera).......cccoeeeee. 1
Harris (jncluding Scalpay).....oocoooeeeceeeeeeeanee 2
North Uist {(including Bemeray) ........coeeeee..e. 3
Benbecula ..o .4
South Uist .. .5
Erizskay... . . B
Barra (in cludlng Vﬁt&rsay} .............................. T

Total nights in Outer Hebrides
CHECK WITH QUTER HEBRIDES TOTAL AT Q4.2




SECTION FIVE: TRANSPORT
5.1. Which airport or ferry terminal did you arrive in the Outer Hebrides from? ONE ANSWER ONLY

5.2, INTERVIEWER TO COMPLETE DESTINATION. OME ANSWER ONLY. ASK RESPONDENT IF NECESSARY

5.1 5.2
Ullanoo! - o Arrived from) - Departing to Q5.3 TO BE CODED IN OFFICE
IBPOO - FEITY oo T Arrived and departed by ferry 1
U!g {to Tarbert) - fermy .o PSRRI 2 arrived and departed by fight 2
Uig (to Lochmaddy) - fermy ..o K ORI 3 Used ferry and flight 3
Oban (to Castlebay) - ferry ... - -
Oban (to Lochboisdale) - ferry - T -1
Inverness - flight ................. B ....B
Aberdesn - flight ... T T
Glasgow - flight..... [ - TUT ....B
Edinburgh - flight oo 9. IO |
5.4, Did you have any issues when you booked your travel to the Outer Hebrides?
R = T 1 ASKQSS5
O e e e 2 B0 TO Q56
SHOW CARD C
5.5, Did you have any of the following issues when you booked your travel to the Outer Hebrides?
READ OUT LIST - MORE THAN OHE ANSWER POSSIELE
My first choice of transport type was unavailable.....................

Mo ferries at timesidays | wanted ... ...
Mo flights at times/days | wanted.. ...
The ferries | wanted were too expensive
The flights | wanted were too expensive . .
The ferries | wanted were fully booked ... ...
The flights | wanted were fully booked ... ... iis
Mo ferries on preferred route .
Mo flights on prefemed route. ... e
Other WRITEIN.. ... 10

SHOW CARD D
5.6, How satisfied were you with the facilities or services you have received at (interview location)?
Wery satisfied e 1GOTO Q5.8
Fairly satisfied. ..., 2G0OTO Q5.8
Meither satisfied nor dissatisfied.............................. 3GOTOQS58
Fairly dissatisfied ...._............. 4 ASK Q5.7
Wery dissatisfied .o SASK QST

B.T. Why were you dissatisfied with the facilities or services at (interview location)? PROBE FULLY

5.8, Which of these are you travelling to next? OME ANSWER OMLY

Another partnfScotIand
Another part of the UK (EnglandW ales/Morthem Ireland)
Other WRITE IN oo




SHOW CARD E
5.9, What was the main type of transport you used during your visit to the Quter Hebrides? ONE ANSWER OMNLY

5.10. And what other types of transport did you use during your visit to the Outer Hebrides?
EXCLUDES TRANSPORT MENTIONED AT Q5.9. MORE THAN ONE ANSWER POSSIBLE

5.9 510
Main transport - OME ANSWER Other forms of transport
Car - own/ffiendsffirms ..
Car-hired......ccoooooeeeeee

Organised coach tour ..
Regular busfcoach_..

Private boat (own/hired) ...
Hitch-hiked.... ...

1
2
3
4
5
G
7
8

Ferryipublicboat ... B I 1

11

12

13

14

15

Other WRITE IN__

SECTION SIX: ACCOMMODATION
ASK SECTION SIX IF RESPONDENT STAYING OVERNIGHT - NOT ON DAY TRIP i.e. NOT Q3.4=1, 2 OR 5.
DAY TRIPPERS GO TO SECTION SEVEMN.

6.1 What type of accommodation did you stay in during this visit to the Outer Hebrides?
PROMPT IF NECESSARY - MORE THAM ONE ANSWER POSSIELE
Hotel (5 s.tar.fluxury} 1 -,

Hotel (4 star)... . veee 2

Hotel (3 star) ... e

Hotel (1-2 star]

Inn... ASK QB2
Restaurantmm rooms. .

Guest house/bed and breakfas1 - e T

Self-catering - rented house.fcmtﬁgefchﬁlet 8

Hostel.. e 9

Camplng E!od (rmt appll{:ﬁble tD Out&r Hebndes]... 10

Static caravan.. U |

Touring caravan pltr.h ﬁt ser\ﬂ{:ed camp@lte e 12

Tent at serviced campsite...

Tent (non-campsite)...

Motorhome at semced {:ﬁmp5|te GO TO Q6.4

Motorhome (non-campsite). ..
Staying with ﬁmnds.’famlly
Second home..

Workers' accommndﬁhnn on- s-lte-.fng
Other WRITE IN..

6.2 Was the type of accommodation you wanted available?
Yes, type was available...............o 1
Mo, type was not available... 2
Don't Know. ... 3

6.3 Was the quality of accommodation you wanted available?
Yes, quality was available.................................0 1
Mo, quality was not available......._.... 2

Dont KNOW. ... e 3



6.4 How did you book your accommodation? MORE THAN ONE ANSWER POSSIBLE IF MORE THAN ONE TYPE OF
ACCOMMODATION STAYED IN. PROMPT IF NECESSARY
Someone booked my accommaodation on my behalf .. .
Did not need to book - stayed with fner1i:ls.f‘f;3m"||I\3.I oW property or metnrhome e’[c
Accommeodation providers' website. . .
Accommodation provider by email ... nan
Accommeodation provider by telephone. -
Through visitscotland.com..
Tour operator or travel mmpany '.'.reb ..................................................................................
High Street Travel Agent (e.g. Thomas Coek]
Vigitor Information CentreMtourist board office

Through an Internet Travel Agent (e.g. Expedia, LastMinute.com, Opodo_co.uk, Travelocity, ete)........ 10
OHer WRITE IN . e ettt e ettt e ee e e aamae e ne 11
I
| didn't book any accommodation in advance of amiving. . ... e 12
L T 13
SECTION SEVEN: SATISFACTION WITH VISIT
SHOW CARDF
T.1. Owerall how satisfied were you with your visit to the Outer Hebrides?
By AT et et e s e e e e e nn e an 1
Fairly satisf ed .................................. 2
Neither satisfied nor dissalisfied ... ... e e et s e m e eaa e 3
Fairy diesatisfied ..ot e et e an e omeee e mme e e em s e gan s e aan eenmnnae e 4
Rl L = T« SO S OO PO 5
T.2. Was there any aspect of your visit that you were not satisfied with? PROBE — ASK "ANYTHING ELSE’
TWICE
7.3 What was the highlight of your visit to the Outer Hebrides or the single thing that you enjoyed or

appreciated most? PROBE FULLY

SECTION EIGHT: EXPENDITURE

EXPLAIM TO RESPONDENT THAT THE SURVEY 15 MEASURING HOW MUCH PEOPLE SPEND ON THEIR VISIT
TO THE ISLAND. IM ORDER TO DO THIS YOU ARE GOING TO ASK QUESTIONS ON HOW MUCH THEY AND
THEIR GROUP HAVE SPENT ON DIFFERENT ITEMS. IF THEY CANMOT PROVIDE EXACT AMOUNTS THEN AN
ESTIMATE OF EXPENDITURE WOULD BE USEFUL.

B.1. How many people, including yourself, are in your immediate group or party?
WRITE IN NUMBER, INCLUDING RESPONDENT

SHOW CARD G
B.2. Including yourself, how many people in your group are female in the following age groups?

B.3. Including yourself, how many people in your group are male in the following age groups?

8.2

Females
Under 16,
16-24_

over 65

Totalnumber. ...,
CHECK THAT TOTAL FEMALES AND TDTAL MALES EQUAL TOTAL AT Q8.1




B.4. Which of these best describes who iz with you on your trip?
READ OUT LIST. MORE THAN ONE ANSWER POSSIBLE.
Travelling alone
Partner/zpouse
With childfchildren
With parents or partner's parents
Other members of family
Friends
Organised groupftour
Businessiwork colleagues
Someone else
WRITE IN WHO ELSE ON TRIP

1=l s B I S I S FU Y SN

B.5. Were you on a package or inclusive holiday? (i.e. a holiday where your transport and/or accommodation
were booked through a tour operator. This includes day trip packages)
= S 1 SEE INSTRUCTION BELOW

IF ON PACKAGE HOLIDAY WRITE TOTAL AMOUNT OF PACKAGE IN FIRST BOX AT Q8.6 AND COMPLETE
OTHER CATEGORIES ONLY IF EXPENDITURE IS NOT INCLUDED IN THE PACKAGE.

SHOW CARDH

B.6. How much did you and your immediate party/group spend on the following items in total during your trip?
PUT IN EXACT AMOUNT STATED IN £. IF THEY CANNOT STATE EXACT AMOUNT, AN ESTIMATE WILL
Do,

£ spent

Price of packagefinclusive holiday

[Travel to and from the mainland/departure point

[Travel costs on the island (fuel, hire charges, public fransport, etc.)

lAccommodation including any food and drink at premises

Food and drink bought elsewhere (prepared by yourself or in cafe/restaurant)

Entertainment and Recreation including admission fees to attractions, tours, frips and other activities
Shopping for gifts, souvenirs, crafts, etc.

Shopping not included above

Miscellaneous spend not included above

[Total cost of trip - TO BE COMFLETED IN OFFICE

SHOW CARD |
B.T. Within the expenditure figures given above, how much have you and your immediate party/group spent
on the following local products or produce during this trip? PUT IN NHUMBERS IN £.
Local crafts such as jewellery, pottery, fumiture, textiles, paintings_..._...__.._..___.._. .
Local food such as fish, meat, cheese, sweets, fudge, ice cream, oatcakes.................
Local beverages/drinks such as whisky, wine, beer, non-alcoholic drinks..................
Total amount spent on lecal products/produce - TO BE COMPLETED IN OFFICE.

SECTION NINE: DEMOGRAPHICS - RESPONDENT

EXPLAIN THAT THE FINAL QUESTIONS ASK FOR DETAILS OF THE RESPONDENT IN ORDER TO CLASSIFY THE
RESULTS. THIS INFORMATION 1S ENTIRELY CONFIDENTIAL AND WILL OMLY BE USED FOR THE PURPOSES
OF ANALYSING THE RESULTS OF THE SURVEY.

9.1. Gender of respondent. DO NOT ASK
Male




9.2.

9.3.

Where do you normally live? ONE ANSWER ONLY

Scotland. ... 1T ASK QB3
England... .2 ASK QD4
Wales.. .
Northern Ir&land [T )
Other UK e.g. |S|E c-f Man
Republic of Ireland. .
Nor'nray..................

Gemany.....
Iltaly... .
Spaln T | |
Nemerlands . [RSS b GOTOQY9S
Other Europe I.I".’F{ITE IN ceeeeeeeees 13

Canada....
Australia.. .. 16
New Zealand.................ooooiiiiiiiiiii. 17
Other country WRITE IM.......................

Which local authority area of Scotland do you live in? ONE ANSWER OHNLY
Aberdeen City... ... 1
Aberdeenshire............ 2
Angus... . 3 Midlothian..
Argyll & Eut& 4 Moray. ..
Clackmannanshlre .3 North A\,frs-hlre

g

T

g

g9

Dumfries & Galloway...... s North Lanarkshlre
Dundee City...
East Ayrshire...
East Dunbartonshlre

Perth & Kinross....

East Renfrewshire. .. U Shetland Islands...
Edinburgh, Cityof.__._______ ... 12 South Ayrshire. ..

South Lanarkshire. ..
Falkirk.. BT RUTURPTR - Stirfing. .. . .
Fife.. .15 West Dunbartonsh

Glasgow c{t'y' R I West Lothian...._.__..___

SHOW CARD J

9.4,

Which area of England do you live in? ONE ANSWER OMNLY
Greater London. . . S

South East..........
South West. .
East Midlands..

West Mldlands .
East Anglla."East of Engla nd
Yorkshire/Humberside. .
North East...................
NothWest. ..

000 = N e R o=

SHOW CARD K

9.5.

Which of the following age groups are you in? ONE ANSWER ONLY
16-24. ..
2534
5564

OverﬁS

L I O SO U S

Highland.... ... ...
In\'erclr_.'d&.................................

Orkney Islands...........................

Rerrfrewshlre
Eas-tLothlarl.......................................... 10 Scoftish Borders.._.....................



SHOW CARD L

9.6. Which of these best describes the occupation of the main income earner in your household?
OMNE AHSWER ONLY
High managerial, administrative or professional - e.g. doctor, lawyer, 1 '“\I
company director (S0+ people), judge, surgeon, school headteacher, efc....
Intermediate managerial, administrative or professional - e.g. school 2
teacher, office manager, junior doctor, bank manager, police inspector,
aocountant e, .o eeeae e eeennnd
Supervisor; clerical; jumior managerial, administrative or professional - 3
le.q. policeman, nurse, secretary, clerk, self-employed (5+ people) etc. ... &0 TO SECTION
Skilled manual worker - e.g. mechanic, plumber, electrician, lomy driver, | 4 TEN
[brain driver B, e e e e ee e
Semi-skilled or unskilled manual worker - e.g. baggage handler, waiter, =3
factory worker, receptionist, labourer, gardenerefe_ .......oooooooeineieieiee
Housewife § homemaker ... ... e e &
LIMVEITEIOYET . ..ot cee et e e e e e e ee e e e e e m e s e manm mme e 7 /
L LT L o O OUPRPUROR 8 -
L= (] = SO S S S 9 ASK Q9.7
a9.7. You say that the main income earner in the household is now retired.

Which of the following best describes their occupation before they retired? OME ANSWER ONLY

High managerial, administrative or professional - e.g. doctor, lawyer, company director (50+ | 1
people), judge, surgeon, school headteacher, B0 e

Intermediate managerial, administrative or professional - e.g. school teacher, office 2
manager, junior doctor, bank manager, police inspector, accountantete. ...

Supervisor; clerical; junior managerial, adminigtrative or professional - e.g. policeman, nurse, | 3
lsecretary, clerk, self-employed (5+ people) ettt

Skilled manual worker - e.g. mechanic, plumber, electrician, lomy driver, train driver etc. .......{ 4
Semi-skilled or ungkilled manual worker - e.g. baggage handler, waiter, factory worker, 5
receptionist, labourer, Qardener BEC. e

Housewile § oMM T et ee e e e e e men e mme s eee G
LT USSR 7
L 0L = OSSO g

SECTION TEN: DETAILS FOR OMLINE SURVEY

Respondent name Telephone

Would you be interested in receiving an online survey asking about your experiences on the Outer
Hebrides with the chance to win an iPad? The online survey will ask you for more detailed views about
your visit and your feedback will help improve the visitor experience in the Outer Hebrides.

STRESS CONFIDENTIALITY OF DETAILS AND COMPLIANCE WITH DATA PROTECTION ACT

If you provide your email address | will arrange for you to be sent the online link to the questionnaire in
the next few weeks - this will give you the chance to enter a prize draw for an iPad.
Email

IF RESPOMDENT DOES NOT WISH TO PROVIDE EMAIL EXPLAIN THAT WE CAN POST A
QUESTIONMAIRE TO THEM IF THEY WISH TO TAKE PART IN THE SURVEY. ASK FOR FULL POSTAL
ADDRESS, INCLUDING POSTCODE

COLLECT RESPOMNDENT PHONE HUMBER FOR BACK CHECKING AND CLOSE INTERVIEW

If phone not available ask for
email or address

THANK RESPONDENT ANMD HAND OUT THANK YOU CARD



APPENDIX 2: ONLINE SURVEY QUESTIONNAIRE

TELL US ABOUT Y OUR VISIT

Please complete the questionnaire by clicking the appropriate buttons and typing vour
respones in the boxes provided. If you would like to enter the free prize draw for an iPad
please provide your email address at the end of the gquestionnaire.

The guestionnaire should take approximately ten minutes to complete. Once you are finished
just press 'submit’. Thanks again.

Section 1: Details of Your Visit
This section asks you to confirm details of your recent visit.

Pleasetick one box to show which isl and you were visiting when you took part in the survey.
L Orkney

/ The Outer Hehtides
" Shetland

HOTE: The Outer Hebrides includes Lewis, Hammis, Bemeray, Horth Uist, Benbecula, South Uist,
Eriskay and B amra & Vatersay

‘What month wa s your visit to {Q1.1}? If it covered more than one month, please tick the month
you spent most days in {01.1}.

; January (: July

-~ February (: August

:: W arch (: September

A sl " ctober

A May C\- Movem ber
A June (: December

Which of the following best describes your recent visit to {01.1}
) Holiday - daytip

“isiting friends or relatives for leisurehaliday - day trip
Holidsyizhort break involving staying overnight on island

“isiting friends or relatives for leisureholiday - overnight trip

~ On business - day trip

- 0n buziness fayving overnight on isfand

:: Combining business and haliday

. Other
Other, please specify

Section 2: Planning Your Visit

Did you consider visiting either of the following islands rather than going to {Q1.1}?
The QOuter Hehitides
Shetland

Mo did not consider visiting these other islands
Section 2: Planning Your Visit
Did you consider visiting either of the following islands rather than going to {Q1.1} on your
most rec ent tip ?

Qrkney
Shetland

Mo did not consider visiting these other idands

Section 2: Planning Your Visit

Did you consider visiting either of the following islands rather than going to {01.1} on your
mo=t rec ent trip ?

arkney

The Outer Hehrides

Mo did not consider visiting these other idand=s

Why did you choose {Q1.1} rather than the other island/s?




Which of the following, if any, infl d your decision to visit {1.1}

Experience of previous vsitknow area A filmdnovie or hook featuring the area

Recommendation fram friendiel stive

Mewspaper or magazine article Interest in scenerylandscape
Mewspaper of magazine advertizem ent Specific activities such az walking or golf
Radio or T% programm e about {21.17 Particular eventsffestivals

Radio/T" advertizement about {G1 .13 Interest in particular attractions

Toutist Brochure To undettake particular activities
Internetinebsite To stay in particular accom mod ation
Social media (Facehook /T witer) Other reason

Guide books Mone ofthese

Family connedions with the area Don't knowdcant remember

Pleaze specify the event/festival you were moa interested in

Interest in the archaeologyhistory

Flease specify the attraction you were most interegted in

E sperience of previous vsitknowares
Recommendation from friendirelative
Mewspaper or magazine article
Mewspaper or magazine adwertizem ent
Radio or T programme about {211}
Radio Ty advertisement about {G1 1}
Toutist Brochure

Internetinehsite

Social media (Faceb ook Twiter)
Guide hooks

Family connedions with the area

A filmJim ovie or book featuring the area
Interest inthe archasclogyhistory

Which of the following, if any, influenced your decision to visit {01.1}7

Interest in scenerylandscape

Specific activitie s such as walking or golf
& patticular event festival

Interest in particular attraction
Toundetake a particular adivity

To stayin particular accom modsation
Interest in geology (Geopark Shetland)
Shetland webcam s

Promote Shetland direct maillem ail
Other reason

Mone ofthese

Don't knowizant rem ember

Flease specify the activity you were most interestedin

Please specify the accomm odation you most wanted to stayin

Pleaze specify the ather reszon that infuenced your decision to vist

Fleaze specify the attraction you were interested in

Fleaze specify the activity you were interested in

P lease specify the accomm odation you wanted to stavin

P lease specify the other reazon that influenced your decision to visit

Was your first visit to {G1.1}a
visit by cruise ship

day visit by coach tour

Maone ofthe above

How far in advance did you start planning your recent trip? i.e how much ime wasthere

between you starting to plan and actually visiting ?
Lessthan 2 weeks

weeks up to 4 weeks

to 2 mornths

+ 3to 6 months

Cver B months to 1 year

Ower 1 to 2 years
Over 2 years

Mot surefdon't know:




How far in advanc e did you book your recent frip? i.e how much time wa s there between

booking the i d going? Which of these visitor attractions in Stromness have you heard of and which did you visit on
ooking the trip and going ?

your recent tip?
 Didn'thook in advance Please use the columns to indicate, in the first column, which attractions you have heard of
+ Lessthan 2 weeks and in the second column which attractions you visited on thistrip.

2 weeks up to 4 veeks HOTE: If you have not heard of any of these attractions please click "Hext' to continue.

‘1 to 2 morths Heard of Wisited on this trip
' 3to 6 morths Pier ks Centre
' Over & months Stromness Museum
L Mot sureddon't know Mess Battery
Section 3: Island Atfractions Section 3: Orkney |sland Attractions
Did you visit any visitor attractions during your business trip to {01.1} Which of these visitor attracti in E ast Mainland, Burray/South Ronaldsay have you heard of
™ and which did you visit on your recent trip?

Please use the columns to indicate, in the first column, which attractions you have heard of
o and in the second column which attractions you visited on this trip.

- Dont know

HOTE: i you have not heard of any of these attractions please click 'Hext' to continue.
Section 3: Orkney |sland Attractions Heard of Wisted on this trip

Lamb Holm - ltalian Chapel

The next few questions will ask you about a range of attractions on 0 rtkney. We're interested in Burray - Fossil and Vintage

understanding your awareness of these attractioons and whether you visited them on you recent trip.

Centre
South Ronaldssy - Tomb of the
Which of these visitor attractions in Kirkwall have you heard of and which did you visit on Eagles
your recent trip? South Ronaldsay - Marine Life
Acuarium
Plea=e use the columns to indic ate, in the first column, which attractions you have heard of South Ronaldzay - Smithy
and in the gecond column which attractions you visited on this trip. bl Lzeum

HOTE: If you have not heard of any of these attractions please click "Hext' to continue. Sheila Fleet Wisitar Certre

Heard of Yisited on this trip

Section 3: Orkney Island Attracti
St Magnus Cathedral ection rkney Islan actions

Bishop's P alace andfor Earls
Palace

Orkney bMuseum

Orkney Wireless Muzeum
Highland P ark Distillery
Ortak Mzt Centre
Pickaguoy Centre

Section ¥ Orkney |sland Attractions



Which of these visitor attractions in West Mainland have you heard of and which did you visit
on your recent trip?

Please use the c olumnsto indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: if you have not heard of any of these attractions please click "Hext'to continue.
Heard of Wisted on this trip

Skara Brae

Sandwick - Skaill House

Stenness - Standing Stones

Stenness - Magshone

Stenneszs - Ring of Brodgar
Quooo - Orkney Brewery
Yisitor Centre

Esie - Broch of Gurness
Eraugh of Birsay

Birzay - Earl'z Palace
Birsay - Kirbuster Museum
Harray - Corrigal M uzeum

M arnick Head
Section 3: The Outer Hebrides Island Attractions
The next few questions will ask you about a range of attractions on the Outer Hebrides. We're

interested in understanding your awareness of these attractioons and whether you visited them on
wou recent trip.

Which of these visitor attractions on Lewis have you heard of and which did you visit on your
recent frip?

Plea se usethe columns to indic ate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attractions please click "Hext"to continue.
Heard of “Wisited on this trip

An Lanntair

Arnol Blackhouse

Bosta Iron Age House

Butt of Lewis

Callanish Stones

Carloway Broch

Dun Eizdean

Gearrannan Blackhou s Village

Lews Castle & Gounds
Loch Stiapabhat N ature
Resare

Morsz Mill and Kiln

M useum nan Eilean
Ravenspoint Centre
Shawhost Museum
Stornoway Golf Course
Woodlands C entre

Section 3: The Outer Hebrides Island Attractions

Which of these visitor attractions on Harris have you heard of and which did you visit on your
recent trip?

Plea se usethe columns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attractions please click 'Hext"to c ontinue.
Heard of Wisted on this trip

Bunavoneader Whaling Station

Clizham

Luskentyre Hamis Tweed

LuskertyreiSeilebost beach

Seallam Visitor Centre

St Clements Church

Teampall at Morthton

Section 3: The Outer Hebrides Island Attractions



Which of these visitor attractions on Horth Uist and B emeray have you heard of and which did
wou visit on your recent tip?

Please use the ¢ olumns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: i you have not heard of any of these attractions please click "Hext'to continue.
Heard of Wisted on this teip

Balranald Mature Reserve

Barpa Langass

Claddach Kirkibost Centre

Eilean Dombnuil, Loch Olakhat

Langass Woodland

P obull Fionn

Scolpaiy Tower

=t Kilds Viewpoint

Taigh Chearsabhagh

Teampull na Trianaid

Udal

Aird ma-Rhuibhe

Murses Cattage

Section 3: The Outer Hebrides Island Attractions

Which of these visitor attractions on Benbecula have you heard of and which did you visit on
your recent tip?

Please use the columns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: If you have not heard of any of these attractions please click "Hext to continue.
Heard of Wisted on this trip

Baille nan Cailleach

Benbecula Galf Course

Bonnie Prince Charlie Track

Borve Castle

Cula Bay

Section 3: The Outer Hebrides Island Attractions

Which of these visitor attractions on 5 outh Uist and E fiskay have you heard of and which did
you visit on your recent trip ?

Please usethe c olumns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attractions please click '"Hext' to continue.
Heard of Wisted on this trip

Askemish ! Tom Morris Golf

Course

Cille P headair
Cladh Hallan

Flare MacDonald Monument
Howenore “illage and Ancient
Chapel

Kilddonan M useum

Loch Druidibeay Mature
Resarve

Ormiclate Cadle
Cur Lady ofthe |sles
Folochar Stone

Am Palitician
Erizkay Ponies
Prince Charlie Beach

Section 3: The Quter Hebrides Island Attractions

‘Which of these visitor attractions on Barra and Vatersay have you heard of and whic h did you
visit on your recent trip?

Please usethe c olumns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: i you have not heard of any of these attractions please click "Mext'to continue.
Heard of Wisited on this trip

Airport Beach

Allathaszdal

Allt Eazdal

Barra Golf Course

Catalina Plane Site | Vatersay

Cille Bhata

Compton Mackenzie's House
and Grave

Herring Walk
Kizimul Castle

Wirgin and Child Statue, Heaval



Section 3: Shetland Island Attractions Which of these visitor attracti in the Westside and Central Mainland have you heard of and

which did you visit on your recent trip?

The next few questions will ask you about a range of attractions on Shetland. We're interested in

understanding your awareness of these attractioons and whether you visited themn on you rec ent trp. Please use the columns to indicate, in the first column, which attractions you have heard of

Which of these visitor attractions on the Horth Isles have you heard of and which did you visit
on your recent tip?

Plea=e use the columns to indic ate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: If you have not heard of any of these attractions please click "Hext'to continue.
Heard of Yisited on this trip

Hermaness Nature Reserve

and Yisitor Centre

Unst Heritage Centre & Unst

Boat Hawven

“iking Unst

Keen of Hamar

Hagdale Horse Mill
Muness Castle

Fetlar Inte maretive Centre
Fetlar RSP B Reserve
OldHaa

Section 3: Shetland Island Attractions

Which of these visitor attractions in Horthmavine, Lunnasting and Whal say have you heard of
and which did you visit on your recent trip?

Please use the columns to indic ate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attractions please click 'Hext'to continue.
Heard of Yisited on this trip

Ronas Hill

Eshaness

Tangwick Haa Mussum

Lunna Kirk

W halsay Heritage Centre

Hanszeatic Boath, Whalsay

The Cahin Museum

Section 3: Shetland Island Attractions

and in the second column which attractions you visited on this trip.

HOTE: If you have not heard of any of these attractions please click 'Hext"to ¢ ontinue.
Heard of Wisted on this trip

Huxter Mills

Stanydale Temple
‘Weisdale Mill (Bonhoga
Gallery)

Scallovey Museum
Scalloway Castle

Burland Croft Trail

Burra Heritage C entre
(E asthouss)

Section 3: Shetland Island Attractions

Which of these visitor attractions in Lerwick and B ressay have you heard of and which did you
visit on your recent trip?

Please ugethe columns to indic ate, in the first column, which attractions you have heard of
and in the gecond column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attractions please click "Hext"to ¢ ontinue.
Heard of Wistted on this trip

Shetland Textile Mussum 7 Bod

of Gremista

Shetland Museum and Archives
M areel
Shetland Family History Society

Fot Chatatte

Galley Shed Lerwick: Up Helly
Aa Exhibition

Clickimin Broch
BressayHeritage Centre

Moss

Section 3: Shetland Island Attractions



Which of these visitor attractions in the South Mainland and Fair Isle have you heard of and

which did you visit on your recent trip?

Please usethe c olumns to indicate, in the first column, which attractions you have heard of
and in the second column which attractions you visited on this trip.

HOTE: K you have not heard of any of these attra ctions please click 'Hext' to continue.

Hoswick Ysitar Centre
M ousa Broch
StMinian's [de

Croft House Museum

Guendale Water bl
Old Scatness Broch and [ron
Age Vilage

Jarlshof

RSPB Sumburgh Head
Reszere

Fair Izle Bird Observatory
George Waterson Mem arial
Centre, Fair lsle

Yisited an this trip

Plea se tick the box es below to indic ate if you took part in any of the listed activities during
your recent visit to {01.1}.

HOTE: i you took part in none of these activities please click "Hext' to continue.

Wizits to local leisure centres Family historyigenealogy research
Loch fishing F hotography/painting

Sea angling Knitting e diles

Cycling on & roadisurfaced path Musical entertainmentsfactivitie s

b aurt sin biking Listening totraditional music

Short walk - upto 2miles Guided tour

Longer walks - over 2 miles Shopping for local cratts or local products
Golf Other shopping

Divdng Trving local food

Saling “isiting Festivals or events

Kayaking Special event - personal eg. vedding
Rodk climbing Maturetndldlife stes

Watersports Archaeological sites

Other sporting activity Geological sites

General sightsesingftour Beachesicoastal scenery

Bird watching iewpoint sfpicnic areas

M aring wilcdlife watching Other

Other nature watching (foraffauna)
Pleasetype in the watersports adivity youtook part in

Fleasetype in the ather sporting adivities you took part in

Pleasetype in the ather activities you took part in




Of the activities you took part in during your visit to { 1.1 ywhich was your main activity? Which of the following information sources did you use to find out about or research {011}
Y v ) before you amived?
Wisitz to local leisure centres
Internetiaeh stes
Social media (Facebook/Twitter)

Tourist Board brochurezieaflets

Loch fishing
Sea angling

Cycling on & road/surfaced path
Wisitar Information Centre

Trawel Agert

M ourtain biking

Short walk - upto 2miles
Trawvel operators (ferrie s, arlines)

Guidebadks

Longer walks - over 2 miles

Galf
Diving Friendsivel ative stadvice from others
Saliing Other inform stion source
MNane

Kayaking . .
Where was the Msitor Inform stion Centre you used (e.g. Inverness, Glasgow)

Rock climbing
Watersports

Other sporting activity Please describe the other sourceds

General sightsesingftour |
Bird watching
M arine wdldlife watching

Other nature watching (foraffauna)

Section & Source of information for visit

‘Which of the following information sources did you use to find out about or research {Q1.1}
Family histaryfgenealogy research before you amived?

P hot ographylpainting Internetineh sites

Knittingtesties Social media (Facehook /T witer)
M usical entertainmentiacivities Tourist Board brochurezieaflets
Listening to traditional music Yisitor Information Centre

Guided tour Travel Agert

Shopping for local crafts or local products Trawvel operators (ferrie s, arlines)
Other shopping Guidebooks

Trving local food Friendsielative sfadvice from others
“isiting Festivals or everts Promote Shetland emailtelephone
Special event - personal e.9. wedding Promote Shetland Pocket Guide
Maturefwildlife sites (Other inform ation source

Archaeological sites None ofthe above
Geological sites ‘Where was the Msitor Information Centre you used (eg. Aberdeen, Inverness)

Beachesfcoastal scenery

Wigwpointshpicnic areas Plesse describe the other sourceis

+5 of inf ion for visit




Which of the following did you research via the internet/websites

Accom modation

Tranzpott to destination
Tranzpott from dedination
Wisitor centresivistor sttractions
Adtivities

Festivals/Events

Historyiculure
Genealogyifamily history
Matural history

Mone ofthe above

Other
Please describe the other research via the internetinebsites

‘Which of the following did you book via the internet/wehsites

Accom modation

Tranzpott to destination
Tranzpott from desination
Yisttor certresivisitor sttractions
Adtivities

Festival®wert tickets

Mone ofthe abowe

Other
Pleaze describe the ather booking made va internetinehsites

Please write in the names of the websites you used to research/book your visit. Please type in
the five main websites used.

Mame of website

Mame of wehsite

Mame of wehsite

| |
| |
Mame of wehsite | |
| |
| |

Mame of website

How =atisfied were you with the each of the following aspects of planning your recent trip?

“erys  Fairly =
atisfied  atisfied
Availahkility of inform ation online - (]
to help you plan your trip
Availahilty of inform ation off-
ling ta help you plan your trip

Getting to {&1.1}

Aailabilty of convenient air
routes to {211}

Availabilty of convenient zea
routes to {211}

The cost oftravel to @1 1} L

Pleaze tell us why you were dissatisfied with the

Meither

aatizfie Daon't

dnot di Fairlyd  Verydi ko

szatisfi izsatisfi ssatisf /not rel
ed ed ed evart

& O O @

3 O O @]

plan your trip to {01.1}

ilability of information online to help you

P lea ze tell us why you were dissatisfied with the

plan your trip to {01.1}

ilability of information off-line to help you

Plea se tell us why you were dissatisfied with getting to {Q1.1}

P lea ze tell us why you were dissatisfied with the

ilability of ient air routes to {01.1}

P lea ze tell us why you were dissatisfied with the

ilability of ient sea routes to {Q1.1}

Please tell us why you were dissatisfied with the

cogt of travel to [O1.1}




During your recent visit to {Q1.1} which of the following methods did you use to obtain
information about places to visit and things to do?

Brochure provided by MsitScotland or
Tourizt Board

Tour operator's brochure Which of the following did you use when leaving Orkney at the end of your recent visit?

A smartphonedirtemet ona mokile phone
The vsitScotland Day out app

Alaptop

AniPadtablet PC

! Wirkwall airpart

Guide Books (e.g. Fodaors, Lonely Planet)

Lacally produced guide hooks g Hirkwall ferry
Social media (Faceh ook Mwiter) Local heritage information (leaflets about . Stromness ferry
Cafe with Internet acoess the local area, maps, mini guides) L st Margaret's Hope femry

Amessedéggma v a”:ermingl_ in your Asking other travellers ) Bursick fery
accom modation or anather public area . oy
P Asking locals . Mone ofthese

Wisitor Information Centre

Aaki ietors: ice staff
Wisttar Information Paoint (locat ed in visitor NG PropriEOrsisenice sta

i i il ¥
attractions) None ofthe above \'\'l'l\JuId you recommend {Q5.1}to your family, friends or business colleagues?
]
During and after your recent trip to {01.1} did you do any of the following ? L Ma

Hploaded trip photos to the Intermet (ea FlicknF acshook) Please tell us why you would not recommend {05.1} and what we can do to improve?

Updated Facebook status about your trip
Tweeted about your trip

Blogged sbout your trip

Mone ofthese R B R R B
Section Five: Satisfaction with Transport

How satisfied were you with the each of the following aspects of your rec ent trip to {Q1.1}7

Naith Which of the following did you use when leaving the Outer Hebrides at the end of your recent
either

t visit?
satizfie Dom't -
dnot di Fairlyd  Wery di krioe o Stornowey sirport
“erys  Faitlys  ssatisfi izsatisfi ssatisi inot rel @] ;
atisfied  atisfied  ed ed ed evant - Benhecula airort
Availakility of mobile phone ) ) e ) ) ‘7 -+ Barra airpart
reception ) ) ! Starnoway ferry
Availabilty ofWiFitroadband 'S @) @) ‘7 ™
armess - - - - wo Tarbert ferry
Lochmaddy feny
Plea setell us why yvou were dissatisfied with the ilability of mobile phone reception in Lochboisdale ferry
011 Cadlebay ferry
L Mone ofthese
Would you recommend {(5.4} to your family, friends or business colleagues?
P lea se tell us why you were dis=atisfied with the ilability of WiFi/broadband accessin
{011}
Please tell us why you would not recommend {G5.4} and what we can do to improve?

Section Five: Satisfaction with Transport
Section Five: Satisfaction with Transport



‘Which of the following did you uze when leaving Shetland at the end of your recent visit ?

L Sum burgh airport

+ Haolmsgarth (Lerwick) ferry
"' Nane ofthese

‘Would you recommend {Q5.7} to your family, friends or business colleagues?
( Yes

( Mo

Pleasetell us why you would not recommend {Q5.7} and what we can do to improve?

Five: Satisfaction with Ti it

How satisfied were you with the ing aspects of your transport to and in {01.1}?
Meither
aatizfie Don't
dnotdi Faitlyd  Merydi kmowy
“Werys  Faitly s  ssstisfi  issatisi ssatisfi fnot rel

atisfied  atisfied =5 =5 ed evart
Cost of travel in {01 1} L L O L L O
Yalue for money of public @) @) ' @) @) '

tranzport, including local buses
and interdigand feries

Guality of public transport
svailabilty of public transport L O L L O

Plea=etell ug why you were digsatizfied with the cost of travel in {01.1}

Pleasetell us why you were dissatisfied with the value for money of public transport in {011}

Pleasetell us why you were dissatisfied with the quality of public transport in {01.1}

Plea=etell us why you were dissatizfied with the availability of public trangport in {01.1}

Section Six: Accommodation

What type of accommodation did you stay in during this recent visit to {01.1}% If you stayed in
morethan one type of ac commodation, please select the type that you stayed in for the

longest.

O Hotel (5 stariuxury)

" Hotel (4 star)

' Hotel (3 star)

' Hotel ¢1-2 star)

' Guest houseed and breakfast

Self-catering - rented houselcottagelchalet
Hostel
Camping Béd

" Static caravan
Please type in ather accomm odation

p Touring caravan pitch st servced campsite
. Tert st serviced campsite

g Tent (non-cam psite )

- Motorhom e at serviced cam psite

- Matorhom e (non-camp site)

| Staying with fiendsifamily

Second home

o Other

Thinking about the accommodation you stayed in, how satisfied were you with the following
aspects of your accommodation? If you stayed in more than one accommodation, please

¢ omiment on the one you stayed in longest.

“Werys  Fairly s

atisfied  atisfied
G ality of accom modation L L
Friendly and efficient zervce

Walue for money of
accom madation

Meither

satisfie Don't
dnot di Fairlyd  Wery di kniowe
saatisfi issatisf ssatisf fnot rel

e ed ed evant
( -~ i 3
4 ] (
4 ] 4

Plea se tell us why you were dissatisfied with the quality of accommodation {91.1}

Plea se tell us why you were dissatisfied with the friendly and efficient service {01.1}




Pleasetell us why you were dissatisfied with the value for money of accommodation {01.1}

Section Seven: Overall Satisfaction

How satisfied were you with the following aspects of your recent visit?
Meither
satizfie Don't
dnotdi Fairlyd  Werydi krioe
“erys  Fairly s ssstisfi issafisfi ssatisf fmot kel

atisfied  atisfied ed ed ed evant
“Walue for money of dining out LA LA C LA LA C
Availakility of local produce @] @] ' @] @] '
when dining out o o o o o o
Availabilty of information locally [ ' T [ '
about places you could visit o o o o o o
during your trp
GQuslity of Wsitor attractions, @] @] [ @] @] [
histaric sites, muzeum =, Wsitar o o o o o o
centres, etc
Walue for money of visitor ¢ ¢
attractions, historic stes, - -
museum s, visitor certres, etc
Cpportunities to sttend locsl @] @] ' @] @] '
eventsifestivals o o - -
Quality of local arts and crats @] ' @] @] '
products - - - - - -
Yalue for money of local arts e e
and crafts products - -
Quslity of local foodd and drink i i
products - -
Signpoing L L

Pleasetell us why you were dissatisfied with the value for money of dining out in {01.1}

Pleasetell us why you were dig=satisfied with the availability of local produce when dining out
in{Q1.1}

Pleasetell us why you were dissatishied with the availability of information locally about
places you could visit during your trip to {01.1}

Plea se tell us why you were dissatisfied with the quality of visitor attractions, historic sites,
mMUseums, visitor centresin {01.1}

Plea se tell us why you were dissatisfied with the value for money of visitor attractions,
historic sites, museums, visitor centres in {01.1}

Plea szetell us why you were digsatisfied with the opportunitiesto attend local events/festivals
in{a1.1}

Pleasetell us why you were dissatiefied with the quality of local arte and crafts products in
{01.1}

P lea se tell us why yvou were dissatisfied with the value for money of local arts and crafis
productsin {Q1.1}

P lea se tell us why yvou were dissatisfied with the guality of local food and drink productsin
{0113}

Plea setell us why yvou were dissatisfied with signposting in {Q1.1}

How likely areyou to visit {@1.1} in the next five years for a leisure holiday or short break?
-':“.‘- Wery likely

2 Fairly licely

Meither likely nor unlikely

Fairly unlikely

) Wery unlikely



What could {G1.1} tourism industry do to improve your visitor experience or encourage you to Where do you normally live ?

visit again? - -
L Scotland L2 ttaly
L England L2 Spain
L wales C\- Metherlands
! Marthern Ireland C‘- Other Europe
‘Was there any activity you felt was not provided for adequately on {Q1.1} or not provided at @) Other UK ' USA
all? o o
:\ + Republicoflreland (,_ ~ Canada
L Moraay L mustralia
. France [ Mew Fesland
L Germ any L Other countey
Overall, has your recent visit to {01.1} met, exceeded or failed to meet your expectations? Flease type in other European courtry
. Exceeded expectations | |
X Pleaze tywoe in other country
M et expedations | |
Did not meet expectations
. Mot sureican't say Section Hine: Details of Group/Party
Would you recommend {01.1}as a holiday destination? Which of these best describes who was with you on your trip to {01.1}7
- es L Traveling alone
o Mo ) Partnerispouse
- Dant know L With ehildichildren
What was the highlight of your recent visit to {Q1.1} or the single thing thing that you enjoyed < With parents o partner's parsnts
or appreciated most? . Other members of family
" Frignds
L With organised grouptour
. Businesshaork colleagues
. n L Someone elss
Section Eight Please tell us about you Wiho else is with you on your trip?
What gender are you? | |
:: :: M ale How many people, including yourself, were in your immediate group or party visiting {01.1}?
L Female
Which of the following age groups are you in? If you would like to be entered in the prize draw for an iPad, please confirm your email
o 1624 addresz. Your email will only be used for the purposes of the prize draw and not for any other
.y - purpose.

Thank you for completing the questionnaire. Please now press submit to ensure we receive

P ur response.
o Ower B3 o P

. Prefer not to say



APPENDIX 3: FACE-TO-FACE CALIBRATION SURVEY QUESTIONNAIRE

ISLANDS CALIBRATION SURVEY — The OUTER HEBRIDES

Interviewsr nare (print): Signature Date (one sheet pardate)

A Day of the week (print): B. Interviews location: Airports — Stornoway / Benhecula / Barra (circle location)
Ferries - Stomoway / JTarhedt / Lochmaddy / Lochhoisdale / Castlehay

Good morningfafternoonfevening, my name is ... from the independent research agency, Scotinform Ltd. We are carrying out an audit of visitors as

they leave the Outer Hebrides on behalf of the Scottish national tourism arganisation, VisitScotland, Highlands and Island Enterprise and the YWwestern
Isles Council. ENSURE RESPONDENT 1S DEPARTING TO A RELEVANT DESTINATION (See note helow)

1 How many people, including yourself, are in your immediate group or party?
WRITE IN NUMBER, a. h. C. d. N f. q. h. i. j- k. I m. n. 0.
INCLUDING RESPONDENT

2 Where do you normally live?
ONE ANSWER OMNLY

The Outer j;lghﬂ_dgmw 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 | CLOSE
Scotland. .. 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2 |ASK O3
Other Uk - EngN‘-faIfNI 3 3 3 3 3 3 3 3 3 3 3 3 3 3 i |ASK Q3
Owerseas. .. 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4 |[ASK Q3
3 Which of these best describes your
current visit to the Outer Hehrides?
ONE ANSWER ONLY
On holiday/leisure trip — owvernight. . 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1
On holiday/leisure trip — day trip..... 2 2 2 2 2 2 2 2 2 2 2 2 2 2 2
P “isiting friendsirelatives — avernight 3 3 3 3 3 3 3 3 3 3 3 3 3 3 3
“isiting friendsfrelatives — day trip... 4 4 4 4 4 4 4 4 4 4 4 4 4 4 4
On business trip — owvernight. .. 5 3 5 5 3 5 3 A 5 3 A 3 A 5 3
On business trip — day trip. .. 5 3 5 5 3 5 3 5 5 3 5 3 5 5 3
Mo-in transit, not visiting O Hebrldes 7 7 7 7 7 7 7 7 7 7 7 7 7 7 7

THANK RESPONDENT

RELEVAMT DEPARTURE DESTIMATICMNS: Ferry: Ullapool, Uig, Ohan. Flight: Inverness, Aberdeen, Glasgow, Edinburgh.



