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About this document 
This document contains a summary of the findings and 
key recommendations from the Mid-Term Review of the 
Glasgow Tourism & Visitor Plan (GTVP)  2016-2023. The 
Review was carried out by TOPOSOPHY Ltd in coop-
eration with the GTVP key delivery partners Glasgow 
Life, Scottish Enterprise and VisitScotland in the period 
January-March 2020. The Review included a stakeholder 
consultation with 55 individuals from a range of public 
and private sector organisations in the city. 

Special note: Covid-19
It is important to note that the data, insights and con-
sultation input that constitute this review were gathered 
and assessed prior to the extensive outbreak of Covid-19 
in the UK, and subsequent imposition of public health 
measures to slow the spread of the virus. At the time 
of publication (April 2020), these measures were due to 
stay in place for an indeterminate amount of time. As a 
result, the full impact of Covid-19 on Glasgow’s economy 
is yet to become clear. Nevertheless, it is recognised 
that the impact of Covid-19 will require a strengthened, 
collaborative approach between all stakeholders in 
Glasgow, and between the city and national authorities 
to ensure that the city is put on a path to sustainable 
recovery as soon as possible, and that tourism’s role as 
a driver of recovery is maximised to its full potential.

CONTEXT 
National and  international context
The Mid-term Review of the GTVP has taken place at a 
strategically important time, both for tourism in Scotland 
and in terms of the way that tourism is managed and 
marketed in cities around the world. In both cases, a 
noticeable shif t has occurred away from asking “what 
can we do for more tourism?” towards asking “what can 
tourism do for our place?” The term place is significant 
too, as it recognises that tourism occurs in locations 
where people live, and that tourism development should, 
wherever possible, contribute to and not detract from the 
quality of life and wellbeing of local residents.

The new national tourism strategy Scotland Outlook 
2030 (published March 2020) also takes a more holistic 
view of the visitor economy, and seeks to balance the 
interests of residents, visitors and businesses. As such, it 
reflects a much more contemporary approach to tourism 
development, recognising that tourism is not an end in 
itself, but a means to achieving better outcomes for local 
communities.stakeholders in Glasgow, and between the 
city and national authorities to ensure that the city is put 
on a path to sustainable recovery as soon as possible, 
and that tourism’s role as a driver of recovery is maxim-
ised to its full potential.

Tourism in Glasgow - overview
Tourism makes a strong contribution to Glasgow’s econ-
omy and the production of the GTVP was the first action 
envisaged by the Glasgow Economic Strategy 2016-
2023, immediately after its publication in 2016.  Tourism 
and events are recognised in the Economic Strategy as a 
key sector to be supported in helping to make Glasgow 
the most productive city in the UK.  While the city has a 
leading position in hosting business and major cultural 
events, the GTVP has placed particular focus on promot-
ing culture and creativity as a driver of leisure tourism to 
the city. The Plan has also sought to stimulate demand by 
positioning Glasgow as a ‘Gateway to Scotland’. 

Looking ahead, as we overcome the effects of the 
coronavirus on the city’s economy, it will be even more 
important to recognise tourism’s role in delivering wider 
sustainable economic growth as well raising the repu-
tation and profile of our city.   Tourism creates jobs and 
encourages investment, not only in the tourism sector 
itself but across a wide range of sectors, and there is 
a major opportunity for us to work together, to grow 
Glasgow’s profile as a leisure destination further. For this 
reason, it ’s also vital to ensure that representation by 
the city’s tourism sector is strengthened in our strategic 
committees and forums, to ensure that its voice is heard, 
and its importance is recognised. 

Finally, given that many areas of the Customer Experience 
(e.g. planning, licensing, management of public realm) 
are under the responsibility of Glasgow City Council, it 
is important to ensure that there is a strong relationship 
both strategically and operationally, to ensure that tour-
ism to be considered in strategic and local planning in 
Place and Economic agendas, and that together, we can 
increase the value of leisure tourism to our city.

© Glasgow Life. All rights reserved.
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Glasgow’s overall performance as a leisure destination 
has seen an improvement in recent years. In 2018, leisure 
visitors accounted for 44% of overall visits to the city. 
(If visits to friends and relatives are added, this amounts to 73%).

A significant rise in visits and spending by international visitors has helped to offset a 
decline in visits and spend by domestic (UK) visitors, making the overall picture broadly 
positive. Glasgow’s performance outpaces Scotland’s overall national performance in that 
increases in international visitors and spend in the city have been higher than the country 
as a whole, while its declines in domestic GB visits and spend have also been more pro-
nounced than for Scotland as a whole. 

PERFORMANCE 
AGAINST TARGETS, 
TO DATE

ORIGINAL TARGETS 
In meeting the broader objectives of the Economic Strategy 
described above, the GTVP set out to achieve three broad 
targets:

Increase the volume of tourists by 
1 million; from 2 million in 2013 to 
3 million in 2023;

Grow the value of tourism from 
£482 million to £771 million, and;

Contribute an additional 6,600 jobs 
in the city.
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PERFORMANCE 
The following section gives a headline summary of the 
city’s tourism performance, using data compiled from 
VisitScotland data on GB Tourism Survey and VisitScotland 
data on the International Passenger Survey:

OVERNIGHT STAYS & SPENDING 
INTERNATIONAL VISITORS   
2018 was a record year for international tourism, with 
837,000 trips, 4.8 million overnights and nearly  £351 
million in visitor spend (based on annual figures).

6
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visitor trips
In 2018, there were 2.26 million trips compared to 1.94 million trips 
in 2013. The current target for trips by 2023 is 2.85 million. By 2018, 
Glasgow had achieved 36% of its 2023 target for tourism trips.

overnight stays
In 2018, there were 8.15 million nights compared to 6.3 million nights 
in 2013. The current target for overnight stays by 2023 is 9.25 million. 
By 2018, Glasgow had achieved 63% of its target for overnight stays.

spending
In 2018, tourism spend reached £662m compared to £482m in 2013. 
The current target for visitor spend by 2023 is £771m. By 2018, 
Glasgow had achieved 62% of its 2023 target for tourism spend.

2

Figure 2.2.2: 
International trips and spending in Glasgow, 2015-2018

Figure 2.2.3: 
Share of international trips by purpose of trip in Glasgow in 2018

 —  The growth of international tourism in Glasgow in 
terms of visitor nights (+13%) and spend (+16.8%) 
outpaced respective growth rates of visitor nights 
(+3.9%) and spend (+8.8%) for Scotland as a 
whole, based on figures of 3-year average change 
between 2015-2017 and 2016-2018

 —  International visitors spend 5.3 days on average 
in Glasgow, with signs of modest growth from 
2015 onward (based on figures of 3-year average 
change between 2015-2017 and 2016-2018)

 — Holiday (+10.5%) and VFR trips (+8.5%) set the 
pace for the growth of international trips from 
2017 to 2018

 —  The US is the top international market for 
Glasgow with 144,000 trips in 2018, yet there are 
four additional markets (Germany, Italy, France 
and Australia) that counted more than 50,000 
trips in 2018 

 — International tourism provided the largest share 
of visitor spend (53%) in Glasgow, while counted 
for 37% of visits in 2018. Together, holiday trips 
account for almost 1 in 2 trips taken in Glasgow 
by both domestic and international visitors.
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 —  The losses of domestic tourism (-2.7% in visits and 
-7% in visitor spend) have largely resembled the
pattern of negative growth for domestic tourism
in Scotland (-1% in visits and -6% in visitor spend)
(based on figures of 3-year average change
between 2015-2017 and 2016-2018).

 — The average length of stay of domestic visitors in 
Glasgow (2.3 days) is less than half of the  aver-
age length of stay for international visitors (5.3 
days) 

Jobs
In 2017, Glasgow registered a 2% increase in sustainable tourism employment com-
pared to 2016, outperforming Scotland by 1% and bringing the total number of jobs to 
29,300.

Accommodation performance
Despite a slight decrease (-1%) in accommodation occupancy, both ADR (£76.52) and 
RevPAR (£61.77) had a positive performance in 2018 (+6% and +4 growth compared to 
2017 respectively) (STR Destination Report, 2018). 

Additional Gross Value Added
In 2017 the total contribution of the tourism sector to the economy (defined as addi-
tional GVA), totalled £432 million, representing an additional £113 million since 2015. 

OVERNIGHT STAYS & SPENDING  
DOMESTIC VISITORS 
In 2018, Glasgow saw the lowest figures of domestic 
visitors (1.43 million), nights (3.3 million) and spend (£311 
million) during the 2015-2018 period (based on annual 
figures).

© Glasgow Life. All rights reserved.
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KEY TOURISM 
MILESTONES IN 
GLASGOW

The GTVP outlined ten Priority Action 
areas to facilitate the proper execution 
of the strategy:

— Leadership 
— Cultural Tourism
— Strategic Partnerships
— Destination Marketing
— Events Strategy
— Customer Experience

— Transport Connectivity
— Digital
— Capital Investment
— Skills
— Jobs and Business 
 Leadership.

In addressing these action 
areas, these are some of 
the milestones achieved 
to date:

1

Campaigns surrounding the 150th anniversary of 
the birth of Charles Rennie  Mackintosh were suc-
cessfully carried out, with widespread social media 
engagement and increases in visits to venues related 
to the artist. 

2

Highly popular natural history exhibitions (Dippy and 
T-Rex) took place, along with record breaking attend-
ance at the Celtic Connections music festival and
increases in visits connected with major events at
the Scottish Exhibition Centre.

3

The Next Stop Glasgow campaign and seven addi-
tional themed campaigns in the UK between 2017 
& 2019 focused on positioning Glasgow as the 
“Gateway to Scotland”. They achieved a combined 
audience of 2 million through cinema advertising 
and approximately 33 million impressions from social 
media marketing.© Glasgow Life. All rights reserved.
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Significant investment has been made in Glasgow’s 
public infrastructure and cultural at tractions. 
Milestone investments include the £10m Mackintosh 
Willow project, the opening of £10m Clydeside 
Distillery, the start of the £66m Burrell Renaissance 
Project (and the surrounding Pollok Park).

5

With the support of a £115m investment from the 
Glasgow City Region Deal, the Avenues Programme 
and other place making initiatives will further help to 
boost the city’s profile as a leisure destination.

6

Glasgow has become internationally renowned 
for hosting successful major events such as the 
Commonwealth Games in 2014 and inaugural 
European Championships in 2018. Major events 
enjoy broad local support, and provide us with many 
opportunities to encourage attendees to stay longer 
and enjoy more of the city.

7

The year 2018-2019 was the city’s busiest yet for con-
ferences, with 550+ conferences organised bringing 
an estimated economic benefit of £150m to the city.

8

Glasgow is consistently a pioneer when it comes to welcoming delegates from around the world. For example, 
the People Make Glasgow Welcome initiative made Glasgow the first host city in the world to launch a bespoke 
programme of awareness sessions for the tourism and hospitality industry in advance of three major 
international medical conferences in the field of Haemophilia, Down Syndrome and Motor Neurone Disease. 
10% percent of delegates who attended these conferences were people living with the condition under 
discussion. As a result of this training, 700 delegates enjoyed the warmest and most appropriate welcome to 
the city.

© Glasgow Life. All rights reserved.
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In October 2019, Glasgow was nominated the 4th city 
in the Global Destination Sustainability Index, a sig-
nif icant achievement. Glasgow has featured in the 
top 10 of the Index since 2016 and remains the only 
UK city to be included.

10

A wide variety of B2B workshops and events have been 
delivered in partnership between Glasgow Life, Scottish 
Enterprise and VisitScotland. These include the cus-
tomer-service focused Glasgow Welcomes Initiative, a 
successful programme that has led the way for similar 
initiatives in other regions of Scotland.  The new Aspiring 
Leaders Programme will help to shape the future leaders 
of Glasgow's hospitality and tourism industry through a 
series of targeted, specialised workshops.

11

Work is ongoing to coordinate product develop-
ment among Glasgow’s tourism industry through 
Experience Glasgow as well as a travel trade prod-
uct development programme developed between 
Glasgow Life and VisitScotland. The Programme 
has seen 57 new products created and brought to 
market, while 27 businesses have been supported 
to become travel trade ready.

13
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REFRESHED TOURISM & VISITOR PLAN 
OUTLINE (proposed)

The following section outlines a refreshed strategic 
approach to be taken for the remainder of the strategy 
period. It is based on the Mid-term Review of the existing 
GTVP and the new national tourism strategy Scotland 
Outlook 2030:

LOOKING AHEAD

The Mid-Term review of the Glasgow Tourism & Visitor 
Plan provides the opportunity to assess performance 
to date, and make adjustments where necessary to 
ensure that the city is pursuing the right targets in the 
right way. In line with the approach taken to the national 
tourism strategy, as we move forward it will be increas-
ingly important for us to take a holistic view of tourism 
in Glasgow; recognising the scale and diversity of the 
visitor economy, and ensuring that tourism has a positive 
impact on the lives of Glasgow’s residents, as well as 
our visitors. 

It is important to reflect this in our governance and lead-
ership structures too. In responding to Covid-19 we shall 
strengthen communication and collaboration between 
all stakeholders involved, and work towards establishing 
a formal partnership model that can facilitate implemen-
tation of the plan in the coming years.  

© Glasgow Life. All rights reserved.

To develop Glasgow as an outstanding leisure destination that offers 
an excellent experience for residents and visitors and contributes positively 
to the city’s communities and economy.

mission

sustainability 
In delivering the strategy we will 
ensure that tourism plays its part in 
improving its impact on Glasgow’s 
environment, communities and 
economy.

shared responsibility 
We will adopt a team approach to 
delivering TVP, based on 
collaboration and support from a 
wide range of public and private 
stakeholders

guiding 
principles

1  Sharing our cultural city

2  Developing innovative
and competitive 
products and services

3  Supporting seamless 
 journeys 

wayfinding, ease of navigation, 
bookability, accessibility

4  Building on events
by encouraging visitors to stay 
longer and explore the city

strategic 
priorities

 — A thriving liveable city, 
with shared benefits 
for all 

 — Integrated delivery: 
a ‘Team Glasgow’ 
approach

 — Sustained public & 
private investment

 — Connectivity to our key 
markets, and seamless 
mobility within the city

 — Skills, innovation & good 
business leadership

 — Timely data and insights 
to support decision 
making

conditions 
for success
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S trengthen the integrated partnership 
approach to delivery between Glasgow Life, 
Scottish Enterprise and VisitScotland, and 
formalise Glasgow City Council’s role in stra-
tegic and operational decision making, and in 
delivery

 Maximise opportunities for engaging Glasgow’s 
tourism industry in delivering the plan, and in 
boosting the city’s competitiveness as a leisure 
destination through a united ‘Team Glasgow’ 
approach 

 Develop and agree an action plan, focussing 
on delivering on the refreshed Tourism and 
Visitor Plan (see page 15 of this document) 

 Streamline the structure for operational deci-
sion making between the delivery partners and 
agree roles and responsibilities for delivery

 Widen industry participation in strategic 
decision making and strengthen industry 
involvement in delivering the Plan, with a view 
to moving to a more formal partnership struc-
ture (where the public and private sectors may 
pool resources in order to pursue the objec-
tives of the GTVP  in the mid to long-term).

 Reprioritise the Plan’s targets, making increas-
ing the value of tourism to Glasgow the main 
objective (e.g. measured by value per visitor), 
and using the volume of visitors a KPI, rather 
than a target. 

 Enhance the range of data and insights availa-
ble to Glasgow’s tourism stakeholders in order 
to support informed decision making. Improved 
insights will help us to monitor our performance 
more effectively, and help us to track a broader 
range of KPIs that can help us to take a more 
sustainable approach to delivery.

 Develop a more integrated approach to 
engaging with visitors, residents, businesses, 
investors and other relevant groups, through 
marketing and communications.

SUMMARY 
key recommendations 
to 2023

To find out more or get involved, visit: 
www.glasgowtourismandvisitorplan.com 
or email: 
hello@glasgowtourismandvisitorplan.com

Join the conversation and keep up-to-date 
with Glasgow’s tourism news by following 
us on Twitter: @GlasgowTourism



LET’S CONNECT AT
WWW.GLASGOWTOURISMANDVISITORPLAN.COM 

PRODUCED IN COLLABORATION WITH:




