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Executive Summary

Despite Scotland’s strong reputation abroad the Scottish economy compares poorly with the world’s leading economies in important predicators of economic performance such as entrepreneurship, research and development and productivity.  These limitations constrain growth and make Scotland vulnerable to the effects of intensifying global competition.

While Scotland undoubtedly possesses the natural, heritage and cultural resources to be a front-runner among leading tourism destinations, research shows that the offering is not yet sophisticated enough to meet rising consumer expectations. Scotland’s tourism industry is not yet providing a rich enough range of products, in combinations compelling enough to win a larger share of the international market.  Meanwhile competitive pressure is intensifying from destinations that demonstrate the ability to manage collaboration between providers and the competencies to deliver a new generation of tourism products and services. 

As Scottish Enterprise is tasked with supporting businesses to become more competitive, interventions that engender innovation and creativity in product and process development are regarded as central to the success of the Network.  This conviction has resulted in a strong emphasis on developing knowledge of how entrepreneurship and innovation can be stimulated, encouraged, recognised and translated into competitive advantage for Scottish companies.  

Scottish Enterprise has created, developed and delivered a multi-faceted, integrated approach to stimulating change throughout the tourism industry.  This programme of funded activities and interventions, known as the Tourism Innovation Approach (TIA), is tailored to the specific needs of the tourism industry.  The vision behind this approach was to stimulate step change in the tourism industry through a range of interventions that would successfully inspire, drive and channel higher levels of innovation in product and service development in the tourism sector.  The approach was formulated through a cluster of interventions as follows:

Innovation Ambassadors Programme

Tourism Innovation Group (TIG)

Toolkit Workshops (Open, In-House and Group)

Tourism Innovation Development Awards (TIDA)

Tourism Innovation Day (TID)

Learning Journey to California

The purpose of this report is to present the methodology and findings of the process undertaken to evaluate these interventions.  The evaluation was designed to identify the changes in business performance and economic impacts, which arose from the interventions central to the Tourism Innovation Approach.  The report also identifies some key recommendations for the future of the Tourism Innovation Approach.

The Tourism Innovation Approach has received strong endorsement from programme participants, key stakeholders and public sector partners. As a programme of industry interventions it is viewed as an example of good practice that has resulted in stronger relationships between Scottish Enterprise and the tourism industry.  The main reasons for its effectiveness in achieving the aims and objectives for which it was designed are that the approach:

· is born out of research and development that involved collaboration with industry representatives

· is tailored specifically to the needs of the tourism industry taking into account industry conditions, challenges, opportunities and aspirations

· is focused on achieving specific outcomes relating to products and services 

· has increased the confidence and capability of participants to innovate and collaborate 

· is designed specifically to stimulate and enable collaboration in the industry

· has been delivered by those responsible to a very high standard, with drive, determination and enthusiasm

· is seen as resulting in real improvements to products and services 

· has stimulated a strong appetite for improvement and for change in participating organisations. 

While many of the examples of innovation and collaboration that have resulted from the programme have now reached the market, many are still in the developmental pipeline and will contribute to building Scotland’s competitive advantage in the future. 

Overall, the Tourism Innovation programmes as a group are a cost-effective use of public sector resources to generate economic impact. Net additional GVA of £6.1m has been generated so far, ten times the costs of the interventions as a group, with cost per net job created of £3,200 – a favourable result.  

The findings of the evaluation strongly suggest that the Tourism Innovation Approach as a group of programmes represents a cost-effective use of public sector resources to generate economic impact.  Although we have not set out the impact conclusions for individual programmes, it seems clear that some (especially the Learning Journeys and the Ambassador Programme) are generating good impacts at very limited cost.  

The TIDA Awards have been excellent in that they deliver very high additionality and low displacement.  Net additional GVA of £1.3m has been generated by the TIDA programme so far, with cost per net job created of £6,900. While these represent robust results, it should be noted that many projects which have been awarded support through TIDA, are still progressing through the product development “pipeline” and are likely to yield significant impacts over the next three years.
Additionally the recommendations provided in this report for the continual enhancement of the programmes will be important to sustaining the influence and impact of the Tourism Innovation Approach.  The overall picture is, we conclude, a wholesome one and provides justification for the continuation of the programmes.  

.  

Introduction

Scottish Enterprise has created, developed and delivered a multi-faceted, integrated approach to stimulating change throughout the tourism industry.  This programme of funded activities and interventions, known as the Tourism Innovation Approach (TIA), is tailored to the specific needs of the tourism industry.  The vision behind this approach was to stimulate step change in the tourism industry through a range of interventions that would successfully inspire, drive and channel higher levels of innovation in product and service development in the tourism sector.  The approach was formulated through a cluster of interventions as follows:

Innovation Ambassadors Programme

Tourism Innovation Group (TIG)

Toolkit Workshops (Open, In-House and Group)

Tourism Innovation Development Awards (TIDA)

Tourism Innovation Day (TID)

Learning Journey to California 

Figure 1 provides an overview of the Tourism Innovation Approach by showing the principal funded interventions, clustered in the centre of the diagram, as well as the peripheral supporting activities, communications and related industry groups, which have influenced the success of the programme. 

Scottish Enterprise Tourism Innovation Approach
Figure 1
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The industry interventions, funded by Scottish Enterprise, are the focus of the evaluation commissioned by Scottish Enterprise and conducted by Frontline Consultants.  The aim of the evaluation was to identify the value that has resulted from the delivery of these interventions.  The purpose of this report is to set out the findings of the evaluation process and to provide recommendations that will inform future investment.

Each individual intervention was designed and developed to stimulate innovation and collaboration within different target groups striking at both a strategic and operational level.  In section 3 of the report we provide an analysis of the strategic issues relevant to this review, while later sections of the report provide information of an operational nature.  The target market for the investment programme was:

1. SMEs in the tourism sector 

2. the most innovative SMEs demonstrating potential for growth and capability in innovation

3. exemplars who would help to demonstrate the benefits of innovation to others in the industry

4. groups of companies who develop an innovative approach to a shared issue or opportunity through collaboration

The evaluation was designed to identify the changes in business performance and economic impacts, which arose from the interventions central to the Tourism Innovation Approach.  We set out our methodology for the delivery of the evaluation in section 2 of this report.  A summary of each strand of the approach is as follows.

1.1 Innovation Ambassadors Programme

The Ambassadors Programme, initiated in 2001, was the starting point for the whole innovation approach and its aim was to develop the approach at a strategic level by influencing a wider base of companies across the industry, including both clusters of companies and individual companies. 

Initial activity included: 

· sharing of current information on the industry at that stage 

· workshops 

· a learning journey to the Disney Institute, including the Disney Institute approach to innovation and collation of learning 

· ‘Internal Consultancy’ to generate ideas for participating businesses and encouraging collaboration within the industry 

Each member of the programme was charged with the objectives of: 

· stimulating the success of the approach at a strategic and operational level 

· encouraging Scottish tourism businesses to achieve higher levels of innovation in product and service development

· inspiring others to develop their own innovation and creativity and to encourage effective practice and management of innovation

Members were to achieve these objectives via contribution to key meetings and events, facilitation at industry events, by supporting organisations to implement innovative thinking and by innovation in individual approaches to staff management and product development.

1.2 Tourism Innovation Group

The Tourism Innovation Group (TIG) grew from the Ambassadors Programme and has grown from 2002 onwards.  The main objective of the TIG is to drive long-term strategic change in Scottish Tourism.  This was to be achieved by promoting innovation across the Scottish Tourism Industry.  The aim was to take a national leadership approach in order to ensure that developments within the sector are industry led rather than heavily dependent upon the public sector.  The TIG initiated ‘Pride and Passion’ which is now a successful consumer led body for the industry.  The group includes a breadth of membership, which spans business leaders, entrepreneurs and representatives from national support agencies.  The TIG runs different projects under the remit of communications, transport, sustainability, linkages, global perspectives and food and drink.  The TIG are now responsible for managing the Tourism Innovation Day which represents the lead the industry now takes in development of innovation.

1.3 Innovation Toolkit

The Tourism Innovation Toolkit is an interactive business tool developed by Julie Franchetti, Business Manager, Tourism in 2002 and launched in January 2003.  This innovative resource is designed to offer a range of techniques, innovative tools and activities to help tourism businesses become more creative and innovative in their approach.
The impetus for developing this project is the recognition of the need to address higher levels of innovation in product and service development in the tourism sector across Scotland.

Tourism businesses can access the toolkit in a variety of ways:

· open workshops – one day workshop, at a cost of £95 for two people, with other companies, held at various locations across the Scottish Enterprise area

· in-house workshop – where the facilitator delivers a work shop to one particular business

· group workshops – focused workshops for existing groups and associations

Tourism Innovation Development Award (TIDA)

The objective of the Tourism Innovation Development Award (TIDA) was to provide financial assistance to individual companies presenting innovative ideas for product and service developments.  The aim was to stimulate innovative thinking by helping businesses to turn ideas into profitable results.  TIDA is competitive, submitted projects are judged against various criteria such as the uniqueness of the idea, the potential for increased turnover, improved profits, more jobs and increased visitor numbers.  This has resulted in a “pipeline” of new products and services that are currently at different stages of development and a significant number which have reached the market.

1.4 Tourism Innovation Day (TID)

The first Tourism Innovation Day (TID) was held in 2003 with the objective of influencing tourism companies across Scotland.  Since then there have been two further days in 2004 and 2005 with another day planned for 2006.  The aims of each day were to inspire and educate and to stimulate collaboration amongst businesses in the industry.  The content of the day typically includes: speakers, workshops, ‘learning zones’ and networking all around different themes relevant to the industry.  Previously organised by Scottish Enterprise the Tourism Innovation Group is now organising the day in 2006.

1.5 Learning Journey

The objective of the Learning Journey was for participants to gain insights into international examples of good practice which would in turn influence Scottish Enterprise’s strategic approach to developing a culture of innovation within the sector.  The aim was to stimulate post journey collaboration and sharing and dissemination of relevant information drawn from the journey.  The challenge was then to stimulate innovation in product and destination development.  The participants agreed from the outset that they would share information from the journey by arranging to provide briefings at meetings and events which included other organisations in the industry. 

The structure of the journey was designed to ensure that participants gained an understanding of the strengths and weaknesses of the Scottish Tourism industry and of how innovation can add real value to tourism businesses. Ideas derived from the journey were categorised into; product development, people involvement, customer empathy and seasonality.  These themes were used as the basis for further engagement with the industry.  Key strategic issues have been established which are addressed by an action plan to be released in the near future. 

As part of this evaluation a sample of participants from each project was contacted in order to establish the extent to which each individual programme achieved the aims and objectives initially set for the interventions. 

In bringing together the interventions into a multi-faceted, sustained programme of activity the aim was to stimulate significant change in the culture of the tourism industry.  This change would be driven by the increased appetite and capability of businesses to innovate through collaboration and fuelled by the business benefits that flow from increased innovation and collaboration.  This would create a “snowball effect” resulting in:

· a richer tourism product resulting from greater innovation and collaboration 

· more choice for the consumer

· a decrease in the reliance of the industry on public sector support 

· increased industry led developments. 

This self-sustaining model is depicted below. 
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Method

The method of working for the project is outlined in the diagram below and described in further detail in the following section.
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1.6 Project mobilisation and design

We started the project with a mobilisation meeting to agree:

· detailed objectives for the project

· who should be involved – key stakeholders and contact detail

· what success of the project looked like and how to evaluate it

· types of analysis and deliverables

· what background material and information exists

· project process and timescales

· management and reporting arrangements

· sampling framework and outline questions

· agreed approach 

1.7 Desk research 

We reviewed the current and previous material regarding the Tourism Innovation Approach to establish a baseline for the evaluation.  This review was primarily desk based and included:

· in-depth review and analysis of available data – this included a review of participant information held by the tourism team, segmented by type of intervention 

· collection and review of information on the costs of delivering support over the period being evaluated

· original approval papers showing aims, objectives and targets

· review of previous evaluation material and Survey Monkey
 outputs

· analysis of objectives and targets to establish level of achievement

In reviewing this material, we started to establish a clear picture of the current state of the Tourism Innovation Approach.  In addition, the desk research informed the development of:

· questions for delivery agents and other stakeholders

· questionnaires for individual interventions

· a framework to capture the quantitative and qualitative outputs

1.8 Questionnaire design and sample selection

We designed six questionnaires (see Appendix 2), one for each of the intervention areas:

· Tourism Innovation Group

· Ambassadors Programme

· Learning Journey

· Tourism Innovation Development Award – Successful and Applicants

· Tourism Innovation Day

· Tourism Innovation Toolkit

These questionnaires were designed to ensure areas of commonality as well as the specific elements of each intervention were captured.  Specifically we captured:

· changes to behaviour – mindset change, collaboration, influence, information and awareness

· impacts (see below)

The answers to these questions fed into the balanced scorecard, providing information on:

· business development perspective

· customer perspective

· innovation, learning and behavioural development

1.9 Economic impact
An important part of the brief for the evaluation was to establish the economic impact of the Tourism Innovation programmes in line with Treasury standards.  There was a degree of complexity in evaluating six different programmes at one time, so it is worthwhile setting out the method which was used.

Impact methodology

Telephone interviews were carried out with around 50 businesses which had taken part in one or more of the programmes.  The sample size ranged from 82% among TIDA winners to 1% among businesses which had taken part in the Innovation Day.  For economic impact purposes, it is important to be able to convert the impact from the sample to one which represents the population of supported businesses as a whole, termed ‘grossing up’.  This was looked at programme by programme.  In the case of three programmes, the sample was good enough to allow grossing up to take place.  These were:

· TIDA winners

· Learning Journeys

· Ambassador Programme.

In the three other programmes, the sample was not large enough to justify grossing up.  In these cases, the impact within the sample itself was taken to be the impact of the population as a whole.  This is liable to lead to an underestimate of impact; however, this is better than converting from a very small sample to a large population with the potential which this has to distort impact findings significantly.  The three programmes where grossing up was not done were:

· Tourism Innovation Day

· Toolkit

· Tourism Innovation Group

It was agreed with the client that economic impact should be calculated over the programme as a whole rather than for each of the six individual initiatives.  This was because of the high incidence of businesses taking part in more than one programme, with the corresponding difficulty in attribution.  An exception was made in the case of TIDA Award Winners because the sample was especially good in this programme and because of the expected significance of the intervention.  So impacts are presented for the programme as a whole and for TIDA Award Winners separately.  In measuring TIDA impacts, however, the possibility of other programmes generating some of the impact among TIDA winners has also been taken into account. 

In calculating net economic impact it is necessary to take account of gross impacts, additionality, displacement and multipliers.  These were considered as follows.  

Gross impacts

Businesses were asked:

· to describe what they were doing differently following participation in the programmes

· to comment on the impact which this has had on the business, principally in relation to sales/turnover, but also in relation to other effects such as improved productivity or reduction in costs

Impacts expected over the next three years were also established. 

1.9.1 On- and off-site spend

Tourism projects differ from many other forms of economic development in that the impact of a project often extends beyond the project, or business, itself.  Thus, a major attraction will generate impact not only through the expenditure which takes place within the attraction but also through the expenditure made in other locations and facilities by the people who use the facility.  Levels of off site spend can be calculated using standard spend per visit ratios for different types of visitors sourced from the International Passenger Survey and the United Kingdom Tourism Survey.  

This is not entirely straightforward.  It would be easy to take the number of visitors to an assisted project and assume that all of these were visitors who would not have come to Scotland had the business not existed and whose visit here was dependent only on the facility being available.  This would lead to an overestimate of impact since this would be unlikely to be the case.  Also, there could be double counting – we interviewed over 50 businesses and the off site spending on some is likely to be the direct income of others.  

Establishing off site spend was handled in two ways: by seeking the businesses’ views themselves on the actual level of off site spending which was reasonable – and some had a very informed view on this; and by taking each individual case ourselves and making what seemed to be a reasonable estimate.  This was helped by the fact that businesses were asked about the geographical origins of the visitors to their particular establishment.   

The gross impacts within each individual business were established by adding together impacts within the business and associated off site spend.  

1.9.2 Additionality/deadweight

The extent to which any change in behaviour followed from and was caused by, at least to some extent, participation in the programmes was then established.  This allowed us to estimate deadweight or non-additionality (ie where a business might consider that it would, at least to some extent, have changed behaviour in this way even had there been no participation in any of the programmes).  

Various degrees of additionality through a spectrum from absolute to zero were allowed for to take account of the fact that the influence of the programme might have been to bring changes forward in time and so on
.

1.9.3 Displacement
How to deal with displacement was considered in some detail and through discussions with the client both from the Tourism and Evaluation/Knowledge Management perspectives.  It is an important issue because of the widespread assumption that investment in tourism facilities, especially accommodation providers, will in the short term be highly displacing.  For example, project development guidance among some of the Rural Development Agencies (RDAs) advise against support for tourism investment for this reason.    

The method used was for the interviewer to ask a series of questions which were displacement-related leading up to a final conclusion or judgment which the interviewer and the business agreed between them.  The subject matter of the questions was:

· the nature of the business (some are more likely to be displacing than others) and its market profile - international, UK, Scotland or local

· the nature of the project/change in behaviour (new products and entry into new markets are less likely to lead to displacement)

· existing level of supply in the business's market (perception of over or under-supply at present)

· market at which the new product/service is targeted

These led to a conclusion on displacement in each individual case, depending mainly on the origin of any new revenue, which the business had attracted as a result of the intervention. The more revenue generated from outside Scotland, the less displacement, and vice versa.  We believe that this line of questioning was successful in leading to accurate estimates of displacement, with many businesses showing a good awareness of the issues concerned and the rationale for asking these questions.  Displacement was quantified using rule of thumb values
.

1.9.4 Multipliers

Scottish Executive Type II Multipliers were used, as appropriate to the sector which each individual businesses was in.  The three sectors for which values were available were:

· retail trade

· hotels/restaurants

· recreational services

Sample selection

To date over 3,800 individuals, from over 2,600 companies have participated to some extent in the Tourism Innovation Approach.  Participation ranges from one off intervention eg attended the Tourism Innovation Day or a Toolkit Workshop, to individuals who have attended multiple events and are now taking a lead in spreading the word.  Based on this, and the objective of evaluating the approach in its totality, the table below presents a summary of the responses received from targeted individuals as well as an aggregate figure where individuals were able to feedback on multiple interventions.

	Programme
	Completed interviews/ returns individual


	Aggregate interviews/ returns (i)

	Ambassadors Programme 
	4
	9

	Tourism innovation Group
	7
	21

	Toolkit
	16
	103

	Innovation Days 
	12
	64(ii)

	Tourism Innovation Development Awards 
	16
	20

	TIDA Applicants
	6
	10

	Learning Journey
	8
	11


i Includes overlaps with stakeholder interviews/other component participation or previous evaluation/survey participation

ii excludes survey monkey feedback – see note in appendices

1.10 Pilot survey

Prior to carrying out the full survey, we conducted a pilot with eight individuals, ie at least one participant from each programme.  These participants had been fully immersed in the programme and were able to provide frank and insightful feedback to both the questionnaire design and the programme impact.  
1.11 Participant survey

A range of approaches were used to best elicit information relating to the particular form of intervention.  In general, the following approach was applied:

· introductory email from SE

· telephone call or email from Frontline to set up interview or arrange completion of questionnaire

· questionnaire sent by email prior to interview

· conduct interview where arranged
For e-survey, telephone calls and follow up email were made on at least two occasions to encourage response or clarify feedback. 
1.12 Delivery agents consultation 

To supplement the desk research we interviewed individuals and organisations involved in the delivery of the various programmes to determine their views.  These included representatives from the industry, the economic development agencies and academia.  We used the ‘After Action Review’ process to understand:

· what was supposed to happen?

· what actually happened?

· why were there differences?

· what did we learn?

This enabled us to develop thoughtful analysis and consideration of the learning in:

· what was achieved, the ‘hard’ and ‘soft’ outcomes

· what we will do differently to improve the outcomes

· flaws that participants’ experience has highlighted

· understanding the changing context in which the programme must be delivered in the future

· understanding the ‘accelerants’ and ‘brakes’ to developing the Tourism Innovation Approach to improve its performance

· current progress towards delivering strategic aims and impact in relation to market failure

These in-depth interviews were conducted using a mix of face-to-face and telephone consultation.  The interview proforma is appended.

1.13 Consultation workshops

We originally proposed to conduct three consultation workshops, however due to the timing only one was conducted with the Learning Journey participants.  Their feedback was incorporated into the wider behavioural change findings and follow up telephone discussions were conducted to ascertain detailed quantitative information.   

1.14 Analysis and interpretation of findings

Interview findings were codified to reflect responses and inputs were analysed using SNAP, our in house survey software.  To ensure quality control of data input, 1 in 4 of the responses was cross-checked by the person responsible for codification.  

Outputs from the evaluation have provided information on the following areas:

· gross and net impacts of the Tourism Innovation Approach – what the results are so far and what could be expected (this has been defined to Treasury Green Book standards)

· behavioural changes resulting from involvement in the programme

· insights on the participants who have engaged in the programme

· recommendations on what could be done better to improve the approach and impacts in the future

1.15 Case study development 

At the project mobilisation meeting we agreed to develop 10 case studies illustrating the results of their involvement.  In particular these case studies demonstrate the impacts of the Tourism Innovation Approach on particular businesses and groups of businesses.  

1.16 Report and recommendations

Our report draws together all the strands of the project in relation to impacts, associated benefits and anticipated future benefits.  

In section 8 of this report we provide a set of cogent recommendations for future development that will inform programme enhancements and future investment, in relation to the goals of stimulating and increasing innovation and collaboration in the industry.  

The next section presents the strategic themes that resulted from stakeholder consultation (see appendices for a list of stakeholders).

Reviewing the Case for the Tourism Innovation Approach 

1.17 Context 

Despite a formidable global reputation as a country that has produced ground breaking economists, industrialists and entrepreneurs, the Scottish economy compares poorly against leading economies in important predicators of economic performance such as entrepreneurship, research and development and productivity.  These limitations not only constrain growth they make Scotland vulnerable to the effects of intensifying global competition, reliance on public sector employment and emergent and fast-growing economies such as China, India, Central and Eastern Europe.

Scottish Enterprise is sighted on improving its impact on the Scottish economy.  It recognises that one of the main assets of any modern economy is the creativity and innovation of its people.  This conviction has resulted in a strong emphasis on developing knowledge of how entrepreneurship and innovation can be stimulated, encouraged, recognised and translated into competitive advantage for Scottish companies.  As Scottish Enterprise is tasked with supporting businesses to become more competitive, interventions that engender innovation and creativity in product and process development are central to the success of the Network.

1.18 Industry performance and market conditions

Tourism is one of the industries identified as having potential to generate greater economic benefit for Scotland.  The importance of tourism to Scotland’s economy is evidenced in industry figures. In 2003 over 18 million tourists took overnight trips to Scotland.  The annual expenditure was £4.4 billion and tourism accounted for around 9% of all employment.

To achieve its true potential as a tourism destination, Scotland needs to perform better on an international scale.  In 2002 Scotland’s market share of international arrivals was 1.6 million or 0.23% of world tourism.  While the level of tourist arrivals and spend in Scotland is growing year on year, competition from competing destinations is intensifying.  It is forecasted that the East Asia and Pacific region will show significant growth while Europe, although continuing to grow, will see a slow down by 2020. 

Recent analysis of the industry undertaken by Scottish Enterprise for the development of a tourism cluster strategy confirmed that the following combination of adverse factors is weakening Scotland’s competitive standing:

· global competitors are gaining ground

· heightened consumer expectation and sophistication is putting pressure on providers

· the quality and variety of products and services is highly variable

· the development of the industry through the application of standard economic development interventions is fraught with difficulties given its fragmented and heterogeneous nature 

Based on the cluster analysis five priorities for strengthening Scotland’s position on the global stage were identified as:

· industry leadership

· customer focus

· increased collaboration in both the public and private sectors

· increased innovation 

· focused public sector support 

While Scotland undoubtedly possesses the natural, heritage and cultural resources to be a front-runner among leading tourism destinations, research shows that the offering is not yet sophisticated enough to meet rising consumer expectations.  Global market access has had the effect of heightening expectations for instant, tailored solutions to individual needs and wants, moving consumer profiles beyond segmentation to markets of one.  Scotland’s tourism industry is not yet providing a rich enough range of products, in combinations compelling enough to win a larger share of the international market.  Meanwhile competitive pressure is intensifying from other destinations.  Those destinations that demonstrate the ability to manage collaboration between providers and the competencies to deliver a new generation of tourism products and services are the ones that will retain and grow market share.

The desire to explore the world is combined with a growing appetite for new products and services in tourism.  Aspiration for sun, sand and sea has been supplanted by a longing for increasingly diverse and authentic experiences, consisting of a rich mix of elements that rarely can be provided by a single operator in isolation.  The World Trade Organisation has identified cultural tourism, cruise tourism, short breaks, international meetings and ecotourism as areas for future growth.  Destinations able to offer experiences that not only lend themselves well to these markets but also combine vignettes of culture, sport, great outdoors activity, natural environments and local context are poised to exploit these opportunities.  Competent destinations make it easy for the consumer to find what they want, provided in the combination they want. Collectively providers of tourism services create a customer experience that arouses strong desire in the visitor to return.

1.19 The Strategic Imperatives for Change

It is argued that a particularly complex combination of intractable problems set the tourism industry apart.  Most frequently cited are:

· seasonality of demand

· the sense of “being on the periphery” of the economy

· issues related to operating in a rural context that many tourism business suffer from

· poor employment prospects traditionally associated with the industry

· the impact of the negative image of the industry, as an employer, on the supply of skills to the industry

· polarisation of the industry between large international businesses of scale and life style micro businesses presents difficulties in engaging the industry in culture change

Because the industry is disparate and the quality of the product highly variable all too often there appears to be a tendency to tolerate poor quality.  High dependence on the public sector, low levels of risk taking and reticence to engage with economic development agencies are all significant constraints to the development of the industry.  Additionally because the skills, competencies and capabilities in tourism businesses are as variable as their size and nature, many small to medium sized businesses lack the competencies required to assess risk in relation to market opportunities.  These factors combined strongly suggest that nothing short of a cultural transformation is needed to improve Scotland’s competitive position in world tourism. 

1.20 An industry specific approach to stimulating change

Challenging domestic industry conditions, together with aggressive competition and steep rise in demand for world tourism, were recognised by Scottish Enterprise in the policy decision to provide tourism businesses in Scotland with dedicated, industry focused support over a three year period designed to address the perceived failure in the market to deliver interventions that:

· stimulate higher levels of innovation in product and service development 

· increase collaboration that will result in a more competitive offering to the customer

· focus the industry on the customer

· increase entrepreneurship 

· bring more products to market

· strengthen industry leadership 

· support businesses in taking risks associated with product and service developments on the basis of well researched market opportunities 

Scottish Enterprise recognises that these interventions are not only interlinked and form an integrated approach, they also form part of a bigger picture.  Ensuring the approach ‘fits’ with, complements and adds value to the other development products that are delivered for Scottish businesses is a critical aspect of the success of any planned intervention.  This involves: 

· working with stakeholders to understand the nature of the market failure in the provision of support designed to stimulate innovation

· working in partnership with other economic development agencies to drive step change in the industry

· taking a shared strategic approach

· ensuring that actions taken complement existing activity 

· providing the right mix of interventions to enhance capability and capacity in the industry and raise the ambition for growth

· take a long term sustained approach that will driving step change in the industry to reduce the culture of dependency on public sector funding and build the capability of the industry to grow its share of the world market for tourism

The Tourism Innovation Approach emerged from a robust process of research, experimentation, design and development. It was developed specifically to harness the opportunities presented by market trends and to address issues related to poor performance. 

1.21 Consultation findings – strategic themes

In this section of this report we set out the strategic themes, which emerged from consultation with stakeholders and from other strands of the review process.  The views were expressed during structured telephone interviews, which were designed to elicit stakeholders’ opinions on the strategic issues related to the development of tourism in Scotland.  They were also designed to elicit the degree to which it is perceived that the objectives for the programme were met within the scope of the funded interventions. 

The method adopted for this study included interviews with a wide range of stakeholders including representatives from the industry, the economic development agencies and academia.  The format of the interview process is included in the appendices to this report.

The discussions were intended to explore the strategic imperatives and issues behind the decision to invest in the Tourism Innovation Approach, as an integrated suit of initiatives designed to drive change in the industry. 

The interviews began with a discussion on the relationship between the different interventions within the overall approach, the nature of the interventions, other related activities and the public sector partners and stakeholders involved.  The following diagram was used to raise awareness of the approach as a cluster of interventions reinforced by ancillary communications and interactions.
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This section reflects the opinions offered during the review process in relation to the key themes as follows.

1.22 The case for dedicated support 

1.22.1 Tourism is important

In Scotland’s economic development community tourism has at last been given its place in the sun. Scottish Enterprise has identified tourism as a priority industry.  World trends unequivocally indicate its potential as a lever for business growth in Scotland.  The industry players who are actively pursuing growth and are engaged in a dialogue with the agencies feel more confident that the importance of their contribution to the economy is now acknowledged.

1.22.2 Tourism is different

There was unanimous endorsement of the dedicated, focused approach to supporting the industry successfully provided by the Tourism Innovation Approach.  All participants expressed the view that taking a tailored approach to addressing the needs of the tourism industry was both warranted and justified although some expressed the opinion that other industries would also benefit from a similar approach to the provision of interventions that would stimulate innovation and collaboration.

The majority of participants expressed the view that tourism is a special case in view of the intractable problems associated with seasonality, climate, remoteness, rurality and the fragmented profile of the industry. 

Tourism was also described as “the only industry in which the customer is brought to the product”.  This highlights the many factors including transport over which the industry has no control but which have a direct impact on the customers’ perception of Scotland’s tourism product.

Coupled with this challenge, is the fact that an important part of the value proposition that is being sold to customers rarely lies solely in the domain of any one provider.  This means that interdependency in the industry is high and rising as consumers demand more complex combinations of products and services.  For these reasons collaboration is more that just a desirable industry development, it is an imperative for growing Scotland’s share of the global market.  

The group workshops provided through the toolkit and TIDA interventions have been particularly effective in building the confidence among businesses to engage in collaborative ventures.

Collaboration always poses a risk to those involved.  A clear benefit of the funded interventions is that the perceived risk factor is shared to some extent between participants and SE. This provides an incentive for businesses to participate where previously they would have been reluctant to do so. 

1.22.3 Tourism is competitive

The interviews demonstrated a growing level of awareness of the fiercely competitive nature of the market place and the urgent need to mobilise the industry behind actions that will address the issues which currently constrain performance.

“The emerging economies in Eastern Europe are poised to make significant inroads into tourism, so we need to be innovative and exceptionally creative to retain market share and grow our competitive advantage”

“The evidence is that more consumers are looking at Scotland alongside the 200 or so other comparable destinations they could consider.”

Despite steep competition from overseas competitors there is a strongly held conviction among stakeholders that Scotland has the assets and potential to lead the field as a distinctive and compelling tourism destination.

1.22.4 Within SE policy there are inherent constraints to the objective of stimulating innovation and encouraging collaboration in tourism

The Tourism Innovation Approach is viewed as an outstanding example of a public sector intervention that is industry led and closely aligned with the special nature of the industry. 

The interviews revealed a strongly held view, that SE policy for supporting tourism businesses in general should demonstrate greater industry alignment.  Currently the network is constrained in its ability to support growing tourism businesses because so few fall into the priority segments of key accounts or account managed companies.  Even those companies that have accessed the standard set of network products feel that these do not readily meet the needs of their businesses.  Should they be limited to the standard network product offering, tourism businesses would not have access to the range of opportunities to develop that are made available to them under the Tourism Innovation Approach.  It is strongly argued that tourism needs the type of dedicated support offered by the Tourism Innovation Approach to nurture and sustain the improvements that are both visible and emerging from a ‘pipeline’ of developments.  This pipeline has been created by interventions such as TIDA where new product maturation ranges from early stages to fully launched products such as Mercat Tours (see case material in appendices).

However a number of those interviewed expressed the view that other industries could also benefit from a dedicated approach and that tourism is not the only industry facing issues that could be addressed by a stronger focus on increasing innovation.

Collaboration is widely recognised as an important component of innovation and essential to a competitive tourism product.  However under standard SE national policy, beyond the Tourism Innovation Approach, there is little scope to deliver interventions that will provide companies with the ‘know how’ and experience to collaborate either on a geographic basis, in the case of the Tweedale group, or by adopting a market led approach in the case of Luxury Edinburgh.

1.22.5 There needs to be a level playing field for supporting tourism businesses to innovate in Scotland 

Another view expressed consistently by those interviewed is that the tourism industry suffers from the fact that there are significant policy differences between the area of Scotland under the auspices of SE and that under Highlands and Islands Enterprise (HIE).  This creates inequalities, for example tourism businesses in the HIE area are disadvantaged by not being eligible for participation in the Tourism Innovation Awards.  Anomalies such as these present real constraints to efforts to mobilise the industry as a whole behind initiatives designed to address performance problems.

1.23 Evidence of positive shifts in behaviour as a result of the Tourism Innovation Approach 

“A change of culture in the industry is required to raise the game”

Throughout the consultation process there has been a consistent message that nothing short of a sustained, integrated, multi-faceted approach is required to change the culture of the industry and to improve performance.  It was emphasised that interventions that are short lived are unlikely to produce sustainable improvements.  The fact that the approach has been sustained over a period of three years is seen to be particularly critical to its success.  Additionally, the mutually reinforcing nature of the Tourism Innovation Approach, with its multiple strands of activity, is regarded as particularly effective.  Each activity dimension of the approach has the effect of reinforcing the ideas and messages inherent in others and this has the effect of increasing the drive of participants to engage repeatedly.

It is strongly felt that innovation has now become a central aim of many tourism businesses.  Innovation is a term that is used more frequently, widely and with more confidence in the industry. It is now accepted and established in the discourse of the industry.  While frequently used in relation to the development of new products or product extensions, it is also used to describe the development of products and services through collaborations between businesses and it is strongly associated with improved customer service attitudes and behaviours.  It is perceived that these changes in discourse and attitudes are attributable to the focused drive to increase innovation through the Tourism Innovation Approach as well as through other changes in the way in which businesses are supported.

All of those interviewed expressed the view that they had noted positive shifts in the behaviour of the industry.  Many cited examples of TIDA winners as evidence of positive change in levels of confidence, innovation, collaboration, creativity, sharing of information and exchange of ideas.  Although these changes are associated with a relatively small core of ‘converted’ businesses, which have participated repeatedly in a range of the interventions offered and have received intensive support, it is felt that the approach could be broadened to attract a wider audience of businesses that previously may not have engaged.  

“The biggest impact lies in changing the thought processes of a number of individuals who will champion the approach among others for example the Tweedale Group.” 

The approach is credited with increasing the level of leadership in the industry, particularly through the activities of the Tourism Innovation Group. However it is acknowledged that leadership is considered to be a quality demonstrated most notably by a relatively small nucleus of individuals who have willingly taken up the mantle of leadership.  These individuals have strongly encouraged others to participate, raised the aspiration and confidence levels of other businesses and stimulated an appetite for change among industry colleagues.  

These intangible improvements are difficult to track and to quantify but are vital to driving forward industry change.  Additionally many of the symptoms of change are still either in the ‘pipeline’ or showing as early intermediary effects such as increased competencies for innovation, higher levels of confidence, greater willingness to participate, increased networking, more sharing of information and a stronger desire to collaborate. 

1.24 Where industry improvements are most pronounced

Improvements have been noted in the behaviour of tourism businesses in collaboration and innovation across the industry. They are powerfully manifested in the form of the product and service innovations that have already materialised through the TIDA awards and those that are emerging from the “pipeline” of developments.

There was a consistent message from the interview process that there is a need to engage a wider range of businesses.  Strong evidence of the efficacy of the group development approach is apparent in the results of the Tweedale and Galloway Forest group initiatives.  These interventions have stimulated leadership in the local context, resulted in collaboration around a local asset or market led theme and have resulted in the launch of new products and services.

It is argued that in the next phase of development in tourism innovation the challenge will be to engage a much wider constituency of businesses to ensure that the interventions influence the behaviour of businesses on a larger scale. This, is critical in a highly interdependent industry, in which the customer experience is created by many players. 

The focus of the next stage of the programme should be linked to key destination and product development strategies to ensure a continuation of the integrated approach  taken through the delivery of the Tourism Innovation Approach. 

1.25 Improvements in the experience of the visitor as a result of the Tourism Innovation Approach

Respondents stated unequivocally that improvements are flowing to the customer as a direct result of both specific interventions within the approach and the approach as a whole.  As a result there is a wider range of products and services, more choice and an improved offering.  This is clearly manifested through those products and services, which have already reached the market through interventions such as TIDA.  However it is also strongly evidence by those that are still in the development pipeline.  These products will convert into future benefits for the customer in the form of new products and services over time and are important lead indicators of the capacity to stimulate and satisfy future demand.

1.26 Increase in customer focus and higher levels of awareness of market trends

The approach is credited with increasing the degree to which businesses are customer focused.

“Customer service has become more of an obsession among those at the forefront but there is still a need to engage other businesses.” 

It is also contended that tourism businesses struggle with longer-term trends and tend to think and act in the short term.  Recent publications issued by Scottish Enterprise and VisitScotland have raised awareness of the importance of drawing on market trends for the purposes of business planning and product development.  This information has had the effect of building on the messages presented at the industry at Tourism Innovation Days, in raising awareness of key market trends. 

1.27 Stronger relationships between stakeholders and the industry

Throughout the interviews participants expressed the belief that due to the interventions delivered relationships between the tourism industry and Scottish Enterprise have improved considerably.  The level of engagement between the industry and the supporting agencies has increased and as a result the profile of Scottish Enterprise has been raised.

“The Tourism Innovation Approach is held in very high regard – in particular the work of the individuals who are driving it forward – because of the strong relationship built with them greater trust and increased engagement has resulted from good experiences.” 

1.28 Increased networking in the industry 

Without exception it was felt that networking has increased considerably in the industry as a direct result of the approach. 

“It would be impossible to get the number of delegates that the Tourism Innovation Day attracts into one room without stimulating innovation.”  

Interviewees expressed the view that the approach has encouraged a sense of mutual support and co-operation between businesses and has helped to remove the fear of competition.  The interventions have engendered a stronger sense that the threat to businesses comes from overseas competition rather than from local companies.  

“There are many more examples of businesses sharing ideas and information rather than treating each other with suspicion.”  

1.29 Building on the success of the Tourism Innovation Approach

The weight of opinion in the interviews underscored the success of the Tourism Innovation Approach.  However many participants highlighted opportunities to improve the approach in future phases of development.

· the approach needs to be continually refreshed – “if we are still talking about and selling the concept of innovation in the same way in three years time there will be something wrong”

· there may be opportunities to market the Tourism Innovation Approach overseas which will strengthen Scotland’s standing as a destination built on innovation and collaboration 

· there could be wider dissemination of the success stories that have resulted from the approach, this will help to build on the learning, consolidate and keep the approach fresh while building knowledge of innovative and collaborative developments.

· the toolkit is described as “clunky and retro” – it could be remodelled to fit the information age for example through on line or interactive approaches

· the workshops are highly successful “they give people confidence to come forward with new ideas, get people thinking and behaving in new ways”

· the next phase should be targeted at engaging a broader spectrum of businesses

· there is a need to develop the approach for engaging a wider range of businesses, building on the success of the programme to date and ensuring that the interventions provided are accessible and highly relevant to the businesses that are targeted

The opinions expressed in the interviews strongly suggest that the approach to stimulating innovation taken by Scottish Enterprise has successfully fulfilled the objectives for which it was designed.  Although much of the ‘hard’ evidence of its impact is yet to emerge, the weight of opinion reflected in the review process suggests that the approach has substantially strengthened the industry by developing core capabilities associated with collaboration and innovation.  

These improvements are vital to Scotland’s economy, they are the lead indicators of future growth in tourism and to be fully realised need to be nurtured in a consistent and sustained way. 

Economic Impacts – Turnover, Jobs and GVA

This section sets out the results of the review in terms of impacts, turnover and GVA.

All people who had been interviewed as part of this process had attended at least one Tourism Innovation Day.  However, results were not segregated.  In addition, we reviewed Survey Monkey (see note in appendices) findings to add value to the overall change. 

1.30 Impacts – turnover, jobs and GVA

Net impact was calculated principally in terms of turnover.  This was first converted into jobs by applying, for each individual business, a jobs to turnover ratio calculated on the basis of current performance.  

Net turnover was then converted to GVA using ratios derived from the Scottish Executive Annual Business Statistics Tables for 2002.  This source was referred to in the Scottish Enterprise paper, 'Measuring Gross Value Added and the Impact of Activities', April 2005.  Different values for the GVA/turnover ratio were used for the following individual sectors:

· activity tourism, arts/crafts, events/conferences, tour operators, tourism specialist services – 44%

· tourism retail – 25%

· all other sectors – 49%

1.30.1 Impact results

Applying the above method yielded the following results.  They are summarised in Table 4.1, showing impact so far and Table 4.2 showing impact estimated three years ahead in both cases for the programme as a whole and for TIDA separately.  A commentary follows.    

Impacts so far
Table 4.1

	
	Total impact – all programmes
	TIDA impact

	Gross impact (on and off site) 


	£22.78m
	£4.30m

	Impact net of deadweight


	£10.99m (48%)
	£2.95m (59%)

	Impact net of displacement 


	£9.01m (18%)
	£2.37m (20%)

	Impact with multiplier effects added


	£14.97m
	£3.40m

	Net impact as % gross impact


	66%
	79%

	Total net turnover impact 


	£14.97m
	£3.40m

	Total net jobs impact 


	191
	56

	Total net GVA impact 


	£6.12m 
	£1.38m


Impact within next three years
Table 4.2

	
	Total impact – all programmes
	TIDA impact

	Gross impact (on and off site) 


	£50.32m
	£19.78m

	Impact net of deadweight


	£22.98m (46%)
	£12.12m (61%)

	Impact net of displacement 


	£18.41m (20%)
	£9.87m (19%)

	Impact with multiplier effects added


	£29.78m
	£15.00m

	Net impact as % gross impact


	59%
	76%

	Total net turnover impact 


	£29.78m
	£15.00m

	Total net jobs impact 


	510
	268

	Total net GVA impact 


	£11.95m 
	£5.69m


The main points to emerge are as follows.

The overall additionality of the programmes as a group so far is reasonable, at close to 50%.  This compares well with other programmes which we have seen.  It means that overall, about 50% of the positive effects on businesses would possibly have occurred anyway, but also that 50% would not have.  It shows good influence on the part of the programmes, especially since many are only small-scale interventions.  

The additionality ratio for TIDA Award Winners is somewhat higher, at nearly 60%.  This is likely to reflect the fact that the TIDA Awards are a much more substantial intervention than some of the others and are likely to have greater influence as a result.  This was reflected in the comments during the interviews where many TIDA winners acknowledged the difficulty they would have had in implementing the project (or at least at the present time) without the finance made available through the Award.

Displacement is low at around 20% for the programmes as a whole as well as for the TIDA Awards.  This reflects the fact that the programmes are about promoting innovation and indeed many of the projects implemented, especially among the TIDA award winners, are truly innovative.  The effect is that in many cases, they will bring visitors to Scotland without displacing activity from other tourism businesses principally because few if any other businesses will provide the product or service offered.  Many of these businesses had a good awareness of the concept of displacement and were able to offer convincing reasons why it would be limited in their case.  

Overall net impacts 

The net impacts delivered so far look to be considerable – nearly £15m turnover, over 190 jobs and £6.1m GVA for the programmes as a whole; and £3.4m, 56 jobs and £1.38m GVA in relation to TIDA winners.  Expected impacts over the next three years are considerably higher, but clearly subject to some uncertainty.  

It is important to recognise that some of these programmes, and TIDA in particular, have not been going for all that long.  In TIDA’s case it is not simply a question of the time taken for impacts to emerge following implementation – in nearly 40% of those interviewed, the project had not yet been implemented, or had been tried out only as a pilot.  This partly explains the limited impact among TIDA winners so far, though over the next three years, the impacts of the projects – and of TIDA as a whole – looks to be potentially considerable, at £15.0m net turnover, nearly 270 jobs and £5.7m GVA.     

1.31 Cost effectiveness

While the impacts look good, on their own they tell us relatively little.  In order to get some idea of how effective the programmes are it is necessary to compare impacts with costs.  Using information provided by SE, the costs so far of the programmes can be calculated as follows:

	The whole group of tourism innovation programmes
	£609,000

	TIDA Awards
	£389,000


The TIDA awards take up more than 50% of overall programme costs.    

Cost per net job created is one benchmark of cost-effectiveness.  The results for performance so far are:

	The whole group of tourism innovation programmes
	£3,187

	TIDA Awards
	£6,928


These are excellent cost-effectiveness figures for the programmes as a whole.  The figures for TIDA are less good, for the reasons mentioned above, but still well within acceptable limits, based on comparable evaluations with which we have been involved.  

Another benchmark is net GVA in comparison with costs.   We understand that SE normally expects GVA to be around twelve times the cost of a programme.  The ratios for Tourism Innovation are:

	The whole group of tourism innovation programmes
	10.04

	TIDA Awards
	3.54


The ratio appears to be more or less acceptable in relation to the programmes as a whole but low for TIDA.  Again, it seems unfair to judge TIDA this early in its life, with so many of the supported projects as yet unimplemented.  If we were to take the expected impacts of TIDA, resultant from spend so far, the equivalent ratio would be 14.6.

This is far more acceptable.  Even if 30% of the expected impacts did not occur, the ratio would still be around what SE is likely to find acceptable.  

1.32 Overall conclusions on impacts

Every effort has been made to be thorough in this analysis, with an approach taken on displacement, which goes beyond what we have seen in similar evaluations of tourism programmes in the past.  Similarly, without going into an individual appraisal of each project, we have tried to reach sensible conclusions on, on and off site spend.  

Overall, the Tourism Innovation Approach as a group of programmes represents a cost-effective use of public sector resources to generate economic impact.  Although we have not set out the impact conclusions for individual programmes, it seems clear that some (especially Learning Journeys and the Ambassador Programme) are generating good impacts at very limited cost.  The TIDA Awards have been excellent in that they deliver very high additionality and low displacement, but there are limited impacts so far.  This is because the intervention is relatively new, results are still in the pipeline and outcomes cannot be measured.  It would be dangerous to draw too many conclusions about TIDA at the moment, though the performance of the award winners should be looked at again within two years or so to see how far expected impacts have indeed emerged.  The overall picture is, however, a good one and provides justification for the continuation of most of these programmes.  

Overall Findings 

The following section provides detailed analysis of survey findings.  Feedback has been disaggregated from all aspects of the support to present an overview of the qualitative impacts and behavioural change.  Where appropriate we have drilled down into specific elements of the programme.

1.33 Business background

The tourism industry comprises an extensive range of business types, covering three different Standard Industry Classifications.  The businesses that responded covered the full range of tourism categories, except caravan and camping accommodation.  Figure 5.1 presents the findings.

Type of Business
Figure 5.1
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From the graph we can see that over 50% of business fell into four categories, namely hotels, visitor attractions, tour operators and specialism services.  Based on the types of organisations that have had greatest involvement, this is a representative spread.  

Following on from this, where businesses market themselves correlates with the business types, ie the highest proportion of respondent businesses market themselves across Scotland and the rest of the UK as opposed to locally.  Figure 5.2 presents our findings.  

Where businesses market themselves
Figure 5.2
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The tourism industry in Scotland has a reliance on overseas and UK visitors and it is worthy noting that local marketing was cited least often.

1.34 Awareness

Respondents became aware of the Tourism Innovation Approach and the range of interventions through a variety of modes.  Figures 5.3 presents the distribution of findings.

Awareness of Tourism Innovation Approach
Figure 5.3
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By an extremely large margin, the highest proportion (46%) of respondents became aware of the Tourism Innovation Approach through their LEC.  Interestingly, 21% first became aware through ‘word of mouth’ (another company).  This is a positive sign that the communication objective of the Tourism Innovation Group and Ambassadors Programme is progressively being met, as in our experience ‘word of mouth’ is usually cited less frequently than is the case here.  

Motivation for participation

When viewing the support in its totality, the highest proportion (22%) of respondents cited funding as the main reason for participation; however, all of these participants were involved in TIDA as either an award winner or as an applicant.  TIDA was also the only component where respondents were motivated by the ability to increase their profile.  Figure 5.4 presents the overall responses.
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Motivation for Participation
Figure 5.4

* TIDA only

Once funding had been removed as the biggest motivator, the ability to develop and share ideas, followed by increasing knowledge of what types of support are available and to be able to make a difference were the top three responses.  These were closely followed by the ability to improve collaborations and partnerships.  As will become apparent in Section 6.4, participants were able to cite areas where the Tourism Innovation Approach had impacted on their business and/or staff, and these correlate well with prime motivators.
The prime motivators also fit well with the evidence gathered from strategic interviews of positive behavioural shift cited in Section 3.7, and where industry improvements are most pronounced (Section 3.8).  Specifically, the ‘developing and sharing ideas’ and the ability to ‘improve collaborations/partnerships’.

Overall impact of participation

The following section provides an overview of the impact that the Tourism Innovation Approach has had on participants, highlighting the extent to which the outputs are new to the market, new to their business and the perceived impact on visitors to Scotland.  This section cumulates with some examples of the extent to which programme objectives have been met for specific interventions.

1.34.1 What participants are doing differently

Over 93% of respondents
 stated that they were doing something differently as a directly result of their involvement in the Tourism Innovation Approach.  68% have developed and/or introduced new products or services, 64% have entered into collaborative ventures/partnerships and nearly half introduced new procedures/systems.  Figure 5.5 presents these findings.

What participants are doing differently
Figure 5.5
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Of those that cited other, examples included:

· improvement to customer information and marketing

· improved ways of working eg introduced online booking, developed a website

· added value services eg complimentary drinks, chocolates

· early stage product development

· created an entirely new business

As was stated in the previous section, these findings correlate well with the strategic evidence of change and outcomes.  

Following on from what participants are doing differently, we assessed perceptions on the extent to which this difference was ‘new to the market’ and ‘new to their business’.  Findings are presented below.

1.34.2 How different are the impacts? 

Following on from what participants are doing differently, we assessed perceptions on the extent to which this difference was ‘new to the market’ and ‘new to their business’.  These were assessed on a scale of 1 to 5 where 1 was not different and 5 was unique.  The results are presented in Figures 5.6 and 5.7.

Over 80% of respondents believe that the ‘something different’ was in some way new to the market, with 25% believing the change to be totally unique.  The proportion of respondents citing ‘totally unique’ increase substantially to 60% with respect to the change being new to their business.  This high number of businesses taking a fresh approach to applying innovation in their business is very encouraging, and provides a platform for a major step change in the business and the industry as a whole.

Extent to which ‘the difference’ is new to the market
Figure 5.6
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Extent to which ‘the difference’ is new to the organisation
Figure 5.7
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1.34.3 Perceived impact of Tourism Innovation Approach on visitors to Scotland

Participants were asked to assess the impact that the Tourism Innovation Approach has had on visitors (and customers) to Scotland.  Specifically we wanted to know whether visitors:

· from outside Scotland would not have come to Scotland had the participant’s business not been there

· from within Scotland would have gone outside Scotland had their business not been there

· would have been encouraged to spend more

· would have been encouraged to stay longer

· would be more likely to come back to Scotland

· are benefiting from a superior product

Table 5.1 presents the results.

Perceived impact on visitors to Scotland
Table 5.1

	% Response
	Strongly Agree
	Agree
	Neither/Nor
	Disagree
	Strongly Disagree

	…outside Scotland would not have come to Scotland at all had my business not been here
	5
	34
	32
	10
	20

	…within Scotland probably would have gone outside Scotland had my business not been here
	5
	10
	22
	32
	32

	…anywhere would have been encouraged to spend more money in Scotland
	35
	50
	8
	4
	4

	…anywhere would have been encouraged to stay longer in Scotland
	22
	57
	12
	6
	2

	...anywhere are more likely to come back to Scotland
	37
	51
	8
	0
	4

	...anywhere are benefiting from a superior product
	47
	45
	4
	0
	4


The majority of respondents agreed that visitors were:

· likely to spend more money in Scotland (85%)

· encouraged to stay longer in Scotland (79%)

· more likely to come back to Scotland (88%)

· already benefiting from a superior product (92%) 

….as a direct result of their involvement in the Tourism Innovation Approach.  

These findings continue to illustrate the positive impact that the support is having on respondents and the potential impact on the tourism industry in general.  Respondents were genuinely positive about the impact on visitors (and customers), and were confident in their assessment.  The fact that the majority disagreed or were uncertain that visitors came to Scotland specifically because of their business continues to add credibility to their response.

1.34.4 Extent to which change would have happened without support

The majority of respondents (80%) stated that the support provided by the Tourism Innovation Approach has been influential to their business (Figure 5.8).  8% cited the support as highly influential to the extent that, without the support they would not have made these changes.  The rest would have made the changes at a later date (28%), ranging from six months to over two years or to a lesser degree/poorer quality (18%).  Around one-quarter felt that it had made their business model more sustainable.

Of those who indicated no influence, the highest proportion were respondents that had applied for, but not won, a TIDA award.  Interestingly, the majority of individuals still reported benefits from going through the process, and would not be averse to applying for similar initiatives in the future. 

Extent to which changes would have been made 

without the support
Figure 5.8
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1.34.5 Outcomes of participation

Due to the various objectives for each intervention, the following section provides an overview of some of the intervention specific outcomes.

To date respondents have experienced a variety of outcomes resulting from their involvement.  All activities had an impact on innovation to business and staff.  However, the Learning Journey and TIDA had the most impact, with 100% and 75% respectively.  Two-thirds of TIDA winners stated that they had attracted new customers and 38% cited new customer groups/markets entered.  The majority of TIDA winners (86%) had made new connections with others in the industry which resulted in 75% sharing ideas and 33% developing strategic alliances.

The project with highest impact in terms of outcomes achieved was the Learning Journey, as a direct result of which all respondents had made strategic alliances/partners, and more effective approaches to market.  The majority (86%) of Learning Journey participants had also developed new products/services, made new connections and shared ideas widely.  A key objective of the Learning Journey was to create briefing documents and contribute to meetings, and between almost all respondents had already done this.

Respondents from the Tourism Innovation Group cited significant objectives achieved in that 100% had made new industry connections, shared ideas, made strategic alliances/partnerships as well as contributed to meetings and disseminated ideas on innovation at key industry events.

The majority of respondents from Learning Journey and Tourism Innovation Group also cited improvements to customer empathy – a key objective of these interventions.

The majority of Toolkit participants (67%) cited application of innovation in their business and also in relation to strategic alliances/partnership.  Almost half of these participants had also developed new products or services.  Over a quarter had gained new customers, reached new markets, or changed their approach to marketing their products/services.

Although the Tourism Innovation Approach had only been in existence since 2002, the range and extent of outcomes is significant across all components, and all objectives are being met to some extent.

1.35 Behavioural impact

We asked participants across all components of the Tourism Innovation Approach a standardised set of behavioural questions.  These were based around four aspects of behavioural change:

· mindset change

· collaboration

· influence

· information and awareness

Participants were asked to what extent they agreed/disagreed with a series of statements pertaining to each of these aspects.  These statements were aligned with the objectives of the overall approach.  In particular, one organisation cited strong disagreement with all of the behavioural questions.  It is helpful, at this point, to note that the responding organisation was surveyed solely on the Tourism Innovation Day and also specified that, although the day had broadly been insightful and motivational, they were already a very innovative organisation without additional input from the programme.  The responses provided by this organisation were logical, given that some of their key commitments indicate that collaboration and innovation are requisite for their operation and success. 

1.35.1 Mindset change

In total 79% of respondents felt that their overall mindset had been changed as a result of participation in the Tourism Innovation Approach.  This is illustrated in Figure 5.9.  Of those who gave a neutral response or disagreed that the programme had impacted on their ‘mindset’, a number of them felt they already had this mindset.  They went on to clarify that it had been lacking within the industry in general, and the Tourism Innovation Approach has played a strong role in facilitating change in this area. 

Overall mindset change
Figure 5.9
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Table 5.2 provides a breakdown of the responses to changes in mindset with over 75% of respondents agreeing, that they have integrated innovation into a new way of thinking about:

· their own role within the organisation

· the growth of their business

· development of their geographical area

· adapting to changes in the business environment

· giving consideration to new and diverse viewpoints

· how their business fits within the broader tourism industry

Mindset change
Table 5.2

	% Response
	Strongly Agree
	Agree
	Neither/Nor
	Disagree
	Strongly Disagree

	…innovate in my own role
	32
	52
	10
	5
	2

	…use innovative approaches to drive business growth
	31
	49
	13
	5
	2

	…use innovation to work with others to develop my geographical area
	38
	41
	13
	7
	2

	…adapt to the changes in the tourism environment, eg markets ,opportunities, etc
	24
	56
	13
	5
	2

	…modify my thinking to take account of new and diverse viewpoints
	19
	56
	13
	10
	2

	…see my business as part of the bigger picture
	47
	29
	15
	8
	2

	Overall mindset
	32
	47
	13
	6
	2


1.35.2 Collaboration

By aggregating the responses to the collaboration aspect of the behavioural questions we find that 81% of those who participated in the programme said that they were now more likely to collaborate as part of the tourism industry.  This is clear in Figure 5.10 where 33% of participants strongly agreed and 48% of respondents agreed that overall they were more likely to use collaboration on some level than they were before they took part in the programme. 

Overall collaboration 
Figure 5.10
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Once again there were some responses, which indicate that the programme was not particularly instrumental in changing participant behaviour and this was primarily because these participants felt that they already understood the value of collaboration prior to their involvement with the innovation programme.  Table 5.3 shows how the responses are stacked for each individual question in the collaboration section.  For each question over 74% of respondents agreed that the programme had made a positive difference to:

· their work with others in the industry

· how active they are in seeking opportunities to collaborate

· engagement with others in the industry

· their attitude to partnership working within the industry

· the value placed on consideration of and sharing of ideas and information

· awareness of good practice in other organisations

· the likelihood of organisations actively seeking common ground to gain mutual benefits from collaboration

Collaborative change
Table 5.3

	% Response
	Strongly Agree
	Agree
	Neither/Nor
	Disagree
	Strongly Disagree

	…work more effectively with other people in the industry
	34
	45
	10
	10
	2

	…actively seek opportunities to collaborate with others
	39
	47
	6
	6
	2

	…engage with a wide range of different people in the industry
	36
	51
	3
	8
	2

	…create conditions for successful partnership working
	31
	51
	8
	8
	2

	…communicate a positive attitude towards working with potential partners
	42
	42
	5
	10
	2

	…consider new ideas and opportunities
	37
	42
	10
	10
	2

	…share ideas and information more readily
	26
	52
	13
	7
	2

	…be more aware of examples of good practice from other businesses
	25
	49
	15
	10
	2

	…establish common ground with partner organisation and look for mutual benefits from working collaboratively
	25
	59
	8
	5
	2

	Overall collaboration
	33
	49
	9
	8
	2


1.35.3 Influence

A total of 77% of the feedback indicate a positive shift towards increased use of influence within the industry as a result of the tourism innovation programme.  This is shown in Figure 5.11.  Those who took a neutral stance or disagreed that the programme had prompted a change in behaviour in this section suggested that this was an aspect of their behaviour that was already suited towards using innovation to influence others in the industry and that they already saw the value in this without additional input from the programme.

Overall change in influence
Figure 5.11
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The responses in Table 5.4 indicate that a vast majority of respondents agreed that they now influence others in the industry in various ways:

· by making use of industry networks

· by encouraging production of new ideas within and beyond their business

· in motivating others to use innovation in development of product and service improvements

In this area a total of 23% of respondents felt the programme had a low impact on behavioural change in terms of influence. 

Influence change
Table 5.4

	% Response
	Strongly Agree
	Agree
	Neither/Nor
	Disagree
	Strongly Disagree

	…use industry networks/ groups to influence others and gain
	33
	41
	18
	7
	2

	…encourage the production of new ideas within and beyond our business
	31
	49
	11
	7
	2

	…motivate others to be innovative in finding new ways of developing product and service improvements
	34
	46
	12
	7
	2

	Overall influence
	33
	45
	14
	7
	2


Information and awareness

Finally we investigated the extent to which participant awareness was altered and to what extent the programme improved their use of information within the industry.  Overall there has been less of a shift in this aspect of behaviour than in other areas.  Figure 5.12 shows how agreement with the statements is spread overall.  65% of people thought that tourism innovation had influenced their behaviour in this area. 35% of those surveyed felt that they were already making good use of information and were aware of customers and activities within the industry.

Overall Information and awareness change
Figure 5.12
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Table 5.5 breaks down the responses showing general consensus that the Tourism Innovation Approach made participants more likely to:

· better understand the needs of their customers

· use customer feedback to develop new products and processes as a result of customer feedback

· analyse information by considering patterns and trends

· make more or better use of online resources

In this instance most people did not feel they had shifted their activities towards attending more conferences and industry events.

Information and awareness change
Table 5.5

	% Response
	Strongly Agree
	Agree
	Neither/Nor
	Disagree
	Strongly Disagree

	…have a better understanding of customer needs
	29
	40
	18
	11
	2

	…attend more conferences and industry events
	11
	33
	33
	21
	2

	…develop new products/ processes as a result of customer feedback
	25
	54
	11
	8
	2

	…make sense of information by seeing patterns and trends
	22
	48
	15
	13
	2

	…make more or better use of online resources
	22
	45
	23
	8
	2

	Overall information and awareness
	22
	43
	20
	13
	2


Programme Related Outcomes

The objective of this evaluation was to assess the impact of the overall Tourism Innovation Approach.  This section however provides a summary of impacts and behavioural changes that were programme specific.  

1.36 Tourism Innovation Group

The Tourism Innovation Group (TIG) is the strategic arm of the Tourism Innovation Approach.  The key objective of TIG is to be a driver of long term strategic change in Scottish tourism, achieved by profiling and promoting innovation across the Scottish tourism Industry. 

According to the majority of responses gathered during telephone interviews with participants, TIG has enabled various different activities to take place, which have fostered change within the industry. 

The creation of TIG has without doubt influenced change in Scottish Tourism and has enabled sharing and far-reaching dissemination of experiences from key members to facilitate development of new relationships and experiences with other businesses.  From an individual business perspective participation has resulted in improved customer focus and has helped with the introduction of new products/services and more effective marketing.  All of the interviewees are, and will continue to be, key ambassadors for innovation in the Scottish tourism industry.

Quantification of the impacts of the TIG is more difficult, as its original purpose was viewed as facilitation of change within the industry, therefore respondents did not always feel that TIG had a strong influence on their own business.  However from the businesses that were interviewed some impacts were reported at an individual business level:

· all have introduced new procedures and system

· all have entered into collaborative ventures/partnerships

· all agreed that the support was having a positive impact on visitor/customer experience 

· all agreed the support has had some level of additionality

· the majority agreed that success of their organisation was not at the expense of other tourism businesses

Participants reported that some improvements could be made to the TIG to improve its effectiveness in terms of approach and presentation to the industry.  Some thought that the group could be more industry led and others commented that the marketing and communications on the purpose and drive of the group could be better.

Learning Journey

Scottish Enterprise (SE) delivered a five-day Learning Journey to the West Coast of the USA for a group of 17 key individuals in the Tourism sector.  The aim was to influence SE’s strategic approach to developing a culture of innovation within the sector through post journey collaboration and increased sharing and dissemination of relevant information.  The benefits of the learning journey would be spread throughout the industry through the various post journey activities undertaken.

The Learning Journey was viewed by most of its participants as a very successful element of the Tourism Innovation Approach both at a strategic level and at the level of their organisation.  

All of the respondents reported impacts in their business activities and collaborations with other organisations as a direct result of attending the learning journey:

· each business has shared learning and doing something different in their own organisation, for example e.g. new markets, procedures, products and collaborations

· these businesses now conduct more effective marketing 

· all of the businesses agreed that the support was having a positive impact on visitor/customer experience ie stay longer, superior product, more likely to return

· most now have new products or packages in place 

· almost all the businesses had experienced increases in turnover, increase employment

The expectation that wider learning would be achieved as a result of the journey has been met.  From those who were interviewed;

· the majority have developed briefing docs, information packs, 

· all of the respondents have developed new relationships and experiences with other businesses

· most have contributed to wider dissemination of the learning 

· every business said that the support has had some level of additionality

· respondents predominately reported that the key aspects of dissemination were seasonality and achieving customer empathy

Overall the Learning Journey was a very positive experience for all those that were interviewed and did result in impacts for individual businesses as well as learning for the Scottish tourism industry overall.

Innovation Ambassadors Programme

The Ambassadors Programme was a starting point for the Tourism Innovation Approach and continues to operate at a strategic level.  The Ambassadors Programme encompasses a carefully selected number of key players in the tourism industry; because of this the sample size was small.  Despite this much of the work of the Ambassador’s Programme is evident both in the responses from interview and in the development of the tourism innovation approach as a whole. 

From the responses gathered during interview it is clear that those involved are committed to sharing their learning from the first learning journey to the Disney Institute both internally and externally, which was the initial aim of the programme.  Since the Ambassadors Programme was initiated in 2001 all of the respondents have since attended a number of additional initiatives in the Tourism Innovation Approach. 

At an individual business level some participants felt that this part of the approach was a key driver for the majority of changes that they have since made to their business activities.  All of the businesses have established new products or services, and have adapted their overall approach to business and respondents felt that most of these changes were both new to their business and, to a slightly lesser extent, new to the market.

It is clear that the Ambassadors Programme was a strong component in the Tourism Innovation Approach and was the catalyst for change from within the industry.  

1.37 Toolkit – open and in-house

The Toolkit has been devised to help businesses to stimulate creative ideas and develop innovative business solutions that can enhance the success of business in the tourism industry.  It has since been developed, with increased emphasis on group participation, and collaboration.

There were various motivations for businesses attending the toolkit workshops.  These are predominately:

· for idea generation

· to satisfy curiosity about how the toolkit might be instrumental in business development

· considering the potential to gain new business

· taking advantage of networking opportunities

· to help promote innovation within the company

The most useful, relevant and effective aspects of the toolkit itself were the:

· brainstorming 

· collaborative exercise

· action planning

· continuous improvement

· action planning 

· whole toolkit

The least effective elements were the innovation video, the storyboarding and the innovation audit.

In turn the toolkit made some specific contributions to responding organisations by helping to develop creativity, encouraging innovation, making improvements to team working and fostering collaborative working.  Most participants reported that they had used the workshops and the toolkit to develop ideas for different aspects of the business most notably in:

· the introduction of new products or services

· team development

· encouraging destination development

· fostering improvements to local collaboration

· initiating changes to internal process or service development

· making improvements to standards and taking a more consistent approach

In addition a number of respondents have used the toolkit within the workplace for product development, team development and team working, for brainstorming ideas and to better understand their customers.  Of those that have developed a product, around half are either ready to, or have already launched their business idea.  The majority of businesses surveyed said they would not have made these changes at all or to the same extent without the support they received through the toolkit workshops.

Overall the toolkit has prompted most respondents to innovate within and beyond their own organisation, in many cases its use has facilitated development of business activities and in other cases it has drawn together groups of businesses who can discuss how they might collaborate to improve the prospects of their local area as a tourism destination.

1.38 Toolkit – Groups

Some of the toolkit workshops have been designed to allow for emphasis on groups of business working together with a particular goal in mind and to further encourage collaboration as part of the Tourism Innovation Approach.  These group Toolkit workshops are normally initiated by one individual and tend to be focused by geography or business activity, with the aim of generating ideas for collaboration and better ways of working.  Some of them have resulted in various impacts and changes being made within participating businesses or because of the collaboration of these businesses within the forum of the workshop.  

The impacts cited include:

· product development

· staff development- training and stimulation of ideas

· enabling industry change

· greater confidence within businesses/organisations encouraging action 

· improved use of background research

· facilitation of destination development

· increased agency awareness- encouragement of appropriate behaviour within the industry

· increased investment in networking

1.39 Tourism Innovation Development Award

The aim of the Tourism Innovation Development Award (TIDA) is to provide funding assistance and implementation support to individual Scottish tourism companies, to generate a database of exemplary organisations who have applied innovative practice in the tourism industry in Scotland.

Most of the companies who won a TIDA had also participated in other forms of support but in the main they described TIDA as having had the biggest and most tangible impact on their business.   They were very positive about the process of applying for the award and thought that the requisite presentation that they had to prepare helped them to crystallise their ideas and articulate what they really wanted to do in their business.  A mix of views was reported on the support from Stratagem; in the main these were very positive.  Stratagem provided some guidance during the application process and some post-award support but no participants experienced specific mentoring.

The majority of winners cited funding as the main motivating factor.  They are not aware of other sources of innovation funding.  This was also the case for TIDA applicants who did not receive an award but did go through the same application process as winners.

As a direct result of this level of support, the majority of winners developed in a number of ways.  These included adapting their products and services, and engaging in collaboration within the industry.  Some have introduced new procedures to their own organisation. More specifically, in terms of product development, the TIDA winners were at various stages, primarily due to the presentation of the awards across 8 rounds of application since January 2003, however the highest proportion of winners already have orders for their new product, service or initiative.  

Most TIDA applicants who did not win an award continued to progress their ideas but to a lesser extent or at a later date.  They also felt that although they did not get an award the process helped in focusing their mind on what they really wanted to do with their innovative idea.  

As well as this they also said that they had in some way developed or introduced new products, procedures or systems to their business.  They had mixed views on how the process contributed overall to the implementation of their idea; some thought it was worthwhile and encouraging as well as a stressful experience which was fairly time consuming.  A few respondents were doing nothing differently.   

In summary the TIDA had a strong impact on the tourism industry and, as noted in the impact analysis, this has, and will, to some extent, contribute to the economic development of the Scottish tourism Industry.

1.40 Tourism Innovation Day

The overall aim of the Tourism Innovation Day (TID) is to influence companies across the tourism industry in Scotland.  The purpose of each TID has been to change mindsets, to share ideas and to stimulate dissatisfaction with the current state.  There have been three days since 2003 with each day seeking to:

· inspire and educate 

· stimulate action- particularly around collaboration 

· bring together people, activities and ideas

Participants reported that the day made them feel inspired, in particular some of the speakers were highly motivational and were skilled at showing that innovation can be applied to businesses in the real world.  In addition TID attendees felt that they were well updated on developments within the tourism industry and thought the design, content and style of the day was innovative in itself.  As expected they also found good opportunities for networking throughout the day, although some commented that the day was a bit rushed and more time out for networking would have been welcomed.  One of the particularly helpful aspects of the day was reported to be the workshops, although it was thought that in some cases the content could have been clearer.

Those who responded to the survey gave us an idea of what actions they have taken as a result of attending one of the days.  Some feel that they have increased their customer focus and sharing of ideas, while others have made new connections and business contacts or have applied innovation within own business. A few respondents were prompted to apply for a TIDA and some are now using the toolkit and workshop material to work more creatively within their business. 

As a result of attendance at a TID, the majority of participants say they have, developed new products or services, introduced new procedures, or have entered into collaborative ventures/partnerships of some kind. Participants highlighted that jobs had been created or retained as a result of the support.  As an industry event all of the participants felt that TID met expectations to some degree.

Significantly the industry itself is now taking the lead on the fourth TID to be held in 2006, which in itself shows good progress with the strategic aims of the Tourism Innovation Approach.  This is a significant shift for the industry and demonstrates how the approach has drawn a particular industry into a positive cycle of innovation, collaboration and development to the benefit of the Scottish Economy.

Conclusions 

The Tourism Innovation Approach has received strong endorsement from programme participants, key stakeholders and public sector partners. As a programme of industry interventions it is viewed as an example of good practice that has resulted in stronger relationships between Scottish Enterprise and the tourism industry. The main reasons for its effectiveness in achieving the aims and objectives for which it was designed are that the approach:

· is born out of research and development that involved collaboration with industry representatives

· is tailored specifically to the needs of the tourism industry taking into account industry conditions, challenges, opportunities and aspirations

· is focused on achieving specific outcomes relating to products and services 

· has increased the confidence and capability of participants to innovate and collaborate 

· is designed specifically to stimulate and enable collaboration in the industry

· has been delivered by those responsible to a very high standard, with drive, determination and enthusiasm

· is seen as resulting in real improvements to products and services 

· has stimulated a strong appetite for improvement and for change in participating organisations. 

While many of the examples of innovation and collaboration that have resulted from the programme have now reached the market, many are still in the developmental pipeline and will contribute to building Scotland’s competitive advantage in the future. 

Overall, the Tourism Innovation programmes as a group are a cost-effective use of public sector resources to generate economic impact.  Net additional GVA of £6.1m has been generated so far, ten times the costs of the interventions as a group, with cost per net job created of £3,200 – a favourable result.  

It seems clear that some programmes (for example, Learning Journeys and the Ambassador Programme) are generating especially good impacts at very limited cost.  The TIDA Awards have been excellent in that they deliver very high additionality and low displacement, but there are limited impacts so far because they are so new.  The overall picture is, however, a good one and provides justification for the continuation of the programmes.  

One lesson which has emerged, and which deserves careful consideration for the future, is the value of promoting product innovation.  This has been especially apparent in the TIDA awards.  Where new products are developed, there is a far greater prospect of new visitors being attracted to Scotland as a result.  Consequently, the possibility of displacing revenue from other Scottish businesses is much reduced, with correspondingly high net impact. Central to our recommendations to this report will therefore be that product innovation should continue to be an important component of and emphasis for future interventions.  

Recommendations

Our recommendations have resulted from careful analysis of the findings of each component of this study and crystallise what we conclude to be the critical success factors for the Tourism Innovation Approach as it matures, as the industry develops and as the scope for its application changes.

1. Seize the opportunity to capitalise further on the success stories that have resulted from the interventions to inspire other businesses to innovate and to collaborate

2. Strong emphasis should continue to be placed upon the objectives of product innovation and collaboration between businesses to deliver product innovations to market, as a focus for future interventions 

3. Focus resources on bringing groups of businesses together around the use of the Tool kit and to engage in collaborative TIDA applications  

4. Build the profile of TIDA winners and develop them as champions of innovation and collaboration with a remit to influence and recruit other businesses to engage in programme activities

5. Ensure that the support provided for TIDA applicants and particularly for award winners is consistent in all cases so as to provide projects with the best possible start in implementation.  

6. Maintain the spirit, incentive and drive provided by the TIDA as a substantive measure which underpins the theory and application of the Tourism Innovation Approach

7. Influence a change in policy to ensure equal access to the programme for all tourism businesses throughout Scotland

8. Ensure that all public sector agencies with a remit for developing tourism are aware of the business, product and service developments that have resulted from the programme

9. Consolidate and develop customer relationship management information to facilitate the targeting of businesses for future programme activity
10. Build upon the strong link between programme investment, programme delivery and other national initiatives related to the development of key destinations and tourism products

11. Regularly refresh the approach to the design and delivery of the individual programmes 

12. Continue to encourage and support the progress of participating tourism businesses to sustain new confidence levels, encourage the industry to drive change in attitudes, attract new businesses to participate and stimulate other contributions from within the industry.

Frontline Consultants

February 2006

Appendix 1

Stakeholder Interviews

Stakeholder Interviews 

Sue Crossman – Director Tourism Innovation Group

Lawrence Young – Freedom of the Glen family of Hotels

Sallyann Ferguson – SE Dunbartonshire 

Stephen Page – Stirling University Louise Vickers – SE Dumfries and Galloway 

Bob Kinnaird – Cairngorm Mountain

Alan Rankin – Scottish Tourism Forum

John Meiklejohn – Stratagem

Peter Williamson – The National Museum of Scotland Enterprise Ltd

David Cochrane – Springboard Scotland

Catherine Maxwell Stuart – Tweedale Group

John Ward – HIE

Richard Pinn – Visit Scotland (need to check paperwork)

Thomas McGonigle – Dal-Riata

Mary Bryden – National Museums of Scotland

John Brown – Scottish Executive

Patrick Oshaugnessey – Visit Scotland (need to check paperwork)

Sandi Hellowell – Lauder Group

Susan Watson – Scottish Enterprise Edinburgh and Lothian

Alan Elliot – Scottish Enterprise Borders

Paul McCafferty – Scottish Enterprise Forth Valley

Appendix 2

Questionnaires 

· Tourism Innovation Group

· Ambassadors Programme

· Learning Journey

· TIDA Successful

· TIDA Unsuccessful

· Innovation Toolkit

· Tourism Innovation Day

� EMBED Excel.Chart.8 \s ���
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� Survey Monkey was used to capture feedback post TID 2004 and 2005 and findings were used to inform the evaluation


� For example, assumptions were made as follows.  Bringing forward in time by 6 months = 25% additionality; by one year = 50% and by 2 years 75%.  In many cases, businesses were able to make their own estimate, eg the intervention allowed quality to be improved by 50%.


� Estimated no displacement = 0%; a little = 25%; partly = 50%; mainly = 75%; entirely = 100%.


� This respondent data excludes feedback from Tourism Innovation Day, however Survey Monkey results suggested that the majority were intent on doing something differently as a result of their involvement.
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Local

Scotland

Rest of UK

International

Areas

% Responses



Business Descriptions TIDA Suc

		Business Description

		Type of business		Response		%Responses

		Tourism Accommodation Hotels		10		15.9

		Vistor Attractions		10		15.9

		Tour Operators		8		12.7

		Tourism Specialism Services		8		12.7

		Activity Tourism		6		9.5

		Business Tourism		6		9.5

		Restaurants		6		9.5

		Event/Conference Organisers		4		6.3

		Tourism Accommodation Self Catering		4		6.3

		Consultancy		4		6.3

		Tourism Accommodation Hostels		3		4.8

		Tourism Retail		3		4.8

		Arts & Crafts Tourism		2		3.2

		Tourism Accommodation Bed & Breakfast & Guesthouses		2		3.2

				63





Business Descriptions TIDA Suc

		0		0		0		0		0		0		0		0		0		0		0		0		0		0



Tourism Accommodation Hotels

Vistor Attractions

Tour Operators

Tourism Specialism Services

Activity Tourism

Business Tourism

Restaurants

Event/Conference Organisers

Tourism Accommodation Self Catering

Consultancy

Tourism Accommodation Hostels

Tourism Retail

Arts & Crafts Tourism

Tourism Accommodation Bed & Breakfast & Guesthouses

Type of Business

% Response

Business Descriptions



Area Market Business

		Area Market Business

		Local		38		60.3

		Scotland		47		74.6

		Rest of UK		46		73.0

		International		41		65.1

		Sample size		63





Area Market Business

		



Local

Scotland

Rest of UK

International

Areas

% Responses



Tourism Innovation Approach

						% Response

		Through LEC		24		46.2

		Another company		11		21.2

		At innovation day		6		11.5

		Tourism newsletter		5		9.6

		Tourism website		2		3.8

		Don't know/can't remember		2		3.8

		At launch		1		1.9

		ScotExchange		1		1.9

		sample		52





Tourism Innovation Approach

		0		0		0		0		0		0		0		0



Through LEC

Another company

At innovation day

Tourism newsletter

Tourism website

Don't know/can't remember

At launch

ScotExchange

% Response

Tourism Innovation Approach/Activities



Motivation for Particp

		Motivation for Participation in tourism innovation activities

		Reason		Response

		Funding *		15		22.1

		Developing/sharing ideas		12		17.6

		Increasing awareness of tourism innovation		11		16.2

		Make a difference		9		13.2

		Improve collaborative/partnership		8		11.8

		Raising profile *		6		8.8

		Personal/organisational development		6		8.8

		Destination development		5		7.4

		Learn from others		5		7.4

		Links to other supports		4		5.9

				68

		* TIDA only

		Note this graph includes TIDA unsucessful





Motivation for Particp

		0		0		0		0		0		0		0		0		0		0
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Make a difference
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Destination development
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Reason

% Responses

Motivation for Participation in tourism innovation activities



Relationship partnership develo

		Relationship/Partnership Development

		Yes		24

		No		9





Relationship partnership develo

		Yes

		No



Relationship/Partnership Development

24

9



Doing Differently

		What participants are doing differently

		New products/services developed/introduced		43		68.3

		Entered into collaborative ventures/partnerships		40		63.5

		Introduced new procedures/systems		31		49.2

		Entered new markets		25		39.7

		Other		10		15.9

		Doing nothing differently		4		6.3

				63





Doing Differently

		68.253968254		63.4920634921		49.2063492063		39.6825396825		15.873015873		6.3492063492



New products/services developed/introduced

Entered into collaborative ventures/partnerships

Introduced new procedures/systems

Entered new markets

Other

Doing nothing differently

% Responses

What are participants doing differently?



Extent to which you are doing 

		Extent to which you are doing something differently?

				1		2		3		4		5

		New to Market		8		5		10		13		12		48				16.7		10.4		20.8		27.1		25.0

		New to your business		3		1		9		8		31		52				5.8		1.9		17.3		15.4		59.6





Extent to which you are doing 

		16.6666666667

		10.4166666667

		20.8333333333

		27.0833333333

		25



Extent to which you are doing something that is new to the market



Tourism Innovation Activity

		5.7692307692

		1.9230769231

		17.3076923077

		15.3846153846

		59.6153846154



Extent to which you are doing something that is new to the organisation



Visitors customers come from

		Results of Participate		TID %				LJ %				TIG %				AP %				Toolkit %

				Y		N		Y		N		Y		N		Y		N		Y		N

		Applied innovation to your business or staff approaches/development/shared learning own agendas		75		25		100		0		40		60						67		33

		Potential new customers		67		33														27		73

		Attracted new customer groups		38		62														27		73

		Development new products/services		43		57		86		14		60		40						47		53

		Made new connections others in industry		86		14		86		14		100		0

		Shared ideas with others in industry		75		25		86		14		100		0

		Made strategic alliances/partnership/relationships		33		67		100		0		100		0						67		33

		Change or more effective approaches to marketing products and services		57		43		100		0		60		40						27		73

		Development of briefing docs						86		14

		Contributed to meetings						100		0		100		0

		Dissemination at key industry events						63		37		100		0

		Developed outline resources						33		67		40		60

		Improved customer empathy						71		29		60		40

		Designate development						57		43		20		80





Additionality of support

				strongly agree		agree		neither/nor		disagree		strongly agree								strongly agree		agree		neither/nor		disagree		strongly disagree

				2		14		13		4		8		41						5		34		32		10		20

				2		4		9		13		13		41						5		10		22		32		32

				18		26		4		2		2		52						35		50		8		4		4

				11		28		6		3		1		49						22		57		12		6		2

				19		26		4		0		2		51						37		51		8		0		4

				24		23		2		0		2		51						47		45		4		0		4





Behaviours

		Extent to which changes would have been made without support				% of total

		Support highly influencial		8		8.1

		Made changes but at a later date		28		28.3

		Made changes but lesser qulaity or scale		18		18.2

		Would have a less sustainable business model		25		25.3

		Support had no influence		20		20.2

				99

		Includes responses from previous Toolkit





Behaviours
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Support highly influencial

Made changes but at a later date

Made changes but lesser qulaity or scale

Would have a less sustainable business model

Support had no influence

Areas

% Responses

Extent to which changes made without support



		Absolute Response		strongly agree		agree		neither/nor		disagree		strongly agree						% response		strongly agree		agree		neither/nor		disagree		strongly agree

		Mindset																Mindset

		…innovate in my own role		20		32		6		3		1		62				…innovate in my own role		32		52		10		5		2

		…use innovative approaches to drive business growth		19		30		8		3		1		61				…use innovative approaches to drive business growth		31		49		13		5		2

		…use innovation to work with others to develop my geographical area		23		25		8		4		1		61				…use innovation to work with others to develop my geographical area		38		41		13		7		2

		…adapt to the changes in the tourism environment e.g. markets, opportunities etc		15		35		8		3		1		62				…adapt to the changes in the tourism environment e.g. markets, opportunities etc		24		56		13		5		2

		…modify my thinking to take account of new and diverse viewpoints		12		35		8		6		1		62				…modify my thinking to take account of new and diverse viewpoints		19		56		13		10		2

		…see my business as part of the bigger picture		29		18		9		5		1		62				…see my business as part of the bigger picture		47		29		15		8		2

		Overall mindset change		118		175		47		24		6		370				Overall mindset change		32		47		13		6		2

		Collaboration																Collaboration

		…work more effectively with other people in the industry		21		28		6		6		1		62				…work more effectively with other people in the industry		34		45		10		10		2

		…actively seek opportunities to collaborate with others		24		29		4		4		1		62				…actively seek opportunities to collaborate with others		39		47		6		6		2

		…engage with a wide range of different people in the industry		22		31		2		5		1		61				…engage with a wide range of different people in the industry		36		51		3		8		2

		…create conditions for successful partnership working		19		31		5		5		1		61				…create conditions for successful partnership working		31		51		8		8		2

		…communicate a positive attitude towards working with potential partners		25		25		3		6		1		60				…communicate a positive attitude towards working with potential partners		42		42		5		10		2

		…consider new ideas and opportunities		22		25		6		6		1		60				…consider new ideas and opportunities		37		42		10		10		2

		…share ideas and information more readily		16		32		8		4		1		61				…share ideas and information more readily		26		52		13		7		2

		...be more aware of examples good practice from other businesses		15		30		9		6		1		61				...be more aware of examples good practice from other businesses		25		49		15		10		2

		…establish common ground with partner organisation and look for mutual benefits from working collaboratively		15		35		5		3		1		59				…establish common ground with partner organisation and look for mutual benefits from working collaboratively		25		59		8		5		2

		Overall collaboration		179		266		48		45		9		547				Overall collaboration		33		49		9		8		2

		Influence																Influence

		…use industry networks/groups to influence others and gain support		20		25		11		4		1		61				…use industry networks/groups to influence others and gain support		33		41		18		7		2

		…encourage the production of new ideas within and beyond our business		19		30		7		4		1		61				…encourage the production of new ideas within and beyond our business		31		49		11		7		2

		…motivate others to be innovative in finding new ways of developing product and service improvements		20		27		7		4		1		59				…motivate others to be innovative in finding new ways of developing product and service improvements		34		46		12		7		2

		Overall influence		59		82		25		12		3		181				Overall influence		33		45		14		7		2

		Information and awareness																Information and awareness

		…have a better understanding of customer needs		18		25		11		7		1		62				…have a better understanding of customer needs		29		40		18		11		2

		…attend more conferences and industry events		7		20		20		13		1		61				…attend more conferences and industry events		11		33		33		21		2

		… develop new products/processes as a result of customer feedback		15		33		7		5		1		61				… develop new products/processes as a result of customer feedback		25		54		11		8		2

		…make sense of information by seeing patterns and trends		13		29		9		8		1		60				…make sense of information by seeing patterns and trends		22		48		15		13		2

		…make more or better use of online resources		13		27		14		5		1		60				…make more or better use of online resources		22		45		23		8		2

		Overall information and awareness		66		134		61		38		5		304				Overall information and awareness		22		43		20		13		2
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Funding *

Developing/sharing ideas

Increasing awareness of tourism innovation

Make a difference

Improve collaboration/partnership

Raising profile *

Personal/organisational development

Destination development

Learn from others

Links to other supports

Reason

% Responses



Business Descriptions TIDA Suc

		Business Description

		Type of business		Response		%Responses

		Tourism Accommodation Hotels		10		15.9

		Vistor Attractions		10		15.9

		Tour Operators		8		12.7

		Tourism Specialism Services		8		12.7

		Activity Tourism		6		9.5

		Business Tourism		6		9.5

		Restaurants		6		9.5

		Event/Conference Organisers		4		6.3

		Tourism Accommodation Self Catering		4		6.3

		Consultancy		4		6.3

		Tourism Accommodation Hostels		3		4.8

		Tourism Retail		3		4.8

		Arts & Crafts Tourism		2		3.2

		Tourism Accommodation Bed & Breakfast & Guesthouses		2		3.2

				63
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Area Market Business

		Area Market Business

		Local		38		60.3

		Scotland		47		74.6

		Rest of UK		46		73.0

		International		41		65.1

		Sample size		63
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Tourism Innovation Approach

						% Response

		Through LEC		24		46.2

		Another company		11		21.2

		At innovation day		6		11.5

		Tourism newsletter		5		9.6

		Tourism website		2		3.8

		Don't know/can't remember		2		3.8

		At launch		1		1.9

		ScotExchange		1		1.9

		sample		52





Tourism Innovation Approach

		



Through LEC

Another company

At innovation day

Tourism newsletter

Tourism website

Don't know/can't remember

At launch
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% Response

Tourism Innovation Approach/Activities



Motivation for Particp

		Motivation for Participation in tourism innovation activities

		Reason		Response

		Funding *		15		22.1

		Developing/sharing ideas		12		17.6

		Increasing awareness of tourism innovation		11		16.2

		Make a difference		9		13.2

		Improve collaboration/partnership		8		11.8

		Raising profile *		6		8.8

		Personal/organisational development		6		8.8

		Destination development		5		7.4

		Learn from others		5		7.4

		Links to other supports		4		5.9

				68

		* TIDA only

		Note this graph includes TIDA unsucessful
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Funding *

Developing/sharing ideas

Increasing awareness of tourism innovation

Make a difference

Improve collaboration/partnership

Raising profile *

Personal/organisational development

Destination development

Learn from others

Links to other supports

Reason

% Responses



Relationship partnership develo

		Relationship/Partnership Development

		Yes		24

		No		9





Relationship partnership develo

		Yes

		No



Relationship/Partnership Development

24

9



Doing Differently

		What participants are doing differently

		New products/services developed/introduced		43		68.3

		Entered into collaborative ventures/partnerships		40		63.5

		Introduced new procedures/systems		31		49.2

		Entered new markets		25		39.7

		Other		10		15.9

		Doing nothing differently		4		6.3

				63





Doing Differently

		68.253968254		63.4920634921		49.2063492063		39.6825396825		15.873015873		6.3492063492



New products/services developed/introduced

Entered into collaborative ventures/partnerships

Introduced new procedures/systems

Entered new markets

Other

Doing nothing differently

% Responses

What are participants doing differently?



Extent to which you are doing 

		Extent to which you are doing something differently?

				1		2		3		4		5

		New to Market		8		5		10		13		12		48				16.7		10.4		20.8		27.1		25.0

		New to your business		3		1		9		8		31		52				5.8		1.9		17.3		15.4		59.6





Extent to which you are doing 

		16.6666666667

		10.4166666667

		20.8333333333

		27.0833333333

		25



Extent to which you are doing something that is new to the market



Tourism Innovation Activity

		5.7692307692

		1.9230769231

		17.3076923077

		15.3846153846

		59.6153846154



Extent to which you are doing something that is new to the organisation



Visitors customers come from

		Results of Participate		TID %				LJ %				TIG %				AP %				Toolkit %

				Y		N		Y		N		Y		N		Y		N		Y		N

		Applied innovation to your business or staff approaches/development/shared learning own agendas		75		25		100		0		40		60						67		33

		Potential new customers		67		33														27		73

		Attracted new customer groups		38		62														27		73

		Development new products/services		43		57		86		14		60		40						47		53

		Made new connections others in industry		86		14		86		14		100		0

		Shared ideas with others in industry		75		25		86		14		100		0

		Made strategic alliances/partnership/relationships		33		67		100		0		100		0						67		33

		Change or more effective approaches to marketing products and services		57		43		100		0		60		40						27		73

		Development of briefing docs						86		14

		Contributed to meetings						100		0		100		0

		Dissemination at key industry events						63		37		100		0

		Developed outline resources						33		67		40		60

		Improved customer empathy						71		29		60		40

		Designate development						57		43		20		80





Additionality of support

				strongly agree		agree		neither/nor		disagree		strongly agree								strongly agree		agree		neither/nor		disagree		strongly disagree

				2		14		13		4		8		41						5		34		32		10		20

				2		4		9		13		13		41						5		10		22		32		32

				18		26		4		2		2		52						35		50		8		4		4

				11		28		6		3		1		49						22		57		12		6		2

				19		26		4		0		2		51						37		51		8		0		4

				24		23		2		0		2		51						47		45		4		0		4





Behaviours

		Extent to which changes would have been made without support				% of total

		Support highly influencial		8		8.1

		Made changes but at a later date		28		28.3

		Made changes but lesser qulaity or scale		18		18.2

		Would have a less sustainable business model		25		25.3

		Support had no influence		20		20.2

				99

		Includes responses from previous Toolkit





Behaviours
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Support highly influencial

Made changes but at a later date

Made changes but lesser qulaity or scale

Would have a less sustainable business model

Support had no influence

Areas

% Responses

Extent to which changes made without support



		Absolute Response		strongly agree		agree		neither/nor		disagree		strongly agree						% response		strongly agree		agree		neither/nor		disagree		strongly agree

		Mindset																Mindset

		…innovate in my own role		20		32		6		3		1		62				…innovate in my own role		32		52		10		5		2

		…use innovative approaches to drive business growth		19		30		8		3		1		61				…use innovative approaches to drive business growth		31		49		13		5		2

		…use innovation to work with others to develop my geographical area		23		25		8		4		1		61				…use innovation to work with others to develop my geographical area		38		41		13		7		2

		…adapt to the changes in the tourism environment e.g. markets, opportunities etc		15		35		8		3		1		62				…adapt to the changes in the tourism environment e.g. markets, opportunities etc		24		56		13		5		2

		…modify my thinking to take account of new and diverse viewpoints		12		35		8		6		1		62				…modify my thinking to take account of new and diverse viewpoints		19		56		13		10		2

		…see my business as part of the bigger picture		29		18		9		5		1		62				…see my business as part of the bigger picture		47		29		15		8		2

		Overall mindset change		118		175		47		24		6		370				Overall mindset change		32		47		13		6		2

		Collaboration																Collaboration

		…work more effectively with other people in the industry		21		28		6		6		1		62				…work more effectively with other people in the industry		34		45		10		10		2

		…actively seek opportunities to collaborate with others		24		29		4		4		1		62				…actively seek opportunities to collaborate with others		39		47		6		6		2

		…engage with a wide range of different people in the industry		22		31		2		5		1		61				…engage with a wide range of different people in the industry		36		51		3		8		2

		…create conditions for successful partnership working		19		31		5		5		1		61				…create conditions for successful partnership working		31		51		8		8		2

		…communicate a positive attitude towards working with potential partners		25		25		3		6		1		60				…communicate a positive attitude towards working with potential partners		42		42		5		10		2

		…consider new ideas and opportunities		22		25		6		6		1		60				…consider new ideas and opportunities		37		42		10		10		2

		…share ideas and information more readily		16		32		8		4		1		61				…share ideas and information more readily		26		52		13		7		2

		...be more aware of examples good practice from other businesses		15		30		9		6		1		61				...be more aware of examples good practice from other businesses		25		49		15		10		2

		…establish common ground with partner organisation and look for mutual benefits from working collaboratively		15		35		5		3		1		59				…establish common ground with partner organisation and look for mutual benefits from working collaboratively		25		59		8		5		2

		Overall collaboration		179		266		48		45		9		547				Overall collaboration		33		49		9		8		2

		Influence																Influence

		…use industry networks/groups to influence others and gain support		20		25		11		4		1		61				…use industry networks/groups to influence others and gain support		33		41		18		7		2

		…encourage the production of new ideas within and beyond our business		19		30		7		4		1		61				…encourage the production of new ideas within and beyond our business		31		49		11		7		2

		…motivate others to be innovative in finding new ways of developing product and service improvements		20		27		7		4		1		59				…motivate others to be innovative in finding new ways of developing product and service improvements		34		46		12		7		2

		Overall influence		59		82		25		12		3		181				Overall influence		33		45		14		7		2

		Information and awareness																Information and awareness

		…have a better understanding of customer needs		18		25		11		7		1		62				…have a better understanding of customer needs		29		40		18		11		2

		…attend more conferences and industry events		7		20		20		13		1		61				…attend more conferences and industry events		11		33		33		21		2

		… develop new products/processes as a result of customer feedback		15		33		7		5		1		61				… develop new products/processes as a result of customer feedback		25		54		11		8		2

		…make sense of information by seeing patterns and trends		13		29		9		8		1		60				…make sense of information by seeing patterns and trends		22		48		15		13		2

		…make more or better use of online resources		13		27		14		5		1		60				…make more or better use of online resources		22		45		23		8		2

		Overall information and awareness		66		134		61		38		5		304				Overall information and awareness		22		43		20		13		2
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Business Descriptions TIDA Suc

		Business Description

		Type of business		Response		%Responses

		Tourism Accommodation Hotels		10		15.9

		Vistor Attractions		10		15.9

		Tour Operators		8		12.7

		Tourism Specialism Services		8		12.7

		Activity Tourism		6		9.5

		Business Tourism		6		9.5

		Restaurants		6		9.5

		Event/Conference Organisers		4		6.3

		Tourism Accommodation Self Catering		4		6.3

		Consultancy		4		6.3

		Tourism Accommodation Hostels		3		4.8

		Tourism Retail		3		4.8

		Arts & Crafts Tourism		2		3.2

		Tourism Accommodation Bed & Breakfast & Guesthouses		2		3.2

				63
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Area Market Business

		Area Market Business

		Local		38		60.3

		Scotland		47		74.6

		Rest of UK		46		73.0

		International		41		65.1

		Sample size		63
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Tourism Innovation Approach

						% Response

		Through LEC		24		46.2

		Another company		11		21.2

		At innovation day		6		11.5

		Tourism newsletter		5		9.6

		Tourism website		2		3.8

		Don't know/can't remember		2		3.8

		At launch		1		1.9

		ScotExchange		1		1.9

		sample		52
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Motivation for Particp

		Motivation for Participation in tourism innovation activities

		Reason		Response

		Funding *		15		22.1

		Developing/sharing ideas		12		17.6

		Increasing awareness of tourism innovation		11		16.2

		Make a difference		9		13.2

		Improve collaborative/partnership		8		11.8

		Raising profile *		6		8.8

		Personal/organisational development		6		8.8

		Destination development		5		7.4

		Learn from others		5		7.4

		Links to other supports		4		5.9

				68

		* TIDA only

		Note this graph includes TIDA unsucessful
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Relationship partnership develo

		Relationship/Partnership Development

		Yes		24

		No		9
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Doing Differently

		What participants are doing differently

		New products/services developed/introduced		43		68.3

		Entered into collaborative ventures/partnerships		40		63.5

		Introduced new procedures/systems		31		49.2

		Entered new markets		25		39.7

		Other		10		15.9

		Doing nothing differently		4		6.3

				63
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Extent to which you are doing 

		Extent to which you are doing something differently?

				1		2		3		4		5

		New to Market		8		5		10		13		12		48				16.7		10.4		20.8		27.1		25.0

		New to your business		3		1		9		8		31		52				5.8		1.9		17.3		15.4		59.6
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Visitors customers come from

		Results of Participate		TID %				LJ %				TIG %				AP %				Toolkit %

				Y		N		Y		N		Y		N		Y		N		Y		N

		Applied innovation to your business or staff approaches/development/shared learning own agendas		75		25		100		0		40		60						67		33

		Potential new customers		67		33														27		73

		Attracted new customer groups		38		62														27		73

		Development new products/services		43		57		86		14		60		40						47		53

		Made new connections others in industry		86		14		86		14		100		0

		Shared ideas with others in industry		75		25		86		14		100		0

		Made strategic alliances/partnership/relationships		33		67		100		0		100		0						67		33

		Change or more effective approaches to marketing products and services		57		43		100		0		60		40						27		73

		Development of briefing docs						86		14

		Contributed to meetings						100		0		100		0

		Dissemination at key industry events						63		37		100		0

		Developed outline resources						33		67		40		60

		Improved customer empathy						71		29		60		40

		Designate development						57		43		20		80





Additionality of support

				strongly agree		agree		neither/nor		disagree		strongly agree								strongly agree		agree		neither/nor		disagree		strongly disagree

		…outside Scotland would not have come to Scotland at all had my business not been here		2		14		13		4		8		41				…outside Scotland would not have come to Scotland at all had my business not been here		5		34		32		10		20

		…within Scotland probably would have gone outside Scotland had my business not been here		2		4		9		13		13		41				…within Scotland probably would have gone outside Scotland had my business not been here		5		10		22		32		32

		…anywhere would have been encouraged to spend more money in Scotland		18		26		4		2		2		52				…anywhere would have been encouraged to spend more money in Scotland		35		50		8		4		4

		…anywhere would have been encouraged to stay longer in Scotland		11		28		6		3		1		49				…anywhere would have been encouraged to stay longer in Scotland		22		57		12		6		2

		...anywhere are more likely to come back to Scotland		19		26		4		0		2		51				...anywhere are more likely to come back to Scotland		37		51		8		0		4

		...anywhere are benefiting from a superior product		24		23		2		0		2		51				...anywhere are benefiting from a superior product		47		45		4		0		4





Behaviours

		Extent to which changes would have been made without support				% of total

		Support highly influencial		8		8.1

		Made changes but at a later date		28		28.3

		Made changes but lesser qulaity or scale		18		18.2

		Would have a less sustainable business model		25		25.3

		Support had no influence		20		20.2

				99

		Includes responses from previous Toolkit
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		Absolute Response		strongly agree		agree		neither/nor		disagree		strongly agree						% response		strongly agree		agree		neither/nor		disagree		strongly agree

		Mindset																Mindset

		…innovate in my own role		20		32		6		3		1		62				…innovate in my own role		32		52		10		5		2

		…use innovative approaches to drive business growth		19		30		8		3		1		61				…use innovative approaches to drive business growth		31		49		13		5		2

		…use innovation to work with others to develop my geographical area		23		25		8		4		1		61				…use innovation to work with others to develop my geographical area		38		41		13		7		2

		…adapt to the changes in the tourism environment e.g. markets, opportunities etc		15		35		8		3		1		62				…adapt to the changes in the tourism environment e.g. markets, opportunities etc		24		56		13		5		2

		…modify my thinking to take account of new and diverse viewpoints		12		35		8		6		1		62				…modify my thinking to take account of new and diverse viewpoints		19		56		13		10		2

		…see my business as part of the bigger picture		29		18		9		5		1		62				…see my business as part of the bigger picture		47		29		15		8		2

		Overall mindset change		118		175		47		24		6		370				Overall mindset change		32		47		13		6		2

		Collaboration																Collaboration

		…work more effectively with other people in the industry		21		28		6		6		1		62				…work more effectively with other people in the industry		34		45		10		10		2

		…actively seek opportunities to collaborate with others		24		29		4		4		1		62				…actively seek opportunities to collaborate with others		39		47		6		6		2

		…engage with a wide range of different people in the industry		22		31		2		5		1		61				…engage with a wide range of different people in the industry		36		51		3		8		2

		…create conditions for successful partnership working		19		31		5		5		1		61				…create conditions for successful partnership working		31		51		8		8		2

		…communicate a positive attitude towards working with potential partners		25		25		3		6		1		60				…communicate a positive attitude towards working with potential partners		42		42		5		10		2

		…consider new ideas and opportunities		22		25		6		6		1		60				…consider new ideas and opportunities		37		42		10		10		2

		…share ideas and information more readily		16		32		8		4		1		61				…share ideas and information more readily		26		52		13		7		2

		...be more aware of examples good practice from other businesses		15		30		9		6		1		61				...be more aware of examples good practice from other businesses		25		49		15		10		2

		…establish common ground with partner organisation and look for mutual benefits from working collaboratively		15		35		5		3		1		59				…establish common ground with partner organisation and look for mutual benefits from working collaboratively		25		59		8		5		2

		Overall collaboration		179		266		48		45		9		547				Overall collaboration		33		49		9		8		2

		Influence																Influence

		…use industry networks/groups to influence others and gain support		20		25		11		4		1		61				…use industry networks/groups to influence others and gain support		33		41		18		7		2

		…encourage the production of new ideas within and beyond our business		19		30		7		4		1		61				…encourage the production of new ideas within and beyond our business		31		49		11		7		2

		…motivate others to be innovative in finding new ways of developing product and service improvements		20		27		7		4		1		59				…motivate others to be innovative in finding new ways of developing product and service improvements		34		46		12		7		2

		Overall influence		59		82		25		12		3		181				Overall influence		33		45		14		7		2

		Information and awareness																Information and awareness

		…have a better understanding of customer needs		18		25		11		7		1		62				…have a better understanding of customer needs		29		40		18		11		2

		…attend more conferences and industry events		7		20		20		13		1		61				…attend more conferences and industry events		11		33		33		21		2

		… develop new products/processes as a result of customer feedback		15		33		7		5		1		61				… develop new products/processes as a result of customer feedback		25		54		11		8		2

		…make sense of information by seeing patterns and trends		13		29		9		8		1		60				…make sense of information by seeing patterns and trends		22		48		15		13		2

		…make more or better use of online resources		13		27		14		5		1		60				…make more or better use of online resources		22		45		23		8		2

		Overall information and awareness		66		134		61		38		5		304				Overall information and awareness		22		43		20		13		2
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