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Moray’s Visitor Economy 2015

This is a summary of the tourism trends research undertaken for Highlands & Islands Enterprise Moray by Global Tourism Solutions (UK) Ltd.
427,730 visits were made by visitors staying in Moray as part of a

holiday or short break, generating
1.5m nights in accommodation across the area

274,620 visits made by Day

1.75 Visitor Days £105.8 million was Visitors to Moray in 2015 On average, visitors

and Nights generated generated within the local staying in Moray
by staying and day visitors economy through visitor and stay 3.5 nights

in 2015 tourism business expenditure and spend
£24.06 million
on local
accommodation

Staying visitors generate a total

economic impact of £92.1 million
for businesses in Moray

Total Day Visitors increased

Economic Impact increased Staying visitor numbers increased by by 10.7% between 2011 and
by 12.5% between 2011 and 2015 12.2% between 2011 and 2015 2015
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Visitor Types

Staying Visitors encompass all tourists staying overnight for at least one night in one of the following

types of accommodation: 61% of Visits

e Serviced Accommodation - including Hotels, Guest Houses, B&Bs, Inns

e Non-Serviced Accommodation — including Self-Catering properties such as Houses, Cottages, Chalets
and Flats, as well as Camping and Caravanning, Hostels and University / College accommodation

e Staying with Friends and Relatives (SFR) — unpaid overnight accommodation with local residents

Staying Visitors

Day Visitors

o ..
Day Visitors visiting the area on a non-routine and non-regular leisure day trip from a home or holiday 39 A) of Visits
base

Visitor Numbers

Total
ota In 2015, there were an estimated 702,350 tourism visits to Moray; representing an increase of 1.7% on the previous year. Overall, 61%
Visitor of visitors (427,730) stayed in the area for one or more nights, the remaining 39% of visitors (274,620) were Day Visitors to Moray.
b Visitor numbers remained stable in 2015 compared to the previous three years in what was the wettest year since 1910, with twice the
Numbers normal rainfall in
P ey [T I
0.70m which dampened erc::';g:ar 000s TOTAL
down tourism 2000 12% 0.70m

throughout the 011 12%

summer months. However, since 2009 2oz 23

i i ; 89%
tourism numbers have increased steadily by —

. . -14%
11.6%, showing strong consistent growth. :::: .

Serviced

Non-Serviced

Within the staying visitor sector, numbers
rose by 4.0% on the previous year; those

staying in serviced accommodation had an 3 9 q 9 a 3 ud
. <) o o o o o o 10%
average stay of 1.8 days in Moray. N N N N N N N
I Tourist Numbers @ @ [inear (Tourist Numbers) 17%

Key Figures: Visitor Numbers

Serviced Non-Serviced _ Staying Visitors Day Visitors All Visitors

2015 000s 238.33 68.09 121.30 427.73 274.62 702.35
2014 000s 223.77 69.20 118.13 411.10 279.55 690.65
Change 14/15 % 6.5 -1.6 2.7 4.0 -1.8 1.7
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Visitor Days

Total

ota Visitor Days take into account those visitors who stay at any destination for more than a day. For example, if a family of five stay three
V|S|t0r nights, they will account for five visitors, and fifteen visitor days. Visitors to Moray spent an estimated 1,751,580 days in the area as part
of a tourism day trip, holiday or short break in 2015; total visitor days were up 1.0% in what was, a very wet summer.
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aying visitors % Change
1 0 75 m account for 84% of Year on Year 0es TOTAL

all visitor days, with e 1.75m 255
nOh-SerViCEd 2012 -0.9%

accommodation accounting for 28% of the 2013 6%

total and average stays of 7.3 days, which is s 0%

2015 1.0% Serviced

very high, indicating a high volume of week-
long stays. Since 2009 visitor days for day
visitors and staying visitors have increased

Non-Serviced

1,735.06
1,654.28
1,639.97
1,749.00
1,734.13
1,751.58
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gradually over the years by 4.4% (the serviced S g d = g g g
accommodation sector rose by 10.8% over o o ~ NN n N 28%
I Tourist Days Linear (Tourist Days)

the same period; day visitors by 9.1%).

Key Figures: Visitor Days

Serviced Non-Serviced SFR Staying Visitors Day Visitors All Visitors

2015 000s 431.65 498.43 546.88 1476.96 274.62 1751.58
2014 000s 416.73 502.61 535.24 1454.58 279.55 1734.13
Change 14/15 % 3.6 -0.8 2.2 1.5 -1.8 1.0

Average length of stay in days for different visitor types to Moray in 2015

.D.ay All Serviced | Non-Serviced ' All Staying
Visitors Visitors Accommodation Accommodation Visitors

1 2.5 1.8 7.3 3.5

—
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Economic Impact

Total Tourism visits to Moray in 2015 generated a total economic impact of £105.76m, an increase during a rainy year of 3.7% on 2014, also a
Economic gradual increase of 8.5% since 2009 (all monetary figures in this narrative report are indexed to allow direct comparison with 2015 figures). The
total economic impact in 2015 comprises the expenditure of visitors on goods and services, totalling £80.75m, and the indirect and induced
ImpaCt economic effects of local businesses and residents spending tourism revenues locally, accounting for a further £25.01m.
£ 105 - 76m The greatest gain in II I ECONOMIC IMPACT - 2015 Indexed - £M - Share of Total I

economic impact over Yif::"f:ar 2015 Prices £M TOTAL
the past year took w17 £105.76m

place within the serviced sector, which increased 201 51% o @B & e

by 6.7% (and steadily by 17.3% since 2009); day i 0

visitor spend decreased slightly by -1.4% due to — 3

2014 49%
adverse weather. 05 25%

Serviced 51%

Non-Serviced

The average spend per visitor per day to Moray is
£60.38; per day visitor is £49.89; per non-serviced

Q (=] L) N M < n
. . . . o] o o o o B =
accommodation visit £342.88 and per serviced 9 9 9 o o o o 2%
accommodation visit is £222.61. I Economic Impact & & |inear (EconomicImpact)

Key Figures: Economic Impact

Economic Impact Serviced Non-Serviced _ Staying Visitors Day Visitors All Visitors

2015 £m 53.38 23.41 15.27 92.06 13.70 105.76
2014 £m 50.03 23.31 14.78 88.12 13.90 102.02
Change 14/15 % 6.7 0.4 3.3 4.5 -1.4 3.7

Average economic impact generated per person by each type of visitor to Moray in 2015

Day Staying with Friends All Non-Serviced All Staying Serviced
Visitors and Relatives Visitors Accommodation Visitors Accommodation
£49.89 £27.92 per Day £60.38 per Day £46.97 per Day f 62.33 per Day £123.67 per Day
per Day £125.64 per Visit £150.95 per Visit £342.88 per Visit £218.16 per Visit £222.61per Visit

—t
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Total Definitions:

FTEs
Supported

e Accommodation: Payments for overnight stays in accommodation, such as room rates for serviced accommaodation, or pitch fees and
hire charges for non-serviced accommodation.

e Recreation: Covering expenditure on a wide range of leisure activities such as museum, event, concert / theatre and attractions
attendance as well as sports participation and spectating.

in 2015 e Transport: Expenditure within the destination on travel, including fuel and public transport tickets.

—— e Food and Drink: Spend on eating and drinking at restaurants, cafes and other venues, takeaway food, snacks and groceries.

2 526 e Shopping: What visitors spend on items including clothing / jewellery, household items, music / films / games, gifts and smaller items,
) / books and maps, plants and garden items.

e Indirect: The expenditure by local tourism businesses within the local supply chain.

Employment Supported by Tourism

The expenditure and activity of visitors to Moray in 2015 supported a total of 2,526 Full-Time Equivalent jobs (FTEs). Employment has remained relatively stable
over the past year, marginally up by 1.0% since 2014. Total employment includes the jobs generated by the expenditure of visitors on goods and services, totalling
2,106 FTEs in 2015, and the indirect and induced employment supported through local businesses and residents spending tourism revenues locally, accounting for a
further 421 FTEs. The largest sectors for direct employment were Accommodation (1,162 FTEs); followed by Transport (319 FTEs); Food & Drink (316 FTEs) and then
Shopping (178 FTEs).

Employment Supported by Tourism 2014-2015: Full-Time Equivalents (FTEs) by Type

Sectoral Distribution of Employment - FTEs
2015 | 2014 QA ) N

B Accommodation

)
Accommodation 1,162 1,158 0.4% \C}P
Food & Drink 316 320 -1.3% M Food & Drink )
H 0,
Recreation 131 131 0.1% B Recreation
Shopping 178 179 -0.7% 12.6%
TS 319 325 .19 ™ Shopping Richard J MacDonald

Director (Scotland)
GTS (UK) Ltd
richard.m@gtsuk.co.uk
2016

TOTAL DIRECT 206 2,113 -03% mTransport @
Indirect 421 412 2.2% @

M Indirect
TOTAL 2,526 2,525 0.1%
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STEAM FINAL TREND REPORT FOR 2009-2015 Comparing 2015 and 2014
HIE - MORAY All £'s Historic Prices
KEY PERFORMANCE INDICATORS BY TYPE OF VISITOR - COMPARING 2015 & 2014 - IN HISTORIC PRICES

COMPARATIVE HEADLINES

KEY

An increase of 3% or more Staying in Paid Accommodation Staying with Friends and All Staying Visitors Day Visitors All Visitor Types
Less than 3% change Serviced Non-Serviced Relatives (SFR)
AFall of 3% or more | 2015 | 2014 [EVACEM 2015 | 2014 VAN 2015 | 2014 [EVAEM 2015 | 2014 [EVAEM 2015 | 2014 [EVAUSM 2015 | 2014 [EEVALY

Visitor Days | 000s 431.65 416.73  3.6% 498.43 502.61 -0.8% 546.88 535.24 2.2% 1,476.96 1,454.58 1.5% 274.62 27955 -1.8% 1,751.58 1,734.13 1.0%

| visitor Days | 000s |
23833 22377 6.5% 68.09  69.20 -1.6% 12130 11813 2.7%  427.73 41110 4.0% 27462 27955 -1.8%  702.35 690.65 1.7%
£ | 80.75  77.82| 3.8%
5338 5003 | 6.7% 2341 2331 0.4% 1527 1478 3.3% 92.06 88.12| 4.5% 13.70 1390 -14% 10576 102.02 | 3.7%
Direct Employment lAiZ0 1272 1278 -0.5% 467 467 -0.1% 193 189 2.2% 1,932 1,935 -0.1% 173 178 -2.5% 2,106 2,113 -0.3%
Total Employment (3] 2526 2525 0.1%

PERCENTAGE CHANGE BY VISITOR TYPE AND PERFORMANCE MEASURE - COMPARING 2015 & 2014 - IN HISTORIC PRICES

KEY Serviced Non-Serviced All Staying tors Day Visitors All Visitor Types

i 8.0% 1.0% ® 4.0% ° 6.0% N 0.0% 4.0%
Visitor Days 0o < ) n
6.0% . ﬂ Sk TR 3.0%
Visitor Numbers 2.0% 0.0% N i 2.0%
-0.5% § 2.0% 2.0% .
1 X g

Total Economic Impact 2.0% -1.0% d 2.0% e :'. 1.0%
= 1.0% 0.0% - ® o I e« " o
0.0% X% N ® xR 0.0% %
RIESEplovs 2.0% S 2.0% o 0.0% 2.0% S 3.0% N 0% °

Sectoral Distribution of Economic Impact - £M including VAT in Historic Prices

2015 2014 +/-%

W Accommodation 2406 21.03 | 14.4% Accommodation 1,162 1,158 0.4%
17.83 17.86 -0.2% Food & Drink 316 320 -1.3% M Food & Drink

Sectoral Distribution of Employment - FTEs
2015 2014 +/- %

B Accommodation

B Food & Drink

7.440 7353 1.2% Recreation 131 131 0.1% )
. M Recreation
¥ Recreation 1045 1041 0.4% Shopping 178 179 -0.7% m
) 2098 2116 -0.9% Transport 319 325 -19% " Shopping
B Shopping
80.75 77.82 3.8% TOTAL DIRECT 2106 2,113 -03% MW Transport
Transport 25.01 2420 3.3% Indirect 421 412 2.2%
M Indirect
105.76 102.02 3.7% TOTAL 2,526 2,525 0.1%
H Indirect
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