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Background & Methodology

3

¥4
7 Moray Speyside Tourism is interested in understanding interest
levels and expectations of a Moray TBID among tourism

businesses within Moray Speyside.

STR are conducting a quantitative and qualitative piece of
research on behalf of Moray Speyside Tourism to explore views
on a Moray TBID. For the quantitative phase, an online survey
was sent out to local tourism businesses and 135 responses
were received. This report outlines the findings from this
survey.
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A reminder of the definition of a TBID

A Tourism Business Improvement District (TBID) is the gathering of local businesses to support the
growth and development of their local area’s tourism industry. It gives businesses a voice and financial
stake in the future direction of tourism in the area.

An agreed, moderate levy is collected from members and is used to fund key tourism priorities.
Members decide how funds are spent and what the key priorities should be.

TBIDs are not designed to replace public sector funding but are supposed to supplement existing
funding. They are not a council project, but an industry-led initiative focusing only on tourism
development, to benefit the entire region’s tourism industry.

For a TBID to exist a majority of businesses need to vote for it for an agreed period of time (normally 5
years). After this time members vote on whether it should continue. This ensures that the work remains
current and focused on the needs of its members.
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Research Objectives

Key research objectives:

* Explore the interest levels amongst Moray Speyside tourism
businesses in a TBID

* Understand the expectations of a TBID
*  Establish key priorities for a TBID
* Collate feedback on the TBID structure/ process

© 2018 STR. All Rights Reserved,
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Profile of Businesses

Business type Sector

56% uﬂﬁ 19% 12% HH 46% 29% 27%

l‘ LD
Local independent Local independent Social Enterprise/ Accommodation Visitor Attraction Food and Beverage
business (single unit) business {multiple units) charity/trust
A 7
w | B
9% X
Retail/ shopping ‘ Not for profit
International, Scotland or UK-wide chain/brand
Accommodation Food/ beverage Visitor attraction
Hostel B 2 “astie - 10
fcampsite R ©
N cum TN

Guesthouse BB 5
JE0 T e

fotal businesses (%) Total bucinesces (%)
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Moray Speyside is an increasingly good place to do
business

Businesses felt that Moray Speyside was a ‘good’ or ‘very good’ place to Particular strengths associated with Moray Speyside

do business in, and is currently better than it was 5 years ago in 2013
It is felt that tourism is on the up in Moray Speyside, and thatitis a
Now I In 2013 I safe place for visitors to go

‘Good’

52% Verv.

‘Good’ ‘Very
50% Good’

15%

Good

27%

I
5

‘Good’
56%

*Core Very

Tourism

Good’

23%

* Cove touriem: occomnodation, food & beveroge, wsllor aTtroctiont

Q7: On ¢ scole of 1 10 5 wihere 1= very poor ond Se very good what is your overcl wew of Moroy Speyside @3 0 pisce 1o do business?

e Now, i 2038

a 3 yeors oo for since extodiaAment f fess)

QR Thinking aboct Moray Speysde, on 8 scale of 110 5§, where 1= strongly Gsagree and § a strongly sgree, 10 what extent 60 you agree O daagres with the fofowing staterments sbout Morpy Speyide? 201 sTR. All Rights Reserved
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However, there are still some areas for improvement

Businesses felt that various elements are not currently
meeting visitor needs.

Over half of businesses ‘disagreed’ or ‘strongly disagreed’ that
local infrastructure met visitor needs and half felt that roads
and pavements were not Iin good condition,

Many also felt that local trading hours did not meet visitor
needs and that there were not year round events for visitors.

figures wi imi v uri usi
These figures were similar between core tourism businesses
and total visitors overall.

Q8: Thinking about Moray Speyside, o 8 scaie of 1 10 5, where La strongly Saagree and § = 52rongly agres, to what axtent 4o you agree of Saagree with the following matements about Moray Speyide?
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Businesses feel that Moray Speyside has a lot to offer

Businesses feel that Moray Speyside has a rich offering for visitors. The main draws to the area are thought to be the outstanding

natural beauty, wildlife, diversity of visitor attractions, range of food and drinks outlets, whisky experiences, and local friendliness.
The weather was also thought to be good (for Scotland!).

“There are numerous high-quality visitor attractions ranging from outdoor activities to whisky experiences and everything
in between.”

“Beautiful countryside and coast, interesting leisure activities such as golf, sightseeing, sailing and other watersports,
shooting and fishing, reasonable weather.”

“World class distilleries to visit, fantastic scenery ,amazing variety of potential outdoor activities, very friendly and
accommodating local people, great Moray/Speyside food & drinks on offer”

“The beautiful coastline (featured in National Geographic top 12 a few years ago) flora and fauna, dolphin and whale
spotting, great coostal walks and for those interested great opportunities to take part in active watersports from picturesque
harbours and beautiful uncrowded beaches.”

4 . B P S, ?
QF What wowld you Semmanse 03 the maun STrength/s of the watoe affer in Moray Speysde © 2018 STR. All Rights Reserved,

40| Page



However, there are some perceived barriers

Although it was felt that Moray Speyside has a lot to offer, a few areas for improvement were highlighted. Some felt that business
opening hours were limited, that transport links and public transport could be improved and that more accommodation and
evening restaurants would be beneficial to the area. Additionally it was felt by some that that there was a lack of collaboration
between businesses and sectors, and that the area was often overlooked in favour of other local areas

“Lack of choice of decent places to eat on an evening. Poor public transport. Inward looking businesses not keen on
collaborating with other local businesses for the greater good. Lack of good quality accommodation.”

“Infrastructure to link key tourist areas together. Visitors are not keen to take 3 different buses to get to a distillery or outdoor

pursuit.”

“Very few visitors know about the area and what it has to offer. Little exposure to the global market.”

“Opening hours of cafes, most seem to close at 4pm. Excluding pubs there is not enough fomily eating establishments
open between 4- 7 PM. Most businesses only cater for Scottish Holiday periods and not the English ones.”

"1. Short opening hours 2. Lack of accommodation™

Q10 What would you SUMYTrse 81 the mlin washnans/es of the visnor ofer in Moray Soeysde? - 18 STR
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The TBID was well received

Overall the idea of a TBID was well received. Businesses felt that it was likely to increase footfall and improve the area. They liked the collective nature of
the TBID and thought it was feasible as businesses already worked well together and they had seen other areas where TBIDS had worked previously. There
were some concerns that not everyone who was contributing would benefit or see a return on investment and some concern over the cost.

“| think working as a collective should have been done years ago to embrace what our area has to offer locals and visitors. This would be a brilliant
asset.”

“Sounds like a great idea, puts the control back in the hands of the businesses that need it.”

“Having worked with BIDs in other areas of North Scotland I think it is a forward-thinking plan in order to continue to grow and develop the
offering in the region.”

“ would be keen to see this developed in Moray, however this would need to be balanced with the increased
) financial pressures faced with rates etc.”

“I have been impressed by the work of Elgin BID and | can see the benefits and potential of a TBID. | like the idea of every
business having a vote as this acts as a leveler between big and small businesses.”

Qll Based on the 2bove mxplanation of TRIDL, and any pOor knowiedge you Nave, what are yOur views on the agproprateness and potentiasl of 3 Moray Speysde TRID? © 2018 STR. Al ﬂlghts Reserved,
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There is high initial interest in further exploration of a
Moray Speyside TBID model

859% of businesses said that they would be
interested in further exploration of a TBID in
Moray Speyside. This was the same for both Core
Tourism businesses and the total number of
businesses.

85% of businesses additionally said that they
would like updates on development of 3 Moray
Speyside TBID. Of the core tourism businesses,

84% said that they would like updates.

Q12 On a scale of 110 5 where 1 = not ot off intereated and 5§ = wery interested. how interested would you be in the following
») Further ¥ 2 Motay Speyside TED model b) Updates on development of 2 Moray Speyuide TBID mode Secoming 3 Moray Speyside TBID member d) Making an annual finandlal contribution to a3 Moray

nfiuencing the prorties of 8 Moray Soeyside THID 1) Infiusncing the spending of 3 Morsy Speyside TRID

Spayyide TRO
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Many also showed an interest in becoming members

Interested in becoming a TBID member

Of the total number of businesses 66% were ‘interested’
or ‘very interested’ in becoming members of the TBID.
When ‘neither/nor’ Is added into the figures this becomes
87% of businesses.

There could be up to 750 businesses eligible to become
levy paying businesses, Of the businesses who replied to
the survey 66% (or 89 businesses) said that they would be
‘quite interested’ or ‘very interested’ in taking part.

These businesses are likely to be more engaged in the
TBID than other local tourism businesses as they
responded to the questionnaire.

Q12 On a scale of 110 5 where 1 = not ot off intereated and 5§ = wery interested. how interested would you be in the following
8] Furtwr @ o4 on deveiopment of 2 Moray Speyside TBID mode! <) Secoming 3 Moray Speyside TEID member d) Making an annual finandcial contribution to a Moray

¢} Infiuencing the priorties of 8 Moray Soeytide THID 1) Infiusncing the spending of 3 Moray Speyside

of 2 Moray Speyside TEID model b)

Spayyide TRO
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Businesses were open to making a financial contribution

49% of the total businesses and 52% of the core
tourism businesses said that they were ‘quite
interested’ or ‘very Interested’ in making a
financial contribution to a Moray Speyside TBID.

A further 30% of total businesses said that they
were ‘neither/nor’, potentially suggesting that
some additional businesses may be willing to

make a financial contribution.

o 5 whers 1 = not ot off interestesf and 5 = wery

model b) Upcates O

aterested, How interested would you be i the following

2 Mortay Speyside

Cng the prortes of o M

2y Spey
ray Soeyride THD 1) Infiusncing the spending of 3 Moryy Speyide

Secoming 3 Moray Speyside TEID member d) Making an annual finandal contribution to 3 Moray
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The majority of businesses were willing to contribute over
£75

Amount willing to contribute annually (%

45 44
When asked about the amount that they would
contribute, 45% of total businesses said that they would
be willing to contribute £100+, and a further 32% said 32
that they would be willing to contribute between £75-
£100. 26
Taking the sample as being representative of Moray
Speyside Tourism businesses and estimating a total
number of up to 1,000 businesses, this would suggest 14 14
that up to 450 businesses would be willing to contribute :
5 £75-100 £100+4

over £100. However, it is worth keeping in mind that this M 11 I
SU

business in Moray Speyside.

0 0

sample is likely to be more engaged than the average I

2 2
o
£10-2¢ £25-£50 £

®Total @ Core Tourism

Q13 You iIndicated a wilingneei 10 contribute finenclaly 10 8 Moray Speyside TBID. Mow much would you anticipats comriduting per year to a TSID? SINGLE CODE
A) £10 or lesa b) Betesan £10 - £25 2) Between £25 - £50 @ JBetwoen £50 - 75 ) Between £75 - £100 ) L3100 or more
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High engagement in influencing priorities and spending

75% of the total businesses said that they were ‘quite
interested’ or "very interested’ in influencing priarities for
a Moray Speyside TBID, This was very similar at 74% for
core tourism businesses.

Similarly, 72% total businesses were ‘quite’ or ‘very’
interested in influencing spending for a TBID and 71% of
core tourism businesses, indicating a high desire for
involvement in the TBID process.

Q2 O s s 5 where 1 = not ot ofl interested and 5

A Further e

= yery interested how intereited would you Be in the following

f 2 Moray Speyside T-810 model & Updates on development of a Moray Speyude T.80
Soeyvde 1-8D o infiuancing the prionties of § Moray Soeyside T-BID 1 influencing the 1pending of 3 Moray Speyside T-8ID 201 »TR. All Rights Reserved

Secoming 2 Moray Speyside T-8i10 memaer d. Making an annual financla contribution 10 3 Moray
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Of the priorities for the visitor offer, marketing was
thought to be most important

Of all the priorities for improving the visitor offering,
marketing stood out as the most important to
businesses.

85% of both the total businesses and the core tourism
businesses said that ‘marketing the visitor offer’ was
‘very important’, 14% said that it was ‘quite important’
and 1% said ‘neither/ nor’. None of the businesses felt it
wasn't important.

Q15 On 8 scale of 180 5 where L = act ot olf important and 5 = very importont, how important 49 you ¢
a Morketing the w C Extending the holday season d Improved

gider the foliowing for the Morsy Soeyside visitor ofer?

grage in the ared e \mproved access 10 Moray Speyside e.g. Dus, tram et 1 improved transport within

Moray Speynce e g o

48 |Page



Importance of marketing was reiterated in verbatim

comments

Businesses were spontaneously asked what the
short and medium term priorities were for a
Moray Speyside TBID, and the answer was
commonly about marketing the area and the
visitor offering. It was felt that a consolidation of
sectors and a single tourism offering would be a
good place to start, which could then be
marketed to increase exposure. ldeas for
exposure included listing the area on the Visit
Scotland website, having group events with all
tourism sectors and developing a better website.
Businesses suggested networking events to
organise such things.

Additional priorities included gaining more
knowledge about the visitors to the area,
improving transport infrastructure, improving the
accommodation offering and making Moray
Speyside a year-round destination.

Q4 Thinking about 8 Morsy Speyside T-31D what would you recommend &3 25 man priorizies in the $Hor to medum term?

“Getting really great websites up with comprehensive, reliable and up to date on line information for the
area. Coming up with initiatives for making Moray really stand out as an all-season destination of
exceptional quality.”

“Enhancing and improving visitor information about Moray Speyside - through websites, social and other
forms of media.”

“Improving the tourist experience with mapping of attractions, accommodation etc. Publicising the diversity
of Moray - Scotland in miniature.”

“Exploring ways to make tourism less seasonal, e.g. by promoting Moray as an "add-on" destination to the
more popular parts of Scotland alternative or a gateway to the Highlands, NC500 etc., enhancing the image
and exposure of Moray Speyside to the world's tourists.”

“Consolidating the offer of the area as one tourism sector rather than

various parts and ensuring that, where funding is available from )
Government bodies, that it is controlled by those within the tourism sector

in Moray rather than those out with the area.”

© 2018 STR. All Rights Reserved,
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The remaining visitor priorities were all also thought to be
important

81
66 48
2 33
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Of the business priorities listed, having ‘one voice’ and
having an ‘advocate’ came out as most important

Total businesses (%)

Of the business priorities listed, businesses felt that
having ‘one voice’ when dealing with partners e.g. local
and national government and having ‘an advocate’ to
represent tourism businesses were most important
The biggest proportion said that they thought these were
‘very important’, at 59% and 62% respectively.

These results were broadly the same for core tourism
businesses, with 57% saying that having ‘one voice’ was
‘very important” and 59% saying that *having an
advocate’ was ‘very important’,

15 On 2 scade of L 20 5 where | « 0ot of ol mpoviont and § « vy mportant, Row mmportant 30 you conpider the 1ollowing for the Morsy Soeynde visitor offer?
a Marketing the wotor offer b More svents and festivals ¢ Extending the holday seaaon d imgroved visitor signage in the ares & improved access 19 Moray Speyside & g Dus, train etc . improved transport yirnin Moray

peyice e § oy connecbom
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Other priorities were also important to businesses

Of the other business priorities, business
support, partnerships with neighbouring areas 69
and networking opportunities were all also seen
as very important, While still important,
business savings were deemed less critical than
the others.

There was no significant difference between the
total businesses and the core tourism

businesses. 47

)
[+
o it f | ey a
On 2 scade of 110 S where 1 » noc ot ol importont and S » wery impcrmont, how Important oliowing for the Moray Speyaice visitor offer?
Viore events and festivels ¢ Dtendiag the Nolday seeson ¢ Iny " the Mes & Imgroved scten 19 Morsy Speynide e ¢ Dun, train eoc 1 improved trantport wishin Morsy : ¥
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The idea of a TBID was well received by businesses

There was a strong interest among businesses in becoming members and making a financial
contribution

The majority were willing to pay over £100 for this membership
Many businesses expressed an interest in influencing priorities and spending for a TBID

The main priority for a TBID in relation to the visitor offering was thought to be marketing the
visitor offer; both when asked unprompted and with a prompted list

Improving transport to and within Moray Speyside, extending the visitor season, improving
WiFi, having more events and festivals and signage were also viewed as important priorities
for improving the visitor offering

The main businesses priorities for a TBID were having one collective voice and having an
advocate

Additionally getting business support, partnerships with neighbouring areas and networking
opportunities were also important business priorities

© 2018 STR. All Rights Reserved.
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