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Market Overview

ÅBusiness tourism trips to Scotland 2008 -12%; 

expenditure -13% 

ÅUK spend -12.5%;  Overseas spend -14.4%

Å50% of UK venues reporting decline in day 

conferences; 63% reporting drop in oônight events

Å76% of German agencies negatively impacted by 

financial crisis

Å44% of N.American meeting planners booking fewer 

off-site meetings



Market Overview

Highlights:

Å29% of all Association conferences held in the UK are 

hosted by Scotland (up from 25%)

ÅOver 300 assoc. conferences/year

ÅEdinburgh and Glasgow second only to London in the 

UK, in terms of nos. of intôl assoc meetings

Å93% of clients satisfied (81% very satisfied) with event

ÅJan-Sept ô09: UK trips +7%, Spend +8%; 

Oôseastrips +9%, Spend +26%



Market Overview

Impacts: 

ÅMore cost-conscious  

ÅMore circumspect

ÅMore competitive 

ÅMore costly to promote in key markets
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BTU Strategy

1. Market Realignment

ÅRealign geographic priorities to step up activity in 

Eurozone, increase focus on Canada, reposition for US 

recovery

ÅMaintain activity with UK/London planners so Scotland is 

top of mind when economy improves

ÅTarget UK companies who might previously have gone 

abroad

ÅIncrease activity in emerging markets for long-term 

growth



BTU Strategy

2. Industry Sector Realignment

ÅRefine targeting by industry sector

ÅNew CRM system installed (Chaser)

ÅIncreased focus on relatively robust sectors

e.g. energy, life sciences, pharmaceuticals, direct selling

ÅBuild on Scotlandôs key industry strengths

ÅIncreased synergy with SDI



BTU Strategy

3. Segment Realignment

ÅMaintain focus on less vulnerable association market 

ÅBTU PR/advertising/awareness-raising role to support 

CCB activities 

ÅTarget corporates in robust sectors

ÅKeep watching brief on incentive travel trends



BTU Strategy

4. PR Messaging

ÅAdapt PR messages to focus on value

ÅCommunicate special offers, call to action

ÅTactical shifts vs. strategic continuity

ÅMaintain quality positioning

ÅNew venue/refurbishment news 




