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FALKLAND EST:ATE
INTRODUCTION

This briefing outlines the progress of the Fife
Tourism Strategy (2023-2030), and highlights key
activities delivered by the Welcome to Fife team in
2024.

Structured around the strategic aims of Place,
People, Businesses, and Sustainable Tourism, it
demonstrates the team’s added value and positive
impact on Fife's tourism sector.

Fife Tourism Strategy - Strategy - Welcome to Fife
For Industry

For any questions or queries, please contact
Welcome to Fife tfeam on
Promoting.Fife@Fife.gov.uk

SUSTAINABLITY
e ENVIRONMENT
e OFF-SEASON

CHALLENGES

FUTURE PLANS



https://industry.welcometofife.com/about-us/strategy/
https://industry.welcometofife.com/about-us/strategy/
mailto:Promoting.Fife@Fife.gov.uk

PLACE

MARKETING AND CAMPAIGNS
THE KINGDOM - WHERE IT ALL BEGINS

The Welcome to Fife team delivered impactful campaigns:

“The Kingdom - Where It All Begins”: Welcome to Fife’s most successful campaign to
date which reached over eight million people. A partnership with Expedia generated
£341,000 in bookings alone. The campaign was awarded silver in the Travel, Leisure
and Tourism category at the Institute of Promotional Marketing Awards.

How to spend a long weekend in Fife, Scotland’s ancient kingdom

Discover Fife - Coast Magazine
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interest in the city as a vibrant
cultural destination through social

Discover Scotland’s newest is fast becoming one . .. .
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partnership with Reach PLC.
Discovering_ Dunfermline as
Scotland's best kept secret

el T S Discover why Scotland’s newest city
is fast becoming_one of the best
- places in the UK for a city break -
Daily Record
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Capitalising on the Levenmouth Rail Link opening,
the “Make Memories by the Sea” campaign reached
over one million people. Activities included
influencer collaborations, social media activity and
a Scotsman media partnership. A promotional
presence at Edinburgh Waverley Station engaged
over 100,000 potential visitors.

Welcome to Levenmouth Marketing Campaign
Toolkit - Welcome to Fife For Industry

Scottish staycations: Make memories by the sea in
Levenmouth with its new direct trains from
Edinburgh

COVER OF SCOTSMAN TRAVEL



https://industry.welcometofife.com/toolkits/welcome-to-levenmouth-marketing-campaign-toolkit/
https://industry.welcometofife.com/toolkits/welcome-to-levenmouth-marketing-campaign-toolkit/
https://www.scotsman.com/travel/staycation/scottish-staycations-make-memories-by-the-sea-in-levenmouth-with-its-new-direct-trains-from-edinburgh-4535313
https://www.scotsman.com/travel/staycation/scottish-staycations-make-memories-by-the-sea-in-levenmouth-with-its-new-direct-trains-from-edinburgh-4535313
https://www.scotsman.com/travel/staycation/scottish-staycations-make-memories-by-the-sea-in-levenmouth-with-its-new-direct-trains-from-edinburgh-4535313
https://www.nationalgeographic.com/travel/article/paid-content-long-weekend-fife-scotland
https://www.coastmagazine.co.uk/travel/discover-fife/
https://www.scotsmagazine.com/articles/discovering-dunfermline/
https://www.scotsmagazine.com/articles/discovering-dunfermline/
https://www.dailyrecord.co.uk/special-features/discover-scotlands-newest-city-fast-32004537
https://www.dailyrecord.co.uk/special-features/discover-scotlands-newest-city-fast-32004537
https://www.dailyrecord.co.uk/special-features/discover-scotlands-newest-city-fast-32004537
https://www.dailyrecord.co.uk/special-features/discover-scotlands-newest-city-fast-32004537

OVERVIEW OF TOURISM IN FIFE

The most recent figures for the volume and value of tourism in Fife are for January -
December 2023. This shows:

e Economic Impact - £512 million

¢ Visitor Numbers - 3.2 million

e Visitor Days - 6.1 million

This is an 18% increase in visitor numbers, reflecting the continued recovery of the
tourism sector. VisitScotland data shows that the high-value international market has
recovered particularly well, but we should be aware that the domestic market is not
performing as well, which is a cause for concern. Economic impact has increased by
13%, but in real terms this does not correlate to greater profitability for businesses
due to increased costs.

VisitScotland released survey results this year that showed the average overnight
visitor to Fife spends £555 on their visit. 65% of visitors to Fife are domestic visitors,
35% are international visitors. The average length of stay was just over 4 nights, and
81% were repeat visitors. 79% said they were likely to recommend Fife as a
holiday/short break destination.

9.2% of Fife’s businesses are in tourism-related enterprises (880 businesses), and 9.1%
of people working in Fife companies are employed in tourism-related businesses.
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Innovative projects including the Pilgrim Passport, influencer visits, and
Fife Art Trail encouraged visitor exploration, increasing footfall to diverse
locations.

ENHANCING DESTINATIONS

THE CITY OF
DUNFERMLINE
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Dunfermline Tourism AZTNT
Action Plan
enhanced the city’s
profile as a short-
break destination. A
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create a compelling
offering for travel
trade operators, and
work is ongoing to
create a cultural
‘roadmap’ for the
City.
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CRUISE TOURISM

The Cruise Forth initiative welcomed over 150 cruise calls, supported by 50 volunteers.
Highlights included:

e Courtesy bus services to the City of Dunfermline.

* Dedicated events to prepare businesses for cruise passengers.

FILM AND SCREEN TOURISM

Fife’s popularity as a filming location yielded an estimated £4.6 million economic impact, with
productions like Outlander and Karen Pirie showcasing the region.




P Forn srioces e SRR

Lk o s =%
:-:,—.uc

L i e - . - -
& - .
s o e : . E: -

OVERVIEW OF THE FORTH BRIDGES TRAILS

EDINBURGH & SOUTH EAST

INFRASTRUCTURE AND SCOTLAND REGIONAL
HERITAGE INITIATIVES PROSPERITY FRAMEWORK
Key projects included: 4 key projects are being delivered to boost
* Development of a design the regional visitor economy
proposal for infrastructure e Data - Ensuring that the knowledge
improvements at Aberdour Silver base about our visitors and potential
Sands. markets is as good as it can be.
* Enhancing visitor messaging at e Cycling - Promoting the region as a
bus stations. world class destination for cyclists.
* Addressing parking issues in e Culture - Widening the benefits of the
Culross and Anstruther. Edinburgh Festivals by developing
* An extension to the Forth Bridges regional tours and encouraging new
Trail, improving the visitor regional productions.
experience. * Cruise - Developing a regional plan for
Forth Bridges Trail the management of the cruise market.
Regional Prosperity Framework — The
Edinburgh and South East Scotland City
Region Deal

EVENTS

In 2024, £42,500 has been invested in 9 Strategic Events.
The AIG Women’s Open was held in August in St Andrews, attracting 52,000 visitors.



https://www.theforthbridges.org/visit-the-forth-bridges/forth-bridges-trail/
https://esescityregiondeal.org.uk/rpf
https://esescityregiondeal.org.uk/rpf
https://esescityregiondeal.org.uk/rpf

PEOPLE

SKILLS DEVELOPMENT AND WORKFORCE ENGAGEMENT

The team actively supported workforce upskilling and industry networking:
* Grants: £8,000 awarded to upskill staff, enhancing business efficiency.
* Events: The Fife Tourism conference attracted an audience of 180. Four webinars
addressed team motivation, talent retention, and digital presence.
Fife Tourism Conference 2024 - Developing_ New Markets - Welcome to Fife For
Industry

¢ Business Week: 70 businesses showcased services at events across Fife.

LOCAL TOURISM ASSOCIATIONS (LTAs)

Grants supported LTAs in delivering community-focused activities:

* 4 LTAs developed Z-card visitor information packs.

e Expanded digital tools like the Levenmouth Discovery Trails website.
Levenmouth Discovery Trails | Levenmouth Discovery Trails -

o

'WELCOME TO THE

i WELCOME TO —— DISCOVER
Eost Neuk L5 Levenmouth North Fife St Andrews

MAKE MEMORIES BY THE SEA

WELCOME TO WHERE HATURE MEETS HISTORY Top Things To See & Do!
Heartlands of Fife

THE HEART OF ADVENTURE

ACCESSIBILITY AND INCLUSION

Efforts to improve accessibility included:
* Launching an Accessibility Toolkit.

Accessibility Guide & Toolkit - Welcome f —

to Fife For Industry 5j_j'“f“°"

¢ Influencer collaborations (e.g., Autism
Adventures).
Best Things to See and Do in Scotland's
Newest City - Dunfermline (including
Accessibility) - Autism Adventures Abroad

KINGSBARNS DISTILLERY



https://industry.welcometofife.com/accessible-tourism/accessibility-guides/
https://industry.welcometofife.com/accessible-tourism/accessibility-guides/
https://industry.welcometofife.com/accessible-tourism/accessibility-guides/
https://autismadventuresabroad.com/best-things-to-see-and-do-in-scotlands-newest-city-dunfermline-including-accessibility/
https://autismadventuresabroad.com/best-things-to-see-and-do-in-scotlands-newest-city-dunfermline-including-accessibility/
https://autismadventuresabroad.com/best-things-to-see-and-do-in-scotlands-newest-city-dunfermline-including-accessibility/
https://industry.welcometofife.com/blog/conference/
https://industry.welcometofife.com/blog/conference/
https://levenmouthdiscoverytrails.co.uk/

AWARDS

* Two members of the Tourism
team were included on the 2024
“Top 100 Women in Tourism”-list.

* The Short-Term Lets working
group won the 2024 “Excellence
in Communication”-Award at the
Scottish Housing Awards.

STL EXCELLENCE AWARD CEREMONY 2024

BUSINESSES

SUPPORTING BUSINESS GROWTH

Through grants and initiatives, the team facilitated:
* £328,000 in Business Efficiency Grants for environmental and digital
improvements.
* £8,000 in Workforce Upskilling Grants to upskill existing staff, thus increasing
business efficiency.
e Over 400 business engagements to give support and encouraging joint working.

TRAVEL TRADE

¢ A continuation of a development programme for businesses to work more
effectively with travel operators, including a Dunfermline specific cohort.
Dunfermline and West Fife Travel Trade Guide

¢ Successful travel trade events, such as the Dunfermline FAM trip, and joint
rural/food FAM trip, leading to closer relationships with travel operators.

¢ Attendance at VisitScotland Connect and Media Getaway, fostering valuable
partnerships.

e Activity delivered under the Tay Country regional Tay Cities brand included business
support and representation at 9 trade shows and presentations across the country.
Home - Scotland's Tay Country



https://industry.welcometofife.com/wp-content/uploads/2024/11/Dunfermline-and-West-Fife-Travel-Trade-Guide-.pdf
https://taycountry.uk/

SUSTAINABLE TOURISM

ENVIRONMENTAL STEWARDSHIP

Following the signing of the Glasgow Declaration on Climate Action in Tourism, the
team developed a climate action plan aligned with Council goals. Team members
completed Carbon Literacy Training, embedding sustainability into tourism practices.
The Glasgow Declaration on Climate Action in Tourism

PROMOTING OFF-SEASON TOURISM

The first Fife Food and Drink Week and Outdoors Activity Week bolstered visitor
numbers during quieter months. Businesses reported increased sales and
engagement, with 94% planning to participate again.

CHALLENGES

BUSINESS RESILIENCE

Tourism businesses are under a lot of pressure and there have been closures over the
past year. Lack of financial reserves due to Covid, along with rising costs (including
energy, food etc), the intfroduction of short term let licencing, rising National Insurance
contributions, and now the possibility of having to administer a visitor levy when
Scotland is already an expensive country to visit is putting businesses under increasing
strain.

HOTEL PROVISION

There is a focus at the moment on
growing the visitor economy and
developing the events offering in key
locations across Fife including
Dunfermline and Levenmouth. However, a
lack of hotel accommodation in these
areas is a barrier to growth. This is
especially true for the travel trade market
which looks for quality, mid-range hotels
suitable for the international market.
Similarly, there is limited provision for
large scale events and conferences,
beyond utilising outdoor spaces.

HOTEL DU VIN, ST ANDREWS



https://www.unwto.org/the-glasgow-declaration-on-climate-action-in-tourism

VISITOR INFORMATION

The last remaining iCentre in Fife,
located in St Andrews, is closing at
the end of January 2025, in line with
{NFORMATIO yisiTScoTand’s decision to c.:lose all
ABOUT FIFE? |Cen'rres._Th§ Welcome fo Fife team
are working in partnership to offer
#LoveFife information points at key
locations across Fife, the first being
at the St Andrews University Shop.
These information points will be
hosted by existing staff who will be
given training in the most commonly
asked questions and knowledge of
the local area.
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LOVE FIFE INFORMATION POINT

FUTURE PLANS

KEY PLANS FOR 2025

* Launch of #LoveFife information points

e Continued delivery of the Dunfermline tourism action plan including seeking Coach
Friendly accreditation for the City.

e Development of tourism action plans for other committee areas and encouragement
of community-led tourism.

e An increased focus on Travel Trade with further business training opportunities,
engagement with travel operators, and attendance at key shows such as
VisitScotland Connect.

* A focus on the MICE market (meetings, incentives, conferences and events), and
joint working with partners such as OnFife to develop Fife’s potential in this market.

* Development of a new events strategy with the aim of attracting more major events
to the area.

* Initiate the delivery of the first phase of actions in the fourism climate action plan.

e A new golf section on the Welcome to Fife website, including an overview of courses,
suggested itineraries, and a section on the history and heritage of the ‘home of golf’.

e Seek capital funding for the Aberdour Silver Sands project, and potentially for a new
walking route along the length of the River Leven.



https://industry.welcometofife.com/support/love-fife-tourist-information/

CONCLUSION

2024 marked a year of significant achievements in Fife’s tourism landscape. The
Welcome to Fife team’s efforts in marketing, community engagement, and sustainable
initiatives have reinforced Fife’s reputation as a premier destination. Moving forward,
the focus will remain on strengthening partnerships, raising awareness of Fife as a
visitor destination both to consumer and travel trade markets, and a focus on
encouraging more events to the area, including conferences. In line with the Fife
Tourism Strategy, the aim will be to continue to grow the value of tourism in a
sustainable way, ensuring that businesses have the support they need to grow and
thrive, that communities are supported to welcome visitors and that there is adequate
infrastructure to meet visitor expectations.

Fite

welcometofife.com

10



