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These guides are developed for Scottish tourism businesses to offer them relevant insights 
that will help grow their businesses and enhance the experience we offer our visitors.
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“         This new addition to the Tourism Intelligence 
Scotland ‘Opportunities for Growth’ guide series, Food 
and Drink Experience in Scotland, is a fantastic resource 
for all tourism businesses to help them to improve and 
develop the culinary experience we offer in Scotland. 
We have an exceptional natural larder on our doorstep, 
and we know that our fresh produce and unique Scottish 
dishes are highly anticipated by our visitors as an 
integral part of their tourism experience. It is up to us 
to use Scotland’s natural larder in our cooking, working 
collaboratively with suppliers, food producers and other 
local businesses to ensure that we protect the 
sustainability of our beautiful country and offer the 
very best food and drink experience at our tables.

                      Andrew Fairlie 
 Chef Patron, Restaurant Andrew Fairlie”



Innovation in product and service development, and in business processes, is key 
to the future competitiveness of the Scottish tourism industry. In this fast-moving 
consumer marketplace, Scotland needs to continually make the most of its distinctive 
strengths and keep up with growing competition. The more you know about your 
customers, the better you can cater for them, the more satisfied they will be and the 
more money they are likely to spend with you. 

Gathering and using good market intelligence to drive innovation is a quick, easy, 
cheap and effective way to improve your business. To support the industry in this area, 
a new joint initiative has been developed by Scottish Enterprise, Highlands and Islands  
Enterprise and VisitScotland, “Tourism Intelligence Scotland”. Tourism Intelligence  
Scotland is a key initiative in supporting the industry to achieve growth and innovation  
in tourism.

Tourism Intelligence Scotland is where forward thinking 
businesses go for easy to use practical insights to inspire 
them to get ahead...

Tourism Intelligence Scotland offers businesses the opportunity to access, share and 
understand a range of useful information – and can help businesses to get ahead and 
stay competitive. 

Go to www.tourism-intelligence.co.uk to access the library of intelligence. There are 
insights, hints and tips on a number of topics for every tourism sector.

What are the benefits?
Tourism Intelligence Scotland can help you to:

 Obtain useful customer feedback and understand your customers better
 Develop innovative products and services based on good
 market intelligence
 Find inspirational and relevant information quickly and easily
 Understand the Scottish tourism market better 
 Understand global trends that matter to you 
 learn from other businesses, share useful insights and collaborate
 Be more successful and stay one step ahead

Register today: www.tourism-intelligence.co.uk or contact us on 0131 449 8838 or 
info@tourism-intelligence.co.uk.

By registering with TIS, you will receive the popular TIS newsletter ‘ear to the Ground’; 
each of the TIS free guides as they are produced; and you will be the first to know about 
forthcoming events and workshops. 
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Following the success of Homecoming Scotland in 
2009, the Scottish Government highlighted food and 
drink as a key area for growth in Scottish tourism. 
2010 was themed as the ‘Year of Food and Drink’ and 
special events and promotions are planned through to 
May 2011. Access the Year of Food and Drink Toolkit 
at www.visitscotland.org under business resources.

This TIS guide has been developed primarily from the  
findings in Experiencing Scotland: Supplying a Quality 
Scottish Food and Drink Offer, September 2009, 
commissioned by Scottish Enterprise, and is packed 
with practical insights, top tips and case studies that 
have been gathered from the industry. 

We hope that it will help 
you to develop more 
innovative products 
and services in your 
business and that the 
food and drink experience 
in Scotland can become 
as much of an attraction 
as our scenery. 



The deep fried Mars bar has had its day. 
If you’re serving food, there’s only one way 
to do it – with quality, fresh, local produce. 
Just ask Scotland’s visitors – according to 
The Visitor Experience 2008 report from 
VisitScotland, two thirds of them think that 
quality of food is an important factor when 
deciding where to go on holiday and three 
out of four think that eating local cuisine 
could enhance their visit.  

1 InTRODuCTIOn
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A HunGER  
FOR CHAnGE

FOOD & DRINK expeRIeNce IN ScOtlaND

If you have ever eaten paella in Spain, sipped a glass of French  
wine in Bordeaux or tasted olive oil in Italy then you will understand 
the power of food tourism. Food is a reflection of the culture and 
history of a country and its people – so our visitors literally want a 
’taste’ of Scotland. The report Supplying a Quality Scottish Food and 
Drink Offer, commissioned by Scottish Enterprise, tells us that  
visitors in Scotland are likely to incur additional spend of nearly £1 on 
food and drink with a distinctly Scottish emphasis. That could amount 
to £94 million in additional sales across the country if we were all to 
offer this!

By offering quality, regional food on our menus, we can satisfy our 
visitors’ desire for an authentic Scottish experience aND make more 
money. this should be easy for a country with some of the finest  
natural produce in the world. and yet, we’re not all serving it…

EGG, BACON
TOMATO AND PLATE

CATERING PACK



WORDS MOSt  
aSSOcIateD

WORDS leaSt  
aSSOcIateD

Traditional Ethical

Good quality Poor quality

Fresh Organic

Homemade Modern

Local Unhealthy
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1 INtRODUctION

Scottish food is world class
When people think of Scottish food, pictures of succulent Aberdeen 
Angus Beef, subtle smoked salmon or crunchy rough oatcakes 
probably come to mind. Our natural foods have a fantastic reputation 
in the UK and worldwide and our visitors have a very positive view of 
our Scottish produce. Between May 2007 and 2009, retail sales 
of Scottish brands in the UK increased by 21% and Scottish food 
exports outside the UK increased by 16% in two years, as reported 
in Recipe for Success – Scotland’s National Food and Drink Policy by 
The Scottish Government in 2009.

Scotland’s visitors’ perception of Scottish food

Source: Experiencing Scotland: Supplying a Quality Scottish Food and 
Drink Offer commissioned by Scottish Enterprise, September 2009

However, Scotland’s reputation as a place 
to eat out is not achieving the same high 
regard as our produce.

Often this world-class Scottish food and drink is 
either not available for visitors or they are simply 
not aware that they are ‘eating Scottish’. Tourism 
businesses have an excellent opportunity to benefit 
from the strong standing of our food producers – no 
matter what type of business you have.

Professional chefs are strong supporters of Scottish 

produce and many build their recipes around the best 

of our natural larder.  

“The history of Scottish cooking, ingredients and 

farming is second to none. If you go and get a 

100-year-old Scottish cookbook there’s nothing 

else to say – you can hold that beside any Italian, 

Greek, Moroccan cookbook and for every great recipe 

here you could snap it with a Scottish one. I’ve bought 

nearly all my beef, game, wild mushrooms, and 

shellfish – scallops, langoustines etc. – from Scotland 

for the last 12 years.”

TV chef Jamie Oliver hails Scottish cuisine,  

STV, 8th July 2010



all visitors have to eat and drink, irrespective of their reasons for 
coming to Scotland. are they spending money on food and drink in 
your business? could they be spending more with you?

today’s visitors are looking for a ‘food experience’ where they can 
sample a local culture through the food and drink of that region. 
By offering the fresh ingredients and local dishes that visitors are 
looking for you are more likely to attract them in the first place and 
entice them back. Delight your visitors and they will tell their friends 
about you too. 

Whether you are a small B&B or a large visitor attraction, providing 
good food for your visitors will improve your bottom line.
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Why should food matter to you?

FOOD & DRINK expeRIeNce IN ScOtlaND

shopping list for 
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g  

quality, local foo
d

More visitors 
 Longer visits

Higher visitor spend

More satisfied customers

Better recommendations

Improved reputation

✔
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✔
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changing tastes

1 INtRODUctION

Changes in culture and society can actually have a direct effect on the food we eat – from what we like to taste to the 
way we consume food. If you think about your own food experiences, you can probably think of a number of changes in 
the industry over the years.  

Have a glance at how things have transformed in the UK in the last 40 years…

40 yEARS AGO: Food for nourishment
Mum rules the kitchen and our tastes 

TODAy: Food for entertainment
More choice and health conscious options

Enjoy a typical UK 1970s dinner party – prawn cocktail 
starter, roast dinner, followed by black forest gateau.

Welcome to a 2010 UK dinner party! Italian bruschetta, 
Mexican fajitas, and raspberry cheesecake for dessert.

Most Scots eat all their meals at home. Housewives  
prepare food to satisfy hungry workers rather than  
discerning diners.

Demand for restaurants has grown dramatically. There  
are now about 20,000 places to eat out in Scotland.

Delia Smith arrives on our screens with her first show in 
1973, Family Fare. Prawn cocktail and melon boat are 
considered to be exotic meals.

Food related programmes rule the TV, from Saturday  
Kitchen to River Cottage. Celebrity chefs like Gordon  
Ramsay have become household names and ‘Delia’  
has made it into the dictionary!

Big self-service supermarkets are just arriving on the scene. 
Coming from their local grocers, consumers are overcome  
by a staggering level of choice.

Savvy shoppers want quality and ethical options –  
supermarkets introduce own-brand quality products, like 
‘Tesco’s Finest’, and promote fair trade foods.

Travelling abroad is on the rise for the first time, so Brits  
are looking for a ‘home away from home’. Egg and chips 
becomes an Ibiza staple by the late 1970s.

Increasing incomes and decreasing air fares open up 
foreign travel to the masses, developing appetites for a 
greater choice of food. Continental-style ‘everyday wine’ 
and bottled water surge in popularity.

The first McDonalds restaurants are opening in the UK,  
introducing the population to the infamous Big Mac.

To meet customer health demands McDonalds  
introduces salads and features Scottish beef on their 
menus. Starbucks introduces soya milk.

Where will things be in the next 40 years? Will a growing interest in home cooking take us back to mum’s cooking, but  
this time with recipes from around the world, made with utterly Scottish produce? Keeping on top of changing tastes is a 
vital part of ensuring you delight your visitors. Are you asking your visitors what they want?

�>
�>

�>

�>

�>
�>
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SATISFyInG GROWInG APPETITES

Why is food tourism  
important for Scotland?
Latest reports show that, overall, visitors to Scotland spend 
about 21% of their holiday budget on eating and drinking – 
over 20p out of every £1 according to A Taste for Events, 
a guide to Scottish food and drink at events prepared for 
Homecoming Scotland 2009. From a piece of carrot cake 
in a café in Dumfries to a steak pie in a pub in Fraserburgh, 
overnight visitors are spending about £800 million every 
year on food and drink alone. 

That means Scotland is generating over £2 million per  
day through food and drink tourism, and over £1,500  
per minute!

2
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average UK visitor spend

The VisitScotland Tourism in Scotland 2009 
report tells us how much our UK visitors are 
spending on different elements of their holiday.

Food and drink make up a significant 
proportion of overall spend, second only 
to accommodation.

•	 What	more	could	you	offer	to		encourage	your	 
 visitors to spend more?

•	 Do	you	encourage	your	staff	to	engage 
 with customers and upsell your food and 
 drink offering?

What would a 20% increase in food 
spend mean for your business?

FOOD & DRINK expeRIeNce IN ScOtlaND
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2 SatISFYING GROWING appetIteS

Helping staff improve the customer experience
a new resource, At Your Service – A practical guide to delivering the best food 
and drink experience in Scotland, is available to download from tourism  
Intelligence Scotland, www.tourism-intelligence.co.uk. packed with practical 
information for your front of house staff, it provides them with easy reference 
facts about different food types, background information on classic Scottish 
dishes and drinks, a visual calendar of seasonality, and hint and tips on how 
to upsell to customers. Remember that your waiting staff will make your first 
service impressions; they can have a considerable influence on the overall 
visitor experience and can really bring the story of your food to life...
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The Scottish Enterprise Supplying a Quality Scottish 
Food and Drink Offer report tells us that three  
quarters of tourism businesses think that food and 
drink is ‘very important’ to their business. 

In today’s competitive market good food is a really 
powerful means to attract and entertain visitors, and 
they will spend more on all areas of your business if 
you have a quality food offering.

The retail sector does this successfully by promoting 
food as an integral part of their experience – a ‘total 
shopping’ experience means that consumers shop 
for an extended period and will spend significantly 
more than anticipated. For example, Ikea restaurants 

sell 13 million meals a year in the UK and 
Dobbies’ garden centre cafés, too, have become 
busy social hubs. 

An interesting example of a visitor attraction 
that knows the importance of food in attracting 
more customers and encouraging higher spend 
is the Scottish Seabird Centre in North Berwick, 
www.seabird.org. It offers visitors a variety of 
all-day food options in their cosy café or out on 
the sundeck. They are attracting a wide range of 
customers with enticing home-cooking, a special 
children’s menu and bottle-warming service, plus 
a hearty Sunday Brunch. 

Furthermore, trends show that the 
importance of food is growing. According to 
Supplying a Quality Scottish Food and Drink 
Offer there was a 15% increase in revenue 
from catering at leisure and tourism venues 
between 2003 and 2008. 

Food and drink visitor attractions are 
really thriving too. A 2009 report from 
The Scottish Government, Enhancing 
Scotland’s Reputation for Food & Drink 

Workstream 3, reports that distillery visitor 
centres currently make up a quarter of 
Scotland’s five star tourist attractions with 
1.2 million visitors a year and £22 million 
in spending. 

Make sure your business is making the 
most of this growing interest in food by 
delivering the right food in the right way  
at the right time for your market. 

Why is food tourism important for  
your business?
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At 
Your Service
A practical guide to delivering the best food and drink experience in Scotland

“Where does your trout come from?”

“I love blue cheeses. Which Scottish one should I try?”

“OK, please tell me... what do you really put in haggis?”

“I have a wheat intolerance. What should I avoid on the menu?”

“I’ve been told to try whisky. Should I go for a malt or a blend?”
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 Whether your business is a heritage  
 site, a museum or a visitor centre,  
 food encourages visitors to stay  
 longer, which will lead to a greater  
 incidental spend in all areas.    
 Figures shows that there is a direct  
 correlation in visitor expenditure: 
 if they eat something, they typically  
 make a retail purchase too.

 2. You will increase sales

3. You’ll give your visitors a more  
 memorable experience
 Offer good, fresh food and you can make your business stand  
 out from the competition. If your business is a visitor attraction,  
 provide an authentic eating experience by linking your catering  
 to your overall experience – it’s a great way to capture visitors’  
 imaginations and increase revenue and they will be more likely  
 to come back! 

FOOD & DRINK expeRIeNce IN ScOtlaND

FIVE REASOnS WHy yOu nEED FOOD

    Eating in
The Glen Tanar Estate in Royal Deeside,     
 www.glentanar.co.uk, has an interesting   
 opportunity for holiday cottage 
  guests. Liz’s Larder is a new venture 
  run by the housekeeper there, 
   selling a taste of the region with 
    home-made products or meals 
     for when guests feel like a break 
       from cooking. All dishes 
        are prepared with locally- 
          sourced seasonal 
                  produce.

1. You can charge a premium
 If you serve locally sourced or produced food with provenance, 
 then you can charge more. Most visitors say they would pay more 
 (an average of 7% more) for local food, in the expectation of freshness  
 and enhanced taste. So let your visitors know where your food is from,  
 what it is, how it was cooked, etc. Make sure your staff members   
 know the interesting details about your food so they can enthuse 
 visitors – download your free copy of At Your Service – A practical guide  
 to delivering the best food and drink experience in Scotland from   
 www.tourism-intelligence.co.uk.
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5. You will be supporting local  
 businesses and the local economy
 Food also plays a vital role in supporting local suppliers in  
 Scotland. According to Enhancing Scotland’s Reputation for Food  
 & Drink, by sourcing your produce from your local butcher, baker  
 and fishmonger you can help to grow the local economy, sustain  
 your community and ultimately benefit your business.

Remember that your food offering does not have to be  
    an expensive banquet. It’s the quality of the food, the food  
  provenance and the overall experience, including service,  
that have the potential to significantly alter your bottom line 
and enhance the visitor experience. 

       RumblE in thE junglE
 Edinburgh Zoo promotes its themed 
‘Jungle Café’ to capture the imaginations 
of families visiting the attraction. They 
offer something to suit all tastes from     
 home-cooked pizzas to freshly baked  
   cakes, and it is fitted out with a soft  
        play area so parents can relax 
                  while the children  
                       run around.  

 Quality food and drink can attract visitors who would  
 not typically be drawn to your business or attraction.  
 Perhaps you offer a niche product or activity that would  
 appeal to a very specific market; by promoting  
 a café, with home-baked cakes and relaxed  
 surroundings, you can potentially open your  
 doors to the ‘buggies and briefcases’. Once  
 you have attracted these new customers in,  
 you can target them with your core offering. 

4. You can broaden your market

2 SatISFYING GROWING appetIteS

iRon-clad idEas
The Scottish Crannog Centre at Loch 

Tay, www.crannog.co.uk, has developed  

a café with an outdoor seating area – and it  

has increased the overall spend per head. 

Their offering includes fair trade beverages,  

locally baked cakes and platters from 

a local cheese producer. The one thing 

you won’t find is junk food 

of any kind. 

FIVE REASOnS WHy yOu nEED FOOD



1. New Experiences
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FOOD & DRINK expeRIeNce IN ScOtlaND

The World is Online
And that goes for tourism too – whether people 
are looking up restaurant reviews on their laptop, 
checking out a café menu on their phone, or  
downloading recipes on their desktop. Sites  
such as www.tripadvisor.co.uk mean visitors  
can read about eating destinations  
from real people who have been  
there. Do you know what your  
visitors are saying about the  
food and drink you offer? Don’t  
forget that feedback is a form  
of free consultancy and can help  
guide you to grow your business.
For guidance on making the most of  
your feedback, download the Listening  
to our Visitors guide from 
www.tourism-intelligence.co.uk.

WHy ARE WE SO InTERESTED AnyWAy?
There are three main trends that are having a direct impact on tourism – New experiences, 
culture capital and authenticity as outlined in Scottish Tourism in the Future... . For more 
information, download this guide at www.tourism-intelligence.co.uk.

For food and drink tourism, they key message is that eating isn’t always about being hungry. 
Visitors are looking for food and drink ‘experiences’. They want to be immersed in an eating 
occasion and emerge with new ‘social currency’, whether they visit Glengoyne Distillery and 
become a whisky master blender for the day, www.glengoyne.co.uk, or learn how to choose, 
prepare and cook fresh fish at MHORfish in Callander, www.mhor.net.

look at these specific trends to help you understand what your visitors are looking for...

                         gEtting social    Café Gandolfi in Glasgow, www.cafégandolfi.com, 
  has been using social media to significantly boost  
its visitor numbers. Staff interact with members on  
Facebook by posting exclusive news and encouraging 
 them to leave comments about things like their  
   favourite recipes. They also add videos of cooking 
          lessons so people can recreate their recipes  
            at home – would something like that  
                           work for you?

Culinary Tourism has Arrived
The way to a visitor’s heart is through their stomach! Culinary 
Tourism is about experiencing other cultures through their 
unique and authentic food, and it is a fast-growing global 
trend. In the same way that people travel to France to sample 
a gourmet wine trail, Scotland’s ‘culinary tourists’ want to  
try our famous Scottish produce and dishes so they can tell 
friends and family about it when they go home. 
Reacting to this trend, some Scottish businesses have come 
together to create culinary tours and packages, such as 
the Malt Whisky Trail, www.maltwhiskytrail.com, and Outer 
Hebrides Food Trail, www.foodhebrides.com. By collaborating 
in this way, they can reach a wider market, cross-promote to 
visitors and broaden their own appeal. 

Looking for Quality
People want to sample luxury while enjoying good value and 
the notion of finding a bargain. Retail promotions such as 
the Marks & Spencer original ‘Dine in for £10’ deal have 
been a huge hit, giving customers access to fine food at an 
affordable price. Similarly, high end restaurants are offering 
value-led set menu deals at lunchtime to appeal to a wider 
market. For these customers it’s not about ‘cheap’ options; 
it’s about good value.
As a result, there is no longer such a thing as a ‘five star 
customer’. Visitors might choose basic self-catering  
accommodation, but indulge themselves with 
a fine dining experience in the evening.
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2. Culture Capital

                   tasty tREats
        It’s worth remembering that despite this               

      interest in healthy eating, people still want to  

    indulge in treats and Scotland’s visitors will still  

want to spoil themselves on holiday. The French are 

 famous for their healthy diet and lifestyle, and have 

strong opinions about the poor quality of fast food  

 restaurants like McDonalds, yet they allegedly eat 

three times as many Big Macs as the Spanish,  

                   Germans and Italians!

art lovers’ café
the art lovers’ café at House for an art 
lover in Glasgow has become so popular  
that many people will visit the attraction 
purely for the fine surroundings and lovely 
food.

The Café’s key market is local visitors,  
which helps with seasonality issues as  
these visitors will come for lunch and  
coffees throughout the year. They tried  
evening openings and themed nights in the 
past, but now concentrate on what they 
do best – fantastic lunchtime menus at a 
reasonable price. 

In terms of marketing, the Café has one 
primary focus – word-of-mouth. James 
Hughes, Chief Executive of House for an Art 
Lover, says, “It’s about looking after people. 
If you have 20 core visitors, they will bring 
their friends; that becomes 40 core visitors 
who bring their friends – and you grow from 
there.”

Regular customers also generate an enviable 
feedback service. “We can try a new menu 
and within half an hour we’ll be hearing about 
what works and what doesn’t,” James adds. 
A feedback form is passed out with every bill 
and staff meet each day to discuss service.

The Café also caters to the family market 
with their children’s menu, which includes a 
colouring book, crayons and special cutlery. 
They use locally-sourced seasonal  
ingredients wherever possible and around 
95% of their foods are home-made, from 
bread rolls to ice cream.

www.houseforanartlover.co.uk

Time for a Healthy Me
With stressful daily lives, people are  
increasingly looking for accessible  
ways to improve their quality of life. Just 
look at the rising popularity of spa days, 
‘detox’ holidays and the rows of pamper 
products filling the shelves. With this 
comes a higher awareness of health 
issues and a consciousness about 
what we eat, so be mindful of the menu 
choices you are giving your visitors.  
Are they looking for salad? Do they  
want their dressing on the side? Do they  
want to know how the food was cooked?

Many restaurants and cafés now  
provide options for specialist diets, such 
as ‘gluten-free’ or ‘dairy-free’, because 
they are becoming more mainstream. 
And would your visitors be interested in 
a calorie count for the dishes on your 
menu?

Making Tasty Connections
Visitors’ motives for visiting a 
particular eating place can vary. 
Perhaps they go to a café because 
they want to sit down, maybe they 
want to graze, or they may even use 
food as a ‘social hook’.
Botanic gardens and museums will  
often have visitors coming, not for 
their collection, but for a meeting 
in an atmospheric setting with 
nice drinks and tasty bites. With 
more and more business taking 
place in the virtual world, tourism 
venues can provide a stimulating 
space for informal face-to-face 
meetings. Young mothers looking  
to get out of the house will go for  
afternoon tea at a local visitor  
attraction. 
Remember that a good cup of 
coffee and tasty home-baking can 
be powerful enough to help create 
a social meeting place that will 
bring in new visitors. Mainstreet 
  Books in St Boswells, 
    www.mainstreetbooks.co.uk, 
        has become an award- 
            winning destination 
              bookshop with the 
                support of its fine 
                  coffee and 
                  tempting cakes!

2 SatISFYING GROWING appetIteS
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We love celebrity
It’s known as ‘the Delia effect’. When 
Delia Smith taught viewers how to boil 
an egg on How to Cook in 1998, 
1.3 million extra eggs were sold in 
Britain each day during the BBc series. 
and she did it again as part of the 
Waitrose campaign this year, when the 
store ran out of British rhubarb for her 
‘rhubarb and ginger crème brulee’.

‘celebrity chefs’ have opened the  
kitchen door for all of us. Households 
have been glued to food programmes 
like Hell’s Kitchen and Jamie’s School 
Dinners, and Gordon Ramsay and 
Nigella lawson cookbooks line the 
shelves.

and now the influence has filtered  
into the tourism industry. cook  
Schools by Nick Nairn and Martin 
Wishart have given rise to a whole  
host of cooking tuition opportunities 
for career professionals and everyday  
culinary enthusiasts. 

FOOD & DRINK expeRIeNce IN ScOtlaND

It’s Cool to Cook 
According to recent figures, 34% more  
people are enjoying cooking from scratch  
than did a year ago. Cooking as a leisure 
activity has led to a better understanding  
of high quality, seasonal food – which  
visitors then look for when they eat out.

But this isn’t simply back to ‘mum’s  
cooking’. With a wealth of information  
from cookbooks, publications like Good 
Food, and online recipes, everyone can be 
an expert. And with a growing choice of  
ingredients in supermarkets, combining 
cultural food influences is easier than  
ever. Allotments are oversubscribed, more 
people are gardening and growing their  
own produce. Expertise in the kitchen is 
a way to impress friends and is quickly 
becoming the new social currency for  
men and women.

This trend affects self-catering  
accommodation too. Think about people  
as cooks rather than just heating things up  
– visitors will expect better, well-equipped  
kitchens with cheese graters, measuring 
jugs, scales etc. plus information about 
where to source local food.

              cElEbRity stylE
     Brian Maule at Chardon d’Or restaurant in Glasgow, www. brianmaule.com, provides cookery demonstrations for guests, answering questions and imparting tips before they enjoy the award-winning dishes. So even if you don’t have a ‘Gordon’ or a ‘Nick’ in your kitchen,   how could you give your own chef celebrity             status? Could visitors watch a  

                  signature dish being 
                             prepared?



3. Authenticity
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2 SatISFYING GROWING appetIteS

The Real Thing
Eating locally distinctive food and experiencing 
new flavours are a big part of creating a  
memorable holiday. People today want unique 
experiences on their travels – and that means  
enjoying authentic, local cuisine that says  
something about the place they are visiting  
and which they can’t get at home.

Visitors want the genuine article, and we  
know that they will pay more for it. Stories  
are important – where do your ingredients  
or your recipe come from?

You could understand a 
visitor’s disappointment if 
they came to Inverness to 
enjoy the famous local 
produce and were served 
pre-packed Red Leicester 
cheese at their B&B 
instead of a distinctive 
Scottish cheese from 
the locality. 

   Food with pERsonality
 Discerning customers are looking for food   
with character. The brand giant Starbucks  
failed in Australia because locals saw it 
as bland and lacking individuality. 
Supermarkets draw on regional 
ingredients to promote their premium 
own-brands, for example Sainsbury’s 
   Taste the Difference Devon 
     Farmhouse Strawberry and  
      Rhubarb Ice Cream, is made  
       “using fresh milk from a local  
           herd of Jersey cows”.

Been There, Done That
The number of low cost airline passengers increased from 178 million 
in 2003 to 495 million in 2008! People today are travelling more and 
experiencing different cultures, and through the internet and new TV 
channels are being exposed to new influences. Today’s visitor may 
cook a Thai stir fry, drink Jasmine tea, listen to World music and watch 
travel programmes about Vietnam.Reacting to this shift in attitude, 
supermarket shelves are now lined with international food offerings.

Now that we’ve seen more and done more, we’re also looking for better  
‘educational’ experiences on our travels. Some restaurants in Vietnam 
will take visitors to their local market where they can select exotic  
vegetables and spices, then go back to turn them into a delicious meal 
with the chef!

Ethical Eating
In the late ‘90s there were no regular Farmers’ Markets in Scotland. 
Today there are around 50 throughout the country! People are more 
interested in local produce because they know where it has come 
from and, in terms of freshness and reduced food miles, it ticks all 
the boxes.

Whether it’s an interest in organic options or animal welfare, visitors 
are switched on when it comes to the eco-friendly and ethical treatment 
of their food. Fairtrade foods are also becoming part of the mainstream 
conscious. Could your business offer Fairtrade options as another 
example of your commitment to a high quality visitor experience? 

Ferry Row, www.ferryrow.co.uk, a small B&B in Ayrshire, promotes and 
uses Fairtrade produce. Goods such as tea, coffee, sugar, chocolate, 
bananas, oranges and fruit juice complement the local produce on their 
menu. Fairtrade goods are now offered by many major suppliers and are 
often price competitive with non-Fairtrade products of equivalent quality.
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canada
The average food item in North  
America has travelled 4,000 km  
(2,485 miles) from farm to table, so there’s a growing  
interest in what’s cooking ‘down the road’. As a result,  
Canadian ‘farming vacations’ are quickly increasing  
in popularity.
• Alberta offers ranch holidays. Learn to milk a cow, pick  
 Saskatoon berries or catch a trout for supper! 
•	 Many farmers’ markets are open year round, offering  
 fresh and organic produce.
•	 U-picks and farm gate sales allow visitors to dig up  
 their own new potatoes or buy beef, bison and eggs  
 directly from the farmer. 
•	 Towns all over the country have started their own  
 agricultural events and fairs, selling local produce and  
 celebrating their rural roots.

South africa
South Africa is famous for its glorious 
wine regions, but it also has an excellent food scene. A 
range of culinary tourism opportunities reflect the diversity 
of the people with hearty portions and the traditional South 
African warm welcome. 
• Cuisine tours offer experiences to suit all budgets from  
 five-course luxury on a Cape wine estate to digging up  
 Kalahari truffles with local tribespeople. 
•	 ‘African Relish’, a specialist cookery school in Prince  
 Albert, attracts visitors with its abundance of locally  
 grown produce and beautiful scenery.
•	 Winemaker interaction tours let visitors meet with the  
 makers of their favourite tipples. 
•	 Township food tours take in everything from jazz and  
 barbecued meats in the street to sundowners and fine  
 food in local hotels. 

Historically, New Zealand’s food  
was heavily influenced by the  
British, so ‘meat and two veg’ was the staple family  
diet. However, the rise in affordable air travel and the  
arrival of new Asian migrants have contributed to a  
popular style of fusion cooking.
• More eating establishments are offering private dining,  
 giving visitors an authentic experience of home cooking. 
•	 Many boutique hotels will allow guests to gather local  
 ingredients for bespoke menus.
•	 Summer barbecues have developed from ‘sausages  
 and chops’ to shellfish and quality cuts of meat.
•	 Up-market cafés are replacing burger bars, and fresh  
 juice bars can be found in every  
 shopping mall. 
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WHAT’S HAPPEnInG In 
FOOD TOuRISm AROunD  
THE WORlD?

New Zealand

The same tourism trends that are affecting us are affecting 
everyone. Well-travelled visitors expect more of every  
destination, so nobody can afford to ignore the changing market. 

Have a look at what some other countries are doing...

FOOD & DRINK expeRIeNce IN ScOtlaND

Italy
When wine and food are one of the main 
reasons why visitors come to your country,  
high standards need to be maintained. Experts believe that 
Italian wine tourism is operating at only 20% of its potential, 
so this is a key area for growth. 
•	 140 ‘wine roads’ have been created in Italy drawing over  
 a million tourists in spring. 
•	 An ‘Open Cellars’ initiative offers wine tasting and local  
 food sampling and the chance to learn about country life  
 traditions.
•	 Events like the Calici di Stelle bring some one million  
 people together in 200 locations to watch the falling stars  
 while enjoying wines, traditional snacks and entertainment.
•	 Culinary holidays are on the rise. A trip provider in Tuscany  
 immerses visitors in a peasant culture tradition where all of  
 the ingredients used are grown in family farms. 



2 SatISFYING GROWING appetIteS

17

The same tourism trends that are affecting us are affecting 
everyone. Well-travelled visitors expect more of every  
destination, so nobody can afford to ignore the changing market. 

Have a look at what some other countries are doing...

YOUR BUSINESS RECIPE

Give your visitors a taste of celebrity by promoting your own chefs  

and bringing them out from behind the kitchen door. Can they  

provide cooking demonstrations of your own ‘famous’ dishes? 

Don’t presume that a particular type of customer will want a  

particular experience. They may be staying in your five star B&B but 

want to eat fish and chips – at the best fish and chip shop in town! 

Think about how you can tailor your tourism experience around an  

authentic, healthy theme. Can you collaborate with your local health  

food shop or reiki healer to offer visitors a new package? 

Vegetarian options are no longer enough for your menu. Providing  

specialist diet options, such us wheat or gluten-free, is a great way  

to please your visitors.

Understand why and when people are coming to you – it’s not  

always just about eating. Do they want a long leisurely lunch or a 

30-minute business bite?

Think about how you can connect with your visitors’ interest in  

cooking. If you have a signature dish, could you package up the  

recipe and ingredients as a take-home purchase?

For self-catering providers, you could provide traditional Scottish  

recipes on the bookshelf and your ‘Local Information’ could  

include a list of recommended food shops and producers, regional  

specialities and local farmers’ markets with phone numbers and  

opening hours. And could you provide a ‘starter pack’ for dinner  

and breakfast, showing off the best of your local produce?



WHAT DO VISITORS WAnT?

Almost three quarters of Scotland’s visitors consider the local cuisine  
when choosing their next holiday destination, as reported in The Visitor  
Experience 2008 by VisitScotland, so it is vital that Scotland takes its  
reputation for food seriously.

In the main we are meeting or even exceeding the expectations of our 
international visitors with our food and drink offering. the big problem, as 
outlined in VisitScotland’s Visitors’ Perception of Scotland as a Food  
Destination, is that those expectations are very low to begin with. Overall, 
the value of eating out in Scotland is still considered to be rather poor and 
over a third of international visitors would not recommend Scotland at all 
based on their food experience. 

Views on food experiences from real visitors to 
Scotland, as published on www.tripadvisor.com.

3
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Wish you were here?

“We booked the dinner,  
which we assumed would 
be local produce, well 
cooked – we were sadly 
mistaken. The waiting  
staff were hopeless to 
begin with. The menu 
was standard pub grub 
variety – steak pie, fish 
and chips, lasagne and 
so on. They charged £18 
for a steak that was 

the worst cooked and 
worst cut of meat I 
had ever had, all the  
starters and side orders 
looked and tasted like 
they came from  
a freezer shop.”

Although we have some outstanding examples of businesses that are  
excelling in food tourism, too many businesses are resting on their laurels  
and not wowing our visitors.

Have you asked your visitors what they think of your food and 
drink offering? What is most appreciated and what is missing? 

Check out the Listening to our Visitors guide, available at  
www.tourism-intelligence.co.uk for more information on how to collect and use feedback.

FOOD & DRINK expeRIeNce IN ScOtlaND

“This was really the most tasty fish and chips we've ever eaten, not an ounce of grease, fish so fresh, batter really thin and  delicious, chips crisp and delicious and I 

don't normally like chips. The scallops were amazing too, five fresh king scallops  for £5 - best bargain ever!”

”I like good food well cooked, simple 
fish well cooked or a nicely baked 
scone... not fancy, not clever, just 
good food. I appreciate good service, 
a smile, information on the menu... not 
much to ask. NONE of this is available 
at this dreadful place where the locals 
shun the restaurant.”



3 WHat DO VISItORS WaNt?
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you’ll have had your tea!
What are our visitors expecting, versus what they actually experience?  
Could we be doing more? Think about what you would expect yourself. For  
example, if you go abroad to a B&B or self-catering you nearly always get  
a welcome drink – is that something you could offer?

Have a closer look at what we’re really putting on the menu in Scotland...

WHat OUR VISItORS WaNt WHat OUR VISItORS Get

To eat locally distinctive food•	 Predictable international food•	

To experience new and exciting •	
flavours

Difficulty finding the produce  •	
of our famous Scottish larder

Traditional Scottish dishes•	 Difficulty finding Scottish dishes•	

Regional specialities•	 Few menu recommendations  •	
from staff

Variety of choice•	 Lack of food knowledge from •	
frontline staff

Good value for money•	 Little information about locally •	
sourced food

Good service and asked for  •	
feedback

No prompting for feedback  •	
from staff

Fresh local produce that they •	
can’t get back home

A poorer food experience  •	
than they have experienced  
elsewhere

Expectations vs Experience

Two thirds of Scotland’s visitors think that the quality of food when eating out is 
either an important or very important factor when choosing to come to Scotland on 
holiday. As reported in The Visitor Experience 2008 from VisitScotland, UK visitors 
actually rate it as their third most important factor overall. 

this is not about having a Michelin star – it’s about providing good 
food to suit your market.

Source: Experiencing Scotland: Supplying a Quality Scottish Food and 
Drink Offer commissioned by Scottish Enterprise, September 2009



Food and drink at which we excel, e.g.

•	Beef •	Venison •	Game •	Lamb •	Pork 

•	Oatcakes •	Dairy •	Ice cream 

•	Bakery products •	Seafood & shellfish

•	Premium bottled water 

•	Cask and bottled beers

•	Soft fruit: raspberries, strawberries

•	Preserves: jam, marmalade

•	Whisky

It can be easy to forget that our visitors don’t have the same view of our Scottish  
food as we do, so it’s important that we know our food and can tell our visitors about  
Scotland’s pedigree and how our product is best.

For example, we think that Scotland is the home of salmon, but Americans may think  
of Maine salmon as the world’s best and Norwegians think they are the experts. You  
may know that we have great oysters from Loch Fyne, but the French think immediately  
of Beziers, and the English of Whitstable. 

Make sure staff have all the knowledge they need for the best possible service. 
Download your copy of the TIS front of house staff resource, At Your Service –  
A practical guide to delivering the best food and drink experience in Scotland, 
from  www.tourism-intelligence.co.uk.
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Knowing our Scottish food

a taste of Scottish food and drink 
Uniquely Scottish produce.   
Only in Scotland will you find  
locally produced: 

• Arbroath Smokies

•	Scottish Smoked Salmon

•	Scottish Farmed Salmon

•	Scotch Beef/Lamb

•	Finnan Haddies

•	Ayrshire Early Potatoes

•	Dram of Whisky •	Pint of Heavy

truly Scottish dishes and products, e.g.

•	Haggis •	Cullen Skink •	Cranachan

•	Stovies •	Scotch pie •	Shortbread

•	Tablet •	Dundee Cake •	Selkirk Bannock

•	Soor Plooms •	Hawick Balls

•	Scotch Broth and Cock-a-Leekie soup

FOOD & DRINK expeRIeNce IN ScOtlaND

Wherever your food is from, tell your visitors. Don’t assume that if you  
have ‘prawns’ on your menu that visitors will automatically know that  
they are fresh from the sparkling West coast of Scotland.



3 WHat DO VISItORS WaNt?
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Three things visitors want from your business
1. To say ‘I was there, I tried that’
If visitors have driven past hills with grazing sheep or fields of 
ripening barley then they want to know what happens to the 
produce and, even better, to try it. Visitors want to go home 
feeling as though they have connected in some way with our 
country – give them an experience that’s real to Scotland 
through your food. 

If you have a B&B business, breakfast time is your chance to 
impress. What about serving sausages stuffed with haggis 
or smoked haddock with black pudding for a truly Scottish 
touch? Perhaps your guests don’t want a cooked breakfast 
every day, so why not serve granola with natural yoghurt and 
honey, made with Scotland’s finest oats? Or a smoothie with 
our juiciest soft fruits?

3. To travel sustainably

2. To eat fresh and local
“Sampling local dishes gives a deeper insight into a region 
and adds to the excitement and adventure of travelling.”  
Gastronomic Tourism – Europe, by Mintel, November 2004

If you want to serve fresh, local food, have a think 
about the seasonality of the foods you are using and 
how that will affect your menu. Access your free seasonal 
foods calendar in At Your Service – A practical guide to 
delivering the best food and drink experience in 
Scotland available from Tourism Intelligence Scotland, 
www.tourism-intelligence.co.uk, and adapt your offerings 
throughout the year.

Research by Thomson and First Choice showed that six out 
of 10 clients would be more likely to book with a business 
which showed green business practices such as employing 
local people, sourcing local produce and using accommodation 
establishments that don’t waste energy.

Sourcing raw ingredients from regional or local suppliers 
will really cut down your food miles. It also offers better 
traceability in terms of how the animals or produce have been 
reared or grown. Go to www.scotlandfoodanddrink.org for a 
list of suppliers.

For more information on sustainability look up Sustainable 
Tourism Business for Dummies, a free resource full of low-cost 
practical tips, available at www.tourism-intelligence.co.uk.  
Also, a new site from VisitScotland,  
www.scotland-sustainabletourism.com, has sustainability 
advice and downloadable resources for businesses. 

ardross Farm shop
Ardross Farm Shop in Elie, Fife, began  
as a tiny shop with one freezer and a  
calculator as a till. Nikki Pollock of the  
Ardross family team says, “From there  
it has been 100% customer driven.  
Somebody asked for ice cream, so we 
sourced that; people started asking  
for crisps and we got them in; and so  
it went until five years down the line  
we have an amazing business that is thriving.”

She adds, “We have a folder behind the till where we record 
positive and negative comments. Our customers are the most 
important part of our business – without them we wouldn’t  
have a shop.”

The Farm Shop focuses on seasonal British produce. Many 
products have been sourced through local businesses, including 
oatcakes from Cupar and chutney from Upper Largo. They also 
provide their loft space free to local artists. 

Ardross markets effectively through word-of-mouth and an 
excellent website. Nikki says, “I create news pages and update 
the produce list weekly – the number of hits on our website is 
increasing steadily. For a year we used a PR company which had 
fantastic results and we also advertise events on Facebook.”

Nikki’s one tip for other businesses? “Never sit back and think 
you know it all. Standards can always be improved; more things 
can always be learned.”

www.ardrossfarm.co.uk
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making international visitors feel at home
Be flexible and adapt to your market – for 
example, visitors from Mediterranean countries 
tend to go to bed late and rise late so it would 
be helpful to offer broader meal times. this 
is also relevant for e.g. hillwalkers, for whom 
the traditional 7.00 - 9.00pm dinner slot 
may not work. can you offer food choices all 
day to cater for visitors who need to eat there 
and then?

If you know you attract a certain nationality  
of customer, can you offer translated 
menus? Making visitors feel more at home will 
encourage them to stay longer and come back.

Go to www.tourism-intelligence.co.uk to  
access tips about the sorts of foods to 
delight your international guests and refer 
to the Knowing our Markets...Scotland’s  
Visitors guide, also available to download on 
the website, to get more information about 
who our visitors are.

FOOD & DRINK expeRIeNce IN ScOtlaND

the carnoustie Golf Hotel 
Opened in 1999, the carnoustie Golf 
Hotel targets golfing visitors, domestic 
tourists, corporate business, weddings 
and seasonal leisure. 

For several years the Hotel has been  
involved in Tartan Week, a celebration  
of the signing of the Declaration of  
Arbroath, and Angus Council has  
brought Chinese trade delegates over  
as part of a related golf event. The Hotel 
ensures that they delight these visitors 
by tailoring their service – they provide 
green tea, noodles and chopsticks 
in the bedrooms; they create menus 
that will be palatable to their tastes, 
i.e. small pieces of meat, light sauces,  
fresh fruit with dessert; when  

serving wine they understand that  
a small amount should be poured  
for the custom of frequents toasts.  
Morag Fraser, the Meetings and  
Events Manager, says, “I hope that  
the experience of looking after these  
Chinese clients over several years 
means that we do provide a unique  
service and understanding of their 
needs.”

The Hotel takes similar steps for any 
large international group, ensuring, for 
example, that their bar and restaurant 
staff know North American food  
terminology e.g. zucchini/courgette,  

eggplant/aubergine, etc. They advise 
other businesses to tie in with special 
events and work closely with event  
organisers to anticipate the needs and 
preferences of visitors.
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www.oxfordhotelsandinns.com/ourhotels/carnoustie



YOUR BUSINESS RECIPE

3 WHat DO VISItORS WaNt?

Be your own biggest critic and scrutinise your food and drink  

offering. Ask your visitors for feedback. Are you on  

www.tripadvisor.com? What are past visitors saying about you?

Differentiate your business by serving Scottish food. Our  

Scottish-produced goods are a non-transferable asset – locally baked 

shortbread won’t taste the same anywhere else in the world!

Know our Scottish larder so you can tell visitors about our wonderful 

Scottish food – and make sure your staff can too. Download a free 

copy of the TIS front of house staff resource, At Your Service – 

A practical guide to delivering the best food and drink experience 

in Scotland from www.tourism-intelligence.co.uk.

Visitors care about the environment and having a sustainable  

experience. Why not try sourcing the majority of your ingredients  

from under 50 miles away? Tweedgreen, a voluntary Tweeddale  

organisation supports local food in this way – see  

www.tweedgreen.org.

Consider your international visitors in your food offering. Italians  

expect high quality breads before a meal – we can do that. They  

like olive oil, but might be willing to try virgin rapeseed oil. What  

will others be looking for?
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3 WHat DO VISItORS WaNt?
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1. UpSKIll YOUR StaFF
Educate your staff about your menu and  
offer sample tastings. That way you will 
build their confidence and passion to make 
recommendations to your customers – 
which, according to The Visitor Experience 
2008 from VisitScotland, is currently a  
key area where visitors feel our service  
is lacking. Use At Your Service – 
A practical guide to delivering the best 
food and drink experience in Scotland 
– a comprehensive resource to help busy 
waiting staff sell the food you offer more 
effectively. Download your copy from 
www.tourism-intelligence.co.uk.  

2. SaVe BY USING ReGIONal  
 INGReDIeNtS
Our food is not just premium items like 
prawns and oysters – we also excel at 
bakery items, and famous products like 
haggis and black pudding. Thrifty Scottish 
butchers, using every part of the animal, 
have provided us with relatively inexpensive 
dishes that visitors want to try. 
Also, oats have always been, 
and still are, a low-cost 
ingredient to use in Scottish 
cooking. Put a dish such as 
porridge with whisky and 
honey on the menu and 
your lower food costs will 
equal higher GP (gross 
profit). Get more information 
on Scottish dishes from The Larder, a new 
Scottish publication about our produce, at 
www.list.co.uk/food-and-drink/larder.

3. tell VISItORS MORe aBOUt tHe  
 FOOD YOU OFFeR
Perhaps you already have locally sourced 
food on the menu. But are you telling your 
customers about it? You can charge more 
simply by communicating that fact to your 
customers through your menu and waiting 
staff! If you don’t source locally, try it –  
VisitScotland’s Visitors’ Perception of  
Scotland as a Food Destination reports  
that visitors will pay a premium for a taste 
of ‘food of the region’ in the expectation of 
higher quality and to feel closer to the  
community they are visiting, so if your 
chicken was ‘cooked in herbs from our 
herb garden’, tell your visitors! Go to  
www.provenanceonaplate.com for more 
information.

4. FOOD aS eNteRtaINMeNt
Activities like mushroom foraging are  
really capturing the imaginations of  
culinary enthusiasts. Hardiesmill Beef  
                            Farm in the Borders,     
                           www.hardiesmill.co.uk,  
                           offers the ’10 Steak    
                           Experience’, where  
                          visitors are given an 
                          educational tasting  
                          of cuts of meat from 
                          10 different parts of  
                         an Aberdeen Angus. can       
                         you offer cooking tuition     
                        or demonstrations that will    
                       intrigue your visitors?

5. pROVIDe WeatHeR OptIONS
The weather in Scotland can be  
unpredictable, but it’s not always bad!  
For those sunny summer days, could you  
take inspiration from the Falkirk Wheel 
attraction, www.thefalkirkwheel.co.uk, and 
offer ready-made picnic boxes for your  
picnic area? When it’s wet and cold can you 
offer a gourmet hot chocolate experience  
by the fire? 

6. MaKe FOOD aN all-DaY OFFeRING
We are known for our great ‘afternoon teas’ 
and ‘high teas’ in the UK. Afternoon tea was 
traditionally a high society occasion with 
small pastries, sandwiches and scones; 
high tea was for the lower classes, served 
later in the afternoon with meat, fish, bread 
and butter and cake. Both teas became part 
of mainstream society and then went out of 
fashion. However, recently they have 
become part of the retro revival. Is this 
nostalgic, authentic experience something 
you could introduce to your business?

7. cOMMUNIcate WItH YOUR VISItORS
Often Scotland’s visitors are simply not 
aware of everything we have to offer. That 
includes collaborative initiatives – for 
example the East Neuk of Fife reputedly 
has the highest concentration of two and 
three AA Red Rosette restaurants in the 
UK outside London, but this is a well kept 
secret. let people know what they can 
expect from your business and area by 
promoting it in your marketing materials 
and online.

Seven quick ways to make money  
from food (and delight visitors at the same time!)

FOOD & DRINK expeRIeNce IN ScOtlaND



	 StarterS
Wild Scottish game paté served with homemade oatcakes

West coast mussels steamed in Scottish cider, served with 
a crusty roll from our local bakery

Scotch Broth made with seasonal vegetables

  MaINS
Venison sausages from our local farmers’ market and  
Pentland Javelin mash enriched with Scottish butter  
(served with onion gravy or a whisky sauce) 

Thai fishcakes made from fresh Peterhead haddock,  
coated in homemade breadcrumbs (served with cold pressed 
rapeseed oil from Perthshire or Scottish bramble vinegar)

Balmoral Chicken, stuffed with haggis and wrapped in 
Ayrshire bacon. Seasonal vegetables from our local farm shop. 

 DeSSertS
Cranachan made with home grown raspberries.  
served with local Fife cream.

Chocolate fudge cake with Borders ice cream,  
served with fresh soft fruit

Selection of Scottish cheese and biscuits. 
Including soft, aged and blue cheeses 
from across the country.

4 OppORtUNItIeS FOR YOUR BUSINeSS

Practical tips on how to add  
some flavour to your menu

average 
visitor spend  on this menu  = £18.50?

STARTERS
paté and toast

Mussels in a white wine sauce

tomato and basil soup

mAInS
Sausages and mash

thai fish cakes with salad

chicken breast and vegetables

DESSERTS
crème brulee

chocolate fudge cake  
with ice cream 

cheese and biscuits
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average 

visitor spend  

on this menu  

= £13.20?

Look at this example of a standard menu on the left – then 
see how by adding some thought and a local touch, you can 
turn a dish from ordinary to outstanding. Will this involve 
introducing some new ingredients? Or is it simply a matter of 
describing your current ingredients to show their provenance?

For more tips on presenting a Scottish menu see the research library 
at www.tourism-intelligence.co.uk
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What visit to Scotland is complete without a dram of whisky? 
According to the Scottish Government’s Fresh Thinking report, 
the Scotch Whisky industry has such international impact that 
it accounts for nearly one quarter of the value of all UK food 
and drink exports. That makes it one of our country’s biggest 
earners, and arguably the most famous.
As a product synonymous with provenance and quality, 
whisky can be a powerful tool for attracting visitors and in 
fact has become a primary reason why people come to 
Scotland. As reported on the ScotlandWhisky website, 
www.scotlandwhisky.com, distilleries have become a 

must-visit destination for 
1.2 million visitors each 
year and distillery visitor 
centres have the highest 
spend per head of all Scottish visitor attractions.
Several whisky festivals, such as Spirit of Speyside, Islay  
Malt and Music Festival and the Glasgow Malt Whisky  
Festival have been held across the country, giving visitors  
access to malt whisky master classes, exclusive tastings and  
occasionally the opportunity to visit a distillery not normally 
open to the public.

FOOD & DRINK expeRIeNce IN ScOtlaND

Have a Drink on us!
Whisky Galore

craggan Mill
• Become an ‘Embassy’ 

 ScotlandWhisky is a project that aims to explore how the  

 Tourism and Scotch Whisky industries can work together to  

 promote Whisky Tourism. It has developed the ‘Embassy’  

 network – a range of hotels, golf courses, bars and  

 restaurants that have met specific quality criteria, including  

 having staff trained at the Scotch Whisky Training School.

 There is a network of Scotch Whisky Embassy hotels  

 across Scotland and where Embassies are using their  

 whisky training, they have reported a 10% increase in sales  

 of Scotch Whisky.

 Contact ScotlandWhisky about the possibility of becoming  

 a Scotch Whisky Embassy. Members benefit from online  

 promotion through the ScotlandWhisky website,  

 www.scotlandwhisky.com.

•	 Give visitors a ‘whisky education’ 

 Education-based travel has been identified as one of the 

 areas for growth in Scottish tourism. Link up with distilleries  

 to offer ‘connoisseur’ tour packages and prepare a Scotch  

 Whisky ‘menu’ for customers with tasting descriptions –  

 VisitScotland provide a sample menu and tips at  

 www.visitscotland.org.

•	 Team up with your local distillery 

 Can your business work with a local distillery to create new   

 and exciting whisky experiences? How about a sampling  

 event or pre-dinner tasting package? Can you recommend a  

 local whisky to team up with a particular dish? Increasing  

 whisky demand draws in customers that will also spend in  

 other areas, like food!

How can your business 
benefit from whisky?

Whisky is a small but vital 
part of the food offering at  
craggan Mill, a restaurant  
in Grantown-on-Spey. their 
modern interpretation  
focuses on local,  
seasonal food, also specialising in serving diners who want  
to experience the marriage of whisky and food. 

Proprietor Graham Harvey says, “Customer response is 100% 
positive. Our diners are constantly amazed at the range of 
flavours that can be imparted to dishes, turning the very good 
into the sublime.”

They also run whisky and food master classes, which have 
been tremendously popular, and take pride in showcasing  
Scottish produce, crediting all suppliers and producers on  
their menu and website.

Graham adds, “The benefit of Scotch Whisky is that it has such 
a great worldwide reputation that it sells itself. Like wine it 
takes time to get to know the individual personalities of all the 
different whiskies. Take a nose of Springbank 10 year old and 
it will cry out to be used in your next Christmas cake.  Have a 
whiff of Glen Moray 16 year old and it will be telling you to get 
the chocolate out. Once you think you have a handle on what 
pairs with what, test it, train your staff and delight your  
customers.”

www.cragganmill.co.uk



Beer may be the UK’s national drink, but not everybody 
has tried cask conditioned beer, or ‘real ale’. the allan 
Water Brewhouse offers free entry and tastings for  
visitors, plus the opportunity to buy their unique beer 
products. their visitor book is bulging with positive  
reviews – and they will often use comments as a source 
for new ideas.  
Their first three beers were named after famous, and 
local, Scottish battles – Sheriffmuir, Bannockburn and 
Stirling Bridge. ‘Scottishness’ really captures the  
imagination of overseas visitors, but their next venture 
involves the local market.  
Owner Douglas Ross says, “We’ve been here nearly 14 
years, yet many locals don’t know about us. Our aim is  
to become more local-friendly by, for example, opening in 
the evenings. It’s a whole new market.” 
Their most effective marketing tool is word-of-mouth,  
but they do promote the brewery on tourism websites 
and are profiled in Lonely Planet, which has brought 
them a steady stream of overseas visitors. They are 
also a member of a Merchants Association, campaigning 
with other businesses to promote Bridge of Allan as a 
visitor destination. 

www.bridgeofallan.co.uk

4 OppORtUNItIeS FOR YOUR BUSINeSS
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No Small Beer
Although whisky is probably the first product that comes to mind when you think 
of our national drink, beer is another characterful barley-based product and it, 
too, makes a significant contribution to the economy. We have a large number 
of international brewers, but also several independent brewers like Traquair, 
Broughton and Black Isle, which are offering 
distinctly Scottish products. 

Scotland’s Real Ale Trail,  
www.scotlandsrealaletrail.com, is a  
network of independent brewers who  
are working to raise the profile of  
independent breweries in Scotland –  
to encourage visitors to come to them  
or the nearest outlet to sample their  
hand crafted  beers. 

   How can your business  
   benefit from beer?

• Stock local beer

 Can you offer ale from small local brewers such as  

 Traquair House brewery or Cairngorm Brewery Company  

 on your menu? Visitors may even want to collect bottles  

 or beermats with locally distinct labels. Can you sell local  

 bottles as take-home gifts? Or can you cook with local  

 beer and tell your customers about it?

•	team up with your local brewery

 Can you collaborate with a brewery to offer special  

 packages for your visitors? If you are an accommodation  

 provider, perhaps your guests can get a discount on  

 tastings at their visitor centre? 

•	Offer your own tastings

 Why not theme certain dishes to match up with your choice  

 of local beer? Can you make recommendations to customers  

 about what tastes will work well together? 

 Some breweries will create seasonal products, like a winter  

 spicy beer, so you can also tailor your offering to the time  

 of year.

Allan Water 
Brewhouse  



FOOD AT...  
BUSINESS EVENTS
Just because visitors are here for business doesn’t mean they 
are not interested in food. Often these visitors are only here 
for a short time, so perhaps it is even more important and 
we need every opportunity to create a good impression. Many 
business visitors will have journeyed a long distance to come 
to Scotland – this is our shop window which may impact on 
future leisure visits and also their recommendations. 

 Bite-size opportunities
•	 Exhibitions and conferences will often put food low down  
 on the list of priorities, but by serving better quality  
 locally-sourced food with provenance you offer a stand-out  
 quality that will encourage repeat business.

•	 Offer choice – Edinburgh First, for example, offers 18  
 standard menus to choose from or tailored meals  
 incorporating local produce and to guests’ dietary  
 requirements, www.edinburghfirst.co.uk.

FOOD AT...  
VISITOR ATTRACTIONS
Many attractions consider food to be a secondary part of  
their offering, but in fact food is crucial to growing revenue  
by creating a complete visitor experience. The catering  
revenue for places like visitor centres grows quickly in  
relation to how long a visitor spends at the attraction.  
Woodside Walled Garden, north of Jedburgh, offers freshly  
prepared, home-made fare in their café garden or by  
their log-burning stove. In summer, they use salad crops  
and fruit from their own kitchen garden. The mix of seasonal  
and indulgent offerings has been a big hit with visitors.  
See www.woodsidegarden.co.uk.

 Bite-size opportunities
•	 Link your catering to your attraction experience and  
 provide your customers with choice. Quality food and drink  
 create a distinct product and give your visitors a more  
 memorable experience. 

•	 Tap into the ‘health and well-being’ trend by providing  
 healthy food options. Some indulgent food plus healthy  
 alternatives strike the right balance. 

•	 People are not just looking for ‘cheap options’. Sometimes  
 it’s not about cutting price, but about offering a better  
 value package. And think about how you can meet the  
 needs of time-poor visitors.

•	 Don’t forget to target your local market too, many of  
 whom see visitor attractions as an eating out alternative.
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Food as part of the experience

FOOD & DRINK expeRIeNce IN ScOtlaND

the area’s fish, meat, confectionary, cheese and drink.  
Food producers from all over the region come together to  
exhibit their offerings to thousands of new potential  
customers.

There are also 10 catering outlets spread around the Festival 
and all caterers are specifically asked to use Scottish  
ingredients. So, visitors can not only enjoy the history and 
culture of the festival events, but they can enhance their  
experience by sampling and purchasing a wide range of  
delicious Scottish food and drink.

www.scottishtraditionalboatfestival.org.uk

Scottish Traditional Boat Festival
portsoy’s Scottish traditional Boat Festival provides a  
holiday or short break destination with something for all  
the family. Over the past 16 years, this annual summer event  
has grown from a small one-day experience to a major  
international celebration that attracts up to 20,000 visitors. 
The Festival focuses on the traditions of boat building,  
restoration and sailing but includes associated crafts such  
as knitting and weaving. It also incorporates a Food Fayre, 
which started over 10 years ago with five stalls and has now  
expanded to around 30 exhibitors that feature the best of  
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St Andrews Farmhouse Cheese 
the Stewart family has farmed in anstruther for over 50 years,  
but when milk farming was being hit by market problems,  
they made the innovative decision to diversify. The new Cheese 
Dairy, complete with Viewing Gallery and Coffee Shop, opened  
in 2008. Now a food producer and attraction, the business has 
been a big hit with families, school parties and coffee groups.  

Owner and cheese-maker Jane Stewart says, “We were  
inspired by other businesses doing similar ventures. But one 
thing was of utmost importance – we had to be passionate  
about the product.”

On the back of customer feedback, Jane is still innovating: “I’d 
like to introduce an intercom so I can engage with visitors while 
making cheese, plus we would like a TV screen for visitors who 
come on days when we’re not in the dairy.”

The ‘Butterpat’ Coffee Shop is an important shop window  
for selling their famous ‘Anster’ cheese, and Jane says,  
“We have a network of local supporters, many who come  
every day. They get the best of cheese and the best freshly 
cooked food to order.”

www.standrewscheese.co.uk

FOOD AT...  
FOOD AND DRINK ATTRACTIONS
With a growing interest in authentic tourism experiences,  
businesses have a great opportunity to develop their offering 
into a tourist attraction. In their desire to get closer to  
the food they are eating, visitors will pay to watch and learn  
about their food of choice. Culinary attractions put food at  
the centre of the experience – often this will involve tours or  
demonstrations as to how a food item is produced. 

 Bite-size opportunities
•	 Is there an opportunity for you to diversify and provide  
 a unique food tourism experience?

•	 Can you take visitors behind the scenes at a local food  
 producer?

FOOD AT...  
EVENTS AND FESTIVALS
Provide good food at your event and people will stay longer 
and spend more. It gives you that ‘something special’ that 
makes your event distinctive and adds to the atmosphere. 
Festivals are an opportunity to highlight regional diversity 
through food, by providing visitors with culinary learning  
opportunities, while also generating income for suppliers  
and producers. 

For more information see the Taste for Events guide, available 
at www.eventscotland.com.

 Bite-size opportunities
	 	 •	Can you support a local 
   event or festival by  
   providing food as part of 
   their eating experience?  
   Can you do ‘food on the  
   move’ as a way to  
   promote your business?

  •	For event organisers, 
   choice and a wide range  
   of food can add to the  
   experience and generate  
   repeat custom – and  
   make you more money!



It’s unavoidable. Online reviews and bookings and social media are 
becoming a way of life, so make sure you’re not left behind the  
competition. Ask your customers what social media channels they use  
and then use the same ones. Consider how your business could benefit 
from a presence on Facebook and Twitter and look at sites like these  
to see how your business can get involved: 
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Social media and new technology

What can you do to inspire staff?
• Every time you have a menu change or introduce a new dish, have a tasting  
 session with your staff. Not only is this a great team-building exercise, it will  
 also help staff make recommendations to customers and speak with authority  
 about your menu.

•	 Offer staff incentives for upselling. For example, could there be a prize for the  
 highest number of side dishes sold that month? Could you offer vouchers to  
 the waiter or waitress that sells the most malt whisky drams that week? 

•	 Discuss ideas and issues at your team meetings. Are your staff getting 
 feedback from customers that might help change processes for the better? 
 Or could you spend five minutes discussing the key elements of that night’s 
 specials? Could you do a quiz based on At Your Service, the front of house  
 guide from TIS?

a new resource for front of house staff, At Your Service – 
A practical guide to delivering the best food and drink 
experience in Scotland, is available to download from 
tourism Intelligence Scotland, www.tourism-intelligence.co.uk. 
It is packed with easy-to-use information relevant for your staff, 
from traditional Scottish produce and dishes to tips for upselling. 

www.5pm.co.uk • www.toptable.com •  www.tripadvisor.com  
www.eatscotland.com •  www.restaurant-guide.com

motivating your staff

FOOD & DRINK expeRIeNce IN ScOtlaND

even if you are passionate and committed 
to your food offering, visitors won’t get 
the full impact unless your staff are on 
board too. 

It’s likely that service staff will be the 
first faces your customers see and  
they will be the voices selling your food,  
so they are integral to your visitor  
experience. 

TripAdvisor is a key way to grow your business so embrace this tool as much as your visitors do. Encourage your visitors to 
comment on the experience you offer – they are your most powerful (and cheap!) marketing tool. Even if you receive 
some criticism, it is how you respond that really has an impact. Reply honestly and positively and make 
it clear how you plan to react within the business – often prospective visitors pay more attention 
to the owner’s response than the original comments.

YouTube, www.youtube.com, also offers a great opportunity for people to share their videos 
of your business and the great time they had there. Or perhaps you have videos to share 
– could your chef do a demonstration of their favourite starter 
for customers to recreate at home?



YOUR BUSINESS RECIPE

Spice up your menu. Get your team together and brainstorm  

about how you can get the most out of how you present your  

food and show off your Scottish roots.

How can you entertain visitors as part of your food experience?  

Can your chef take them to a local farmers’ market to choose  

their ingredients for breakfast? Or can they watch as he prepares 

this evening’s dessert?

Think about new ways you can reach visitors through your website 

and social media. Can you Twitter about the fresh haul of  

langoustines that has just arrived? Or feature an online added  

value voucher for a quiet mid-week evening? 

Treat business visitors like royalty – they could be future leisure  

visitors, or if they’re only here once, making the right impression  

will drive your word-of-mouth marketing.

Can you promote your business by providing food for local events 

and festivals? Or can you use those events as a hook to bring  

more people in to try your offering? 

You may not be near a distillery, but there’s sure to be a local 

brewer who might do a brewery visit and you could experiment  

with their beer in the kitchen. And are you offering Scottish bottled 

water?

Motivate your staff by creating opportunities for them to put their 

ideas forward. Introduce incentives to encourage upselling.

4 OppORtUNItIeS FOR YOUR BUSINeSS
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 COllABORATInG WITH OTHERS

Many of the world’s leading chefs are using Scottish  
produce because they think it’s the best, yet many Scottish 
tourism businesses for some reason are not. 

the question being considered by Scotland’s visitors is with 
this exceptional natural larder on our doorstep, why are we  
not using it?

Research shows that Scottish food suppliers and producers 
do want to work with tourism businesses, but there are often 
barriers in the way for both parties. Tourism businesses often 
don’t know where or how to access their local produce and 
perhaps see it as a time consuming and expensive activity. 

5
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Perhaps your hospitality business has  
fluctuating demand from week to week that 
would be awkward for your local supplier. 
Maybe you want 100 portions of fish for a 
special event, but then not the next week. 
There may be difficulties, but the fact is that 
good food and drink can improve your bottom 
line, so it is worth taking action and opening 
the lines of communication.

FOOD & DRINK expeRIeNce IN ScOtlaND

• Perceived high price of local produce

•	 Lack of knowledge of local suppliers

•	 Concerns about variable quality 

•	 Concerns about the availability of  
 Scottish produce

•	 Delivery issues 

•	 Practical difficulties of multiple small suppliers  
 and payments

•	 Need for flexibility in terms of orders and 
 interactions 

Source: Experiencing Scotland: Supplying a Quality Scottish Food and 
Drink Offer commissioned by Scottish Enterprise, September 2009

What is stopping tourism  
businesses from sourcing  
produce locally?
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In practice, sourcing food locally has never been easier because 
resources have been developed to support you.You can meet  
the wishes of your customers and support local businesses at  
the same time. 

The Scottish Enterprise Supplying a Quality Scottish Food and 
Drink Offer report confirms that Scottish food producers and 
suppliers are rated ‘better’ than suppliers from elsewhere for 
quality (52%), customer service (45%) and cost (37%).

Why not get in touch with some of your local suppliers and see 
what might work for you?

What to do:
•	 Ask	if	your	local	butcher,	baker,	fishmonger	or	farm	shop	can	 
 supply you with the ingredients you need. If you run a  
 self-catering business, find out if local hotels or restaurants  
 can provide cooked meals and snacks for your guests. 

•	 Scotland	Food	and	Drink	has	a	list	of	over	1300	suppliers	 
 listed in their Buyers Guide, and you can search by sector or  
 geographical area. Go to www.scotlandfoodanddrink.org. 

•	 Get along to your nearest farmers’ market – they all offer a range  
 of the freshest food and drink from local producers. Check out  
 www.scottishfarmersmarkets.co.uk for more details.

How to source locally

‘the Seafood trail’ is a collection of businesses that serve the 
finest seafood from the sealochs and inlets of argyll. the aim 
is to provide visitors with an appealing menu to structure their 
trip around.  the criteria for membership includes being next 
to or close to water; 50% of the menu must be seafood; and 
there is an overall commitment to fresh, local food. Members 
pay a monthly subscription to support marketing efforts. 

Member Alan Milstead of Dunvalanree Hotel and Restaurant 
says, “Members of the trail have seen a definite increase in 
business as a result of being part of the collaboration. It has 
really captured the imagination of visitors and journalists alike.” 

The Trail is marketed through press articles, The Seafood Trail 

website and a regular e-newsletter. There is also a book on sale, 
From Crab Shack to Oyster Bar, written by the founding member.  

Alan’s top tips for businesses thinking about a similar project 
are, “Firstly, meet regularly so you can 
really get to know your colleagues as 
you need to work together to be really 
successful. Secondly, have a quality 
assurance, whether that be 
VisitScotland or AA.You don’t want a 
bad apple or it will reflect on the 
whole group.”

www.theseafoodtrail.com

argyll Seafood trail    
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3 things you need to know about 
collaborating with others

FOOD & DRINK expeRIeNce IN ScOtlaND

2010 was The Year of Food and Drink, but food and drink 
is firmly in place as one of the most important sectors for 
Scottish tourism and initiatives will carry on for many years. 
Access the Year of Food and Drink Toolkit at  
www.visitscotland.org under business resources. 

A Food and Drink Fortnight is held annually in September 
and there are many opportunities for tourism businesses  
to get involved.

According to Food Tourism Report,  
Scottish Food & Drink, February  
2006, research on behalf of 
VisitBritain has shown that the 
benefits to food retailers of  
taking part in British Food Fortnight  
was that 97% increased their sales of regional food and 
drink by 10-16% as a direct result of the event!

Step 3:  National Initiatives

Step 1: Regional Initiatives
Tourism businesses can reach a much wider customer  
base by combining offers and marketing efforts.

Some regional initiatives, such as Made in Northumberland, 
www.made-in-northumberland.co.uk, jointly position food  
and drink with local arts and crafts – both being key parts  
of local sustainability in this rural area. These two sectors 
operating together make a much stronger force than they 
would individually. 

In the Cairngorms, a ‘food for life’ plan was launched in  
September 2010, aiming to develop a sustainable food 
economy across the Cairngorms. This includes a  
Cairngorms producers’ directory to encourage an increase 
in food production and consumption of produce from the 
area. It will reduce food miles, boost the tourism and retail 
sectors and encourage people to consider a healthier  
diet – and it was all driven by visitor demand for locally 
produced food. See www.cairngorms.co.uk.

Step 2:  Destination Development
By working collaboratively with other businesses you can  
collectively attract visitors from all over the world. How can  
we develop Scotland’s food and drink experiences to  
reinforce our own competitiveness and sustainability?

Ludlow in Shropshire has become famous as a ‘Slow Food’ 
destination in England. From its early beginnings as  
a farmers’ market town, it has prospered into a food  
tourism destination with many high quality restaurants,  
local food suppliers and food events, attracting a vast  
number of British ‘gastro-weekenders’. Perth became the 
first Scottish town to join the Slow Food network in 2007 
and is a great example of a destination using traditional 
production methods and providing good quality food.

Elsewhere in Scotland, Oban has begun 
promoting itself as the ‘Seafood Capital of 
Scotland’ and the local eating-out scene 
has been transformed with several new restaurants. 
Arran promotes the Isle of Arran Taste Trail, 
www.tastetrail.com, supporting local food producers, 
restaurants and retailers to create a popular food 
destination that is famous for its natural larder.

Initiatives like the Ayrshire Food Network and Borders Food 
Network bring together the best of local producers, service 
providers and retailers to promote their entire areas. Find 
out about local food networks in your area from the  
Chamber of Commerce.
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YOUR BUSINESS RECIPE

Make time to go around producers in your area and build  

relationships. Know what is available and when. Find your local  

suppliers online at www.scotlandfoodanddrink.org and try your  

nearest farmers’ market.

Perhaps your local deli or butcher makes speciality pies that  

are tastier or most cost effective than you can make in-house. If  

so, tell your visitors about the ‘award-winning’ recipes!

Are you using the famous food of your area as a hook for your  

business? Think of the famous Stornoway Black Pudding – if a local 

provider has a great reputation for a certain food, use it to promote 

your business. 

Are you a food provider that could branch out into food tourism by  

showing how your food is made? Or could your tourism business 

link up with a local food producer to let visitors see the whole food  

process, from gate to plate?

Could your business partner up with like-minded businesses locally 

to create an exciting package for visitors? Can you get involved with 

any existing food trails or regional initiatives?
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National Food and Drink policy for Scotland 
The Scottish Government created Recipe for Success – 
Scotland’s National Food and Drink Policy in June 2009. 
The policy acknowledges the importance of food and drink 
to Scotland’s economy and the health of its citizens and 
visitors. It sets out Government plans to support businesses 
to get more Scottish food on to menus – including the 
increase of fresh, seasonal and local produce for the tourism 
industry. Access the policy at www.scotland.gov.uk under 
Publications.

tourism Intelligence Scotland
Tourism Intelligence Scotland is a joint venture developed 
by Scottish Enterprise, VisitScotland and Highlands and 
Islands Enterprise in partnership with the tourism industry. 
We distribute a range of materials to Scottish tourism 
businesses to help grow business and drive innovation 
through effective use of market and other intelligence.

Food and Drink Experience in Scotland is part of our 
‘Opportunities for Growth’ Guide series. Access all of 
our guides, plus a wealth of market intelligence for 
businesses, at www.tourism-intelligence.co.uk.

 WHERE TO GET HElP6
FOOD & DRINK expeRIeNce IN ScOtlaND

practical Guide for Front of House Staff
A new product knowledge resource, At Your Service – 
A practical guide to delivering the best food and drink 
experience in Scotland, is available to download free from 
Tourism Intelligence Scotland, www.tourism-intelligence.co.uk. 
It is packed with practical information to teach your staff 
about Scottish dishes, ingredients, seasonality and more, 
and is presented in a fun and engaging format. Better 
knowledge builds higher confidence – give your staff the 
tools they need to delight customers and drive sales.

provenance on a plate
A new toolkit, Provenance on a Plate, has been created by 
the Scottish Government to back up the National Food and 
Drink Policy. The website www.provenanceonaplate.co.uk 
provides everything you need to know about ‘origin declaration’, 
i.e. how to tell your visitors about where your food and 
drink is from. It covers legal requirements, best practice 
guidelines, handy example menus and case studies with 
businesses that have used the toolkit successfully. Specific 
information is available on products from every sector, from 
meat to bakery goods to drink.

Who and what you need to know
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6 WHeRe tO Get Help

Quality assurance Schemes

eatScotland
EatScotland has a scheme to promote food and drink  
businesses that offer excellence and quality. Businesses  
can achieve a Gold Award, and once accepted will receive  
a window sticker and certificate, a logo for promotional  
activity and will be featured on the EatScotland website.  
They will also be provided with feedback and areas for  
improvement to help develop their business. Visit  
www.visitscotland.com/eatscotland for more information.

SQFc
The Scottish Quality Food Certification (SFQC) specialises  
in the inspection and certification of food production,  
processing and service. They have details of several  
different quality assurance schemes in relation to food  
produce, like the Safe and Local Supplier Approval  
(SALSA), which profiles all registered and certified food  
and drink producers. Also Scottish Quality Wild Venison 
(SQWV) provides traceability from hill to plate, ensuring  
that deer populations are managed humanely. For more  
information, visit www.sfqc.co.uk.

Grants and awards

Se tourism Innovation Fund
This special grant provides matched funding of up to 
£30,000 and up to five days consultancy support to enable 
tourism operators to develop innovative business ideas. 

Support is aimed at single businesses or groups of 
businesses that offer a brand new experience that will 
entice more visitors to Scotland. This could be a product 
or business service and can build on an existing market 
or open up a new market. 

For details of how to apply go to  
www.scottish-enterprise.com/tourism-innovation-fund

Businesses in the Highlands and Islands Enterprise area 
should refer to the HIE website for more information on  
innovation support at www.hie.co.uk/grow-your-business.

Scottish thistle awards
Hosted by VisitScotland, the Scottish Thistle Awards 
recognise and celebrate excellence in Scottish Tourism. 
This includes the Taste of Scotland Award, which is open 
to hospitality businesses of any size or sector that are 
thriving by providing Scotland’s visitors with an original 
and memorable Scottish food and drink experience. 
Successful businesses will use Scottish produce and 
forge strong links with Scottish suppliers, promoting them 
in a unique and clever way.

For details of how to apply go to 
www.scottishthistleawards.co.uk.

Scotland Food & Drink excellence awards
Commonly referred to as the ‘Oscars’ of the Scottish food 
and drink industry, the Scotland Food and Drink Excellence 
Awards highlight the outstanding quality of our food and 
drink producers. The Food Tourism awards are sponsored 
by VisitScotland. 

A new award for visitor attractions – the Land of Food and 
Drink Visitor Experience Award – has been sponsored 
by the Scottish Government. It will recognise and reward visitor 
attractions that demonstrate that their food and drink offering 
is an integral part of the overall visitor experience.

For details of how to apply go to www.scotlandfoodanddrink.org.
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ORGaNISatIONS WHO tHeY aRe WHat tHeY caN DO FOR YOU

Tourism Intelligence Scotland
www.tourism-intelligence.com

Market intelligence resource for  
all tourism businesses

Access recipes that make the most of our natural larder•	
Read tips on how to purchase fresh food, present your menu and  •	
serve international visitors

Scotland Food and Drink 
www.scotlandfoodanddrink.org

Tasked with growing the value of 
Scotland’s food and drink sector

Access food research, news and event information•	
Use their Buyer’s Guide to find local suppliers•	

EatScotland
www.visitscotland.com/ 
eatscotland

VisitScotland’s visitor culinary site Can you be included in their Foodie Guide? •	
Check out their map of local farmers’ markets and a guide to seasonal foods•	

What’s on your plate?
www.whatsonyourplate.co.uk

National Farmers’ Union  
Scotland site 

Tips on how to source Scottish food •	
News stories about food-related issues•	
Access their seasonal produce calendar and recipes•	

Provenance on a Plate
www.provenanceonaplate.co.uk

‘Producer to Plate’ guide to help 
businesses promote provenance 

Legal requirements and best practice guidelines for every food sector•	
Tips on how to apply provenance advice to your menu•	

Taste of Scotland
www.taste-of-scotland.com

Resource offering information 
about eating places with a Scottish 
offering

Directory of food producers and list of local farmers’ markets•	
Can your business be included on their list of eating places?•	

Scottish Food Guide
www.scottishfoodguide.com

Guide by leading food writer,  
Wendy Barrie

Details of Wendy’s pick of Scottish food producers•	
Recipes including Scottish dishes and healthy options •	
A list of eateries listed by region – could you be included?•	

Scottish Food Quality  
Certification
www.sfqc.co.uk

Specialising in the inspection of 
food production, processing and 
service 

Read about product certification schemes across a range of food  •	
production agencies

Eatwell
www.eatwell.gov.uk

Food Standards Agency Get a better understanding of what your visitors will be looking for in  •	
terms of healthy choices and food hygiene

Scotch Whisky Association
www.scotch-whisky.org.uk

Promotes and protects the  
interests of the whisky industry 

Get tips for whisky tastings, plus recipes for whisky dishes and cocktails•	
Read up on the history and production of whisky•	
See the guide to distilleries and visitor centres in Scotland•	

Scotland Whisky
www.scotlandwhisky.com

Dedicated to promoting Scotland 
and its national drink

Get information about how to become a ‘Whisky Embassy’ and have your  •	
business promoted through the website
Learn about Scotch whisky events – can you get involved?•	

The Larder
www.thelarder.net

From the leading food and drink 
guides publisher in Scotland, 
The List 

Listings of hundreds of the best places to buy local food •	
Read experts’ stories about their trusted sources •	
Keep up to date on Scotland’s food events•	
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•	 Experiencing	Scotland:	Supplying	a	Quality	Scottish	Food	and		
 Drink Offer, commissioned by Scottish Enterprise, September 2009

•	 Enhancing	Scotland’s	Reputation	for	Food	&	Drink	Workstream	3,  
 The Scottish Government, June 2009

•	 Recipe	for	Success	–Scotland’s	National	Food	and	Drink	Policy,  
 The Scottish Government, 2009

•	 Fresh	Thinking, Scotland Food and Drink, March 2010

•	 A	Taste	for	Events: A Guide to Scottish Food and Drinks at Events,  
 by Tourism Innovation Group for the Scottish Government, 2009

•	 VisitScotland	Visitor	Experience	2008	Survey

•	 Visitors’	Perceptions	of	Scotland	as	a	Food	Destination,  
 commissioned by VisitScotland, February 2008

Resources

Where to get more information about food tourism
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How to react  
to the key  
trends in  
food tourism

Build on the reputation of your local area to create authentic experiences by using local suppliers.  •	
Remember that visitors to Blairgowrie don’t want to eat raspberry jam from Spain!

People will pay more for provenance because they value traceability – tell your visitors where your  •	
food comes from.

Constantly work on new ideas for your menu. Look at other countries, television, newspapers and  •	
magazines to keep on trend. 

Take advantage of the interest in the environment and climate change by offering foods with lower  •	
food miles. It will be fresher too!

understand  
better what  
visitors want  
from our food

We may take our local food for granted, but to visitors it’s part of a distinctive food experience.  •	
Create lasting impressions by offering fine Scottish fare. 

A great dining experience can be as much about setting and service as it is about the food. Train  •	
staff about suppliers and raw ingredients so they have the confidence to upsell.

Consider your mix of healthy options and indulgent choices on your menu – a balance is best.•	

People buy food experiences. That could be the infamous ‘best burger in town’ at the local pub as  •	
much as Michelin star restaurants.

Know what  
opportunities  
are available  
for tourism  
businesses

Catering need no longer be a secondary activity to a tourism business – it can even overtake your  •	
core business when done right. What new markets can you target to attract through your food offering?

Social media has a big influence on visitors’ selection of where to eat out. Look at what’s being  •	
said about you on review sites and respond to comments.

React quickly to media fads. If Delia is causing a national shortage of rhubarb, feature rhubarb! If a  •	
particular Scottish dish or ingredient is featured on TV, can you use it as a hook to promote your business?

Use market intelligence and encourage visitor feedback. Remember table staff are the front line  •	
eyes and ears to spot favourites and weaknesses.

Look at what other countries are doing in food tourism. If Canadian businesses can work the  •	
agritourism angle, then so can Scottish businesses.

Collaborate  
to grow your  
business

Work together locally by collaborating with food growers and producers, and even other food service  •	
providers. If you have a Local Food Network, join and brainstorm collective tourism experiences.

People drink as well as eat. Whisky offers great opportunities for use in cooking and matched with  •	
your menu. And don’t forget our craft brewers who may be willing to provide samples of their beer. 

nEXT STEPS FOR SCOTlAnD8
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What are you going to do?

Copy written, designed and produced by Tall Poppies Scotland, 2010.

eating out is an important part of everyone’s holiday experience. We all need 
to contribute to increase the number of visitors who are coming to Scotland 
because of our food. What are you going to do differently?
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