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With the internet expected to account for the vast
majority of all holiday purchases by 2015 and
with other technologies such as 3G and a digital
society changing purchasing behaviour, we have
seen as much change in technologies in the last 10
years as we have in the previous 150 years. All of
this exponential change impacts upon information
and Scottish tourism, but does this mean a cashless

society/a paperless office/big brother or androids?
Two scenarios have been constructed called The

Free Information Society and The Real In-
formation Society in order to discuss how in-
formation and consumer trends fold out in the
future. These scenarios are not an answer to the
future, but a means to discuss the future implica-
tions of an information society. The Free Infor-
mation Society highlights that information is
freely available and that we do not buy informa-
tion any more, whereas the Real Information
Society is about how technology supports personal
information rather than replacing it. The paper
identifies 16 trends that will shape the future of an
information society including citizen brands, gam-
ing cultures and technology convergence. The paper
concludes with a discussion of the implications for
Scotland’s tourism industry.

INTRODUCTION
Graham Whitehead, of BT’s ICT delivery
programme, says that ‘consumers will see
more change in technology in the next 10
years than was witnessed in the previous 150
years.’1 Exponential change in technology
has changed how consumers use information
and how this impacts on tourism. For exam-
ple, the phenomenal rise in internet usage
means that consumers are comfortable with
making airline purchases over the internet
rather than going to a high street travel
agent. The use of personal digital assistants
(PDAs) means consumers can download, for
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example, customized tours of museums or
geocachers organize urban tourism adven-
tures using messages sent to their PDA – the
possibilities are endless. This paper sets out
to clarify how technology could change
tourism behaviour in the future through
exploring the trends and the use of a little bit
of science fiction. Furthermore, this paper
explores how tourists will use information in
the future (whether technology or human
based). In order to capture the complexity of
the issues scenarios are used through which
the dimensions are explained.

THE SCENARIOS
Two scenarios have been constructed, based
around Maria, a 35-year-old Hispanic from
New York who wants to take a holiday in
Scotland for various reasons. The scenarios
are based around how she uses information
technology to book her holiday in Scotland
and how she uses different sources of infor-
mation when she is on holiday. The scenar-
ios are based in 2015. For more information
about how to construct scenarios, readers are
referred to The Sixth Sense by Kees Van Der
Heijden et al.2 and Making Strategy by Colin
Eden and Fran Ackermann3 or articles fea-
tured in Futures by Bruce Tonn on Imprecise
Probabilities and Scenarios4 or Ron Bradfield et
al. on the Origins and Evolution of Scenario
Planning.5

Scenario 1 – a free information society
‘Where will I go on holiday this year?’, was
the question facing Maria. Having watched
the latest Hollywood blockbuster Lady of the
Lake, and wanting to indulge her infatuation
with golf, Scotland seems the obvious
choice. Having checked out the facts in the
latest Lonely Planet guide, along with friends’
recommendations, Maria decides to take the
plunge by booking one of Exodus’s sporting
weekends online. Scotland is known as the
short-break destination of the world, its
sporting and cultural product is unrivalled,
and Maria is really looking forward to play-
ing St Andrews Old Course. She has been
playing the course virtually for the last three

weeks on her 8th-generation Blackberry.
She knows every hole, she has practised her
swing based on different weather conditions,
and has figured out (with help from her
Blackberry) several optimal plays. The only
difficulty she had when searching for infor-
mation about Scotland was the visitscotland.
com website. The search engine was too
slow compared to other sites, the product
offering was limited, she couldn’t search for
products in Spanish and the most frustrating
thing was the pop-up advertisements for fast
food restaurants. We need to understand
Maria; she doesn’t read advertisements, she
doesn’t trust official information sources and
she is not very patient. She likes personal
information from trusted sources, and when
she is using the internet the information
must be instant.

Flying New York to Edinburgh direct,
Maria was able to confirm her hotel booking
using the in-flight internet service. She was
even able to book a taxi to pick her up at the
airport. On arrival, Maria followed the guide
system in her Blackberry which, using the
latest GPS navigation system, guided her to
the taxi rank. Scotland has a comprehensive
GPS system which ensures that nobody can
get lost and it is very easy to get from A to B.
Paper maps are a thing of the past in 2015.
Maria is staying at the Balmoral Hotel on
Princes Street. Her bedroom is luxurious and
the bed even has a comfort control, so she
can alter the level of springiness and comfort
in the mattress. The TV offers a range of
channels and information services and there
are now channels about everything you can
do in Scotland, ranging from food and drink
through family activities to events.

The hotel is next door to The Edinburgh
& Beyond Gateway Centre – a mega store
offering a variety of Scottish products and
services. Here you can buy anything Scot-
tish, whether it is the world’s rarest malt or
tickets to the Experience. When Maria en-
tered the store she was faced with today’s
special offer: the Centre was offering a
mineral-water tasting, based upon the latest
vintage range from Highland Spring. Maria
thought the 2007 year was exceptional –
water with a large bubble and a spacious feel.
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Maria bought three cases and the Centre
organized shipment to New York. The
Centre didn’t look like a traditional tourist
information centre (TIC), more like a shop
and it was managed by Tesco’s (Scotland’s
food and drink is the core product offering at
the Centre). There are 12 of these franchised
operations across Scotland and Edinburgh
has three of them in different locations
throughout the city. Because information is
freely available on the internet the traditional
TIC model of 2005 doesn’t work well in
2015. Therefore, the only commercial mod-
el is based upon the drivers of creating
experiences, and operating as visitor attrac-
tions within mass-tourism destinations. Only
when these conditions are met is it econom-
ical to give away free information. Maria
buys the access code for that afternoon’s
geocacher treasure hunt across Edinburgh as
she is a keen urban geocacher (a new and
fast-growing sport – a 21st century version
of hide-and-seek) and participates in similar
events in New York. Maria downloads the
information on to her Blackberry and takes
part in the exciting urban race.

There are alternative sources of informa-
tion in the city. Big Issue vendors now sell a
range of tourism information services, based
upon the importance of ethical consumption
in society; they even take credit cards. On
Maria’s last day in Edinburgh she buys her
train ticket to St Andrews from a vendor –
she’s off for that game of golf!

The importance of this scenario highlights the
fact that information is freely available in society
and people no longer buy information. Technology
allows the consumer lots of mediums of choice
when making a purchase but that information has
to be fast, accurate, easily sorted and easy to access.
Those suppliers who cannot provide this level of
service are not tolerated by the consumer, who
doesn’t trust official information, preferring alter-
native and independent sources. Commercializa-
tion of information is highlighted in this scenario
through the selling of services and products. The
traditional TIC of 2005 hasn’t survived in 2015
because of the internet, although ethical consump-
tion means that consumers are willing to pay a
premium for some service as a form of information
purchase.

Scenario 2 – a real information society
Maria is young, free, single, and looking for
a partner, having heard about Scotland’s
Fresh Talent Initiative (a programme that
encourages emigration to Scotland whether
for work, education or love). Everyone is
talking about the Initiative in the chat rooms
of the New York dating scene (everyone
wants their own Sean Connery – an old-
fashioned type of guy, with lots of charm
and good looks). By logging on to www.
visitscotland.com/freshtalent anyone can
find their Sean Connery – the Scotsman is
in demand these days!! Anyway, Maria has
recently been chatting to a couple of pro-
spective partners and has decided to visit
Scotland this summer to meet them. She has
already booked her ‘dates’ and her air ticket,
using the website’s dynamic package offer-
ing, a service managed by amazon.com. She
was encouraged by the website’s ‘two dates
for the price of one’ special offer for the
winter months. As an added bonus, she has
enrolled in the visitscotland.com online 007
charm-school programme. She has been
learning directly from her on-line tutors,
Miss Money-Penny and Pussy Galore, about
seduction and the art of flirting.

On arrival at Edinburgh Airport, Maria
needs to find information about Scotland.
The TIC at the airport offers a variety of
information in print; in her opinion bro-
chures are the best source of information.
They feel permanent, they do not require
batteries and are easy to read compared to
PDAs. The assistant is a source of local and
helpful information, something which is not
available on the internet. On the assistant’s
advice Maria buys an AMEX Scotland Card,
a sort of electronic traveller’s cheque which
offers a range of discounts to visitor attrac-
tions, free rail transport around Scotland,
priority reservations in leading restaurants
and everything is quality assured. Maria pays
£1,513 for her card, which should be en-
ough for her stay in Scotland. Using the
card, Maria pre-pays one night’s accommo-
dation in Edinburgh and two nights in
Pitlochry. Maria thinks TIC’s are wonderful
and reassuring and offer a high degree of
personal service.
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The next day, Maria decides to ‘do’ the
tourist sites in Edinburgh and speaks with
one of Edinburgh’s Community and Tour-
ism Officers on Princes Street. They have a
combined role of community assistants,
traffic wardens and local information provi-
ders (although some people call them the
tourist police!). They are all part of the
nation’s ‘tourism is everyone’s business’
ethos. Maria receives helpful advice and
directions on what to do and see (including
the 007 house, where Sean Connery was
born, a property now owned by the Na-
tional Trust for Scotland). The tourist
guide was excellent and offered an experi-
ence and story which couldn’t be captured
by technology. Maria takes a bus tour of
Edinburgh and enjoys a light lunch at
Henderson’s, the world-famous vegetarian
restaurant. All of these outlets accept her
Amex Scotland Card and she feels satisfied
that she receives 20 per cent off all her
purchases.

The next day, in Pitlochry, Maria wants
to find out what she can do during her stay
there. She walks in to the local church to
enquire. Scotland’s TIC network is one of
the largest in the world, in relation to the
size of population; there are 7000 TICs and
all tourism businesses offer some sort of
information service about their local area
and about Scotland in general. Because of
the internet, they can cross-sell information,
book tickets, make reservations and tell you
anything you want to know. Everyone un-
derstands that personal and local knowledge
is important to the visitor and is all part of
the joined-up thinking that reflects Scot-
land’s attitude towards tourism. The TIC is
based in St Maria’s Church and Community
Centre (tourism has a community aspect in
Pitlochry). In the centre, Maria listens to a
talk by the local writer in residence, buys
his book and some local crafts and also
purchases a couple of walking tours of the
local area for her PDA. The pilgrimage and
film-star tour are of special interest to her.
However, that’s enough of the information
society. Maria’s holiday continues with a
couple of 007 dates. . .but that is another
story.

The important point of this scenario is how
technology supports personal information rather
than replaces it. The world in 2015 is IT literate,
creating a social capital of its own, i.e. the
phenomena of blogging and chat rooms. IT allows
the world to come together to share experiences and
knowledge, then to convert experiences into the
purchase of tourism products, as illustrated by the
007 concepts. Personal knowledge is very impor-
tant, this type of knowledge is classified as tacit,
episodic, difficult to code and to make explicit
according to research.6,7 Technology allows the
existence of a cashless society, supported by a
number of incentive packages. Scotland’s TIC
network has grown over the last 10 years, during
which every tourism business became joined to-
gether via the internet so that they can cross-sell
services. TICs become involved in the community
because the centres have developed a multiplicity of
use.

TRENDS
Susan Greenfield,8 in her book Tomorrow’s
People, images people’s life in the future, a
world free of pain and disease, where they
can manipulate their bodies with machinery,
their moods with smart drugs and their
innate nature with gene therapy. On the
other hand, the sci-fi images of the Daleks in
the film The Invasion of Earth are enchant-
ingly amateurish. Predicting the future is not
easy, even for the professional futurologist.
Whether you think the world will be like Dr
Who or Susan Greenfield’s scenario, there is
no map, because the future is uncharted. All
we can do is use evidence around us and
make a number of rational and creative
assumptions that describe possible futures.
From such an interpretation we can examine
what the future of information and technol-
ogy will be, and how this will impact upon
tourism. We are now in an era when tech-
nologies such as the web and digitalization
have changed tourism and will continue to
do so. Sixteen trends have been identified
which will impact on tomorrow’s tourist and
on the information society (Table 1). So
now, let’s look at the evidence and assump-
tions about the future.
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Trend 1: The evolution of a mass

medium – the internet
Early research by Tehranian and Ogden9

suggested that the internet would become a
mass medium, establishing a presence in all
walks of life, ensuring a cultural and behav-
ioural change in how people purchase com-
modities, communicate with each other and
find information, to name but a few. This is
certainly the case today. Internet access has
grown to be accessible to 51 per cent of the
UK population in 2005,10 with 90 per cent
of those users being regular users. This is a
considerable change since 1999, with the
average person spending 38 minutes per day
on the internet or 9.63 days per annum.
Usage of the internet is dominated by per-
sonal communication, interaction and
commercial information gathering. Flights,
holidays, CDs and DVDs dominate internet
purchases, with four out of 10 adults buying
in this way in the last six months,11 compared
to two in 10 consumers in 2000. Usage of
the internet is also dominated by access of
pornography websites such as playboy.com
and dating services such as dateline.com.
Even travel providers such as expedia.com
are offering a dating service! So, what is the
future for this medium?

We are already seeing the extent to which
these new technologies affect the way people

buy goods and services. Although purchasing
online has yet to make a significant impact on
total retail sales, people are increasingly buy-
ing a number of products and services in this
way. This is primarily because online shop-
ping has the potential to save the consumer
both time (through more efficient ordering)
and money (through reduced prices resulting
from supply-chain cost-savings). Interest-
ingly, those areas that have been most notice-
ably successful to date are those which satisfy
both these criteria, whether it be Amazon
(with books) and budget airlines such as easy-
Jet (with air travel).

Trend 2: Three possible futures for the

internet
In an environment of considerable change,
uncertainty regarding the speed of techno-
logical change can be difficult to forecast.12

Research by the Future Foundation sets out
three possible scenarios (see Figure 1):

In the low access scenario the assumption
is made that access to the internet will re-
main limited to the PC as we know it, i.e. a
relatively complex device with its own
screen and the inevitable relatively high
start-up costs associated with such a means of
access. However, two other platforms could

Table 1: Trends shaping tomorrow’s tourism and an information society

Trend 1 The evolution of a mass medium – the internet
Trend 2 Three possible futures for the internet
Trend 3 The future of broadband access
Trend 4 The future of mobile internet access and other platforms
Trend 5 The supplier side: Internet technologies and destination marketing
Trend 6 The marketing implications of an information society
Trend 7 Holiday purchases
Trend 8 An immediacy culture
Trend 9 An Anti-Trust Society
Trend 10 Ethical consumption
Trend 11 Cashless society
Trend 12 Technology competence, gaming culture and pod casting
Trend 13 Safety
Trend 14 Shopping and a sense of place
Trend 15 The desire for real information
Trend 16 The real value of tourist information centres
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make a big difference in the longer term: (a)
mobile internet access (via 3G networks),
and (b) access through the television set-top
box or games console. The timing of the
technological and, more importantly, com-
mercial developments in both these areas is
uncertain. Figure 1 illustrates two further
scenarios: medium access and high ac-
cess. These scenarios are based on the as-
sumption that full internet access is delivered
and marketed at competitive price points
through these two channels.

In the medium access scenario the fore-
cast for 3G uptake shows an anticipated
access to 3G to reach 50 per cent of adults in
the UK by 2010 and two-thirds by 2012, as
users upgrade to the new technology. How-
ever, even if 3G phones allow access to the
internet, the vast majority of 3G adopters
prior to 2012 will already have internet
access. Therefore, the impact of this offer on
overall levels of access will be muted –
perhaps by 2010 bringing internet access to

5–6 per cent of adults who have no other
means of access.

Set-top box (or ‘simpler PC’ – the dis-
tinction disappears) or console-based internet
access poses another set of questions. As we
know, most people with access to digital
television are not regular users of interactive
services today, despite a recent pick-up in
levels of usage among owners. Consumers
will only use those services that have high-
quality content and functionality. For this
reason it is clear that offering full internet
access presents a conundrum for providers of
interactive television-based services. Many
would be prepared to pay for internet access
displayed on the TV set but any e-com-
merce, gambling or gaming activity would
be likely to switch away from interactive TV
to the open internet. If something approach-
ing full internet access is offered by digital
TV providers (through an enhanced version
of the set-top box – a technology already
available but without the marketing muscle
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of a big service provider), the medium-
scenario suggests a significant increase in the
number having access to the internet because
television and console-based access would
reach many adults who do not own PCs. It
is impossible to tell when this will happen
but we believe significant developments are
probable (if by no means certain) in four to
five years, i.e. by 2010. The high access
scenario suggests that if these technologies
are marketed competitively we could see
overall levels of internet access reaching over
90 per cent of adults by 2010 and 95 per cent
by 2012. The key technology drivers behind
these scenarios are broadband and mobile
internet technologies. These are discussed in
the next section.

Trend 3: The future of broadband

access
Figure 2 examines the uptake of home-based
broadband net access. By examining the

trend graph, we can see that the first wave of
internet uptake (between 1995 and 2003)
raised the question of how people gain access
to the internet. However, with the rise of
broadband and the diversification of access
locations and technologies, the question is
shifting to how we have access to the internet
and this question is primarily one of band-
width – the speed of the connection.

The first wave of internet uptake (be-
tween the 1990s and 2003) raised the ques-
tion of who had access to the internet. The
Future Foundation anticipates that broad-
band will reach 13 million households by
2010 and this should bring significant invest-
ment in richer, more engaging, more intelli-
gent e-commerce interfaces. The second
wave of home-based digital technologies –
much more integrated systems based around
the PC or set-top box – will bring more
than three-quarters of the population into a
vastly richer network by 2010. Also, the
advent of Next Generation Networks will
speed the uptake of broadband access as
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customers see the value add of being able to
utilize the new services and facilities of these
networks. The significance of broadband
access means a digital communication move-
ment from words to pictures.

Trend 4: The future of mobile internet

access and other new platforms
The growth in fixed line methods of internet
access flattened off in 200413 and the growth
is now about mobile internet technologies.
The outlook for full internet access via a
mobile-phone sized device (which would
require a ‘plug in’ screen accessory for out-
of-home use or other developments such as
foldable or flexible screens) is considerably
less clear. Already the distinction between
the ‘smart-phone’ and the ultra-lightweight
laptop is beginning to blur – laptop PCs are
now on the market weighing barely more
than some of the heavier smart-phones. But
serious competition from mobile operators
to fixed-line ISPs will only occur if and
when mobile operators start to compete on
both price and quality of access (screen size,
keyboard, data storage and manipulation)
and attempt to supplant home-based access
altogether. Neither this development, nor a
low-priced ‘smartphone’ or micro-laptop
with mobile telephony capability, nor wide-
spread uptake of ‘plug-in’ larger screens for
mobiles is expected by 2010; in this sense,
‘mobile’ and ‘internet’ are still a long way
from coming together in the everyday lives
of the great majority. But by 2015, this will
be different.

Trend 5: The supplier side – internet

technologies and destination

management
From the perspective of a national tourism
organization what are the issues that relate to
internet technologies and destination man-
agement? The main issues are technology
convergence, dynamic packaging, cus-
tomer relationship management and
brand domination and consolidation.

Around 2010 we will see technology
convergence, especially in hand-held com-
munication wireless technologies, i.e. iPods,
laptops, Blackberries and PDAs which will
become ‘all in one communications devices’.
The advent of BT’s Fusion is the first exam-
ple of such devices. This means the consu-
mer need not own a multitude of electronic
devices (everything is one device), and it
means moving from a word-based informa-
tion society to a picture-based society and
therefore more interactive. 2015 will see
technology convergence in the home having
a greater effect, e.g. if you are watching the
latest holiday programme on Scotland, by
using the interactive panel a brochure could
directly be sent to you, or your holiday
booked automatically via visitscotland.com

According to Arthur O’Connor14,15 the
future of customer relationship manage-
ment (CRM) is about ensuring cross-chan-
nel integration by offering customers what
they want when they want it. This means
integrating all information channels such as
TICs, kiosks and travel agents through one
channel. If, for example, visitscotland.com is
your CRM orbital, it must be able to cope
with referrals and cross-channel traffic in
such a manner that the consumer sees the
benefits. CRM strategies have to move to
building a relationship with the consumer
and to understanding behavioural patterns,
rather than just counting through traffic.
The ability to customize packages continues
to drive growth by online travel buyers in
2004, according to a report published by
PhoCusWright.16 In 2004 one-third of on-
line travel buyers made a combination pur-
chase of travel components using dynamic
packaging technology, up from 24 per cent
in 2003. The number of online travel buyers
who purchased pre-packaged travel, how-
ever, declined in 2004 to 13 per cent from
19 per cent in 2003.

Dynamic packaging is defined as a
package for which the overall price and
component prices change, based on the busi-
ness rules that govern them, as well as the
value of the customer to the supplier, pack-
ager or intermediary. All of these elements
may not be in play for all packaging engines
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in place but the essence is customer-driven
customization. This trend puts the spotlight
on the emergence of technology evolving to
support a new, just in time, internet-based,
leisure distribution platform. For online tra-
vel agencies package sales have become a
significant driver of growth. Travelocity re-
cently reported that 24 per cent of its 2004
gross bookings were packages, double the
portion of sales two years ago. Meanwhile,
20 per cent of Expedia’s bookings were
accounted for by packaged sales. Packaging
is also being touted as a significant growth
area by Orbitz.com and Priceline.com. On-
line pre-packaged tour purchases were on
the rise until dynamic packaging hit its stride.
The percentage of online travel purchasers
who bought holidays, tours and all-inclusive
packages increased from 3 per cent in 1998
to 18 per cent in 2001, at which point the
curve flattened. Starting in 2002, however,
from one-quarter to one-third of online
travel buyers said that they were creating
their own packages by purchasing air, car
and/or accommodation in a single purchase.
New dynamic packaging technologies that
can react to consumer behavior are close on
the horizon.

In the free information scenario, Mary did
not use visitscotland.com due to lack of
product information and slow service,
whereas in the real information scenario, the
dynamic package takes place via an inter-
mediary, www.amazon.com. The issues here
relate to brand domination and con-
solidation.17 Consolidation has been a key
feature of the online travel sector as industry
players have pursued increased scale, as well
as access to better technology and increased
inventory across several product categories
(e.g. flights, hotels, car hire). This pace of
consolidation is expected to continue as
some small companies are forced into mer-
ging with an established player to survive in
the increasingly competitive online market-
place, where financing remains scarce and
leading online agencies look to entrench
their market position.

As a result of several recent mergers the
online travel sector is expected to remain
highly concentrated; at the end of 2001 the

top five global online travel companies con-
trolled nearly 60 per cent of the entire online
travel market. However, while the online
travel industry is likely to be characterized by
ongoing consolidation in the years to come,
there are a number of smaller players who
are developing alternative online business
models or serving niche markets to respond
to these competitive pressures. Examples of
some smaller UK travel companies who are
achieving significant revenue growth include
Active Hotels, an online provider of reserva-
tions to the UK (and increasingly European)
hotel industry and Iglu.com, an internet-
based travel agency specializing in the sale of
ski and snowboarding holidays.

Tourism suppliers such as airlines, hotels
and tour operators are reacting to this shift of
power to online intermediaries in two ways:

• Providing their customers with increased
motivation to book directly on their own
branded websites, e.g. by offering incen-
tives such as extra frequent flyer miles,
tiered benefits and special prices; and

• By forming industry website alliances (or
consortium sites) with their competitors
to divert business away from major on-
line agencies. To date, in mid-2005, four
major consortium sites have emerged –
Orbitz and Opodo (airline website con-
sortiums) and Travelweb and Hotwire
(hotel consortia). These consortium sites
can offer the broad range of brands and
products demanded by the consumer
while achieving the necessary scale to
effectively compete with the larger on-
line intermediaries. Furthermore, lower
cost distribution can be achieved by re-
ducing agency commission levels other-
wise payable to online (and high street)
agencies.

However, low cost carriers such as easyJet
and Ryanair are already market and brand
leaders. Consumers will continue to book
flights, then search for accommodation by
using different sites. Destination purchase
will be based upon where the low cost
carrier is flying to, rather than by any dy-
namic offer being made. In 2015, brand
recognition will be important and leading
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internet providers such as amazon.com, ex-
pedia and lastminute.com will dominate the
market and lead to further consolidation.

Trend 6: The marketing implications of

an information society
How does Maria cope with information
overload, because she lives in a world of
information, special offers, spam and un-
wanted attentions (such as the fast food
advertisements illustrated in the real informa-
tion scenario). While there is no comparison
in the UK, US consumers received an aver-
age of 1500 marketing messages per day in
1960; in 2005 it is 5000 per day.18 Britons
receive just under 4 billion pieces of direct
mail every year and a recent survey by
Gartner suggests that a third of all email in
the UK workplace is unwanted, all of which
leads to an information overload society.
The challenge for marketing to tomorrow’s
tourist is ‘how do I get my message through
so that it has an impact?’

In a society where the consumer is more
highly educated, attitudes to advertising are
changing. According to research by the Fu-
ture Foundation,19 consumers are watching
less and less adverts, becoming more distrust-
ful and more annoyed with direct marketing
techniques. Marketing literacy (i.e. the pub-
lic’s knowledge and understanding of mar-
keting’s role and its techniques) is much
more widespread than it ever has been,
explaining some of the scepticism which has
been identified in this research.

Of particular relevance to those who are
interested in destination marketing is a per-
ceived gap between product promises and
product reality – the classic case of oversell
which is heightened by more crowded mar-
ketplaces where product differentiation is in-
creasingly difficult. As no national tourism
organizations own any of the product, this is
of significant importance. The more we in-
vest in destination marketing but cannot de-
liver on promise, the more it is likely that
tourism in these destinations will fail. The
opportunity for destination marketers is to
exert a greater influence on product develop-

ment, perhaps by feeding information on
consumer trends into the development of the
product which they are marketing, whether
through heightening the importance of qual-
ity assurance or by encouraging the right kind
of product or by sector development. The
dimension of assurance will become more
important in the future.

As Figure 3 shows, the information
sources UK consumers consult when prepar-
ing to make a purchase are their friends and
relatives. With consumers themselves being
one of the most powerful voices a brand has,
destination marketers have no choice but to
help consumers in their role as ‘marketers’.
While incentivization of recommendation is
a well-practised strategy in various subscrip-
tion services, marketers need to think small
in the first instance, generating sparks which
will spread the fire of the message far and
wide, something which is at odds with the
‘blitz’ theories of mass marketing. Beyond
this, spark marketing is not simply about
starting the fire but also about managing the
spread of the message and in particular over-
turning or countering any misperception en-
countered along the way. The effects of viral
spread include message distortion and confu-
sion (the Chinese whisper scenario) and un-
predictable demand (when suddenly demand
dwarfs supply or vice versa). A key area of
exploration is source transfer, when the in-
dividual becomes the information source,
not the marketer, because this has multiple
effects. The message-carrier has to weigh up
the benefits of being seen to be well-
informed and generous with their informa-
tion against the risk of their recommendation
being flawed. This may lead to marketing
messages being over or under-played de-
pending on the individual. Therefore, keep-
ing the message simple would appear to be
paramount.

Email and the internet have seen the rise
of chatrooms and newsgroups, facilitated by
the trend of an anti-trust society.20 The
phenomenon of blogging is now becoming
commonplace. This means institutions such
as the BBC (see Figure 4) allowing consu-
mers to write whatever they like and could
even be said to be encouraging them to be
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rude. Such institutional changes reflect an
open attitude. Furthermore, blogging and
chat rooms about particular topics will only
increase as technological competency grows.
Within a tourism sphere, such means of
communication helps Maria in her search
for love in the chat rooms of www.
visitscotland.com. Many such chat rooms
already exist; you only have to look at love.
lycos.co.uk or www.dateline.co.uk.

Trend 7: Holiday purchases
The booking of holidays and flights via the
internet has become the number one activity
of internet users.21 The user will search the
internet for the best price, book a flight and
then think about accommodation choices.
Much of this activity relates to the short-
break market driver by the rise of the low
cost carrier. In fact, many carriers penalize
consumers if they do not use the internet,
through additional charges to the ticket

price. EasyJet, Ryanair and British Airways
all operate this model. The internet becomes
the distribution channel for suppliers seeking
economies of scale and this is forecasted to
grow to 25 per cent for all holiday purchases
by 2009 and to 50 per cent by 2015 (see
Figure 5). Additionally, consumers may also
search the internet for options and ideas but
then purchase their holiday via a travel agent
– and visa versa. Some experts have sug-
gested the travel agent is ‘dead’. Yes, they
are threatened by the internet but they have
changed their business model to reflect tech-
nological advancement.

Research by Thomson Holidays22 suggests
that destination choice is not influenced by
advertising but rather by films. 80 per cent of
UK consumers plan holidays to a particular
destination after seeing a location on the
screen. Films such as The Beach, Amélie, Lord
of the Rings and Cold Mountain are acting as
virtual brochures, inspiring consumers to
make a film pilgrimage to the location of
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their favourite film. This trend was captured
by the See America campaign, which was
based upon the promotion ‘you’ve seen the
film, now visit the set’. Such a trend is
evidenced in the scenarios by Sir Walter
Scott’s classic Highland poem Lady of the
Lake, which is being made into a Hollywood
blockbuster.

The impact of the internet has not led to
the death of the book, far from it. Our
interest in culture, a better educated consu-
mer and an increase in travel have all resulted
in a rise in book sales over the last five years.
Figure 6 illustrates the increased sales in
books, in particular the interest in autobio-
graphy, history, food and travel. Travel
books such as Lonely Planet are no longer
about travel on a shoestring. They have
become major influencers of destination

choice.23 The typical reader of the Lonely
Planet is 18–34, educated to degree level, has
strong opinions about social justice and
world peace and regards travel as a culturally
valuable stage on life’s way. Eighty per cent
of Lonely Planeters are single and 72 per cent
are female. The Lonely Planet traveller is an
ethical purchaser, who is savvy and knowl-
edgeable about the world in which he or she
lives. But they do not wear 1960s’ hippy
style clothing and ethnic jewellery; they are
more likely to be armed with an iPod, photo
mobile and a state-of-the-art digital camera.

Trend 8: An immediacy culture
As Willmot and Nelson highlight in their
book Complicated Lives,24 new information,
communication technologies and new time

Figure 4 BBC website – Have Your Say
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geographies have raised consumers’ expecta-
tions of contact with companies and the
pressures of ‘having it all’ put an extra
squeeze on people’s time. When affluent,
busy consumers find a suitable moment to
satisfy a need for a product or service, they
have come to expect, even to need, the rapid
satisfaction of that need. This culture of
immediacy is already in place and is also
highlighted by James Gleick25 in his book
Faster, because the 20th century is marked by
the acceleration of everything. People and
goods move faster, managers and mange tout
alike arrive fresh in new continents within a
few hours of departure. Yet it is the accelera-
tion in the transfer of information that really
startles. Today, reporters go to battle with
armies and we see those battles unfold in
front of us, whereas in the Crimea War, it
took The Times’ correspondent two months
to get his despatches back to London. The
culture of immediacy means that consumers’
time is valuable and the growing expectation
of an immediate response means that Maria
will not tolerate a slow or inefficient internet
service provider. Here the measurement is
seconds rather than minutes. Hence, the
importance of broadband and web optimiza-
tion.

Trend 9: An anti-trust society
Today’s prosperous consumers are thinking
about the benefits in society that go beyond
mere price and product quality. It is this
trend that is driving the corporate social
responsibility agenda and ethical purchasing.
It is noted in Naomi Klein’s book Fences and
Windows26 ‘that it is taken for granted that if
world leaders want to get together to discuss
a new trade deal, they will need to build a
modern-day fortress to protect themselves
from public rage, complete with armoured
cars, tear gas, water canons and attack dogs’.
Some people admire and some deprecate
Klein’s work, but in a sense there is wide-
spread support for this sentiment. Further
writing by Naomi Klein in No Logo27 on
branding ensures that an audience has been
reached and influenced. The anti-globaliza-
tion protest movement is an iconic represen-

tation of the anti-trust movement associated
with a distrust of officialdom. This is evi-
denced by Maria in the scenarios about not
trusting official information associated with
national tourism organizations as they are
seen as an extension of government and
corporations. Maria prefers guidance from
her friends and independent travel guides
such as Lonely Planet.

Trend 10: Ethical consumption
Michael Wilmot28 in his book Citizen Brands
recognizes that consumers with greater afflu-
ence (who are also better educated and more
concerned for the environment they live in)
are turning to ethical consumption as a
means of giving back to society – which
results in citizen brands – where society is
the heart of your brand. One of the best
examples of a citizen brand has been the rise
of fair trade over the last decade.29 Growth
in the number of products under the Fair-
trade label which was launched in 1995 has
stood at between 40–90 per cent per annum.
This has expanded from one brand of coffee
to 250 foods, including fruit, juices, vegeta-
bles, snacks, wine, tea, sugar, honey and
nuts, all sold at a premium price. Using the
principles of ethical purchasing and citizens
brands, we have seen the rise of the Big Issue
on the streets of the UK. The Big Issue is a
weekly magazine sold on the streets by
homeless and socially excluded people, with
sales of 130,000 copies in England and Wales
and 32,000 in Scotland. In the scenarios,
Maria purchases a train ticket from a vendor,
one of the new ambassadors of Scottish tour-
ism, who sell tickets and guide books and
offer local information, all based upon ethical
consumption, citizen brands, charitable giv-
ing and premium pricing.

Trend 11: Cashless society
It was the novelist Edward Bellamy who, in
1888, forecasted a cashless society by 2000,30

but this has not come about. However, it
was the advent of electronic funds transfer
(EFT) technology, which ushered in the era
of credit-card transactions in the mid-20th
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century. The use of plastic has grown and
the world seems bound to become cashless
eventually. But the march towards a cashless
society has stalled to a certain extent due to
the wariness about invasions of privacy and
security (big brother etc.). There are many
examples of electronic smart cards by which
individuals top up credit on a card to spend
on a number of products. In France, the
Moneo allows consumers to store up to 300
Euros to use towards purchases. Some
850,000 customers regularly use the cards at
80,000 grocery shops, car parking lots and
vending machines. London Underground31

has introduced a smart card called the ‘Oy-
ster Card’ for travel throughout London. In
Hong Kong,32 Visa operates a swipe-card
system to allow customers to make payments
of up to $200 without signing for them or
using an identification number. It can be
used in a number of outlets including fast
food restaurants, schools and toll stations.
Evidence from the Association of Payment
Clearing Services suggests cash is still ‘king’,
although the number of transactions using
‘plastic’ is exponentially rising, mainly due to
the use of debit cards at the expense of
cheques. Within the scenarios, Maria’s use of
the Amex SCOT card is an extension of the
American Express Travellers Cheque Card33

and smart cards. Such a card is feasible and
likely to be available in the future.

Trend 12: Technology competence,

gaming culture and pod casting
In the scenarios, Maria is a keen golfer and
enthusiastically ‘plays’ St Andrews Old
Course on her Blackberry, searches for di-
rections using GPS systems on her PDA and
takes part in an urban adventure because she
is a keen geocacher. These points highlight
the importance of technology competence
and how we use technologies and gaming
cultures.

Research by the Future Foundation iden-
tifies the positiveness about new technolo-
gies among consumers.34 It is worth noting
that positiveness about new technologies, in
general, does not fall away among older age

groups quite as sharply as it does in the sense
that mobile technology is useful. This gives
the lie to the idea that lower uptake among
older groups is simply an outcome of tech-
nophobia – but what the Future Foundation
is suggesting is that we are at the point of
technology competency among the UK
population.

As technology competency is being
reached, it becomes part of everyday life,
whether for business or pleasure. The rise of
the gaming culture (Maria’s virtual game of
golf ) is evidenced in Figure 7. Use of games
consoles are increasing across all age groups,
especially among older people. This means
that an electronic gaming culture is evident
in society. It also seems that social grade is
not a big predictor of game-playing, with
only the C1 group standing out. While
game-playing is dominated by young men,
over a third of women and nearly a fifth of
over 55s play electronic games. With the
rise of PDAs, Blackberries and iPODs new
urban game-playing phenomena are emer-
ging. Ian Pearson, a leading futurologist,35

writes that growth in the travel and leisure
industries means using technologies to reach
our aspirations, based upon information
being replaced by a dream society. A dream
society is based upon six basic emotional
needs which are: adventure, defining our-
selves, demonstrating our convictions, to-
getherness, love and safety/security.
Technology has a part to play in that dream
society. Evidence of technologies enabling
us to achieve a dream society can already be
seen. A recent story in Newsweek36 high-
lights the story of Peter and Angela Howard
who are being guided around Edinburgh
using a GPS unit as they make their way
from Edinburgh Castle to the Palace of
Holyroodhouse. They eventually reach their
goal: a 2.5 cm by 5cm plastic box attached
by magnets to a drainpipe. Inside the box, a
simple logbook where they register their
find. The Howards are geocachers who use
GPS to uncover hidden waterproof contain-
ers, the co-ordinates of which have been
listed online. Today there are 170,000 geo-
cachers in 215 countries.

Urban gaming37 started in the 1990s with

Page 283

Yeoman and McMahon-Beattie



the advent of geocaching. Players buried
‘treasure’ and then posted the longitude and
latitude coordinates online, challenging
others to hunt for the prize. Such treasure
hunts have become extremely popular and
are played by hundreds of thousands world-
wide, with prizes buried in ever more exotic
locations, even underwater.

The use of iPods and PDAs as tourism
information guides is highlighted in the
scenarios where Maria buys specialist tours
of Pitlochry about pilgrimage and film stars.
BT and a number of partners recently
launched self-guided tours and information
services in Stratford Upon Avon, in which
tourists can hire a PDA for £8 a day from
the local TIC.38 Tennants Lager recently
launched a guided tour of Glasgow Hot
Spots,39 which is downloadable to iPods.
The tour is aimed at young clued-up tour-
ists who are looking for information on a
Glasgow that is more than they can find in
a normal tourist guide book, a tour which is

peppered with music from local bands and
interviews with the likes of Franz Ferdi-
nand. This tour is an insider’s guide to the
music scene of Glasgow and can be down-
loaded from www.tennentsitours.com. This
trend is being repeated all over the world.
Podcasting or blogcasting is a new phenom-
enon,40 which is a method of publishing
files to the internet and allowing individual
users to download the files. Blogcasting
allows bloggers (web-based writers) to put
on the internet their interpretation of a
tour. Many of the tours, which are not
licensed by radio authorities, are a lot more
‘liberal’ than official tourist interpretations.
Such blogs include guides to red light dis-
tricts as found at http://www.gonze.com/
index.cgi or a more liberal guide of
the Prado Museum, Madrid at http://
www.reidsguides.com/eff/madrid/eff_madrid_sf.
html. The phenomenon of Podcasting is
that anyone can create a tour, whether
audio or video.
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Figure 7 Games console penetration in UK households

Page 284

Tomorrow’s tourist and the information society



Trend 13: Safety
Identity theft affects 100,000 people and it
costs the UK economy £1.3bn annually
(according to Home Office statistics41).
Identity theft is a crime in which an impos-
tor obtains key information about someone,
such as National Insurance or bank details
and uses it for personal gain and fraud.
Identity theft is a symptom of an anxiety
and safety conscious society. Despite being
objectivity richer, healthier and safer than
their predecessors, today’s consumers seem
to worry more than ever, whether it is
food, crime, disease or an increasing list of
so-called ‘risks that are perceived to be
harmful in one way or another’. Sociologist
Frank Furedi42 called this the ‘culture of
fear’ and this culture of fear that drives our
uncertainty about giving away personal de-
tails over the internet. A survey by Inter-
voice43 states that 17 per cent of people
questioned said they have stopped banking
online while 13 per cent had abandoned
web shopping. Therefore, with more
monetary transactions taking place online,
IT providers must operate a secure system
of purchasing for consumers in order to
minimize identity theft and fraud.

Trend 14: Shopping and a sense of

place
In The Free Information Scenario, Tesco oper-
ate a range of TICs that are only commer-
cially viable as shops first and foremost, then
information outlets – as the name of the
scenario suggests – because information is
free and not profitable. If TICs are to be a
shopping experience, as suggested by this
scenario, what will be the key factors that
would influence this scenario? Research by
the Future Foundation into the future of
shopping44 identifies the following factors
that will influence shopping centres and re-
tail experiences of the future:

• The economy
• Demographics and life stage
• Gender and shopping patterns
• Consumer values and attitudes

• Time use and location
• Technology

To summarize, the shopper in 2015 will be
different to the shopper of today. Tomor-
row’s shoppers will be older, more demand-
ing, computer literate and more affluent.
They will be vociferous in their demands and
fickle in their tastes. Owners of retail outlets
will have to anticipate trends and even have
to create them! (Hence the mineral water
tasting in the scenario above.) As the tourist
will be very interested in the local area,
retailers will have to nurture local tourism
suppliers and the TIC as a partnership. In the
alternative scenario, The Real Information So-
ciety, a writer in residence is based in the TIC
in Pitlochry. In fact, the TIC is more like a
community centre for the town and, by being
so, it creates a unique sense of place in the
community. Creating a community feel for a
TIC means developing not only its appear-
ance but also the atmosphere. This means that
a partnership agreement with local stake-
holders should be established in order to put
the TIC at the heart of the community. By
combining a sense of place with a shopping
experience, this means that those who use
TICs will be more than just tourists. It is very
important to attract new users to TICs if the
Scottish network is to be sustainable, whether
as a commercial venture or as part of the
communities in which the TICs are situated.

For TICs in the future, if they are shop-
ping experiences or retail outlets, a mixture
of appearances to reflect different locations
and different types of tourists is necessary.
The tourist of the future will be a lot more
demanding and expect a higher standard of
service. They will expect information to be
precise, clear, local and immediate. They will
not tolerate inaccurate information, long
queues and poor quality service. In 2015,
TICs could be at an advantage, as more and
more consumers will be buying services
rather than goods. Therefore, TICs will be-
come the providers of ‘service bundles’ for
Scotland and their local community. An
example of this is Maria buying the film star
tour of Pitlochry. Further extensions will
mean tourists purchasing a local massage/
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a meal in a restaurant/a falconry lesson/gift
vouchers or hampers of local organic pro-
duce. Examples of these services are based
upon Virgin Experiences, in which consumers
buy experiences such as hot-air ballooning
or a spa treatment.

The 50-something households spend a
higher proportion of their cash on holidays,
financial services and education. But when it
comes to souvenirs, they tend to spend more
money than the average consumer on pro-
ducts related to location. They are interested
in local food, customs, heritage and culture.
The role of a TIC will be very important in
delivering a ‘sense of place’ about their local
area. Combining this trend with ethical con-
sumption provides a positive future for retail
tourism and the role of TICs. A 24-hour
society means that TICs will have to operate
longer opening hours. Late night shopping is
no longer the norm just in the high street,
but is also found in rural locations through-
out the country. Extended hours mean TICs
will be under more ‘cost’ pressures. But in a
24-hour society, where convenience is the
norm, there is no other choice but to follow
this demand model.

One of the challenges for TICs in the
future is making sure they are up to date and
the first source of information for visitors.
Suppliers will have much more choice in
how to distribute information to visitors,
whether this is technology-based or other
commercial operations. The TIC in 2015
will have lots of competition for information
provision; its only distinguishing factor is real
or local information. Finally, a question can
be raised whether TICs should in fact be
retail centres, when this is the role of the
private sector rather than public sector.

Trend 15: The desire for real

information
Ninety-six per cent of visitors to Scotland
are likely or highly likely to recommend
Scotland as a holiday destination to friends or
families,45 reinforcing the point that personal
recommendation, social cachet and a good
quality experience are the key drivers of

holiday choice. People even like to brag to
their friends about destinations they have
visited or are going to visit. Professor John
Sparrow, in his book Knowledge in
Organizations46, describes how personal re-
commendations and stories have a higher
value compared to printed material or official
information. Personal recommendations are
based on an individual’s tacit feel or intuition
about a situation, whereas stories or incidents
draw upon episodic memory. These psycho-
logical traits have a higher influence over
other sources when it comes to making an
actual purchase. Wilmont and Nelson47 call
this ‘the social cachet of destination’, i.e. the
social and psychological value of the destina-
tions in everyday conversation. Within the
scenarios the personal recommendations of
the TIC staff, friends and the Big Issue ven-
dors highlight the importance of whom visi-
tors trust as sources of information and the
weighting of that information compared to
other sources and conversion rate from in-
formation gathering to actual purchase.

VisitScotland’s Tourism Attitudes Survey48

highlights the importance of interacting with
people in the destination, as this conveys a
‘sense of place’ and ‘the desire for real infor-
mation’. Eighty per cent of visitors to Scot-
land had the opportunity to meet locals on
holiday and 83 per cent of visitors’ expecta-
tions were met when talking to locals.

VisitScotland’s49,50 research into how
tourists plan and book their holiday, identi-
fies the internet as the number one source
of information, showing how technology
has changed and how information is sourced
compared to 20 years ago. Guidebooks and
brochures account for about 20 per cent of
sources. The importance of these sources
lies in the fact that brochures give people a
feel for the destination and what visitors can
expect on their holiday in Scotland. Despite
the wide use of the internet, the ‘real feel’
of brochures is very important in conveying
a ‘sense of place’. This ‘sense of place’
functionality is conveyed through pictures,
listing activities, practical information and as
a complete guide to the destination. Maps
are particularly popular with visitors, as they
provide a physical representation of geogra-
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phy and distance, helping with orientation
and generating ideas of places to go.51,52

Trend 16: The real value of tourist

information centres
The 2004 Tourism Attitudes Survey53 re-
ports that 29 per cent of tourists use TICs
and in particular this applies to overseas
visitors. But that also means that 71 per cent
of visitors do not use TICs (Figure 8). This
fact is relevant as more visitors have already
decided what to do prior to arrival, have
sought advice from staff in their accommo-
dation, read guide books such as Lonely
Planet or the Rough Guide and searched the
internet. Additionally, as Scotland’s main
holiday market is the short-break one and
the tourist is within three hours driving time,
many domestic visitors do not use the TIC
as a source of information, because they do
not require further information.

The real value of a TIC, according to
Guthrie,54 is its role as a first point of contact
for visitors (with its wealth of local know-
ledge) and as a source of bookings. A further

key strength of a successful TIC is the good
customer care skills of its staff. This is high-
lighted in the scenarios by the weight Maria
gives to the advice offered by the staff at
Edinburgh Airport’s TIC. TIC’s are the ‘eyes
and ears’ in terms of local information and are
a good collection point for feedback regard-
ing what visitors want. In particular, accom-
modation operators emphasize the TIC’s role
in relation to those visitors who need to talk
to a ‘real person’, rather than talking to a call
centre. Guthrie’s55 research shows that there
is recognition that TICs are part of the desti-
nation brand. TICs in Scotland reinforce the
brand values, in so far as the staff attitude and
service they deliver are concerned. Scotland’s
TIC network is seen as second to none in the
world. TIC staff are perceived as ambassadors
for Scotland and instrumental to the overall
marketing of the destination.

IMPLICATIONS FOR SCOTTISH

TOURISM
The key implications of the scenarios and
trends for future consideration are:
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• Diversification of products and on-
line purchasing: The provision of on-
line purchasing allows internet providers
to sell absolutely anything on the inter-
net. Access to goods is no longer a
problem. The opportunity for Scotland
means that all of Scotland’s tourism offer-
ings and products are made available to
the world. This means diversification of
products as exemplified by the New Ta-
lent Initiative. The internet can be used
to facilitate trends through news groups
and chat rooms. Online purchases of
holidays will become the most used gate-
way by 2015, as more and more people
package their own holidays rather than
purchase pre-packaged tours through
travel agents. Travel operators will use
the internet to offer price advantages
compared to purchases through travel
agents.

• The convergence of mobile technol-
ogies and broadband: Broadband ac-
cess will reach 13 million households by
2010 and mobile technologies will be-
come cheaper and mainstream. Around
2010, convergence of technologies will
take place, meaning that PDAs, Black-
berries, iPods or hand-held, all-in-one
communication devices will become the
norm. This means that tourism informa-
tion sources must be available to match
these sources.

• Direct marketing will have less im-
pact on consumer choice by 2015: In
a digital society, the consumer no longer
has to view advertisements. There will be
network separation as consumers ignore
marketing through direct-mail shots and
domestic telephone calls. Therefore mar-
keters will have to be more creative in
finding ways to influence and impact
upon consumer choice, i.e. citizen
brands, films, friendship schemes and
news groups.

• The rise of citizen’s brands: As con-
sumers have more choice, are more
highly educated and more concerned
about the environment they live in, tour-
ism destinations that champion citizen
brands through ethical consumption and

community enterprise will be able to
differentiate themselves in a society char-
acterized by information.

• An internet brand: By 2015, it could
be that only the big internet brands such
as google, expedia, amazon or lastminute.
com will survive and dominate internet
optimization and consumer brand recog-
nition. If these brand leaders do domi-
nate, it is important for suppliers or
industries to form partnerships with them
rather than going it alone. It will be those
providers who will be able to provide
quick and easy access to market routes for
the Scottish tourism industry. Intermedi-
ates must be viewed as strategic partners
rather than as competitors because Visit
Scotland.com is a source of information
used by only 3 per cent of visitors to
Scotland.56

• Brand promise: As tourism destinations
find it harder to distinguish themselves
from the competition in the future, they
will be under pressure from the industry
to do more advertising. But direct adver-
tising will have less impact and over-sell-
ing the destination may have a counter-
productive effect. Destinations must be
able to match brand promise to the pro-
duct. Brand promise must be based upon
quality assurance.

• Independent sources of information
will be more important in the future:
Independent sources, local information
and personal recommendations will be
more important in the future because
consumers will not trust government-
controlled and official sources of infor-
mation. This means VisitScotland.com
could form a partnership with Lonely
Planet and other independent sources to
provide downloadable guides of Scotland
for PDAs or paper based.

• The travel agent: The travel agent will
not disappear from the high street by
2015 because they will adapt their busi-
ness model to suit tomorrow’s consumer.
People will use the internet and bro-
chures together to purchase holidays, but
travel agent presence will be gradually
decreased and their importance will be

Page 288

Tomorrow’s tourist and the information society



less (especially if better offers are found
online).

• A 24-hour and immediate informa-
tion society: Consumers will expect to
receive accurate and reliable information
within nanoseconds. This information
must also be available 24 hours a day.
This will mean TICs will have longer
opening hours, that the speed of informa-
tion from visitscotland.com will have to
be super quick, and that access to infor-
mation via PDAs will be the norm.

• Information will be everyone’s busi-
ness in 2015: By 2015 all of Scotland’s
tourism businesses will be joined up to
offer an information service. This will be
part of VisitScotland’s Quality Assurance
Programme.

• Not a cashless society: Cash will still
be a part of society by 2015 but we will
see even more plastic transactions. These
transactions will have to be safe and
secure due to the implications of identity
theft and security. We will see destina-
tions offering electronic smart cards as a
means to entice tourists and by offering
value-for-money purchases.

• Gaming culture: The wider access of
the internet and the digitalization of so-
ciety will result in the development of
alternative sources of information, e.g.
personalized tours of theatres and pro-
ducts for geocachers etc. By 2010 tech-
nology illiteracy will be a thing of the
past.

• The tourist information centre (TIC)
will have a sense of place. By 2015,
TICs will offer a sense of place within
their community, providing high quality
information and offering local produce
and crafts. They will become icons of
ethical consumption and will form part-
nerships with local suppliers. They will
provide accurate information that is qual-
ity assured, impartial and built on recom-
mendation. They will sell a wide range of
products made in their community. TICs
are an asset to the Scottish tourism brand
and are perceived by the tourist to be the
front-line service.57

• Future size and future shape of the

TIC network: By 2015, there will be
different models of TICs reflecting the
popularity of the location and the tourist
density there. There is no reason why
urban centres should have only one TIC.
Alternatively, TICs do not have to be
physical and static. Big Issue vendors
could be the next tourism ambassadors
for Scottish tourism based upon creating
citizen brands. The scenarios reflect a
number of options. It is noted that the
use of TICs is more for the overseas
visitor rather than the domestic UK visi-
tor. Therefore, the future size of the net-
work must reflect the balance of market
profiles.

• Print: Whatever the scenarios put for-
ward, brochures and maps will still be
here in 2015 as they are an important
creator of ‘sense of place’ and geography
for visitors. The concept of the paperless
tourist is partially imaginable – but our
interest in reading about destinations,
looking through brochures and looking
at maps will still be as great in 2015 as it is
today. The ‘realness’ of paper print is
very important, although technology will
offer new opportunities.

CONCLUSIONS
By 2015 an information society will have
impacted upon tourism. The BT futurologist
Graham Whitehead was right that we will
see more technology change in the next 10
years than has been witnessed in the previous
150 years.58 Between 2005 and 2015 that
impact will be greater as digital societies and
wireless technologies become more afford-
able and mainstream. A digital society moves
us from a word to a picture-based informa-
tion one. Additionally, as technology com-
petency grows, barriers to use them become
non-existent. This does not mean a paperless
society. In fact, technology will support pa-
per-based information. The map will still be
here in 2015, but GPS systems will support
their use. The challenge of the Scottish tour-
ism industry is to embrace and act upon the
implications of technology change. As the
forecast for around 2015 means a digital
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society will have a significant impact upon
tourism information, convergence of wire-
less technologies will take place and we must
make provision for this. Alongside this, an
opportunity exists, through the use of citi-
zen’s brands, to develop local information
based upon ethical consumption and the
community. The role of a TIC is to create a
sense of place for Scotland’s destinations,
along with creating a shopping experience.
The role of scenario planning and of this
paper is not to put forward answers or solu-
tions to potential problems, because the fu-
ture is uncharted. The contribution of this
paper to the debate is to find a road-map for
the future in order to guide decision-making
and an understanding of the possible differ-
ent future.

ACKNOWLEDGEMENT
The main source for much of the material is
Nvision. Nvision is an online data base of
consumer information provided by the
Future Foundation. Details about Nvision
can be found at www.nvisiononline.co.
uk and the Future Foundation at www.
futurefoundation.net. VisitScotland sub-
scribes to these services.

REFERENCES

(1) Whitehead, G. (2005) ‘Where Are You
Going?’, VisitScotland Futures Lectures.
Apex Hotel, Edinburgh, 13 September.

(2) Heijden, K. Van Der Bradfield, R., Burt,
G., Cairns, G. and Wright, G. (2002) The
Sixth Sense: Accelerating Organizational Learn-
ing with Scenarios. Chichester: Wiley.

(3) Eden, C. and Ackermann, F. (1998) Making
Strategy. London: Sage Publications.

(4) Tonn, B. (2005) ‘Imprecise Probabilities &
Scenarios’, Futures 37(8): 767–75.

(5) Bradfield, R., Wright, G., Burt, G., Cairns,
G. and Van Der Heijden, K. (2005) ‘The
Origins and Evolution of Scenario Planning
in Long Range Business Planning’, Futures
37(8): 795–812.

(6) Sparrow, J. (1998) Knowledge in Organisa-
tions. Access to Thinking at Work. London:
Sage Publications.

(7) Yeoman, I. (2004) ‘Developing a Concep-

tual Map of Soft Operational Practice’, Un-
published PhD Thesis. Napier University,
Edinburgh.

(8) Greenfield, S. (2003) Tomorrow’s People:
How Technology is Changing the Way We
Think and Feel. New York: Allen Lane.

(9) Tehranian, M. and Ogden, M. (1998)
‘Changing Paradigms & Global Communi-
cations’, Futures 30(2–3): 199–210.

(10) Future Foundation (2005) ‘Internet: The
Evolution of a Medium’, URL (consulted
20 June 2005): http://www.nvisiononline.
co.uk

(11) Future Foundation, ref. 10 above.
(12) Future Foundation, ref. 10 above.
(13) Future Foundation, ref. 10 above.
(14) O’Connor, A. (2001) ‘The State of eCRM

1’, URL (consulted 28 June 2005): http://
itmanagement.earthweb.com/entdev/article.
php/723291

(15) O’Connor, ref. 14 above.
(16) Anon (2005) ‘Dynamic Packaging Fuels

Growth of Online Purchases’, URL
(consulted 27 June 2005): http://www.
travelmole.com/news_detail.php?news_id¼
103260

(17) Anon (2003) ‘Online Travel Agents Cast
their Web Wide’, URL (consulted 28
June 2005): http://www.htrends.com/
researcharticle7447.html

(18) Future Foundation, ref. 10 above.
(19) Future Foundation (2005) ‘Changing Lives

Survey’, URL (consulted 21 June 2005):
http://www.nvisiononline.co.uk

(20) Yeoman, I., Munro, C. and McMahon-
Beattie, U. (2005) ‘Tomorrows World,
Consumer and Tourist’, Journal of Vacation
Marketing 12(2): 174–90.

(21) Future Foundation, ref. 19 above.
(22) Glover, A. (2004) ‘Sun, Sand, Sea and

Cinema: Why Hollywood Stars are the
New Travel Agents’, URL (consulted 22
June 2005): http://www.lexispr.com/
thomson/

(23) Moss, C. (2005) ‘The New Seekers’, URL
(consulted 21 June 2005): http://travel.
guardian.co.uk/saturdaysection/story/
0,8922,1410768,00.html

(24) Willmott, M. and Nelson, W. (2003) Com-
plicated Lives: Sophisticated Consumers, Intri-
cate Lifestyles, Simple Solutions. Chichester:
Wiley.

(25) Gleick, J. (1999) Faster: The Acceleration of
Just About Everything. New York: Random
House.

Page 290

Tomorrow’s tourist and the information society



(26) Klein, N. (2002) Fences and Windows: Dis-
patches from the Frontlines of the Globalization
Debate. London: Flamingo Press.

(27) Klein, N. (2001) No Logo. London: Flamin-
go Press.

(28) Wilmot, M. (2003) Citizen Brands. Chiche-
ster: Wiley.

(29) Yeoman, I. and McMahon, U. (2005)
‘Luxury and Premium Pricing’, Paper sub-
mitted to the Journal of Revenue & Pricing
Management for publication.

(30) Warwick, D.R. (2004) ‘Toward a Cashless
Society’, Futurist 38(4): 38–43.

(31) BBC (2005) ‘Are Smartcards as Smart
as You Think’, URL (consulted 22
June 2005): http://news.bbc.co.uk/1/hi/
magazine/4337949.stm

(32) Anon (2001) ‘Credit Card Gains Swipes
Towards Cashless Society’, URL (consulted
22 June 2005): http://www.spectratech.
com/Home.aspx/119

(33) Anon (2005) ‘The New Travellers Cheque
Card’, URL (consulted 22 June 2005):
http://www.americanexpress.com/uk/tcc/
index.shtml

(34) Future Foundation, ref. 19 above.
(35) Pearson, I. and Lyons, M. (2003) Business

2010: Mapping the New Commercial Land-
scape. London: Spiro Press.

(36) Edry, S.L. (2005) ‘Adventure: Hi-tech
Treasure Hunts’, Newsweek, 6 June, URL
(consulted 22 June 2005): http://
www.newsweekeurope.com

(37) Graham-Rowe, D. (2005) ‘Gamers Turn
Cities into a Battle Ground’, New Scientist,
11 June 2005, URL (consulted 22
June 2005): http://www.newscientist.com/
article.ns?id¼mg18625036.200

(38) BBC (29 June 2005) ‘Bard’s Town Goes
Wireless’, URL (consulted 1 July 2005):
http://news.bbc.co.uk/1/hi/technology/
4633741.stm

(39) Brown, C. (2005) ‘Invasion of the Pod
People’, Scotsman, 6 April, URL (consulted
22 June 2005): http://www.leisure.

scotsman.com/home/headlines_specific.cfm?
articleid¼9145

(40) Anon (2005) ‘Podcasting’, URL (consulted
22 June 2005): http://en.wikipedia.org/
wiki/Blogcast

(41) Home Office (2005) ‘Identity Theft’, URL
(consulted 27 June 2005): http://www.
identity-theft.org.uk/

(42) Furedi, F. (2003) Therapy Culture: Cultivat-
ing Vulnerability in an Uncertain Age. London:
Routledge.

(43) BBC (2005) ‘Police Worried About Online
Theft’, URL (consulted 27 June 2005):
http://news.bbc.co.uk/1/hi/technology/
4575255.stm

(44) Future Foundation (2002) ‘Shopping Cen-
tres Futures. A Report for Grosvenor and
BCSC’, URL (consulted 27 June 2005):
http://www.bcsc.org.uk/publication.asp?
pub_id¼129

(45) Green, F. (2004) ‘Tourism Attitudes Sur-
vey’, Presentation to VisitScotland, Wirthlin-
Europe, Edinburgh, 27 October.

(46) Sparrow, J. (1998) Knowledge in Organiza-
tions: Access to Thinking at Work. London:
Sage Publication.

(47) Wilmont, M. and Nelson, W. (2003) Com-
plicated Lives: Sophisticated Consumers, Intri-
cate Lifestyles, Simple Solutions. Chichester:
Wiley.

(48) Green, ref. 45 above.
(49) Dickie, S. (2005) Holidaymakers’ Information

needs and Use of Sources. VisitScotland Inter-
nal Report, Edinburgh.

(50) Green, ref. 45 above.
(51) Dickie, ref. 49 above.
(52) Sparrow, ref. 46 above.
(53) Green, ref. 45 above.
(54) Guthrie, C. (2004) ‘Tourist Information

Centres and ICT: Opportunity, Not
Threat’, Insights (January). VisitBritian.

(55) Guthrie, ref. 54 above.
(56) Green, ref. 45 above.
(57) Guthrie, ref. 54 above.
(58) Whitehead, ref. 1 above

Page 291

Yeoman and McMahon-Beattie


