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ABSTRACT

1.During the tourist season of 2000, interview surveys were conducted with those involved in whale-watching in West Scotland. The groups included in the study were boat operators (32), visitorcentre managers (8), tourists on whale-watching trips (324), general tourists to West Scotland (673) and local residents (189). The latter two groups were interviewed for comparison of responses of those engaged in whale-watching against the views of the local community and tourists in general. From the data provided by these interviews, estimates for the economic value of this specialist sector of the Scottish tourism industry were calculated.

2.Extrapolating from the surveys, in the year 2000, an estimated total of approximately 242 000 tourists were involved in cetacean-related tourism activities in West Scotland.

3.In 2000, 59 full-time and one part-time jobs were estimated to be created as the direct result of cetacean-related tourism, with 38% of these positions being seasonal.

4.Cetacean-related tourism was estimated to account for 2.5% of the total income from tourism in the region. In remote coastal areas, cetacean-related tourism may account for as much as 12% of the area’s total tourism income.

5.The direct economic income (i.e. expenditure on excursion tickets) from cetacean tourism activities was estimated to be £1.77 million per annum.

6.A 23% of surveyed whale watchers visited West Scotland speciﬁcally to go on whale-watching trips. The associated expenditure (accommodation, travel, food, etc.) from tourists being brought to rural West Scotland solely due to the presence of whales represented £5.1 million in additional tourism income for the region.

7.In addition to the above tourists, 16% of surveyed whale watchers stayed in West Scotland an extra night as a result of going on a whale-watching trip; thus generating a further £0.9 million of additional associated expenditure (extra accommodation, food, etc.).

8.The total gross income generated (directly and indirectly) by cetacean-related tourism in rural West Scotland was estimated at £7.8 million.

*Correspondence to: E.C.M. Parsons, Hebridean Whale and Dolphin Trust, Main Street, Tobermory, Isle of Mull, Argyll PA75 6NU, UK. E-mail: research@hwdt.sol.co.uk
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9.In comparison with established whale-watching industries (in countries such as the USA, Canada and New Zealand) the total expenditure by tourists on whale watching in West Scotland is low. However, cetacean tourism in West Scotland is still a relatively young industry and still developing.

10.The value of the non-consumptive utilization of cetaceans (i.e. whale-watching) to rural, coastal communities in West Scotland was three times greater than the value of the consumptive utilization of cetaceans (i.e. commercial whaling) for rural, coastal communities in Norway.

11.This study demonstrates that live cetaceans in Scotland can provide notable ﬁnancial beneﬁts and, therefore, their conservation has an economic value.

Copyright # 2003 John Wiley & Sons, Ltd.

KEY WORDS: whale-watching; cetaceans; tourism; coastal communities; economics; conservation value; Scotland

INTRODUCTION

The waters around West Scotland have the greatest abundance and diversity of cetaceans in the UK: to date, 24 species of cetacean have been reported in this region, with the most commonly sighted species being harbour porpoises, minke and killer whales and bottlenose, common, white-beaked and Risso’s dolphins (Evans et al., 1993; Boran et al., 2000; Shrimpton and Parsons, 2000).

Cetaceans have traditionally been part of Scottish marine heritage and utilised economically: at one stage there were ﬁve commercial whaling stations operating in Scotland, four in Shetland and one on Harris (in the Outer Hebrides). The Harris station was the last whaling station in Scotland and only ceased operating in 1952 (McCarthy, 1998). However, all cetaceans are now protected in UK waters from capture, killing, injury and deliberate harassment or degradation of their habitats under the European Habitats Directive and the UK Wildlife and Countryside Act (Shrimpton and Parsons, 2000). Now, instead of consumptive uses of cetaceans in Scotland, they are increasingly becoming a tourist attraction and there is a growing number of commercial tourism enterprises that draw on this element of the country’s marine resources (Thompson, 1994).

Whale-watching can be deﬁned as ‘any commercial enterprise which provides for the public to see cetaceans in their natural habitat’ (International Whaling Commission, 1994). It is important to note that although the generic term ‘whale-watching’ is used, the term also encompasses the watching of other cetacean species such as dolphins and porpoises.

The ﬁrst British commercial whale-watching operation began in Scotland in 1989 on the island of Mull. By 1994, there were seven full-time whaleand dolphin-watching operators established in the UK with an additional 14 companies engaged in whale-watching on a part-time basis (Hoyt, 1994). By 1998, this had risen to an estimated 40–44 operators in the UK (Hoyt, 2001).

In 1991, only 400 tourists were involved in whale-watching in the UK, with a total expenditure of £192 000 (a ﬁgure which includes expenditure by the tourists on food and accommodation); this ﬁgure rose to 15 000 people generating an expenditure of £6.5 million in 1994, of which £850 000 was direct expenditure on whale-watching fares alone (Hoyt, 1995; Arnold, 1997). By 1998, an estimated 121 125 people went whale-watching in the UK, generating £1 142 000 through direct expenditure, with an estimated total expenditure of £5 million (Hoyt, 2001). This latter increase was mainly due to a substantial number of new lower-cost trips concentrating on small cetacean-watching in more easily accessible areas such as the Moray Firth.1

One of the most studied areas with regards to whale-watching in Scotland is the above-mentioned Moray Firth on the east coast of Scotland, where whale-watching operations are based upon sightings of a resident

1 It should be noted that, although numbers of tourists increased substantially, the associated costs (travel & accommodation) accrued per visitor was on average lower, due to easier access and cheaper tour costs.
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bottlenose dolphin population. Tourism research in the Moray Firth revealed that 28% of visitors stated that the presence of dolphins had been the sole reason for their visit to the region; 14% said that the dolphins had been a factor when choosing the area as a holiday destination and, perhaps more signiﬁcantly, 16% of those visiting the area said that the presence of the dolphins had resulted in them staying an extra night (Arnold, 1997). This equated to an additional £720 000 being input into the local economy (Arnold, 1997). Hoyt (2001) estimated that, in total, land and boat-based whale and dolphin-watching in the Moray Firth attracted 73 000 tourists and generated £477 000 as direct expenditure and £2.34 million in total expenditure in 1998.

In contrast, this study seeks to determine the importance of whaleand dolphin-related tourism on the west coast of Scotland, in particular its economic impact on rural coastal areas. The study concentrates on the ﬁnancial beneﬁts that live cetaceans can bring to an area. This value will be subsequently compared to the ﬁnancial impact of the consumptive utilization of these animals (i.e. commercial whaling) in geographically similar, rural coastal areas of Norway.

Although whale-watching in Western Scotland is a relatively small part of the tourism industry in Scotland as a whole, boat trips to see coastal scenery and marine wildlife are often an integral part of a visit to the Scottish coast. There are, at present, over 60 tour boats operating from the West Coast of Scotland (both from the mainland and the islands). The trips o ered by these operators vary enormously in the size of their operation, the type and length of trip o ered. Trips range from 2 h excursions to see seal colonies or to cross a loch mouth, to 10 day cruises to St Kilda and around the Hebridean Islands. These boat trips tend to be concentrated in key areas, notably northern Argyll, the Small Isles and the western Highlands. Of the 60 boat operators working on the West Coast (Masters et al., 1998), 35 are in Argyll, with 18 of these operators based on Mull or the nearby mainland.

Deﬁning whale-watching in Scotland

Although any sighting of cetaceans constitutes whale-watching by the deﬁnition above (International Whaling Commission, 1994), it was important to distinguish between the di erent levels at which this activity occurred. The variety of boat trips available to tourists on the West Coast of Scotland range from excursions where cetaceans are the major, or sole, purpose of the trip, to excursions where sightings of cetaceans occurred, but these sightings were additional or peripheral to the main purpose of the trip. Under the deﬁnition of whale-watching provided by the International Whaling Commission (1994) all of these types of excursions could be deﬁned as whale-watching operations. However, when cetacean sightings were a peripheral or lesser component of a particular boat trip one can only attribute a small proportion of the tourists’ actual expenditure on the boat trip to opportunities for observing cetaceans. Therefore, for the purpose of this project, the deﬁnition of whale-watching needed to be reﬁned.

The study was primarily concerned with the economic value of whale-watching so only those marine tour operators who advertized the opportunity of sighting cetaceans were included in the sample. These operators were using cetaceans to gain a potential marketing and commercial advantage and, as a result, income. It was assumed that other trips did not attract ‘whale-watchers’ per se and, therefore, could not claim to be gaining a direct commercial beneﬁt from cetaceans in the area. Cetacean sightings on such excursion boats were incidental to the trip rather than the purpose of it.

Marine wildlife tours that could be termed ‘whale-watching’ according to the above-mentioned International Whaling Commission (1994) deﬁnition were divided into four categories, according to how important cetaceans were as a marketing tool to attract tourists onto the tours. These categories are deﬁned in Table 1. The locations of the tour operators that qualify for one of these categories are shown in Figure 1.

In addition to whale-watching tour operators, there are several visitor centres on the west coast of Scotland that feature cetaceans to varying degrees. These operations do not ﬁt into the deﬁnition of
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Table 1. Categories and deﬁnitions of whale-watching operations

Category Deﬁnition

1Marine wildlife tour operator who advertises ‘whale-watching’ trips (either day trips, charters or cruises). 100% of the operator’s income is attributable to using whales and dolphins as a draw for tourists.

	2a
	Marine wildlife tour operator who draws substantially on cetaceans as a primary species in their marketing

	 
	but does not speciﬁcally mention ‘whale-watching’. For example, an operator who states that cetaceans are

	 
	regularly seen, who uses a cetacean logo or has prominent photographs of cetaceans in their marketing

	 
	materials. Two-thirds of the operator’s income is attributable to using whales and dolphins and a draw for

	 
	tourists.

	2b
	Marine wildlife tour operator who draws on cetaceans for marketing purposes to a lesser extent, for

	 
	example, mentioning that cetaceans are occasionally sighted. One-third of the operator’s income is

	 
	attributable to whales and dolphins.



3Marine wildlife tour operators who make a brief passing reference to cetaceans in their marketing materials. For example, a statement such as ‘on our return journey we may be lucky enough to see a porpoise’. A 10% of the operator’s income is attributable to whales and dolphins.

Figure 1. The distribution of whale-watching operators (black) and visitor centres featuring cetaceans (grey) on the West Coast of Scotland. The outline boxes show the locations of the three survey sites.
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whale-watching as given above as they do not provide for the opportunity for ‘the public to see cetaceans in their natural habitat’ (International Whaling Commission, 1994). However, these commercial tourism operations do use cetaceans as a means to attract visitors and, therefore, derive a ﬁnancial beneﬁt from whales and dolphins inhabiting west Scottish waters. Like marine wildlife tour operators in West Scotland, visitor centres in the region also vary in the role cetaceans play in attracting visitors, from cetaceans being the main theme of the centre, to being one aspect of display materials. Categories and deﬁnitions for these visitor centres are summarized in Table 2, and the locations of visitor centres ﬁtting these criteria are displayed in Figure 1. Although this current study primarily focuses on whale-watching operations, these visitor centres are included in the ﬁnal estimations of the economic value of cetacean-related tourism to the rural communities of West Scotland.

MATERIALS AND METHODS

The study area

The area covered by this study includes the West Coast mainland of Scotland from the Kintyre Peninsula (Argyll) in the south to Cape Wrath (Highlands) in the north and also the o shore islands of the Inner Hebrides (Mull, Coll, Tiree, Islay, Jura, the Small Isles and Skye) and the Western Isles (Lewis, Harris, Benbecula, North/South Uist and Barra, (Figure 1).

Within this area, three regions were identiﬁed for detailed case studies: the Sleat Peninsula (Isle of Skye), Arisaig (Lochaber) and Tobermory (Isle of Mull). These locations were identiﬁed according to the following criteria:

(i)locales that were traditionally dependent on primary industries, such as ﬁshing and agriculture;

(ii)rural coastal communities; and

(iii)bases for marine wildlife tour operators who operate whale-watching excursions.

Table 2. Categories and deﬁnitions of visitor centres featuring cetaceans

Category Deﬁnition

1A visitor centre that has cetaceans as its primary theme, with virtually all its display space dedicated to cetaceans. If the visitor centre has a shop, the majority of the merchandise sold in this shop has a cetacean theme. A 100% of the centre’s income is attributable to using whales and dolphins as a draw for tourists.

	2a
	A visitor centre that has the marine environment/natural history as its primary theme, with a signiﬁcant

	 
	proportion of its display space, entailing several exhibits, devoted to cetaceans. Cetaceans are given a

	 
	prominent position in the centre’s marketing materials and if the visitor centre has a shop, a sizeable

	 
	proportion (50–75%) of the merchandise sold has a cetacean theme. Approximately two-thirds of the

	 
	centre’s total income can be attributable to using whales and dolphins as a draw for tourists.

	2b
	A visitor centre which may have a small display area or one exhibit dedicated to cetaceans. Cetaceans may

	 
	be mentioned in marketing materials as a passing comment. If the visitor centre has a shop, some of the



merchandise sold (20–40%) has a cetacean theme. Approximately one-third of the centre’s total income can be attributable to using whales and dolphins as a draw for tourists.

3A visitor centre which may mention cetaceans in a display about the marine environment/natural history. Marketing materials do not contain references to cetaceans. However, the centre has a shop which includes some cetacean related merchandise (10–20% of total merchandise). Only 10%, or less, of the centre’s total income can be attributable to whales and dolphins.
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The Sleat Peninsula (Isle of Skye)

The Isle of Skye receives 427 686 visitors a year who provide an estimated expenditure of £65.7 million during their stays (Woods-Ballard, 2000). Eighty-three per cent of these tourists stay at least one night. There are two main points of access to the island } the Skye road bridge from the Kyle of Lochalsh to Kyleakin, and the vehicular ferry from Mallaig (mainland) to Armadale.

On Skye and the mainland region of Lochalsh, there are over 15 boat operators, o ering wildlife watching and/or scenic trips. Tours range from 1-h trips to see seal colonies to 10-day trips around the islands. These boat trips depart from a number of harbours on the island and in Lochalsh, but predominantly on the more populated, eastern side of Skye. Two survey locations were used on Skye: the two access points to the island, the coastal villages of Kyleakin and Armadale.

Two boat operators run trips from Kyleakin (one of which was eligible for inclusion in this report). Whales and dolphins are rarely seen in the area, although harbour porpoise sightings are quite frequent. The main tourist attraction in the village is the recently opened Bright Water Visitor Centre and the associated Eilean Ban Visitor Centre. These centres focus on the life and times of the naturalist Gavin Maxwell, the otters he wrote about and the marine environment in general. A further two boat operators run trips from Armadale pier, one of which contributed to the current study as a whale-watching operator.

Arisaig (Lochaber)

Lochaber is a large and diverse area covering over 2000 mile2, and includes Ben Nevis (the UK’s highest mountain) and the Ardnamurchan Peninsula (an isolated part of Britain which includes the most westerly point on the British mainland). The population density of the region is a mere 4.4 persons mile 2 (the second lowest in the UK). The region receives over half a million visitors each year, the majority of whom pass through the main town, Fort William (Hughes, 2000).

Arisaig is a small village with a population of only 353 (Hughes, 2000), lying between the towns of Fort William and Mallaig. Of those community members who are of working age, 8.1% are unemployed } this unemployment rate is approximately twice the Lochaber average for the year 2000 (Hughes, 2000).

In July 1999 the ‘Land, Sea and Islands Centre’ was opened in Arisaig. This visitor centre features several exhibits on the marine environment and information about cetaceans. There is one boat operator o ering commercial trips to the Small Isles (Rum, Eigg and Muck) and is one of the main attractions for visitors to the area. The boat o ers ﬂexible tickets for passengers wanting to spend more time on the islands and also serves as a local ferry service for residents of the Small Isles.

Although the service does not speciﬁcally o er whale-watching trips, during the summer months cetaceans are seen almost on a daily basis, and the schedules are ﬂexible to allow passengers to see the cetaceans as and when they are sighted. Cetaceans are also used substantially in the company’s marketing and publicity materials, with several displays and photographs of cetaceans in the ticket o ce. This venture was considered to be a category 2a whale-watching operation.

The Isle of Mull (Argyll)

The Island of Mull has a population of approximately 2700 residents and is served by three ferries. These ferries carry over 250 000 visitors to the island each year (Touchstone et al., 1999), the main one operating from Oban to Craignure. A high proportion of these visitors are day trippers who travel down to the southerly tip of the island and cross to Iona, an island of signiﬁcant cultural and religious importance.

There are eight operators o ering boat trips from Mull. These are all day trips and fall into three categories. There are those that o er sea angling, those that o er trips to the nearby islands of Sta a (Fingal’s Cave) and the Treshnish Islands (seabird and seal colonies), and whale-watching boats. These categories are not exclusive and a number of operators o er di erent types of trips depending on the clients.
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With a population of approximately 800, Tobermory is the largest village on Mull. The tourist industry is the largest employer in Tobermory and its Tourist Information Centre receives 55 000 enquiries annually } representing a conservative estimate of the number of visitors to the town as not every tourist visits the centre.

In 2000, three boat operators used Tobermory as a base. Two operators specialised in sea angling, but also ran wildlife trips featuring cetacean-watching; the third ran whale-watching trips exclusively and had been doing so for over 10 years. A land-based wildlife watching operation also took tourists to see wildlife by land rover and this company advertized the potential for watching harbour porpoises from land. The village also has a small, but busy (over 18 000 visitors per annum) visitor centre dedicated to cetaceans and the local marine environment.

Methodology

The study was designed to collect information from ﬁve key stakeholder groups in order to gain a complete summary of cetacean-related tourism in the region. These groups were:

(i)Whale-watching tour operators (as deﬁned in Table 1).

(ii)Operators of visitor centres featuring cetaceans (as deﬁned in Table 2).

(iii)Whale-watchers } who could provide information on why they chose a particular trip, the role whalewatching played in choosing Scotland as a holiday destination and information on their expenditure as a direct or indirect result of whale-watching.

(iv)General tourists } the baseline against which the whale-watchers could be compared.

(v)Local residents } to gain an idea of how important local people saw cetacean-related tourism and whale-watching as being to the local economy.

The methodology for each of the sample groups is given below. Identical methodologies were used at each of the study sites so that the data could be used to provide an overall picture as well as a comparison between the regions. The surveys were piloted during the month of June and appropriate adjustments were made.

Tour operator survey

After deﬁning the study’s parameters for the term ‘whale-watching’ (Tables 1 and 2), a list of tourism businesses involved with cetaceans was compiled. In total 32 boat-based operations and eight visitor centres were identiﬁed on the West Coast of Scotland which made reference to cetaceans in their marketing (Table 3). Of these, 30 boat-based and all of the visitor centre operators were available for interview, which were conducted either in person or by telephone. Copies of publicity and marketing materials were requested from the businesses (if not already received) as well as information about websites and other marketing media.

Whale-watcher survey

Having identiﬁed those West Scottish boat operators who use cetaceans in their marketing, speciﬁc boat operators in categories 1 and 2a were approached to assist with the distribution of the whale-watcher questionnaires. Only day-excursion boat operators were approached to take part in the whale-watcher survey as it was felt that their passengers were likely to contribute more to the local economy, in terms of spending on accommodation and provisions (i.e. associated or indirect expenditure), than cruise passengers. Operators who run cruise trips tend to take small groups (usually no more than 12) on an all-inclusive basis who pay in advance for the trip (i.e. all expenditure is direct with little or no indirect/ associated expenditure). Although passengers on these trips were not included in the survey an estimation of the amount of direct revenue accruing to the boat operator was calculated from tour operator interviews.
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Table 3. A breakdown of the number, types and categories (Tables 1 and 2) of tourism businesses examined in the current study

	Category
	Day trips
	Cruises
	Visitor Centre
	Total

	 
	 
	 
	 
	 

	1
	6
	3
	2
	11

	2a
	11
	2
	0
	13

	2b
	4
	1
	2
	7

	3
	5
	0
	4
	9

	 
	 
	 
	TOTAL
	40

	 
	 
	 
	 
	 



For this study, ﬁve representative whale-watching operations were chosen and these companies distributed questionnaires onboard their vessels (two in category 1 and three in category 2a). Before the commencement of the survey, researchers met with these operators to discuss the background to the study and its aims and objectives. Questionnaires were left with the operators to distribute. The questionnaires were designed to be completed by the passengers individually, but with only one representative completing a questionnaire when tourists were taking a trip as a family group. Theoretically completion was dependent on the willingness of the skipper/crew to distribute them at an appropriate time during the trip; however, the operators were generally enthusiastic to distribute the questionnaires as they mentioned that it provided passengers with ‘something to do’ on the journey back to harbour. To ensure that questionnaires were distributed to the entire compliment of passengers on every trip, the operators were closely monitored by researchers and completed questionnaires were collated by researchers on the return of the vessels. This ensured a high questionnaire completion rate (>90%). The study period was from 14th June to 31st July (6 weeks), covering the main tourist season and a total of 324 questionnaires were collected during this period (146 from category 1 trips and 178 from category 2a trips).

Tourist survey

Researchers were located at each of the study sites (Tobermory (Isle of Mull), Arisaig (Lochaber) and Sleat Peninsula (Isle of Skye)) to conduct surveys of general tourists to the area. Data were collected between 1st and 31st July 2000 and interviews were undertaken every day of the week between 10 a.m. and 5 p.m. Owing to the small size of each village, only one interview point was necessary for each site. Interview points were carefully chosen as a place where visitors would pass and might have time to participate in the study. The tourist questionnaires were completed by an interviewer on a face-to-face basis. Respondents were selected on a ‘next person to pass the interviewer after completion of the previous interview’ basis to ensure an unbiased sample of visitors. Interviews were restricted to one representative from each family/ group. A total of 673 general tourist interviews were conducted}a total sample size which gives a 95% conﬁdence limit for a population size of 300 000 or greater (Scottish Tourist Board, 1993).

Local resident survey

Local resident information was collected simultaneously with the tourist survey, using the same methods as described above for general tourists, albeit with a di erent questionnaire. A total of 189 local resident questionnaires were collected.

RESULTS

What is the importance of whale-watching to the rural West Scotland economy?

Opinion of the whale-watching industry

Boat operators were asked whether they thought that whale-watching was important to the local economy; almost half (47.1%) of the operators did consider whale-watching to be important.
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	Table 4. Local opinion on why tourists come to the area
	 

	 
	 

	Reason for visiting area
	%

	 
	 

	Scenery
	85.3

	Wildlife
	21.2

	To see friends/relatives
	13.2

	Coast and facilities (e.g. boat trips)
	10.1

	Good accommodation
	3.7

	Nearby attractions
	1.1

	Accessible/convenient
	1.1

	Othera
	28.6

	 
	N=189



a ‘Other’ opinions on why tourists came to the area included visiting the area for peace and quiet and ‘to get away from it all’ (11.6%), the general character of the area (2%), nice beaches (1.5%), a lack of pollution (1.5%), safety and a lack of crime (1%), camping facilities (1%) and history/culture (1%).

Local opinion

Local residents were asked questions designed to give an overview of their opinions on the importance of the local tourism industry, in particular whale-watching and cetacean tourism. Of the local residents who were interviewed, 47% were involved in the tourism industry to some extent (accommodation, gift shop assistant, restaurant/bar work, etc). Eighty-two per cent of local residents wanted to see more visitors in the area.

Local residents were asked why they thought tourists came to the area (Table 4). Eighty-ﬁve per cent thought that visitors came for the scenery. Only one in ﬁve of local respondents thought that wildlife was a major tourist draw. One in ten local respondents identiﬁed marine facilities (primarily boat trips) as a reason why visitors came to the area. It should be noted that the question asked why visitors come to that particular area, not to Scotland or the region in general.

The extent to which tourism expenditure is dependent on whale-watching

Of the general tourist sample surveyed, 44% stated that they had been previously aware of whale-watching trips in West Scotland, and 13.1% of the general tourist sample said that the presence of such trips had inﬂuenced their decision to visit the region. Tourists were also asked whether they had been on a whalewatching trip during their stay: 18.6% of respondents had been on a boat trip of some kind during their stay; 6.5% had been whale-watching (category 1 or 2a trips) and 12.1% had been on other non-whale- watching trips (including category 2b and 3 trips). A further 22.8% of respondents commented that although they had not been on a trip yet, they might (12%), or were intending to go (10.8%), on a whalewatching trip during their time in the area. However, 53.9% of the general tourists had not gone on, nor intended to go on, a whale-watching trip.

Potentially, the percentage of the general tourist sample who might go whale-watching is 17.3% (i.e. the sum of the percentage of people who had been whale-watching and the percentage of those intending to go), although this potential ﬁgure could be as high as 29.3% (since 12% of responding tourists said that they might be interested in going whale-watching during their stay) if all the tourists who expressed an interest actually went on a trip.

Proportion of whale-watchers who came to the area speciﬁcally to go on a whale-watching trip

The tourists that were surveyed on whale-watching trips were asked whether they had come to the area speciﬁcally to go whale-watching: 22.5% said that they had, indicating that whales were the primary draw
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for bringing them on holiday to the region. Out of the 22.5% of the whale-watchers surveyed who had come to West Scotland speciﬁcally because of whale-watching, 15% had also stayed at least an extra night in the area in order to go on a whale-watching trip (i.e. 3.5% of the total number of whalewatchers).

Of the remaining 77% of whale-watchers who had not come to the area speciﬁcally to go whalewatching, a further 44 individuals (12.7% of the total number of whale-watchers) stated that they had stayed at least one extra night in order to take a whale-watching boat trip. Therefore, in total, 16.1% of whale-watchers had stayed an extra night as a direct result of whale-watching in the area. The number of extra nights typically ranged from 1 to 3, with a mean value of 1.6. However, one person stayed ﬁve additional nights as a result of whale-watching opportunities in the region.

The daily spend of whale-watchers

Whale-watchers were asked to provide details of their daily holiday expenditure. In order to gather comparable data, respondents were asked to state the amount of money that they spent personally on the day that the questionnaire was completed. Despite explicit instructions, respondents frequently gave their party’s budget as a whole or their overall budgets for the week. These incorrect responses were discarded.

On average, the daily spend by passengers taking whale-watching trips was £85.25 (Table 5), of which the cost of the excursion was the main expense of the day. Accommodation accounted for almost one quarter of their daily expenditure, and one-ﬁfth of the day’s expenditure was on food and drink. Without the cost of the excursion, the average expenditure per day was £59.25.

The value of whale-related tourism in West Scotland

In order to determine the value of whale-related tourism to the local economy, a series of estimates were calculated. The ﬁrst was to estimate the expenditure by visitors on whale-watching tours to the survey regions alone.

The value of whale-watching to the local economy

(i) Direct annual expenditure in the survey regions: The ﬁve main tour operators in the three survey areas were asked for their annual passenger numbers. Where information was not available the number was estimated based on a series of assumptions.2 The direct annual expenditure of tourists on whale-watching trips was estimated from these data.

The estimated total number of passengers taken on whale-watching trips by the ﬁve whale-watching tour operators in the three survey sites was 15 650 per year. The direct expenditure of these tourists on whalewatching tours was calculated to be £230 080 per annum. The whale-watching operators were asked to indicate how much of their gross income went to ﬁnance the running costs of their whale-watching vessels.

2 (a) Accurate information was given by the operators on number of passengers taken per trip, operation season and number of trips taken per week.

(b)Owing to the nature of the climate in the region, boat trips were unable to sail on 20% of planned trips in the tourist season. The weather and sea conditions in the summer of 2000 were particularly good, resulting in fewer cancelled trips than in other years. Fluctuations such as these inﬂuences both the prosperity of the boat operators over the season, and also the contribution that whalewatching provides to the local economy.

(c)On average, boats operated at two-thirds capacity.

(d)Only one boat operator continued running all year; however, it was considered that the proportion of visitors on winter trips was negligible and, therefore, boats were considered to operate only during the main tourism season (April–October).

(e)For those operators o ering child and adult prices, 80% of passengers were taken to be adult passengers and the remaining 20% were assumed to be children.
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