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Scotland in 2025: Dependent or Independent Event Nation?  
 

Dr Matt Frew*, Professor David McGillivray** and Professor Gayle McPherson** 

*Bournemouth University 

** University of the West of Scotland 

  

Future Points: 

• This chapter critically interrogates events as a central and defining feature of nation states 

and cityscapes in a dynamic and digitally connected 21st Century. Scotland, as a nation 

wrestling with the possibility of political independence, provides an exemplar of a nation 

in transition, which in building towards 2025 will see events and culture deployed as the 

symbolic weapons of warfare in the politics of national and community identity.  

 

• Events and cultural policy is framed within the backdrop of neo-liberalism and current 

network of national agencies and destination marketing organisations strategically 

positioning and promoting Scotland as a Festive Nation.  Against these forces and 

looming independence referendum the future trajectory of Scotland’s events and culture 

is envisaged along two distinctive scenarios. 

 

• Future scenario one sees the triumph of the neo-liberal drivers of events where Scotland 

is a brandscaped nation whose cityscapes and soul is sold to the champions of corporate 

culture. Scotland the Brand is one where international tourism markets, sponsors and 

brand families take precedence and with place, history and identity puppeteered by 

commerce modern Scotland struggles to progress in the wake of a performative cycle of 

cultural cryostasis.  

 

• Future scenario two pictures an independent Scotland where events and culture promote a 

future focused, progressive and culturally vibrant Scotland where tradition is balanced 

with a localism that celebrates identities of inclusion. Policy shifts away from the event 

Leviathans of corporate capitalism to localized spectacles that engage with the digital 

lifestyles and global cultures of connectivity. 



 

• The chapter concludes by asserting that, as the age of acceleration and connectivity 

advances globally, the Scotland of 2025 will have undergone a discursive shift in events 

policy and practice.  The dominance and demands of corporate capitalism and 

performative Scottish stereotypes will increasingly be challenged by a digitally 

empowered and culturally diverse localism. Events and culture will be central spectacles 

in the contestation and transformation in the flipped, or inverted dynamic, of consumer 

capitalism as local place events and cultural practices are seen, engaged and in turn 

shaped, in and through a perpetual globalized gaze.  

 

Introduction 

  

The trajectory of human civilization can be marked by the development, depth and value that 

nation states place on the cultural content of its citizenry.  Whether perusing the ancient artifacts 

of museums or art galleries, participating in community fetes or fairs, consuming classical or pop 

music, attending football matches or fashion shows, performing in local theatre group or national 

arts festivals, culture is central to personal, community and national identity. Yet, culture is also 

always a contested terrain as its symbolic meanings are deployed in the semiotic warfare of 

identity politics (Kidd, 2002) and increasingly subject to the vagaries of capital.  As a prominent 

expression of a nation’s cultural soul, events (sporting, cultural and business) provide a useful 

context through which to consider important political, economic, social, cultural and 

technological futures (Raich, 2013) and their implications looking forward to the global 

landscape of 2025.   

 

Scotland represents an ideal canvas upon which to sketch out the future of events in 2025. It has 

arrived at an historical crossroads (Carrell, 2013), culminating in a series of ‘events’ that could 

have fundamental implications for the economy and polity of this nation in 2025. For example, 

in 2014 Scotland’s citizens will vote on national self-determination via a referendum on 

independence. In the same year, Scotland will host the Commonwealth Games and Ryder Cup -

two events with international (some would argue, global) resonance and repercussions. In 2014 it 

will also wrestle with its own self image via a second Year of Homecoming, where (re) invented 



traditions and symbols of national identity will be played out in a series of staged events that call 

upon a rich and influential cultural heritage that (it is said) is the envy of the world. In 2014, 

Scotland will, at one and the same time, be presenting itself at the vanguard of the future (major 

sporting events, internationally leading cultural events) and as a leader in preserving and 

celebrating a commonly promoted past (inventor of golf, mythical historical figures, land of 

whisky and shortbread).  

 

This chapter, whilst placing current event policy and practice under a critical gaze, advances a 

future focused or re-shaped Scotland of 2025.  In an age of acceleration where technological 

connectivity and sociability are prominent influences on identity production the role and impact 

of events and culture are of central importance.  Although events and culture have always been 

seen as markers of being, providing a rootedness to place, self, citizenship and nationhood (Getz, 

2013; Kidd, 2002) this chapter examines contemporary forces that challenge this continuing role. 

The chapter opens by framing Scotland’s present position within the wider global events circuit 

before examining future forces that will see events and culture take centre stage in the 

contestation of postmodern identity.   Informed by a series of socio-cultural analyses and taking 

cognizance of the powerful political, economic, social, cultural and technological forces that will 

collide in 2014, the chapter proposes two alternative event futures for Scotland in 2025.  The first 

places the development of modern events and culture under a critical gaze that sees neo-liberal 

ideology and the pre-eminence of the market as an insipid given.  Left unchecked or challenged, 

scenario one sees this accentuated in 2025 as Scotland is the subject of, and in subjection to, the 

brandscaping (Klingmann, 2007) tendencies of corporate power.  Scenario two presents a 

resistance to corporatism and a rebalancing of identity through a digitally literate and globally 

connected localism.  Here, in an independent Scotland of 2025, events and culture are symbolic 

weapons of identity deployed to defend against the corporate puppeteering of the Scottish 

stereotype whilst celebrating an externally facing, globally engaged and vibrant cultural identity.  

Finally, in acknowledging the limitations of projecting the trajectory of future forces the chapter 

concludes with a reflexive discussion of these two ideal type scenarios and the place of events 

and culture in Scotland 2025.  

 

Locating Scotland in the global events circuit 



 

In Scotland, over the last decade, there is evidence of a step change in the importance given over 

to events within the corridors of government at local, regional and national level.  The national 

events agency, EventScotland, was established in 2003 as a joint venture between the Scottish 

Executive (now renamed the Scottish Government) and VisitScotland (the national tourism 

organization) with the aim of strengthening and promoting Scotland’s events industry. It was 

established as a response to a perception that Scotland was not making the most of its rich and 

diverse sporting and cultural assets. With an annual budget of £5 million from the Scottish 

Government, EventScotland is charged with the responsibility to further establish Scotland as a 

world leading event destination through its national events strategy, Scotland: The Perfect Stage. 

Functionally, EventScotland influences, leads, coordinates and supports people and organizations 

to help deliver on the event strategy (Getz, 2013). They fund events that meet the criteria of 

having national and international significance, defined by their ability to deliver impacts 

including tourism; business; image and identity as a nation; media and profile; participation and 

development; environment, and; social and cultural benefits (Getz, 2013).  The local state can 

apply for funding and support but investment will only be forthcoming on the satisfaction of 

these key criteria.  The private sector can also apply, but again, publicly accountable outcomes 

must be delivered.  

 

To complete this outline sketch of Scotland’s event infrastructure, it is necessary to discuss the 

emergence of destination marketing organizations (DMOs) in the country’s major cities. These 

agencies are relatively autonomous from local government structures, enabling them to operate 

in a more entrepreneurial fashion. In Scotland’s two largest cities, Glasgow City Marketing 

Bureau (GCMB) and Marketing Edinburgh Ltd operate as companies targeting event business 

globally in tandem with EventScotland and the private sector. Both agencies have major events 

strategies for their cities (e.g. Glasgow’s Sport Event Strategy to 2018), which lay out national 

and international positioning ambitions and are at the forefront of the ‘refashioning of urban 

governance in the context of the neoliberalized state’ (Foley, McGillivray & McPherson, 2011: 

66). The association of events with accelerating regimes of accumulation and city and/or nation 

branding in Scotland 2025 is the first of our future focused scenarios to which we now turn.  

 



Scenario 1: Scotland the (Brave) Brand 

 

Picture Scotland 2025 – Glasgow’s Gazprom George Square is hosting the Brit Awards. Under a 

lazer coloured sky, an animatronic set cuts through the audience and converges where a host of 

holographic and live celebrities, actors and artists perform an opening medley. Buildings come 

alive with augmented reality visualizations as sponsor-profiled products are personalized and 

beamed to the audience at home and abroad. Cut to the Exxon Edinburgh Military Tattoo where 

a crescendo of bagpipes and drums herald the entrance of the Scots Guards bands as traditional 

kilts, sporrans and Saltires mingle with Exxon logos and cutaway promotional ads. 

 

Scotland, like most of the UK and many other western democracies, owes much of the 

assimilation and centrality of events into its economy to transformations wrought from the late 

1970s onwards which initiated the sustained march of neo-liberalism and an unfaltering belief in 

the power of the free market with its associated celebration of individualism and consumerism 

(Henry, 2001). Envisioning the trajectory of Scotland towards 2025 is inseparable from the 

ideological triumph of the past. Scotland’s industrial base, so central to the nation’s economic, 

social and cultural identity, was decimated in the 1980s and 1990s through processes of de-

industrialization. Manufacturing industries in Scotland’s urban centres were replaced with new 

service and consumer focused policies for urban revitalization (Johnson, 2011). In this new 

ideology, market relations are pre-eminent and the role of the local and national state is to 

incentivize entrepreneurial behaviours on behalf the nations’ citizenry (Lees and Melhuish, 

2013). In Scotland’s largest city, Glasgow, events and festivals played a significant role in 

setting the groundwork for a leisure economy based on consumption rather than production and 

consumers in place of citizens. Where once arguments reigned over the worth of promotion and 

positioning a city or nation using events, festivals and entertainment (Richards, 2013), this is no 

longer the case. Civic boosters of the future can now get on with the task of securing more 

‘business’, exploiting a city or nation’s assets, products or portfolios without having to make the 

case to government that state investment will result in economic return.  As Paul Bush, Chief 

Executive of EventScotland has suggested, there is no longer a debate amongst political leaders 

that major international events (sporting and cultural) should be attracted to Scotland – the only 

question is over the extent of public investment to make it happen (Getz, 2013). The neo-liberal 



modality of government is normalized, bringing activities previously outside of the realm of 

commodity under its gaze.   In Scotland, this is clear in the establishment, since 2009, of Years 

of Focus where the nation’s assets have been ‘spotlighted’ and made open to commodification.  

Scotland’s diaspora were targeted in 2009 (Year of Homecoming), its local produce in 2010 

(Year of Food and Drink), its creative and cultural activities in 2012 (Year of Creative Scotland), 

its landscape and environment in 2013 (Year of Natural Scotland) and the second Year of 

Homecoming in 2014.  

 

These commodification processes, enshrined in events, are a product of the active mobilization 

of state power in the naturalization of market relations. Institutional arrangements (DMOs, 

national event and tourism agencies and government departments) enable the vigorous pursuit of 

strategies of event bidding and delivery.  Notions of community and citizenship are reworked in 

this redefinition of political and economic imagination (Brenner and Theodore, 2005) to produce 

the conditions through which cities and nations become brands and events facilitate the process 

of brandscaping (Klingmann, 2007).  For Pavoni (2010) brandscaping refers to the ‘institutional 

engineering of material and immaterial, visible and invisible spaces’ (p9) which rely on the 

utilization of ‘affective strategies…producing, managing and securing atmospherically enriched 

experiences’. 

 

In Scotland’s largest cities in particular, the triad of quasi-autonomous national event agency 

(e.g. EventScotland), city promotional unit (the DMO) and entrepreneurial local state comes 

together to create the most amenable business conditions to attract the world’s major event 

products. International sporting federations, business conventions and spectacular entertainment 

events are targeted – in return, sponsors are offered free reign to dress the city as they feel fit, 

accessing valuable urban real estate to advertise their products and services, whilst having their 

assets protected by the local legislative and regulatory system.   As Foley et al (2011: 73) argue 

elsewhere, ‘the local state is increasingly required to dance to the tune of major sponsors in 

bidding for and delivering events…local objectives and interests can be sidelined as sponsor 

agreements exclude these in favour of the pursuit of their global corporate objectives’.  The 

transmission of urban symbolism and the pursuit of influential opinion formers (e.g. travel 

magazines) take precedence over any concern with being faithful to recorded historical facts. 



Place identities become elastic, open to reinterpretation and reimagination. Historical buildings, 

landscapes and public spaces though inanimate, can be draped to fit whatever look and feel is 

required.  

 

The direction of travel towards Scotland the Brand in 2025 is already compelling. Scotland’s 

principal cultural agency, Creative Scotland, refers to Scotland as the ‘Festival Nation’ (Creative 

Scotland, Corporate Plan, 2010). As Glasgow and Edinburgh, Scotland’s major cities compete 

with Barcelona, Madrid and Milan for events there is an acceptance of international competition 

and demands to do more to ensure greater (economic) success. Creativity and forms of cultural 

expression are framed by a language of commerce and market relations. Value is accorded to 

activities that make a contribution to place promotion, attracting international media interest – 

justified using market ready impact evaluation tools (e.g. AVE).   In order to compete, 

internationally, Scotland has had to participate in the competitive process of bringing in already-

branded events (Foley et al, 2011). Though aware of the value of tartan, heather, shortbread, 

hills, and Braveheart to an international audience, Scotland is concerned at not being able to 

compete if its cultural cryostasis continues.   

 

Looking forward to 2025, Scotland could be a nation that trades its authenticity and meaning of 

its very soul for the rewards of capital and commodification.  Building on its success (in 

economic terms) in offering itself as a film set for Disney’s Brave in 2012, Scotland’s First 

Minister (or perhaps President) makes regular visits to Hollywood as a promotional agent 

working on behalf of Scotland PLC.  Taking advantage of new fiscal powers as an outcome of 

political and economic independence from the UK, the First Minister offers attractive tax 

incentives to cement this most fruitful relationship. Elements of self-determination fought so 

hard for over many years, are conceded in the name of attracting non-taxpaying transnational 

corporations. In 2025, global corporate brands will be ever present, sponsoring new arenas, 

creating new venues and commodifying the natural, the authentic and the historical. These will 

be synonymous with experiences and lifestyles aspired to by the affluent middle class, spending 

their money on consumption experiences enabled (and encouraged) by those in political office.  

 



Whilst in 2013 the importance of greater environmental compliance for events was at the 

forefront of strategic rhetoric, by 2025, the economic impact of adherence has placed Scotland in 

an uncompetitive position vis-à-vis their main event bidding rivals in the Middle East, South East 

Asia and South America. The decision is taken that such is the importance, economically, of 

securing Scotland’s place on the world stage, that it needs to reduce the importance of its 

environmental impact assessment processes. The Scottish Government now has the power to 

overrule local government decision to ensure that major business opportunities are not lost on the 

basis of possible negative environmental consequences.   

 

In this brand-infused scenario, the resident citizen becomes of secondary concern to the 

(apparently) endless inflows of capital promised by the global market and tourist gaze (Urry, 

1990). The local state becomes an entrepreneurial unit, operating commercially to exploit 

business opportunities. But, fears are growing that the strategy of accumulating event trophies 

(world championships, MOBO awards, comedy festivals, food and drink showcases) lead to 

diminishing returns, whereby Scotland’s positioning and stated uniqueness places it in a non-

place shared by many other aspiring event nations.   

 

And what of technology? By 2025 the technologically mediated consumer experience will be 

firmly established as part of the events experience economy. The (social) digital revolution of the 

early 2000s promised much – greater collaboration, creativity, co-creation and the generation of 

stronger communities (Solis, 2012). However, based on the logic of brandscaping, in 2025 the 

emancipatory and liberatory possibilities of digital tools and technologies have not materialized.  

Transnational (stateless) global brands use their vast corporate resources to flood digital media 

platforms, eliminating the last vestiges of open, collaborative and free communication online 

(Lanier, 2013). Channels of hope established to contest the commercialization of the web and 

imagined as way of facilitating greater public interaction and sharing are now nothing more than 

sophisticated vehicles for greater revenue generation.  Social media is social business (Qualman, 

2012) – where the value of events and their ability to secure attention – is reduced to new market 

penetration strategies. Expressions of protest and dissent online are extinguished as quickly as 

they ignite. Police and security bodies intervene to suppress resistance using the legislative 

powers secured in the name of protecting citizens from (unidentified) global threats. In 2025, as 



previously emergent economies (e.g. Brazil and Russia) reach saturation point for market 

exploitation (e.g. Twitter and Facebook), so technological start-ups target Africa – the location of 

the next growth economies. By 2025 tourist and citizens alike will walk through Scotland’s 

largest cities where civic space literally speaks as apps, social media and geolocation integrate 

(Schmidt and Cohen, 2013) to offer advice on attractions, recommend entertainment and events, 

offer deals and so intensify dwell time of the overall consumer experience. Here the investment 

of Glasgow 2013 Smart City is exploited to leverage consumer spend and greater urban revenue 

generation. Agencies of place promotion (DMOs) mobilize the interface of advanced 

technological infrastructure and digital convergence of consumers to mine the bid data (Mayer-

Shonberger and Cukier, 2013) of individual spending patterns and consumption behaviours. In 

the brandscaped Scotland of 2025 event audiences passively accept the reality of personalized 

augmented reality and the bombardment of social business. Events and festivity are 

instrumentalized spectacles where the ‘whispering dream’ of brand is ‘burned into the deepest 

recesses of the brain’ (Frew, 2013: 25). Scotland the Brave becomes Scotland the Brand where 

the policy approach is one that sees consciousness as a cathedral of consumption that can be 

aggressively tapped through an event portfolio that sees brandscaping as a given - the only 

alternative.  

 

Scenario 2: Made in Scotland  

 

Picture Scotland 2025 – An independent, non-nuclear, environmentally aware and digitally 

advanced nation that finds its cultural policy, national to local events and festival calendar 

networked nationally and globally. From Edinburgh Hogmanay, Red Bull Glasgow Adventure, 

Shetland’s Up Helly Aa, Irvine Marymass, Largs Viking Festival, Google’s Music Experience, 

Tomintoul’s 174th Highland Games to community carnival, local galas and games the cultural 

content and identity of new Scotland is an open conversation between policy makers, strategic 

practitioners and a multi-cultural active citizenship. 

 

Whereas scenario one traces a past Scotland towards a future of amplified hypercapitalism and 

brandscaping, where the value of events is reduced to economic considerations, scenario two sets 

Scotland in a very different political, economic, social and cultural context. In this scenario, 



Scotland is positioned as an independent nation wrestling externally with its place in the world 

and internally with its sense of itself, its prevailing culture and future direction (Carrell, 2013). In 

an events context, its governmental and non-governmental agencies are managing the difficult 

balancing act between old and new events – a Scotland of the mythical past and a confident, 

creative, distinctive Scotland of the future.  

 

Future scenarios are, by definition, always counterfactual but debates about an independent 

Scotland foreground critical debate about identity, connectedness and culture that will influence 

the shape of the event sector come 2025. Political and economic independence would have 

considerable ramifications for the institutional arrangements of governance and civic culture in 

Scotland, the wider UK and internationally.  These debates demand reflexivity on the nature of 

being and becoming; who we are and what we shall, or want, to become.  The Scottish 

independence debate, regardless of its outcome, compels politicians, business leaders and the 

wider public to soul search and the realm of events plays a fundamental part in negotiating the 

version of nationhood that will emerge (Raich, 2013).   

 

In the event of the annulment of the union between Scotland, England, Wales and Northern 

Ireland, Scotland would no longer automatically be invited to be part of UK-wide bids for major 

sporting events.  Whereas in 2012 Scotland hosted several events as part of the London 2012 

Olympic Games, there would be no political, cultural or economic imperative for Scotland to be 

included in any major event bidding process or consideration between the national cultural and 

events agencies of England, Wales or Northern Ireland. Moreover, cross border bureaucracies 

resulting from an acrimonious divorce from the Union could make Scotland a less attractive 

destination to visit for (previously) domestic visitors.  On the other hand, as an individual 

member of the United Nations, NATO and the European Union, Scotland could have a more 

pronounced profile that enabled new alliances to be forged. Interestingly the seismic fallout from 

the break-up of the Union offers a platform of international promotion for the new Scotland, a re-

shaped political geography and new strategic alliances with its Scandinavian cousins (Massie, 

2013).  With its social democratic political system, commitment to social justice, good quality 

social welfare provision and a strong historical cultural connection, the Scandinavian model 

resonates with the instincts of many Scots and further distances them from their UK neighbours.  



 

Most importantly, while an independent Scotland brings significant challenges, it also opens 

possibilities for re-envisioning and reimagining cityscapes, communities and citizens. Political 

and economic independence allows the cultural canvas of Scotland to be repainted if not 

replaced.   Scotland in 2025 sits in a global environment where shifting labour and knowledge 

capital are enticed by the comfort and cultural commodities that target the embodied digital 

lifestyles of techno-capitalism (Kellner, 2003). Scottish political and economic policies must 

balance the territorializing desire of the market with the demand for rootedness, community and 

civic responsibility.  The Scotland of 2025 reflects the being and becoming of postmodern 

identity as the local is nourished alongside the global, externally-facing spectacles of national 

pride, growth, recognition and cultural autonomy. Being echoes tradition, is local, grounded in 

community, secure and always present. Becoming is globalizing, collective, technologically 

convergent, ever seeking and always absent. Internal social and cultural identity plays alongside 

the need to engage in international competitions for distinctiveness.  Scotland in 2025 has 

understood the importance of building a sustainable festival and event infrastructure that retains 

a past heritage while being one that reflects a dynamic, vibrant and future focused nation. 

 

In 2025, the detached, abstract reimagining of place identity that dominated in 2013 has been 

revised and more importance has been given to providing support for local distinctiveness to 

flourish. Small-scale festivals and events are viewed as crucial not only to cement an internal 

sense of (re) new (ed) Scottish identity.  Whereas the legacy of 2013 and impact of policies of 

austerity saw the reductions in local community culture and focus on market spectacles, 2025 

reanimates the local.  Traditional fairs, galas and Highland Games sit alongside critically 

acclaimed art and cultural events to produce a multi-cultural mashup that reflects the diverse 

Scotland of 2025.  These local spectacles provide a rich cultural tapestry, reflecting and 

attracting an international labour force essential to a Scotland that depends on immigrant inflows 

to avoid population drift. Building on its own migrant past in welcoming the Irish, the Italians, 

Eastern Europe and further afield Scottish identity again morphs to embrace new identities.  

 

Rather than bankroll expensive bids for nomadic international events (see scenario one), in 2025 

Scotland promotes from within, exploiting the rewards of its decade-long incubator investments. 



Rather than feed the major event Leviathans of corporate capitalism, localism is celebrated and 

self-sustainingly mediated.  Whereas the era of 2013 saw the McDonaldisation (Ritzer, 1993) of 

culture, the Scotland of 2025 challenges McEvents with its commitment to a rooted localism that 

promotes, digitally and personally engages and builds reputation through recommendation.  This 

reflects the shift beyond the glocalization (Robertson, 1995) and experience economy (Pine and 

Gilmore, 1999) popularized in the early part of the 20th century. Here, rather than the cherry 

picking of ‘saleable’ event assets apparent in 2013, the convergence between local ownership 

and global promotion is more meaningful as it is networked and engaged sociability (Solis, 

2012).  

 

To address the acknowledged post-independence dangers associated with isolation and 

marginality, Scotland has not only invested in political affiliation (with Scandinavia) but also in 

the creation the conditions for virtual connectivity (McQuivey, 2013). By 2025 Scotland is a 

digitally connected and convergent nation, priding itself on its population’s levels of digital 

literacy. In an event setting, the merging of diasporic community and complex online 

environments has enabled Scotland to take its messages across the world, illustrated in the 

hugely successful KILTR social media platform that ‘exemplifies the values of interdependence, 

heritage, organisation and bonds…and embodies all that is best from Scottish people when the 

join together’ (KILTR, 2013, http://www.kiltr.com).  KILTR takes the concept of clan and 

reimagines it for a contemporary Scotland, exploiting the international outlook of the Scottish 

people and diaspora to create economic, cultural and social value.  It overcomes geographical 

peripherality to form an international community of connectivity, an essential element for any 

nation seeking a larger audience for its future events. This uniquely Scottish ‘community’ 

provides the digital heartbeat that tells a story, which builds and binds community at home and 

abroad.   

 

Globally, in 2025, mega, hallmark and major events have become cultural earthquakes where 

digital tremors and aftershocks feed-off as much as sustain the epicentre event itself.  With the 

growing sophistication, mobility and ubiquity of digital and social technologies the spectacle of 

events make them ideal for self-promotion.  Most importantly, while this marriage of 

technologies and events contribute to the current propulsion of events and empowerment of the 



citizen and the local, such self-mediation has, ironically, become central to capturing consumer 

consciousness for brand extension (Frew, 2013).  Glasgow’s Smart City provided one 

technological future, within which digitally-enabled citizens utilize gesture and speech 

recognition with embodied audio-visual interfaces to access free citywide wifi and integrate real 

time travel information, work, shop, video call or post online (Dourish and Bell, 2011). However, 

as a nation defined by its concern with social justice and a rejection of unfettered 

hypercapitalism, in the Scotland of 2025 there exists deep concern from civil liberty groups 

about the misuse of personal data generated as an outcome of the Smart City initiative.  

 

Debates over big data, which were in their infancy in 2013, are now a major issue in Scotland 

2025.  Big data and the sophisticated algorithms that allow the amalgamation of all digital 

behaviours, profiling and preference patterns (Mayer-Schonberger and Cukier, 2013) are 

welcomed by DMOs, but subject to critique by others for their exploitation of the consumer. 

Campaigners urge those creating the Smart City to reflect and retain the values of social justice 

and the co-created democracy of its digital citizenship whilst resisting the creep of neoliberalism 

and the inequity of unfettered capitalism.  Scotland of 2025 is for the affluent and the 

aspirational, for those the struggle as much as those that strive, the poor as much as the 

privileged. Of course commerce is essential and the Smart City targets markets with high 

purchasing power.  However, this does not need to be at the expense of addressing the complex 

and systemic inequalities that continue to blight the birth and growth of the new Scotland of 

2025. Instead, the socially responsible (and responsive) Scotland of 2025 is held to account in 

governance terms by a civic gaze that is dynamically mobile and mediated.  The barriers of the 

boardroom, class, gender or elite phrase regimes are broken under the cacophony of techno-

voices of an actively engaged, participative citizenship.  

  

Concluding remarks: The implications for the future of the event industry based on the 

present are… 

  

In keeping with the focus of the book, this chapter has explored the place of events and festivity 

in the future. Scotland’s story is a valuable addition to this text because it brings into sharp focus 

the delicate balancing act that many nations face in building an event portfolio that respects the 



past whilst planning for the future. The impact of the neoliberal revolution, promulgated by the 

twin forces of Thatcherism and Reaganomics, not only shifted the political spectrum to the right, 

especially in Western Europe in the 1980s and early 1990s, but also enshrined the mantra of free 

market in the provision of cultural content for future generations. Even in times of austerity, 

when accusations of global economic downturn are placed at the door of the free market pioneers, 

the power of neoliberalism continues to resonate. While in 2013 Scotland finds itself dealing 

with the fallout of an ideological (neoliberal) heritage it is also facing an even more important 

question relating to the political future that will lead the nation towards 2025.   

 

Independence, it is stressed here, is a question for Scotland, the UK and the wider world. 

Presently the global environment is volatile, uncertain and insecure as worldviews compete and 

clash over possible futures.  Warring worldviews, coupled with the global economic crisis, fears 

over migrant labour, jobs and standard of living, have brought questions of nation, community 

and individual ontological anchors into critical relief.  Scottish independence accentuates the 

logic of identity and in asking who are we, what are we, where are we going and what defines us, 

places the cultural content of events and festivity firmly in the mix of identity politics. 

 

In light of this, two scenarios were presented for a Scotland of 2025.  Firstly, we outlined a 

Scotland where the ideological grip of market forces is intensified and hypercapitalism reigned 

supreme.  Here, events are externally focused on global competition and tourist markets. 

Scotland, its cities and civic spaces are prostrate and prostituted before the market.  Events are 

circuses of consumption where spectacle is a dazzling vehicle of promotion for brand partners 

and sponsors.  Scotland in 2025 becomes the blank canvas for extreme brandscaping and major 

events are the spectacular baubles that burn brand into the deepest recesses of the brain.  

Citizenship is marked by a consumptive logic that privileges the absent global tourist market 

over the indigenous, present population. Interestingly, citizens play a relatively passive role, 

perpetuating the brandscaping of their nation and civic spaces, where commerce and 

consumption preside over citizenship and community.     

 

In the second scenario an alternative vision of Scotland in 2025 was advanced.  Against the 

backdrop of independence and an intensifying digital age, events are part of an open 



conversation with citizens. The Scotland of 2025 reanimates its revolutionary heritage of 

educational, scientific and technological innovation by advancing a digital democracy where the 

use of advanced technologies are integrated into institutional mechanisms of governance. No 

longer is the political elite able to dictate event and cultural policy or commodify civic space 

without the input of the electorate. Political apathy is replaced by an active citizenship whose 

gaze of governance is ever present.  The Scotland of 2025 reflects the paradox of postmodern 

identity as the stereotypical Scotland of tartan, kilts, bagpipes, whisky and golf sits alongside the 

dynamic mix of multi-cultural local community content. The strategic balancing act is to produce 

sporting and cultural spectacles that speak to a Scottish diaspora and global market whilst 

avoiding cultural cryostasis by supporting and celebrating the live and lived local. In a digital 

world of co-created convergence the vision is one where the spectacles of national and 

community events and festivity engage in a local to global interplay of preservation and 

promotion.    

 

Whilst neither ideal type scenario is likely to exist materially, the weight of evidence to date 

would suggest that the Scotland the Brand narrative will be even more aggressively marketed as 

the only future for events come 2025. Should Scotland’s population vote to remain part of a 

political union with the rest of the UK then brandscaping, based on a continuing commitment to 

a neoliberal modality of governance, will be extended rather than rolled back. However, was 

Scotland to become an independent nation in 2014, then the content of its event portfolio could 

be reshaped. Greater concentration on locally produced events rather than corporately produced 

ones; events that dynamically shape Scotland the story rather than Scotland the stereotypical 

brand.  This is a future that capitalizes on, and has a conversation with, a digitally literate and 

connected global diasporic Scots community whilst building international alliances.  Scotland 

with a story to tell, future to build and cultural identity that no longer sits on the periphery of a 

UK union but aspires to be a protagonist on a global stage.  
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