








































































MINUTES OF EVIDENCE
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TUESDAY 5 NOVEMBER 2002
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Memorandum submitted by the English Tourism Council
1. Inquiry Into Tourism After September 11

1.1 The English Tourism Council (ETC) was created in 1999 to replace the English Tourist Board (ETB)
established by Parliament under the Development of Tourism Act 1969. ETC exists to provide strategic
advice to Government on tourism policy, to conduct research, to promote best practice, to improve standards
of quality and to support the development and promotion of tourism throughout England. The ETC received
£11.6 million grant-in-aid in 2002–03, through the Department for Culture, Media and Sport (DCMS). In
2002–03 £5.5 million of this was disbursed to nine of England’s Regional Tourist Boards1.

1.2 The ETC welcomes the inquiry by the Culture Media and Sport Select Committee and in particular
the opportunity to update Committee members on the current state of UK tourism with particular reference
to England. This submission follows on from the ETC memorandum of evidence to the 2001 Select
Committee Inquiry “Tourism—The Hidden Giant” in which we outlined ETC’s work to assist the industry
during the outbreak of Foot and Mouth Disease.

2. Current and Likely Future Performance of The Tourism Industry Following Foot and Mouth

Disease and The Terrorist Attack on September 11 2001

2.1 Research undertaken by the ETC into the impact of tourism demonstrates that it contributed £75
billion to the UK economy in 2000, employed over 2 million people and contributed some five per cent of
GDP. These earnings came from three main sources, UK residents taking day trips; UK residents taking
overnight trips; and overseas visitors. Earnings from UK residents contributed a total of £59 billion in 2000
accounting for £4 out of every £5 earned (see Figure 1).

Source: UKTS/IPS/LDV
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Figure 1: Tourism Earnings in 2000 

1 The nine Regional Tourist Boards are Cumbria, East of England, Heart of England, Northumbria, North West, South East
England, Southern, South West, and Yorkshire. London is now funded separately by DCMS via the Greater London
Authority.
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2.2 Further research into the way tourism earnings are currently distributed around the UK indicates that,
with the exception of a number of historic cities, overseas visitors spend the majority of their time and money
in London (see Figure 2).

Consequently the impact of the September 11 terrorist attack had a disproportionate eVect on London and
the historic cities, while the outbreak of Foot and Mouth Disease principally aVected domestic rural tourism.
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Figure 2: Map of Overseas vs Domestic Tourism spend by Region
Inbound vs Domestic Share of Spending by English RTB Region

Source: IPS and UKTS 2000

2.3 The combination of both of these factors created a direct loss of £5 billion to UK tourism and a further
loss of £3 billion in terms of the opportunity cost or around 10 per cent of earnings. The opportunity cost is
calculated by looking at the growth trends, which were evident before the crises of 2001 (See Figure 3).
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2.4 At the start of 2002 the domestic tourism industry was reasonably optimistic. There was a feeling that
UK residents might be discouraged from flying (and therefore take their holidays within the UK) and that
there was an opportunity to win back customers who had not been able to visit the countryside in the early
part of 2001. However research by ETC in September 2002 demonstrated that few UK residents changed their
plans. Eighty-eight per cent of people continued to fly and indeed overseas trips by UK residents were up by
one per cent from January to May 2002.

2.5 In order to stimulate the tourism recovery many businesses and commercial companies, including Visit
Scotland and Wales Tourist Board, switched their marketing budgets from overseas promotion to focus on
domestic promotion. This tactic was unavailable in England due to the lack of a marketing function at the
national level with Regional Tourist Board funding for such activity relatively limited. This was not possible
at the national level in England, because there is no national body funded to perform the national marketing
function.

2.6 The latest position for the domestic industry shows a “fragile” recovery. An ETC survey of businesses
(July 2002) indicates that although most businesses are well up on 2001, 25 per cent of businesses are not yet
back to 2000 levels and business confidence remains weak. Figures to the end of June 2002 show that domestic
business is still three per cent down compared to 2000 (see Annex 3). In the international market place there
is similar caution. Annex 3 shows that although business is starting to come back. The mix of business has
changed, with most of the recovery coming from Europe. This means that the numbers of visitors is up but
earnings are not yet back to 2000 levels (The US and other long-haul markets spend more than European
visitors).

2.7 In the short term ETC is expecting that domestic business in 2002 will be back to the levels experienced
in 2000. However strong consumer confidence and expenditure would have led the industry to considerably
expect higher levels of trade and profit. Business costs have risen in the last two years and many businesses
have postponed investment and/or reduced employment as a result of a fall in profits. Much of this loss goes
largely “unseen” in oYcial figures. For 2002, ETC forecasts that the number of trips will rise over 2001 by
6.4 per cent, the number of overnight stays will rise by 4.8 per cent and expenditure will rise by 9.1 per cent.
ETC is working with the other national tourism organisations to produce forecasts for the period 2003 to
2005.

2.8 Perhaps the key economic measure of how well UK tourism is doing, is the tourism balance of
payments. Over the last five years, the position has deteriorated to the point that in 2001, the tourism deficit
for England had reached minus £13.6 billion (see figure 4 below). Until 1995 it had been consistently positive
except for the Gulf War year. £45 billion is now spent by British residents overseas.

NET DOMESTIC TOURISM SPEND
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2.9 Clearly there were challenges for tourism before the crises of 2001. To reduce the deficit requires further
action both to encourage overseas visitors to return (the job of the British Tourist Authority) and to
encourage UK residents to take more holidays in the UK. The dramatic rise in low cost carriers, the advent
of the euro and high UK exchange rates clearly contribute to current trends. A central aim should be to
encourage more English people to explore their own country. Short breaks oVer England a good opportunity
to change attitudes in a competitive environment. If just one in a hundred UK residents took a short break
in England rather than overseas, the balance of payments deficit would be reduced by around £1 billion.

2.10 In conclusion, tourism is a growth industry, the events of 2001 led to losses in the short term and have
harmed growth in the medium term. The industry has worked hard to recover and has demonstrated
imagination and resilience. Visitors are returning but clearly more can still be done to speed that return and
to ameliorate the tourism balance of payments deficit. Government commitment and investment would
provide an important boost to recovery.

3. The Role of the Government in Promoting and/or Supporting the Industry

3.1 Tourism is ideally placed to help deliver much of the Government’s agenda, particularly in boosting
employment and economic prosperity. Tourism is already England’s fifth largest industry. It is a labour
intensive, growth industry providing some 10 per cent of all new jobs—and creates sizeable tax revenues of
£12.6 billion per year (see Annex 2). With the right government support, it oVers very real potential for
further growth.

3.2 Tourism is a fragmented sector made up of many small and micro-businesses that require support to
ensure that they remain competitive and who find it diYcult to work together collectively for the wider good.
They are so varied and diVuse that there is no trade association that can speak for them all, although the ETC
welcomes the formation of the Tourism Alliance as a response to this. They therefore do not have one voice
in the same way which, for example, farmers have through the NFU. This inability to speak should not mean
that their problems go unheard. Their combined eVorts are too valuable to the economy.

3.3 Tourism can be the catalyst that drives regeneration projects in urban, rural and peripheral regions.
The Eden Project for example in Cornwall has attracted well over two million visitors over the last year,
injected more that £113 million into Cornwall’s economy in the first six months of 2002 and has created 680
full time jobs. The relationship between tourism and regeneration activity has already been recognised in
many instances but more could be done to harness tourism’s regenerative power—in market towns for
example.

3.4 The ETC believes that Government should now:

3.4.1 Draw up a small number of clear and focused tourism objectives and realign the delivery structures
to enable them to meet these objectives. ETC welcomes the proposed realignment of tourism delivery
structures in England to recognise the regional economic role of the RDAs and the emerging sub-regional
policies of RTBs. Tourist Boards need adequate funding to deliver change of this kind, and in England
resources have previously been at a woeful level. The current Ministerial review is an encouraging start but
needs to be radical to maximise value for public investment in the longer term;

3.4.2 Create the right cross-Whitehall framework to allow the industry to flourish. This includes a
supportive legislative environment in relation, for example, to planning and enterprise policy. The Ministerial
Summit is a good starting point and needs further focus on specific issues, such as transport, with lead
Government Departments pursuing key areas of tourism related work with budget and resources attached;

3.4.3 Give parliamentary time to legislation (such as reformed licencing laws) which will make a rapid
diVerence to tourism and bring us in line with our continental competitors.

3.4.4 Stimulate others to recognise the potential of tourism by encouraging “tourism proofing” in related
agencies, such as the SBS, so that tourism businesses are supported in key areas of weakness, such as ITC
and skills, and can compete against international competition. This will take ministerial commitment as well
as active delivery by the national tourism body and the various agencies concerned;

3.4.5 Build on the already favourable climate of investment in new products through new channels of
lottery funding, regeneration schemes and investment to support the business of tourism.

3.4.6 Support the re-introduction of domestic marketing at a national level in England. Resource the
national tourist body so that it can maximise value for money by leveraging private sector investment in
jointly funding campaigns that convert the home market potential.
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4. Do Current Structural Arrangements Meet the Need?

4.1 It is widely accepted that current arrangements are not suYcient to serve the best interests of tourism
and the wider UK economy. Current tourism structures are rooted in the past when the political and
administrative landscape were significantly diVerent. There are threats and opportunities brought about by
both emerging national and regional policies. Tourism needs to be properly considered within this
evolving context.

5. Do Current Arrangements Reflect the Devolution Settlement Appropriately?

5.1 Devolution has accelerated the disparity of public funding levels for tourism between each country. In
2001–02 England received a core grant of £11.6 million, while Scotland received around £40 million and
Wales received £20 million. This equates to Scotland and Wales receiving £7.93 and £6.84 per head
respectively and England only £0.19.

5.2 The establishment of Regional Development Agencies (RDAs)—and the prospect of Regional
Assemblies—will significantly aVect the delivery of regional tourism in the regions of England. This regional
focus is to be welcomed but successful decentralisation requires a degree of central or national co-ordination.
There is, for example, a significant danger of duplication and uncoordinated activity in consumer research,
data collection and tourism promotion.

6. Do Current Arrangements Promote the Quality of Provision Effectively and Encourage

Productivity Within the Industry?

6.1 In general terms current arrangements strive to tackle the issues of quality and productivity but
structural limitations, a lack of primary investment in tourism and few co-ordinating mechanisms all serve
to constrain the activities and eVectiveness of the agencies concerned. For example a key strategic role for
ETC is quality improvement. It oversees a national star-rating scheme, (harmonised with AA and RAC
ratings) which has over 22,000 participating businesses all focused on providing high standards of quality.
These schemes however need promotion to customers if full benefits are to be achieved in terms of driving up
quality standards.

6.2 Accommodation however is but one part of a wide ranging tourism “experience” which incorporates
many other services oVered by both private and public sectors, ranging from transport provision through
retailing, tourism attractions, the management of destinations and the provision of information. All these
areas are best planned for with a strategic oversight and often best co-ordinated via a national framework.

6.3 Equally as part of the Government’s social policies, national bodies like the ETC, guided by
Departments, play a major strategic role in supporting work concerned with accessibility, sustainability,
social inclusion, training etc. with associated delivery by others closer to the customer. Other areas, such as
rural policy, are recognised as being strategically important and have national agencies looking after their
interests.

6.4 Tourism is usually best delivered at a regional and sub-regional level but there is a strong case for
national and strategic intervention to set and collectively agree frameworks which can then be delivered at
the required level. The current EnglandNet Project, funded by Government and run by ETC is a good
example. The project will join up a vast array of tourism suppliers and products via the Internet.Without a
national and strategic perspective this project would not be possible.2

6.5 Other examples of this type of national strategic leadership intervention have been successfully
developed over ETC’s short lifetime. In the field of accessibility for example the UK wide National Accessible
Scheme has been developed to assist businesses to comply with new legislation. Activity across the country
on Sustainable tourism has been underpinned by ETC’s national strategy “Time for Action” which fits wider
DEFRA policy and is measured against a set of groundbreaking indicators. In the rural context ETC has
produced a rural tourism strategy with the Countryside Agency to provide a clear focus for national, regional
and local action.

6.6 The ETC firmly believes that the current ministerial review threatens this important strategic role
which cannot always be successfully delivered regionally. Some issues can be undertaken regionally but
duplication is likely to be inevitable and other areas, such as the provision of a quality grading system, have
to be developed within a national framework. of domestic marketing. However a focus on marketing without
national action on other key issues will not well serve the interests of the industry in the longer term.

2 England will enable the latest local tourism information to be made available anywhere—helping people to access quality-
assured information on the full range of tourism products and experiences available across England. Access can be from home
or in public places using devices such as touch screen kiosks or mobile phones. Linking with the Government’s broader UK
Online initiative, and delivered by regional tourist boards and other partners EnglandNet will transform the distribution and
sale of tourism in England.
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6.7 Reform of the English Tourism Council is a welcome chance to address the current weaknesses in the
provision of tourism support. Any reform however must be clear about the overall objectives, redesign the
structure to deliver those objectives and provide the resources to implement the actions required.

6.8 The role of the Department for Culture, Media and Sport (DCMS) in co-ordinating the Government’s
role in tourism cannot be underestimated. With almost every Department sharing an interest in tourism, the
role of DCMS in ensuring the success of the Tourism Summit and brokering strong cross-Whitehall
partnerships is vital. Various interests have questioned the position of tourism within government. While DTI
is a favoured home for some commentators it is ETC’s view that tourism is too cross-cutting to fit comfortably
in any Department. Rather it is more important to have a high level of senior ministerial commitment,
engagement and action to drive the modernisation agenda forward. Without this commitment, and the
related resources, the industry will not contribute to the economy in the way that it could. Committee
members may like to examine recent policy development in Ireland to see an example of such commitment.

7. Marketing

7.1 There is a clear consensus from across industry that the current marketing arrangements in England
are not adequate. Serious flaws were revealed during the crises of 2001, in particular the lack of a national
marketing role within England. Future arrangements need to ensure that the marketing remit is suYciently
broad to include a logical array of marketing functions including consumer research, product development,
branding, consumer promotion and trade support.

7.2 Any England marketing must be adequately resourced3, and Government should be realistic about the
nature and extent of private sector support available. The aim should be to fill the following gaps:

— Crisis—when a fast national response is needed, such as the Foot and Mouth outbreak and
September 11;

— Opportunity—when there is an event or development that aVects the whole country, such as the
Jubilee or Commonwealth Games;

— Themes—where a customer wants a type of holiday, such as a health break, walking holiday,
cathedral tour, or country house hotel short break;

— Common interest—where there are product providers that want to work together to maximise their
spend—such as historic cities, visitor attraction or farm holidays.

8. Conclusion and Key Points

8.1 To summarise, the key points that the English Tourism Council would like Committee members to
bear in mind are as follows:

— Tourism was worth £74 billion to the UK economy in 2001; and

— £4 out of every £5 spent on tourism is generated by domestic tourists;

— The deficit in the tourism balance of payments has deteriorated each year since 1995—currently
standing at minus £13.6 billion;

— £45 billion per annum is spent overseas by British tourists;

— Recapturing one per cent of the money currently spent abroad would improve the balance of
payment by almost £1 billion per year;

— Tourism plays a major role in social as well as economic policy. Accessibility, sustainability and the
rural agenda require national co-ordination;

— Tourism is a labour intensive growth industry. One in ten new jobs is created by tourism.

Annex 1

TOURISM AND LEISURE DEVELOPMENT SURVEY RESULTS

Although Tourism and Leisure firms are still on balance more optimistic than pessimistic about the general
business situation in their respective sectors, there has been a sharp decline in confidence since last quarter.
There has also been a drop, but less severe, in optimism for their own business outlook.

3 Adequate seed funding should be provided by the public sector, to lever contributions from the larger tourism businesses. As
the domestic tourism sector is primarily made up of small businesses the scope for raising funding is significantly less than with
the in-bound sector.
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Table 1

ARE YOU MORE OR LESS OPTIMISTIC ABOUT THE GENERAL BUSINESS SITUATION?

In Your Sector For Your Company
Q1 Q2 Q1 Q2

More Optimistic 66% 49% 65% 59%
Less optimistic 5% 18% 6% 11%
Balance* 61% 31% 59% 48%

*The proportion of firms reporting that they are more optimistic minus those
reporting that they are less optimistic.

The loss in confidence is across all sectors, but particularly Food & Beverages and Sports &
Entertainment:

Table 2

ARE YOU MORE OR LESS OPTIMISTIC ABOUT THE GENERAL BUSINESS SITUATION?

In Your Sector For Your Company
Q1 Q2 Q1 Q2

Balance* Balance* Balance* Balance*

All Firms 61% 31% 59% 48%
Accommodation 69% 62% 63% 57%
Food & Beverage 47% -10% 58% 39%
Sports & 44% -5% 50% 37 %
Entertainment
Travel & Tourism 88% 27% 63% 47%
Visitor Attractions 48% 31% 48% 43%
Event Venues 51% 44% 69% 53%

*The proportion of firms reporting that they are more minus those reporting that
they are less optimistic.

Tourism recovery

The proportion saying their business has already recovered from both this and foot and mouth has risen
a little from 59 per cent in Q1 to 68 per cent in Q2, but the number who do not expect to recover until 2003
has also increased from 10 per cent to 23 per cent.

— Private sector tourism enterprises are willing to support national marketing initiatives, given the
lead by public money.

— To grow tourism and to reach its full potential action is required from Government. This includes
clear focused objectives, a review of structures and adequate resources for marketing and other
strategic functions.

4 October 2002

Annex 2
TAX REVENUES FROM TOURISM

In 2000, tourism-related tax contributions to the Exchequer amounted to £12.6 billion:

Business Taxes within tourism-related businesses:

£2.0 billion VAT
£2.3 billion Employers’ social contributions
£1.3 billion Corporation Tax
£1.8bn Business Rates

Personal Taxes on those that work in tourism:
£3.4 billion Income Tax
£1.8 billion Employees’ social contributions

Total Contribution to the Exchequer
£12.6 billion
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Annex 3

Trips by UK residents to England
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Examination of Witnesses

Mr Alan Britten, Chairman and Ms Mary Lynch, Chief Executive, English Tourism Council (ETC),
examined.

have, there is a call for the English Tourism CouncilChairman
to be given a marketing role, to become a national1. I should like to welcome the English Tourism marketing body for England. Interestingly, if youCouncil here today. You do not need me to tell you read the submissions from Scotland and Wales, boththat this is a slightly anomalous situation in view of of these underline the liberating impact of devolutionthe announcement which has been made, but I am on the promotion of Scotland in those two countriessure we can use this period very constructively indeed and draw into sharp relief the fact that tourism isbefore we move over to the British Tourist wholly devolved and they have a freedom to actAuthority. We do not normally invite introductory
which, by the fact that England does not have astatements; statements, beloved as they are and
marketing role, it simply does not enjoy. In yourdeeply informative, can often be incorporated into
opening remarks you have brought up theanswers.
importance of domestic tourism, bearing in mind(Mr Britten) I shall make mine very brief. As you
that four fifths of the English spend is domesticknow, I am Chairman of the English Tourism
tourism. In your own evidence, in section 6, you veryCouncil and we welcome the chance to meet today.
clearly underline the importance of the national roleThe written submission you have today addresses the
and indeed the importance of having marketing. Thesubjects you asked us to focus on. However—and
response given in the statement last week is eVectivelythis addresses your anomalous situation—the
to abolish the ETC and to create one new body,Secretary of State’s announcement came out last
which is both to market Britain overseas and toweek and I imagine you will have questions to those
market and do all the other functions that you didproposals as well as they aVect us. I do not want to
centrally. It is clear from your remarks that this hasstart by apologising, but it is a fact that the statement
taken you somewhat by surprise. Clearly whateveris very recent and we are working on what it involves.
you put in and whatever has come out are two quiteI confess freely, however, that we do not have all the
diVerent things. Do you really think that what we areanswers yet. We shall answer your questions as
oVered by the statement has a cat-in-hell’s chance ofopenly and honestly as we can at this stage. I am sure
working?the questions you have will range across the whole of

(Mr Britten) Thank you very much. It is no secretthe tourism spectrum, but I should like to place two
that it was not our recommendation. Wethings in front of you. We have two key concerns in
recommended a full service English Tourist Boardall of this. The first one is the deficit in the tourism
with marketing added to the work which the Englishbalance of payments and that is as indicated in our
Tourism Council does already. We thought that wassubmission and as you pointed out in your last
a clean and eVective solution with clarity forsession with us and your report The Hidden Giant.
everybody. However, what has been recommendedThat has grown alarmingly and it now stands at
by the Secretary of State does seem to us to be£13.6 billion negative. Since that is primarily the
workable. The English Tourism Council board metresult of British residents spending more money
last week and expressed directly to the Secretary ofoverseas, the re-introduction of domestic marketing
State their concern that the English identity shouldis an absolute prerequisite of getting to grips with the
not be submerged in this, that it is extremelytourism deficit. We believe that either by encouraging
important that we continue to have a very strongmore overseas visitors to come here or persuading
English identity in the new body. It does incorporateBritish residents to consider holidaying more
our primary recommendation, and indeed thefrequently in this country, it is the reduction of the
recommendation of your Committee, that we musttourism deficit which is the litmus test for the success
have the restoration of domestic marketing; itor failure of the tourism industry. That is the first
accepts that point. What we have to do now is,point. The second point is that although strong
working with the Chairman of BTA and the Chiefmarketing is certainly essential, tourism requires
Executive, Mary and myself and the DCMS, workmore than marketing. We need to improve the total
out how we can make this as eVective as it should be.quality experience, which means focusing on other
I think it has a chance; it is workable. I make nothings in addition such as support for those with
secret of the fact that it was not our recommendation,disabilities, the improvement of quality standards,
but we have to work out how the England role can beensuring that tourism is sustainable as well as
strongly promoted. I do not see why it should not be.successful and to work with other national bodies

like the Countryside Agency and so on. Those are the
3. I frankly find it very significant that you talkthings which, in addition to marketing, we think are

about it being workable but you make it very, veryextremely important. That is all I should like to say.
clear that it is not at all what you would have chosenThank you for that.
and that would seem to be backed up by all of the
evidence we have had from the industry. May I ask
you to make clear, because people will home in on the

John Thurso marketing side of things, that bearing in mind ETC
itself has actually had no marketing remit2. In the evidence we have received and we have
throughout its existence and some £5.5 million ofreceived a great deal of evidence, all of which was of
your grant-in-aid goes directly to the regions forcourse written well before the recent announcement

came through, in virtually every single document we them to promote and the balance of £6-odd million
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you have been spending, and given that you have not tourism. Marketing is critical and we have been

arguing very, very strongly for a marketing role forbeen completely wasting the taxpayers’ money, I
assume that you have been doing a good and England. However, we do all recognise that

marketing is the first step. It is the total quality ofworthwhile English nationally required job? Can you
explain to us what it is that you have done and how what people experience, both the customer in what

they experience and how the business actuallythat might be carried forward?
organises itself to relate to that customer.(Ms Lynch) When the English Tourism Council

was set up, the brief was very much to think about the 4. You have very clearly articulated the immense
long term. We have spent a great deal of time amount of work which a national body does and it is
working with organisations like local government well accepted within the industry that ETC has done
associations on issues which are very important to that role extremely well. Within the new organisation
the industry, but not necessarily important for next there is no real new money, or a very small amount
week. For example, preparing as an industry for the of real new money going in. It is largely about
next phase of the Disability Discrimination Act. The “synergies” and lower overheads and all the rest of it.
sorts of things we have been doing are getting all the Is there not a very clear danger that, given the
charities, the Disability Rights Commission, pressure for marketing, all of this kind of work will
Scotland, Wales and Northern Ireland together to gradually be chiselled away whilst the one body gets
agree on new standards for the industry to welcome its synergy and puts more of its resources into the
and accommodate disabled visitors and then support coal face of marketing?
that by designing new training programmes so that (Mr Britten) We must be frank and say yes, there
the industry can equip their staV to have the right is a danger, but that is part of what we must address
attitude as well as the right facilities. We have worked in structuring this new organisation. The
with the Countryside Agency on the development of Government have said, and it is a reasonable wish,
a rural tourism strategy for the countryside well that some of what the ETC does could be put to other
before foot and mouth became an issue and we are people who might do it better. What we have to
now into the second year of a joint programme in ensure is that before it moves, it is moving to a better
that area. We work very much with small businesses place it does so. I do think, as Mary has said very
to provide things like this booklet, the pink book, clearly, those things are fundamental to the success of
which is a guide to all the legislation which small tourism. It remains to be worked out but the early
businesses have to comply with. For example this is discussions, certainly with my colleagues in the BTA,
a guide oVering practical advice to tourism advisers show that they are extremely aware of this and I am
in how to develop micro-business initiatives. We sure the new organisation will be.
have developed and worked with many government (Ms Lynch) At the moment we are not absolutelydepartments in the area of transport policy, such as clear about what the funding arrangements are goingon brown signs. Perhaps our biggest achievement to be. We did have the Secretary of State’sand the one I am personally proudest of is the work announcement on Thursday but at present neitherwe have been doing in relation to e-tourism and the organisation is absolutely clear about what thepioneering creation of a project called EnglandNet. I starting budget will be for next year.recall when we gave evidence to the Committee last
time during foot and mouth we explained some of the
disadvantages England faced; for example, a Tourist

Mr FlookInformation Centre trying to get quick information
about footpaths being opened or closed was relying 5. Do you think about twenty pence per head,
on an e-mail sent to an hotel which was written on a which is what is spent on the English to promote
piece of paper and biked round to the Tourist English tourism, is enough or do you think it is an
Information Centre. We were not connected and we outrage?
were not equipped to deal in the modern (Mr Britten) It clearly is not enough and it will not
environment. As a result of EnglandNet we now have be enough in the future. I am not sure that per capita
90 per cent of Tourist Information Centres on line. In comparisons are necessarily the best way to compare.
partnership with the regional tourist boards, we are 6. They help.working with the regional development agencies to

(Mr Britten) Absolutely; they are an indicator.have an England-facing website and a whole range of
What is critical is to look at the absolute sums ofextra services particularly for small businesses so that
money: you are looking at £40 million now forthey can compete. We have done a huge range of
Scotland and £11 million for England. That is whatthings. In addition to our given remit, because of the
does seem to me to be completely out of whack.sorts of crises which have been in place for the last 18

months, we have actually been doing marketing 7. Do you think part of the reason for that is
activity. We have run campaigns during foot and because it is dealt with by DCMS and not perhaps a
mouth, we worked with the British Tourist Authority stronger government department like DTI?
to organise welcome campaigns for the Jubilee and (Mr Britten) I find it very diYcult to answer that.
we have worked alongside them on the Million Tourism is an industry which does not really have a
Visitor Campaign. For example, one of the things we “right” department. There are people who argue it
have done this month is that if you are an overseas should be in the DTI of course. Maybe that would
visitor, as you arrive in this country, when you switch give us stronger advocacy. The argument against that
on your mobile phone you will be greeted by a is that we would then be in amongst all the rest of the
message in your own language directing you to a industries and get lost. There is no clear answer.
welcome telephone information line. The range of What tourism very clearly does need from

government is strong advocacy from whicheverthings is enormous. In a way it is the hidden part of
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department it comes. It needs resources, it needs Land’s End can invite an independent assessor to

come and walk through the whole experience ainvestment to work with the private sector for the
best of tourism and it needs a tremendous amount of visitor has and then get feedback on what was good,

what was bad and how it can be improved. That hastenacious cross-Whitehall activity.
been developed over the last couple of years and has8. How many civil servants do you interface with
been a huge success. Many of the best attractions inor how many interfere with you?
the country are saying that they are learning from the(Ms Lynch) I believe the current number of staV in
experience. At the moment we operate very much onthe tourism division is 31 or 32.
persuasion and a key thing which will make a

9. Thirty-one or 32 civil servants to deal with . . . diVerence in that part of the world is people looking
What number in terms of industry ranking is to the successful new visitor attractions like the Lost
tourism? Gardens of Heligan, for example. That is a good

(Mr Britten) It’s the fifth largest industry. example of a very good quality visitor experience.
10. Thirty-one or 32 civil servants to bang your

drum throughout Government.
Mr Doran(Mr Britten) Yes, an industry worth £74 billion.

Mr Flook: It is pathetic. 13. My colleague has raised the problem of Land’s
Chairman: That is appreciably more than the one End. I spent two weeks during the summer at

and a half civil servants who dealt with the Blackpool for the Trades Union Congress and the
Commonwealth Games. Labour Party Conference and the problems there

would be a lot more diYcult to sort out than at
Land’s End, certainly by persuasion. I want to raise

Alan Keen two issues. The first is the reorganisation and clearly
your focus is on English tourism. I understand that.11. You mentioned that you help small businesses.
I am a Scottish Member of Parliament and you haveWhat happened over the minimum wage? I saw a
quite rightly drawn a contrast with the money whichprogramme on television and if it had been the Black
is spent in Scotland compared with what is availableDeath about to descend on us it could not have
in England. You said that an English identity shouldappeared more serious. Did it have a serious outcome
not be submerged. One of the concerns across theor did the tourism industry overcome that as most
border—and I am sure it is the same in Wales—isothers did?
that the Scottish and Welsh identities will be(Ms Lynch) There was a fair degree of nervousness
submerged; it will not be the English one which willabout the impact of the minimum wage. The tourism
be submerged. Looking at it from the outside, thereindustry relies very heavily on labour and that is a big
does seem to be a clear conflict of interests that thepart of the cost of running the business. In practice, it
body which is going to be marketing Scotland andhas almost been overtaken by events because in most
Wales abroad in very important markets,parts of the country the key issue for the tourism
particularly the American market for us, will be theindustry is that they cannot actually recruit enough
same body which has another responsibility, which isqualified staV and therefore it is very much the case
pushing the domestic tourism market in England andthat most tourism businesses are paying more than
Wales. How do you deal with that point?the minimum wage now and are looking very hard at

(Mr Britten) That is one of the many things weincreasing their training and upskilling what they
have to sort out. Coming from the English side, I amprovide to people. In a way it is not surprising that
obviously determined that the English side should bebusinesses worry about anything which is going to
properly represented. The new body will have to findincrease their cost, but the key issue for businesses
ways of dealing with the Scottish and Welshnow is getting good quality people.
dimension. It is not impossible to reconcile. You will12. I have had a serious complaint from somebody be talking to my colleagues in the BTA shortly andwho went to Land’s End who said it was obnoxious. the chief executive there will be running the newI have not been so this is second hand. Is that true and organisation. I imagine he would tell you that theif it is true what influence can you have on that? BTA has been reconciling conflicts like that for someSeriously, I should hate to think that we are not time and they will just have to manage it.spending enough money on advertising our tourism

industry, but if Land’s End is as bad as I am told it 14. They do not have a direct marketing interest in
England.is, then it is going to waste an awful lot of the good

money you are spending on attracting people to (Mr Britten) I understand that; I understand that
England. is a problem. The things which attract us about the

new organisation are that, from an England(Ms Lynch) The feedback on individual attractions
will obviously vary. I have heard many people say standpoint, we have always been frustrated by the

fact that the BTA produces excellent materialthat they have been disappointed by their experience
at Land’s End, partly because they do not feel they overseas and we have not been able to use it in this

country. We had one example at the time of thehave the balance right between the enjoyment of the
environment and the commercial aspects of it. The Jubilee when we took Hidden Britain and used that,

but the opportunities from having two groups whichway we would work in relation to visitor attractions
is that we have a group made up of representatives of use each other’s material are very high. The

opportunity of having a bigger and strongerthe 6,500 visitor attractions to identify what
customers want and to help them to change their organisation is why, in answer to Mr Thurso’s

question, I said this is certainly workable. There arebusiness to get it. In particular we have designed a
quality assurance scheme so that businesses like benefits in here.
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15. When we established this inquiry it was to look future of this industry. At the moment we are looking

at reorganisation of the structures of the bodiesat the eVects on tourism after September 11. I am a
bit of a novice as far as the tourism industry is which deal with the industry but it could be said that

that is shuZing the deckchairs rather thanconcerned but when I did look at the papers and the
previous Committee’s report, it did strike me that the determining a long-term strategy for the industry.
response to the foot and mouth crisis was a little bit (Ms Lynch) The last strategic document published
patchy. It did not seem to me that there was a by the department was Tomorrow’s Tourism, which
strategic plan which was there to come into place if was published a couple of years after the new
there was a problem. Do we have a strategy for Government came into power. My expectation is
dealing with these sorts of disasters which have direct that when the new body is created, one of its first
impact on tourism? When we responded to tasks and first priorities will be to look at a strategy.
September 11, did we learn anything from the I am sure the British Tourist Authority in their
problems foot and mouth had caused just a year evidence will talk about their work on strategy for the
previously? international marketplace.

(Ms Lynch) It is fair to say that the industry
collectively was not well prepared for foot and
mouth. I would not say we were alone in that and Mr Bryant
what we did was to react collectively very quickly:

17. May I just ask a small technical question firstwithin days we had put some proposals to
about the tourism deficit? How do you count theGovernment about what activity needed to be
flight which is bought in this country to go to Spain?undertaken and also started doing some direct
Is that part of spending in this country or part ofmarketing to try to get customers back and to restore
spending in Spain?confidence. At the end of the summer, when we were

(Ms Lynch) We calculate the total amount spent byactually coming to the end of the problem of foot and
people leaving this country on their holidays. We domouth, we worked with the industry to put together
not try to disaggregate how much is earned in thisa set of recommendations of what we had learned as
country and how much goes overseas. Part of thea result of foot and mouth and the chairman, with a
reason why we do not try to do that is that there is nogroup of industry representatives, collated all of
source, no proper data to go to. We can tell forthose lessons and sent them in a document to the
example what proportion is spent on packagePrime Minister and to the new Secretary of State. In a
holidays, but a proportion of what is spent onway, those sparked the debate about tourism reform.
package holidays will stay in this country paying theOne of those recommendations was that the
wages of the travel agents who book it, but to workdepartment needed to work with the industry to
out the share of that cost is almost impossible.create a long-term crisis plan. For September 11, yes,

we learned many lessons because we had very 18. It means that it is a slightly dodgy figure then
recently experienced the need for a speedy response. because a significant proportion of a holiday in
We worked then with the British Tourist Authority Benidorm is the flight which is probably with a
who set up a tourism industry emergency response British carrier and through a British travel agent.
group modelled on what we had learned from foot (Ms Lynch) The nearest I could relate it to is if you
and mouth and used that to feed information both to look at the other side and look at the international
government and back to industry very quickly. They passenger survey which looks at inbound. My
were very diVerent crises. By and large it is fair to say recollection is that of the total earnings, which are
that foot and mouth had a huge impact on rural areas about £15 billion, about £3 billion goes to carriers. So
and a disproportionately large impact the further it does account for some of that expenditure, but not
away from London you got. It was a coincidence that a dominant amount.
the greatest number of cases in England were in the (Mr Britten) We are talking here about £45 billion;
Lake District and the South West. It did impact on we may be flaky at the margins by £1 billion or so.
overseas visitors and therefore it did impact on The number is so huge and the escalation in the last
London, but it was predominantly small businesses five years of £15 billion is so big that the direction is
which were aVected by foot and mouth. September very clear. If we could persuade just one in a hundred
11 was an impact on the international marketplace of those people who spend their money overseas at
most definitely and it took away confidence in travel the present moment to come back to this country, we
and therefore the impact followed where overseas would make £450 million. Counting double this
visitor expenditure is most important. So it hit makes nearly £1 billion diVerence to the balance of
London particularly badly and historic cities like payments. If we are slightly wrong it is still a huge
Edinburgh which rely very heavily on overseas sum of money.
visitors’ spending, but it did not have the same

19. As I understand the figures, something like oneimpact on rural areas. In a way, on the positive side,
in four British people go to Spain every year and Ieverybody had an opportunity to try to get some
guess that one of the reasons, as somebody whobusiness back. On the negative side, if the first crisis
represents the Rhondda and is therefore welldid not get you then the second crisis did.
acquainted with the weather, is the weather and

16. So we have a long-term crisis strategy which people wanting to go to a warmer place. I presume
has experience from two diVerent types of disasters that part of your role is trying to get people not just
which aVected the industry. How does that fit into a to go to the obvious tourist destinations, but to go to
long-term strategy for the industry? As an amateur the more unusual and perhaps the more individually
looking through some of the papers, it is diYcult to tailored holidays which would be in the UK. Is that

right?determine that there is a strategy of any sort for the
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(Ms Lynch) It is certainly true that we have never bank of the Tyne, the new art gallery in Walsall, the

Eden Project, Tate Modern. It goes on and on andadvocated saying to people that they should not, if
they choose to, go overseas and have a holiday in the on. There are wonderful things to do here. Some of

the museums are free, so it is not a cost thing there.sun. It is up to customers to vote with their feet. It is
up to England to persuade them that we have a huge There are wonderful walking and countryside

holidays. My contention is that people go abroadrange of things that they will enjoy and that they can
get access easily and they will get value for money. and nobody is making the case for a good alternative

in this country. Perhaps once in a hundred we couldOn your opening point about what we are doing. In
practice, because we have not had an England stop people going to northern Germany and

Amsterdam. There are places where they would lovemarketing role, we have not actually been targeting
any customers, but we know in all of our research to come here and we have not been making the case.

That is how I see it.that there are huge opportunities in the short breaks
market, in leisure and health breaks and sport related
tourism. The range is enormous. It is not just about
the two weeks on a beach. Michael Fabricant

20. How do you drive up quality standards? Most 22. You said that tourism was the fifth largest
of us could give some story of a hotel in Blackpool at industry. Can you tell me in terms of overseas
some point because we all have to go there at least exports, in other words people coming to the United
once every three years for party conferences. Having Kingdom from overseas and spending dollars and
stayed in Stalag Luft 3 on several occasions now, I euros and whatever, where we rank?
am keen to see the quality of hotels improve and the (Mr Britten) We think it is sixth, but you had better
price of hotels come down. ask our colleagues in the BTA because they know

(Ms Lynch) As we all are. That is one of the biggest more about the inbound traYc than we do.
challenges we face. Blackpool is an example. I was

23. It has always struck me when the name wasthere myself only a few weeks ago. What I would say
changed from National Heritage to Culture, Mediato the Committee is that as people who are very much
and Sport that within the Department tourism is theinfluencing tourism policy and tourism development,
biggest industry, so it seemed remarkable that theyis that we could provide some information to you
put in the culture, the media and the sport, but choseabout what Blackpool is trying to do. It is trying to
to leave out the tourism. You talked about £11get from where it is now, which it recognises is not an
million being the total money being spent in England.ideal situation, it has a lot of old accommodation
I just want to ask about how you focus that money.stock, it has a lot of limitations in terms of size and
You talked quite rightly about the value of places likespace and so on, it has a changing customer base, and
the Eden Project and the Lowry Museum and so on.it has identified where it wants to get to. It is doing a
One of the problems nowadays is with cheap flights.whole range of things such as using European
It is not just people going to Spain but people goingfunding to help businesses to invest in new
to the United States and to Australia, as I do, for adevelopments, improving their quality. It is
couple of weeks and you can do this very cheaply. Doadvocating for example that in future only businesses
you think that the marketing of England—and Iwhich are part of some quality scheme will be
know you are doing the marketing—to the English ispromoted and that is a very brave thing to do when
focused enough with the limited resources which area place like Blackpool just two years ago only had 15
available?per cent of its accommodation stock in any kind of

(Mr Britten) The £11 million is the grant-in-aidquality inspection scheme at all. It has a vision for
which is given to the English Tourism Council. Therehow things can be better. It certainly is not right yet,
is a lot more money promoting England given bybut it is actually making great strides to get there.
local authorities to the regions and so on. One of the

21. I am not trying to encourage snobbery, which problems we have at the moment is that that is not
can be quite predominant in British attitudes about co-ordinated, it is not focused, everybody is doing
British holidays; things are maybe improving and their own thing in all directions.
many people find that they have an excellent, good

24. Will that be overcome by the merger?value holiday in Blackpool. Many of my constituents
(Mr Britten) It should be, because you are going togo every second or third weekend, so it would be

have a stronger group with, I hope, more clout, withwrong to criticise. However, there is still an issue, is
a marketing role, a given responsibility to try tothere not, about Britain being perceived as an
encourage co-ordination. The other thing which isexpensive place for people to go on holiday?
totally lacking, if you go entirely for a decentralised(Mr Britten) It is perceived as an expensive place
system where destinations promote themselves, isand it is an expensive place relative to straight price
any kind of promotion of things which cross regionalcomparison, but tourism is not all about price. None
boundaries. Nobody is marketing cathedral tours,of us would ever say that you should not go on a
for example.cheap package holiday to Spain or should not go to

the Algarve to play golf or Tuscany or wherever you 25. You only said that because I represent the great
want to go to. What we are saying is that we have cathedral city of Lichfield.
never been able to put forward the alternative, and (Mr Britten) I never knew that!you are not just talking about price, there is also
value. There are wonderful things in this country. 26. Following on remarks about seaside places like

Blackpool, I am afraid I do have to agree with ChrisThe country has invested a huge amount of money,
some of it through the Lottery, in places like the Bryant and wonder whether it is worth promoting

seaside resorts—dangerous stuV this because I wasLowry Centre, the Imperial War Museum, the south
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born near Brighton—as seaside resorts per se any the English Tourism Council. That was not there, it

was a major weakness for England and it will bemore when presumably people go to a seaside resort
there.primarily to go on the beach?

(Mr Britten) It depends. In some cases it certainly 29. Another factor is that as a result of RyanAir
is. We did a paper in response called Sea Changes and EasyJet and Go, which is now part of EasyJet,
recommending what you should do at seaside and other cheaper airlines it is possible to go to
resorts. We were unequivocal that some of them Barcelona for £25. It is not possible to go anywhere
should pack their bags and stop trying to be that. in England for £25, certainly not by air. Certainly
They should do something diVerent. On the other when I tried to go to Manchester during the
hand, you look at the statistics today and you see that Commonwealth Games it was not possible to go for
Torquay, for example, has had its best year in 20 £25 and it is only half of the distance to Barcelona.
years. My point is that airports are key here. What people

want is point to point contact as fast as possible for27. Why is that, do you think?
the holiday. What impact have you had on the(Mr Britten) Because it is working hard to oVer
Government’s airport strategy which is currentlysome things which people want. Your colleague
going the rounds and which closes at the end of thementioned that people do want to go to Blackpool.
month?People want diVerent things and our business is to

(Mr Britten) It is perfectly true that air travel isfind a market and satisfy that market. I would not by
very expensive within England. I imagine it will comeany means write out all seaside resorts. They should
down because competition will sort things and it is aall reconsider what they are oVering. Some, like
very competitive market. Our prime contribution toMargate for example, are now trying to introduce a
the airport debate is to stress what in our view isTurner Centre. It is an excellent idea to try to find a
important, which is the development of regionalcultural icon for that place. They need to rethink
airports. We feel that we want to diversify touriststheir identities. If they are flogging on down the same out of London. I have said several times that whenold road, then they are set for disaster, but they can you go to the Algarve you do not fly through Lisbonrethink themselves and recreate themselves and they and I do not see why people going to the Eden Projectdo have attractions. should fly through Heathrow. There is a very good
airport down there in Newquay which could well be
developed. We could spread tourists actively around
England by developing more regional airports whichDerek Wyatt
would to some extent alleviate the pressure on
London.28. I did take my family to England and Scotland

for their holiday this year. We booked our Scottish
holiday via the VisitScotland website, but we could

Ms Shipleynot book our holiday in England via a decent
website. It is depressing 34 years after the internet 30. Everybody who wrote to us agrees that
was created, ten years since websites started being England needs to be marketed. How much? How
around. When we asked you last year hardly any of much money does it need to market England?
the regional tourist councils in England had a website (Ms Lynch) Part of the debate over the summer
so where are we with those? was to answer exactly that question. The English

(Ms Lynch) When we gave evidence to the Tourism Council, along with representatives from
Committee last time, seven out of ten regional tourist the commercial sector, came together, many of them
boards had a consumer website. Now all ten have marketing directors of big organisations, to address
consumer facing websites, but the outstanding need that issue: how much should we put on the table?
and the point you have made very well is that if you Their unanimous view was that you needed to put
are thinking of going somewhere in England but have £10 million as a minimum which would then be
not yet decided where you want to go, then there is matched by the private sector to do an eVective
no equivalent to the VisitScotland website, the Wales marketing job for England.
website or even for overseas visitors the VisitBritain

31. How much does Scotland spend?website. There is no VisitEngland. That is part of the
(Ms Lynch) In total the allocation is £40 million.vision for EnglandNet and we are on track to have

that in place by January. The reason why it has taken 32. Yes, but how much does it actually spend on
from the time we last met to now is that it took over marketing?
12 months to persuade the Treasury that this was a (Ms Lynch) Because the £40 million is for the next
worthwhile investment for England. VisitScotland financial year, I cannot answer precisely, but it is
came into being because of investment over five years going to be about £25 million.
ago of £11 million. The key reason why we have been

33. What percentage was it in Wales?able to persuade the Treasury of the need for this is
(Ms Lynch) About £18 million.partly because of your experience as a customer, that

it is absolutely the way people are researching and 34. So England, a much bigger country, only £10
buying travel these days and partly because million. That is not viable, is it? Ten million is not
individual businesses cannot do it for themselves. If enough, is it?
you are Hilton you can do it for yourself, but if you (Ms Lynch) When we had a debate on this subject
are one of 128,000 small businesses, you actually with representatives of the Treasury present, we
need the tools so that you have something to link came to the conclusion that it was almost impossible

to answer the question, how much is enough? Whatinto. That is why it is one of the key achievements of
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you had to say was: what level of business do you England has to be at least up there. Is it the Treasury

which is not putting in the upfront money, the £20want to generate? The industry focused on the
question of what they felt the minimum was to have million that it probably needs, or is it the industry

which says it is not going to back that amount ofan impact.
money, a bit lower, a bit lower? Which is it? Where is35. But to have significantly less than either Wales
the problem?or Scotland ... Surely a mean around what Scotland

(Mr Britten) It is certainly not the industry sayingand Wales have got would be a more viable figure as
a bit lower, a bit lower.a bottom starting point. Look at what Scotland are

doing, look at what Wales are doing and some figure 37. So it is Government.
near that. Is it industry which is not willing to back (Mr Britten) I agree entirely with Mary; you can
or is it the Treasury which is not willing to upfront? never say what is enough. It is certainly an intention
Where is the problem? that this new, larger, stronger organisation will make

(Ms Lynch) The view from the industry, and this is better use of the money which is out there now,
supported in their submissions, particularly from the because it is not just the money coming from the
Tourism Alliance, is that they want to work with English Tourism Council.
government, they will work in partnership, they will Chairman: Thank you very, very much indeed. It
put match funding on the table, but they think it has has been extremely useful, though, I have to tell you,
to be a partnership and that means there has to be from my point of view rather depressing. Thank you
some funding on the table. very much indeed.

36. I have got that point. What I am saying is that
£10 million is clearly not enough, it really is not. If
Wales is £17 million and Scotland £25 million, then

Memorandum submitted by the British Tourist Authority (BTA)

Introduction

1. In this Memorandum we have addressed the questions posed by the Committee, with particular
reference to inbound tourism to Great Britain. We have also taken the liberty of assuming that the Committee
is already familiar with our role as a statutory body, charged with the promotion of inbound tourism to Great
Britain, and the way in which we set about this task.

The Current and Likely Future Performance of the British Tourist Industry Following Foot and

Mouth Disease and the Events in New York on 11 September 2001

Statistics and other factors

2. Britain is one of the world’s leading destinations, but the competition is huge and, in real terms, the UK’s
market share of world tourism has been slipping since the mid-1990s. The profile of our visitors is also
shifting. However, our primary markets remain the USA, France, Germany, Ireland and the Netherlands.

3. Between 1995 and 2000, there were a number of contrasting trends in inbound tourism to the UK.
Although volume and value increased by 7.1 per cent and 8.9 per cent respectively, the number of nights spent
by visitors fell by 7.5 per cent. This means that the average length of stay fell by 13.8 per cent, (or 16,576
nights) and, although tourism receipts increased by 8.9 per cent, this represented a loss of 6 per cent in real
terms.

4. According to the WTO, leisure, recreation and holidays account for some 62 per cent of international
trips: business travel 18 per cent and visiting friends and relatives (VFR) and other minor categories 20 per
cent. Europe only statistics are broadly in line with these. However, the pattern of inbound tourism to the
UK between 1995 and 2000 was very diVerent: only 37 per cent of visits came into the holiday category whilst
29 per cent were for business purposes. The balance, 32 per cent, consisted of VFR, study visits and
miscellaneous purposes. Whilst the VFR market is healthy (it increased by 27 per cent in 1995–2000), study
visits fell by 14 per cent, albeit spend was only down by 4 per cent. The underlying trends were that business
tourism and VFR were doing well but holiday and study visits were in decline.

5. The state of the youth market—or under 25s—(which includes most study visits) fell by 10 per cent
between 1995 and 2000. Over the same period, visitor numbers in the 25-35 year old age bracket increased
by nine per cent; 35-54 year olds by 18 per cent and 55-64 year olds by 26 per cent.

6. This is the background against which foot and mouth disease (FMD) broke out in March 2001. Despite
predictions that the outbreak would reduce tourism to Britain by 10-20 per cent, the implementation of BTA’s
FMD Recovery Programme, made possible with £14.2 million from the Treasury Reserve, had helped to
reduce the decline in visitor numbers to less that seven per cent by September 2001.
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7. The terrorist attacks of September 11 resulted in an estimated 15 per cent fall in global airline passenger
numbers, with much greater reductions in transatlantic passengers as Americans reduced overseas travel. In
the immediate aftermath, BTA launched its “UKOK” campaign, designed to re-assure overseas visitors that
Britain was a safe destination. Subsequently, we led the development and implementation of the unique joint
public/private sector funded “Only In Britain. Only in 2002” (OiB) campaign which was launched in April
2002. Both of these campaigns are described in the Annex to this Memorandum.

8. IPS figures from the OYce for National Statistics show that visitor numbers for the period of the OiB
campaign to date (April-August) are up 6.8 per cent and that expenditure is up 2.6 per cent compared to the
corresponding period in 2001. This means that over the first five months of the campaign, there have been
776,000 additional visitors to the UK, spending an additional £146 million.

9. Although the IPS figures indicate that the OiB Campaign has helped the recovery of tourism to Britain
since April, the year-to-date IPS figures for 2002 are not as encouraging. While total visitor numbers to the
end of August reached 16.7 million, up three per cent (462,000) on 2001, they were down by 4.1 per cent
(714,000) on 2000 figures for the same period. Of even greater concern is that total inbound tourism
expenditure to date is down two per cent to £7.75 billion—some £190 million lower than in 2001; and down
10 per cent (£899 million) on 2000.

10. Nevertheless, it is encouraging that USA travel figures to Britain to July were up on last year by 0.4
per cent. The current status of inbound tourism from America compares favourably with the recent report
written by Donald N. Martin and Co. Inc. for the European Travel Commission. This stated that:

“The $10 million “Only in Britain. Only in 2002” campaign is being watched closely. Britain is
making the greatest eVort by far of any European country to rebuild U.S. traYc through promotion
with print and TV advertising. The early results are encouraging, with the Government reporting
that U.S. visits are down only four per cent through June compared to 2001 and only 10 per cent
compared to 2000, the record year for U.S. visitors. That’s considerably better than our estimate
for the rest of Europe through June at "20 per cent or more compared to 2001.

One important factor: airline capacity has been reduced less to Britain than to Europe as a whole.
Also, the British promotion builds on the widely publicised Queen’s Golden Jubilee. Taken
together, Britain’s pro-active response may have saved its industry as much as 500,000 U.S. visits,
$1 billion in spend within Britain and an additional $500 million for British carriers.

If these estimates are borne out, Britain may provide a model for action for the rest of Europe in
what looks like a diYcult year to come.”

11. This report’s findings are supported by figures from American Express (Amex) which show that
expenditure in Britain by overseas visitors using Amex cards is now down by only eight per cent on last year
(this figure is much better than expenditure by overseas Amex card users visiting other European countries,
which is approximately 15 per cent down on 2001) and by the fact that the Spanish Government has just
reported a 25 per cent drop in visitors from the USA against last year’s figures.

12. The main reason for visitor numbers recovering faster than tourism expenditure is the strong recovery
of the Western European market, which is up six per cent over the same period last year. This was expected,
as intra-European travellers can travel to the UK by ferry or the Channel Tunnel and do not have to fly to
get here. Also, the continued growth of budget airlines is making travel to Britain increasingly aVordable from
many European countries. However, European visitors have a lower average length of stay in Britain and
spend less per day than American visitors, meaning that although visitor numbers are rising, tourism
expenditure will continue to struggle until the American market recovers.

13. This is having a distorted impact on tourism businesses in Britain. Those businesses that are dependent
on the American market (eg London hotels, especially in the 3-5 star range) will continue to suVer poor yields,
while those that rely on the European market will start to see stronger returns as visitor numbers return to
normal.

14. BTA forecasts that total inbound tourism revenue for 2002 will increase by six per cent to £12.0 billion.
This forecast is based on the pattern of recovery for 11 September being similar to that experienced after the
Gulf War (ie it will take two to three years for revenue to reach pre-2001 levels) but, while this six per cent
increase would represent a significant recovery, it would still mean that Britain’s tourism earnings were £800
million less than in 2000.

15. As the success of the industry is so subject to external influence, BTA has not yet made any forecasts
for 2003–04. The ongoing “war against terrorism” and the threat of military action against Iraq mean that
there is a significant possibility of events occurring that could undermine the confidence of people to travel.
However, research undertaken by BTA as part of the OiB campaign, among people who had recently visited
or intended to visit Britain in the near future, showed a very strong latent desire for travel to Britain; 35 per
cent of French, 24 per cent of German and 18 per cent of American respondents stated that they were either
“very likely” or “likely” to visit Britain in 2002. Respondents from all countries showed a very high desire to
visit Britain within the next three years, with 70 per cent stating that this was either “very likely” or “likely”.
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16. Disasters aside, the single largest external influence on inbound tourism is undoubtedly the exchange
rate of sterling. Because of the strength of the pound, especially in Europe, Britain is viewed as an expensive
destination and one of the main thrusts of our marketing activities in recent years has been to try to combat
this by concentrating on value for money products and special oVers. (As noted in the Annex to this paper,
special oVers have played key parts in our UKOK and OiB campaigns.)

17. Adverse changes in the exchange rate—ie the pound becoming stronger—have a significant eVect on
inbound tourism earnings. Not only do visitors experience higher prices, leading to a “price eVect” on visitor
numbers and on their spending patterns, but their expenditure is further diminished in value when converted
into sterling. Last year, in order to understand how influential recent changes in exchange rates have been,
BTA commissioned Caledonian Economics to explore the subject using econometric modelling techniques.
The key findings recorded in the report The Price Sensitivity of Tourism to Britain were:

— Every one per cent decrease in the exchange rate will increase the UK’s tourism earnings by 1.3 per
cent (£160 million) per annum and create around 4,700 jobs and vice versa; and

— Every one per cent increase in visitors’ incomes will increase the UK’s tourism earnings by 0.6 per
cent (£70 million) per annum and create over 2,000 full time jobs and vice versa.

18. We cannot do anything to combat directly the eVects of the exchange rate but we can ensure that we
are increasingly sophisticated in the way we go about attracting visitors and in attempting to re-grow our
share of the holiday and study markets. How we are going to set about doing this is described in the next
section.

Action Being Taken by BTA to Secure the Continued Success of Inbound Tourism

19. We have been reviewing our strategy and corporate structure to maximise our eVectiveness and ensure
that we are taking the needs of our stakeholders—with whom we have been consulting—fully into account.
We are due to announce the outputs on 28 October. As part of this strategic review, we will also be establishing
further robust and measurable key performance indicators and key success factors—which we will review
every six months—to measure our progress and ensure that we are fully accountable. These measures will be
additional to the targets in our Funding Agreement from DCMS.

20. During the review process, a number of fundamental issues have emerged:

— The increasing discernment and sophistication of the world’s consumers, who are better informed
about destinations and products, often through web browsing, coupled to the extensive
proliferation of new and high quality destinations;

— The ongoing re-structure in tourism information distribution to the Internet, with broadband and
digital TV following quickly;

— The growing aspirations of the devolved countries and regions of Britain to develop their own more
unique brand identity and product oVering;

— The weakness in Britain’s current position in certain market sectors, exacerbated by FMD,
September 11 and the strong pound;

— The budget airlines are transforming the dynamics of the inbound and outbound European short
breaks market.

21. The strategies we have formulated to address these issues fall into four main areas: branding,
marketing, stakeholder relationships, and organisation. The key points are as follows:

Branding

22. We are working with the national tourist boards (the English Tourism Council, the Wales Tourist
Board and VisitScotland, and also with the London Tourist Board and other regional tourist boards in
England) to develop a new brand architecture for Britain that can stand on its own or be combined with one
or more of the four main British brands—England, Scotland, Wales and London—or lead on one of the four
main brands. External consultants have been appointed with a brief to clarify the role of Britain in relation
to the individual brands and to take a fresh look at how we should be positioned in relation to competitor
destinations overseas. The results will be available at the beginning of 2003, after which we will agree
guidelines with the national tourist boards covering the inter-relationship between all of the brands, before
introducing the revised architecture.

23. Our branding and product development work will be customer centric, based on understanding of our
consumer segments, and of their lifestyles and the stage that they are at in life, with a recognition that some
consumers have diVerent needs and look for diVerent products relative to the occasion, eg business trip, golf
holidays, family breaks, couples relaxing.
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24. BTA’s current portfolio of “products” will continue to focus on those that we know to be most eVective
in selling Britain—culture, history and heritage, country and coast, and sport—but more niche products will
be developed within these in response to our more sophisticated understanding of our customers. We will also
be building a campaign around the British entrants for the European City of Culture 2008.

Marketing

25. A strongly branded destination campaign will be developed to stimulate consumer demand for Britain
in major markets in 2003–04. The campaign will be created centrally in our London oYce, but implemented
locally on territory to complement other local marketing activities. It will oVer a “menu” of partnership
opportunities for trade partners, large and small, and build on the success of the OiB campaign.

26. Customer contact centres of excellence will be established, directed out of key “hubs” around the
world, oVering greater integration of e-mail, web, walk-in and telephone services to customers. We will also
increase our data capture techniques with the aim of expanding our qualified contact database almost four-
fold by 2006, to help further personalise customer communication and expand customer knowledge.

27. Modern content management systems will be used to improve the speed, timeliness, depth and breadth
of product knowledge on our award winning website, www.visitbritain.com, and other digital media, and
facilitate personalisation of content to customers. New VisitBritain gateway websites will then be launched
in all key markets and languages, providing itinerary planning and “personal brochure” facilities and oVering
best possible integration with third party online booking systems.

28. We will increase the resource devoted to business tourism to fully exploit the potential of this fast
growing sector and the relationship between the holiday and VFR sectors will be redefined, with new
strategies and resources put in place to improve Britain’s performance in the holiday and youth and
student sectors.

29. BTA’s presence will be extended into potential markets such as China, Russia, Poland, Malaysia and
Korea with the emphasis on utilising new media and on developing trade and PR networks, via the new
overseas hubs, in order to keep infrastructure costs to a minimum.

30. We are also going to strive to develop partnerships with other non-tourism partners, sectors and brands
to acquire potential new customers and increase our market penetration and reach.

Stakeholders

31. In partnership with the national and regional tourist boards, BTA will investigate the presentation and
communication to the British trade of market intelligence on trends and overseas visitors’ needs.

32. Relationships with the national trade associations will also be strengthened and we will increase our
eVorts to agree on key issues and messages to Government and trade.

33. Consortia-based marketing will be encouraged and supported, whether by region/destination, product
or sector, to facilitate export partnerships with industry.

Organisation

34. Finally, we will be re-organising our overseas oYce structure to create a “hub and spoke” system which
will ensure the organisation is both market and customer centric. The exact number and location of the hub
oYces is yet to be decided but the rationale is to create centres of excellence through which examples of best
practice can be spread. Each hub will replicate the specialist skills found in our London HQ and be staVed
with specialists in key areas such as consumer marketing, market intelligence and business tourism.

35. Our aim is to have all of these measures in place—or to have set them in train—by April 2003.

Does Government Have a Role in Promoting and/or Supporting the Industry?

36. We find it diYcult to foresee a time when there will no longer be a need for some degree of government
support, which, we think, falls into two categories. Firstly, only Government can provide the overall
environment—in terms of physical infrastructure and legislative regime—needed to support a successful
tourism industry. Secondly, government intervention, via the UK national tourist board structure, is still
needed to correct the failure of the market to deliver comprehensive, impartial and authoritative information
and to provide a route to the overseas market for SMEs.
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Physical and Legislative Infrastructure

37. The tourism industry is highly dependent on the public services and infrastructure that Government
and its private sector partners provide. These range from the provision of suYcient airport capacity, and
attendant services such as the issue of visas and immigration facilities, the provision and maintenance of the
public transport facilities, and road networks on which visitors depend, to the running and upkeep of public
buildings and major museums and art galleries, many of which are among the icons that play a part in
attracting visitors here. Without these services and facilities, particularly the transport infrastructure, the
industry would grind to a halt.

38. However, it is not enough merely to provide these things in fragmented fashion. Many government
departments and agencies are still not suYciently aware of the needs of the tourism industry, and also of the
need to consider the impact of proposed legislation on the industry. The events of last year placed tourism
at the top of the agenda and powerfully highlighted the value of tourism to the economy and the inter-
dependence of other industry sectors on tourism, especially in rural areas. This momentum needs to be built
on. There is still a vital role for a government department, such as Culture, Media and Sport (DCMS), to act
as a champion for the industry and as a link between other government departments to ensure that
Government policy in relation to tourism is consistently applied and implemented.

Market Failure

39. The Development of Tourism Act recognised that BTA, in common with the other national tourist
boards, should have a strong role to play in advising and briefing ministers, especially at DCMS, and public
bodies on issues aVecting inbound tourism to Great Britain. As competition in the global marketplace
intensifies, so the need for Government to make full use of the tourist boards as independent sources of advice
and expertise intensifies.

40. More importantly, BTA and the other national tourist boards are still the primary vehicles through
which the UK Governments address the market failures of the tourism industry. Successive quinquennial
reviews—most recently BTA’s own—have confirmed that there is still market failure in the areas of
information provision and marketing of SMEs, to a degree that justifies and requires government
intervention.

41. The larger players in the industry, from hotel groups to carriers, are more than able to undertake their
own marketing activities without BTA’s help. However, this is not true of the SMEs (with a turnover of
£250,000 or less) which represent 77 per cent of the 127,800 VAT registered tourism related businesses in
Britain. They cannot aVord to market themselves independently nor do they have the expertise to do so. They
are dependent on BTA to provide them with a route to market.

42. There is also a need to market Britain and its constituent countries as a destination because no business,
large or small, will undertake this initial promotion. Although the unprecedented events of last year did lead
to the industry coming together—and subsuming individual interests for the good of the whole—in the OiB
campaign, we do not think it likely that this would have happened without government intervention,
especially through the provision of matching funding.

43. The other area of market failure is in information provision. Potential visitors want comprehensive,
impartial, authoritative information about the countries and regions of Britain and its tourism products and
services. Because of its fragmented nature and the fact that businesses in the industry are obviously interested
only in marketing their own products, not those of their competitors, there remains a need for BTA and the
national tourist boards to gather and provide this information.

What Government’s Role Should Be

44. As will be apparent from the above, we think that government is, by and large, playing the right role.
On the infrastructure side, the urgent needs are to speed up and simplify the planning process, and the
question of how to increase our airport capacity needs to be settled, both of which issues the Government is
addressing. However, our main concern is the fear that, despite last year’s events and the dedication of the
Secretary of State for Culture, Media and Sport, the Minister for Tourism, Film and Broadcasting, and their
oYcials, who have been extremely supportive and vocal on behalf of the industry, there is still not suYcient
recognition across Whitehall that so many government activities impact on tourism.

45. On the market failure side, our greatest concern for several years has been the lack of a single supplier
of destination marketing material for England. Whereas we work with VisitScotland and the Wales Tourist
Board on marketing material and campaigns to promote their countries, we have been unable to do the same
with the English Tourism Council since funding for its marketing role was suspended completely in 1999.
Since then, we have been working directly with the regional tourist boards in England but it is not within
their individual remits to market the country overall, only their own regions. However, as the Committee has
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recognised in the past, there is a place for marketing England as a whole and we welcome DCMS’s pledge to
restore ETC’s marketing role. It will certainly make our job easier. (The fact that ETC would not, unless the
Development of Tourism Act is amended, have overseas marketing powers need not be a problem as the Act
already empowers them to undertake overseas activity on BTA’s behalf.)

Do Current Arrangements For Supporting, Promoting And/Or Regulating The Industry Reflect

The Devolution Settlement Appropriately?

46. Given the complexity of the relationships, we think that arrangements are working fairly well post
devolution but, from where BTA sits as a cross border public authority, there are inevitable diYculties.

47. Whilst tourism is a devolved matter, as a Britain-wide body BTA remains in the DCMS portfolio. At
top level the relationships between DCMS and the Scottish Executive and Welsh Assembly, in relation to the
promotion of Britain overseas, are governed by Concordats; and DCMS meets and consults regularly with
the Devolved Administrations, especially in relation to our Funding Agreement and the appointment of our
Chairman and Board Members. At the next level down, BTA has entered into Overseas Marketing
Agreements with VisitScotland, the Wales Tourist Board and the London Tourist Board which set out the
principles that underpin the way in which we work together to promote the main brands in the Britain
portfolio; we are in the process of entering into a similar agreement with the Northern Ireland Tourist Board.

48. However, the Devolved Administrations are quite properly concerned to grow their individual shares
of inbound tourism to Great Britain and to satisfy themselves that BTA is doing its best for them, given that
we have three countries to promote overall. We have had to put a great deal of eVort, together with our
colleague national tourist boards, into explaining our working relationships and our collective belief that the
current structure does deliver best value, and also why there is a place for each country to be marketed as
part of the Great Britain mix as well as individually. We believe that, in overall terms, the Scottish Parliament
and the Welsh Assembly think that we are doing a reasonable job but this is by no means a given.

49. At present, each country has set its own targets relating to inbound tourism and, in some cases, they
conflict, placing BTA in a somewhat diYcult position. We would welcome more discussion at governmental
level when individual country strategies and targets are set, and would view this as a natural extension to the
discussions that take place surrounding our Funding Agreement targets.

50. Devolution has also widened the gap between the amount of grant-in-aid available to the English
Tourism Council, compared to VisitScotland and the Wales Tourist Board. Grant-in-aid figures for 2001–02
were: ETC £11.6 million; VS around £40 million and WTB £20 million.

51. There is an apparent inconsistency in the fact that funding for ETC is so low in comparison to its sister
countries, especially when some of the English regions, such as the West Country and the North East, are so
dependent on tourism for economic growth and as an urban regenerator.

Do Current Arrangements For Supporting, Promoting And/Or Regulating The Industry Promote

The Quality Of Provision Effectively?

52. As already discussed, tourism to Britain is not helped by the falling cost of international travel,
increasing global competition as new destinations open up, and the strength of sterling against the euro. To
remain competitive, it is essential that the industry develops the products that the customer wants and oVers
value for money with commensurate standards of quality and service. These are both areas in which the
national tourist boards have a pivotal role to play in terms of advising and encouraging the industry.

53. In particular, we are concerned about the relatively low take up of the national quality assurance
standards in England which stands at only 38 per cent of known accommodation stock, partly perhaps due
to a lack of promotional funding. The fact that each national tourist board operates a slightly diVerent scheme
is not only confusing to visitors, it also hinders attempts to encourage a level of take up to the point where
critical mass is reached and accommodation providers perceive themselves at a real marketing disadvantage
if they remain outside the scheme. For these reasons we wholeheartedly support the renewed discussions, that
the national boards are now engaging in, to explore once more the possibility of a single Great Britain
wide scheme.

Conclusion

54. In conclusion, providing that the industry is not hit by another disaster on the scale of FMD or
September 11, we are quietly optimistic about the future prospects for inbound tourism to Britain. Certainly,
the signs are that we are recovering at a faster pace than the rest of Europe—thanks in great part to the
additional funding from government and the response of the industry—and this is a good base from which
BTA can continue to grow inbound tourism through the implementation of our revised strategy.
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Annex
ONLY IN BRITAIN. ONLY IN 2002.

Background

1. BTA recognised immediately the devastating impact that the Foot and Mouth outbreak would have on
travel to Britain. In response, a comprehensive PR programme was launched to minimise negative coverage
and provide reassurance. One of the highlights, in April 2001, was the highly successful “World Travel
Leaders’ Summit” to show major players in the international tourism industry that Britain was still open
for business.

2. In May 2001, the Government responded to our concerns by allocating £14.2 million from the Treasury
Reserve for BTA to undertake a full Foot and Mouth Recovery Programme. This was topped up with £2.1
million re-deployed from BTA’s core grant-in-aid, bringing the total funding available to £16.3 million. This
was used to undertake more than 300 marketing initiatives in the ten most aVected markets: the USA,
Canada, Ireland, France, Germany, the Netherlands, Belgium, Sweden, Norway, Denmark and Switzerland.

3. By September 2001, International Passenger Survey (IPS) figures showed that visitor numbers from
North America and Western Europe had improved and were, respectively, down only six per cent and seven
per cent on 2000.

4. However, September 11 caused an estimated global fall in airline passenger numbers of 15 per cent. On
transatlantic flights the reduction was even greater, with BA reporting a 32 per cent fall in revenue.

5. BTA’s first action was to set up the Tourism Industry Emergency Response (TIER) Group, involving
the national tourist boards and key industry partners, to assess the impact of the attacks, agree on
communications and marketing responses and to advise the Government on tourism implications.

6. Whereas the aim of the Foot and Mouth Recovery Programme had been to rebuild Britain’s image as
a tourism destination, the fundamental problem facing tourism destinations worldwide after September 11
was convincing people to continue to travel.

7. To meet this challenge and provide Britain with a strong image in the global marketplace so that it could
be “heard” over other destinations, BTA developed a single global campaign using £5 million of re-allocated
funding. This campaign, “UKOK”, aimed to re-assure overseas visitors that Britain was a safe destination.
A key component of UKOK was persuading British residents to invite their friends and relatives to Britain
in 2002. Over 200,000 invitation packs were produced, specifically tailored for English, Scottish and Welsh
residents to send overseas.

8. Together with tourism industry leaders, and supported fully by the Secretary of State for Culture, Media
and Sport, the Minister for Tourism, Film and Broadcasting and their oYcials, BTA made representations
to the Treasury to provide funding to undertake a concerted campaign in Britain’s seven key markets —the
USA, Canada, Ireland, France, Belgium, the Netherlands and Germany—to prevent a dramatic reduction
in inbound tourism and build a sustainable recovery for the future.

9. On 18 February 2002, the Government announced a unique partnership with the tourism industry to
fund the “Only in Britain. Only in 2002” (OiB) campaign. It committed to match fund up to £20 million of
industry contributions for a TV led multi-media campaign.

Structure

10. Together with 31 partner organisations, BTA formed a Partners’ Council to oversee the development
and implementation of the OiB campaign.

11. A steering group, consisting of a range of industry representatives, was then established to assist in the
detailed development and implementation of the campaign. Members of the group worked closely with BTA
to ensure optimum output in the areas of creative development, web page development, media planning and
tactical promotions.

Campaign Objectives

12. The goals of Only in Britain. Only in 2002 are:

— To recover as much business from Britain’s main markets as soon as possible, with a target of one
million visitors and £500 million additional spend in 2002;

— To develop a sustainable recovery that benefits the whole of Britain;

— To drive business to the British tourism industry.

13. The campaign aims to share the benefits throughout the travel industry: from hoteliers to car hire
companies, to airlines, ferry companies, tourist attractions and publicans. The generation of an additional
£500 million will support around 15,000 full time jobs and provide £65 million in additional funds for the
Exchequer in VAT and APD alone.
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Creative Approach and Strategy

14. One of the first steps was to confirm the creative approach that the campaign should take. Research
revealed that a strong emotional appeal was necessary in North America, whereas a more rational approach
was needed to overcome price resistance in Europe. A TV image-led campaign overall was agreed, with a
heavy tactical focus on solid “value-for-money” oVers. It was felt that image should play an important role
in the North American campaign, with tactical activity featuring more strongly in Europe.

15. The core OiB campaign is a £24 million TV-led advertising campaign, backed by radio and print
advertisements, PR, direct marketing, internet and travel trade communications. The campaign includes a
powerful call for customers to visit a website landing page, where they can find exciting, great value oVers.

16. This is complemented by over £15 million worth of collateral marketing by industry partners, involving
special discounts and promotions for their services, as well as marketing under the campaign banner. A
further £1 million is being spent through the English Tourism Council on welcoming visitors once they arrive
in Britain and encouraging them to explore more of Britain and extend their stay.

17. The theme of the campaign is an invitation from British people to visit Britain in 2002. The campaign
focuses on Britain’s unique blend of heritage, countryside and culture and the widely appreciated quirkiness
and sense of humour of British people.

18. To achieve maximum impact and awareness, the main period for implementing the campaign took
place during May and June. This is being followed by a “tail” of activity from August to December to
sustain demand.

Target Audience

19. The campaign targets Britain’s seven key markets: Belgium, Canada, France, Germany, Ireland, the
Netherlands and the USA. These markets represent over 50 per cent of tourist arrivals and 45 per cent of
tourist expenditure.

20. Within these markets, two market segments were selected as those most likely to travel to Britain in
2002: Empty Nesters (EN) and Double Income No Kids (DINKS). These segments show the greatest
potential in terms of volume, spend per visit, aYnity, ability and willingness to travel. They also demonstrate
a relatively high propensity to travel around Britain and to visit during the autumn period. As a further
refinement, the campaign focuses on individuals in these segments who have already visited Britain.

Partnership

21. In order to meet the Government’s requirement for support from the private sector, BTA canvassed
companies of every size from all sectors of the British tourism industry with the aim of maximising inclusivity
and touching non-traditional tourism partners.

22. As a result of these eVorts, a total of 22 commercial companies, two industry associations and five
tourist boards (excluding the BTA) responded. Together with the Department for Culture, Media & Sport
there are 31 partners involved in the campaign:

Accor UK American Express
Avis Europe BAA
Best Western Hotels bmi british midland
British Airways British Hospitality Association
BTA Department for Culture, Media & Sport
De Vere Group DFDS Seaways
English Tourism Council Heart of England Tourist Board
Hilton Hotels Jarvis Hotels
London Tourist Board & Convention Bureau Millennium Copthorne Hotels
National Express Group Passenger Shipping Association
P&O Queens Moat House
Radisson Edwardian Red Carnation Hotels
SeaFrance Six Continents
Stena Line Thistle Hotels
VisitScotland Wales Tourist Board
Whitbread Hotels
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23. In addition, the campaign has been joined by thousands of small businesses who, while unable to
contribute cash amounts, have between them oVered 3,700 special value deals for overseas visitors, which are
included in the campaign website database.

24. By June partner contributions had reached a level comfortably above that required to receive the full
£20 million in match funding from the Government. Cash contributions have now passed the £5 million
requirement by £0.4 million, while collateral contributions have exceeded the £15 million requirement by
£5.3 million.

25. In order to ensure that Partners receive a return from the campaign commensurate with their cash
investment, BTA has been careful to allocate partner exposure in proportion to their financial contribution.
For example, the level of investment has determined the degree of exposure on, and linkage from, the
campaign website.

Creative Elements

26. Only in Britain. Only in 2002 employs a mix of TV, print, radio and web advertising, plus extensive
PR and carefully focused direct marketing to stimulate interest in Britain as a holiday destination.

Television

27. Two ads were produced, (45 and 15 seconds) showing traditional images of Britain in an unusual and
humorous manner that reflect the motivators for visiting. Viewers saw Wellington boots raining down on a
black cab, knights in armour playing tennis, and ordinary Britons inviting them to visit against backdrops
that included Trafalgar Square, Castle Howard, Skye, Welsh landscapes and Buckingham Palace.

28. In order to capitalise on the special relationship between the US and Britain, particularly since
September 11, the US ads also featured a personal welcome from Tony Blair.

29. Subtitles have been used for foreign language markets for the main body of the advertisements, with
the final call to action made in the local language.

30. As the most powerful and immediate method of gaining consumer attention, TV advertising was been
used in all seven markets and we ensured that advertisements were shown during British related events, such
as Jubilee programming in Canada and during Wimbledon coverage in the USA.

Public Relations

31. A PR programme was developed to create awareness of Only in Britain. Only in 2002 throughout trade
and opinion formers in the UK and all seven international markets. The objectives were to create positive
coverage for Britain in the international trade and consumer media in the run up to the launch of the TV
advertising and to generate awareness of Partner oVers and specific key messages in international media.

Direct Marketing

32. A direct marketing component of the campaign has been developed to bring tactical oVers into the
homes of key target customers using a database comprising the names of individuals who have contacted
BTA for information about Britain, plus the names of Amex clients who have used their card on a trip to
Britain during the last two years. A total of some one million names in the seven markets have been identified
for inclusion.

Print Advertising

33. The role of print advertising is to present tactical oVers to the campaign’s selected audiences, which in
turn will drive traYc to the website where further oVers and information can be obtained by customers.

Radio

34. France, Ireland and the Netherlands were selected for radio advertising on the basis of the known
eVectiveness of the medium in these markets. Simple, gently humorous local language advertisements, using
an actor with an English accent were used to attract attention and direct listeners to visit the campaign
website.
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Website

35. As the fulfilment mechanism for the Only in Britain. Only in 2002 campaign, the specific aims of the
website are:

— To acquire 100,000 website registrations by November 1, 2002;

— To drive 50 per cent of all visits from the OnlyinBritain website to the 29 partner sites;

— To deliver 10 per cent repeat visits from existing website registrations.

36. The website consists of diVerent landing pages and domain addresses for each of the seven markets
(with two sites for Belgium: Flemish and French). Sites are in English, Flemish, French, German and Dutch.
It provides links to major funding partners’ own websites and includes a database of special oVers from other
partners and small and medium enterprises (SMEs). Competitions, e-postcards and video streaming of TV
advertisements complement the information content.

37. A customer relationship management programme supports the oZine campaign through welcome e-
mails, weekly special oVers, e-mails and bi-monthly competition alert e-mails.

Special Offers

38. In order to fulfil the key aim of the campaign of driving business to the tourism industry throughout
Britain, special oVers were solicited from SMEs to support the website. In excess of 3,000 special oVers were
obtained within the first three months of the campaign and the total has since reached 3,700. Approximately
25 per cent of these oVers were discounts of at least 50 per cent.

39. This database has proved very popular with over 377,000 click-throughs and, as most of the oVers are
from SMEs, it is playing a significant role in promoting regional spread.

Trade Communication

40. Trade communications were needed in both the UK and in all seven markets. The UK trade received
information from BTA through trade press releases, letters and information placed on the BTA’s Tourism
Industry Professionals Site (TIPS).

41. Within the seven key markets, BTA’s overseas oYces contacted the local travel trade through e-mails
and faxes and provided detailed briefings. A modest amount of trade advertising was also placed in the US.
All the trade magazines in each market have been fully informed and have featured in the campaign. BTA
also promoted the campaign in its Inbound newsletter. All participating partners have been involved in
communicating with the trade.

42. Given the key role of the travel trade in creating business, travel agents have been kept fully informed
at all stages of the campaign. This is an important aspect of the tactical advertising, as the call to action for
readers has not only been to log on to the campaign website, but also to contact their local travel agent.

Current Situation

43. The OiB campaign has now been operating for six months. In that period over 80 per cent of the £18.8m
media budget has been spent on TV, radio and print advertising, PR and direct marketing activities.

44. A tracking study of the impact of the campaign on people who had recently visited, or intended to visit
Britain in the near future, in the USA, Germany and France, showed that people enjoyed watching the ad
and that it caught their attention. It was seen as diVerent from other holiday advertising and the main message
that viewers gained was that there is a lot to see outside London, which should help to stimulate regional
spread.

45. Those interviewed as part of the study (among people who had recently visited Britain or intended to
visit) also found the ad highly motivational, with 41 per cent of respondents who had seen the ad seeking other
information on Britain. Of these, 24 per cent visited the OiB websites, 17 per cent contacted a travel agent
and 59 per cent sought information elsewhere.

46. The positive response to the ad in overseas markets has been reflected in the high number of unique
visitors to the OiB websites. As of 1 October 2002, the campaign had driven 840,000 unique visitors to the
OiB websites. Total partner click-throughs stood at 878,000, of which 669,000 were to commercial partners’
sites and 209,000 were to tourist board sites.

47. The majority of visitors to the websites were from the USA (378,000), with Germany and the
Netherlands providing the largest numbers of unique visitors from the European markets (114,000 and
107,000 respectively).

10 October 2002
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Examination of Witnesses

Mr David Quarmby, Chairman, Mr Tom Wright, Chief Executive and Mr Bernard Donoghue, Head of
Government and Corporate AVairs, British Tourist Authority (BTA), examined.

Chairman: Gentlemen, I should like to welcome we launched last week and which we shall be pleased
to tell you more about if you wish, proceedsyou. We are going to be very brisk in order to get the

best we possibly can out of you and I am going to ask unchanged. It has some key features in it which
benefit Wales and Scotland. Secondly, governmentMr Fabricant to open the questioning.
funding for overseas marketing in the new
organisation will be ring-fenced and contained in our
funding agreement.Michael Fabricant

40. Is that ring-fenced for the whole of the Britain?38. You probably heard the evidence which was
You are not ring-fencing just for England.being given just now by the English Tourism

(Mr Quarmby) The new organisation will operateCouncil. They talked about the disparate sources of
under a regime where there will be two distinctfunding they have had to deal with in the past. They
funding streams which will be embodied in ourgave us a ray of hope when they said they thought the
funding agreement. One funding stream will be fornew arrangements would mean that monies which
overseas marketing. The second funding stream willcome from regional development agencies, local
be for the domestic marketing of England and thecouncils could all be pulled together by this new
accounting arrangements within the organisationorganisation. How?
will enable the use of those funds to be completely(Mr Quarmby) May I just introduce my
transparent. The third point to add is that therecolleagues? Bernard Donoghue is on my right, who
will be strengthened accountability of the newmanages our relationships with Westminster and
organisation to the Scottish Parliament and thewith the devolved administrations in Edinburgh and
Welsh Assembly to enable this accountability to beCardiV. On my left is Tom Wright, who is our new
made very clear.Chief Executive who joined the BTA in June and

took over on 1 August. I, as you know, am David 41. Are you happy with this arrangement?
Quarmby, the Chairman of the British Tourist (Mr Quarmby) We were not the architects of the
Authority. Let me answer Mr Fabricant’s question. new arrangement.
One of the objectives of the new organisation, so far

42. I take it that is a no.as its England marketing role is concerned, will be to
(Mr Quarmby) No, I am not saying that. I amco-ordinate a marketing strategy for England,

saying I believe it is entirely workable and we are veryworking with the regional tourist boards and the
confident about the way in which the new role can beregional development agencies, with the industry and
brought about. It will complement our new overseaswith the main national organisations such as
marketing strategy and I am encouraged by the warmNational Trust, English Heritage, etcetera and with
response we have already had from the industry andlocal government. Of course we still have to work on
indeed the recognition—I perhaps would not use thethe mechanisms of achieving that co-ordination but
word support—but certainly the recognition andI do not believe it is a particularly daunting task. It is
acceptance by the leaders of the devolvedvery much what the regions and the industry are
administrations in Scotland and Wales expressed inlooking for and it is a clear task of this new
press statements they made last week.organisation to bring that co-ordination about.

43. How does the amount of money you have39. Is there not going to be a distortion to the
available for the promotion of Britain overseassystem, an imbalance, by your relationship with
compare with other similar countries in Europe andScotland and Wales?
elsewhere in promoting their countries overseas?(Mr Quarmby) May I just make some general

(Mr Quarmby) In a normal year—and 2001–02remarks about that because we need to look at the
was not a normal year for reasons we know well—weoverall context? The creation of a proper marketing
have £35-£36 million. To that we would normallyfunction for England has indeed been strongly
add perhaps up to £15 million of partner fundingadvocated by your Committee in your 1999 report on
from companies, regions, local government, areaDCMS and its quangos and again last year in your
tourist boards in Scotland, who come alongside us2001 report. Achieving this by bringing BTA and
for our marketing activities overseas, giving us totalETC together was perhaps unexpected, but we
disposable funds with our partners of about £50believe there are significant benefits: first of pooling
million in a normal year. I do not have immediatelythe expertises and particularly bringing to bear the
to hand, but we can let the Committee know inprofessional marketing experience of BTA; second,
writing afterwards, the exact amounts mademaking relevant overseas marketing material
available to other national tourist oYces, but we doavailable for domestic purposes to England, as
not have many grounds for complaint. There is noindeed we have done for many years to Scotland and
similar national tourist oYce which spends moreWales for their own purposes; also providing a
than we do and certainly France and Spain havesimpler structure for the industry to relate to and the
similar amounts, I believe.regions and local government. We in BTA have been

particularly concerned to retain the trust and the (Mr Donoghue) In your inquiry last year the
Committee noted the fact that the grant to BTA hasconfidence of our strategic partners in Wales and

Scotland under this new plan. I want to make three been standing still for about five years and you noted
that with regret. You also noted something you hadpoints. The new overseas marketing strategy, which
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identified a couple of years previously, that some of extremely well renowned Chewton Glen Hotel. From
the domestic marketing budgets for some of the my previous background I would accept that PR and
North American states were in some instances two to marketing are a very important third party
three times larger than the amount for the whole of endorsement. On the basis that these hoteliers are not
the promotional budget of the United Kingdom. normally renowned for being shy and retiring, why
You also noted that with regret. We share that regret was it that nobody knew who you were, Mr
and one of the things we are keen to do is to make Quarmby? When 50 of the top hoteliers in the land
sure that even though we cannot outspend our were present at a meeting in London a question was
competition overseas, we can out-think them. It put: what is the name of the current chairman of the
means that we have to work harder for the same kind BTA? Mr Skan writes that no-one knew.
of results. For example, the New Zealand Tourist (Mr Quarmby) I have no idea. You had better ask
Board, which is a very successful tourist board on the them. The organisation does not exist to put me up
global stage, achieves 85 per cent of all of its inbound front. The organisation exists to promote Britain and
tourists from just four markets. We achieve 85 per for me that is the test of our eVectiveness.
cent from 27 countries, therefore we have to work

47. Mr Skan’s letter also goes on to say that there isharder to get those people into Britain to achieve the
a large element of bureaucracy and mediocrity withinsame income generation. One of the interesting
the BTA. To what extent do you agree with him?things here, looking at the overall balance of

(Mr Quarmby) It is diYcult for anybody who ispayment deficit, is to try to close that gap as quickly
responsible for an organisation to have theas possible. Some of that can be done by encouraging
perspective of somebody looking in. What I canBritish people to holiday at home, but some of that
reference is the quinquennial review which thewill inevitably mean spending more on getting people
Government carried out of the BTA, which reportedover here.
in the summer of last year, which was on the whole44. That seems to be in direct conflict with what the pretty complimentary about our eYciency, aboutchairman has just said. You said you had to work
our eVectiveness and that was not just based on theirharder to achieve that same input. You have
judgement but based on an extensive trawl whichcompared it with states in the United States, yet the
they made of a wider range of our stakeholders. Wechairman says he is very satisfied with the amount of
also monitor the opinions and attitudes of ourmoney he has.
stakeholders to the BTA on a fairly regular basis and(Mr Quarmby) For me the test is how the
where there are deficiencies, we address them. MyGovernment responded during the crisis year
reading is that on the whole our stakeholders,2001–02. The Committee will be aware that the first
whether they are our partner tourist boards, whethertranche of money happened within days when my
they are the industry here in the UK, whether theycolleagues appeared before you in April last year.
are the industry overseas, are reasonably satisfiedGovernment made available an additional £14
with the service the BTA provides. We can always domillion to fight the foot and mouth crisis and then
better and if anybody has any specific complaintsmade available on a matching fund basis a further
about us, of course we must attend to that.£20 million in February of this year and the industry

was able to match that and they exceeded it. So for 48. I hear what you are saying, yet one of the other
the last several months we have been running with missives we have had is from Kit Chapman at the
the industry a £45 million campaign overseas to get Castle Hotel in Taunton. As we all know, he is not a
people back to Britain. I believe that has shy or retiring individual, though I must declare an
demonstrated the Government commitment to interest in that he is a good friend and the Castle is an
promoting inbound tourism to this country and I am excellent hotel with a first-class restaurant. I am sorry
very satisfied with that. to say that most of these letters do address the new

BTA chairman with the new proposed arrangements.
Mr Chapman writes that the new chairman needs toChairman be perceived as an international super host, a roving

45. I am the last person in this room, possibly the ambassador with a passion for Britain and an ability
last person in the world, to criticise the Government, to communicate a vision and a mood which is
but a response to a crisis is very diVerent indeed from uniquely British. It seems to me that he is really
a long-term strategy. When this Select Committee referencing back to what is going on at the moment,
last visited the United States on a major tourism so it is hardly a ringing endorsement for what is going
inquiry, we discovered that the British Tourist on with the British Tourist Authority as it stands at
Authority had less money to spend in promoting the moment.
tourism in the whole of the Americas than was spent (Mr Donoghue) I do believe that is an unfair
by the State of Virginia. assessment. We believe that our outcomes and

(Mr Quarmby) That indeed was illustrated by my outputs are much more important than some PR
colleague; that is perfectly true. stories. For example, we would far prefer the British

industry to know that for every one pound spent of
taxpayers’ money in BTA we return £28 back to the

Mr Flook industry, of which £5 goes back to the Exchequer.
That is a return on investment for the taxpayer which46. I hope you will agree that the top hotels in this
we think is far more important that a couple ofcountry are very important in drawing in tourists
comments from hotels, albeit excellent ones andfrom abroad. You may or may not know, but we
albeit those hotels with which we would want to workhave had a flurry of letters to the Committee from

some of Britain’s hoteliers, begun by Mr Skan of the in the future, but actually it is the outputs for the
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British economy which we think we should be (Mr Quarmby) It is a key task of the board of the
measured by and which we can stand up and be new organisation to ensure that it does the job for
proud of. England. Tom Wright will be designing the

organisation to ensure that both sets of objectives(Mr Wright) May I add, as the new chief executive,
that I disagree with some of the statements which you will be delivered.
are reflecting there. First of all, I have visited many (Mr Wright) Absolutely. The industry partners
of our oYces overseas and talked to much of the who very much worked on the Blue Skies Group to
trade and the British Tourist Authority is highly develop a marketing remit for England welcomed the
respected, both overseas and in the British trade. announcement which has been made. They are very
You only have to look at the partnerships we have supportive of what is happening. The second thing to
been managing in our Million Visitors Campaign this say is that what the BTA does overseas is very much
year which has 31 partners who together have ring-fenced. Our new strategy is very much focused
contributed £5 million cash and £20 million of on the professionalism of our marketing around the
collateral to the joint campaign. The private sector world. We have a very successful track record in
would not invest that scale of money in a body they delivering the diversity of Britain around the world.
did not trust and have respect for. We shall have a separate marketing unit to continue

to focus on Britain, engaging with the nations and
49. If we invest one pound and we get £28 back and regions of Britain and we shall have an independentwe have a massive deficit with the rest of the world in marketing unit doing the same for England, whichterms of that, it must perhaps stand to reason that in can benefit from the economies of scale and the pre-France and Spain they get even more back for each

existing specialism and understanding we have ofof the euros they spend.
Britain in England overseas. We produce an(Mr Quarmby) It does not necessarily follow that
enormous amount of material which is also equallyit is to do with the eVectiveness of the marketing
relevant to marketing England domestically.activity.
Scotland and Wales already use part of this material
in their own domestic marketing and we can get the50. And eVectiveness from the hoteliers—and you
economies and benefits as a result of that.agreed with me that our hotels are important. They

are finding that they are not being represented and
52. The budget will have to be there as well. Youthey want a dynamism which is not there at the

cannot do this on the existing budget. If you look atmoment.
the budget in Scotland and how VisitScotland’s(Mr Quarmby) I should like to feel that that is not
website, again criticised but very successful, as hasa representative sample. From the evidence I get on
already been demonstrated. Incidentally, in Scotlandthe industry we deal with, of course there are going
we are about to launch a cultural portal which willto be people who express some concern about what
link to the VisitScotland site which will be absolutelythe BTA does or does not do for them. I do not
fantastic for people coming into Scotland andbelieve that is a representative of the industry and I
showing them just what is available. How can you dohope when you have representatives of the industry
that with the kind of budget which is there at thein front of you during the course of your inquiry, you
moment?will ask them the same questions. The point about

(Mr Quarmby) First of all I should like to agreethe BTA is that our activity is most visible overseas.
with you that Scotland has been very successful andIt is not really very visible to the UK at large or even
very eVective in the development of their website andto many of the industry. The test of our eVectiveness
their strategy surrounding that. As you have heard,should be on what we deliver for this country and

how we are seen by the partners with whom we work there is a similar strategy for England based on
most closely. EnglandNet. It is a few years behind. It will be there.

On the funding, we do not yet know what our
baseline funding is going to be for 2003–04, but we
hope that the Secretary of State will be advising us
and parliament shortly and perhaps that is
something you might be wishing to press theRosemary McKenna
Secretary of State on when you meet her. Until we
know that and the two distinct funding streams for51. When I read the statement, I was concerned
overseas, for Britain and domestic for England, Ithat Scotland and Wales would be disadvantaged by
cannot really answer your question. All we do havethe English Tourism Council being brought in under
to go on is that in the Secretary of State’s statementyour umbrella. Having listened to the previous
last week she did say that she was announcingevidence and what you are saying, I actually think the
additional funding for tourism services in England ofopposite is the case. It is the English tourism industry
£10 million over three years, which will be madewhich will be disadvantaged rather than the other
available on certain conditions to be satisfied. We doway round. My original concern was that Scotland
not have the overall picture yet.and Wales would be disadvantaged, but when I hear

(Mr Donoghue) The last time we appeared beforeabout the situation and I know how successful
this Committee, we called for additional resourcesVisitScotland has been, despite a lot of criticism, not
and within four days we got £14 million. That wasonly within the industry but within the media in
one of the reasons why we were most keen to take upScotland, how are you going to ensure that you look
your invitation today, to try to get that same sort ofafter the overarching remit you have and look after

the English tourist industry. clarity and speedy eYciency.
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53. The English Tourism Council mentioned staV rather than three. First of all, when the visitors visit

this country, only a proportion of them only visit aand young people leaving the industry, bright,
intelligent, enthusiastic young people who are part. We know, for example, that half the visitors to

Scotland actually visit England along the way. Of theleaving the industry. Do you have any idea how
many? Why are they leaving and how can you half who only go to Scotland, half of them come into

English airports anyway. The market expects to beretain them?
able to relate to one organisation. What we are doing(Mr Quarmby) I am afraid that sort of information
in a new part of our strategy is giving a much moreis not something we specialise in. We have our own
distinctive branding to the nations and the regions ofinformation on that, which we get through the
this country because they represent diVerent things,English Tourism Council, the other national tourist
diVerent values, diVerent experiences and it is to theboards and through the industry. We are a marketing
advantage of all of them that we make more of howorganisation. Clearly we are concerned about the
Scotland is diVerent from Wales, is diVerent fromhealth of the product, but we look to others both to
England, is diVerent from London. I have no doubtadvise and take the initiatives on change and so on.
that there is a huge benefit in having one54. It is a substantial issue. organisation. The question is then: can that(Mr Quarmby) It is an important issue. organisation still continue to be as eVective—and
thank you for your compliments—when it is given an
additional task of domestic marketing in England?

John Thurso My belief is that it can. Tom has already explained
how there will be two quite distinct marketing55. I want to ask you specifically questions
functions, there will be a certain number of commonregarding devolution, but in view of some of what
services which will support both activities. I foreseehas been said, I should like to make two brief points.
no fundamental problems in developing two quiteOne is regarding all my very good friends who have
diVerent strategies for the two diVerent tasks whichwritten to this Committee about the future
the organisation is there to pursue.chairmanship of the BTA, I suspect very prompted.

What I should like to say is that I do not think on this 56. May I pursue you on that? Your submission,
occasion that their views are representative of the rather like the ETC’s, has made it very plain that
industry. I think the vast bulk of the industry that I what they recommended was something completely
know feel that the BTA have done a very good job diVerent. I understand you made exactly the same
in diYcult circumstances and the diYcult recommendation.
circumstances particularly are lack of money and the (Mr Quarmby) We did; we have.diYcult structures. Much as I love Kit and Martin
and Albert and Michel and all the rest of them. on 57. This was not something you would have

wished, had you been in charge of it. Moving on fromthis occasion I think they are wrong. Having said
that, you will not now mind if I congratulate you that, you have two strategies, you have two ring-

fenced income streams, you have two completelywarmly on the script you read out, but say I think it
is one of the biggest bits of bovine scatology I have separate sets of marketing people and just a tiny little

bit of common support. It does not take a great dealever listened to. May I bring you back to overseas
representation and the devolution settlement? Under of wit to say that you actually have two organisations

but you have stuck them under one umbrella and youthe devolution settlement tourism is a wholly
devolved matter, therefore it rests entirely with have a few back of house which are common. Why

on earth is it that the politicians in charge of tourismScotland and Wales and therefore by inference it is
devolved in England. The marketing of the United simply cannot understand that what we need is two

organisations and two organisations in name? WeKingdom overseas, which is what the BTA does,
could easily be done either by one body for the whole have that in everything but name. Why do we not just

have England and Britain and be done with it?country or it could be done by each of the nations
who might then come together. There are many (Mr Wright) It is worth touching a little bit on our
people in the industry who feel that the tourism overseas strategy and how well BTA already serves
devolution was simply wrong and it is better to have devolution. We have a tremendous professionalism
a UK body, end of story. That is not the reality we in the way we market Britain around the world. We
deal with. We deal with the reality of devolution, have a presence in 27 countries and we are expanding
which, for the avoidance of doubt, is something I that in new countries like China, Malaysia, Poland
support. The point really which I should like you to and Korea. We oVer that infrastructure to Scotland,
address is this. Is it not always going to be impossible Wales, England, London, the regions of England, to
to have one body which is charged with bringing buy into and to focus our energies on those markets
together three separate nations with three separate which are most appropriate for their particular
viewpoints whilst at the same time asking that same nations. Our strategy is to increase that
body to be one of the constituent players in that and professionalism and in particular get closer to the
responsible for a very partisan marketing campaign customers around the world and develop
with the other two being their direct and biggest relationships and help understand the lifestyles
competitors. and the occasion that people travel around the

world. Those skills, that understanding, that(Mr Quarmby) Let me take those points in turn.
First of all, whether a body is constituted exactly the professionalism is equally applicable to England and

there is a lot more in common than I think yousame way that the BTA is or whether it is constituted
in some other way, I have no doubt whatsoever that suggest. Already the BTA and ETC share a lot of

services, for example we have common data entry forBritain and Britain’s tourism industry benefits by
having one representative organisation overseas some of our websites and internet, we have
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continental services, we are in the same building. This represents us culturally overseas. It has 106 oYces.

So why do we have a BTA with 26, or whatever youis more logical than perhaps it would look from afar
and it allows us to fast track all BTA’s marketing have, not working in tandem; not just not working,

but actually being part of the British Council? Itprofessionalism and marketing skills to get England
up and running very quickly and not in any way seems to me you have an absolute mess and muddle

about what this country is overseas. It is good wedamage the diversity of Britain around the world, but
to balance Scotland and Wales in the way we market have this inquiry, because frankly the decision last

week will have to be revisited. Let me just ask oneoverseas and bring our marketing skills and
professionalism to get a really good job done. question. Given that most MPs in England cannot

stand their regional development agencies and whenJohn Thurso: May I just challenge you on that? I
they have a crisis, as I did recently with my steelam not for a moment saying you do not do a great job
workers, the first person you pick up the phone to isfor the devolved areas, although you sometimes miss
not the chief executive of your RDA, it is the Ministerout the top half of Scotland, but we have
responsible for manufacturing, it is a bad decision tocorresponded about that. The point is that what we
push the RDA into travel and tourism. What is yourall recognise is a great lack has been the fact that
comment on that?England has had no marketing. It is not that it has

some, it has had none. There has been some regional (Mr Quarmby) My first comment is that if the
RDAs choose to establish oYces overseas tomarketing and it has been marketed overseas by

BTA, but domestically, as a whole country, England promote investment and economic development that
is entirely up to them and within their ability to do so.has had zero. So everybody, for a year and a half, has

been saying “Let’s create it“, Ministers, everybody. I do not support the RDAs having an independent
tourism promotion activity overseas and I very muchNow we are creating something, but we are not

creating something for England, we are creating a hope that that will not develop, indeed Alan Britten
and I are meeting shortly with the lead chairman ofnew body which is half and half. We are then saying,

“Oh, but we want something special for England, so the RDAs who looks after tourism and we shall be
seeking to persuade him that that is neither in thewe have a separate strategy on each side, we have

a separate budget on each side”. It is two interests of their regions nor in the interests of the
country as a whole.organisations, but it has been pushed together. If you

look at the core competences of any business and you
59. It is in the interests of their region. If it is theare a modern manager, you say, “What do I do?

fifth largest business and within their remit, they haveWhat is my core competence?“ and you may well
to take it.share your back of house admin, you may well share

(Mr Quarmby) With respect, it is not in theyour building, but the one thing you do which makes
interests of their region to seek to promote theiryou a unique business is your core competence. The
tourism independently of the BTA. That is a strongcore competence of one of these two bits of the new
statement and it is one which I believe. As a parallelbody is to prosecute the domestic marketing of
to that, going back to Wales and Scotland, we haveEngland and the other bit is to market the United
oVered and when I am in Edinburgh tomorrow IKingdom overseas. You have admitted through
shall be re-oVering to the administration there, deskseverything in your evidence, the statement and what
in BTA oYces around the world where we should beyou will design which you have not got round to yet,
pleased to welcome representatives of VisitScotlandthat there will be two separate strategies, two
or the Wales Tourist Board to sit, as they have inorganisations and some back of house commonality.
the past, and work with BTA, using BTA’sIt is the only way you can make it work but why can
infrastructure to promote their nation, or in the casewe not have two organisations in one building, two
of the regions their regions.organisations with the same back of house and just

(Mr Wright) We do work very closely with thebe done with it?
British Council, indeed there is a public diplomacyChairman: I am going to take that as a statement
board which I am part of which is chaired by therather than a question so that I can move on; an
FCO and we meet and we look at how we workextremely pungent statement actually.
collectively and how we promote Britain’s best
interests around the world and we do indeed use
some British Council oYces to help promote Britain.

Derek Wyatt They clearly are looking at playing a diVerent part.
We are looking at bringing tourists in, they are58. May I concur with my colleague? I also feel that
looking at education and culture and other aspects.this is a complete Horlicks of an approach to tourism
However, collectively we are working together andin the United Kingdom. I am going to try not to
using our resources to better the promotion ofmake a statement. If you live outside this country,
Britain in a number of diVerent ways.you either call this country the United Kingdom,

Great Britain, Great Britain and Northern Ireland, 60. Just look at the Foreign OYce which probably
England, Wales or Scotland, or something called the has as many oYces as the British Council. Where is
regions. When I was in California last week, five tourism in the Foreign OYce, in the embassies and
RDAs have five separate oYces and they are going to consulates? How many people look after tourism in
represent an element of tourism. Forgive me, but this those oYces, since they have a business role?
is rubbish. I know they are going to represent it here, (Mr Quarmby) There are none. They work with
but they will want to represent it over there. It is nuts. the BTA.
Nobody understands this overseas. It is crackers. It

61. What is the point?is the wrong way to do it. We have another thing
called the British Council. The British Council (Mr Quarmby) What is the point of what?
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62. Surely the BTA should be inside the FCO. (Mr Donoghue) Yes, we undertook a study about

two years ago called First Impressions and we sent a(Mr Quarmby) No. Often the best place for us is on
copy to all the members of the Committee. One of thethe high street where people who are interested in
things we did was to try to identify how the greetingtourism come in. The location does not matter. The
and the services at British points of entry couldimportant thing is that we work closely with the
be benchmarked against other internationalembassies and the consulates in cities where we have
competitors. We drew up a number ofan oYce and we greatly appreciate the support that
recommendations which we passed not only tothe much larger organisation gives to us. In many
DCMS but to all relevant government departments.places we are a four or five person oYce. We get great
One of the things which has arisen over the course ofbenefit by working and having the support of the
the last two years is the ministerial summit onforeign postings.
tourism, which brings together a number of ministers(Mr Wright) We are running call centres,
from across Whitehall and now also the devolvedinformation provision, in 27 countries. It is not
administrations to look at their joint responsibilitiesnecessarily the right location to have those in the
for tourism, picking up on something Mr Wyatt said.centre of a city.
One of the things we think the Department of(Mr Quarmby) Indeed only last week the Foreign
Transport and BAA and others, ports as well, can doOYce launched their new i-uk.com website, which is
is to improve their welcome to overseas visitors, toinformation all about the UK and BTA has provided improve some of the facilities, particularly signage,a substantial chunk of material into that website and which in some cases is poor and in other casesthe website itself links through to the BTA websites. excellent. If you would like another copy of FirstThat is based on a project done in Japan to provide Impressions I am happy to send it after this session.exactly that integrated website for the market in

Japan.

64. Sticking with airports, you may be aware that
quite a few potential travellers when arriving for
internal British flights and when asked for photo IDMr Bryant of course do not necessarily have photo ID and
perhaps if you are an unusual traveller, which might63. Two small issues. One is about airports and the
perhaps be because you are going to a funeral orkind of greeting you get when you arrive in an airport
something like that, not only will the carrier refuse tomust surely be very important. I remember the first
carry you, but also will insist that they will not repaytime I went to New York arriving and as you got oV

you. Do you think that is fair?the aeroplane there was a big sign saying “Welcome
home for US citizens“ and there was an escalator up (Mr Quarmby) I am afraid I personally am not
to immigration. Then it said “Aliens this way” and aware of that practice at the moment.
there was a very steep staircase. Sometimes it feels a (Mr Donoghue) Yes, that is exclusively for
bit like that in British airports. It is as though domestic flights. One of the things we do have is a
foreigners are not really welcome. Some of them are concordat or a memorandum of understanding with
pretty manky and distressing buildings and pretty the Immigration Service and that is where we have
distressed for that matter as well. What work do you our interface in terms of overseas visitors coming in,
do with BAA to make sure that our airports are who will of course have suYcient ID. As far as I am
welcoming? One thing I know you did was that when aware the issue of not having ID has not been raised
we arrived at Manchester for the Commonwealth if you travel domestically.
Games the first photo, the big sign I saw as I came oV

Mr Bryant: Several of us will have stories ofthe aeroplane was a great big picture of Ascot which
somebody realising that they had to take ID, takingwas yours, it was BTA’s. I thought it was a bizarre
along their birth certificate, being the only thing theyway of advertising Britain. You cannot buy a ticket have because they do not drive, in the normal courseto Ascot if you have only just arrived, it is a very of life they do not have a cheque guarantee card orcurious aspect of Britain to be publicising. anything like that, going to a funeral and not being

(Mr Quarmby) The Only in Britain campaign able to attend the funeral because the carrier refused
which has run this year has included—and the to carry them and then subsequently British Airways
English Tourism Council administered this on our refusing to refund the cost of the flight even. That
behalf, for which we are very grateful—a seems to me patently unfair.
considerable amount of activity within the UK,

Rosemary McKenna: It is the low cost carriers. Ifincluding welcome posters at airports, welcome
you book through the internet it actually says on thepacks, welcome packs through tourist information
booking form, but not everyone reads all the smallcentres, etcetera. For the first time, we have seriously
print on the booking form, that you have to take IDaddressed the question of welcoming foreign visitors.
with you, usually a passport.Whether it is a picture of Ascot in Manchester, okay,

that might not have been the appropriate image Chairman: May I add to that? In fact Ryanair lies
there, the important thing is that it is a welcoming about what their responsibilities are. I had a
image of Britain and a welcome message. In fact constituent who had booked a ticket with Ryanair to
there was plenty of other welcome to say “This is the Dublin and it said on the ticket that it was
home of the Commonwealth Games“, as you will refundable. She had to go back to Manchester for a
have been aware. We have been very assiduously medical emergency and they would not refund it. The
auditing the quality of welcome that visitors to the only way I got it back for her was by writing to the

Prime Minister of Ireland who forced them to do it.UK get. In fact we did a study two or three years ago.
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Mr Bryant those who know us in the Scottish industry, those on
Scottish Enterprise and the Lifelong Learning65. You say in your evidence that the exchange rate
Committee, in front of whom we appeared only twois the single largest external influence on inbound
or three weeks ago in Inverness, have seen the whitestourism. Does that mean that you think the British
of our eyes, understood something of our work, seentourism industry would benefit if we were to join
our outputs, do not share that view. We have a basisthe euro?
on which to provide the reassurance about how we(Mr Quarmby) Whether or not the exchange rate
manage this.at which we would join the euro, if we did, were to

(Mr Wright) May I just explain to you how wechange—and I am afraid I do not have evidence to
work and will continue to work with VisitScotland?support this—my own belief is that the fact we are a
VisitScotland have a number of priority marketsdiVerent currency from the rest of Europe does have
around the world, but by no means all of the 27a small though probably significant eVect on
markets which we currently represent Britain in.inbound tourism from Europe and also for long-haul
Therefore the strategy is very clear. They can choosetravellers who do Europe as well as do the United
their primary markets. They have four or five coreKingdom. If I were pressed on an estimate, I would
markets which they are critical for inbound tourismsay it was probably worth a percentage point or two
to Scotland and they can piggyback all ouron our inbound tourism earnings. Certainly I have
infrastructure and resource and focus all theirbeen aware when I have travelled in Europe and met
marketing investment on adding value verysome Americans they say that it is just so easy
specifically to Scotland. Then there are other marketsbecause the euro is about the same as the dollar but
where they want us to take the lead because they arethey have to change when they go to the UK. I am
secondary markets and the same is true for the Walesjust speaking purely from the visitors’ point of view.
Tourist Board. The Wales Tourist Board alreadyMr Bryant: Your one or two percentage points are
have an overseas representative who sits in our Newexactly the same as the English Tourism Council is

hoping it could achieve in transforming the number York oYce, focuses very specifically on promoting
of people staying in the UK. Wales as being two hours from London and

piggybacks all the work we do collectively for Britain
in those markets. It is horses for courses and every
overseas market is diVerent in the way it sees Wales,Mr Doran
England, Scotland, Britain. We have that66. On the issue of the proposed new body—to understanding, we have a specialism; we have the callfollow up a point John Thurso made, but mainly centres, the websites. That then allows the devolvedbecause he thrust a piece of paper in front of me so nations to really focus their marketing investment onshowing some solidarity with my Scottish making a diVerence for the markets which are mostcolleagues—it strikes me, looking from the outside
critical. They are very comfortable with that strategy,that there is a real danger of conflict of interest and
as are we, moving forward.even though it is not actual, it is certainly likely to be

(Mr Quarmby) We provide trade relations on theperceived. If you have any experience, for example,
spot, we provide the call centres, we provide theof the press that VisitScotland has had over the last
facilities to bring journalists over; something like 130year, you will maybe see what is coming to the British
journalists have come to this country to write aboutTourist Authority. In the VisitScotland website they
Scotland from overseas. We provide the facility tosay that for some of Scotland’s more established
handle all enquiries, we distribute the print, even inmarkets they would like, if they had suYcient
Scotland’s established markets. We provide theresources, to drive their own marketing from the
platform on which every pound which VisitScotlandfront using their own overseas representations,
spends goes straight into the market.supported where necessary by the BTA. So they put

you in a very minor role as far as their own ambitions 67. Let me move on to a general question. Youare concerned, certainly in the established market. heard the point I raised earlier with the EnglishHow do you see that operating in practice and what Tourism Council. As an amateur and an outsideeVect will this have on your standing, at least in observer what I picked up when I read through theScotland?
papers, or it seemed to me anyway, was a lack of(Mr Quarmby) I can understand entirely the
long-term strategy. Just developing some of theconcern that either the Scottish media or Scottish
points which have come from colleagues, theMembers of Parliament, Members of the Scottish
reference Mr Wyatt made for example to BritishParliament or others in the industry might have
Council, it does seem to me that you tend to operateabout us and about the ability to manage what you
in a bit of a vacuum. For the fifth biggest industrydescribed as a potential conflict of interest. My own
that we have, that is a dangerous place to be. It strikesview is that it is manageable and it is reinforced by the
me, and we had the suggestion from Ms Lynch at themeasures we have already described, such as the ring-
English Tourism Council, that the new body will befenced funding, such as the shape and accountability,
responsible for developing longer-term strategy. Isuch as the BTA’s new overseas marketing strategy
can understand that. How will that merge in with thewhich has been developed in very close consultation
point Mr Donoghue made about the ministerialwith the Scottish and Welsh Tourist Boards, indeed
conference? It seems to me it has to get belowas with the regions of England too. Of course there
ministers and work alongside the Department ofwill be a perception problem. There are still some in
Trade and Industry and the various otherthe Scottish media now who say that BTA cannot
departments which are appropriate to boost thispossibly do a decent job for Scotland because they

are London-centric and London based. Fortunately industry and give it a proper profile.
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(Mr Quarmby) There are levels here. There is a closing that deficit gap. All of that is going to be

diYcult to achieve, but not impossible. We arelevel at which the professionals in the tourist boards
can draw together the elements of a strategy, which it incredibly enthusiastic about the new role we have

been given. We are greatly heartened by the fact thathas not been easy to do up to now with four diVerent
bodies. You may know of an initiative by the three the devolved administrations have welcomed this

decision and are prepared to work with us. Onlycurrent national tourist boards of England, Wales
and Scotland, to come together, it is called Tourism yesterday I was in CardiV liaising with the tourism

units in the Welsh Assembly government about whatUK, to work with the industry and to develop a clear
strategy for tourism and BTA has been part of that. some of those objectives might be and similarly will

be in Edinburgh tomorrow doing the same thing withThe new organisation will make it easier to generate
that synergy between the national tourist boards and the Scottish Executive. It is going to be a tough job,

but we will do it.with the industry to help take a lead at the
professional level. It needs to be supported and
endorsed and owned by ministers. One of the things

Mr Doranwe look forward to is UK ministers getting together.
(Mr Donoghue) It can be argued that there are 70. That is still tourism talking to tourism. I did

several diVerent tourism strategies for the United raise the point about the vacuum. Locate in
Kingdom. There is certainly a Welsh strategy, there is Scotland, the regeneration body which attempts to
a Scottish tourism strategy, there is a DCMS tourism draw resources into Scotland, works very closely
strategy which was launched three years ago and with VisitScotland. There is a synergy there.
which ministers accept needs a great deal of Scotland is a good place to live, to visit, to invest in.
refreshing now. You made a throwaway remark earlier about

training; you said you are not responsible for training
and that is somebody else’s job. That strikes me as a

Chairman problem if you are responsible for quality. Who can
address the training issue but you because you know68. Whatever happened to that?
the standards you require. You operate in a vacuum.(Mr Donoghue) It was launched very successfully
How are you going to get out of that vacuum?and we implemented those bits we had

(Mr Quarmby) You make a fair point and whenresponsibility for.
government sets up agencies such as ours to do69. Please let me make absolutely clear—and I am
specific jobs, government has to own the task ofsure this goes for my colleagues as well—that not a
providing the glue which brings them together. Forsingle word of questioning is meant as criticism of
example, in terms of overseas, tourism is not the onlyyourselves.
thing which Britain is concerned about in its dealings(Mr Donoghue) Thank you very much. In that with the rest of the world. One of the initiatives whichspirit, I shall continue. It does need refreshing now we greatly welcome, which Tom Wright is involvedbecause it spoke of another age, it spoke of a tourism in, is Sir Michael Jay at the Foreign OYce nowtime before Foot and Mouth and before September chairing the Public Diplomacy Strategy Board,11. It clearly had not anticipated the announcement, which is attempting to bring together all diVerentas indeed we had not anticipated the announcement agencies which deal with the rest of the world,of last week, and it also created the English Tourism whether it is tourism, whether culture and education,Council out of the English Tourist Board. Clearly the whether trade development, whether investment, asBritish strategy, and the English strategy as far as well as the Foreign OYce’s own diplomatic tasks.DCMS is concerned, need refreshing. More than

that, however, it needs to take account of the realities
of devolution, not least of which is that it has been the Derek Wyatt
case over the course of the last 18 months that each

71. When is that going to report?of the nations of the United Kingdom has had
(Mr Wright) It is an ongoing board.diVering and sometimes conflicting demands of

BTA. One of the things we drew this Committee’s 72. Who takes over when he goes to Washington?
attention to when we appeared before you last April (Mr Wright) The dates for that board are arranged
was the need for clarity about growing the size of the so that Sir Michael is there. We meet fairly
tourism cake for the whole of the United Kingdom frequently.
rather than perhaps individual Scottish or Welsh Chairman: I am very sorry, I am going to have to
slices of that cake. The announcement last week bring this to an end. We have overrun our time. We
enables us to do two things. One is to have a lead could have gone on for a lot longer. May I thank my
agency bringing together for the first time England’s colleagues for their lines of questioning and restraint
national coherent domestic marketing and that is in terms of time? May I compliment you on standing
something I think everybody applauds. The second is up to the fusillade of questions about a situation
to plough more resources, in terms of personnel or which is not of your making, but which you have to
money, into the promotion of the whole of Britain make work? Thank you.
and therefore more money and more promotion of
Scotland and Wales overseas with the intention of
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Memorandum submitted by the Tourism Alliance

TOURISM AFTER SEPTEMBER 11

Preamble

1. The creation of the Tourism Alliance was announced by the Culture Secretary in October 2001. The
Alliance brings together key private sector representative organisations as well as other industry stakeholders
in tourism and travel, hospitality and leisure. Together they represent some 250,000 businesses. The
Chairman is Digby Jones, Director-General of the CBI. (A current membership list is attached).

2. The primary purpose of the Alliance is to create a united voice for tourism at the national level. It also
seeks to identify and develop policies and strategies to raise standards and promote quality within the
industry; and to work with government, both in Britain and in Brussels, on key issues relevant to the growth
and development of tourism. Whilst individual trade associations will be submitting comments on sector
specific issues this response covers a range of broader national issues.

Question 1. What is the current and likely future performance of the British tourist industry following Foot and
Mouth Disease and the events in New York on September 11?

The Macro Picture

3. Tourism was worth £73.6 billion to the UK economy in 2001. This includes £59 billion spent within the
domestic market. It earned some £14 billion in foreign exchange of and contributes some 5 per cent of GDP.
An estimated 2.1 million people of all skills and ages work in tourism and because it can oVer flexible working
conditions, it provides employment to full-time, part-time and seasonal workers of all abilities. A significant
part of the income generated by tourism flows back to the Government through a range of taxes both direct
and indirect. The inbound market alone pays some £2 billion.

4. Domestic tourism continues to be a significant component of Britain’s tourism profile. England’s
domestic market generated £20.3 billionn of the total £26 billion of UK residents overnights stays in 2001.

5. As a counter-balance to this, the number of residents going abroad continues to increase at a rate that
outstrips that of visitors to the UK. An increase in travellers from Europe helped somewhat to close this gap.
We note from data provided by the International Passenger Survey (IPS) that the outturn on the tourism
export account and Balance of Payments was "£11.4 billion in 2000, "£14.6 billion in 2001 and to August
2002 stands at "£15.2 billion. This deepening trend continues to be a worry to the Alliance and the sector.

Snapshot of the UK Post-2001

6. Tourism’s socio-economic benefits are closely interwoven. Indeed, the Foot and Mouth epidemic of
2001 highlighted the importance of tourism to countless individuals and communities across the country.
Overall, analysts now acknowledge that FMD represented a crisis for the countryside and many rural
communities whereas September 11 was a crisis for our urban communities and especially key cities.

7. During 2001, the outbreak of FMD and the events of September 11 seriously damaged international
travel to and from the UK. The IPS reveals that between 2000 and 2001, the total number of visits by overseas
residents fell 9 per cent from 25.2 million to 22.8 million. Spending by these visitors also fell from £12.8 billion
to £11.3 billion.

8. More specifically, the number of American leisure visitors fell by 14 per cent for the first eight months
of this year despite key prompts such as a major advertising campaign by the British Tourist Authority, and
major events including the Queen’s Golden Jubilee and the Commonwealth Games.
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9. The European market had already slowed during 2000–01. European travellers were deterred by FMD
and September 11 served to depress this activity further. Once FMD was eradicated, their confidence and
visitor numbers returned. The IPS shows that Europe was down by—8 per cent by visits and "18 per cent
by spend. Recent analysis of IPS data by London Economics into the eVect of the events of September 11
reveals that total overseas visitors to the UK (especially from North America) declined by visits by some 13
per cent in 2001 compared to 2000, and by "19 per cent by spend.

10. The September 11 terror attacks in the US, and the ramifications of this continue to be felt primarily
by London and other key overseas tourist destinations including York, Bath, Oxford, Edinburgh, Bristol and
Wales. Those businesses and/or destinations with a significant percentage of North American business have
been seriously aVected. US nationals do not make intrepid travellers and September 11 and the fear of a repeat
event has only served to make them more nervous. The bomb attack in Bali on 12 October 2002 will further
fuel this fear. Together, and including the loss of potential as well as actual revenue, these two events have
been calculated to cost Britain’s tourism industry some £8 billion.

London and its Gateway Role

11. The fact that September 11 impacted upon the confidence of so many overseas travellers meant that
London suVered an immediate downturn of over £1 billion. Tourism is London’s second largest industry after
Financial Services. It is valued conservatively at £10 billion and represents eight per cent of London’s GDP.

12. London’s critical gateway role has also meant that with fewer tourists arriving, fewer tourists have
sought to visit other parts of the country. This downturn is becoming increasingly evident as the “war on
terrorism” and the increasing likelihood of a military engagement with Iraq looms large. It also highlights
the need for investment in regional gateways alongside London in order to enhance regional development
and to enable and encourage value-added tourist movement in other parts of the country.

Likely Future Performance

13. Uncertainty is the watchword of the current times especially as the possibility of a war in 2003
continues. This situation makes it diYcult to forecast likely future performance. Tourism operates within
parameters not of its own determination. This makes the task of forecasting highly speculative. As evinced
by for example September 11, the industry can plan and invest for growth but at the same time can easily be
blown oV course. The strength and vibrancy of the sector means that it will make every eVort to bounce back
but because of its structure, it needs help and strategic direction. It also needs to be able to attract continued
investment to ensure that its product remains innovative and competitive.

14. If military engagement were to take place, international travel can be expected to bear the brunt of any
downturn, as was the case in 1991–92 during the Gulf War. London as both a capital and World City, could
well be in the front line of any terrorist attack, as well as being aVected by the ramifications of an attack on
any other World City, as happened after the New York events.

15. FMD was a countryside disaster, but it is worth noting that the US is still refusing blood products (such
as blood transfusions) from any citizen who has lived in the UK for three months for fear of “mad cows
disease”. This apparent refusal is coupled with the persistent and still reported misconception that FMD still
exists in Britain and that it is contagious. Such events and persistent misconceptions can all impact on the
likely future performance of tourism.

16. For employers, and particularly for many SMEs, one of the current outcomes and concerns of
September 11 is the steep increase in Employers Liability Insurance (ELI) premia. The market has been
unsteadied by the falling stock market, and low bond yields have put pressure on insurance companies to
improve their underwriting performance and to strengthen their reserves. The result is that this insurance
against the risk of an employee being injured or killed whilst at work is now being increased in perceived
higher risk activities. Tourism is one such activity and many operators in all facets of the industry are facing
premia increases of several hundred per cent. This situation is causing serious business concerns and is having
a major adverse impact particularly on SMEs where the operating margins are already constrained.

Question 2. Does Government have a role in promoting and/or supporting the industry?

Question 3. What should that role be?

17. (Q2): This question is raised on a regular basis. It is often couched within the premise that since
Government does not seek to have a role in the promotion and support of most other sectors, why should it
be expected to support tourism? The Tourism Alliance argues that Government does have a strategic role to
play in both supporting and promoting tourism.
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18. Tourism in the UK has the potential to create wealth and employment. It is a labour intensive industry
that has the potential to grow its employment opportunities at a pace that can outstrip that of the economy
as a whole. One in seven new jobs is within the hospitality sector alone. In addition, its revenues could grow
sustainably and at a faster rate than GDP. However, the increase in competition from overseas; the loss of
world market share; the pressure on the domestic spend; and the on-going need for private sector investment
in quality, skills and innovation, means that UK tourism can no longer aVord to rest on its laurels. It needs
to respond not only to market forces, but must also be visionary, proactive and strategic in its approach to
future development.

19. The industry has benefited greatly from recent economic stability but the crises of 2001—FMD and
September 11—showed that it is subject to events well beyond its control. Indeed, to redress these, positive
government intervention was necessary. The situation is further complicated by the continued “market
failure” that remains an inherent structural feature of tourism in the UK. All of these issues require positive
action both by government and by the private sector.

20. Tourism suVers from being “fragmented”. As such, due regard also needs to be given by Government
to the structure of the industry. There are some 127,000 businesses registered for VAT, alongside several
thousands of businesses that operate at the small and micro-business level. These are often overlaid with a
“life-style” business approach. Nonetheless, they all contribute to the diverse nature of Britain’s tourism
oVering.

21. Because of their size, sector and geographic spread, these businesses rarely work in concert and need
overarching strategic leadership in order to operate within a coherent and consistent framework. Moreover,
the abundance of Small, Medium and Micro Enterprises (SMMEs) means that the financial burden of any
public-private sector partnership approach will fall on only a few, and potentially the same “partners”. This
is not a sustainable option and will very quickly become a critical issue given the Government’s current
approach to funding tourism matters.

22. Clearly tourism is at the mercy of factors well beyond its control, be it the economy, FMD or
international events such as war or terrorism. For all of these reasons, and because the Government plays a
key role in its delivery—from regulation to taxation, from infrastructure to the public realm—the Tourism
Alliance remains concerned that the burden of ensuring a dynamic and growing sector cannot be shouldered
solely by the private sector. Rather, the private sector is willing to play its part, but with government providing
active leadership and leverage. What is apparent is that neither party can work in isolation.

23. As part of its vision for the industry over the next five years, the Alliance seeks to create 300,000 new
jobs and to increase the sector’s contribution to GDP to 6 per cent. However, these targets will be severely
hampered if the Government fails to take a clear and authoritative role in the delivery of tourism particularly
against the potential backdrop of adverse international events.

Question 3. The Government’s role

24. The tourism marketplace needs to work eYciently if it is to remain competitive both within the
domestic and international arenas. The Government’s role should include:

— Seeking to ensure that the growth in tourism is sustainable and operates within a strategic visionary
framework (especially in environment terms).

— Enabling the industry to attract funding in order to boost investment in the product and in sector
specific craft and skills training.

— Ensuring that nationally-driven marketing and promotion are delivered widely and strategically,
both at home and abroad, where they can make a real diVerence to current trends.

— Recognising that a “tourism advantage” lies within much government planning, infrastructure
development, and national investment over a range of areas and seizing this accordingly.

25. The Alliance considers that the Government’s strategic role should, taken at its highest, focus on the
need to ensure that tourism has both a strong and positive profile (and for all the right reasons) and that it
is driven with clear vision and strategic leadership. The sponsoring department’s target audiences should
include policy-makers in all government departments, sub-national government; the industry; the City and
other financial institutions. Throughout, its aim should be to build deeper confidence that will, in turn, both
underpin risk-taking and encourage further innovation and investment.

26. The Alliance therefore calls for “tourism” and its importance to the country as a whole to be
recognised. Adding tourism to the title of its sponsoring Department would be a positive first step but more
importantly, and given the precedent set in several of our competitor destinations including France and
Spain, taking responsibility for tourism, and tourism alone, to the Cabinet table.
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Question 4. Do current arrangements for supporting, promoting and/or regulating the industry:

(a) meet the need adequately

(b) reflect the devolution settlement appropriately

(c) promote the quality of provision eVectively; and

(d) encourage productivity within the industry?

Question 4a. . . . meet the need adequately

27. The Tourism Alliance concluded in its recent report Tourism Spending Priorities, April 2002, that there
remain a number of areas where current arrangements fail to meet the needs of the industry adequately.
These include:

28. Marketing and promotion: We raised concerns that the marketing and co-ordination of marketing for
England should be allocated additional public funding. Analysis by the English Tourism Council concluded
that an additional £20 million (achieved through delivery on a £1 for £1 matched-funding basis) was needed
to redress the loss since FMD and September 11. The report considers that such an investment should yield
“a significant payback in terms of increased tourism revenues and justify this additional investment in a bid
to deliver on aggressive growth targets”. Instead the Government appears to be considering a public financial
allocation well short of £10 million. Such a retrograde step would serve only to de-motivate key operators
and send the wrong message to potential investors.

29. Regulation: The ever-increasing volume and complexity of legislation, regulation and “guidance” that
has emerged over the years remains a problem for many operators, and especially SMEs. The adverse impact
of bad legislation and/or “red tape” continues to cost business both time and money with a disproportionately
heavy burden of regulatory compliance falling on smaller businesses (when measured by turnover). The
Alliance remains to be convinced of the Government’s commitment to deregulation in practice.

30. The Better Regulation Task Force was established in September 1997 but headway remains slow. The
Task Force’s report on hotels and restaurants was accepted by Government, yet between May 1997 and
December 2001, some 101 pieces of legislation have had an impact on the hospitality sector with a further 27
pieces of legislation, regulation or statutory instruments in the pipeline. In addition, the Alcohol and
Entertainment Licensing Bill is expected in the Autumn 2002 Queen’s Speech. This will have a major impact
on the sector.

31. Data

“It is diYcult to set targets when the data on the industry is unreliable, unconvincing, non-
compatible, buried, late and does nothing to encourage business investment. . . . Too often
tourism and its related activities are side-lined as marginal to economic policy”

Tourism Spending Priorities: p33, 2002

The lack of reliable data continues to hamstring the industry. It hampers for example, economic evaluation,
strategic planning and growth, sustainable development, marketing, communication and profile
development. There is no overall national policy regarding the collection, dissemination and application of
tourism data. This is particularly apparent to the private sector. Without credible data it is in turn unable to
substantiate either business investment projects applications or to highlight negative issues (such as
inadequate transport access) that can strangle a destination or blight expansion. The DCMS has yet to
address this matter with the vigour and determination it requires.

Question 4b . . . reflect the devolution settlement

32. The 1998 Devolution Acts (for Scotland, Wales and Northern Ireland) have served to raise the profile
and importance of tourism within the devolved nations. The national tourist boards are able to play a critical
role in its promotion and product development. In addition, the British Tourist Authority acts as an
overarching, co-ordinating organisation for overseas promotion. It is the sole avenue of overseas promotion
for England, although some Local Authorities and/or marketing partnerships are choosing to “go it alone”
overseas, to little but costly eVect. This restriction is a remnant from the Development of Tourism Act, 1969.
It is a restriction that was ill-advised in 1969; its continuance puts England at a competitive disadvantage.

33. The powers granted to the devolved institutions have helped to raise the profile and funding of tourism
within the devolved nations. It has also resulted in stronger core funding for tourism activities. Core funding
2002–03: Wales Tourist Board £22.7 million; Visit Scotland £22.8 million; English Tourism Council £11.6
million; NI Tourist Board £9.4 million (with further funds being allocated to outsourced functions including
the cross-border “Tourism Ireland” marketing body). We note that the BTA receives £35.5 million, and that
Local Authorities in England and Wales spend some £90 million on activities that benefit tourism.
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34. The devolution settlements have served to empower the institutions that deliver tourism. Our concern
is that, as arrangements currently stand, the resultant fragmentation has brought little empowerment to the
consumer. They remain bewildered at the diVerences that exist as they travel around the whole country.

35. England: In this regard, from April 2003, Regional Development Agencies will take over the delivery
role for tourism at the regional level so placing the English regions (through the RDAs and their delivery
partners—the Regional Tourist Boards) at the centre of implementing tourism delivery. This is a new
departure for tourism. The aim must be to bring growth and vibrancy to each region without unnecessary
bureaucracy, confusion, inconsistency and muddling the consumer. The Alliance waits to see how this new
arrangement will work in practice.

Question 4c . . . promote the quality of provision eVectively

36. The industry would have to agree that the overall quality of the tourism provision still remains
muddled and highly variable. That said, it acknowledges that it needs to continue diligently to work to raise
standards and quality. The English Tourism Council, Regional Tourist Boards and other policy shapers have
worked hard to promote the need for quality across the industry as a whole and especially amongst the myriad
number of small businesses.

37. Much highly impressive investment has taken place most visibly at the top end of the market. However,
credit should be given to all sectors where operators, both large and small have looked to improve their
standards immeasurably. Such improvements however have resulted in pockets where persistent problems
with the product are to the detriment of the industry. Britain’s seaside resorts are a prime example.

38. In response to concerns that accommodation remains the most cited area of visitor dissatisfaction, the
industry has worked closely with the public sector to raise and promote quality. Quality issues include
continuing concerns about variable standards of accommodation, value for money, and standards that truly
reflect the product sold. Possible measures to address this include the proposed and now being piloted Fitness
for Purpose standard; a compulsory inspection scheme and/or membership of preferably a harmonised
national quality grading scheme.

39. As part of the quest to drive up quality, five of the six (England) national quality schemes cover aspects
of accommodation:

— Hotels and guest accommodation

— Holiday parks

— Hostels

— Self catering

— Accessible accommodation

A separate scheme has been established to cover visitor attractions.

40. On the business front, too often poor or failing businesses remain in tourism and in the process they
drag down the reputation of other businesses in their sphere. There is a need to attract greater investment
across all aspects of the tourism oVering especially the investment in skills training and where businesses are
failing, to allow them to exit the market painlessly.

Question 4d . . . encourage productivity within the industry?

41. Productivity cannot be divorced from investment and, in turn, investment cannot be divorced from the
fiscal framework in which the industry operates. In comparison with many of our European competitors
tourism continues to be hamstrung by the number of tourism-specific taxes that collectively hamper the
industry’s competitiveness and growth.

42. In many other industries such as manufacturing and production, increased productivity is linked to
the ratio of input between demand and supply and often measured in output per man hours. Tourism is a
labour-intensive activity where its value-added is in the extra supply of labour and staV support, not in its
reduction. Too often UK tourism is accused of not paying enough attention to productivity as compared to
our European competitors. Yet a CBI study World Hosts, 1995 showed that Britain compared favourably
regarding productivity levels, particularly in the hospitality sector. These positive trends have continued.

43. Tourism has looked closely at better working practices, and engaged techniques such as benchmarking
to highlight where improvement can continue to be made. The sector has embraced the National Minimum
Wage for those staV with limited skills and has looked to introduce pay incentive schemes as part of the
remuneration packages for those higher up the career ladder. New technology has been incorporated
wherever possible to help streamline the product; many budget hotels lead the way in this regard. The bid
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to reduce costs whilst driving up quality is a key business imperative. The DTI Best Practice Forum for the
industry, “Profit through Productivity” continues to harness and promote benchmarking and other best
practice activities in the bid to drive up standards across the industry.

Other key drivers of tourism productivity: The Alliance has identified four key drivers of tourism
productivity:

44. Fiscal environment: The Government has repeatedly been challenged and continues to side-step the
issue of VAT and the discretionary lower levels that are applied to tourism in many of our European
competitor destinations, as aVorded under the sixth VAT Directive (Tourism Spending Priorities p20).
Rather the Treasury counters that it is waiting for EU VAT harmonisation—a reality that remains a long
way oV. What is evident is that lower VAT rates on hotel prices and admission tickets have stimulated
investment in many of our competitor countries. Such Member State actions have put the UK at a
competitive disadvantage. Indeed, the World Travel and Tourism Council Tax Barometer confirms that
Britain remains an expensive tourism destination. The industry needs action by Government to address
this issue.

45. Product innovation: Part of the stimulation and attraction of tourism is the innovative approach that
it can take to product innovation, investment and demand. Not everything development can be from new
build with the result that building repairs play a key role in refreshing the product. A VAT reduction on the
cost of building repairs in general, and on listed building repairs in particular would give the sector a
significant boost. The industry needs action by government to address this issue.

46. Investment in skill/training: The Alliance supports the creation of a Sector Skills Council as part of the
industry’s aim to raise the level of investment in skills training for those working in the industry—be it
tourism, travel, hospitality or leisure. Small businesses cannot shoulder the total burden of training, and too
often the issue of poaching of staV is a problem. We welcome the Chancellor’s announcement in Budget 2002
that additional funding of £30 million will be given to the Learning and Skills Council to encourage small
organisations to reach IiP standard.

47. In addition, the industry continues to look to train and develop its staV, but many of those with poor
literacy and numeracy skills are hampered in their training by these lack of basic skills. Again, we welcome the
Chancellor’s Budget announcement and are looking to see how the new Employer Training Pilots (launched
September 2002) and designed to help train low-skilled staV can work to the benefit of tourism businesses.

Labour Shortages

48. Tourism employment follows but at the same time magnifies national demographic trends. Some 17
per cent of its workforce are below the age of 20 years compared to five per cent of the total national workforce
and it continues to suVer from labour shortages. Older workers and job returnees, particularly under the New
Deal, are encouraged to work in tourism. Following the publication of the Home OYce White Paper, “Secure
Borders, Safe Havens” the hotel and catering industry in particular welcomes the opportunity to recruit short-
term workers from abroad to help ease recruitment diYculties. It will be working with government to reap
the benefits of this scheme.

In Conclusion

49. Researches by the CBI and by other organisations have all come to the same conclusion: there is a
strong inter-relationship between government recognition of tourism as an economic generator, tourism’s
position within the overall governance structure, and the level of public leverage and direction given to
support the industry. Given the structural deficiencies inherent within tourism as a diverse economic activity,
we remain convinced that tourism needs clear, strong and overt support by government.

50. Proactive government support will also serve to raise both the profile and understanding of the
industry, the lack of which was much in evidence during the Foot and Mouth crisis. Overall, tourism needs
direction and strategic input to help:

— increase the number of visitors to the UK;

— maximise the opportunities for the domestic market to compete on a more equitable level with many
of the UK’s competitor destinations; and for the outbound market,

— ensure that it is not disadvantaged in its operations abroad.

51. The task for tourism is to claw back the losses of 2001 within all these sectors, and to reverse the
downward trends that were already evident before 2001.

October 2002
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Members of the Tourism Alliance

(as at Oct 2002)

Association of British Travel Agents *

Association for Conferences and Events

Association of Leading Visitor Attractions *

Association of Licensed Multiple Retailers

Association of National Park Authorities

Association of Recognised English Language Services *

Associations for Conferences and Events

BACTA

BALPPA

Bicycle Association of Great Britain

British Activity Holiday Association

British Association of Conference Destination

British Beer and Pub Association *

British Hire Cruiser Federation

British Holiday and Home Parks Association *

British Hospitality Association

British Incoming Tour Operators Association *

British Marine Industries Federation

British Resorts Association

British Tourist Authority

Business in Sport and Leisure

Coach Tourism Council

CBI *

Country Land and Business Association

Cumbria Tourist Board

East of England Tourist Board

English Association of Self Catering Operators

English Heritage

English Historic Towns Forum

English Tourism Council

European Tour Operators Association

HCIMA

Heart of England Tourist Board

Historic Houses Association

Historic Royal Palaces

Holiday Care

Holiday Centres Association

Incentive Travel & Meetings Association

Institute of Leisure and Amenity Management

Joint Hospitality Industry Congress

Local Government Association *

London Tourist Board

Museums Association

National Association of Outdoor Events

National Caravan Council
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National Council Hotel Association

National Trust

Northumbria Tourist Board

Organisation for Timeshare in Europe

Southern Tourist Board

South East England Tourist Board

The British Institute of Innkeeping

The Council for Travel and Tourism

The Guild of Registered Tourist Guides

The Restaurant Association

The Society of London Theatre

The Tourism Society

Tourism Management Institute

Waterway Holidays UK

World Travel & Tourism Council

YHA (England and Wales)

Tourism Alliance Secretariat

Key

* Denotes Member of the Executive Group

Examination of Witnesses

Mr Tony Bird, Director of Membership, CBI, Mr Richard Tobias OBE, Chief Executive, BITOA, Mr Ian

Reynolds, Chief Executive, ABTA, Tourism Alliance, examined.

(Mr Bird) Yes, and there is certainly no otherChairman
organisation which has a membership as extensive of

73. Gentlemen, I would like very much to welcome the industry as the Alliance.
you here this morning. Perhaps before we launch into

76. The Alliance came into being at the request ofquestions Mr Bird might care to introduce his
DCMS who felt they did not have somebody to talkcolleagues.
to, and they really needed somebody to talk to with(Mr Bird) Yes, I am Tony Bird and I am Director
one voice.of the CBI but I am here as the Deputy Chairman of

(Mr Bird) Partly at their request, but the industrythe Tourism Alliance. On my right I have Richard
itself at the time—following Foot-and-Mouth—didTobias, who is Chief Executive of BITOA and on my
recognise the need to have a more powerful voice toleft Ian Reynolds, who is Chief Executive of ABTA.
talk to DCMS. So the two things came together at the
same time.

77. Can I ask you, therefore, on the question of
John Thurso consultation, particularly in respect of the changes of

structure that the Government has announced,
74. Good morning. Can I just, first of all, ask you whether the Tourism Alliance was, in your view,

to clarify for the record and the Committee the extent properly consulted?
of representation that the Tourism Alliance has of (Mr Bird) No, I think it would be fair to say that
the industry? Just very briefly tell us who you whilst individual members of the Alliance were
represent. involved in the various groups and consultations

(Mr Bird) Yes. The industry, as you will know, is processes that were done before the changes—but
a very fragmented one and a very, very large one. The not necessarily those that recommended the
Alliance was formed in order to bring together as changes—the Alliance itself was not particularly
many elements as it possibly could. Within that, at consulted, and we did write to the Secretary of State
the moment, we have between 60 and 70 of the trade about that.
bodies, and I would suggest that is the vast majority

78. I had a meeting with your Chairman on 20of the trade bodies, who are linked to the Alliance.
June, which coincidentally followed the Secretary of

75. So it would be fair to say that of virtually State’s announcement on 13 May about the relative
anybody, you represent about as broad a brush as changes and consultations which were taking place,

and he told me that at that point the Tourismthere is to represent in the industry?
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Alliance had received no invitation to consult and, in (Mr Reynolds) I think we understand that there

will be two bodies, and the announcement refers tofact, was being shut out, and he had been trying very
hard to speak to the Secretary of State on the the English Tourist Board as part of the BTA. We

just are not totally aware of what DCMS has in mindtelephone to ask if the voice of the Alliance could be
heard. Again, I understand that in a letter of 28 and ministers have in mind for the separation of

duties. Obviously, there are some things which can beOctober written to Mr Brian Leonard and copied to
the private secretary to Kim Howells, signed by June- done together and would be beneficial. We have seen

some very good BTA campaigns which would beAlison Sealey, who is the secretary to the Alliance,
the Tourism Alliance protested fairly strongly that equally applicable domestically, for example—so

things like PR, communications and finance can bethey had had little or no consultation. Do you feel,
therefore, that the claim by ministers to have widely shared facilities—but there has to be a distinct role

for marketing England to domestic tourists andconsulted with the industry can be said to be correct?
holiday-makers.(Mr Bird) Certainly ministers have consulted with

individuals within the industry, but given the
82. Certainly the evidence we heard recently fromrationale for a Tourism Alliance in the first instance

the BTA and the ETC was that there was going to beperhaps they could have gone further and spoken to
one chief executive, one board and although therethe Alliance itself.
would be ring-fenced money and ring-fenced teams,
it would actually be one organisation. Would it be79. You are being extremely diplomatic. Can I
accurate to say that what you would be looking to seemove on to the new proposals that have been put
is a clear and separate body within the BTA thatforward. I think everybody in the industry had asked
would be dealing with England, so that its voice wasfor marketing for England, and that is pretty well
not lost within the overall thrust of the BTA?taken for granted. I think there is a genuine welcome

(Mr Reynolds) I think we would expect to see somethat the Government has recognised that that was a
level of fencing of resource and focus on the domesticdefect in the previous arrangement. In your
market, but our understanding is the same as yours,submission, as with virtually every submission we
that it will be one body with one chief executive.have had, what was envisaged was that ETC—or an

English body—would receive a marketing remit.
83. Perhaps I could ask this of Richard Tobias,Instead we have, as we now know, the abolition of

because I know you are from BITOA and thatthe ETC and one body centred around the BTA to
particularly represents the incoming tour operators.deal with both domestic marketing for England as
Your focus will be very much on the marketing ofwell as overseas marketing for the whole of the
Britain overseas. Does your organisation haveUnited Kingdom. Does the Tourism Alliance believe
concern that the eVort which BTA will now have tothat this is an eVective way of delivering what the
put into marketing England domestically and theindustry asked? Or would you feel that in actual fact
resources that will have to go into that will dilutetwo bodies would be more appropriate?
from the eVort that they are making reasonably(Mr Reynolds) As you suggested, it was not
successfully overseas to bring British visitors to theactually what we asked for or what, as individuals,
UK as a whole?we had recommended. We do, of course, welcome the

(Mr Tobias) I do not think their eVorts will bemarketing role. I think we do not actually know
diluted. As my colleague Mr Reynolds said, it isenough about the new arrangements to know
diYcult to know precisely what the BTA and ETCwhether they are likely to be successful or not, so it is
have in mind, or the Government has in mind,very diYcult for us to have a view. We simply do not
because we have not seen the details. Without in anyknow what resources are going to be available to us
way trivialising it, it is almost like being asked “Well,or what mission is going to be given. In particular to
we are making a new car, would you like to buy it?”the newly constituted ETB within the BTA. That has
The answer is “Well, maybe, but let us have a lookstill to be revealed, so it is very diYcult for us to
and see what it is.” The BTA, I am confident, cancomment on it.
market Scotland and Wales and England eVectively
overseas. I am confident that they have the resource80. Do you not find it rather odd that after six
and the expertise to market England domestically.months of “consultation” and six months of a
As Mr Reynolds said, it is not what we asked for, andworking group, the announcement has insuYcient
we do feel it would have been better to have had threedetail for the industry to actually be able to make a
independent marketing organisations marketingjudgment as to whether what is proposed is
domestically and for the BTA to continue their roleworthwhile or not?
as a very eVective marketing body for all three(Mr Reynolds) I think we were surprised by the
countries overseas. That would have been the bestannouncement, and I suppose because of the nature
possible outcome. It is not what we have got, we haveof the announcement and it being so diVerent from
to make the best of what we have got and we willwhat we had previously understood to be the
make every eVort to do so.direction, in a sense I think we are quite pleased that

there is still time for the detail to be worked out and
84. Have I time for one more question, Chairman?we are not being presented with a complete fait

It is on a diVerent subject. That is, you make muchaccompli.
in your submissions of what I would call the quality
agenda, and indeed I think everybody who has been81. Within that, would it be your wish or

recommendation that if it is possible there should, in involved with the industry would like to see the
British product improve to become morefact, be two distinct bodies: one to deliver domestic

marketing for England and one to deal with the competitive. Up to now it has always been the view
that there should not be any form of statutorymarketing of Britain overseas?
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registration of accommodation providers; that it is believe that there is an omission in not having

“tourism” in the title of the Department. We do thinkbest left to voluntary eVorts of one kind or another.
I would like to put that to you and ask for your views that it could go further than that, and again we make

suggestions in various reports that perhaps it shouldon that, particularly the thought that if we are to get
a level playing field for all competitors in the industry be a Cabinet post. Certainly recognition of the

importance of tourism by all—not simplywe need a statutory scheme for accommodation
providers, which interestingly would not need Government but I am thinking of the CBI, when

suddenly everybody knew what the size of thelegislation because Section 17 of the Development of
Tourism Act already provides for it. Do you feel, as industry was following Foot-and-Mouth and

certainly after September 11—is with DCMS. Asa number of bodies now feel, that the only way in
which we will be able to promote the accommodation Richard says, access is available to us, we do not find

any diYculty in getting through to people. Whereagenda is to have a level playing field?
there is possibly some concern is the extent to which,(Mr Tobias) The Tourism Alliance has not taken a
within the Department, tourism is given theposition on this particular issue. The organisation
necessary weight that it is due given its importance.that I represent has. We have had a policy now in

place for close to ten years. We believe that statutory
registration is the only way forward to raise the
standards, to raise the game for all accommodation Chairman
in the United Kingdom. The vast majority of

88. It is a Cabinet post, because the Secretary ofaccommodation is of a good standard, but a small
State is in charge. The question is (a) whether it is thebut significant proportion is not. Any voluntary
right Cabinet post and (b) whether you feel you arescheme that encourages or induces those
getting an eYcient and eVective service from theaccommodation providers to join is doomed to fail.
Department in trying to promote tourism?Therefore statutory registration or legislation—

(Mr Bird) The suggestion I made there would bewhich as you rightly say is in place—is the only
that it would be the tourism position alone, as it is ineVective way to raise standards. I do stress that is the
some other countries. Could you repeat the secondview of BITOA and not necessarily the Tourism
part of your question?Alliance.

89. Do you feel, regardless of which department it85. Would either of you like to comment on that? is in, that the Department that it is in now is giving(Mr Bird) No, it has not been an issue, but I think you an eVective, eYcient service and response withit quite likely that other organisations would share regard to the promotion of tourism?that view. (Mr Bird) No, we believe that more could be done,(Mr Reynolds) I would just make the point that as various reports of the Alliance have put forward.statutory registration alone does not necessarily
90. Do you believe that the Department takesimprove quality, and unless there are clearly marked

suYcient account of the importance of the touriststeps and hurdles that people have to go through
industry to the United Kingdom economy and, in thestatutory registration might be no more than a simple
light of that criterion, acts with suYcient eYciency?implementation that fits the purpose, at its lowest

(Mr Bird) Our view is that there is insuYcientlevel. So it depends on the implementation, I would
moneys being spent on the promotion of thesay.
industry, which is moneys that the Department has at
its disposal. It has sought more but not got more, as
we understand. On that basis, is it the DepartmentMichael Fabricant
where there lies a problem or is it more widely with

86. Mr Tobias, you were very forthright just now the Treasury’s understanding of the importance of
to my colleague John Thurso regarding the fact that tourism? Certainly, with the Alliance, the role that
you felt DCMS was not listening to the suggestions the CBI has been playing, where we felt we could add
that you were making regarding the structure. Do value, is the whole issue of bringing the importance
you think that the DCMS does generally listen to of the industry to be more widely recognised and
you? Besides, how often do you meet with DCMS known to Government. Certainly our lobbying has
now you have been formed? not simply been with DCMS but with others.

(Mr Tobias) DCMS certainly listen to us. We have 91. There is always insuYcient money formet them formally and informally as individual everybody. That is actually thematic. The questionorganisations and as the Tourism Alliance on a is, taking into account the amount of money there is,number of occasions. I am not sure I am qualified to do you believe that the Department does a good jobjudge how much credence they put into the in promoting tourism when working with peoplerecommendations and suggestions that we put such as yourself?forward, but certainly in terms of access to DCMS
(Mr Reynolds) I believe that our view wouldthere is certainly no diYculty there.

generally be that the Department take too much of a
87. Tourism is the fifth largest industry in the laissez faire approach to tourism. We think it has far

United Kingdom. Do you sometimes think that— greater potential and is a legitimate area for national
and I am not just addressing this to Mr Tobias— investment. We see insuYcient focus, insuYcient
maybe as an industry it would be better handled not resources and insuYcient attention being paid to it. I
by DCMS but by the DTI? see this particularly because ABTA, the association I

represent in my normal job, has very strong(Mr Bird) I do not think we would necessarily feel
that it needs to move from one department to connections overseas, and we see the amount of

investment that overseas’ governments are puttinganother. We have said in our report that we do
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into their tourism industries and the promotion industry is very fragile; events worldwide over which

we have no control have an immediate impact uponeVorts that they put in, and in comparison we do not
seem to put enough in. the industry.

(Mr Tobias) May I add to that, Chairman? I think 94. Of course, as you quite rightly mentioned, theit is a lasting legacy from September 11 and, amount of budget available to promote the Unitedparticularly, from Foot-and-Mouth that tourism is Kingdom has something to do with that. There is thisnow recognised and has been recognised for the last huge dichotomy: England has £10 million for18 months for the important wealth-creator that it is promoting itself, while Scotland has £25 million andfor UK plc. Our job now is to ensure that tourism Wales £18 million. Have you made representations atdoes not fall oV the radar screen, and there is a feeling all to DCMS regarding this imbalance?what whilst tourism was very much up the political (Mr Bird) Yes, we have, to the extent that we willladder some 12 to 18 months ago it is beginning to be seeking more for England, and we haveslip down now. Because of the diYculties in the whole highlighted the fact that the other nations do commitof the industry worldwide since September 11, the more of their funds in the way that you describe, yes.industry is now being left, in a sense, to look after
itself. Our view is, of course, very much that 95. Has the Alliance spoken to the newly formed

BTA, albeit it has only formed itself over the lastgovernment has a major role to play in promoting
tourism for the benefit of the UK, not just the few weeks?
economy but in terms of job creation, regeneration (Mr Bird) Not in a formal way, no.
and a whole variety of other issues. So that the 96. Will you be doing so?primary job now is to ensure that tourism stays on

(Mr Bird) We would certainly intend to.the radar screen. I am not sure we are getting as much
help across Whitehall as we could do.

Mr Doran
Michael Fabricant 97. I am an amateur as far as tourism is concerned.

One of the things I would like some clarity on is what92. Let us just pursue that, because it is an
the status of your organisation is. It is not clear to meinteresting area. We have the Secretary of State
from the paper you have submitted, but you say incoming at noon and I will be asking her about the
your first paragraph that the creation of the Tourismnumber of civil servants who are available just
Alliance was announced by the Culture Secretary.concentrating on tourism. It will be interesting to
Was that a joint venture?hear her answer. I was asking you earlier on how

(Mr Bird) Yes, DCMS had a Hartwell Houseoften you meet as the Alliance with the Department
meeting when the announcement was made.of Culture, Media and Sport. Can you give the

Committee some sort of insight as to how regularly 98. What is your status? You are a voluntary
you meet? Is it an ad hoc thing? Do you meet once a organisation?
year, or twice a year? What are the mechanisms for (Mr Bird) A voluntary organisation, the
the Alliance to communicate with government over secretariat is provided by the CBI currently, and it is
your requirements? the Director General of the CBI who is also the

(Mr Tobias) Mr Fabricant, the Alliance is just over current Chairman of the Tourism Alliance.
a year old and we have met probably four times as an

99. The general objectives are to promote theAlliance but many more times as individual trade
interests of the tourism industry.associations. As you heard from Mr Bird, the

(Mr Bird) Yes.Alliance represents something of the order of 65
trade associations, some fairly large, some not quite 100. Mainly by lobbying?
so large. Most of those organisations will also meet (Mr Bird) Yes. That is where our strength lies.
with the Minister and the Secretary of State at some

101. Do you have, as part of your agenda, thestage during the year. So it is almost like a dual
objective to develop an overall strategy for yourapproach. As an alliance, maybe only four times a
industry, or are you going to target specific areas,year, but as individual organisations many more
such as the ones you mention here?times. Access is not the issue, the issue is getting our

(Mr Bird) You have a copy of our report whichmessage across Whitehall that a whole variety of
lays out a five-year agenda, and it is that that we arediVerent issues have an enormous impact for the
primarily lobbying on, but of course there are issuesindustry—to take one, transportation, for example.
which arise continually and we will pursue them, but93. So the Alliance was set up originally because of these are issues across the sectors.the twin disasters of September 11 and also Foot-

and-Mouth. Is there a continuing legacy there, or has 102. The reason I asked the question in that way is
tourism now recovered? because as an amateur and just looking at the

submissions we have had, one of the things which(Mr Tobias) It certainly has recovered but we still
have a long way to go as far as inbound tourism is seems to be lacking, for me, as far as the tourism

industry is concerned, is any sort of strategy. Youconcerned. In 2002 we are now 4 per cent down on
the number of folk coming into the UK. We figure had no strategy to deal with the two disasters which

came upon us—Foot-and-Mouth Disease andthat it cannot be and will not be before 2004 before
we recover to 2000 levels. That is predicated on no September 11—and we now seem to be trying to

cobble one together. I am interested in whether thatunnatural or natural disasters or issues, or events, in
any part of the world that could have an eVect on the is part of your objective, to help the various areas of

the industry to develop a strategy.industry. We do have to recognise that the tourism
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(Mr Bird) There are obviously elements to it. (Mr Reynolds) I believe that we would all see that

employees within the industry are represented in theInitially there was a need to be doing things short-
Tourism Alliance. The figures that we wouldterm and in order to overcome the crises of 2001.
normally recognise would be something over 2Then there is the longer-term requirement, where
million employees across all our membership. Wewhat we have discussing, in terms of marketing, is
definitely agree that a key item on our agenda has gotpart of that programme, but by no means all.
to be the development and skills of those employees.

103. Just moving on a bit, the Department has a That is a reason why we are supporting the formation
number of objectives for the industry. Again, from of a Sector Skills Council to serve our joint needs and
my perspective, all of them seem to do with quality. why we have supported particular initiatives like the
There is the training and skills issue, because there is Springboard Initiative, to try and bring people in and
a low quality of labour in the industry, and you make retain people in the tourism and hospitality
the point yourself in relation to the age profile and industries. So I think we would all agree that this is
the diYculties there. Then there is the general quality absolutely fundamental to the on-going success of
improvement necessary in the industry that tourism in this country.
presumably raises services, facilities, etc. Destination

106. I am not sure how to read that. Are you sayingmarketing. I think, everybody accepts that
you might consider the involvement of trade unionsmarketing has been fairly poor internationally and
in your alliance? I know that many of the individualnationally, and we have got support structures. One
organisations or companies that you represent sitof the reasons why I am interested in your
down and see trade unions as a key part of theirconstitution, from reading through the paper, is that
strategy. If you are going to have a skills council, forit seems all very CBI-ish to me. A lot of the issues that
example, are you going to involve the trade unionsyou are raising are issues that I heard when I was in
in that?the DTI, for example, working on the minimum wage

(Mr Bird) I think that would be at the individualand issues like that and employment relations
association level, because they have the expertise inlegislation. To get political for a while, it is very much
the specialisms. The Alliance is primarily there toa bosses’ agenda.
lobby on behalf of the industry as a whole.(Mr Bird) Perhaps I can ask Ian to answer that.

107. That means no?(Mr Reynolds) We are an association of
(Mr Bird) That means that it is not something thatassociations who represent industry and all our

has been considered to date, but it does seem to me tomembers are coming from the industry. I think there
move somewhat away from the remit of the Alliance.is an important point to make that as an executive

group we are always joined by representatives of the 108. Will you consider it?
BTA, ETC and the Local Government Association (Mr Bird) Certainly we will consider it.
because we are keen to work very closely with them,
as far as the strategic agenda is concerned. They
participate in our decisions. We do not take votes on Derek Wyattthings, we arrive at decisions by consensus but they

109. Mr Bird, you said just a few minutes ago thatare sitting round the table as equals. So it is not just
there are some countries where there is a secretary oftaking an industry point of view, without taking into
state for tourism.due consideration the views of local authorities or the

(Mr Bird) Yes.ETC or the BTA.

110. Where?104. I just wonder whether the breadth of the
(Mr Bird) May I come back to you on that?organisation is suYcient for the job in hand. One of
Derek Wyatt: It would be very interesting to know.the key points and, again, why I raise the issue of

quality is that you say in paragraph 1 in your
preamble that you want to bring together other

Chairmanindustry stakeholders. It strikes me that the most key
stakeholders in the industry would be its employees. 111. Israel had one but he was assassinated.
I do not know what the level of employment in the (Mr Reynolds) Many of the outbound locations
tourism industry at the moment is, but it must be very would have secretaries of state for tourism: Spain,
high. Later on you raise the training issue and the age Egypt, France I believe, and Greece.
profile; 17 per cent of the workforce is below the age
of 20. I would guess that a lot of this is fairly
transient labour. Derek Wyatt

(Mr Reynolds) Absolutely.
112. Secondly, if you are coming to Heathrow, as

105. The diYculty in raising the quality is if you do an example, the signage is in English; if you go by
not have suYcient numbers of people who see train to Paddington the signage is in English; if you
themselves as having a career in the industry and come out of Heathrow and go to collect your luggage
want to stop there. That is to do with terms and there is not a welcome anywhere to say “Welcome to
conditions of employment. I know from my own London”. There is no information about the Tube,
experience in working on the minimum wage that a there is not an on-line system of computers where
very high proportion of low-paid workers are in the you can type in “How do I get to Windsor” and get
catering and hotel industry. I am trying to make a a translation. Is this the 21st Century? Do you think
case for a wider tourism alliance, which takes into that the way in which we treat tourists is pretty

second rate?account the other interest groups.



the culture, media and sport committee Ev 45

Mr Tony Bird, Mr Richard Tobias OBE19 November 2002] [Continued
and Mr Ian Reynolds

[Derek Wyatt Cont]
(Mr Tobias) You are quite right in saying that the 117. Am I right in thinking, from that answer, that

you have sent in your own submission? It closes atsignage is predominantly in English, although within
the last couple of years the Gatwick Express, for the end of the month.
example, has given announcements in three or four (Mr Tobias) As an individual organisation, we
diVerent languages. That is something we welcome, have.
have encouraged and have pushed through the 118. Have you also?relevant authorities—the relevant authorities being

(Mr Reynolds) As individual associations, yes.the train companies and the BAA. They are slowly
getting there but I have to agree and acknowledge 119. What is your view on the new London
that our signage in languages other than English is Airport?
poor. In terms of the quality of welcome to overseas (Mr Reynolds) As far as ABTA is concerned, we
visitors, like most countries it can be patchy. It can are not supporting development at CliVe, which we
be extremely good at airports and ports throughout feel would be most damaging from an environmental
the country, occasionally— point of view; it would be most unsuitable in terms of

where people are currently based—businesses that113. Where is it good? Where is best practice? have been attracted through inward investment to(Mr Tobias) It probably really turns on the quality Britain—and the transport infrastructure would beof human contact that our visitors get. extremely expensive to put in place. The whole
project would be the most costly of all the projects.114. Edinburgh is very good. Edinburgh says
There are diYculties with air traYc control. We“Welcome. Scotland.” It is in your face, you cannot
would much prefer to see a balanced development ofmiss it. This is not rocket science, this is about saying
a new runway at Heathrow, a new runway atwelcome.
Gatwick (which is not on oVer at the moment) and a(Mr Tobias) I agree.
new runway at Stansted. That is the basis of our
response. Just to add one further point, because you
did talk about the additional charges that SASIG

Chairman proposed, we believe—and I think this is a view
shared across the industry—that the aviation115. When I arrived in Denver in August, as we
industry should meet its known environmental costs.were queuing up for passport clearance there were
As we are advised that is broadly equivalent to thetwo brightly uniformed people from the City of
amount that is raised by APD today. So if they areDenver moving through the queue saying “Welcome
talking about another £4 per passenger on top ofto Denver. Can we help you in any way?” Would not
APD, our fear would be that the leisure visitor tothat kind of thing be very nice?
Britain and the leisure traveller from Britain are(Mr Tobias) Without any doubt at all. I suspect the
going to be priced out of the market if we put thesefirst question I would be asked if I put that
additional increments on.proposition forward would be “Who funds it?” It

(Mr Bird) We have not identified any particularwould certainly be excellent, although I would make
requirements, other than the need for additionalthe point, of course, that Denver welcomes slightly
capacity, at this stage.less visitors than London Heathrow.

116. The Government is engaged in a Green Paper
on airports, and yesterday I noticed that the Strategic Mr BryantAviation Special Interest Group (SASIG), which is a
sub-committee of the local authorities, has backed 120. In your submission you make a lot of play
CliVe Airport in North Kent. It said that we must about regulation. You say, “The Alliance remains to
have an airport levy of £4 per person in existing be convinced of the Government’s commitment to
airports, we must have higher passenger duty at deregulation in practice.” You say that “. . . between
Heathrow and we must have an environmental levy May 1997 and December 2001, some 101 pieces of
to reflect the greater impact of flights. Do you think legislation have had an impact on the hospitality
that is a good thing to attract tourists or a bad thing? sector with a further 27 pieces of legislation,
What is your reaction to the SASIG comments regulation or statutory instruments in the pipeline.”
yesterday? I am somewhat unconvinced by this argument,

because whenever I hear a list of 101 pieces of(Mr Tobias) They are certainly sectorial and
legislation 101 always sounds a bit round. You thenpartisan in their views. The industry has taken a view,
mention, for instance, the Alcohol andso far, that the airport expansion in the south east of
Entertainment Licensing Bill is expected and you sayEngland is best centred on the existing airports—
that this is going to have a major impact on theStansted, Gatwick and Heathrow—rather than
sector. Presumably it is going to have a positivecreating a new facility at CliVe. Those propositions
impact on the sector. So some of the legislation andhave been put forward for a whole variety of reasons,
the regulation that you are complaining about,not least of which are economic. You are quite right
presumably, is positive?in highlighting, if I am reading your subtext

correctly, that any additional costs to visiting the UK (Mr Bird) Yes, and I do not think we are
necessarily saying otherwise, we are just citing thatshould be resisted and any additional costs for

visitors—whether it is a bed-tax or any other there is a considerable amount of legislation which
businesses have got to absorb; some of it may beadditional cost—should be hypothecated to ensure

that the taxes or duties or revenues that are being positive but a lot of it is not necessarily the case, and
the totality of it is very considerable, particularlycollected are pumped back into the industry as an

investment. upon small businesses, but large businesses as well.
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121. You say “. . . the ever-increasing volume and would certainly look to Government—and in an

earlier answer I suggested that legislation was part ofcomplexity of legislation”. This seems to be one of
your major charges against the Government, that the answer—to support our eVorts to increase

quality. My view is very clear, that it is a joint eVortbasically the Government legislates too much and it
should leave you alone to get on with the business between the industry and government, but with a

major responsibility on the industry to improvebecause the market alone best provides. That seems
to be the thrust of your argument. I would suggest it standards. We have been improving standards, we

continue to improve standards and I acknowledgewould make a better and more honest argument if
you were to say which pieces of legislation you think there is some way to go.
should not have been passed. (Mr Reynolds) I think the specific thing we had in

mind here was a reduction in VAT on the(Mr Bird) Certainly individually that would be
possible. I am not in a position to cite individual refurbishment of properties, which would be helpful

to the tourism industry, clearly.pieces at the moment.

126. You refer to the varying VAT regimes in other122. You say “. . . 101 pieces of legislation and
European countries.another 27 . . .”. You must know what these 27 pieces

of legislation are that are about in the pipeline at the (Mr Reynolds) Indeed.
moment that you object to. 127. So, for instance, when you stay in Spain there

(Mr Bird) That is there as an illustration of the is a seven per cent rate or, for a luxury hotel, 11 per
totality of legislation which is impacting upon the cent rate of VAT as opposed to whatever VAT is in
industry. Spain, 21 per cent, I think.

123. You are just saying “There is a lot of (Mr Tobias) It is only Denmark which is higher
legislation and that is terrible. There should be less than the UK. We are the second highest in the Union,
legislation because it impacts on us”, but you are not which does obviously add to our costs and helps to
prepared to say which bits of legislation you do not make us less competitive than we would like to be.
think should have been passed in the last few years. 128. When we had the British Tourist AuthorityYou may well, indeed, be including in the 101 pieces before us they said that one of the issues that facedof legislation pieces of legislation that were actually the British tourism industry in terms of bringingrepealing more onerous legislation that existed businesses into the UK—and ABTA also representsbefore. people who take British tourists abroad—was that

(Mr Bird) I accept that is a possibility. many long-haul visitors were beginning to think
(Mr Reynolds) Can I just interject there? You about whether they should visit the eurozone and

picked on something which admittedly is in our Britain, and many eurozone people were thinking
report but this is not something that we spend a lot “Oh well, that is another two per cent on the cost of
of time at our meetings discussing. We would not my holiday because I am going to have to change my
want you to think that this is a major plank of our money”. Do you think that joining the euro would
concerns. That is for noting. It is more because our make any diVerence to Britain’s tourism industry?
business is so much composed of small units that the (Mr Tobias) As the Tourism Alliance we do not
eVect is disproportionate. have a collective view. As a representative of British

Incoming Tour Operators’ Association we have been124. One of the other things you talk about is
surveying our members annually for the past fiveproduct innovation. I guess some people might
years, and there is overwhelming support in theircharacterise the British tourism industry as plagued
belief—that is our members’ belief—that joining theby poor standards, rapacious owners, high prices and
eurozone at a competitive rate would be anappalling working practices. Do you think that is
advantage to their business. That is the only questionfair?
we asked them, it was not a political question, it is(Mr Tobias) Some may say that. I certainly would
simply on their business and their businessnot agree, although there are some elements of all of
opportunities. Overwhelmingly—and by that I meanthose that I would recognise in some outlets. The
74 per cent this year—they believe that joining theanswer to your question is I would not agree with
eurozone would benefit their businesses.that view. There is certainly enormous scope for

improvement, and during the past ten years there has
been improvement and we are working very hard on
that. The picture that Britain provides poor value for Debra Shipley
money is not one that I would necessarily sign up to, 129. Are you aware that you are beginning toalthough I would acknowledge that Britain is a high- sound faintly absurd? Right at the beginning youcost destination. The two are not necessarily the argued and argued for a Cabinet position, yet yousame. already have somebody who is representing you at

125. In your piece about production innovation, Cabinet level. To suggest one industry has a Cabinet
which I presume means improving the quality of the member is really silly. If we move on to talking about
hotels and the whole of the industry, you seem to say, other countries having ministers, when we asked you
basically, that this is the Government’s responsibility to give us an example of a good practice minister you
and not yours. You say “The industry needs action cannot give us one. It is absurd. You are coming here
by Government”. and saying “Other countries have ministers” and you

cannot give us one good example. You want this(Mr Tobias) I am not sure that I would necessarily
term it in those words. It is certainly not the regulatory burden lessened, but my colleague

admirably demonstrated that some of the regulationGovernment’s job to increase our productivity level
or our eVectiveness or the quality of the product. We actually you would be in favour of and some you
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would not, but when we said “Give us an example, requirements of the Money Laundering Regulation

whereby people who wish to oVer bureau de changegive us an example”, you said “We have not thought
about it very much actually; there is a little bit in our facilities have to be registered and licensed.
report.” What we are left with here? Not a huge
amount, I would suggest to you. Do you take any

137. Okay. To take those two examples, we haveresponsibility for the fact that the industry only got
the Secretary of State coming in front of us, so do weitself together to have yourselves because of the awful
say to her, “Look, Secretary of State, these are the bigsituation it was put in last year? What on earth was
two which, when we really pressed them, they cameit doing to help itself?
up with”, and do we say to the Secretary of State,(Mr Bird) Prior to that?
“They don’t want them”?

130. Yes, prior to that. (Mr Reynolds) No, I am saying that you asked for
(Mr Bird) Prior to that there were all the bodies some examples. A further one would be the

that currently exist. The CBI itself submitted a regulation of travel insurance where the Treasury are
number of papers to Government— out to consultation at the moment and we are asking

to be allowed to self-regulate on the matter of travel
131. Not to do with regulatory burden, as I recall. insurance rather than be submitted to FSA

So this is really just another way of people like the regulation.
CBI saying the same things. Are you really, on behalf
of all the workers, all the SMEs that are struggling,
on their behalf are you bashing really? Where is the 138. So which would you like to get rid of?
constructive bashing here? (Mr Reynolds) We would like a lighter touch and

(Mr Bird) I am not sure I see the element of one which allowed the industry to comply with the
bashing, but certainly the individual trade bodies regulations without undue and unnecessary burden.
that are within the Alliance are made up of
companies of all sizes, many of them small, all of

139. I put it to you that things like the terrorismthem employing people.
one that you have put up, people’s safety is

132. Well, I tell you where the bashing is. It is paramount, so you cannot have a lighter touch, but
regulated burdens bashing to actually be able to you have to do it. If there is something you do not
come up to us and say, “Here are some specific have to do, then you should be quite specific about it
examples of regulatory burden which are wholly so that we can say to the Minister, “Get rid of that.
inappropriate“. I would expect you to be able to do That’s not useful”.
that. Chris asked you very, very clearly— (Mr Reynolds) Well, I think we are being perfectly

(Mr Bird) We are very happy to send you that. specific and we are, as an industry, highly regulated
in many sectors, particularly as far as aviation is133. Give us an example now. You come here and
concerned. We have the Civil Aviation Authoritysay “regulatory burden”, but you are not able to give
Regulations with which we have to comply, theus any examples. Give us some examples. What really
IATA Regulations with which we have to complybothers you? What is the big regulatory thing that
and that is well understood, but what we are lookingbothers you?
at is, when a new regulation comes up, the way in(Mr Bird) I think we would rather give
which small businesses can comply without thereconsideration within the Alliance—
being a huge consumer detriment.

134. I do think it is strange bashing, not to be able
to come up with an example. 140. So which ones would you get rid of?(Mr Bird) The nature of the Alliance itself has been

(Mr Reynolds) I would not get rid of any of themto consider the concerns of the various associations.
because they have already been passed by ParliamentThe associations have said that their individual
or by the European Union in anticipation of themmembers are concerned by the level of regulation.
being implemented by Parliament. What we wouldThat is what we are then pulling together as a
seek to do is to make sure that, when they arecommon view.
implemented, they are implemented in a sensitive
way. For example, the requirements of the Terrorism135. If I was one of your associations and I found
Act could mean that airlines have to take passengerout that two MPs had asked you directly for an
details at check-in desks when airlines haveexample and you had just sat there in a select
calculated that, if the regulations were implementedcommittee and not given one example, I would be
in that way, it would probably take an extra minutepretty shocked.
to check each passenger in. That would mean that(Mr Reynolds) I think we could give lots of
they would have to cancel schedules because theexamples—
flights would not be able to get away as there would

136. Come on then. not be the resources at our airports to do that. So we
(Mr Reynolds)—but they will be sectoral examples are in negotiation with the Home OYce as to how

that people are working with, but the kind of burdens that can be implemented in a sensible way which
that we are faced with at the moment, I am not saying means that the Government can ensure that security
that they are not understandable, but they are can be preserved without it being too onerous on the
putting additional work on to our members. They are industry and the consumer, so it is constructive issues
things like the requirements of the Terrorism Act, for like this that we are taking forward on behalf of our
example, and collecting passenger information of members. We have got many, many examples and

many will be at the detailed level.people who will eventually be travelling, the
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in Blackpool. I think it is desperately needed. It is aAlan Keen
fragmented industry and I can see that we can get141. I was not going to mention Heathrow Airport
those standards raised by that, but if it was owned,until somebody else did. My constituents get most of
and I am not advocating this, but if it was owned bythe noise and I have never opposed development
three major multinational companies from fish anduntil now. I have worked in the private sector all of
chip shops up to five-star hotels and casinos, themy career until I came here. It is usually industry and
standards would be higher. How does the industrycommerce that criticises the Government for short-
cope with some of the resorts where you can getsightedness and now the whole of the industry,
horrific proportions as long as planning permission iswhether it is BAA or you who are saying the same
given by the local authority which can be damaging?thing, that the expansion should be at Heathrow
If individual entrepreneurs can damage an area, howAirport. It is very short-sighted because if we want a
do you cope with that because you are not owned byhub airport in this country, the next step from a third
three multinationals? How do you cope with that?one would be to have a fourth and then we would
Do we need legislation or a managing director or ahave to knock even more houses down which would
secretary of state to control these things? Does it needotherwise be more unacceptable to live in. The only
more detailed legislation than just on hotels andpeople who seem to be saying that we need a new
boarding houses? What do you advocate for gettingairport are those that do not want the runways to be
over that problem?near them. Why do you not think we should build a

(Mr Tobias) The expression was used a momentnew hub airport for the future and plan properly?
ago of a “light touch”. Very few industries would(Mr Tobias) As far as we are concerned, we start
advocate for increased legislation, but there is awith the basic premise that air travel will increase in
need , there is a call for legislation which ensures thatthe next 30 years and all sorts of plans are put
the few do not damage the whole. Tourism is veryforward, but the reality of course is that nobody
important for a whole variety of reasons. There arereally knows. We probably will need extra capacity if
some within the industry that frankly give us a badwe are to attract both business and leisure travellers
name. I have to say that I think that we Britsto the UK and, conversely, on the way out. We work
probably spend more time examining our faults andbackwards on the problem; it is where our customers
our navels than we do our plus-points. I am not surewant to fly to. The south-east has the heaviest
that ministers in other countries would necessarilypopulation density. International hubs are set up
criticise within their own countries thenormally in capital cities whether it is Paris, or in
accommodation standards, but I make no furtherItaly or Germany. The reality is that our customers
comment on that. We certainly would not be lookingwant to fly from Gatwick, Heathrow or Stansted.
for additional legislation and the idea that threeCliVe, whilst I have no intimate knowledge of the
major companies might own most of the tourismimpact on the environment, would need a huge
product in the UK may well raise the game in termsinfrastructure, not just the airport and the facilities
of the quality, but I suggest that it would also raisethere, but the road structures and the rail structures.
the game in terms of cost. One of the advantages ofWe take the view that we have three good airports
the industry being fragmented, though I prefer theserving the south-east and we should be working on
word “diverse”, is that it is fiercely competitive andthose to improve them, to improve the facilities, to
the number of players within the industry keeps theimprove the number of flights that can come in and
cost down as far as possible to the consumer, so thereout of those airports as it is where our customers
is positive advantage in having a fragmented orwant to fly to, so it is customer-driven and we make
diverse industry.no pretence of that.

Chairman: The clock has struck, I am afraid.
142. You are going into a dead airport because as Thanks very much indeed, gentlemen; much

Heathrow gets more expanded after the next runway, appreciated.
it is unacceptable. I am interested to hear that you
want legislation to improve the quality of hotels and
boarding houses. Do you still call them that? You do

Supplementary memorandum submitted by Tourism Alliance

During the evidence session, three points were raised where the Alliance feels further clarification may
assist.

Alliance Representation

The Tourism Alliance is inclusive in approach to tourism. However, it is an alliance of commercial sector
bodies. Membership of these organisations is driven by a range of businesses: large, medium, small and even
micro, that together invest in the quality and performance of tourism. It is these businesses that were asked
initially during FMD, and subsequently after September 11, to support the Government in its high profile
campaign to rejuvenate tourism. They did so with sums in excess of £10 million in both cash and kind.
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It is now these businesses that will be asked by Government to invest, again through matched funding, in
the marketing and further promotion of tourism. Indeed, its new approach to the marketing and promotion
of England is predicated on such a partnership. As such, the Alliance provides the forum where the
representative bodies of the industry’s commercial members can come together to discuss such matters.

A Cabinet Level Minister

The Committee pointed out that in England we do already have a Secretary of State is responsible for
tourism, and as such, there is a representative of tourism at the Cabinet table. The Committee further asked
the evidence team to cite one country that has a minister solely dedicated to tourism. Israel and Turkey are
two such examples of countries with a dedicated tourism minister.

Our over-riding point is that given the economic value of tourism and its importance to the underpinning of
so many communities—both urban and rural—we consider that the Minister for Tourism should be directly
accountable to the Prime Minister and the Cabinet. Only in this way, will all relevant Departments
understand their role in ensuring the eVective delivery of tourism—be it for example, transport, rural aVairs,
skill and training, food standards to name but a few.

Regulation

Public safety is paramount. The concern for many tourism businesses is the cumulative burden of
regulation. The Better Regulation Task Force in its report Alternatives to State Regulation (April, 2000)
noted: “No solution will eradicate all risk, and we have found no evidence that indicates that state regulation
is necessarily more eVective than alternative arrangements at reducing risk”.

Such an approach, we contend, does have a role to play in some parts of the framework for the safe delivery
of tourism. We here cite two examples.

The importance of food safety is unquestionable, but we do question for example, whether the proposal
to label menus in restaurants to the “enth” degree of minutiae regarding genetically modified products is a)
achievable in practice and b) were it to be achievable, whether it would engender any greater public protection
or confidence. The internationalisation of food sourcing and production simply opens the way to unnecessary
burdens and indeed to another avenue of fire in our increasingly litigious society. The regulations on menu
descriptions of GM foods should be abolished.

Another issue is that of Ofgem’s decision on the resale of electricity. Any regulation should be fair,
transparent and protect the consumer. From 2003, the resale of electricity will change. The holiday parks
sector accounts for in excess of one quarter of he UK’s holiday tourism and an annual spend of some £2.35
billion. As such it is a key component in the profile of domestic tourism. The provision of electricity is
expected in all parks.

Under the current system Ofgem publishes unit rates and daily availability charges; the details are available
to both the consumer and the business operator. No business can resell electricity to domestic customers
above these rates.

From 1 January 2003, Ofgem will operate the “pass-through principle” regarding the resale of electricity.
This means that the rate charged to the consumer will be the same as that paid to the electricity supplier. To
achieve this, the park owner is required to undertake apportionment and averaging calculations in order to
establish the unit rate to be charged. Ofgem has also altered the charging structure for installation,
maintenance and other administration charges regarding the electricity infrastructure.

The new process will remove transparency and create the potential for the unscrupulous to obfuscate
charges in a bid to dupe the consumer. Again, this is unwelcome regulation that will serve neither the myriad
of responsible SMEs in the sector nor the consumer to best eVect.

2 December 2002
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Memorandum submitted by the Department for Culture, Media and Sport

1. The Committee has posed seven questions for the enquiry. We have addressed each of them in turn in
our evidence.

What is the current and likely future performance of the British tourist industry following Foot and Mouth
Disease and the events in New York on September 11?

2. The pattern is not simple. While the Foot and Mouth outbreak appears to have depressed overseas
visitor numbers by making Britain a less attractive destination for leisure visits compared with our
competitors, the impact on business travel from overseas to city destinations was less apparent and there were
signs of recovery once the outbreak was coming under control. The impact of September 11 on the other hand
was to depress international travel generally, and for a period business travel by employees of major
corporations was actively discouraged.

3. Looking at British visitors travelling within Britain they declined in total immediately after the Foot and
Mouth outbreak, although business travel held up well. For a longer period, however, visits to the countryside
were depressed most notably in and around those areas where there had been an outbreak or where footpaths
were kept closed for the longest. Day visits to the countryside in particular appear to have been depressed.
But many resorts and urban destinations reported good trade. Later in the year, September 11 discouraged
British people from travelling overseas which led to stronger demand for accommodation and attractions in
Britain restoring levels of trade (but not, of course, making up for business lost in summer months). The key
statistics are summarised in the table below.

No. of Visitors* Visitor Expenditure* Grant to Tourist Board
millions £ millions £ millions

England 151.22 30,200 17.5

Scotland 19.09 4,169 33.2

Wales 12.52 1,912 22.7

*These figures are made up of overseas visitors and domestic visitors with an overnight stay. Domestic day visitors
and fares to UK carriers are not included.

4. Looking at each event in more detail, undoubtedly the Foot and Mouth outbreak (FMD) had a big
impact on the British tourism industry, particularly smaller and medium size enterprises in the worst hit areas
of Cumbria and Devon, but also in London (where there was a sharp decline in US visitors).

5. Compared with 2000, there were nine per cent fewer overseas residents’ visits to the UK in 2001 and
their visitor expenditure fell by 12 per cent to £11 billion. Domestic trips with an overnight stay fell by 7 per
cent to 163 million visits in 2001, although spending remained at around £26 billion. Many resort areas, for
instance, had very good results indeed.

6. The BTA estimated that the value of lost tourism from overseas as a result of FMD and September 11
were in the region of £1.5 billion. Overall tourism losses are likely to be in the region of £3 billion, but these
are not net losses to the economy as a whole.

7. To address the situation, in May 2001 an additional £3.8 million of government support was provided
from the Reserve to the English Tourism Council (ETC) and £14.2 million to the British Tourist Authority
(BTA). DCMS consulted the industry and issued prompt guidance on opening visitor attractions (28 March)
and staging events (4 April). DCMS worked to implement a National Tourism Recovery Strategy published
after meetings with the industry in April 2001.

8. Of the ETC’s £3.8 million, £2 million was used by the Regional Tourist Boards for information, research
and regional advertising and PR campaigns. The ETC spent the remainder on a £1 million advertising and
PR campaign targeted at reassuring and encouraging potential visitors (it also obtained additional funds from
a number of private sector partners). This eVort was supported by promotional literature, a dedicated and
very promptly set up visitor hotline and provision of a new England Getaway website. The ETC estimates
that its marketing activity from the additional funding generated an additional 766,000 visits and a return on
investment of £27 for each pound spent during the outbreak.

9. The BTA opened a www.open.visitbritain.com website in April, generated much positive media
coverage from a high profile visit of 40 travel industry leaders and set up call and visitor centers abroad. In
addition to these basic actions, the BTA’s £14.8 million was used to fund a three stage recovery plan:

— Phase 1—provision of accurate, honest information and reassurance through PR;

— Phase 2—highly focused, tactical campaigns in 11 worst aVected key markets, with specific trade
oVers aimed at regaining some short term business;
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— Phase 3—more generic, image-based advertising and PR to help rebuild positive impressions of
Britain in the minds of potential consumers for the long-term.

10. This funding was one element in the Government’s package of recovery assistance that included rural
business recovery funding, hardship business rate relief and interest-free deferral of tax payments. For
example, the Regional Tourist Boards had access to the £74 million RDA Business Recovery Fund, which
also provided targeted help for rural businesses in the worst aVected areas, including those in the tourism
sector. At least one RDA invested £2 million alone in tourism promotion and development during the
outbreak.

11. Over the summer of 2001 a great deal was said about business failure and job losses. Undoubtedly
many businesses in rural areas, including businesses which depend on tourists but are not part of the travel
industry, suVered lost business. The Government helped through Regional Development Agencies and the
Small Business Service and other agencies with the short term problems, but evidence of significantly higher
levels of business failure, or of workers presenting themselves for work at Job Centres, did not in fact
materialise.

12. The industry appears to have weathered the FMD storm and both expenditure and overnight stay
levels are now returning towards pre-FMD levels. Indeed, very serious as the experience was, it also:

— considerably raised the profile of tourism (and its significant wider impact) across Government,
including with the RDAs; and

— it has increased awareness of the potential of domestic marketing as an area that can benefit from
some public sector intervention, working with private sector partners.

13. The events of September 11 had a major impact on inbound tourism to Britain, particularly aVecting
the important North American market. In 2000 the North American market accounted for 19 per cent of
visitors to the UK, representing 25 per cent of all inbound visitor spending. In the immediate aftermath of
the attacks, in the final quarter of 2001, the number of visits from North America was down 28 per cent
compared to the same period in 2000. The European Commission has reported that the UK appears to have
been disproportionately aVected in terms of international visitors in the months after September 11. This is
probably because a greater share of our foreign visitors are from the USA than is the case in the rest of
Europe. London suVered particularly badly (as did our main historic cities and towns). Fifty per cent of
incoming visitors spend time there and it is particularly exposed to changes in numbers of visitors from
overseas.

14. The Government announced in February this year that we were making an additional £20 million
available from the Reserve for the “Million Visitor Campaign”, Britain’s largest ever overseas tourism
campaign. This funding has been matched by industry contributions of £5.4 million in cash and £19.8 million
in “collateral” spending. The BTA established a Partner’s Council of 26 industry partners to oversee the
campaign in a unique and unprecedented partnership between Government and industry.

15. The campaign is a TV-led multi-media campaign in our top seven markets: the USA, Canada, France,
Germany, the Netherlands, Belgium and the Republic of Ireland. The main television campaign took place
in May and June, supported by tactical print and radio adverts, on-line advertising, direct marketing and PR
through the rest of the year. £1 million was allocated to the ETC to fund a “Welcome to Britain” campaign
for overseas visitors once they had arrived, including a focus on the Golden Jubilee celebrations.

16. The BTA is conducting a full evaluation of the Million Visitor Campaign with an interim report
expected in March 2003 and a final report in October 2003. In the four months of April (when the campaign
began) to July, the number of visits was up by 567,000 on the same period last year. We are now seeing a slow
but steady recovery in inbound passenger numbers. The International Passenger Survey shows that in the
four months to July 2002 compared to the same period in 2001, the number of visits from Western Europe
was 11 per cent higher and the number of visits from North America was only one per cent lower.

17. Overall, the impact of external events has been dramatic for certain sections of the industry and for
certain periods of time. It was essential for the Government to support the industry in addressing that impact.
Lessons have been learned in the process of giving that support. But it would be wrong to dwell unduly on
these impacts in assessing the performance of the industry in 2002 and looking to how to encourage success
for the future.

18. Our assessment is that the impacts on diVerent types of businesses varied between the two events, that
some businesses suVered a serious but temporary loss of trade (in some cases for a considerable period) but
that ultimately the underlying strengths and weaknesses of the tourism industry were little changed.
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Does the Government have a role in promoting and/or supporting the industry?

19. When the Secretary of State brought industry leaders together on 11 October 2001, the impact of the
events of that year was obviously on the agenda. Clearly Government and industry needed strategies for
responding to future major dislocation of this kind. But the meeting was also forward looking and addressed
the underlying capacity of the industry to organise joint action with government and to respond to changing
customer expectations and global competition.

20. A new Tourism Alliance was established to bring together the industry better in its dealings with
Government and to address a perception that during the Foot and Mouth outbreak they had been less well
organised to make their case than the farming sector, for example. Tourism policy, it was concluded, should
continue to focus on those areas which were first identified comprehensively in the 1999 strategy “Tomorrow’s
Tourism” and which have been refined since, in continuing discussion with the industry and taking account
of the events of 2001. As tourism is essentially an area for commercial endeavour where the demands of the
customer must be paramount, the key areas for attention are:

— training and skills;

— quality improvement;

— destination marketing, including e-tourism;

— improved data and communication; and

— structures which give eVective support.

21. Tourism is above all a free enterprise activity relying for its success on satisfying the aspirations of
visitors for an enjoyable holiday, short break or business meeting. Tastes change, new attractions are created,
new styles of hotel are developed, and in many cases it is a fast moving market where success depends on
constant innovation. In other cases successful businesses are founded on providing reliable and familiar
comfort in a way repeat customers have come to enjoy. It is essentially a free market activity which thrives
where regulation is limited to what is needed to keep the visitor safe and the environment protected. But there
are some limited areas where the market can fail to operate perfectly. These areas of market failure do mean
that the Government can play a useful role.

They are, briefly, problems of:

Imperfect Information

To operate most eYciently, all market participants require perfect information regarding the goods and
services being traded. A topical example of imperfect information in the tourism context, was the public’s
knowledge about the state of Foot-and-Mouth Disease, and in particular, the constraints the disease placed
on tourist access and mobility. Public bodies including Government can help improve the quality and
consistency of information available.

Externalities

Externalities (otherwise known as spillover or indirect eVects) occur when the activities of a firm or
individual have a spillover eVect on other firms or individuals, in ways for which no compensation is paid.
They can be both positive and negative. An example of a positive externality would be the employment
generated in a local community by a new hotel development, while a negative externality would be the
pressure placed on local infrastructure (such as roads) caused by the same hotel development.

Public goods

Public goods have two main features—no one person has exclusive rights to their consumption (ie they are
non-excludable), and their consumption by one person does not aVect their consumption by another (ie non-
rivalrous). Under these circumstances it is diYcult to limit a good exclusively to the person who is paying for
it, or to avoid the “free rider” problem. Examples in the tourism context include border control services (ie
immigration, Customs & Excise) and defence/law and order services.

“Transferable skills” training

In a sector composed of numerous small enterprises with high labour-turnover rates, there is likely to be
under-provision of training by individual employers. In other words, if employers are unlikely to recover all
the benefits of employee training, they will tend to under-invest in such training as there is little incentive to
improve the skills levels in the industry. Examples include the training given to hotel receptionists or chefs,
both of which involve skills readily transferable to other firms within the tourism sector and firms outside the
tourism sector.
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22. This analysis is one starting point for defining where Government should intervene, another is an
assessment of strengths and weaknesses of the industry which was set out in detail in Tomorrow’s Tourism
and was reviewed with the industry at the seminar in October 2001. The areas in which we are concentrating
are summarised in response to the Committee’s final question, at the end of this memorandum. It is a shared
agenda for government at all levels but also for industry itself, and success in future will depend on mobilising
industry eVorts more eVectively rather than stepping in to replace the eVorts of industry.

Do current arrangements for supporting and/or regulating the industry meet the need adequately?

23. We believe that the current arrangements need to be refocused. The first stage of reform was announced
by the Secretary of State to Parliament on 13 May. Three main elements were announced—a radical change
to the English Tourism Council, the creation of a public-private coalition that will market England to the
UK market and develop e-tourism, and that Regional Development Agencies will in future play a stronger
part in the strategic leadership of tourism. Since then a framework for England marketing has been developed
by a group drawn from the public and private sectors. The responsibilities of the English Tourism Council
have been reviewed and the way prepared for a further announcement shortly about the structures through
which assistance is given to the industry in future. The EnglandNet e-tourism proposals have been nearly
finalised under the leadership of the ETC, and the arrangements for the work of the Regional Development
Agencies and Regional Tourist Boards have been made.

Do current arrangements for supporting and/or regulating the industry reflect the devolution settlement
appropriately?

24. Inevitably working together in devolved arrangements is a little more complicated than in a unitary
state, but the arrangements in place do reflect devolution appropriately and work fairly well. The BTA is a
cross-border body responsible for promoting Britain overseas as a tourist destination. VisitScotland and the
Wales Tourist Board promote Scotland and Wales within the UK and overseas. The English Tourism Council
was established in 1999 as a strategic body. The main issue is how best to ensure that English tourism is not
disadvantaged by the lack of a central marketing body, and to devolve more responsibility to London and
to the English regions for developing and promoting tourism.

25. The Regional Tourist Boards in England promote their regions primarily to the domestic market but
also work overseas. The Greater London Authority has a duty to encourage people from outside the United
Kingdom to visit the UK by way of Greater London and receives funding from DCMS for this purpose.
Following the Belfast Agreement, Tourism Ireland promotes the whole island of Ireland overseas. The
Northern Ireland Tourist Board promotes Northern Ireland domestically and in the Republic of Ireland.
OYcials are currently drafting an Overseas Marking Agreement between the BTA and the Northern Ireland
Tourist Board.

26. The relationships between the Department for Culture, Media and Sport, the Scottish Executive, the
Welsh Assembly Government are set out in concordats and there are regular meetings between oYcials from
those bodies. The Chairs of the national tourist boards are ex-oYcio members of the BTA Board. The BTA
Board meets regularly in Scotland and Wales and uses these opportunities to meet with the Boards of the
Wales Tourist Board and VisitScotland. The BTA Board receives regular reports from the chief executives
of the national tourist boards and the London Tourist Board. There are regular meetings of the chief
executives of BTA and the national tourist boards and of specialist staV in fields such as marketing, new
media, public relations and research. Twice a year, VisitScotland and WTB staV meet BTA’s directors, senior
marketing managers and overseas staV as part of the BTA’s business planning process to discuss marketing
priorities.

27. The relationship between the national tourist boards and the BTA is set out in an Overseas Marketing
Agreement which is overseen by a steering group at director level. The BTA works closely with the national
tourist boards at all levels in order to allow for flexibility between markets, to maximise the eVectiveness of
limited resources, to avoid duplication and to ensure that potential overseas visitors receive consistent and
complementary messages. In addition to its own campaigns, the BTA supports overseas work by national
and regional tourist boards and local authorities. The BTA oVers its overseas infrastructure and resources,
marketing expertise and its knowledge of particular markets to provide a platform to these bodies overseas.

Do current arrangements for supporting and/or regulating the industry promote the quality of provision
eVectively?

28. The voluntary national quality schemes, all new in the last three years, cover almost all types of
accommodation. Satisfactory accommodation is graded on a scale from one (lowest) to five; and a “Stepping
Stones” scheme exists (eg in resorts) to encourage properties that do not meet basic requirements to raise them
to minimum acceptable quality. The schemes play an important role in driving-up quality standards but, for
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maximum eVect, increased participation is needed. Accommodation quality is a key feature of Ministers’
tourism reform Agenda, and we propose to conduct a full review of the schemes which are in place to promote
quality. It will cover issues such as:

— Improving participation: the current 30,000 members represent less than one third of known
accommodation providers;

— Improving promotion to consumers: budgetary restrictions have prevented this up to date and so
consumer awareness remains low;

— Closer cooperation with Scotland / Wales: the quality schemes are similar but not always identical
to England’s;

— Participation by leading hotel chains: although less likely to disappoint consumers, reliance on their
own brand reputation has limited business take up, and so consumer awareness, of national
schemes;

— Proliferation of signage: consumers can be confused as hotels often display various symbols eg if
they are members of both AA and RAC or have not removed old “Crown scheme” signs.

Do current arrangements for supporting and/or regulating the industry encourage productivity within the
industry?

29. As one part of the drive for better overall quality in the tourism and hospitality industry, DCMS, in
partnership with the Local Government Association, other relevant regulatory departments, the English
Tourism Council and key players in the tourism and hospitality industry, have been exploring options for a
“Fitness for Purpose” approach to the regulation of hotels and the restaurants within them. The initiative
aims to create a framework within which to provide customers with a firmer assurance that the premises they
use in England will at the very least be fit for trading. We seek to develop a more robust approach towards
those businesses that consistently fail to comply with basic regulatory standards by providing them with help
to improve, and at the same time a lighter regulatory enforcement touch to well-run businesses that are
already complying with the necessary regulations. Fitness for Purpose will formalise and promote sharing of
existing best practice to ensure a more risk-based approach to inspection and enforcement, targeting
resources towards those premises that do not meet the minimum standards, and creating greater links
between tourism and enforcement specialists within local authorities.

30. A comprehensive paper setting out Fitness for Purpose research, discussion, and recommendations
was endorsed by the second “Hartwell” seminar between government and industry, chaired by the Secretary
of State, Tessa Jowell, on 31 July 2002. The intention is now to develop and carry out pilots in a range of
areas around the country, prior to an England-wide policy being drawn up and implemented if the pilots are
successful.

31. The Secretary of State has set the Tourism and Hospitality Industry the challenge of formulating
proposals for key structural reform and modernisation, and the Government are working in partnership with
the industry to achieve those aims. For example, we have worked closely with the industry on the employer-
led bid for a new Sector Skills Council for tourism and hospitality, and are represented on the executive board
for the industry-led and government pump-primed Best Practice Forum, to encourage the transfer of best
practice and increased in productivity in the tourism and leisure industry. The industry have also been a key
partner in drawing up proposals for new marketing arrangements in England and for the Fitness for Purpose
initiative. We have and continue to maintain close and regular links with our industry partners though such
fora as the DCMS-led Hotel and Restaurant Regulatory Monitoring Group; the annual (possibly to become
bi-annual) Tourism Summit at which Ministers from across government discuss issues of common interest;
the Tourism Forum run by the English Tourism Council for the Secretary of State; and at the “Hartwell”
series of seminars between industry and Government. Through those and less formal routes, the views of the
many and varied industry trade associations on topical tourism issues can be aired and discussed between
them and government.

32. A key development has been the setting up by the industry in 2001 of the Tourism Alliance, which is
a grouping of major trade bodies reflecting the diversity of the industry’s main core industries, and chaired
by the Director General of the Confederation of British Industry. A key aim for the Alliance is to ensure that
the industry speak with one voice and give a coherent view to Government on issues of common concern. As
well as working with Ministers on the proposals for industry modernisation and reform, on 23 April 2002 the
Alliance published their Tourism Spending Priorities recommendations which the Government have taken
into account in developing the modernisation programme for the tourism and hospitality industry, especially
in the areas of marketing, quality, skills, modernised communication and structural reform.

33. The training and skills agenda is a key strand of the modernisation programme for the industry that
they, in partnership with Government, are taking forward to boost competitiveness and productivity. The
Department for Education and Skills (DfES) have developed a new sectoral approach to training and skills
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which has involved National Training Organisations being dissolved, and the introduction of wider-focused
Sector Skills Councils (SSCs). SSCs will be owned and led by the sectoral employers but will receive up to £1
million per year core funding from DfES.

34. DCMS have been working closely with employer leaders in the tourism and hospitality industry and
the Sector Skills Development Agency (SSDA) to establish a strong bid for an SSC for the sector. In
particular, DCMS worked with the industry to establish a wide-ranging and inclusive “footprint” for the SSC,
and with DfES to ensure that tourism was not grouped together with unrelated sectors. The employer
consortium submitted a formal expression of interest to the SSDA on 25 June, and employers were
subsequently delighted to learn that on 22 August the SSDA had approved the tourism bid to go forward to
the development phase. DCMS will continue to work proactively on this important project in partnership
with the industry. It is expected that they will submit a full business plan proposal to the SSDA early in 2003,
and current projections are that a tourism and hospitality SSC should be established by 1 April.

35. DCMS work with the industry to look at ways in which productivity and competitiveness on the world
stage can be improved. The Best Practice Forum for the tourism, hospitality and leisure industry is one of ten
fora set up under the auspices of the Department for Trade and Industry (DTI) Industry Forum Adaptation
Initiative. The Forum is a national programme of business and enterprise support for the whole of the
tourism, hospitality and leisure industry which aims to encourage the transfer of best practice and ultimately
to increase competitiveness and productivity. DTI have provided £1.26 million to part-fund the Best Practice
Forum’s four year programme “Profit through Productivity”. This money is administered by DCMS who are
represented on the Best Practice Forum Executive Board and closely monitor the programme. The University
of Surrey have been carrying out research for the Forum and regional seminars have been held to identify
150 employers to participate in pilot projects. Earlier in the year, a pilot programme was launched, promoted
and delivered in partnership with the Regional Tourist Boards in Cumbria, the West Country and London.
DCMS will continue to work in partnership with the industry on this initiative as it develops.

What should the Government’s role be in promoting and/or supporting the industry?

36. Before the events of 2001, the main aspects of support were set out in the Government’s 1999 tourism
strategy Tomorrow’s Tourism and are central to current plans for reform. The issues set out below were
highlighted at the Secretary of State’s Tourism Seminar in October 2001, when the Ministers and
representatives of the industry identified priorities for reform within England. While work in a number of
areas including promoting sustainable development will continue, sponsorship of the industry will in future
focus on these key areas:

— Training and Skills—High staV turnover often leads to small businesses not investing in training and
skills development and so their staV do not always possess transferable skills nor provide the
increasingly high quality service that customers require. This is even more important as the industry
employs 2.1 million people (seven per cent of GB workforce). A dedicated Sector Skills Council for
the industry and ongoing ETC measures will support this area of development.

— Quality Improvement—The ETC’s accommodation quality assurance schemes (and similar ones in
Scotland and Wales) aim: to ensure customer confidence in quality standards, to maintain diversity
and choice and to drive up standards and avoid a situation where price competition dominates to
the detriment of quality accommodation providers. The voluntary national quality schemes, all new
in the last three years, cover almost all types of accommodation. Satisfactory accommodation is
graded on a scale from one (lowest) to five; and a “Stepping Stones” scheme exists (eg in resorts) to
encourage properties that do not meet basic requirements to raise them to minimum acceptable
quality. The schemes play an important role in driving-up quality standards but, for maximum
eVect, increased participation is needed.. The Fitness for Purpose proposals set out the minimum
standards at which a tourism business should operate and aim to improve the relevant regulatory
situation.

— Marketing—Promoting the tourism industry has a positive eVect on a diverse range of other sectors,
including employment, transport and regeneration as well as cultural and leisure sectors. Overseas
promotion also helps to reduce the tourism balance of payments deficit. Domestic marketing is
currently undertaken at regional level and we announced outline plans in May for future
Government support for national marketing strategies and the further development of e-tourism.

— Improved Data and Communication—Investment and marketing rely on good quality data and
research. As the industry is mainly made up of small businesses (about 80 per cent) it is unlikely that
the wider industry would invest in such long term research as individual enterprises would only
invest if they could see a direct benefit. The ETC undertake much of the strategic analysis work for
the industry, including surveys (some are mandatory EU requirements), policy development and
market intelligence work. The need to support SMEs is also clear in the area of e-tourism. The
Internet can enable the industry to overcome its fragmented nature by bringing businesses,
consumers and information together but small and micro businesses do not have the resources or
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expertise to exploit fully this potential on their own. In March this year, the Government announced
an award to the ETC of £3.6 million over two years from the Invest to Save Budget for the
EnglandNet project. EnglandNet will provide a framework within which tourism businesses will be
able to exploit these benefits. Its aim is to enable the public to access comprehensive and quality
assured holiday information via the Internet and other linked services. In time, it will make possible
holiday bookings on-line with a wide range of diVerent providers; and to enable tourism providers
to be linked together as a unified product, access business information resources and take bookings
on-line. Work is also under way to link up Tourism Information Centres to an extranet funded with
a Capital Modernisation Fund grant of £900,000.

37. In terms of Britain as a whole, the Government has a clear role in marketing British tourism overseas:
tourism is a composite product made up of many diVerent services and it is not cost eVective for any one
company to do this. The BTA receives £35.5 million grant in aid a year to promote Britain using advertising,
marketing and direct mail, press and public relations, new media and public information services and to
provide market intelligence and advice to the tourism trade. It also runs the Britain Visitor Centre in London
for overseas visitors. The BTA works closely with commercial partners overseas, often running joint
campaigns, through which its raises an average of £14-16 million non-government funding every year.

38. The BTA also has an important role to play in providing a route to market for the many SMEs and
micro-businesses in the tourism industry, who do not have the resources to market themselves overseas. The
Million Visitor Campaign website, for example, included 2,600 special oVers from tourism businesses
throughout Britain.

24 October 2002

Examination of Witnesses

Rt Hon Tessa Jowell, a Member of the House, Secretary of State, Dr Kim Howells, a Member of the
House, Minister for Tourism, Film and Broadcasting, Mr Brian Leonard, Head of Tourism, Lotteries
and Regions Directorate, and Mr Simon Broadley, Head of Tourism Division, Department for
Culture, Media and Sport, examined.

with the industry about a year ago, focusing on theChairman
need for marketing capacity for England, improving

143. Secretary of State, Minister, we would like to the level of skill and, therefore, the quality of the very
welcome you and your oYcials here today. We are disparate tourism sector, the importance of a single
very pleased to see you. voice for tourism and the importance of much better

(Tessa Jowell) Chairman, thank you very much data collection and interpretation of the economic
indeed. We are very pleased to be here. If I can just data to support the interpretation of trends in
introduce my two oYcial colleagues, they are Brian relation to the industry. In each of those we are
Leonard and Simon Broadley, who are the senior making progress. We made the announcement about
oYcials in my Department responsible for tourism restoring the marketing capacity for England and we
policy. Let me just perhaps for two or three minutes now see the Tourism Alliance, from whom you have
give you an introductory statement, if you would like just taken evidence, as the developing single voice for
that. Otherwise, I am happy to go straight into tourism. Tourism felt, when Kim and I were both
questions. appointed after the election, that they had suVered

compared, for instance, to the farmers during the144. I do not want to be rude, but if you can keep
Foot and Mouth crisis because they did not have anit brief, that would be appreciated.
identified single voice and, therefore, the(Tessa Jowell) Fine. We are completely
establishment of the Tourism Alliance was veryrestructuring the public sector support for the
much a response to that. In relation to improving thetourism industry and I think it is important to be
quality of the sector, we are delighted that we are nowclear that what we are proposing is not simply a
making progress in the establishment of the Sectormerger of the two existing bodies, the English
Skills Council which will improve the strategicTourism Council and the British Tourist Authority,
assessment of training and development needs. Webut a new approach to look at what we hope will
are also, with the LGA, now seeing the beginning ofbecome a public-private partnership. We will restore
the “fitness for purpose” pilots. Fourthly, in relationthe marketing function within the new single
to improving data supply, this is one of the re-organisation, the marketing of England, and we will
allocations of function that we are considering in theobviously work in close collaboration both with the
wake of the creation of the new body and I wouldWelsh and the Scottish bodies in full regard to the
expect that some of this function will sit within mydevolution arrangements, but we also believe that,
Department, although some may continue with thewith proper co-operation and consultation, there is
new body, but that is at the moment the subject ofalso scope for growing, through the new
discussion. That is a very quick description of wherearrangements, the UK market. Our reform agenda
we are with the reform programme.for tourism has been very much driven by the four

conclusions that emanated from a major conference Chairman: Thank you very much.
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oVence has been caused in the past by a perceptionMr Doran
that the BTA has been more of an English body than

145. As someone who is not an expert in the a British body.
tourism industry, when I looked through the various

148. But you have underlined and emphasised thesubmissions that we have received, one thing seemed
fact that it is an English-based body. A more rationalto be clearly obvious and that is that we do not seem
or simpler approach might have been simply to giveto have any long-term strategy for the industry, and
the English Tourism Council the powers.certainly not a strategy to deal with emergencies. It

(Tessa Jowell) With respect, I do not think I haveseems diYcult to plan for the two emergencies we
done that. What we are seeking to do with thehave had in the past two years, but it does seem to be
successor body to the BTA and the ETC is to do twoa little bit ad hoc. Is what you have outlined,
things: first of all, to establish a body that will marketSecretary of State, the beginning of a longer-term
Great Britain to the rest of the world; and, secondly,strategy?
a body which will contain within it, but with a very(Tessa Jowell) Yes, it is and in setting out the four-
high level of transparency, a responsibility forpoint plan, which was the result of the discussions at
marketing England.Hartwell, those conclusions were reached precisely to

address the structural weaknesses in the industry and
149. We have heard evidence earlier this morningit is an industry which is characteristically

from the Tourism Alliance and the creation of thatfragmented, unmodernised, with a very low skills
body partly came from the Department, but in thebase, oVering a highly variable product and without
discussions that we had with them I have to say therethe benefit of modern technology in order to make it
were some areas of concern. One of these areas ofmore consumer-friendly. It is also an industry which,
concern was that they seemed to represent simply theas part of the expression of its fragmentation, is too
employer side of the industry, yet you are talkingrarely the industry of choice that people go into when
about the development of skills and most of thethey are choosing a career because of the perception
objectives which the Department has set relate toof a lot of the jobs which are part of tourism, so the
quality, the poor quality of services, the poor qualitymodernisation programme, on which we are
of training and poor staV quality. It is also one of theembarked, is in part about improving the public
areas which is amongst the lowest paid in the countrysector institutional arrangements, but it is much
and I am a bit concerned to see that there is no trademore importantly in the long run about dealing with
union input in the Alliance. The paper that we havethe structural weaknesses that we have now
had, I made the point to the Alliance that it was a bitidentified.
CBI-ish. In fact it was virtually all the arguments that
we hear regularly from the CBI about all the146. One of the changes has been the added
regulation, too much legislation, purely a smallresponsibilities of the British Tourism Authority and
business agenda. If there is to be a properyou will be aware of the sensitivities in some of these
partnership, it needs to be wider and I would beissues, particularly in Scotland and Wales.
interested in your views on that.(Tessa Jowell) Yes.

(Dr Howells) First of all, you are quite right, there
147. We are already hearing some of these is no trade union input and right from the very

concerns. I am interested to know whether this is beginning it was designed as an employer-led body
something that you see as a long-term or permanent which has also got a local government representation
arrangement or whether there is a temporary as well and there is good reason for that. It was felt
arrangement where the Government progresses its that if we were going to get the industry to buy into
regional development strategy because the concern, some national strategy, it had to be just that, the
as I am sure you are aware, in Scotland is that if the industry. Also it is an industry which has got very
body has international marketing responsibilities for scattered, very patchy trade union representation
the whole of the UK and at the same time has within it and we were very, very keen that when—
marketing responsibilities exclusively within the UK

150. Can I just make a comment on that.for England, then there is a clear conflict of
Yesterday I sat on a TUC judging panel and one ofresponsibilities and that is a matter of major concern.
the commending trade unions, I cannot announce(Tessa Jowell) Let me answer that because in the
the result, but one of the commending trade unionsdiscussions that I have had with the First Minister
was Prospect who have just recently organisedboth in Scotland and in Wales, this has been the
themselves a national trust for Scotland and havemajor concern that we have been seeking to navigate
quoted 400 new members. It is the sort ofand we are where we are with the devolution
organisation that is vital to the tourism industry andsettlement, so any arrangements for marketing
that is happening partly because of governmentBritain to the rest of the world has to take account of
legislation.that and to recognise that both the Scottish and the

Welsh Tourist Board will also choose to do their own (Dr Howells) Well, I celebrate that. I am not in the
least trying to say that there is not a great need forsort of country-specific marketing. We do see the new

arrangements that I announced at the end of October trade union representation in there, but in a sense
that has made my point. This is a very peculiaras permanent arrangements. I am very clear that they

are arrangements that will operate on the basis of industry, it is a very fragmented industry and there
are some very big players and a huge host of tinytrust and confidence, hence I hope with growing

confidence that there is no threat to the devolution players in this body. The great problem with the
Tourism Alliance has been trying to constructsettlement and that it may become possible over time

for us to undertake joint marketing of the domestic something which accurately reflects the nature of
that industry and they are. We have been criticised,UK market, but you are absolutely right that some
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for example, for over-emphasis on the need for are welcomed. I have become a sort of shopper in this

respect in that whenever I come into this country orrepresenting the big players in the industry and there
is a degree of truth in that and one of the great go anywhere I try to gauge what kind of welcome

travellers receive when they get here and I thinkmissions that the Tourism Alliance has had is to
make sure that it does reach out and appeal to all generally we do not give a very good welcome to

people when they come here. Those first impressionsthose bed and breakfasts and everybody down there.
Therefore, my answer would be that we cannot see it are very important, I absolutely agree with that, and

I hope very much that the Airports Authority wakeas a wholly representative body and it is impossible
because of the nature of the industry, but we do see up to that fact. I think especially that Heathrow

needs improvement in this sense. It is a vast airportit as a body which will give the industry a coherent
voice with which to speak to government and if at and I realise the diYculties that they face, but we

have got to improve our act, I think, in the way insome stage, and I hope it is sooner rather than later,
the trade union movement wishes to be part of that which we welcome people into this country. On the

question of all these oYces, I did not know until ITourism Alliance, then I would welcome it.
read the transcript of the hearing that this Committee
had with, I think, ETC and BTA that there were six
RDA oYces in California alone. I did not know that.Derek Wyatt I have been trying to come to terms with Wales
having one oYce in New York. I agree entirely with151. The first two questions are about our image
the sentiments which, Mr Wyatt, you expressed inreally and our image abroad and the complication of
that hearing. I think it is madness that we are seeing,a single message that we are trying to tell people to
with this new creature of devolved politics, we arecome here. In California we now have six RDA
seeing oYces opening around the world. This, in myoYces which are separate from our Consulate and
view, is the wrong way to spend taxpayers’ money. Iour Embassy in Washington. They have a tourism
think the BTA has a very good track record, thoughinterest. We have a BTA oYce and we have three
it can improve of course. It has got a new ChiefConsulate oYces in California, so if you are a citizen
Executive who is intent upon improving it and wein California, which is, after all, the seventh biggest
ought to make much more co-ordinated use of thoseeconomy of the world, you will travel a lot, and they
BTA oYces around the world—do travel a lot to Britain, how can we stop these

myriad oYces spending taxpayers’ money, not 152. If I can just interrupt you there, if we are really
reporting any good structure within the economics interested in e-tourism, the simplest thing would have
adviser at the Consulate and at the Embassy in been to be given a front oYce in our consulates or our
Washington? This is not sensible, so what discussions embassies which is just an oYce as they do not have
have you had with the DTI to make sure that the to serve, because when you just dial, phone or e-mail,
tourism focus does not get dissipated and gives the you do not know where these people are. Sadly, we
wrong message? That is the first part. The second have physically opened six separate oYces which is
part is if you come into Heathrow, Gatwick or crackers.
Stansted there is no welcome, there is no “Welcome (Dr Howells) I agree entirely with that descriptionto Britain”, there is not an array of places you can see of crackers. Can I say this: that the BTA is notand they are not in diVerent languages, and there is beyond criticism on all of this. I visited their Newno computer on this side of the carousel that you can York oYce in a very swish part of town, just oVtype into. There is no one to say, “Hello, welcome”. Madison Avenue. I do not know what they pay inIf you are really trying to sell this place, it is not a rent for that. We went up a poky little lift from a verygood image and I would just welcome your flash vestibule and ended up in an oYce in which wecomments. saw three people circulate through it during the

(Tessa Jowell) We are just dividing up the two course of our visit, three American visitors, and we
parts of your question. If I can deal with the question found out that the percentage of people who come to
about the coherence of information, this is as of now this country as a consequence of physically visiting
a major problem. It is one of the reasons why the that oYce is infinitesimal. I think that the reforms
function of the new body will in part be to develop e- which they are now announcing where they are going
tourism and to develop a greater coherence in the to shrink all of these oYces down to just eight hubs
access to e-tourism, the quality of e-tourism than is is one of the ways of solving that problem.
the case at the moment. It will be a service both for
the industry, but also it will be a service for your
Californian potential visitor whom we very much

Michael Fabricanthope will come back if they have had a previous visit
to Britain or will visit for the first time. The intention 153. You know that the Tourism Alliance who
will be that there will be a ‘Visit Britain’ website with were giving evidence to us earlier on were asking for
links to other relevant websites which will increase a Secretary of State just for Tourism at Cabinet level,
the quality of the information and the certainty of the but we do not even really have a minister for tourism,
tourism product, but also enable people to book do we, because the multi-talented Kim Howells, and
online as people are increasingly doing. I have a list of his ministerial responsibilities which

the Clerk got for me, is in charge of tourism,(Dr Howells) Perhaps I could start with the last
part of your question. The British Tourist Authority licensing, broadcasting, film and the press, creative

industries, including being an art critic, informationof course did an inspection of all our main airports
and made a series of recommendations, very few of technology, which includes e-government, social

policy, access and equal opportunities. Is it,which have been carried out until now, to the British
Airports Authority about the way in which visitors therefore, not unsurprising that so many people who
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have given evidence to us say that not suYcient Scotland has £25 million. You will have heard these

figures before. What role do you think the CMS has,weight is being given to tourism by the Department
of Culture, Media and Sport? the Department has, to try and ensure that not only

are there adequate funds for the promotion of the(Tessa Jowell) Well, let me take that one. Yes, Kim
United Kingdom as a whole, but that there is a moreand I often get representations from the industry
even balance between the various nationalities whichabout whether or not tourism should be specifically
make up the United Kingdom?in the title of the Department. I have to say that

maybe nobody would want to hurt our feelings, but (Dr Howells) I think you have highlighted figures
and the figures vary according to whom you talk to.that is the point that is more often raised than having

a dedicated Minister for Tourism or a dedicated
Secretary of State for Tourism. My sense is that there

Chairmanis a sense of constructive partnership with the
industry, there is a sense of competence in the 156. No, they do not. They do not.
industry and there is a sense that broadly the reforms (Dr Howells) They do.
that we are proposing are reforms that the industry

157. They do not. Over and over and over again onwants and supports. We have spent an enormous
inquiry after inquiry this Committee has found thatamount of time over the last 18 months or so talking
the amounts of money for England are very muchto the industry because I think that what is just
smaller not only per capita, but in total comparedunsustainable is a position where government has
with Wales and Scotland. The figures do not vary.one set of policies without the leaders to eVect the

(Dr Howells) Well, I absolutely agree with that.change and the industry has another set of
What I am saying is that the latest figures that I haveaspirations. I actually think that this is an issue which
got are probably even more shocking than the oneswill arise and arise again. I think that we need to be
that Mr Fabricant came up with. I understand thatjudged on the results of our eVorts and certainly so
the Government’s spending on tourism per headfar they are eVorts which I think, because the
reads like this: 24p in England; £8.10 in Wales; andindustry are working so closely with us, broadly
£5.50 in Scotland. Now, those are very big diVerencesshow confidence in the industry and I think that
and even bigger than the ones which I have justmeans that the Government and industry
heard. However, in terms of results, what theypartnership was a further weakness which was
produce, which is something the Treasury looks atidentified.
very closely of course, there is very little correlation

154. Surely you are talking to industry and we between them. If one looks, for example, at overseas
heard this morning from the Tourism Alliance that visitor spend last year in this country, England
you meet with them frequently, but do you talk with accounted for £9.9 billion worth of it, Wales for £250
them and indeed listen to them? Both the Tourism million and Scotland for £760 million. They are tiny
Alliance, the ETC and the BTA said that maybe you percentages of that overseas visitor spend in this
do not listen to them. Both of them have made country. If one looks at domestic visitors, the figures
representations saying that they thought that the are just startling. What I am saying is that there are
ETC and the BTA should not have merged. Why did historic reasons which go way back for this spend
you not listen to their advice? They are the experts. and it is usually explained away by saying that it is

(Tessa Jowell) Well, I would separate out from the there to correct market failure which it most certainly
list that you gave the Tourism Alliance which is the is and one wonders what England could do if it did
representative of industry. It is a coalition have £8 per head to spend on tourism and what it
representing a range of industries, as Kim said a few would do in turn to Wales and Scotland of course.
moments ago, tending to be the big players rather These are decisions which all governments have
than the smaller players. From the ETC and the made for very long periods of time.
BTA, I think it is perfectly natural at a human level Chairman: It is a long time since I was a Member
where organisations are faced with the degree of of the Government, but when I was a Member of the
change that both the ETC and BTA are, the natural Government, the one thing I learned, if I learned
and human inclination is to resist that change and to nothing else, was never to trust figures provided by
argue against it, but the need for change has been the Treasury in order to justify their lack of
made crystal clear to us by the industry, so the answer expenditure!
is yes, we have listened to the industry and I pay
tribute both to the BTA and the ETC for the spirit in
which they have taken forward and are taking Michael Fabricant
forward the proposals that we indicated we wanted 158. I will just ask one more supplementary whichto see on the basis of our industry consultation. I must ask. On the 24p per head, the figure you have

just given for England, what hope have small cities155. I do not think anyone would deny there was
like Lichfield got in promoting themselvesa need for change, but the question is of course, “Was
internationally?it the right change?” Is not the imbalance which now

exists with the new organisation strange where you (Dr Howells) That is a very good question and I
will say this: I think that the regime which we havehave Scotland and Wales having their own

organisations to promote inward tourism and then had up until now has not taken suYcient account of
how it might be possible to get visitors out of Londonyou have the new BTA promoting all three? It is a

huge imbalance and of course you have got an even and to places like Lichfield. Half of the visitors that
came to this country last year did not go outside ofgreater imbalance between the amounts of money

that are being spent. England has £10 million for all London or, if they did, this is where they stayed most
of the time and they would have gone maybe on a daythe area of England, Wales has £18 million and
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trip to Lichfield. That has huge consequences on these things where we get much less money spent on

our services in general, including tourism, albeit thetourism and expenditure in those areas. We have got
to try and get people out of here and staying in places discrepancy is even wider in tourism than it is in other

areas. I see it as building confidence in the productlike Lichfield.
that we have in England for tourism which seems to
get very low priority from your Department.

Miss Kirkbride (Tessa Jowell) Well, I think that it is simply not fair
to say that it gets low priority from the Department.159. Could we pursue this unfairness a little bit
Kim has outlined some of the historical reasons as tomore. What representations has your Department
why the discrepancies are where they are andmade to boost the amount of money that is available
marketing is only one part of the action the industryto England to market itself for tourism because it is
as a whole needs, and I have outlined the other areasa grossly unfair set of figures, whatever justification
where we intend to take action. Remember thatthe Treasury comes forward with?
if you take something like the Million Visitor(Tessa Jowell) Well, we obviously included our bid
Campaign, which was a marketing campaign led byfor tourism as part of our overall bid for the 2002
the BTA, or something like that, 80 per cent ofSpending Round settlement.
overseas tourists come to England, so however you

160. Did that involve a proportionately increased look at the expenditure on marketing, the greatest
amount for England to spend on its marketing? concentration of traYc is actually in England rather

(Tessa Jowell) Yes, it did, and we have identified a than in Wales or Scotland.
figure of about £10 million over the three years of the

164. It is fair to say, as Kim just said, that we wouldSpending Round in prospect, which is between
like to see more people coming to England and going2003–04 and 2005–06, which will be available for
out into the English regions.marketing, but we want this not just to be public

(Tessa Jowell) Yes.money into marketing England, but a public-private
partnership budget, building on the success of the

165. I wonder do you have any plans to encourageMillion Visitor Campaign where public sector money
that diversity?was matched in cash and in kind by money from the

(Dr Howells) Yes, I think it has got to be one of ourindustry. We want to repeat that model in relation to
two or three main priorities really. There is a bigthe marketing budget for England.
imbalance at the moment in the way in which tourism

161. So is that also Scotland and Wales? works. There is no doubt that the great icon, if I can
(Tessa Jowell) No, because the marketing use that bit of jargon, though it is hideous, I know,

budget—I think it has to be absolutely clear that but the icon of British tourism is London; it is Big
there is a devolution settlement that gives Scotland Ben, the Tower of London and the rest of it. Very
and Wales responsibility for tourism through the often people do not even understand the title of the
Executive, the Scottish Parliament and the Assembly country. Mr Wyatt raised this issue previously. In
in Wales. We are focused on the England marketing America people had heard of London, some had
budget and we have not yet got a headline figure as heard of England, but no-one had heard of the
to what the budget will be. It will not take eVect until United Kingdom, they thought it was somewhere in
after April next year when the new organisation the Middle East. It is very diYcult to do that. I think
comes into being, but the size of the budget will we have got to be realistic about this. We have had all
depend upon the organisation’s success in securing sorts of organisations and agencies and, as Mr Wyatt
matching funds from the industry. said, even more of them now touting for business and

we believed what we needed was one agency that162. And what kind of reassurance can you give
represents this country, that uses the great icon ofthe Committee that, under the new body which will
tourism to draw people in, which is London. We havecome forward which will be doing both English
performed the trick that the best tourism economiesmarketing and GB marketing, there will be ring-
in the world do which is once we get them we dispersefencing of those two budgets and will we know
them and that is the diYculty, I think, if we startexactly where that money has been spent and are you
advertising each region and each diVerent part ofprepared to give us a guarantee of what the
Britain abroad I do not think we are going to be ableproportions are going to be?
to do that.(Tessa Jowell) Yes. If you and anybody else wants

to look at the accounts of the new body, you will see 166. Who does that well, just out of interest?
that the money available for marketing England is (Dr Howells) Curiously enough somewhere like
quite distinct from the money that is available for Canada does. Canada draws Americans by their
marketing the UK and it will be managed by what we millions into Canada and then is very good at
have described as the “England Marketing Advisory dispersing them. We saw an example in Calgary
Board” which will sit within the new organisation. I where once they get them to Calgary for the Calgary
think that in order to build confidence, as I was Stampede, and it is a city of a million and gets a
describing earlier, with the Scots and with the Welsh, million visitors for that Stampede, they work on that
that degree of transparency is absolutely necessary, million to make sure that if they want to go
so yes, you will know exactly how much is spent out whitewater rafting or skiing, they do not just go to
of the total budget of the organisation on marketing the main very well known centres, like BanV, they say
England. “you can go to the lake district in the south of

Alberta, you can go right up to the Arctic Circle”. It163. I have to say I see it slightly diVerently. I see
it building confidence with English taxpayers who seems that they have got a very good record and we

ought to learn from those.always seem to get the rotten end of the deal on all
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principled devolutionist it seems to me that what youJohn Thurso
are doing is running away from the devolution167. Can I ask one technical question first. What settlement and not empowering England and notlegal advice have you received as to your powers to having a national body that can deal evenhandedlyundertake this under the Development of Tourism with the three nations.Act and the various other legislation that covers it?

(Dr Howells) I think exactly the opposite, Mr(Tessa Jowell) We are satisfied, and this is really Thurso. I believe that devolution is a new creature,the point that is being made, we have had legal advice there is no question about it, and it is going to be aand we have acted on it. while yet before the RDAs, the nations and the
168. That is all within the Department or is it regions, begin to work with each other as they should

external? do. At the moment we are in a curious situation, I
(Mr Leonard) It is from our own legal advisors, think, where if one talks to either the tourism

yes. The powers given to the British Tourist representatives in Scotland or in Wales they will tell
Authority under the 1969 Act are very broad and we you a very interesting thing. They will say that there
believe they are suYcient. are certain markets that they believe they can attack

directly, and they may be themed markets, say golf in169. So you believe the statement in section one of
Scotland or green holidays in Wales or whatever, andthe Act that there will be an English Tourist Board
they will do that and go for those markets where theyand what you are doing are covered?
know people know about Scotland or Wales already.(Mr Leonard) The English Marketing Advisory
Very often it might be in the Netherlands orBoard will in fact be legally the English Tourist
Germany or wherever. There are other marketsBoard.
which they know they have to attack via the British

170. If you did not have that legal requirement Tourism Authority and they are very clear about that
would you have had that Board at all or would it just and we are very clear about it. We understand that
be the one body? what the BTA does has got to accommodate those

(Tessa Jowell) We would certainly have the Board needs and aspirations of Wales and Scotland, and I
because of the reasons that I went through earlier think they will. What we have inside England and
about the importance of transparency in relation to inside Britain in general, however, is a lack of
the discrete function of marketing England as coherence about a body which represents tourism.
opposed to the broader range of functions. As Mr During the Foot and Mouth crisis, and after
Leonard has said, the statutory functions will be September 11 when this great pall fell across tourism
vested in that Board. No, I do not consider that in the in Britain, what the industry was saying to us and
longer term it is necessary to maintain those what lots of other people were saying to us was that
statutory powers and if and when a suitable occasion there was nobody that they could talk to directly,
arose we would seek to repeal them. there was no organisation that seemed to reflect their

views in the way that Ben Gill and the Farmers’171. Thank you. Secretary of State, you said in
Union reflected the farmers’ views. We realised thatyour opening remarks “We are where we are with
what we had to create was a body that was capable ofdevolution” and the Minister has made it very clear
making those kinds of partnerships and getting morethat perhaps the way tourism has been devolved and
bangs for our bucks as far as tourism is concerned inthe way in which people would ideally like to market
this country. I think it is a very under developedtourism are in conflict, and I do not think there is a
industry in that sense. It is not an industry that hasgreat deal of doubt about that, but, as you rightly
had a habit of speaking to government with a singlesaid, we have a devolution settlement and we have to
voice. The ETC tried to do it, and did it very well inwork within that. Was it on 5 March that you had the
some respects. The BTA tries to do it in other ways.Tourism Summit?
What we needed was one body which would be seen(Tessa Jowell) Yes.
as the voice of British tourism abroad and would be

172. Who came from the Scotland OYce or the seen as the voice also of British tourism, if you like,
Scottish Executive of VisitScotland.com? within England. This is not an attempt to usurp what

(Tessa Jowell) Can I write to you about that. I it is that Scotland and Wales does, but it is an attempt
cannot immediately recall. to create an edifice within England that is capable of

reflecting all those tensions and all those aspirations173. Could I help you. On the list of attendees—
within the country.(Tessa Jowell) I thought this might be the case

Mr Thurso: I know that you and I disagree becauseactually.
we have corresponded about it fairly frequently. I

174. There was nobody on the list of attendees and want to ask one other question but may I just put this
there was nobody in the previous year either. to you first. Scotland has 90 per cent of its visitors

(Dr Howells) They were invited: Wales turned up; from within the UK, domestic tourism. It spends 84
Scotland did not bother to. per cent I believe, it might be 86 per cent, of its money

marketing in the domestic market, the balance for175. Thank you very much. I fully recognise what
overseas is very small. The numbers are less foryou are seeking to do and congratulate you on
England because there are more overseas but it is stillrecognising that England needs marketing, so this is
a domestic market. The biggest competitor thata committed devolutionist saying that is absolutely
Scotland has is now the BTA with its England hat on.right thing to do. Can I put it to you that what you
I think that there are seeds in that that will come backare doing actually does not take account of the
to haunt us, if seeds can come back to haunt us, indevolution settlement. I think it will benefit Scotland,
years to come. What I would like to move on to is youI think Scotland is going to have many more visitors

as a result of this, and England will suVer. As a have mentioned on several occasions and in
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correspondence the consultation that you have done which was 13 May, and the final announcement,
with the industry and that this is the industry view. which was on 31 October, a tremendous amount of
The Tourism Alliance, for example, is the body that discussion took place. The most sensitive was
very much exists because I think DCMS felt obviously taking soundings, having the necessary
something like that should exist. I had a meeting on meetings where possible with the relevant ministers
20 June with its Chairman, Digby Jones, at which he in the Scottish Parliament and the Welsh Assembly.
was very surprised to learn what was going on and It was also necessary, and I pay tribute to the work
said he was rushing oV to telephone you, Secretary of that Kim has done on this, to have extensive
State, to ask for a meeting about the changes that you discussion with representatives from both the ETC
were thinking of. I understand that as late as 28 and from the BTA. We spent a lot of those months
October a letter was written to Mr Brian Leonard, working through what the options were, really
copied to Gareth Maybury, in which the Alliance reflecting some of the tensions and the possibilities in
complains that “although some members were the way in which you have put questions to us this
involved on an individual basis, the executive group morning. When you are embarking on something
considers that DCMS’s failure to involve the like this you have to take account of a hierarchy of
Alliance to any significant extent in the consultation interests, if you like. Certainly the political reaction
and decision making rather than the information of the Scots and the Welsh was something that we
process is a lost opportunity to Government”. In took very seriously indeed. I had a meeting with the
addition, there is a letter of 9 July which I believe was First Minister for Scotland in the summer and had
to you, Secretary of State, but which was replied to conversations with Rhodri Morgan, the Welsh First
on behalf of the Minister which, again, was a Minister. Kim will talk about the way in which he
complaint from Mr Peter Hampson of the British conducted the discussion with the wider
Resorts Association in which he complained at some stakeholders. I think in any consultation process it
length about the lack of consultation. In the response can always be done better by definition because therethat he was given in reply to talking about the will be people who do not feel that they have hadTourism Alliance—he did it on both counts—the enough time and so forth. I do not think anyoneMinister’s letter says “It is up to the Alliance and its could have doubted the seriousness of our intentionmembers to ensure that it suYciently represents the to establish the wish of the industry, the industry’sdiverse views of the industry”. He felt so strongly

analysis of the weaknesses in the tourism industry,about that that he wrote again on 22 October saying
the views of those tourism bodies already engaged,various things but addressing that “the criticism was
and to take stock of the serious structural weaknessesnot that the Tourism Alliance was failing to represent
in the industry that had been revealed by theour view, but that DCMS were not giving it the
combined impact of Foot and Mouth and Septemberopportunity to do so.” On the Friday before your
11. Certainly a number of these bodies may find itannouncement I met with Peter Lederer, the
easier to address their concerns about the quality ofChairman of VisitScotland.com, who had not at that
consultation to you but I do not feel that is reflectedstage, nor his Chief Executive, had any indication or
in the conversations they have had with me or withconsultation of any kind. The same day I telephoned
Kim. There is a problem there. I am perfectlythe Chairman of the Welsh Tourist Board who
prepared for people to say that we should haveequally knew absolutely nothing about it and the
consulted more. I think we consulted systematically.proposals, although he had heard some rumours he
I think we took account of the need forsaid to me. There are a legion of others.
confidentiality when issues were at their mostChairman: But do not let us have them.
sensitive, both in the interests of staV whose jobs wereMr Thurso: You want them or you do not want
going to be aVected and also in the interests of thethem?
seriousness with which we take the devolutionChairman: No, we do not have the time.
settlement and fitting a new structure within the factsMr Thurso: I do not have time to go through the
of that settlement. As I say, Chairman, I am verylist of other organisations.
happy to furnish the Committee with a note on theDerek Wyatt: You have got time.
extent of consultation in order to help you with your
conclusions.

Chairman: Thank you.John Thurso

176. Incidentally, all of these organisations have
come back and said they are not particularly happy
with what has been done. Is to claim that, (a) they Mr Flook
have been consulted with and (b) you have got their

177. I would just like to know from Mr Broadleysupport, just a fraction “economical with the
and Mr Leonard how many individuals work in youractualité”?
Department and what is the full-time equivalent(Tessa Jowell) No, I do not believe so. What I
dedicated to promoting England and Somerset?would be very happy to do is to supply the

(Mr Broadley) There are 31 people in the team andCommittee with dates at which contact was made
nine of them are dealing with alcohol licensing policywith diVerent individuals in a representative or an
under the Bill and two of them will be temporarilyindividual capacity or with people who we would
with us to see these changes through. Theexpect would act for these bodies. I am going to ask
Department itself does not market tourism. UnderKim to say something about the process of
the new arrangements that will be the responsibilityconsultation but let me just say that between the date

of my first announcement about tourism reform, of the new organisation.
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178. I appreciate that but for all the things that you (Tessa Jowell) Matched funding in cash or in kind.

When I say “in kind” I mean in branding or otherare in charge of, the domestic tourism branch, the
Government and industry branch, international forms of marketing. That is the model that we want

to build on.tourism branch, it seems there are not very many
dedicated to work with the English Tourism Council 186. Okay. So £25 million was matched fromworking with all these wonderful oYces around the where? Where has it come from?world. They seem to be quite thinly spread. (Tessa Jowell) It was matched from a range of(Mr Broadley) There are four or five people who sources. Again, we can give you the lists of thedeal with the English Tourism Council. companies that have subscribed to The Million

179. For a £9 billion annual spend, as the Minister Visitor Campaign.
reminds us. 187. So you can state today to us that you do not(Mr Broadley) Yes, those are the numbers. have anyone in mind for matching the £10 million?

180. It is not money really, is it? You could argue (Tessa Jowell) Not yet for no reason other than we
it is very eYcient but I might argue at 24p per head announced the nature of the reforms three weeks
we could be arguing that more could be spent. ago, there is now a six or seven month period while

the new organisation is constructed as more than(Dr Howells) Mr Flook, can I perhaps help you. As
a great advocate of small government—that is me, simply a merger of the BTA and the ETC, and the

process of negotiating with industry has not yetnot you—
begun.181. I am too. Ms Shipley: So you have no-one in mind at the(Dr Howells)—it is roughly comparable with the moment?DTI’s allocation of 340 oYcials in 17 separate units Chairman: I have got to wind up, Debra, I amfor all business relations work where ETC and BTA sorry. I have only got three minutes for Chris.specialists are added in. It is roughly on a par with the

Ms Shipley: Ask my question.allocation to sectors that is in DTI at the moment.
Mr Bryant: I am sorry, I was not listening, I am

182. Even though it is the fifth largest industry? afraid.
(Dr Howells) Yes, indeed. Ms Shipley: I can continue.

183. Do you think it should be sitting in with the
DTI?

Mr Bryant(Dr Howells) No, I do not.

188. No, you cannot. I was amused by the184. I did not think you would.
discussion about welcoming people into this country(Dr Howells) We spend a billion pounds a year in
and not welcoming people into this country. As youthis Department on the upkeep of some of the biggest
drive up the M1 and arrive in Northamptonshireattractions in Britain for tourists: the museums and
it says on the motorway “Welcome tothe galleries and so on. We spend a lot of money on
Northamptonshire” and then a hundred yardssport and sport tourism is very big. I think there is a
further down it says “Please keep your distance”. Isymbiotic relationship there which Government
just want to ask you a question about internationalprobably recognises and it ought to remain in
tourism and the dispersal issues that Kim HowellsDCMS. DTI is too big.
was raising. It seems to me that tourism can play an
important role in regeneration and most of the MPs
who have been in the room this morning do not comeMs Shipley
from constituencies where there are the top 20 or

185. As a West Midlands MP listening to even 30 or 40 or 50 sights in the country that
everything so far, devolution has massively international visitors will be coming to. How can we
disadvantaged England and the West Midlands. get cleverer about pushing people out further around
Your own figures today, Minister, are shocking, 24p. the country?
Mind you, that said, having had no funding before in (Dr Howells) One of the objectives set by various
England it is progress but it is pitiful progress, it is administrations was that London ought to be seen as
tiny, tiny, tiny: £10 million over three years as against a gateway. In other words, get the tourists into
£25 million for Scotland or £18 million for Wales give London and then work out ways of getting them to
or take a few million. If you give or take a few million wherever, to Scotland, to Wales or to the West
from England it has got nothing left. If you give or Midlands.
take a few million from Scotland or Wales they have Mr Flook: Somerset
still got a nice big figure. It is not very good really.
On this matched funding, I can see historically why
it has happened, Secretary of State, but if you are Michael FabricantEngland you are not very happy about it. £25 million
to Scotland unmatched, £18 million to Wales 189. Lichfield.
unmatched, £10 million to England over three years (Dr Howells) I am afraid that both London and the
matched. Matched by whom? Who do you have in other tourism boards, and successive governments,
mind for coming up with this money? have failed dismally to do this. This is a real priority,

(Tessa Jowell) The model is The Million Visitor it seems to me. It is a priority for two reasons. Not
Campaign where the BTA secured in cash or kind only because it is going to add to the wealth of the
matched funding worth £25 million. areas that the tourists go to but if we can

communicate to potential tourists the wonderful(Mr Leonard) Yes, in total it was £25 million.
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countryside, the cities, the attractions that are out tourists are coming to the theatre in London and

getting a pretty raw deal because many Londonthere, it adds to the sum total of Britain’s
attractiveness to potential tourists. theatres are manky and have needed updating for

many, many years. The quality of the show may be
excellent but the quality of the experience may be

Mr Bryant failing. It seems to me that the symbiosis that you
were talking about is quite important in terms of the190. And they might come a second or a third or a
relationship with other things that are in withfourth time.
culture, media and sport.(Dr Howells) Exactly, and that raises a whole host

(Dr Howells) Absolutely. We have been talking toof other questions about quality, which we have not
lots of other departments about this, not only abouthad time to discuss this morning. What we do not
the quality of hotels and accommodation, althoughwant is tourists to come here and to find themselves
that is very, very important in terms of how we trainin the Rhondda staying at an hotel which gives them
people and give them skills and in this industry,a bad deal.
which is so peculiar because it has not had one, haveChairman: One stay and you never leave actually.
a proper career structure so people can aim to
improve the quality of the service and get better pay
at the end of it and a sense of having a proper career.Mr Bryant
That is something that we have got to do but we have191. We will get you to visit, Chairman. also got to stress there are themes that people can

(Dr Howells) We do not want them to come there follow there. When they get on a website they should
and then have a bad deal and not come again. be able to realise that they can go mountain biking in

192. This issue about quality is not just about Rhondda or in the Cairngorms or wherever they
hotels and what is traditionally seen as tourism want to go.
because there is still this concept of the grand tour Chairman: Thank you very much indeed, we are
tourism but actually a lot of tourism is individual most grateful to you. We will see you again, no doubt
people deciding to go mountain biking somewhere quite soon. Thank you.
where they have not been before. Lots of American
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Memorandum submitted by Scottish Tourism Forum

The Scottish Tourism Forum represents trade associations, marketing groups and companies in Scottish
tourism, with our members having in the order of 6,000 companies between them. The Scottish Tourism
Forum is the equivalent of the English Tourism Alliance and the Wales Tourism Alliance, representing
private sector and operators’ views.

I hope that you are prepared to accept this letter and our recent submission to the Scottish Parliament’s
Enterprise and Lifelong Learning Committee’s Tourism Inquiry as evidence for the Select Committee’s
Inquiry. The delay in our submission emanates from my participation in the UK Tourism Summit in South
Wales earlier this week, where industry views were sought by the national tourist boards on the role of
government.

In response to the specific questions raised, we have the following comments to make:

Current and Future Performance of Tourism, Following Foot and Mouth and September 11

Whilst Foot and Mouth had a severe impact during 2001, there appears to be recovery in the sector, and
Scottish Executive research indicates limited lasting impact. What FMD demonstrated however is the
interdependence of tourism with significant other parts of the economy, not only the rural economy. The
impact of September 11 is more lasting, especially in the American market, although we acknowledge that
wider economic considerations and geopolitical uncertainties also impact, particularly on the US market.

Probably more importantly, however, the UK is in danger of losing competitive positioning in world
tourism terms for a number of reasons which go far beyond FMD and September 11. Long term decline in
the UK’s appeal and competitiveness in leisure markets are caused by exchange rates, the regulatory and tax
regime, high levels of VAT against other European destinations (evidence already provided by the English
Tourism Alliance) and a failure to invest adequately in new products.

The current balance of trade deficit in tourism terms will continue to deteriorate if UK residents cannot
find value for money and quality comparable to the best oVered abroad.

Does Government Have a Role in Promoting and/or Supporting Tourism?

Much of the onus on improving the tourism product lies with the commercial sector, but a widespread
frustration in the industry lies in the failure of Government to recognise that the fiscal and regulatory regime
is a disincentive to investment in new product, in staV training, better quality standards and enhanced
marketing. Currently, UK VAT is second highest in Europe and additional taxation through eg Air Passenger
Duty, adds to the burden of making the UK uncompetitive.

Government’s role is therefore crucial in sustaining the tourism industry and supporting Scotland’s
competitiveness.

What Should the Role of Government be?

The Scottish Tourism Forum endorses the English Tourism Alliance’s Tourism Spending Priorities report
of April 2002. Our own submission to the Scottish Parliament’s Tourism Inquiry (September 2002) catalogues
a series of recommendations in section 27 which Holyrood and Westminster can take.

Specifically, we recommend:

— Ensure that regulation and fiscal policy derived from Westminster is evaluated for its impact on
tourism in the UK and Scotland; and specifically,

— Urge the Chancellor of the Exchequer to review VAT levels on tourism services, especially on
accommodation (as taken up by 12 of the 15 EU member states); and
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— Urge the Chancellor to reinvest revenue from Air Passenger Duty back into air transport security
and tourism, as well as funding of additional public service obligations for air routes and route
development.

In addition, the role of the BTA is crucially important in driving UK tourism marketing and the positive
working relationships of the BTA with the national tourist boards must be exploited to the full. We also
believe that the BTA should be made more accountable for delivering Scottish, Welsh and English
regional targets.

Current Arrangements for Supporting, Promoting and Regulating the Industry

Our view is that the devolution arrangements work eVectively. There are issues about the need for more
investment in overseas marketing both by the BTA and national tourist boards, and we argue the case for
raising VisitScotland’s (the Scottish tourism board) revenue from its current allocation of less than £33
million to at least £50 million per annum to sustain a presence in overseas markets. We commend the BTA
One Million Visitor Campaign and the partnership funding route applied in this case; it is essential to
acknowledge however that government investment is necessary in overseas marketing and the equation is
indeed a simple one: the more that is spent marketing overseas, the more visitors choose the UK as a
destination.

Submission by the Scottish Tourism Forum to the Scottish Parliament Enterprise and
Lifelong Learning Committee Tourism Inquiry

Introduction

1. The Scottish Tourism Forum welcomes the opportunity to give evidence to the Enterprise and Lifelong
Learning Committee in its Tourism Inquiry into the level and eVectiveness of government support for
tourism.

2. Tourism’s impact on our society and economy is better understood, but Scotland’s ability to maintain
competitive global positioning and to sustain jobs and communities is less certain. Tourism is dominated by
the value and contribution of the private sector, yet is dependent upon government and public agencies to
help deliver the customer to the product. Government influences tourism through fiscal and regulatory policy
and through funding of statutory bodies—British Tourist Authority, VisitScotland, area tourist boards,
enterprise networks, local authorities and other national agencies (eg forestry, the built and natural
environment, arts and sport).

3. The Scottish Tourism Forum represents operators and the private sector in tourism, comprising trade
associations, companies, marketing groups and other bodies dependent upon tourism for income (our
membership list is appended).

Tourism Context

4. The Committee has asked a number of specific questions to which we will respond in our submission
and in an annex. Government and commercial decisions and actions in tourism must be taken in a market
context. We know that:

— Scotland, and the UK, is losing competitive positioning in world markets (eg a decline of 24% of
overseas visitors and 21% loss of spend, 1997–20011);

— Visitor behaviour is changing—as personal wealth grows, population demographics change and
demand changes in response to lifestyle, fashion and easier access through eg budget airlines, with
more short breaks being taken from a growing choice of destinations2;

— New and rebranded destinations compete for customers on a world scale, with well resourced,
highly eVective marketing, new budget air routes and rapid changes or developments in their
product in response to the market (as aYrmed by the Committee’s study by Stevens & Associates).

5. Against this background, Scotland (and the UK) is considered an expensive destination, diYcult to get
to and get around. The products that Scotland oVer vary greatly—from business tourism, city breaks, cultural
tourism, activity breaks, romantic breaks etc. This has led to confusion about what the customer experience
in Scotland is and will be, with sometimes indiVerent service and quality and high costs jeopardising the
quality of visitors’ experiences.

1 Source: VisitScotland.
2 Various sources, Scottish Enterprise, VisitScotland, BTA etc.
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6. Crucially, domestic markets are also at risk within this context—as more people travel overseas, high
quality service and positive experiences provide a baseline for comparisons of quality and value for money
at home.

7. There are however many positives—Scotland does have strong brand awareness, products and
businesses with world recognition; many businesses excel at customer service and value for money; recent
investment and product development have resulted in dynamic opportunities for eg cities, business tourism,
activity breaks. Seasonality issues have been addressed in certain markets (although still a huge constraint
for many areas and operators). Importantly, there is growing recognition and understanding of the
importance of tourism to the economy, as well as an increasingly dynamic public and private sector motivated
to develop solutions to Scotland’s loss of competitive positioning in world markets.

Industry Priorities

8. The tourism industry’s top priorities are:

— Marketing of Scotland—more resources to sustain a presence in very competitive markets; targeted,
eVective, delivered in partnership with the private sector, looking at new opportunities and new
markets.

— Transport—eYcient and cost-eVective direct access to Scotland and the ability to travel around
Scotland once here.

9. The next priorities are also crucial to Scotland’s international competitiveness:

— Innovation and product development—new products and services to “modernise” the product oVer
to visitors and compete more eVectively in international markets, enhanced packaging and
marketing.

— People and skills—to address current skill shortages in the industry and the selection of tourism and
hospitality as a career choice.

— Quality—to further improve quality in line with customer expectations and oVering value for
money.

— Enhanced status for tourism—we need to improve understanding of the importance of tourism and
how it integrates into so many aspects of our economy and community.

— The tax and regulatory regime—as examples: the VAT rate specifically puts the UK at a competitive
disadvantage with other European destinations; dissociating Scotland from the Uniform Business
Rate link with England, and introducing the Small Business Rates Relief Scheme disadvantages
tourism and hospitality businesses3; local interpretation of licensing, health and safety, food safety,
fire, building warrant, planning and other regulations create significant variations in costs across
Scotland, made worse in rural areas where many businesses need to recoup 52 weeks costs and
investment over (say) a 36 week season.

10. The current “Tourism Framework for Action”, to which the Scottish Tourism Forum contributed,
addresses some of these priorities4. It does not however articulate fully the importance of more resources for
marketing, integrated transport and direct access5 skills issues6 and the tax and regulatory regime as priorities
for Scotland’s tourism competitiveness. The focus on actions to be undertaken by public agencies, the
Executive and the industry is welcome. The Minister’s management arrangements for overseeing
implementation will be crucial—a Ministerial Steering Group is being put in place with, we understand, a
50:50 public: private membership.

The Role of the Private Sector

11. The private sector accounts for well over 90% of tourism. There is no single estimate of public funds
in Scottish tourism, considered to be between £80 and £100 million per annum. Additionally, local authority
investment in tourism7 together with government agencies (arts, sports etc), still only represents investment
of less than £300 million per annum compared to tourism revenues of £4.1 billion in 2001.

12. The private sector is obliged to run viable businesses—to deliver commercial products, customer
service, quality, value for money, employment and taxes. Increasingly, the private sector is beginning to
influence strategy, policy and programmes. Partnership working is increasingly accepted, both by the

3 Sources: CBI, SCDI, Forum of Private Business, Federation fo Small Business.
4 Published by the Scottish Executive, March 2002.
5 Objective 3.1 page 11 of the Framework.
6 Page 17 of the Framework.
7 Scottish Local Authority Economic Development Report, August 2002.
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industry and by Government and public agencies, to ensure the focus and commercial relevance of public
policy, marketing and investment decisions. There are still opportunities for accelerating this process.
Ultimately, VisitScotland’s re-organisation was prompted by STB’s slow response to industry needs.8

13. Tourism industry leaders, and all businesses across the sector, are more demanding about what they
want from Government and public agencies. Sometimes this is prompted by diYcult trading conditions—as
with Foot and Mouth, September 11—but also by the need for better accountability to the trade. There are
still frustrations in the industry that agencies established by statute do not listen to and act enough to meet
industry needs. But we also acknowledge the point made by Steven & Associates from overseas comparison9:
“. . . avoid the pitfalls of trying to satisfy all interests.” There is still of course a need for membership
organisations to be accountable to members.

14. Industry frustration about the slow speed of involvement of the private sector is exemplified by the fact
that the former Ministerial Steering Group, the Scottish Tourism Co-ordinating Group, did not meet after
1999, despite commitment in the February 2000 New Tourism Strategy to an implementation group10 to
oversee the strategy. Even during Foot and Mouth, when Westminster invited industry representatives to join
Ministerial task forces, no Ministerial task force with private sector tourism interests was formed in Scotland.

15. We acknowledge that VisitScotland’s re-organisation has made the agency far more eVective, and we
anticipate even more collaboration with the industry as the cultural changes within the organisation take
full hold.

16. The growing role of the private sector in influencing policy, and in self-help must be acknowledged.
Businesses are now realising that they can and must collaborate to target and attract the market, as well as
influence policy and investment decisions, and only compete for business when it is here.

17. The “critical success factor”11 of a “central role for the private sector with private sector leadership”
in tourism is to be emphasised. We are unable to be more eloquent than Steven & Associates in their report
to the Committee on International Comparisons, when reviewing the role of the private sector and the need
for public agencies and government to respond to it:12

— “The importance of strong strategic leadership based upon working with a limited number of
stakeholders and key private sector leaders and influencers.” (i)

— “Controlled, limited and focused consultation that is designed to “work with winners” . . . and
adhere to the advice of industry leaders.” (iii)

— “Fully engaging the private sector in guiding strategy and especially with those leading investment
programmes and strategic thinking.” (v)

— “A real willingness to engage in new ways of doing business in a manner that is capable of
responding to market needs and industry demands.” (viii)

18. We re-emphasise the role of the Scottish Tourism Forum working in partnership with national agencies
and the Executive on tourism policy—the Forum provides a representative mechanism for engaging
businesses, through trade associations, area tourist boards (those in membership of the Forum) and
marketing groups. The Forum also partners public agencies to support business leaders to adopt and deliver
the innovation agenda in tourism.

Role of the Public Sector

19. Market failure, in our opinion, results from the structure of the tourism industry. A small number of
large companies of international or national stature market their facilities without the need to link to
destination marketing priorities. The large number of small companies in the sector cannot aVord to market
Scotland as a destination. There is thus a need for a national destination marketing focus by government and
the public sector. The BTA One Million Visitor Campaign13 generated 50:50 public and private sector funding.
This model will be diYcult to fund in Scotland, with fewer large operators and where revenues do not compare
with the London and South East of England focus, although we do believe that partnership funding in
marketing is important and its role should be enhanced.

20. The number one priority for tourism and for government intervention in tourism is to bring more
visitors to Scotland. BTA and VisitScotland’s priorities and focus should not be diverted from this task, with
a focus on overseas markets first and UK markets second. We are of the view that public resources must be

8 STB Management Review, PricewaterhouseCoopers Management Review, October 2001.
9 Para 12(iii) of Summary.
10 Action, under section 5.5 of the New Strategy, 2000.
11 Section 11 of Stevens & Associates’ Summary.
12 Section 12 of the Summary.
13 BTA and Scottish Tourism Forum newsletter 27 May 2002.
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prioritised to marketing and promotion of Scotland. There is no ambiguity that the capability of Scotland to
attract overseas visitors is linked to budgets for overseas marketing. Overseas visitors must be the first
target14. We recommend:

— that Scotland needs to be able to sustain its marketing presence at a level compatible with other
destinations in our prime markets—£50 million per annum should be a minimum level of marketing
funding15;

— that the positive relationship of BTA and VisitScotland must be exploited. We also believe that the
BTA should be made more accountable for delivering Scottish, Welsh and English regional targets.

21. The very positive branding work being undertaken by VisitScotland is supported by the industry and
the Forum. It is essential that this framework, with associated “product groups”, set the context for all
destination, niche and product marketing—a framework area tourist boards and the private sector must
conform to in order to maximise the potential for Scottish brand(s) and products to reach the market place.
The product portfolio work of VisitScotland and the private sector must be accelerated to assist with the
generation of innovative products.

22. The following hierarchy or structure sets the context for destination marketing:

British Tourist Authority Getting visitors to the UK and Scotland
VisitScotland Getting visitors to Scotland
Area tourist boards Dispersal of visitors to local destinations
Private marketing groups Marketing and sales of areas and products.

23. There is a wide range of views in the industry about the future of area tourist boards. The Scottish
Tourism Forum’s views on ATBs will be made in our submission to the Minister’s review. Scotland must
perform on a world stage; any geographic fragmentation dissipates eVort and confuses the market. An ATB
network should remain in place, with a reduced number of ATBs. The network must work to targets,
strategies and integrated marketing linked to the national marketing plan agreed with and determined by
VisitScotland. There needs to be sustained funding to allow a focus on strategic issues. There also must be
consistent quality standards, membership benefits and pricing and accountability to members. An ATB
network comparable to the enterprise networks should be developed, with mechanisms for maintaining the
involvement of local authorities and the private sector (through membership). Tourism should be made a
statutory function of local authorities to increase and better co-ordinate LA commitment. TICs should be
franchised or the partnership model extended; gateway or national TICs should be supported with a stronger
role in dispersal of visitors. Cost savings should be directed to national marketing.

24. The Forum has strong and positive links with Highlands and Islands Enterprise and Scottish
Enterprise. The enterprise networks already provide an essential and valuable role in supporting tourism—
by tackling skills issues, product development and innovation, identifying and developing new market
opportunities and transport infrastructure (with the Rosyth ferry for instance). Partnership working between
enterprise agencies, the private sector, ATBs and LAs are improving all the time. There are concerns about
the Business Gateway’s capability to respond to the needs of tourism businesses. There are also concerns that
the business opportunities in transport, leisure, tourism and hospitality are not given a high enough priority
by Scottish Enterprise in comparisons to perceived high technology, high specification sectors.

The Role of Government

25. One of the rewarding consequences of the Devolution Settlement has been the increased priority given
to tourism. We would argue that this is still not high enough, but we recognise and applaud the work of the
Executive in bringing tourism into the debate about the economy16, in responding to industry demands for
a dedicated Minister17 and in increasing funds for VisitScotland.

26. Holyrood, Westminster and Brussels’ policies and actions all impact upon Scottish tourism’s
competitiveness. Strong Ministerial and Executive links are needed with London, not only to ensure that
BTA’s contribution to Scotland is overseen, but also to represent Scottish tourism interests to UK
Government and ensure no disadvantage from Westminster legislation and regulation.

27. There are a number of actions that the Committee, Parliament and the Executive can undertake to
support jobs and business in tourism in Scotland:

— Recognise the importance of tourism to the economy and to communities across Scotland and
provide a minimum of £50 million per annum of funds for VisitScotland for marketing in
competition with other overseas destinations.

14 Also as suggested by Stevens & Associates in their report, Section 12(ii) of Summary.
15 VisitScotland’s budget currently stands at £32.85 million in 2002–03.
16 Scottish Executive’s New Strategy for Tourism, February 2000; Framework for Economic Development in Scotland. June

2000.
17 Scotland United conference vote, November 2001.
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— Support the setting of Scottish targets for the BTA.

— Support the vision for Scottish tourism, developed by public and private sectors and included in the
Framework for Action, namely:
“Scotland is a must-see destination where visitors’ needs come first and tourism makes a vital
contribution to economic growth.”18

— Support the acceleration of an integrated transport system and timetable to support the dispersal
of visitors and spend across Scotland to the benefit of local communities. Particularly important is
the need for A74 upgrading, integrated transport links with Edinburgh and Glasgow airports and
a review of the role of Highlands and Islands Airport, and the Executive’s funding contribution, to
attracting and sustaining routes to the Highlands and Islands.

— Ensure that other cross-cutting policy issues which impact tourism—rural aVairs, finance and local
government, enterprise and lifelong learning, arts and sport—acknowledge tourism’s links and
evaluate the impacts of policy, regulation and investment on Scotland’s ability to compete in
world markets.

— Review the consistent interpretation and implementation of health and safety, food safety,
licensing, building warrant, planning fire and other regulations across all local authority areas.

— Reinforce and support the role of the private sector in determining strategy and policy in tourism,
both at a national and at a local level.

— Ensure that decisions are taken to develop a coherent and eVective area tourist board network
resulting from the Minister’s review and that this should include making tourism a statutory
function for local authorities.

— Support the development of a more coherent and eVective research base.

— Urge the Minister for Finance and Public Services to re-introduce the Uniform Business Rate
linkage with England.

— Ensure that regulation and fiscal policy derived from Westminster is also evaluated for its impact
on tourism in the UK and Scotland; and specifically

— Urge the Chancellor of the Exchequer to review VAT levels on tourism services, especially on
accommodation (as taken up by 12 of the 15 EU member states19); and

— Urge the Chancellor to reinvest revenue from Air Passenger Duty back into air transport security
and tourism18, as well as funding of additional Pubic Service Obligations for air routes and route
development.

Conclusion

28. There is already support for the conclusions and critical success factors in Stevens & Associates’ report.
Whilst gleaned by evaluation of successful overseas destinations, they aYrm many actions and trends
developing in Scotland. We now need to accelerate these. Central is the role of the private sector and the
emphasis on partnership working and funding for marketing. These actions will support the challenge for
Scotland to remain in international markets and ensure our competitive capability.

18 Tourism Framework for Action, March 2002.
19 Tourism Spending Priorities, English Tourism Alliance, April 2002.
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Annex 1

SCOTTISH TOURISM FORUM MEMBERS

Aberdeen Exhibition and Conference Centre Lambie Gilchrist Consultancy
Activity Scotland Lynne Jones Research Ltd
Ardnamurchan Tourist Association Lochaber Business Group
Area Tourist Boards (12) Lochaber Centre for Tourism Excellence
Association of Scotland’s Self-Caterers Mactours
Assoc. of Scottish Bed & Breakfast Operators The MoVat Centre, Glasgow Caledonian University
Association of Scottish Visitor Attractions Napier University Business School
Ayrshire & Arran Tourism Industry Forum National Caravan Council
BMI National Galleries of Scotland
British Airways National Museums of Scotland
British Holiday and Home Parks Association The National Trust for Scotland
British Horse Society Scotland Perth College
British Hospitality Association Queen Margaret University College
British Incoming Tour Operators Association RAC
British Trust Hotels The Robert Gordon University
Business Tourism Scotland The Royal Yacht Britannia
Celtic Fringe Tourism Association Scotland on Line
Confederation of British Industry Scotland’s Best B&Bs
Confederation of Passenger Transport Scotland’s Hotels of Distinction
Continental Airlines Scotland the Brand
Easy Jet Scottish Airports Ltd
EAE (Edinburgh Arts and Entertainment) Scottish Council Development and Industry
Edinburgh Chamber of Commerce Scottish Destination Management Association
Edinburgh Conference Centre (Heriot Watt) Scottish Exhibition & Conference Centre
Edinburgh International Conference Centre Scottish Hotel School, University of Strathclyde
Edinburgh Military Tattoo Scottish Licensed Trade Association
Edinburgh Principal Hotels Association Scottish Racing (Horse Racing)
Farmstay UK (Scottish Region) Scottish Tourist Guides Association
Federation of Small Businesses in Scotland Scottish Youth Hostels Association
Fife College Sea Containers Ltd
Glasgow College of Food Technology Segal Quince Wicksteed Ltd
Hedoin Associates Springboard UK
Highland Hostels St Andrews Bay Golf Resort and Spa
Historic Houses Association, Scotland Stirling, University of
Historic Scotland Taste of Scotland
Hospitality Training Foundation Tourism and the Environment Forum
Independent Backpackers Hostels of Scotland Tourism Resources Company
JAC Travel Scotland Tourism Society, Scottish Chapter
Jarvis Hotels Trekking and Riding Society Scotland
JBK Associates Venuemasters Scotland
Kilmartin House Virgin Trains

The Board of the Forum Representing
Paul Bean Marriott Dalmahoy Hotel and Country Club
Amanda Clark Taste of Scotland
James Coutts Activity Scotland
John Dickson Scottish Youth Hostels Association
Douglas Logan Chairman Scottish Destination Management Assoc.
Andrew Mathieson Perthshire Tourist Board
Paul Murray-Smith (Chair) Dreamhouse Limited
Peter Taylor British Hospitality Association
Marjory Rodger Confederation of Passenger Transport
Laurence Young Lochaber Centre for Excellence
Ivan Broussine (Chief Executive)
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Annex 2

RESPONSES TO SPECIFIC COMMITTEE QUESTIONS

Enterprise and Lifelong Learning Scottish Tourism Forum Responses
Committee Questions

How eVective is the current tourism strategy? It is too early to tell how eVective the strategy will be, but
we are optimistic. The management and monitoring
arrangements will be crucial for overseeing progress.

How eVective is VisitScotland post-re- The impact of the re-organisation can already be seen,
organisation? especially in the field of branding, marketing and

promotion. Partnership working has improved
considerably. We are optimistic that further
improvements will result from cultural change driven
throughout the agency.

What has been the impact of, and the response to, The negative impact in 2001 was significant, although
Foot and Mouth Disease and September 11? recovery from Foot and Mouth has largely occurred

throughout the industry, with domestic and European
substitution also occurring post September 11. (The
Royal Society of Edinburgh report on the impact of
FMD published in July 2002 is an accurate reflection of
its impact.) The continued loss of the US market is the
biggest single impact in 2002, exacerbated by
geopolitical uncertainties.

What are and should be the roles of VisitScotland, BTA and VisitScotland priorities—and the Forum’s
the Enterprise Agencies and the British Tourist No.1 priority—are to bring more visitors to Scotland.
Authority? The Enterprise Agencies should continue to support

skills and product development, and transport
infrastructure (cf. the support for the Rosyth/Zeebrugge
ferry)

Is the current budget for tourism suYcient, and is More funds need to be committed to international and
the focus of investment appropriate? UK marketing, allocated to VisitScotland, to enable

Scotland to compete with other international
destinations. We acknowledge the opportunity to
generate partnership funding. Investment priorities will
be better served by stronger partnership with the private
sector to identify commercial opportunities.

How eVective is the Area Tourist Board (ATB) We recommend the retention of an ATB network, pared
structure? What other possible structures are there? down with strong direction from VisitScotland,

following the HIE and SEn model. Consistent levels of
service, membership benefits, outputs, targets etc should
be linked to ATB funding.

What issues arise from the first year of the These appear to be limited, although the Forum believes
introduction of the Euro? that price transparency will be a positive benefit to the

tourism industry in international markets.

How can niche marketing tourism be best promoted With stronger public: private sector links to determine
and developed? markets and targets, but within a national marketing

and branding strategy established by VisitScotland.

How can potential for e-tourism be exploited most The PPP and eTourism Ltd are supported by the Forum
eVectively? Is the development of eTourism Ltd the as a crucial commercially-driven investment in our
most eVective way to exploit the potential of the infrastructure. Other web operators oVer choice to
web? consumers. Broadband investment is essential for

Scotland, as is encouraging take-up by tourism
businesses.

September 2002
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Supplementary Memorandum submitted by the Scottish Tourism Forum

Introduction

1. The Scottish Tourism Forum has submitted written evidence to the Select Committee’s Tourism Inquiry
and has now been invited to oVer oral evidence at its 26th November session.

2. The Scottish Tourism Forum represents operators and the private sector in tourism in Scotland,
comprising trade associations, companies, marketing groups and other bodies dependent upon tourism for
income. There are about 200,000 people employed in the industry in Scotland, representing 8% of total
employment (this proportion is higher in many rural areas with for instance an average of 12% of employment
in the Highlands). Valued at £4.5 billion in 2000, tourism is 5% of Scottish GDP—20,000 tourism businesses
operate in Scotland.

3. We welcome the opportunity to speak directly to the Committee, to represent private sector and
commercial views on the role of government in tourism and also to comment upon plans for the integration
of the roles of the English Tourism Council and British Tourist Authority.

Westminster, Devolution and Tourism

4. Businesses in Scotland endorse the beneficial impact of devolution on the tourism sector—with shorter
lines of communication and accountability for expenditure and policy, as well as the opportunity to more
directly influence branding and marketing priorities.

5. Scottish tourism performance is, however, highly dependent upon Westminster’s priorities and policies,
through eg fiscal and monetary policy, regulatory, labour and transport policies and investment, as well as
resources and priorities for overseas marketing.

6. The tone and style of government leadership is crucially important in determining how tourism is viewed
and how it performs across the UK. Government policies must be flexible and adapt to changes in the macro
economic and geopolitical environment to ensure that the UK, and Scotland, retain their appeal to the market
and remain competitive in an increasingly globally competitive industry.

7. Thus, despite the benefits of devolution, UK Government decisions impact upon the operational and
business environment for tourism (as it does for all economic sectors) throughout the UK. It is thus crucially
important that DCMS, Chancellor of the Exchequer and other policy and investment decisions which impact
tourism are evaluated for their impact across the UK. Within this context, decisions about the role of the
BTA and ETC are of more than cursory interest to the tourism industry in Scotland.

The Role of Government in Tourism

8. We highlight in our written evidence the important role of government in tourism. A number of UK-
wide issues still need to be addressed to ensure that Great Britain’s market appeal and competitiveness are
assured. The UK is at a distinct competitive disadvantage (with £14 billion adverse tourism balance of
payments) and government has to be more flexible and fluid in the way policies are developed and impact
upon tourism performance. Leadership exhibited by Government to the tourism industry during Foot and
Mouth was exemplary, but flexibility only at times of crisis (moratoria on VAT payments for instance) mean
that fundamental fiscal or infrastructure weaknesses which impact tourism performance are not addressed.

9. The Scottish Tourism Forum would like to amplify and comment upon six UK-wide policy areas with
potential for enhancing UK and Scottish tourism performance:

— The tax and regulatory regime: two key areas where the levels of taxes (VAT particularly in
comparison to other European destinations) and the number of additional regulations impacting
tourism, hospitality, leisure and travel are disincentives to investment and entrepreneurship.
Planning and building regulations need to be modernised and processes speeded up. At a time when
new product innovation is important in helping the UK to oVer more products and services, and
value for money, to the customer, then these government roles can either stimulate, or constrain the
industry.

— Integrated transport: the Forum is responding to the Department of Transport’s consultation on
the future of air transport and we look to speedy decisions about capacity not only for air, but for
all transport modes. Investment levels are crucial to modernise and integrate transport and certainty
is needed about timing of investment. Specifically, the new budget airline model is proven to add
significant economic benefit (see Stevens Associates’ report for the Scottish Parliament’s Enterprise
and Lifelong Learning Committee Tourism Inquiry) and far greater flexibility about support from
Government for new routes is needed.
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— Skills issues: the creation of the industry-led sector skills councils is welcome as one intervention to
address skills issues and shortages in the industry. Moves to open up access to the UK employment
market for overseas nationals is also welcome, but we need to think far more rigorously about social
exclusion policies aligned to assist job access to the industry.

— Quality assurance: the Scottish QA system (operated by VisitScotland) has the distinct benefit of
achieving between 70 and 90% penetration in diVerent parts of the tourism sector. It is important
however to look to a UK-wide QA system, integrating the best of the diVerent schemes available in
order to make it easier for the consumer.

— London as a gateway: British tourism depends upon getting people out of the arrival points. In
Scotland, Edinburgh and Glasgow are gateways and work is underway to enhance their role in
distributing visitors and economic benefit to the rest of Scotland. London’s gateway and dispersal
roles have to be catalogued and designed from the outset (leaving nothing to chance) to ensure that
the rest of the UK benefits from investment in London.

Overseas Marketing and the BTA

10. The Forum has consulted its membership and wider tourism interests in Scotland about the planned
integration of the BTA and English marketing. About two-thirds of our respondents highlight the risks to
Scotland from perceived weakened overseas marketing support for Scotland, whilst about one-third suggest
that Scotland should “go it alone” with an increased overseas presence in our main markets.

11. Decisions about the organisational structure of an enhanced BTA/ETC must be made from the point
of view of the consumer, and not for administrative convenience. We have to make it easy for the overseas
customer to buy travel and holidays in the UK and our comments below about the planned merger are taken
from this perspective.

12. Scottish businesses by and large have very positive views of the BTA and the commercial sector
endorses the close working relationship of VisitScotland and the BTA. Recent BTA changes to management
and to strategy are welcomed, because they will add value to Scotland’s overseas eVorts.

13. The Forum has urged for some time however that the BTA be given stronger (English) regional and
Scottish targets and we welcome the planned accountability of BTA for overseas marketing to the Scottish
Parliament and indeed the safeguard of separate overseas and English marketing accountability to
Westminster. Whilst the devil is of course in the detail, these are important principled steps.

14. Whilst the Forum welcomes the planned protective measures, such as ring-fenced funds, for overseas
marketing in the merger, concerns have been expressed about the risk of loss of Scottish brand identity in
overseas markets, resulting from what is seen as an inevitable “skewing” of BTA eVort. The fear is that there
will be an increase (or perception) of bias towards London and England in overseas marketing. This is strictly
a marketing issue—English, London, Welsh, Scottish and other brands each have competitive advantage and
recognition in certain markets and these marketing strengths (for the UK) must not be watered down by the
integration of overseas and English marketing within a single agency. The promises of protection of overseas
marketing independence must be fulfilled to the satisfaction not only of tourist boards and agencies, but also
of the private sector throughout the UK, so that positive BTA and commercial relationships are not lost.

15. Adequate funds for overseas marketing are important and we need hard information about the tax-
take to the Exchequer from overseas visitors. The BTA has already indicated to the Committee that the
Treasury will recoup at least £100 million in tax and revenues, from a £20 million investment in overseas
marketing in the One Million Visitor Campaign if the £500 million additional spend target is achieved.

16. We would like to express our ambition that the private sector across the UK is automatically consulted
on tourism policy changes. The English Tourism Alliance, Wales Tourism Alliance and Scottish Tourism
Forum have already met informally to focus on UK-wide tourism issues and will meet formally in the New
Year to progress these. Just as the UK Tourism Ministers meet, we consider that it would also be helpful for
the appropriate committees in Westminster, CardiV and Edinburgh to regularly review UK-wide tourism
issues.

20 November 2002
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Examination of Witnesses

Mr Andrew Mathieson, Chairman, Mr Ivan Broussine, Chief Executive, Mr Peter J Taylor, Director,
Scottish Tourism Forum, examined.

Parliament may indicate that it does not regard it asChairman
a fait accompli, if you had the opportunity to modify193. Gentlemen, thank you very much indeed for that settlement, how would you like to see itcoming. I am sorry for the slight delay but we were modified?just sorting out some domestic matters. I wonder if,

(Mr Mathieson) Perhaps I can ask Peter Taylorsince it is the first time we have met, you would like
to respond.to make an introductory statement?

(Mr Taylor) First of all, I should say that I am in(Mr Mathieson) Yes, good morning, Chairman,
a slightly diYcult situation (as I have found myselfthank you. I am Andrew Mathieson, I am Chairman
before) because I am a UK Chairman of BHA whichof the Scottish Tourism Forum. I think some of you
has, in general terms, welcomed the statement. Imay know my background, you have a brief resume
think, frankly, in any organisation there is always aof my CV, but very briefly the Scottish Tourism
wide range of views from memberships, but today IForum stands as the voice of Scottish tourism as a
am wearing my Scottish hat and, as Andrew has said,trade body. Could I, on my right, introduce my Chief
it is up to us to make it work. There is a certainExecutive, Mr Ivan Broussine, and, on my left, my
advantage in what we have got because we are notDeputy Chairman, Peter Taylor, who is Chairman of
starting from scratch with a fresh organisationthe Townhouse Group in Edinburgh and, also,
recruiting a team. So there is a lot of expertise therehappens to be the Chairman of the national BHA.
that can be moved and, indeed, in many markets theyChairman: Thank you very much indeed. are working towards the same end. Our concern from
Scotland’s point of view is that we actually make sure
that there are targets set and that BTA deliverJohn Thurso
separately to Scotland tourist targets. As to exactly

194. Good morning. Subsequent to your original what we would have suggested as an ideal, I am not
submission to the Committee, the Department of sure. It is a diYcult one.
Culture, Media and Sport has announced some very

196. You see the danger, which is that you areradical changes for tourism in England, which
accused of saying you do not really like it but you willobviously impacts on Scotland via the BTA. As you
accept it, but what you are also saying is you have nothave just said, you represent a pretty wide cross-
got a preference that you would put in its place.section of the tourism industry in Scotland and I
There is a danger that you could be accused of justknow that you have undertaken a consultation of
being pro-Scottish for the sake of it.your membership subsequent to those changes being

(Mr Taylor) Wearing a Scottish hat, yes. Scotlandannounced, largely because I was one of the
has more of a brand and has more of an essence orrecipients of the e-mail. Could you tell the
perceived brand and essence. I think England—andCommittee what response you have had to that
I happen to be English—really needs to work up thatconsultation?
brand and that essence for themselves and to work(Mr Mathieson) Thank you. I can tell you that
towards products rather than regions, in my book, asabout two-thirds of the respondents highlighted the
far as marketing is concerned.risks or at least the perceived risks to Scotland, in

that the overseas marketing for Scotland may be 197. Really, given that in your evidence you stated
very clearly the benefits of devolution—and I thinkweakened, whilst about one-third suggested that

Scotland should actually go it alone with an nobody would gainsay that tourism has benefited
hugely in Scotland from the devolution settlement—increased overseas presence in our main markets. I

have to say that anecdotally and in addition to the is it not fair to say that actually the real danger that
you are highlighting, particularly with yourformal request for information and people’s feelings,

it would appear that the trade accept that it is a fait comments about England needing a brand, is that
England actually has a great need for domesticaccompli as to what has happened. We, as a forum,

accept that that is now the situation and we must marketing, which is coming through the new
settlement, and that the danger that you perceive iswork within the framework which was presented to

us, and I do not think any one would have expected, therefore that in order to deliver that for England it
begins to take away from the BTA overseas’ eVort?nor preferred, the outcome of the minister’s

deliberations. I think that overall people would have (Mr Mathieson) There is the potential for that, and
preferred Scotland and the BTA to have worked that is one of the chief concerns that the industry in
along similar lines to how they have in the past, Scotland has, in that the focus is taken away from
without perhaps what is seen as the encumbrance of Scotland. Whilst we understand the need for a focus
the amalgamation of the two organisations. within England and overseas, our perspective is that
Notwithstanding that, we in the Scottish Tourism there are dangers there. We will want to see that the
Forum are looking positively to the future and our Scottish product is not harmed by this move.
job is to make sure that this reorganisation will not Undoubtedly there is the potential for that to
see Scotland at a disadvantage. happen.

198. My understanding is that the Scottish195. You have said that as far as you are concerned
it is a fait accompli and, therefore, cannot be Executive have received assurances that there will be

an exchange of letters on targets and all sorts of otherchanged. Leaving that aside, bearing in mind that
ministers are responsible to Parliament and things. Is not the real danger that the BTA will be so
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busy making sure it meets all its targets to satisfy us Mr Doran
Scots and the Welsh that England, for whom this

204. Back to the recent changes, or thewhole rearrangement has really been put in place, are
announcement of changes, to the BTA. One of thegoing to be pretty stuVed?
recent things that has concerned us in some of the(Mr Mathieson) We should be so lucky, I would
previous questioning that we have done is thesay!
apparent conflict of interest that the BTA will have,
on the one hand, promoting Britain abroad,199. That is what you are hoping for! Can I move
including Scotland and Wales, and England at home.on to a slightly diVerent line of questioning. There is
How are you going to deal with that in terms of youreach year, I think now it is in either its second or third
presentation and your relations with BTA?glorious year, an annual tourism summit at which all

(Mr Mathieson) Traditionally our relationshipthe players involved in the administration of
with the BTA has been very positive. Indeed,government and tourism meet. Clearly this is
industry relations with BTA have traditionally beensomething which cuts into both the Scottish
very positive. I think I have already said that there isExecutive and VisitScotland. It is my understanding
a perception now within the industry of dangers ofthat no representative of any Scottish body has ever
that lack of focus on Scotland. We, as anbeen to the tourism summit. Do you think that is
organisation, would be very keen for—in practicalappropriate, given what has actually happened?
terms, for instance—BTA to accept VisitScotland to(Mr Mathieson) I have to say I have little
be much more proactive in the overseas market in aknowledge of the summit, for the very reason that
more direct way. One way forward on that, perhaps,nobody has been invited. I find it diYcult to pass
would be for VisitScotland to be suYcientlycomment, really. I do not know, Ivan, if you have
resourced to have a personal presence in certain keymore knowledge than I on that?
overseas oYces, thereby actually ploughing the(Mr Broussine) I think it is desperately important
Scottish furrow deeper in those markets. We alsothat the UK tourism summit meets regularly and
accept, however, that Scotland cannot do thatthere is good representation from across the UK.
worldwide and there are emerging markets where itFurther than that, and we make the point in our
would be far better to allow the BTA to continuesupplementary evidence, the opportunity is not only
representing the nation. So there is a kind of halfwayfor the Wales Tourism Alliance and the English
house there, and I think that our industry view onTourism Alliance and the Scottish Tourism
that is that the BTA has done a fair job but there areForum—that is the trade—to meet across the UK
now dangers on the horizon and we have anbut it is also an opportunity for the nearest
opportunity perhaps to strengthen the Scottishparliamentary committees to meet as well to look at
presence. My colleagues and I would like to see partthis across the UK. We have to recognise that whilst
of that strengthening process going in making surethere are significant benefits of devolution, tourism in
that VisitScotland is there on the coalface abroad.Scotland is impacted significantly and crucially by

decisions made in London, and we have to find ways 205. One of the diYculties, certainly from the
and mechanisms that ensure that those decisions English perspective, which we have heard on this
acknowledge and respond across UK-wide issues. Committee is what seems to be a gross mismatch in
That is crucially important. funding. I have got a paper in front of me from the

Minister in Scotland, from whom we will hear later,200. EVectively, what you are saying is that there
and he talks about a budget of around £90 millionis a slight mismatch or there is a mismatch between
spent on tourism in Scotland, if you include the localthe devolution settlement and the ways in which the
authority budget, but in England the figure is aboutvarious devolved nations communicate at a UK
£12 million. That does not take into account thelevel?
Regional Development Agencies spend, but given(Mr Broussine) I do not think you will draw me out
that they are fairly new bodies they have not rackedon that, but I do not see it as a mismatch myself.
up their spending in this area. So we are talking about
a fairly huge mismatch. It does look as though BTA201. If it is working then clearly there is not a
is going to have to spend quite a bit of its time in theproblem. If it is not working, which was the inference
future sorting out that mismatch. That will be theirof what you were saying—
focus and I do not buy the point that my colleague(Mr Broussine) Devolution has been beneficial for
here, John Thurso, has made about the EnglishScottish business. What we are saying is there are still
suVering more than the Scots. Quite clearly, in termsopportunities for enhanced cross-UK policy making
of the focus and the development of their strategy,and investment decisions by government that will
the BTA is going to have to look very hard atimpact beneficially across the UK as well. We can
England. That seems to be in accord with what youalways make improvements on what we have got.
are saying, that we may see a problem developing in

202. Do you feel that Scottish tourism businesses Scotland. If the only way to deal with that is the
were adequately consulted with regard to what solution you presented, which is more resources, then
DCMS is proposing for the BTA? do you think it is likely that the Executive will find

(Mr Mathieson) No, because there was not any these resources for you?
consultation. (Mr Mathieson) Of course, that is for the Executive

to decide, but the argument—203. There was none at all?
(Mr Mathieson) Not to my knowledge. 206. They are already—in the Minister’s

statement—investing very heavily in the industry.John Thurso: Thank you. Thank you, Chairman.
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(Mr Mathieson) Indeed, but it may not even be a that, but I think, by and large, the Minister in

Scotland has won plaudits from the industry forquestion of more resource in total but it may be a use
of resource in a diVerent way. his energy and focus—and, indeed, financial

commitment to marketing.
207. Does your organisation and the members of

210. So partnership is very important. When weyour organisation contribute to VisitScotland’s
heard from your counterparts in England, Thepresence abroad or is that purely funded by
Tourism Alliance, most of their brief to us coveredGovernment?
what you might call a business agenda. You give it(Mr Mathieson) It is funded by Government but,
passing reference. You mentioned VAT in theof course, individual businesses can participate in
tourism industry and you mentioned some issuesoverseas’ marketing campaigns in a very direct way.
about red tape, whereas it seemed to be their whole

208. Moving on to another area, I am a real focus. That was of some interest to me, in the way in
amateur when it comes to tourism and looking at the which the case was presented. I would be interested
papers, particularly from the English end of the to know why you take that focus as compared to
market, it seemed obvious to me that one of the what is eVectively a business agenda from your
things that was lacking was a proper strategy, and colleagues in England?
particularly a long-term strategy. When I read (Mr Broussine) I do not want us to misrepresent
through your submissions and the various other ourselves in terms of our focus; our focus is certainly
Scottish bodies we will be seeing today, you seem to upon resources for marketing, overseas marketing
be a bit further advanced in developing a longer-term and the capability and delivery of marketing on the
strategy. I am not looking to pick out comparisons, consumer to the Scottish market. However, that is
but I would be interested to hear from you the steps equalled by the business agenda as well. I have
that you, the Executive and the other partners in obviously got the wrong emphasis in this paper if you
tourism have taken to develop that strategy—if you consider the business agenda to be just a passing
agree with my point. What can we learn in the way in reference, because those are crucial issues. Actually,
which you have done that? from the point of view of Westminster and UK-wide

(Mr Mathieson) I am going to ask Ivan to respond policy and investment issues, they are crucial to the
to that because Ivan has a unique overview, in fact, performance of the industry in Scotland—transport,
from an industry perspective on that particular fiscal policy, monetary policy, exchange rate policy
matter. and so forth. I think probably we have a balance, and

(Mr Broussine) The last two or three years has seen I would like to think we have got that balance right
quite a significant cultural change inside the tourism between the eVort in the marketing area and in the
sector in Scotland, with industry being far more business agenda. DCMS decisions about ETC and
assertive about what it considers to be commercially about marketing England are the hardest issues in
desirable and advisable, from the point of view of tourism in the UK. I am not surprised the English
what public sector investment and priority should be. Tourism Alliance is focusing on the business agenda
So actually there has been a very strong development and what are the solutions for the English market. It
partnership between the public and private sectors. is a really tough call and I do not envy anybody the
The current tourism framework, which is an decisions that need to be made there. However, it is
articulation of the strategy and priorities in Scotland, crucial that the English marketing activity—and
has been developed with VisitScotland in the lead, London’s capability as well, because London is
but actually I represented the industry and other important to Scotland—is resolved.
industry representatives participated in the
development of that strategy. So it is not as if it is just
the Executive saying “This is where we are going”; Derek Wyatt
nor is it VisitScotland suggesting that; there has been

211. Good morning. Can I pick up two things? Mractually quite a strong working-through of the
Taylor, you said something about you being worriedvarious issues to identify the priorities for the
that the regions in England do not either manifestlyindustry. On top of that, in relation to the marketing
support tourism or that the development is going topriorities for Scotland, in terms of brand identity, in
upgrade the regions to make tourism happen, yet atterms of products, in terms of the most desirable
the same time you are saying England needs a highermarkets and so on, much of the expertise comes from
profile. Are you actually saying that we should notVisitScotland, but they rely very heavily upon
put tourism down to the regions first; we shouldcommercial input. So the advances we have made, I
actually spend five years getting the England brandthink, are advances that emanate from very strong
correct before you put it down to the regions? Is thatpartnership working. It has been hard work and it
really what you are telling us?has been tough work, and it has been quite aggressive

(Mr Taylor) It is not for me to say how Englandat times but, ultimately, what we have is a far
should approach the marketing of England orstronger and far more robust product and a far more
identify what the brand is. My approach would be torobust opportunity as well.
build on the strengths, and particularly build on the

209. Does it help that the industry has a seat at the gateways. London, as a gateway, needs significant
Cabinet table? central support. I think, for England, it may be just

as much building on London as a gateway as all the(Mr Broussine) It does now, but there are mixed
views about that in Scotland. There are many people regions fighting with each other for marketing spend.

Certainly in Scotland we have moved more towardswho would suggest there is an advantage in being
close to enterprise, or looking to the DTI for the brands—experiential things—than the regional

approach, and we are very excited about that.whole of the UK. So there are mixed views about
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212. Can I ask the Chief Executive: you may have electronic gateway. There are thousands of gateways

but for true gateways we have the BTA, on to which Iseen the FT on Friday which carried a page of
coruscating criticism of the DTI, saying it was a would like to see the VisitScotland.com more closely

integrated. I think, from a consumer point of view, it£10 billion government department which did not
support business. We here are arguing that tourism is has to be as simple as possible, and I myself do not

see a huge problem in that. I would like to see furthermore DTI but if the DTI cannot deliver where should
tourism fit into? I am talking of Scotland, really, just integration between BTA and VisitScotland.com.
as much as England. 214. In your travels do you think that tourism is(Mr Broussine) I did suggest in response to Mr handled better anywhere else in Europe or anywhereDoran that there is some debate about whether there else in the world. As a forum is it better somewhereshould be a stand alone Cabinet level responsibility else?or integrated into enterprise or DTI. I think that is (Mr Mathieson) I think there is evidence to suggestthe baseline and I think if you go to the industry to that certain elements of tourism are better bothget a view, you will not get a common view, quite formulated and dissipated throughout the world infrankly. other areas. One could look at areas such as NewChairman: Surely, Derek, before you go on, the Zealand who have done very well, and one couldsituation in Scotland is diVerent, and looking look at Ireland who, over the past five to eight years,enviously through English eyes, far better in that they have done particularly well. However, that is nothave much better funding than England has and they necessarily across the board. There are things whichactually have a tourism minister. Scotland has and things which Scotland does which

are market-leading, without any doubt; our brand is
known throughout the world and we have everything

Derek Wyatt going for us. Certain things and how we handle them
are particularly good. That is not to say that we213. I do not dispute that. Can I come on to the cannot learn from others.point I have raised before, that there are ten

government organisations in America which do not
report to Washington and there are nine of those in

ChairmanCalifornia. Much of that is the Scottish Development
Agency, the Welsh Development Agency, all our 215. Before I call Mr Fabricant, could I go a little
RDAs—this is a very confusing picture that we are further down the line of questioning that Mr Wyatt
giving to our would-be tourists overseas. Suddenly has embarked on? I suppose, really, if one knew—but
they are broken up into 19 diVerent organisations in does one know—the test of diVerent structures in
America that do not report back to Washington, and diVerent countries is the success that they have in
therefore do not report to our consulates and, attracting visitors. Obviously, Scotland has got some
therefore, do not report back to the Government in very vivid brands, but to what extent does that
Scotland. This is very scary, because these things attract visitors? If one is mentioning New Zealand,
happen without any Government knowledge. When New Zealand is so remote from anywhere else that
I asked the DTI, on the Order Paper, that very one would guess—I do not know—that it really has
question they said they were unaware of it. This has got to do very special things in order to attract
happened in the last 18 months. Do you think it tourists. I had the good fortune to go there and it is
would be better if there was one electronic gateway in extremely beautiful, but it is quite diYcult and quite
America to tourism in the United Kingdom, or do costly to get there.
you think you have got such a better brand you (Mr Mathieson) Yes, I think you are absolutelywould rather go oV and develop your brand— right. What these countries have done is somethingbecause it is a strong brand, much stronger than we must do more coherently in the UK and, inanything else? Are you worried about what is going particular, in Scotland, which is to focus on the brandon? and consistently, over a period of years, say the same

(Mr Broussine) I am not sure if there are 19 things over and over again—thereby helping to build
organisations in the States or a representative of that brand. If you ask anyone in the world, taking
Scotland because my understanding of the Scottish New Zealand, what does it stand for, they will say
representation overseas is that the Government “activities and the great outdoors”. They have
agency Scottish Enterprise and its sister organisation consistently said that for years now and it begins to
Scottish Trade International (whatever they call it take eVect. What we must not do is fragment what we
now) plus VisitScotland, plus the BTA, are the only have in the UK at the expense of the UK plc income
three organisations overseas in terms of Scotland, to tourism. Notwithstanding that, Scotland has the
and the relationship between VisitScotland and the strongest brand, if you like, within the UK in
BTA is a positive one and there should not be any worldwide terms, and we have got to focus on that.
tripping up over each other. Just to amplify it a little

216. In the end, one can try to brand oneself butfurther, a single electronic gateway might sound very
one has to live with other people’s perceptions of one.nice but in practice, actually, several electronic
I suppose if people abroad are thinking of Scotlandgateways might be required for diVerent markets and
then they will think of tartan, kilts, Highlands anddiVerent brands.
whisky. Whatever you do, that is what they are going(Mr Mathieson) Could I add something, if I may?
to think about, are they not?We always, as an industry, approach this from the

(Mr Mathieson) They are the core values,consumer perspective. From the consumer
certainly, yes.perspective I would not necessarily agree that it is

that confusing. You mentioned specifically the single John Thurso: And shortbread.
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our market is the UK. I guess therein lies theMichael Fabricant
potential conflict with the BTA/ETC. I think you

217. Every year I do the three peaks. It is a need to learn the detail of how that is going to
desperate attempt to convince myself I am still fit and work out.
young. This year I ended up, as ever, in Ben Nevis but

220. I think we would like to know. I do not thinkthen took a holiday for a week in Scotland. It was
they have worked it out yet.great: I went to Skye, the Outer Hebrides, North of

(Mr Taylor) They can make it work but it is veryScotland and Cape Wrath. I almost visited John
important that we take our place in the UKThurso, but he managed to escape! As far as websites
marketing an alternative to other parts of the UK,are concerned, I just used the search engine Google
and perhaps too much focus has been placed on theand said “Hotels Stornaway” and had no problems
overseas market in our discussion this morning.at all in finding places to stay. So well done on that.

(Mr Broussine) Perhaps I could advise on theI am just curious about the whole philosophy of
points made earlier by Andrew and Peter. Certainlymarketing a country like Scotland. Earlier on you
the Scottish products and experienced have a brandsaid that really we should be marketing products
recognition in certain markets. For instance,rather than regions. It occurs to me, can one
business tourism is worth a billion to us, 22–25% orsuccessfully market Scotland other than to nearby
thereabouts of the value of tourism. Some of thatcountries such as Scandinavia or Northern Europe?
business tourism product is in competition, forMy first question is this: in the past in this inquiry we
instance, with the NEC in Birmingham forhave been hearing that the great diYculty is getting
international association business. Scotland has apeople out of London to visit regions in the UK.
pretty strong brand recognition in golf, for instance,What percentage of distant visitors—by that I mean
in the business market of incentive travel and onNorth America or Italy or Spain; places that are not
packages to association business and so on. It wouldthat easily get-at-able to Scotland—come exclusively
be sensible for us to continue to market ourselves forto Scotland as opposed to, say, coming to London
golf which, if it is in a hierarchy, is certainly at the topand England first and then continuing to visit
of that hierarchy for the UK. I do not know if ourScotland?
partners in Wales would disagree with that.(Mr Mathieson) I think, without question, the

majority will come to visit London first and then 221. But is that not again what Andrew MathiesonEngland. Some will come directly to Scotland but the was saying, that you are really marketing productsmajority will come via England, which is why the rather than regions? That is perfectly acceptable; IScottish Tourism Forum recognise the value of think it is very logical actually, but you are marketingLondon, in particular, as a gateway to the whole of golf; you are not marketing Scotland. It just happensthe UK. to be that there are pretty good golf courses, to say
the least, in Scotland.218. That is interesting because that is what,

(Mr Broussine) For UK plc selling golf in Scotlandintuitively, I would have thought, too. In that case
adds the most value to the UK. It is a QED.(and obviously one wants to preserve devolution and

all the rest of it) would not a more integrated
marketing of the United Kingdom be more
successful, not just talking about those things that

Alan Keenthe Chairman talked about, which people identify as
being Scotland, but specific things within Scotland— 222. You mentioned that devolution had been a
Edinburgh Castle and whatever, Pitlochry, Cape help. Can you explain further how and will that relate
Wrath, Thurso and all the other marvellous parts of to the English regions as they move towards
Scotland—as being alternative places to Stratford- devolution?
upon-Avon and the rest of it to visit, as part of the (Mr Mathieson) I think it is perceived as being a
United Kingdom as a whole? help. I think there is a “feel good” factor that we have

(Mr Mathieson) Absolutely. That is, indeed, what a Scottish Minister for Tourism sitting in Cabinet.
the BTA remit is; it is to market Scotland overseas. The proof is in the pudding on that one. There are
There are icons within Scotland which are very useful concerns which have been highlighted already, fiscal
to the whole of the UK. Of course, we, on a stand- concerns, in that some of the focus may be rather
alone basis, would be delighted to see more people lessened in financial terms for Scottish tourism being
coming directly to Scotland. Part of the product taken away from economic development, but in
portfolio is to excite those overseas visitors to come terms of the benefits, I think that the reality is that
directly to Scotland, but the fact is that in gateway there is now a re-focus on Scotland’s largest industry,
terms the majority will come via England. I think we tourism. I think that it is appreciated, certainly by the
have to accept that. Scottish tourism industry, that the Scottish

Executive recognise that. There is now more focus on219. While I welcome devolution, as I think it was tourism, certainly in my 25 years of experience withingoing to be an inevitable thing, I am not clear, given the industry, than there ever has been, so that has tothat answer, what impact devolution has really made be a positive, but we are waiting for some furtherin the promotion of Scotland per se as a marketing outcomes on that strategy to see what happens.venue.
(Mr Mathieson) That is an interesting point. Peter, 223. What are the trends for the future? Winter

do you want to respond to that? sports—is global warming damaging that or is it
helping Scotland have a better image?(Mr Taylor) I was going to talk about something

slightly diVerent. We have been talking on and oV (Mr Mathieson) I do not think it is helping. Is that
a loaded question?about the overseas market but for Scotland 90% of
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224. No. I am just interested in what are the with public agencies, VisitScotland included, to

remind business about how they might be improvingprospects for Scotland. Can I ask you about winter
sports? Presumably it is a fairly small part of the their performance, where the new market

opportunities might be, where the training coursestotal. Are you getting people from the rest of the UK
to winter sport in Scotland? are and so on.

(Mr Mathieson) Yes, and I think the largest market 226. Presumably you reach out to the businesses
will be the Scottish market because the winter sports that do not exist as well. Are there links with the
destinations are within reach on a daily basis. Scottish Government that you have? There must be
VisitScotland will have the figures; I do not. I do not missing links, so you are not just representing the
believe that there is huge mileage in a lot of extra businesses that are in your association?
overnight or longer holiday stays for winter sports, (Mr Broussine) We have a particular focus upon
specifically for skiing. There are so many destinations product development and innovation, trying to
within relatively easy reach, especially with the onset identify where new markets might be, where the
of budget airlines in Europe now, that to get better trends are taking us and what the new products and
snow people will tend to travel, but when the snow is services and market opportunities might be. It is
good the skiing is excellent and it is there. It is a private sector led, a strong partnership grouping of
perfectly viable sport. The global warming issue companies working in that field. It is pretty
actually is an issue. I can remember up to about five embryonic at present but it is an interesting area for
years ago, and Michael Fabricant mentioned development.
Pitlochrie, that there was a huge interest within

227. Are there some gaps that you see there, in thePitlochrie to establish yet another ski slope within
organisation I mean, and in the promotion? Arereach of that key hub for Scottish tourism. I think,
there areas that you are talking to the Scottishfrankly, thank goodness it did not happen because I
Government about, getting them to look for and todo not think it is sustainable now through global
put the opportunities there in front of businesses thatwarming.
do not exist at the moment? Are you helping to drive

225. In your association do you help very small that forward or is that not your focus?
businesses who want to improve their image, or (Mr Broussine) I would like to think that we are a
maybe they do not want to improve it? Maybe they significant part of the equation in being able to say to
do not understand even that they can improve their industry from an industry and commercial base that
image and benefit from this. How does your X, Y and Z are desirable, and that that has quite a
organisation help those people who want to strong credibility. With the best will in the world if a
improve? public agency or indeed a government minister

(Mr Mathieson) I will ask Ivan to respond to that suggest that a market opportunity does exist then
because it is largely an association membership that sometimes the reinforcement from the commercial
we have and perhaps he could elucidate a little. sector, that endorsement from the private sector, is

(Mr Broussine) Without going into too much quite helpful in encouraging businesses to look at
detail, I am very happy to do so. Our role is very that as a real opportunity. Nobody does it on their
much to represent industry views to Government and own. We cannot over-emphasise the extent to which
to public agencies, but we also play an advocacy role there is partnership working within the tourism
back to the industry to remind businesses that the sector. There is still a lot more to do but we have
market is changing and there are certain come a long way in quite a short period of time.
opportunities here, there and everywhere and that Chairman: Gentlemen, that was a most
opportunities to work with the local area tourist informative and useful session and we are very
board are under VisitScotland, so a lot of the time grateful to you. Thank you.
there is communication back to the industry in order
to elicit views back out and to give them additional
information, and we are often working very closely

Memorandum submitted by VisitScotland

Summary

Tourism is Scotland’s most important industry—contributing over £4 billion annually to the Scottish
economy and employing 8% of the Scottish workforce.

Scotland has a world class tourism product and must be ambitious and clear in its long-term vision for the
industry. In order to realise tourism’s potential the whole of the industry and government needs to focus on
the following priorities:

1. Putting tourism at the heart of the Scotland’s economy—recognising that tourism not only makes a vital
contribution to the Scottish economy, but it also builds the country’s reputation and promotes the country’s
image as a great place to live and work.
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2. Generating sustained investment for marketing Scotland as a must-visit destination. Scotland needs to
invest in one of most important indigenous industries. But to be successful this investment must be sustained
and reflect the challenge of realising Scottish tourism’s full potential in an increasingly competitive global
marketplace.

3. Driving up quality, standards and skills throughout the industry to guarantee that the Scottish product
meets the expectations of our visitors.

4. Greater direct access and an improved and integrated transport infrastructure. Put simply, we need to
make it easier for visitors to get here and to move around once they have arrived.

5. Maximising the opportunities of e-commerce.

The roles and responsibilities of respective public sector agencies need to be clear, unambiguous and easily
understood. The industry itself has the primary responsibility for the future success of Scottish tourism, but
the public sector has a crucial role in supporting the industry to that end. The common cause that unites us
is consumer focus—this must be at the heart of all we are seeking to achieve.

Foot and Mouth and September 11 have had a major adverse impact on tourism in Scotland. Both events
highlighted the importance of the tourism industry, but other factors have also negatively impacted, including
increased global competition, the under-performance of the stockmarket and an unfavourable exchange rate
for tourism. We are now seeing some encouraging signs of recovery, particularly in the UK market, which
was a particular focus for our marketing activities since the Foot and Mouth outbreak.

There is a substantial tourism trade deficit between what Scottish citizens spend on holidays overseas and
what they spend at home. We believe there is scope to significantly grow the UK market, which already
represents 90% of our business, while continuing to develop our focused overseas marketing activities.

1. Introduction and Context

1.1 VisitScotland welcomes the opportunity to contribute to the House of Commons Culture, Media and
Sport Committee’s inquiry into tourism after September 11.

1.2 VisitScotland is the national tourism agency for Scotland. Our aim, working together with the industry
and government, is to make Scotland a “must visit” destination, where visitors’ needs come first and tourism
makes a vital contribution to economic growth. To realise our vision we actively market Scotland throughout
the UK and overseas as a “must visit” destination.

1.3 VisitScotland is a non-departmental public body of the Scottish Executive and accountable to the
Scottish Parliament. VisitScotland, formerly known as the Scottish Tourist Board, was created under the
Development of Tourism Act 1969.

1.4 VisitScotland received a baseline grant-in-aid of £28 million from the Scottish Executive for 2002–03.
Over 70% of our funding is invested in marketing and promotional activities. We additionally provide
financial support to the network of regional Area Tourist Boards and work with the Enterprise Networks to
develop skills and improve quality throughout the industry.

1.5 VisitScotland is presently emerging from a period of significant change and restructuring after an
independent management review in October 2000. Following the appointment of a new management team
and a major restructuring of the organisation we are now better equipped to lead the public sector eVort in
Scotland in support of the tourist and the tourism industry.

1.6 The Scottish Executive published Scotland’s first national tourism strategy since devolution in
February 2000—“A New Strategy for Scottish Tourism”.

1.7 Following an industry-wide review of the strategy, led by VisitScotland, the Scottish Executive
published the “Tourism Framework for Action 2002–05” in March 2002. The “Tourism Framework for Action
2002–05” establishes three key areas for action and identifies those organisations responsible for carrying
these forward. The three action areas are:

— Enhanced Market Position—positioning Scotland as a “must visit” destination in the eyes of the
potential visitor.

— Enhance consumer focus—encouraging the development of an industry that focuses on the desires
and requirements of the modern-day visitor.

— Enhanced Status—ensuring Scottish tourism is recognised as a core contributor to the future
success of the Scottish economy.
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2. The Importance of Tourism to Scotland

2.1 Tourism is Scotland’s most important industry, reaching into every aspect of economic development.
Tourism is indigenous, sustainable and distributes wealth across Scotland.

2.2 Tourism annually injects £4 billion to the Scottish economy, accounting for approximately 5% of total
Scottish gross domestic product. The industry employs nearly 200,000 people in Scotland—8.4% of the total
workforce and more people than the oil, gas and whisky industries combined. VisitScotland stresses that
tourism is everyone’s business in Scotland.

2.3 In 2001, 19.1 million people visited Scotland. 17.5 million, or 90%, of visitors to Scotland were from our
domestic UK markets. Scotland’s main UK markets are Scotland, the North and the South East of England
(including London). 1.6 million, or 10%, of visitors were from overseas. Scotland’s primary overseas markets
are the USA, Canada, Germany, France and the Benelux countries.

2.4 In recent years, the volume and value of tourism to Scotland has declined from both domestic and
overseas markets. There are a number of long term and short term factors which have contributed to this
trend:

Short Term Factors Long Term Factors

Unfavourable exchange rate Growing customer expectations
Economic climate/consumer confidence Enhanced competition—particularly from new long-

haul destinations and Eastern Europe
Foot and Mouth Disease Perceived low levels of quality and value-for-money in

some areas and sectors
September 11 Poor direct access to Scotland

2.5 The Foot and Mouth outbreak cost Scottish tourism approximately £200 million and significantly
harmed Scotland’s image. The impact of September 11 was most strongly felt in the business tourism sector.
The estimated decline in overseas spending in Scotland for the period from 11 September to 31 December
2001 was £54 million. The decline in overseas visitors as a consequence of Foot and Mouth and September
11 was oVset to some degree by increased spending by domestic visitors.

2.6 Despite the repercussions of September 11, the single biggest dynamic identified by tour operators as
responsible for the current decline in visitors from North America is the present poor performance of the US
stockmarket.

2.7 An important aspect of the Scottish market that is often overlooked is the growth of a substantial
tourism trade deficit. Scot’s spend more on overseas holidays then they do on holidays at home and this gap
is widening.

3. The Prospects for the Future of Scottish Tourism

3.1 World tourism is growing. Annual world spending on leisure and business travel is expected to double
over the next 10 years. The World Tourism Organisation forecasts as annual growth of 4.1% for the industry
until 2020.

3.2 At the same time, world tourism is becoming more competitive. In 1965 almost 75% of all international
trips were to European destinations. By 2010, this is predicted to fall to just 50%. Within Europe, the
development of former communist states and the growth of budget airlines are fundamentally influencing the
structure of the industry. The major challenge today for Scotland is coming from Eastern European
destinations, easily accessible by new direct air routes.

3.3 Scotland has breathtaking scenery, vibrant and successful cities, a rich and diverse culture, a unique
history and warm welcoming people. There is no doubt that Scotland has a world class tourism product.
There is real potential to grow the product, but to do this we need to invest more and address the obstacles—
both short and long term—highlighted in Section 2.4.

3.4 The latest market information shows the decline in visitors to Scotland being slowly addressed. The
initial figures for the current season to date indicate a gradual improvement on last year, both in terms of
summer business and advance bookings. These findings have added to the growing consensus amongst the
whole industry that Scottish tourism is moving in the right direction.

3.5 However, there is considerable work ahead if Scotland is to take its rightful place in the premier league
of tourist destinations. The Scottish tourism industry needs to be ambitious and clear in its long term vision
for the industry, embracing unambiguous and realistic targets for the medium to long term. Government and
the industry must work together and reach a view on what tourism can potentially achieve in the coming
years, for example, in terms of its growing contribution to GDP.
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3.6 To realise Scotland’s ambition and potential the whole of the tourism industry and government needs
to focus on the following priorities:

— Putting tourism at the heart of the Scotland’s economy;

— Generating sustained investment for marketing Scotland as a “must visit” destination;

— Driving up quality, standards and skills throughout the industry to guarantee the Scottish product
meets the expectations of the visitor on the ground;

— Increasing direct access to Scotland and improving/integrating transport within Scotland;

— Maximising the opportunities of e-commerce.

4. The Role of the Public Sector in Tourism

4.1 Tourism is a highly competitive commercial sector of the economy. It is therefore vital that the private
sector is driving the industry forward. The public sector must not displace the private sector at the head of
the industry and should ensure that it is constantly providing the services and support the industry requires
of it.

4.2 The public sector has an important part to play in promoting and supporting Scotland’s most
important indigenous industry. Scotland needs to invest for future prosperity. Investment in tourism
generates a real and sustainable return for the whole of the Scottish economy. Tourism has a high growth
potential for the future and helps to distribute wealth across the whole of Scotland.

4.3 VisitScotland is Scotland’s national marketing agency. Our role is to simulate interest and awareness
in Scotland as a destination and then assert what Scotland has to oVer potential visitors. In marketing
Scotland we are able to strategically position and promote the national Scottish brand for the benefit of the
whole tourism industry. We play the lead role in matching national marketing strategies to product
development, ensuring visitor expectations are met by the product on the ground. The public sector thus has
a strategic, coordinating role, providing a national marketing platform for the industry to exploit and
build upon.

4.4 VisitScotland contends its marketing activities generate wider positive spin-oV eVects for Scotland
PLC. A strong national profile helps distinctive Scottish products reach new consumers and it can further
stimulate potential inward investment to Scotland.

4.5 For the public sector to add value to the industry, agencies must understand clearly their roles and
responsibilities. Communication and coordination between public sector agencies and the industry is critical
to ensuring clarity of support and streamlining of services. The public sector will only be of benefit when it
is providing the services and support the industry requires of it.

5. The Performance of the Public Sector

5.1 VisitScotland recognises that the public sector in Scotland has to learn from the past and its
competitors. We are confident that a new approach to supporting, promoting and investing in Scotland’s
most important indigenous industry is being fostered by a restructured VisitScotland, working more closely
than ever with the industry and our public sector partners.

5.2 The “Tourism Framework for Action 2002–05” sets out the structure for the delivery of public sector
support to the industry. The “Framework for Action” has the full backing of the industry and relevant public
sector agencies, and has helped to create a new climate of cooperation and collaboration throughout the
sector. This partnership approach is vital for the successful delivery of public sector support and ultimately
for a growing, dynamic tourism industry.

5.3 Sustained, long term investment by the public sector, particular in marketing, is critical. For successful
marketing a long term strategy is required to build a successful brand identity. Investment has to be set at
realistic levels and have realistic expectations attached to it. There is little point in dabbling in marketing in
a wide range of diVerent countries and across a wide range of product areas. Investment needs to be focused
on those areas that oVer the greatest potential for achieving the greatest returns.

5.4 VisitScotland has developed a new streamlined product portfolio for Scotland, which markets five
distinct products, rather than specific geographic locations. This strategy is enabling us to target our
investment on areas that oVer the greatest potential returns for Scotland. We invest over 70% of our resources
into marketing and for every £1 we spend on promotional activities roughly £12 is generated in return for the
Scottish economy.
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6. Tourism Post-Devolution

6.1 The devolution of tourism policy to the Scottish Parliament has increased the status and recognition
of the industry. There is now greater accountability and scrutiny of tourism policy and the Scottish
Parliament has enabled the industry to have a much greater input in tourism policy formation.

6.2 Scotland now has a Minister and Deputy Minister for Tourism, Culture and Sport. Tourism is now
directly represented at the cabinet table. While this recognition of the importance of tourism to Scotland is
welcome, it is equally important that there remains a strong link between tourism and economic development.

6.3 Devolution has changed the relationship between the national tourist agencies and the British Tourist
Authority (BTA). The role of national tourist boards, as primary tourism marketing and support agencies,
have been strengthened. The national agencies are now developing new proactive partnerships with the BTA.

6.4 VisitScotland is responsible for marketing Scotland overseas but we utilise the BTA to support our
activities and strategies. For some of Scotland’s more established markets we would like, if we had suYcient
resources, to drive our own marketing from the front using our own overseas representation, supported where
necessary by the BTA. In emerging or seed markets we continue to rely on the BTA, with its wide network
of overseas oYces and experience, to carry much of our overseas market development activity. Using the BTA
in emerging markets is the most eVective and eYcient option for maximising market penetration for Scotland.

6.5 The relationship between the national tourist agencies and the BTA has been a prominent feature of
political debate since devolution and through time the relationship will further evolve. However,
VisitScotland would like to emphasize that 90% of visitors to Scotland come from the UK and only 10% from
overseas. Our primary focus is on the domestic market, where we believe there is considerable scope of growth
and expansion.

7. Conclusions

7.1 Scotland needs to invest for future prosperity. The Foot and Mouth outbreak and the events of
September 11 have served to highlight the importance of tourism to Scotland.

7.2 Tourism is Scotland’s most important industry because it:

(a) Makes a major contribution to GDP;

(b) Impacts on jobs;

(c) Distributes wealth across the whole of Scotland;

(d) Is a sustainable indigenous industry that oVers huge potential for the future.

7.3 The opportunities to generate economic growth from the forecast increase in global tourism have never
been better. To achieve this tourism must be recognised as a key player in the Scottish economy. We are seeing
some early signs that the decline in recent years has been arrested. However there remain very diYcult
challenges ahead. Scotland now needs to be confident and ambitious to realise the true potential of tourism.

October 2002

Examination of Witnesses

Mr Peter Lederer OBE, Chairman, and Mr Philip Riddle, Chief Executive, Scottish Tourist Board
(VisitScotland), examined.

be marketed in the future and using England as aChairman
brand? I do not care for the word “brand” because228. Good morning and welcome. I wonder if I my experience of brands is that a brand is not a brandcould start by asking you how you think the new unless you can control the product, which is an issuestructure will work. It is obviously anomalous, is it for all of us who are marketing a country. If we callnot, in the sense that there you are, a free-standing it a brand then how we are going to develop what isorganisation funded through devolution with a this brand, England, or parts of it, is going to betourist minister whom we are looking forward to critical. We need to keep a watching brief on how theseeing later this morning, and yet you are also going BTA’s time is going to be spent to make sure thatto be represented by the BTA? Could I ask quite what our objectives are and how our strategy is beingbluntly, do you think it will work? delivered overseas, which is our priority.(Mr Lederer) I suppose we keep a watching brief.

We certainly have concerns, as we stated before,
about eye oV the ball because inevitably when you 229. Again let me be blunt. The BTA’s job is to

project the whole of the UK. No doubt it will do itsput two organisations together, my experience of
mergers is that unless you create a new organisation very best to do that but at the same time, if it is

projecting the whole of the UK, it is going to spendthey tend not to work as well as they could, so we are
keeping a very close watching brief on it. The other quite a lot of its time projecting England, Wales and

Northern Ireland, inevitably, and that is what it isissue is, as you touched on earlier, how is England to
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there for. That being so, would you feel that that set- buy and our organisation should be aligned to that

and the way we market should be aligned to that. Iup, which presumably is done in order to attract
people coming to the country as a whole since will take slight exception, Mr Chairman, to

characterising Scotland as just whisky and tourismLondon is the gateway, will give suYcient emphasis
as far as Scotland is concerned, or do you believe that and kilts and tartan. There are many markets out

there and although those arguments are very strongthere may be a duplication of eVort and perhaps an
unnecessary expenditure of money too many ways? and that is what we should deliver in those segments,

there are a great many other segments because(Mr Lederer) I do not think it is necessarily the best
Scotland is appealing to completely diVerent imagesorganisation. Not to have a separate England and a
and diVerent activities and diVerent needs and ourclearly identified England marketing body taking the
job is to understand all of those segments and tobiggest picture, looking at the UK, has got be a
deliver into each of those segments what thequestion in my mind. My concern is this eye oV the
consumer really wants, the products on the ground.ball. The BTA has an excellent reputation abroad

and we should be careful not to damage that. We are
also working in probably the most competitive
industry in the world at the present with a huge Derek Wyatt
growth potential of 4.5% a year projected over the

231. We have an institution called the Britishnext 15 years. That level of scale of opportunity
Council overseas. It has over 120 oYces. Do youfrankly over the next year, thinking about who is
think it ought to have a tourist function?doing what and what is happening to whom, is a huge

(Mr Lederer) The strange thing about tourism isworry to me as an industry player, so I think we have
that it seems to be treated as a diVerent industry. Togot to get ourselves sorted out as quickly as possible.
me it is one of the many strong industries that thisWe have to make it work. The BTA has always done
country has and should be treated accordingly. Thisa good job and we have obviously challenged them
is where the argument goes about whether the DTI orand there is a tension in that relationship and that is
some other department is doing it in Scotland, whyhealthy. We will always challenge them to make sure
is it carved up. This is the argument about having athat Scotland is high on the agenda. We are
separate tourism minister. In terms of how we use thefortunate, as you mentioned earlier, that the brand in
huge strengths we have got overseas, we should ofScotland is very strong and if you talk about the
course use as many of them as possible as long as itbrands that are known overseas, they tend to be
is done in a co-ordinated way. One of the issues aboutLondon, Scotland, and then you are getting into the
all of this discussion that does scare me a little bit isStratford-on-Avons and places like that. We should
that we end up talking about structures and who iswork on those strengths but that does not mean you
doing what and current organisations. If this was ado not also build up areas where you are weak. There
commercial opportunity on the scale we think it is,is a big opportunity and we do not have too much
tourism, as Phil has said, has huge potential. If wetime to spend sorting it out.
looked at this commercially we would say, “Where is

230. Do you think that there is a real problem with the political will and where is the leadership that says
regard to projection of Scotland in particular, since that we want this industry to be 50% bigger?”, as we
we are meeting you today, and this is as it were a would in our own businesses, and to say, “How do we
Scottish day, but also projecting Britain as a whole, get to that point?” We then put a strategy in place for,
namely that possibly the most eVective way of “We would like to get from here where we are today
attracting people is to play to outside perceptions and we would like to be a play on this scale in ten
and in many ways outside perceptions of this country years’ time, 15 years’ time”, whatever. You put the
are that it is quaint? The particular image of Britain strategy in place. You then think about what
is of processions, the Royal family, Wales, bards,— structure you put in place to support that strategy.
and we have a very prominent bard here today. I am We need to be careful that we do not end up talking
not being frivolous about this. This country after all about playing with the structures and not having a
inherently, very much including Scotland, is a strategy and not actually having a goal that we are
modern, up-to-date country leading the world in all shooting for.
kinds of developments and yet to a considerable

232. Do you think we have not got a strategy?degree that is not the way we are seen abroad and if
(Mr Lederer) For Scotland we now do have awe are going to attract visitors we have got to play to

strategy, a very clear strategy, and we are focused onthe perception rather than what may be the reality.
it and it takes up our time every day of the week and(Mr Riddle) That is very important but we must
that is how we spend our day. I would say that themake sure that it is the consumer’s perception and
UK needs to think about it as well. Where do younot our perception. The point that Peter made and I
want this industry to be in ten years’ time? There iswould re-emphasise is that this is an intensely
huge potential. We are either going to maximise thatcompetitive industry. I was at the World Travel
potential or we are going to lose out.Market last week. There were 180 exhibitors there;

that is 180 other countries and states competing with 233. My family had part of its holiday in Skye last
us for the world’s biggest and probably fastest- year and we booked in via the brilliant website you
growing industry on this scale. We really have to be have, so congratulations for that. We stayed in
sharp and the essence of being sharp is to understand Flodigarry in the north east part of Skye. The
consumers and what they want and I think we do get disappointment was that we could not fly to the
distracted into what we think is right in terms of island. There was an airport before but if you look at
structures and also in what we sell. I think it is very the short-haul Easyjet, Ryanair phenomenon, it is

going to the continent. It is not going to Scotland andimportant that we focus on what consumers want to
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it is not going to much of Ireland, even though people both to help Scottish businesses abroad and

to make contacts for people who are going there toRyanair does some of that. Is there an airport
develop business, whether that is us or the industry.strategy that you have put into the Green Paper that

concludes on 30 November for the islands of
236. Genealogy is one of the most popularScotland?

pastimes in the world. You have only got to go into(Mr Riddle) I do not think we should focus very any computer store to see how many diVerentspecifically on the islands but we certainly do on software programmes there are now. Do you do anytransportation and access within which the islands work on trying to encourage the Government to putare very significant. Scotland, especially nowadays, is the registers of births, deaths and marriages on linevery much a short break destination. One of the key and have a tourism connection into that on-lineelements of being successful as a short break presence which would encourage people to come todestination is that you need good direct access. You Scotland?get there, you do not want to mess about changing (Mr Riddle) We are working very closely with theplanes, and you want excellent convenient transport Registrar’s OYce in oVering a tourism product forwhen you are there so that you can get about and not people who want to trace their ancestors. It is a verybe stopping in one place and you can add value to interesting development because, while genealogy isyour break. We have taken great pains to emphasise now extremely popular, our challenge is to build athe need for this for tourism. We have in terms of link between that interest and visiting Scotland. You
continental access, for example, identified the routes could argue that having fantastic access on the
we think are really important together with the Internet precludes the need to visit. I do not think
Scottish Enterprise figures. It is no good just putting that is the case but that is the challenge. We have to
in lots more routes. If the routes are primarily make it very interesting for people to trace their roots
dominated by outbound traYc then for our economy but then to say,“Now come and see them”. We have
that is not very good so it is very important to identify to make that seamless link and to say, “It is easy to
the routes to generate income to Scotland from get here. Come and see the factory, see the housing”.
tourism. Better routes to the islands, undoubtedly we We have our own website, ancestralscotland.com,
would favour. I am very pleased to see new which we have launched in the UK, which we have
competition on the Stornoway route is producing launched in the United States and which very
fares unheard of before and we hope to see that recently we have launched in Australia and New
spreading. Zealand and that is the precise purpose of that. It is

not a genealogical tour. It is a tour to take you from234. We could not take a car on the railway
the genealogical research into a visit to your roots.anywhere. We used to. When I first went to Scotland

25 years ago you could take a car all over the place. 237. One of the issues that you raise in your
The issue is that it is £15 to go to Barcelona to watch submission is about the product and you point out
Real Madrid at the weekend. I cannot get to Skye. I that in recent years the volume and value of tourism
know it is apples and pears, but the issue is, if you in Scotland has declined from both domestic and
want us to come there has to be a better way of overseas markets. I presume by “recent years” you
coming. mean that this was starting before September 11 and

(Mr Riddle) As I say, we are emphasising the Foot and Mouth and that the long term factors that
access. I would say though that partly there is a aVect that are perceived low levels of quality and
psychological element on access that we have to get value for money in some areas and sectors. What do
across, that we are tackling with our marketing, you mean by that?
“Scotland is closer than you think”, and there is a (Mr Lederer) There are two parts to that quality
bridge to Skye now so you can drive there all the way. issue. The most important part in my mind is the

people element of it, so in terms of the skills of the
individuals in the industry and the commitment to
training and development. The other part of it is the

Mr Bryant physical part. That does not just mean hotels. The
judgement of quality in my mind is the warmth of the235. How much work do you do on gathering the
welcome and the professionalism of the people, valueScots diaspora? I lived in Argentina for a while in
for money, and it ought to be spotlessly clean.1986 and there are five pipe bands in Buenos Aires,
Spotlessly clean means no litter at the airport or itso there must be quite a lot of people all way round
means the roads are kept properly and of course itthe world, some of them perhaps in seed markets, as
means that the hotel you check into is spotlessly cleanyou call them in your presentation. How much work and delivers the services. The people side I also thinkdo you do on that? is key because people will forgive, if it is clean, the

(Mr Lederer) Our strategy is very focused on the odd worn carpet or worn curtains. What we will not
countries where we target our resources. Any forgive is poor service or poor attitude.
marketing campaign has to be very targeted if it is
going to work because you have got limited 238. One of the ways in which the Spanish tourism
resources. However, there are a number of initiatives industry and the government in Spain, tried to turn
in Scotland in conjunction with Helen Liddell, the around their reputation for low levels of quality and
Friends of Scotland campaign and Global Scots, value for money in some areas and sectors, and I
which is run by Scottish Enterprise and which has guess one would mostly argue that they have
about 400 diaspora around the world, many in succeeded in doing that, is their mandatory Lista de
America at the moment but expanding into the Far Reclamaciónes, their book that has to be available for

complaints, and the fact that every complaint thenEast and other places. They are actively using those
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has to go through to the local authority, so that there correctly. In our case marketing Dumfries and

Galloway versus Caithness versus Angus does notis quite a hefty penalty for poor service. Do you think
that that is a model that would work in Britain? make a lot of sense when most consumers cannot put

them on a map. Thinking about how the consumer(Mr Lederer) It is interesting that there is a debate
thinks and thinking about how they make theirjust kicking oV in Scotland at the moment about
decisions and what they are looking for on holiday orcompulsory registration and the pros and cons of
a business trip, understanding that decision processthat and what does it mean. If we look at our
before they make the decision is key. The way wecompetitors in places like Austria, where I was a
have turned the organisation around andcouple of years ago at New Year, you cannot operate
restructured the organisation and focused it meansa business in our sector there without having the
that we will be able to demonstrate success quitediploma on the wall. The diploma is not onerous but
quickly. I would hope certainly that we will be backit means you have gone through the basics. If that is
to the 1999–2000 levels and can demonstrate that inup-rating the skills of the management and
the next couple of years and then take it from there.leadership in the industry, that is great. If it is another
There is no question in my mind that we had to makepolicing service personally I am not for that. I do not
the huge changes that we made in VisitScotland.think that will necessarily work. Part of this debate is
VisitScotland is a totally new, diVerent organisationlooking at what other countries are doing and what
than it was two years ago. The thinking is diVerenthas worked and what has not, again, all driven by the
and I think the political will is starting to change asexpectations of the consumer. If we think the
well, that this is an industry that, if we invest in it, willconsumer expectations in the last five years have been
give a good return.tough in the way they have accelerated, it is nothing

to the next five and ten years. The more people travel (Mr Riddle) There is sometimes perhaps slight
the higher their expectations are going to be. If we do confusion about brand marketing and product
not meet those demands, whether it is in London or marketing, both of which we do, but they are
outside or in Scotland, then we will fail as a tourist diVerent. It is very much the public sector’s
destination however much we market it. responsibility to take the lead on brand marketing.

That is creating the desire to come to the country.239. One final question about modern foreign
That is not an easy one to measure just in straightlanguages. I presume that the industry needs people
numbers because you are creating that desire andwho speak modern foreign languages, and I do not
then on top of that you need a good product tojust mean English. Are you confident that we are
deliver and you need ease of access to get to thegrowing enough young people who are studying
country and that has to come from the industry. Themodern foreign languages to be able to service the
measurement ultimately must take in the broadindustry in the future?
picture. That is not a public sector thing. It is(Mr Lederer) I am not sure of the numbers but we primarily an industry thing. We must be deliveringcertainly need them. Whether they come from this into an industry that is then enabled to generatecountry or overseas, that is fine, but we do need increased wealth for the economy and, as Peter said,people who are multilingual in this country if we are we believe that is happening now and it will continuegoing to compete. to happen.

241. Clearly you have talked about coming at it
John Thurso from the consumer end. I assume that means

undertaking research to find out what the consumer240. Can I go back first of all to something that you
thinks. How much have you spent—just give me awere talking about, which was basically strategy. I
rough idea—in terms of research over the last yearthink it could be described as the long term nature of
or two?the investment necessary to build a brand over a

(Mr Riddle) £400,000.number of years. It has been said here that one of the
reasons why the Treasury will not give any more 242. So you have a budget of £400,000 purely for
money to market England is that they have looked at consumer research?
the cost of Wales and Scotland and seen the results (Mr Riddle) It covers all the research we do, which
and decided it is not worth the investment. In your is primarily consumer research and marketing.
submission you said that the latest market

243. What is that research telling you? What areinformation shows the decline of visitors to Scotland
the main lessons you are getting out of that?being slowly addressed. Could I ask you to talk about

the long term nature of the investment that you are (Mr Riddle) The nature of the market, simple
making and the point at which you will be able to things. It has been proven by the research that it is a
demonstrate to the Treasury that the investment is growing market with growing potential. For
paying oV? Scotland it is changing, increasingly going towards

short breaks, increasingly going towards people who(Mr Lederer) It is long term. There is no question
that since 1997 there has been a decline; there is no want a diVerent sort of experience from a holiday.

They do not just want to go to seasides or sitquestion in my mind that that can be arrested and
turned around, and there is no question that we can somewhere rather passively. They want to be

involved in something, they want to learn something,do a lot better than we have done in the past, but that
must be done in a diVerent way than we have been they want culture, something like that. The

increasing size of what we call the grey market, thedoing it in the past. Part of this discussion that we are
having is about the fact that we recognise the more mature market, people who are active longer,

who have more income to spend on additionalimportance of the industry and what it can return.
Secondly, in a way we have not been marketing it holidays, is again very attracted to Scotland as a
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destination. There is an increasing significance of the that the BTA has clearly an enormous job to do to get

English tourism into a similar shape that Scottishbusiness tourist market which is one that I do not
think we have given enough emphasis to in the past. tourism is in, so that is a distraction in itself. The

perceptions in Scotland are at the moment as I see itThese trends are also becoming increasingly short
term. Markets can change very quickly. People book fairly negative.
late, people use the latest technology for information (Mr Lederer) The perceptions in Scotland are
and for booking. Once upon a time people ordered “wait and see”. Yes, there is concern. It is
their brochures in January and pored over them on unfortunate that the BTA has got a new chief
the dining room table for a couple of weeks and chose executive, there is a new strategy. There has been a lot
their two-week holiday. That is not a core market for of excitement around that strategy; it is diVerent
Scotland any more. It is about people thinking thinking, it is thoughtful and it is well done. You are
perhaps on Thursday night, “I deserve a treat. I think just about to launch into that and get it rolling and
I will go for a short break to Skye”, and hopefully suddenly that chief executive and his senior team,
they can get there by Friday night, have a nice which is very limited—it is a small team and this is
weekend and come back again fresh for work on not a big organisation—has suddenly got this
Monday morning. That is the way we are moving. enormous thing landed on his desk that they have

now got to worry about. They will do a good job244. Can I take you to a diVerent subject which is worrying about it but at what expense? That “at whatback to the question of structure? I believe a body expense” is obviously a worry for us.was created called Tourism UK which was the
chairmen of the four nations’ tourist boards who 247. Can I move on to the issue of quality and

skills? Clearly that is a priority in an industry whichcame together to a certain extent out of concern for
what the BTA might or might not be doing. Can you has a fairly poor track record, I think it is fair to say,

on the skills side with among the lowest paid andamplify that for me?
least well trained workers in the country. Can you(Mr Lederer) Suddenly we realised, sitting down at
spell out how you see that strategy developing overbreakfast one morning, that the three then chairmen,
the next few years?Chairman of the BTB, the Chairman of the Wales

Tourist Board and the Chairman of the Scottish (Mr Lederer) We have had a strategy going in
Scotland for some time. I was the initial ChairmanTourist Board, had never met, had never discussed

anything and did we not think there were areas of for something called Tourism Training in Scotland
which did a lot of work on developing skills at whatcommon interest that we should be talking about, so

that is actually how it started. Some of the things we I call the lower end of the industry with people
starting out in the industry and for a lot of the servicestarted talking about were compulsory registration,

the changing market place and so on, and as we all sit jobs. We made quite a lot of progress with that, with
things like Welcome Host and Scotland’s Best whichas ex-oYcio members on the BTA board the question

of BTA does come up in conversation. It came up in were very good initiatives and worked well.
Something like 70,000 people have been throughthat group and the frustration sometimes was that

people heard a lot from industry about where was the Welcome Host, for example. The mistake we made
and the mission I am on at the moment is that it is notinput from the three organisations that were charged

by government to bring this forward, to be advisers, them; it is the management and the leaders in the
industry we need to get to, because if you train theseif you like. The remit was to say, where are the areas

of common interest in which we can help each other very willing young people to try to do the job and you
uprate their expectations and then you put them backand move the agenda forward?
into a poorly managed business, you have got a
double negative in a way. You raise their
expectations and they get hit when they get back. WeMr Doran
have got to look at the management skills, the

245. Still on the BTA, you heard the Forum earlier leadership skills of businesses in our industry because
and we have been listening to what you have been if you ask most people in our industry, “When was
saying about the BTA. It seems that you are very the last time you uprated your skills?”, I think you
pragmatic, that there is not any enthusiasm at all for would get some pretty frightening responses. That is
the changes. Would that be a fair assessment of your an area I would like to focus on because that is the
position? mistake we have made in the past, concentrating on

the sharp end if you like, because it is the people(Mr Lederer) Our position is that we want the BTA
running the businesses that we need to support andto continue to do a better and better job. We have a
help and uprate their skills.good relationship with the BTA. We think they can

be doing more and we would like to work with them 248. One of the issues there is obviously the wayto do that. If they are going to be distracted for any these people are rewarded for developing their skills.period of time, which these things tend to do, we are Is there a strategy there?worried. Equally, we are worried about what is the (Mr Lederer) There is quite a lot of work going onexpectation in England of the BTA and how is that about it. It is about getting the message across to thegoing to aVect us? We have not seen the detail yet but right people. It is frustrating in a way that thewe have got certain measures in place. We are industry will say every time that their most importantconcerned, I would say, and we are keeping a very strategic asset is their people, and then when you askwatchful eye on it. them, “How much do you invest in your most
important strategic asset?”, they cannot tell you.246. One of the issues is obviously the perceptions

of this, and certainly we have heard worries They can tell you how much they spend on marketing
and how much they spend on maintenance down toexpressed about the conflict of interest and the fact
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the last penny, but ask them how much they spend on Mr Fabricant
training and development and a lot of them cannot

251. Earlier on the Scottish Tourism Forum weretell you. On the other hand a lot of them are very
talking about the vast number of people who usesmall businesses so they cannot just take a month out
London as a gateway for coming up to Scotland.to go to INCEAD, as I was fortunate enough to do,
How do you feel about that and is there anything youand uprate their skills that way. We have got to
can do as an organisation, or indeed the Scottishmanage those. It is horses for courses; probably small
Executive, to try and get, as I was calling them earlierbusinesses can do some and larger businesses can do
on, distant visitors to visit Scotland, or maybe useothers, and is there any support for larger
Scotland as a gateway to visit England?companies—I do not think there is—or is there any

(Mr Riddle) As we mentioned, direct access is veryway that the large companies can help the smaller
high on our list of priorities. As Mr Taylorbusinesses?
mentioned from the Tourism Forum, of course the
first thing is direct access from our main market,249. Mentoring—is that the sort thing you had in
which is England, and better access to Skye andmind?
better budget airline flights coming north, but(Mr Riddle) We do have a strategy on the theme
beyond that we are definitely looking first of all at thethat tourism is everyone’s business in Scotland. One
most immediate countries around us. It is importantof the things that holds back the development of skill
to diVerentiate the routes because some routes areis the status of the industry. It is not given the regard
obviously likely to be a lot better for us in terms ofthat it should have. This is the country’s most
net benefit to the economy than others, but we wouldimportant industry. It needs to have that recognition
certainly like to develop much stronger links within government and in the community at large, and
Scandinavia, with Germany, with Italy and withthat in turn attracts more people into the industry,
Spain. These are potentially very good markets forattracts better people, attracts better investment into
us. We like direct access because that is the only waythe industry and it raises the pride in being in the
we are going to get the short break.industry which I believe is one of the main things that

will lead to better service and to people seeking to 252. Why did you pick on Italy and Spain? I can
improve their skills. That is something that is imagine Scandinavian countries but why Italy and
everybody’s responsibility and that we have to get Spain particularly?
across. (Mr Riddle) There is a great deal of interest in

Spain in other cultures. The Italians and the250. I was interested in the points that Mr Riddle
Spaniards do not go on holiday for the weather; theywas making earlier about the branding and the kilts
get that a lot of the year round, so a lot of the Italiansand tartan approach. I speak as a Scot who grew up
and Spaniards like to come to a rather coolerin a Scotland where the kilt and the granny’s healing
environment and enjoy the culture, the heritage andhome type of culture was so alien to everything that
the events of the country. They are particularlyI was interested in as a child that I must confess I have
strong, they are growing markets. There is morenever worn a kilt and it is very unlikely that I will ever
disposable income in these countries being spent onwear a kilt. Do you feel that you have a problem with
touring holidays. As regards the hub of London, it isthe curmudgeons like me who feel an antipathy to
diYcult to imagine replacing London as a hub forthat sort of Scottish culture?
long haul and that will still be very important for us.(Mr Riddle) Not at all. One of the challenges we
The important market is the United States in termssaw early on when we started talking about the
of overseas visitors; it is still our biggest source ofScottish brand was that we recognised that tourism
visitors. That is a longer trip usually. It is not a shortin Scotland needs a very strong brand to diVerentiate
break market. We would like more flights directlyitself in the market. Scotland is a very diverse
from the United States but we recognise that visitorscountry. It has fantastic things which are often quite
would still be coming through the London hub from,diametrically opposed. We have very vibrant, strong
as we hopefully develop other markets, for example,cities, great night life, great modern culture, great
the Far East, the Middle East, and certainly at thishistory, very isolated places, people who want to go
stage it is primarily through the hub. These peopleto islands where there is nothing else but birds. That
are coming for longer periods at times. It is a diVerentis all part of that rich heritage of Scotland. We said, market segment.can we actually put on brand on that? We believe we

can. We did a lot of research on that. It is about not 253. Just out of curiosity, the Chairman was asking
focusing on the type of business, not focusing on you earlier on about the perceptions of overseas
pictures of a castle and the tartan. That is about the visitors about Scotland and should we not be
product marketing. It is about focusing on the building on those perceptions. Would it be fair to say
underlying markets. What we found about Scotland that visitors from North America are looking for
was that the perceptions were that it is very enduring, tartan and kilts and shortbread or whatever?
it is very dramatic, and that is across everything, not (Mr Riddle) In the main, yes. Visitors from North
just the scenery. The people are quite dramatic, the America tend to fall into two, perhaps three,
cities are quite dramatic, and it is very human. The categories. There are visitors seeking to look at
people are interesting. If you put these elements culture, the heritage, the history and the associations
together into brand positioning it is a very strong there tend rather to be with tartan and castles. We
statement in the market that I think can embrace also have a strong market, for example, in golf where
everybody’s interests in Scotland but, more that is less relevant. They are looking for the best golf
importantly for us, a very wide range of consumer courses in the world, which we undoubtedly have,

and they are looking to enjoy that. The other marketinterests.
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which is developing, which is one we have not (Mr Lederer) As far as I am aware we were not.
completely defined yet, is this one about genealogy 257. Would you like to have been consulted?
and looking for one’s ancestors. That is not one that (Mr Lederer) Yes.one easily pigeonholes with tartan and heather

258. If you had been consulted would you haveeither. It is people who normally want to come and
approved of the changes that have now come about?see the docks on the Clyde and they are rather

(Mr Lederer) I think we would have had somedisappointed if they are not there, or people who
serious questions about what the implications wouldwant to come and see the croft on Skye or even to
be of that decision and in my training with allcome and see a graveyard, so it is a slightly new
decisions you have got to ask the “what if” questionstourism need that we are addressing there.
and what are the implications of that decision. We(Mr Lederer) I spent the other half of my working
would have had questions about that. I am not sayinglife on the other side of the Atlantic where I
we were right or wrong but we certainly would haveremember discussions when I was in Ontario, where
had questions.we would look at Scotland or the UK and we would

kill for half the icons that we have here, and yet we 259. Would one of the questions have been this? I
seem to spend all our time apologising for them, have been asking questions so far today about
thinking we should not use them. We should use overseas visitors but in the domestic market do you
them where appropriate. That is about not think that it could be argued that there is now
understanding consumers. What is it that is going to going to be some waste of public money because of
make them visit? If you go to Germany it is a totally competition between the three national tourist
diVerent discussion. If you got to France it is another boards competing for the same market to get people
diVerent discussion. There are diVerent things we within the United Kingdom to go to their particular
use, but are we not fortunate that we have got all the regions or nations?
things that we have to use because a lot of our (Mr Lederer) There is some of that but it is more
competitors do not have those? They have got sandy that the emphasis mainly, if you talk to the English
beaches and nice weather and that is it. regions and if you talk to Scotland and you talk to

Wales, that what they are trying to do is arrest this254. Which shows what a stupid bit of marketing
negative balance we have got about the British beingCool Britannia was, because if you can have Cool
one of the largest outgoing markets in the world andBritannia you can have Cool New York City. It is
how can we address that. We have a huge outflow.something diVerent that people were looking for.
How can we make more of those people who haveVisitScotland has been rather lucky in that its budget
one holiday in the UK a year, preferably in Scotland?has doubled over the last ten years and yet visits have
How can we address that balance? It is not just aboutfallen oV steadily. Is it solely due to September 11 and
“Come to the Lake District” versus “Come toFoot and Mouth?
Dumfries”. I think we are past that. If we could(Mr Lederer) It has not doubled. It has gone up
change this balance and have a few more holidaysnine million in six years.
made more attractive for people in the UK to spend

255. It has doubled in ten years is what I have got. time in the UK and have one less holiday abroad as
(Mr Lederer) It has gone from 22% in 1997 to 33 well as bringing more visitors in, it would make a

this year. The answer is no. There is another point I huge diVerence to our balance of payments.
can quickly make about when you were comparing
budgets earlier on, that somehow ours was £90
million and something and England was Mr Flook
£12 million, from memory. That is not the case

260. I note from the figures that there has been abecause of course included in the £90 million is
reduction in inbound tourism in Scotland over theeverything that Historic Scotland spends, everything
years and no doubt there are lots of reasons for that.that the National Trust and all these bodies spend. If
What percentage of that reduction has been Englishyou are going to make a fair comparison, if you add
tourists, if any?those to England it is a lot more. We should get the

(Mr Lederer) Are you talking about overseascomparison right. It is not only about September 11.
tourists?In fact, a lot of excuses have been made and a lot of

people have used September 11 as an excuse and we 261. I am talking about the number of tourists
must not do that. Yes, it was a terrible thing and it going into Scotland. I am English. I do not represent
knocked us backwards but the long term trend was anything to do with Scotland so you can answer this
already there that we were in decline, which was from the Scottish perspective.
exactly why we had to re-invent the organisation, (Mr Lederer) Are you talking about overseas or
look at the budget again, look at how we spent the domestic tourists?
money and really come up with the strategy I talked

262. Both.about earlier and say, “What is the goal?”. I still do
(Mr Riddle) From 1997 to 2001 I believe we lostnot think that goal is necessarily ambitious enough

somewhere in the region of three million visitors inbut the reason we made all those changes is that we
total. About 500,000 of those were not British, socan move it forward in a completely diVerent way not
most of them would be British. Of those British weonly to arrest that decline but start to grow.
have not got a precise figure but I think it would be
approximately 50% English, 50% Scottish.256. To what extent, with the changes that

happened with the restructuring of the BTA, were (Mr Lederer) But that would include Scots, for
you consulted as an organisation by the Department example, who did holiday in Scotland and then went

abroad, so you have to factor in a lot of these things.of Culture, Media and Sport?
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(Mr Riddle) Over the same period you can see quite (Mr Lederer) If that is a growing perception in

England we would be very worried about it. Whethera significant increase in expenditure by British people
it or it is not I do not know. We need to institute someoverseas. The decline from 1997 through to 2001 was
research but that would be a very serious concern. Itprimarily due to two factors: the massive increase in
is not the case but it would be a serious concern.competition, new countries opening up, made all the

more competitive by an exchange rate that was rather
disadvantageous, and cheaper access. You can see
the growth of cheaper access to all these new Rosemary McKenna
destinations attracting the British travelling public. 269. I am delighted about the idea of driving up

standards. I am passionate about quality and quality263. Does distance matter—I presume it does, but of service and I do think there has been a much moreto what extent—the further you go into England in professional approach over the last five to ten years.relation to people’s propensity for wanting to go to You can see it; it is very obvious. There are a wholeScotland? That is, do people from Somerset have as list of areas that we need to look at to try and improve
strong a propensity to go to Scotland as they do them. One of the areas I would like to explore a bit
from, say, Yorkshire? with you has already been looked at but perhaps we

(Mr Lederer) The strongest market is right here, could explore it a bit more deeply and that is training
London and the south east, and after that there is an and training for quality. My local college,
element of the closer you are the easier it is to jump Cumbernauld College, does an excellent job and
in the car and go, if you are in Newcastle, to produces some very fine young people, well trained,
Edinburgh or come to Perthshire and it is fairly but there is strong anecdotal evidence that a lot of
quick, and that gets less in general terms as you go young people leave the industry. Is that true and, if
south. That is the market. so, what are you doing to address that?

(Mr Lederer) I think it is true. It frustrates me
264. Is that market from London because enormously. I do a lot of talks to schools and various

obviously there are a lot of people here who have young people, and I have two sons of my own who
moved from Scotland to London and they are going obviously look at the industry with some interest.
home, or is it to do with better transportation links? They see it as a very exciting industry. They like the

(Mr Lederer) I think both of those. Visiting fact that it is seven days a week, it is 24 hours a day,
families and relatives is a huge market in itself. Also it is clubs, it is pubs, it is bars, it is hotels. They love
the access is that much easier again, because you can that fact and they think it is terrific. Then they talk to
jump on a flight from several airports around their teachers and parents and that is the first place
London and get there very easily now. they get put oV. If they made it into a college like

Cumbernauld which, as you say, does a very good
265. The reason I am asking is that there is a very job and gets people well prepared, the worry then is

good train from Somerset to large elements of this issue about what kind of businesses are they
Scotland and yet you do not seem to see too much going into and are they encouraged or put oV? It is
advertising of that. Could it be that you are impacted getting better. Is it getting better and fast enough to
by the likes of the poor cross-country Virgin services? keep up with consumer changes in their expectations?

(Mr Lederer) I am not sure. That is my worry. The two biggest concerns for my
business is the growth in customer expectations and

266. They have a very bad reputation for turning will I be able to find people fast enough to take care
up on time. It used to be to do with Railtrack, or of those rising expectations, that is the real issue.
whatever it is called now. 270. I agree with that. I see real problems for these

(Mr Riddle) In general terms it probably is fair to young people. Then at a stage further on there are
say that railway travel is not seen as nearly as those who go through degree qualifications and
attractive as it used to be and is very important for achieve, but even after that they are very often in the
Scotland. One of the previous heydays of Scottish industry for a while, is that right, and then they are
tourism, going back to Victorian times, was built on oV somewhere else?
the back of the railways which was also relatively (Mr Lederer) Yes, I think that is fair and it does
short breaks going to country hotels in the Highlands happen. Equally, we need to be careful because a lot
by train to a purpose-built station. We would like to of those young people go into the industry. If you go
see that come back. It is not there today but I think and speak to the bosses at Boots, as I have done, you
that would be a major contribution to better access will find that they target their young graduates from
to the country and around the country. hotel and catering courses because they know they

have been well schooled in the art of looking after
267. I get the perception that, if you look at English people, that is what they are going after. There are a

patriotism growing, there is an increasing awareness lot of people after those young people, which is great.
of whingeing Scots moaning about the English and Equally, we get people who have got degrees in
what-have-you. Does that impact on people’s desire geography or other degrees. I do not think that is a
to go to Scotland or is it rather like the fact that we problem. I think it is about whether we look after our
still go to France even though we dislike the French? people as well as Boots or Marks & Spencer do, if
Have you detected at all an increasing reluctance? they are the bench mark, and are they going back to

(Mr Lederer) No. We would be very concerned if their peers saying this is an industry that not only is
that was the case. exciting but there are real prospects and you get

looked after and you get good training and
development.268. Is there going to be?
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271. On the issue of rail transport, I agree with you, transportation, but I do believe the subject is being

addressed. I think there is a new emphasis because itI think there is a real opportunity there. Do you talk
to the Scottish Executive about improving the is not just tourism but other areas of business that are

calling on the Executive to have a good look at thetransport infrastructure and, on a national scale,
improving rail links? It is a very pleasant holiday to transport structure within Scotland.
be able to go on to a train without having the hassle
of getting to an airport or driving. Do you see any

Chairmanhopeful signs there that you are being listened to?
(Mr Riddle) I think the growth in tourism has risen 272. Thank you very much indeed. We are most

with the Government and with the community, so grateful to you, gentlemen.
that can only be a good thing as far as we are (Mr Riddle) Chairman, I understand you are
concerned and therefore our contributions on all moving on to films at a later date. We would like to
major issues do get a better hearing than they used to give you a book about locations in Scotland because
do. Unfortunately that was partly due to the that is, of course, the best place in the world to
tragedies of last year which emphasised how make films!
significant tourism is. Obviously it is not feasible for Chairman: Thank you.
us to make significant changes in internal

Memorandum submitted by the Scottish Minister for Tourism, Culture and Sport

Introduction

The Scottish Executive welcomes the Committee’s inquiry into tourism. Our vision, and that of
VisitScotland, is that Scotland will be a must-visit destination where visitors needs come first and tourism
makes a vital contribution to economic growth. An eVective interface between UK-wide and Scottish policies
and activities on tourism is vital if we are to achieve this aim.

Tourism is Scotland’s biggest business sector and its prosperity matters to a great many people throughout
the country. It directly provides employment for nearly 200,000—one in 11 people employed in Scotland
work in a tourism-related job, with the ratio being significantly higher in some rural areas. Indirectly it
contributes towards the maintenance of considerably more jobs, since tourists spend more than £4 billion per
year in Scotland.

The Challenge

Tourism activity in Scotland in terms of numbers and tourism spend rose steadily throughout the early part
of the 1990s until 1997. Since then there has been a steady downward trend, matching that at UK level. This
decline has happened despite international tourism continuing to grow, and despite significant increases in
investment in Scottish tourism. The challenge is to reverse this decline and re-establish tourism as a growth
sector in the Scottish economy.

That cannot be done by any one tourism player or group of players. Rather it will require a coherence of
purpose within Scotland’s tourism industry, and across both private and public sectors, which has not always
been easy to establish, but has become more apparent recently. The Executive’s perception is that the industry
now understands, more clearly than it has ever done, that unless it achieves this coherence of purpose and
action, the challenge of repositioning the tourism sector on the road to sustainable growth will not be met.
There is, in the Executive’s view, no alternative to the one team approach to building a Scottish tourism
industry that is internationally competitive.

The Tourism Strategy and Tourism Framework for Action

The Executive’s Strategy for Scottish Tourism, published in 2000, identified five priority areas for action:

— To improve the structure of tourism funding;

— To improve the marketing of Scotland under a new marketing strategy;

— To use the latest technology to understand and meet the needs of customers;

— To improve product and service quality across the industry; and

— To improve skills and training of those employed in the industry.

In order to ensure delivery of the strategy, the Executive published its Tourism Framework for Action (TFA)
in March 2002. This developed the strategy and sets out a range of actions; its preparation used the one team
approach by consulting and involving a great many people across the tourism sector. The three “pillars” of
the TFA are:
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— MARKET POSITION; increasing awareness of Scotland as a tourist destination and improving
access to and within Scotland.

— CONSUMER FOCUS; ensuring that tourism-related businesses provide what their customers
want.

— ENHANCED STATUS; ensuring that the importance of tourism to the Scottish economy is fully
and widely recognised.

To stimulate progress under the Tourism Framework for Action, a Steering group under my chairmanship
has been established, with top level representation from private and public sector players in the tourism
industry in Scotland. At its first meeting, it reviewed the 75 actions contained in the Tourism Framework for
Action and asked that these be prioritised. This is now being done by an Implementation Group chaired by
VisitScotland, which is working to prioritise the TFA actions, set targets for groups of these actions, and
devise ways of measuring progress against these targets. It is intended that there will be a report to Parliament
on progress under the Tourism Framework for Action by March 2003.

Budgets

Across the public and private sectors, there is continued investment in Scottish tourism. VisitScotland’s
budget increased from £12.8 million in 1991–92 to £18.3 million in 1996–97, and to £33.2 million this year
(nearly as much as the British Tourism Authority budget for marketing Britain in overseas markets). And
the VisitScotland budget is less than half of what the public sector spends on tourism in Scotland. In 2001–02,
the enterprise networks, local authorities, Historic Scotland and SNH spent around £50 million, making a
total of around £90 million invested by the public sector last year across Scotland on tourism. To that sum
could be added other Executive expenditure in areas which benefit tourism in Scotland, such as transport (eg
the Executive funding in support of the new Rosyth–Zeebrugge ferry service).

Under the Executive’s 2003–06 Budget, tourism will receive additional funding of £23 million over the three
year period. This will be used to (a) increase the VisitScotland budget, (b) enable Historic Scotland to fund
improvements to visitor attractions, and (c) fund the Executive’s new major events strategy which will be
announced shortly.

Moving Forward

Good progress against the strategic priorities set out in 2000 is being made. The first (to improve the
structure of tourism funding) is in progress within the context of the Executive’s recent Budget announcement
and the ongoing structural review of the ATB network. Clearly the outcome of that review will have to pay
due regard to the very important issue of funding for whatever local delivery mechanisms emerge from it.

Against the second strategic priority (to improve the marketing of Scotland), VisitScotland are moving
forward strongly with a new marketing strategy. This pays a great deal of attention to Scotland’s inherent
brand strengths as a tourism destination, and identifies themes within that (eg Freedom of Scotland, walking,
golf, vibrant cities) in which Scotland has so much to oVer. Latest surveys show that accommodation
occupancy is at its highest level since 1998 in some areas and across several sectors. These figures appear to
show that VisitScotland’s new marketing strategy is starting to work, although no doubt much more needs
to be done to develop it further. Linked to the marketing priority is a target which the Executive has set as
part of its Budget arrangements, to get visitor numbers and spend in Scotland back to pre-2001 levels by 2004,
and to set new targets at that time. There is also a need to consider further the way in which VisitScotland
markets Scotland abroad, particularly in the light of the current BTA review of its operations overseas.

The Executive’s emerging major events strategy will also provide a framework for pursuing further
opportunities and developments in encouraging more people to visit Scotland. Details of how the strategy
will be delivered will be announced soon; the aim is to position Scotland as a global event destination by 2015.

An aspect of marketing in which the Executive takes particular interest is in promoting Scotland as a
business tourism destination. The returns on investment in this area are high, and indeed the attraction of
major business events will be an integral part of the major events strategy.

Linked to the marketing of Scotland in overseas markets is the issue of direct air access to Scotland. This
is a matter to which VisitScotland devotes considerable resources, and the airlines are represented on the
Framework For Action Steering Group.

The third strategic priority (to use the latest technology to understand and meet the needs of customers) has
also moved froward very strongly with the successful formation of the visitscotland.com partnership between
VisitScotland, the area tourist boards and Schlumberger Sema. With advances in new technology and the
change in culture towards booking holidays online, tourism must stay at the forefront of developments,
making it as easy as possible for tourists to arrange travel, accommodation and other aspects of their stay in
Scotland using the Internet. Again there is clearly much work to do to build on this, but a good foundation has
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been laid; the visitscotland.com website has taken more e-bookings in its first three months than the previous
computer system had taken in three years. The Executive’s budget target in this area is that by 2005, 75% of
accommodation in Scotland will be bookable using the Internet.

The Strategic Priorities for Scottish Tourism

On the fourth strategic priority (product quality), VisitScotland already runs a very successful QA scheme
which has a penetration rate of around 80%, and helps tourism businesses to help themselves achieve
improvements in quality. Again that is a good foundation, but the Executive believes that quality is still a
major issue for Scottish tourism. There remain too many instances of visitors to Scotland being disappointed
by inconsistent quality of the tourism experience. The Executive is therefore considering how to further
improve product quality, perhaps by the introduction of some form of compulsory registration scheme for
tourism establishments to more actively regulate quality standards, and to drive home the message that
achieving high standards of quality must be a key priority for all those involved in achieving the success of
tourism. Product quality is one of the two key strategic priorities for tourism which the Executive has set for
VisitScotland.

Allied to this, it is clear that the skills and attitudes of those who work in the industry will be central to the
overall quality of the experience provided to our guests. So the other key strategic priority of the Executive is
to improve tourism employee skills and training. The Executive has indicated to VisitScotland that improving
performance in this priority area must now be pursued with renewed vigour. There are of course a number
of organisations already working in this field. The progress made in preparation for a new Sector Skills
Council for the hospitality industry is heartening, and Tourism People is addressing the issue of skills/training
in Scotland. In addition Springboard UK is seeking to address the recruitment issues which arise from the
low status in which the hospitality industry is held by potential recruits. So much is already being done to
help those working in the industry rise to the challenge, but there is a great deal of work still to be done in
this area, and the Executive believes that there is an important role for VisitScotland to play, contributing its
expertise within the industry and making the connections with industry and the public sector training
providers more generally.

There is little point in reaching more potential customers, and successfully enticing them to Scotland, if
they are then disappointed with the experience, and not only do not return but then influence others not to
visit Scotland. So the Executive believes that achieving and consistently delivering very high quality at every
level is the only way forward for Scottish tourism, and that to achieve success, the sector must address the
two key priority areas set out above. Accordingly, VisitScotland has been asked to consider how to focus
more attention on these areas over the next three-five years, while not losing sight of the importance of
marketing and e-commerce.

Sustainable Tourism

A further issue for the future, underpinning all that is done across the tourism spectrum, must be a sharper
focus on the importance of sustainable development, and on closing the opportunity gap. The Executive has
asked VisitScotland to consider how to make progress in these cross-cutting areas. Tourism already oVers
ease of entry and career potential to school leavers in rural as well as urban areas. And the sustainable
development of Scottish tourism is vital to its long term success. Accordingly the Executive will be considering
with VisitScotland how best to build on its existing Green Tourism Business Scheme. The concept of
sustainable tourism has in the past tended to focus on eco-tourism opportunities (eg watching wildlife), which
Scotland has in abundance. The challenge now is to change attitudes across the tourism sector towards issues
such as energy use and waste disposal. Mechanisms such as an interest free loan scheme operated by the
Energy Saving Trust on behalf of the Executive will be considered as a way of encouraging investment in new
energy systems and other ways of improving the sustainable performance of the tourism sector in Scotland.

25 November 2002
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Examination of Witness

Mr Mike Watson, a Member of the Scottish Parliament, Minister for Tourism, Culture and Sport, Scottish
Executive, examined.

meetings. I think it would be appropriate for me toChairman
say a little bit about our relationship with the British

273. Mr Watson, it is a particular pleasure to Tourist Authority and our views on the recently
welcome you here today. I am going to launch the announced changes because I know the Committee is
questioning with Alan Keen. Do I discern from your interested in that. The Executive keeps in close
face that you would like to say something to us first? contact with the DCMS on tourism issues, both at

(Mr Watson) I have a short statement to make, if ministerial and oYcial level and that relationship
that is okay. It is a pleasure for me as a Scottish worked well in the weeks before the DCMS
Executive Minister to be asked to give evidence at a announcement. We were briefed first at oYcial level,
House of Commons Select Committee. I think that is then First Minister Jack McConnell discussed our
an important way within general terms of defining concerns with the Secretary of State, Tessa Jowell
the relationship between the Scottish Parliament, the and I also had a discussion with Kim Howells. I see
Scottish Executive in the post-devolution period and the BTA restructuring as certainly potentially good
I would like to think—it has not happened yet—that for Scottish tourism and it was on that basis that the
we could soon be in a position where the Scottish First Minister and I were able to welcome Tessa
Parliament could ask for Whitehall ministers to come Jowell’s announcement. DCMS have agreed that the
and give evidence and that they would feel they were activities of and funding for the new English
comfortable enough to do so. However, I am very marketing be kept entirely separate from the
pleased to be here today. I know that you and your overseas marketing eVorts of the BTA and to make
members have seen my written submission and that this a reality the DCMS have agreed to consult the
confirms where the Executive believes the challenges Scottish Executive on a number of key aspects of the
lie for Scottish tourism and it also sets out the key BTA’s operations. They have also agreed that they
strategic priorities which we have identified as crucial will lay a copy of their Annual Report and Accounts
to the success of Scottish tourism. Much has been before the Scottish Parliament in future. I am clear
made of the impact of Foot and Mouth Disease and that our agreement with DCMS on these
September 11 in 2001 and of course these events had arrangements will ensure that there is no dilution of
a huge impact on tourism across Scotland and BTA marketing eVort on behalf on Scotland in
particularly Dumfries and Galloway and the overseas tourism markets. Clearly we will have to
Borders. The figures show that tourism activity in work to ensure that that is the case, but I am
Scotland had been in decline for some years before confident that it can and will be on the basis of the

understandings that we have. BTA have oVeredthat after a sustained period of growth through to the
VisitScotland a desk in every one of their overseasmid-1990s and that decline is not particular to
hub oYces and VisitScotland are currently reviewingScotland but mirrors the pattern at UK level and the
how best to take up this oVer. The UK remains thereasons for that I think Members will already be
priority market for VisitScotland, accounting foraware of. It does need to be seen against a continuing
over 90 per cent of tourism trips in Scotland. Butgrowth in international tourism and it has happened
growing the overseas market is hugely important todespite significant increases in investment in Scottish
the future success of Scottish tourism. I amtourism and the VisitScotland budget has more than
determined it should once again be a growth sectordoubled over the last decade. So the major challenge
within the Scottish economy and I am clear that thefacing us in Scotland, and in the UK, is to reverse
restructuring of BTA will help us to achieve thatthat decline and to re-establish tourism as a growth
objective.sector in the Scottish and UK economies. As I have

Chairman: Thank you very much indeed. I shouldsaid in my statement, we have focused in Scotland on
point out to the Committee that we have got a limitedfive priorities for tourism: improving the structure of
time for the Minister so I am going to ration timetourism funding and that is taking the form of the
pretty briskly.Area Tourist Board review; improving the marketing

of Scotland under the new marketing strategy
developed by VisitScotland which is now in place and

Alan Keenis paying dividends; improving the use of technology
to understand and meet the needs of our visitors and 274. Welcome, Mike. That was all very
that is our website visitscotland.com, a new tourism fascinating, but can I come on to what is really the
initiative which was launched earlier this year; point. We have done a lot of good work on this
improving product quality, and improving employee Committee in the past on the value of hosting
skills and training. The last two are the ones we have sporting events. What value do you put on your bid
concentrated on because these are the ones where we for the European football championships in
have not made much headway. Work is under way on partnership with Ireland and how do you see it
all of these. I have just come from a meeting of the going? Presumably it will have a long-term benefit in
DCMS across Whitehall and the devolved raising Scotland’s profile.
administrations and we discussed both the issue of (Mr Watson) Our bid with Ireland for the Euro
product quality and employee skills and training and 2008 football championships are part of the major
I am encouraged by the positive spirit of co- events strategy that we are trying to develop. There
operation demonstrated at that meeting and I am will be a formal announcement on this later in the

week by the First Minister, but it is very much oursure we will turn that into eVective action in future
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aim to position Scotland as a serious player in major that this is a fall out. At this stage I cannot give the

support you would like me to give because there is theevents in the years ahead and that is not just sporting
events, it could be cultural, major conferences, major possibility that Scotland may be part of another bid.
exhibitions, anything on a big scale that brings

276. Can I ask you about transport. If tourism ispeople to Scotland and lets people see what Scotland
your number one business in Scotland and if mosthas to oVer apart from the event itself. We will hear
English now take their holidays abroad but go for thethe outcome in just over two weeks’ time. I can only
short, fast breaks, ie for four days or the three dayssay that we are hopeful. We have done everything we
to Scotland you become a much more interestingcan do. We have worked very well with the Irish and
proposition again, but if you cannot fly to most of thewe have made our bid and it deserves to be successful.
destinations directly and you have to go to GlasgowI do not think there is anything else we could have
and then drive or you have to go to Glasgow by traindone. The benefits to Scotland will be clear and go
and drive it makes it less attractive. I am thinking ofwell beyond the three weeks or so of the event in June
the Islands where it is the most beautiful place on2008. It would be about positioning Scotland as a
earth, where we would like to go more often, butdestination that is attractive and seen to be so,
getting there is so diYcult from the South-East. Inperhaps more so if people have not thought about
the Green Paper on airports are you planning smallercoming to Scotland for whatever reason in the past.
airports like City Airport across those areas toThere will be investment in infrastructure, in the new
attract even more destination tourists?stadiums, in associated sports facilities, in youth

(Mr Watson) This is another matter we weresport as well, they will all benefit. I have
discussing with DCMS colleagues this morning andresponsibility also for culture and sport which is
John Spellar, the Transport Minister, was there forincreasingly linked with tourism. Although we do not
that part of the discussion. It is a big issue inhave a figure where we can say if we are successful on
Scotland, more so in terms of flights from abroadthe 12 December this will mean £x million or billion
than it is from within the UK. There are issues withover the years, what I do know is that it will greatly
that and I will come to that in a minute. There are notenhance Scotland as a visitor attraction and it will
enough flights from countries like, for instance,show that modern Scotland has a lot to oVer that
Sweden and we had the Scotland in Swedenperhaps some people do not realise yet. So we will be
promotion just last month. There are no direct flightsmarketing that in its broadest sense if we are
from Stockholm to Edinburgh or Glasgow but thatsuccessful on 12 December.
will change in the not too distant future. That is aAlan Keen: Good luck with that.
diYculty. If people have to come to the UK and go
to London, frankly, they are not going to do that for
a four-day break. If you live in Stockholm and you
want four days away you are not going to go toDerek Wyatt
London and then to Glasgow or Edinburgh, it does

275. It is very good to hear that the FA is not make sense. Even in terms of a longer break,
supporting the Scottish-Irish bid. Can we count on there is a psychological barrier if you have got to take
the Scottish Rugby Union supporting the English bid four flights instead of two. One of the ways we are
for the World Cup in 2007 and if we cannot, can we tackling that—and this would impact also on
get the Scottish Parliament to endorse it? internal UK short break holidays—is that we

announced a week ago a route development fund(Mr Watson) Let me just say that obviously we
have made our case to JeV Thomson, who is the FA which will basically enable landing charges at

airports to be subsidised. That has been a problemrepresentative on the UEFA Executive. He has not
stated specifically what he intends to do, he certainly particularly with Inverness. You mentioned the

Islands, but Inverness is a case in point. Quite a fewhas not stated it publicly. We have made a strong case
to him just as we have to all the members of the of the Islands flights go from Inverness. You cannot

get direct to Inverness—you can from Gatwick—Executive who will be voting on 12 December. As far
as the Rugby World Cup is concerned, I know that from places like Manchester or Birmingham, but if

you cannot get there direct then that is a problem.England has announced that it is going to bid. There
are still discussions going on within Scotland. There Part of the problem is that you will want to get the

cut price airlines to fly to Inverness, and one of themis a possibility that Scotland, along with other
countries, may also submit a bid. I was talking as in particular rather publicly made the point that they

were not prepared to do it unless landing chargesrecently as Sunday with senior people from the
Scottish Rugby Union and they have not yet decided were reduced. In a sense there has been a response to

that, recognising that those handling charges had towhat their position will be. I have got to say, there
was a feeling—and I expressed this at the meeting of come down. The question of flights to the Islands is

a slightly diVerent issue, although it is an issue withinUK sports ministers in CardiV in June—that the
RFU bid was perhaps a little bit too quickly Scotland as well. People who have got family in the

Islands often complain about the frequency or theendorsed by Richard Caborn and I said this to
Richard himself. I think it is important in a situation cost of flights from Glasgow or Edinburgh to

Stornaway and that is something that is slightlywhere we do not have British countries competing
against one another, whatever the sport is, if there is diVerent. There are a number of reduced price flights

certainly from Aberdeen to Orkney and Shetland buta major event to come I would rather that the home
countries get together and decide a way forward. not enough and that is an issue that we have also been

discussing with the airlines. I am aware of the pointRugby has been fraught recently. We know all about
the television deal and it has not been possible and that you make and I am hopeful that the route

development fund money we have announced willthe RFU have gone their own way on that. I suspect
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enable more internal UK flights to be available from (Mr Watson) What I am saying is that the
the cut price airlines so that people from all parts of problems that we have identified we have sought
England can have those short breaks in Scotland. assurances on and all I can say at this stage is that we

are satisfied with that. Obviously I have discussed
this with VisitScotland as well. We are not looking
into the future and saying we think everything will

Mr Doran necessarily work out as we anticipated, but what I
will say is that changes can be made. If something is277. It is nice to welcome you back, Mike, and it is
not working eVectively and if I am still the Ministeralso nice to welcome a fellow Arab to the House of
then we will be lobbying very strongly for thoseCommons. I will leave everyone else to speculate
changes to be made.what that means. I listened carefully to what you said

about the new arrangements concerning the British 279. We heard some very impressive and very
Tourist Authority. We have heard quite a lot of focused evidence earlier from the various Scottish
evidence now from a number of sources, including bodies that we have heard from today and I certainly
from the Scottish bodies today and at best you can was impressed and pleased at what I heard. There is
say that they are unenthusiastic about the proposals. clearly a strategy, and everyone talked positively
I think there are concerns about the conflict of about the partnership it operates between
interest which the BTA will have and you have made government and industry which is extremely
it quite clear in what you said. When the Secretary of important. One of the clear diVerences between
State was here last week she made it clear that this Scotland and England, apart from the amount of
had been discussed between the Governments and money that is spent on tourism, is that Scotland has
agreed between the Governments. Does it not a seat at the Cabinet table. Given you have a seat at
concern you that the people who will actually have to the Cabinet table, can you say a little about exactly
deal with this on the ground, people like what advantages you feel that gives the tourism
VisitScotland and the various other agencies, are not industry in Scotland?
showing a lot of enthusiasm for this change? (Mr Watson) About this time last year the major

(Mr Watson) I would not dispute the way in which tourism hospitality sector conference in Scotlandyou have characterised the response to the changes. called for a tourism minister within the Cabinet. IWithin the last hour I have said that, in terms of think what they probably called for was a dedicatedTessa Jowell asking me what I thought, I was happy minister who had nothing to do but tourism. I alsowith the assurances that we got, but the new regime have responsibility for culture and sport and Gaelicis not in place yet. If we were meeting a year today I and heritage and so on. I have a deputy minister whomight have a diVerent attitude and I might be raising concentrates more on the culture and sport aspectsthe issues or problems that have arisen. We have and I lead very clearly on tourism. I think that changeasked for assurances. Our First Minister asked for made by the new First Minister was a statement thatassurances and we got them in writing. We will have
there was a recognition of the importance of theto see how it operates. If it operates as we intend it
sector to the Scottish economy. The fact that I am awill then it will not be a problem, but there are issues
Cabinet minister simply enables me to deal withthat will have to be addressed and they can only
issues on a one-to-one basis within the Cabinet in areally be assessed when they arise. There is a
way that was not the case in the past. There werepossibility of VisitScotland having a presence in the
previous ministers who had responsibility forBTA hub oYces that they are going to have. There
tourism but they all floated on to become juniorare other aspects you have heard from VisitScotland
ministers. That has changed and that sort of focusand there is the possibility of developing Scotland
and status has been given. I am sure if theinternationally, that is another prospect. We will
VisitScotland and Scottish Tourism Forum peoplehave to see within the resources given to
sitting behind me were to be asked if that hadVisitScotland what can be done in terms of a direct
translated into suYcient extra funding they would atpresence there. I can only say that the two BTA
least have to consider the opposition and IoYces that I have visited so far this year have been in
understand that. At the same time, I do feel I am inNew York and Stockholm and they have both
a stronger position to argue for additional resourcescertainly impressed me with what they were doing on
not just for VisitScotland but for other sources ofScotland’s behalf. You could say that is now, what
funding for Scottish tourism.about the future? We will have to ensure that the

Mr Doran: Thank you very much.assurances that we have got are carried forward.

278. Once the thing is up and running will there be
scope for change? We heard earlier from Mr Lederer
about the distractions, for example. I can understand John Thurso
why they do not want to get sucked into a debate

280. I think Eastern Airlines have just opened aabout structures and processes. This is an industry
direct flight from Inverness to Manchester which willwhich is very competitive, it operates with quite a
enable me to go and visit the Chairman. On airports,number of constraints and I can see why the
could I also suggest that Wick should not beprofessionals want to focus, but at the same time we
forgotten and the second runway resurfacing shouldhave to be concerned about the structures that are
remain at the forefront of the Executive thought. Canbeing put in place. I accept what you are saying about
I come on to what you said about the assurances thatmonitoring, but a year from now change will be
you have had from DCMS and the point that thesecostly and expensive. Now is when we need to see the

problems. are in writing. Will they be published?
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(Mr Watson) The honest answer is I do not know. border, has been signed up to by the Executive and I

There has been an exchange of letters between the do not either criticise or applaud that, but the fact is
First Minister and Tessa Jowell and that has been that the Scottish industry and the Scottish body
followed up in an exchange of letters between Mr which is supposed to be linking up with the BTA are
Broadley of the DCMS and Tom Wright, who is the unaware of what is going on, have no chance to
new Chief Executive of the BTA and that is basically consult and yet the whole point about cross-border
setting out the requirements and it is putting in those authorities in a wholly devolved area is precisely that
terms subsequent to the agreement between Tessa they should have.
Jowell and Jack McConnell. I cannot give you an (Mr Watson) If you are saying to me could there
answer as to whether that will be made public, it is have been more discussion on this matter then clearly
not my correspondence, but certainly it meets what that is right. If you then asked me would that have
both myself and the First Minister were looking for. brought about a diVerent outcome I would have to

say I am not sure. I understand what you are saying,281. Presumably the First Minister’s
but by and large I think the fact that the position ofcorrespondence would be publicly available under
VisitScotland now and that which will exist, say, athe Freedom of Information Act and so on?
year from now is still subject to the way in which the(Mr Watson) I am not sure of that.
new arrangements for BTA develop. We have got to

282. Would you like to see it published? make sure that we have input into that to make it as
(Mr Watson) Yes, in a sense because everything positive as possible. That is basically what I and the

that is in it has been mentioned in advancing our case First Minister are confident that we can do on the
for the new BTA. I am not uncomfortable with any basis of discussions with ministers. Rather than
of that. We asked for assurances and basically after looking backwards, I would look forwards and say I
some discussion they were agreed. do not think this is a situation in which we have no

influence because the new arrangements have still to283. Can I come back to the point that Mr Doran
be rolled out, put into operation and seen to bewas mentioning because it does seem to me slightly
operating eVectively for all parts of the UK.curious. As I understand it approximately a week

before the announcement was made by the Secretary
of State here VisitScotland were unaware of what
was happening and therefore the conclusion is that,

Chairmanas they gave in evidence this morning, they were not
consulted about what was happening. Can I ask why 286. Your title is Minister for Tourism, but you areit would be that you as the Minister responsible for in fact responsible for a good many other areas ofthat had no dialogue with them about what their

activity and a lot of those areas of activity in the UKthoughts might be or took advice from the body that
would come under the Department for Culture,was due to market Scotland?
Media and Sport. Is the fact that your title is Minister(Mr Watson) My recollection is that my oYcials
for Tourism a token of the greater importance that iscertainly had discussions with VisitScotland after I
attached in Scotland to the tourism industry thanspoke to Kim Howells in the conversation to which I
might be regarded in the UK Government that wereferred earlier. I cannot be absolutely precise as to
have here and we saw last week?when that was, but certainly all the discussions took

(Mr Watson) I can only really talk for Scotland.place. One of my oYcials has a weekly meeting with
My full title is Minister for Tourism, Culture andthe Director of VisitScotland and that is a weekly
Sport.standing meeting and my understanding is that that

should be discussed then. 287. It starts from tourism.
284. But not at a time when anything could have (Mr Watson) As I said earlier, I think it is quite

been input or changed. It was a briefing, a case of this clear that the First Minister had in mind when he
is what is happening, was it not? decided to create this post that tourism was to be the

(Mr Watson) Yes, that would be fair to say. I think major focus of that. The fact that tourism does not
it is fair to say that the decision was pretty far down appear in the title of the Department for Culture,
the road by the time I had my discussions with Kim Media and Sport may say something about England,
Howells. Let us be clear, at the end of the day I would not like to comment on that. I think almost
responsibility for the BTA and the ETC rests with the all of my portfolio would relate to what happens
DCMS. From my point of view, I look after the within culture, media and sport and I am sure
Scottish end of that and that is why myself and the heritage must be within that Department as well.
First Minister sought the assurances to which I have Even Gaelic comes under that heading because
referred on several occasions. Gaelic broadcasting, broadcasting being a reserved

power, is financed to the Scottish Executive from285. Under section 86 or 88, the cross-border
DCMS. I think it is only fair to say you would haveauthorities paragraph in the Scotland Act, you have
to ask the ministers from the Department of Culture,a statutory right not only to be consulted but to
Media and Sport where they place tourism.advise on and the whole point about cross-border
Certainly, we had a very full agenda today onauthorities in a wholly reserved area is that you have
tourism and hospitality issues. That is a six-monthlythe right to express yourself. My concern here is that
meeting and it involves ministers from the devolvedthe implications of full scale devolution which we all
assemblies in the Scottish Parliament. Ivan Lewisenjoy north of the border and understand are not
from the DfES was there as well, so I think thatnecessarily understood south of the border and that

there is a fait accompli that arrives north of the shows it is getting quite a high level of importance.
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288. There was a concern shown right across the certainly very strongly supported on all sides by all

the members there and the minister as well, so we areCommittee last week when we had Tessa Jowell and
Kim Howells here in that Kim Howells is the person delighted about that. Not only that but I think one of

the little stadiums in my constituency, Clyde, is goingwith specific responsibility in the Department of
Culture, Media and Sport for tourism. There was to be used as a training area, not for major events but

certainly for training. I would like to congratulate theconcern that with all his other responsibilities,
tourism was in danger of getting lost. One would take way that the department seems to work very much

across the board recognising that all of Scottish lifeit from the priority in your title and in your work that
there is no danger of tourism getting lost as far as the can be brought together under that area which is

about health, about education, about tourism, aboutScottish administration is concerned?
just the general development and promotion of(Mr Watson) No, indeed. That was why the
Scotland.ministerial portfolios were reconfigured this time last

year, to give recognition to the fact that, as you have (Mr Watson) Very much the promotion of
Scotland. This comes back to the point that Alanalready heard, tourism makes such a contribution to

the Scottish economy, and partly because that factor Keen made at the start about what would be some of
the benefits of getting Euro 2008. One benefit wouldis not widely appreciated in Scotland, I should say,

and creating a minister with main responsibility for be just generally promoting tourism but promoting
the status of tourism as well with our young peopletourism was one way of ensuring that that did get

greater attention. because I am concerned that not enough of our
young people see tourism as a career. We have 13
universities in Scotland and I understand that eight

Rosemary McKenna of them oVer tourism or hospitality and leisure
degrees. There are too many coming out at that end289. There is an area here that is worth looking at
and not enough of those for whom a universitygiven the nature of devolved government and given
education is not appropriate but who can dohow the Scottish Parliament and the Welsh Assembly
meaningful training through a modernhave looked at issues in—the jargon is—a more
apprenticeship or vocational training and can makejoined-up way, and I think that is absolutely right,
a great contribution to the tourism sector but are notthat there does seem to be a better working across the
doing that for a number of reasons: it is seen as beingsectors. Would you agree with that? I suggest to you
unattractive, unsocial hours, low pay, seasonal,that the current development of the cultural portal in
employers are characterised sometimes as not reallyScotland where access will be available to point
caring and therefore staV are not well motivated. Ifpeople to all sorts of areas would be a very good
the people who come to Scotland are met with a surlyexample of how that works within your department.
or unhappy individual, for whatever reason, then(Mr Watson) Yes, it would. We certainly do work
that is not a good first impression of Scotland andvery hard within my portfolio to operate in a cross-
could aVect whether they come back. One of the wayscutting manner between the various parts of it
I think you get round that—that is why I am herebecause the linkages are so clear and so obvious. We
today because we were talking about skills trainingalso do it outwith the department as well because
and vocational training and I wanted to hear whatparticularly the cultural aspects of my portfolio are
was happening in England—is to get a more positivelinked very clearly with education, sporting aspects
approach with Careers Scotland, the careers agencyare linked very clearly with health. In our spending
in Scotland, to young people within schools sellingreview that was announced in September there were
tourism or hospitality and the leisure sector as afunds made available to my portfolio from those
career. There are many, many fulfilling jobs thereother ones. We do practice cross-cutting quite
which can build into a career but young people havevigorously and I think quite eVectively. We do it
to be convinced. There is this thing somehow aboutinternally as well. The cultural portal that you
university is the thing to do, they must go tomentioned will very shortly have a tourism
university now, and it is very good that more andequivalent in the e-tourism initiative,
more youngsters are going to university except thatvisitscotland.com, which will be a gateway into
some of them may not be best directed to university,everything that tourism in Scotland has to oVer in the
vocational training may be far more appropriate forsame way as the cultural portal when it comes on
them and also for the contribution they could makestream will do for all sorts of cultural aspects. We do
to the economy and the jobs they can get as well. Itry and work in that joined-up way, both within the
think tourism is clearly an example of that. If one ofdisciplines of the portfolio and outwith as well, where
the spin-oVs of getting Euro 2008 is that the tourismthere are benefits clearly to be made in that kind of
sector is highlighted and made more attractive tojoint working.
more people then that is the first turn of the wheel

290. Can I put my little plug in for the bid with that will ultimately bring more people in here before,
Ireland on football because I am just as interested in during and after Euro 2008.
football as well. I was at the English-Irish inter- Chairman: Thank you very much indeed. As I say,
parliamentary body meeting yesterday at a great pleasure to see you again. Thank you.
Manchester where the issue was raised and was





the culture, media and sport committee Ev 101

TUESDAY 17 DECEMBER 2002

Members present:

Mr Gerald Kaufman, in the Chair

Mr Chris Bryant Rosemary McKenna
Mr Frank Doran Ms Debra Shipley
Alan Keen Derek Wyatt
Miss Julie Kirkbride

Memorandum submitted by the Wales Tourist Board

The attached provides a detailed response to the key areas of interest which have been identified by the
Committee.

In more general terms, however, the Wales Tourist Board, exercising its statutory duty to advise
Government on issues which have a bearing on tourism in Wales, makes the following points:

— Government at central, devolved and local level should acknowledge the fact that tourism is now
the largest industry in the world and that if Britain and its constituent countries are to compete in
a world market then our marketing, product development, research, service levels and price
competitiveness all have to improve at a faster rate than that of the competition. The fact that
Britain has been displaced by China from the 5th position in the international arrivals tables clearly
indicates that this is not happening.

— Whilst Government is striving to develop the best economic climate in which the private sector
tourism businesses can prosper, the private sector without considerable government support, will
never deliver the required infrastructure without which tourism cannot prosper and grow.

— Britain needs an integrated public and private sector transport system to rival the world’s best.

— Britain needs a network of regional airports which will at the same time reduce the overcrowding
in the South East and spread the economic benefits of tourism and business in general throughout
Britain. Low cost airlines have clearly shown that lesser known destinations can be opened up in
this way.

— The Wales Tourist Board, as chair of the recently formed alliance Tourism UK hosted the first UK
Tourism Summit at the Celtic Manor Resort on the 7 and 8 October. Delegates included the Chairs
of the Tourist Boards for Wales, Scotland, England and the British Tourist Authority. They were
joined by ten senior representatives of the tourism industry in Britain and Europe. Specialist insight
was provided by Henley Forecasting, Deloitte & Touche and Stevens Associates. The summit will
produce a 10 point five-year requirement which will be presented shortly to central and devolved
governments.

INQUIRY INTO TOURISM AFTER SEPTEMBER 11

1. Introduction

1.1 The inquiry seeks to examine the current state of the British tourism industry and current government
policy towards the sector, including the administration and supportive infrastructure and any relevant
initiatives or proposals for change.

1.2 The Wales Tourist Board (WTB) was established under the Development of Tourism Act 1969 which
gave WTB statutory responsibility:

— to encourage people to visit Wales and people living in Wales to holiday there;

— to encourage the provision and improvement of tourist amenities and facilities in Wales.

The Tourism (Overseas Promotion) (Wales) Act 1992 subsequently gave WTB increased independence to
market Wales overseas.

1.3 WTB is an Assembly-Sponsored Public Body which is funded primarily by direct grant in aid from the
Welsh Assembly Government. WTB’s grant in aid budget provision for 2002–03 is £22.648 million. WTB also
seeks to maximise income from other sources, including the European Union and the private sector to fund
an extended range of activities on behalf of the tourism industry in Wales. WTB’s total budget provision for
2002–03 from all sources is £39.038 million.
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1.4 WTB’s activities seek, wherever possible, to address and overcome the existence of market failure.
WTB intervenes on behalf of the Welsh Assembly Government where there is a clear need to do so and where
its intervention will generate net economic gains for Wales. The overall strategic aim of WTB is to improve
the economic and social prosperity of Wales through the eVective marketing and development of tourism.
The strategic growth target for tourism in Wales is to achieve an annual increase of 6% in total tourism
spending. We acknowledge the need for growth in tourism to be achieved in a sustainable way so that it
benefits our environment, culture and way of life.

1.5 WTB’s evidence to the inquiry will be based on the key areas of interest which have been identified by
the Committee.

2. Current and Likely Future Performance of the Tourism Industry Following Foot and Mouth

Disease and the Events on September 11

The importance of Tourism

2.1 Tourism is an important component of the Welsh economy. In recent years, annual spending from
overnight and day visits has been in excess of £2.6 billion, which is equivalent to approximately 7% of Welsh
GDP. In coastal and rural areas the relative contribution of tourism to the economy is even greater.

Table 1: The Value of Tourism to Wales

2000 2001
£m % £m %

UK tourism spend 1,654 61 1,664 62
Overseas tourism spend 267 10 248 9
Day visitor spend1 775 29 775 29
Total 2,696 100 2,687 100

1 Based on 1998 UK Day Visits Survey.

Impact of Foot and Mouth/September 11 on Tourism in Wales

2.2 Forecasts for tourism performance in Wales during 2001 were suggesting only subdued growth even
in advance of the outbreak of FMD. A number of external factors were viewed as constraints to growth
including the strength of the pound against the euro which was expected to dampen growth from European
markets and the strengthening dollar against the euro which meant that Europe represented better value than
the UK to the important US market. The relative strength of the pound was also expected to increase the
propensity for UK residents to holiday overseas rather than in the UK. There were also clear signs that the
US economy was slowing down and growth in consumer spending throughout Europe remained sluggish.

Overseas tourism

Despite the existence of constraining external factors, the British Tourist Authority (BTA) were
forecasting, before the outbreak of FMD, that spending by overseas visitors would rise by around 2% in
Britain during 2001 from £12.8 million to just over £13 million. Spending by overseas visitors to Wales
represents approximately 14% of total spending by all overnight visitors to Wales. At the UK level, the
overseas share is closer to 33%. As Wales attracts only 2% of all overseas tourism spending to the UK there
was an expectation that Wales would match the 2% growth forecast for the UK overall in 2001.

Domestic tourism

Demand from Wales’ core domestic market was not forecast to grow significantly during 2001. The major
structural change in recent years has been the growth of short break holidays in Wales and a steady decline in
the traditional peak season long holiday market. Against the backdrop of a strong pound and static consumer
spending, these general trends were forecast to continue in 2001. Domestic tourism spending to Wales was
expected to match the general inflation rate and at best grow by 3% in 2001.
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Actual against expected performance in 2001

2.3 Immediately following the outbreak of FMD in late February 2001, there was an immediate impact
on tourism performance in Wales with significantly lower levels of tourism spending reported, particularly
in rural areas. WTB consulted widely with the industry to understand their immediate problems and to
identify the appropriate measures that needed to be put in place to help the rural economy recover. With the
support of additional resources from the Welsh Assembly Government, WTB put in place a range of support
activities which were designed to combat the eVect of FMD in Wales. In total, WTB were able to allocate
£4.5 million of additional funding during 2001–02 to support the tourism industry and overall, tourism
performance in Wales showed clear signs of recovery by the summer of 2001, although there was evidence to
suggest a switching of demand from rural to urban and coastal areas. The events of September 11 had a
significant short term impact on tourism demand for Wales and prolonged uncertainty particularly among
potential visitors from the USA which gave rise to a more lasting impact.

Table 2: Actual Against Expected Performance 2001

Expected Actual Estimated loss
£m £m £m

UK tourism spend 1,703 1,664 39
Overseas tourism spend 272 248 24
Total 1,975 1,912 63

2.4 It is diYcult to draw any definitive conclusions about the impact of FMD and September 11 on tourism
in Wales in 2001. When the actual performance of overnight tourism is compared with the anticipated
performance based on 2 to 3% growth rates, it is reasonable to suggest that overnight tourism to Wales
decreased by £63 million in value terms. Estimating the impact on tourism day visits is more problematic.
The most recent national UK survey measuring day visits was conducted in 1998 and in the absence of any
more rigorous yardstick it is only possible to attempt an informed estimate. On the basis that the 1998 survey
reported that one quarter of all tourism day visits took place in the countryside and resulted in approximately
£135 million in visitor spending, it is reasonable to suggest that the eVect of FMD, in particular, would have
reduced spending significantly. We estimate that tourism day visitor spending in Wales during 2001 would
have decreased by between 50–75% on the levels reported in 1998. This would be equivalent to a loss
in spending of between £67–£100 million. Total losses, therefore, for overnight and day visit spending in
2001 as a result of the combined eVects of FMD and September 11 are estimated at between £130–£163
million.

Performance in 2002

2.5 There is good evidence to indicate that tourism in Wales has recovered well in the first half of 2002.
Domestic (UK) tourism spending between January and June inclusive has increased by 12% compared with
the previous year. More pertinently perhaps, spending performance in 2002 during January–June still lags
behind the first six months of 2000 by 4% or £32 million. On the basis of previous experience, WTB expected
the domestic (UK) market to show earlier signs of recovery. As a consequence, WTB concentrated its eVorts
on targeting the UK market in the aftermath of FMD and September 11.

2.6 It is not possible to estimate the performance of overseas tourism in Wales during 2002. Statistics
available from the International Passenger Survey indicates that, at the UK level, expenditure from overseas
visitors decreased by 2% from £6.56 billion to £6.4 billion during January–July 2002 compared with the
previous year—the period leading up to the events of September 11. This decrease is even more marked when
January–July spending in 2002 is compared with the performance during the same period in 2000–a 10%
decrease at the UK level. The continued strength of the pound and the extended eVects of September 11 on
international travel is still taking its toll and there are clear signs that consumer confidence remains a barrier
to travel, particularly in some key markets such as the USA. WTB has been a partner to BTA’s One Million
Visitor campaign during 2002 but additional funding from the Welsh Assembly Government has enabled
WTB to run its first ever “Wales only” overseas campaign. This £5 million campaign focuses on key
markets—Holland, Belgium and the USA.
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Outlook for 2002 and beyond

2.7 Recent research by WTB suggests that the tourism industry is recovering well from the events of 2001
with current and future business levels exceeding those achieved during 2001. Over three quarters of
businesses who participated in the late August survey felt confident about the future. The most up-to-date
statistics, however, show that even in the less volatile domestic market, spending levels have yet to return to
those experienced in 2000, pre-FMD and September 11. Although there are good signs that tourism in Wales
during 2002 will perform at or near the levels achieved for 2000, we will not be able to make up for the direct
losses in tourism spending incurred over the period since March 2001 and the indirect losses resulting form
a consequential slowing down in investment by tourism businesses.

3. The Role of Government in Promoting/Supporting the Industry

3.1 Despite the considerable benefits which tourism brings to Wales, the industry on its own would not be
able to secure them. Government intervention is needed to enable the tourism industry to achieve its full
potential and to manage its environmental and socio-cultural impacts. Tourism remains a fragmented
industry, made up of predominantly small-scale business units which are economically vulnerable and do not
have a strong or cohesive marketing voice. WTB seeks to ensure that its activities compliment, support and
add value to those undertaken by individual businesses.

3.2 It is not the responsibility of WTB or any other part of government to promote individual tourism
businesses in Wales. The proper role of the public sector is to provide an appropriate strategic framework
within which the tourism industry can eVectively market itself. WTB is best placed to lead the task of
developing a strong tourism brand for Wales as the tourism industry is not a cohesive agent to undertake this
essential task. The marketing of destinations and products within Wales should be done as part of an
integrated marketing strategy which targets markets with most growth potential for Wales: WTB provides the
industry with a strategic framework for co-ordinated action. The tourism industry is constrained by imperfect
information to identify the key growth markets for the future. WTB’s role is to undertake the necessary
market research to inform the industry of structural growth trends in tourism and the requirements, opinions
and motivations of the customers of tomorrow.

3.3 The holiday product comprises a mix of diVerent components or experiences supplied independently
by various providers. The challenge facing the industry is to deliver the right mix of components at the right
time and in the right place to satisfy the expectations and needs of the market. It is essential, therefore, for
the industry to adopt a customer-focused approach which understands and responds to changing market
needs. WTB’s role, on behalf of Government, is to supply tourism businesses with the necessary information
and advice to support wise investment in service standards and product improvement. Financial constraints,
however, limit the ability of the private sector to invest regularly with confidence. The provision of public
sector intervention in the form of financial assistance is justified on the grounds of market failure and seeks to
hasten quality improvements in the industry to meet current and forecast consumer needs to improve Wales’
competitive standing.

3.4 In summary, there is a strong and continued need for Government to promote and support tourism.
In order to enhance its benefits and to minimise its adverse eVects, central and local government need to
participate in tourism at all levels, to support, guide and regulate tourism growth and development. The
principal areas where government intervention is justified are outlined below:

— Strategic leadership: the tourism industry is fragmented and made up of predominantly small-scale
business units which are economically vulnerable and do not have a strong or cohesive marketing
voice. Government has a key role in setting a strategic direction for the industry. The strategic
approach is the most eYcient way to identify the most eVective responses to the main issues which
confront the tourism industry by identifying priorities for co-ordinated action;

— Policy intervention: the Government must ensure that the impact of its policies on the tourism
industry are positive and supportive to future success and prosperity. Tourism activities are aVected
by the activities of many government departments. It is vital that the interests of the industry are
taken into account when government policy decisions are being prepared and implemented. There
are particular areas of policy which most obviously impact upon the performance of tourism:

— Planning policies need to be flexible and made more straightforward so that they do not act as
a constraint to new tourism investment which can be shown to be sustainable and able to attract
new and growing markets;

— Transport policies need to support tourism businesses by bringing them closer to potential
markets. Good and eYcient road links, integrated public transport provision and a high
performing international airport serving Wales are the basic requirements to help the tourism
industry in Wales fulfil its potential;
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— Taxation policies need to be simple, fair and equitable to encourage investment,
entrepreneurship and enterprise. Specifically, the current rate of VAT on tourism services in
the UK puts the industry at some price disadvantage compared with its competitors in
mainland Europe;

— Regional policies need to ensure that under-performing areas of the UK are provided with
supplementary support from Government to assist better than average growth;

— Deregulation policies need to be implemented to minimise the burden of bureaucracy on small
businesses which dominate the tourism industry;

— Employment policies need to support equal opportunities and flexible working patterns in the
tourism industry;

— Education policies need to produce a more flexible, adoptable and highly qualified workforce.

— Market failure: Imperfections in the tourism market lead to problems aVecting both supply and
demand. No individual business can be sure how it will benefit from investment in marketing as
some of its spend may benefit others. The tourism industry, therefore, tends to spend less on
marketing than would be necessary to achieve maximum benefits. The problem is compounded by
the fragmented nature of the industry which is predominantly made up of small businesses. It is not
straightforward for the industry to work together in a co-ordinated way. The Government seeks to
address the problem of market failure through its sponsorship of the national UK tourist boards
who undertake a range of marketing, development and related activities to support the
achievements of the industry and to maximise tourism’s economic and social benefits.

4. Are Government Arrangements for Supporting, Promoting and Regulating the Industry

Adequate?

4.1 There are numerous areas of Government policy, as noted previously, which impinge upon the
performance of the industry and more care is needed to ensure that the needs of tourism are taken into
account within the macro-economic and policy agenda of Government. The shape of Government, the service
it provides, the structure of organisations in the public sector and relationships with the private sector are
constantly under review. The relationship between Government and the governed will continue to evolve
particularly in response to the demands of information technology, devolution and globalisation where the
events in one part of the world may typically eVect prosperity in another. The tourism industry would benefit
from Government’s continued acknowledgement of its growing importance to the economy and would want
this to be reflected through the setting of an eVective policy framework which supports enterprise and
investment. Government structures and responsibilities for tourism have regularly changed through re-
shuZes and reviews. While accepting that the dynamic environment of tourism will rarely lend itself to
extensive periods of stability, in the light of FMD and the events of September 11 it is perhaps even more
important for Government structures to be seen to have permanence and relevance to support the activities
of the tourism industry. In this context the need for eVective co-ordination between the industry and all public
sector bodies involved in the organisation of tourism becomes even more important. For this to happen, roles
and responsibilities need to be clearly defined.

5. Do Government Arrangements for Supporting, Promoting and Regulating the Industry Reflect

the Devolution Settlement Appropriately?

5.1 A new democratic voice for Wales has raised the expectations of creating a stronger, vibrant and more
diverse economy while also developing a more distinctive national identity for Wales. Tourism has an
important role to play in securing future economic growth for Wales and it will also help to shape a distinctive
and attractive national identity which is based more on reality than myth.

5.2 The setting up of a devolved Welsh Assembly Government has, in a relatively short space of time,
resulted in a higher profile for tourism and increased funding support. Devolution also provided the impetus
for the preparation of a national tourism strategy for Wales “Achieving our Potential” which seeks to set a
framework for co-ordinated action through partnership working. Organisational structures have also
changed in response to the industry’s need to have a more inclusive involvement in the marketing and
development of tourism. WTB has, over the last year, established four Regional Tourism Partnerships in
Wales, coterminous with the four economic fora areas. In the spirit of supporting more localised partnership
activity, WTB is developing a greater degree of funding to the regional level to ensure that a range of
strategically based activities can be undertaken on behalf of the industry. Each Regional Tourism Partnership
has an equal balance of public and private sector membership to ensure an inclusive and transparent
approach to the setting and implementation of realistic strategic action plans.

5.3 Devolution has also led to a re-assessment of the roles and responsibilities of the UK national Tourist
Boards and BTA. In September 2002, Tourism UK—a Federation for British Tourism was launched,
comprising the national tourist boards of Wales, Scotland and England. The remit of this new partnership
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body is to provide the UK government with a new strategic and unified voice on the key political and
economic issues facing the UK. FMD, in particular, highlighted the need for a coherent and collective voice
to be in place for the UK tourism industry to communicate eVectively with various arms of Government.
While WTB acknowledges the fundamental need to continue to work closely with the BTA in areas of mutual
benefit in overseas marketing, there will increasingly be rising expectations to promote Wales as a specific
tourism destination in its own right in certain key overseas markets. In these instances the respective roles
and responsibilities of WTB and BTA will need to be reviewed and amended to ensure that the message is
unequivocally and distinctly “Welsh”.

6. Do Current Arrangements for Supporting, Promoting and Regulating the Industry Promote the

Quality of Provision Effectively?

6.1 The tourism industry in Wales is probably better equipped, better trained and better managed than
ever before. As tourism becomes more competitive, however, it is even more important to ensure that Wales
is providing the right mix and quality of facilities and service delivery to meet the needs of the market.
Improving quality at all levels of the industry is a key to success. Every industry must adapt its product to
meet the needs and expectations of its existing and potential customers. WTB has led the way in the
introduction and administration of quality grading schemes which are designed to give greater reassurance
to the consumer and improved standards of service through a system of regular, independent inspections.
These schemes are eVective and continue to evolve in response to consumer needs and tourism industry
advice. A good level of harmony now exists across the UK in the application of these grading schemes to
diVerent sectors of the industry.

6.2 WTB believes that the introduction of a statutory registration scheme for tourist accommodation in
Wales, backed by independent inspection and at a charge which does not represent a barrier to entry, will be
in the long-term interests of tourism in Wales. Such a scheme would make it compulsory for tourism
accommodation businesses to achieve minimum standards of quality and facilities before they were able to
operate commercially. WTB has recommended the introduction of a statutory registration scheme to the
Welsh Assembly Government who will now consider WTB’s detailed recommendations in full.

7. Do Current Arrangements for Supporting, Promoting and Regulating the Industry Encourage

Productivity?

7.1 Productivity is not a term that has been easily applied to the tourism industry. Many internal and
external factors will influence productivity within the industry and not all of these factors will be under the
control of Government. Many small tourism businesses may have entered the industry for reasons of quality
of life and will not be driven by considerations of productivity and growth. The industry, however, faces many
competitive threats and must seek to overcome them through investment in improving quality, training and
more eVective marketing.

7.2 With only limited resources available from the public sector to support the activities of the tourism
industry, hard choices will be inevitable. If the economic benefits of tourism are to be maximised it follows
that attention would be most profitably concentrated on those professionally run tourism businesses who
have already achieved some success and who demonstrate a commitment to improving their competitive
position by achieving higher standards of quality, service and value for money. Funding and business advice,
therefore, needs to be directed towards those businesses which are most likely to benefit from such support.

Examination of Witnesses

Mr Philip Evans, Chairman, Mr Jonathan Jones, Chief Executive, Mr Steve Webb, Director of Strategy,
Wales Tourist Board, examined

more commercially driven because tourism in WalesChairman
is more important to us than it is in any other region

291. Gentlemen, I would like to welcome you here of the UK—ie, it gives 7% of GDP which in Wales is
this morning. I am sorry for the delay in inviting you more than agriculture and construction put together.
into the room but we had some private business We generate about £2 billion a year, which is £5
which ran over a little. I wonder, Mr Evans, if you million a day, through our industry. However,
would like to make an opening statement? probably the most important aspect of diVerence is

(Mr Evans) Thank you, Chairman. I welcome this that we do have grant-giving powers, so we do get
opportunity to be before you and thank you for your very involved in the development of the tourism
courtesy in extending us the time. We are probably a product as well. I would, at the outset, like to
slightly diVerent organisation to those that have introduce on my right Jonathan Jones, Chief
stood before you previously as a national tourism Executive of the Wales Tourist Board, and Steve

Webb, Director of Strategy. They are my intellectualorganisation. We do diVer in that we are probably
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minders, so I am delighted to have them along with (Mr Jones) Our main overseas market is the
me today. We do also have a diVerent board United States—some 200,000 people a year—but our
structure in Wales, in that we are very diVerent to the main market is the United Kingdom, generating
quangos of old. We do have a specialist skill board some 10 million visits a year as opposed to one
where we actually recruit board members because of million visits from all our overseas’ markets. Bricks
their specialist skills, and not just making up and mortar are very, very expensive, and if we were
numbers. Where we do have the various departments spending money overseas we would rather spend on
within the organisation we have a board member marketing campaigns than on expensive bricks and
allocated almost in a vice-chair capacity to actually mortar.
drive economic regeneration through strategy, or

294. So would you rather have Welsh oYces indevelopment, or finance or marketing, so it is very
British airports or Oxford Street? In other words, isimportant that we understand that we are a very
it in your interest to say “Come to Wales” fromcommercially driven organisation. We work to a ten-
London or New York?year strategy, which is a bit—I must admit—like

(Mr Evans) We are fairly mercenary in ourbuying a computer from Dixons, because by the time
outlook, to be perfectly honest. We look at whatyou take it out of the door it is probably obsolete. So
gives us best value—the biggest bang for the buck. Ifwe revisit our strategy continually and everything we
we can piggy-back on the BTA we will piggy-back ondo is strategy-compliant. Therefore we justify it. I
the BTA. It is really where we are market strong—ie,think probably that we are very target driven and
in the States. This year, above the line, in openperformance ambitious because we are very well
marketing terms we will spend more in Americaaware that we have had the huge benefit of Objective
promoting Wales than the BTA will spend1 funds—European funding—which gives us some
promoting Great Britain.£39 million worth of budget. Our grant-in-aid really

has not changed; we are currently running at about 295. One of the things that the Government tells£22 million. I know there are lots of fictitious stories me they are doing is they are trying to bring togetherabout this incredible budget that Wales has, but we
the Foreign OYce, the DTI and as it were theactually have a grant-in-aid core budget of £22
diplomatic section. Although it has failed dismally inmillion. We build that by bidding for European
California, there are now nine government oYces forfunds, pathway to prosperity funds through our own
business that do not report back to the WashingtonAssembly, but we are very aware that by 2006 we will
Embassy. To what extent do you think there is a rolebe back down to a budget of about £24 million from
for tourism in the DTI section of our embassies and£39 million. So within our strategy we are attacking
consulates abroad, as opposed to the BTA?this by, obviously, appealing to our own Assembly

(Mr Evans) I think it is very important, as I say,but looking at more commercial strains of
where we are market strong. Where we are marketpartnership issues, with local authorities and with the
weak—and there are quite a few areas where we areprivate sector. So that is probably what makes us
market weak—we would use the umbrella of thevery diVerent to other tourist boards. We are just
BTA. Where we are market strong and we feel we canabout to appoint a commercial director (which,
use a Welsh presence—because there are variousagain, will be a new, innovative post for a national
areas around the world where the Celtic brand istourism organisation) whose sole job or priority will
stronger than the British brand, as far as identify isbe to look at revenue streams from other sectors. In a
concerned—we will use the Welsh presence oYcesnutshell, Chairman, that is the Wales Tourist Board,
(we are not allowed to say “embassies”). Forand we welcome your comments.
example, the Assembly have pushed us, on certainChairman: Thank you very much, Mr Evans
issues, to join in five strategic overseas markets. On
four of them, I think, we have refused to do so
because we do not think it is best value. We actuallyDerek Wyatt
control our budgets and we say what is best value and

292. Good morning. Can I just ask you about the we take that from our strategy. That is the direction
overseas presence. I have been asking this of quite a we drive it in.
few people. What does Wales have specifically
overseas that is just Welsh that represents the Welsh 296. As the Welsh Assembly develops into a
tourist industry? parliament, which I think it will do, do you feel there

(Mr Jones) Chairman, we do not have any of our are tax implications that are specific to Wales that
own oYces, we work very closely with our colleagues you would want, as it were, a Welsh Parliament or
in the British Tourist Authority who have, I believe, British Parliament to address that are diVerent, other
26 oYces overseas. We have two members of staV than VAT on hotels, or things like that? Are there
working out of the BTA oYce in New York and specific issues that have, for the Welsh market, tax
actually paid for by the BTA, and we reimburse them implications?
in London. If we were to expand our operations (Mr Evans) Thank you for that Pandora’s Box! I
overseas that is indeed what we would like to do— do not think we set ourselves out to make comment
have more Wales Tourist Board people working out on that sort of issue. The imbalance of VAT is very
of BTA oYces overseas. relevant, where in Europe it is 11.4% as an average

across the board, where we are paying 17.5%. So it is293. You would rather that was how it is done as
very much a braking mechanism as far as that isopposed to having your own Welsh oYce. Forgive
concerned. We would be delighted to be involved inme, I do not know much about Welsh inbound
the disbursement of tax revenue but we have not beentourism, but is your main market America or Japan,

or what? given that courtesy yet.
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(Mr Evans) If I can involve Steve Webb, myAlan Keen
Director of Strategy on that, he has cross-

297. It is interesting to hear you, because we are all conversations with all the other bodies.learning—which I suppose is why we are holding a (Mr Webb) I think you have got to look to history.short inquiry—about tourism and how to get the best
At one stage the English Tourist Board in those daysfrom it. It sounds to me as if you have a more flexible
(now the ETC) and VisitScotland (in those dayssystem than the rest of the UK on this; it sounds as if
Scottish Tourist Board) did have grant-aidingyou are able to take a proactive view: “What is
powers. For one reason or another the governmentmissing? We will find it and put it there, somehow or
of the day decided that those grant-aiding powersother”—through the private sector, presumably.
either should be taken away from those bodies orCan you explain a bit more about how you operate?
moved into other government agencies. In Scotland,Are you a trade body as well as a public body?
for example, those grant-aiding powers, I think, are(Mr Evans) No, we are not. We have just pump-
still made available through the Scottish Enterpriseprimed the industry because in Wales we believe that
network. We are the only tourist board within thethe industry has got to grow up. The Wales Tourist
UK to maintain that dual role, not just a marketingBoard, probably, over the last 20 years has been very
agency but a development agency, in terms of themuch Mothercare to the industry and we do not do
investment grants that we can make available.that any more. We believe for any industry, like the

motor industry or the metal bashing industry, they
299. What I have picked up from the other peoplehave to handle their own fortune. We consider that

we have seen so far is that because it is a fragmentedour role is to get the best budgets we possibly can and
industry there are lots of gaps there which, when youthat our role is to market the great product that we
are marketing to people overseas or people in the resthave got internationally. We have now set up four
of the UK, you would love to fill. You would love toregional partnerships which we are devolving our
be able to advertise that that is there and, if it is notfunds into, which again is quite innovative, in that
there, you can in fact step in and look for people andfor the first time we have local authorities and
say “Look, there is money available if you will fillthe industries working together on regional
that gap that we perceive”.partnerships; we are actually devolving some £3.5

(Mr Evans) That is right.million a year down to the regional partnerships for
regional marketing issues. We are looking now to

300. Presumably the other people that you talk to,devolve grant-giving issues, up to £100,000, down to
Steve, in the other areas, must envy you, surely.the regions. I think it is a very socially inclusive

(Mr Webb) I am sure they do, because by havingpolicy, which is what I personally believe in. I am a
that investment support facility we can do exactlycommercial company chairman and I bring those
what you suggest; we can actually identify what theviews to the board. We work very closely with our
market needs and try to proactively ensure thatAssembly. We do have the huge benefit of access to
investment takes place to improve the product, soour First Minister and our Minister for Economic
that it matches market needs. So from that point ofDevelopment—literally at the end of the telephone.
view we are in a very favourable position. We are notGreat on a Sunday morning! But we do have those
suggesting that that favourable position should besorts of access points. Consequently, when we are
extended to either England or Scotland because wetalking strategy and we want to change issues—for

example, when the Foot-and-Mouth impact hit us, quite like the competitive advantage that it gives us.
we were out with rescue packages within four or five (Mr Evans) The outputs are quite interesting as
weeks and we were on television with major well because last year 74% of our stock was 3, 4 and
advertising campaigns within four or five weeks of 5-star. We were then tasked to create 76%, and at the
Foot-and-Mouth coming up. So very proactive, but half-year, this year, it is now 85%. So 85% of all our
our Government allows us to do that. That accommodation products are now 3, 4 or 5-star. In
integration is very important. relation to our return on investment, for every pound

(Mr Jones) May I add, Chairman, on the grant- that we put in we leverage £5.60 back out. So it is a
giving side as well, the area of flexibility that you very commercial attitude that we have got to
mentioned is the ability that the Wales Tourist Board develop.
still retains, which our colleagues in VisitScotland
and the ETC either gave up or had taken from them. 301. It sounds impressive. As someone who is
We can still oVer capital grants of up to 50% of married to a Welsh woman (not that I want to send
eligible capital cost to businesses who wish either to her there), Argentina has a lot of Welsh people. Is
come into Wales or wish to develop. We do that that one of the areas that you have targeted? Just out
proactively. We sit down with the Assembly and our of interest.
colleagues in the Welsh Development Agency and (Mr Jones) In 1865, I think, 165 Welsh people—
agree investment strategies. So if we want a large God bless them—went out to Patagonia and
hotel somewhere or a large self-catering development survived and are still there. We are far better oV

or a large leisure attraction, we can actively go out aiming at rich New York lawyers and dentists than
after those private sector people and pave the way for we are at the Patagonian expatriate Welsh society.
them to come into Wales. We have a problem in Wales that we do not have the

large diaspora that England, Scotland and Ireland298. That is what I interpreted from your evidence,
have and, therefore, we have a bigger job to do tothat you had a much more proactive role than the
raise the profile of Wales overseas. In many overseas’other bodies in the other regions. Do you think the
countries, and this is no reflection on the excellentother regions could adopt that policy? Or are they

too large to have the ability that you have got? work that the BTA has done over many years, you
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have a big job to try and explain to people that Wales 307. The one at Halfpenny Green, which is

opposed by a large number of my constituents, isis not part of England or, indeed, stuck somewhere
between Kensington and Bayswater. going to be called Wolverhampton Airport. It is

actually near Bridgnorth and will service the Welsh
302. Let me ask a separate question. I cannot borders, StaVordshire, Shropshire and the

continue on this line because I do not know what Birmingham and Wolverhampton urban
diaspora means. What about the Millennium conurbation. What it will do is oVer cheap flights out
Stadium? You are going to lose some revenue, are of those areas to nice, warm, dry places—ie exporting
you not, when the new Wembley is completed? Does your holiday-makers. So those traditional, West
that contribute quite a bit—in beer sales I know it Midlands people that normally come into Wales for
does! holidays will be flying out of England. Do you find

(Mr Evans) It does. When an event is on at the that a problem?
stadium, literally, accommodation is full from the (Mr Evans) If I can address your comment in two
Bridge—ie Newport—down to Swansea. It has that parts? First of all, if you will excuse me, I will not
sort of impact. It is a huge icon and tourism issue answer on the airport structure because, to my cost,
for us. I have learnt not to mention anything that has huge

environmental tails coming at me. I am not an expert.303. Will you be able to maintain that condition
when the new Wembley comes? You have got plans 308. I am actually being specific, that it will export
for that. I bet you have. your holiday-makers.

(Mr Evans) Yes. It is a strange paradox, really, (Mr Evans) I think if you took that to the nth
because we have an organisation called the Welsh degree you would close all the ferry ports.
Rugby Union, which is a second religion, you know.
That has commercial control over the stadium. We 309. No you would not, because that is definitely a
are encouraged through the Assembly to get involved two-way one. This is very much targeting the British
as much as we can. We do get involved in some holiday maker who wants cheap flights from Britain
marketing issues there, but it is a vital tourism out, and will go backwards and forwards. It is not the
attraction for us because it is, without doubt, one of international airport that you want, going to
the greatest stadia in the world. America for your mass market, it is flying people out

(Mr Webb) If I can just add some facts and figures to Spain, Italy, and cheaply.
to that, we did some research for the Rugby World (Mr Evans) I agree with your concerns and I
Cup and we estimated the impact of the Rugby understand where you are coming from. I think it is
World Cup on the economy of Wales was something something that we have got to accept. In this country,
like £80 million. Every time a Six Nations game takes the UK, at the moment, we have a £14 billion trade
place at the Millennium Stadium it brings in about deficit as far as tourism is concerned. The only way
£10–12 million to the economy. we are going to correct that is to make access easier

(Mr Evans) It makes sound sense not to rebuild by budget airlines coming in. As far as the Wales
Wembley, to be perfectly honest. And if you have any Tourist Board is concerned, we are now actually
authority on those issues . . . badging one of the BMI baby planes, so we will have

a Wales Tourist Board plane bringing people in from
Barcelona, Madrid and Milan, next year. That is our
attack strategy. We accept, of course, we cannot

Ms Shipley aVect the major commercial organisations; if it is
profitable they are going to do that. What we can do304. Does Wales need an international airport?
is actually look at our strategy and how we attack(Mr Evans) Yes.
that and get the best benefit. So now we are setting up
destination marketing modules into those305. Are you aware of the plans for the expansion

of the airport at Halfpenny Green, which is in destinations to draw people back in. In Wales we are
now creating a portfolio of products, of 3, 4 and 5-England, which is a tiny, tiny business airport, at the

moment, to become an international airport? star products that will be commissionable overseas,
tying in with the ticket prices. Ticket prices will(Mr Evans) I think, in Wales, I can only comment
actually be marketed as free transport, so you canon our own structure.
actually do a four-day break in Wales and say

306. So you are not aware of it? It is okay if you are “Transport free from Milan” because it is only £25
not aware of it. each way.

(Mr Evans) The gateway airport is critical to
310. That is not what I am talking about. What IWales. In fact, this is a very good example of the team

am talking about is the English market; theWales issue, where we have just had British Midland,
traditional West Midlands market, who are going toa BMI baby, who are our first real budget airline,
hop on a plane and go the other way.running to nine destinations out of Wales, but that

was a situation where the Welsh Development (Mr Jones) Can I respond to that? You are
absolutely right. West Midlands is one of our threeAgency, the Wales Tourist Board and the Assembly

actually put together a commercial team and went most important markets in the UK. We do not ever
want to put any barriers in front of anyone wishingand sought out a budget airline. We are now doing

the same in the States with a long-haul airline. We are to go anywhere for their holidays—whether that be
within Britain or overseas. What we have to do is tolooking for our own incentives, because we have got

to have it. If, in our strategy we say we need an develop a product, and market it to the people of the
West Midlands—and, indeed, anywhere else ininternational airport, by hook or by crook we will

get one. England—and give them very good reasons for
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coming to Wales. We are realistic. If somebody wants that Steve and his colleagues produce, and if we find
guaranteed sunshine then they do not stay anywhere there is a gap in the product we actively go out there
in Britain, and you have to be realistic about that. and try to change the product. That is what we have
What we have to do is to develop products, and that done with our B&Bs. We have gone to our B&Bs—
is what we are doing with the grant-aid system that and we certainly do not look at them as a distraction,
we have, that meet people’s expectations twelve they are a major strength of our product—and we say
months of the year. People do not always want sun to them “You must up-grade. It is no longer the right
the whole time, and the market in Britain is very thing to expect people to queue at the bottom of the
much for people like us who, dare I say, are cash rich landing in their dressing gown for a toilet. Put in
and time poor. We want more short-break, easily bathrooms. Put in showers en-suite. We can help you
accessible holiday destinations, and those are the with grant-aid.” In so doing we make our product a
kinds of products we are developing in Wales. lot more saleable, not only in the UK but overseas

as well.

313. Just moving on a bit, I am a bit of an amateurMr Doran
as far as tourism is concerned, it is not one of my

311. There are two areas I want to look at. One is specialist areas. When I first looked at the papers and
your overall strategy—and you have already the evidence that we were presented with, one thing
explained to us the distinction that you have as seemed obvious to me, and it is that from the top of
compared to the other tourist authorities. I wonder if UK Government down there seemed to be an overall
you could spell out, really, what your priorities are? lack of strategy. There seems to be an eVort now to
I think we have just heard from Mr Jones that you put in place a strategy. In terms of where we are, asmarket a product, you distribute grants, you try to a country (and let us talk in UK terms), where do youimprove the quality of the product that we see the Welsh Tourist Authority in terms ofexperience, but what about marketing—particularly developing a strategy to improve our performance inmarketing overseas? What part does that play in what is, eVectively, our fifth-largest employer?your strategy?

(Mr Webb) We have a national tourism strategy.(Mr Jones) It is very much one of the growth
(Mr Jones) This is called Achieving our Potentialmarkets. As I said before, we get one million visitors,

and was launched by our First Minister, Rhodriroughly, from all overseas markets by comparison
Morgan. It is the result of two years’ consultationwith 10 million visitors from the UK. The overseas
with the industry in Wales and with our colleagues inmarkets are areas where we, working closely with the
the BTA. As Philip says, strategy is a movable feast,BTA, feel that we can increase the amount of
and this needs looking at. You have to respond to thebusiness into Wales. Those overseas visitors tend to
market the whole time. There is no point having acome throughout the year, they tend not to be
strategy; customers, unfortunately, worldwide dointerested in sun (because if they are they would stay
not receive or read any one strategy; customers voteat home) and they tend to be higher spenders per
with their feet and their pocket, and you have tohead and they are very interested in Welsh history,
research that market on a continual basis and amendculture, and the language—elements that we can use
your strategies. We feel that in Wales—and Steve, Ito diVerentiate ourselves from England and

Scotland. What we do is target. We break down all am sure, Chairman, may want to comment on this—
our overseas markets into primary, secondary and we have a clear, overriding strategy from our
tertiary. In the primary markets we spend the limited national Assembly called A Winning Wales, which
amount of money that we have, and that would be in lays down its cross-cutting themes and we, as the
America, Ireland, Holland, Belgium and Germany. body charged with developing and marketing
The secondary markets are where we would be tourism, reflect that strategy in our tourism strategy,
looking to work closely with the British Tourist which is backed up by our Assembly Government. So
Authority, and then tertiary markets are all those we feel we have a fairly clear view and that the Welsh
other markets where we would rely totally on the Assembly Government does take tourism extremely
British Tourist Authority to carry out their statutory seriously because, as Philip said, it contributes 7% of
responsibility of selling England, Scotland and our GDP in Wales as opposed to 6% in Scotland and
Wales. 5% in England.

(Mr Webb) You have obviously been questioning312. Do you find that the fact that you are a
us on our strategy. Our primary role is a strategicfunding body dealing directly with the local bed-and-

breakfasts, for example, detracts from the eVorts that body, because if did not set a strategy for the industry
you make to market abroad? We have had other no one else would. The industry cannot do it for
bodies recently and, for example, VisitScotland are themselves; they are not a cohesive unit. That is
totally focused on attracting visitors to Scotland where we can step in and understand what the major
from all parts of the UK and the rest of the world. strategic challenges are facing tourism and try to
They do not have that distraction to cope with. As identify the appropriate responses which we,
Mr Evans said earlier, that is dealt with by Scottish alongside the industry and other parties, can put in
Enterprise. Do you feel that holding a dual place.
responsibility limits your capacity?

314. That was a logical response to my last(Mr Jones) No. Far from being a distraction, if you
question, and this will probably sound a bit like nit-look at any commercial company, if you are going to
picking but I wonder what the strategy is based on.market a product, you spend half your time
Looking at your paper to the Committee, I notice indeveloping it in relation to the market needs. That is

what we do. We look very carefully at the research paragraph 2.6 you say it is not possible to estimate
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the performance of overseas tourism in Wales during Nostradamus on this issue and condemn it because it

is a system in place, so logically we in Wales have to2002. That strikes me as being a fairly fundamental
question you need to answer. make the best of it and see how we get the best

advantage from it.(Mr Webb) That statement was made because we
are dependent on a national survey, the International
Passenger Survey, to measure overseas tourism into
and out of the UK. It just so happens the

Mr BryantInternational Passenger Survey cannot provide
figures for Wales for this part-year period.

319. Can I clear up something about the figures,
315. But the Scots were able to give us a fairly clear because when we have had previous organisations

idea of tourism into Scotland from outside the UK. along there has been much moaning and groaning
(Mr Webb) You may be able to interrogate the from English members of the Committee about how

figures to a certain extent but it does not allow you to Wales gets more money per head than anywhere else.
drill down too much to understand what is You are saying there are two reasons for that. One is
happening. that you have a development function which

(Mr Jones) This is the International Passenger presumably takes up a significant amount of your
Survey, it is the Government’s survey, and when I £39 million a year. Secondly, out of that £39 million,
last asked the gentleman running this what the a large chunk is coming from Objective 1 and other
statistical sampling error was if we interrogated that drawn-down finances. Is that right?
survey to find out the level of Japanese businessmen (Mr Jones) Absolutely.
coming to Wales, the answer would be correct to plus (Mr Evans) I would think about 40% of our
or minus 40%. So we do not deal with spurious funding is funding that we aggressively seek
figures. ourselves.

(Mr Webb) That is right. Our grant in aid figure316. One final area and that is the BTA and the
from the Assembly is set at around £22 million and ofrecent changes in its constitution, or at least proposal
that £22 million around about £8 million, £10 millionfor changes to its constitution. We heard from the
goes towards development functions. So when youScottish Tourism Minister and VisitScotland, and it
compare our marketing activities to England’s andwas quite clear from them and other bodies,
Scotland’s, there would not be a great deal ofincluding the British Tourism Association, there was
diVerence in terms of funding.not a lot of enthusiasm for the changes and the

(Mr Jones) Objective 1 sums are not handed to youparticular concern was the likely conflict, or possible
on a plate. Wales is given an allocation, we then haveconflict, of interest between the BTA, which
to fight against all the other bodies, public andrepresents all parts of the UK at the moment,
private, and we have to prove we can deliver thebecoming a marketing body for English Tourism. I
objectives, which are job creation and raising GDP.would be interested in your comments on that.
We will only be given that money if we can prove we(Mr Evans) This is a very interesting move because
can deliver, and we are delivering at the moment.it was one we found very strange, and whether there

will be commercial eYciency is yet to be borne out. It
320. There has been some reporting in the pressis definitely not our favoured model. We had a

over the last two weeks about Objective 1 money notdiVerent proposal and we thought a commercial PLC
being spent and the danger of it not being drawnmodel should have been put in, which would have
down from the EU and so on. Are there problems inbeen politically acceptable to all stakeholders, far
terms of you finding projects which should attractmore strategic and far more eYcient in devolvement
money? Are there other projects which should beof funds to Scotland and Wales and to England, and
attracting money which are not? Is the process toobuying-back central services through the BTA would
slow? What is your impression?be very commercially eYcient.

(Mr Evans) We were slightly disadvantaged
317. Were you consulted? originally under the criteria for Objective 1 in that
(Mr Evans) No, we were not. We were consulted at tourism was not given a priority status, so

ministerial level but the Tourist Board were not consequently we had to go through measures of
brought into the loop, neither were the board seeing how we could raise the funds through various
members of the BTA, so it was a very strange avenues. All the funding, and there was some £10
situation. million which we have achieved this year, we have

already spent. There is no shortage of projects318. Have you given any thought to how things
because it is strategy-driven. We look at our strategy,will work in practice? My colleague, John Thurso,
we say, “How do we invest this money?” There wouldwho is not here today, thinks the English will suVer
be a fairly long queue at Brunel House if you startedmore than the Scots. Have you formed a view yet?
talking about grants; there is no shortage of(Mr Evans) There are budgetary issues which have
applicants.to come into it. The first thing which would have to

(Mr Jones) I would just add that it is not giving outbe done, as in any commercial organisation, is the
money willy-nilly. Those projects are analysed indefinition of targets. We are set a target by our
some fair degree of detail and we have to meet ourAssembly of 6% growth rolling per annum, and we
objectives. So for every £12,500 we spend on capitalare achieving that. But the BTA again has to be set
grant aid for an Objective 1 area, we create thetargets for performance and once they have got those
equivalent of one full-time job, and for every £7,500targets in place then they look at budgetary
we spend in a non-Objective 1 area, we create a full-constraints and restraints and say which direction

they are going to go in. I am not going to be time job. Those figures are our own targets and they
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are monitored very closely by the National respect. The people of South Wales Valleys, like

many other parts of industrial Britain, have had aAssembly. If we do not hit those targets, they will not
give us any more money. pretty tough time over the years and it is quite

understandable that they lack a bit of self-respect and(Mr Webb) The scheme we operate with the
self-confidence and we firmly believe in this way wesupport of Objective 1 money means that money is
can raise their standards and raise their self-finding its way into the hands of businesses. We are
confidence because they are wonderful people andone of the few scheme-driven funds through
they need that support.European grant aid, which allows us to target small

businesses, so we are actually putting the money 323. But there is still a terrible infrastructurewhere it is supposed to be going, and that is into the problem. There are theatres dotted aroundtourism industry. everywhere but many of these have terrible back
stage facilities and terrible front of house facilities321. One of the issues we heard from the ministers
and people have grown used to something that theywhen they were along here was the issue of trying to
would not expect if they went to a foreign country toget foreign visitors coming to Britain not just to go to
visit. How do we raise people’s sights on that, how doLondon and Edinburgh but to diversify and go out
we make them become more ambitious?wider into the country. It seems relatively easy to get

people to go to CardiV but much more diYcult to get (Mr Jones) We have to have exemplar products. In
your own constituency of TaV you have an industrialpeople to go elsewhere in Wales, and it seems even

more diYcult to get people to go into the valley heritage park there which is an excellent example,
then you have a UNESCO World Heritage site incommunities. Obviously the valleys are the main part

of the Objective 1 area. What are you doing to Blaenavon and you have a wonderful museum of an
old working mine. Those are exemplars and I thinkaddress that problem?
if we can find people who are prepared to come(Mr Evans) You are very correct in what you are
forward because the public sector cannot do thissaying, because there is a parochial nature in Wales
alone—the local authority or the Wales Touristwhich says, “This is my boundary, this is my patch,
Board or the Welsh Development Agency. Youthis is my manor, we will organise tourism from
really need some private finance coming forward. Ifwithin it.” One of our major tasks which we are now
we can find those people prepared to invest we canachieving is actually breaking down those
certainly support them with capital grants schemes.boundaries. As was said, when a visitor gets oV the

plane at Heathrow and comes to Wales, he is not (Mr Evans) I think it is important we do have this
incredible commitment. We are a strategic deliveryaware where Powys starts or Gwynedd finishes, and

we have now got all the local authorities in the valleys mechanism. We take the money from the taxpayer
and we deliver, but our major stakeholder is theon a Valley Marketing Initiative and the valleys are

now being promoted through heritage and culture as people of Wales. We do not get involved in political
comment and heated discussion on what we are; wea product from east to west. With the Regional

Tourist Partnerships, if you take the south east, we know what we are. We are given our budget and I
firmly believe, so do my colleagues, that our principalhave ten local authorities for the first time ever sitting

down round a table talking about a joint marketing stakeholder is the people of Wales and to raise their
prosperity is our ambition. We do it through thestrategy. We will not devolve our funds to the regions

unless they have these global issues. vehicle of tourism, it is as simple as that. There is no
confused ambition.322. I do not know whether it is just my experience

of the Rhondda and TaV but it feels very, very 324. Can I ask about CardiV Airport because we
were talking about airports earlier. Many of mylumbering. There seems to be little self-confidence

about saying, “Actually the valleys have some of the constituents would not fly from CardiV, they would
probably fly from Bristol because in many ways it ismost beautiful geography in the country.” They are

green again, they are not what they were 70, 80 years more convenient, it is easier to get to. It is almost
impossible to get by public transport to CardiVago when you had to clean the front room twice a day

because of the coal dust, but there is an industrial Airport and the road is miserable. Do you think there
is any chance of that changing over the coming years?heritage of which people are proud. It still feels as if

people are very hesitant. I know there are problems (Mr Jones) As Philip has just said, we had BMI
in some areas, there are not enough bed and Baby coming into CardiV. I have to say that the road
breakfasts, the Forestry Commission historically has infrastructure was not a major consideration of
been pretty inconsiderate towards the valley theirs in deciding whether or not to base their
landscape, so do you really have confidence that over operations out of CardiV. They were looking at more
the next five, 10 years we are going to see a diVerence commercial aspects in terms of the number of people
in that? that could fly from a two hour radius from CardiV

and indeed looking at the inward possibilities of(Mr Jones) We are confident. As Philip said, we
have kick-started this initiative to bring all the local flying people back into CardiV. All airports require

good road infrastructure like you have toauthorities, the Welsh Development Agency, the
National Museums and Galleries of Wales, Cadw, Manchester, like you have in Birmingham, like you

have in Heathrow and Gatwick, and certainly if wethe National Trust, the Industrial Trust together by
the Wales Tourist Board to look at the whole of the had better roads and better public transport in and

out of CardiV Airport it would make it easier tosouth west, not just the Valley areas to try and say we
have got to do something about our wonderful encourage other aircraft to come in. I have to say that

BMI were not put oV. We are confident they willindustrial heritage and take it to the world and link
it in with education and link it in with trying to raise make money out of flying people out of CardiV and

flying people back into CardiV.people’s standards in the Valleys and their self-
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got there and you want to enjoy it and you are notChairman
going to leave that place until you have exhausted all

325. I thought that CardiV Airport had become the the possibilities. You have got to hit people with your
preferred entry point for Glasgow! marketing messages where they take the decisions

(Mr Webb) Only for Celtic supporters I think. which is in their homes.

328. When Simon Glyn was going on a year ago
about incomers coming into Wales and living in

Mr Bryant Wales and not speaking Welsh, do you think that did
any harm to the impression of Wales as a holiday326. Can I just ask about this business about
destination for the English?marketing Wales. We were told that a lot of people

(Mr Evans) I do not think the message gotin America do not know where the UK is, they think
overseas.it is somewhere in the Middle East. What impression

do Americans or any of the major markets that you 329. For the English?
mentioned have of Wales and what impression are (Mr Evans) There were border land issues that we
you trying to give them in your marketing? had to answer that we addressed quite successfully. It

(Mr Jones) Certainly as far as the States is was taken as an oV-the-cuV comment, it was not
concerned to call it one market is just too silly. It is taken as a serious comment from the Wales Tourist
made up of a vast number of markets and we tend to Board. The ten million that always come from
concentrate our work on the North East border and Britain, predominantly from England, have not
the West Coast, so you will probably find a lot of responded to that message.
people in Arizona and Kansas and Missouri who

330. And that number remained the same this year.have never seen anything from the Wales Tourist
(Mr Jones) It is going up.Board. You could say that is good use of public funds
(Mr Evans) Tourist figures are 11% up this year.because the market is not there for them. We know

that only 18% of Americans hold a passport and
there is no point in marketing to people who do not
have passports. We portray an image of Wales as a Miss Kirkbride
land of mystery and legend, talking about the

331. There is not really much left to ask. I am a bigArthurian legends, talking about the history and the
fan of Wales and we go at least three times a year toheritage and we find that goes down well with those
Aberdyfi which is brilliant and a lot of the things weAmericans whom we get to. Yes, of course you can
have taken in there are excellent. I was a bit curiousfind Americans who do not know where Wales is,
because the biggest obstacle to going if I were not thebut, with respect, you can find Americans who do not
Member of Parliament for Bromsgrove is the sheerknow where Cornwall or Devon or the Lake District
distance from London. How do you address that foror even bits of London are.
your primarily English audience that wants to come

327. Is it more important to market to them in to Wales—(a) getting there and (b) getting about
America or is that a complete waste of time and when you get there? Is there any strategy attached to
money? Would you be better oV spending money helping that issue?
getting Americans to come to Britain and then once (Mr Evans) It is amazing because there are
they are here making sure that every single American diVerences of opinion. People love Wales because of
and Canadian and Italian who comes to Britain the shortage of motorways, people love the
knows about Wales? meandering country roads.

(Mr Evans) If somebody is going to spend $10,000 332. That helps.or $15,000 to “do Europe” it is very important you (Mr Evans) We have now got passing bays andget them at the decision-making process, things like that! A lot of people come to Wales purelyconsequently a lot of our money is spent below the because of the lack of infrastructure. I agree with youline, ie talking to journalists, bringing journalists totally, the biggest problem you have got is goingover. We pitched for the business against Nice and from south to north and north to south. One of thewon it and brought 400 American travel writers from most successful campaigns—and our new campaignthe Society of American Travel Writers into Wales is “The Big Country” which is a very boldlast year and had them for a week and two weeks on campaign—we have been running is “Two hours andvarious schemes. It was of huge benefit to us. It is a Million Miles Away”. That was a successfulguerilla marketing, if you like. We will look at campaign because it got into the lifestyle of peoplevarious ways of getting into the homes and getting saying that it is two hours and a million miles awayinto the lifestyles of Americans to create an ambition and it worked.to want to come and see Wales. One of the great
things that is now emerging is that Wales is seen as a 333. Do you have a strategy with train companies?
safe destination. We are probably not looked at as a It is a long drive from London and when you get
terrorist prospect. It is a hard fact but it is one that is there you may want to travel about a bit or go
very important for Wales. We are seen as a very safe somewhere a bit more remote than CardiV. What can
destination. you do to attract more people?

(Mr Jones) We certainly work with the public(Mr Jones) You have got to put yourself into the
position of the consumer here as well. If you were to transport sector. It is wrong to say that you cannot

get around Wales with public transport, you justgo to New York or Paris for a week, when you get
there, what is the first thing on your mind, is it to have to be a little more organised and planned about

it, and we work very hard in putting information outenjoy your time in Paris or New York or to try and
get out of the city? With respect, I suggest you have which links train times with bus times. You can do it.
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A lot of overseas visitors do it, because they do not Miss Kirkbride
like driving on the “wrong” side of the road. 90% of 337. When they come in via CardiV Airport on the
all our tourists, UK and overseas, are car-borne and BMI Baby, how do they get dispersed?
therefore we have to ensure they have appropriate (Mr Jones) That is where we are trying to put theroad facilities. As Philip said, we have the M4 coming private sector on to this and putting packagesinto South Wales and of course it goes a lot further together so they can pick up a car, get discountthan CardiV, and we have the A55 which is a dual vouchers for hotels not just in CardiV but go-as-you-carriageway now all the way to North Wales. Access please vouchers throughout the whole of Wales. Butto mid-Wales could certainly be improved but the that is the job of the private sector. We, in the publicview is, once you are there, it is God’s own country, sector, have done our job introducing BMI intoand the roads are brilliant and, dare I say, not too full CardiV, the private sector should be able to pick thatof tourists. It is a balance we have to maintain to keep up and make money from it.it full and empty at the same time.

338. Which European destination is at the top of334. It is very exciting you are getting the your list for these packages?Spaniards or Italians coming over to take shoulder (Mr Jones) We are waiting now for BMI to tell usholidays in Wales—three or four days—is that based what their consumer destinations are. Their winteron the car? How do you disperse them when they get destinations are Malaga, Milan. We are lookingthere? Do you oVer a fly-drive package? probably for somewhere in France and Germany to(Mr Jones) The majority of our overseas visitors come up in the summer and then we will be sellingfrom mainland Europe are car-borne, they would incoming fly-drive packages from there.come via ferries. (Mr Evans) We would probably be the embryonic
335. Spain is a long way by ferry. mechanism within the industry. We will probably try
(Mr Jones) Europeans drive a long way anyway. and do marketing campaigns on a 50-50 basis with

the industry, and we will invest, and once it is robust
enough we will pull out.

Chairman
339. Good luck!

336. We are Europeans! (Mr Evans) Thank you very much.
(Mr Jones) I beg your pardon. I meant Europeans Chairman: Thank you very much indeed,

on the other side of the English Channel. gentlemen. That is most interesting.

Memorandum submitted jointly by the Greater London Authority and London Development Agency

1. Introduction

The Greater London Authority Act 1999 (“the Act”) makes provision of the Secretary of State for Culture,
Media and Sport (DCMS) to provide a grant to the Greater London Authority (GLA) though the Mayor,
to carry out its tourism functions. Part of the Act places a duty on the GLA to provide advice to Ministers,
the British Tourist Authority (BTA) and the English Tourism Council (ETC). Elements of the tourism
function have been delegated by the Mayor to the London Development Agency (LDA), the Regional
Development Agency (RDA) for London.

London is also unique as the only region to receive its funding direct from DCMS. All the other regions
in England receive their tourism funding via the BTA and ETC.

The GLA and LDA support the response drafted by the joint grouping of RDAs in England; however
under the specific responsibilities both statutory and devolved that the Mayor of London holds for tourism
we are submitting this as a London specific joint response from the GLA and LDA.

1.1 Structure in London 2001–02 to 2002–03

The Mayor has a statutory duty for the promotion of tourism in London, and has received funding to do
this direct from DCMS. The Mayor has delegated elements of his duty and DCMS funding to the LDA. The
LDA in turn have contracted with the London Tourism Board to deliver tourism services.

Since undertaking this duty in 2001, the Mayor has undertaken the following:

— A strategic Review of Tourism in London (the first in over 15 years);

— Public Consultation on key findings;

— Produced a three-Year Plan for Tourism in London (Visit London) published 20 September 2002.

Visit London includes a new structure for future delivery that will ensure co-ordination, clear leadership
and a strategic approach to future planning and development.
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A detailed action plan for delivery of Visit London is currently being developed for implementation in
April 2003.

As background to the questions set by the inquiry it is important to demonstrate the importance of tourism
to London’s economy and the benefit of London’s tourism to the whole of the UK, this is addressed under
sections two and three of this paper.

2. Tourism in London

London is one of the world’s major tourist destinations, attracting people from all over the globe for
business, pleasure and social reasons. It also hosts large numbers of staying and day visits from UK residents.
As such tourism plays an important economic role in London.

In total, staying and day visitors injected a total of £14.9 billion into the London economy in the year 20001 .
This expenditure, which is over and above that made by London residents and people who work in London,
helps to support a wide variety of businesses, creates employment and generates income for Londoners. Total
tourism spending is equivalent to 12% of London’s GDP2.

Tourism helps sustain a range of other activities and public infrastructure. For example:

— Overseas visitors account for 30% of all theatre tickets bought in the West End;

— Visitors account for 25% of all Underground passengers in the central area;

— Overseas visitors spent £100 million on London’s tubes and buses;

— Visitors account for 15% of fare income for public transport in London;

— Visitors account for 25% of all taxi fares;

Source: London Tourist Board

The scale and size of the tourism sector is on a parallel with the other main successful sectors of London’s
economy. Tourism spending is on a par with the Gross Domestic Product (GDP) generated by London’s
manufacturing and retail sectors.

The benefits of tourism are felt across many diVerent sectors of the economy. Whilst the accommodation
and attractions sectors’ are the obvious beneficiary of tourism, visitor spending is very important in sectors
such as retail, catering, transport, entertainment and many other sectors.

The tourism facts and figures are significant and outline the important role the tourism industry plays in
the London economy, however they also demonstrate an issue London faces in the gathering of data and
statistics. The collection and dissemination of tourism statistics in a timely fashion is an ongoing problem
with reports such as the International Passenger Survey providing data that can be over a year out of date by
the time figures are confirmed.

Visit London has identified the lack of data and the action plan will detail plans to develop a economic
modelling system specific to London need. The timely collection and dissemination of London statistics will
benefit not only London but the rest of the UK during planning processes. The Mayor is seeking DCMS
support on this matter so that we can share experiences, learn from projects that DCMS are undertaking and
ensure compatibility with other initiatives being developed across the UK.

3. Tourism in London Benefits the UK Economy as a Whole

London is the pre-eminent destination in the UK for overseas visitors and acts as the main gateway to the
rest of the country. 59% of all overseas visitors arrive in the UK through one of London’s airports, 45% of
all overseas visitors visit only London and a further 11% visit London and then go on else where. A total of
56% (over half) of all overseas visitors to the UK spend all or part of their visit in London.

The sheer scale of tourism in London means that any downturn results in a significant loss of income for
the Treasury in tax revenue. For example, overseas visitors who only visited London spent some £5.6 billion
in 2000 of which £840 million (assuming all expenditure is subject to VAT) is returned to the national
exchequer in VAT payments alone and contributes to public spending across the UK. A fall in visitor spend
of 10% reduces VAT by £84 million. This ignores the income and corporation tax and contribution to business
rates that visitor spending generates. This is additional income, which the UK will lose without these
overseas visitors3.

1 International Passenger Survey, 2000.
2 Based on 1999 GDP £122 million, ONS.
3 The Case for London, Scoping Study Part A, Tourism Company for LTAG. Feb 2002.
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Without the draw and magnetism of London the UK would undoubtedly attract fewer overseas visitors.
London is particularly important for new and developing markets and attracting first time visitors who then
go on to explore other parts of the UK in subsequent visits. Thus London acts both as an icon for UK tourism
on the world stage and is a generator of tourism for the future. If tourism in London declines then so will
tourism in the UK. The importance of this gateway role has been recognised under the current DCMS
funding programme. It is our intention to maximise the benefits to London and the rest of the UK under this
programme through developing a structured working relationship with the key stakeholders across the UK.

The Mayor is seeking DCMS financial assistance and support on this matter. DCMS are asked to confirm
their continued financial support for the Gateway function and through their agreements with other key
providers require the regions to engage in a structure working relationship to maximise returns on
investment made.

The Mayor is seeking DCMS recognition and confirmation of London’s important role in the long-term
success of the UK tourism industry. This recognition should include an independent voice and opportunity
to attend all meetings/events relevant to tourism with in the UK, eg Hartwell House.

3.1 Linkage with other sectors

Tourism in London helps to deliver national tourism objectives and wider economic objectives for London.
It has a good synergy with other areas of activity, so what is good for tourism is very often good for residents
and good for business. This interdependence is based on complex relationships and has been recognised by
the Mayor. This led in part to the Mayor’s decision to delegate specific elements of his responsibility for
Tourism in London to the LDA.

As the economic development agency for London the LDA has a clear remit to ensure the sustainable
economic growth and diversity of the capital and its economy. They are therefore ideally positioned to liaise
with other regions and form well-structured and clear policies for future delivery and working across the
interdependent sectors. The LDA will be required to undertake further research to build up the knowledge
base for future planning purposes, this work is underway and tourism has been identified as a one of three
priority sectors for development work.

The Mayor welcomes DCMS’s announcement of May 2002 that outlined an increased role for all RDA’s
in the development and management of regional tourism. London oVers an example of one such relationship
already in existence and we are happy to share experiences of the last two years with other RDA’s and DCMS
when invited as London to high-level meetings on the future development of tourism.

4. Foot and Mouth (FMD) and September 11

London, although not traditionally associated with the countryside, was significantly aVected by the
impact of FMD as visitor numbers to the UK declined and the negative image internationally aVected
London’s traditional market of international tourists. Following the first signs of recovery in August 2001
tourism in London and the UK was hit again by the even more damaging events of September 11. London’s
dependence on the overseas market and the UK close relationship with the United States of America led to
an over night drop in visitors with London suVering to a greater extent than the rest of the UK.

The combined eVects of Foot and Mouth and September 11 on overseas visitor spend in the UK resulted
in a £1.5 billion drop in overseas visitor spend from 2000–01, £1.1 billion of this being directly absorbed by
London4. This is clearly illustrated by hotel occupancy figures in London that dropped from 80% in 2000 to
70% in 20015.

5. London Tourism Action Group (LTAG)

Unlike other parts of the country which suVered from the eVect of FMD, London did not receive any
additional central Government funds to alleviate the eVects of September 11 on the tourism sector.

To address the problems experienced the Mayor established a London Tourism Action Group (LTAG) to;
provide a rapid response and support the tourism sector in the wake of the terrorist attacks on September 11
and champion the ‘case for London’. Co-ordinated by the London Development Agency (LDA), and
representing London’s key business stakeholders (including LTB, ETC, CBI, London First, Business Link),
the group met on 16 October to discuss the needs of the sector and development of initiatives by the Mayor
and the LDA to support the main tourism, leisure, hospitality and cultural sectors.

4 British Tourist Authority.
5 London Tourist Board.
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The London Tourism Action Group ran from November 2001 to March 2002. Under the Mayor’s
leadership LTAG championed the cause for tourism in London providing a clear focus and co-ordination
of eVort.

LTAG actions:

— Secured additional public and private sector funding (including a reallocation of existing DCMS
funding from overseas to a domestic campaign).

— Developed an action plan for support to the industry that would have short and medium objectives
that would feed into the wider Mayoral review of Tourism in London.

— Created a campaign for a short-term marketing campaign aimed at targeting the “London to
Londoners” and domestic markets, with a view to emphasising “business as usual” in London in
the run-up to the crucial Christmas period and then worked with partners to encourage the return
of visitors to the UK through London as a Gateway as the recovery began.

— A full evaluation of the success and impact of the LTAG programme is currently being undertaken
and a report will be made available to DCMS at the beginning of December, a brief outline of key
findings could be provided at the Culture, Media and Sport Select Committee if the Mayor’s request
to attend and provide a verbal briefing is granted.

The combined eVects of FMD and September 11 have highlighted the need for London to have the ability
to respond rapidly to unforeseen events that impact on the tourism industry. Visit London outlines a new
structure that will enable London to do just that. The Mayor seeks DCMS commitment to supporting the
development of Visit London financially and practically with research and seeks a clear voice at all future
meetings to ensure as Visit London develops that we have the opportunity to engage at the highest level with
potential partners.

6. This Year’s Tourist Market

London’s tourism industry this year has continued to be adversely aVected by the slow-down in global
growth, by the events of September 11, and by the continuing strength of sterling against the euro (though
the latter has been oVset to some extent by a favourable £/$ rate).

The current state of the market is hard to assess precisely. Indicators such as hotel occupancy suggest that
demand is running at around the same levels as last year but remains substantially down on 2000. September
11 led to an immediate and sharp fall in US tourist numbers of around 25% though growth elsewhere—in
part the result of increases in non-US tourists attracted by lower airfares, cheaper hotel prices and various
high profile promotions. The number of visits has begun to recover but this is through the replacement of
traditional higher spend visitors with lower spend discounted visitors attracted through promotional work
of LTAG and subsequent campaigns run by LTB and industry to combat the downturn.

This is highlighted by data for July 2002 on passenger movements at London’s major airports. The data
suggests that long-haul numbers remain sharply lower than last year with Gatwick and Heathrow down 10%
and 5% respectively. Short haul flights from Stansted are much higher than previous year suggesting that non-
US demand held up well and that low cost flights are encouraging inward tourism. Overall passenger numbers
are 2% down on 2001at the same time and the mix has clearly changed.

It is important to remember that not only did London take longer than many other regions to recover from
the impacts of 2001 due to its traditional dependence on the long-haul overseas market and the perceived
threat many visitors associated with London as a city and the capital of the UK but when it did many of the
replaced visitors attracted a lower return on investment. Indeed anecdotal evidence still suggests that
bookings for concerts, theatres and other major attractions are still in some cases well down—suggesting that
concerns over safety increased in the run-up to the anniversary of September 11 and have had a corresponding
impact on visitor numbers and spend.

7. Why are Public Sector Leadership and Support Necessary?

The GLA and LDA believe that together with the Government we have an important role in promoting
and supporting the tourism industry. This role requires a long-term commitment of funding and research
from central Government. The Mayor seeks a clear commitment from DCMS outlining their support for Visit
London and how they will provide both increased funding and sector specific expertise to make it a reality.

As part of the LTAG work consultants were commissioned to evaluate the case for public sector
intervention in London’s tourism sector. The key findings are outlined below:6,7,8

6 UK Occupancy Survey.
7 BAA Survey results.
8 The Case for Tourism in London, Scoping Study Part B, Prepared by The Tourism Company for LTAG April 2002.
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The private sector plays the most visible role in catering for the needs of visitors (from hotels to restaurants
to airlines), and tourism needs to be market driven to be successful. However, delivering the above objectives
and achieving wider regional and national objectives will only be possible with a strong commitment and
input from the public sector.

Key attractions are in public ownership. To ensure success the tourism product requires a mixture of
private and public sector provision.

Quality public spaces and infrastructure (accommodation and attractions included) are key to making
destinations work. Infrastructure is essential, especially transport, but also things such as signing,
information, toilets etc which enable visitors to make their way easily and safely around the city and make
the most of their visit. This is largely the responsibility of the public sector.

Destination marketing and creating London brand awareness is seen as a public responsibility by the
industry which is fragmented and made up of many small businesses and related activities.

Public sector intervention is necessary to improve the functioning of the market. The decisions of individual
businesses do not necessarily add up to the long-term interests of London. This covers a wide range of areas
such as research and market intelligence, training programmes, quality assurance schemes, and regulation/
setting of standards.

Tourism needs to be managed if it is to grow sustainably. Intervention and management is needed to enable
London to accommodate growth in a sustainable way.

Intervention can help maximise the social benefits for Londoners and is needed to secure social benefits for
Londoners such as access to employment, better quality of jobs, improved leisure facilities, dispersal of
tourism around London.

Visit London has addressed these and other points under the four priority work areas.

Four Priority areas and select actions as already identified are:

— Leadership and promotion.

— Strategic process and clear planning processes for identification of strategic spending priorities.

— Developing a clear brand for London Tourism and securing industry support.

— Market development.

— Gateway Role co-ordination of structured working relationships with other regions and UK as a
whole.

— Evidence and intelligence.

— Establishment of an economic modelling programme through the GLA Economics’ Unit to ensure
timely data and statistics for London tourism industry that can be shared with wider UK.

— Product development.

— Research into and development of a strategy to tackle quality issues surrounding accommodation
and information provision in particular.

8. What Support is London Seeking from Central Government?

The Mayor of London has responded strategically to his duty towards tourism under the 1999 GLA Act.
The development of “Visit London”—the Mayor’s 3-Year Plan for Tourism in London is a key step towards
ensuring sustainable development of tourism in London. Visit London identifies four key priorities areas
under which a detailed Action Plan will be developed by the end of 2002:

— Leadership and promotion.

— Market development.

— Evidence and intelligence.

— Product development.

The Mayor is now seeking continued central Government support through the Department of Culture,
Media and Sport (DCMS) as he drives forward the delivery of Visit London and the resulting action plan.

Summary of key points and requests made to DCMS and Central Government in this paper are:

— The Mayor would like to thank Kim Howells, Minister for Tourism, for his words of support at the
Launch of Visit London, 20 September 2002.

— Continued recognition of the Mayor’s unique responsibilities, statutory and devolved, for tourism
in London and of the significant role London plays in the success of the tourism industry within
the UK.
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— London is seeking to provide a clear voice on tourism and requests that a Mayoral representative
is invited to attend all meetings/events that discuss tourism with in the UK, eg Hartwell House.

— The Mayor requests an opportunity to attend the forth-coming Culture Media and Sport Select
Committee in person and provide a verbal briefing to this paper.

— The Mayor welcomes DCMS’s announcement May 2002 of increased role for all RDA’s in the
development and management of regional tourism.

— The Mayor seeks recognition of the need and commitment to his leadership and vision for London’s
tourism development, as outlined in Visit London the Mayor’s 3-Year Plan for Tourism in
London through:

— Increased financial commitment.

— DCMS providing industry expertise and exchange of research and ideas through the development
process for the detailed action plan.

— The Gateway role London provides can be developed and strengthened by ensuring future
agreements with other key providers require regions to engage in a structure working relationship
in Gateway initiatives to maximise returns on investment working with DCMS.

9. Summary

Development of London’s key role as the Gateway to the rest of the UK requires central Government
support of Visit London both in terms of financial and practical assistance and engagement. As the facts
under section “Tourism in London benefits the UK as a whole” highlight the sustainability and development
of the London Tourism product is critical to the long-term maintenance of the UK tourism market share and
profile on the world stage.

The Mayor has taken responsibility for the long-term development of London’s tourism economy seriously
and developed a clear strategic plan; Visit London, as a first step. Now is the time for central Government
to back this brave move and provide long-term funding commitment to London’s Tourism economy under
Visit London and the Action Plan. The Mayor has challenged industry to meet the needs of the sector and
work to the Action Plan but to ensure the success we all seek for London’s tourism and therefore the UK
industry central Government must also act.

10 October 2002

Examination of Witnesses

Mr Tony Winterbottom, Director of Strategy Implementation and Project Development, London
Development Agency and Mr Perry Phillips, Senior Economist, GLA Economics Unit, Greater
London Authority, examined.

Chairman: Good morning, gentlemen. Does general problem. Tourism managed in the right way
London need any more tourists? I cannot get into this has the potential to contribute a great deal of the
building for the huge crowds of people— growth of London.

(Mr Winterbottom) I think your remarks are valueMr Bryant: Mobbing you!
judgments, Chairman. That is an impressionistic
view. We are starting to look at the facts around the
tourism industry in London and it does have, I agree,Chairman
crowded parts but it also has other areas where340. No, not my fans. Since the opening of the
perhaps with eVort from the public sector,Wheel, this whole area has become a huge tourist
particularly the LDA, we could get some of thedestination. Wherever you go in London, the
benefits which flow from tourism, and some of ourtransport is crowded, both under ground and above
strategies are trying to do that. There are two otherground. So I ask you to begin with, does London
points I would like to raise in relation to this. Londonreally need any more tourists?
has this role which we are only just beginning to(Mr Phillips) I was doing some Christmas
understand; it is quite complex. We have only reallyshopping last Saturday in Oxford Street and it was
been involved in tourism in the past two years. It is aunbelievably crowded so I can understand that as a
destination for people who want to visit the UK, sohuman reaction. Tourists can be rather a nuisance
its role is an opening place for people who come. Thisbut one has to bear two things in mind. First of all,
is quite important for other regions. This isthe importance of tourism for the London economy,
something we have to focus on. But there are alsowe are talking about a very substantial contribution
components of tourism which just do not relate toto employment and economic activity and one which
numbers. For example, business tourism is downclearly has a potential for long-term expansion. The
since Foot and Mouth and September 11; thekind of things you are talking about are in part the
proportion of people coming with spouses toresult of a past failure to invest in infrastructure,

things like the tube, it is not the tourists’ fault, it is a conferences and so on, is a sector of the market which
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is down. Perhaps my final point in relation to the (Mr Winterbottom) We are looking at the whole

function and the way that the LTB operates rightcrowded nature of this area, is that really we have
been looking at the whole tourism and hospitality across the piece. We are conducting a full review.
sector in a silo, and the research which has been

345. So when do you think that review will becarried out in the Mayor’s oYce has shown if you
finished?truly link tourism and hospitality together, which in

(Mr Winterbottom) I think we are expecting it willLondon makes a great deal of sense, we have under-
be finished by the end of April but we expect the firstestimated the importance of this sector in terms of
evidence of changes to take place before the end ofemployment, and it has been said that it is the
January.second-largest employment sector in London. That

throws up all sorts of problems about how you get 346. Just one other question, do you think London
people involved in that sector, how do you train is a rip-oV for tourists?
people, how do you get them involved in the business. (Mr Winterbottom) In part it is, but the market
So I understand your personal concerns and I am could sort that out if we could get more business
sorry about that, but actually we think it is quite involved and get better quality standards and so on.
important that we keep a healthy flow of visitors to Then I think the market will sort out the rip-oV
London. merchants.

(Mr Phillips) Can I put a slightly diVerent
perspective on that. I do not see how London can
possibly be a rip-oV in general given its hugeMr Bryant
popularity. There are specific sectors where things
could be done, for example the quality of some of the341. One of the roles you have, oYcially I think, is
hotels is not as good as it might be and there is clearlyto be the gateway for the rest of the country.
an exchange rate problem. You have only got to talk(Mr Winterbottom) So we understand, yes.
to the majority of continental Europeans to see they

342. That seems a fairly cynical approach to it. I find London a very expensive place. There is no
presume by your response you are not doing doubt about that but that is largely an eVect of the
anything about that? weakness of the euro at the moment.

(Mr Winterbottom) No, we are, but I do not think
347. I agree somewhere can be expensive butwe are doing quite the right thing. What we said in

nonetheless be something you want.our evidence was that when the Mayor took
(Mr Winterbottom) But it is value for money, Iresponsibility for tourism about two years ago he

would say.delegated that to the London Development Agency,
and what we are trying to do is understand the 348. Fine, but a rip-oV is where touristsremarks that we are a gateway destination and deliberately have had extra money taken out of themtherefore how we handle that gateway. We are also a more than is fair, either because there is a carteltourism agency in our own right and how do we which is operating to make sure that people do nothandle that. I understand we are a gateway; Perry get a good deal or because—and we have all had itwill tell you all the figures show we are a gateway, I when we have been to Rome the moment they see aam just not quite sure how we handle that. British looking tourist coming along they charge

them double.343. I am sorry but this seems a bit feeble, to be
(Mr Winterbottom) Yes, but the issue is what do wehonest, because London has had tourists since

do about that? I agree with that.Edward the Confessor started pilgrimages to
Westminster Abbey 900 years ago, so it is hardly a

349. The issue is what do you do about that?new facet of life in London. On the gateway role,
(Mr Winterbottom) We do not know the answer tothroughout all the discussions we have had when we

that question and those are some of the things we arehad the British Tourist Authority here, when we had
looking at. If you look at the amount of resource thatthe ministers here, everybody has pointed out this is
has been put from the public sector into tourism inone of the most important issues facing British
London over the past few years it is pitifully smalltourism and the whole of the British tourist industry,
and yet we have had an expectation on our Touristthe role that London plays in making sure people do
Board—and I have nothing to do with the Touristnot just visit Westminster and Camden but the whole
Board except we give them money now—to have aof London and the whole of the United Kingdom. I
whole range of things that they should takeam a bit bewildered that you are saying, “We do not
responsibility for, such as the quality of hotels, suchknow what we are doing about this.”
as having tourist information centres and a whole(Mr Winterbottom) I did not say we do not know
range of other things but I really think the level ofwhat we are doing. We are looking at what we should
resource that has been put into that has been totallybe doing. We have been told about the role and we
inadequate. We understand the aspirations, we agreeunderstand the funding flows that have gone
with your aspirations. We are trying to do somethingpreviously into the London Tourist Board which do
about it, but we have not done and the resources arerelate to that gateway role. The London Tourist
not very large.Board have played a part in that gateway role but we

Chairman: I have never been anywhere in thedo not think it is adequate and we are looking into
world as a tourist where attempts have not beenhow we can improve it because it is important for
made to rip me oV. Indeed, both in Naples andthe nation.
Buenos Aires attempts were made to rob me and only
my courage prevented it.344. So what elements are you going to look at?
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352. Have you thought about the relaxation ofAlan Keen
gambling laws that will be coming and whether we

350. I am shattered by Mr Phillips’ admission that can have casinos around Heathrow to draw people in
he started his Christmas shopping a week and a half who stay on one night on their way to somewhere
before Christmas; he is obviously a new man. I only else?
start worrying about it next week. I do not know (Mr Winterbottom) We have not but perhaps we
what to ask you because you have not had the time should and we will take note of that. We have not
to find out how the problems are going to be solved done.
or even what the problems are. What questions can I Alan Keen: In Hounslow rather than Hillingdon, ifask you? What can you tell us, can I put it that way? we can be really parochial. I cannot ask any more.

(Mr Phillips) Can I just return a little to the Chairman: You are so satisfied, Alan. Derekgateway problem or the gateway opportunities. One Wyatt?of the general problems that we have is inadequate
statistical material relating both to the London
tourism market and the linkages between London
tourism and the rest. In order to counter that we have Derek Wyatt
recently set up a major review of data sources and
statistics just doing an audit on what is available, 353. When I go to Rome my phone turns on and
trying to find gaps, and part of what we would be says welcome to Rome in English and then it tells me
looking at is this relationship between the broader that tonight where I am there is a two-for-one oVer
United Kingdom picture and London. It probably in a restaurant on my phone and it says two-for-one
does strike you as rather feeble that we do not know oVers on all sorts of tourist attractions in Rome, yet
the answers to all these questions but we realised that nothing happens in London. What conversations
in general there were a lot of gaps so we are trying to have you started with the 3G operators?
approach things in a very methodical way. Let’s’s get (Mr Winterbottom) We have not, as far as I know,
the database and market intelligence so we know started direct conversations with the 3G operators.
what we are dealing with and then out of that a whole Can I just explain what we are trying to do in terms
series of recommendations for future action can be of marketing London.
made.

354. Only if it is relevant to this because I have got
351. It certainly shows there was a need for a a lot of other questions.

London-wide body. Taking a very parochial view, (Mr Winterbottom) It is because we think it is a
despite this accent I represent an outer London package. This sounds negative but it is positive.
constituency. We have some great visitor attractions, When you know you have got a problem and you
Syon House, Syon Park, Osterley. You have not had tackle it, it is quite positive. We do not think London
time to think about how you get visitors to come and is best served on the internet. We think the two things
look at those places rather than stay in the centre of are connected. What that really means is we have got
London. to have joined-up activity with an organisation which

(Mr Winterbottom) Perhaps I can just explain what is much broader and wider than the existing tourist
we are doing. It is early days and actually we do board so that we can focus and do the type of thing
appreciate the problems and I think we know some that you are suggesting. Under our LTAG (London
of the solutions. In relation to how economic Tourism Action Group) events scheduled last year
development is going to be delivered in London or is we supported the very ideas that you are talking
being delivered at the moment, the LDA is working about and indeed we are doing it again. We have a
through sub-regional partnerships because you Salt campaign which is supporting theatres in
cannot drive tourism or any of the other business January and February trying to get people to come
support services from the centre. I am sure you agree when it is quiet. We are also working with all the train
with that. One of the things that we are doing with operating companies and they have got a whole
our sub-regional partnerships is we are from 1 April range of oVers. The next stage is we have got to make
next year putting a requirement on them that apart sure that is well covered on the internet and well
from looking after businesses in their area, working covered through the mobile phone system. I agree
with the boroughs and other people to ensure that with you, we must take that on board.
businesses get support, and any investment is
brought into the area, we are specifically asking them 355. Can I ask you about the airports inquiry and
to start working with our new London Tourist Board the Green Paper from the Government. Have you
to ensure that we have a mechanism in place to draw tried to get to Heathrow? You cannot get to
people away from the centre into places like Syon Heathrow by car, it is a pointless exercise. On
Park, and there are other places as well. There are Monday any time before 11 o’clock you will miss
many other places in London where we think that your flight. How do we (a) make Heathrow more
that sort of support can be given. We are quite bullish accessible for the incoming and the outgoing people
about that. Our baptism of fire started on September and (b) what relationship do you have with the BAA
11 when we were asked by the Mayor to try and set given it is not within your purview? It is a complete
up an emergency fund to help London and really that joke, it is not an international airport any more.
taught us all about the importance of places that were (Mr Phillips) It is splendidly accessible by the
not in the centre and one of the strategies of the Heathrow Express.
London Development Agency will be to try to

356. It is not.encourage development of ventures and visitor
attractions in the outer boroughs. (Mr Phillips) I find it is, I must say.
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from the public sector but also from the privateMr Bryant
sector. So we agree with you completely. From that
we hope we will get a real focus, and all the other357. You cannot get a cab when you get to
issues about marketing London which you arePaddington.
talking about with the 3G operators is much easier(Mr Winterbottom) I cannot argue with you, I am
then to play in.afraid. I will answer the question about BAA.

362. Do you think that the politicians seriously
understand in London that having a Mayor is not
just about a Mayor for London but it is having a
Mayor to make London the greatest city in the

Derek Wyatt world? There are things which are not in London,
things which we do not have which not just do not

358. So here we are maybe being pushed into an work but which we do not have. Are you confident
Olympic bid. The airport is a joke, Heathrow is a that thinking inside the GLA currently is to promote
joke, it is no longer an international airport. The London not just as one of the riV-raV but as the
system to get in and out of London is a joke, the greatest city?
system inside London is a joke. You are going to try (Mr Winterbottom) I do not work directly with the
and get 28,000 people to events in London where the Mayor but I work closely with him and I can assure
system does not work. What sort of thinking have you the Mayor’s intention is to build on what we
you had, or what sort of impact have you had, into have and he has given considerably more resources to
the Olympic bid which Ove Arup have put to the tourism than were previously put into tourism. His
Cabinet? ambition is to make this a really great destination

(Mr Winterbottom) Ove Arup have not put and he sees the tourism and hospitality sector as a
anything to the Cabinet— major sector.

359. Sorry, the BAA.
(Mr Winterbottom)—if they have, they will be in

serious trouble because I am the Director in the LDA Chairman
responsible for the Olympic bid, and in fact we

363. One can certainly spend an enormous time incommissioned Arup Associates to do that work, and
Trafalgar Square whether you want to or not.their job was to actually do a matter of fact

(Mr Winterbottom) I know that, Chairman.investigation about the eYcacy and feasibility of
Derek Wyatt: Thank you, Chairman.bidding for the Olympic Games.

Chairman: Excuse me, I am going to stop any
discussion about the Olympic bid because we will
come back to that on another occasion.

Rosemary McKenna

364. I am astonished that you say in your evidence
that your action plan for a Visit London website
should be implemented by April 2003. Is that
accurate?Derek Wyatt

(Mr Winterbottom) Yes.
360. The issue is transportation in London. 365. You do not have a Visit London website?
(Mr Winterbottom) Yes. (Mr Winterbottom) No. The LTB have a website

but we are overhauling what they have and we are361. The next question which follows that is, if trying, as I have just explained, to bring all thatLondon is a city of attraction, which I think it is, together so we have a interactive website with all thewhat thinking is done to say, “Look, if you are going other people involved.to stay branded as one of the great cities of the world,
you have to re-brand London completely.” So what 366. I am amazed because in Scotland we have had
is going on with the ad agencies or the brand agencies VisitScotland for the last couple of years and, not
which will then say, “Despite these issues, London is only that, are just about to develop a cultural portal
still a great place to come”? which people will be able to access which will lead to

(Mr Winterbottom) We are at one, because one of tremendous information for people coming. Perhaps
the things when we did our research and looked into you will be able to look at theirs and see what help
London, and it was comprehensive research, was we they can give to you.
came up with exactly that view, that we needed to (Mr Winterbottom) Yes.
bring people together in a focused way, so they could

367. But that is the situation?own the way this great city was being promoted. We
(Mr Winterbottom) That is the situation. In somehave a concept called Team London. One of the

mitigation, the private sector have run a lot ofLDA directors, who is the chief executive of
successful websites. They obviously work wellMcCann-Erickson, Tamara Ingram, who has great
together so it is not to say there are no destinationsexpertise in this area, was appointed as head of the
but a seriously well-prepared, well-organised,London Tourist Board, and she is as we speak
interactive website is one of the things we discoveredworking on what the campaign should be, what
was required. I apologise for that but that is the wayshould be the brand, what should be the image. The

idea behind that is so that will have buy-in not only it is.
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368. You also say the Mayor thinks the tourism frustration for many, many people who do not have

employment in London. This is one of our biggestand hospitality industry is a major industry. I agree
with that, I think it is absolutely crucial because I do challenges. It is not as simple as in Scotland. There

are diVerent ministries with diVerent responsibilitiesthink London is the major city in the world and it
should be the very best city for visiting in the world and there are diVerent agencies and one of our jobs,

arguably our main job, is to pull everything togetherand yet it is not, and a lot of that has been to do with
the way people are treated. I think it is wonderful that and make sure it works.
we have young, visiting, overseas students working in
our bars and restaurants, I think that is great, but
there are huge areas of unemployment in London

Ms Shipleyand, if there were proper training in skills, we could
have our own people living in London working in 372. I have to applaud you in your honesty about
those jobs, developing their skills, improving the “rip-oV London”. There was a long, pregnant silence
industry and improving the service to people. What and then Mr Winterbottom you said yes, London is
do you intend to do about that? a rip-oV. Good: progress, honesty. My colleague Mr

(Mr Winterbottom) First of all, can I say I agree Wyatt showed you how poor transport was. Let me
with you, with the frustration. One of the advantages point out another area. It did worry me that we had
of having the London Development Agency looking an awful lot of shrugging of shoulders, “What can we
after the strategic role of tourism and then making do? Oh, it is not us.” Let me give you an area.
sure we have an organisation which delivers on the Tourists coming here are hugely aVected by
ground, is that given our wider brief, and this might transport and the other thing they have no option
relate to DCMS-DTI relationships, we also have about is eating. Food in London is a rip-oV. There
skills which we have to tackle. We also have business are some excellent restaurants if you are fairly
development which we have to tackle. We are wealthy but if you are an ordinary family trying to
concerned about diversity and one of our objectives feed your family for three or four days it is awful.
is to recognise the diVerent ethnic mix in London, in Here in Westminster we are in one of the major
jobs and businesses. What our plan is is that although centres of tourism in London, near Westminster
we are putting a relatively small amount of our single Abbey, Buckingham Palace, the Wheel, and there is
pot resources into tourism directly, through our nothing round here they can eat that is decent at a
mainstream programmes we will use that to try and reasonable price. Things are expensive, poor quality,
focus and encourage people into the tourism and and at times I would say down right dangerous. The
hospitality sector through training schemes and example I would give is the hot dogs in St James’s
brokering schemes. The only caveat is that this is which is an absolute disgrace. They are illegal, they
quite a long-term job but we will tackle it. are on every corner, every entrance into St James’s. I

was told by the police they could do nothing about369. We have been told by VisitScotland, by the
them, they are illegal immigrants, they cannot keepScottish Executive and Scottish Enterprise that this
track of them. This is outrageous. What are youis one of their major planks of development—
going to do about that?training and skills and getting young people in

(Mr Winterbottom) Chairman, I would like to takecolleges and further education and universities—and
away that particular point and try and see what wethis has been on-going now for some three to four
can do and I would like to report back because Iyears. What programmes do you have in place?
share your frustration and I agree with your points.(Mr Winterbottom) We have not got any specific
It is diYcult because the market determines whatprogrammes in place for supporting tourist
land use should be. Maybe that is the way that we arebusinesses or the tourism sector, but we are working
going to have to start thinking, as to whether or noton them at the present time.
we can talk to the boroughs and say that in their

370. Do you link into the local colleges and UDPs, particularly in high tourist-dominated
encourage them to develop courses which will lead boroughs like this one, we should put a requirement
into employment in the sector? on them to have certain space where proper eating

(Mr Winterbottom) Yes, but what we have to do is establishments can be set up because otherwise the
focus on it much more. There are other people with diYculty is it probably does not pay. That is the
a direct responsibility for the skills and training in diYculty.
London, and another ministry which directs that

373. Right, the little green stall in St James’s thatfunding, and we have the Learning and Skills—
sells coVee is a good quality, nicely-run, clean good

371. Yes, but you are responsible for economic stall, competing with this vile hot dog stall which is
development and surely part of that is encouraging filthy. I do not think any Londoner would buy from
where the future employment prospects are? it and they know they would go down with something

horrible. I wonder how many tourists’ holidays are(Mr Winterbottom) Yes, and we are encouraging
that and we are working in that direction but we have ruined by eating from there. It is serious and very,

very unpleasant. That should be stoppedto encourage those people with the resources to
deliver those programmes to recognise that this is a immediately—this week stopped, something done

about that one. Simultaneously by the summer it isvery important sector, which I think we have done,
and now it is a question of making sure that they not beyond the realms of possibility to have

franchises available for very high quality mobiledevote the necessary substantial resources to training
people in that sector. By the way, tourism and enterprises which would not be competing with much

round here, frankly, in the market I have identified.hospitality relates to the NHS very well. There are
massive job opportunities and yet we have got What do you think about that?
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(Mr Winterbottom) I think it is a good idea. I support that piece of work outwith the funding for

tourism to look at that and appoint a team of peoplestruggle personally, and I have to come here quite
often to meet people and I slip into Boots for a to look into that. So the London Development

Agency will tackle those sorts of things that spin outsandwich. At least I know the area. Where else do
you go? I am with you. I think we will look into what of our strategy and the core marketing membership

services—trying to improve the products in London,we can do to see if it is possible to get properly
licensed mobile food into this country. trying to improve communication—will be done by a

restructured Tourist Board and we foresee374. Really for the spring market if I could see no
substantial changes both to operations and to Boardhot dog stalls any more because the Parks Police are
membership.required to get rid of them on a daily basis because

they are doing something illegal, they are 376. So you have a strategy?
intimidating as well—and there are loads of diVerent (Mr Winterbottom) Yes.
ways they could get rid of them if the will was there,

377. What you are wanting now isand the will is not there—and if franchises were to be
implementation?made available as a matter of urgency so when people

(Mr Winterbottom) We are.come to this part of London they get a high-quality
simple food experience, nicely branded, let’s have it 378. One thing I was struck by, looking at your
branded. CVs, is that one of you is a senior economist and the

(Mr Winterbottom) I agree. Obviously I just want other is a former investment analyst and a string of
to explain our limitations—and I would say this other things. Most of the other people whom we have
wouldn’t I—diVerent departments and diVerent had in front of us giving evidence to us have been
boroughs have diVerent responsibilities. So again we people who have had a lifetime steeped in the tourism
will use all our influence, and I know the Mayor will industry, so you stand out a little in that respect. I am
agree with what you have said, and we will take that struck by the business approach that you are taking,
away and see what we can do. and I can see strong benefits to that. In particular, in

Ms Shipley: I am looking forward to spring. your evidence you identify the lack of data, but I have
been a little bit disturbed at the way in which you
have responded to questions today. My colleagues
have thrown a number of things at you on theMr Doran
gateway, training and skills, the lack of a website, the375. One of the themes that I have stuck to all the state of some of our biggest tourist attractions.way through this inquiry is what appears to me as an Almost your response is basically that “We’ll goamateur certainly in the tourism field a lack of away and check on that” or “We’ll look at it.” It isstrategy. You seem to be working very hard on as though you are not doing a great deal, but you aredeveloping strategy but just tell us a little about thinking a lot about it. How do you deal with thatwhere you are. I think you said that you were criticism? It does strike me as a weakness in yourexpecting to produce a full report covering evidence.everything in April. Is that right? (Mr Winterbottom) I am sure it is a weakness,

(Mr Winterbottom) If I could just explain what we because I think that members of the Committee have
have done. We conducted a strategic review of raised some criticisms of London that I feel are
tourism in London. That review has been completed. justified. I do not think that I am able to argue with
We had public consultation on the key findings and that. As to what we are doing about it, I think that is
we have produced a three-year plan for tourism in more interesting, because we are working with a
London. It is quite detailed, it tackles some of the whole range of projects and we have helped a whole
issues which have been raised this morning, and that range of projects through our investment projects.
was launched on 20 September, so that is in the We did help Tate Modern. We have helped the Globe
public domain and if you want us to we can arrange Theatre. We are working with the Laban Centre. We
for copies of that to be sent. The question then is how are working with a whole range of other projects. We
do you implement the strategy and that is really what are looking at developing a world-class aquarium in
I was trying to explain before where we have the Royal Docks interlinked with the new DLR to
employed KPMG. They are working with the the City Airport. We are the custodians of the Royal
London Tourist Board, they are working with the Arsenal in Woolwich where a new visitor centre has
London Development Agency, they are working been opened. There are many positive things that we
with the Mayor and we are negotiating as to how the are doing to try to tackle issues. We are working all
London Tourist Board should be restructured so it the time, trying to push and bring sense and order to
can be put into such a shape that it tackles some of some of the complex problems which have been
the issues we have talked about this morning, raised today. I am sorry if I did not really look as
particularly the marketing issues. What the strategy though we were focused on those problems. We are
also has pointed out, and I have taken steps to try and focused on those problems, but I think it is important
put resources behind this is to look at how we should that you get the truth as to what has happened.
tackle issues such as making sure that the skills and

379. Let me move on a little, then, to the gateway.training and business agenda are plugged into
How much extra funding do you get from the DCMStourism and hospitality and that the LDA will take
to cover the gateway aspects of London’s role?responsibility for making sure that that happens.

There is a whole range of other issues, such as there (Mr Winterbottom) We are currently in discussions
with DCMS about future funding, and indeed I thinkis a question mark should London have a convention

centre and we think that that needs a serious piece of we are one of the pathfinder Regional Development
Agencies in those discussions. I think they arework and the London Development Agency will
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watching what we are doing with interest. We have 389. Have they been asked to contribute?
£1.9 million allocated from DCMS, which we put (Mr Winterbottom) They have not.
into tourism. That is the Government allocation for

390. But that, as you say, will be part of thetourism in London. Of that, £250,000 of that money
discussions?is dedicated to the gateway activity.

(Mr Winterbottom) It will.
380. So it is £1.9 million in total?

391. Who will lead those discussions? Will it be you(Mr Winterbottom) Yes.
or DCMS?

381. To recognise London’s unique role? (Mr Winterbottom) It will always be DCMS, but I
(Mr Winterbottom) That is it, yes. think it is what we ask them, what we want to put on

the table to discuss.382. And £250,000 for the gateway, which is not a
lot of money, is it? 392. So if you get money from the regions, you will

(Mr Winterbottom) Yes, I think that is what I was lose your money from the DCMS?
trying to say, though I probably did not say it. If you (Mr Winterbottom) I think we should all work
look at the scale of the problem and the problems together. I think there is great teamwork. We should
which you have and which you all identify, that is a have great teamwork, and I think we do. Chairman,
very, very small amount of money. if I may, there is an issue, though, about ministerial

responsibility. DCMS does not have a big budget for383. You raised the point about the continuation
this, and of course in terms of the Regionalof that money, in your brief or your submission, did
Development Agencies their responsible ministriesyou not?
are the DTI. It is just something I would like to(Mr Winterbottom) Yes.
point out.

384. Are there doubts about that, or is it simply a
393. I think it is something of which we are aware.question of arguing about the amount of money that

Do you think that tourism should be theyou get?
responsibility of DCMS? It is our fifth largest(Mr Winterbottom) No, I think there are two
employer and, I think you said, second largest inissues. Regional Development Agency funding now
London.comes through what is called the single pot, and we

(Mr Winterbottom) I do not know. What I feel ishope that the £2 million or the £1.9 million, or
that we should have a joined-up approach to tourismwhatever the figure we negotiate, is added to that
and hospitality, and I do not care how that happens.single pot. It is worth pointing out that the London
We have to break down silos, and obviously when weDevelopment Agency has, in addition to that,
start talking about recruitment and training and socommitted substantial sums, much more than that—
forth, that brings in other ministries. Education iswe have committed £7 million over the next two
again the same thing. I think we need to focus on theyears—from our own single pot resources, because
tourism business and give it those resources. To me itwe recognise how important to tourism hospitality is.
does not matter which ministry is responsible, as longWe are still in those negotiations with DCMS,
as the others work in with it.though. They are very supportive, but it is a question

where there is only a certain amount of money to go 394. I have one final question. I think it is obviousround, and England has to carve it up in an amicable to everyone that the gateway aspect is important toway. Obviously if you look at the comparisons with tourism in London and it is important to the rest ofour friends who were in here before, they have the country. Again, we have heard from a number ofsubstantially more funds to go out. other witnesses about the eVorts to build public/
private partnership in an area like this. Is that385. Let us talk about our friends who were in here
happening in London? For example, in my own areabefore. What discussions do you have with the
in Aberdeen we only have one airline providingregions about the gateway role that London fulfils?
flights to London, which is a major drawbackAre you working with them to build that position up,
because there is no competition. We used to have ato strengthen it and to fund it?
flight direct into the City Airport, but that did not(Mr Winterbottom) We are in dialogue and
last for long. Do you speak to the airlines about thediscussions with them, and that is as far as it goes, but
benefit to them of the gateway aspect? Do theythere is a commitment to identify and work through
contribute? Have they been asked to contribute?that gateway role with our colleagues in the other

(Mr Winterbottom) Yes, they do, and I would likeRDAs.
to pay great tribute to the airlines and BAA. When386. Who initiates that? Is that DCMS, or do you we did our tourism review they spent a lot of time andinitiate it? gave us quite a lot of personnel and fed into that.

(Mr Winterbottom) It has been DCMS. DCMS are Clearly there are tremendous benefits from co-
very helpful and they are trying to bring this together, working, and that is exactly where we want to get
but it is a pitifully small amount of money for to here.
London to do that job satisfactorily, and that is still
of concern to us. 395. But have they been asked to give you any

money?387. Obviously the pot could be bigger if the
(Mr Winterbottom) They have not been asked toregions contributed. Do they contribute at all?

give us any money. They do give some money to the(Mr Winterbottom) No. London Tourist Board at the moment, but they have
given us time.388. Is that part of the discussions at the moment?

(Mr Winterbottom) It will be. Mr Doran: Thank you, Chairman.
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Chairman: Thank you very much indeed. That was Committee this year, I should like to wish everybody

a Merry Christmas and a Happy New Year. Thanka very snappy exchange. I am most grateful to you for
coming here today. Since this is the last sitting of this you.
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APPENDICES TO THE MINUTES OF EVIDENCE

APPENDIX 1

Memorandum submitted by Mr Murray Roberts, Interpub Plc

THE BTA—CAMPAIGNS—YOUTH MARKET AND APATHY

Our company operate a chain of Quality backpacker hostels in the UK in London, Edinburgh and recently
in Newquay. We are striving to improve the quality of stay for young overseas visitors so that when they leave
our shores they do so with fond memories, impressed with service and standards and they had a good time.
It then follows that today’s backpackers/student travellers are tomorrow’s businessmen and women and the
next generation of family makers that we hope will return maybe three or four times in their lifetime to ensure
that Britain’s tourism economy is strong for years to come. We have been heavily involved with the BTA and
other industry suppliers that have a vested interest in the youth market, and despite real interest and focus
from the trade the BTA have just halved the resource that they had dedicated to the youth sector. I read with
interest your thoughts on UKOK and in my opinion it was a waste of money, who ever bought anything that
was advertised as just OK. We would be delighted to meet with representatives of your Committee and tell
them of our experiences and plans and also take an active part in moving things forward. I have also copied
you on an e-mail sent by Keith Knowles our MD (Annex A) so you can get a flavour of the frustration this
is causing. I also have attached a letter (Annex B) that I have sent recently to Tom Wright the new CEO of
the BTA.

Annex A

Letter dated 9 August 2002, from Mr Keith Knowles to Mr Murray Roberts

BTA have 500 people working for them of which we have half a person! What kind of joke is this? Take
London! Health, hospitals, education, local authorities, government departments, retail, licensed retail,
hotels, transport. I wonder just how many two-year working visas there are involved in the above? Think
where would we be now without our non UK work force? How much is this worth to the economy? Just who
staVs the hotels for the high net worth businessman? Who more than likely would have been a youth traveller,
and certainly the future businessman will have done so. If we took out of London today all the youth travel
workers from the sectors above, London would cease to function. Why is it then we in Australia at last year’s
EXPO there were two Government ministers at the conference. Where the importance of the industry is both
recognized, indeed revered. One European traveller is valued at four Japanese to the Australian economy!

BTA need education and understanding of what our market is, and the value of this market to the UK.
Nowhere above have I even mentioned tourism! Why have we just raised 11m? Why have we grown? How
many budget beds are there in London now, to five years ago? Not much research needs to be done to
understand the growth. I cannot begin to say how frustrated I am with the BTA and the lack of vision is
overwhelming, but the ignorance of it all is intolerable. Why is easy dorm on the way? Why is the Accor group
going into backpacking, and Yo Hotel embarking into the budget market? Let’s get on with it. BTA can make
a start by making some eVort (let’s face any improvement on last year) to help focus energies in the EXPO
in Sydney with a UK village? This can have a real impact on the show, and produce a real impact on all the
points I make above. Youth travel above all else promotes cultural exchanges which makes the world a
safer place!

Annex B

Letter dated 6 August 2002 from Mr Murray Roberts to Mr Tom Wright

YOUTH TOURISM AND THE BTA

You probably have not heard of us at St. Christopher’s Inns but we operate a chain of good quality
backpacker hostels in London, Edinburgh and Newquay. We are keen to promote UK youth tourism to the
world and have been working with Sharon Bleasdale your Youth Campaigns OYcer since her appointment
to get the youth sector more recognition within the BTA and help guide the marketing strategy to make sure
every penny is well spent and eVective.

Sharon has been a breath of fresh air in the BTA and for the first time we are making progress with many
diVerent areas. We have formed a group called the YMAG (Youth Marketing Action Group) and our first
meeting was today to outline our input and actions required to influence the youth sector business plan for
the BTA. At the end of the meeting Sharon announced that she was being seconded to Country Manager for
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Benelux and her replacement would be Grant Birsh who would be spending 50 per cent of his time on his
current role in sport tourism and 50 per cent on youth.

Whilst Sharon deserves any promotion you choose to give her and we wish her well, it really just epitomises
the focus and priority that the BTA gives to our youth product in terms of a sector and priority. We are
constantly asked for statistics and figures to support our case and fight for more of the marketing spend but
the bottom line is very clear. . . .

“Look after youth tourism and ensure the product they sample is first class be it language schools,
accommodation, bus trips, employment agencies or anything. That youth will return maybe three
or four times in a lifetime with their families on holiday or on business.”

Youth is the very foundation of our strong tourism industry, as operators we have to play our part in
ensuring the product is first class but the BTA has to give us the resource and people to get that message out
in the world, in a format that relates to the youth of today. At the meeting today there were 15 individuals
who gave their time freely to aid this cause, who have the knowledge, ideas and passion to see it through, only
to be told that the already overworked resource we have is to be halved.

I do not write to you with any disrespect intended but with frustration, the case for increased focus on youth
is clear and plain for all to see, we have a great product in the UK not just OK. We need help, focus and
resource to pull it together and make it happen—get youth in numbers into the UK now and all the adult
sectors will be stronger in years to come.

I would welcome the opportunity to meet and talk about this in more depth.

The industry is behind you if we feel and see it demonstrated that you are behind us.

9 September 2002

APPENDIX 2

Memorandum submitted by the Museums Association

1. Introduction

1.1 The Museums Association is an independent membership organisation representing museums and
galleries in the UK and people who work for them. The Association has over 4,500 individual members and
600 institutional members. These institutional members encompass around 1,500 museums in the UK ranging
from the largest government-funded national museums to small volunteer-run charitable trust museums.
Formed in 1889, it is a not-for-profit charity, receiving no government funding, which seeks to inform,
represent and develop museums and people who work for them in order that they may provide a better service
to society and the public.

1.2 The Association’s comments in this response are focused on museums and their contribution to the
UK tourism industry. This contribution is considerable. Altogether, UK museums receive about 100 million
visitors a year and a third of overseas tourists cite a desire to visit museums as a factor in their decision to
visit the UK (Marketplace Ltd, 2001). Museums have an important role to play in spreading tourism across
the UK, attracting visitors to areas outside tourism “honey pots”.

2. Question 1: What is the Current and Likely Future Performance of the British Tourist Industry

Following FMD and September 11?

2.1 Museums experienced widely divergent visiting trends in 2001, reflecting the ways in which the Foot
and Mouth Disease outbreak and the September 11 terrorist attacks aVected tourism patterns in the UK.
Most rural museums suVered a decline in visitor numbers because of Foot and Mouth Disease, as overall
visits to the countryside fell. Some museums, particularly those with livestock, were forced to close
temporarily. However, some city and town centre museums saw increased visitors. These increases seem to
have come mainly from visits by UK residents, as domestic tourists made more day trips to urban rather than
rural locations. For some, this increase in visits by UK residents was enough to balance out a decline in visits
by overseas tourists, but not for all.

2.2 The experience of museums in the West Midlands in 2001 provides an interesting case study. In that
region, a number of museums, mainly in smaller towns, showed an increase in visitor figures over the year,
and in many cases this reversed a downward trend in previous years. The most extreme case was Ludlow
Museum, which has average visitor figures in June of 800–900. In June 2001 they received 2,427 visits. Their
annual figure for 2001 was 20,783 as opposed to 6,826 in 2000. Museums in Warwick, Tamworth and
Nuneaton among others attracted higher numbers of visitors than in 2000, reversing a downward trend.
Museums in Hereford and some small towns also attracted higher numbers, but in their case this continued
an existing upward trend. However, the gains did not balance out the overall losses. Museums in the region
with large numbers of overseas visitors suVered sharp falls in visitor figures. For example, Shakespeare’s
birthplace in Stratford-upon-Avon had a total of 406,206 in 2001 visitors as opposed to 496,576 in 2000. Foot
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and Mouth Disease had clearly had an adverse impact on visitor figures, even before the events on September
11: the museum’s average June visitor figure had been over 100,000 and in June 2001, it was 89,297.

2.3 Good data is also available about visitor figures at a sample of Scottish museums. If it would be useful
for the Committee to have a second case study, the Museums Association could undertake to provide some
analysis of the eVects of last year’s events on visitor patterns in Scotland.

2.4 Given the complexity of analysing last year’s figures, it will be apparent that future performance is hard
to predict and depends on a complex range of factors. Recovery from last year’s events is one factor but there
are others: notably the culture of free admission, with admission now free to almost all nationally funded
museums in the UK.

2.5 Anecdotal evidence from museums paints a mixed picture of the recovery from last year’s events. Some
rural museums report that visitor figures made a strong recovery this summer as British visitors returned to
the countryside. However, some museums have reported that they continued to experience a marked lack of
overseas visitors in 2002. Although at the height of the Foot and Mouth outbreak there were fears that some
rural museums might be forced to close permanently because of the loss of income suVered, the Museums
Association has not learnt of any museums which actually closed permanently as a direct result of Foot
and Mouth.

2.6 Recently published figures show a huge surge in attendance at those English national museums which
abolished admission charges at the end of 2001. It seems likely that these museums will continue to receive
more visitors than when they charged, although there is likely to be some dropping oV from the levels achieved
in the first year of free admission. Moreover, free admission promotes a diVerent kind of museum visit; initial
research at some of the museums that have dropped admission charges suggests that people are making
shorter, more frequent visits rather than seeing a museum visit as a whole day out. This will impact on the
rest of the tourism infrastructure in their local areas but it is too early to assess the full extent and nature of
this impact. There is also some evidence to suggest that other, paying attractions have suVered declining
visitor numbers as more people visit free museums. However, more research is needed to ascertain the causes
for any reductions in visitor numbers, given that free entry was introduced in a very diYcult year for the
British tourism industry. Recommendation: DCMS should investigate the impact of free entry to the national
museums on the rest of the sector and, if appropriate work with the tourist boards and national museums,
to put remedies in place.

3. Question 2: Does the Government Have a Role in Promoting and/or Supporting the Industry?

3.1 The Government certainly has a role to play, and the Museums Association is concerned that this role
has been relatively neglected in the past, given the economic importance of the industry. Tourism contributes
five per cent of UK GDP. It is worth £73 billion to the UK economy and earns some £14 billion in foreign
exchange (2001 figures). The events of last year have underlined the vulnerability of the tourism industry to
external pressures and world events. This makes it vital that the Government support initiatives designed to
strengthen the industry and make it more resilient.

4. Question 3: What Should that Role be?

4.1 Some of the support which Government needs to provide is indirect: for example, an eYcient transport
infrastructure is vital to the whole tourism industry. However, this response focuses on the direct support
which Government can and should provide for museums’ tourism role.

4.2 Funding from the national lottery has changed the UK tourism landscape in recent years. It has
enabled substantial capital investment in museums across the country, both in new facilities and in
improvements to existing museums. The Government has a vital role to play in maintaining support for the
lottery to ensure that this funding stream continues to be available, and in determining the high-level policy
context for lottery spending. Some of these issues are currently being addressed through the Review of Lottery
Funding and the Museums Association welcomes this consultation. For museums, it is particularly important
that a specialist Heritage Lottery Fund continue to operate. There is great benefit for the sector in being able
to deal with a funding body that has a detailed understanding of the sector’s needs and of the context in which
museums operate. The 2001 report on the future of England’s regional museums, Renaissance in the Regions,
asserts the need for continued investment in museum infrastructure by the Heritage Lottery Fund, and it is
vital that this is seen as a priority. Lastly, funding bodies must not over-invest in new facilities and neglect
improvements to existing facilities. Too much lottery funding, which might have been directed towards
improving established museums, has in the past been spent on unsustainable new attractions.
Recommendation: DCMS should ensure the continued operation of the Heritage Lottery Fund. HLF itself
should continue to invest in museum infrastructure, with an emphasis on improvements to existing facilities,
rather than new museums.

4.3 Major London and regional museums receive large numbers of visits from people travelling outside
their local area, whether from other parts of the UK or from overseas. However, many museums do not
currently attract as many tourists as they might because a shortage of revenue funding has meant that they
have been unable to provide high-quality displays and programmes. Persistent under-funding has meant that
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many important museums in major towns and cities across the UK are unappealing to visitors from outside
the local area. Proper investment is needed to give the UK’s major regional centres museums with displays
and programmes of a quality that reflect the status and importance of these cities. Renaissance in the Regions,
proposes that central government address this problem by providing revenue funding to a group of key
museums in each English region. Government accepted the report’s recommendations, but it remains to be
seen whether suYcient funding will be available to make any real diVerence to regional museums.
Recommendation: DCMS must provide suYcient funding to enable the reforms to the regional museums
sector proposed by Renaissance in the Regions to go ahead.

4.4 Renaissance in the Regions includes a proposal to provide focused financial support to independent
museums in particular to help them develop their role as part of the wider tourism infrastructure, in
partnership with the Regional Development Agencies and Regional Agencies for museums, libraries and
archives. This proposal is costed at £5 million for each of two years, a relatively small sum given the
contribution tourism makes to the economic prosperity of a region and should be funded.

4.5 In recent years, several high-profile lottery-funded attractions have failed or run into serious financial
diYculties. Clearly, DCMS cannot be expected to bail out every failing attraction or museum. However,
where substantial amounts of public money have been spent on an attraction, Government has a
responsibility to consider whether the benefits from that investment should be secured for the longer term
through the provision of additional financial support. DCMS has provided some additional assistance (for
example, to the Royal Armouries), but on an ad hoc basis. Recommendation: DCMS should have a more
explicit policy and more ordered approach to the problem of failing attractions which have been supported
through substantial lottery funding. Future decisions should be made within a coherent strategic framework.

4.6 Our ability to analyse the impact of last year’s events on museum visiting patterns accurately, and to
predict future trends confidently is seriously hampered by a lack of data. Scotland has better information
available than England: figures for visits to Scotland’s visitor attractions are published for VisitScotland on
a monthly basis, with a timelag of about two months; figures for England’s attractions are published by the
English Tourism Council annually, with a timelag of up to eighteen months. Clearly, the task of collecting
visitor data for England is more complex than for Scotland. However, for such an important industry, this
paucity of data is a major handicap. Recommendation: the English Tourism Council should establish a better
mechanism for collecting and disseminating information about attendances at attractions in England.

5. Question 4: Do Current Arrangements for Supporting, Promoting and/or Regulating the

Industry: Meet the Need Adequately; Reflect the Devolution Settlement Appropriately; Promote

the Quality of Provision Effectively; Encourage Productivity Within the Sector?

5.1 In common with members of the Tourism Alliance, the Museums Association is concerned that there
is no body with responsibility for marketing England to a domestic audience. The British Tourist Authority
has the responsibility of promoting Britain overseas and the relevant tourist boards market Scotland, Wales
and Northern Ireland both internally and externally. This anomalous situation needs to be addressed. The
disastrously mixed messages about visiting the countryside that circulated in the media in the early days of
the foot and mouth crisis clearly demonstrate the need for a body to provide a coherent marketing strategy
for England’s domestic tourism.

5.2 Although many elements of regional administrative structures are still nascent and it will be sometime
before it will be apparent how much scope regional bodies will have, partnerships at a regional level are of
increasing importance in the promotion of tourism, and in determining strategy. For example, the creation of
Regional Agencies for museums, archives and libraries presents an opportunity for a cross-sectoral, strategic
approach to tourism and other issues at a regional level. These new structures will enable museum
development and other issues to be situated in a broad regional policy context.

6. Summary of Recommendations

6.1 DCMS should investigate the impact of free entry to the national museums on the rest of the sector
and, if appropriate work with the tourist boards and national museums, to put remedies in place.

6.2 DCMS should ensure the continued operation of the Heritage Lottery Fund.

6.3 HLF should continue to invest in museum infrastructure, with an emphasis on improvements to
existing facilities, rather than new museums.

6.4 DCMS must provide suYcient funding to enable the reforms to the regional museums sector proposed
by Renaissance in the Regions to go ahead.

6.5 DCMS should have a more explicit policy and more ordered approach to the problem of failing
attractions which have been supported through substantial lottery funding. Future decisions should be made
within a coherent strategic framework.

7 October 2002
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APPENDIX 3

Memorandum submitted by the Business Tourism Partnership

On behalf of the Business Tourism Partnership, I am pleased to submit information to the Committee on
the importance of business tourism to the United Kingdom’s economy, together with its main concerns in
seeking to achieve further growth.

The Partnership has as its members the leading trade associations and government agencies with an interest
in conferences and meetings, exhibitions and trade fairs, outdoor events, incentive travel, corporate
hospitality and individual business travel.

The submission is primarily contained within the attached document, “Business Tourism Leads The Way”,
published in November 2001, which sets out the size and scope of the sector, its essential contribution to
overall tourism and identifies key areas where support would assist Britain’s business tourism to become more
competitive (not printed).

Since compiling this report further evidence of the growth and resilience of business tourism has become
available. From latest available data concerning the size of the conference and exhibition markets, the total
value of business tourism in 2001 is now estimated to be in excess of £16 billion annually, approximately a
quarter of all tourism. Conferences as measured by the 2001 Conference Market Trends Survey amount to
£7.3 billion—up by 10.6 per cent on the previous year. Exhibitions at £2.047 billion show an increase of 14
per cent.

In 2001 the sector outperformed other tourism sectors. IPS data showed that UK business tourism grew
as a proportion of all inbound tourism to 33 per cent from 32 per cent, whilst holiday tourism dropped from
34 per cent to 29 per cent. This is part of a long-term trend since 1993, when business tourism stood at 26 per
cent and holiday tourism at 41 per cent.

There has been a lack of recognition of the importance of business tourism to the economy, its support to
other tourism activities and its stimulation and facilitation of trade development. This has meant that the
allocation of resources to marketing and policy development for the sector has generally lagged behind other
tourism sectors.

It should be borne in mind that business tourism is not only the concern of the Department for Culture,
Media and Sport but that the Department of Trade and Industry and its commercial arm, British Trade
International, are also concerned with trade promotion through conferences and exhibitions, both
domestically and internationally.

The report “Business Tourism Leads The Way” outlines seven key areas where Britain’s business tourism
could do even better for Britain. In order to better understand some of these areas, the following additional
information is provided.

1. More Support Programmes with the DTI & Trade Partners UK

Co-operation with both the DTI and Trade Partners UK is good and a comprehensive policy plan is being
developed with both organisations.

A copy of a letter to Ms Lesley Forsdike, Head of Business Retailing & Consumer Services at the DTI is
attached for information. This outlines where stronger alliances with the DTI would be helpful in creating a
more competitive conference and exhibition sector, which is undoubtedly facing many challenges within
Europe and indeed globally.

A most encouraging response has been received indicating that sectoral strategies of the DTI would
promote the commercial advantages of marketing through exhibitions and events, particularly to SMEs and
in promoting UK venues against overseas competition. The DTI agrees it is sensible to integrate exhibition
and conference promotion with national and regional trade sector strategies.

We eagerly await the revision of The Inward Mission Scheme to enable more overseas buyers to be brought
to UK events. DTI feels there is scope for policies and schemes to enable the UK to respond to subsidised
competitors overseas and might support an industry benchmarking project.

Work is continuing with Trade Partners UK to canvass support from overseas missions for the promotion
of international events to be held in the UK. A pilot scheme is being worked up to identify specific UK
conferences and exhibitions that can be developed into international events. We hope there will be further
support programmes for small businesses to help them attend and exhibit more eVectively at identified UK
events.

We hope the Committee can encourage cross department working for the benefit of trade promotion and
development as a result of viewing business tourism activities in their widest commercial context.
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2. Greater Assistance from Government Departments and Agencies Should be Given to the Bidding

Process for International Events for the UK

To indicate how this works to the benefit of the UK, I am pleased to report on two events that have been
won through a thoroughly co-ordinated approach.

The winning of the 2008, 5,000 delegate, International Congress of Midwives, estimated to be worth £6
million over six days to the City of Glasgow.

This public/private partnership approach included the Prime Minister introducing the bid video, the British
Ambassador in Vienna hosting a reception, the Scottish Executive providing support letters, the Royal
College of Midwives fronting the bid, and considerable additional input for the Greater Glasgow and Clyde
Valley Tourist Board, Scottish Exhibition and Conference Centre, Glasgow Hotels, British Tourist
Authority, Trade Partners UK and the Foreign OYce.

The International Textile Machinery Exhibition (ITMA) is to be held at the National Exhibition Centre
in October 2003, its first time in the UK in fifty years. Attracting what is the world’s largest single sector trade
fair event involved a highly co-ordinated and competitive campaign, across Government departments and
agencies and trade associations, the exhibition venue and the City of Birmingham.

There will be countless trade opportunities emanating from this event, with up to 150,000 commercial and
technical delegates from over 140 countries—90 per cent from outside the UK—attending over a four week
period. The DTI, Foreign OYce, DCMS, BTA, regional and local tourist agencies are all involved in
encouraging maximum attendance and ensuring consequent benefit to trade development, inward investment
and tourism from these visitors.

More joined up action of this kind is bound to win more event business for Britain and we hope individual
members of the Committee will support such initiatives.

3. Additional Resources to be Made Available to the BTA for Business Tourism Promotion

DCMS has recommended the BTA to encourage greater awareness of business tourism and ensure
opportunities are better understood and supported. The DCMS also directed BTA to seek a higher return on
its investment. Business tourism is undoubtedly one sector which can yield a higher return.

In its 2002–03 business plan BTA has undertaken to carry out a strategic review of business tourism within
the BTA to “find the way forward”. The review is to look at the demands of the UK Business Tourism
partners, the demands from BTA overseas markets and the structure and funding of Business Tourism and
the BTA’s Business Tourism department. The structure and focus of other National Tourist OYces and
Convention Bureaux will be researched to look for best practice.

We look forward to the results of this review and hope that allocation of BTA resources to the promotion
overseas of Britain’s business tourism will be more commensurate with its value contribution to overall
incoming tourism.

We hope the Committee will urge the BTA to deploy more resources to business tourism promotion.

4. The English Tourism Council Should Include Business Tourism in its Remit

The English Tourism Council has reported a 53 per cent growth in trips, with the number of nights and
spend by business visitors exceeding overall tourism growth over the past ten years. Business visits now
account for 20 per cent of all tourism spend in England. In London alone there is an annual impact from
business visits equal to £3 billion.

Since its inception The English Tourism Council has never had suYcient resources to fulfil its basic remit
of including business tourism within its strategic and research programme. Consequently Regional Tourist
Boards have not been directed to look at business tourism as a key driver of regional economies.

Recent announcements concerning the probable changes in the Council’s structure and the creation of a
body to market England provide an opportunity to rectify these omissions.

Recommendations by a DCMS working group are welcomed. These include a business travel marketing
department within the proposed England Marketing organisation together with a guideline to allocate 20 per
cent of the marketing focus to business tourism.

Members of the Partnership would wish to contribute to developing a strategic approach to business
tourism marketing of such a department.

Also welcome were the suggestions of gathering market intelligence and a global database of business
events with government ministers involved in the pitch process.
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The suggested promotion of “business extenders”, whereby more attention is given to extracting more
spend from business travellers on leisure pursuits whilst attending business events, is already subject to a
report to be published by the Business Tourism Partnership in the next few months.

The proposals for better partnerships to enable greater collaboration between conference locations are
certainly something members of the Partnership could assist in bringing about.

We hope that the new body for marketing England will have a strong remit for the promotion of business
tourism and that the Committee will support this view.

5. UK National Tourist Offices, Regional Tourist Boards and Regional Development Agencies to

be Given Responsibility and Resources to Develop Business Tourism

The various announcements made by the Secretary of State and Minister at the DCMS would indicate that
the allocation of resources for the future marketing of English tourism will invest in regional agencies
significant responsibility for this task.

We believe there is merit in this approach. However it is essential that regional bodies improve their
awareness of the current status and potential benefits of business tourism in their areas and incorporate
relevant policies to enable appropriate infrastructure to be developed.

Letters exclaiming the virtues of sound policies towards business tourism have already been sent to
Regional Tourist Board and regional Development Agencies. These have received a mixed response.

The Committee’s advice to regional bodies to ensure the inclusion of appropriate policies for the
development of business tourism would be welcome.

6. A More Supportive Attitude Towards Education, Skills and Qualifications

In common with the restructuring of all industry National Training Organisations, the Travel Tourism
Services and Events NTO (TTSENTO) is to be replaced by a Sector Skills Council (SSC) and is therefore
seeking accreditation as one of the new SSCs in alliance with the Hospitality Training Foundation. The first
stage of this process has been approved by the Sector Skills Development Agency (SSDA) and the business
tourism sector strongly supports this bid to establish a Sector Skills Council.

The Events Sector Industry Training Organisation (ESITO) will continue as the industry Assessment
Centre for the Event National Vocational Qualification (which also established the first ever occupational
standards) and the business tourism sector reiterates its request for funding support in promoting these
longstanding objectives.

We seek the Committee’s support for these objectives and also its endorsement of the SSC application.

7. The Provision of an International Convention Centre for London

Previous mention has been made of the £3 billion contribution made by business travellers to the Capital’s
economy and to inward investment and high quality job creation.

London is the only major international city without a major international convention facility, capable of
holding 5,000 delegates. Because of this it fails to secure its share of prestigious International Association
Congresses and world renowned medical, scientific and technical events and loses out on 3,000 jobs and an
estimated £100 million in revenues from such events.

The previous lack of a Greater London Authority has prevented any municipal initiative to identify an
appropriate site and facilitate a public/private partnership approach to such a project.

The Mayor of London is shortly to publish his strategic plan for tourism. It is our expectation that some
progress will be made in furthering this opportunity.

The Committee’s endorsement and support for a much needed facility would be welcome.

We hope the above detail enables the Committee to include business tourism in its overall consideration
of the current and likely future performance of the British tourist industry and specifically where that
performance can be influenced by Government taking a more wholesome role in its promotion and support
of the sector.
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Annex

Letter dated 11 June 2002, from the Chairman of Business Tourism Partnership to
the Head of Business, Retailing and Consumer Services at DTI

UK Exhibition and Conference Industry

Thank you for giving the Business Tourism Partnership an opportunity to input into your Department’s
current external review of its structure and activities. Therefore I am setting out areas where we believe the
exhibition, event and conference sectors might foster stronger alliances with the Department, through the new
Business Relations structure.

During our previous discussions we concurred that there was significant commercial advantage for
participation by companies in exhibitions and conferences to be promoted as part of individual industry
sector strategies. The benefits of showcasing products and services at exhibitions and networking and
gathering information at conferences has been shown to be the most eVective method of competing for
international and domestic trade and developing market intelligence.

Developing trade through exhibitions and conferences demands a highly competitive and productive form
of marketing and trade activity. Co-ordinated properly it will produce far higher returns on marketing
activity than most other forms of business promotion.

The staging of exhibitions and conferences faces intensive competition, within Europe and globally. In
Europe, other countries continue to invest significant public funds in exhibition and convention facilities,
their promotion and facilitation of attendance at events (despite tougher EU rules on State Aid). Facilities
are often provided—to a very high standard—as part of a strategy for economic and tourism development
and often represent a major municipal investment to obtain international profile.

However the UK remains a popular destination for trade shows and meetings. It oVers an easily accessible
destination with professionally managed services and excellent added facilities, especially in terms of leisure
and cultural attractions too.

But the stakes are high and the industry needs top-level government involvement, especially in the
provision of appropriate facilities, the bidding for international events, the encouragement and facilitation
for businesses, especially small enterprises to participate and to benefit and in the assistance given to key
international and domestic buyers to attend.

Scale of Activity

Exhibitions

The exhibition industry features events in permanent facilities—following capital investment of around
£850 million, there are 26 members of EVA, the Exhibition Venues Association, providing a choice of venues
with over 2,000 square metres of display space. There are also substantial events in temporary structures, such
as Farnborough. Research is under way to map the full-scale of activity. But sustained research over the last
12 years has monitored core activity in main venues.

In 2000, 11 million visitors attended 868 exhibitions that occupied 7.6 million square metres of gross hall
space. Of this activity, 55 per cent related to trade shows; 43 per cent to public shows.

Exhibitor spend in 1999 was estimated at £1.7 billion. Figures for 2001 will shortly be published. There are
also two further economic impacts, diYcult to estimate but which make a substantial contribution to the UK
economy.

— Orders placed with UK exhibiting companies. Over 100,000 international trade buyers attend each
year and ensure that UK Fairs make an important contribution to export trade. In particular, they
enable SME’s to start exporting in a cost-eVective manner. The annual Spring Fair, Birmingham
generates £1 billion in trading activity in the giftware and related sectors.

— Regional economic impact. The industry is geographically dispersed throughout the UK, delivers
real spending benefits from business tourists (average daily spend of £157) and, broadly, peaks
outside traditional tourist seasons. As a major example, the National Exhibition Centre,
Birmingham (The NEC) generates £580 million per annum and secures 17,800 jobs in the West
Midlands.

British exhibitions have a high reputation for innovation and entrepreneurial flair. There are 400
organisers, 20 per cent being trade associations. These enterprises seek to develop new business in line with
economic sector trends. The AEO, Association of Exhibition Organisers, represents over 200 members who
employ an estimated 6,000 people in addition to the EVA venue employment of more than 8,500.

Installing the 105,000 exhibition stands is the responsibility of the contractors, represented by BECA,
British Exhibition Contractors Association. Its 300 members employ an estimated 7,000 people in the UK
(detailed research is in hand) and invest in modern display equipment to ensure high design standards.
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Conferences

An estimated 1.3 million conferences and meetings took place at UK venues during 2000 and the sector is
estimated to be worth £6.6 billion annually to the economy.

According to the 2000 ONS International Passenger Survey, an estimated 851,000 conference visitors from
abroad brought £591 million to the UK spending more per visit (£694) than both the average visitor (£507)
and the average business visitor (£554). Visitor spend is considerable: a party political event in 1999 in
Bournemouth generated £11 million.

Conference and convention activity features national and international association meetings, as well as an
array of corporate presentations and company meetings. Around a quarter of meetings and conferences
involved delegates having an overnight stay at the venue.

In 2000, around half of all conferences were classified as corporate events (48 per cent), 32 per cent were
government events and 20 per cent were association events. National association conferences, many of which
attract international delegates, comprise 24 per cent of the sector. Some 27 per cent of residential conferences
were attended by some overseas delegates compared to 19 per cent of non-residential conferences.

The British Association of Conference Destinations represents a large proportion of the public and private
funded conference facilities.

Major investment is taking place in all regions in a combination of new build and redevelopment and
refurbishment of existing facilities. A number of destinations have proposals for new, purpose-designed
conference centres. These include Bath, Folkestone, Liverpool, Nottingham and Perth.

Projects nearing completion include the £18 million redevelopment of the Aberdeen Exhibition and
Conference Centre with a capacity for 2,000 delegates; the Baltic Centre in Newcastle/Gateshead with
facilities for up to 2,400 delegates; £7 million redevelopment of the Telford International Centre for 1,300
delegates; the £30 million restoration of the Dome Complex in Brighton and the £12 million refurbishment
of the Villa Marina in the Isle of Man.

However a much needed International Convention Centre for London capable of holding over 5,000
delegates still requires public and private support and backing from the Greater London Authority and
London Development Agency.

Employment benefits are illustrated by the provision of 22,000 jobs in Birmingham through its four main
event venues; 68 per cent of all tourism jobs (4,750) are employed in the conference and exhibition sector and
the recent extension to the Scottish Exhibition and Convention Centre creating over 3,500 jobs in the
Glasgow region.

International conventions are won through an exceptionally competitive bidding process for each event.
This involves detailed documentation, packaging of amenities, accommodation, transport and local
attractions. Arrangements for familiarisation visits; endorsement by senior figures for tourism and trade
promotion and local and national politicians and often has to contend with subsidies by overseas competitors
both in the provision of travel, infrastructure and organisation cost and the facilitation of attendees to the
event.

Current Issues

In view of the importance of sustaining a competitive exhibition, conference and trade event sector within
the UK economy consideration by the DTI and its agencies should be given to the following areas:

1. Export trade potential of UK exhibitions and meetings to be better understood, with adjustment to
the limited promotional support available to organisers of International events held in the UK—
rather than overseas.

2. The development of policies and schemes that will enable the UK to respond to heavily subsidised
competition for important sectors of the international market?

3. Top Ministerial support for bids made for major European and World events and similar attendance
at opening ceremonies etc., matching the practice of leading competitors.

4. Integrating into national and regional trade sector strategies, the use of exhibitions and conferences
for the promotion of goods and services.

5. Consideration in transport policy for improving access and avoiding congestion around the
exhibition and conference venues, improving the impression given to key international visitors.

6. Specific attention to some regional investment issues eg Northern Ireland and the delivery of “joined-
up” thinking and more consultation with National and Regional agencies, including the RDAs. The
industry believes this issue needs to be pursued within the debate over suYcient funds being
allocated to ensure that the BTA, the National Tourist Boards of England, Wales and Scotland—
and the RDA’s—address promotion and research into the development of business tourism
infrastructure and facilities.
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7. Further joint promotion schemes to increase the involvement and training of SMEs in UK-based
exhibitions.

8. Benchmarking investment by competitor economies, particularly in Europe. Identifying how
investment in national infrastructure can generate greater rewards.

The Business Tourism Partnership is most appreciative of the excellent support it already receives from the
DTI. We believe that further integration of exhibition, events and conferences to promote trade
opportunities, within your department’s development strategies will make UK industry more competitive and
productive.

We hope your external review can incorporate the proposals in this submission within its final
recommendations.

APPENDIX 4

Memorandum submitted by the British Institute of Innkeeping

Re: Tourism after September 11

I am responding to your request for information for your enquiry on the above subject. The British
Institute of Innkeeping is the professional members’ organisation for licensees and has over 15,000 members
across the UK. We also have a wholly owned awarding body, BIIAB, for licensed retail qualifications. The
Qualifications and Curriculum Authority accredits both the BIIAB and seven of its qualifications.

To answer your questions, we have consulted with our South West and North West regions as these are
the two areas most reliant on tourism. We have taken your questions in order.

1. What is the current and likely future performance of the British tourist industry following foot-and-mouth
disease and the events in New York on 11 September 2001?

Our general feeling is that while Foot-and-Mouth had a devastating eVect on rural tourism businesses,
September 11 had a bigger eVect on those in the cities. The problem for tourism is the immediacy of the
business—an empty bed or unsold meal cannot be stockpiled, the sale is lost there and then and cannot be
replaced. This led to many rural pubs going out of business as both the tourists and the local community were
staying away. September 11 has had a lesser eVect as it only aVected tourist trade, while keeping the
regulars there.

Pubs in the city centres, particularly London, seem to have suVered most from terrorist attacks, but they
are more robust in general and in a better position to weather the storm.

2. Does the Government have a role in promoting and/or supporting the industry?

3. What should that role be?

Yes, there is definitely a role for Central Government—but it must also work with regional tourist boards
and development agencies. One of the problems that must be addressed is where licensees can go for support
when crisis hits.

During Foot and Mouth, licensees where reduced to swapping tit-bits of information on financial support
and payment deferrals. We found it almost impossible to deal with queries at head oYce as much of the
support was regional.

We would like to see a centralised information source so we can better signpost members to help and a
quick response system without red tape. Licensees wanted to help themselves, but were left so despondent
that many businesses that probably could have survived Foot-and-Mouth, didn’t. There was also a feeling
that there was little support for the stressful personal position rural licensees were in.

4. Do current arrangements for supporting, promoting and/or regulating the industry:

— meet the need adequately;

— reflect the devolution settlement appropriately;

— promote the quality of provision eVectively;

— encourage productivity within the industry?

We would like to see greater recognition for licensees that act in a highly professional manner—through
membership of professional bodies and for those who have taken qualifications to underpin their businesses.

The British pub is an institution of its own—it is our most popular tourist attraction—and yet it doesn’t
even have its own tourist symbol. Butterfly farms and brass rubbing centres yes, pubs no. We are the cash
cow of hospitality and the most under-recognised, and undersold tourist oVering.
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As a result, we do not encourage productivity or professionalism and this allows bad operators to continue.
By recognising the good and holding them up as examples of best practice, you will raise the standard of the
rest of the industry too. This is something we would actively encourage.

24 September 2002

APPENDIX 5

Memorandum submitted by the Tussauds Group

INQUIRY INTO TOURISM AFTER SEPTEMBER 11

The impact of September 11, coming as it did on top of Foot-and-Mouth Disease, has meant that the
Tourism industry has had to confront fundamental questions of how to ensure future success. I am very
pleased to submit the Tussauds Group response to the Culture, Media and Sport Committee’s inquiry into
Tourism. Should you wish us to expand on any aspects of the paper, we are willing to contribute oral evidence
to the inquiry.

The Tussauds Group as Europe’s largest visitor attraction business has first hand experience of the impact
of recent crisis upon the industry. The Tussauds Group deals with city centre experiences, such as: The
London Eye; Madame Tussaud’s in London, New York, Las Vegas, Amsterdam and Hong Kong; and
Warwick Castle. Other Tussauds attractions include the UK theme parks Alton Towers, Thorpe Park and
Chessington World of Adventures and Heide Park in Germany.

Continuing government support for Tourism is essential and there is little doubt that, in reaction to a crisis,
we saw the true potential of the Government agencies responsible for the promotion and support of British
Tourism. It is now crucial that this potential is fully realised as a matter of course and we expect that the
Committee’s report will be a positive and rounded contribution to the ongoing debate.

1. About the Tussauds Group

The Tussauds Group is Europe’s number one visitor attraction business and one of the world’s leading
leisure and entertainment companies. The group controls eleven attractions around the world, attracting a
total of 15 million customers per year. The Tussauds Group deals with city centre experiences, such as: The
London Eye; Madame Tussaud’s in London, New York, Las Vegas, Amsterdam and Hong Kong; and
Warwick Castle. Other Tussauds attractions include the UK theme parks Alton Towers, Thorpe Park and
Chessington World of Adventures and Heide Park in Germany.

2. Current and Likely Future Performance of the British Tourism Industry Following Foot and

Mouth Disease and 11 September

The eVect of foot-and-mouth and September 11 was non-uniform in nature. Each market of origin,
domestic, near market (Europe), and long haul (mainly the USA and Japan), has recovered with a varying
pace. At this point in the cycle, the industry can say with a relatively degree of confidence that the domestic
and near markets have fully recovered (albeit, not to 2000 levels) and the long haul market is still in the process
of recovery. However, expenditure per capita by overseas tourists is down on previous years. Other factors
are now influencing inbound Tourism, including economic performance in some overseas markets.

From Tussauds’ perspective, we were able to rapidly shift demand for our visitor attractions from near and
long haul markets towards the domestic consumer, thereby maintaining volumes. However, we were only able
to do this because we have the Marketing resource and can refocus relatively quickly. The vast majority of
the Tourism sector is not able to shift demand in this way, given the number of small and medium size
enterprises with very limited resources.

It should also be stated that the eVect on the Tussauds attractions has not been uniform. Our theme park
attractions proved to be resilient and the London Eye recovered quickly once fear factor following September
11 had waned. However, Warwick Castle, reliant as it is on the same long haul market as destinations such
as Stratford, Stonehenge, and Bath, found it more diYcult to recover.

Future prospects for The Tussauds Group are relatively good, with this year’s performance on visitor
volumes and growth out-pacing corporate targets. Of course, as with all UK businesses which have an
element of Tourism dependency, Tussauds remains susceptible to broader factors such as the quality, value
for money, infrastructure and perceptions of the UK and economic and political factors in overseas markets.

3. The Role of Government in Promoting, Supporting and Regulating Tourism

The Tourism market is unique in that it is fragmented, segmented and individual brands are inevitably
dependent on broader brands such as “London”, “England” and the “UK/Britain.” Tourism makes a
contribution of approximately £74 billion a year to the UK economy and there is a strong potential leverage
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that government support can oVer. Given the phenomenal return on public investment that has been
achieved, there is a strong case for the continuing involvement of government agencies in promoting, co-
ordinating and providing leadership for the Tourism sector.

Promotion

If UK Tourism is to fulfil its potential to contribute to the UK economy, it is important that the projection
to both overseas and domestic markets is not simply a series of disconnected brands. By way of illustration,
there are very few people who come to London solely to go to the Tower of London (or Madame Tussaud’s),
but a great number of people visit the Tower of London as something to do when visiting London. The
“London” brand contributes to the success of the Tower of London and the “London” brand is developed
by the notion of “heritage” in attractions such as the Tower of London. To harness the benefit of the
“London” brand for the Tower of London, not to mention for the benefit of the shops, restaurants, hotels
and the many other beneficiaries of Tourism to London, it is necessary for a series of bodies to develop an
understanding of the “London” brand. They also need to understand the sub-brands within the “London”
brand and the relationship of the “London” brand to the “England” and “UK” brands, as well as identify
market segments such as “visitors who are interested in castles.” Co-ordination is very diYcult without
government support.

The Tussauds Group is confident that the BTA, ETC and Regional Tourist Boards are eVective in
delivering their existing promotion functions though they are all under-resourced. Regional Tourist Boards
have a key role to play in enabling the region to benefit from major visitor attractions within the region, as
in the case, for example, of Eden/Cornwall and Alton Towers/StaVordshire. But they also deliver visitors to
attractions within regions through the definition and promotion of regional brands, such as the “Cotswolds”
or “Lake District.”

Support

The Government has improved its understanding of the Tourism industry over the last few years but there
is still room for further improvement. The Tourism Alliance has accepted that the industry’s co-ordinating
department should be the Department for Culture, Media and Sport. At this stage, we accept that the DCMS
is the most suitable sponsoring Department, but have concerns about whether the Department will be able
to develop a set of relationships directly with businesses in addition to the already established relationships
with industry bodies.

Ultimately, the Department will need to develop a focus on Tourism as a business and will need to provide
a strong input into public policy processes on a wide range of issues from transport to employment legislation
from the perspective of the Tourism industry.

One area of immediate concern is that the UK is perceived as being a relatively expensive destination. Only
two other European countries charge the full rate of VAT on hotel and tourist accommodation. By way of
comparison, this eVectively means that visitors to the UK are paying 12 per cent more VAT on
accommodation than if they were to visit France. This additional tax undermines, rather than supports UK
Tourism.

The ETC also has a key role in creating an infrastructure of support for English Tourism in conjunction
with the Regional Tourist Boards. This infrastructure encompasses everything from analysing market data
to identifying segments, disseminating best practice and quality assurance, and unifying consumer facing
gateways to enable ease of booking, information gathering, and access to best pricing, more often through
on-line means.

Regulation

There are a myriad of agencies involved in the regulation of the Tourism industry just as for any other
industry. It is diYcult to envisage the need for additional regulation specific to the Tourism industry.

4. The Future of Government Support for the Tourism Industry

If government provisions for the promotion, support and regulation of the Tourism industry are to be
improved, the Committee should consider proposing:

— DCMS to be given a clear remit in supporting Tourism as a business-led industry within
government. Its success in delivering the highest quality support for the industry should be
evaluated periodically;

— Expansion of the ETC’s role in developing the “England” brand and co-ordinating ongoing
research into market segments within England. The ETC’s recommendations for the creation of
“England Marketing” on the basis of a partnership of the public private sectors should be
supported;
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— Protection of the Regional Tourist Boards’ role in defining and promoting regional “sub-brands”,
albeit under the umbrella of greater ETC co-ordination;

— A single, credible Quality Assurance Scheme to reduce confusion about variable standards in
accommodation;

— Reduction of VAT on hotel and tourist accommodation;

— A review of how a variety of government policies, ranging from airline passenger duty to VAT on
heritage refurbishments, aVect the UK Tourism industry;

— The Government should work with the Tourism industry to investigate ways in which the image of
the industry as a career option can be improved.

5. Concluding Comments

The FMD and September 11 crises forced the Government to ensure that support for British Tourism was
co-ordinated and better resourced. What was achieved in reaction to those crises should become a new modus
operandi for government’s role in relation to Tourism. In future, a system of government support for Tourism
that is more proactive in promoting and supporting Britain as a tourist destination must be devised. Without
a higher degree of co-ordination and innovation in support of the industry, the UK Tourism balance of
payments, which has declined by £10 billion since the mid-1990s, is likely to decline further.

The Tussauds Group believes that government structures for the support of Tourism have gradually moved
in a positive direction. Those structures now need to evolve further in order to create an infrastructure of
support for the industry as well as a strong voice for the industry in government.

26 September 2002

APPENDIX 6

Memorandum submitted by the British Hospitality Association

1. The British Hospitality Association is the national trade association for the hotel, restaurant and
catering industry, representing some 30,000 establishments with more than 325,000 bedrooms and employing
over 450,000 staV.

2. Our principal role is to support the industry by lobbying government in Westminster, CardiV,
Edinburgh and Brussels, but we also seek to help members to become more eYcient and productive. We are
the lead trade association in the industry’s Best Practice Forum, which has the objective of encouraging better
productivity through the introduction of best practice in key areas of a business’s operation.

Response

We deal with the Committee’s questions in order.

What is the current and likely performance of the British tourism industry following the foot-and-mouth outbreak
and the events in New York on 11 September 2001?

3. During last year’s Foot-and-Mouth crisis, the association led the industry’s lobby for government
support so that tourism and hospitality businesses could more quickly overcome the damage caused. The
measures agreed by Government in respect of the Foot-and-Mouth outbreak, including a moratorium on
VAT/PAYE/NI payments and hardship relief on business rates did much to enable many businesses to
survive a diYcult year. These measures were also much more helpful to well run, but temporarily cash starved
businesses than some of the grant schemes which emerged during the crisis.

4. It was unfortunate for tourism, however, that, at least initially, the Foot-and-Mouth crisis was handled,
almost exclusively, from the point of view of the farming industry, even though tourism is four times the size,
employs five times the workforce and generates 50 per cent more in foreign exchange than farming. The
closure of footpaths in the countryside eVectively closed the market for many country tourism businesses in
the period from February 2001 through the summer. There was also a particularly severe impact on London,
which lost many of the inbound tourists it would have expected, particularly from the USA.

5. Following the events of 11 September 2001, we worked closely with the BTA to assess the impact and
our Chief Executive attended a number of meetings with the Tourism Minister and with DCMS oYcials. Our
latest survey of members (August 2002) shows that recovery is on the way but is still fragile in London, in
particular. Except in London, trading in the first six months of this year was better than might have been
expected, with the UK leisure market and short break market improving quite significantly. Hotels in the
south-west and the north enjoyed the strongest surge in demand. Not surprisingly, the worst decline was in
the inbound market with 55 per cent of respondents in the survey reporting a decline in the number of overseas
visitors and only 14 per cent reporting any growth.
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6. The survey also indicates that the amount of investment in the hotel industry held back by last year’s
events could amount to between £500 million and £1 billion. Available evidence would suggest that in the
region of one-fifth has been cancelled, rather than simply postponed, although most investment programmes
by major groups appear to be continuing.

7. It is diYcult to separate the relative impacts of the Foot-and-Mouth outbreak on the industry, the
impact of the September 11 attack, and the downturn in the US and world economies which, cumulatively,
led to a loss to the industry in 2001, variously estimated by the English Tourism Council at between £3 billion
and £8 billion (the latter, if previously expected growth in the market is factored in).

8. Latest figures from the British Tourist Authority and the English Tourism Council show that inbound
and domestic tourist figures are improving on those for last year—but recovery is still fragile, and visitor
spend generally is not recovering so well.

9. With 14 million visitors to Britain in the January–July period, there was a two per cent increase
compared with the same period in 2001, but spending was down by two per cent to £6.4 billion.
Encouragingly, the number of visitors in July, at 2.92 million, exceeded those of 2001 (2.56 million) and even
improved on those of 2000 (2.82 million) by four per cent.

10. TraYc from Europe is holding up well and was higher in June and July this year than even in 2000,
helped by the fast growing networks of the low cost airlines. But the key North American market is proving
slower to recover, with visits to date down compared with the same period of 2000.

11. Latest figures from the English Tourism Council show that domestic trips in England for the first five
months of the year, compared with 2001, are up by 15 per cent to 52.4 million with spending up by 21 per
cent to £7.7 billion. Parts of the country performed well. In July, for example, Cornwall reported one of its
best years for 20 years; visitors to Chatsworth House were over 30 per cent higher than 2001 and ten per cent
up on 2000; while Blackpool said July had been a “remarkable month”. But these increases only bring the
industry back to 2000 levels.

12. It should, however, be noted that the number of overseas visitors to Britain had been on a plateau from
1997–2000. Even without the events of 2001, Britain was already facing a major challenge in increasing visitor
numbers. The challenge now is not only to return to the level of 2000, but to increase from that base—
something that Britain had been finding great diYculty in achieving in the closing years of the last decade.

13. The domestic market, which is four times as large as the overseas visitor market, is clearly vital to the
industry’s continuing success. It is important to “grow” it so that the downturn in the number of overseas
visitors can be counter-balanced by an increase in home holiday-takers. The number of Britons holidaying
abroad continues to rise, despite intense promotional activity by major UK hotel groups this year. This makes
the re-structuring of the marketing of England, to which we refer below, all the more important.

Does Government have a role in promoting and/or supporting the industry? What should that role be?

14. We believe that Government has a well-defined role in supporting and promoting the tourism industry
and that a positive and creative partnership between Government and the industry is more than ever
desirable.

15. From the Government’s point of view, the industry is one of the most successful job creators in the
UK economy, while its tax and duty revenues, even on the £12 billion spend by overseas visitors amounts
perhaps to some £2.5 billion. From the industry’s point of view, the Government has a key role in creating
the right structure and the right economic climate in which the industry can flourish.

A Framework for Marketing England

16. Government needs to restructure the framework for promoting tourism in the UK. Whereas Wales
and Scotland have their own tourism agencies, England (which attracts 75 per cent of all domestic and
overseas visitors) has no central tourism promotion organisation. Such an organisation needs to co-ordinate
a coherent promotional programme to attract domestic visitors to England. Nevertheless, the complexity of
the present arrangements should not be underestimated.

17. Regional Development Agencies, Regional Tourist Boards, local authorities (the latter, alone,
spending some £90 million tourism promotion) and many other agencies, have an interest in tourism in their
region. Their respective roles and responsibilities need to be clarified before any meaningful new England-
wide marketing and promotion arrangement can be successfully implemented- but this should not be an
excuse for delay.

Tourism Promotion Overseas

18. Government in London, Edinburgh and CardiV needs to clarify the respective overseas promotion
roles of the Wales Tourist Board and VisitScotland in relation to the British Tourist Authority. Should these
countries have suYcient resources to promote themselves separately overseas or should the status quo remain?
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Widening the Public/Private Partnership

19. Government needs to recognise that in any future public private promotional partnership, other
tourism interests should be involved, including pubs, restaurants, theatres and the retail industry. These
sectors benefit as much from tourism as the more obvious hotel and travel sectors. Their financial input would
strengthen the existing private partnership and would add weight to any promotion undertaken in the future.

Additional Funding for the British Tourist Authority

20. Government must continue granting additional funds to the BTA. This year, an extra £20 million was
granted to the BTA to undertake its Million Visitor Campaign (MVC), on condition that matching funding,
in the shape of a £5 million cash contribution and a contribution in kind of £15 million, was forthcoming
from the private sector. The BHA played a key role in persuading its Council members, representing all major
UK hotel groups, and others in the tourism industry, to contribute to the funding of MVC. This resulted in
some £40 million becoming available to the BTA—more than its annual Treasury grant-in-aid. This public/
private partnership, the first of its kind in the industry, is viewed by the industry as a very positive way forward
for future campaigns.

21. This additional £20 million grant from the Treasury is not a net cost. We estimate that the Treasury
will recoup at least £100 million in tax and duty revenues from MVC if the target £500 million additional
spend by overseas visitors this year is reached. Because of the time required to plan and prepare a
sophisticated television and media campaign in eight key overseas markets, it was not until May 2002 that
any promotional activity could be implemented, with the campaign running into June-August. The resulting
campaign has attracted nearly 1m hits so far on the website, but it was always recognised that its impact on
the 2002 season would be limited.

22. It is our view that funding arrangements at the same level will be required for at least two more years
if Britain is successfully to regain its “lost” visitors—and plans for 2003 need to be finalised now.

General Economic and Social Structure of Britain

23. Government needs to create a better national transport system, both road and rail; to make swift
decisions on airport runways in the south east and expanded regional hubs; to facilitate a major convention
centre in London; to reduce the number of people begging; to create safer towns, cleaner streets and more
toilets, which are kept clean; to permit fewer planning delays; to introduce licensing laws that are in line with
21st century needs; to make it easier for non-EU workers to enter the UK tourism industry and for unskilled
workers to be able to learn a new job in a growing industry.

24. Finally, government must make real eVorts to reduce the volume of new regulations which take up so
much time, particularly among owner operators of small businesses. The scale of this problem was highlighted
in the June 2000 report of the Better Regulation Task Force, which examined the impact of regulation on the
hotel and catering industry. It pointed out that even government departments found it diYcult to provide
basic information about the essential regulatory requirements.

Value Added Tax

25. Government needs to recognise that the present high rate of VAT on hotel accommodation in the UK
(17.5 per cent), compared to the 5.5 per cent in France and similar low rates in other countries, puts us at a
significant competitive disadvantage. The UK is a high cost destination but that does not mean that it should
not provide good value. However high rates of taxation, outside the industry’s control, including, in
particular, business rates, are unhelpful to the UK as tourist destination.

Do current arrangements for supporting, promoting and/regulating the industry

— meet the need adequately;

— reflect the devolution settlement appropriately;

— promote the quality of provision eVectively;

— encourage productivity within the industry?

26. We recognise that the support which the Government gave to the industry during the Foot and Mouth
outbreak did much to enable many small businesses survive a diYcult year. The additional funding to the
BTA, covered earlier, may be regarded as a blue print for future funding arrangements.

27. On the question of devolution, there are two issues: firstly, we have already pointed out the confusion
in the overseas promotion role of the national tourist boards vis-a vis the BTA. Secondly, having diVerent
hotel classification and grading systems in each part of Britain is not helpful to consumers, particularly those
from overseas.
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28. On the question of the quality of provision, we support the ETC’s Stepping Stones programme, which
gives advice and encouragement to resort hotels and guest houses to join the harmonised scheme.
Furthermore, we also support those resorts that have adopted an inspected-only policy, which excludes from
locally produced guides and other promotional material any establishment, which has not been inspected by
the local authority.

29. We go further. We are also encouraging establishments to raise quality standards and to ensure that
they comply with existing regulations so that they are “fit for purpose”. The industry has been working with
the DCMS on this project, which can be described as a better, less bureaucratic approach than proposals for
a statutory registration and grading scheme.

30. The Fitness for Purpose project links to the work of the Best Practice Forum. With its “Profit Through
Productivity” branding, the programme has successfully completed a series of pilot projects and is being
launched nationally this autumn, beginning with Cumbria, to be followed by the South West and London
and other regions.

31. The aim of the programme, which is part funded by the DTI, is to encourage owners of SMEs and
micro businesses to look at their own organisational structure and to adopt—or adapt—best practice from
other organisations and, even, other industries. A research project, undertaken by the University of Surrey,
is providing information on best practice which is being incorporated into the initial two half-day seminars,
follow up master classes, visits to Best Practice establishments and Best Practice toolkits.

32. We believe that this programme is one of the industry’s most significant developments, pointing the
way forward to greater eYciency, higher productivity and improved profits. With more establishments
implementing best practice, and benefiting from it, pressure will inevitably be put on every other business to
raise its game.

33. To sum up—Britain faces a serious challenge in regaining the number of visitors it lost in 2001, and to
improve on 2000 figures; further investment in promotion is needed on the same scale as this year. England
needs to market itself at home more eVectively through a central co-ordinating marketing organisation.
Standards in the industry need to be raised and eYciency and productivity must be improved: this is being
tackled by the Best Practice Forum.

34. Government support is required to provide core funding for the BTA and ETC, but the roles and
responsibilities for these, and other organisations involved in the tourism industry, must be clear and
unambiguous. The relationship between the Government and industry is increasingly one of partnership but
the danger of the industry being overwhelmed by new regulations is real and cannot be over-emphasised.

2 October 2002

APPENDIX 7

Memorandum submitted by the National Trust

TOURISM AFTER SEPTEMBER 11

Introduction and Summary

The National Trust welcomes the opportunity to contribute to the Committee’s inquiry into the future of
tourism. It comes at an important moment in the development of our understanding of the nature and
importance of the tourism industry. The recent and very diVerent impacts of Foot and Mouth and September
11 have demonstrated both the importance of the industry and the lack of a clear or comprehensive policy
context for its development. It has also highlighted a lack of shared understanding over what constitutes
“tourism” which is confusing policy development and public debate.

The Trust’s contribution to the inquiry draws on our role as owner, manager and landlord of an extensive
portfolio of properties and landholdings across England, Wales and Northern Ireland with extensive public
access. We seek to integrate our conservation responsibilities with the management of a major business
turning over £250 million each year. We welcome nearly 12 million visitors to our pay-for-entry properties
and an estimated 50 million visits to our coast and countryside properties each year. These visitors engage in
over 40 diVerent types of outdoor activity. The Trust is responsible for over 245,000 hectares of land, 600
miles of coastline and 300 historic houses and gardens. Access and enjoyment are part of the Trust’s
fundamental founding principles and we work to promote these in a manner which respects and enhances the
underlying resources and brings benefit to local communities in both town and country. In this work we
regularly face up to and address the potential conflict between business and conservation interests that are
visible elsewhere and this experience may be particularly useful to the Committee. A number of examples of
the Trust’s work are provided in the Annex to this evidence.

Our evidence identifies a number of major considerations for the Committee’s attention. Primary among
these is the need to address the widespread confusion over the nature and scope of the “tourism industry” and
to forge a new and very diVerent approach, which focuses on the wider economic, social and environmental
contribution, which a new approach to tourism based on “place” can bring.
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We encourage the Committee to:

— Agree to the need to redefine and refocus tourism as “business based on place” rather than major
attractions, infrastructure and international markets—emphasising the potential contribution to
sustainable regeneration and development in both urban and rural areas and its dependence on a
high quality environment and maintaining and enhancing local and regional character and
distinctiveness.

— Recognise the contribution to be made to government PSA targets for more balanced regional
development and raising productivity levels in the least well performing rural areas through this
approach and the need for a target to reduce the £13.2 billion tourism balance of payments deficit.

There is a need to address the barriers to growth of this new conception of the industry by examining the
following areas:

What is being promoted?

— The benefits of placing a greater emphasis on domestic tourism, rather than attracting
international visitors.

— Promoting “sustainable tourism” (see Annex) based on:

— Supporting local economies through the recognition and promotion of tourism-based
business clusters.

— Promote the diVerent environmental, social and cultural resources that make up local regional
character and distinctiveness.

— Involve all interest groups in securing improvements to natural and built environment, thus
developing a sense of ownership and responsibility for resources.

— Minimise the impacts of tourism both in terms of access to destinations and through the
provision of sustainable facilities.

— Developing social capital by ensuring that tourism in properly integrated into the local
economy, and benefits local people.

— Expanding and developing public access to the natural environment.

— Develop education and understanding as a key element of tourism, not just in terms of history,
but also environment and sustainability.

Who is responsible for promoting it?

— Review existing institutional structures of support to strengthen the role of the English Tourism
Council in championing the tourism sector as well as research and marketing, better support and
network Tourist Information Centres and integrate tourism into place-based economic and
regeneration strategies by Regional Development Agencies.

— Work with Regional Development Agencies to support the development of sub-regional tourism
related business clusters.

What policies are required for more eVective tourism promotion?

— Assess the relationship between transport policies, especially those relating to air travel and their
eVect on the state of domestic tourism.

— Improve the accessibility of tourism resources by a range of transport modes, harnessing the
opportunity for travel to be part of the experience, including through new guidance on the role of
Local Transport Plans. This will require the eVective involvement of the English Tourism Council
and the relevant Regional Development Agency.

— Develop new methods of interpreting the economic importance of the tourism industry. These
should concentrate on capturing the economic worth of micro-businesses such as bed and breakfast
and other local services on which the industry depends.

— Strengthen the importance of sense of place and local and regional character and distinctiveness as
a social and economic asset in national planning policy guidance notes (for instance PPG 17 and
PPG 21). This should feature strongly in the review of PPGs announced in the Planning Green
Paper.

— Incentivise schemes that re-invest income in environmental improvement and supporting visitor
pay-back schemes (such as the voluntary payment scheme being pioneered in the Lake District).

— Providing more skills and careership programmes, with an initial emphasis on hospitality.

The remainder of our evidence is structured broadly along the lines of questioning identified by the inquiry.
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Future Performance of Tourism

The contribution of tourism to the nation is increasingly recognised, and was brought to a head by the Foot
and Mouth crisis and the terrorism attacks in the US. ETC’s research shows that tourism’s recovery from the
combined eVects of Foot and Mouth and September 11 is continuing, but remains “fragile”. ETC reports that
an encouraging 68 per cent of businesses say they have now recovered from both September 11 and Foot and
Mouth, but the number who do not expect to recover until 2003 has increased from 10 per cent to nearly a
quarter (23 per cent).

The Government’s oYcial figures put tourism losses as a result of Foot and Mouth at £3.3 billion and the
Trust alone lost over £4.5 million due to extra costs and a decline in visitor numbers. The crisis has done more
than anything to demonstrate how farming interrelates with tourism in both urban and rural areas and is
dependent on a healthy and accessible countryside. It has stimulated recognition of the need for a much
deeper understanding of the connection between farming, landscapes, the health of the nation and the
economic benefits of caring for high-quality natural and built environments.

There is growing interest in the interdependence of tourism on a high quality environment but this could
prove fragile and needs support. The fact that a high quality environment is vital for attracting visitors and
for its significant contribution to the economy, creating jobs, stimulating urban and rural regeneration,
supporting education and lifelong learning, helping rural businesses and providing attractive places where
new businesses can thrive is still not widely understood. The focus of much of the tourism debate remains on
large scale visitor attractions, infrastructure and the international market while much economic and regional
policy does not take suYcient account of the importance of locally based, endogenous industry or recognise
the competitive advantage of local and regional character in building sustainable and successful businesses.

The Trust has demonstrated the importance of the links through our multi-partner Valuing our
Environment studies covering the North East, Wales, Cumbria and the South West. These demonstrate the
critical link between the quality of the environment and the future economic sustainability of communities.
The research revealed that 40 per cent of the jobs created through tourism rely directly on a high-quality
environment and this rises to 60 to 70 per cent in rural areas. Trust activities alone in these four areas generate
between five and nine additional full time jobs for every person (Full Time Equivalent) directly employed by
the Trust. In total, the high quality of the natural and built environment generates just over 137,000 full time
jobs (FTEs) in these areas. The great majority of these are jobs in the local area. In Cumbria alone tourism
contributed over £800 million to the economy in 2000, and in the North East the quality of the environment
has generated an estimated 38,000 jobs.

What is the Role of Government?

The Government has a significant role to play in the development of, and support for, the tourism industry.
We would encourage the Committee to address its role in facilitating a new understanding of the contribution
of tourism at a local level in sustainable regeneration and development.

The Government can help achieve this through:

(a) Strengthened institutional structures—we have identified a number of ways in which the institutional
structures supporting the industry can be shaped for the better:

DCMS—It is a stark fact that, following Spending Review 2002, the importance of the historic
environment is still absent from the aims, objectives and PSA targets for DCMS. This is despite its importance
to the Department’s own tourism responsibilities and its centrality to external promotion of the UK overseas.
The Department could provide a stronger lead on tourism that addresses the need to refocus attention on
the domestic market and the development of a more “place-based” approach that is better integrated. The
Government should support development of appropriate national, regional and local indicators and targets
and production of an annual progess report for wide public debate. The profile of the historic and natural
environment in economic and social policy also needs to be raised more widely.

English Tourism Council—The ETC needs to be re-invigorated and given a stronger marketing role that
focuses on developing the domestic asset. England has long lacked a strong national marketing voice
equivalent to that provided for Wales and Scotland and the move to address this is widely supported. The
development of the marketing role for ETC should not be at the expense of the delivery of other functions.
There is a need for a strong, national champion for tourism in England combining the functions of policy
development, strategic planning, research, data collection and quality standards, as well as the much needed
roles of marketing and promotion. These functions are all mutually interdependent and there is a clear need
for a national tourist board for England—as in the other home countries—performing these roles. This
cannot be provided simply by pooling the work of regional agencies as some are currently proposing. This
would seriously fragment the voice.

Local infrastructure—There is a need for major investment in developing the local infrastructure of support
as part of a shift towards domestic tourism. Early opportunities include better and more integrated tourist
information centres so it is possible to share information across the country, better use of DEFRA’s national
access database, and a focus on increasing accessibility by diVerent transport modes in Local Transport Plans.
The importance of the myriad micro-businesses and the networks of relationships between them that
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underpin the sector also need to be better understood and valued. One way is to provide better support for
sub-regional groupings like the Kent Tourism Alliance (which has over 10,000 members compared to just
2,000 for the whole of the region in the SE Tourist Board)

Regional Development Agencies—The expected integration of Regional Tourist Boards and the RDAs
provides an important opportunity to forge a new approach to tourism which should be backed up in
government guidance and targets for RDAs. We would encourage the integration of tourism considerations
into wider place-based economic and regeneration strategies rather than the development of separate sectoral
tourism policies and strategies. The emphasis should also be on supporting and strengthening existing
businesses and not promoting new ones. RDAs should also strengthen the approach to providing business
advice that is crucial to the success of small rural businesses. A first-stop shop for regional grants advice would
make it easier for tourism businesses to access vital funding, plan strategically and improve the quality of
their product.

England Rural Development Plan—The future approach to tourism is central to the development of the
Government’s wider policy agenda for a sustainable countryside. There is a need for stronger integration of
existing funding measures, such as the ERDP and structural funds to support the multiple objectives of
sustainable rural development. Policy design and delivery is currently too narrow, rooted in farming and not
facilitating the reintegration of farming within the wider economy of rural areas

(b) Setting a target to reduce the tourism balance of payments deficit—The balance of payments (the
spending by UK and overseas tourists in England less the spending by English tourists overseas)
has moved from a £3.2 billion credit in 1990 to nearly a £1 billion deficit in 1995 and a £13.2 billion
deficit by 2001 (English Tourism Council. Source International Passenger Survey/UK Tourism
Survey). Addressing this is not to suggest an embargo on international travel but to emphasise the
benefits to be gained from a new and concerted focus on boosting the domestic tourism market—
making what people have on their doorsteps much more appealing (both through marketing and
good product development). This is a critical debate in view of the current review of aviation and
growing recognition of the detrimental environmental and other impacts associated with rapid
growth in air travel. The future of tourism does not depend on meeting projected demands for long
distance air transport. These trends can be influenced by the Government and other policy choices
about the development of the tourism sector.

(c) Better protection of the asset—The Government needs to recognise that the current rate of loss and
damage to the historic and natural environment is unsustainable and to back this by a firm
commitment to stronger protection which will bring economic and social benefits as well as
environmental ones. The forthcoming reviews of national planning guidance and aviation policy
provide opportunities to demonstrate commitment in this area.

(d) Addressing skills—The tourism sector has a poor reputation as an employer and faces growing
problems in finding suitable staV and guaranteeing quality. There is a need to provide a clearer focus
in training and careership, bringing people into the industry, providing opportunities, supporting
them and developing their careers. The Trust has considerably experience in developing skills in
gardening and land management that demonstrates significant latent demand where the right kind
of support is provided. We would identify the development of better training and careership
structures in the hospitality sector as a priority.

The Trust in Action

The following examples illustrate ways in which the National Trust is contributing to the development of
a more sustainable tourism industry:

Supporting local economies—The Trust works with over 2,000 small, local businesses in conservation work
on our historic and other buildings and makes a net contribution of over £18 million in running its business
to the economies of the north and west of England, Wales and Northern Ireland. We franchise local catering
in many places, such as Studland and Ashridge, and 60 per cent of the produce used in Trust restaurants is
locally sourced. We are developing a local food programme (including a recently opened farm shop at
Wallington in Northumberland).

Promoting local and regional character and distinctiveness—The Trust has a programme of preparing
Property Management Plans for all its properties that include Statements of Significance highlighting the
distinctive qualities and resources which should guide future management decisions. The exploration covers
economic, social, environmental and cultural perspectives, often extending beyond the boundaries of the
property. Consultation with stakeholder groups, including local communities, neighbours and visitors is
being developed as a major part of the programme.

Securing environmental improvements—The Trust invests millions of pounds in conservation work that
maintains and improves the buildings and land in its care. It also tackles degraded landscapes and was one
of the key founders of the award-winning Turning the Tide partnership restoring the degraded East Durham
coastline that had been despoiled by colliery waste. The vision was to restore the once beautiful beaches,
dunes and cliV-tops. The Trust’s head warden for the area, who had worked previously at one of the collieries,
has worked with local people to achieve this and recruited a local volunteer force—of people who used the
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coastline, whether it was enjoying it or abusing it—thereby bringing social as well as environmental benefits
to the area.

Minimising impacts—The Trust is a leader in tourism management through planning where and when
people visit and controlling the number and size of car parks. Timed tickets are in use at particularly
vulnerable properties such as Mr Straw’s House in Nottinghamshire and Sissinghurst Castle Garden in Kent.
At Dyrham Park near Bath, a new visitor route has been devised to ease the pressure on the more fragile parts
of the house. We also seek to reduce the wider impact of our activities. Gibson Mill, an old cotton spinning
mill on the Trust’s Hardcastle Crags Estate in Yorkshire, provides visitors with services that can only be met
autonomously on the site—energy, water, waste treatment etc. The philosophy is that the conversion of the
building will be of a type and a scale that can be sustained by the natural resources at the site, entailing
minimum import of material and minimum export of wastes. This means that the property will be run totally
on renewable principles, including the collection of water for use at the Mill and dealing with the eZuent on
the site, as well as energy.

Developing social capital—The Trust is an important contributor to community development and social
capital. We work with and through others to bring conservation, economic and social benefits. This can be
illustrated by the Heritage Centre at Morte on the Devon coast which, while a National Trust building, has
been developed and is now run by a local community heritage group. At Woolacombe Beach the Trust has
formed an innovative partnership with the parish council, local schools and the community to manage the
beach, which is hugely important as a tourist resource.

Increasing public access—The Trust is a major contributor to public access to the countryside and our
heritage. Our ownership and management of properties provides opportunities for millions to enjoy. We also
promote better links between town and country, such as through our Inner City Project in Newcastle, which
provides children and their parents with the opportunity to visit and enjoy rural properties and build
confidence and skills. The Trust is also actively encouraging alternatives to the car such as walking, cycling,
horse riding, travelling by canal and public transport. Increasingly the Trust is working with bus and rail
operators to oVer realistic and attractive alternatives to visiting by car. In the Lake District the Trust provides
minibuses to distribute visitors evenly across the area and away from “honey pots”. Our work has been most
dramatically expressed in the Trust’s decision to open Prior Park in July 1996 to the public without a car park.

Promoting education and understanding—At Studland in Dorset, the National Trust has opened an
environmental education centre, which has been built on sustainable principles, where visitors can monitor
the impact they are having on the environment. At Brancaster, the Trust’s Millennium Activity Centre also
focuses on sustainability and oVers accommodation for groups of students and families.

October 2002

APPENDIX 8

Memorandum submitted by the London Tourist Board and Convention Bureau

INQUIRY INTO TOURISM AFTER 11 SEPTEMBER 2001

Introduction

1. The role of London Tourist Board and Convention Bureau (LTB) is promotion and marketing of
London to overseas and domestic visitors, advocacy in relation to industry issues and delivery of the London
Tourism Plan on behalf of the Mayor and London Development Agency (LDA) and of projects as contracted
by LDA and the Association of London Government (ALG).

2. LTB has a track record of achieving significant matched funding from the private sector so increasing
the eVectiveness of government funding for marketing campaigns. LTB’s development work includes
promoting competitiveness through business support, advocacy of government policy and initiatives, and
representing the industry to government.

3. LTB carried out a considerable amount of tourism recovery work following the events of 2001 and in
particular post September 11.

Current and Likely Future Performance of the Tourism Industry

4. Tourism is the capital city’s second most important industry after financial services, employing some
310,000 people and generating £10 billion a year, over eight per cent of the city’s GDP. London generates
more than 50 per cent of overseas visitor expenditure in the UK.

5. In 2001, London tourism numbers dropped by nine per cent on 2000 figures to 29 million due to the
combined eVects of the Foot and Mouth outbreak, September 11 and economic forces. Visitor expenditure
dropped by 12 per cent to £8.7 billion, a loss of £1.2 billion to the London economy.

6. The eVects of 2001 are still being felt but LTB forecasts that London will receive 30 million overnight
visitors and total expenditure will exceed £9.4 billion in 2002.



the culture, media and sport committee Ev 147

7. The situation in the Gulf and Middle East could have detrimental and potentially massive eVects on
tourism, especially from the USA. Other factors impacting on industry performance include rates of currency
exchange, disparity on VAT between the UK and European competitors and introduction of the euro which
eases price comparison within Europe to the disadvantage of the UK.

Should Government Have a Role?

8. Government should continue to have a role in tourism, and this could be strengthened.

9. Government at all levels is making a greater commitment to tourism, and LTB welcomes this. LTB
contributed as a private sector company to support the DCMS funded BTA Million Visitor Campaign. At
the regional level, the Mayor of London has launched the London Tourism Plan and committed £3 million
to tourism in 2002/03 and £4 million in 2003/04.

10. LTB welcomes recent emphasis on the role of Regional Development Agencies in developing tourism
strategy and recognition of the need to examine a defined England marketing role. However, LTB believes
that, while establishing a body charged with marketing England may provide a more eVective structure to
engage a broad range of commercial participation, the potential impact on the income of Regional Tourist
Boards as private limited companies must be considered and appreciated.

11. Local authorities contribute to the success of tourism through maintenance and management of the
environmental and physical infrastructure, a role for which continued funding is vital.

What Role Should Government Play?

12. LTB believes that key roles for government should be focused on:

— Facilitating integrated promotion and marketing of UK brands overseas.

— Establishing an appropriate domestic marketing role for England, bearing in mind the financial
status of VisitScotland and Wales Tourist Board, and of LTB.

— Supporting industry eVorts with appropriate financial and political support.

— Advocating international business competitiveness through encouraging higher and consistent
standards.

— Promoting the value of tourism to UK residents and other business sectors.

— Specifying an appropriate data collection process better to inform itself and the industry.

— Exploring the potential to establish a ministerial post focused solely on tourism.

Current Arrangements for Supporting, Promoting and/or Regulating the Industry

Meet the need adequately

13. LTB receives £1.9 million public funding from DCMS via GLA/LDA and £0.2 million from local
government but from this less than £1.5 million is available for marketing, an inadequate budget with which
to promote London, bearing in mind that BTA marketing eVorts cannot, for political reasons, give the
equivalent weight to promoting London that its revenue share of UK tourism merits.

14. National tourism policies do not always reflect regional diVerences. The labour market in London
diVers from that in other parts of the UK. There is a concentration of large companies as suppliers, especially
world branded hotels and airlines. Demands of city and urban tourism—in which restaurants and retailing,
regeneration and cultural diversity play significant roles—are diVerent from those of guesthouses and
attractions located in, for example, rural areas. Flexible and realistic approaches are required in
implementation of national policies to support the industry in London.

15. The most lucrative single sector of tourism income in London is from business and conventions but
government funding for this sector compares poorly with funding for leisure marketing, and support for other
aspects of trade promotion. London lacks a purpose built International Convention Centre capable of
accommodating 5,000 plus delegates, however such a centre is unlikely to be built without public sector
investment. The average spend per international delegate per day is over £200, and many delegates extend
their stay in order to visit other parts of the country, thereby spending even more. By comparison therefore,
the average spend of business visitors is well above spending by overseas leisure visitors which averages
approximately £80 per person per day.

Reflect the devolution settlement appropriately

16. In both Scotland and Wales, the tourism industry has benefited from receiving high priority from the
devolved Parliament and Assembly respectively. London has devolved regional governance and yet LTB
remains dependent upon a DCMS grant paid via Greater London Authority/LDA as the Mayor has
inappropriate budgetary resources.
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Promote the quality of provision eVectively

17. Only 30 per cent of London’s visitor accommodation establishments—43 per cent of room capacity—
participate in the National Quality Assurance Scheme (NQAS). Many operators provide good quality and
value for money, but there are many that do not, whose performance impacts negatively on the reputation
of London overall. LTB promotes participation in NQAS but the scheme does not adequately address specific
issues that arise in London, where unscrupulous operators are able to sustain their business despite oVering
unacceptable levels of customer service.

18. LTB is conducting a study to assess the issues of poor quality and perceived lack of value for money
in visitor accommodation in London. The study, which will be completed by the end of November 2002, will
present strategic options for raising quality standards.

Encourage productivity within the industry

19. The plethora of business support and industry training initiatives can be confusing, especially for small
and micro businesses. Productivity could be encouraged through consolidation of services and by oVering
assistance tailored to meet requirements across diVering sectors and sub-sectors of the tourism industry.

Conclusion

20. The Government has been supportive to the tourism industry, especially since 11 September 2001.
However, in order to ensure that the UK continues to be successful within an increasingly competitive
international tourism marketplace the Government could provide greater support through increased
financial investment, raising tourism up the political agenda, consolidation of national tourism initiatives
combined with greater regional flexibility and relevance, and enhancing data collection.

4 October 2002

APPENDIX 9

Memorandum submitted by Mr Gordon Marsden MP

I was delighted to see that the Culture Media and Sport Select Committee will be looking at Tourism after
September 11 in the new term, and thought I would take the opportunity to let you have a few thoughts on
the subject, both as the Member of Parliament for a town to which tourism is crucial and also more broadly
as convenor of a backbench group of MPs representing seaside and costal towns.

Although Blackpool’s traditional domestic market and location have meant that it has been spared the
worst eVects of both September 11 and Foot and Mouth Disease, I hope that the subsequent greater
recognition of the importance of tourism to the economy will also help to focus people’s minds on the
challenges faced by traditional tourist destinations in the UK, many of which have not in the past received
support in line with their economic importance and needs.

As you examine the ways in which tourism can be supported, I hope you will be able to look closely at the
domestic market, which currently generates £4 out of every £5 in the sector, with visits to the seaside
accounting for 27.9 million trips by UK residents in 2001. The implications of this for sustaining the tourist
industry in this country are clear: it is significantly easier to generate an extra £4 billion, for example, by
expanding domestic tourism by 10 per cent than to achieve the 40 per cent expansion in overseas visitors that
would have the same eVect—an argument that has been made forcefully by a number of major tourism players
and pressure groups. In this context, the partnership between ABTA and the British Resorts Association in
distributing a version of the BRA guide to all ABTA travel agent members as part of their “We book Britain”
campaign has been a particularly welcome recent example of the broader recognition of this potential.

At the same time, while overall spend remains substantial, domestic breaks have increasingly become
shorter, with 1.1 billion day trips taken in England in 1998 and the average stay by UK residents in England
now only just over three nights. As well as presenting considerable challenges for traditional resorts with large
accommodation sectors depending on longer stays, these changing patterns of tourism also present
considerable challenges for the transport infrastructure of resorts. These problems can be exacerbated by
transport and regional planning that often sees resorts as peripheral to local centres and quite literally at the
“end of the line” in transport terms, neglecting the regional importance of the tourism economy and
employment. It is particularly important therefore that the Department of Transport should consider these
factors carefully when allocating funding and support to transport infrastructure projects, especially light rail
and airport expansion, to enable resorts and tourist areas to attract more visitors on public transport,
especially as the development of sustainable tourism moves up the agenda.

Significant progress has been made in recent years on the development of clear accommodation grading
and standards schemes, but there is often not enough support for guest houses and bed and breakfasts in
particular to improve quality and meet standards. In this context national initiatives to drive up standards
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by identifying and promoting best practice in the sector, if properly funded, would make a significant long-
term contribution to competitiveness and quality in the sector. Support should also be given to improve
employment in the leisure and tourism. Tourism accounts for over seven per cent of employment in England,
but much of this has historically been seasonal, low-skilled and low-paid. Greater emphasis is needed on
developing and promoting recognised HE and FE qualifications in the sector and developing stronger career
paths within the sector, with government support particularly to ensure that younger entrants to the sector,
who are often recruited on a casual basis, have access to a qualifications ladder. More should also be done
to promote the potential of the sector as an employer for older and semi-retired people.

The vast majority of accommodation providers are small businesses operating on tight margins, and would
benefit significantly from direct targeted support from Government, whether in the form of tax credits for
improvements to meet recognised standards or through greater flexibility for local authorities in the
administration of non-domestic rates. In this context, proposals for greater flexibility in planning and the
introduction of Business Improvement Districts in anticipated local government legislation are welcome
developments. Support is also crucial to manage overcapacity and maintenance backlogs in the
accommodation sector to prevent small guest houses and B&Bs being turned into bedsits, providing often
very poor quality accommodation and blighting tourist areas.

VAT on visitor accommodation remains a key candidate for a mechanism for oVering greater direct
government support to the industry. The UK has the highest rate of VAT on visitor accommodation of any
country in the EU except Denmark. This position makes the domestic accommodation market less
competitive for UK residents considering options abroad, as well as making it harder to attract overseas
visitors, whose concerns about the cost of UK accommodation regularly feature in market research. Other
countries have had considerable success with lowering the rate of VAT on visitor accommodation: Eire
halved VAT on visitor accommodation and food in the mid-1980s. Visitor numbers subsequently increased
substantially, forex earnings increased by 50 per cent and the likelihood of Irish citizens taking domestic
holidays increased. A Deloitte and Touche report for the BTA found that reducing the rate of VAT on visitor
accommodation from 17.5 per cent to 8 per cent would initially cost £440 million, but would raise an extra
£700 million after 10 years and create 50,000 jobs.

Significant and welcome support and regeneration funding has been made available to develop attractions
and cultural resources to boost tourism and drive regeneration. It is equally important, however, that existing
attractions and infrastructure are supported and maintained. This is particularly true in coastal and resort
towns, which often struggle adequately to maintain Victorian pier and seafront infrastructure, which need
support both as a heritage and a tourism asset. Resorts would also benefit from additional support to
attractions to smooth the seasonality of the market, which currently has very strong eVects on local
employment with attendant social consequences. On this issue, I have previously made a submission to your
Committee on the proposals for resort casino developments in Blackpool in the context of your report on
The Government’s Proposals for Gambling.

While the recognition of the need for a marketing role for England as well as the importance of tourism to
regional economies and its potential as an economic driver are very welcome, any new arrangements should
be careful not to lose the benefit of national co-ordination of aspects of the industry other than marketing
which has been one of the ETC’s strengths. The recently launched National Accessibility Standards, for
example, are a good case of the way in which central attention to a social agenda outside the marketing remit
is likely to lead to a substantial boost for the tourism industry, with a significant proportion of the 40 per cent
of the UK population who do not take regular holidays constrained by access diYculties and recent research
identifying 2.7 million holiday opportunities among the disabled, up to 70 per cent of them within the UK.
National co-ordination to deal with other bodies crucially engaged with the sector, such as the Countryside
Agency and English Heritage for example, will also be an important element in any new structure, as will the
capacity for a central body to co-ordinate approaches and disseminate best practice and guidance that cut
across regions in thematic areas reflecting the very great diversity of the UK tourism market, from resorts to
sports, heritage and culture tourism, city and countryside breaks and so on.

Seaside and resort tourism should be specifically represented as a distinct strand within any new marketing
approach, both nationally and by the new regional arrangements. Such activity should not only focus on the
traditional attractions of the seaside but also develop a “hub and spoke” strategy to promote resorts as
touring bases and make use of their bed space capacity for visitors wishing to take varied domestic holidays
incorporating a variety of experiences. An integrated marketing strategy delivered both nationally and
through the regional tourist boards and local authorities, which promoted Blackpool as a base for holidays
incorporating not only seaside attractions but also the urban attractions of Manchester and Liverpool, and
rural destinations in the Lake District, for example, would utilise bed space, extend stays and boost other
attractions and destinations in areas that do not have the same volume of accessibly priced accommodation.

Finally, there is an urgent need to improve the quality, sophistication and currency of tourism research and
statistics at all levels if central marketing and government support for tourism are to be as eVective as they
might be. Clear national guidelines and standards on the structure, scope and methodology of research is
required to ensure the compatibility and comparability of data at all levels. Extra resources and central co-
ordination will be required to ensure that data is properly collected and promptly processed and disseminated.
Such approaches should also work hard to establish eVective baselines that will last to measure the longer
term eVects of regeneration, support and marketing initiatives within the sector.
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Such steps need to go hand in hand with an integrated approach to the tourism and leisure sectors across
government departments. The links between tourism, regeneration, transport and the wider economy make
joint working between DCMS, the Treasury, the OYce of the Deputy Prime Minister, the Department of
Trade and Industry, DEFRA and the Department of Transport crucial to eVectively supporting the sector.
More specifically, serious consideration should be given to the proposal from a number of Members of
Parliament from resort and coastal constituencies for the establishment of a Seaside Regeneration Trust on
the coalfields model charged with championing the infrastructure and regeneration needs of seaside and
coastal towns and monitoring progress. If tourism is to realise its potential, it is vital that support for the
industry should be matched by concerted eVorts to address infrastructure and social issues in tourist areas
for the benefit of residents and visitors alike.

I wish you luck in what will doubtless be another significant contribution from the Committee to the
growing debate on the importance and future of the tourism industry, and I hope that these thoughts will
help to provide a useful perspective on some of the issues and challenges for a key sector of the domestic
tourism market.

4 October 2002

APPENDIX 10

Memorandum submitted by Hilton Group Plc

TOURISM AFTER SEPTEMBER 11

Hilton is a major international company with two operating divisions—the Hotel division, which owns the
rights to the Hilton name worldwide (with the exception of the USA) and Ladbrokes the largest sports betting
business in the world—employing together more than 85,000 staV. Although the hotel division operates in
over 70 countries, in the UK with a total of 77 hotels we employ over 15,000 staV.

We have been involved in a number of government initiatives to boost tourism in the UK over many years
including the recent Million Visitor Campaign run by the British Tourist Authority.

We are currently involved in advising the Government on the most eVective way for it to support and
promote the industry through our participation in a ministerial working group, and would be keen to expand
on the views set out in our written submission by appearing before the Committee when it starts its oral
evidence sessions.

Executive Summary

Hilton UK welcomes the opportunity to submit evidence to the House of Commons Culture, Media and
Sport Select Committee inquiry into tourism. A year on from September 11 is an opportune time to consider
the position of the UK tourism industry and the mechanisms we need to ensure the most eVective degree of
support from government throughout the UK.

We believe that September 11 and the outbreak of Foot and Mouth Disease in the UK served to focus
the minds of the Government and the devolved administrations of the need to support the tourism industry.
However, this review is long overdue. The industry has been calling for greater government support for many
years and we believe that the revenue it creates for the UK Exchequer, both directly and indirectly, has never
attracted the same degree of political support that has been enjoyed by other sectors, particularly
manufacturing. We hope that the current focus on tourism policy and the way in which the Government
supports the industry will lead to a more eYcient, cost-eVective and results-driven relationship between the
industry and the Government.

We would like to see:

— additional funding directed at fewer but more eVective campaigns;

— greater clarity in marketing Britain and an end to wasteful duplication;

— a range of measures to address the industry’s skills shortages;

— a reduction in the industry’s comparative VAT burden;

— an increased prominence given to tourism within the education system; and

— a Cabinet level Tourism Minister, and better cross-departmental co-ordination.

Introduction—Background To Hilton Group

Hilton Group is a major international company with two operating divisions; Hilton International owns
the rights to the Hilton name outside the USA and currently operates over 380 hotels in almost 70 countries
worldwide and Ladbrokes Betting and Gaming is one of the world’s largest commercial oV-track betting and
gaming organisations.
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The group is one of the largest companies listed on the London Stock Exchange and a constituent of the
FTSE 100 index. It has a market value of approximately £3.5 billion, a turnover of over £4 billion and employs
more than 53,000 people worldwide.

Within the UK the Group employs over 14,000 in the hotel division throughout 77 hotels with a turnover
of nearly £600 million.

The Current and Future Performance of the British Tourist Industry

Current assessment of Hilton UK business

Hilton’s business is beginning to recover from the immediate aftermath of September 11, but it is still not
nearly at the levels that it was before the attacks.

Hilton UK has witnessed a reduction in our international business but our share of the domestic market
is increasing—following a refocused marketing eVort in the UK. Though the domestic market is mature we
are constantly seeking ways of stimulating new business in what remains a growing market.

Our London hotels have seen a reduction in custom though the regional picture has not been as bad as we
had feared. In Scotland in particular the hospitality sector has held up well.

We have been encouraged by the beginnings of a gradual return of business travel from the US market and
were supportive of the BA “It’s Better to Be There” advertising campaign designed to identify business
benefits of face-to-face meetings. Business tourism is big business for Britain and we are concerned that the
UK risks losing global market share in this growing international market.

We remain concerned about the impact of any future hostility in the Middle East and the uncertainty that
the current situation is causing. Our marketing eVorts are concentrating on emerging markets including the
Eastern bloc, the Far East and South America.

Does the Government Have a Role in Promoting and Supporting the Industry and What Should

That Role Be?

We do believe that the Government has a role in promoting and supporting the industry.

We have been happy to support government initiatives like the Million Visitor Campaign but recognise that
these may not always need to take the form of arrangements agreed as public-private partnerships.

Whilst we welcome the increased focus and investment in tourism which has resulted from the creation of
the devolved administrations, there is no doubt that this disparate situation has created duplication of eVort
internationally and at home.

We consider the British Tourist Authority to be the most eVective government agency we work with and
we feel it is important that the momentum built up around the Million Visitors Campaign is sustained through
a greater alignment of tourism strategies across the UK.

It is our view that the industry needs a one-stop-shop with a strong voice, the power and influence to market
the country—a body which allows the private sector to invest with greater clarity in pursuit of agreed strategic
objectives for the industry.

At the same time we feel that the Government needs to present a much more joined-up approach to the
industry and we remain of the view that tourism should command a Cabinet level ministry as it does in other
Western democracies such as New Zealand, Ireland and Spain.

We remain concerned at the seemingly endless array of initiatives from the UK Government and devolved
administrations, which are demanding significant resources from the leading UK hotel chains. We feel that
the SMEs within the sector should play their part in contributing to industry initiatives. Given that many of
these campaigns stand to disproportionately benefit the smaller hotelier we feel this issue should be addressed
in the interests of equity.

We have been concerned at the apparent lack of business acumen and commercial awareness within some
of the tourism promotional bodies. We were supportive of moves to change the tourism governance
arrangements in London. We would support an increase in the number of secondments to and from our
industry across the country to increase the mutual understanding between the private and public sector.

It is vital that the Treasury looks at the tax eYciency of the UK fiscal regime as it applies to the tourist
industry and revisits its policy on VAT. With the second highest VAT rate in Europe this has a significant
adverse eVect on the UK hospitality sector.

We want to see tourism policy in practice adding value to the proposition brand that is the UK. An example
of how this can be achieved is the Irish tourist industry’s successful marketing campaigns. In contrast, UK
campaigns are often disparate with confused messages. Devolution has exacerbated this process.

Given that London is the Gateway for 80 per cent of visitors to the UK, we should recognise that our
nations and regions must work to complement London’s tourism strategy. This is in order to stimulate growth
in those regional markets, acknowledging that it is likely that first time visitors in particular will access the



appendices to the minutes of evidence taken beforeEv 152

UK through the capital. This should be recognised through joint ticketing strategies, marketing initiatives,
and full co-ordination between London and regional tourist boards. At the same time we would want to see
London working with other bodies across the country in a co-ordinated eVort.

We feel strongly that low-cost airlines should be doing more to bring people to the UK as well as oVering
aVordable alternatives for UK passengers. At present, low cost carriers take people out of Britain and do not
bring overseas visitors in. It is in eVect a substantial invisible import. It is our view that travellers seeking low-
cost travel may be prepared to pay a premium for higher grade accommodation in stimulating city
environments served by low-cost carriers. It is essential that these carriers prioritise their inbound tourism
initiatives in the same way that they do their outbound.

Tourism is everyone’s business

We would like to see the other sectors of the economy which increasingly stand to benefit from the tourist
industry—such as airlines, transport operators, and other sectors such as London retailers—demonstrating
their collateral marketing support to our sector. In particular we believe the retail sector and major shopping
centres/famous names could be doing more to support our industry.

Quality and Productivity

We are fully supportive of the DCMS’ work in addressing these challenges to our industry. We are directly
involved through our participation in the DCMS Working Group on Marketing England—giving England
a marketing role and ensuring a strong focus on domestic marketing. We welcome this as a long-overdue
eVort to rationalise and focus the work of all those involved in promoting the British brand and growing the
UK visitor market. This allows the BTA to focus on its international marketing role which it does so well.

We would hope to see the recommendations of the Working Group followed through eVectively across the
UK and would want the devolved administrations to properly address the issues raised. Our preference would
be for the BTA model to be used throughout Britain to minimise duplication internationally.

It is vital that the industry speaks with one eVective voice on the issues that matter. The plethora of bodies
representing the industry and the duplication of marketing eVort hold back the potential of British tourism.

We remain concerned to see an adequate infrastructure in place to support our industry, through enhancing
the quality of the visitor experience—in terms of better transport planning, higher standards in the public
realm, cleaner streets, and adequate business parking in city centres. These remain as important factors to
potential visitors as the quality of accommodation oVered.

Skills Shortages

Despite the wide range of employment opportunities oVered by our sector, we remain concerned at the
adverse eVect—particularly in London and the South East—that skills shortages are having on our industry.
As a company we have initiated a range of strategies to tackle this issue—including the creation of the Hilton
University (on-line learning centre) chefs apprentice scheme—collaborative working between our Glasgow
Hotel and local colleges, and the installation of a working kitchen in a north London school—all designed
to raise awareness of the wide range of career options available within our sector and address misconceptions
about our industry. With pay levels improving and the range of flexible employment packages available to
our potential workforce increasing, we would like to see our education and training system give stronger
emphasis on marketing hospitality as a sound career option.

Language Barriers

With the growing internationalisation of our major cities (with, for example, the Mayor for London
predicting that 80 per cent of the population growth in London will come from overseas) we are concerned
that more attention should be placed on the acquisition of key language skills—including a command of the
English language—for those migrant workers who might benefit from the employment opportunities
available.

Education

We welcome the Chancellor’s commitment to expand the promotion of enterprise in our schools. We would
like to see more focus on the range of career options on oVer within the tourism sector to increase awareness of
the industry, encourage a higher take-up of key language skills, and promote tourism as a dynamic industry.
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Additionality

As a company we would be prepared to match £1 for £1 any funding agreed by the Government over and
above the minimum level needed to support the sector, ensuring the industry has the level of support it
deserves. We do support the principle of industry matching government funding.

Summary

We are happy to expand on any of the points raised in our response and would also welcome the
opportunity for our Chief Executive, David Michels, to give oral evidence to the Committee. We are
encouraged both by the Committee’s decision to carry out another inquiry into the tourism sector, and by
the Government’s apparent determination to ensure that its support for the industry becomes more focused,
cost-eVective and consistent. We are committed to putting our own resources into ensuring the success of the
industry but believe that fundamental changes still need to be made if the industry is to start achieving its true
potential.

4 October 2002

APPENDIX 11

Memorandum submitted by Country Land and Business Association

In our written submission, we have highlighted a number of areas that, we believe, are of interest to
members of the Committee. The CLA believes that it is vitally important to recognise the contribution rural
tourism makes to the tourism industry. On currently available statistics, rural tourism generates more than
£14 billion to the economy.

As we state in the submission, the perennial problem of the rural tourism sector is its fragmented nature.
We believe that more can be done by Government at all levels as well as the industry itself. Rural tourism is
a vital part of the overall visitor experience but the potential of the industry needs to be exploited. The CLA
will be producing its own blueprint for rural tourism in the next two months and we would welcome the
opportunity to set out our ideas in oral evidence to the Committee.

Introduction

1. The Country Land and Business Association (CLA) welcomes the opportunity to submit evidence to the
Culture, Media and Sport Select Committee’s inquiry into tourism following the FMD crisis and the events of
September 11. The CLA represents 45,000 rural businesses employing many thousands in rural areas;
generating profits and incomes in the countryside; providing land, capital and buildings for productive use.
Rural businesses help sustain the economy, environment and communities of the countryside. Rural areas
play an essential role in the life of the nation, accounting for nearly a quarter of its population, 30 per cent
of its employment, 30 per cent of its GDP, and 80 per cent of its landscape.

2. The CLA has recently conducted a wide-ranging consultation of over 200 organisations and individuals
to help inform the development of its rural tourism policy. It is intended that this policy document will be
finalised by the end of the year.

Background

3. Rural tourism plays a fundamental part in maintaining a vibrant rural economy. As the Chancellor of
the Exchequer, Gordon Brown, stated in presenting the Government’s spending review, a successful rural
economy is vital to both rural areas and the entire economy. A vibrant rural tourism sector is a vital piece of
that jigsaw.

4. Rural tourism generates some £14 billion for the rural economy and represents an enormous
opportunity for reinvigorating the rural economy and rural communities. Rural areas need jobs and incomes
to underpin services and communities. As agricultural incomes contract there is a need to maintain and
manage the landscape and environment. Rural tourism can provide a means of alternative income for the
farming community as well as being a growing industry in its own right.

5. But it is clear that rural tourism is not meeting its full potential and there are a number of essential
questions that have to be answered:

— Attracting visitors: How can small scale rural tourist enterprises compete with bigger often urban
based tourist businesses?

— Marketing and promotion—A value-added service: How can marketing and promotion be
improved?

— Better quality and eYcient service: How can the visitor’s rural tourism experience be improved?

— Representation—The policy agenda: Who speaks for rural tourism?
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— Financial and fiscal: A kick-start for fragile rural tourism businesses: What kind of financial and
fiscal support is actually required?

— Town and country planning: How can the planning system be made more sympathetic?

— Research: How do we prevent the over-supply of tourist services?

— Training and employment: How can we ensure fair competition?

— Agriculture and rural tourism: Does tourism have a role to play in agriculture?

— Less red tape: What bureaucratic constraints prevent business development?

The Perennial Problem

6. The one criticism of rural tourism that is made time and again is the fragmented nature of the industry.
It lacks co-ordination and proper representation. The rural tourism industry is particularly susceptible to
structural and market failures and will mean a continuing need for support in many cases to ensure its
viability. But fragmentation is also the most intractable problem to resolve. What is required is a more
eVective coalition to represent the disparate elements of the rural tourism industry to Government.

Performance of the Rural Tourism Sector: Since Foot and Mouth and September 11

7. It is well known that the Foot and Mouth crisis of last year had an enormous impact on the tourism
sector. According to data released by the Tourism Alliance, the tourism sector lost approximately £8 billion
in global terms. However, this masks some important diVerences in performance: although farm based
tourism was severely aVected, primarily because visitors believed that the countryside was closed, trade for
seaside towns increased significantly, to counter this loss.

8. Anecdotal evidence received from CLA members who run rural tourism businesses shows that
performance this year has been mixed. Although the number of domestic visitors coming to the countryside
has increased, overseas visitor numbers are down, primarily the result of the September 11 attacks. However,
rural tourism is largely dependent on the domestic market, accounting for some 80 per cent of domestic
visitors.

9. The number of visitors taking long breaks in self catering accommodation appears to be down; however,
visitors taking caravanning breaks or staying at caravan parks shows an increase. Short break destinations
appear to have picked up, highlighting the increasing importance of the short break market.

10. All in all, performance in rural tourism thus far in 2002 has been on a par with that in 2000.

The Lack of Data, Over-capacity and Seasonality

11. In many rural areas there is already over-capacity in some sectors. DisaVected farmers who can no
longer earn a viable living from their agricultural occupation have turned to rural tourism. Because they
continue to receive some income from the farm they do not need to have a fully viable tourist business either
and the true costs are often disguised. Also a shortage of data causes real problems for those who do have to
make their business work or those who have to make a case to their bank manager for a loan to fund their
development. Business advisers visiting farms in the wake of FMD for example are often ill equipped to assess
the prospects for a rural tourism business because of this task. They may be able to cope with the bottom line
but the top line invariably defeats them.

12. It is still the case that the general level of available data for day visits to the countryside is out of date
and we have yet to see eVective ways of measuring the spin oV to the rural economy for agriculture let alone
rural tourism. There needs to be an eVective way of measuring the value of the countryside and landscape.
The provision of better and more comprehensive data is vital to prevent the oversupply of tourist facilities in
some areas and to ensure a more even distribution in others. Reliable data is a key because only by knowing
who is out there in the countryside and the number of people visiting is it possible to propose solutions. But
that is not the case at present.

The Role of Government: What More Can Government Do?

13. It seems surprising that tourism, generating as it does £73 billion a year, is seen by many as lacking
profile. This is clearly in part due to the fragmented state of the industry. But there is certainly an element of
truth in the view that a low profile is the result of no single government department dedicated to the
promotion of tourism. The Department for Culture, Media and Sport (DCMS) which currently has the remit
for tourism does not even have the word tourism in its title! Although we welcome the comments made by
the Culture Secretary at the third tourism summit about the need for cross-departmental co-operation, we
are particularly concerned that the rural tourism voice does not get squeezed out in the process. This would
be to the detriment of all those who are striving to make rural tourism a success.
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14. The CLA recognises the importance of the “Your Countryside, You’re Welcome” (YCYW) initiative
in providing much needed promotional activity and, as a major stakeholder, we have supported the extension
to the current programme. We believe that it is achieving its objectives. But we also feel that unless this
initiative leads to a permanent structure for marketing rural tourist businesses, it will not have achieved its
aim.

Support and Promotion of the Rural Tourism Industry

Marketing

15. One of the main concerns for the rural tourism industry is the lack of a clear brand that prevents many
rural tourism businesses working together in partnership with the Community and other rural interests. In
eVect, there is a lack of marketing focus that is detrimental to the eVective delivery of a range of rural tourism
initiatives that are aimed at revitalising and renewing the rural tourism industry:

— Bringing out local distinctiveness, culture and heritage: branding does not relate to the countryside
or landscape criteria and the distinctiveness they possess;

— Promoting local produce and gastronomy: strong local and regional rural tourism networks are not
in place to deliver good local connections between food producers and tourism establishments.

16. The CLA strongly supports the need for strong and centralised marketing of England. Some
promotion, for example, of England’s country areas, needs to be done nationally rather than purely at
regional level. This is particularly the case when looking to promote the attractions of England’s rural
countryside in general, including those areas which are not historically tourist honeypots. But it is also
important for any central body to co-ordinate its activities with industry led rural tourism groups at the local
level, the RDAs, RTBs and local authorities. What is essential is that eVective marketing can only succeed if
it is done in partnership and not in isolation.

17. London is the premier gateway in this country but there are similar gateways in each region. The CLA
would like to work with the regional tourist boards in using these gateways to attract tourists out into rural
areas. Business tourists, for example, could well be persuaded to spend time in the hinterlands of regional
towns and cities. Some form of promotion to the business traveller coupled with minimum quality guarantees
should be possible.

Fiscal arrangements

18. Given the problem of fragmentation and the small scale nature of rural tourism enterprises co-
operation is not always forthcoming particularly if many perceive themselves to be in competition with their
neighbours. DiYculties arise when there is insuYcient capacity to develop the business. Clearly, there is a
continuing need for external support in the form of pump priming. However, grant applications under the
Rural Enterprise Scheme are often complex and co-ordinated bids for Leader plus funds are diYcult to
arrange.

19. If rural tourism businesses are to thrive, they must do so on the same footing as their EU competitors.
One of the most significant restrictions to the creation of new rural tourism businesses is the imposition of a
17.5 per cent VAT rate on tourist accommodation. This is the second highest level of VAT placed on tourism
in the EU, only beaten by the 25 per cent rate imposed in Denmark. In addition, it should be noted that many
farmers are particularly disadvantaged when diversifying out of agriculture as they will be voluntarily
registered for VAT well under the minimum threshold to enable them to claim back VAT on farm supplies.
This means that they will have to charge VAT on the supply of tourist services.

20. The CLA fully supports the points made by the Historic Houses Association (HHA) in its submission
to the Committee on the subject of Grant Aid.

Planning

21. The planning system often holds the key to the development of rural tourist businesses, whether it be
for the improvement, enlargement or change of use of the business or setting it up from scratch. Almost
inevitably the location will be a sensitive one, often within an area with a restrictive planning designation.
Often the roads will be narrow and there will be local opposition from those who oppose change.

22. There may be problems from the planning department in a number of areas. Some of the problems
identified include:

— Finding an economic use (often a tourist use) for the listed buildings that play such an important
role in defining the landscape and heritage and attracting tourists which is often frustrated by the
criteria used to judge applications for listed building consent.

— Presumption in local development plans against residential development for barn conversions in
rural areas which often leads to holiday complexes being developed whether or not there is a
perceived need. This may well lead to oversupply.
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— The need for vehicle access;(in some areas standard access splays are simply not possible or even
necessary and there is no realistic danger to the public).

— Advertisements and road signs; rural tourism businesses need to be able to attract passing custom
for their very survival. Current policy is very restrictive.

Quality

23. The provision of sub-standard accommodation, cafés, pubs, restaurants and attractions is as much a
problem in rural areas as it is anywhere else in the UK. The resulting loss of confidence in the product has a
detrimental eVect on the industry as a whole. The CLA fully supports the “Fitness for Purpose” initiative
and the Quality Standards and Inspection Schemes promoted by the English Tourism Council. Assessment
is becoming increasingly familiar and farmers are already coming to terms with the benefits of assurance
schemes in connection with their farming operations.

24. At present the grading schemes for accommodation focus exclusively on meeting certain minimum
standards indoors. There is nothing in the scheme that assesses the quality of the surroundings of a property.
We believe that this is a missed opportunity and we will be promoting ideas along these lines as part of our
policy, as indicated in paragraph 2 of this submission.

25. Sir Don Curry’s report into the future of food and farming made a number of recommendations
amongst which were proposals for a broad and shallow environmental scheme. The idea of this scheme would
be to shift the emphasis of farming support to environmental support for a two year pilot study period. It has
to be understood that within a broad and shallow scheme, the protection and management of the landscape
is a cornerstone of rural tourism. Clearly, land managers have to recognise themselves as delivering a key
component of the rural tourism product and Government has to recognise that delivery can only take place
with adequate funding—the result of this awareness means that the links between the countryside, the
environment and the visitor become more explicit. We believe that this recognition of the importance of
landscape management is a vital link between rural tourism and the future direction of agricultural support
in this country.

Training and employment

26. Many rural business operators have developed their tourism businesses as a sideline from their main
business, which may well have been agriculture. They may therefore have had little specific training. The same
may well apply to those who were formerly employed in agriculture and find their skills particularly unsuited
to tourism—whether it be the financial side of running the business or marketing or dealing with the public.
The CLA recognises that much work is going into the Sector Skills Council bid and the development of school
courses and vocational degrees in hospitality and Tourism. We also welcome the encouragement from
Regional Tourist Boards for initiatives such as “Welcome Host”.

27. The Curry report highlighted the need for Government to fund visits for schoolchildren to the
countryside. The CLA is aware of bodies such as the Country Trust who already have expertise in this area
and could well be useful. In addition we would like to see the close links between agriculture, the shape and
pattern of the countryside and the rural tourist businesses that help visitors to enjoy the countryside made
clear to visitors through the RDAs, the RTBs, the ETC and Local Authorities. Individual tourist businesses
should provide interpretative material for their visitors. Indeed, the CLA Charitable Trust has been set up
specifically to promote access to country areas for those with disabilities.

28. In some rural areas there is a severe shortage of labour. This may be because the jobs on oVer are low
paid, seasonal and without status. Seasonality is a particular problem with rural tourism where the
countryside is uninviting in the winter and there are a lack of covered attractions. In a service industry these
jobs still need to be done.

29. Raising the status of tourism jobs and providing training as mentioned above may help. But the CLA
believes that further research should be undertaken into:

— Housing workers in rural tourism: Exceptions are already made for housing agricultural workers.
With rapidly rising house prices in rural areas, consideration is increasingly being given to
aVordable housing. It may be possible to make it easier for rural tourism employers to provide
housing for staV particularly where there are problems with local recruitment; and

— A properly funded and developed training scheme for seasonal workers.

Information Technology

30. The ability to utilise Information Technology (IT) is a must for the vast majority of rural tourism
businesses. The CLA welcomes the grant to the ETC for the development of the EnglandNet online booking
system. IT does hold the key for the marketing of many rural tourist businesses but it should not be seen as
a panacea. As a few important portals develop for tourist businesses there will be an inevitable problem for
businesses to enable their enterprise to stand out from the crowd.
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31. The need for visitors to have info has always been crucial. However, there is a problem when it comes
to the allocation of resources for providing information. The national network of Tourist Information
Centres (TIC) is an important resource. Linking them up with a unified IT system is required. Many of these
Centres operate under diVerent rules as to how local businesses are promoted, what items are sold and
whether local attractions, accommodation and food outlets are promoted. There are concerns that some do
not oVer information on local small-scale facilities but instead promote larger but more distant businesses.
Often funding is uncertain especially in local authority areas where tourism has a lower profile.

32. It remains therefore important that local authorities maintain their budget commitments to TICs. In
addition, it is important for local authorities to embrace the opportunities aVorded by IT, such as broadband.

Conclusion

33. It is clear that the major problem facing the rural tourism sector is that of fragmentation. The plethora
of rural tourism businesses and the increasing number of actors involved in the policy making process makes
it very diYcult to set out a coherent strategy for the future. The CLA believes that this has to be tackled
immediately if the industry is to realise its enormous potential.

34. Co-operation is a prerequisite: without it, progress will remain very diYcult to make. The CLA has set
out in this statement of evidence the problems it believes have to be addressed. This quite naturally includes
the role of all tiers of government in supporting the industry. In addition, we have set out our views on a
number of issues, such as tax and planning, that have to be tackled within a coherent framework in order to
stimulate the rural tourism sector.

7 October 2002

APPENDIX 12

Memorandum submitted by The Ramblers’ Association

1. The Ramblers’ Association (RA) is a voluntary organization and registered charity founded in 1935.
We have over 211,000 supporters consisting of more than 134,000 individual members and 77,000 members
of aYliated clubs, societies and parish councils. Our four core aims are to promote walking, to protect public
rights of way, to campaign for access to open country and to defend the beauty of the countryside.

2. In relation to this inquiry, the RA’s concern is access to the countryside, and the provision of
information, which allows the public to access the countryside.

Paths and Access to the Countryside are Important to Tourism

3. Walkers generate billions of pounds of business for rural areas. In 1998, over 20 per cent of visitors to
the countryside pursued activities such as walking, field study and cycling. These totalled 26 million tourist
trips generating spending of £2.7 billion (Foot and Mouth Disease: the state of the English Countryside,
Countryside Agency, 2001). In Wales alone, £77 million and 4,250 jobs are generated by walking and
mountaineering in rural Wales (The Economic Value of Walking in Rural Wales, Professor Peter Midmore of
the University of Wales, Aberystwyth, 2000).

4. During the Foot-and-Mouth disease crisis, the estimated national revenue loss was almost £5 billion
(English Tourism Council). An estimated 20,000 to 30,000 jobs in the tourism industry were lost (Foot and
Mouth disease: the state of the English countryside, Countryside Agency, 2001). In the Yorkshire region alone,
the estimated loss to the tourist industry between March and May 2001 was £34.8 million and the report
found that the closure of footpaths was the single largest factor impacting on rural tourism (The Impact of
Foot and Mouth Disease on the Yorkshire and Humber Economy, ECOTEC Research and Consulting Ltd).

Paths and Access Bring Other Benefits

5. Open and well-maintained and promoted rights of way and other access to the countryside are
important. According to an ICM research survey in February 2000, 77 per cent of UK adults say they walk
for pleasure at least once a month and 62 per cent say that walking is their main form of exercise.

The Condition of Rights of Way

6. In December 2001, the Countryside Agency published the Rights of Way Condition Survey 2000, a
detailed survey of the state of public paths in England. The Agency launched the findings on 11 December,
commenting “England’s 120,000 miles of rights of way are one of the country’s great assets, attracting
welcome visitors and cash to the countryside, yet a quarter of them aren’t easy to use.” The survey estimated
that £69 million was needed to get paths into the condition required by law, and concluded that the £30 million
invested by the Countryside Agency, through grant schemes to local authorities in the decade 1990–2000, had
delivered only minor improvements.
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The Benefits of a National Access Database

7. The Countryside Agency and DEFRA in England; and, in Wales, the Countryside Council for Wales,
the Wales Tourist Board, and the Forestry Commission, are investigating the feasibility of creating, one each
for England and Wales, a National Access Database which will contain information on all types of access,
including public rights of way, access land (as defined in Part I of the Countryside and Rights of Way Act
2000), and other land covered by access agreements and formal access arrangements.

8. The RA believes a National Access Database would help people wishing to go for a walk in the
countryside to find accurate and up-to-date information on where they have a right of access. The Database
should be made easily accessible to the public by means of a website.

9. We believe that local highway authorities should be required to maintain their definitive maps of public
rights of way on GIS systems compatible with the National Access Database, so the information could be
shared. This would be particularly valuable when paths are diverted and as more rights of way were added to
the definitive map as part of the Government’s “Discovering Lost Ways” project. Similarly, the Countryside
Agency and the Countryside Council for Wales should be required to maintain the conclusive maps of access
land in a likewise compatible form.

10. In the event of a future outbreak of Foot-and-Mouth disease, which necessitated the closure of rights
of way close to the infection, a National Access Database would help with the management and distribution
of information on access to the countryside.

The Government’s Role

11. Excellent legislation already exists to protect the rights of way network, and the Government’s public
service agreement on access to the countryside is very welcome. However, as explained in paragraph 6, many
rights of way do not meet the condition required by law. The Government has a significant role to play in
helping local authorities to meet their statutory duties on rights of way. Having a quarter of paths diYcult
or impossible to use is a disincentive to many people who enjoy walking in the countryside.

12. The Government’s support for a National Access Database, in the form of funding and management
of the database, would bring benefits to tourism.

7 October 2002

APPENDIX 13

Memorandum submitted by British Airways Plc

1. Introduction

The Culture, Media and Sport Committee wishes to consider the current state of the British tourism
industry and government policy towards the sector, including the administrative and supportive
infrastructure and any relevant initiatives or proposals for change.

This submission will outline the impact of the terrorist attacks of September 11 on British Airways, our
expectations for the future performance of our leisure business, and the role of Government in supporting
and promoting the tourism industry.

2. Tourism and Air Travel

Tourism makes a large and growing contribution to the UK’s economy and travel and tourism are closely
linked. Air travel makes Britain accessible to tourists from overseas, two thirds of whom come here by plane
and subsequently spend £10 billion in the UK economy. Fifty five per cent of these travel from outside the
European Union. Visitors arriving by air spend more on average during their stay in Britain than visitors
arriving by sea or the Channel Tunnel. They are responsible for around 80 per cent of total foreign tourist
spending, for example on hotels, restaurants, sight-seeing and recreational activities. Overseas visitors
arriving by air support 200,000 jobs in the tourism industry (in addition to the jobs generated by their demand
for air services themselves) and contribute £1.5 billion directly to the UK Exchequer in taxes.

3. Impact of September 11 and Foot and Mouth Disease on British Airways

3.1 Background

British Airways has 1,400 flights to 200 destinations every year. In 2001 we carried 44 million customers
with over 31 million travelling on international flights. Sixteen million of those were leisure visitors to the UK
(including onward transfer traYc) and together they accounted for approximately £2 billion of revenue.
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3.2 Impact

In the last 12 months, the overall impact on British Airways of the terrorist attacks in the United States
has been an average drop in premium traYc of 15.7 per cent and in non-premium traYc of 11.4 per cent. More
specifically, since April 2001, a combination of the impact of Foot and Mouth, and September 11 has seen a
drop in inbound traYc of over 10 per cent. The strength of the pound and the overseas perception that Britain
is not “value for money” (especially London) has also impacted negatively on the inbound business. In
particular, travel from Asia Pacific, especially Japan, is down over 14 per cent.

3.3 British Airways’ response

The overall impact on British Airways has been well documented in the media and the airline has taken
tough and decisive action to ensure our business is returned to profitability. On 13 February 2002 , British
Airways announced a package of measures to address this downturn, which included significant cost cutting,
route cuts, 13,000 job losses and a restructuring of our short haul business to compete more eVectively with
no frills carriers.

Whilst we have started to see an improvement in the number of passengers travelling, this can be attributed
for the most part to our large capacity reductions and continued price discounting.

In addition, the airline has implemented a wide range of additional security measures, at an estimated cost
of £25 million. These additional security measures include extra passenger and hand baggage searches at
boarding gates, on top of the 100 per cent hand baggage and passenger screening searches already in place
prior to September 11. Since December last year screening has included worldwide random removal and
searches of footwear.

4. Recovery Plans and Outlook

Following September 11 we have taken a phased approach to rebuilding in-bound travel.

4.1 Phase One

The first phase concentrated on the delivery of “Safety and Reassurance” messages, the extent and timing
of which varied greatly in diVerent markets. This programme included face to face briefings for trade and
corporate customers, below the line communications to customers and proactive media relations campaigns.

4.2 Phase Two

Phase two concentrated on attracting tourists back to London and began in earnest in January 2002. We
have observed that leisure travellers have begun to book their holidays later and we therefore began aggressive
sales and marketing activity around the world in March, April and May to capture the summer traYc. In
conjunction with proactive PR and marketing campaigns we used sales activity to encourage travel to the
UK. For example, in Spring this year British Airways:

— Launched a huge fares promotion from the USA in partnership with Yahoo, including the chance
to win Concorde tickets—the website had 240,075 hits on Day 1—more hits than the British
Airways website worldwide receives in one month.

— Launched an online fares promotion in Australia for travel to London which included chances to
win vouchers for Harrods.

— Introduced a number of special Jubilee OVers in the Middle East, plus a whole host of early booking
promotions, as well as value-added hotel deals. A number of countries ran two for one deals for
travel to the UK.

— Hosted over 40 journalists from Europe, Asia and the Middle East for Jubilee briefings.

— Supported the BTA’s “UKOK” launches in key markets. We had dedicated teams working
alongside the BTA to help launch the campaign in London and New York, and where possible in
other markets we had joint oVers in place.

— Set up a hotlink between the BTA and BA websites to ensure more visitors have easy access to
destination information and flight oVers.

4.3 Phase Three

The third phase of activity, the BTA’s Million Visitor Campaign, began in June and will continue running
until the end of the year. The campaign’s aim is to attract an additional million visitors to the UK in 2002.

The Million Visitor Campaign includes:

— Television and radio ads broadcast in key markets, including the US and Europe.
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— Press advertising and direct mail oVers in key markets.

— Marketing and PR campaigns in key markets.

Due to the structure of the campaign it is diYcult to quantify specific revenues driven from this activity.
This has been known from the outset and the BTA and its partners have already reviewed how we might
improve this in any future campaigns.

In addition, over the summer months British Airways has restructured its domestic and European fares
structure resulting in significantly cheaper fares for travel to and from the UK regions and from Europe, with
domestic fares starting from £59 and fares from Europe starting from 70 euros. Early results following these
changes show the number of people travelling inbound from Europe with British Airways is increasing
significantly.

5. The Role of Government

5.1 Funding

British Airways welcomes the practical support which the Government has given to aviation and tourism
since September. September 11 aVected the tourism industry world-wide, but Britain was already suVering
from the impact of Foot and Mouth disease. The cost to tourism of Foot and Mouth was estimated at £2
billion. Prior to this, the UK already had image problems—it is viewed as expensive, and more importantly
as poor value for money, with inadequate service levels. Tourism is highly competitive, with many countries
competing for the same visitors. It is therefore essential that the UK is able to compete eVectively in attracting
business. British Airways urges the Government to lobby for a step change improvement in the quality of the
UK Tourism industry and address the current value for money imbalance.

British Airways invested £1 million in the Million Visitor Campaign as part of the Government’s private-
public funding formula. The Government invested £20 million in the campaign, with £5 million in total
coming from the private sector.

British Airways would like to see similar private-public funding activity in future years to help raise the
profile of Britain abroad, but any new campaign should be structured diVerently. Whilst we support the
admission of “collateral” as part of the formula we feel that this concept was too narrowly defined during the
campaign. British Airways has the ability to make a major contribution to campaigns by utilising a variety
of non financial resources such as flights and marketing support. It is vital that the value of both this and
British Airways’ own campaigns, is recognised by the tourism bodies involved. We believe that all partner
promotional activity promoting Britain as a destination should be included in the funding formula.

We do not believe the combined public and private funds drove suYcient value to British Airways during
this campaign. This was in part due to the complexity of the campaign and partly due to the large number of
minor partners, each of whom had diVerent objectives. Tourism bodies need to operate on a more commercial
basis and any future campaign must have more clearly defined, single-minded objectives, which are adhered
to throughout the campaign. It would be diYcult to justify an annual investment of £1 million by British
Airways unless this was more directly targeted at increasing traYc on the airline.

The Government’s role needs to be put in context with what other governments have committed and how
quickly they responded to the call to boost tourism. Examples include:

— The US state of Florida alone has been given over $20 million for advertising and promotions.

— The Irish Government has given ƒ12.7 million for a reassurance campaign.

— Both the French and Spanish Governments have committed to additional funding.

— The Australian Government have promised an additional A$24 million to help inbound tourism to
Australia.

Many of these countries were already active with aggressive campaigns—we all saw President Bush’s
famous call to action on our TV screens back in January. In contrast, the BTA’s new campaign was not ready
until at least April. This was eight months after the events of September 11, and only two months before the
Golden Jubilee. This delay can be largely attributed to the ineVective decision making process surrounding
the BTA. Such a slow response does little to help the UK compete successfully.

5.2 Structure

British Airways would welcome a re-examination of the way our tourism bodies are structured. In
particular, we need to look at the most eVective ways for the private and public sector to work together. We
need consistency and simplicity rather than a frantic scramble for action as we go from one situation to
another. For example, overseas the BTA does not give any preference to British companies over non-British
companies when formulating activity. This makes it hard for British carriers to make a long term commitment
and undermines the strength of “UK PLC”. Contrast this with the Australian Tourism Commission, for
example. The ATC proactively develops on-going “joint marketing agreements” through its local overseas
oYces—in which Australian airlines and industry have the first opportunity to support ATC activities. These
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“joint marketing agreements” are supported by plans and creative yearly themes, which help continually to
reinvent interest in travelling to Australia. This then helps commercial organisations plan their activity in a
timely and eVective manner.

The devolution of Wales and Scotland has resulted in a disparate approach to tourism, with a number of
separate bodies representing diVerent parts of the UK. These fragmented organisations have separate funding
and diVering objectives. This creates problems for major suppliers, such as British Airways, which are
required to work with multiple organisations and receive many separate requests to match public funds for
diVerent projects. This has the eVect of diluting human and fiscal resources and consequently return on
investment for both parties.

We believe that the diVerent tourism bodies could work together in a more integrated, co-ordinated and
simplified manner to facilitate quicker decision making and enable collective responses to a rapidly changing
environment. We welcome, therefore, the BTA’s announcement that they are drawing up a new plan to
promote Britain, involving directors from the tourist boards in England, Scotland, Wales and Northern
Ireland.

5.3 Accessibility

Accessibility is absolutely key to making Britain attractive as a tourist destination. It is easier to fly to
Britain than to almost any country in the world and London Heathrow is still the leading international
aviation hub. The high level of competition among airlines flying to London has made travel to Britain
relatively inexpensive.

Over recent years, accessibility to London, and from London to other parts of the UK, has reduced.
Aviation infrastructure has not kept pace with the growing demand for air travel. Our key international
airport, Heathrow, is now completely full and other airports in the South East are suVering capacity
constraints at peak times. Congestion creates significant costs for airline operators. We estimate that
congestion at Heathrow costs British Airways £67 million per annum in extra aircraft, crew and fuel. As a
result of congestion, airlines have had to concentrate on serving key profitable routes at the expense of more
marginal ones. This means that the number of destinations served from Heathrow decreased from 227 in 1990
to189 in 2000. We predict that in the absence of new capacity at the airport, this trend will continue, with the
number of destinations served from Heathrow falling to around 170 by 2010. Constrained capacity at
Heathrow also adversely aVects the decisions of foreign carriers when planning to expand their operations,
resulting in the UK losing out to our European competitors and on inward investment and tourism.

Regional air services from London have also fallen over the last decade—more than half the destinations
served from Heathrow 10 years ago have lost their direct link. These include Birmingham, East Midlands,
Jersey, Guernsey, Inverness, Liverpool, Newquay and Plymouth. It has become increasingly diYcult for our
overseas visitors to get to regional destinations, which are therefore missing out on the economic benefits
of tourism.

As demand for air travel continues to rise, congestion will worsen without the provision of new capacity.
This will lead to higher fares, perhaps as much as £100 for the average return journey. Such an increase may
well make Britain a less attractive destination.

The Government has a vital role to play in the provision of new airport capacity, which is essential if our
tourism industry is to grow and prosper. British Airways welcomes the Government’s consultation on the
Future Development of Air Transport in the United Kingdom. In particular, we welcome the inclusion within
the options of a third short runway at Heathrow. This option would enable the return of many domestic links
to the UK’s hub airport as well as creating the opportunity to expand long haul operations on the existing
runways. Over time (and with accompanying normalisation of air services through the bi-lateral system), this
will facilitate the growth in air services to Britain from those markets, such as India, which have the biggest
growth potential for tourism.

6. Conclusions

Foot and Mouth Disease and the terrorist attacks of September 11 together had a devastating eVect on
tourism to the United Kingdom. British Airways has experienced a significant decline in passenger numbers
and we have taken a number of steps to restore the airline to profitability.

In the longer term, if our tourism industry is to prosper:

— Significant changes will be required in the way the UK tourism industry and its representative bodies
are structured and administered.

— The public and private sector must work together more eVectively to promote the United Kingdom
as a tourist destination.
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— Britain must be capable of giving visitors an enjoyable holiday experience which represents good
value for money.

— The UK’s airports, and in particular Heathrow, must be developed to cope with growing demand.

7 October 2002

APPENDIX 14

Memorandum submitted by Trinatours Ltd

Further to the cross party investigation into the BTA’s failed publicity campaigns, I am writing to express
our company’s deep concern with current culture and direction of the authority.

Trinatours Ltd is a British inbound tour operator and we have been in business since 1974. As a small,
family owned business we have grown into one of the most professional and recognised names in our sector
of the industry. Our success has come from our innovation, eYciency and competitiveness in providing UK
leisure products to overseas airlines, tour operators, and cruise lines. We have oYces in both London and
Edinburgh and have also opened sub oYces in a number of other European countries in order to better service
the local markets, and attract more business into the UK.

We have recently opened an oYce in Moscow and are launching our inaugural brochure on 28 October
2002 at the British Embassy in Moscow. This brochure will feature a selection of hotel and other leisure
products in the UK. In March of this year we had contacted the BTA to ask if they would be interested in
assisting us with promotional materials. Their response was that they were not “active in this market”. Russia
is one of the most lucrative and under explored markets in the World and for the BTA not to be active in this
area is a serious error of judgement in assessing business opportunity. The BTA would rather spend millions
of pounds of taxpayer’s money on a completely insipid campaign such as “UKOK” instead of actively
supporting a dynamic British company in its eVorts to penetrate a new market. Conversely, our fellow
inbound tour operators in other European countries such as France, the Netherlands and Spain have a more
inspired relationship with their respective tourist authorities.

On asking the BTA to revisit their policy of non-involvement in the Russian market we have yet to receive
a response.

At the Arab Travel Market (ATM) in Dubai earlier this year the BTA sponsored a stand on which suppliers
in the industry could exhibit—at a price. In fact the emphasis of the BTA in the whole exercise seemed, to us,
to be placed on generating revenue from the UK suppliers as opposed to generating interest from purchasers
in the Arab world. This attitude is common to most trade fairs and exhibitions where the BTA is present.
Consequently our involvement is less than enthusiastic and contributes very little to our own marketing
initiatives.

Trinatours is a company with an enthusiastic, young and multicultural environment. Our perception of the
BTA is that of an organisation that is non-representative, unaccountable and managed by those more
interested in endless meetings and long lunches! We need a BTA that is not afraid to explore new markets,
that develops business initiatives and strategy in partnership with the industry. We also need the BTA to be
representative of the industry with an infusion of younger and more dynamic thought in order to better
represent the inbound travel industry and those who work within it.

Our belief is that the select committee should be asking some very tough questions of the BTA and their
marketing strategy, especially in regards to emerging markets such as Eastern Europe, Russia and China. We
would be very willing to further discuss these issues with the committee if it can assist in making the BTA
a more pro-active and essential tool in promoting Britain as an attractive and necessary destination in the
21st century.

7 October 2002

APPENDIX 15

Memorandum submitted by the Association of Recognised English Language Services

1. Introduction

(a) The Association of Recognised English Language Services (ARELS) is an association of 216
accredited English language schools in the UK. It was founded in 1960.

(b) Accreditation is conferred by the British Council after an independent inspection covering the
management of the school, its care for students, its facilities, and the quality of teaching and
learning. Membership of ARELS is open only to accredited organisations.

(c) Students attending English language courses range from children as young as five years old through
to adults of all ages. Recent trends show that the main markets are Far Eastern countries such as
China, Japan and Korea, followed by Western Europe.
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2. Study Travel to the UK

(a) Students visiting the United Kingdom for educational purposes are of major economic significance,
contributing at least £4.8 billion a year to the UK economy in terms of course fees, accommodation,
living costs and leisure spending. This is over a third of the total £12 billion earned by the UK from
inbound tourism. English courses rank as the second highest earner after university courses. (See
Appendix for more details.) The major reasons for study travel to the UK is the perceived quality
of our education system (more recognised abroad than at home) and the wish to learn British
English rather than American English.

(b) English language courses also make a further contribution in that students often go on into higher
education, or return to the UK as tourists with their families, or simply retain an aYnity for the UK,
which is helpful in trade and opinion forming abroad.

3. Current and Future Performance of this Industry

(a) Performance in 2001 for the ELT sector was much the same as 2000 in terms of the number of student
weeks taught. In the spring, enrolments declined by around 15 per cent as a result of the
international media coverage of Foot and Mouth Disease, its confusion with BSE, and the general
impression that “Britain is closed”. Following September 11, enrolments also declined, by around
20 per cent. Given this, it was remarkable that the overall result for the year was not worse.
However, given the global growth of the Study Travel market, this means that the UK actually lost
a proportion of market share, in particular to Australia, New Zealand, Ireland and Malta, which
all benefitted from the UK’s problems in 2001.

(b) So far, 2002 has proved to be better with a 10 per cent increase overall on 2001. This is due to global
growth, displacement of students from the United States, a slight weakening of the exchange rate
making the UK better value, and concerns regarding the capacity and quality of some competitor
countries leading to a swing back to the reliability and high standards of the UK in terms of English
language teaching.

(c) There is a clear and urgent need to maintain and improve marketing of the UK in the face of well-
resourced and more integrated challenges from competitor countries.

4. The Role of Government

(a) Government should focus its resources and promotional eVorts on attracting international tourists/
visitors/students to the UK. The value of outbound tourism is currently around £20 billion, with
inbound tourism worth an estimated £13 billion. The aim of government promotion of the UK as
a destination should therefore be to close this £7 billion deficit.

(b) There is generally good support from the British Tourist Authority, though individual campaigns
may be of variable quality and eVectiveness. The BTA has recently launched a youth marketing
initiative aimed at student/youth travel and the tourists of the future. This deserves a higher priority.
Overall, the BTA’s ration of 1:30 in terms of return on spending on tourism promotion (£1 spent
on promotion generates £30 of spending by visitors) appears a strong argument for increasing
resources available to achieve the tourism account balance which should be the aim of government
policy. There is a need for this promotional spending particularly to combat the accumulated
damage to the UK’s image over the last few years (Foot and Mouth Disease, BSE, train crashes,
wobbly bridge and the Dome!).

(c) There is also good support from the British Council as part of the Prime Minister’s Initiative to
increase the number of international students attending UK educational institutions. Again, given
the benefits of study travel to the UK outlined above, the PMI should be continued with similar or
increased resources after 2004.

(d) Domestic promotion (such as advertisements for Scotland on the Underground to attract
Londoners) probably does not create increased GDP but rather simply re-assigns what people
would have spent anyway (though not necessarily on tourism). It was noticeable that during the
Foot and Mouth outbreak, the Treasury argument against domestic tourism promotion was based
on the fact that people who could not go into the countryside spent their money on short breaks in
cities etc. Spending was displaced but economic activity overall was hardly aVected. Unless
promotion of domestic tourism persuades people to holiday in the UK instead of travelling abroad,
it merely achieves such displacement, and it could be argued that this is not a proper or worthwhile
objective of government policy or eVective use of resources.

5. Current Arrangements

(a) In general, the current arrangements are adequate in that the British Tourist Authority and the
British Council do a commendable job. Recent moves to achieve greater integration of eVort
between those two bodies are to be welcomed.
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(b) However, for English language schools there remains a problem. At the moment there is no statutory
registration scheme in place and therefore no absolute guarantee of quality. Gaining accreditation
is voluntary and its cost is a “tax on virtue”.

(c) The operations of non-accredited schools damage the reputation of the whole ELT sector. In these
days of international organised crime and terrorism, the dangers of allowing possibly bogus schools
to operate, to support students in their applications for visas and thus to assist them in gaining
access to the UK, are only too obvious. We are aware of concern on this matter at the Home OYce/
Immigration Service, and in respect to juniors there is concern over child protection at the
Department of Health. We would urge the Committee (and the Government) to take this issue
seriously and to address it by introducing a system of compulsory registration comparable to that
operated by the Department for Education and Skills for independent schools.

6. Conclusion

(a) Though the indicators for 2002 and ahead into 2003 show a reasonably good and sustained recovery
from the eVects of Foot and Mouth Disease/September 11, there is little doubt that the UK is still
losing market share in study travel to international competitors, and current provision for
supporting and promoting inbound tourism and study travel needs to be enhanced.

(b) There is a definite need for government registration of English language schools. As an association
of reputable accredited schools, we would support a suitable compulsory registration scheme as
long as it avoided undue bureaucracy and built on existing quality assurance through the
Accreditation Scheme.

(c) We are happy to provide further information or evidence to the Committee to assist in its inquiry.

Annex

Visits to the UK by students for educational purposes make a major contribution both economically and
in terms of aYnity.

UK universities are highly regarded internationally, and attracted 122,000 non-EC students in 1999–2000.
They contributed £672 million in fees, according to the Higher Education Statistics Agency. In addition, each
student spends at least £7,000 a year on living costs, and international students (who are more often studying
for higher degrees and more likely to bring their families with them to the UK) generally spend more than
this. At a conservative estimate, the total contribution is some £1.5 billion.

A recent report from international consultancy EduWorld rates UK English language teaching as the best
in the world. Private English language schools which are members of ARELS teach around one million
student weeks a year, some 300,000 individual students. This covers only 210 accredited schools, however;
there are at least 500 other non-accredited schools, so the total number of students at private language schools
is likely to be over 500,000. Surveys indicate that these students spend about £1,000 each a week on average
during their stay in the UK, and the average length of stay is just over three weeks, making the total value of
this sector about £1.5 billion. (English language courses are also taught by universities and FE colleges, and
the student numbers for these courses are included in the university and FE college totals to avoid double-
counting.)

According to figures from the Learning and Skills Council, there were 55,857 non-EC students in further
education colleges in England in the academic year 2000–01. However, 13,119 are listed as country of origin
“not known”, and it is likely that a significant proportion of these will be from Britain or other EC countries.
Figures for colleges in Scotland, Wales and Northern Ireland are not currently available. Taking 50,000
students and assuming an average annual spend of £10,000 per student on course fees and living costs
produces an estimated value of £500 million.

According to figures from the Independent Schools Council Information Service, 15,324 pupils had their
fees paid from overseas sources in 2001, totalling £210 million. Allowing for non-fee spending by pupils at
independent schools, the value of this sector is likely to be around £300 million.

The total direct value of study travel to the UK in terms of UK institution enrolments is therefore of the
order of £3.8 billion at least, a significant amount in the context of the total inbound tourism market of some
£12 billion.

This is however not the full story. There are in addition significant operations which bring students to the
UK to other institutions (notably branch campuses of North American universities running cultural and
study semesters in the UK and Europe, and a number of professional and educational institutions which are
not publicly funded and so not part of the HESA statistics), or on exchange visits with some study component,
or on very short educational visits (one to four days) organised typically by schools/colleges in France,
Belgium, the Netherlands, Germany and Scandinavia. The total economic impact of these student visits could
be as much as a further £1 billion.
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The value of international students to the UK is not simply economic, however. International students
enrich education in the UK by introducing diVerent cultural perspectives and intellectual traditions. Given
the strategic importance of preparing students to work in a global economy and to understand international
commerce, the early development of international awareness is vital.

International students are more likely to make repeat visits to the UK after their courses, including later
in their careers as business travellers, to go on to other courses in the UK (71.5 per cent of the international
students at independent schools go on to higher education in the UK), and to recommend UK education to
others. They also tend to retain an aYnity for the UK, which can be helpful in trade, diplomacy and forming
public opinion abroad.

The Education UK initiative (launched by the Prime Minister) has brought together several of the agencies
and associations involved to co-ordinate marketing and promotion of UK education under one brand. There
are positive signs that this is having an impact in an increasingly competitive market, but the initial funding
of the initiative was small (£5 million over three years) and in any case not “new” money. If UK education
is to maintain or increase market share against aggressive promotion, often with strong government backing,
by competitor nations (especially English-speaking ones), the scale of funding allocated to Education UK
must be increased and continued.

27 September 2002

APPENDIX 16

Memorandum submitted by Historic Houses Association

TOURISM AFTER SEPTEMBER 11

1. Introduction

1.1 The Historic Houses Association (HHA) represents the interests of Britain’s privately owned historic
houses, castles, parks and gardens. Established in 1973, The HHA has 1,500 member properties of which 332
are regularly open to the public and a further 250 open on a part-time basis. There are currently 20,000
Friends of the Association. More HHA houses are open to the public than the National Trust, English Heritage
(and their Welsh and Scottish equivalents) combined.

1.2 Last year, HHA houses attracted around 12 million visitors and, between them, they employ some
10,000 people. We estimate they contribute an annual £1.5 billion to the rural economy.

2. The Importance of Tourism to the Rural Economy

2.1 Rural tourism is the core business of the HHA and our members have become leading exponents in
this field, concentrating on “diversified estate activities” which incorporates day visitors; corporate and
commercial activity; events; accommodation; holiday lets; weddings; and concerts.

2.2 The English Tourism Council’s Visitor Attractions Review (2001) noted there were in the region of 500
HHA member properties, 300 National Trust Houses and 100 English Heritage or Local Authority houses
that together constitute rural attractions. In addition, there is of course the countryside itself—half the rural
land mass in England is managed by the Country Land and Business Association’s members and a further
245,000 hectares is managed by the National Trust.

2.3 However, whilst the properties represented by the organisations above constitute the attractions that
draw visitors in, statistics provided by the British Tourist Authority show that they receive only four per cent
of the visitor spend. The remaining 96 per cent (£2 billion) is received by secondary beneficiaries such as Bed
& Breakfast accommodation, craftshops, Public Houses and a range of other local services. The combined
spend equates to a £75 billion a year industry—all the more vital for the rural economy at a time of depressed
agricultural income—flowing from the appeal of the nation’s built historic environment.

2.4 But these assets are fragile and more than half of them are maintained by individual private owners
without recourse to the sorts of funds available to government-sponsored organisations. By investing in the
maintenance and marketing of Britain’s privately owned historic houses, the Government would in eVect be
helping to deliver a stronger rural economy and, in so doing, meet the stated aims the Prime Minister set out
in Tomorrow’s Tourism (see below).

3. Tourism after September 11

3.1 HHA member houses operate in two separate, but related, markets: (1) Day visitors to houses and
gardens and, (2) Events, including corporate hospitality, Weddings, Private Parties and accommodation. The
Events market is principally, but not entirely, domestic and is almost exclusively rural.
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3.2 Initial indications suggest that the post September 11 market in rural and domestic tourism quickly
recovered whilst the Events market has been badly aVected. Expectations of an economic downturn,
following the events of September 11 and uncertainty over a war with Iraq are aVecting the commercial and
corporate activities of many Houses.

4. The Government’s Role

4.1 It is clear that the Government has a major role to play in supporting and promoting the tourist
industry. This was expressly highlighted in the tourism strategy published by the Government in 1999
(Tomorrow’s Tourism—A growth industry for the New Millennium, 26 February 1999). A fundamental
principal recognised by Tomorrow’s Tourism was that the responsibilities for this lie across a range of
departments and the burden does not simply rest with the Department for Culture, Media and Sport:

“We are committed to ensuring better co-ordination across all Government departments in Whitehall
and the regions. We want to ensure that the full potential of the tourism industry is understood and that
its concerns and characteristics are taken into account in all relevant policy decisions.”

4.2 We are not, however, convinced that “better co-ordination across all government departments” has
yet been achieved.

4.3 Compounding this is the fact that, whilst the National Trust and English Heritage (and its Welsh and
Scottish equivalents) correctly receive government funding, or access to significant marketing budgets, the
privately owned attractions benefit from neither.

4.4 This has two major eVects:

(1) The public is not always aware of the variety and range of attractions on oVer.

(2) Privately owned properties, now more than ever dependent on gate receipts to help with maintenance
and general upkeep, attract fewer visitors and corporate guests than their numbers suggest should
be the case.

4.5 Whilst some HHA houses are beneficiaries of grant aid, of great value in some cases, the scheme is
expensive to administer and the available funds are limited. From a recent survey, we estimate a shortfall of
up to £130 million in respect of repairs that will need to be undertaken over the next decade.

4.6 This Association estimates that 26 per cent of major repairs at historic houses are funded by sales of works
of art. This is an unsustainable situation if what the public wishes to see is to be preserved for future generations
to enjoy.

4.7 Without access to the resources necessary (and which are available to “publicly” owned houses)
historic houses are disadvantaged when trying to market themselves eVectively as an intrinsic theme within
the overall tourism sector. A small number of “crown jewel” properties (for example Chatsworth, Castle
Howard and Blenheim) are well enough known for people to make a special journey to visit, but for every
such property there are scores of others within its vicinity that are relatively unknown. Most visitors tend to
visit more than one attraction in a day and it is essential that a torch is shone at the smaller, less well-known
properties in order that visitors can benefit from the enormous range of our pre-eminent built historic
environment. This cannot be achieved without a strong, co-ordinating central voice with funds to match.

5. Government Assistance

5.1 The Department has been active in promoting the tourism sector but, as noted above, it cannot achieve
tangible results without the support and actions of other Departments, notably HM Treasury.

5.2 The HHA believes there is incoherent and uneven government funding in relation to the British Tourist
Authority, English Tourism Council and the Scottish and Welsh Tourist Boards, a situation exasperated by
the lack of a cohesive structure linking these bodies to Local Authority tourism input.

5.3 Whilst recognising the value of decentralisation, it is the firm view of the HHA that the role and funding
of the English Tourism Council should be given greater prominence as part of the Government’s policies in
regard to this sector. The HHA would benefit from a strong, cohesive and co-ordinating body with which we
can liaise over issues with national implications.

5.4 The ETC’s ability to excel within its role is dependent, to a great extent, on the funding available to it
to research and advise on national policy in this regard, and to co-ordinate the disparate but integral elements
of England’s tourist provision.

6. Conclusion

6.1 HHA member properties make a unique contribution to the tourism sector. Unlike the National Trust
and English Heritage, our properties are lived in and maintained by the people who own them—they have
hearts that beat—and it is this that is often cited as a principle reason for people visiting them.
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6.2 There is a rich diversity within the historic environment which, collectively, constitutes an immensely
important element of the UK’s tourist sector. The events of September 11 and the Foot & Mouth epidemic
have focused attention on the importance of this sector, but the argument for a strong voice and government
attention was as compelling on September 10 as it is today.

October 2002

APPENDIX 17

Memorandum submitted by British Resorts Association

1. Introduction

1.1 The British Resorts Association is a local authority association with a UK remit and a membership of
60 authorities, nine tourist boards and 15 commercial organisations. We act in the manner of a trade
association for local authority-sponsored tourism interests. The organisation is funded by membership
subscriptions and modest commercial activity.

1.2 Despite misconceptions linked to its name, the Association is not exclusively in the business of
supporting traditional resort destinations. We do include a number of built coastal resorts, but most, if not
all, count rural hinterland and coastline as a major part of their oVer. A significant number of our members
are rural coastal destinations, while an important, but much smaller group, are made up of inland rural and
built destinations.

1.3 The common thread running through the membership is an established tradition of hosting visitors in
significant numbers. Therefore, for better or worse, tourism has become woven into the social and economic
fabric of the local community. As a consequence it’s importance to that community is recognised by much
greater local authority involvement in tourism related issues, and very often by hands on management of the
locality as a tourist destination.

1.4 Like the vast majority of the UK’s tourism industry our members’ core market is the UK domestic
visitor. Despite the competition from overseas destination, or perhaps more accurately, despite the
competition from UK-based travel operators, domestic tourism remains a huge business, generating in the
order of £59 billion a year or 80 per cent of the total tourism spend in the UK.

2. Background

2.1 In attempting to answer the question “what is the future for UK tourism after September 11”, we
believe it is more important to examine the details of relatively recent past. We have watched recent events
with increasing alarm. To our mind some very basic lessons from the Foot and Mouth Disease (FMD)
outbreak are in danger of being missed or misinterpreted.

2.2 The truly remarkable thing about last year’s events was their ability to raise political and public
awareness of the importance of tourism. FMD, in particular, was able to do more in a matter of weeks than
all the combined lobbying of the industry undertaken over a period of many years.

2.3 For local government the absolute critical factor was the sudden recognition of the vital role tourism
plays in underpinning the wider social and economic fabric of a host community. In the case of FMD, this
vital role became a key argument for supporting tourism in rural areas. However, the same basic argument
that tourism underpins the fabric of communities has long been made, and largely ignored, in relationship to
communities where tourism’s role is much more self-evident, for example in seaside, spa and historic resort
towns.

2.4 As an organisation we saw 2001 as an opportunity to consolidate understanding of this complex and
diverse industry and through more detailed understanding, gaining access to the level and type of support
needed to grow the UK domestic market for the mutual benefit of the whole industry. What we actually saw
was a heightened awareness of the need for action and arguably a drive for quick fixes, which may or may
not be based on a detailed understanding of the long-term needs of the industry as a whole.

3. Foot and Mouth Disease

3.1 FMD was primarily a rural issue, but its wider tourism impacts were felt across the entire UK industry.
Clearly those impacts in established traditional rural destinations like Cumbria and Devon, which were also
FMD hotspots, were devastating. Those impacts were also felt across all rural areas, creating particular
diYculty for business with direct connections to animals or to land access. However, contrary to popular
belief the rest of the non-rural tourism industry did not benefit as a consequence of FMD, or at least not in
the terms that the benefit is normally interpreted.

3.2 From the outset, FMD created a roller coaster year and completely disrupted established domestic
tourism patterns. For example, tourism activity virtually closed down in the early part of the year. An
excellent but short-lived emergency national marketing and PR campaign in England saved Easter. This was
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followed by a lacklustre May, June and July which saw some incredible weekend day trip peaks on sunny
weekends, but very few mid-week staying visitors. The year as a whole was then saved by a better than average
main school holiday period in which those who were going to take a UK holiday did so, but away from FMD
hotspots. Yes there were benefits but those did not necessarily compensate for the overall losses during the
rest of the year.

3.3 The net eVect was that UK domestic tourism was on a par with 2000, the year of widespread spring
flooding, the wettest summer on record and an autumn of rail chaos. The United Kingdom Tourism Statistics
on which these broad comparisons are based are designed to give a relatively accurate national overview down
to regional level. Below this figures in England are not universally available and where they are available, they
are not necessarily gathered in the same way, or necessarily in a manner designed to show trends. In short it
is diYcult to evidence the actual detailed impact on individual destinations. However, it is possible to say with
confidence that wherever there are peaks and troughs and where established tourism patterns are disrupted
there will be the odd winner and a host of losers. This rule of thumb applies across destinations, but it applies
more particularly within the diverse array, of mainly small businesses, which combine to create each
individual destination. Large numbers of tourism businesses did not go bust. But what is more important is
what else they did not do. For example they did not invest in improvements, and many did not market
themselves as well as they ought to have done for 2001. These and a host of other lost opportunities have
combined to put much of the industry back by a year or more and as yet there is no real sign of a return to
a positive environment of reinvestment.

3.4 Quite rightly action is being taken to address the short-term impacts of FMD on rural tourism.
Without assistance this otherwise viable industry’s long term future could be seriously damaged by what was,
hopefully, a one oV event. Given the potential damage to the wider social and economic fabric this would
bring, it is money well spent. It does, however, raise a number of concerns for us:

3.4.1 Once the short-term damage is repaired should rural tourism continue to receive more favourable
support than other sectors? We would argue for similar support for all sectors or a broadening of the support
over time so that it benefits all sectors.

3.4.2 If tourism’s role in underpinning the social and economic fabric of communities is worthy of
recognition and support in rural communities, why is it not regarded with equal importance elsewhere? In
particular, why is it not gaining the level of recognition in traditional built resort destinations, where social
and economic imbalances have been allowed to develop to a point at which they undermine the very tourism
product on which that the resort’s social and economic fabric is built?

4. September 11

4.1 The impacts of September 11 were largely on the inbound international market. September 11 did
dissuade many UK travellers from flying abroad and there were therefore some benefits for the UK domestic
market. Regrettably, in terms of traditional built and rural domestic destinations, much of that reluctance
took place during the autumn and spring shoulder months. By the start of the main 2002 season the reluctance
to fly was already diminishing, spurred on by the UK outbound travel industry’s need to discount their
current supply of distressed stock and to generate forward bookings for summer by discounting where
necessary.

4.2 For the domestic industry an optimistic start to the 2002 year with an excellent Easter was followed
by a slow pre-summer school holiday period. Again the short, sharp summer school holiday period proved
to be better than expected based on the year’s earlier performance. On this occasion it was factors like the
World Cup, the longer Queen’s Jubilee Holiday, Commonwealth Games, free admission to National
Museums and yet another unseasonably wet early summer, which had a far greater impact than September 11.

4.3 There was, however, one area where September 11 did indirectly aVect the domestic market this year.
In response to the loss of international trade some honey pot destinations, and London in particular, have
switched marketing resources to target the domestic market. In the short term at least, any major new national
campaign selling individual areas or products will invariably serve to divert some existing businesses, rather
than creating and then capitalising on additional business for the domestic industry. This may appear a
relatively simple and obvious point but it contains within it lessons for any centrally supported marketing
campaign:

4.3.1 The aim must be to generate additional business, either by encouraging UK residents to take more
holidays and take them at home, or by encouraging UK residents to convert some of their current overseas
holiday taking back to the UK.

4.3.2 Individual products, destinations, regions etc can, and do, already market themselves. Their aim is
to alert potential customers within the marketplace to their product and hopefully secure a sale. They are not
in the business of growing the overall market so that all others in the industry can have a better chance of
selling more products. National marketing for England cannot be eVectively achieved by the combined eVorts
of its regions, nor solely by the eVorts of private sector businesses.

4.3.3 The role of growing the overall product for the mutual benefit of the industry is a national function.
By definition the message cannot be directly linked to particular products, or particular areas. It is, therefore,
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highly unlikely that such a diverse industry will see suYcient direct individuals return to wish to fund the bulk
of the high level marketing activity. Given the diverse nature and the typical size of the business involved,
national marketing is eVectively about providing a core service that the industry is incapable of providing
for itself.

4.3.4 The National Boards of Wales, Scotland and Northern Ireland currently conduct very eVective high
level conceptual marketing and PR campaigns selling the idea of holidaying in their areas to the English. This
is the model that England should adopt to sell itself to the English and to the rest of Britain.

4.4 In terms of the international market, September 11 was a huge blow to an international tourism market
already struggling from the eVects of FMD. Some commentators would also point out that FMD was a body
blow to a market already depressed by an economic downturn in the USA and suVering from bad publicity
related to rail crashes, wet summers and flooding among other things. In terms of the current market we will
not be the only one to point out that September 11 as such is no longer the issue and certainly not in the key
US market-place, where doubtless fear of an impending war or ill defined terrorist threats to European cities
will have taken over.

4.5 The Gulf War depressed overseas travel from the US for several years after its end. Our current
diYculties continue and will not be resolved for several years after international events themselves are
resolved. In this situation it is vital that BTA continue to be resourced adequately enough to maintain our
market profile, regardless of actual inbound performances achieved.

5. Government’s Supporting Role

5.1 Government already has a role in supporting tourism, particularly at Local Government level, where
it is diYcult to escape the fact that everything they do or do not do has a direct impact on tourism. The key
lesson of FMD is that tourism underpins the social and economic fabric of communities. Therefore, failure
to intervene wisely, and in all timely manner will have much wider social and economic impacts. Ultimately
these will have to be addressed by government, albeit perhaps under some other departmental heading and,
in all probability, at much greater total cost to the public purse.

5.2 The role within Central Government is to maintain a watching brief on all the activities of government
and ensure that tourism’s interests are properly represented in key departmental areas. This is obvious and
arguably it is already what DCMS tries to achieve. The key question is does this supporting role go beyond
promoting and supporting tourism within government to a role in promoting and supporting tourism in the
public domain?

5.3 We would argue that there is an essential role to play, particularly in facilitating the promotion of the
concept of England as a desirable destination, thus increasing the susceptibility of the British market to the
array of product and destination marketing messages already put in place, at the various appropriate levels,
by the industry. By its nature this conceptual messaging can only be fairly and equitably co-ordinated
centrally and largely at public expense. The industry is simply too fragmented and diverse to realistically
expect it to fund a neutral mutually beneficial campaign. No one appears to have much diYculty accepting
that there is a role marketing Britain abroad or that that role should fall to a well-resourced central tourist
board (BTA). It appears to be patently obvious that the role exists and that no reasonable alternative delivery
mechanism exists. The same could be said about marketing England, but arguably there is a financially driven
reluctance to come to a similar conclusion regarding the funding and delivery mechanisms.

5.4 We also recognise that tourism is a powerful social and economic tool. Therefore government should
maintain some form of influence upon its development. There are a whole host of quality, employment,
health, environmental and associated areas where central strategic and policy direction would be of benefit
to the industry and to government at all levels. Traditionally this function has been delivered by a central,
arm’s length body. We can see absolutely no reason to suggest that in future it should not continue to be co-
ordinated by a central national body, which remains at arm’s length to government. Possible alternatives, for
example a committee of regional interest or central Government Department control, are simply unworkable
or unacceptable as a means of managing England’s overall tourism interests.

6. English Tourism Council (etc)

6.1 We understand that the future of ETC is under review and that various options have formally or
informally been made known. We are also aware that Ministers have announced a preference to create a
private sector led marketing body in England.

6.2 This organisation had considerable experience working with the English Tourist Board (ETB) and
played a vocal role in the debate leading up to the creation of ETC. While ETB had a marketing and PR role,
the marketing role had no resources allocated to it throughout much of the 1990s. This, above all else, led to
widespread, but ill-defined, criticism of ETB as an eVective National Tourist Board. The incoming
Government noted the dissatisfaction and, not unreasonably, interpreted it to mean that the industry would
not object to ETB’s demise and a redistribution of funds to Regional level. The industry did object and a
major rearguard action was mounted, resulting in the retention of a national strategic body but regrettably,
a body with no marketing or wider PR function. At that time cynical commentators predicted that without
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a marketing function ETC’s role would be questioned again on exactly the same basis within five years. The
really cynical suggested that this was the intended game plan.

6.3 Government seeks radical reform. Restructuring ETC to include a properly funded England marketing
and PR function would, in our view, be radical. It is not simply recreating ETB, since ETB did not really have
a properly funded marketing role and it also carried with it other historic baggage, which was not taken
forward into ETC. A restructured ETC with a marketing and PR function would be an entirely new body to
either ETB or to ETC. It is also a body that many in the industry would support but few would suggest on
the grounds that it is an option DCMS could not countenance. We are not convinced that the assumption is
true, and even if it is it should not be allowed to stand in the way of attempts to achieve the best possible
solution.

6.4 There is a requirement for an eVective arm’s length strategic body, a role ETC already carries out to
good eVect, within limitations. One of its major limitations is that it has no means by which to influence the
implementation of the strategies it is charged to develop and promote. That means lies mainly with eVective
high level marketing and PR activity.

6.5 To our minds there is little or no point in having two bodies looking after what are essentially two sides
of the same coin. We see no prospect of the strategic function being carried out eVectively by a private sector
lead body. We also question to whom such a private sector-led marketing body will be answerable.
Presumably it will answer to the industry and not to government or to such bodies as government entrust the
development of tourism strategy. If ETC needs a marketing function to deliver strategy eVectively, then a
marketing body almost certainly needs strategic direction in order to market eVectively. Surely a single body
based on the well-tried and proven National Tourist Board model is the most practical solution.

6.6 We note that Scotland, Wales and Northern Ireland with a much smaller tourism product and much
smaller populations have no diYculty in accepting the need for National Tourist Boards, nor do they balk
at the thought of giving them well-resourced national domestic marketing roles.

7. British Tourist Authority

7.1 We have nothing but praise for the eVorts of BTA. We also commend government for increasing BTA’s
core funding over recent years and for its agreement to support emergency campaigns following in the wake
of September 11.

7.2 BTA is the correct mechanism to co-ordinate and deliver the marketing of Britain as a tourist
destination abroad. We are aware that devolution has led to discussions about separate marketing eVorts. If
this means sometimes selling Scotland as a distinct product in an existing BTA oYce (as we understand may
already be the case) then we have no objection. If it means Scotland giving additional funds to create a new
BTA oYces where BTA cannot aVord to be, then there would also be no objection. If, however, it means
Scotland setting up Scotland oYces in competition to, or at the expense of, BTA oYces then we would be
deeply unhappy.

7.3 Marketing the UK abroad is an expensive and complex process and the current BTA arrangements
are highly cost eVective, making BTA’s modest funds go a long way. We do not believe that eYciency should
be lost to meet the potentially ascetic needs of devolution.

8. Quality and Productivity

8.1 Recent attempts to promote quality and productivity in England have not been as successful and
certainly not as quick as perhaps government would have liked to see. DCMS has tasked ETC with the
development of strategies to meet either industry desires or government policy objectives. Working with small
groups of industry representative strategies are developed, refined, published and launched with an
accompanying PR fanfare. The delivery has then largely been left to Regional Tourist Boards and industry
bodies to take forward as they see fit. The Regional Board, where it has been appropriate to do so, have rolled
out strategies by distributing material and holding industry briefings. Ultimately the strategies stand or fall
by the degree of enthusiasm they are received by the industry. Not surprisingly, perhaps, policies which oVer
obvious advantages are warmly embraced and more diYcult policies are abandoned by individual businesses.

8.2 Occasionally individual Regional Tourist Boards are able to give incentives to participate in a
particular strategy, usually by subsidising the cost. Developing relationships with RDAs may improve this
route but not necessarily on a consistent national basis. The practice of giving incentives is widely used by
the National Boards of Wales, Scotland and Northern Ireland where resources more accurately reflect the
importance of tourism. Ultimately, it is not necessarily the industry to whom these strategies need to be sold.
For example, the fundamental problem with all the accommodation schemes in England is that the public
are largely unaware of what they mean and do not actively seek them out. Therefore, for many establishments
there is no obvious market advantage in joining, particularly as a not insignificant fee is usually involved.

8.3 As indicated previously an ETC with a properly funded marketing and PR function could act to
influence key strategy areas, including quality and productivity.
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9. Other Issues

9.1 The Association worked closely with DCMS and ETC to develop the ETC resort regeneration paper,
Sea Changes. Its launch in February 2001 was to be the culmination of eVorts to gain recognition for the
important role and fragile state of many of Britain’s seaside resorts. The high profile launch of that report
and the ever-growing awareness of resort issues, both fell victim to FMD.

9.2 During the last year there have been some major developments in certain resorts and much improved
recognition among some of the RDAs who will ultimately help deliver most of the physical improvements.
In considering the state of Britain’s tourism we would ask the Committee to consider reminding Government
of the importance of the resort sector and of the urgent need to address a raft of social and economic
imbalances, which have clustered in many of them. The bulk of these imbalances have been imported as an
unintentional consequence of successive governments’ social policies. The nature and scale now is very often
such that only targeted government intervention is capable of resolving the underlying issues.

9.3 The Association continues to seek to gain clarity on the issue of measuring the local impact of tourism.
In England at least the means by which local government measures tourism, if indeed they bother to do so,
is mixed. DCMS did issue guidance in 1998 but it oVered broad advice not specific guidance on what was
needed to fulfil a specific purpose. Since 1998 the introduction of Best Value, the creation of RDAs and the
continued activities of various government-sponsored funded bodies has seen the demand for local value and
volume figures grow out of all recognition. Despite the growth in demand and despite repeated calls from
local government practitioners DCMS will not be pressed to give specific advice. Nor does it seem likely that
they will at least define the minimum acceptable standards and requirements of Government and government
agencies for data so that others can attempt to give more practical guidance on their behalf.

9.4 While tourism remains a non-statutory and largely unfunded function of local government the
requirement to measure tourism on a regular basis will remain a mute one. Most authorities recognise the
need to measure activity in order to manage it. Many, however, pay lip service to the accuracy and
eVectiveness of the mechanism used because they know no one will currently challenge it. When FMD struck
and Government urgently needed to understand the local value and volume of tourism, many authorities in
England had no way of doing so. Many of those that did, had no way of monitoring changes due to FMD
in real time.

9.5 It seems to us that if we wish Government to take tourism seriously then we should at least measure it
accurately on a regular basis for management purposes. However, if Government wish us to measure tourism
consistently, it would not be unreasonable for them to declare what, as a minimum, they expect from the data,
for example do we need to be able to measure and demonstrate trends between years or even within each year?
Such key questions currently remain unanswered.

10. Conclusion

10.1 FMD and September 11 are the latest, and perhaps greatest, in a long line of diYculties for the UK’s
tourism industry. It is right and proper that the deepest wounds are recognised and the short-term
vulnerabilities in otherwise viable sectors are addressed. But in addressing the immediate diYculty it would
be unwise to start restructuring National supporting structures based largely on the experience of FMD and
September 11. UK tourism problems are deeply seated and in England at least the key issue is the long term
lack of National Tourist Boards with a properly funded marketing and PR function. It may be over simplistic,
but if the problem is a lack of National Tourist Boards with a properly funded marketing and PR function,
then surely the solution is simple: create just that.

10.2 We are grateful for the opportunity to touch on a number of issues, which we see as important. We
are conscious that in attempting to cover a lot of ground in relatively few pages many of the arguments
presented lack the background and detailed substance you may require in evidence. We would therefore
welcome the opportunity to present the detail and respond to any questions during an oral evidence session.

3 October 2002

APPENDIX 18

Memorandum submitted jointly by South West Tourism, South West Regional Assembly and the
South West of England Regional Development Agency

TOURISM IN THE SOUTH WEST OF ENGLAND: THE OPPORTUNITY

1. Industry Performance

1.1 Both the Foot and Mouth and September 11 crises, caused severe problems for tourism businesses in
the South West in relation to domestic and overseas visits. 2001 highlighted many problems, which were
inherent in the sector such as fragmentation, a lack of strategic focus and limited management data. The crises
also showed the need and possible outcome of eVective intervention from the public sector.
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1.2 However, despite the problems of 2001, the UK Tourism Survey showed that the South West region
recovered strongly and quickly in the domestic market, ending the year 5.4 per cent up on tourism spend from
UK visitors, when compared to 2000. National data shows that the region was the only one in England to
experience this sort of turnaround in the UK market. In terms of international visitors, which accounts for
approximately 11 per cent of tourism spend in the South West, the region was unable to claw back lost
business, experiencing a downturn of some 22 per cent on 2000.

1.3 Despite the continued diYculties in the overseas markets, 2001 can be viewed positively in the South
West. Intervention by the Regional Development Agency (RDA), working through South West Tourism,
enabled a strong recovery campaign to take place. This capitalised on favourable market conditions for UK
tourism during the summer and autumn of 2001 and continued the momentum into 2002. The region was
also able to successfully build on the profile generated by new investments such as the Eden Project.

1.4 In 2002 bed occupancy for January to July showed a five point increase over the levels for the same
period in both 2001 and 2000. Clearly an element of recovery is in evidence again here and overall 2002 has
been a strong year for tourism in the South West. The year has been characterised by a shift to earlier bookings
and a strong performance in Spring. Early indicators suggest that autumn 2002 will also perform well.

1.5 The challenge for South West Tourism and the South West RDA is to ensure that the region is able
to compete eVectively in the global marketplace. There remains much to do in the areas of marketing, quality
and customer service.

2. Factors Likely to Affect the Future Performance of the Industry

2.1 The Market

Increasing international competition

2.1.1 While tourism and travel continues to grow worldwide, new tourism destinations are being created
almost every day (China is widely forecasted to be the world’s No. 1 destination by 2010). Traditionally
popular destinations such as Britain are finding it increasingly diYcult to compete within this fast-changing
environment. According to recent research from the British Tourist Authority, the UK is fifth in the world
rankings for tourism visits. However between 1995 and 2000 it lost 1.1 per cent of its market share and is
forecasted to be sixth in the world by 2010. Clearly, such trends will have a fundamental impact on businesses,
which currently benefit from inbound and domestic tourism.

2.1.2 Looking more short term, the strength of the pound against the Euro and continuing international
tensions are very real concerns for inbound tourism. In view of the current crisis in the Middle East, the
prospect of a “post 9/11” recovery for the inbound US market is very uncertain.

Increasing fragmentation of the marketplace

2.1.3 As in all consumer markets, customers are becoming increasingly diYcult to categorise and predict.
Traditional gender and socio-economic stereotypes are less relevant then they used to be as consumers begin
to behave more like individuals rather than one in a crowd. This process of individualisation is expected to
continue and accelerate presenting real challenges for businesses in terms of communicating eVectively with
customers and providing what they want. The need for meaningful and accurate information about
customers has never been more important and the successful businesses will be those that know their markets
and are flexible in delivering their product.

Growth in the use of Technology

2.1.4 The latest figures show that 45 per cent of UK households now have access to the Internet and travel
is one of the best-selling on-line products. A huge opportunity exists for those tourism businesses willing to
embrace technology as a marketing tool. Evidence from around the UK has shown that some operators are
now taking over half of their bookings on line and making significant savings on their marketing costs. Yet
within England, it is estimated that at least 37 per cent of known tourism businesses have no connection to
the Internet or e-mail.

2.2 Structural

Big industry, small businesses

2.2.1 Tourism accounts for 10 per cent of GDP in the South West and overall is Britain’s fifth-largest
industry in employment terms. Yet unlike other sectors, tourism is dominated by small businesses, which face
severe competitive disadvantages against larger operators, particularly prevalent in the outbound market.
The performance of the UK tourism industry will therefore be aVected by the level of support/intervention
to enable it to act strategically in terms of both product development and marketing.
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Fiscal issues

2.2.2 Over recent years there have been increasing burdens on tourism businesses from the financial impact
of new/increased employment legislation such as the working time directive, holiday pay and to a lesser extent
the minimum wage. These additional costs have been accepted as they make the industry more attractive to
new recruits. The more unacceptable additional burden has come from major increases in business rates,
through revaluation based on the value of property rather than profitability, coupled with significant rises in
property related costs such as insurance. All these additional costs are making a British holiday less
competitive than an overseas break especially given the uneven playing field concerning the rate of VAT levied
in this country compared with our European competitors.

Transport/infrastructure

2.2.3 Tourism is an industry, which depends on the speedy and easy movement of people to the region and
within it once they have arrived. In this context there are a number of issues facing the industry which will
be critical to its performance including:

— The development of airports in London and the regions.

— The performance of the rail network as a realistic option for leisure travel.

— Car borne traYc management schemes eg congestion charging.

— The eYciency of the road network.

2.2.4 All of these issues are critical to tourism in England and it could be argued are at the current time
impinging on performance and competitiveness.

Skill shortages

2.2.5 Given that it is very diYcult to compete on price with our major competitors, our main competitive
advantage must be quality. But one major component of quality is the skill level of those producing and
delivering the product. One aspect of the 2001 crisis was that many SMEs bore considerable costs in
maintaining their skilled workers in order to prevent a decline in quality.

2.2.6 If the UK is to compete and grow major initiatives are needed to assist, support and celebrate tourism
operators to introduce good recruitment, training and development practices. Most of this burden should be
borne by business but assistance from government to pump prime good practice is needed. Government
action is also needed to modernise training within the sector to increase the quantity and quality of training
as well as a high profile careers initiative to make tourism a first choice option.

The Quality Challenge

2.2.7 Customer expectations continue to rise as more people experience greater levels of service and
facilities, often in other parts of the world. Within the UK there are outstanding examples of quality in terms
of cuisine, accommodation, tourist attractions and customer service. As an industry our challenge is to
continuously improve and raise quality where necessary.

2.3 Support issues

Lack of national tourism marketing strategy and integrated plans

2.3.1 The Foot and Mouth crisis demonstrated the need for a national tourism marketing strategy for
England. It is clear that while regional and sub-regional strategies are partially delivering for tourism,
opportunities are being missed at the national level, thereby limiting the competitiveness of the industry in
England.

Introduction and potential role of RDAs

2.3.2 The introduction of the RDAs presents a real opportunity to improve the support and intervention
mechanisms for tourism. RDAs are likely to impact on tourism businesses through business support
programmes, skills development, ICT, competitiveness development and support for regional tourism bodies
including Regional Tourist Boards (RTBs). However it should be noted that the importance of support for
the tourism sector varies from region to region in line with RDA economic priorities.

3. The Economic Case for Government Intervention

3.1 Tourism is a key economic driver across England. In many areas it has been used as a tool for rural
and urban economic regeneration. This is because tourism benefits percolate throughout the UK economy.
In rural communities, towns and large cities tourism is present supporting not only direct providers but also
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a whole raft of suppliers and services. The Foot and Mouth crisis very clearly demonstrated the extent to
which tourism permeates the economy by the economic draught felt by so many seemingly unconnected
businesses.

3.2 A prosperous industry means a net benefit to the Treasury in terms of direct and indirect taxation.
Recent estimates suggest that 25 per cent of the revenue generated by tourism is returned to central
government in one form or another.

3.3 Faced with increasing competition, England now faces a significant balance of payments deficit for
tourism. Spending on travel has increased dramatically in the last ten years but English tourism has not kept
pace with this growth. The balance of payments (ie spending in England minus spending by English tourists
overseas) has moved from a £3.2 billion credit in 1990 to a £13.2 billion deficit by 2001.

3.4 Growth in overseas holiday taking is largely inevitable and a consequence of a more mobile, travel
literate and better oV population. However, it is clear that positive intervention could strengthen England’s
performance and help to reduce the deficit.

3.5 There is strong evidence that carefully targeted and eVectively implemented intervention can have
dramatic results. During 2001, the South West of England benefited from an additional £1million of RDA
funds for tourism marketing. Evaluation shows that for every £1 invested, £34 was generated in tourism
spend, £7 of which went straight back to the Treasury.

3.6 England’s competitors benefit from significant public funding which is used eVectively to win market
share. A number of competitive European destinations such as Ireland, France and Spain are able to marshal
greater resources in the marketplace in the battle for increased visitors. While money is not the only answer
in terms of marketing, there is little doubt that when invested in a strong campaign it provides a competitive
advantage.

4. How Should Government Intervene?

4.1 The public sector should establish clear criteria for when intervention becomes appropriate. The
premise for intervention is essentially market failure—ie a fragmented, disparate industry unable to act
strategically to improve its overall performance. Therefore intervention should be closely aimed at redressing
that failure by adding true value to the industry and showing meaningful additional economic benefits. Some
suggestions could include:

— Investment in the “public product” eg infrastructure.

— Research and intelligence, in particular the provision of robust data.

— Development of eVective ICT networks as demonstrated by the Englandnet project.

— Tourist Information Centres.

— Brand development and marketing to attract new business.

4.2 Government can take a leading role in ensuring that the mechanisms for tourism support, many of
which are partially publicly funded, are eVectively organised to clearly establish complementary roles and
objectives. A lack of national leadership in this area has resulted the development of structures without a
strategic framework, other than that oVered by the Development of Tourism Act of 1969. The world has
changed a lot since 1969 and there are now many “public” players in tourism with diVering agendas.

4.3 This lack of co-ordination has resulted in duplication of eVort (one destination can be promoted by
up to five organisations), wasteage and missed opportunities. Therefore, alongside greater intervention the
authors of this paper strongly advocate that tourism structures are modernised to ensure resources are spent
eVectively.

4.4 The RDAs are now key in terms of tourism support. RDAs should take the strategic lead on tourism
within a regional context, using the expertise of RTBs to deliver agreed programmes. This will enable a
responsive, industry focused support mechanism working within the strategic framework provided by the
Regional Economic Strategy.

5. How Can We Improve The Current Arrangements?

— Greater profile for tourism within government (with clear performance and economic targets) to
reflect its economic importance to the UK.

— Establishing a clear support structure for the industry. Organise the resources of local authorities,
RTBs, RDAs and national bodies more eVectively. Establish clear functional roles at each level
thereby eliminating duplication and wastage.

— Increased funding for the marketing of England and its regions in parallel with the above.
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— Build on the methods used to collect data on the industry to provide a clearer picture of performance
and market forecasts.

— Expand the quality agenda to include programmes for continuous improvement coupled with
national promotion of the harmonised schemes which will increase participation.

6. South West Tourism/South West RDA Partnership—A Regional Model

6.1 Over the last 12 months, the South West RDA and South West Tourism have developed a close
working relationship on strategic issues which are now beginning to deliver for the industry of the region.
Both organisations are committed to working with the industry, local authorities and emerging sub-regional
partnerships and have engaged all of these organisations in decision making across a range of tourism issues
including:

— A comprehensive Foot and Mouth Recovery campaign.

— The development of a regional marketing campaign and branding strategy, which is due to be rolled
out this autumn.

— The employment of a regional tourism co-ordinator working for both organisations.

— A Ten Year Strategy for Tourism which will guide future investment priorities and look closely at
the organisation of tourism support within the region.

— Market Intelligence and Research.

— Joint working at national level.

6.2 The RDA also has put forward two members to sit on the board of South West Tourism which will
foster a closer working relationship in the future.

6.3 While the RDA and SWT are the key agencies in the south west involved in supporting and promoting
tourism in the region, they and the Regional Assembly believe that more eVective co-ordination across a
number of other support agencies, including LSCs and the SBS is required to ensure the needs of tourism
businesses are met. Tourism is an important business sector in the south west contributing significantly to the
local economy in many parts of the region. It has the potential to assist the achievement of regeneration
objectives for the region’s coastal and rural areas and can support the development and growth of locally
important cultural facilities and events. Any support measures developed should reflect this regeneration role.
The co-ordination of support for tourism, must take place within the context of co-ordinated strategic policy,
which recognises fully the role and impact of tourism and the need to assist the industry to develop
sustainably.

7. Conclusion

7.1 Tourism is a key industry for the UK and a major generator of wealth. In line with its competitors, the
industry needs greater government intervention to overcome the many of the structural and demand
problems, which surfaced during the Foot and Mouth and September 11 crises. The national review of
tourism and the establishment of the RDAs oVer real opportunities to bring a strategic framework to the
industry.

2 October 2002

APPENDIX 19

Memorandum submitted by the English Regional Development Agencies

1. Industry Performance

1.1 The English tourism industry has made a reasonable recovery post September 11 and Foot and Mouth
disease. For example, Cumbria’s bed space occupancy levels in April this year were nine points higher than
last year, but still four points down on 2000. There is however evidence that recovery has been patchy and
certain markets, notably the North American market have not recovered. Figures from BITOA reflect the
broader impact of September 11, with inbound visitors in May this year running 5 per cent lower than last
year. But it should be noted that Britain’s market share of international travel was already in decline prior
to these events. This is reflected in the balance of trade. In 1997 the balance of trade in international travel
was in equilibrium. Now, just five years later it is in deficit by £14 billion. This graphically illustrates the highly
competitive market that the British tourism industry operates within.
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1.2 Most worryingly, the industry remains a fragile one despite the high profile accorded to it during the
Foot and Mouth outbreak. Tourism has always been susceptible to influences that are largely outside its own
control but the fact that it is a disparate, fragmented industry makes it all the more likely to suVer at the hands
of short-term, often unanticipated, events and market fluctuation. Some advancement has been made post
FMD and September 11. Positive developments include the creation of The Tourism Alliance, the national
review of tourism that is looking in particular at the need for a national domestic marketing body, and the
recognition of the pivotal role to be played at a regional level by the RDAs. In contrast, the industry itself
has not moved on; confused organisational structures, low investment levels, an unconvincing commitment
to quality and a paucity of robust performance data still dog the industry. Tourism in the UK is as vulnerable
to downturns and economic or social shocks as it was prior to FMD and September 11.

2. The Case For Government Intervention

2.1 The recovery measures put in place by government and the wider public sector post FMD and
September 11 clearly demonstrate that such intervention works. Thanks to additional funding provided by
the RDA, Cumbria Tourist Board was able to increase its media spend dramatically and with excellent
results. In some media, conversion rates of well above 50 per cent were achieved. In the South West there is
evidence that for every £1 of investment made £34 is returned. The review of tourism that is being lead by the
Secretary of State for Culture, Media and Sport is pointing to the key role that government can play in
supporting the industry. The Tourism Forum that advises the review process is an excellent example of the
sort of cross-Governmental discipline that is needed to support an industry characterised more by the nature
of consumption than by the nature of oVer. A still more integrated approach across would however be
welcomed. Transport’s role in the successful delivery of the tourism experience is an excellent case in point.

2.2 The DCMS review has still to make and publish its recommendations, but it is hoped that a clear and
enhanced government role in support of the industry will be established.

3. The Nature of Government Intervention

3.1 Whilst it may be too simplistic to suggest that an enhanced role for government translates into a major
increase in resource, it is an inescapable fact that aside from FMD, government support of the industry has
been of a limited nature. “Tourism the Hidden Giant” identified this in a report to a DCMS Committee
shortly after the FMD outbreak. Without significant additional resource to support eVectively the emergence
and delivery of a new national tourism marketing strategy, this will not work as it should. As important as
is additional resource, a more vital ingredient for success is a clear commitment from Government to the
establishment of a vision for the industry, and to a coherent, transparent leadership structure for tourism.
The Government’s identification of a key role for RDAs in the strategic development of tourism will greatly
assist the regions in making relevant and responsive interventions into the tourism industry. Working with
Regional Tourist Boards, RDAs will encourage eVective organisational structures that channel support and
eliminate duplication and wastage of public funds but this too needs to be adequately resourced.

4. Support Arrangements

4.1 The current arrangements for supporting, promoting and regulating the industry are inadequate. As
noted above, the identification of support structures for tourism is of the utmost importance. The way
forward in this respect has begun to emerge from the thinking of the Secretary of State’s advisory group in
their paper “Delivering Tourism Support”. There needs to be a national marketing campaign in England
supported by regular good quality and timely market information.

4.2 The Regional Development Agencies welcome their involvement in the national review process and
indeed have worked hard to make the case for a lead role in tourism. Their input into national marketing
initiatives and data collection will significantly assist the national progress in this regard. Further to that,
closer working amongst the Agencies themselves could help deliver futures and trend analysis programmes,
which inform the national picture. Their investment into regional ICT in tourism and its associated
interconnectivity will also be key to the development of the emerging EnglandNet system.

4.3 The RDAs’ greatest impact in the support and promotion of tourism in England will be through their
intervention at the regional level. The RDAs exist to drive forward economic performance, competitiveness,
skills development, to encourage inward investment and to deliver regeneration within a sustainable
framework. The RDAs new responsibility for the strategic development of tourism, gives them the
opportunity to create an integrated strategy for tourism at a regional level. In particular, they can deliver the
strong partnerships and investment necessary to develop a more robust and forward-looking tourism
industry. The role for RDAs in driving forward greater connectivity and consistency throughout the industry
at a regional and sub-regional level should be encouraged. Individual RDAs have each established fora to
deliver wholly integrated Regional Tourism Strategies to create new collaborative partnerships fostering
enterprise and entrepreneurship. Their work in this regard, which is seeking the direct engagement of
businesses, is underpinned by a number of initiatives designed to secure the long-term growth of the Visitor
Economy of their regions. These include international benchmarking and forecasting studies, comprehensive
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economic mapping exercises and data gathering, workforce development plans and regional ICT
infrastructure support. A national RDA Tourism Group has been established to ensure a cohesive approach
to these initiatives as well as providing a platform for the sharing of best practice. A clear path linking the
work of this group to national tourism agencies is required.

4.4 Whilst the intervention of the RDAs as described above will do much to enhance the quality of product
oVer, of skills development and organisational structure, hence industry performance, a greater profile for
tourism within government is required. This is necessary to provide leadership, ensuring the better
organisation of the resources of local authorities, regional structures and national bodies, to set clear
performance and industry targets, to provide increased funding for the marketing of England and to give
weight to the quality agenda. The latter should of course provide an enhanced focus on the harmonised
accommodation schemes in particular but must also encourage quality in all facets of the industry.

2 October 2002

APPENDIX 20

Memorandum submitted by the University of Surrey

PRESS NOTICE 40: AUTUMN PROGRAMME: THE FOOT AND MOUTH OUTBREAK
OF 2001: IMPACTS ON AND IMPLICATIONS FOR TOURISM IN THE UNITED KINGDOM

In response to the above press notice enclosed please find a copy of a paper that was prepared by Professor
David Airey and Professor Richard Butler, of the University of Surrey, and which we believe raises a number
of issues relevant to the deliberations of the Culture, Media and Sport Committee.

The paper was originally prepared for a conference of the International Academy for the Study of Tourism
held in Macau in July 2001. Subsequently parts of it were considered at a meeting of the Tourism Research
Centre in Barcelona in May 2002. It is destined for publication as part of a book in 2003.

Although it was substantially written toward the end of the outbreak of Foot and Mouth Disease we believe
that the comments related to the impacts on demand and on destinations as well as the policy eVects will have
a direct relevance to the work of the Committee. Also the four themes developed at the end of the paper
provide a theoretical framework for the consideration of such events in tourism.

Introduction

The outbreak of Foot and Mouth Disease (FMD) in the United Kingdom which began in February, 2001,
has had significant impacts on many aspects of rural life, particularly agriculture and tourism. The
ramifications of the outbreak for tourism at least are still manifesting themselves and likely to be doing so
for a considerable time to come. It has become clear in the period since the disease was first diagnosed, that
the impacts on tourism are likely to be the most serious from an economic viewpoint, although the social
eVects, as well as economic ones on agriculture may, in fact, be more permanent.

This paper focuses on the eVects and implications of the outbreak on tourism in and to the United
Kingdom. Because of the absence of reliable and verifiable statistics on such a recent event, this paper can
provide only a review of currently available information and what is essentially speculation on future events
and developments. The paper begins with an introduction to the disease and the current outbreak. It then
reviews the scale and nature of tourism in the United Kingdom by way of context to the subsequent
discussion. Attention then shifts to the eVects of the outbreak on tourism demand in and to the United
Kingdom, on the image of the United Kingdom as a tourist destination, on public awareness and policy
responses to the outbreak, and finally to impacts on tourism supply within the United Kingdom. There is
then discussion on four specific themes, the vulnerability of tourism, the importance of image and perception,
the awareness and response to crises, and the level of accuracy of knowledge. The last section concludes the
paper with a discussion of potential implications of the outbreak in the short and long term future.

Foot and Mouth Disease

Foot and Mouth Disease is a viral disease endemic in several continents, and is highly contagious among
vulnerable species such as cattle, pigs, sheep and goats (DEFRA 2001). While horses are resistant, other
species such as deer, fox and hedgehogs, and rodents such as rats are also aVected, as are many other animals
not indigenous to the United Kingdom, but often found in zoos and wildlife parks. Although it cannot be
cured, the disease is rarely fatal, and most adult stock recover within two to three weeks, although they may
carry the virus for up to two years. The seven strains of the virus are distinct and exposure to one does not
give immunity to the others. The incubation period is generally short, 3–5 days, although 2–21 days have been
recorded. Foot and Mouth is spread by direct and indirect contact with infected animals, particularly within
the first few days of infection, and can be transmitted by air, by mechanical means, eg on vehicles and people,
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and also from uncooked swill and frozen food. The virulent nature of the disease, the speed of incubation
and the variety of methods of infection make containment of an outbreak diYcult, and this situation is
complicated by modern farming methods, in particular the frequent and considerable movement of animals
around the country.

Contrary to confused public opinion, there are no implications for the human food chain, and restrictions
imposed on the sale of meat and dairy products is primarily for reasons of animal health, not human safety,
although there is little doubt public confidence in related food products has been shaken (particularly in
Europe, following the outbreak of BSE some years earlier). There has been only one recorded instance of a
human contracting Foot and Mouth in the United Kingdom, in 1967, and the human form is short lived and
very mild.

Foot and Mouth is not as rare in Europe as appears to have been believed. In the United Kingdom there
was a major outbreak in 1967, and other outbreaks in 1922, 1923–24, and 1953. There were only two years
between that last date and 1967 when at least one case was not recorded. Following the 1967 outbreak and
the introduction of more stringent elimination measures, only one case, caused by windborne virus from
France in 1981, has been recorded in the United Kingdom (in the Isle of Wight). The last significant outbreak
in Europe was in 2000 in Greece. The recommended procedures for eradicating outbreaks includes immediate
slaughter of infected animals and those animals in contact with them; rendering (destroying) of carcasses,
prohibiting movement of animals, establishing quarantine zones for animals and people, disinfecting
premises and equipment, and burning articles which cannot be decontaminated. Because of the virulence of
the disease, rapid commencement of such actions is essential to contain an outbreak. This means that rapid
confirmation of cases is also crucial, as the virus is produced most rapidly in the first few days of infection.

At this point the cause of the 2001 outbreak is still not certain, although the site of the first outbreak was
confirmed within a few days as a pig farm at Heddon-on-the-Wall in Northumbria. It is thought that the
infection came from pig swill. The disease was confirmed on 20 February, having been reported the previous
day. By that time seven other farms already had been infected, and sheep from infected farms had been sent
to market in Hexham and subsequently to Cumbria. Within a further four days sheep had also gone to
Carlisle, Devon, Dumfries, and Cheshire, all before the first outbreak had been confirmed. Subsequent
evidence of an anecdotal nature has suggested that many of the movements of sheep are unrecorded “around
the edges of the various livestock markets” (DEFRA 2001:1) which makes tracing dispersal of flocks
extremely diYcult.

The 2001 outbreak was much larger and much more widespread than the last major one in 1967 and
involved a much greater number of animals being slaughtered. The 1967 outbreak was spatially limited to
west central England, with no cases in Scotland, Ireland or the south of England, whereas the current
outbreak involves the majority of the counties in England and Wales and the Scottish Borders, with only parts
of eastern and southern England still remaining clear. Essex and Kent are outliers in the south-east. Four
cases have been recorded in Northern Ireland, and a very few outside the UK. Major concentrations have
occurred in Cumbria/Dumfries and Galloway, Devon, and most recently, Yorkshire. By July 2001, over 1,800
cases had been recorded and over three million animals destroyed, compared to just over 1,400 cases in total
in 1967, and Appendix A lists overall costs and animals destroyed (DEFRA 2001).

UK Tourism

UK tourism has been marked by four key trends over the past two decades. First there has been a rapid
and consistent growth in numbers of UK residents travelling abroad. As shown in Table 1, this sector of
tourism has grown from 17.5 million visits in 1980 to 53.8 million in 1999, a growth of more than 200 per
cent. A key factor behind this has been the development of attractive and aVordable oVerings by the
international tourist industry, especially the large tour operators, to destinations oVering sun, sea and sand.
The second trend has been the more steady growth of international visitors to the UK which has more than
doubled over the period but which has had weaker growth in the last few years. Here the attractions of the
UK in the form of cultural and city destinations as well as shopping, English language and the countryside
are meeting competition from a range of other destinations in an increasingly global tourism marketplace.
Third, demand for UK domestic holidays of four or more nights has been on a long-term decline with
international competition taking the trade from the traditional British tourist destinations, typically at the
seaside. Finally, domestic short holidays, visits to friends and relatives, as well as business travel, have been
generally buoyant, although when combined with domestic long holidays, the overall picture for domestic
tourism is eVectively static.
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Table 1

UK TOURISM

1980 1985 1990 1995 1999

Million visits
Domestic (holidays 4 plus nights) 36.5 37.0 32.5 na 27.0(1)
Domestic (total) 146.0 144.0 110.0(2) 121.0 146.1
Incoming 12.5 14.4 18.0 23.5 25.4
Outgoing 17.5 21.6 31.1 41.3 53.8

Notes (1) 1998

(2) estimated

Sources: International Passenger Survey, British National Travel Survey, UK Tourism Survey, British Home
Tourism Survey

This brief outline provides an important context for some of the key issues facing UK tourism prior to the
arrival of Foot and Mouth Disease (FMD). In brief there have been fairly long-standing elements of concern
about the overall competitiveness of the tourism sector in the UK in an increasingly global world. As an
indicator of this the UK Government has launched a number of studies and initiatives designed to meet the
challenges of competition (see for example DNH, 1995 and DCMS, 1999). The unease about the overall
position of UK tourism was particularly compounded during Autumn 2000 and Spring 2001. The strength
of the pound sterling against the European currencies played a part in this but, perhaps more importantly,
a number of events, which were reported internationally were anticipated to have a particularly negative eVect
on tourism. These included a major accident on the rail network, a short-lived but severe fuel crisis, torrential
rain and flooding and ongoing concern about BSE or Mad Cow Disease. Against this background the
emergence of FMD, and the associated publicity of the actions designed to control and eradicate it, can be
seen as the latest problem for a sector that was already experiencing diYculties.

Impacts of Foot and Mouth Disease

Impacts on demand

It is always diYcult to disentangle the eVects of any individual event on tourism demand, even more so
when the event is recent. As already explained, the 2001 outbreak of FMD arrived at a time when the UK
tourism industry was already experiencing and anticipating problems. The diYculties of identifying eVects
are also compounded by the multi-sector nature of the tourist industry, by its regional distribution and the
regional spread of the disease and by the fact that the disease has been operating over a period of time. As
far as the multi-sector nature of the industry is concerned, it is clear that while some sectors experienced
problems others have remained buoyant. The extremes of this are that most of the outgoing tourism
businesses have been experiencing high or higher demand, which in turn is part of a long-term trend, while
other sectors such as farm tourism have suVered a collapse of demand.

Similarly, some parts of the country have been very badly aVected, particularly Cumbria where the
outbreak has been very fierce, while in others the eVects have been very limited. For example the coastal
resorts of the south of England reported high demand from visitors, mainly domestic, over the Easter and
Spring holiday periods. Anecdotal evidence is also provided of holiday visitors who by-passed Cumbria, to
head for Scotland for the hill-walking adding perhaps an additional 200 miles with associated expenditure to
their journey. Over time, the movements in demand fall into two clear periods associated particularly with
reaction and response of the Government and the media to the problem. Initially, visitors were encouraged
to avoid the countryside. This, as well as the media images of burning carcasses, served to depress both UK
and international demand. Later, following the realisation that the collapse in demand for tourism was having
an economic eVect on the countryside just as great as that created by the FMD itself, the Government changed
its approach and sought to encourage visitors back to rural areas. This was met with some success in many
areas.

A few indicators can serve to illustrate the seriousness as well as the patchiness of the apparent influence
on demand:

— The eVects of FMD on domestic tourism will reduce annual expenditure of domestic tourists by £1.5
billion and of same-day visitors by £3.6 billion (Christel DeHaan Tourism and Travel Research
Institute, 2001).

— FMD has reduced international tourist receipts by £2.3 billion annually or by 19 per cent from
expected levels in 2001. Reductions are largest in the UK’s largest source market, the United States,
where visitor expenditures have fallen by 26 per cent compared with the level that they would have
reached without FMD (Christel DeHaan Tourism and Travel Research Institute, 2001).



appendices to the minutes of evidence taken beforeEv 180

— Total expenditures by tourists and day visitors in the UK will fall by £7.5 billion (Christel DeHaan
Tourism and Travel Research Institute).

— The damage to tourist firms will be highest in Cumbria, Scotland and Wales (Christel DeHaan
Tourism and Travel Research Institute).

— In one of the worst aVected regions, in the first month of the crisis, March, the Lake District suVered
a 75 per cent decline in bookings compared with the previous year (CMSC, 2001).

Impacts on the UK as a tourism destination

As shown by the figures above, the UK is a major tourist destination at the international level and has a
very large domestic tourism market. In general the appeal of the UK to foreign tourists is tied closely to
heritage, combined with ties to families and friends, urban short breaks and special events. London is the
principal attraction and the major gateway for air arrivals. Thus the focus of much of the international
tourism is urban, and visits to rural areas tend to be focused on specific attractions, such as Shakespearean
heritage at Stratford, Stonehenge, and literary heritage links in the Lake District and Yorkshire. Some rural
areas such as the Cotswolds also attract significant numbers of foreign visitors, but widespread travel
throughout the countryside, especially in England and Wales by foreign visitors is small compared to the
numbers remaining in urban centres. In contrast, domestic tourism and leisure related trips focus very heavily
on rural areas. More than 100 million trips are made to “the countryside” in the UK annually (Countryside
Commission Annual Report 1998). Many of these are short distance trips, mostly not involving an overnight
stay, but still involving considerable expenditure on and use of rural tourism and recreation facilities and
services. As noted elsewhere in the paper, the eVects of the outbreak are not identical on all aspects of tourism.
However, with respect to the image of the UK as a tourism destination, the eVects were consistent and entirely
negative.

The attraction of urban areas noted above notwithstanding, much of the overall appeal and tourist image
of the UK is related to rural imagery. The rural landscape of the UK, particularly the mixed farming
landscape of England, the “green and pleasant land” of Shakespeare, has been immortalised in paintings by
such as Constable, poetry by Wordsworth, literature by numerous contemporary and past authors, and in
the visual media by films and television series too numerous to list. The public tourist perception of the UK
in part is of a rural idyll and anything which shakes that image has the potential to do great harm to the
tourism industry, even if the image is not entirely correct nor experienced by the majority of foreign visitors.
It has been argued that “most significantly of all (influences) in terms of reinforcement or maintenance of
rurality is tourism” (Butler and Hall 1998: 116).

The negative scenarios were reinforced by regular items in the news media on the outbreak itself, and by
related events that gained additional coverage. One example will suYce to illustrate this. Airline passengers
from the United Kingdom to several countries are still required to walk over a disinfected mat, ostensibly to
disinfect footwear (in some cases ignoring footwear in baggage). This alone reinforces the image in that
country that the UK is infected and travel there may be a problem. When Prince Charles visited Canada in
April 2001, there was global coverage of His Royal Highness descending from the plane at Ottawa and duly
walking over a red carpet soaked in disinfectant. His itinerary was changed to avoid him visiting farms in
western Canada, again dramatising that people coming from the UK were potential carriers and by
implication, that visiting the UK involved some risk, thus negatively aVecting the UK as a tourist destination.

A number of overseas governments reacted to the outbreak by focusing attention and some restrictions on
visitors from Britain. Publicity material was produced warning of the dangers of FMD to the home country,
the importation of foodstuVs was banned or restricted and material not previously publicised began to appear
(Hall, 2001), again drawing attention directly to the outbreak and indirectly impacting on the attractiveness
of the UK as a destination. Other governments sought to take advantage of the situation by advertising the
availability of their countries with no or minimal influence from FMD, thus increasing pressure on the UK
industry. The likely permanence of these developments is discussed in the final section of the paper.

Impacts and policy eVects

As already suggested, the reaction of the Government to the outbreak of FMD, as far as tourism is
concerned, can be divided into two clear stages. In the first, there was almost a “knee jerk” reaction to control
the spread of FMD by discouraging all visits to the countryside. This was in line with the policy of massively
restricting movements of livestock. Measures included advice to avoid contact with farms, to avoid walking
in areas where there were livestock and to avoid making unnecessary visits to rural areas. Footpaths and other
rights of way in the countryside were closed in virtually all parts of the country and major land owners
including the National Trust and the Forestry Commission cut oV public access to much of their land. In
other words, large parts of the British countryside were put oV limits to visitors. This by itself made headline
news around the world. As already noted, this action, coupled with media images of slaughtered and
incinerated animals, as well as the Government’s decision to delay elections had the eVect of creating an image
of a country and countryside in crisis with dramatic eVects on tourism demand.
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In the second period, which started toward the end of March, and followed significant lobbying by the
tourism interests as well as other parts of the rural community, the policy response shifted fairly radically with
measures to oVset the problems for tourism in the country at large. There was some confusion here in that
restriction of access remained fairly widespread in the countryside while at the same time visitors, especially
from overseas, were being reassured that the UK was still a good place to visit. The confusion became even
more pronounced later in the period when Government Ministers were personally encouraging domestic
visitors to the countryside itself at the same time as many of the restrictions were still in force.

Table 2

COMPARISON OF AGRICULTURE WITH TOURISM IN THE UK

Agriculture Tourism

Contribution to employment 1.5% 7%
Foreign exchange earnings £8.4bn £12.5bn
Contribution to GDP 1% 4%
Contribution to tax revenues £88m £1.5bn
Revenue growth 1996–99 "21% !26%

Source: ETC (2001)

The rough comparison between the relative economic importance of tourism and agriculture in the UK
given in Table 2 provides a source for understanding the policy shift as well as the confusion. In brief, tourism
is too important economically, in comparison to agriculture, for the Government to sacrifice it. Yet at the
same time, with its historical importance and the long-standing link between land-ownership and political
power, the agricultural lobby is particularly strong. Against this background it is understandable that the
Government’s initial reaction was to turn attention to agriculture but when economic realities became clear,
to seek at least to mollify the tourism interests.

Sharpley and Craven (forthcoming) have identified three broad categories in the policy responses pursued
by the Government in this second period. The first was to attract visitors to the UK in general as well as to
the countryside, the second was to improve accessibility in the countryside, especially in relation to public
footpaths and the third was to support tourism businesses aVected by the crisis.

On the face of it the summary of the measures provided in Table 3 suggest a fairly comprehensive package
which was introduced relatively speedily. However, what this fails to highlight is the scale of this support
compared with perceived needs or perhaps more importantly compared to that provided to the agriculture
sector. Some indication of the perceived needs can be seen from the English Tourism Council’s (ETC) request
for £35.5 million against the £3.8 million provided. Against the agriculture sector which is estimated to receive
£898 million (DEFRA) from the public purse in compensation for slaughter alone the support is relatively
insignificant.

Table 3

MEASURES TO SUPPORT TOURISM

Attract Visitors

— Additional funding for British Tourist Authority (£14.2 million) for overseas promotion and for
English Tourism Council (£3.8 million) for support for domestic tourism. Scottish Parliament voted
£12.7 million to VisitScotland and Wales Tourist Board received £1 million. (BTA and ETC had
bid for £22 million and £35.5 million respectively.

— Government launched a public information campaign involving overseas and domestic Ministerial
visits (including a visit by the Deputy Prime Minister) as well as a high profile “World Travel
Leaders Summit” that involved a senior member of the Royal Family.

— Telephone hotlines and website established by the tourist boards.

Improve Accessibility

— The Government worked with the national bodies to encourage the opening of footpaths in areas
unaVected by the disease.

Support for Business

— Moratorium agreed on various tax payments (VAT, PAYE and NI and UBR) with deferment
agreed on an individual basis and interest not charged on deferred payments.
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— Government funded 95 per cent UBR hardship relief for three months to aVected businesses in
Wales of up to £50,000 rateable value and in England and Scotland of up to £12,000 rateable value.

— Extended loans of up to £250,000 but at a premium of 1.5 per cent interest through Small Firms
Loan Guarantee Scheme.

— A £50 million Rural Business Recovery Programme to enable Regional Development Agencies to
assist small tourism and other businesses in England.

— A Rural Skills Action package which gives advice to those temporarily or permanently laid oV, with
10 Job Centres acting as one-stop-shops oVering a single way into benefits, training and other
services.

Sources: Sharpley and Craven (forthcoming), British Hospitality Association (2001)

The public policy issues for tourism from this experience are both encouraging and discouraging. On the
positive side, the British Government clearly, and fairly speedily recognised the importance of tourism and
for some of the time, particularly in relation to the opening of footpaths, it was clear that tourism was gaining
ground over the agriculture lobby. In part of course, this is because the agriculture lobby itself, with a
proportion of its income dependent on farm stays and other forms of rural tourism, had some equivocation
as to the desirability of opening up the countryside. On the more gloomy side, it is clear that public thinking
is still a long way from identifying tourism as a key activity in the same way as agriculture, or to put it another
way, the historical power base of agriculture, dating from a time when the country and its leaders depended
on agriculture, is still very much in place. One interesting change in government structures, announced
following the General Election of early June, was that government responsibility for agriculture was to be
moved from the Ministry of Agriculture, Fisheries and Food (which has now been abolished) to a new
Ministry, the Department for Environment, Food and Rural AVairs. This places agriculture into a wider
government context, which may be less sharply protectionist of the commercial interests of farmers.

Impacts on Tourism Supply

The eVects of the outbreak on the supply of tourism facilities and services is diYcult to assess quantitatively.
The most serious eVect was through the closure of large parts of the countryside to visitation, through
footpaths being formally closed to prevent the spread of the infection and because of other facilities being
closed and events being cancelled to avoid transference of the disease. Initially at least, very little of the
accommodation supply was closed or unavailable, unless it was located within a quarantined area. As the
disease spread, facilities such as youth hostels in rural areas were closed in increasing numbers. Most hotels,
guest houses and bed and breakfast establishments have remained open throughout the epidemic, although
many have received very little trade and have had to reduce staV and some facilities. At the height of the
epidemic the vast majority of nature reserves, gardens and historic properties in rural areas were closed. By
mid April, 2001 some of the major zoos and wildlife parks were closed and others had some species removed
from view, although a majority of privately run stately homes were open and the major theme parks remained
open throughout the epidemic.

The cancellation of events, particularly where these were of international importance or of international
newsworthiness (including the UK local elections) further publicised the outbreak and the limitations it
imposed on activities and travel in the UK. Where these events were particularly rural in nature, such as fairs,
equestrian events, festivals, and country shows, the rural image was further denigrated. The Cheltenham
Gold Cup racing event was cancelled, and the Republic of Ireland Government requested horse owners not
to send racehorses to events in the United Kingdom, not because horses themselves are vulnerable to the
disease but because of the risk of the disease being carried on a host. The TT motorcycle racing event on the
Isle of Man (scheduled in late May/early June) was cancelled for the first time in peace time in its 94 year
history because of the disease free status of the island and the risk of introduction of the disease. Crofts Dog
Show was postponed from March to May, with implications for a considerable number of European owners,
particularly in view of recent changes made to quarantine laws in the UK which would have resulted in larger
numbers of foreign entries than previously. A number of county agricultural shows and festivals were
cancelled, although most other major horse racing events such as the Grand National, the Epsom Derby and
Royal Ascot were held. Even at these events there were media pictures of celebrities walking over disinfectant
soaked straw, continuing the negative coverage. Football games in general were not aVected, major league
and cup competitions and European participation continued unaVected, but the Six Nations Rugby Union
competition was postponed until the autumn for completion at the request of the Irish Rugby Union to avoid
large numbers of spectators crossing to the Republic and to Northern Ireland (there being only one case in
the Republic and four in Northern Ireland).

Thus while the reduction in supply was small in the overall context of that available, the cancellation or
postponement of some high visibility events and the initial general impression that the countryside was closed
undoubtedly created an image that much less was available than was actually the case. As discussed elsewhere,
the changes in policy and guidance from the Government further confused the situation and uncertainty and
lack of clarity of information still remains. Regional and local bodies made various eVorts to convince
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potential visitors that it was appropriate and safe to visit much of the countryside, including newspaper
advertisements, posters and television coverage, but the eVorts often suVered from lack of co-ordination and
even presented conflicting messages.

Themes

Fragility and Vulnerability of Tourism to Exogenous Forces

Much of the tourism literature is concerned with the impacts of tourism upon economies, environments
and communities (Mathieson and Wall, 1982), rather than on the impact on tourism of exogenous forces.
Increasing attention is being paid to the eVect on tourism of negative events such as terrorism and natural
disasters, although only limited literature has appeared in academic publications. There has been little
exploration of the eVects of something such as an outbreak of Foot and Mouth Disease on tourism and thus
a conceptual framework or context for such a study is absent. It is not proposed to provide such a context
here, but to note that there are similarities in the eVect of the event, the treatment of the event in the media,
and the response of various agencies to the event and its coverage to other situations.

In the UK context perhaps the closest comparison can be made with the impacts of oil spills on tourism,
in particular, the grounding and sinking of the “Braer” oV the coast of Shetland in 1993, with the subsequent
spillage of 85,000 tons of crude oil (more than in the Exxon Valdez incident in Alaska). The event drew
immediate and excessive media coverage, over 500 media representatives arriving on scene within a week of
the event and global coverage of storms, a wrecked ship, dead birds, oil slicks and depressed and aVected
individuals, along with forecasts of environmental and economic catastrophe (Butler 1996). Central public
sector response was vague, uncertain, contradictory and confusing, although in that case local authority
response was generally hailed as exceptional and highly eVective. In the event, the threatened catastrophe did
not materialise, certainly because of natural events and not human actions. However, tourism to Shetland
was aVected, with immediate cancellations and an overall decline of some 10 per cent in numbers over the
previous year. Subsequently, however, tourism has recovered to pre-event levels (Mullay 1994). This was
accomplished because of promotion, almost all by the local sectors, and favourable, though very limited,
media coverage.

Some clear messages emerge from this and other events in the context of tourism. First is that tourism is
highly vulnerable to such exogenous forces and cannot be shielded eVectively from their eVects in most cases.
Second, such eVects are likely to be more serious for tourism where the environment is a key element in its
attractiveness, as was the case in Shetland and is the case of the image of tourism in the UK. Third, central
government cannot be relied on automatically to respond quickly, eYciently and appropriately, especially if
the event is not national or not perceived as of national importance. There is no doubt the speed and nature
of the response to the FMD outbreak was conditioned by the importance given to agriculture and the
influence of the former Ministry (MAFF) and because it was anticipated that it could be a national problem.
Fourth, and it remains to be seen if this is the case for the FMD outbreak, compensation for anticipated
losses, eg tourist non-arrivals, is hard to obtain, compared to compensation for proven losses, eg slaughtered
animals. Where intangible losses are involved, for example, loss of image, the diYculty in obtaining
compensation is even greater, both from the private (insurance) and public sector. Fifth, and perhaps most
depressingly, there is often little which is or can be done to prevent a re-occurrence of the event in the future,
with similar, if not even more severe eVects.

Importance of Image and Perception

In exploring the relationship between tourism and FMD it is diYcult to separate reality from image and
perception. Clearly the slaughter and disposal of up to three million animals or up to seven per cent of the
nation’s livestock herd represent a fairly dramatic event and this has a number of “real” eVects on tourism,
both immediate and long lasting. The reality of pyres for burning the slaughtered livestock in the Lake
District and elsewhere obviously has a strong deterrent eVect on visitors. In the same way, and possibly of
far more importance in the long term, the potential changes in agriculture and associated land management
practices may have a real eVect on the nature and attractiveness of the English landscape. In essence the
English countryside, which is one of the country’s key attractions, is a direct result of human intervention
primarily though agricultural practices developed over centuries. If these change as a result of collapse in
agriculture then the landscape changes. In this sense Middleton (2001) has likened agriculture to the horse
that is responsible for pulling the tourism cart. If the horse is weakened then the cart cannot proceed. In a
very real way this focuses on the crucial relationship between tourism and the countryside and in the end a
long term benefit of this crisis may be a better appreciation of this link.

Beyond this, many of the more immediate eVects of tourism are more to do with the image and perception
of the disease and its eVects rather than the reality. In reality only a very small proportion of the country has
been seriously aVected by the disease itself and for the overwhelming majority of the residents of the UK their
only awareness of the disease has been through the media and by the existence of closed country footpaths
for a brief period. Yet for all this, the images are very vivid and, as in so much of tourism, they become the
reality, especially for those making decisions about where to take their vacations. At the most simple level
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the image of burning carcasses in the UK acts as a powerful message that this is not a country to visit this
year. When this is linked with some of the other problems noted earlier of rail accidents, or BSE or Mad Cow
Disease (which has no links with FMD) then the message becomes even more powerful and the need for
eVective news management becomes even more urgent. The reality of FMD is that it has been prevalent in
many diVerent parts of the world for a long time, Africa, Latin America and SE Asia. As the New Zealand
Biosecurity Minister commented in May “Even when the Foot and Mouth outbreak is confirmed as
eradicated in Britain it is still widespread in a lot of places a lot closer to New Zealand than Britain”. Yet even
this did not stop the US National Center for Infectious Diseases in its March update on FMD from focusing
solely on the UK. (CDC, 2001).

Of course some of the particular diYculties for the UK from FMD lie with the image and nature of the
UK itself as a tourist destination. For many domestic and international visitors the attraction of the UK lies
in its landscape and rural areas. Hence anything that detracts from this does damage to the tourist image as
a whole. In other words the eVects of FMD are magnified though the rural image of the destination and
clearly, for the international visitor this appears to infect other types of tourism as well. The same outbreak
in a destination that is noted for beach tourism would most likely make its impact felt in a very diVerent and
lesser way.

Awareness and Response

The lack of awareness of the likely impacts on tourism and thus the appropriateness of the response to the
outbreak are fairly apparent and have been noted earlier. Whether the nature of the response to the outbreak
was appropriate will be debated for some time to come. The central government has argued that it had little
choice but to follow a policy of immediate slaughter of infected animals and those within three kilometres of
confirmed cases and create exclusion zones, and that vaccination was not a feasible option. From the tourism
point of view, there is little doubt that mass vaccination and much more limited slaughter, perhaps of only
confirmed cases, would have been likely to have had much more limited negative publicity and less serious
eVects. One can argue that because tourism is worth more than agriculture in economic terms, prime
consideration should have been given to determining what response would have had the least negative eVects
on tourism, rather than what was perceived best for the agricultural export market. Such arguments are
irrelevant now, and run in the face of what was conventional politics and wisdom at the time of the outbreak,
that agricultural interests were paramount with respect to agricultural issues and the outbreak was seen as
an agricultural issue. Response was therefore left initially with the ministry responsible (MAFF), which had
no mandate with respect to tourism and appears to have had little understanding of the role or importance
of tourism in the rural economy. The Cabinet, through subsequent government policy appears to have
accepted this situation initially.

Once it became clear that it may not have been the best response, and the scale of the impact on tourism
and associated businesses was realised, counteracting measures were taken. While the basic policy for dealing
with the disease was not changed (rightly or wrongly), senior government ministers, including the Prime
Minister, who eventually took personal charge of the response, appeared in the media encouraging the public
to visit the countryside, and doing so themselves. This response is continuing, with the Prime Minister
apparently going to spend a part of his summer holidays in the UK to set an example of appropriate
behaviour and support for UK tourism. Despite these subsequent responses, the overall result has been a
classic case of the issue-response cycle in respect of media coverage and public and private sector behaviour.
Immediate and extensive negative imagery set the tone and the nature of the event, and subsequent eVorts,
at least in the short term, have proved ineVective in counteracting this situation. It is likely that only a
cessation of media coverage will reverse the situation and there are indications that this is now happening as
new cases are only a few a day and few carcasses remain visible in the countryside.

One remains to be convinced that full and accurate awareness of the scale, the role and the integrated nature
of tourism, both in rural and urban Britain has really been appreciated. It is highly likely a similar response
might be adopted if the outbreak should flare up again. It could be argued that if tourism survives, as it almost
certainly will in most areas, then it will again be treated as not needing specific attention, as having survived
such an impact, it will be able to survive anything. The newly created ministry with responsibility for rural
aVairs (DEFRA) did not gain the tourism mandate as some had argued in the media, and this was almost
certainly an appropriate decision. As opposing views noted, tourism in the UK, particularly international
tourism, is not only or even primarily a rural activity and placing it in a rural ministry would have been
inappropriate. If there is a good side or positive feature of the outbreak for tourism, it can only be that it is
now much better known and more appropriately appreciated than it was, but how permanent such a shift in
awareness is remains to be seen.

Level and Accuracy of Knowledge

One of the starkest lessons from this outbreak of Foot and Mouth Disease is how poor is the level and
accuracy of knowledge of events as and when they happen. At the macro level speculation about the scale of
the impact has varied from the British Hotels Association that the hotel sector would lose £5 billion of
business this year to reports from a London-based consultancy company suggesting that during the first
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month of the crisis in March hotel occupancy actually increased (Travel Trade Gazette, 2001). This weakness
in information will certainly have contributed to the hesitant start made by the Government in March in its
recognition of the significance of FMD for tourism. The picture has been further clouded by simple lack of
understanding on the part of consumers. For example there is anecdotal evidence that some potential tourists
were anxious that as a result of FMD the food in the UK was unsafe to eat, that FMD was a form of BSE
or that the countryside was simply closed. Much of the oYcial eVort to address the crisis has been dealing
with this type of misunderstanding but even as late as mid June, when FMD appeared to be firmly under
control, with only a handful of reported cases each day and much of the countryside returned to normal, many
consumers still had very negative views of the situation. For example in a survey of English Consumers
(ETC, 2001a):

— 39 per cent agreed that “you could not enjoy going to the countryside because you would see the
destruction and disposal of animals because of Foot and Mouth”.

— 45 per cent agreed that “you cannot go for walks in the countryside because most of the footpaths
are closed”.

— 55 per cent agreed that “people should keep out of the countryside to avoid spreading Food and
Mouth”.

For an activity that rests on image for its success and survival the proper control and communication of
image is crucial for tourism. The UK experience of FMD in 2001 is that control of the image was lost. With
this in mind, one of the most important lessons from these events clearly is the need for speedy and accurate
information. At this level this is a task for government as well as for industry.

Conclusions and Implications

One can never be sure what the full range of implications of such an event as the one discussed here will
be, particularly when the event is not concluded. Two major implications have emerged already. The first is
related to the impact of the outbreak on the image of, and hence demand for, Britain as a tourist destination.

We have raised the issue of image several times in this paper. It is clear that while the Foot and Mouth
outbreak has clear major implications for and impacts on agriculture in the UK, the impacts upon tourism,
particularly international tourism are much less direct and tied very specifically to questions of media
coverage and the image produced and publicised. While there were some direct impacts on tourism, many of
them such as footpath closures, impacted much more on domestic rather than international visitors to the
countryside, yet the major impacts in terms of demand seem to have been on international tourism. This has
to be directly related to the image of the UK that has been disseminated abroad.

The importance of image to the development and maintenance of a tourist destination is well documented
(Hunt 1975, Gartner 1993, 1997, Gunn 1988) even if the process of image formation and the ways in which
image influences destination-choice decision-making are still unresolved. Buckley and Klemm (1993: 185)
note that “a favourable image is an essential requirement for any tourist destination”. Similarly it is clear that
destinations, which have or suVer from negative images will find it diYcult to attract tourists given the variety
of choice of destinations available now. Developing a positive image and overcoming a negative one can be
both time-consuming and expensive, and is never guaranteed success. Gartner (1993) has identified several
components in the image formation process, including “autonomous” agents, such as news reports, articles,
and documentaries about places, which, because of their autonomy or lack of bias to a viewpoint, are
generally seen as credible and thus have major impacts on image development. He argues (1997) that because
of the high credibility and market penetration of such elements, this may be the only agent capable of
changing an area’s image in a short period of time.

In the case of the current Foot and Mouth outbreak, there has been extensive national and international
coverage of developments in the UK for over four months, much of it in this autonomous form, for example,
news coverage on television and in newspapers, press releases, and discussion pieces in magazines and
journals. It would be astonishing if such coverage had not had negative eVects upon the image of the UK and
its countryside. Whether these eVects are long term or are of a short duration remains to be seen. A recent
television news report (ITN 2001) indicated that overseas visitation to the UK in May was 11 per cent down
from the comparable figure for 2000, an improvement over the decline of 21 per cent in the April figure. The
lack of media attention to the outbreak, the decline in slaughter of animals and in carcass disposal, and the
lack of “pathos” or human interest stories have all served to remove images from the daily media. Gartner
(1997) suggests that although the autonomous change agent may be significant in the short term, it may not
change an image permanently over the long term, a point made earlier by Boulding (1956), who argued
negative images had to be constant and prolonged to lead to an entirely new image of a feature or place.

Ahmed (1991) discussed ways of improving a destination’s negative image, including capitalising on the
positive components, organising familiarisation tours, and where possible, taking advantage of negative
features. The relevant authorities have undertaken the first two procedures, albeit possibly belatedly in the
first case. The familiarisation tour of foreign dignitaries, involving the Prime Minister, the Duke of Edinburgh
and the Royal Residence at Windsor seemed successful, although was almost immediately undermined by a
suspected case of human Foot and Mouth Disease two days afterwards. The third approach is more diYcult
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to envisage, since there is little that people might want to see related to the outbreak. Promoting quiet
footpaths or lack of crowds, while eVective in destinations normally selling such attributes, is more likely to
remind people of why such areas are quiet in a destination such as England.

It is almost inevitable that the only way to counteract the eVects of negative publicity is through an increase
in positive publicity and promotion. This is not as easy as may be thought, as one has to ensure that
promotion does not serve to remind potential visitors of the negative event (a common problem following all
forms of disaster, for example, transportation accidents). Government advertisements to date for the
domestic market have tackled the problem head on, ie, claiming boldly that “The Countryside is Open”.
Whether such an approach will be eVective for the foreign market remains to be seen.

The second major implication for tourism in the UK relates to both the general level of awareness of the
importance of tourism and in particular, government appreciation of the role and scale of tourism in the UK
and in rural areas especially. UK governments at most levels generally have not paid much attention to
tourism over the past decades, never giving it full or sole ministerial status, and appearing to hold the
viewpoint that while it was valuable, it was an area for the private sector and tourists would always come to
the UK. The grasp of its role in rural areas in particular seemed very weak, the previous Ministry of
Agriculture, Fisheries and Food (MAFF) was very much the government decision maker for rural areas. In
this context tourism was under the Department for Culture, Media and Sport which was seen as the more
junior partner. The report of that Department (CMSC 2001: xv) commented that “public authorities failed
initially to appreciate the severity of the crisis in tourism” and went on to note that even after several weeks
the Government was still “not sure of what the eVect was going to be on the tourism industry” (ibid). The
about turn in policies noted earlier is further evidence of the failure to realise at the beginning just how large
and how important tourism was to both the rural economy and way of life, and to the UK economy and
employment generally.

There is little doubt that this lesson has been learned to some extent, although at considerable cost and
probably still with some unbelievers. As a columnist for The Times pointed out, the fact that the Treasury
was unable or unwilling to provide 20 million pounds for tourism promotion when MAFF was spending more
than that amount in killing uninfected animals each week, suggested the lesson and appropriate priorities had
still not been learned (Jenkins, 2001: 19). It is doubtful that politicians yet fully appreciate the important role
of tourism in the UK rural economy, despite this having been noted in a Rural White Paper of 2000 (ETC/
CA 2001). The situation is compounded by the point made earlier, that it is domestic tourism (and leisure
and recreation) that makes the greatest use of the UK countryside in a direct manner, but to international
visitors, the UK countryside is a key element in the attractiveness and image of the country as a whole. A
decline in overseas visitors might not be felt as directly in rural areas as in urban settings, again highlighting
the variable nature of the scale and direction of the eVects of the outbreak.

Any permanent change in agricultural and hence rural activities as a result of the outbreak could have real
impacts upon both the appeal and direct use of the countryside for tourism. Further declines in mixed farming
and particularly in the disappearance of livestock could negatively aVect the appearance and accessibility of
the countryside for tourism and recreation. Over time, such changes may also aVect the image of the UK
countryside and thus the appeal to overseas visitors also. Farming in many parts of the UK was in dire straits
before FMD and its recovery rightly needs to be a high priority. If tourism is not included in the recovery
plans and its current and potential importance in maintaining the economic and social viability of rural
communities not appreciated, agricultural recovery and rural stability is unlikely to be achieved. Thus there
is much more to the second implication than simply the belated recognition of the importance of tourism and
the need to assist its recovery and well-being.

Implications for specific features, events, and individual facilities will emerge in due course. It is unlikely
that major events or features will disappear because of one poor or cancelled year. The future is less certain
for some facilities, particularly small individual ones, that may have been of marginal viability even in good
tourist years. It would be naive to expect that all will survive the reduction in tourist numbers. Whether they
will be replaced, and over what period cannot be determined at this time.

The paper has attempted to draw out some interpretations and conclusions from an event which is still
continuing, and one which was not seen at the start as having particular significance for tourism by many of
the parties initially involved. That perception changed very rapidly as events unfolded and developments took
place. It is almost certain that some predictions will be unfounded and new developments occur which were
not foreseen, such is the nature of tourism and forecasting. One thing that does appear certain is that the
FMD outbreak of 2001 will be regarded as a tourism disaster just as much or more so than an agricultural one.
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KEY STATISTICS OF FOOT AND MOUTH

Statistics

Compensation for animals slaughtered £1,047,321,000
Compensation for seized and destroyed items £29,187,000
Cost of cleaning and disinfecting premises £254,588,000
Cost of disposal and transportation of carcasses £170,770,000
Veterinary costs £15,152,000
Direct cost to taxpayer £2,059,000,000
Total premises with animals slaughtered 9,996
Total animals slaughtered with F&D or on continuous properties 4,080,001
Total slaughtered under welfare regulations or movement restrictions 2,573,317
Other animals slaughtered c2,000,000
Total animals slaughtered 8,653,318

Figures supplied by DEFRA, 2002.

4 October 2002

APPENDIX 21

Memorandum submitted by the Countryside Agency

Our Role

The Countryside Agency is the statutory body working:
— to conserve and enhance England’s countryside;
— to spread social equity and economic opportunity for the people who live there; and,
— to help everyone, wherever they live and whatever their background, to enjoy this priceless

national asset.

Sustainable tourism development in rural England is a crucial contributor to the achievement of these aims.

Our strategic national role, backed by a network of regional teams concerned with local and regional
implementation, requires partnership with government departments and agencies with responsibilities
including, in the case of tourism, the Department for Culture, Media and Sport and English Tourism Council.

We therefore have an interest in contributing to this Inquiry which is examining the current state of the
tourism industry, government policy towards the sector, and its future.

Our Role in Tourism

In 2001 we published our Rural Tourism Strategy1 in partnership with the English Tourism Council and
in consultation with the tourism industry and other interests.

The aims of the Strategy are based on sustainable tourism. They are:
— to maintain and increase the availability and quality of employment in rural tourism enterprises;
— to ensure that a high quality of visitor experience in the countryside is available to everyone;
— to maintain and enhance the quality of the rural environment; and,
— to spread the benefits of tourism throughout rural communities.

To provide national focus and practical input to advance implementation of the Strategy, we welcome the
decision by Alun Michael to establish a Rural Tourism Sub Group of the Rural AVairs Forum for England.
The Sub Group met for the first time on 23 October.

Response to Inquiry

1. What is the current and likely future performance of the British tourist industry following Foot and Mouth
Disease and the events in New York of 11 September 2001?

Countryside Agency research has examined the cumulative economic impact on rural England resulting
from visitor activity, rather than measuring the industry’s performance per-se2.

Our wide-ranging study of the impact of Foot and Mouth Disease (FMD) on rural areas3 relied on
information provided by others (such as the English Tourism Council) to provide an update of its eVect on
tourism. This report included:

1 “Working for the Countryside—A strategy for rural tourism in England 2001—2005” (English Tourism Council/Countryside
Agency, 2001).

2 “The Economic Impact of Recreation and Tourism in the English Countryside” (Countryside Agency, 2000).
3 “Foot and Mouth Disease: the State of the Countryside” (Countryside Agency, 2001).
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— a baseline statement of the state of the countryside before the outbreak;

— forecasts, using existing trends, of what might have happened had FMD not occurred; and,

— an assessment of the impact of FMD to mid-August 2001.

Conscious of the diYculties in readily obtaining reliable rural tourism data, we and the English Tourism
Council are jointly commissioning a study to review existing sources of data to establish both a more
comprehensive assessment of the scale and contribution of tourism in rural areas and a framework that might
be used in future to measure performance.

Currently, we are working with other national agencies and tourist boards to collect data that is used to
measure the activities and expenditure of GB residents on their leisure day visits4, including those to the
countryside. The latest data will be published in 2003–04 and will reflect activity this year. There is no
comparable data available for 2001–02 when measuring visits to the countryside was inappropriate because
of FMD.

Better information and understanding is essential to guide tourism development. In the context of rural
tourism, for example, there is a need for more research on the characteristics of diVerent market segments
and what they are looking for in rural areas.

2. Does Government have a role in promoting and/or supporting the industry?

Rural tourism makes a major contribution to local and national economies, generating spending of almost
£14 billion a year and supporting 380,000 jobs in the English countryside. At an uncertain time for agriculture,
the case for fostering tourism to reinforce rural economies is convincing and needs high-profile national and
regional leadership. In rural areas the sector is particularly fragmented, dominated as it is by micro businesses
and self-employed operators. There is therefore a danger that representation at a regional and national level
could be dominated by the most powerful commercial enterprises that are mainly unrepresentative of the
rural tourism industry which crucially relies on the appeal of the countryside for its success.

Government intervention recognises that the tourism industry does not operate in a vacuum, but relies on
the many other resources it promotes and supports—including transport, the environment, education and
training and public services.

The Tourism Summit fulfils the need for awareness across government that tourism impacts on, and is
impacted by, the policies and resources committed to delivery of programmes by its other departments.

The Summit and the Tourism Forum that feeds it with information and opinion show the Government’s
acknowledgement of the economic importance of tourism. Since FMD and 11 September 2001, tourism
industry national representation and discussion structures have been further strengthened by the formation
of the Tourism Alliance and Tourism UK. The CBI-supported Tourism Alliance brings together nearly 60
trade and sector tourism organisations to lobby government on the key strategic issues facing the industry,
and works with others to create a united voice for tourism at a national level. More recently, Tourism UK
has been formed by the national tourist boards of England, Scotland and Wales. Its purpose is to encourage
government to acknowledge the importance and potential of tourism, and to support initiatives to create an
economic climate in which the industry can prosper.

These new national tourism initiatives and the formation of the Rural Tourism Sub Group of the Rural
AVairs Forum for England show the expectation that government will continue to provide administrative
and supportive infrastructure for the British tourism industry.

Without continued promotion and support by government, the tourism industry will not achieve its full
potential to improve the performance of under-performing rural economies and assist in the restructuring of
agriculture.

3. What should that role be?

Government needs to ensure that structures, policy and funding are in place which support both the
tourism industry and its consumers. We see a continuing need for a strong central body in England (supported
by Government) with the task of promoting tourism interests, both urban and rural. These central tasks
include:

— research, intelligence and monitoring functions,

— policy development,

— quality standards,

— promoting the interests of minority groups and the socially excluded, and

— taking forward new national initiatives. The development of EnglandNet and a national
sustainability certification scheme for tourism businesses, to which the Countryside Agency are
partners, are good examples here.

4 Great Britain Day Visits Survey 2002.
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There is also a clear need for advice and dissemination of best practice to assist regional and non-
government national partners and to inform regional strategies and activity.

Government support for the promotion of rural England, under the umbrella of “Your Countryside—
You’re Welcome”, showed that national marketing initiatives have a role in rural tourism. This was a
campaign to react to the special circumstances of FMD; there is however further opportunity for a support
organisation to promote national brands to the domestic market, including those that are exclusive to the
countryside.

Marketing is just one of the key areas within our joint Rural Tourism Strategy, which shows 22 specific
actions to be delivered with the English Tourism Council. The success in achieving these during the five-year
lifespan of the Strategy is dependent on our joint working at a national level.

Without English Tourism Council’s skills, experience and resources, delivery of our Strategy is in
jeopardy—to the detriment of rural tourism and rural economies.

4. Do current arrangements for supporting, promoting and/or regulating the industry: meet the need adequately;
reflect the devolution settlement appropriately; promote the quality of provision eVectively; and encourage
productivity within the industry?

By working with the English Tourism Council we have produced, and are implementing, a Rural Tourism
Strategy and will shortly be reporting first-year progress to the Rural Tourism Sub Group of the Rural AVairs
Forum for England. Promoting quality of provision and encouraging productivity within the industry are
both priority actions in the Strategy.

The combined work of the Countryside Agency, English Tourism Council and other national and regional
partners demonstrates that sustainable tourism development, including the provision of quality products and
encouraging improved business performance, is widely embraced in the industry and will be further
encouraged. However, much work is still needed at regional and local level to enable rural tourism businesses
to access improved support and training, help planners better match supply and demand, raise the quality of
tourism destinations and for regulators to address the needs of businesses in the sector.

APPENDIX 22

Memorandum submitted by England’s Regional Tourist Boards

England’s Regional Tourist Boards

England’s regional tourist boards are not-for-profit companies limited by guarantee (with one exception).
Their role is to promote the sustainable development of tourism and improve the competitiveness of tourism
businesses in the regions, in partnership with tourism businesses, local authorities, regional development
agencies, other regional/sub-regional agencies and the English Tourism Council.

1. What is the current and likely future performance of the British tourist industry following foot and mouth
disease and the events in the USA on 11 September 2001?

1.1 Current state of the tourism industry in England

Tourism is a powerhouse of the UK economy. It is Britain’s fifth largest industry, worth around £70 billion
to the economy each year, nearly 5 per cent of the gross domestic product. It employs 7 per cent of the UK
workforce (around 2 million people) and creates up to one in four of all new jobs. It generates significant
tax revenues and can help to deliver key elements of the Government’s agenda, including urban and rural
regeneration and job creation.

Britain is fifth in the world for international tourism receipts, and around 85 per cent of all UK tourism
receipts are generated in England. Yet the tourism deficit is growing—every year more UK residents take
holidays overseas than foreign visitors come to Britain. England’s tourism oVer needs to be more competitive.
The industry is rising to this challenge, but needs further support and recognition, and a more helpful trading
environment.

Visitors want accurate and impartial information, easy ways to get the information and buy holidays,
convenient ways to travel, reliable quality, value for money and increasingly excellent service.

England’s tourism sector can provide a product second to none. But rising burdens on business and a lack
of recognition of the importance of tourism’s contribution—even after the events of last year—are impeding
its growth prospects. Action is needed to give tourism businesses the confidence to invest for future growth,
generating even more jobs and wealth for the economy.
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The submission from the English Tourism Council to this Inquiry provides substantial detail on the current
performance of the industry and the position after the adverse events of 2001—the Foot and Mouth outbreak
and the events of September 11 in the USA. The main focus of this submission, therefore, is on the factors
aVecting tourism’s performance and the priorities for government action. There is a summary of
recommendations in section 3.

1.2 Factors likely to aVect future performance: the market

1.2.1 International competition

(a) While tourism and travel continues to grow worldwide, new tourism destinations are constantly
being created, supported and promoted, as governments recognise the economic potential of
tourism. Traditionally popular destinations such as Britain are finding it increasingly diYcult to
compete within this fast-changing environment. According to recent research from the British
Tourist Authority, the UK is fifth in the world rankings for tourism visits. However, between 1995
and 2000 it lost 1.1 per cent of its market share and is forecast to be sixth in the world by 2010.
Clearly, such trends will have a fundamental impact on businesses that currently benefit from
inbound tourism.

(b) In the shorter term, the strength of the pound against the Euro and continuing international tensions
are very real concerns for inbound tourism. The prospects of a post September 11 recovery for the
inbound US market in particular are very uncertain, especially following the experience after the
Gulf War in the early 1990s, when it took the inbound US market nearly five years to build back
up to expected levels.

1.2.2 Changes in consumer demand and expectations

Customers for all consumer products are becoming increasingly diYcult to categorise and predict.
Traditional gender and socio-economic characteristics are less relevant than they were; consumers behave as
individuals rather than part of a group, and want holiday products that reflect their independence and desire
for adventure. This process of individualisation is expected to continue and accelerate as new products and
leisure opportunities are brought to market, presenting real challenges for businesses in terms of
communicating eVectively with customers and providing what they want. The need for relevant, timely and
accurate information about customers has never been more important, and the successful businesses will be
those that understand their markets and customer requirements and are flexible and responsive in delivering
their product.

1.2.3 Importance of information and communications technology (ICT)

The Government strategy “Tomorrow’s Tourism” recognised the importance of information and
communications technology in making it easier for customers to find out about and buy holidays in the UK.
An ever-growing proportion of the UK population and consumers in our important overseas markets have
access to the internet, and holiday products are some of the best-selling on-line products. Many tourism
businesses have taken up the opportunity oVered by ICT as a marketing tool; evidence from around the UK
has shown that some operators are now taking over half of their bookings on-line and making significant
savings on their marketing costs. Yet within England, it is estimated that almost 50 per cent of businesses
have no connection to the Internet or e-mail, and there is a lack of coordination of the on-line information
that does exist. This puts England at a competitive disadvantage in comparison with tour operators selling
holidays overseas and European competitors that are further advanced. The importance of ICT was
demonstrated through the Foot and Mouth outbreak, where information gathering and dissemination was
cumbersome and labour-intensive. The Government has made a welcome recognition of the importance of
ICT through its award of £3.8 million through the Invest to Save programme for EnglandNet, a partnership
between ETC and the regional tourist boards, which aims to provide the networks, database and
infrastructure to underpin successful e-marketing and e-business.

1.3 Factors likely to aVect future performance: industry issues

1.3.1 Composition of the tourism industry

Tourism accounted for 4.9 per cent of GDP in England in 2001and is Britain’s fifth largest industry in
employment terms. Yet unlike other sectors, tourism is dominated by small and micro-businesses. According
to English Tourism Council figures, 80 per cent of known tourism businesses have an annual turnover of less
than £250,000, and this doesn’t include the thousands of tourism businesses that are not VAT-registered, but
nevertheless provide employment and important consumer products. Without proper support and
coordination, these businesses, and the performance of tourism in general, face severe competitive
disadvantages against the larger operators prevalent in the outbound market. This is why the tourist boards
were set up in the first place: to help these small players in a fragmented industry present a strategic and
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coordinated approach to the market place, and to support them in product development, training and other
business essentials. Equally, the larger players in the industry need a supportive legislative, policy and
regulatory framework in order to flourish.

1.3.2 Fiscal and regulatory issues

(a) Tourism businesses must play their part in ensuring that they provide good value for money. Some
aspects of government policy hamper them in being price-competitive, however. The high value of
sterling in recent years has discouraged overseas visitors and encouraged UK residents to holiday
abroad. The comparatively high price of fuel in Britain is a further negative factor. There is a huge
disparity on VAT rates for accommodation and attractions between the UK and its European
competitors—Britain’s 17.5 per cent compares to an average of 8 per cent. This impedes the
industry’s ability to compete on price. The 17.5 per cent rate of VAT on repairs and maintenance
should also be reviewed, to encourage businesses to continue to invest in their properties and
enhance standards.

(b) The burdens of regulation and legislation can also damage the competitiveness of small tourism
businesses. The climate change levy, pay-roll tax benefits such as the Working Families Tax Credit
and proposed changes to employment law, are examples that add cost to small and medium-sized
businesses. There is a need for balance here, which is hard to achieve: tourism businesses need to
be seen as good and competitive employers, and some regulation to ensure fitness for purpose (for
example, food hygiene) is necessary for consumer protection. Nevertheless, the eVects of regulation
can be disproportionate for small businesses, and the regulatory impact on tourism businesses needs
careful consideration.

1.3.3 Transport/infrastructure

(a) For the UK to have a competitive tourism oVer, it must provide an appealing and well-managed
environment. Transport, parking, toilet facilities, beaches, parks and gardens are all part of the
tourism oVer. Local authorities have a major role to play here, but many of their traditional
functions in maintaining and enhancing the environment for visitors as well as residents are
threatened by pressure on budgets from statutory services.

(b) Transport in Britain is all too often expensive and unreliable, especially in comparison with other
European countries where eYcient and integrated systems are the norm. Successful tourism depends
on the speedy and easy movement of people. There are several critical transport issues that have an
impact on tourism:

— The development of airports in London and the regions.

— The performance of the rail network as a realistic option for leisure travel.

— The eYciency of the road network.

— Car-borne traYc management schemes, eg congestion charging.

(c) The planning system sometimes acts as a disincentive to businesses seeking to develop and expand.
Planners should be encouraged to be more responsive to business needs, provide active guidance
and be more accessible to small tourism businesses. Highway authorities should be encouraged to
operate tourism signing schemes consistently and positively across the country.

All of these issues are critical to the development and competitiveness of tourism in England.

1.3.4 The labour market and skills

(a) Customer service is the key element in providing a high quality experience for visitors. In a
competitive labour market (prevalent now in most parts of England) it has been diYcult to ensure
that the supply of appropriate recruits meets the demand. The tourism industry needs skilled,
friendly and well-trained people. It has long been recognised that skills gaps and shortages have been
an inhibiting factor in allowing the industry to reach its full competitive potential. There is a need
to assist the provision of an appropriately skilled workforce and thus improve the experience of
visitors and the industry’s competitiveness in attracting them. Tourism has a relatively poor image
as an employer, and there is an equal need to enhance the professionalism and practice of tourism
businesses, which will assist recruitment and retention and help to enhance the image of the industry
as an employer.

(b) Regional partnerships of organisations with shared objectives, money and capacity to change the
situation—eg the RDAs, Learning and Skills Councils, Business Links, colleges of further
education and others—should be made aware of the issues and channel available funding to address
them for the tourism sector in a concerted and coordinated way, with no duplication of eVort or
resource. The RDAs have a vital role to play in coordinating regional partnerships, with RTBs as
their advisors.
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(c) The proposed new Sector Skills Council would also have a key role to play here, perhaps in
accrediting training courses, as well as driving the strategic development of training for the wider
sector. The delivery, however, should be at regional level, necessitating a strong voice for the regions
in developing the national strategy.

1.3.5 Product quality and consumer expectations

It is universally recognised that consumers are looking for ever higher standards of quality in their holiday
experience. Expectations continue to rise as more people experience better service and facilities, often in other
parts of the world. Within the UK there are outstanding examples of quality in terms of cuisine,
accommodation, visitor attractions and customer service. As an industry our challenge is to improve
continuously and raise quality where necessary. The regional tourist boards, working with businesses, need
to be able to encourage the adoption of best practice. The case for quality must be linked to strong business
benefits which are recognised throughout the sector. Consumers are increasingly looking for evidence of
quality assurance. Currently, however, only half of England’s accommodation establishments are inspected
by independent assessors. The quality assurance schemes play a very important role in driving up quality,
especially in the smaller hotel, B&B/guest house, holiday parks and self-catering sectors, and must be better
promoted, enhanced and safeguarded in any new tourism structure.

1.4 Factors likely to aVect future performance: Tourism structures and support—DCMS review

1.4.1 Marketing England

(a) There is clear consensus among the industry, tourist boards and related organisations that the lack
of a marketing budget for England over the past three years has been a serious bar to the
competitiveness of England as a tourism destination. This situation has existed uniquely in England,
with Wales, Scotland and Northern Ireland all having significantly higher tourism budgets and
significant marketing spending power. There is no budget for promoting England in overseas
markets, meaning that Wales, Scotland and NI can all fund high-profile participation in BTA
campaigns and promotions but England cannot.

(b) Although RTBs perform an important marketing role, they do this without government funding,
since marketing is specifically excluded from DCMS/ETC-funded projects. The industry does
support RTBs’ marketing activities, but there would be much greater support and much greater
success if there was seed-corn funding available at a high enough level to allow RTBs to carry out
their leadership role, add greater value and create a real change and rationalisation of current
approaches to marketing. Campaigns could be developed to support sub-regional brands that make
sense to consumers; to support marketing activities to extend the visitor season and thus contribute
to long-term employment prospects, and to continue to assist rural recovery and development.
There is a need for continuing research into customer needs; positive PR campaigns to improve
perceptions and development of appropriate products and themes to meet customer needs and
expectations.

(c) The proposed establishment of a marketing body for England is, therefore, a welcome step forward.
It is clear, however, that unless significant new resources are forthcoming, we run the risk of either
spreading resources too thinly so that nothing is done well, or losing activities that are valued by
the tourism industry because resource is not available to continue them.

1.4.2 The role of Regional Development Agencies

(a) Equally, the proposed closer relationship between Regional Development Agencies (RDAs) and
RTBs is very welcome, and presents a real opportunity to improve the support and intervention
mechanisms for tourism at regional level. RDAs should be encouraged to ensure that tourism is at
the heart of their agendas and that suYcient funding is deployed to support it, though it is
recognised that levels of support will vary from region to region in line with economic priorities.
RTB / RDA relationships across England are currently at varying stages of development. Most
RDAs provided funds last year to RTBs, on the basis of detailed recovery plans, to help to fight the
impact of Foot and Mouth on the tourism industry; closer relationships and a greater
understanding were forged in the process.

(b) It is important to remember, however, that FMD funding was a one-oV response to a particular
crisis, where it was seen as imperative by all parties to act. It is essential that at least the current levels
of funding received by RTBs from ETC are ring-fenced for each RTB in the future arrangements,
though it is expected that RDAs will wish to provide additional funds to the RTBs where tourism
is of particular importance. It is pleasing that the RDAs have said in response to the Secretary of
State’s proposals that they see their role as providing strategic support for tourism, with RTBs as
the advisory and delivery arm. This sets the framework for a fruitful relationship for tourism at
regional level in future.
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(c) RDAs are likely to impact on tourism businesses through business support programmes, skills
development, ICT, marketing, regeneration and competitiveness development.

1.4.3 National and regional focus on tourism as a sector

(a) To help the tourism industry to reach its full potential, to address the problems of fragmentation and
to tackle some of the current challenges (such as quality development, skills development,
promoting government policy for tourism etc), there needs to be a clear focus on tourism as a sector,
both at national and regional level.

(b) In the regions, RTBs and sector groups can act as advisors to the RDAs in pulling together regional
partnerships focused on delivery for the tourism sector—for example, via the Learning and Skills
Councils, Business Links etc. Equally, they can advise the RDAs on policy issues aVecting the
industry. It is believed that RDAs would welcome closer relationships with the RTBs to enhance
their ability to provide strategic support for the tourism sector.

(c) RDAs may also welcome assistance on spending priorities and working in partnership with local
authorities to ensure that resources are well-spent in support of strategic priorities and not
duplicated. Local authorities should be encouraged to contribute to the development of tourism
strategy, especially relating to marketing, and commit their expenditure accordingly. The
Government’s argument over the last few years has been that a great deal of money is already spent
on promoting parts of England, mainly by local authorities, but this money is not necessarily spent
to best eVect. Having some funding to put into strong brand partnerships would encourage
individual players to give up some current activity because they would see the value of the bigger
game. RTBs would have the delivery role in bringing these partnerships together and making
them work.

(d) By the same token, there is a need in the new arrangements for a strong focus on tourism at national
level, informed by the regions. There is a role for national coordination in virtually all of the
activities envisaged as continuing in the new structure. The depth of this role will vary according to
the nature of the activity and how who) delivers it. Equally, there is a need for national co-
ordination of tourism policy.

(e) The RTBs believe that the new marketing body should have responsibility for certain functions to
enable it to do a complete and eVective job for tourism. The industry will welcome a marketing-
focused organisation. As well as the communications and promotional aspects of marketing,
however, a role in product development and product standards will be necessary. We believe the
functions should be as follows:

— marketing strategy and promotions (including setting strategy with the commercial sector, RDAs
and RTBs). Some funds could be devolved for RTB marketing delivery to support the national
strategy—eg for sub-regional branding partnerships or specific products that have a national
relevance. This should encourage financial leverage within regions from the commercial sector and
local authorities as well as RDAs.

— E-marketing/e-commerce, through the EnglandNet partnership. This is set up and funded to
provide the network and database for e-marketing. Regional delivery of the data, stakeholder
partnerships etc is vital to the project’s success, and it is equally vital that the current funding for
regional roll-out and data collection are retained in the new structure. Without this, there is a risk
of fragmentation if diVerent RDAs give this diVerent priority. To enable EnglandNet to do its
complete job in reaching the customer, however, there is a need for significant additional funds to
provide consumer-facing web portals and to promote the whole activity to consumers.

— Market intelligence: market trends, consumer preferences etc.

— Advisory role in product development where there is a need for national consistency to maximise the
potential opportunity—eg rural/green tourism strategies, accessibility—in consultation with private
sector, RDAs, RTBs

— Advisory role on other product development issues, such as quality standards, training etc.

(f) Although the lack of marketing funding over the last three years has been a major disadvantage, the
current funding arrangements (whereby ETC devolves funding to the RTBs on the basis of agreed
project proposals) have given a significant cogency and coherence to the work of the RTBs. To avoid
the possibility of fragmentation of national projects that are strategically important in the future
arrangements, it would be appropriate for there still to be a central funding stream for RTBs in the
new structure.

1.4.4 The role of the regional tourist boards

The regional tourist boards are positioned to play a lead role in promoting the RDAs’ strategic objectives
in the tourism industry, among businesses and local authorities, and in delivering the agreed agenda for
tourism in each region, with partners. They are the only regional players with sole responsibility for and access
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to tourism businesses. They have an established position as a conduit between the industry, local and national
government and other policy makers. They represent, uniquely, all sectors of the region’s tourism industry,
with established consultation and communication methods.

1.4.5 A possible delivery mechanism for national co-ordination in the new structure

(a) It will be important in the new structure to retain national consistency in delivering services such as
the Quality Assurance schemes, training (including the “Welcome Family” of courses that are
currently being successfully redeveloped), the Green Accreditation scheme etc. The new marketing
body should have an input into standard setting, since this influences the development of the
product that it will promote, but should not be burdened with delivery. Equally, RDAs will want
a strategic overview, but are not likely to want to be responsible for the detailed delivery role.

(b) A potential model for delivering much activity that needs national co-ordination but regional
delivery could be as follows: a company limited by guarantee could be set up, with a Board
composed of the 10 RTBs and non-executive directors from RDAs, DCMS and the new marketing
body. The company should also host a consumer panel and an industry panel, to enable ideas to be
tested, research to be carried out and regular consultation to take place.

(c) The RTBs recommend that this proposed company should be considered positively as the delivery
mechanism for nationally important functions that are to be retained in the new structure.

1.4.6 The role of the British Tourist Authority (BTA)

With devolution in the UK, the strength of BTA is its overseas network. The re-working of the Britain
brand to accommodate England, Wales, Scotland and London brands highlights the move towards the sub-
brands. As overseas consumers become more knowledgeable about destinations, and the sub-brands begin
to rival Britain as a brand, the time is right to look at what BTA should oVer in the future. There is a need
for improved communication and joint working between BTA and its regional partners, especially at the
conceptual stage of marketing programmes. RTBs can then add value by bringing in sub-regional and
industry partners. The aim would be to provide a seamless service to the customer, whether the main player is
BTA, the RTB, the local destination or the TIC. Better co-ordination and communication at all stages would
provide a better return.

2. Does Government have a role in promoting and/or supporting the industry, and what should its role be?

2.1 The case for government support

(a) Government has a clear role in promoting and supporting the industry, and it is in its interests to do
so. Tourism is a key economic driver across England. In many areas it has been used as a tool for rural and
urban economic regeneration, and tourism benefits percolate throughout the UK economy. Rural
communities, towns and large cities can all benefit from tourism, which supports not only direct providers
but also a plethora of suppliers and services. The Foot and Mouth outbreak very clearly demonstrated the
extent to which tourism permeates the economy by the impact felt by so many seemingly unconnected
businesses.

(b) Tourism has a major contribution to make to government and RDA policies on sustainable
economic performance, regeneration, urban and rural development, employment, skills
development and productivity. The sector needs support, particularly for its key priorities, to enable
this contribution to be realised.

(c) A prosperous industry means a net benefit to the Treasury in terms of direct and indirect taxation.
Recent estimates suggest that 25 per cent of the revenue generated by tourism is returned to central
government in one form or another.

(d) The pressures on tourism outlined in section 1—competitive pressures, market change,
fragmentation, fiscal and regulatory issues, labour supply and skills shortages—will combine,
without intervention, to impair tourism’s competitiveness and worsen the tourism deficit. Growth
in overseas holiday taking is inevitable—a consequence of a more mobile, aspirational and better-
oV population, as well as the eVorts of our competitors. It is clear, however, that positive
intervention could strengthen England’s performance and help to reduce the deficit. This was shown
through the great and largely successful eVorts to mitigate the impact of Foot and Mouth on
tourism last year.

(e) England’s competitors benefit from significant public funding which is used eVectively to win market
share. A number of competitive European destinations such as Ireland, France and Spain are able
to marshal greater resources in the marketplace in the battle for increased visitors. While money is
not the only answer in terms of marketing, there is little doubt that when invested in strong
campaigns it provides a competitive advantage.
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2.2 What should government’s role be?

(a) The Government, with the support of the RDAs and RTBs, should identify the areas in which it can
add value and provide an appropriate level of funding to ensure successful intervention. Relevant
areas of work will be those where the industry, because of its fragmented nature, is unable to act
strategically to improve its overall performance. Suggested areas are set out below, aimed at
addressing the issues set out in section 1.

— Investment in the infrastructure and transport system;

— Research and intelligence, especially to support marketing;

— Strategic marketing, brand development and PR at a national, regional and sub-regional level,
harnessing the support of local authorities and the industry and aimed at attracting new business;

— Development of eVective ICT networks and e-business;

— Skills development;

— Business support and advice;

— Support for Tourist Information Centres as sales agents and advocates.

(b) Government can take a leading role in ensuring that the publicly funded mechanisms for tourism
support are eVectively organised. A lack of national leadership in this area has resulted in the
development of structures and organisational players in tourism without an eVective strategic
framework.

(c) The RDAs are now key players in tourism support. RDAs should take the strategic lead on tourism
within a regional context, using the expertise of RTBs to provide advice, liaise with the tourism
sector and deliver agreed programmes. Synergies with other regional agencies for the arts, sport,
museums should be explored and encouraged, where it is in the interests of the agencies to work
together. This will enable a responsive, industry-focused support mechanism working within the
strategic framework provided by Regional Economic Strategies.

(d) The Government should ensure that its own policies do not work against the tourism industry.
DCMS should enhance its role in influencing the policy of other government departments and
reviewing the legislative and regulatory environment for tourism, advised and supported by the
RDAs and tourist boards.

3. Recommendations: how can the current arrangements be improved?

3.1 The Government should enhance the industry’s price competitiveness by reducing the rate of VAT on
tourism businesses in line with our competitors within the EU (para 1.3.2.a)

3.2 The Government should review the regulatory and legislative environment to ensure that the eVects
are not disproportionate for small tourism businesses (para 1.3.2.b)

3.3 The Government should ensure the provision of an aVordable, reliable and safe transport system
(para 1.3.3.b)

3.4 Local authorities should be encouraged to provide a planning environment that encourages the
sustainable development of tourism businesses, and well-managed services for visitors and residents (para
1.3.3.c)

3.5 The RDAs should encourage regional partnerships to focus on addressing the skills and labour issues
facing tourism (para 1.3.4)

3.6 The quality assurance services must be enhanced, safeguarded and better promoted in the proposed
new tourism structure (para 1.3.5)

3.7 The proposed new marketing body for England should be established with significant additional
funding (para 1.4.1)

3.8 RDAs should play a strong role in tourism development and support within their regions, using the
advisory and delivery expertise of their RTBs, and ensure that RTBs receive at least their current levels of
funding as well as enhanced support to address regional economic development priorities for tourism
(para 1.4.2)

3.9 RDAs should encourage local authorities to contribute to regional tourism development strategies and
commit their resources accordingly (para 1.4.3.c)

3.10 A focus on tourism as a sector at national level should be retained in the new tourism structure, with
national co-ordination of activity (para 1.4.3.d)

3.11 Positive consideration should be given to the proposed company model for delivering important
national activities (para 1.4.5)

3.12 The Government, with the RDAs and RTBs, should identify the areas where its intervention and
support could add value, and provide appropriate levels of funding (para 2.2.a)
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3.13 The Government should establish a clear support structure for the industry and organise the resources
of local authorities, regional and sub-regional agencies and national bodies more eVectively, to eliminate
duplication and wastage (para 2.2.b/c).

3.14 There should be a higher profile for tourism within government to reflect its economic importance to
the UK (para 2.2.d)

9 October 2002

APPENDIX 23

Memorandum submitted by the Association of British Travel Agents Ltd

ABTA is a long-established trade association that is best known for the protection it provides to consumers.
Our members account for well over 90 per cent of the UK package holiday market and have a combined
annual turnover well in excess of £29 billion. Currently we have some 1,600 travel agents and 800 tour
operators in membership. In addition, some 130 businesses, ranging from insurance companies to airlines,
are associate members of ABTA through our Travel Industry Partner scheme.

ABTA’s primary role is to protect consumers and encourage best practice amongst our members. All our
members are bound by ABTA’s Code of Conduct, which encompasses the Package Travel Regulations and
encourages members to oVer consumers the best possible service. ABTA’s high-profile arbitration scheme
remains one of the most successful consumer arbitration schemes in the UK and gives consumers a cost
eVective solution to solving disputes with members.

It is a little known fact that many of our members achieve over 20 per cent of their business from selling
domestic breaks. A recent survey has shown that over 50 per cent of these members would be interested in
putting more focus on domestic tourism.

ABTA has consistently promoted UK tourism over the years. A significant percentage of our members’
turnover is generated by UK holidays. Last year we ran a successful “Book Britain” poster campaign and we
recently teamed up with the British Resorts Association to distribute a special ABTA version of their guide
to all our travel agent members as part of our “Book Britain” campaign.

Our commitment to promoting UK tourism is reflected in our services to members. All ABTA members
have access to the British Travel Agents Accommodation Register, which provides ABTA travel agents with
a comprehensive list of UK hotels. In addition we have recently launched BookUK, an online booking
system, which gives all our agents access to over 2,100 UK hotels.

ABTA is a key member of the Tourism Alliance. The primary purpose of the alliance is to create a united
voice for tourism in England and to develop policies that raise and promote quality within the industry.

Response

1. What is the current and likely future of the British Tourism Industry following the foot and mouth disease
and the events in New York of 11 September 2001?

The terrorist attacks of 11 September 2001 had a severe impact on the UK tourism industry. Up until the
end of August 2001, bookings for all holidays were up by about 4 per cent compared with a year earlier. This
was as a result of the relatively strong UK economy and the strength of sterling. In the aftermath of the
terrorist attacks we saw a plunge in bookings.

ABTA commissioned the Centre for Economics and Business Research (CEBR) to conduct a study to
assess the eVects of the events of September 11 on the UK travel industry.

The study showed that the short term implications of the terrorist attacks had a severe impact on the UK
travel industry. The aftermath has had a significant impact on ABTA members. Following September 11 we
have seen large scale redundancies amongst both large and smaller members.

We were pleased that the package of support measures announced after the Foot and Mouth outbreak was
extended to travel and tourism businesses where appropriate. However, the strain of the industry can be
illustrated in the significant increase in financial failures over the last year. From September 2000 to
September 2001 21 ABTA members failed financially. Over the same period from 2001 to 2002 we have seen
44 of our members fail financially. This represents an increase of 109 per cent.

We recently surveyed our members on their views of UK Tourism and our results showed that the majority
of respondents had seen an increase in the sale of domestic holidays in the last year. A number of our operator
members have reported a rise in the sale of domestic holidays in the wake of September 11 as many of their
clients opted for a domestic break rather than going abroad. This situation has leveled oV to some extent,
however the domestic short break market is still showing steady growth.
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It is worth noting that 80 per cent of total UK tourism is generated by domestic trips with only around 20
per cent coming from overseas visitors. It is very important that we nurture the 80 per cent representing
domestic tourism. It is far easier to grow domestic tourism by 10 per cent to get another £4 billion than to
grow overseas visitor expenditure by the 40 per cent it would need to reach the same sum.

2. Does the Government have a role in promoting and or supporting the industry?

The World Travel and Tourism Council (WTTC) estimate that travel and tourism generates $3.5 trillion
or about 12 per cent of world GDP, and 200 million jobs. Interestingly only about one third of these jobs are
in the industry itself and the remainder are generated by its strong flow through in other sectors, especially
construction—airports, hotels etc and retailing—meals, clothes, handicrafts, etc. These flow through eVects
are very powerful indeed. Meals stimulate agricultural production and reservations stimulate I.T. and
telecommunications. For example, 50 per cent of all photographs are travel related so 50 per cent of the jobs
at Kodak and Fuji rely on tourism. When you add all this up it is no surprise that Travel and Tourism can
claim to be the world’s largest industry.

We believe that the Government has an important role to play in supporting and promoting the tourism
industry. The tourism industry is one of the most successful job creators in the UK economy. It should also
be noted that most travel and tourism related jobs are in small and medium enterprises (SMEs), the backbone
of regional economies. A high proportion go to women, minorities and young people so they are sociably
inclusive.

We believe that the Government has a key role in creating the right structure and economic climate in which
the tourism industry can flourish.

3. What should the role be?

The Government has a very important role to play in promoting and supporting the industry. The
Government needs to restructure the framework for promoting tourism in the UK. While Wales and Scotland
have eVective centralised agencies for co-ordinating tourism promotion, England has no such organisation.
ABTA welcomes the Tourism Minister’s resolve to put a national marketing capability in place and ensure
that this is fully in sync with the regional agenda. One of the first tasks for the new body will be to reach
agreement with the regions and local authorities about who does what for whom.

In addition to the need for the marketing of England, there remains a definite requirement for a central
English national body responsible for strategic tourism matters. This body should be responsible for issues
such as grading schemes, quality standards, sustainability policy and research and information. Whilst we
fully support the devolvement of local marketing policies and spending to the regions, the strategic functions
cannot be undertaken eVectively, either by the RDAs or RTBs, even acting in concert. The competitive nature
of these bodies is likely to undermine their ability to deliver a consistent and national approach.

While we recognise the importance of the work carried out by the British Tourist Authority (BTA) in
encouraging overseas visitors to visit England there is also a role for government in developing the domestic
market, which currently represents 80 per cent of the total market. As stated above, it is far easier to grow
domestic tourism by 10 per cent to get another £4 billion than to grow overseas visitor expenditure by the 40
per cent it would need to reach the same sum.

Currently British travel agents are only responsible for a small proportion of domestic holiday bookings.
By contrast our German counterparts sell as many domestic packages for Germany, as they sell for their
favourite overseas destination, Spain.

While the domestic market must be developed this cannot be achieved if the Government does not address
the current inadequacies in our transport system, both road and rail. The Government needs to make swift
and clear decisions on the expansion of airports in the south east and regional hubs. Eighty five per cent of
visitors arriving by air come through London, with this in mind it is essential that road, rail and air links to
the regions are in place and to this end it is vital that the industry ensure that there is adequate air capacity
in place in the Government’s White Paper next year.

The Government needs to recognise the negative impact of the current high rate of VAT on hotel
accommodation in the UK, compared to our European counterparts. A recent WTTC survey on comparative
tax rates showed that out of the 52 world cities surveyed, a visitor to London paid the third highest total level
of tax (at $298.11). However, the real issue here is that our main European competitor cities all levy far lower
levels of tax. Visitors to Paris paid $153.99 and to Madrid, just $89.04.

4. Do current arrangements for supporting, promoting and/or regulating the industry:

— meet the need adequately;

— reflect the devolution settlement appropriately;

— promote the quality of provision eVectively; and

— encourage productivity within the industry.
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ABTA’s membership comprise of a significant number of SME’s as we have stated above. To this end we
appreciate the support the Government gave to the industry during the foot and mouth outbreak and
appreciate that it enabled many small businesses to survive what was a very diYcult year. The additional
funds awarded to the BTA, will, we hope, lead the way to future funding arrangements.

The Package Travel Regulations in tandem with ABTA’s Code of Conduct ensure that ABTA members
are amongst the most eVectively regulated industries. ABTA’s high-profile Arbitration Scheme remains one
of the most successful consumer arbitration schemes in the UK and gives consumers a cost eVective solution
to solving disputes with members.

England needs an eVective central marketing body. The current devolved situation has lead to a situation
where regions compete against one another instead of marketing the country as a whole. The lack of a
standardised hotel classification system and grading system for all parts of Britain confuses both domestic
and overseas visitors.

There is a need for a more consistent approach in terms of centrally co-ordinated spending. While Scotland
and Wales get around £4 per head from Government, England receives just 20p.

We acknowledge the attempts being made towards a consistent standard of service by the ETC. The
Stepping Stones programme as well as the DCMS’s “fit for purpose” programme are a positive step towards
raising standards while decreasing the bureaucracy.

At ABTA we would welcome the opportunity to work alongside RTBs and local authorities in supporting
national themes. This year we teamed up with the British Resorts Association to distribute a special ABTA
version of their guide to all our travel agent members as part of our “We book Britain” campaign. With well
developed marketing support ABTA members stand ready to promote domestic breaks.

In Summary:

— ABTA welcomes the Tourism Minister’s resolve to put a national marketing capability in place for
English Tourism.

— ABTA believe that there remains a need for a central English national body responsible for strategic
tourism matters.

— ABTA believes that in addition to continuing to develop the market for overseas visitors, there is
a need to develop the domestic tourism market.

— ABTA encourages the Government to make swift and clear decisions on the expansion of airports
in the south east and regional hubs.

11 October 2002

APPENDIX 24

Memorandum submitted by UK Sport

To encourage the current state of the British Tourism Industry and current government policy towards the
sector, including the administrative and supportive infrastructure and any relevant initiatives or proposals
for change.

Introduction

1. The United Kingdom Sports Council (UK Sport), welcomes the opportunity to provide the Select
Committee with written evidence on the state of the British Tourism industry (applicable to the Sports
Tourism sector only), and addresses the following four points as requested:

— The current situation, and the likely future of the British Tourism industry, following Foot-and-
Mouth Disease and the events in New York on 11 September 2001.

— Whether the Government has a role in supporting, promoting and/or regulating the industry.

— What that role should be.

— Whether the current arrangements for supporting, promoting and/or regulating the industry:

— Meet the need adequately;
— Reflect the devolution settlement appropriately;

— Promote the quality of provision eVectively; and

— Encourage productivity within the industry.

2. UK Sport was established by government to be the lead agency for the attraction and staging of major
sporting events in the UK and for promoting British sport internationally. UK Sport has agreed a national
policy and strategy for the hosting of major events with the support of the home country sports councils and
the endorsement of government. In this we coordinate the work with the national governing bodies, cities and
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local authorities. Examples have been provided in previous evidence but recent work includes the Rugby
World Cup and the bid for the 2008 European Football Championships. This strategy includes the so-called
“mega-events” of the Olympics, FIFA World Cup, Commonwealth Games and World Championships in
Athletics (WCA).

3. UK Sport has developed and continues to refine a leading industry-based knowledge and understanding
of major events supported by its Major Events Steering Group, comprising leading practitioners in the field.
This experience has been a key ingredient in the successful staging and delivery of 44 events and 14 bidding
exercises of World and European standard since we assumed this role in 1998. As the Committee
acknowledged in its report in March 2001, this admirable record is sometimes overshadowed by our failure
to attract certain high profile events such as the World Cup and the Olympics. The clarity of our responsibility
for these events has assisted greatly in their success with confirmed funding and additional support services
improving the quality of delivery.

4. UK Sport believes that sports tourism initiatives can have a huge positive impact on the numbers of
visitors to the UK as well as bringing significant commercial benefits to the UK economy and to UK
companies.

5. UK Sport has funded 11 economic impact studies that all support this hypothesis, ranging from sports
such as boxing, show jumping, and cricket to athletics.

6. The impact sports tourism can have on the economy is consistently significant given the number of high
profile sports events that take place in the UK, for example Henley, Wimbledon and the British Grand Prix
to name a few.

7. Additionally, many of Britain’s top sports events are broadcast around the world. Premiership and FA
Cup Football is our most valuable sporting export and millions of people regularly watch British football
around the world.

8. Some examples of globally recognised British sporting events:

— Last year Wimbledon was watched in 157 countries worldwide;

— The FA Cup Final was watched by in 167 countries;

— The London Marathon was watched in 178 countries;

— This years Boat Race was watched by 400 million people in 166 countries;

— And the Grand National has a global audience of 500 million people in 160 countries.

9. The amount of free advertising for the UK that sports events generate is enormous and should not be
underestimated. There is a positive association across the globe between the UK and sport. This can only be
used to our advantage in developing and supporting the British sporting system as well as in marketing the
opportunities that are available in this country for tourists.

10. UK Sport works with the BTA and other stakeholders in promoting the image of sporting Britain and
also, through the World Class Events Programme, to maximise the opportunities available to the UK from
hosting major sporting events. We do this because it makes sense to have a joined up approach to sport and
sports tourism.

11. Across the world, the UK is arguably regarded as the home of sport. It is a reputation, which, if
managed eVectively, can benefit the nation socially, economically and politically. Nations that are influential
in international sport are also those most likely to be successful in bidding for and staging major sports events.
And providing UK athletes with home advantage in major international competitions is an important part
of the eVort, being spearheaded by UK Sport, to produce British world champions.

12. UK Sport’s Response to the Parliamentary Culture, Media and Sport Questions on Tourism

1. What is and the likely future of the British Tourism industry, following foot-and-mouth disease and the events
in New York on September 11 2001?

Please note that the following responses are made specifically in regard to the Sports Tourism Industry,
and are not necessarily applicable to other Tourism sectors.

Whilst Foot-and-Mouth Disease had a devastating economic and social impact on rural communities, and
generated a considerable amount of (generally sympathetic, but scarcely positive) international press
coverage, the disease ultimately had less than anticipated impact on Major Sporting Events in the UK at the
time, and is unlikely to aVect either Major Events or the growth of Sports Tourism in the future (unless there
is a recurrence of the disease).

As regards the events in New York (and Washington) of September 11, the immediate global response may
have had an impact on airline profits and tourism figures globally in 2001–02, but terrorism (more specifically,
aircraft hijacking) is not a new phenomenon, and international travel normally resumes previous levels after
terrorist incidents. Sports Tourism in the UK is growing, and sports tourists’ reasons for visiting the UK are
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generally more purposive (in that they come for a specific event or sporting experience in the UK) than other
tourists (whose activities are less country-specific) and is therefore unlikely to be seriously aVected in the long
term unless terrorist organisations wage a concerted campaign of international atrocities.

2. Does the Government have a role in supporting, promoting and/or regulating the industry?

In principle, yes. The Government should give very serious consideration to the positive eVect on Tourism
that a Major Sporting Event such as the Olympic Games would have. A great opportunity was lost when the
2005 World Athletics Championships were withdrawn by the IAAF from the UK (after a successful bid
backed by UK Sport), because there was insuYcient support for the Picketts Lock project. A London
Olympic Games would serve as a global advertising campaign for the capital (and the country) but would
clearly rely on a well staged event with the necessary quality infrastructure to deliver positive messages and
images around the world. This is the challenge to any bid coming forward from London.

Nearly two million foreign visitors came to Britain to watch or take an active part sport in 2001, spending
£1.3 billion (12 per cent of the total). Sports Tourism is big business, and it is a growing business worldwide.
For historical reasons, the UK has a unique position in the world of sport, and this part of our cultural
heritage should be recognised for the commercial benefits it brings to the UK, as well as the (unquantifiable)
“brand” promotion and recognition that takes place when British sporting events are broadcast into people’s
homes around the world.

3. What should that role be?

As far Sports Tourism is concerned, the Government should acknowledge the contribution that sport
makes to the positive image of the UK abroad, and to the number of people visiting Britain to “get closer to
the action”. Events such as the FIFA World Cup demonstrated the popularity of English Football (through
the huge level of local support for the English players in Japan and the global viewing figures for the matches
involving England). This support is perhaps less surprising when one considers that FA Barclaycard
Premiership football matches are broadcast to a potential television audience of 1.3 billion people in over 150
countries. The global proliferation of participation and spectatorship of Sport (particularly football, but also
golf, tennis, cricket and rugby) is analogous to the spread of English as a global lingua franca—they are
Britain’s most successful exports, commercially and culturally, and the Government should be doing its
utmost to capitalise on them.

The success of the Manchester 2002 Commonwealth Games, the 2002 Ryder Cup and annual “world-
profile” events such as Wimbledon, the Boat Race, The Grand National, the FA Cup (not an exhaustive list)
demonstrate that Britain regularly hosts world class events with great success, and images of these events are
seen in people’s sitting rooms all over the world. This cannot help but enhance the prestige and image of
the UK.

However, to successfully bid for a global event such as the Olympic Games or the Football World Cup
requires a level of government support and commitment at least equal to the other countries in the bidding
race.

The sheer scale of an Olympic Games necessitates huge infrastructure investment, and this can only be
achieved through large scale Public-Private Partnership Initiatives. The Labour Party’s manifesto pledged to
support the hosting of Major Events in the UK, but this was undermined with the Pickett’s Lock aVair, and
the lessons learned form this for a prospective Olympic bid have been well rehearsed.

4. Do the current arrangements for supporting, promoting and/or regulating the industry:

Meet the need adequately?

The support and promotion of Sports Tourism by the BTA is excellent. As outlined in the answer to
questions 2 and 3, the support for “Mega events” must come from the highest echelons of government because
of the cost, the complexity and the need for coordination across government departments.

As regards the regulation of Sports Tourism, UK Sport does not have suYcient data to comment.

Reflect the devolution settlement appropriately?

UK Sport works closely with the four Home Country Sports Councils, but the splitting of responsibility
for the hosting of Major Events has provided a number of challenges and risks the duplication of eVort and
unnecessary domestic competition.

Previous evidence has explained the decision of government to divide responsibilities between UK Sport
and Sport England as it relates to the staging of the four biggest sport events, which includes the World
Athletics Championships. This separation of responsibilities has undoubtedly contributed to a lack of
consistency, coordination and continuity, to the extent that London, having won the right to host to the 2005
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Championships was unable to deliver a suitable stadium, and the IAAF decided to award the games to
Helsinki instead.

It is UK Sport’s belief that there needs to be one lead government agency for major events in order to allow
“joined up thinking” and ensure proper coordination across the diverse demands of a large scale sporting
event. Such an agency should be a key stakeholder in their staging, both in terms of the facility development
and the organisational logistics. If the government was to acknowledge one recognised agency, it will need
to have the ability to access or pull down appropriate levels of funding. Bearing in mind the experience of the
IAAF contract we would also contend that it would need to be able to sign contracts on behalf of the
Government to provide the necessary guarantees or underwriting to the international federation. Such an
agency needs to be supported by professionals who understand the business of major events and are in a
position to advise on the best ways of capitalising on the potential events provide to the country. It would
not be appropriate in our view to take this responsibility inside government.

Promote the quality of provision eVectively?

The BTA and the Home Country Tourist Boards provide a very high level of service, which one would
hope increases the quality of provision of sports tourism-related services, but UK Sport cannot comment
specifically on this.

Encourage productivity within the industry?

UK Sport does not have suYcient data to respond to this question.

9 October 2002

APPENDIX 25

Memorandum submitted by the Local Government Association

Introduction

1. The Local Government Association (LGA) was formed in April 1997 as the national voice for local
communities in England and Wales. The Association exists to promote better local government, by working
with member authorities to deliver safe, prosperous, healthy and pleasant communities. The LGA’s
membership includes nearly 500 local councils, representing over 50 million people and spending £65 billion
a year on services.

2. In its written evidence to the Culture, Media and Sport Committee inquiry in April 2001, the LGA
outlined the fundamental role of local authorities in the provision and promotion of tourist destinations. As
a result, this submission will not repeat the extensive background information already provided to the
Committee, but will draw upon it in outlining the LGA’s views on what support the tourism industry needs
in order to prosper.

Tourism Post September 11 And Foot And Mouth Disease

3. The LGA is not in a position to evaluate the current and likely future performance of the British tourist
industry. However, the Association and individual local authorities have strongly supported national eVorts
to promote the recovery of tourism following the events of 2001. Following Foot and Mouth Disease, local
authorities played an essential role in curbing the spread of the disease and tackling the eVects on
communities. Extensive examples of good practice in supporting rural tourism were highlighted in the LGA’s
evidence to the previous inquiry. In early 2002, the LGA welcomed the launch of the “Your Countryside,
Your Welcome” campaign and called on local authorities to participate by organising events, briefing their
Tourist Information Centres (TICs) on local events and the campaign, and ensuring their countryside access
information was up to date and accessible.

4. In addition, the LGA will shortly be publishing its recommendations following its own Rural Revival
Inquiry. That inquiry seeks to identify how local authorities can best help local communities meet the
challenges of rural revival and how other agencies at a local, regional and national level can help devise
programmes and policies to assist with this aim. Local authority support for the diversification of rural
businesses into tourism and the potential for small rural tourism businesses to contribute to the regeneration
of rural communities will feature as a significant element of the inquiry report.

5. The LGA also welcomed the Government’s investment in the British Tourist Authority’s Million Visitor
Campaign to the sum of £20 million as a means of attracting international visitors back to Britain. The
Association understands that preliminary evidence suggests that this additional funding for a well-targeted
marketing initiative has provided a much-needed boost to the British tourism industry in 2002. This campaign
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is a model for public-private partnership, which government should draw upon for funding future tourism
initiatives. The LGA believes that all these eVorts, at local, regional and national level, have been very helpful
in aiding the recovery of domestic tourism in the past 18 months.

The Government’s Role in the Promotion and Support of the Tourism Industry

6. The Government has a clear role to play in ensuring the tourism industry thrives, not least because of the
importance of tourism to the British economy. The facts are well-known. Tourism is worth over £73 billion to
the UK economy and contributes more than 5 per cent of GDP. It employs over 2 million people of all skills
and age ranges and enables many people who require part-time or flexible work to find employment. It can
make a significant, although often unrecognised, contribution to the economic, social and environmental
well-being of an area.

7. The LGA welcomed the Government’s announcement in May 2002 of plans to market England as a
tourist destination to the UK market. The Association believes this is an important step forward for English
tourism and should be used to redress the gap in the English Tourism Council’s (ETC) remit when it was
created three years ago. The LGA has consistently supported the notion of national marketing initiatives for
England to promote domestic tourism and is pleased Government has now accepted the view of the LGA
and many in the wider tourism industry.

8. The LGA strongly believes it is vital that this new marketing function is supported with additional
funding, in order that it may have the impact required to boost domestic tourism. Certainly, compared to the
funding received by the national tourism bodies of Wales and Scotland, English domestic tourism is poorly
supported financially by government. Government spending on tourism in Scotland and Wales amounts to
some £4 per person; in England, it is only 20 pence per head. Government should use this new initiative as
an opportunity not only to redress the gap in the ETC’s remit, but also the considerable funding imbalance
that currently exists.

The Role of the English Tourism Council

9. The Government’s proposals to introduce a new England marketing function make the national role of
the ETC even more vital to a thriving English tourism industry. The LGA believes strongly that the ETC
must be retained as the national adviser and co-ordinating body for tourism in England. It should remain as
a body, independent from government, speaking with expertise, authority and an overview of the industry.
The ETC is needed to provide an essential national co-ordinating role for tourism and give some strategic
cohesion to a highly fractured industry. It is a role regional bodies, by definition, cannot play in developing
a national agenda for tourism. The ETC does currently undertake the role of a national adviser to government
and whilst its responsibilities could be improved and refined, there is not case for its abolition at this stage.

Supporting Local Authorities in Delivering National Tourism Objectives

10. While tourism is not a statutory service for local authorities, many do recognise it can make a
significant contribution to the economic well-being of their communities. Local authorities invest some £90
million per year in supporting tourist destinations. As such, local councils will be central to any government
eVorts to reform, modernise and revitalise British tourism. Only councils can co-ordinate all the essential
services that support and promote a successful tourism industry. Only councils can represent the interests of
both the local community and the myriad small and micro operators who make up such a large portion of
tourism businesses.

11. The Association broadly supports government proposals to involve Regional Development Agencies
(RDAs) more closely in tourism strategy. Certainly, RDAs can provide valuable support to tourism through
their regional economic planning process and funding arrangements. And because of tourism’s economic
benefits, it is reasonable that the industry should be integrated into regional economic strategies.

However, the LGA is concerned that government proposals for strengthening regional bodies’ role in
developing strategies and delivering tourism have not yet developed upon the importance of building stronger
links with local authorities. The Association believes that in order to see real benefits for tourist destinations,
RDAs and RTBs must work in a co-operative manner with local authorities, recognising shared interests in
supporting and delivering tourism. The LGA would wish to explore further with government and the regional
bodies how this can be achieved.

Promoting Quality Provision—Partnership Working

12. The LGA is currently leading on the development of a “fitness for purpose” approach to the better
regulation of hotels and restaurants. This important new initiative aims to link local authority tourism and
regulatory services to help tourism businesses improve to standards that reflect a modern industry. The
scheme demonstrates where local authorities are often at their best, providing practical, joined-up services
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for local communities. Fitness for purpose has been identified as an important part of the overall drive to
improve standards in the tourism industry.

13. In July 2002, the LGA presented a policy recommendations paper on fitness for purpose to Tessa
Jowell, Secretary of State for Culture, Media and Sport at a tourism industry seminar. There was wide-scale
endorsement of the recommendations from both government and the industry. The next phase of the
initiative will see local authorities piloting the recommendations in order to test out in a more rigorous way
what model, or models, can be replicated in urban, rural and seaside areas.

14. The LGA and government have worked together eVectively in partnership to deliver the first phase of
this initiative. The LGA is concerned that as the next phases of the project—pilots and implementation—
may well have some cost implications for local authorities, the scheme may not have the take up it should.
The Association believes that fairly limited funding from government to get fitness for purpose established
would have significant returns in improving quality standards in English tourism.

Summary

15. The LGA is calling for:

— significant additional government investment in order to market England domestically in an
eVective manner

— the retention of the English Tourism Council as the national co-ordinating body for tourism

— clarification of the relationship between local authorities and regional bodies involved in tourism
strategy and delivery (ie, RDAs and RTBs)

— funding from government to support local authority Fitness for Purpose pilots and initial start up
costs for the scheme if necessary

October 2002

APPENDIX 26

Memorandum submitted by the Council for Travel and Tourism

The Council for Travel & Tourism

1. The Council for Travel & Tourism (CTT) is a unique grouping of the major public and private sector
organisations involved in travel and tourism in the UK. Indeed, it is the only body which brings together both
the transport and tourism elements of the industry. Membership of the Council is limited to organisations and
associations with a national dimension or significance in these fields. The Council currently has 14 Members
representing most sectors of the travel and tourism business; a list of Members is attached at Appendix I.

2. The Council has three primary aims:

2.1 To provide a forum for Members to exchange information, news and views on current development
both within the industry and, more importantly, from political, government and European initiatives.

2.2 To identify issues of common concern and, where appropriate, develop a collective Council view to
present to government, European Institutions and the political audience at large.

2.3 To promote the interests and improve the status of the travel and tourism industry with government,
the media and opinion formers and decision makers in general.

The Council’s Views

3. The CTT welcomes this further Inquiry by the Committee on the current state of the British tourism
industry and the opportunity to submit written evidence. The Council does not have either the information
or the resources to provide a full submission covering all aspects of the terms of reference of the Inquiry.
Moreover a number of the Council’s Members will be making their own submission to the Inquiry and most
of these will be better placed to report on the current and likely future performance of the industry following
Foot and Mouth Disease and the events of 11 September 2001. Hence the Council’s comments are
concentrated primarily on the role of government in promoting and supporting the industry and the
structures for the delivery of that support. In this context, it is stressed that although two of the principal non-
departmental public bodies involved (the British Tourist Authority (BTA) and the English Tourism Council
(ETC)) are Members of CTT, the views expressed in this submission are primarily those of the Council’s
commercial Members.
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The British Tourist Authority

4. Earlier this year, the BTA embarked on a major new overseas marketing initiative, the “Million Visitor
Campaign” aimed at recouping overseas visitors lost as a result of foot and mouth and the events of
September 11. This campaign was only possible thanks to major additional funding provided by the
Government—up to £20 million in total, with the proviso that an equivalent sum was provided by the
industry itself. Of this total, £5 million had to be in cash (ie new money) with the remaining £15 million in
collateral (ie existing marketing initiatives). Early indications are that the campaign has been very successful,
with over 600,000 additional overseas visitors (mainly from Europe) generated during the period of the main
campaign activities alone (April–July 2002).

5. The Council, therefore, wishes to place on record its appreciation of the eVorts made by the Department
for Culture, Media and Sport in securing such substantial additional funding from the Treasury. This was a
major achievement, which is making a real and positive contribution to the recovery of the inbound tourism
industry. Nevertheless, one-oV grants, however welcome, do not permit eVective forward planning. To
maximise their eVectiveness, overseas marketing initiatives require at least a year’s forward planning and need
to form part of a comprehensive long-term strategic framework targeted on key markets. The Council,
therefore, urges the Committee to recommend to government that a similar additional sum (ie £20 million)
should be added to the BTA’s grant-in-aid each year for at least the next five years. It is worthy of note that
over the past 20 years, reports on UK tourism from no fewer than five separate Parliamentary Select
Committees (Trade and Industry, Session 1985–86, Employment Committee, 1989–90, House of Lords
European Communities Committee (Sub Committee B), 1995–96, National Heritage Committee 1996–97
and the Culture, Media and Sport Committee, 2000–01) have all reached the same conclusion—namely, that
the BTA is under-funded and should receive significantly greater resources from the Government.

6. Such consistency of findings speaks for itself and the CTT submits that it is high time that these
recommendations be implemented by the Government. Increasing the BTA’s funding is an investment, not
a subsidy, as research has demonstrated that every £1 spent by the BTA generates at least an extra £25 in
tourism revenue for the UK.

The English Tourism Council

7. One of the Council’s primary concerns is the ambivalence that successive governments have shown
towards a national tourism body for England. The former English Tourist Board, a statutory body
established in 1969 under the Development of Tourism Act, had both a strategic and marketing role for
English tourism. However, the ETB was emasculated by progressive severe cuts in its grant-in-aid during the
early 1990s (this was reduced from £16.2 million in 1992–93 to just £10 million in 1995–96). Moreover, as the
vast majority of its grant-in-aid was earmarked for the Regional Tourist Boards, the ETB became little more
than a clearing house for the dispersal of funds to the regions.

8. Following the 1997 General Election, the incoming Labour Government decided that the ETB should
be replaced. However, none of the four options originally outlined in the DCMS consultation paper on the
1998 Comprehensive Spending Review provided for a central strategic body for English tourism. Indeed, it
was only because of pressure from the industry (including the CTT) that such a body was needed that the
Government decided to create the new English Tourism Council. However, the new ETC was only given
narrowly defined responsibilities, namely to concentrate on strategic issues; any marketing activity was
specifically excluded from its remit. Many in the industry, including CTT, questioned the omission of any
central marketing role for England and lobbied Government accordingly for this to be added to the ETC’s
remit. The twin crises of Foot and Mouth and September 11 finally swayed the balance of the argument and
the Government accepted the need for there to be a central marketing function for English tourism
(announced in the House on 11 May 2002).

9. The key current question is how that should now be delivered. The CTT believes that the solution is
very simple. Our view is that the ETC should be the central body charged with this new responsibility for
marketing, in addition to its existing strategic role and that they should also be provided with the resources
necessary for this task. The CTT duly wrote to the Secretary of State at DCMS, the Rt Hon Tessa Jowell MP,
along these lines on 5 July 2002 (copies of correspondence attached as Appendix II). However, the
Government appear to think very diVerently, believing that the provision of a new marketing function must
be accompanied by radical change in the arrangements for supporting English tourism. Although at the time
of writing (early October 2002) no final decision has been made, there are very strong indications there will
be a new central body concentrating on the marketing of England, with a very big question mark over the
continued existence of the ETC. It also appears likely that some of the ETC’s current strategic functions will
be devolved to the Regional Development Agencies (RDAs) and there is considerable doubt whether there
will be suYcient public money remaining to fund the continuation of the ETC. We find it ironic that the
DCMS now has a small review team considering the “modernisation” of the ETC, a lean and strategically
focused organisation established only three years ago.

10. The CTT believes that, in addition to the need for the marketing of England, there remains a definite
requirement for a central English national body responsible for strategic tourism matters. Issues such as
grading schemes, quality standards, sustainability policy, research and information, must be co-ordinated by
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a central, national body. Whilst we fully support the maximum devolvement of local marketing policies and
spending to the regions, the strategic functions cannot be undertaken eVectively, either by the RDAs or RTBs,
even acting in concert. These bodies are by their very nature both parochial and competitive such that they
would be unable to deliver a truly consistent and national approach. Hence, even if a separate England
marketing organisation is established, we will need either to retain the ETC to address strategic issues, or to
get the new organisation to fulfill both functions. If the latter, why create a new organisation when one
already exists?

The Regional Dimension

11. As above, the CTT believes that it is right for decisions on spending on regional marketing and
promotion to be devolved to the regions themselves. However, there are a number of outstanding issues which
will need to be addressed regarding the precise relationship between the RDAs, the RTBs and local
authorities. The CTT has no regional bodies in Membership (all of our Members are national organisations)
and therefore we can only make the following broad observations:

(i) The Government has decided to transfer a proportion of the DCMS funding for regional marketing,
currently allocated to the ETC, into the overall government budget for RDAs, known as the “single
pot”. In order to avoid this relatively small sum being “lost” in the much larger single pot, the funds
for RTBs should be ring-fenced by the RDAs for a minimum period of at least three years.

(ii) Given that the RTBs will eVectively become the advisory and delivery organisations for the RDAs
on tourism issues, there will need to be greater consistency of approach. Some RDAs are less
interested in tourism issues than others and there are a number of areas where the boundaries do
not coincide. Some RDAs cover two RTBs, whilst conversely some RTBs (eg the Heart of England)
have two RDAs covering their region.

(iii) The role of local authorities will be crucial. In many areas there are very eVective local authority
marketing partnerships which should be maintained and eVectively integrated within the overall
RDA/RTB marketing eVorts.

(iv) The particular characteristics of the business tourism sector must also be recognised. For the
national and international conference market, for example, the focus is very much on a specific city,
rather than a region or particular part of the country—it is the cities which bid to host such
conferences. Hence such activity cannot readily be subsumed within other RDA/RTB marketing
eVorts, although the RDAs and RTBs will nevertheless have an important role in providing
appropriate support and partnership to the local authorities in promoting their cities to the business
tourism market.

Summary

12. In summary, the CTT:

(i) warmly welcomes the additional £20 million funding for the BTA’s marketing campaign;

(ii) strongly recommends that the BTA’s grant-in-aid be increased by a similar sum for each of the next
five years;

(iii) fully supports the establishment of a new England marketing function, but

(iv) this must be in addition to, not at the expense of, a central body responsible for all strategic tourism
issues; and

(v) it would be sensible for one body—the ETC—to fulfill both functions;

(vi) fully supports the devolvement of regional marketing to the RDAs, but

(vii) the relationship between RDAs, RTBs and local authorities needs careful consideration;

Annex 1

COUNCIL FOR TRAVEL & TOURISM

The Council for Travel & Tourism, established in 1977, is a unique umbrella organisation representing
most sectors of the travel and tourism industry; it provides a forum for the discussion of key issues and aims
to present the views of the industry to government and policy makers in a co-ordinated and coherent way.

Members

Airport Operators Association.

Association of British Travel Agents.

British Air Transport Association.
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British Association of Conference Destinations.

British Holiday & Home Parks Association.

British Tourist Authority.

Camping and Caravanning Club.

Caravan Club.

English Tourism Council.

European Tour Operators Association.

Eurotunnel.

Local Government Association.

National Caravan Council.

Passenger Shipping Association.

4 October 2002

Annex 2

Letter dated 5 July 2002 from the Council for Travel and Tourism to the Secretary of State for Culture,
Media and Sport

The Members of the Council for Travel & Tourism have requested that I write to you regarding the
marketing of England and the future role of the English Tourism Council. At their meeting last week,
Members were very concerned by media reports (in particular The Times on 27 June) that the Government
is considering the abolition of the ETC and its replacement by a new partnership body. Whilst recognising
that media reports are frequently inaccurate or exaggerated, it does appear that the Minister for Tourism,
Dr Kim Howells MP, did actually express comments along these lines at a recent meeting with the Southern
Tourist Board.

In common with the vast majority of the industry, the Council believes that a national marketing role for
English tourism is essential and we were reassured to learn from your announcement in the House on 13 May
that the Government now accepts the validity of this argument. Moreover, we fully accept that private sector
funding must be made available to support this activity. However, we firmly believe that the ETC must be
the central body charged with this new responsibility for marketing, in addition to its existing strategic role
and that they should also be provided with the additional resources necessary for this task. Only the ETC can
provide the national coherence essential for such activity. To abolish the ETC after just three years and to
replace it with a new organisation would simply create further unnecessary upheaval and disruption to the
essential tasks of developing and promoting English tourism.

In conclusion, I would make two further points:

(i) Although the ETC does participate in our deliberations, it is the eleven commercial Members of the
Council who unanimously requested that I should write to you.

(ii) From informal discussions with many other colleagues in the industry, I can assure you that there
is widespread, if not universal, support for our view that the ETC should be the body charged with
the responsibility for the marketing of England, in addition to its current remit on strategic issues.

We trust that having recognised the omission that was made in the initial establishment of the ETC in 1999,
the Government will not now compound the error by abolishing the very body that should rightfully be
undertaking this essential task.

Annex 3

Letter dated 31 July 2002, from the Secretary of State for Culture, Media and Sport to the Executive
Director of the Council for Travel and Tourism

Thank your for your letter of 5 July expressing your concerns about our proposals for the reform of tourism
industry.

My announcement on 13 May made clear that radical reform of the English Tourism Council is required
to respond to the changing needs of the industry, particularly given the diYcult and tragic events of 2001. We
value the role that the English Tourism Council has played in oVering strategic leadership, but now is the time
to take a fresh look at rotes and responsibilities.

Since my announcement we have set up a Steering Group, chaired by Kim Howells, to consider the
proposals in detail. This group is considering a model for public- private coalition for domestic marketing
and making an initial assessment of priorities for strategic delivery of other support to the industry, including
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considering the roles to be played by the Regional Development Agencies, Regional Tourist Boards and local
government. The Group includes representatives from the RTBS, the ETC, RDAS, local government and
from across the industry. I can assure you that no unduly hasty decisions will be taken about any aspects of
industry support.

We will make a fuller announcement about our proposals once we have completed our deliberations.

APPENDIX 27

Memorandum submitted by the English Association of Self-Catering Operators

ETC and BTA will already have submitted evidence of the current state of British tourism. Self-catering
continues to oVer excellent value for money, freedom of choice and a vast range of accommodation in every
type of location imaginable. The sector is adapting to the increasing demand for short breaks; choice of
changeover day, and the trend for many visitors to book within a very short time of their arrival date; steps
which will, hopefully, assure a buoyant future. However, the fortnight holiday is not dead and must not be
prematurely buried! One of the positive aspects of the disasters of FMD and September 11 is a far wider
knowledge and appreciation of the immense value and significance of tourism. Tourism, therefore, must be
supported and encouraged at all levels.

There is much concern among those involved in tourism in England at the considerable, continuing
disparity between funding for the industry in England, Scotland and Wales. Any additional funding for
English tourism will produce considerable return in revenue and employment to the benefit of the Country
as a whole, as well as to those directly involved.

Tourism in England urgently needs the growth in the domestic market, which will result from the provision
of a central body responsible for promoting England as a destination. English tourism deserves positive
support from government and media alike. Much of the damage resulting from FMD arose from early
government mistakes and from constant media concentration on the sensational, regardless of its topicality
or obvious harmful eVect.

The accommodation sector has improved its product considerably over a number of years and continues
to do so. There is constant pressure to drive up quality, which often fails to take full account of the eVorts of
the vast numbers of professional operators already running successful businesses. Businesses, which need to
be viable and to show a worthwhile profit.

Over regulation and punitive taxes are damaging to our industry. Specific issues of detrimental taxation
have been taken up with government by the Tourism Alliance (a further positive product of FMD). We in
self-catering, for example, find it amazing that our businesses do not of right qualify for Business Property
Relief (Inheritance Tax).

The Tourism Summit is recognised as of great benefit to the industry. There is ever a need for each
Government Department to be aware of the eVects upon tourism of its policies and regulations. Of particular
concern are transport (roads and public transport) and the apparent lack of suYcient central funding to
enable Local Authorities to present visitors with a welcoming and pristine environment as part of the overall
tourism experience.

There is a vital necessity for central responsibility for the administration of data collection and research
and for control over the issue of quality throughout the industry. The elimination of wasteful duplication is
highly desirable.

There is currently much debate on the issue of assessment and fitness for purpose and we feel that a policy
of encouragement and incentive should be preferred to one of coercion. Reward those who cooperate and
comply—the carrot rather than the stick!

The awarding of grants to encourage the conversion of redundant buildings in rural areas should be
considered in the light of possible detriment to existing tourism businesses in the area. Viability and demand
must be thoroughly investigated for the sake of all parties.

Government should aVord due recognition and support to the eVorts of tourism Trade Associations in
driving up standards, ensuring compliance with legislation and maintaining lines of communication with
those operating in a fragmented industry. The contribution to tourism made by SMEs and micro operators
cannot be overstated but these are the very ones who may well have little contact with influential tourism
bodies or even their sector colleagues unless they are part of an association—often self financing and run by
volunteers.

If the NQAS is to succeed as a voluntary scheme it must be recognised and utilised as part of the holiday
decision making process by the general public and this will not happen without a well financed, vigorous
promotional campaign. Recently funding allocated specifically for this purpose was withdrawn leaving a
miserly £250,000 for ETC to use for the promotion of all the NQAS schemes. This is a matter of great
importance and must be treated as most urgent.

There is much concern that London receives too great a share of available funding and resources whilst
contributing hugely to the perception among visitors that England oVers poor value for money. There should
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be greater eVorts made to overhaul the tourism product in the Capital as well as to encourage overseas visitors
to sample the delights of other parts of the country as well as alternative types of accommodation.

Finally, the lack of a Minister for Tourism and the omission of the industry name from the title of any
Government Department cause much consternation among those involved in all aspects of tourism.
Consideration should also be given to the transfer of responsibility for tourism to the Department of Trade
and Industry, which is seen as a more influential and suitable sponsor.

14 October 2002

APPENDIX 28

Memorandum submitted by the RAC

(1) What is the current and likely future of the British tourism industry following foot and mouth disease and
the events in New York on 11 September 2001?

We believe that these two events highlighted the diverse range of interest groups representing eVected
businesses. There was no one body co-coordinating the response from the industry and compared to the
NFU, as a result, it was diYcult to get a clear view of the impact.

We believe that whilst the wide number of bodies reflecting the diverse nature of the tourism industry is
good, it makes it very diYcult to put a recovery plan in place, or even to lobby for compensation.

(2) Does the Government have a role in promoting and or supporting the industry?

Yes, we believe that government does have a role to play but needs to do so in concert with the assemblies
representing Wales, Scotland and Northern Ireland.

(3) What should that role be?

The role should be one setting strategic policy and creating the framework for the eYcient management
and promotion of what is now a major part of the UK economy. In addition, public money should be spent on
improving the product oVering to encourage return visits by overseas visitors and greater take-up by domestic
visitors and to that end, if the relevant framework is in place, why spend money trying to compete with
services provided by the private sector?

We also feel that the time is right to introduce a national register of tourism services—in our case,
accommodation but this could equally apply to other tourism products.

This would assist with the points raised in 1) above as well as raising standards in the industry by removing
those who operate on the fringes of consumer safety.

(4) Do current arrangements for supporting, promoting and /or regulating the industry:

— meet the need adequately;

— reflect the devolution settlement appropriately;

— promote the quality of provision eVectively; and

— encourage productivity within the industry.

In short, our response is “no” and therefore we look forward to being consulted fully in the various reviews
that are being discussed.

7 October 2002

APPENDIX 29

Memorandum submitted by the Scottish Enterprise

ENTERPRISE AND LIFELONG LEARNING COMMITTEE INQUIRY INTO TOURISM

Introduction

Tourism is a priority sector for Scottish Enterprise and we have a long-standing and substantial
involvement in the industry. We will seek to address the questions raised by the Committee in this submission
but will focus on:

— The importance of tourism to the Scottish economy.

— Current tourism strategy and implications for industry and the public sector.
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— The role, objectives and activities of the SE network in tourism.

— Our relationships with other key organisations, especially HIE, VisitScotland and the Area
Tourist Boards.

— Key issues and activities in relation to skills and recruitment in the industry.

The SE/HIE Network involvement in tourism focuses on business development, skills and infrastructure/
facility development.

The Economic Importance of Tourism

The tourism industry makes a substantial contribution to the Scottish economy. Tourism:

— attracted earnings from outwith Scotland of over £2.9 billion in 2001;

— supports employment estimated at 208,000, including an estimated 15,000 self-employed;

— has strong links to other sectors so that a high proportion of tourism revenue results in income and
employment for people in Scotland;

— supports jobs and income in industries such as food, retail and distribution, transport and
financial services;

— is particularly important as a provider of jobs and income in rural areas;

— provides employment, training opportunities and core skills for young people—for many Scots it
is their first experience of the world of work;

— helps to support transport services and infrastructure that are important for the economy as a
whole;

— helps to support cultural, heritage and leisure facilities that also benefit the local community and
enhance the attractiveness of Scotland as a place to live and work;

— is a growth industry worldwide and, despite the diYculties of 2001, has the potential to make a long-
term contribution to the Scottish economy.

Tourism Strategy

The Executive’s “Tourism Framework for Action” sets out the key challenges facing the industry and the
action to be taken by industry and government agencies.

SE was closely involved in the development of the Framework document which drew on work carried out
by SE with industry and partners over the latter part of 1999 and 2000. This reviewed the international
competitiveness of the tourism industry in Scotland and concluded that major changes were required to turn
round the performance of the industry. These included:

— building industry leadership;

— the industry becoming more customer-focused;

— increased innovation;

— new forms of collaboration;

— refocused public sector support.

These issues are reinforced by work that SE has undertaken to examine international best practice in
tourism. Key lessons from overseas include:

— The importance attached to gathering and disseminating market intelligence, with an emphasis on
identifying trends and forward planning.

— A clear focus on target market segments coupled with a sound understanding of their expectations
and choices.

— A strong orientation to winning business from international markets.

— A co-ordinated approach to product development, especially in realising the tourism potential of
environmental and cultural assets.

— Integration of local food and drink into the visitor experience.

— The use of events to keep the visitor experience fresh and to help boost the image and reputation of
countries and individual destinations.

— New forms of public sector/industry collaboration which promote industry leadership and
initiative.
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Key Challenges for Businesses and the Public Sector

The challenges set out above call for diVerent behaviours on the part of both industry and public sector
agencies.

— For tourism businesses, the modern tourism marketplace demands a high level of understanding of
overall market trends and their own customers.

— There is a need for a fast pace of development of new and improved tourism products and services
to maintain competitiveness.

— Adopting new approaches and techniques eg e-business, CRM, revenue management to enhance
productivity and boost competitiveness.

— Alliances across tourism and tourism-related businesses are important in enhancing the quality of
the overall visitor experience and in providing opportunities for new kinds of visitor products
and services.

— The current tourism environment requires a high level of investment in the development of skills on
the part of business managers and leaders.

For the public sector, there needs to be a focus on the critical market failures that constrain industry
development. These lie in areas such as:

— The branding and marketing of Scotland as a whole as a tourism destination.

— Ease of access for visitors to comprehensive information and booking services.

— Access for businesses to information on markets, trends, performance and competitors.

— Making the right connections and alliances across tourism businesses and service providers to
deliver an all-round visitor experience.

— Development of links to other industries and resources to provide new and improved tourism
products and services.

— The operation of the labour market.

— The provision of infrastructure such as transport, access to the countryside, sport, leisure and
cultural facilities and activities, protection and enhancement of the built and natural heritage.

Many of these are long-standing issues but the current business environment places more emphasis on
facilitating and supporting business creativity and initiative, promoting an international outlook, and
supporting the processes of business innovation, collaboration and skills development.

Scottish Enterprise Network Role in Tourism

SE’s tourism objectives reflect the three themes of “A Smart, Successful Scotland” (Growing Businesses,
Global Connections and Lifelong learning and Skills) but with a specific focus on supporting the industry to
address the challenges set out earlier. The SE network has three key priorities in tourism which reflect our
particular contribution to the implementation of the Executive’s Tourism framework for Action. They are:

— Higher levels of innovation in product and service development.

— An internationally competitive tourism infrastructure.

— Attracting and developing the skills the industry needs, especially the development of business
leadership and management skills.

In pursuing the above objectives our approach seeks to:

— Encourage tourism businesses to take advantage of the general business support services available
through SE eg business advisory services, e-commerce programmes, Investors in People, Modern
Apprenticeships etc.

— Develop tourism-specific business support and skills solutions where required.

— Develop and deliver a consistent range of core tourism business and skills support products across
the SE area.

— Facilitate business collaboration to deliver improved tourism products and services, both at a local
level and around key national products eg golf.

— Support the development of tourism infrastructure eg visitor attractions, countryside facilities and
“Public Realm” improvements.

— Adopt an integrated approach within specific key tourism locations that links capital investment
with support on business and skills issues.

— Address tourism interests within broader eVorts to improve transport links to Scotland eg Rosyth /
Zeebrugge ferry, air services.

— Provide the capacity to draw on wider SE budgets to support major tourism projects where there
is a strong economic case eg “Lomond Shores”.
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— Enable the tourism industry to draw on the wider economic experience of SE eg the “cluster”
approach, university/industry linkages etc.

— Deliver an integrated approach to economic development that maximises links to other aspects of
the economy, especially in rural areas.

These objectives are addressed through an annual tourism operating plan of key national and network-
wide projects and programmes, supported by local projects delivered through individual LECs. Examples of
current initiatives in each of the 3 key areas of innovation, infrastructure and skills include:

Growing Businesses/Innovation

— Intensive support for tourism “key accounts”. Around 190 key tourism businesses with the potential
to be industry leaders and generate significant wealth.

— Tourism business development programmes providing wider groups of tourism businesses with
support through seminars and follow-up advice eg the “Fully Booked” programme to help
businesses attract and retain customers.

— A Tourism Innovation Tool-kit to be launched early next year to give businesses the practical tools
and techniques they need to be more innovative.

— Support for the adoption of e-business eg through the “First Steps” seminars and SE’s pool of e-
business advisers.

— Advice on business planning and marketing via the Small Business Gateway.

— Support for the development of local tourism business networks eg the Edinburgh Tourism
Innovation Networks.

— Working with industry and partners on a Scotland-wide basis eg on golf, tourism and the
environment, whisky & tourism etc.

— Supporting events where these support overall tourism objectives eg the Balmoral Road Races,
Burns Festival, International Festival of the Sea.

— Development of university/industry links. A network of key tourism contacts in the universities has
recently been set up.

— Support for the industry “Tourism Innovation Group” to champion new ideas, approaches and
forms of collaboration across the industry.

Infrastructure

— The development of key tourism facilities such as Glasgow Science Centre and Loch Lomond
Shores.

— An ongoing programme of support to enhance the tourism appeal and competitiveness of existing
attractions eg Culzean castle, Edinburgh Zoo masterplan.

— Comprehensive programmes to enhance the visitor experience at key tourist locations eg St
Andrews.

— An early action programme of access, signage and environmental improvements for the Loch
Lomond and Trossachs National Park.

— With Forest Enterprise and other partners, support for the “Seven Stanes” network of forest
mountain bike centres from the Tweed to Glentrool.

Skills

Support for the development of business leadership skills including:

— the Gleneagles tourism masterclasses;

— learning journeys for tourism businesses to experience international best practice eg the Disney
Institute, TQM in the German hotel sector; and

— seminars led by industry experts on specific topics such as service quality, revenue management.

Co-ordination of the programme of tourism-specific service quality training courses eg Welcome Host,
Scotland’s Best with over 70,000 participants to date.

Promoting uptake by tourism businesses of Investors in People. Around 260 tourism businesses (c 7 per
cent of the total) have IiP recognition. Many tourism businesses have gained a great deal of benefit from IiP
which reinforces the critical link between skills and overall business objectives.

Support for Modern Apprenticeships. MAs can help tackle skills shortages and find young people jobs in
good tourism businesses. In Glasgow, for example, support is being provided to MA programmes in the hotel
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and restaurant sectors with good progress to date. There is scope for wider uptake of MAs in tourism building
on best practice such as that in Glasgow.

SE and HIE support for Tourism People the industry-led body set up to promote eVective recruitment and
development practices, in particular the link between skills development and meeting the needs of customers.
It is still at an early stage in its development but will have an important role in taking skills messages and best
practice out to industry and creating co-operative industry solutions.

The establishment of the www.bigthistle.com tourism recruitment web-site currently being piloted in
Edinburgh.

Initiatives to match people to tourism job opportunities eg the Edinburgh Tourism Recruitment Initiative
and eVorts to help local people take up job opportunities in projects such as Loch Lomond Shores.

Support through SE and HIE for the Springboard Scotland tourism careers organisation. In recent years
Springboard has put in place a substantial eVort to promote career opportunities in the tourism industry.

SE welcomes the proposal for a Sector Skills Council for the tourism and hospitality sectors. This will be
important in building on the work of the tourism-related NTOs on skills needs, the labour market, and links
with the educational sector. These will, however, be UK-wide organisations and we hope that there will be
a strong Scottish dimension to SSC proposed for tourism and hospitality.

Transport

In addition to tourism-specific activity the Network also addresses the transport needs of the tourism
industry within broader eVorts to encourage the development of transport services to and within Scotland.

SE was instrumental in attracting the new Superfast Ferries Rosyth-Zeebrugge service—the first daily
direct service linking Scotland to the European continent. SE is also providing support to Forth Ports with
the new passenger ferry terminal at Rosyth due for completion shortly.

Scottish Enterprise is active in promoting and encouraging the development of European and transatlantic
air services. Along with VisitScotland, Scottish Executive and HIE we are exploring the possibility of
developing a five to 10 year route development strategy. This will include an assessment of establishing a route
development fund.

Route development in Scotland will form part of the Government’s review into “The Future Development
of Air Transport in the United Kingdom” which is presently out for consultation. This will help form the
basis of a UK White Paper in Spring 2003.

SE Network Tourism Spend

SE Network spend on tourism varies from year to year as it is aVected by the incidence of spend on major
capital projects eg Loch Lomond Shores.

Estimated spend by the SE Network on tourism-specific projects in the current year 2002–03 is £14.5
million. This only includes spend on tourism projects where this can be separately identified. Many SE
business and skills support programmes are cross-sectoral and it is not possible to separate out spend on
tourism.

This is split across the main areas of activity as follows:

Innovation £5,721k (39 per cent)

Infrastructure £7,392k (51 per cent)

Skills £1,394k (10 per cent)

SE believes that this level of spend is justified in helping to secure the long-term competitiveness of this
major industry. SE focuses on businesses, infrastructure and helping to ensure that the quality of the product
on the ground matches the expectations of an increasingly sophisticated market. This, in turn, is important
in getting value from the VisitScotland and ATB spend on marketing Scotland as a tourist destination.
Without the right quality of experience to back the marketing promise, the eVects of marketing activity will
not be sustainable.

Joint Working with HIE, VisitScotland and the ATBs

SE has a long-standing tradition of co-operation with HIE on skills initiatives and there is an extensive
range of existing joint initiatives across SE, HIE and VisitScotland eg

— Support for product development initiatives: Golf Tourism strategy, Tourism and Environment
Forum (also with SNH), Genealogy, Whisky and Tourism, Natural Cooking of Scotland.
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— Support for industry bodies and initiatives: “Tourism People” skills group, Tourism Innovation
Group, Scotland United annual tourism conference.

— The www.scotexchange.net: tourism industry web-site.

— Standing arrangements for SE International Operations and VisitScotland staV to meet to co-
ordinate overseas marketing strategies and activities.

At a local level there is joint working across LECs, ATBs, Local Authorities and industry on area tourism
strategies, visitor surveys, product development and industry forums.

There are, however, areas where collaboration across the Enterprise networks and VisitScotland and the
ATBs can be improved. New joint working arrangements are currently being put in place with an initial focus
on the areas of product development and integration of business support services. In this latter respect,
proposals emerging from the Local Economic Forums oVer an important opportunity to remove duplication
and improve signposting to help tourism businesses access the full range of support services (tourism-specific
and generic) through local support organisations.

Conclusions

The poor performance of the industry overall, even pre FMD and September 11, made it clear that a
diVerent approach was required in many aspects of tourism. The lessons in terms of what needs to be done
diVerently are clear from international best practice.

There are promising signs in the best practice which exists across the industry in Scotland and in forward
looking initiatives such as the new Tourism Innovation Group, the establishment of Tourism People, and an
interest in exploring new linkages with related industries such as food, whisky and sport.

We believe the approach that is required is adequately encapsulated in the Tourism Framework for Action
and the task now is to build a critical mass of activity at all levels that reflects the kinds of behaviours which
are now required. The changes we are trying to promote are challenging and there must be commitment on
the part of industry leaders and government to see this through.

APPENDIX 30

Letter to the Clerk of the Committee from Mr Martin Skan, Chewton Glen Hotel

RE: APPOINTMENT OF THE NEW CHAIRMAN OF THE BTA 2003

Firstly I would like to tell you a little about myself and my hotel, as I am sure you will not have heard of
either. I am the proprietor of Chewton Glen, and have been for the past 37 years.

Chewton Glen has some standing in the industry. It is one of only two privately owned Five Red Star Hotels
in Britain (the other 14 Five Red Star Hotels are all public companies). Gourmet magazine (a leading
American lifestyle magazine) voted us Best Country House Hotel in the World, a Swiss magazine, Bilanz,
recently voted us Third Best Hotel in the World, and Sibylle Zehle (a leading German journalist) named us
as her favourite hotel in Europe. The readers of Gala magazine in Germany voted us Best Hotel Spa in Europe
2002. I think that is enough showing oV and I enclose the relevant articles for your interest. Forgive me, I do
not want to show oV but am just hoping you will take what I have to say seriously.

I have personally been promoting my hotel to the world since 1972. We were probably the first British hotel
to set out to promote directly to editors of magazines and along the way I have met many thousands of editors
and journalists. I have worked with the BTA on a number of occasions, and think I know the BTA very well.
I know their strengths and weaknesses and have strong views about the future for the BTA. Their future
hinges on this very important appointment for a new chairman, and with it the hopes and aspirations of us
all in the industry.

The first chairman of the BTA was a good friend of mine, Sir Alexander Glen. He was easily the best
chairman the BTA has ever had, although I presume his appointment was a two day a week one. However,
he actually worked seven days a week. He was passionate about the job, he understood tourism and was also
extremely well connected. He was dynamic and made it his job to know all the key players in the industry
with whom he was constantly in touch, asking for information and advice. He was a strong personality and
character, and everyone in the industry knew who was the chairman of the BTA.

In comparison just recently, I attended a meeting in London and present were 50 of the top hoteliers in the
land. The question was put—what is the name of the current chairman of the BTA?—and no-one knew!! The
new chairman of the BTA firstly has to be a seven day a week appointment. The job is so huge that two days
a week puts the job in the wrong perspective from the start. The new chairman has to really understand
tourism and will need to have influence. One of his first jobs, I am sure, will be to convince the Government
(Mr Gordon Brown and Mr Tony Blair) that a great deal more funding is needed by the BTA to really
eVectively promote this country to the world as a tourist destination. More money is needed to enable the
BTA to employ some really top marketing, sales and PR people, and to get the top personnel in these fields
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will be very costly but absolutely necessary. It is pointless pouring more money into promoting Britain until
the new executives are in place and there is an overall marketing, sales and PR plan.

As it is formed at the moment, the BTA does have some good people but far too few of them. There is a
large element of bureaucracy and mediocrity. Generally, the concentration has been on promoting Britain to
the middle market and lower market, and there is not the expertise to know how to promote Britain as a
quality destination.

For instance, let’s take the PR departments and New York is a good example. A few years back, the BTA
employed a PR director in this city called Bedford Pace, who sadly died a few years ago. He was a dedicated
PR man, he made it his job to get to know all the major players in the journalistic world, he also knew Great
Britain very well and could advise and talk to the journalists about the country he was representing. He was
greatly respected by the media, he was their friend, and he was Mr Great Britain. Since his death, he has not
been replaced by anyone of this calibre, and if you look at all the other major cities around the world where
there should be a top PR person, I am sorry to say they just don’t exist.

We are missing out. What better and eVective way of promoting a country abroad than to get a great deal
of editorial in top magazines and newspapers and television? It is a lot more eVective than advertising, and
a lot cheaper. But you must have the right people to make this possible. It is the same with sales and with
marketing.

I suspect that no-one has actually worked out how much money is really needed to promote this country
eVectively to the world. All that happens at the moment is the present figures are looked at, and these are
either reduced or increased. It has been increased recently, because there has been a realisation that there are
problems in tourism but no-one has actually worked out how this country should be promoted and how much
money is needed to do it eVectively. This is where a really good chairman comes into his own, and he will
need to be good because competition is increasing around the world. More and more countries are realising
that tourism is the largest growth industry in the world today, it is the largest employer of people, and
certainly is being treated a lot more seriously and professionally.

In the past we have been too interested in the volume, and not quality, of visitors coming to this country.
We have been losing quality visitors from the States since the late 1980s, and in particular the up-market
leisure tourist. Prior to 1990 I did a survey of the top 50 country house hotels in the UK, and nearly all of
them were doing between 40 and 60 per cent of their business with the USA. Today, most of them are doing
between 10 and 15 per cent. This decline, which is serious, was masked by the tremendous influx into London
of the top business traveller, but of course they do not go out into the countryside. The up-market leisure
tourists have flown to Italy and, to some degree, France, and we have done nothing about it. European up-
market leisure tourism to the British countryside has always been abysmal and in very few country hotels it
has not been more than 5 per cent of turnover.

Absolutely no eVort has been made to promote the English countryside, and its gorgeous scenery and hotels
to the well-heeled Europeans. Can you imagine closing the tourism oYce in Switzerland, and merging it with
Germany? The Swiss are anglophiles, they love this country, they are understated and wealthy, just the sort
of leisure tourists we need here.

In the early 1990s I spent a lot of time in Germany and Switzerland obtaining major articles in glossy
magazines. I was after the top high spend customer who wanted to play golf (we have a number of very good
golf courses around Chewton Glen) and after three years of hard work, we built up a German and Swiss
clientele, which was 15 per cent of our turnover. I have to say that since the pound became stronger, we have
lost some of this market but it just shows it can be done.

I make these points to emphasise that we don’t want another chairman for just two days a week, who knows
nothing about the industry and the whole thing continues as before. We need a full-time chairman who is
passionate and who will turn the BTA upside down, bring in a lot of really serious professionals, and will
persuade the Government to give him enough funds to do the job properly. We then stand a chance of being
one of the leading tourist destination countries in the world. But if we treat this great industry as we did the
shipping, the aircraft and the car industries, then it will go the same way.

This position needs to be extensively advertised, everyone needs to know about it and we need to get some
really top level candidates. The last thing we want is for it to be a job “for one of the boys”.

P.S. I have sent a copy of this letter to several friends of ours in the industry, encouraging them to write to
you giving their views on this vital appointment. I hope you find this helpful.

21 October 2002
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APPENDIX 31

Further letter to the Clerk of the Committee from Mr Martin Skan, Chewton Glen Hotel

RE: CHAIRMAN OF BTA, 2003

Just to update you and thank all those who were good enough to send a letter to the Committee looking
into the appointment of the Chairman of the BTA. The latest situation is as follows.

1. Lord Marshall told me the position had been advertised in September, and that interviewing from a
short list would take place mid-November. For your interest I enclose a list of those on the Committee, and
if of course you know any of them it would be a good opportunity to speak with them about this important
appointment. I have yet to find anyone who has actually seen the advertisement, I have asked if I may see a
copy but to date nothing has been received. It is extraordinary that we are told this has been well advertised
but no one seems to have seen it. However, I understand the advertisement does stipulate that this
appointment is for two days a week, whereas we feel strongly this should be a full-time job. It is surprising
that nothing about this has appeared in any of the trade journals, and I would have thought apart from
advertising this appointment a head hunting organisation should be involved.

2. You will have heard that the Secretary of State, Tessa Jowell, has announced plans to develop a lead
government agency for inbound tourism to Britain, and the marketing of England with Britain. This agency
will combine the resources and the marketing of England within Britain. This agency will combine the
resources and strengths of the BTA and the ETC, and this new agency will come into eVect on 1 April 2003
with Tom Wright, the Chief Executive of the BTA, as its CEO.

3. I hard from Bob Cotton, the Chief Executive of the BHA, and he said it was extremely fortuitous that
so many people had written to the Select Committee of Culture, Media and Sport at this precise moment as
this had coincided with his own initiative along similar lines. I understand the position now is that the BTA
and the ETC are going to be combined under the chairmanship of the BTA, and they have decided to appoint
a chairman of this new organisation for just a one year period. Apparently they feel this will give them time
to take another look at this new organisation and then to go for a full time chairman. My initial reaction when
I spoke to Bob Cotton was that this was probably a good compromise situation, but thinking it over I actually
do not think this is acceptable. To have a part-time chairman from March 2003 for a year is, I feel, a waste
of time. We will have someone who is new to the job and is only there for a year. It means we are wasting
valuable time at a period where urgent action is needed to promote tourism. I am now convinced in my mind
that the Committee should try to persuade Mr Quarmby to stay on for a few more months until the new full-
time chairman has been found. A great amount of energy should now be put into finding a new chairman
who will be full time, starting immediately advertising the job extensively and using a head hunter. Time is
of the essence and we have wasted too much time already. It has been known for some considerable time that
Mr Quarmby would be retiring, and thinking things over this whole matter has been dealt with in a very casual
manner. I hope you will agree with me, and I hope you will feel like writing to the Select Committee again.
I am actually sending a copy of this memo to keep them informed.

Incidentally Bob Cotton thought it had been extremely helpful that so many people had written to the
Select Committee and he said they had been very influenced by all our letters so it seems we are making an
impact. So those of you who have not written, it would be wonderful if you could do so. Please do send me
a copy as it is really helpful to know your views.

7 November 2002

APPENDIX 32

Letter to the Clerk of the Committee from Mr Kit Chapman, The Castle at Taunton

A NEW CHAIRMAN FOR THE BRITISH TOURIST AUTHORITY

The purpose of this letter is to oVer my views on the appointment of BTA’s new chairman.

In Summary

This appointment is more important than the wider (and fraught) political issue of funding the British
Tourist Authority which our industry continues to regard as inadequate. The new chairman of BTA must be
an individual of stature and recognised as such in the trade, in government and by the international tourism
community. To fulfil the role successfully, the post should be full-time. The new chairman must also be media-
savvy and an eVective communicator.
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My Background

Briefly, I am proprietor of the Michelin-starred Castle at Taunton and Founder-CEO of BRAZZ plc,
operators of a collection of modern brasseries in Bristol, Exeter and Taunton aiming to roll-out nationwide.

I have been closely associated with the promotion of tourism to the West of England for 25 years, and for
six years I served as chairman of the commercial arm of the West Country Tourist Board (now South West
Tourism). After London, this region is Britain’s biggest tourist destination with a value equal to Scotland and
Wales combined.

Over the years, I have also served on a number of related bodies including the Exmoor National Park
Authority (as a ministerial appointee), the Somerset Training and Enterprise Council and the Leisure
Industries NEDC.

I have written three books (two on British gastronomy), made 12 films for the ITV network and Channel
Four promoting British regional foods and cooking, and I have written and presented a series of NVQ-
compatible training videos for the hotel and catering trade. I am also a visiting senior fellow of the School of
Management Studies at the University of Surrey.

[Please note. For the avoidance of any doubt, I am not proposing myself as a candidate for this post! Two
full time jobs is enough excitement for this correspondent!]

Anatomy of a BTA Chairman

The arguments for increased funding of the British Tourist Authority have been well rehearsed. Dollar for
Dollar, Euro for Euro, we do not compete with the other great tourist destinations of the World.

So what might be done to increase our clout and our visibility given limited resources in a highly
competitive global marketplace?

All major tourist destinations oVer their visitors a diversity of physical and cultural attraction. Britain is
as well endowed as the best. But what makes the diVerence? What might persuade a foreign traveller to choose
Britain over Spain, Italy or France? Our language helps, but that’s not enough either. Above all, visitors want
to be made to feel welcome. They want a nation to reach out and embrace them with a warm smile. They
want to be sympathetically engaged.

If your marketing and advertising budgets are looking light, make up for it by hiring good people—the
BEST people. BTA’s new chairman needs to be perceived as an international super-host, a roving ambassador
with a passion for Britain and an ability to communicate a vision and a mood that is uniquely British. To
succeed the chairman will need the full-blooded endorsement of the industry so that he/she can call on the
trade at large to support new BTA initiatives in cash, or in kind, or in some other practical form. Equally,
our new chairman must have the ear of the Prime Minister and the Government’s confidence. This person
has the enormous task of trying to convince Westminster and Whitehall that tourism is a great and valuable
national asset that, like any treasure, needs to be nurtured and cared for. Lastly, our new chairman needs to
be highly visible; blessed with a big personality, bags of energy and a shrewd eye for choosing his/her senior
lieutenants.

This is not a part-time post. This is a big, challenging full-time job. Find that individual, pay the going-
rate and we will start punching well above our light-financial weight.

29 October 2002

APPENDIX 33

Letter to the Clerk of the Committee from Mr Michel Roux OBE, The Waterside Inn

I received a letter from a friend and colleague of mine, Martin Skan, and by now you would have received
a letter from him regarding the new Chairman of the BTA, and I thought I would drop you a line to support
Martin’s views.

Martin is absolutely right in what he says—whoever takes over from the present chairman, Mr David
Quarmby, he must be aware that this is an extremely serious job with tremendous challenges. Being the first
Vice President of the Relais and Chateaux in the World, and one of only two three star Michelin restaurants
in the UK, I am deeply concerned of the future for our particular industry.

Since September 11 the hotel industry has suVered hugely and to entice people back, we must have the
support of a Chairman who will be dedicated to his work and is prepared to put in the work and turn around
this very volatile market. He must be aware that all we want is for Great Britain to be back on top of the
tourism destinations.

30 October 2002
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APPENDIX 34

Letter to the Clerk of the Committee from Sir Alexander Glen KBE DSO

APPOINTMENT OF NEW CHAIRMAN OF THE BTA

Mr Martin Skan has sent me a copy of his letter of 21 October to you as I was privileged to be the first
Chairman of the BTA 1969–76 and as such he felt my experience of a fruitful and highly successful period in
Tourism to and within the United Kingdom might be some assistance to you.

Let me first confirm that I have known Mr Skan from the early days of Chewton Glen, have witnessed his
brilliance in building this then small country Hotel into its position today as one of the leading Luxury Hotels
in the World with an international clientale. Mr Skan’s description of this success is excessively over modest.

Let me also make clear that my experiences relate to 30 years ago. Much has changed and will change
further. Massive International Hotel Groups have emerged, many in the Far East and the USA. Airlines have
been savaged by international terrorism and in short haul the economics are confused by No Frill Operations.
None the less, there are fundamentals as to why people travel, where they wish to go, what they expect and
demand, and what they will not accept.

BTA had substantial success in those years after 1969. We had an exceptional Board, part timers willing
to work as full timers. Peter Parker, Michael Pickard, Brian Readhead, Henry Marking with the anchor
Qualities of Robin Black, Douglas Barrington and Alison Munro. We inherited both in London and Overseas
an Executive team raring to go, in London with Len Lickorish and Frank Kelly masters of their craft, in NYC
Jim Turbaine with a reputation and entré at least the equivalent of the Consul General, in Tokyo with
Hamilton fluent Japanese speaker and close to the Royal Family. With sympathetic Ministers and a generous
budget it was not diYcult for me as Chairman to establish the closest relations with those throughout
England, Scotland and Wales on whom success in Tourism depends and who themselves are dependent on
that success.

Hotels large and small Inns, Bed and Breakfast’s, Restaurants whether in London or in the west coast of
Scotland, Historic Houses then in dire danger, Theatre, the Museums, Sporting events of all kinds, Horse
Racing again at that time with a dubious future the world of Fashion and the relatively new pattern of
Conferences, the smaller oVering new and welcome prospects for well situated country Hotels, the large or
major development in Cities where Birmingham was to be a Leader.

This is a thumbnail sketch of the priorities that faced us and challenged us 30 years ago. Quality in the
product, in service and welcome, and much had to be relearnt or changed. Slovenly attitudes abandoned, in
making Tourism a major factor in the National Economy so had terms of employment and prospects had to
be equivalent. Yes, overall British Tourism did respond and throughout the 1970s and 1980s its achievements
look sustained and real.

I am now 90. It is too easy for old men to regret the present. I can only be guided by the coal face reaction
of those in the game and especially those with an international perspective such as Martin Skan. Accepting
accordingly his reservations and indeed his misgivings could I venture the following observations.

1. The structure must be clear in the responsibilities allotted to any other similar body. The 1969 Act did
confuse tasks unnecessarily between BTA and ETB but used good sense prevailed.

2. The choice of the Chairman is important. But equally is the choice of Board members. I was especially
fortunate in having imaginative enterprising colleagues, who would fight me if I made a balls up, support
whole heartedly, knew the job and knew key people the world over.

3. The same applies to StaV in London and overseas. Both have to be the best especially in main Markets
with the resource and confidence of entry and access to the new world of Tourism, an expensive world.

4. Priority in Marketing is essential. Numbers are important but spend and quality are more so and, if won,
more enduring. Business travel has its many forms, personal quality travel its own. Educational is important
too especially in the longer term, but the back packer has to be assessed carefully as indeed our overseas
competitors in Spain have learnt very clearly. And home tourism has its very special potential too.

These thoughts I trust may be of some assistance to you. This is an assertive, outgoing “People” task. I can
only add that in a fairly full life I found it wonderfully fulfilling and one in which my wife could play a full
part. Two days a week it was never, usually four of five, sometimes seven. On £5,000 a year I count myself
lucky for the experience.

2 November 2002

APPENDIX 35

Letter to the Clerk of the Committee from the Deputy Chairman, The Ritz, London

I have read that the Select Committee on Culture, Media and Sport is currently looking to appoint a new
Chairman of the BTA to take oYce in 2003. It is certainly a very important appointment and one, which all
members of the hotel and tourist industry will view with great interest.
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Sir Alexander Glen, who was the first chairman of the BTA and who is still going strong, was in my view,
the best chairman there has been. Although appointed for only a few days a week, he gave the job unstinting
support and promoted this country overseas to the best of his ability. I hope that the new chairman of the
BTA will be appointed for seven days each week; it really isn’t a job suited to a part-timer.

Tourism to this country is a major earner of foreign exchange and a major employer of labour. We have
to compete with many European countries most of whom spend very much more money on their tourist
authority than we do.

I sometimes feel that the BTA has become too interested in the number of visitors rather than the quality
of spending power of those visitors. We need to improve the number of up-market leisure tourists who spend
a number of days in London and the countryside and also spend a reasonable sum of money whilst in the UK.

I would make a plea that the Chairman should be a full time appointment, someone who really feels
committed to representing this country abroad and someone who is not afraid to take the stage to promote
the attraction of this country above all others.

31 October 2002

APPENDIX 36

Letter from Mr Gerald Milsom, Director of Milsom Hotels

RE: APPOINTMENT OF THE NEW CHAIRMAN OF THE BTA 2003

I wish to introduce myself by giving some credentials which you may feel qualifies me to have a view about
the above appointment.

I enclose a magazine which in some way demonstrates the progress of my company over the past 50 years
here in South Anglia, and saves me in indulging in self praise. (not printed)

In addition to this, I was the founder chairman of the East Anglia Tourist Board, a position I held for 11
years a board member of the British Hotels and Restaurant Association and subsequently its chairman. I
founded the Pride of Britain Consortium of Country House Hotels, was chairman for many years and am
now the President.

From this you will see I have a life-time immersed in tourism at all levels.

I believe tourism as the Government has also now recognised is vital to our economy. Successive
governments have always been slow to recognise this and it has taken a succession of disasters to get the
message through.

Unlike many activities of government Great Britain Ltd as a tourist destination, is a business in which
government is a major shareholder.

I invite the committee to ask the question—What will the financial benefit be if a further million visitors
take a holiday in Britain?

The value of:

— VAT

— Excise duty

— Petrol duty

— Taxes at airports

— Corporation tax

This is taking no account of increased employment levels which are directly related to volume.

I suggest the figure will astound the committee when they consider the total income government receives
from the tourist sector.

There is no doubt, being a shareholder in a company, which produces such a magnificent return, and having
the responsibility of appointing the Chairman, it is plain we need you to find a champion of outstanding
ability and charisma.

Tourism being all things to all people, a charismatic character of great ability is required. In my submission
this has only been met once and then by Sir Alexander Glen. It is not a part time job for two days a week,
the stakes are too high. The Chairman’s presence must be felt in all corners of the world and also seen to be
a champion by the industry itself.

The issues are clear and we look to your Committee to make an inspired choice.

28 October 2002
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APPENDIX 37

Letter from Mr Alan Quinion, Director of Quinions Limited, Farlam Hall, Country House Hotel

RE: THE APPOINTMENT OF A NEW CHAIRPERSON OF THE BTA IN 2003

I write to you as an hotelier very much concerned with the future of tourism in our country. I and my family
have run our hotel here in rural Cumbria for the last 27 years with the help of an average of 20 staV—all of
whom live locally. Over that time we have achieved recognition for our eVorts to provide high standards of
hotel keeping. We are listed as one of the AA’s 200 best hotels in the United Kingdom and were in the Good
Hotel Guide “Country House Hotel of the Year for 2001–02. Through our membership of Relais and
Chateaux we have had exposure to upmarket clients world wide.

We have been much concerned over recent years by the fall oV of visitors from overseas over and above
the devastating eVects of the Foot and Mouth epidemic last year. We feel that the BTA needs a strong
chairman with real knowledge of our industry at all levels. He must be able to motivate his team and make
them aware that quality is the key factor in any field and there is more to tourism outside London than B and
Bs and guest houses. Above all he needs to be a person able to help government think through the problems
and avoid the disastrous knee jerk reactions which are taken by oYcials with no realisation of the value of
tourism or of the British countryside.

Yours will be a diYcult task but I hope you will bear the above in mind when you search for a suitable
candidate and that your eVorts will be successful for the benefit of us all.

31 October 2002

APPENDIX 38

Letter from Mr Martin Cummings, Proprietor of Amberley Castle

I am very happy to respond to the initiative created by a fellow hotelier, Mr Martin Skan of Chewton Glen,
to hopefully add positively to your committee’s task of selecting a new Chairman of the BTA.

The one contribution I can’t help with is just who should have the job but what that person (male/female)
should bring to the table, I have no diYculty with. Your final choice, be it good or bad, will send a signal to
us all at the coal face, that you consider that our industry has come of age—or not!

Tourism and Hospitality as with all products comes in terms of value; there is a low end, middle and top
of the market. The latter market has been somewhat neglected in the past and yet its revenue contribution to
the economy is most marked. BTA statistics that allow the public to believe that inbound visitors are at an
all time record year on year are somewhat questionable regarding Europe. They turn out to be back packers,
language students and many, many day-trippers. We know that this results in a poor revenue stream and in
the case of the latter, more often litter than expenditure. We need to see through this to maximise GDP
contribution.

Exports are the lifeblood of the balance of payments for our country. Manufacturing exports are simple
to appreciate but you have to turn them upside down to understand the contribution from tourism. Here
exports are actually imports. Imports are people that choose to come to this country and bring their foreign
currency with them—no letters of credit here just cash in hand. Trouble is few from Europe do this, for we
still hear the BTA/ETC trumpeting Sun Sea and Sand yet our main appeal to Europeans should be based
upon History, Cultural and Heritage, for we are well endowed with one and have precious little of the other,
quality that is! Our new BTA Chairman needs to appreciate this.

I particularly single out Europe because as a market it is for Martin and I closer to us than is Scotland,
Ireland and for that matter Wales and potentially bigger. America has always been our second market and
can be relied upon for continued support, despite diYculties at the moment. We receive 5 per cent of our
customers from over the stream as opposed to 20 per cent–40 per cent from over the pond! The potential is
considerable and with 350 million today, shortly to be 450 million, the best available market of any if we can
tap into it. Our own eVorts of late have meant taking on a PR company in Brussels, much European press
hospitality and some super resulting coverage. Our men and women at the top must be able to grasp this
initiative and hopefully speak a few languages to boot.

The best way to penetrate this and other markets is not the provision of oYces and personnel around the
world, often as I have found, hidden! It is to use the media especially television with advertisements linked
to communication, ie Internet, fax, telephone and e-mail. Not a lot of people know that because it’s too
simple, no doubt eVective and would save money in rents and staV. Media coverage with online
communications is the future. In the same way that Banks do not need umpteen high street oYces anymore—
nor does the BTA need them abroad. Save money and put it to TV advertisements. It is direct, works and
available. One person needs to know this, our new Chairperson!

I could go on endlessly—you either understand marketing or you do not, let’s hope he or she does.

Ours is a great industry, it’s growing on the back of peace and security and will continue to do so. In our
industry computers can’t replace people and therefore jobs will always be looking to be filled. 4 per cent of
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today’s workforce of 26.2 million people work in tourism, hospitality and leisure and create 5 to 6 per cent
of GDP, as long as leisure time grows so will our industry. How could we accept that the head of such
momentum could eVectively be part-time?

I am reminded of the cross party decision by Mr Blair to appoint Chris Patten to be our man in Europe—
he was not wrong! Now we wish for a person with integrity, honesty, diplomacy and ambition, but above all
an ability to market. Do not let us down, please!

31 October 2002

APPENDIX 39

Letter from Mr George Goring OBE, Chairman of the Goring Hotel

NEW CHAIRMAN OF BTA 2003

You will have received a request from Mr Martin Skan, Proprietor and Chairman of Chewton Glen Hotel,
to present his views on David Quarmby’s successor as Chairman of BTA.

I agree with every word expressed in Mr Skan’s letter and, as the only other proprietor of a family owned
and operated 5 Red Starred hotel in the UK, I should be most grateful if you would table my views also, many
of which simply reinforce the crucial points made by Mr Skan.

1. This should not be a ‘political appointment’. Continuity is vital, our first Chairman Sir Alexander Glen
was in oYce for almost 20 years.

2. Chairman of BTA is a full time job encompassing our domestic oVer of all forms of attractions,
accommodation, transport and retail sales, to a worldwide audience, 24 hours a day, seven days a week, 365
days a year.

3. More funding for BTA is absolutely essential. Tourism funding is way up the agenda of most of our
international competitors, many of whom have been able to infiltrate some of our most lucrative markets.

4. Tourism is Britain’s largest export and largest employer, employing more people and earning more
foreign currency than any other industry, but Britain is a small country and, if it is not managed properly,
environmental and social conflicts will arise.

Quality must always take precedence over quantity

Our country needs foreign revenue and cannot support a large influx of low paying tourism categories
simply to inflate statistics.

5. High quality tourists require high quality transport, high quality accommodation and high quality
attractions that give value for money.

6. BTA overseas representatives, who are educated in the language, capable and enthusiastic, are our key
operators abroad. Here continuity is also vital because our overseas representatives have to get to know their
media, their contacts and their competitors in each country and stay friendly with them.

7. Lastly, our new chairman must have the personality, the character, the charisma, the determination, the
enthusiasm and the expertise to put Britain back at the top of the world tourism map.

Easy!

“Toujours l’attaque”

I wish your Committee success in your quest.

1 November 2002

APPENDIX 40

Letter from Mr Harry Murray, Managing Director of Lucknam Park, Bath

Re: Appointment of the BTA Chairman 2003

The Chairman of the BTA is the most important appointment in the British tourist industry. Before
selection is considered a clear specification of this key position should be drawn up. The specification should
include the following:

— This is a full-time appointment that requires dedication with a passion for both the job and the
industry.

— A strong personality respected by the industry and who will have the ability to influence
government.

— The ability to analyse the needs of the industry in terms of funding required which would ultimately
produce a return on the investment.
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— The ability to build a team of similarly dedicated professionals who are able to promote all the
excellent qualities of the British tourist industry.

— Track record of success who will make Britain one of the leading tourist destinations in the world.

As we have demonstrated in the past a thriving and successful tourist industry makes a major impact on
the UK’s economy. Every single member of the CBI benefits when our tourist figures increase.

Ladies and gentlemen, I speak with 40 years’ experience in the hospitality industry. I am but one voice,
nevertheless I know that my views are shared with many of the country’s leading hoteliers and we shall await
this appointment with much interest.

4 November 2002

APPENDIX 41

Supplementary Memorandum submitted by the Department for Culture, Media and Sport

DCMS Response to CMS Committee’s Supplementary Questions

1. In the light of the new announcements on the support for tourism, is the “Tomorrow’s Tourism” strategy in
line for revision?

Much of the strategy stands. We are preparing a note that will highlight what stands, what has moved on
or where the emphasis has changed, and who is responsible for what under the new arrangements. Once the
new structures are in place, it is likely the Department will prepare new policy statements to address key
reform and development issues with the industry.

2. Will the marketing of Scotland, Wales and England to British holidaymakers be subject to any concordat, or
other informal agreement, between the responsible agencies or ministers?

Ministers and the agencies keep closely in touch but there will not be a concordat as such. Improved
accountability and consultation arrangements have been agreed in relation to the work of the new body. The
Department will consult the Welsh Assembly Government and the Scottish Executive on the following
matters:

— The preparation of the Accounts Direction;

— The preparation of the Management Statement and Financial Memorandum;

— Appointments to the Board, including the Chair;

— The letter setting out the new body’s funding and priorities; and

— The new body’s Funding Agreement (on which its business plan will be based).

In addition, six-monthly meetings will be held between Great Britain Ministers and the new body to review
progress. There will also be more regular liaison meetings between the relevant oYcials from the three
Executives and the BTA together. The new body will also lay a copy of its Annual Report and Accounts
before the Welsh Assembly and the Scottish Parliament for information.

3. By what criteria will the marketing of England be allocated funding?

At least £10 million of additional resources for tourism is available over three years (more will come if
organisational savings can be made), subject to the satisfactory completion of reform and the industry coming
forward with matching funding. From 2003–04, additional funding of £2 million will be made available
subject to completion of a satisfactory implementation plan by February 2003. This, together with resources
freed up from restructuring, should be used to create a budget for leading and coordinating domestic
marketing in England of about £5 million in 2003–04.

Subject to the completion of a satisfactory marketing plan by September 2003, we are provisionally
allocating £2 million again for 2004–05 and the Secretary of State is minded to challenge the England
Marketing Advisory Board to raise £3.5 million of private sector funds in that year to which she would add
a further £1.5 million. For 2005–06 we will await the successful completion of the reform programme before
deciding the allocation of funds.

This money is set aside for leading and coordinating the marketing of English tourism, and to it will be
added money released from the existing England tourism baseline following restructuring. The Government
will agree with the tourism body a series of trigger points of reform and matched funding which will release
this money and the whole reform package will be agreed with the Treasury. All additional funding is subject
to the criterion of satisfactory restructuring and agreement with the industry to match fund after a setting up
period of one year.

The overall strategy is to make existing spending, largely private with some public at local and regional
level, much more eVective by providing a framework in which public/private initiatives can go forward at
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national level and be coordinated where necessary at regional level too. Any central government funding is
going to be small against the total marketing eVort, which was found in 2000 to amount to £137 million in
the West Country alone. The big impact will come from improving eVectiveness and coordination of this
spend not from a thin veneer of additional national adverts added on top. The new funding cannot be directly
compared with that for Scotland and Wales as it is not intended as an additional public sector advertising
campaign but funds to improve the eVectiveness of existing activities in a private sector partnership.

4. Why not simply establish a national tourist board for England?

This would be wasteful in terms of overheads, and slow because we can build on the marketing expertise
of the existing organisation. We see this reform as a positive step towards more coherence for the delivery of
growth in English and UK tourism, increasing the basis for synergy and co-operation.

Is the merger driven by the need to avoid primary legislation?

No, but the opportunity will be taken, when Parliamentary time allows, to make some changes. These have
not been identified and would be presented to Parliament in a policy statement first.

Are there significant cost savings to be reaped from the merger (as was claimed in the case of the Arts Council
and the RABs)?

As you are aware, we expect the Arts Council to make savings in the region of £8 to 10 million. We expect
this merger to save several million pounds over the spending review period, but the full extent of savings is
yet to be calculated.

5. Will the new body absorb all the functions of the ETC? If not where will future responsibility lie for: research,
information and statistics; quality and standards (including liaison with VisitScotland and the Wales Tourist
Board); and strategy development (including liaison with the Countryside Agency)?

An ETC Services Review group has been established to agree these details subject to the approval of
Ministers. Its members are Sir Michael Lickiss (Chair, South West RDA) and Alan Britten (Chair, ETC) who
are joint chairs, Dorothy Naylor (Chief Executive, North West Tourist Board), Malcolm Bell (Chief
Executive, South West Tourism), Richard Dickinson (Head of Policy and Strategy, ETC), Ian Woodward
(Acting Head of Strategic Planning, BTA), and Claire Gearon (DCMS). It aims to report to the Steering
Group no later than 17 December 2002 and to the Policy Group in January 2003. In the case of quality and
standards this will be the subject of a special review to be completed by summer 2003.

The DCMS memorandum states that accommodation quality and the need for closer co-operation with Scotland
and Wales are problems, who will pursue this co-operation as it is not in the BTA remit?

It will be in the remit for the next year at least (ie during 2003–04). Ministers have asked the boards to sort
out the problems of signage and consistency so far as can be done, before this.

6. The process for appointing a new chairman of the BTA was well under way when the new arrangements were
announced. Has the job specification or terms of the appointment been revised in the light of the impending merger
with the ETC?

Whilst the reforms do have implications for the post of Chair, the role specification nonetheless remains
valid in terms of the tasks and qualities of the Chair following the announcement. In essence, the focus in the
specification on leadership and of the management of change at senior level will now be much greater than
before, particularly in terms of overseeing the amalgamation of the roles of the BTA and the English
Tourism Council.

The Secretary of State has decided not to make amendments to the role specification and re-advertise the
post. Instead, she now wishes to appoint the Chair of the new body initially for a period of two years, rather
than the original four, in order to take stock following implementation of the changes in her announcement.
In addition, there is a possibility that the post will become vacant a little earlier than June 2003.

The Committee has received a number of memoranda from leading hoteliers (copied to the Department) on this
appointment. They all emphasize the importance of the role, asserting that it needs to be a full-time high-profile
champion for the sector. Do you have any plans to increase the appointment from the current two days per week?

This is a non-executive appointment and it is the Chief Executive and his team of senior managers who
need to be full time. However, we will review this in the light of the experience of the first year of the new Chair.
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7. Your written evidence states “the BTA supports work by national and regional tourist boards and local
authorities”. However, on 5 November the Chairman of BTA said “I do not support the RDAs having an
independent tourism promotion activity overseas . . . it is not in the interests of their region to seek to promote
their tourism independently of the BTA”. Is the activity of the Regions and London (and occasionally local
authorities) in promoting their specific destinations overseas a duplication of eVort (and a waste of taxpayers
money)? If so, what can be done to reduce this activity?

We welcome the interest shown by the regions and local authorities in promoting their destinations
overseas, but it is critically important that they work closely with and through the BTA to avoid duplication
of eVort, waste of public money and, at worst, confusing the market with conflicting messages. The BTA is
able to provide a platform overseas to regional and local partners, opening opportunities with commercial
partners on-territory, providing advice and market intelligence and shaping sometimes diverse destination
marketing into a coherent whole which will have more impact in the particular market.

Promotion of specific destinations can ‘enrich’ a marketing oVer, but the degree of local/regional messages
that are appropriate to the marketplace depends heavily on the maturity and understanding of Britain and its
composite parts in the market in question. For example, it might be reasonable to present more local/regional
product to a European visitor who has visited several times before; for a first time visitor from an immature
long haul market, Britain is likely to be a more appropriate message.

There are occasions when local/regional overseas initiatives are ineVective and wasteful. For example, if a
local authority takes a stand in isolation from the BTA at a travel exhibition overseas managed on
appointments rather than passing trade, and the travel trade audience have no recognition of the local
authority’s name, they will not be successful. To reduce this kind of activity, DCMS, the BTA and other
stakeholders continue to urge local and regional partners to act through the national and regional tourist
boards in the first instance and, as a second step, to contact the BTA. BTA has also oVered to hold an annual
‘overseas know how’ workshop with each of the English regional tourist boards (as well as in Scotland and
Wales) advising the regional travel trade on how to address the overseas markets.

8. Please supply, in confidence if necessary, a copy of the legal advice referred to in evidence on 19 November
confirming that your recent reforms could be accommodated within the Development of Tourism Act 1969.

A separate note (provided in confidence) is attached as Annex 1 (not printed).

9. Please supply a list of the private sector contributors to the Million Visitor Campaign, as discussed in the
evidence session.

The private sector contributors to the Million Visitor Campaign were:

Accor UK
American Express
Avis Europe
BAA
Best Western Hotels
bmi british midland
British Airways
De Vere Group
DFDS Seaways
Jarvis Hotels
Hilton Hotels
Millennium Copthorne Hotels
National Express Group
P&O
Queens Moat House
Radisson Edwardian
Red Carnation Hotels
SeaFrance
Six Continents
Stena Line
Thistle Hotels
Whitbread Hotels

In addition, the Million Visitor Campaign website included 2,600 special oVers from tourism businesses
throughout Britain.
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10. Please supply evidence setting out what consultation took place by DCMS in relation to the restructuring
of English tourism, which was also referred to in the evidence session on 19 November. In doing so please specify
when and what action was taken to gather views on the model that was finally adopted (and from whom).

A separate note is attached as Annex 2.

Annex 2

Consultation on Tourism Reform

Tourism Initiative Group (TIG) report: 11 September 2001

The Secretary of State asked Alan Britten, chair of the ETC, to look into a programme for the
modernisation and restructuring of tourism following the Foot and Mouth Disease outbreak. Alan Britten
chaired the TIG and presented some ideas to Ministers.

Members
Alan Britten (Chair) English Tourism Council (ETC)
Bob Cotton British Hospitality Association (BHA)
Sue Garland British Tourist Authority (BTA)
Ken Gaylard Hoseasons
Nicola Hayward Seaview Hotel
Paul Hopper London Tourist Board (LTB)
John R Lee Association of Leading Visitor Attractions (ALVA)
Dorothy Naylor North West Tourist Board (NWTB)—lead for Regional Tourist Boards)
Ros Pritchard British Holiday & Home Parks Association (BHHPA)
Ian Reynolds Association of British Travel Agents (ABTA)
Paul Sabin Leeds Castle
Jane Shulver English Association of Self-Catering Operators (EASCO)
Richard Tobias British Incoming Tour Operators Association (BITOA)
Sir Ron Watson Local Government Association (LGA)

Hartwell House 1: 10–11 October 2001

Hartwell House, a hotel in Buckinghamshire, was the first meeting of the Tourism Seminar. The Secretary
of State invited a wide variety of senior people involved in tourism and sought to get a broad consensus of
opinion on the priorities for tourism following Foot and Mouth Disease and September 11. An action plan
for change was agreed with five key issues, including the need for domestic marketing and the need to reform
support structures for tourism.

Delegates
Tony Bird Confederation of British Industry (CBI)
Bob Cotton BHA
Alan Parker Whitbread Hotel Company
Victor Buchanan The White Swan, North Yorkshire
Michael Hirst Business Tourism Partnership
John Cole National Exhibition Centre
Ros Pritchard BHHPA
Sue Fagg BHHPA
Jane Shulver EASCO
Shane Busby EASCO
Robin Broke ALVA
Paul R Sabin Leeds Castle
Ian McKerracher Restaurant Association
Andrew Guy Restaurant Association
Brigid Simmons Business in Sport and Leisure
Rob Hayward British Beer and Pub Association
Richard Tobias BITOA
Ian Reynolds ABTA
Philip Benham Association of Train Operating Companies (ATOC)
Barry Goddard Council for Travel and Tourism
David Quarmby BTA
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Alan Britten ETC
Mary Lynch ETC
Dorothy Naylor NWTB
Sir Michael Lickiss South West of England Regional Development Agency—lead Regional

Development Agency
Sir Ron Watson LGA
Peter Rollins Tourism Management Institute (TMI)
Brian Leonard DCMS
Simon Broadley DCMS
Stuart May Tourism & Hospitality Industry Adviser, DCMS
Bill Bush Special Adviser to the Secretary of State, DCMS
Paul Blaker Private Secretary to the Secretary of State, DCMS
Tim Crowhurst DCMS

Tourism Forum V: 7 November 2001

The Tourism Forum was introduced as part of the strategy Tomorrow’s Tourism and meets twice a year as
a consultation and briefing forum to discuss an agenda agreed by the ETC and the Secretary of State. It
comprises about 90 representatives from across the tourism industry, government and related organisations
and oVers Ministers an opportunity to consult a wide group of stakeholders.

At Forum V priorities for tourism in England were discussed, highlighting domestic marketing as a
necessity.

ETC’s Domestic Marketing Group paper: 19 February 2002

Following the outcomes of Hartwell House, the ETC was asked by DCMS to look into the various options
for taking forward domestic marketing. The group, chaired by Alan Britten, produced a report for Ministers.

Members
Alan Britten (Chair) ETC
Dorothy Naylor NWTB
Malcolm Bell South West Tourism
Ian Reynolds ABTA
Colin Potts TMI
Representative Tourism Alliance
Representative DCMS

Tourism Forum VI: 10 April 2002 [see above]

Topics discussed included the future of the tourism industry and the modernising and reform agenda and
Michael Lickiss (Chair of South West RDA—lead on tourism) made a presentation on RDAs and tourism
to the Forum.

Secretary of State’s Announcement to Parliament: 13 May 2002

Announced radical change to the ETC and the creation of a public-private coalition that will market
England to the UK market and develop e-tourism.

Discussions with Regional Development Agencies on assuming new responsibilities for tourism, including
the Secretary of State’s meeting with RDA Chairs to discuss roles on 27 June 2002.

Steering Group: Meetings on 22 May 2002, 25 June 2002 and 24 July 2002

Set up to discuss the practicalities of moving towards the new arrangements announced on 13 May. The
membership of the Group reflected the importance of regional issues and the input of the private sector.

Members
Dr Kim Howells (Chair) Minister for Tourism
Sir Michael Lickiss Chairman, South West RDA
Alan Britten Chairman, ETC
Michael Ward Chief Executive, London Development Agency
Mike Shields Chief Executive, North West RDA
Dorothy Naylor North West Regional Tourist Board
Mary Lynch Chief Executive, ETC
Sir Ron Watson LGA (represented by Mary Burguieres)
Ian Reynolds Chief Executive, ABTA
Bob Cotton BHA
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Nick Cust Superbreak
Hugh Taylor Hilton
Sue Garland—observer Chief Executive, BTA
Simon Pink—observer HM Treasury
Brian Leonard DCMS
Simon Broadley DCMS

Marketing Group [a sub-group of the Steering Group] paper: 14 June 2002

The “Blue Skies” marketing group was established to gather the detailed proposals of representatives on
the Steering Group about how to define the domestic marketing remit that had been identified as necessary
to the future of English tourism.

Members
Hugh Taylor Hilton
Nick Cust Superbreak
Dorothy Naylor North West Tourist Board (lead RTB)
Sue Garland BTA
James Beresford North West Regional Development Agency

Delivery Group [a sub-group of the Steering Group] paper: 23 July 2002

A working group set up to oVer stakeholders a chance to consult on the roles currently undertaken by the
ETC and how they could operate in the new era. The Group does not come to a single conclusion about new
structures, but gives a series of recommendations and notes that decisions on structure must in part depend
on resources.

Members
Malcolm Bell South West Tourism
Alan Britten ETC
Simon Broadley DCMS
Mary Burguieres LGA
Richard Dickinson ETC
Anthony Dunnett South East England Development Agency
Sir Michael Lickiss South West RDA
Ian Reynolds ABTA
Mike Shields North West Development Agency
Tess Wright East of England Tourist Board
Ian Jenkins DCMS

Hartwell House 2: 31 July 2002

A follow up seminar to Hartwell 1 which gave the opportunity to consult a wider audience over the reports
of the Marketing and Delivery Groups, and seek their opinions. On structure, the meeting notes progress in
relation to regions, as well as a range of views on English national arrangements.

Delegates
Tessa Jowell Secretary of State for Culture, Media & Sport
Kim Howells Minister for Tourism
Sir Michael Lickiss South West Regional Development Agency
Tony Bird CBI
David Quarmby BTA
Alan Britten ETC
Mary Lynch ETC
Mary Burguieres LGA
Tony Winterbottom London Development Agency
Robin Broke ALVA
Shane Busby EASCO
Jane Shulver EASCO
John Cole National Exhibition Centre
Bob Cotton BHA
Barry Goddard Council for Travel and Tourism
Rob Hayward British Beer and Pub Association
Ian McKerracher The Restaurant Association
Dorothy Naylor North West Tourist Board
Ros Pritchard BHHPA
Sue Fagg BHHPA
Paul Sabin Leeds Castle
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Richard Tobias BITOA
John Brackenbury Business in Sport and Leisure
Jane Randall TMI
Ian Reynolds ABTA
David Mapp ATOC
Stuart May Joint Hospitality Industry Congress
Brian Leonard DCMS
Simon Broadley DCMS
Peter Gartenberg DCMS
Valerie Curtis DCMS

Over the summer Ministers at DCMS considered a range of options for restructuring public sector support
for tourism in Britain and in England. As they began to draw conclusions about it they spoke and wrote
during October to the following people about their emerging thinking, and further refined the proposals in
the light of what they had to say. Consultees were Cabinet colleagues, including the Chief Secretary and the
Secretaries of State for Scotland and Wales, the First Minister for Scotland and the First Minister for Wales,
as well as Tourism Ministers, and the Chairmen of the BTA and the ETC.

Immediately following the announcement the following consultation meetings were held:

6 November 2002, with the Tourism Society [Graham Wason, Adrian Clark, Ken Robinson, Steve
Beioley, David Curtis-Brignell].

7 November 2002, with the Tourism Alliance [hosted by Tony Bird and Ken Robinson, and attended
by 30 representatives].

At both of these meetings the discussion was positive and constructive and explored aspects of the
proposals which were unclear or where reassurances were sought. Ministers were confirmed in their view that,
subject to getting the details right, on which the two Chairman have been asked to work now, changes will
be welcomed by industry.

18 December 2002
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