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Oral evidence

Taken before the Culture, Media and Sport Committee

on Tuesday 23 October 2007

Members present

Mr John Whittingdale, in the Chair

Janet Anderson Alan Keen
Mr Nigel Evans Mr Adrian Sanders
Mr Mike Hall Helen Southworth

Memorandum submitted by BALPPA

Introduction

1. BALPPA is the leading trade association representing the UK’s commercial piers, theme/amusement
parks, attractions and zoos sector. We speak for some 300 members across the tourism industry and include
leading UK attractions like Blackpool Pleasure Beach, Alton Towers, British Airways London Eye, Butlins,
Colchester Zoo, Madame Tussauds, Thorpe Park and Woburn Safari Park among our members.

2. The BALPPA membership covers a wide range of leisure attractions across the UK. Whilst some
members are large attractions, many of our members are small and often family run businesses that have
operated for generations. No matter what the size, location or focus of individual BALPPA member
operations, all have a keen interest in promoting UK tourism and ensuring the long-term sustainability of
the industry in the UK.

3. BALPPA welcomes this inquiry and its objectives in the hope that its work will contribute to the
continued success of the UK tourism industry and consider improvements that could make it even more
successful. Our submission addresses the position occupied by our Members in the UK Visitor
Attractions Sector.

4. We submit the following six points, each of which will be clarified later in the submission:

(1) The development and implementation of a UK tourism strategy spearheaded by the Department
for Culture Media and Sport (DCMS) and VisitBritain encompassing cross-government support.

(2) A refocus of the work carried out by the DCMS on behalf of the tourism industry to promote the
industry as a strong and serious contributor to the UK economy.

(3) The appointment of a Tourism Minister at a level of responsibility which ensures the tourism
industry is always suitably represented when issues likely to impact on the sector are considered.

(4) A review of a variety of taxation and financial support measures that are having or are likely to
have a negative impact on UK tourism, particularly the private sector.

(5) Improved funding for tourism statistics that will provide a more accurate picture of the state of
the industry for analysis and action.

(6) An introduction in the UK of Single/Double British Summer Time.

The Development of a Tourism Strategy

5. The reality of making the most of UK tourism and reaching the 2010 target of £100 billion has been
jeopardised by a number of factors. Primarily, there is a lack of support and direction from the DCMS. The
Department has been unable to keep up with developments in the UK tourism industry and help the industry
to reposition itself in the changing political landscape. Despite two tourism strategies and twice restructuring
VisitBritain, the Department has failed to develop a tourism structure that takes account of the devolution
of the responsibility for tourism to the Welsh Assembly and Scottish Parliament, as well as the regional
development agencies within England.

6. A strategy which recognises the current lack of coordination between RDA’s and RDP’s and provides
clear guidance on maximising tourism opportunities will receive support across all sectors of tourism.
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Refocus the Role of DCMS in Tourism

7. The DCMS tends to focus its activity with regards to tourism on the social and cultural aspects of the
UK tourism industry, and whilst these are important aspects of tourism, the industry should also be viewed
as a business activity that makes a serious contribution to the UK economy. Part of the problem is that there
are resource issues within the tourism directorate of the Department. Current staYng levels do not reflect
the important role the DCMS should be playing in coordinating the contribution of Tourism to UK plc.
Only 18 full time staV, many of whom are allocated to duties not directly related to tourism, are expected
to maintain eVective liaison, support, direct and positively influence the eVorts of the industry.

8. The DCMS appears to carry less weight within government than some of the other departments and
therefore seems unable to spearhead joined up thinking across government, for example with the DCLG or
DWP for issues relating to tourism and has failed to keep up with the challenging environment in which UK
tourism is operating.

9. The combination of poor understanding of the industry (due to insuYcient resource within DCMS)
and across government as a whole, along with an increasingly devolved approach to tourism means that a
significant central resource to implementing UK wide tourism strategies has not been allocated in recent
years but is essential to maintaining a healthy UK tourism industry. The devolution of responsibility and
resources for tourism to the Scottish Parliament and Welsh Assembly alongside regional responsibility for
tourism in England to the RDAs has changed the face of tourism in the UK. This has led to overlaps and
competition between the various organisations, with little coordination between them on national
programmes and initiatives that will impact the UK industry as a whole. This theme is repeated when one
looks at the role and funding for VisitBritain alongside Visit Wales and Visit Scotland.

10. Despite the limited financial resources available to it, VisitBritain has continued to promote the UK
to inbound tourists and England to domestic tourists very well. With a budget which in real terms is circa
17% less than that allocated nine years ago, it has performed reasonably well under severe diYculties.
Expecting such performance to continue without suitably increased financial support is likely to result in
the loss of influence and talent.

11. BALPPA is concerned that the current spending round will result in a further reduction of financial
resource when what is required is an attempt to close the ever increasing gap between resources allocated
to Tourism and those allocated to Art, Sport and Culture.

Appointment of a Tourism Minister

12. The industry considers itself under represented within government with the consequences of
inadequate funding, a low profile in Parliament and insuYcient representation on issues which whilst not
directly related to tourism, could and frequently do have a negative eVect on the industry.

13. The appointment of a dedicated Minister for Tourism at senior level will address these issues and
ensure that Tourism receives the support deserving of a £84 billion industry.

Effect of Current Tax Regime and Proposals for Local Government Funding on Tourism Industry
Competitiveness

14. BALPPA believes that the tourism industry is under-resourced and that there are an increasing
number of financial constraints that are causing problems for the private attractions sector in particular. If
there is no change in the situation, the privately operated tourism sector will continue to suVer. Outlined
below are a number of areas where BALPPA has concerns about the eVects of the current tax regime and
future proposals for local government funding in the UK on tourism industry competitiveness, but also a
number of areas that BALPPA has identified where government could provide assistance to the industry.

15. (a) A key BALPPA concern is that the UK tourist attractions continue to operate on an unlevel
playing field compared with many of their European counterparts. We believe that the UK tourism market
is not given enough support to compete with our European neighbours, in particular France and Spain,
which are seen as prominent European tourism destinations. In order to strengthen the UK market and
make it more competitive, a reduction in VAT on admission income to 5.5% would allow greater pricing
flexibility. As clearly illustrated in the BTA Study on VAT (1995) such a shift would be tax positive as it
would result in increased visitor numbers.

16. (b) BALPPA also has concerns regarding the introduction of wider road user charging schemes,
whether regional or national. Visitors to many of the UK’s attractions journey by car. Firstly, visitors are
often in family or friendship groups that fully utilise car capacity and an equivalent trip by public transport
would be prohibited by cost. Secondly, the public transport network in the UK, outside of London, is not
suYcient to allow visitors to make a reliable journey that will take them directly to their destination.
BALPPA is concerned that any scheme introduced without providing adequate increased public transport
provision or that will penalise visitors to attractions despite their cars being used to full capacity will deter
visitors from attractions—another potential blow for UK tourism.
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17. (c) A further imbalance is created for the private sector when one considers that National Lottery
grants and subsidies are available to publicly and charitably funded attractions but in essence not to private
sector organisations such as our members. BALPPA would like privately run attractions that are important
to the UK’s heritage or are of environmental or education value to be able to successfully apply for funding
that can support their schemes. At the current time, whilst our members are able to apply for funding under
the allocated criteria, none have been successful in securing monies and many have been discouraged from
even applying.

18. BALPPA is keen to highlight that all attractions, whether privately or publicly funded, are
experiencing a tough operating environment. Much public money has been wasted on public attractions of
educational and conservational nature that have now closed because they were poorly thought out in the
first place, and which would not have passed the stage of initial study in the private sector. BALPPA believes
that all those who act as custodians of the nation’s heritage or whose attractions have environmental and
educational value deserve equal access to funding, irrespective of which sector they operate.

19. (d) A key sector of the UK tourism industry and of the BALPPA membership operates and
maintains the UK’s seaside piers. These unique and important features of our traditional seaside towns are
notoriously diYcult and expensive structures to maintain, and BALPPA is seeking assistance in preserving
and securing a sustainable future for these historic and important buildings. Given that our members who
own piers do not have access to Lottery Funding, BALPPA is urging government to assist the piers by
reviewing their liability to pay business rates. We have undertaken research to show the cost of exempting
piers from business rates would come to only £1.7 million per year. Whilst such a figure would not even
register in the Treasury Balance Sheet, it would prove considerably beneficial in assisting in the maintenance
of our Piers.

20. Piers, along with many other coastal amusement businesses are facing considerable increase in the
cost of operating licensed family entertainment centres as a consequence of the Gambling Act 2005. We are
hopeful that the existing experience of the Local Authorities in relation to the responsible manner in which
our Members operate their businesses will be reflected in their consideration and cost of Premises Licence
applications required under the new Act.

21. (e) BALPPA is seeking for the Government to grant capital allowances on a wider range of categories
that would apply to tourist attractions. For example, at the current time, there is an allowance for plant &
machinery that will involve rides at theme parks but it is the wider range of buildings and infrastructure
which provide essential visitor facilities that are necessary to run a tourism attraction that can cost
thousands of pounds but where no allowance is made for the depreciation over time and the likelihood of
renewal or maintenance in the future.

22. (f) On a local level, whilst we are still awaiting the publication of the Lyon’s Review into local
government funding, BALPPA and the wider UK tourism industry is nervous of the suggestion that there
may be an optional “bed tax” for local authorities to adopt if they wish and we would like to convey the
serious impact that this any such tax would have on the industry, with no guarantee that funds raised would
be ring-fenced and used by local government to assist tourism in the local authority area.

Tourism Data to inform Government Policy

23. Current government statistics are not suYcient given the size and economic contribution of the
tourism industry in the UK. Once again, this approach leads BALPPA to believe that the industry is not
taken seriously by government. The continued lack of funding for tourism allocated by the DCMS is a
concern; however there is also insuYcient funding in other government departments that represent tourism
interests including the OYce for National Statistics. Improvements here would allow the ONS to gather the
key statistics required to monitor, analyse and improve the industry by creating solutions based on a more
up to date and informed view.

The Practicality of Promoting more Environmentally Friendly Forms of Tourism

24. BALPPA has been a long time supporter of the introduction of Double British Summer Time which
would see our clocks moved forward by two hours (GMT !2) in the Summer months and one hour (GMT
!1) in the Winter months, thereby allowing extra hours of usable daylight. The last two parliamentary
sessions have seen private Members Bills to introduce a change sponsored by Lord Tanlaw, David Kidney
MP and most recently Tim Yeo MP. A strong coalition of organisations, from across a range of policy areas,
has formed to support at the least an experimental period. The coalition includes BALPPA, NAHT, AA,
PACTS, RoSPA, the Tourism Alliance and LARSOA.

25. There are strong benefits to be gained from the adoption of DBST, which include:

— A huge boost for tourism worth up to £2 billion per annum.

— Energy savings—170,000 tonnes of carbon emissions would be cut.

— Safer roads—safety surveys calculate fatalities would drop by more than 100 and other casualties
by more than 400. A fact not disputed by the Transport Minister, Dr Stephen Ladyman MP.
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— Longer hours of outdoor play for children, potentially reducing child obesity.

— Safer streets—most street crime occurs when it is dark.

— Extra time to train for and enjoy the Olympic Games in 2012.

A UK Tourism Strategy and London 2012 Games

26. On the back of the Welcome(Legacy consultation concluded by the DCMS recently, a national
tourism strategy should be developed that will allow the opportunity presented by the Olympics in 2012 to
be fully utilised by not only London tourist attractions, but attractions around the UK. Any such strategy
should by adequately financed and have a clear owner and leader to coordinate activity at a national,
regional and local tourism level. This will create the right situation for tourism to thrive in the modern social,
economic and political environment.

BALPPA would welcome the opportunity to present verbal evidence in support of this submission.

March 2007

Memorandum submitted by the Association of Leading Visitor Attractions (ALVA)

The Association of Leading Visitor Attractions (ALVA) currently has 41 members who manage some
1,586 of the 6,000 odd sites throughout Britain. ALVA’s members collectively receive over 100,000,000
visitors a year. They are an interesting mix: some are public, others are in the private sector; some charge
for admission others do not; some operate seasonally, others all the year round. Their disciplines are also
very diVerent: cultural, heritage, history, conservation, commerce and divinity! From experience, this
diversity is a positive strength rather than a weakness. Arguably these iconic sites represent the “Jewels in
the Crown” of Britain’s tourism industry.

ALVA held its inaugural meeting on 10 July 1989 and was incorporated as a Company Limited By
Guarantee on 2 April 1990. In October that year the former Tourism Minister, John Lee (now Lord Lee of
TraVord) was appointed as Chairman. In 1999 His Royal Highness The Duke of York became President
of ALVA. In 2001 ALVA played the lead role in facilitating the formation of the Tourism Alliance and is
represented on its Board. In 2003 ALVA set in motion the planning for the First National Conference of
Visitor Attractions which was held in October 2004.

“ALVA seeks to represent to government, the tourism industry, the media and the public, the
views and achievements of this country’s foremost visitor Attractions in matters which concern
the eVectiveness of UK tourism and the interests of the Association, whilst promoting co-
operation and high standards of visitor management among members”.

Specific Topics for Oral Evidence Session

ALVA wishes to see the Tourism cake grow larger so that each slice may be more generously proportioned
and the balance of trade deficit for tourism stabilized at minus £17 billion and then reduced. For this to
happen it is necessary for the Government to Take Tourism Seriously and place it far higher up its list of
priorities. This would be a good thing to do on many counts, but not least because this nation is dangerously
reliant on the income produced by the financial sector, which is currently some 25% of the total GDP. In
support of these aims, ALVA submits the following eight topics:

1. Investment in VisitBritain

The Grant-in-Aid to VisitBritain has not increased for the past eleven years, which means, of course, a
year-on-year cut in real terms. In addition, in April 2003 VisitBritain assumed responsibility for the
development and marketing of England to the British. The evidence generated by the Million Visitor
Campaign and the results of the England Marketing initiatives to date demonstrate convincingly that
investment in tourism marketing is eVective and brings a direct return to the Treasury. ALVA looks to the
Government to re-invest taxpayers money in the institutions it has created and to recognise that backing
winners, such as tourism, is a wise decision. ALVA will work with and support VisitBritain and it looks to
the Government to do the same.
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2. Social Infrastructure

The social environment in which tourism operates is of increasing concern. Public services in general have
become noticeably inadequate. Both citizens and visitors have a right to expect and enjoy a safe and clean
environment.

Central and local government need to ensure that adequate resources are allocated to these core, essential
services. Local authorities play a key strategic and operational role in maintaining a high quality physical
environment. They need to be adequately resourced to ensure that this responsibility is rigorously executed.
The quality of the public realm is an important issue that must be addressed.

Yet with so many competing priorities, it is often the public space and amenities so important to tourists
that are the first to face the cuts. Local tourism businesses are right to protest when yet another Public
Convenience is closed through lack of will or public funding.

Furthermore, ALVA supports additional funding for the work of the Homelessness Directorate to
address social and environmental blights of begging, vagrancy and homeless street sleepers. Tourists come
to this country for an enjoyable holiday rather than to be confronted by our welfare challenges. This battle
has not yet been won.

3. Daylight Hours

ALVA welcomes all proposals to advance time in England and Wales by one hour throughout the year
(GMT ! 1 hour in winter; GMT ! 2 hours in summer) This measure would have a major impact on road
safety, produce worthwhile energy savings and should have a beneficial eVect on child obesity. The extra
hour of “accessible” daylight in the spring and autumn months would also have the helpful eVect of
extending the tourist season. It is estimated that this could bring up to £2 billion additional revenue to
tourism.

4. VAT

ALVA remains concerned that the fall in the UK’s market share is partly attributable to a fall in its price
competitiveness relative to other countries. This we contend is to some degree due to the high levels of
taxation. We support the Government’s overall stance that taxation where possible should be imposed on
the end-user rather than through direct central taxation. However, we note that the impact of the VAT
regime, combined with rising employment costs, further adds to the distortion and competitive pressures on
the industry.

The EC 6th VAT Directive sets down as one of its goals the harmonisation of VAT rates across the
European Union. When achieved this will decrease distortions within the EU’s tourism markets and should
encourage fairer competition. However, this goal will take time to achieve. In the meantime, the majority
of member state governments have chosen to apply diVering rates to tourism services.

The VAT rate on tourism services is higher in the UK than in all but one of the other member states.
Reports by VisitBritain in 1996, and other organisations subsequently, have found that European states
with higher rates of VAT on visitor accommodation experience significantly slower growth in their
international tourism receipts than those that levy a lower rate.

The UK’s high rate disadvantages its tourism businesses relative to most of our EU competitors. ALVA
calls for a VAT reduction on, in the first instance, tourist accommodation to help boost price
competitiveness (assuming no changes in other EU destinations).

5. VAT on Property Repairs—Heritage Buildings

Another area of concern relates to the issue of VAT on property refurbishment in general and on repairs
to historic properties in particular. We support the idea of reducing the rate to 5% to decrease the diVerential
between the refurbishment of older properties and new buildings, and between VAT registered and
unregistered businesses.

We also see an opportunity to reduce the rate of VAT on listed building repairs to provide an incentive
for their maintenance. Two-thirds of Britain’s heritage is in private ownership; these sites contribute £1.2
billion to the national economy, but currently there is a £490 million backlog of repairs to privately owned
and National Trust historic buildings (data from “Valuing our Heritage”, published in 2007). As well as
VAT reform, the provision of fiscal relief for the maintenance of historic properties that provide public
access would help stimulate much needed investment and preserve the heritage tourism resource. It is
interesting to note that 66% of visitors from China and 72% from Russia cite our historic castles, houses
and gardens as a top priority for choosing to visit the UK.
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6. Gateway London

London has a clear “gateway” role for England—stipulated in the Greater London Act. It also has a
“gateway marketing and packaging” relationship with Wales, Scotland and Northern Ireland. For such key
reasons, London needs adequate resourcing through strong investment in the necessary infrastructures as
the capital destination.

The capital is overwhelmingly the starting point for many tourism routes that link London to the UK
Regions and Nations. The relationship that London has with the regions must be reciprocal with investment
flowing out to the regions as well as back to the capital. This relationship needs to be developed further, and
kept under constant review. The overall London economy has been growing faster than the rest of the UK
for most of the past 17 years. The result is that London currently makes a net contribution to the Exchequer
of at least £20 billion per annum.

Particularly where tourism is concerned, London is a national asset and a “flagship” product of the UK.
As such its economy, infrastructure, environment, societal well-being and cultural life are all inter linked
and relevant to the overall tourism experience of its visitors. Increasingly “traditional” tourism blurs into
leisure; both are essential in maintaining the city’s vibrancy.

7. Free Entry to National Museums

If the National Museums are to remain free, then the Government must fund them fully so they remain
top class and attract visitors to this country. The costs of running Museums rise more quickly than simple
inflation. The cost of new acquisitions climbs ever faster. The demands for state-of-the-art visitor facilities
increase annually. If the grants-in-aid do not keep up, in due course our great Museums will cease to be truly
first X1. This will impact on the whole tourist industry.

8. Transport

ALVA recognises that the UK’s heritage and countryside are a vital resource for the wellbeing and
cultural identity of the nation whilst also being the major attraction for international visitors. ALVA further
recognises that the car is at its most eYcient when used by a family for an educational/leisure day out in the
countryside, accepts that public transport cannot provide the solution outside urban areas and hopes that
others, regardless of their individual agendas, will be honest enough to acknowledge this reality whilst
working towards a sustainable future.

October 2007

Memorandum submitted by the National Trust

Introduction and Summary

1. We welcome the opportunity to respond to the House of Commons Culture, Media and Sport
Committee Inquiry into tourism policy. This comes at a critical time for the tourism sector with the approach
of the 2012 Olympics, the forthcoming Government’s Comprehensive Spending Review and the ongoing
debates about the impacts of expansion of the aviation industry and the contribution air travel makes to
climate change.

2. The Committee’s inquiry is, therefore, well placed to reinforce the contribution tourism makes to the
UK’s economy, and in particular its value for the economy of rural areas; assert the need to protect and care
for the assets which attract visitors, namely a high quality environment and a rich cultural heritage; and to
understand what resources are required to help the tourism sector deliver a more sustainable product. This
should follow up on the Government Prospectus for Tourism and the work of the Tourism Reform
Implementation Group (TRIG).

3. We refer the Committee to the written and oral evidence the National Trust submitted to the previous
Committee Inquiry Tourism After September 11th in 2002. Our contribution to the recent Committee
inquiry into heritage Protecting and Preserving our heritage also provides evidence of the role of the historic
environment for tourism and the specific challenges the heritage sector is currently facing

4. Tourism is expected to continue to grow as an economic sector for the foreseeable future and the
Government’s Tourism Prospectus—Tomorrow’s Tourism—established a target to grow the UK market to
£100 billion by 2010. However, the tourism sector faces a number of challenges that without action this
target will be undermined—namely the investment and resources required to care for the assets of a high
quality natural and historic environment, the ever increasing tourism deficit and the eVects of the rise in
visitor car based travel.
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5. Our key points and recommendations are:

— to recognise the significant contribution domestic tourism makes to the UK economy and that
realising the growth already occurring in this market— by concentrating on further development
and promotion of domestic tourism—will address the tourism deficit much more eYciently than
by greater investment into increasing the number of overseas visitors;

— that a secondary benefit of improving and growing the domestic tourism market is that it can tackle
the need to provide greater air travel capacity and so diminish the demand for detrimental airport
expansion;

— that tourism is particularly well placed to deliver public policy objectives for rural regeneration;

— that tourism has a wider importance and significance beyond the purely economic, such as the role
it plays in providing local identity and wellbeing;

— that despite these benefits tourism, particularly on the domestic scale, remains under-recognised
within current debates in the policy agenda such as sustainable regeneration or climate change,
and that the contribution and impacts tourism can make needs to be integrated into wider planning
and policy development;

— to recognise the need to reduce the environmental impact from leisure related travel through
greater funding for public transport and requiring the use of visitor travel plans; and

— that the Government need to recognise, support, protect and enhance the high quality
environmental assets ( natural and cultural) on which tourism depends including by examining the
role of visitor pay back schemes

Role of the National Trust

6. 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 tourism business turning over £300 million each year. We annually welcome some 13 million visits to
our-pay-for-entry properties and an estimated 100 million visits to our coast and countryside properties. We
also undertake a vast range of tourism-related activity to support these visits. This includes:

— operating the Europe’s largest collection of holiday cottages—with over 350 cottages across the
country and an annual turnover in excess of £6 million;

— oVering over 400 working holidays a year where people volunteer to work on conservation projects
at our properties;

— hosting over 80 tenants oVering bed and breakfast accommodation, 50 camping and caravanning
sites on our land and accommodating 21 YHA hostels;

— running 135 restaurants, cafes and tea rooms with a collective turnover of £17.5 million—the
nation’s largest network;

— promoting and investing in regional and local produce and crafts—including 25 local vineyards,
32 local cheese makers and 20 local ice cream makers; and

— investing significantly in domestic advertising and promotions—including events, press and other
media activity and as a partner with VisitBritain.

7. We are members of a large number of Destination Management Partnerships throughout England and
sit on the board of several Regional Tourism Bodies. We work closely with relevant organisations such as
the Association of Leading Visitor Attractions (ALVA) and Tourism Alliance and contributed our expertise
and experience to the work of the Department of Culture, Media and Sports Tourism Reform
Implementation Group (TRIG).

Tourism and the Benefits it Delivers

8. Tourism is one of the largest industries in the UK, worth approximately £75 billion in 2003 and
employing some 2.2 million people, 8% of the working population. We believe that many tourism businesses
are of the future—in an increasingly competitive world the raw materials for UK plc will increasingly be
based on knowledge, skills, sense of place, quality and a clean environment. We are investing over £160
million in the nation’s environmental infrastructure, often in places bypassed by market forces. In many
ways, the Trust is like a development agency—investing for ever in the economic resources of the future.
Trust activities alone in the North East, Wales, Cumbria and the South West 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.

9. As well as being a hugely important economic driver, we believe tourism has much to oVer wider social
and environmental objectives. This includes providing opportunities for education and lifelong learning
(through visits to properties but also through active engagement and volunteering to help look after these
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properties), underpinning the viability of a huge range of rural (often small) businesses, promoting a sense
of positive local identity and social cohesion from a shared local history/culture and the resources that it
oVers and providing attractive places where businesses and communities can thrive.

10. Given its importance in rural areas, the aforementioned targeted growth of tourism by the
Government also has the potential to contribute to the Government’s rural regeneration targets to raise
economic productivity within the least well performing rural wards. For example, in Cornwall, the poorest
county in the country, tourism is a key driver of the local economy. The sector contributes up to 24% of
Cornwall’s GDP, including retail spend—a figure five times the national average—and one in five people in
Cornwall gain an income from the tourist industry.

11. However, whilst the impacts of the 2001 Foot and Mouth outbreak, which saw tourism losses at £3.3
billion, illustrated just how important tourism is to rural economies, this experience and the lessons learnt
have not yet been fully appreciated. As a result, the Trust believes the wider role of tourism is still not
properly recognised in either current debates about tourism or the public policy framework which supports
it. All too often the focus of much of the tourism debate remains on large scale visitor attractions,
infrastructure and the international market which needs to move to one that emphasises the potential
contribution of tourism to sustainable regeneration and development in both urban and rural areas and its
dependence on a high quality environment and the competitive advantage of local and regional character
in building sustainable and successful businesses.

Domestic Tourism

12. The role which domestic tourism has to play in driving forward the sector is, in particular,
underplayed by current tourism policy and investment from national and regional Government. There is at
present an £18 billion balance of payments deficit at the expense of the domestic tourism industry. As the
DCMS Tourism Prospectus recognises the domestic market in England accounts for 86% of the tourism
revenue and there is the potential for further significant growth in short break and rural and cultural tourism
markets. The recent domestic marketing campaigns run by VisitBritain and EMAB have been extremely
welcome and we look forward to continuing to work with them and the various regional partners in future
domestic campaigns. We are disappointed, however, that despite the overriding importance and future
potential of the domestic market, government tourism policy overall continues to place significant emphasis
on international markets and the pursuit of growth per se. This is despite the fact that even small changes
in the trends in domestic tourism would outstrip even significant changes in the much smaller
international market.

13. VisitBritain is given £35.5 million to spend on international marketing, but only £13.3 million to
invest on marketing England to the domestic tourist in 2005–06. However, in terms of tourism revenue, the
domestic market far out-strips the international market with UK residents contributing over £60 billion a
year compared to just under £12 billion from international visitors. As the graph below shows, a 10% rise
in domestic tourism would generate £6 billion in additional revenue, whilst the same rise in international
would result in just £1.2 billion.
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14. Moreover the benefits and burdens of domestic tourism are more widely spread over the UK, given
the focus of international tourists on relatively few locations. This is especially important in rural areas
where, for example, in the south-west of England domestic visits account for 14 times the number of those
from overseas. The Trust believes more emphasis needs to be placed on persuading people to take short
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breaks and holidays in this country. This would bring a range of benefits including helping to reduce the
growing balance of tourism payments deficit, bring welcome tourism revenue to rural (and urban)
communities and reduce the risks to the sector of the continued volatility in international tourism and travel.

15. Encouraging the domestic market can also potentially reduce the need for further significant
expansion in an environmentally damaging aviation sector. It is currently cheaper to fly from London to
southwest France for the weekend than it is to take the train to Bath. We believe such cheap flights, where
the price of the ticket does not factor in the true cost of either fuel or the environmental impact of air travel,
are actively encouraging people to holiday overseas. This has in turn led to the aforementioned £18 billion
balance of payments deficit. We are deeply concerned that this deficit can only worsen should the policy to
greatly expand airports coming out from the Government’s Aviation White Paper (2003) be fully realised.
We believed the resulting Aviation White Paper was greatly flawed, with it findings based on unrealistic
growth forecasts based on a continuation of current trends for increased air travel. However, this growth
relies on anomalies within the tax system and does include environmental and social costs. Such forecasts
represent derived demand, and are not a response to need. We believe that the expansion of airports and
the current situation of cheap flights have caused much damage to domestic tourism.

16. Such impacts are not included in the economic case made for airport expansion. It is estimated that
in East of England this deficit equates to £2 billion, dwarfing the £400 million contribution that BAA
Stansted makes to the regional economy. In proposing locations for new airport capacity, Government also
failed to take account of impacts on natural and historic environment beyond the loss of listed buildings. It
is threatening many beautiful and historic properties owned by the National Trust such as the eVect of noise
and pollution on Hatfield Forest near Stansted, damage from vibrations on Speke Hall on the edge of
Liverpool and the loss of tranquillity on the North Downs and Hadrians Wall.

17. The Trust takes an active involvement in aviation and related issues. This has included making
representations at public inquiries into airport expansion at Manchester and Stansted and publishing
research Blue Skies into the impact of the expansion of aviation on domestic tourism. We made detailed
comments on each of the regional reports that made up the Government’s aviation green paper. We are
particularly concerned by the insidious expansion of smaller regional airports and have actively lobbied
against the plans of Wolverhampton Airport and Robin Hood Airport. We would like to see a government
target to reduce the current deficit by placing a greater emphasis on the domestic market, especially in
marketing and promotion lessening the pressure for further significant expansion of an environmentally
damaging aviation sector.

Visitor Travel

18. Another key concern of the National Trust, amongst others, is the high dependency of the tourism
sector, particularly in rural areas, of visitors by car and the impacts these visits have on the quality of the
experience, the state of the assets the industry is based upon and the wider economic, social and
environmental costs of growing visitor and rural traYc.

19. Over the last decade, the National Travel Survey has recorded an increase of 5% in leisure travel (as
measured by passenger km). The average distance travelled for each trip has increased by around 11% to
an average of 6.8 miles in 1999–2001. Current figures show that more than seven out of ten tourism day trips
and nearly eight out of 10 holiday visits are made by car. In some of the most popular but also
environmentally sensitive areas, such as National Parks, this rises to more than nine out of 10 visits. Rural
leisure trips have become one of the fastest growing sources of traYc, a rise which threatens to undermine
the very assets visitors come to see and experience in the countryside—causing visual blight, noise and air
pollution and visitor dissatisfaction as well as creating problems of congestion in particular hotspots. As a
conservation charity and major tourism business heavily dependant on visitors who enjoy the convenience
of the car, the National Trust faces some real dilemmas in meeting the needs of our visitors while seeking
new and less damaging alternatives.

20. Visitor Travel—Policy from Practice showcases some ways in which the Trust is seeking to encourage
greater choice in leisure travel and the benefits which come from doing this. Examples include the popular
Devils Dyke bus in the South Downs and the Shropshire Hills Shuttles, which have both shown that such
schemes can also deliver wider regeneration benefits to local economies, enhance access for both visitors and
local communities and improve the quality of the visitor experience.

21. Our report also highlights, however, that whilst the Trust has provided financial support for transport
schemes this can only ever touch the surface of what is needed to tackle the issue seriously. A stronger sense
of direction on leisure traYc is needed from Government. We believe, for example, that DCMS has an
important role in championing the importance of sustainable tourism, accessible both for visitors and the
workforce, to Regional Development Agencies as part of their regional economic strategies. This is
especially important now they have lead responsibility for funding such schemes following the demise of the
Countryside Agency’s projects.

22. The most urgent need is to secure long term funding following the end of the successful Countryside
Agency Rural Transport Partnership Scheme and the Government’s Rural Bus Challenge Fund. Their loss
has left many existing and highly valued transport schemes on a financial knife-edge or scrapped. More
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widely we believe there is a need for visitor travel planning to be given the same emphasis and promotion
on workplace and school travel plans and that this might be developed in taking forward the work of
Tourism Reform Implementation Group.

Protecting the Assets—The Value of a High Quality Environment

23. From our experience on the ground, we know that tourism contributes much needed income to local
economies across the country and that there is an important link between a high quality environment and
the future economic sustainability of communities. For example, our Valuing our Environment studies found
that 40% of the jobs created through tourism rely directly on a high quality environment and that this
increases to 60% to 70% in rural areas.

24. Many of these visits are attracted by the quality of the local environment—beautiful coast and
countryside, well-maintained footpaths, local foods and crafts, historic towns and villages with distinctive
architecture or materials, or a lively cultural life. Significantly, the quality of the overall experience is as
important as the quality of the assets themselves. For example, in a MORI poll and research commissioned
by the National Trust over 80% of adults, felt that visiting the countryside is a vital counterbalance to the
stresses of their daily life. Over half those polled are in search of “peace and quiet”.

25. We would like to see greater recognition of the role as an economic asset that a high quality
environment plays and a greater commitment to the duty to care for what is essentially a vulnerable and
fragile commodity. Our experience across the English regions, Northern Ireland and Wales suggests that
whilst many tourism strategies refer to the importance of natural, cultural and historic assets the need to
protect these assets is not recognised as a priority.

26. We also believe more could be done to consider the needs and value of tourism in other policy areas,
such as land use planning policy, transport and regional economic development. For example, the costs of
caring for our historic environment runs into the hundreds of millions, with the National Trust facing a £200
million backlog in maintenance costs alone, and yet these sorts of costs and the impact they will have on the
quality of the visitor experience and expectations if they are not met is not merited with enough importance.
Other agendas such as museums and agri-environment schemes are also relevant to the success of the
tourism sector.

27. This is not to say that the recognition of the need to ensure the quality of the visitor experience is not
beginning to be tackled. We support the new VisitBritain’s National Quality Assurance Schemes, a grading
scheme that is aiming to improve the quality of accommodation and services as an essential foundation to
delivering a quality experience—including achieving a common grading standard that is readily understood
by the customer. Such a system, however, is not without its costs and we estimate it would require significant
investment by the Trust to implement across all our holiday properties. When looking at self catered
accommodation the particular nature of many holiday cottages will need to be taken into account as it is
often the character and setting of such accommodation rather than the range of facilities on oVer that
matters most.

28. We welcome the recommendation in the recent Lyons Report that the Government explores the costs
and benefits of a permissive power for local authorities to levy taxes on tourism. Whilst we do not support
proposals for a mandatory bed tax as we do not believe that these will deliver the kind of targeted ring fenced
funding which is required to help protect the assets, we are in favour of imaginative schemes that can help
promote sustainable tourism such as the The Tourism Conservation Partnership (TCP). This was
established in 1993 to create a partnership between business and conservation organisations in the Lake
District including the National Trust. The Partnership runs a “visitor payback” scheme which is optional
and directed at local conservation projects. Importantly it helps to raise awareness in people’s minds that
“the countryside costs” and so it does an important job above and beyond the income it generates.

29. We would like to see the sector share lessons on investment schemes such as the North West’s high
profile regional programme called Natural Economy with its main objective to maximise the economic
benefit from projects to improve the natural environment. The North West has also established a Regional
Heritage Tourism OYcer. whose aim is to award funding for heritage attractions to carry out projects that
would increase their commercial benefit—eg tea shops, visitor centres and so on.

30. However, in general, ensuring the availability and quality of such “services” often lies beyond
immediate tourism providers and therefore the sector needs to make these connections to those that do have
an influence on the wider environment is critical. We believe that the DCMS can play a valuable role as a
champion for tourism and that this should take in the responsibility for ensuring cross departmental
working which identifies the current policy initiatives that may impact on tourism (such as DCLG’s land
use planning reforms, DEFRA’s work on climate change or DfT’s transport funding and infrastructure
policies) and which DCMS and the sector should be seeking to influence.
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Memorandum submitted by English Heritage

Introduction

1. This document represents English Heritage’s response to questions posed by the DCMS Select
Committee as part of its inquiry into tourism in the UK. The response does not cover all the questions asked
by the Committee, but concentrates on questions where there are particular issues for tourism and the
historic environment. This response does not cover specific factors aVecting heritage tourism in Scotland,
Wales or Northern Ireland.

Background

2. English Heritage is a non-departmental public body established under the National Heritage Act 1983
to help protect the historic environment of England and promote awareness, understanding and enjoyment
of it. The historic environment is all around us and encompasses the whole of our historic landscape and
buried archaeology, not just visible buildings and scheduled monuments. It is our most accessible cultural
resource and has a powerful influence on decisions made by foreign resident and domestic tourists to
undertake holidays and day trips.

3. English Heritage has long experience in managing and marketing visitor attractions. English Heritage
looks after over 400 properties including some of the most iconic historic places in the country such as
Stonehenge, Whitby Abbey, Dover and Kenilworth Castles, Battle Abbey and Osborne House. These sites
are visited by people from all over the world as well as domestic holiday makers and day visitors. There are
5 million visits a year to our pay sites and an estimated 6 million visits to our free sites. We currently have
a major programme to invest in improving the quality of the facilities and the visitor experience at our sites.
In addition the grant schemes operated by English Heritage have contributed to the upkeep of heritage assets
that are part of England’s tourism oVer.

4. The importance of heritage related tourism in England can be demonstrated by the following key facts.

— At least 56.4 million visits to heritage visitor attraction sites in 2005.

— Recent trend of visits to heritage sites is broadly flat with small year to year changes. Within this
overall trend, visits to sites with gardens have grown but visits to castles and forts have fallen.

— About 33,000 people work at heritage visitor attraction sites of which over 21,000 are unpaid
volunteers.

— Average adult admission charge at pay sites is £4.57.

— 69.9% of adults resident in England visited a heritage site at least once in the past 12 months.

— 50.7% of adults from black and minority ethnic backgrounds resident in England visited a heritage
site at least once in the past 12 months.

— 53% of those visiting heritage sites say that the main reason they do so is personal enjoyment and
relaxation.

— 3.39 million members of the National Trust and 630,000 members of English Heritage.

— More people go to an historic property at the weekend than attend a football match.

— A number of places rely on their heritage tourism for much of their economic activity, for example
York, Bath, Canterbury.

— 400,000 volunteers in the historic environment sector.

— 12% of all holiday visitors from North America go to Stonehenge.

— Market research shows that visitors from all over the world value this country’s history and
heritage, and that access to history and heritage, always a strong driver, remains a core reason for
coming to this country. According to a survey of visitors to the Britain and London Visitor Centre
56% had already or were planning to visit one or more of a castle, church, monument or historic
house. Research carried out in 10 emerging tourism markets found that the most likely activity
that people would take part in when visiting Britain was again visits to a castle, church, monument
or historic house.

5. Responses to specific questions posed by the Committee are set out below:

The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the
industry.

The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that
structure in promoting the UK both as a whole and in its component parts.

What data on tourism would usefully inform government policy on tourism.

6. The comments below take these three questions together. We believe that there is a very important role
for both DCMS and VisitBritain in supporting the tourism industry. In the light of the findings about the
importance of the historic environment to the brand image of this country to foreign tourists, the



Processed: 04-07-2008 20:16:16 Page Layout: COENEW [E] PPSysB Job: 385582 Unit: PAG1

Ev 12 Culture, Media and Sport Committee: Evidence

maintenance and enhancement of that environment is a key factor in underpinning the growth in tourist
demand. Policies and funding to achieve that desirable state of aVairs are not the responsibility of any one
body or person, but the DCMS should make sure that its own policies and funding allow the historic
environment to make its full contribution to the tourism oVer. In addition there is a leadership role for
DCMS in ensuring that other organisations in the public and private sector are aware of the contribution
they can make to the historic environment.

7. Individual organisations in the heritage tourism sector undertake marketing, promotion and research,
but because the benefits of such activities are likely to go beyond any one organisation’s immediate interests,
there is a risk of under-provision, compared with what would be desirable for the industry, and by
implication for the whole economy. Therefore there is a case for some co-ordinated public funded
promotion of the industry to make up for that under-provision. However, while there is a clear justification
for public involvement the scale and nature of that involvement is less obvious. In particular the increasing
use of electronic media to communicate information, ideas and opinions directly to consumers may be
complementary to, but also in part substitutes for, traditional means of communications such as books and
tourist oYces. But whatever the format of communication we know that VisitBritain’s marketing eVort can
generate excellent returns to the industry, and net additional activity to the economy as a whole.

8. Public investment and marketing eVort by regional and national organisations should market areas or
groups of attractions rather than individual attractions. This can have a beneficial eVect by encouraging
people to stay longer in a place or region and therefore spend more money in the local economy. An example
is marketing for the area around Hadrian’s Wall where the diVerent attractions work together to produce
joint publicity and leaflets. An additional consideration is that visitors come from very diverse backgrounds
and with diVerent requirements. Marketing and the services provided by the tourism industry should be
planned with this diversity in mind. Another example English Heritage is involved with is the Sacred Britain
Tourism Partnership, a grouping of organisations with an interest in promoting tourism to historic places
of worship. We have a particular interest as a major grant-giver to places of worship, given that we include
a standard condition of grant requiring the grant recipient to open the building to the public. We have a
wider interest as well in encouraging access to the historic environment.

9. We value timely and accurate data about short term trends in the sector in order to monitor and
benchmark the performance of our own sites, and we supply data to VisitBritain. We also support the
collection of annual data to monitor longer term trends in visits, by site type, by region, by type of visitor,
entry charge paid, and employment. These data are regularly reported in Heritage Counts, the annual report
on the state of the historic environment. Data of suYcient quality and data will be needed to accurately
monitor and predict the impact of the Olympics on diVerent forms of tourism. In general we believe better
co-ordination of the collection and analysis of tourism statistics would be of benefit to all those involved in
the sector.

The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

10. VAT is an issue for the heritage sector because of the diVerent treatment of new build (zero rated)
and the generality of expenditure on repairs and maintenance to buildings (subject to 17.5%). We believe
that this discrepancy provides an incentive for owners and developers to demolish old buildings or heritage
features and replace with new. English Heritage and others in the historic environment sector are of the
opinion that this is a perverse incentive for heritage and environmental reasons. A recent report from the
Select Committee on Culture, Media and Sport, Protecting and preserving our heritage supported the sector’s
view. However, the Government has chosen not to make any fundamental changes to VAT for construction,
and due to EU rules, there is now no scope to make any fundamental changes until 2010 at the earliest. The
Listed Places of Worship Grant scheme refunds VAT on specified expenditure for listed places of worship
(and recently extended to listed monuments). But there remains a large amount of the historic environment
owned by non-commercial organisations or private individuals that have to pay the full rate of VAT on most
repairs and maintenance. Given that the historic environment is such an important part of the tourism oVer,
we believe that the tax system should provide incentives for its preservation and improvement rather than
undermine it as is the tendency now.

The practicality of promoting more environmentally friendly forms of tourism

11. We believe that the historic environment can make an important contribution to sustainable
development and protection of the environment through the preservation of existing buildings rather than
demolition and building new. Demolition and building new can have significant negative impacts through
increased demand for landfill and extraction and transport of natural resources. Tourists are both attracted
to old buildings and distinctive places and landscapes and contribute directly and indirectly to their upkeep
through expenditure on admissions, retail and accommodation. As part of its investment in its own sites,
English Heritage is successfully implementing a range of environmentally friendly projects including reusing
an existing historic building as the visitor entry point in Osborne House, combining a Visitor Centre for our
site and a Tourism Information Centre for the wider area in a single bespoke building at Helmsley Castle,
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and developing a policy for locally-sourced food in the catering facilities at its sites. Other examples of
important heritage buildings and sites that have been maintained and enhanced through strong links with
heritage tourism are briefly described below:.

Cliveden: An example of a conversion to a hotel. A country house built by Charles Barry in 1851 on the
site of a previous house built by the second Duke of Buckingham. The present site consists of a grade 1 listed
garden, extensive woodlands and Italianate mansion. The house has been host to virtually every British
monarch since George I and has been home to three Dukes, an Earl and Frederic Prince of Wales. In 1893
it was purchased by the Astor family and became a meeting place for the great and famous including Charlie
Chaplin, Winston Churchill, and George Bernard Shaw. The property and gardens are now run by the
National Trust, but the building is also let as a hotel operated by a private company. An example of a site
that is both a visitor attraction and a commercial operation that contributes to the sustainability of the
historic environment.

St Ives: An example of a fishing and seaside town that has reinvented its tourist oVer to include cultural
activities, while retaining its historic buildings and distinctiveness. The success of Tate St Ives in attracting
visitors and economic activity is itself partly based on the attractive historic environment of the town, and
at the same time the owners and managers of that historic environment benefit from the higher incomes and
expenditure associated with the Tate.

Saltburn-by-the-Sea: pier restoration and heritage centre. The pier was built in the 1860s and is now the
only remaining pleasure pier in the North East. Grant from the Heritage Lottery Fund enabled a restoration
programme to take place, with improvement in access. The pier has enhanced the locality as a tourist
attraction and beneficial knock-on eVects on local businesses.

Clacton: seafront gardens Clacton’s Edwardian were a popular visitor attraction until the 1990s when
they became run-down and overgrown. HLF grants have enabled extensive repairs and improvements to
be carried out together with new facilities and access. The gardens are now the focus of community events
and are part of the overall improvement in the character of the resort that has led to increase in visitor
numbers.

Bexhill: De La Warr pavilion First public building in the UK built in the Modernist style. Built in 1935
to a design by Erich Mendelsohn and Serge ChermayeV the structure quickly became a popular public space
and also including cultural and leisure facilities for local people and tourists. Following an £8 million
restoration project (funded by the Arts Council England, Heritage Lottery Fund, and others) completed in
2005, the pavilion provides an art gallery, auditorium, studio space, terrace and bandstand, public spaces
and retail outlets. Visit numbers since re-opening have been encouraging demonstrating that a striking
design can attract interest and economic activity.

How to derive maximum benefit for the industry from the London 2012 Games

12. There are activities planned for deriving benefit before, during and after the Games. English Heritage
and other national cultural organisations are planning the delivery of a Cultural Olympiad running from
2008–12. The Cultural Olympiad is not confined to sport, but embraces a huge spectrum of activities from
visual and performance art to the historic environment and science. In addition to the Cultural Olympiad
English Heritage is planning events, publications and exhibitions that will celebrate and complement
Britain’s hosting of the Olympics. After the Games there is an opportunity to enhance and develop the
tourism oVer, with direct or indirect links to Olympic activities and sites.

March 2007

Witnesses: Mr Colin Dawson, Chief Executive, British Association of Leisure Parks, Piers and Attractions,
Mr Robin Broke, Director, the Association of Leading Visitor Attractions, Mr Gregor Hutcheon, Assistant
Director for Policy and Campaigns, National Trust, and Dr Simon Thurley, Chief Executive, English
Heritage, gave evidence.

Chairman: Good morning, everybody. This is the
first oral evidence session of the Committee’s inquiry
into tourism. This morning we are focusing on two
parts. The first is devoted to those representing
tourist attractions, or sights of interest to tourists,
and those who own or represent the owners of such
attractions and, secondly, we will be turning to the
role of local authorities. For this first part, can I
welcome Colin Dawson, the Chief Executive of the
British Association of Leisure Parks, Piers and
Attractions, Robin Broke, the Director of the
Association of Leading Visitor Attractions, Dr
Simon Thurley, Chief Executive of English

Heritage, and Gregor Hutcheon, Assistant Director
for Policy and Campaigns for the National Trust. I
am going to ask Nigel Evans to begin.

Q1 Mr Evans: Good morning, everybody. In its
latest strategy document, the DCMS has described
tourism into the UK, or tourism generally, as
“flourishing”. Is that how you would describe it? I
will start with you, Robin, and work down.
Mr Broke: To be fair, I think that is a bit wide of the
mark in that you can do almost anything with visitor
figures and, as we all know, statistics can be played
many ways. There is no doubt that in 2006 there was
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a record year with 32 million visitors, but the fact is
the global market share for us should have been far
greater really and that is the underlying thing; it is all
about missed opportunities. We think there has been
a sudden downturn in August. UK Inbound would
say there was minus 5% on arrivals and minus 4%
forward bookings, like on like August this year with
August last year, and VisitBritain would say there is
minus 4% on value in August. This may pick up
again and we think we are seeing a visas impact
coming through, with the high cost of visas, but
there are definitely missed opportunities. The World
Travel and Tourism Council are predicting that over
the next ten years there could be 50% growth in
world tourism. If we keep sinking and losing our
pecking order internationally, at the rate we are at
the moment, our balance of payments deficit will
probably go from minus £18 billion a year to minus
£30 billion over the next 10 years. I do not think we
should be complacent here.

Q2 Mr Evans: You say it is 32 million but it should
have been higher. What figure should it have been?
Mr Broke: I would have to come back to you.
VisitBritain will be able to give you that sort of
evidence. It probably should be of the order of 37
million, but that would need VisitBritain to run
those figures. This is absolute fact, which is accepted
by everybody, we are losing our global market share.

Q3 Mr Evans: To who?
Mr Broke: That is a good question. Again, I am not
the expert on that, but there is more travel coming
out of the Far East and, I suppose, initially some of
that will go closer to that area. We are putting up
massive barriers, particularly with our visa charges,
with our VAT on accommodation at 17.5% and with
air passenger duty. Not all these things are wrong
and we do not want just anybody arriving in the
country. We would like the visa system to be solid,
but the question is whether all of that cost for
policing it should fall on tourism or whether it
should fall on a general government budget. If
somebody comes and spends £500 here, that is to our
benefit, and if they are kept out because the
additional cost of the visa to come here over coming
to the Schengen is an extra £40–£50 per head of the
family, well then, again, it is a lost opportunity.
Mr Dawson: I would agree with Robin that the use
of the word “flourishing” is slightly over the top. We
have had a reasonable period of time in recent times,
but we have missed a number of opportunities. If I
can answer your question relating to domestic
tourism rather than overseas tourism, which I think
is the issue that Robin has primarily dealt with there,
those opportunities are really relating to things such
as the competitive nature which we find ourselves in
in a domestic tourism. The domestic tourism market
has changed because we now find that our near
European neighbours are real and genuine
competitors with the growth of budget airlines,
which are now at virtually every regional airport
around our shores. The issues we have missed out on
are things like our VAT level for accommodation
and attraction income. If that were to be at a reduced

level, a number of issues would be addressed. You
would find that the prices of admission and
accommodation would be reduced, there would be
increased opportunities for capital expenditure, you
would find an increase in admission numbers and,
also, we would be that much more competitive with
the European states that currently have a lower rate
of VAT than ourselves.

Q4 Mr Evans: Who are we losing out to?
Mr Dawson: We are losing out to France definitely,
we are losing out to Spain and, to a lesser extent, we
are losing out to Germany, but it is those near
neighbours of ours who I think are the greatest
threat to us, France in particular.

Q5 Mr Evans: You have got free admissions to art
galleries and museums, is that not a plus? If you go
to Paris you will get fleeced.
Mr Dawson: I think there is a slightly diVerent feel
for the attractions such as the museum sector. Whilst
that is an important part of the attractions sector, it
is not total, there are a number of other attractions
for which people have to pay admission fees and it is
those sectors that I am primarily concerned about.
Additionally, we have missed an opportunity of not
changing our daylight hours. Daylight saving to us
is an absolute must. We have an opportunity there
where it is estimated, quite realistically and very
conservatively in my mind, that we could earn an
additional £2 billion of earnings for our tourism
industry if we adjusted to what is commonly called
“Double Summer Time”. Those opportunities go
way beyond tourism, but it is tourism which
obviously is the important issue. In supporting that,
there is the health issue where people would have
greater opportunity for activity and exercise during
the day. There is the opportunity for road safety,
fewer accidents it is estimated by research that is
published today, which you may have seen in this
week’s Sunday Times by Cambridge University.
They are estimating 104 fewer deaths and 400 less
major injuries, a total cost to the Health Service
estimated at £200 million. These are enormous
savings. There are energy questions which the DST
would address. There are exercise opportunities for
people to take more exercise because the end of the
day will be that much lighter. It attacks the obesity
question which is very top of the mind at the
moment. I think there are huge opportunities which
we have had and we have lost, and I would like to see
in the very near future we would certainly address
both those, a reduced level of VAT and daylight
saving.
Dr Thurley: I do not think I am really competent to
say whether it is flourishing, buoyant, successful,
what I know is the heritage part of the tourist
business is doing pretty well; 63 million visits to 821
attractions last year. There are various factors which
aVect how big a slice of the tourism market heritage
gets. You might want to discuss that later, I do not
know. In answer to your question, from my
perspective tourism is a vitally important part of
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what we are doing, it is a vitally important part of
supporting our heritage in this country and tourism
plays a very important role in it.
Mr Hutcheon: I would agree with where Simon
started, from the National Trust perspective we have
had a reasonable year. We had a tricky period over
the summer, indeed the sector did overall, but
around Easter and around autumn time our visitor
numbers are up, our feedback on what people are
getting is great and our membership, which is
another indicator, is at record levels at 3.5 million. I
think we will probably be slightly quietly more
optimistic than perhaps some of our other partners
around the table. I think that is mainly because for
us the domestic market really matters most and, we
would argue, the domestic market matters most to
the UK. It is £60 billion compared with around £12
billion if you were to compare the size of the
domestic revenue market with the international
market. The second theme which has emerged so far
is around missed opportunities. For us the missed
opportunity is to really focus on growing the
domestic market in its broadest sense. What we are
seeing is a growing appetite amongst our visitors and
tourists domestically for access to the real,
authentic, locally distinctive experiences, whether it
is local food or visitor attractions, heritage sites and
fantastic landscapes. What we are also beginning to
better understand is the economic significance of, I
do not know what the term would be, the less formal
in tourist infrastructure, the softer elements of what
our tourism oVer is. I was really struck by some work
which the Ramblers’ Association did recently on the
economic value of the Cornish Footpaths which, I
think the conclusion was, outstripped the economic
value of the flagship project in that area, the Eden
Project. It is these informal, small-scale, often family
business-type enterprises which, we would argue, are
the life blood of the tourist economy. They are also
doing reasonably well, although there are issues that
we could do more to make more of those
opportunities.

Q6 Mr Sanders: Low cost airlines have seen an
enormous increase in the number of people
travelling longer distances than in the past, but it is
a two-way process. Have we benefited from inbound
tourism as a consequence of the increased number of
flights and their relative cheapness to the past?
Mr Dawson: Certainly not in our sector. I would not
have thought there would have been any benefit on
the incoming flights.

Q7 Mr Sanders: Why not?
Mr Dawson: Because I do not think they come for
the type of attractions which we operate in the
private sector, I am sure my colleagues probably
benefit to an extent. That is the whole point, that we
are competing with theme parks, amusement parks,
safari parks and those are growing enormously in
Europe due to the obvious benefits to tourism. I
think that is why they are far more competitive for us
now, and those opportunities exist within their own
country. What happens with our tourists is they are

going over there and finding, “Oh, yes, I can do the
same thing over here for my family holiday that I can
do in the UK”.
Mr Hutcheon: Speaking from the National Trust
perspective, as a conservation organisation as well as
a significant tourism operator, we are extremely
concerned about the impact of the huge growth in
low cost flights, not just on the tourism deficit, which
we know has been growing significantly over the last
ten years, and already this year around £13.5 billion
more is being spent abroad by our UK residents
holidaying abroad compared with the inbound but,
also, for the significant environmental impacts from
the growth of this industry. We face it directly
through the demands of airport expansion, and we
are currently opposing expansion plans at Stansted
Airport. We are concerned about the impact on
properties around Wolverhampton, East Midlands
and John Lennon International at Liverpool. The
associated impacts are around traYc, extra
development, noise, air pollution and ultimately it is
undermining the tourism oVer. It was interesting to
see some work from, I think it was, the Campaign to
Protect Rural England (CPRE) last year which
highlighted the impact on tranquillity, one of the
really tremendously important aspects of the
countryside, from aircraft now stacking around
these regional and major airports, so it is
undermining part of our tourist oVer.

Q8 Mr Sanders: What is your answer to that? We
cannot stop people flying abroad if the oVer there is
better than the oVer here. What needs to be done to
persuade people to increase the domestic tourism
market?
Mr Hutcheon: It is a very complex issue. There are
all sorts of elasticities and things to take into
account, but we need to progress on two fronts. One
on the positive side, as I was highlighting earlier, we
need to emphasise the attraction of the domestic
market to encourage people to holiday at home and
to make that experience more rewarding, a high
quality experience, and perhaps address some of the
other issues we mentioned earlier around the cost, to
make it more attractive to people to reduce the
demand for flights. We also need to make it a slightly
more even playing field and recognise that currently
the aviation industry has expanded on the back of a
failure to take account of its wider environmental
costs. We could look at issues like an EU-wide
charging scheme, aviation fuel tax, and international
CO2 emissions trading schemes. These are all very
tricky and diYcult issues to progress, but those are
the ones we think will make the most diVerence.

Q9 Mr Sanders: In terms of the amount of money we
spend on marketing, VisitBritain spends far more on
marketing this country overseas than it does on the
domestic market. I think about £13.3 million is spent
marketing England to the domestic market and
£35.5 million is spent on international marketing.
Do you see a negative impact of that imbalance in
marketing spend?
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Mr Broke: Yes. VisitBritain is very tight for funds
and I think we are all very clear that they need far
greater financing if we are to take the opportunities
available. They carve their cake very sensibly at the
moment. You have to look at the funding in the
round in that there are other players here, obviously
local government and the RDAs, and the
Government will say there is a much bigger pot of
money available. The one organisation which is able
to market us as Britain abroad is VisitBritain and it
is right that they concentrate on that. We have
certainly seen a vast benefit from the fact that they
have now been allowed to market England to the
British. Indeed, we have had yet another step-change
there with the arrival of VisitEngland, the launching
of that was only last week.
Mr Hutcheon: We are hugely excited about the
arrival of VisitEngland and the signal which it sends
that we recognise the importance of marketing
domestically. We think the imbalance does exist and
we would prefer to see greater emphasis on domestic
marketing. As I was arguing earlier, it is a far larger
market, I think you could argue it is greener too and,
as I was also outlining, the likely reduction in the
need to travel abroad. It is also better for local
economies generally because they are smaller scale
businesses.
Mr Dawson: As Robin has suggested, it is not the
slices of the cake, it is the size of the cake that is the
problem. I think they are doing a very good job and
they are competing in the world market. The
marketing spend for overseas marketing is going
down and down in comparison with the spend
elsewhere. The other problem is, of course, we have
no nationally co-ordinated tourism strategy. We
have VisitBritain doing the best job they are able to
with the funds available on the centre side and then
we have disparate operations going from RDAs and
RDPs around the country without any form of co-
ordination and in many cases competing with each
other. That cannot be good for the domestic market.
Dr Thurley: Since 2003, when the RDAs had
responsibility for this, we have seen a total
fragmentation of eVort in England which has
increased costs, increased complexity, increased
confusion and, I do not know whether we have the
data to say has decreased eVectiveness but it would
not be at all surprising if that was the case. Certainly
our most significant concern, as a national
organisation with a national marketing strategy, is
there is no such thing as a national approach, it is
broken down into myriad, tiny little units all over the
country all overlapping and that is a real problem.

Q10 Mr Sanders: The RDAs and local government
boundaries tend to be diVerent from the boundaries
of geographical tourist areas. How can we solve that
problem?
Dr Thurley: Jaws drop around the table!
Mr Dawson: I guess the opt-out answer is, well, what
a shame we never started it in the first, but that is not
an answer to your question. That is a diYcult one,
but there needs to be a central lead in order to bring
them together. I do not think it is a question of
changing the boundaries, that would not be

practical, but what is lacking is that centralised
strategy which everyone understands in the industry
of where it is we are trying to go and how best we
should get there, that is what is really lacking. If
there were to be such a strategy, the rest is likely to
come together.
Dr Thurley: It is obviously very tempting to say,
“We wish we had never got into this situation in the
first place” and I am not going to say that because
that is very negative. The other thing which is
tempting to say is, “Well, why don’t we re-organise
it?” The re-organisation of 2003 is only just
beginning to take eVect and any further re-
organisation would knock us back another five
years. I think what we have to do is we have to work
with the RDAs and the other bodies to see if we can
get cross-border co-operation on this. You are quite
right, the natural units for marketing heritage
attractions or visitor attractions, whatever they
might be, are not necessarily the boundaries drawn
on a map which are the government regions. and I
think that is a major issue which needs to be tackled
in the next couple of years.

Q11 Alan Keen: It is a fragmented industry anyway,
is it not? Presumably it must be DCMS’s fault that it
is not co-ordinated? What should they be doing that
they are not doing? I know there are not many of
them for a start and they are probably doing their
best, but there are not enough of them, is that right?
Mr Dawson: It is one of the problems and you have
identified a very good problem, that is the size of the
tourism set-up within DCMS. It is of great concern
that there are so few operating and their
responsibilities are very varied. I think they are
doing the best they can. I was looking at an
interesting statistic only this week where it says that
the British Potato Council has 51 full-time
employees. I am a great fan of potatoes but I fail to
see how they can justify 51 when our own DCMS
have, and there is an arguable figure here, some say
it is 18, some say it is 30 full-time employees, but it
is an enormous disparity.

Q12 Alan Keen: I spend most of my time trying not
to eat chips, I do not need 51 people to convince me
that it is a good thing to eat them!
Mr Broke: I think the main problem here is, as you
know tourism is such a diverse industry and there are
very, very few big players. Therefore, oddly, on this
occasion one would be arguing for more central
control and that comes both from DCMS and
VisitBritain as their enforcer, the people who can go
out and do things. VisitBritain have been
emasculated of late. They are doing a fantastic job
with the resource they are given, but we really are
being very foolish when we have an organisation like
that with a proven audited ROI—return on
investment—of 30:1. Most of us would be saying,
“How many pounds can I put in?”and they have
been on standstill funding for 11 years. They could
answer a lot of the problems of this co-ordination
given a chance.
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Dr Thurley: I think it is a little bit of a red herring to
ask how many people are in DCMS because the
DCMS has created an agency which is at arm’s
length, that should be properly funded—and I
absolutely agree with Robin on that point—to
undertake these functions. That agency, like English
Heritage, should be the agency which has
formulated a strategy, that is carrying through the
work and is given the resources which are required
to do the job. My view is you want fewer people in
DCMS, fewer civil servants because VisitBritain
should be doing the job themselves and they should
be left free from interference to get on with the work
properly funded.

Q13 Alan Keen: This Committee recommended a
minister for the Commonwealth Games and we got
that and it helped bring everything together. Should
there not be a minister for inward tourism with that
one concentration?
Mr Hutcheon: Not inward tourism but tourism in
the round. I would argue they should also be
responsible for the domestic market too. The point
I wanted to make here was that one of the critical
things that DCMS can perform, which, perhaps,
even a very well-resourced VisitBritain cannot
perform, is the championing role of the interests of
the sector across Government. DCMS should be
negotiating with Defra on how farmers are paid to
produce the fantastic landscapes which are part of
our product. They should be negotiating with the
Department for Transport to ensure that where
possible there are at least some local transport
opportunities to visit these attractions. It should be
liaising with, for instance, DCLG to make sure there
are some sound planning decisions to ensure the
landscape is protected. I think that championing
role is one which DCMS alone can really fulfil.

Q14 Alan Keen: Do you think people understand
this but have not got around to recommending it, or
do you find that people do not see there is a need
for it?
Mr Broke: The problem is tourism is a sort of
Cinderella industry as far as most people are
concerned, they do not see it as failing and therefore
nobody is taking tourism seriously. All of us in
tourism believe, again, these are lost opportunities,
tourism should now be taken seriously. It is our fifth
largest industry, it has the ability to employ a lot of
people and it is ridiculous not to take it as seriously
as it should be taken. I am told that Lord Smith,
Chris Smith when he was the Culture Secretary,
when asked how often in his time tourism came up—
and I think he had about four or five years in
Cabinet—very honestly the answer was never. If we
asked James Purnell that, I do not know whether,
again, the answer would be more or less never.
Having said that, I do know that James Purnell has
ensured that when we had the flooding and the foot
and mouth, that on COBRA the tourism aspect was
knitted in and we saw a much better performance
there. We need that to be going on every day and all
day between all the Government departments to get
that joined-up thing and people to realise it is our

fifth largest industry. One of these days our first
largest industry may not perform quite as well as it
has been, and we are very foolish to leave all the eggs
in one basket when there is this opportunity
available.
Mr Hutcheon: Something which, as a sector, we
sometimes underplay is the other contributions, the
benefits, which tourism, as an activity, brings to the
nation. We do argue that it is a hugely significant
economic force within the country and we would not
disagree with that, but tourism, done in the right
way, can also help underpin the regeneration of
remote rural communities because it is one of the few
industries which can take place there. It can help
justify investment in land management, it can help
sustain local food economies and it can help create
opportunities for people to go out and exercise and
have a healthy lifestyle. If we see tourism in that
broader sense, then suddenly the question about
what tourism is for becomes more compelling and,
therefore, the reasons for government to intervene,
support it and grow it become all the more strong.

Q15 Alan Keen: What you are presumably really
saying is, and correct me if I am wrong, it is a
fragmented industry. Politicians get obsessed with
the idea of decentralising everything. Is it true there
is not the right balance? We want co-ordination on a
national level, allowing that it is a disparate industry
and you all look after your own sectors, but it needs
co-ordinating. Does that sum it up reasonably well
or do you want to add to that?
Mr Dawson: I think it does. We should not forget
that we are all members of the Tourism Alliance,
which is the body that came into being as a result of
the foot and mouth crisis when tourism suVered very
badly and the problems were not recognised until it
was too late. You can now be confident that we are
less fragmented than we were due to the existence of
the Tourism Alliance.
Dr Thurley: We do have a great opportunity, which,
of course, is the Olympics—and no doubt you will
move on to this—to focus political attention on the
issues of tourism and, also, focus attention on
spreading the benefits of tourism around from the
relatively small nodes where it is very intense,
obviously primarily London, around the country. I
would hope one of the Olympic legacies would be a
much more co-ordinated approach to tourism and
also a much higher priority aVorded to it within
policy.

Q16 Mr Hall: Is it a useful thing to do to focus on
how many people in the Department of Culture,
Media and Sport are involved in tourism? Is that
something which the Department should be doing?
Colin, you are the one who said there are only 18.
Mr Dawson: I think it is in so much that we have this
weakened representation, not just within the DCMS
but also within VisitBritain, because of lack of
resource. We are looking for ways of increasing our
strength within Government.
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Q17 Mr Hall: How would increasing the number of
people working in DCMS on tourism help you?
Would it not be better if we put that money into
frontline services?
Mr Dawson: There is an argument to be made that
if the VisitBritain strength were to be increased and
resources were adequately provided, perhaps it
would be absolutely right that the DCMS
representation would not need to be increased, but it
is a decision about which way we are going first. The
most obvious way would be to increase funding to
VisitBritain and see how that aVects it and whether
or not the manning in DCMS could be reduced or
not. We would have to see the consequences of that.

Q18 Mr Hall: How much extra should we give them?
We have heard from Robin about an 11-year
standstill budget, how much do you want?
Mr Dawson: If we look at the 11 years, that amounts
to a 17% decrease compared with where they were 11
years ago. I would have thought they ought to be
looking for at least something in the order of a 15%
increase over and above. That still will not put them
quite where they are, but you have to be obviously
realistic on the other calls on the CSR. I guess a 15%
increase would be very welcome by us.

Q19 Mr Hall: Did you make that submission to the
Chancellor in preparation for the—
Mr Dawson: The Tourism Alliance most certainly
did.

Q20 Mr Hall: What did he say?
Mr Dawson: We have not had a reply yet.

Q21 Mr Hall: I do not want to trample over some of
the questions that are going to come later on that.
Mr Dawson: I believe the announcement is expected
very soon, so until we know the result of those
decisions, we cannot comment.
Mr Broke: The problem is tourism is not perceived
as a failing industry. You have heard from us today,
we are not failing but we could be doing so much
more and that is the frustration. When you say to the
Chancellor, “You put £1 in and you can get £30 back
and then you can have some more kidney machines
and some more books in schools” and people do not
take you up on the oVer, that is the frustration and
it would be wonderful if we could do something
about it.

Q22 Mr Sanders: It does not depend on which bit of
the industry we are talking about, but parts of
tourism are in decline. Our seaside resorts are not
doing as well as they were 30 years ago, but there are
new tourism markets, such as farm tourism, inner
city tourism, with conference centres being built with
public money creating new tourism products in city
areas, whilst our traditional accommodation areas,
the Blackpools and the Torquays of this world, are
struggling.
Mr Broke: Indeed, I think you are going to hear
evidence from them later this morning and I am sure
they will be able to answer that.

Mr Dawson: The point you are making is very good.
There is great concern about our coastal resorts and
that concern is increasing day by day. In recent
times, if we look at the impact the Gambling Act,
which came into force only on 1 September, has
already had on our coastal resorts, I have members
who are running arcades on the coast reporting as
much as a 25% downturn already and we are only a
little over a month into it.

Q23 Mr Sanders: These tend to be family-owned
businesses?
Mr Dawson: These are family-owned businesses
operating on the coast. They have lost the machines
which allowed them to compete with the betting
oYces. As a consequence of that, they have lost their
principal market, particularly in the lower season,
and they have now shifted into the betting oYces.
The strange thing about that is one of the objectives
of the Gambling Act was to reduce the attraction to
the vulnerable and here we are taking from an adult
gaming centre into a betting oYce where the
opportunities to gamble are even greater than they
were. It is a strange thing. I am sure that was not the
intended consequence but that is a consequence.

Q24 Mr Hall: Robin, you keep referring to tourism
being the fifth strongest industry.
Mr Broke: Yes.

Q25 Mr Hall: Is tourism in the right department
then, surely it should be in the new DBERR
department rather than DCMS?
Mr Broke: Throughout my time in tourism this
question has been asked and whether we want to be
a small fish in a big pool or a big fish in a small pool.
I think the feeling is whichever pool we are in it is
probably not going to make a great deal of diVerence
until the Chancellor of the Exchequer and the Prime
Minister get engaged and at that point it will not
matter which pool we are in. That is where the
message needs to get through to. Meanwhile, the
DCMS struggle away. There has been talk as to
whether we should be in industry because we are in
an industry department or because we call ourselves
an industry. The Tourism Alliance discussed this at
their AGM and at the moment we feel we are happy
with the DCMS, where we are.

Q26 Mr Hall: You are quite happy to stay put?
Dr Thurley: Being the Chief Executive of a body
which people frequently say should be in another
department, I think it is irrelevant which department
something like tourism or heritage is in because the
point is these are cross-department activities, they
are pan-government concerns and certainly the way
we would look at tourism is not as a series of
individual attractions. The reason people come to
Britain, above all other reasons, is because of our
heritage, our history and the stories we can tell and
that is about what cities and towns and our
countryside look like. It is what Bath looks like,
what Chester looks like and what York looks like.
You might go to York and not go to Jorvik. You
might just go there, go shopping and go and have a
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cup of tea and stay there for a couple of nights and
not actually visit any specific attraction. For that
reason the concerns of Government over tourism
have to stretch into areas of regeneration, planning,
land use and countryside regeneration, it is a huge
series of issues. Where it is in government does not
make any diVerence, the thing that really matters is
that in each of the various strategies the Government
will have to cover these areas tourism is
acknowledged as a major, major factor.

Q27 Mr Hall: Would you like to see a tourism tsar
rather than a tourism minister?
Dr Thurley: You can call them what you like. The
important point is that tourism is taken into account
in a whole wide range of government strategies. We
are seeing this happening, we must recognise that. In
the recent planning guidance from CLG, tourism is
recognised as being a major factor which needs to be
taken into account when you are making planning
decisions and that is the sort of thing we need to see.
Mr Dawson: It was interesting that that very
document was produced with the Tourism Alliance.
That showed how these things can work.

Q28 Chairman: Can I come back to VisitBritain. We
talked about the relatively flat level of funding over
the past 11 years and, Robin, I think you used the
word “emasculated”. Obviously we do not know the
detail yet of the CSR, however, the fact that DCMS
has trumpeted the amount of extra funding going
into arts, the Olympics and sport and the fact that
tourism has not been mentioned does not make one
terribly optimistic that you are going to see a sudden
increase. If we have another year of no better than
steady funding at the present level with no real
increase at all, what will your reaction be to that?
Mr Broke: We are already getting ready with a press
release, in the Tourism Alliance, in case it goes that
way. Obviously VisitBritain is a very professional
operation and they will make do and will optimise
the assets given to them. We are back to the fact that
with the Olympics coming up, as we have said, what
is the point of spending £9 billion on the Olympics
and then for the want of that last sort of £20 million
we are not going to reap the benefit out there. The
torch passes to us next year, this CSR is for three
years. Meanwhile, VisitBritain is now down to
something like, I think our spend in America is
slightly less than Aruba and, remember, American
visitors are enormously important to us. I had to ask
Colin where Aruba is but it is an island somewhere.
Then you will be aware that the Australian
campaign at the moment, “Where The Bloody Hell
Are You?” is more than I think VisitBritain has had
for about two years to market to the entire world.
Does it make sense? The answer is no. To answer
your question, Chairman, I have every confidence
that VisitBritain will do the best with what they are
given.
Mr Dawson: In direct answer to your question, our
response would be one of huge disappointment, and
there are a number of concerns we have expressed
continually to VisitBritain and the DCMS. One of
those is the lack of statistics. We are being starved of

valuable information as an industry because the
financial resource is not there to capture that
information.

Q29 Chairman: Simon, this scenario of seeing other
bits of DCMS enjoy real terms increases while one
bit remains static if not falling in real terms is one
with which you will be very familiar. As well as
VisitBritain, are you able to tell us about your own
outcome?
Dr Thurley: Yes, I am. As you know, the DCMS’s
priorities, as announced by the Chancellor of the
Exchequer and by the Secretary of State, were
maintaining free admission to museums and funding
the Arts Council which, after he had given them
above inflation increases, did mean it was obvious
that other parts would not fare so well. We made a
very strong case about heritage and the Secretary of
State gave us an additional £11 million over the three
year period. Given the very tight circumstances and
the lack of manoeuvre that he had, we felt relieved.

Q30 Chairman: It could have been worse?
Dr Thurley: It could have been very, very much
worse. We could have been standing still, which is
what we had done for the previous ten years, so we
are grateful for the acknowledgement that heritage
plays an important role.

Q31 Chairman: But as for VisitBritain, you would
share—
Dr Thurley: Chairman, I could not possibly
comment on another DCMS body’s funding
situation. All I would say, though, is if you give an
arm’s length body a set of objectives and you agree
those objectives and you agree the funding level
which is necessary to achieve those objectives, it is
really for the Department to fund them properly.
Mr Hutcheon: I would agree with the comments that
have gone before. We will be hugely disappointed if
VisitBritain is not able to continue its good work,
including the potential for the new VisitEngland to
continue marketing the UK to the home market.

Q32 Chairman: Several of you, in talking about
opportunities available to VisitBritain, have talked
specifically about overseas marketing, the
opportunities for the Olympics to attract more
visitors here and the role of VisitBritain. It is true
that something like 70% of VisitBritain’s budget
goes on overseas marketing, but it generates only
20% of the revenue from tourism. Should we not be
spending more on trying to persuade our own
citizens to take holidays within the UK?
Mr Broke: Yes, but those are diVerent amounts in
many ways, are they not? At the moment I have got
the domestic down as £67 billion day visits and
general things, and the foreign visitors probably
worth £16 billion to us. Now, we can argue about
semantics, but nobody else is in the position to
market Britain abroad, Britain as such. Scotland can
do a bit for itself and Ireland and Wales, but that is
their remit, whereas I think within England,
marketing England to the British, which is the other
role that VisitBritain have, there are others doing
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that. The RDAs particularly have budgets which
they can use for that. That is something which even
we in the industry can do. Although we are very
diverse and have very few big players—and visitor
attractions have just got a big player for the first time
in the merger of Merlin Entertainments and the
Tussauds Group producing Merlin Entertainments
Group, but even they only employ 13,000 people in
12 diVerent countries—there is not much money
around belonging to the operators and
organisations. That is why we would like some more
of the tax that is generated by the industry back. I
think it is right that where we are really hurting is in
the budget to keep our global position and it is by
losing that global position that our balance of
payments deficit goes further and further out, which
is unhelpful.

Q33 Chairman: Colin, in your sector, you have said
that your members primarily benefit from visits
from domestic tourists, not international tourists.
Mr Dawson: Yes.

Q34 Chairman: Do you feel we should be doing more
on the domestic front?
Mr Dawson: It is a question of balance. I am not
particularly concerned about the percentage which
is currently allocated to domestic tourism because I
do understand the need there. To give an impression
that none of our members benefit from overseas
tourism would be wrong because certainly within
London, with the attractions like the London Eye
and Madame Tussauds, they certainly do benefit
from the overseas market. It is back to the question
of the size of the cake, that is really the problem. It
is not the amount that is being spent or the
percentage that is being spent, it is the fact that the
cake just is not big enough.

Q35 Mr Sanders: What about what they do in
Canada, which is eVectively a hypothecated ‘bed tax’
to pay for the marketing of tourism?
Mr Broke: Most countries spend a lot on tourism—
a lot more than we do, yes. There are various ways
they do it. If tourism is your very big issue, then of
course the third most powerful minister in
Government is probably the tourism minister. We
are not in that position. But we are losing our global
position and we should strategically be looking at
where that takes us and whether, for what are really
very small amounts of money, we could arrest that
decline and maybe even reverse it.

Q36 Mr Sanders: You talk about “the cake needs to
be bigger” but how do we make the cake bigger?
Where does the money come from? I do not expect
you to argue that we should take it from another
source, but is there a way we could generate more
ingredients to make that cake bigger?
Mr Dawson: Most certainly. Double summer time
will do that. £2 billion. It is a very economical move
to make.
Mr Broke: When we had a big campaign behind Tim
Yeo’s bill last year, I wrote to my MP, as one does on
these occasions, who obviously passed it on to Jim

Fitzpatrick, Minister at the DTI at the time, and on
24 June he wrote back: “The Government will
oppose the Bill. However, the Government remain
open to any persuasive new evidence”—new
evidence—“that might come to light and cause us to
look at this again in the future.” I would hope that
your Committee might feel some new evidence has
come to light, particularly on the energy side. We
already know about the road deaths saving, but the
energy saving side is new evidence that is becoming
very persuasive, I feel.

Q37 Chairman: Robin and Colin, you have both
made your support for this proposal pretty clear. Do
the National Trust and English Heritage take a
similar view?
Dr Thurley: We do not have a position on it,
Chairman.
Mr Hutcheon: We have been supporting ALVA on
their role.

Q38 Chairman: It is not a central part of the inquiry
into tourism that we are conducting; nevertheless,
plainly you feel very strongly that this would make
a real diVerence.
Mr Dawson: As, indeed, Chairman, does the
Tourism Alliance.
Chairman: We will take that on board. Mike Hall.

Q39 Mr Hall: In terms of tourism data, what could
the Department of Culture, Media and Sport do to
improve the data we have on tourism that would
make a real diVerence?
Mr Dawson: I think we are lacking in a number of
areas. I think we are lacking in a quality list of
accommodation providers and on the attractions
sector. It is perceived, depending on whom you
speak to, that there are 6,000 or 4,000 or 5,000 listed
attractions in the UK, and the honest answer is we
do not know. We do not know the frequency and the
time stats on what day-visitors want from our
market-place, other than the research that is done by
operators themselves. We have no national picture.
We have no detail on trends/short-term trends that
would help industries and sectors plan, and neither
do we have any real information on domestic
tourism expenditure, other than at a very local level.

Q40 Mr Hall: A real quality improvement in that
would make a significant diVerence to the industry.
Mr Dawson: It would, because all the planning
evolves around information and statistics. Without
it you are really feeling your way in the dark to a very
large extent and it would be particularly important
to produce a national strategy based on that
information.

Q41 Mr Hall: Would it be possible to do it for the
whole of the industry, or would it have to be within
the various sectors of the industry?
Mr Dawson: I think it would be beneficial to do it
sector by sector, but, in the absence of anything, we
will take what is available.
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Q42 Mr Hall: That is quite interesting.
Dr Thurley: As far as the heritage sector is
concerned—and you might disagree with me,
Gregor, but I hope you will not—we are pretty
happy with the coordination that we have managed
to put in place with VisitBritain and through the
work we all do together called Heritage Counts to
put together heritage data. That has recently been
reinforced by DCMS’s own survey which was called
Taking Part, which has been very helpful as well.
There are obviously always things you can ask and
do, but, in terms of our particular sector of the
business, I think we are reasonably happy with what
is going on.
Mr Hutcheon: I would agree with Colin that there
are certain areas where we would benefit from more
data to help with our business planning, particularly
around the day-trips market.

Q43 Mr Hall: You just mentioned Heritage Counts
and you say that is a very good measure. Is there
anything that could be done to improve that? Is there
any more information that would be helpful to you?
Dr Thurley: We are continually importing new sets
of data into Heritage Counts. It has now been
running for five years and we are beginning to pull
out some quite interesting trends, but we are always
keeping our eye open to include more research in it,
wherever it could be found.

Q44 Mr Hall: The OYce of National Statistics could
help more perhaps.
Dr Thurley: Possibly.
Mr Broke: I think I am right in saying—and I am not
an expert in this area at all—that there was
something called the Allnutt Report in 2004 which
identified the major gaps in our statistics. Everybody
in the industry, basically, signed up to that and said
that that is the situation. We really need that to be
implemented. Those gaps still exist. It has not been
implemented. We do not need to reinvent the wheel
here; what is needed is contained in that report.

Q45 Mr Hall: How much would that cost?
Mr Broke: I would not know.

Q46 Mr Sanders: We need the statistics to work
that out.
Mr Broke: I think we would have to say not large
sums. No, not large sums: under a million.

Q47 Mr Hall: Is the UK Tourism Survey of any use
to you?
Mr Broke: Limited.

Q48 Mr Hall: Simon, you are nodding your head.
More than limited?
Dr Thurley: I would have to come back to you on
that. I could not rank it marks out of ten, I am
afraid.

Q49 Mr Hall: I was not asking you to do that! Greg,
do you have the UK Tourism Survey? It is a great
source of information on tourism, is it not?

Mr Hutcheon: Again, I am not an expert in this area.
Certainly I am aware that it has helped us get an idea
of trends, but, as to whether it has suYcient detail to
help with the other original challenge around
business planning, I am not sure whether it goes to
the level of detail or is asking questions in the right
way to be useful to us.

Q50 Mr Hall: Is it right or wrong to say it is now
much improved? It is obviously not striking you
much at all, is it?
Mr Dawson: I think those are your answers.
Mr Hall: Thank you, Chairman.

Q51 Helen Southworth: Could I follow up on some
of the answers you have given to Mike. What role is
technology playing in terms of data collection? I am
interested in testing out whether what we are
actually seeing is an attempt to get towards a way of
collecting data which is remarkably old fashioned
and remarkably expensive, when in fact the world
has changed around us and you have a fragmented
industry which is fragmented because the majority
of the players in it are individual operators, not huge
operators but significant operators who are very
focused on making their business work. The world
has changed for people like that who are now using
information technology. When, as a family, we want
to go somewhere for the weekend or whatever, we sit
in front of the computer for half an hour before we
work out where we are going to go, and by the time
we get to where we are going, we know what the
menus are going to be, we know what the rooms are
going to look like, we know what the area around it
is going to look like and we know what the visitor
attractions around it are and we have selected the
ones we fancy from those. You can do that in a very
short period of time now. We pick from those people
who have put stuV up on the Internet. We are not
alone in that. We are probably at the top end of the
generation that does that, and we are certainly not
young. You have a large, large number of people
who whizz through the Internet to find out what they
are going to do tomorrow or what they are going to
do next week. That is the vehicle that people are
using to decide whether they are going to go to
Malta or Lanzarote or the Lake District. What are
you doing about data in that, managing that, and
encouraging people to put stuV up on the Internet
themselves and to use that as a data-collection
process?
Mr Dawson: That is certainly happening within our
sector. The line for online bookings is an increasing
line, and quite dramatically so over recent years.
Certainly that does allow you to collect quite a
significant amount of data from there—indeed,
there are many online questionnaires now, for when
people have been to their attraction or their chosen
location and then go back—but of course that is very
geographically centred and does not really give you
the national figure. We are trying to encourage
people to invest in new attractions, expanding their
businesses, and it is that sort of information that is
not readily available for those decisions. Localised,
small decisions on what are we going to do next year
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are not a major problem; it is what we are going to
do in five years/10 years time with their businesses
that is the sort of information that is currently
lacking.

Q52 Helen Southworth: Should that not be using the
same technologies. I used an example of how I do it
but I was saying that the world has changed. The
world has changed, so what are you going to do
about collecting your strategic information using the
changed world?
Mr Dawson: I think it is happening but it is
happening on a low-cost scale with individual
businesses rather than on a national scale.

Q53 Helen Southworth: What needs to change to
make it happen nationally?
Mr Broke: VisitBritain and DCMS really needs
central coordination and with the RDAs. That is
where this information should be residing and then
being collated and then being presented in a useable
form. I am sure they are all coming to give evidence
to you later and I think it is a better question to ask
them. I know VisitBritain, within their very tight
budget, are being very proactive and I think they are
funding two places to go to the National Statistics
OYce or whatever it is to enhance the ability to
extract the information that is needed for tourism.
And there will be more to do. As Colin has said, if
you are trying to plan, those facts and figures are not
readily available.

Q54 Helen Southworth: That is a very hierarchical
way of managing things in a diVerent world.
Mr Broke: I take your point. Ideally, everybody is
collecting those statistics and there is a way of them
coming up through the RDAs and on up. It would
be very foolish not to, as long as the Data Protection
Act allows that to be used in that way. VisitBritain is
running a remarkable website which keeps winning
awards and they are hoovering up six million email
addresses and facts and figures on people there. I
think you will find that people are on the case.
Dr Thurley: There are two issues really that you
raise. One is about how we capture data from our
businesses and then share it. Some of that, of course,
is commercially confidential, because increasingly
for each operator the data they have about their
visitors is a very, very valuable commercial resource.
We would love to get our hands on the National
Trust’s membership list—all, whatever it is, three
million of them—because it would boost our
members from a mere 650,000. That is the first point:
there is an issue about the data you keep to yourself
because that is your marketing base and the data you
can share with other people. The second aspect of
your question is I think also extremely important,
which is the way the pattern in which we market and
promote sites is inevitably going to change. We have
a network of tourist information centres which have
not been mentioned yet in this debate. On the future
role of those and the amount of investment put into
those by local authorities and the nature of what is
provided there and whether that will remain the
same in a world where people do what you describe,

I think there are some quite big questions that need
to be asked on the marketing side by the RDAs and
the local tourism partnerships about the sort of
information they are providing and where they put
it.
Mr Hutcheon: From our perspective, what is
exciting about new technology is its role as a
marketing and a communication channel, so that we
can meet the consumers’ needs—in the way you have
described how you go online to decide where you are
going to go for your weekend break. We know from
our own surveys, 50% of our members are online
every day and 80 or 90% of them have access to
broadband. That is across three and a half million
members. It is not the issue about having access to
new technology, it is about competing and grabbing
attention to use it as a communication marketing
channel. I am confident we are learning some
lessons, we are getting better at it, and that will be
part of the future about how the Trust and, I guess,
our other partners will promote ourselves. We do
share data where we can. I have just come from a
meeting last week where English Heritage and
ourselves were sharing data about one of our most
important days of the year, Heritage Open Days,
when over one million people come to heritage sites.
We have been sharing information about that. But
using new technology to capture data—and it is an
area I am not an expert in—we need to understand
what data it is and what is the best method to get it.
I love Trip Advisor and I look at Trip Advisor to
help me decide where I am going to go on holiday
but I have not yet put a review back on Trip Advisor
about my experience. You have to be aware that
some of the data you get might be self-selected and
quite skewed and so you need to work out what you
need and what is the best way to get it.

Q55 Helen Southworth: I would like to move our
focus slightly onto environmentally friendly
tourism. Could you, first of all, describe to us about
the changes that have been happening in the industry
in terms of environmental sustainability. Secondly, I
would like you to look at what that means in terms
of being able to draw in people within region or
across region in terms of domestic tourism. How are
you attaching to the new understanding of the
environment?
Mr Hutcheon: I think there are two issues. One is the
nature of the tourism oVer, where I would argue that
a high quality environment—be that fantastic
historic places, beautiful landscapes, fantastic coast
and seaside—is the underpinning of the market
oVer. Those things are what people are coming to
see—it is what they are coming to see, it is what they
are coming to experience. They want authentic
experiences. They want to escape from modern life.
They want to feel refreshed somehow. That is a trend
that has been growing over many years and we are
benefiting from that trend. I am trying not to argue
that green tourism is a niche: it is a fundamental
aspect of what the tourism sector is about and what
people want. On top of that I do think that general
environmental awareness among consumers has
grown hugely and therefore people are beginning to
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expect their tourism providers to be doing what they
can to minimise their environmental impact. That is
a slightly diVerent issue from what they are going to
see and experience.

Q56 Helen Southworth: How eVective do you think
the industry has become in doing that?
Mr Hutcheon: I cannot speak for the sector as a
whole but, in terms of the National Trust, our new
strategy launched this summer has, as one of the four
main elements, reducing our environmental
footprint; so we are trying to behave more
responsibly and reduce our environmental footprint
across everything that we do, from putting in energy
insulation in our holiday cottages, to sourcing local
food, to trying to come up with green transport
schemes. A greater proportion of those visitors who
arrive by car can be persuaded to come by other
means.
Dr Thurley: I think we—English Heritage, National
Trust and others—have to come clean on this one
because, essentially, we operate a rural tourist
business and the only really eVective way of getting
there is by car. The biggest challenge we face is trying
to find ways of reducing people’s dependence on the
car travel. It is very, very, very diYcult because of
course public transport in rural areas is getting
harder and harder and it is only in places like
Hadrian’s Wall, where there is a very intense group
of tourist attractions, and particularly heritage
attractions, where it is possible for everyone to chip
in a bit and get a bus service to operate. The vast
majority of country houses, parks, castles, abbeys,
churches, small villages can only be reached by car.
That is the biggest green challenge that faces us all
and we do not have an answer to it.

Q57 Helen Southworth: It is the fifth largest industry,
so what contribution is it making to tackling
climate change?
Mr Dawson: I think the awareness of the Green
Tourism Business Scheme has helped enormously.
That is a scheme that assesses a business over a
number of environmental factors: what it is doing
about energy/water saving; what innovations it is
making in helping itself to become greener. We have
an interesting example: one of our members, which
is a safari park, has found a scheme of burning
animal waste to create electricity and it is now
creating enough electricity from burning animal
waste to function the whole park—and there is a
small amusement park attached to that. It is all being
done on biomass which is an animal waste scheme.
Also, we are now discussing with BH and HPA their
Green Awards, which have been enormously
successful—the Bellamy awards, which you can join
at a bronze, silver or gold level. We are discussing
how we might transfer those across into our
attractions sector. We had a presentation at our
summer conference on this very subject to bring that
to everyone’s notice and we are now encouraging
them to do this.
Mr Broke: Colin just mentioned David Bellamy.
Rather controversially, I do not know whether
people saw in the Times yesterday an article there

saying that only 7% I think of all papers published
on climate change between 2004 and February 2007
explicitly endorsed any consensus that manmade
CO2 is causing catastrophic global warming—quite
an interesting view—and today of course there is
completely the opposite view. Having said that, I
think tourism is very much doing its bit. We have
just republished a new national Code of Conduct for
visitor attractions and in that is very much an
exhortation to act in a sustainable way. I also am
aware that, on the accommodation side, on their
website they can accredit themselves with, again,
being environmentally friendly and sustainable and
green, and there are already indications that people
are minded, like yourself, when going in and
booking, to favour those ones. It is in the operators’
interests to behave responsibly and the operators
now know that.

Q58 Helen Southworth: Have you made any
assessment of the opportunities that there are
available in terms of people who are becoming
increasingly conscious of the environmental impact
of foreign travel? Are you marketing towards that
group of people? If so, what are you expecting
from that?
Mr Hutcheon: I am not sure I have quite understood
the question. We used to have a high proportion of
our adverts in our members’ magazine encouraging
our members to holiday abroad. We have taken a
strategic business decision to reduce the number of
those adverts over time. Eventually, the bulk of our
advertising will be around the domestic
environment, for the reasons that we saw internal
contradictions between our stance against the
damaging impacts of international tourism,
unbridled international tourism, compared to the
more favourable outcomes from domestic tourism.
We are beginning to switch our own behaviour to try
to get that message across.

Q59 Helen Southworth: I was wondering how sharp
you were in seeing changing trends and of using
those opportunities for increasing business.
Dr Thurley: I am sure there is a huge potential to
increase business, particularly as those who are the
most environmentally aware to begin with start
deciding to spend their leisure time in this country.
As operators, we will, all of us, benefit. We certainly
will be putting, as it were, our marketing and our
persuasive powers behind that. We cannot help but
benefit from it.

Q60 Helen Southworth: Have you made any
assessment of the changing culture patterns with
younger people? I have been absolutely astonished
to see how many young people have taken on
camping. It is a huge change, in that young people
who wanted to go into the city and did not wear
coats in the evening are now wanting to spend their
holidays under canvas.
Mr Hutcheon: Anecdotally we are getting evidence
that people are wanting to holiday at home because
they are getting the environmental message. I was
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having a debate with Robin before we came in about
whether there was evidence yet that would convince
you guys that this was the real case.

Q61 Helen Southworth: Is this something that
DCMS should be taking up; that as a government
department it should be looking at its climate change
obligations? Do you have an opinion?
Mr Broke: No, I do not think government needs to
do more than is happening anyway. People need to
be informed and allowed to make their own
decisions. As I say, there are already signs that
people will do the right thing, given half a chance—
whatever the right thing is. If we think that part of
that right thinking will be that they will wish to stay
here, then once we have fixed the weather we can
really go to town on ensuring—
Helen Southworth: Surely you are not going to tell
me the whole problem is the weather, so you cannot
do anything. I do not believe that.
Mr Sanders: An extra hour of sunlight:

Q62 Helen Southworth: What about that?
Mr Hutcheon: I am not sure about whose role that
is. This comes back to some of the issues we were
talking about before. On the one hand, we need
some data, to know how significant is the business
case for this growing, environmentally aware tourist
market and how can we grow it. That is about
information and evidence and data. There is a
leadership role, though, for government on
addressing the specific issue on climate change and
for which DCMS should take responsibility, and
that would be in partnership with VisitBritain and
other government departments, in helping work out
what that should be. In some cases, we may have to
face some diYcult decisions. What do we really
think about low-cost flights and expanding aviation?
What do we think about the degree of investment in
international marketing and marketing Britain
abroad against the domestic market? What do we
think about potentially damaging developments
that may be visitor attractions in themselves but
undermine the quality of the local landscape? Those

Memorandum submitted by The British Resorts And Destinations Association (BRADA)

1. The British Resorts And Destinations Association (BRADA)

1.1 BRADA represents 60 local authorities all with one or more significant resort town and/or rural
destination within their boundaries. The common thread is that tourism or, as it is now frequently referred
to, the visitor economy, is one of, if not the most important single social and economic driver in their
geographic area. We also have five tourist board and 16 commercial associate, members. This submission
has been written primarily from a local government standpoint.

1.2 Before answering the questions posed directly we wish to give an overview of where we see public
sector sponsored tourism support sitting today and why. We also wish to highlight why it is that local
authorities should continue to be intimately involved in the business of destination management, a critical
public sector role which we see as being under serious, if unintended, threat.

are very diYcult issues which, if we were serious
about confronting the bigger challenge, then we as a
sector together need to address those.

Q63 Alan Keen: This is not going to help this inquiry
at all, but I thought I would share a social
observation with you. We all know about the
postcards going out saying, “Weather beautiful
scenery wonderful, rows not quite as good as last
year.” Helen painted this wonderful picture of
serenity, sitting around the computer and booking a
holiday. Now it could be because I am married to an
MP, but we get our rows out of the way even before
we get on holiday! As a serious point, with some of
the websites it is diYcult to book directly with a hotel
because of the way that some of the companies
manipulate. Are you aware of this at all? It is very
frustrating.
Mr Broke: You are taking evidence from BHA.
Chairman: That is probably a question for them.

Q64 Mr Sanders: Cultural Olympiad. What do you
know about it and where did you hear it?
Mr Broke: Certainly I have been to a meeting with
English Heritage, taking the lead with Heritage
Link. Currently, of course, there is no money and so
I think we have to accept, therefore, that there will
be a need to link events that are probably going to
happen anyway and package them in some sort of
helpful manner—rather like Sea Britain 2005—and
I think that will be thoroughly satisfactory. I think I
am right in saying that we are the first nation to be
doing a Cultural Olympiad: we are setting the
standard and therefore we cannot help but be the
best.
Dr Thurley: English Heritage are taking the lead in
convening a series of meetings, mainly with the
intention of trying to get the cultural end of visitor
attractions together for the Cultural Olympiad. I
believe there is work going on on what is known as
“a big idea” which will be launched at the Heritage
Link AGM in December. There is quite a lot of work
going on and we are taking our coordinating role
quite seriously.
Chairman: I think we are done. Thank you all very
much.
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2. An Overview; Where We Are and Why

2.1 British tourism has seen another decade of radical change in terms of:

2.1.1 The product oVer and product range, both here in the UK and abroad.

2.1.2 The market place and, in particular, in the areas of access to information, routes to market,
the nature and timeframe of the decision and subsequent purchase process, and the patterns
and overall scale of consumption (dramatically increased).

2.1.3 The support structures put in place to try and help enable a fragmented, complex industry
to protect and enhance its existing markets and to develop the means to exploit new
opportunities, both here at home and abroad.

2.2 We accept that changing market conditions (2.1.1. and 2.1.2) have necessitated amendments to the
domestic and inbound industry support structures (2.1.3.). However, we question whether recent changes
have all been founded on:

2.2.1 A proper understanding of the industry’s needs.

2.2.2 A sound analysis of the wider, often unintended, consequences of all the actions taken.

2.2.3 A coherent implementation plan, working to some sort of a template that would ensure that
the sum of the whole had greater local, sub regional, regional and national impact than the
often competing eVorts of the diverse constituent parts.

2.3 We are particularly concerned that the traditional core, coordinating and management functions of
many local authorities and/or their well-established partnerships have been intentionally or unintentionally
undermined, in some instances terminally.

2.4 The role is being undermined, not because local authorities are no longer the appropriate vehicle, but
rather because of the higher-level power struggles surrounding the creation of a new regional order and,
within it, eVorts to reposition where executive authority for non statutory functions like tourism sits. Non-
statutory functions become an early focal point for change, precisely because they are non-statutory and,
therefore, there are no proscribed solutions or rules of play.

2.5 There are also linked struggles over industry contributions. Most RDAs looked to some or all of their
local authority’s discretionary tourism spending, and to the totality of the finite, local, private sector
contributions. Because of existing partnerships arrangements, these two streams were very often all but one
in the same. In an industry where the majority of players are SMEs, more accurately micro businesses, with
little or no discretionary funding to give, that is largely what much of the private sector makes available.
Certainly, there was little prospect of the smaller, parochial, businesses supporting new initiatives in
addition to existing local partnerships. The fact that many of the new bodies have a much wider geographical
remit simply adds a further dimension to the diYculty of maintaining or gaining engagement from SMEs,
who largely compete and co-operate within a constricted area, typically the “resort” or “destination”.
Something had to give and, in uncertain times, the easiest option was often to withdraw entirely from all
joint ventures.

2.6 Those few bigger SMEs and very few larger businesses capable of giving meaningful contributions
are usually big enough to look after themselves. When they do contribute they do so tactically, usually for
very limited periods and then only to achieve a coincidental, short term commercial aim. Few join it for the
long haul and, in the face of any diYculty or downturn, they can and will withdraw at will. Thus, building
the business model for sustainable, robust new tourism support structures on the assumption of significant,
guaranteed, long term private sector funding is suspect in the extreme.

2.7 The current structural changes in England started with the ongoing calls from industry for greater
public sector assistance to overcome the private sector element’s inherent problems of fragmentation. In
essence, greater strategic promotional activity was being called for, to add to and support the strategic and
tactical coordinating structures and work programmes that already existed. This required additional
funding. The call was then taken forward in England largely under a banner of no or low cost solutions,
underpinned by radical change and eYciency improvements. It was advanced regionally with the aim of
removing perceived public sector duplication, with an emphasis on the alleged wasteful promotional and
administrative duplication at the local level.

2.8 Local authorities were in eVect told that what they had been doing was wrong. They now had no
active role in tourism beyond the provision and management of basic public infrastructure (bins, toilets and
parking), something, that to a greater or lesser extent, they all did anyway, regardless of their status as a
destination. The new sub regional/regional business models were typically predicated on the assumption
that local public sector resource and/or private sector contributions, thus saved, would be automatically
redirected to new sub regional operations. Meanwhile, in the real world, local authorities either, held firm
and ignored the requests, or they took heed of their apparent new lack of tourism role and shut up shop,
most simply pocketing the welcome savings for use on statutory services. Given that Local Government
mirrors the divisions and internal resource squabbles of government elsewhere, the willingness to drop
tourism entirely and the parallel desire to retain the savings made, should have come as no surprise to
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anyone. Unfortunately it did come as a surprise to those who set the train of events in motion. Worse still,
those who could still do something to redress the balance are reluctant to send out the very strong, high level
signals now needed.

2.9 At the same time, VisitBritain (VB) was given a purely marketing role. The English Tourism Council
(ETC) was stripped of its highly focused strategic role for English tourism and the rump of the organisation
was reversed into VB, but again with a new purely marketing remit. The English Regional Tourist Boards
(RTBs) were handed over to the individual RDAs and most were then changed beyond recognition, and all
to very diVerent templates. A very small tourism team within DCMS was left (by its own action) without
any dedicated national strategic coordination capacity to call upon and little or no spare internal capacity,
to fill the void itself.

2.10 We believe that it was wrongly assumed that the RDA would be willing and able to take on the
national strategic role through an ill defined collaborative arrangement operated between all the RDAs, VB
and DCMS. Strategy born out of consensus among competing organisations is workable but it is at its
weakest where there is a critical divergence of interests, the very point at which strategy is supposed to give
direction. The ad hoc arrangements that are still under development might work in a fashion but we question
whether it is a proper substitute for an adequately staVed and funded national strategic organisation, as the
British Tourism Authority (BTA) once was.

2.11 Very recently VB has taken on an increasing number of elements from within the strategic role.
However, they do not, as yet, have the oYcial stamp of authority to make the hard decisions necessary, nor
do they have the dedicated resources to do the necessary spadework. It is a major task, it has to be oYcially
given to someone, that someone needs adequate resources to do the job properly and, to be a proper job,
the process really does need to be transparent, open to democratic influence and broadly understood and
supported by the industry.

2.12 In our view, the national and regional arrangements were put in place without the benefit of a
pragmatic understanding of the start state, without a proper feel for the sheer diversity of the industry and
without due regard to the functioning local and sub regional organisations and the interrelationships that
underpinned them. We have gone from a fairly simple layered system of local, sub regional/regional and
national support structures to a plethora of diVerent approaches that no one can, as yet, adequately describe,
let alone understand.

2.13 Central Government’s increasing interest in tourism has resulted in 10 or more years of constant
structural change. It has also seen emerge a mind set that tourism can only be taken seriously if it can be
linked directly to the latest passing Government policy objectives. Focusing only on tourism’s coincidental
ability to deliver a particular isolated element of the latest policy objective produces a compartmentalised
approach (quality, sustainability, skills, etc) and a sequential focus on relatively few and often fleeting, big
ideas. The latest, by far the biggest and the one that unusually is likely to remain a focus for some
considerable time, is the 2012 Games. We in the industry have become conditioned to this political football
approach. Worse still many of us have played some part in perpetuating it. On examination, the policy of
hitching tourism to passing political policy objectives may initially have raised tourism’s profile. But it has
since served to constrain the breadth of the strategic overview, it has restricted blue skies strategic visioning
and it goes a very long way towards explaining the absence of an evolving and genuinely strategic, national
tourism strategy.

2.14 The net result of all of the above has been:

2.14.1 A loss of national cohesion and strategic leadership within England.

2.14.2 Greater fragmentation, particularly at SME and micro business level.

2.14.3 Confused and confusing support structures, with greater duplication in some regions/areas,
and significant public and private sector disengagement and gaps developing in other
regions/areas.

2.14.4 Limited improvement in larger private sector organisation’s engagement and funding at
Regional and National level, weighed against the loss of SME and micro business
engagement and funding contributions at the local level.

2.14.5 Serious doubts about how much of the claimed additional public funding for support
structures is reaching the coalface and improving the actual support delivered, once the
additional administration costs are accounted for.

2.14.6 An over emphasis (to the point of fixation) on the importance of promotion (marketing)
and improving product quality. Rather than a balance of coordination, leadership,
diplomacy, coercion, advocacy, enhancing the environment for product development and
then, where appropriate, promotion of the type and to an audience that industry cannot
reasonably be expected to reach on their own.

2.14.7 An emphasis on a few worthy policy objectives, a loss of true strategic vision and a lack of
a truly strategic strategy.
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3. Background to Local Authority Tourism Management

3.1 Where the relative importance, or the sheer scale have warranted it, local authorities have long played
a part in the coordination of a fragmented, multi sector, multi disciplined, predominantly SME and micro
business, based tourism industry. Tourism and leisure is a discretionary activity that takes place specifically
in a locality away from the normal place of residency. Tourism is a process that delivers a mix of goods and
services, but to be tourism they cannot be bought and taken, or ordered and delivered to your door like a
new bed, an insurance policy or a pizza. It may sound flippant but it is a fundamental observation. An
observation that helps explain why all levels of the public sector have an unavoidable part to play in many
aspects of the delivery, funding and the coordination of the joint eVorts of a conglomeration of otherwise
commercial activity that, loosely combined, become “tourism”.

3.2 Customers in the visitor economy have to voluntarily deliver themselves to the product. The journey
to the point of consumption, the quality, ambiance, the nature of the people and everything else that goes
into shaping, or indeed breaking the wider sense of place around it, all play as much a part in the purchase
decision as the actual quality and the value of the individual products; be it a burger or a week’s hotel
accommodation, a five star Michelin meal or a tent pitch for the night. Good product will always be harder
to sell in a relatively poor place, while a poor product may sell but generally detracts from, devalue and, if
left unchecked, will destroy an otherwise good place. Public realm, in all its guises, plays an indivisible part
in the visitor experience and public realm remains largely the stock-in-trade of the public sector.

3.3 Much of what sets the tone of a place, from the provision and maintenance of public realm, to the
setting of local policies and interpretation and implementation of national public policy falls in the first
instance to the local authorities. Other successively higher levels of government also have a profound
influence on critical elements, for example public and private transport policy and funding. They also have
enormous power to limit what local authorities can achieve in all of their many and various areas of activity,
primarily through allocation of resources and framing the public policies that sets the parameters and
conditions for any given local action.

3.4 Managing a combination of diverse public and private sector products, suYciently in range and large
enough in scale to form a recognisable “destination” is almost always best done by a local organisation.
Being local it operates at the point of consumption, where it is has some ability to influence the total product,
often in the face of the competitive demands of the individual products that contribute to it. To be eVective
the management organisation needs to have evident ownership of the locality and a genuine ability to
influence the combined product and the place where it sits (the destination). It also needs proper
accountability to both the industry and the wider community, whose interests will be aVected by the visitors
or, indeed, on occasion, by the lack of them. Since, ultimately, tourism is a commercial activity, the
managing body also has to be seen to be scrupulously fair and largely non-partisan in its commercial
approach, otherwise commercial rivalry will shatter the fragile cooperative peace. This eVectively constrains
the partnership’s commercial conduct and, by default, makes destination management more likely to be
public sector lead and publicly subsidised activity.

3.5 Traditionally the role of destination management has fallen to local authorities, not because they
necessarily wanted it, but because they are the only ones who fit the criteria. They have also seen the obvious
advantage of taking it on; in order to manage an industry that can seriously distort the physical, social and
economic environment. Visitors also create significant direct and indirect public sector service demands that
ebb and flow dramatically day to day, week, season and year to year, and all at the unpredictable whim of
a fashion, media and weather conscious public. Better, therefore, for local authorities to direct the industry
from the outset, rather than quite literally following on behind cleaning up the mess when visitors do come
and cleaning up the even bigger and much wider social and economic mess when they don’t.

3.6 Once involved in managing the locality as a destination, it is a small step from there to promoting it.
Indeed, there is a very strong argument that to manage a destination properly, you must also control its
promotion. Promotion enables the management to influence both the potential customer and the disparate
stakeholder businesses; businesses that inevitably seek some tangible, commercial reward for their
compliance with some of the inevitably unpalatable rules of partnership working. Beyond the local level,
groups of destinations will also then need a mechanism to come together to appropriately promote a
recognisable sub region, region and so on.

3.7 Attempts to short-circuit the process by cutting out the true local destination and only marketing
much larger new destinations, brands or product groups from the outset are doomed to failure. The
organisations that promote larger geographic entities do not have any true influence over, responsibility for,
or accountability to the individual products, or to the localities that they promote. Thus their services
become a purely commercial exchange. Meanwhile who is actually left on the ground managing the
destination and, without the local marketing stick and carrot, what influence can they really exert over the
private sector to galvanise them to function together as a proper destination?

3.8 That is not to say that there are no roles for sub regional, regional or national bodies. On the contrary
there are very specific roles and a significant need for a strengthened version of the old layered approach we
once had. Unfortunately, the more layers there are the more expensive it will be and the more room there
will be for (useful) overlap and limited (wasteful?) duplication. The new RDA provision is now working
at its best where early attempts to disengage local authorities were resisted and then abandoned. The new
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replacement organisations unintentionally became that additional layer. This has been possible only where
RDA funding is at its most generous. If you accept that RDA funding is a reducing asset and that an SME
dominated private sector will always struggle to pay the lion’s share of the cost of the necessary supporting
structures, how sustainable is this? To our mind this simply reinforces the need to ensure that the basic local
building block is in place. When the chips are down the local authority tourism support structure needs to
be in place, adequately funded and functioning.

3.9 The problem we have right now is that, like oil tankers, local authorities are slow to change direction.
Instructions and intended or unintended encouragement, to disengage from tourism, issued three or more
years ago are only now having full eVect. Dozens of authorities have pulled out of tourism support
altogether since 2003 and many more are somewhere in the processes of doing so. There has been some
positive, almost frantic signalling, at national and regional level in the last year but, by the time the message
reaches the helm, it may be too late for those already abandoning ship. Once lost, non-statutory services of
this type are not easily, if ever, regained. We need a clear, unambiguous message issued to local authorities
from a very senior, preferably Central Government, level. Local Authorities should be reminded that they
all play a vital role in the provision of basic tourism infrastructure and that, where tourism is truly
important, they go on to have a critical and all but unavoidable role to play in the wider destination
management.

4. The Inquiry Questions

4.1 We have seen and concur with the submissions by the Tourism Alliance and our public sector strategic
partner organisations, including the Tourism Management Institute and Destination Performance UK.
Rather than restating their comments, we are concentrating on a few additional observations. The overview
above should also serve to answer some of the key questions on current structures and organisational
eVectiveness.

5. Opportunities and Challenges

5.1 Discretionary leisure spending displays extraordinary elasticity; the more disposable income we have
the greater proportion of it is spent on leisure. Although UK residents are drawn abroad in ever increasing
numbers, the exponential growth in leisure taking means that the UK market place, once dominated by a
single long, sharp summer season holiday and the odd Bank Holiday, has changed spectacularly. What is
bizarrely still seen by many as being the “heyday of domestic tourism”, has been replaced by a much bigger,
all year round, dynamic mix of local leisure taking, day trips, short breaks and first or second and subsequent
long holidays. It is also a mix based not on pure leisure tourism, but on business, business tourism and
visiting friends and relatives (VFR).

5.2 Scenario Planning. This growth oVers us a range of major opportunities to exploit evolving old and
emerging new markets. It also creates a number of significant “stratospheric” as opposed to “strategic”
challenges. The biggest is the lingering threat of the impact of any future economic downturn, either at home
or abroad. Discretionary leisure spend will always be the first thing to feel the pinch, followed closely by
non-essential business expenditure. The bigger the industry grows and the more economically reliant we as
a nation become on any sector or segment of tourism, the harder, deeper and longer any potential fall will be.

5.3 DCMS might not feel empowered to do much about the UK or international economics. Nonetheless
who in Government, if anyone, is giving due thought to the possibilities of future proofing some or all parts
of the international and domestic markets? It may be that it is simply too big a question. On the other hand
the answer may well translate into something as simple as “don’t put all your eggs in one basket”. If it is
something of this nature then would the industry not benefit from having such a guiding principle defined
at the stratospheric and applied at the strategic planning levels?

5.4 There is a host of other similar very high level planning issues that no one appears to have taken
ownership of. For example, if, for some reason, the British could not go abroad in the numbers they do now,
could the UK infrastructure and UK industry actually cope with the predictable numerical demand on any
given day? Who cares? We certainly wouldn’t if we had the comfort of knowing that somewhere, someone
was doing the scenario planning for big what ifs, linked to predictable issues like global warming or a
changing global economy. What and where is the DCMS input?

5.5 Residual Barriers. Given the scale of the industry and a background of radical change, it is inevitable
that some of the inherited public infrastructure, some of the supporting structures and, indeed, the
conceptual understanding of how the industry functions will not have kept pace with the major changes that
have and are still taking place. In particular, public policy does not necessarily recognise the rump of residual
barriers that are inadvertently left behind by far-reaching alterations to social and economic patterns. A
good illustration of this is Houses in Multiple Occupation (HMOs) in coastal resort towns.

5.6 Traditional popular resort towns are still visited by large numbers, yet accommodation demands have
changed significantly, leaving a dearth of large, outdated hotels, guest houses and other, typically grand,
Victorian and Edwardian properties. In any other industry these “brown field sites“” would have limited
commercial or capital value and most would have been put to a new productive use that probably
complimented the changed commercial environment. Unfortunately, tourism’s brown field sites are,
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typically, people’s homes, they represent individual families’ entire capital and are all that remains of their
livelihoods. Sold on to absentee landlords, they also retain considerable residual commercial value,
primarily as poor quality HMOs.

5.7 HMOs in any numbers create serious social pressures on the host town, reducing the local authority’s
discretionary spending, most notably in resort towns, on discretionary spend in support of tourism. HMOs
and some of the social and economic problems that they attract, also directly detract from the tourism
product, the resort’s image and, eventually, from the popularity of the destination. Thus, a failure to address
what is essentially a non tourism related housing/planning/licensing/social service, policy issue helps create
the conditions for the vicious circle of decline that directly impacts on tourism. Who is championing the
tourism component of this type of diYcult multi disciplined issue with the relevant yet, in tourism terms,
poorly informed and, without the advocacy support, sometimes rather disinterested Departments and
agencies?

5.8 Transport. Other examples of public policy mismatch include public transport provision and road
improvement policies. The current approach ignores the needs of a burgeoning day trip and short break
market, in favour of nine to five Monday to Friday business travel and the needs of commercial distribution.
Our raw material is people (customers and staV) and they need to travel easily all day, every day. Getting
policies right, that then impact on tourism as it is now, rather than as it once was, represents a significant
opportunity. Failing to do it properly represents a negative challenge of epic proportions.

5.9 If, in future, we cannot absorb new growth of the kind that has, to date, saved the bulk of the domestic
industry, it will have to go somewhere. By default, that somewhere will be abroad and the less able we are
to accommodate new types of growth, the greater the potential that some of the past growth will be dragged
abroad too. The visitor economy is entirely reliant on visitors and in order to visit you must travel, yet no
one yet seems remotely interested in the massive potential consequences of internal UK transport policies,
or in fighting the cause of discretionary and, therefore, “frivolous” domestic leisure travel, particularly travel
by car.

5.10 Cheap Flights. Clearly, cheap flights play a significant part in the travel equation. Relatively cheap
foreign package holidays decimated the mass, long UK holiday market as once was. Ultimately, people went
abroad because it was diVerent and they now could, not necessarily because it was markedly better or
cheaper. The new generation of low cost flights simply means that even more people can easily choose to go
abroad and, given the choice, why wouldn’t they? Low cost, flight only services are now helping to do to the
foreign mass market package holiday what the package holiday did to the domestic mass market in the 1970s
and 1980s. The growth in the ability to buy the other elements of your package direct has also played a
parallel and equally important part. It is simply a matter of choice; you now do not have to buy a package
holiday to go abroad, so not everyone going abroad does.

5.11 Properly applied, the same freedom of choice could help the domestic market. The UK also has an
opportunity to make sure that as many people as possible stay and holiday here because they can (easily)
and because they want to (because it’s nice). We cannot change the weather (or at least we didn’t plan to)
but we can remove a long list of residual public policy barriers and we can also work to avoid other parts
of Government, creating new public policy inspired obstacles, from road pricing to tourism taxes. Many of
the issues revolve around public realm, business and trade support mechanisms and the provision of good
reliable information to both the trade and the customer. By its nature, much of this activity gravitates
towards the public sector and will have a cost to the public purse.

5.12 One challenge linked to air travel not often identified is the massive growth in the purchase of holiday
homes abroad. This encourages many to spend the greater proportion of their discretionary leisure time
abroad. It also results in a vast amount of equity being sucked out of the UK economy to be invested in
property abroad. Like other parts of the overseas holiday market, the holiday home market has been driven
by the advent of low cost flights. The only glimmer of hope in all of this is that the environmental impact
of discretionary leisure travel by air will, at some point, be properly recognised and action taken to redress
the balance of the relative cost of diVerent forms of travel.

5.13 Mixed Messaging. Regrettably, the financial power and, thus, the lobbying voice currently lies with
the air transport industry who, so far, appear to be winning the battle to block any fiscal or moral constraints
on leisure air travel. The fact that Government appears to be looking at fiscal measures as just another tax,
rather than a specific environmental measure linked back to reinvest into sustainable public transportation,
is not helping to win over the public’s hearts and minds. There is also a conflict of interest within the tourism
industry itself. Many of the larger tourism interests have a major stake in the inbound international market,
much of which focuses on London and a small number of honey pot destinations. They worry that
constraining air travel in the round will damage inbound travel without necessarily benefiting the domestic
market. It is worth noting that UK domestic activity still accounts for 80% by value of all tourism in the
UK. On this rather crude measure which, on balance, is more important?

5.14 Whether, on balance, all air travel is broadly good or broadly bad for tourism in the UK as a whole
is an impossible call. What is needed is a multi layered approach that acknowledges that some air travel will
be hugely beneficial, some will be hugely damaging and the rest will divide somewhere in between.
Meanwhile, until a robust UK position is taken on air travel, the domestic industry is left seriously
wondering how the new low cost flights that appear to have contributed to drawing oV a significant
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proportion of the potential domestic market can ever be viewed as being a broadly good thing. Day trips,
short breaks and additional holidays combined saved the domestic industry from the collapse of the main
long holiday market. Low cost flights and the opening up of a huge number of new European short haul
destinations, now poses a considerable and increasing threat to both the short breaks and additional longer
holiday markets; markets that we cannot aVord to see stolen away from under our noses.

5.16 Leisure Car Travel. In parallel, the under resourced domestic tourism lobby is in danger of losing
the battle over domestic travel and, in particular, over road travel before it has even been properly fought.
The visitor economy needs visitors to function. In modern British society the preferred means of travel is
now the car. There are now 33 million licensed motor vehicles in the UK, 11 million more than in 1980.
While fiscal and moral pressures do not seem to be gaining much ground in respect of air travel, there seems
to be less resistance to the concept of higher taxation, fuel duty and/or road pricing being levied on car travel.
The public also seem more receptive to the moral arguments against discretionary leisure car travel.

5.17 The growing threat to car travel is set against a backdrop of very limited improvements in public
transport provision and then almost none outside the primary city business network. Many established
urban and rural destinations by their nature lie well oV these routes. Public road policy is also fixed entirely
on improving mainstream “business travel” and commercial distribution. Travel outside the Monday to
Friday commuter peaks has little or no priority, as witnessed by anyone trying to get home after an evening
out or by those foolish enough to try travelling any distance by public transport at a weekend or during
pubic holidays. Until a viable alternative means of public leisure transport is in place, the leisure journeys
by car should not be targeted, even during periods of very high leisure demand. It would be perverse if the
UK population were now encouraged to reduce their leisure generated environmental impact by
abandoning car travel to domestic destinations, only to then have no real alternative but to choose to drive
to an airport and fly abroad more often.

5.18 Extending the Stay. Resort towns and traditional rural tourist areas are able to absorb a significant
proportion of the UK leisure demand. Resorts, in particular, are designed to handle the mass market and
have ample capacity in terms of their public realm to do more. They need investment to redevelop parts of
their product to match the much changed demand. In future, rather than fixating about the environmental
impact of travelling to a destination (by car), we need to look at the relatively limited impact once in
destination, whether that be walking or cycling in the Lake District or promenading or taking the tram in
Blackpool. Getting the public and private transport oVer and the messaging right is the precursor to
environmental gains. Much of the actual environmental saving would then lie in converting day trips to
short breaks, short breaks to short holidays and so on. Converting them in existing resort towns and
established rural destinations where bits of redundant infrastructure could be recycled and damage to green
field sites avoided, would seem to us to be the most sustainable of sustainable tourism approaches.

5.19 Although these strategic transport and other issues have been raised with DCMS the reaction is
often to acknowledge the issues and to suggest that we would be better oV speaking to other, more
appropriate Departments.

6. DCMS and its Sponsored Bodies

6.1 DCMS. What DCMS do for tourism they do well. If there is an issue, it is about what they do not
do, primarily because they are not resourced to. DCMS is a relatively small Department within which a very
small team work on tourism. As civil servants, that team has an obligation to service the administrative and
other demands of the parent Department and other Departments in Whitehall, together with a duty to serve
both Parliament and Ministers. They also understand that they have certain EU administrative obligations.
This means that they are already fairly busy doing what has to be done, before they even start considering
the task of servicing the needs of the industry. In terms of the size of the team allocated to do the job, nothing
much has changed in recent years. What has changed is all the supporting structures around them and,
largely, these changes are at the behest of DCMS. By removing the strategic and visioning functions from
VB and having handed over the RTBs to the RDA, only to see the majority totally changed, DCMS has
created, almost overnight, a national level strategic policy and delivery vacuum for itself and for the
industry. DCMS are not, in our view, adequately staVed to fill the gap themselves, nor do the individuals
involved necessarily have the in-depth knowledge of the issues and the industry much before it is time for
them to move on. Nor do they now have any organisation to fall back on, whose specified role is to advise
them and, critically, which has the staV dedicated to the task and funded to do the not inconsiderable leg
work involved.

6.2 DCMS have helped create an ad hoc voluntary, strategic policy development arrangement between
the national boards and the English RDAs, that no one, other than those directly involved, have yet any
real faith in. To cope with the workload involved in coordinating tourism, DCMS appear to have reduced
national tourism strategy down to few extremely worthy causes, all coincidently framed in terms of current
Government policy objectives. Accepting that this may well be the only way to gain Government support
and funding for tourism, it does, nonetheless, mean that everything else that falls outside one of a small
number of the defined boxes is either ignored or fended oV as being another Department’s concern. It is
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inevitably true that most issues are another Department’s responsibility, but who is fulfilling the vital
tourism advocacy role and where is the internal Government tourism input coming from, if it is not from
DCMS?

6.3 VisitBritain. VB in its former guise of the British Tourism Authority (BTA) with the English Tourist
Board (ETB)/English Tourism Council (ETC) used to have a strategic remit, which it has largely lost and
for which it is now neither formally funded nor staVed. VB and EnjoyEngland within it, is now a highly
focused marketing organisation covering international marketing for Britain and domestic marketing of
England. It is extremely good at what it does. However, we believe that there needs to be a body that is
resourced and staVed with the required expertise to carry out the strategic tourism leadership, coordination
and planning roles for international marketing of Britain and the domestic strategic leadership within
England in addition to the marketing of both. Logic tells us that the role should revert to an expanded VB,
however it needs to be in addition to, not at the expense of VB’s existing marketing roles.

6.4 Having said that, VB are exceptionally good at their new focused marketing roles, they have become
victims of their own success. Despite being able to prove an impressive return on investment, particularly
in international marketing, they have been repeatedly starved of additional Government grants over a
period of 10 or more years. They have been able to improve their outputs by rationalisation, reorganisation
and by being ever more commercially focused. There are, however, only so many eYciency savings that can
be made. In addition, the drive for commercial contribution means that, to a degree, they can now only really
help those who are already most financially able to help themselves. To be truly eVective and serve the best
interests of the UK and the whole UK industry, VB need additional resources and/or fewer rigid commercial
targets. This would give them back the ability to do what needs to be done and not just those things that
can be seen to attract private sector contributions and meet ever more stringent targets for return on
investment and for higher ratios of private sector contributions.

7. Structures and Funding

7.1 RDA Tourism Support. It is almost impossible to give a view on the eYciency of the new RDA support
structures, simply because they are so diVerent to each other. Between them they form a system so
complicated and complex that we doubt that anyone could currently produce an accurate organisational
chart, or give a global figure for the numbers employed, doing what, where and for whom. Our natural
suspicions are that rather more resources are going into the process of managing the management of tourism
than there was under the old system but that rather less as a proportion of the whole is going into managing
tourism delivery. We may be wrong and, even if we are right, what does it matter as long as globally more
money is being spent on tourism support?

7.2 Unfortunately, it does matter because, by giving the management of tourism over entirely to each
RDA, each of which has a very diVerent approach to tourism, often driven by very diVerent resource
allocations, Government has created a wildly distorted internal competitive market, primarily for domestic
tourism. Fortunately, few, if any, RDAs are foolish enough to venture into international marketing without
using VB as a coordinating body. Even so, some Regions can actively participate in VB international
marketing activities, while others cannot aVord to do so. In the domestic market there is much less restraint.
We now have the English regions in open, if undeclared, war all trying to grab as big a share of the UK
domestic market from each other as their publicly subsidised marketing and promotional campaigns can
manage. It is no way to run a publicly funded National marketing campaign which should promote
individual regions, both fairly and equitably within a national promotional campaign framework. Such a
campaign should build up logically from individual product through destinations/sectors/product group
promotions, to sub regional/county/regional promotions, to Home Country promotion and eventually to
international promotion through VB. Alleged duplication has been replaced with outright competition.

7.3 VB and EnjoyEngland. Both would benefit from greater resource allocation, lower gearing ratios for
private sector contribution and less rigid output targets. Accepting that higher gearing and rigid targets are
likely to be the price demanded for public money there is a point where, to prove eYciency, VB and
EnjoyEngland start denying support to the majority of SMEs. They also start inadvertently subsidising the
tactical marketing eVorts of the few bigger players who can aVord the not inconsiderable threshold
contributions. Arguably in some respects we are already beyond this point.

8. Data

8.1 DCMS should look again at the Alnutt Report and, specifically, at the lower cost option that report
put forward. Time has moved on but some basic principles outlined have not. Greater understanding is
needed about the potential value of Tourism Satellite Accounting (TSA) and, in particular, the problems of
application at the local level. TSA has great potential at the national level, but it becomes weaker the closer
to the point of delivery you get. The development of TSA is being used by some as an excuse to delay
necessary improvement elsewhere. We also need some urgent guidance on the future use of the term visitor
economy. What do we mean by it, what does it include and how is, or how should it be measured? There is
a real danger that, in getting away from the misunderstandings surrounding tourism, we will simply replace
it with a bigger and equally misunderstood concept. Conversely there may be a real opportunity at this
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development stage to define the visitor economy in both meaningful and critically measurable terms.
Arguably there is benefit in defining it now and, if needs be, defining it purely in terms we know we can
measure, rather than letting it evolve into a concept that we later find that we cannot quantify.

9. Environmental Tourism

9.1 Environmentally friendly forms of tourism should be built into every aspect of the industry’s
operation. Increasing environmental awareness demands that, what was until recently a cutting edge
approach, like low energy light bulbs or reducing laundry requirements, should now be the norm. In
addition, many businesses will see potential benefit in catering to their own particular market’s preferences.
Whether that is sourcing more products locally, embracing new low energy technology or oVsetting the
business carbon footprint. The more businesses that do these things the less additional market advantage
it imparts. Overtime these activities become the norm in their own particular market areas and should then
be regarded as being little more than good practice. There are always going to be parts of the market who
are disinterested in environmental issues or those individuals who claim interest but pay lip service when it
aVects their personal choice of product. Beyond the mass market there will always be a niche market for the
latest cutting edge approach, together with a niche within a niche for a more basic retro back to nature
approach (soil toilets and drinking the rainwater). All of these areas are customer lead and, as such, should
be left largely to the industry, the customer and market forces.

9.2 Rather than focusing on the complex customer lead aspect of mainstream or niche markets, the focus
for DCMS should be on public policy and public policy support. For example, local authorities concentrate
on recycling household waste but what eVort is being put into recycling tourism business waste and on-street
waste stream? The glass or paper output of the average hotel is significant but it is often sent to landfill and
simply accepted as a business cost, usually because no cost-eVective alternatives are on oVer. What
incentives are there for retrospective environmental improvement to business premises, particularly given
that so many of the operators are SMEs and micro businesses, often operating out of older properties? If it
is not cash grants for physical improvement, then what business advice is being put forward through existing
routes to tourism businesses? Rather than developing separate green award schemes, should the main
National Quality Assured schemes (NQA) not start treating successive common environmentally friendly
practice as the norm and should more emphasis not be placed on environmental practice within the business
support element of the inspections process?

10. 2012 Games

10.1 BRADA submitted a long and fairly critical response to the DCMS consultation. A full copy is
attached.1 Since the consultation DCMS is taking a much more pragmatic approach to the 2012 Games.
However, there are still some residual issues we would wish to highlight:

10.1.1 To succeed in tourism terms both during and after the event the games will need to be
promoted. It is still unclear whether VB and Visit London will get the funding they seek to
do this. In the meantime the industry are unclear what VB and Visit London have planned
even if they do get the funding. We do know that VBs Comprehensive Spending Review
bid is based on the alarmingly high expectation of 50% (£20 million) private sector
contributions.

10.1.2 The vast majority of the industry operates in the domestic market (80% by value) yet the
games engagement has so far been promoted entirely on the benefit of a £2 billion
international tourism legacy. What is in it for the domestic market and what is going to be
done to counter the impact on the domestic market outside London during the Games?

10.1.3 DCMS seem to believe that it is essential to engage the bulk of the industry (upwards of
180,000 businesses?) from an early stage. Without a significant and sustained business case
to encourage them to engage early and stay engaged this is a tough target and one that will
not be easily achieved. Surely a lower, slower target that achieved full engagement by say
2010, 2011 or even 2012 would be preferable?

11. Summary

11.1 Rather than attempting to summarise our submission and make it even longer, we simply end by
stressing the critical importance of local government as the foundation block of tourism support. We would
also wish to indicate our willingness to address some of the specific issues, or to summarise our overall
position in an oral evidence session.

March 2007

1 Not printed.
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Memorandum submitted by Oxford City Council

Introduction

This paper has been prepared following a request for further written submissions to the Culture, Media
and Sport Select Committee in reference to the Tourism Inquiry.

Oxford City Council has not previously made a formal written submission to this Inquiry but has made
representation via the Destination Performance UK Group and Tourism Management Institute.

Response to the Specific Questions

Q1: The challenges & opportunities for the domestic and inbound tourism Industries, including cheap flights
abroad, and their impact on traditional tourist resorts

The main challenge facing tourism at a local level is that of competition from lower cost destinations
oVering a greater appeal. There is an under-investment in both overseas and domestic marketing to counter-
act this.

The rise in day visitors also is a challenge in the case of Oxford, particularly in terms of converting these
into staying visitors and therefore reducing sustainability issues.

Domestically, the UK is seen as an expensive place to visit with public transport diYcult and costly and
in general the road network being at capacity. Cheap flights undermine the ability of the UK to compete
domestically for the short break market.

However, the challenge of competition and the fact that visitors have increasing pressure on their free time
is prevalent.

There is a need to address the image that domestic visitors have about taking a holiday in the UK, many
international destinations oVer examples of how to re-invigorate the domestic tourism market.

Other challenges come from potential threats such as terrorism, foot and mouth disease and flooding.
Media coverage of these threats can also create longer-term, significant threats.

Q2: The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

Overall the eVectiveness of DCMS in supporting tourism has been disappointing, despite the fact that
tourism is one of the fastest growing sectors of economic activity in the UK. There are no dedicated tourism
staV in DCMS to support the industry’s development and suVers from a poor funding allocation and lack
of recognition. This lack of focus for tourism is highlighted by the lack of performance indicators for tourism
as part of the culture block. Sport England and the Arts Council have seen increases in the proportion of
DCMS funding since 1997 with VisitBritain’s share being reduced by 9%. With the important role that
tourism has to play in London 2012, it is vital that DCMS recognises this and engages more eVectively with
the tourism industry in the UK.

VisitBritain continues to eVectively market Britain overseas, however it does not eVectively cover strategic
intervention required at a national level to ensure that there is a structured approach to tourism policy and
development.

As a result of declining funding streams, VisitBritain are increasingly income driven rather than
supporting the very destinations they are promoting. They are now charging individual destinations, like
Oxford, huge sums to allow us to promote the destination in their overseas oYces in print and online.

Q3: The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

There is a lack of cohesion of tourism in England in recent years. RDA leadership and support for tourism
development has been much stronger in some regions than others, this is particularly evident in deprived
areas in the North and Midlands where Destination Management Organisations (DMOs) are receiving
strong support from RDAs. However in other areas, such as the South East, which is seen as relatively
aZuent, funding is low and at a local level we receive little financial assistance for tourism development from
SEEDA/Tourism South East. Not only are there regional disparities but at a local level this two-tier
approach does not work eVectively; it would be better to follow the examples in the North of England, have
RDAs fully engaged with local authorities and DMOs and recognising the important role that tourism and
local authorities have to play in the local economy and in the place shaping agenda identified in the
Lyons inquiry.

There also appears to be little engagement or interaction between RDAs and DCMS where the
responsibility of tourism lies and how it fits within the economic development agenda of the RDAs.
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Unfortunately, the structure is confusing to the consumer and does not oVer the brand recognition it
should. To promote Oxford under the banner of “South East England” is not a viable option, particularly
in the international market. Domestically too, Enjoy England campaigns have not matched the successes
that are seen in comparison to Scotland, Wales and Ireland.

Q4: The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

The UK is already regarded as an expensive destination and unfortunately this is not compensated for
with quality, distinctiveness or value for money. Whilst it is recognised that additional funds to support UK
tourism may need to be sourced, there has been no reassurance that these new funds would be re-invested
in the industry itself.

The VAT on accommodation in the UK paid by tourists is at one of the highest levels in Europe. To
implement a bed tax would further reduce the opportunity for the UK to be competitive. As TMI have
highlighted in their response to this inquiry, research by Nottingham University has shown that a 1%
increase in prices leads to a 1% decrease in international tourism, with VisitBritain suggesting a higher ratio
of 1:4:1.

Q5: What data on tourism would usefully inform Government policy on tourism

The June 2004 Dennis Allnutt paper produced jointly by ONS and DCMS “Review of Tourism Statistics”
highlighted the notoriously poor methodology surrounding data capture in tourism. This reflects badly from
a local through to the national level. Given this, the under-investment in the industry and lack of recognition
in the wider economic development arena is not surprising. Without eVective data capture it is diYcult to
justify local authorities investment in tourism.

It is disappointing that the findings of this useful piece of work were never implemented by DCMS.

Q6: The practicality of promoting more environmentally friendly forms of tourism

Oxford is supportive of sustainable tourism and has developed and marketed Oxford as such a
destination. However, there is a cost involved in doing this and there is a lack of national guidance and
support on sustainable tourism, despite the range of good practice activities being carried out at destination
level across the UK.

Q7: How to derive the maximum benefit for the industry from the London 2012 Games

In November 2006, Oxford City Council in partnership with the Oxford Marketing Group, submitted a
response to the Consultation on Welcome(Legacy—Tourism Strategy for the 2012 Games to DCMS. It
might be helpful if I reiterate the key points made in that response here:

1. Funding—the consultation document made reference to several new initiatives that need to be
implemented to help achieve a successful legacy from the 2012 Games. However at no stage has
any financial commitment been made to implement the agreed strategy. Given the history of the
consistent under funding of tourism in the UK, agreed financial commitments need to be outlined
in the resultant strategy.

2. Media—the eVective use of media and PR for the Games is crucial. Images portrayed need to
encompass surrounding areas of London and reflect the treasures in the rest of the UK for visitors,
particularly those of significant draw. Relationships with the BBC, both nationally and regionally,
need to be developed to reflect this. Given advances in new technology, more attention should be
focused to develop podcasts and similar initiatives encouraging visitors to explore further afield.
London TV and similar hotel based channels should be used to reflect a cohesive marketing image
to visitors.

3. UK Tourism Strategy—this tourism strategy for the 2012 Games should become a key part of a
robust UK tourism strategy, which can be eVectively implemented. Relevant bodies need to be
allocated the necessary funding to ensure eVective implementation of the overarching strategy.
This strategy needs to be suitably eVective so it can be used to shape tourism strategies at a
local level.

4. Hosting of Visitors—there needs to be a recognition in the new 2012 strategy that London should
not, and indeed is not capable of, hosting all potential visitors. Cross-promotion of nearby areas
with available bedspace and good transport links should be maximised. VisitBritain/Visit London
should enable visitors to create unique packages, thus focusing on the visitor as the key concern.

5. Learning from other countries—it is important to fully research lessons that can be learnt from
other tourism agencies in previous host countries and this should be an action point in the new
strategy document.
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6. Joint Body—If a joint body of VisitBritain/Visit London is established relevant linkages and
awareness needs to be made of external partners. For instance, until recently the Visit London
conference desk were unaware of Destination Oxford, the Oxfordshire conference desk and as a
result international enquires for Oxford coming in initially to Visit London were being “lost”.

7. Accessibility—the questions raised regarding accessibility in the consultation report require
careful consideration. Whilst we recognise the merit of the ideas, we would not want to force the
industry with more changes to standards that could also potentially limit the “oYcial stock” on
oVer to the visitor. Perhaps this could be something that is strongly encouraged and that businesses
can chose to opt-in to?

8. Public Transport—public transport has a key role to play in giving visitors the opportunity to
explore further afield easily. However this needs to be supported with a quality range of
information. There is certainly a role in which alternative means of transport should be
investigated, such as the use of regional airports and of the River Thames.

9. Targets—if targets are to be implemented, it should be taken as an opportunity to make a
significant improvement in data capture in tourism which is notoriously poor, as highlighted in the
June 2004 ONS/DCMS paper by Dennis Allnutt “Review of Tourism Statistics”. Without these
improvements in data capture it will be diYcult to set and monitor targets eVectively.

10. Timing—it is essential that a cohesive strategy (and an associated action plan) is put in place as
soon as possible particularly if there are targets that involve major changes for the tourism industry
and local authority tourism departments.

It is important to recognise the potential benefit that the Games could oVer to locations such as Oxford,
particularly if, as estimated, 40% of visitors to the Games will stay outside London.

September 2007

Memorandum submitted by Caradon District Council

1. Introduction

1.1 The Culture, Media and Sport Committee has set up an inquiry into Tourism and is seeking
additional evidence from local authorities. This paper represents Caradon District Council’s response to the
call for evidence.

2. Background

Location and character of Caradon District

2.1 The area of the District is 66,389 ha and in 2001 the population was 79,649.2 There are five principal
rural and estuarial towns Liskeard, Looe, Callington, Saltash and Torpoint, with more than 70 small to
medium sized villages scattered between. Some 47% of the population live in these five main towns.

2.2 The District has a strong rural character, with the Fowey, Lynher and Tamar rivers running from
Bodmin Moor, through a farmed landscape with deep wooded valleys to magnificent coastal scenery. This
mix of small towns, villages and hamlets, provides the District with a rich diversity in both cultural heritage
and environmental terms. It is an undeniably superb environment, which is a key factor in the area’s
attractiveness to tourists, migrants, and new investors. It is however, subject to constant pressures for
change arising from development, agricultural change, and recreational use by visitors and residents.

Population of Caradon District

2.3 There has been a significant level of in-migration since 1961, when the Tamar Road Bridge opened,
with the population increasing from 49,980–79,694 (!59.5%). However, growth between 1991 and 2001 was
one of the slowest in the region at 4.09%. 17.1% of the population are aged 0–15 years; 63.7% are of working
age and 19.3% are of pensionable age. Ethnic minorities comprise 0.7% of the population.

2.4 There are proportionately fewer children and young working age people living in Caradon than is
experienced nationally. This reflects a shortage of higher educational opportunities and jobs for the young
people seeking careers in the area. There are, however more mature working age people than typical, and
more pensioners. The average age in the district is 42, compared with 38.6 nationally.

2 Source: 2001 Census.



Processed: 04-07-2008 20:16:18 Page Layout: COENEW [E] PPSysB Job: 385582 Unit: PAG1

Ev 36 Culture, Media and Sport Committee: Evidence

Tourism in Caradon

2.5 Caradon District Council relies heavily on the visitor economy and the latest figures on the Tourism
Economy from South West Tourism show that for 2005:

CARADON KEY FACTS (2005)3

474,000 trips by staying visitors
2,868,000 staying visitor nights

£110,629,000 spend by staying visitors
1,399,000 day visits

£56,124,000 spend by day visits
£7,040,000 other tourism related spend

4,608 jobs related to tourism spending
14% of employment is supported by tourism

2.6 By supporting 14% of all employment and bringing in a total of £170 million pounds to the local
economy every year, the visitor economy is absolutely vital to the economic wellbeing of the district and
underpins much of the district’s rural economy. This was borne out in 2001 when the Foot and Mouth
outbreak caused much of the rural area to be closed and put the tourism economy on hold for some months.

3. The Tourism Industry—a Special Case

3.1 The tourism industry in S E Cornwall is predominantly made up of small establishments, operating
from a rural location with very firm roots to their local area. What they can oVer their paying visitor is
directly related to what the local area “oVer” is which includes how the public product is managed and
presented. Nowhere is this more true than in Cornwall where visitors come for the landscape, the beaches,
the towns, moors, the heritage and the countryside. This complex relationship between an industry, its social
and natural environment and the public bodies who manage a seemingly unrelated part of a product, is
unique and is not seen in any other economic sector and yet must be understood if the tourism economy is
to be eVectively and sustainably managed.

3.2 Since the early 1990s, the Government has done much to try to understand this complex relationship
and to harness it to deliver real benefits to the visitor, the industry, the host communities and the
environment,4 also known as the “VICE” model. As a result of the Tourism and the Environment report,
the Government went onto set up a number of “Local Area Initiatives” which were pilots into how tourism
could be managed to be more sustainable. “Project Explore” was one of these initiatives that operated in S
E Cornwall and was recognised for delivering great progress to the striking of this balance.5

3.3 A key lesson learnt from all these initiatives was the importance of partnerships and the need to build
these from the grass-roots level up at a very local level. Whilst it was recognised that there had to be
supporting structures at a higher political level, it was at the grass-roots level that the relationships were
particularly vital.

3.4 It is important that these findings are not lost in any new structures but remain an integral part,
driving benefits down to the local level.

4. Challenges and Opportunities for the Domestic and Inbound Tourism Industries

4.1 A. Domestic and Overseas Tourism in Caradon:

Source: 2005 Value of Tourism by SWT. (2007)

Domestic Overseas Total
No % No % No

Trips 448,000 94.5 26,000 5.5 474,000
Nights 2,669,000 93.1 199,000 6.9 2,868,000
Spend £100,951,000 91.3 £9,678,000 8.7 110,629,000
Spend per trip £225.33 £372.23

4.2 The table shows that whilst that whilst Caradon receives only 5.5% of its visits from overseas visitors,
they do spend about 60% more per trip than domestic visitors. However, because the overall numbers are
small, overseas visitors account for less than 10% of visitor spend in the district.

3 The Value of Tourism 2005. South West Tourism, Exeter.
4 “Tourism and the Environment; Maintaining the Balance”. 2001. English Tourist Board
5 “Principles of Sustainable Rural Tourism” 1994. Countryside Commission.
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4.3 With marketing at overseas visitors being notoriously high-risk in terms of eVectiveness, it would
seem to make sense for eVorts for the tourism sector to continue to focus on marketing to the domestic
market who spend 91% of all visitor spend in the district. This is particularly true looking to the longer term,
when cheap flights are no longer viable and domestic destinations become even more attractive to the UK
holiday-maker.

4.4 Climate change and rising oil prices will have an increasing eVect on the tourism economy of
peripheral areas such as Cornwall and it is imperative that these are properly modelled in order to
understand the impact that any price increases or reductions in their availability might have on the local
economy. However, learning from the findings from the “Maintaining the Balance” report, it is also
important that the tourism economy takes a responsible attitude to any impacts it may have on the
environment, and that the utmost is done to reduce and mitigate any negative impacts.

4.5 It is also imperative that marketing activities do not occur divorced from the eVorts at grass-roots
level to develop the visitor economy on the “VICE” principles mentioned earlier. It is only when the product
oVer matches with that marketed, that there is a true partnership and responsible destination marketing.

4.6 If we are to future-proof the visitor economy which underpins so much of our rural areas, we should
be looking to build from the grass-roots level up a local economy that celebrates an areas distinctiveness,
that builds local links between producers and consumers and that enables more sustainable use of an areas
resources. These aims are all compatible with a quality visitor experience as well as the inevitable higher costs
of oil and travel as well as the corresponding reduction in disposable income that will come soon.

4.7 Infrastructure will also be critical and it must be incumbent on the Government to ensure that rail
links to these peripheral areas be maintained for the longer term; the Teignmouth stretch of the mainline
being a case in point.

5. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

5.1 The support structures for tourism lie battered and bruised after experiencing a continuous carousel
of reorganisation over the last 15 years. Seismic shifts in the support structures at all levels from national
to regional have resulted in an industry that is defensive and lacks confidence. This has been happening at
a time when the industry should have been doing the opposite—it should have been looking to work together
and build lasting partnerships to deliver the quality product that the visitors, the environment and the
communities deserve.

5.2 Current concerns with DCMS lie with its uncertainty about how to treat the tourism industry—
whether to treat it as a cultural/leisure experience in which case the DCMS is clearly its rightful home, or
whether to treat it as the multimillion pound industry that it is, in which case it would be better in the DTI.

5.3 However, regardless of where it should sit, the current structure has handed all strategic functions
down to the Regional Development Agencies without the national framework required to give it a single
compass of direction. This has led to ad-hoc policy development and continued fragmentation of eVort.
Examples here would include the voluntary emphasis on “inspected-only” accommodation and the
confusion over how best to incorporate sustainability into the tourism industry. It is imperative that the
DCMS be properly funded to fill this strategic vacuum with staV knowledgeable and experienced in this
field.

5.4 VisitBritain seems to deliver its marketing function eVectively, but it is not delivering to its full
potential due to the policy vacuum above it. Linkages between for example EnglandNet and local websites
could be improved if there was the strategic drive from DCMS to do so, thereby pushing the “assessed only”
criteria for accommodation.

5.5 In light of the numbers of businesses leaving the national inspection schemes, it must be clear that
DCMS need to look carefully at the National Quality Assurance Schemes and consider whether the way
forward might rather be a basic statutory inspection that ensures guests are not going to be burnt, poisoned,
swindled or infected. This would do much to remove the confusion amongst the trade and visitors alike and
would provide them with the safeguards that they deserve. Such statutory licensing would not preclude the
tourism industry from being involved in any qualitative inspection schemes which could then be market
driven and could grow to reflect emerging niches. For example here in S E Cornwall there are some fantastic
holiday companies oVering quality alternative accommodation types. However sadly neither heritage
railway carriages nor teepees can be inspected according to the narrow NQAS inspection scheme and so
neither of these fantastic experiences can be marketed through VisitCornwall marketing activities, they
cannot take part in Green Tourism Business Scheme because they are not inspected and they cannot appear
on VisitBritain websites because they are not inspected. Clearly ridiculous as these are precisely the new and
vibrant niche markets that we are keen to develop.
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6. Caradon Responses to Key Issues—The Structure and Funding of Sponsored Bodies in the
Tourism Sector, and the Effectiveness of that Structure in Promoting the UK both as a whole and
its Component Parts

6.1 In the South West funding for tourism is provided through the SWRDA who seem to commission
South West Tourism for some functions. Unfortunately the biggest conflict seems to arise when their
marketing function with its associated membership activities, get in the way of tourism development and
delivery. For example there is lack of clarity on who South West Tourism are there to serve: are they there
to protect their members interests or are they there to deliver a regional tourism agenda that enables the
industry to support the local economy. With tourism businesses having small and fixed marketing budgets,
what this means is that the support bodies are actually all working in competition with each other as they
all try to boost marketing buy-in to their particular service rather than in partnership.

6.2 This highlights the confusion over roles and functions at the diVerent levels of support bodies. It is
therefore imperative that this is clarified at an early stage in any reorganisation, and the removal of the
duplication of membership schemes would do much to help this.

6.3 The tourism industry must also be mindful that government sponsored marketing activity may
become less important now that the Internet enables direct routes to market so much more easily than was
the case even 5 years ago. The time for sponsored bodies to have a role in marketing may be limited as
Expedia, Lastminute.com and even the destination management system operators all oVer their own private
route to market eVectively and eYciently. Perhaps the time for government sponsored intervention for direct
marketing is numbered. This would enable resources to be freed to develop the product and to ensure that
rich local information is provided for specific areas.

6.4 Whichever option is considered, it will be very important that there is parity across regions in order
to ensure a level playing field.

7. The Effect of the Current Tax Regime

7.2 The benefits that tourism can bring to an area are well documented—supporting the rural economy,
bringing in local expenditure, helping facilities and services to become more viable and assisting in
promoting a sense of pride and place. However the visitor economy does not come free and whilst much of
the benefit goes directly to the private businesses in the area, the costs of the industry are borne by the local
authorities through car parks, toilets, picnic areas, street cleaning, life-guarding, beach and open space
management, visitor information and so on. This can place a heavy burden on local authorities and can also
lead to schisms in communities when funding cuts need to be made. Recently in Cornwall we have faced the
debate of whether cuts should be made to life-guarding on beaches, an activity perhaps geared towards the
visitor, or cuts to children’s’ playgrounds which is perhaps more resident-focused.

7.3 South East Cornwall also experiences high levels of second homes, which again places a burden on
local communities—pushing prices out of reach of local buyers. Some of our parishes have over 20% of their
houses as holiday homes. This places an increased burden on the local authority with more young people
having to be placed on the housing list than would otherwise be the case if property prices were lower.

7.4 Changes are therefore needed to redress this imbalance; to ensure that local authorities have the
resources to manage the impacts of tourism without placing the resident communities at a disadvantage.

8. Tourism Data

8.1 [. . .] “we have come to believe that there is no other sector in the UK economy as significant as
tourism in which the key strategic and management decisions are so hampered by a lack of adequate data.
Existing sources are no longer fit for purpose and the potential economic, social and environmental
contributions of the tourism sector will only be realised if priority is allocated to better measurement.”
Allnutt (2004) “Review of Tourism Statistics” DCMS.

8.2 The Allnut report highlighted quite clearly the need for a co-ordinated collection of data which
enabled trends and comparisons across areas to be gained. Overriding priority must be given to this basic
requirement of collecting and monitoring accommodation stock.

8.3 Should a statutory licensing requirement be adopted, this would provide the means of collecting this
important data, of monitoring numbers and accommodation types and of identifying trends in for example
hotels going to self-catering apartments and camp sites becoming time-share chalet sites.

9. “Environmentally Friendly” Tourism

9.1 Managed well the tourism industry can be a great force for good in any destination—bringing in
investment, underpinning services for visitors and locals alike and supporting the rural economy. However,
managed badly it can be a drain on a local area, impacting on the environment as well as the local
communities and culture. The challenge must therefore be on how best to deliver tourism that is not just
“environmentally- frieindly”, but culturally and socially-friendly as well.
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9.2 As mentioned in section 3.2, the Government built on its experiences of the “local area initiatives”
run in the early 1990s, to understand clearly the principles of delivering sustainable tourism as set out in its
document published in the mid-1990s. However, since then, the national government has failed to
mainstream these findings into national policy, and with little emphasis at a national level, there has been
no strategic drive to develop responsible tourism at regional or local level.

9.3 Here in S E Cornwall a very successful “local area initiative” was run called “Project Explore”, which
did much to develop tourism that balanced the needs of the visitor, the community and the environment
and thereby contributing to the “VICE” model. However, despite the findings being published in the
mid-1990s, and the “destination management handbook” being published by the Tourism Management
Institute in 2003, the principles have not really found their way into mainstream tourism management.

9.4 This seems to be a serious missed opportunity, made all the more worse by the growing urgency to
reduce the environmental impact of the tourism industry in response to the climate change challenges.

9.5 One area that this could be mainstreamed is in changes which could be made to the NQAS
accommodation inspection schemes. Here in Cornwall agencies have been working for some time with the
accommodation providers to encourage them to take part in the Green Tourism Business Scheme (GTBS)—
indeed Cornwall is the only county where there is an LAA attached to this activity, with a stretch target
attached. However, the requirement for all businesses to be part of the NQAS scheme before they take part
in the GTBS scheme is nonsense to many and in fact there are still instances where NQAS criteria are
completely at odds with the “green” activities. This just perpetuates the outdated notion that high quality
is linked to high consumption.

9.6 It must therefore be time to firstly look very carefully at the NQAS criteria and see which are really
appropriate, and to “green-proof” them to ensure there is no conflict; and secondly to consider
incorporating green criteria into the NQAS scheme, so that for example even a basic one star establishment
complies with basic environmental criteria. This would make good business sense anyway since with its
emphasis on basic monitoring systems to measure usage, would help establishment owners be more aware
of how their business operates.

10. Deriving Maximum Benefit from the Olympics

10.1 Nothing further to add to the paper submitted on the Olympics by the Cornwall Sustainable
Tourism Working Group which stressed the need to ensure that the principles of sustainable tourism were
adhered to.

October 2007

Memorandum submitted by Blackpool Council

1. Introduction

1.1 The development of the tourism industry fundamentally shaped Blackpool’s past, continues to
dictate its present, and will determine its future. For these reasons Blackpool welcomes the DCMS inquiry
into tourism, and this opportunity to contribute to a vital review of this key sector of the UK economy.

1.2 Over the last three decades the economy of Blackpool—like many other coastal resorts—has been
subject to serious decline as a consequence of the continued contraction of the traditional tourist industry.
This economic decline has created a series of highly specific, interrelated problems, which have led to some
of the worst social outcomes in England and Wales.6 Nevertheless, Blackpool remains the UK’s most
popular and important coastal resort, still attracting 10 million visitors per year. Indeed, Blackpool still sees
its future defined by tourism. In recent years a dynamic response to decline has begun: local and regional
partners, spearheaded by a new Urban Regeneration Company (ReBlackpool), has framed and started to
implement a radical Masterplan that will reinvent and regenerate the resort—physically, economically and
socially—into a 21st century destination of choice.

1.3 It is our view that a great deal more could be done by Government to support and develop the UK
tourist industry and those places, such as Blackpool, that continue to depend on it for their economic
existence. We firmly believe that a greater level of state intervention is required to create a strong, viable
new product in many coastal areas; there is certainly a market for an enhanced oVer. We also believe that
Government fails to accord an appropriate level of importance and resource to tourism given its value to
the UK economy. In this context it is worth pointing out at the outset that tourism is the UK’s seventh
largest economic sector. Furthermore, all evidence points to continued growth in tourism and leisure
spending in the future.

6 For more detail on the Blackpool experience and the extent to which existing Government policy meets our needs, please
refer to Blackpool Council’s submission to the recent DCLG Select Committee inquiry into coastal towns—see http://
www.publications.parliament.uk/pa/cm200506/cmselect/cmodpm/1023/1023we62.htm
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1.4 In the sections below we outline our responses to the various questions of the inquiry, and include in
each our view of what more could be done to maximise the value of tourism to the nation, and coastal resorts
such as Blackpool in particular.

2. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap FLights Abroad, and Their Impact on Traditional Tourist Resorts

2.1 Recent decades have been extremely diYcult for those areas of the UK that rely on the traditional
tourism industry, most notably seaside resorts. In the case of Blackpool, the unique scale of accommodation
and attractions enabled it to survive better than smaller rivals, but has reinforced and concentrated the
eVects of sharp decline. From 1987 to 2003, visitor numbers to Blackpool reduced from 13.2 million pa to
10.6 million. More significantly, the average stay over this period declined from an average of five days to
2.4 days; visitor spend reduced from £800 million pa to £500 million pa. The eVects of this decline are visible
in the physical condition of the resort and its inner neighbourhoods, and are evident in increasingly
depressing socioeconomic statistics.

2.2 There can be little doubt that Blackpool has suVered owing to the growth and availability of cheap
holidays abroad, and rising disposable incomes which have supported the growth in international travel. It
is also true to say that for a multiplicity of reasons Blackpool has struggled to match growing expectations
in terms of the visitor experience when set against other locations in the UK as well as abroad. The
importance of this should not be underestimated in terms of domestic competition for short breaks, which
are now the dominant market.

2.3 Low cost carriers are aVecting the industry at weekends in particular; there is certainly a perception
that a weekend abroad via a low cost airline is cheaper and preferable to a weekend in the UK. National
bodies should be better resourced to advance an alternate image of the UK, for the short break market
especially.

2.4 Increasingly, Blackpool’s primary competitors are the UK’s cities—Birmingham, Manchester,
Liverpool, Newcastle etc. With Government money, and considerable footloose tourism developments,
these places have produced a quality of place which has undermined the oVer of traditional tourist areas.
Taking the Northwest for example, since 1990 there has been £194 million of public investment in visitor
attractions in the Northwest of England. However, only a fraction of this figure came to support traditional
tourist areas, with £150 million going to Manchester and £35 going to Merseyside. If Government treated
tourism in the same way as other forms of industry, such distribution of public money would be subjected
to greater scrutiny and strategic process.

2.5 Despite the challenge of recent times and rising levels competition, seaside tourist resorts continue to
possess significant assets and opportunities that can be utilised in creating positive futures as tourist
destinations. Many seaside towns have been able to break into niche markets, especially those adjacent to
buoyant economies, eg the greater South East. More generally, short breaks continue to rise and the seaside
continues to be considered as something special, creating an atmosphere and environment that is impossible
within a typical urban environment. However, as the recent Select Committee’s Report into Coastal Towns
has found, Government must urgently do more to assist and promote the British seaside, and those resorts
that fundamentally depend on tourism. Certainly, research confirms that there is a market for a
diVerentiated, 21st century resort experience within the UK market, and this is what the Blackpool
Masterplan is designed to deliver.

3. The Effectiveness of DCMS and Its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

3.1 Given the status, size and importance of tourism to the UK economy, it is our view that DCMS,
together with Government more broadly, attaches a fraction of the importance and resource appropriate
to its development. Central government lacks a solid grasp of the dynamics of the industry, which has been
exacerbated by the fragmentation caused by new structures. As well as being extremely small, with unhelpful
frequent changes in key personnel, the DCMS tourism function is sorely lacking in direction, overly
London-centric, and does not act as the voice of tourism across and within Government in the way it should.

3.2 In the circumstances, we believe VisitBritain is doing fairly well. Nevertheless, following devolution
to the RDAs there is a vacuum at a national level of tourism policy and development; in reality, VisitBritain
has been unable to shift focus onto little other than its strategic marketing remit. The inadequate resourcing
of VisitBritain is thrown into sharp relief when compared with the Welsh and Scottish equivalent, and it is
incredible that VisitBritain is likely have a reduction in its already meagre budget in coming years.
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4. The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of that Structure in Promoting the UK Both as a Whole and in its Component Parts

4.1 Recent reorganisation of structures and devolution has led to a lack of cohesion between sponsored
bodies in the tourism sector, with RDAs having no requirement to work with VisitBritain for example.
Certainly, devolution to regional and sub-regional level has led to a lack of strategic focus, with sub-regional
tourist boards trying to be all things to all people, rather than focusing on established strengths and brands.
We believe that Government should undertake an immediate review of structures and their eVectiveness,
utilizing the expertise of others, and then implement the recommendations.

4.2 Broadly, the national marketing of the UK is insuYciently diVerentiated, and all too frequently
presents the typical image of castles and green fields. National marketing needs to become far more targeted,
so that it can present the many diVering oVers to the right audience with confidence.

4.3 We have already highlighted the chronic under-resourcing of tourism marketing and development by
Government. VisitBritain’s budget is very small when compared globally. For example, it is only the 26th
largest National Tourism Board Budget in the American market, which is our most important as a nation.

5. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (Including the “Bed Tax”) upon the Industry’s Competitiveness

5.1 The existing VAT system places tourist industries at a distinct disadvantage with international
competitors—European in particular. Visitors to the UK pay twice the European average VAT cost for
accommodation, and it is a similar situation in terms of admissions to attractions. Government could use
the magnetic eVect of the Olympics and Liverpool 2008 Capital of Culture to reorder VAT and other taxes,
and proactively assist in levering in millions of additional visitors to the UK in the years ahead.

5.2 Given the challenges faced by coastal resorts in particular, we are extremely concerned about the
potentially negative impact of the introduction of a bed tax. Accommodation providers in Blackpool are
struggling to compete as it is, and Britain is already perceived to be overpriced (and lacking in quality) by
the international market.

5.3 In general, Government must act to allow tourism related businesses to access capital allowances,
subsidies and lottery money in ways that are aVorded to other areas of industry. In addition, we urge
Government to look at relatively small changes which would have a very positive impact on business
concerned, eg reform of business rates to exempt historic piers, which are typically owned by small
companies and are very expensive to preserve and maintain.

6. What Data on Tourism would Usefully Inform Government Policy on Tourism

6.1 Quality data is essential to inform policy and investment decisions; it is well understood and accepted
that current statistics and research is wholly inadequate given the importance of the sector to the national
economy. Government must task a specific body to research and create the level of data required, and
resource it appropriately. This research must include reliable data on value, volume and profitability of both
staying and day visitor, and benchmarking against our closest competitors. In doing this we urge
Government to properly implement the recommendations of the 2004 Allnutt report.

March 2007
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Witnesses: Peter Hampson, Director, BRADA, Ms Suzanne Malcolm, Tourism OYcer, Oxford City
Council, Steve Vinson, Head of Economic and Community Services, Caradon District Council, and
Steve Weaver, Chief Executive, Blackpool Council, gave evidence.

Chairman: May I welcome our next witnesses, Peter
Hampson, Director of the British Resorts and
Destinations Association; Suzanne Malcolm, from
Oxford City Council; Steve Vinson, from Caradon
District Council; and Steve Weaver, Chief Executive
of Blackpool Council. I will ask Mike Hall to start.

Q65 Mr Hall: I think you all sat in on the previous
session too. We are getting the picture that tourism
in the UK is declining and it is an industry that is in
desperate need of support. Is that the general view of
the way we are in this particular industry now?
Mr Hampson: I was sitting at the back and that is not
the impression that I thought my colleagues from
other parts of the industry were giving. If that is the
impression you have got, I am not sure it is the true
impression. You are in an industry which has two
parts: an international market and a domestic
market, both of which are doing remarkably well.
The issue is, I think, that it could do an awful lot
better. There are issues over the domestic market
and the fact that if fewer people went abroad and
more stayed at home that would be good for balance
of payments. There is also the issue that if more
people came to this country and enjoyed the delights
of it, we would benefit from an increase in balance
of payments. The problem is that the structures that
support that industry, the reasons why there have to
be structures in place and the funding of those
structures, are not properly understood at
government level.

Q66 Mr Hall: Thank you. Would anybody like to
elaborate on that or disagree?
Mr Weaver: Perhaps I could add something to that
from Blackpool’s perspective. I absolutely totally
agree that, as an international and national industry,
tourism and leisure is a growing industry and
growing well above the trend of other industries. I
think it is a varied picture in terms of how diVerent
parts of the industry are performing in the UK.
Whereas generally it is absolutely growing,
certain seaside resorts—and I think Blackpool,
unfortunately, is in that category and probably the
largest in that category—are showing a year on year
decline in our number of visitors, in visitor-spend, in
length of stay. That decline is reflected in an
economy which is fundamentally based on that. If
we do not change that economy, we cannot have an
alternative in Blackpool. That is reflected in the
infrastructure, public and private in Blackpool; it is
reflected in the social consequence of that. That does
not mean that we cannot see that there is a future for
a quality seaside diVerentiated, fun-based, thrill-
based resort—which we think there is—and we have
a strategy and a view as to how we could get there,
but, without significant intervention, that decline
will continue. That is shared in other seaside resorts
of a similar nature. The problems that are faced, the
solutions to it, certainly lie within DCMS and the
need for DCMS to have a very clear view on how it
wishes to deal with that, but it stretches across
government and across a whole range of government

departments in the kind of interventions that are
needed. But the opportunity is there for places like
Blackpool and other seaside resorts to benefit from
the way in which this industry is growing nationally
and internationally.

Q67 Mr Hall: To be quite clear, you have said there
is a decline that is measurable in Blackpool. Is that
the same for other similar seaside resorts in the UK?
Mr Weaver: One of the issues, which you picked up
before, is there is no consistency of data collection
that makes it very easy to compare one place with
another. Perhaps you will come back to that later. I
am only speaking anecdotally but I would be aware
of certain other resorts which are showing similar
sorts of decline to Blackpool. Certainly, from our
side, we can speak on the surveys that we have
carried out biannually and now annually in terms of
numbers of people coming as well as surveys of our
attractions and accommodation, so we know there is
a very steady consistent decline, unfortunately. We
have not yet reached the point where we have turned
that around.
Mr Hampson: My association mainly represents the
largest seaside resorts. That is not exclusively our
business but by default a lot of our members are the
large seaside resorts. Generally, across the board, it
is an area that is struggling. There is nothing wrong
with the basic product; indeed, the seaside resorts
have a bright future in an industry where people
choose to stay in this country more, because they
have the capacity to absorb some of the growth
without damaging some of our more fragile rural
communities. The problem that seaside resorts have
is that the structures that were in place for a mass
market in the 1950s have not been able to change
because they have not had access to the kinds of
resources that have been allocated to the inland
towns. It is not about the towns having no future; it
is about getting the sorts of sensible support that any
other town in the country would get. At the moment
they are not getting it because they are perceived to
be seaside towns dominated by a decline in the
tourism industry. Once you get your mind around
the fact that it is not a declining industry, that it has
huge potential, then there is an exciting option there
to develop it.

Q68 Mr Hall: We have cheap flights to almost any
tourist destination internationally now, readily
available from expanding regional airports. We had
the stuV from Greg Hutcheon about the National
Trust’s view about all this. Is it not inevitable that
the domestic tourist industry is going to suVer as
long as these cheap flights continue?
Mr Hampson: Tourism is a discretionary activity. If
people can go abroad cheaply, then they will go
abroad cheaply. Frankly, there is nothing wrong
with that provided there is a balance and the
domestic alternatives are given a fair crack of the
whip and the right investment, the right levels of
government support, are put into them. The bigger
question that we always get—and I am slightly
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sidetracking from that answer—is: Why does this
industry need support, why does it need support
when manufacturing does not need the kind of
support? The first point is that, when you look back
across history, a lot of other industries have had the
sort of support that tourism is demanding, the sort
of government intervention, but people do not
understand that there are certain things that the
tourism industry cannot do for itself and that is
where DCMS, VisitBritain, local authorities, other
tourism agencies, have to be able to act, and it often
takes public funding to make that intervention
work. That is where we need support to develop the
industry.
Mr Weaver: I do not agree that it is inevitable that
there will be a decline in UK tourism as a
consequence of cheap flights and international
competition. Certainly in the trends that we have
looked at, going back over a period of time, the
growth graphs pretty well mirror each other in terms
of trips abroad together with UK-based tourism.
From our perspective, it comes down to producing a
quality diVerentiated product. I think we have some
fantastic quality products in Britain, to which people
come to from abroad and to which we go too. From
our side, on the seaside resorts, which is just one part
of that kind of market, I think we need to find that
sort of quality product as a mass seaside resort. I
believe it is there to be reached, an opportunity to be
gained, but it is in our hands in Britain and in local
government to produce that product. I do not
believe it is inevitable. The trends do not show it is
inevitable; they show that we can compete in our
local leisure and tourism market. Some sections are
doing incredibly well, some seaside resorts are not,
and that is because we do not yet have that quality
product which we have to have in order to compete
with other places within the UK. The cities are very
much our competition now, as well as rural
destinations, as well as the holidays abroad, but we
have a view, a vision, a hope in Blackpool that we
will draw people in, from Northern Europe, in
particular, and Ireland, to the kind of Fylde Coast/
seaside experience going into Lancashire. If we
produce the quality product, people will come.

Q69 Mr Hall: So it is a question of marketing.
Mr Weaver: It is wider than marketing. If we
marketed our product now, I think there would be
disappointment. The public realm and the
infrastructure has to be there. The right quality of
accommodation, the food oVer, the quality of
attractions needs to be there, and then marketing
becomes very much an issue. But the product has to
be there to market it, as does the quality of the public
realm and the infrastructure.

Q70 Mr Hall: The BRADA submission talks about
a bigger, year-round, “dynamic mix” of holiday
taking in the UK. How are you going to deliver that?
Mr Weaver: I can talk about how we will do that in
Blackpool if we get the right leaders and the
opportunities to produce an all-year-round
diVerentiated quality product in Blackpool. I am
sure that that challenge will be met throughout the

UK in other places in very diVerent ways. I do not
want to hog the session, but I am more than happy
to talk about what we would do.
Chairman: That is fine. Thank you. Helen
Southworth.

Q71 Helen Southworth: Perhaps I could move a little
on from that to ask who are going to be the drivers
for making this happen? DCMS has a significant
role to play but in terms of the other government
departments, how influential, for example, are the
Regional Development Agencies going to be in
terms of making this happen? You talked about the
public realm and of regeneration of visitor
attractions. Are they more likely to be drivers than
DCMS?
Ms Malcolm: I can talk from an Oxford point of
view. Certainly our Regional Development Agency,
South East Development Agency, do not take an
interest in tourism to any great degree; they very
much leave it to the Regional Tourist Board,
Tourism South East. As such, we suVer in Oxford
for that, in that we are not taken seriously in terms of
economic development and the important role that
tourism has in the regional economy.
Mr Hampson: The old system that we had was a very
layered system, where local government played its
part as the destination manager. I still think that is
the appropriate level: local industries can relate to
their local authority or a local authority facilited
partnership. It then went through Regional Tourist
Boards to a national board. The problem we have
with the RDA system is that we have nine diVerent
solutions, all of which are untried and untested, all
doing diVerent things, all diVerently funded with
diVerent priorities. The Regional Development
Agencies currently are the ones with the funds and,
where they choose to, they are the ones who can
make a diVerence but doing that without any policy
direction from the national level. If that system
remains, then the answer to your question is that we
need some quality direction from a department,
preferably the sponsor department for tourism. The
problem with it is that DCMS, as was mentioned in
the previous evidence session, is a very small body
and it has too many things to do, with too few staV,
just to do its own administration, to answer
ministerial questions, parliamentary questions and
all of that. It does not have that strategic role. We do
need that direction and advocacy. We need
somebody to knock other departments’ heads
together and say, “This is what needs to be done on
a strategic basis.” The delivery can be done through
the RDAs, perhaps, and through partnerships, et
cetera, but it is actually getting the system that
people can understand. I do not know if you will get
the opportunity, but I would love you to ask
somebody to explain it to you, to give you a wiring
diagram of the current structure of tourism support
from DCMS down to Mrs Goggins’ guesthouse in
any one of the nine RDAs. I do not think anyone
would be able to describe it to you, let alone produce
a reasonable diagram that would give you any
confidence in the structures that are in place. That is
not a criticism of DCMS, that is not a criticism of
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VisitBritain, it is not a criticism of local government,
it is just how it has happened, and it happened
because of things that DCMS did. It is the
unintended consequences of them devolving their
power to the RDAs without sitting down and
working out what on earth the consequences of that
would be.
Mr Weaver: To make a diVerence to places, it is
government across all departments. Someone has to
coordinate that. The role for DCMS, picking up
that, is that coordination with clout is really what is
required. But there is a time and place when real
diVerences can be made. In terms of the diVerent
roles of diVerent government departments in being
able to make a diVerence, I will talk for Blackpool
again—no apologies for that: Defra are investing
£54 million to replace the sea defences in Blackpool;
in the Department for Transport, the Minister for
Transport has on his desk at the moment to approve
or not the upgrading of the tram scheme in
Blackpool and the Fylde Coast which runs along
that seafront; there is a bid in with the Living
Landmarks Lottery people for cloaking the new sea
defences with some magical, mythical playground
experience; through the RDA and European
funding we have received additional resources to
create some major headlands. It is only by bringing
all of those together from diVerent government
departments, actioning coordination at one point in
time that you can maximise the opportunities and
make a real diVerence. There is a further
opportunity for DCLG, in terms of their roles in
housing, to intervene in the neighbourhoods that sit
behind the front in Blackpool, both to make a
diVerence to those communities directly but also to
add value and uplift the value of the investment that
is taking place on the other side of the seafront. That
can be brought together at a local level by the local
authority in coordination with the sub-regional
economic partnership and the Regional
Development Agency and government oYce, but
within government, as well, somebody needs to
bring those departments together to ensure that
those key decisions which have a moment in time
when they can all come together that that is made.
DCMS coordinating things with clout, with a very
clear strategic view about how it wants to
diVerentiate a tourism product to develop, can fulfil
that role.

Q72 Chairman: Suzanne Malcolm, you said the
South East RDA did not really take any great
interest in tourism. Can I check with the two Steves:
is the experience dealing with the South West RDA
and North West RDA similar or diVerent?
Mr Vinson: With regards to the RDAs, they have
very much a development focus. They were
established for that purpose and where we have seen
the opportunity to get involved with development
projects like the Artificial Reef HMS Scylla they
have got involved and led on that project. The whole
business about marketing is diVerent. It is not within
their way of approaching things and I think the
whole business about inspection on a public product
is not the way they tend to go about things. My

colleague was mentioning about the need for some
policy direction and I think there is a need to direct
policy more firmly.

Q73 Chairman: Did you detect that the South West
RDA recognises the importance of tourism and is
active in it?
Mr Vinson: It is active in those things in which it is
specialist, as I mentioned the HMS Scylla project,
but none of the issues in respect of the public product
are seen as key to improving the tourism oVer
overall. But I think they would probably see that as
being a minefield they would rather not get
involved with.
Mr Weaver: I think the North West Development
Agency have recognised that. I would not say all
parts of the region would be entirely happy, because
they all have their own agendas, but, as a whole, I
think it really has recognised the importance of
tourism and leisure. I think it is absolutely a fair
point, from what I have seen, that there is significant
variety across Regional Development Agencies as to
how they approach this but our experience of
NWDA is that it is definitely up there. I think there
are issues of structures within the RDAs and the sub-
regional destination management organisations, or
however they want to call themselves. I think that is
an issue to be explored, but as to overall support,
that is fine.

Q74 Mr Sanders: Are we throwing good taxpayers’
money away on trying to keep going an industry in
Blackpool that is dying? When people are spending
money there, less of that money is staying in the
Blackpool economy today. Going back, when
people went to Blackpool, they might have gone out
for a drink and spent money in a tenancy or a pub
that was owned by a local family business.
Nowadays it is Yates’s wine bar or a Wetherspoon’s
pub. Less of the money that people spend in
Blackpool stays in Blackpool. It goes to
shareholders in London. What are we doing trying
to keep going an industry, when most people have
voted with their feet and gone to where they can
guarantee the weather in Spain? Surely you should
be diversifying your economy away from tourism.
Mr Weaver: Thank you. 10 or 12 years ago,
Blackpool did make a serious attempt at looking at
diversifying the economy in a substantial way. We
would have to come back to the fundamentals,
which we have done, which is that we are in an
industry which nationally and internationally is
growing, and growing faster than many other
industries, so it is not in a declining industry such as
steel or mining was at that moment in time. Our issue
is that the product that we have at the moment is not
one that appeals. That does not mean that there is
not a product that can be developed at the seaside
for mass tourism which appeals. The Government’s
own sea changes report identified the need and the
opportunity for a diVerentiated quality mass
tourism seaside resort. That is our aim. Quality
underpins it: quality in the public realm, quality in
the private investment. We are absolutely
convinced, as are our sub-regional and regional
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partners, that can be delivered, with the right level of
investment and the right opportunities in terms of
people coming into Blackpool, creating the jobs and
prosperity which are absolutely essential for local
people. It is the jobs and prosperity that keep the
money in Blackpool.

Q75 Mr Sanders: I agree with you, but, in terms of
the sort of jobs we are talking about, do you know
what percentage of new jobs that are created in
tourism, in seaside resorts, are now taken by migrant
workers? In my area it is believed to be around 80%.
These are low-value employment jobs. Is tourism
going to create the kind of jobs and wealth and
prosperity that it did in the 1950s and 1960s in the
2010s and 2020s?
Mr Weaver: There are clearly migrant workers
taking jobs in tourism and leisure, as there are in
other industries. At the moment, Blackpool has the
second lowest resident annual wages of any place in
the UK.

Q76 Mr Sanders: Do you know what is number one,
Steve? It is another seaside resort.
Mr Weaver: On the figures I have it was Berwick-on-
Tweed. The issue is producing an all-year-round
economy. That is having the right quality of tourism
product that delivers all-year-round jobs—we are
convinced we can do that—and for those jobs to be
quality jobs with career prospects. It is not a given
that because a job is in the tourism and leisure sector
it is necessarily a low-paid job with no prospects: it
is the nature of the tourism/leisure centre that you
are in. It is not just the direct jobs in the hotels or the
attractions; it is the services that provide the services
to those hotels and attractions. Alongside
developing the reasons for people to come to
Blackpool all year round and to stay in Blackpool,
we are developing the sort of local supply chain in
terms of services and the jobs that will be created as
a consequence of that. Yes, if we were to try to
recreate a seasonally-based economy with cash-in-
hand type jobs, then we would not be doing anything
for the benefit of the prosperity of Blackpool or of
the UK, but if we produce an all-year-round, quality
seaside resort destination with jobs that are there
which have career prospects, we are doing
something absolutely for local people, which is our
first remit, but we are also able to benefit the wider
UK. There is a demand for people to come to
Blackpool from Ireland still. With the right quality
of product for the Ireland and Northern European
markets, then Blackpool and the Fylde Coast will be
a gateway to Lancashire and the South Lake District
as well as what will happen on the Fylde Coast.

Q77 Mr Evans: And the Ribble Valley.
Mr Weaver: Absolutely. It is the jewel of England, I
must say.

Q78 Mr Sanders: Not just you, Steve.
Mr Hampson: Your colleagues in the CLG Select
Committee did an excellent Report on coastal
towns. Unfortunately most of the recommendations
were rejected. If the coastal issue is one in which you

are particularly interested, that report is well worth
looking at in detail. Indeed, there are eVorts still
going on to get CLG to recognise that Report.
Coastal towns have huge opportunities. There are
some residual barriers, including issues over wages.
At the moment it is very diYcult to live and work in
a seaside town on the wage levels relative to the price
of properties, so there are all sorts of issues. That is
what is probably driving the migrant workers, who
are prepared to live in garrets, there. We have to do a
deal with these social issues as well. That is not about
tourism; that is a multi-agency/government
responsibility to sort out the social issues. They are
not just happening, I would say, in seaside resorts. I
suspect that the tourism industry outside of these
streets in London are probably suVering exactly the
same issues.

Q79 Mr Evans: Steve, I am sorry you did not get the
casino. That would clearly have been the shot in the
arm that Blackpool was looking for. What is plan B?
You have spoken about, “If we had the right
product [. . .]”—and you are almost bordering on
Gerald Ratner territory here—but what is plan B?
What are you going to do?
Mr Weaver: Our plan A remains plan A, which is to
create a quality, all-year-round, international,
national resort destination. The plans that we have
to do that, if you put the casino to one side for now,
remain exactly the same: the changes to the public
realm, the infrastructure, the adding of value to the
fantastic things that are still there in Blackpool—the
pleasure beach, the Tower, the Winter Gardens, the
piers, et cetera. That all remains the same. There was
no group of people more disappointed than we were
when that decision came out—and, to be frank, I am
still recovering from that decision—but we are
looking for something that will provide that private
sector first step, to give confidence to the other parts
of the private sector to come into Blackpool. We are
looking at the people such as Merlin and the other
major players to see if we can give them the reason
to make a major investment into Blackpool—which
will not have the same impact. The casino thing was
the right thing for Blackpool, it would have made a
fantastic diVerence. It was the right place in the UK
and I think it would have had support across both
Houses of Parliament with very little opposition. We
were very disappointed by that. But plan A remains
the same: it is the search for the alternative, private
sector, first-step driver. It has become that much
more diYcult—and not least because one of the
things the casino would have brought, paid for by
the profit, was a new conference facility, and a
symbiosis of what casinos and conferences do and
how they would fit together, together with high
quality hotels, restaurants and bars. As I am sure
you are aware, as a consequence of that debate and
on the floor of the House, the oVer was made for a
task force to be established. That task force has met.
We have submitted our paper in the task force,
which identifies the component parts, largely in
terms of public sector investment that would be
needed, if you like, to replace the casino, to give that
further confidence to the private sector to come into
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Blackpool. That includes, across a whole range of
things apart from a new conference facility, the
potential for the national V&A Theatre Museum to
move to Blackpool, which would be fantastic for us.
With the archives and the heritage that Blackpool
has in the Tower and the Winter Gardens in terms of
its collections, I think it would be of significant
benefit to have the national Theatre Museum of the
V&A. In that task force paper, it is identified as a
whole range of things that are needed for us to
maintain that plan A going forward.

Q80 Mr Evans: Is there a timescale on this for the
private investment coming in? Is there a light there
at the end of the tunnel?
Mr Weaver: We are expecting to go out asking for
expressions of interest sometime early after
Christmas.

Q81 Mr Evans: You still have millions of people
coming to Blackpool. People still come there and
enjoy going to Blackpool. We are painting a pretty
dreary picture here but there is hope there yet that
people will still come to Blackpool.
Mr Weaver: There are just under 10 million adult
visitors a year, so that is probably translated to
14–15 million with children who come to Blackpool.
This week is the busiest week in Blackpool’s year, the
half-term week of the Illuminations. The
Illuminations is still a fantastic product, enhanced
by Laurence Llewelyn-Bowen’s design of a stretch of
the lights this year—it is worth anybody coming to
see just how wonderful that is—which will be
mirrored next year by a further design competition.
There are real jewels throughout Blackpool still, but
it does need to reinvent itself radically and replace
the outworn public and private infrastructure.

Q82 Mr Evans: Which will then, perhaps, allow you
to turn the tables a bit. You have representatives of
political parties here who now no longer are coming
to Blackpool for their party conferences. What sort
of blow was that to Blackpool? Do you blame the
political parties for turning their backs on
Blackpool? I think it is a shame but that is what has
happened.
Mr Weaver: The blow is the loss, at least in the short
to medium term, of the conference and business
which is part of the component parts of making an
all-year-round destination. As you know, the Winter
Gardens is a fantastic collection of buildings, but it
needs major, major changes for it to be able to
compete as a modern conferencing centre. The
quality of accommodation and restaurants and
other oVers in Blackpool has to match what is being
oVered in Manchester, Birmingham, abroad. The
potential is there for it. I would not cast any concerns
to people. It is our job, I think, to make sure that we
create in Blackpool reasons for people wanting to
come back again: because we have the right facilities
in terms of conferencing, because our hotels and the
oVer of retail, shops and restaurants produces
something which competes nationally and
internationally. By being at the seaside, it will be a
diVerentiated fun product which I am sure will

compete on that basis. One of the issues for the cities
is that they are great—and I go for weekends—but
whether it be Manchester, Liverpool, Birmingham,
Leeds, Newcastle, Gateshead or whatever, they are
of a similar sort of product. The seaside oVers
something potentially diVerent, if we can produce
the other things that are absolutely essential for
people in conferencing to expect.

Q83 Mr Sanders: When people started coming to
conferences in Blackpool, there were not conference
centres in Nottingham, Birmingham and other inner
city areas, and public money/the taxpayer has built
those conference centres in those inner city areas to
compete, in my view unfairly, with the seaside
resorts. Do you think government should now
reverse that and start helping the seaside resorts to
compete fairly again with these new tourism
products that they have created?
Mr Weaver: The investment in the cities, the
investment that has taken place in terms of Heritage
money, which has created fantastic attractions
across the country and has really engendered a
fantastic renaissance in our industrial cities, we need
to applaud. But, you are right, some of the
unforeseen consequences of that—and there has
been something like £200 million invested in
attractions in the North West alone in the last 15
years—eVectively has been an investment which has
given people reasons not to come to the seaside
resorts. I think the time is there. Part of the
submissions that have been made by BRADA is that
the time is now for the government eye to gaze at
some of the issues that the seaside resorts face in
terms of the infrastructure and the needed
investment, in order that we can have the product
sitting in that new infrastructure that will attract
people back. It is not a kind of blame, or that what
was done was wrong, but I think it has had a
consequence and that consequence now needs to be
addressed, not least because the cost to the public
purse of not addressing it in terms of the social cost
is immense. And it is. We know the costs locally to
the public purse of the consequences of the decline of
our economy. We are picking up that public cost, so
the investment is worthwhile in the overall public
purse.
Chairman: Janet Anderson.

Q84 Janet Anderson: Thank you, Chair. First of all,
my apologies for being late but I was showing a
group of tourists from Lancashire around
Parliament. I am sorry I could not join you at the
beginning. I was interested in what Peter said earlier,
if I could go back to that. It is a constant battle to
persuade government of the importance of tourism
and hospitality. The one time when we did, sadly,
was during foot and mouth, when there was a
recognition of that. We should be concerned about
outcomes and not structures, but I am interested in
what you said, Peter, about the need to bang heads
together. You may remember when I was Minister
for Tourism and Chris Smith was the Secretary of
State, we did try to convene a sort of forum every
year between government departments to try to get
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them to recognise exactly the kinds of things Steve
was saying when they are making decisions about
trams and about roads and about sea defences, that
it has a relevance to the tourism industry. You are
clearly unhappy with the structure as it is now. Do
you think that kind of structure should be
resurrected? What would you do to improve it?
Mr Hampson: It is amazing that government can
find the money to invest in tourism when there is a
crisis but not when there is not a crisis. Modest
investment in tourism rather than panic investment
when things have gone horribly wrong is the
approach that should be followed. The structure we
used to have—with the British Tourist Authority, an
English Tourist Board that then became the ETC, et
cetera, a smallish department allowing that to get
on, et cetera, and a system below with Regional
Tourist Boards—all worked very well, in my
opinion. Unfortunately, we got what we wished for.
When we were asked what we thought of that
system, everybody said, in general terms: “This
system is failing because it is not doing enough on
the marketing side.” We got what we wished for,
because all of the structure that was there, all of the
strategic direction and policymaking was stripped
out and the money was put into purely marketing.
That is not what the industry wanted but it is what
we ended up with.

Q85 Janet Anderson: It is what they asked for, you
are saying.
Mr Hampson: When they were asked the question:
“What do you think of VisitBritain?” they said,
“VisitBritain is not very good because it is not
spending enough on marketing.” It did not mean
that everything else that it was doing was not needed.
It was wanting more money and more marketing, so
the marketing strategy had strategic policy
direction. We now have a system where DCMS does
not have the staV to have a policy position and to
direct the strategic—

Q86 Janet Anderson: Could I interrupt you there.
What do you mean DCMS does not have the staV?
Mr Hampson: In the tourism department—and I
cannot remember the figures—there are something
like a dozen people who all work jolly hard and are
really good at the few things that they have to do.
They are not doing the big, bold strategic leadership.
That used to be done by the national Tourist Boards.
They had that role taken away by DCMS. The role
was sort of given to the Regional Development
Agencies. It was: “Regional Development Agencies,
carry on,” not realising that the Regional
Development Agencies are incapable of taking a
strategic view. A strategic view is required when
there is a diYcult decision, so, as soon as you have a
diYcult decision, you have the nine competing
constituent parts deciding.

Q87 Janet Anderson: There is no coordination and
no direction.
Mr Hampson: There is no coordination. The
financial cake has not got any bigger—in fact, in real
terms it has shrunk. The amount of money that is

being spent on tourism has been at a standstill
position for a significant number of years. All that is
happening is the resources are being pushed around
from one person to another but there is nobody
taking control of both the marketing and strategic
direction which is required. Without that strategy,
without people making hard directions, the industry
will always be in competition with each other.

Q88 Janet Anderson: What is your solution?
Mr Hampson: There needs to be somebody who has
both the staV and the authority and the resources to
do the strategic direction, to think about things. As
an organisation we have been trying to get DCMS to
accept that, since four out of five tourism journeys
are made by car and £3 out of £4 spent in the UK
tourism economy comes from people who arrive in
cars, transport and roads and cars within it are the
absolute vital ground. Until very recently, until the
new minister had this issue raised, DCMS’s answer
was, “That’s transport. That’s not our decision.” Of
course the civil servants realise that transport is
absolutely fundamental but they do not have the
resources to deal with it. Basically, they are having
to hunker down, keep a low position, do the few
things that they must do (that is, look after ministers,
parliamentary questions, oversee VisitBritain), but
not direct the strategy of the country. So we are in
a very strange situation where nobody is giving the
direction. There are moves afoot at the moment to
try to come up with forums. We have a newly created
marketing organisation for England, VisitEngland.
That organisation has no more staV, no more
resources than it did before, and I suspect—and
I do not know—that after tomorrow’s CSR
announcements from DCMS they may well have less
money to spend on English marketing. But you
cannot market in isolation; you have to have some
direction over the product. In national terms, that is
by giving some policy direction, by saying, “You
must be a quality scheme” and coming up with
systems that make that happen. That is an example;
I am not saying that is the solution, but sitting down
and saying, “What is tourism going to look like in 15
years time if car transport really becomes an issue?
How are we going to get people on to the public
transport? How is somewhere like Blenheim Palace
going to survive if it needs—and I am making these
figures up as I go along—a quarter of a million
visitors and they cannot get there by train?” because
logic tells you they are not going to be able to. People
need to be making those decisions, so there is that
big role. There is also some control over VisitBritain
and the marketing element. Somebody needs to
direct it.

Q89 Mr Evans: From the three local authorities, are
you spending more or less now than you were,
perhaps, five years ago on promoting your own
areas?
Mr Vinson: In terms of our local authority, we are
spending less, revenue wise, than we were five years
ago. We have changed. We had very much a
traditional production of a holiday guide, supported
by a marketing campaign, with two visitor centres.
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We discontinued the guide last year, one of the
visitor centres has been converted across to a library,
and we have changed the access arrangements to the
other visitor centre. In terms of revenue spend, it has
gone down from 3.5% in 2003–04 of our gross
budget to 1% in 2007–08 of our gross budget. We
have increased expenditure on capital support for
projects like the World Heritage Site status and
projects that are very much heritage based, so we see
our role as changing from marketing—and you
probably would have thought “Where is Caradon?”
but marketing in that context we think is better done
by the Cornwall level—to product support from a
development. Because we get the planning
applications for change of use of barns to self-
catering units, we think that our role is much more
toward the support of the development of the
product rather than the marketing of it.
Ms Malcolm: In terms of Oxford, I would say the
budget has probably stayed pretty static for the last
five years. To add to that, we are coming under
increased pressure year-on-year to justify a local
authority investing in what is a non-statutory
service, so we have the traditional local authority
model in Oxford and for us to justify spending,
particularly on the marketing side, is becoming
increasingly diYcult.

Q90 Mr Evans: How is tourism in Oxford?
Ms Malcolm: Growing, interestingly. We gain about
8.8 million visitors every year: 60% of them are
international visitors and we are seeing increasing
lengths of stay. One of the big issues facing Oxford
is in terms of day visitors versus staying visitors and
the sustainability of that issue. We are seeing an
increase in staying visitors but we still have a long
way to go on that.
Mr Weaver: Our spend on tourism is higher now
than it was. The way in which that money is spent
has changed. There is significantly more money
going to develop the changes in Blackpool
physically, in terms of having the capacity to take
those changes forward, and, as my colleague said,
supporting the capital projects in order to make that
change but significantly more. In terms of the direct
marketing support, that is higher, but a lot of that is
now supported externally rather than from the
Blackpool Council taxpayer.

Q91 Mr Evans: As far as value for money, if an
indicator could be invented that was fairly objective
how do you think your areas would fare against
that? Is it good value for money?
Ms Malcolm: Very well.
Mr Weaver: I think it is essential for us. It is essential
now to keep Blackpool going and it is essential for
the future reshaping of Blackpool. In those terms, it
is essential expenditure. I would use that rather than
value for money.
Mr Hampson: There is a question that comes to my
mind about what we define as local government
spending. If somebody builds a bus shelter in
Wolverhampton, it is a bus shelter. If they are
building it on Blackpool seafront, it is a tourist
structure. I do not follow that argument. A lot of the

money that is being spent by authorities with a
strong tourism interest are on the things that they
should be spending anyway; on roads, on
infrastructure. It is wrong for it all to be rounded up,
as it is often then presented back as proof that
central government does not need to be spending
money on tourism support. Local authorities in
England spend—I think this is the figure they quote
at the moment—£121 million on support to tourism.
How much of that is structural support, the sort of
marketing support, those things that are genuine
support to tourism? We do need to get a focus on
what is tourism support and what is just common
decent stuV that local authorities and central
government should be doing anyway. Is a road to
Great Yarmouth a tourism road or is it an essential
part of its economic future?

Q92 Mr Evans: Do you think local authorities could
be doing more?
Mr Hampson: I am surprised they are managing to
do what they do, given the pressures that are put
towards them. It is a non-statutory function and
when the Regional Development Agency system was
brought into place there was a common call that
went up that said that local authorities should not be
as involved in tourism as they had been. There was
this thought that marketing a destination should be
done on a sub-regional level and we got this term
“DMO” which nobody is quite sure of. Is it
Destination Marketing Organisation or Destination
Management Organisation? In other regions they
have come up with diVerent terms. Sometimes it is a
town, sometimes it is a sub-region, sometimes it is a
whole county. There is this whole argument about
local authorities should get out of tourism support.
Not unreasonably, local authorities have exactly the
same pressure that central government has. There
are people in local government who are saying,
“Why are we spending money on tourism when
schools are more important?” et cetera, so when
central government and RDAs said, basically,
“Your role should be confined to infrastructure,
bins, toilets, roads, etc” that is exactly what a lot of
authorities started to do. They said, “Okay, we do
not need Tourist Information Centres, they are not
our concern. Marketing is not our concern.” When
that thought came into the minds of the RDAs, I am
convinced they thought—because let us not forget
that a lot of the money that is spent by local
authorities in the destination is contributions from
their local business—that those contributions would
be rolled into a big pot and handed over. It is just not
the way of life. Local authorities would struggle to
take that approach, to hand money on a non-
statutory function to others. Certainly private sector
businesses have just said, “If I’m in Blackpool, why
should I support Lancashire? I am not going to put
my money into a Lancashire and Blackpool tourism
approach.” One of the suggestions the North West
RDA were making was that Blackpool should not be
involved in its tourism, it should be this bigger
organisation. As a consequence, what happened in
the North West, and why it is working so well, is that
the Tourist Boards were created but the local
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authorities did not give up their role, so they have
actually created an extra layer within the North
West. It is functioning very well but it is functioning
at quite large expense, which only a north west
RDA, with the kind of money it has, is able to fund,
in my view.

Q93 Chairman: You have all to varying degrees been
pretty critical of DCMS and of the lack of strategic
leadership. DCMS has said that under its tourism
reform programme, it has overseen a package of
operational improvements in key areas. Amongst
the results of this, it says there is now a structured
programme of engagement with local authorities on
tourism. Perhaps I could ask the three of you
whether you feel that you are part of a structured
programme of engagement with DCMS?
Ms Malcolm: Certainly from Oxford, no.

Q94 Chairman: Are you aware of any engagement
with DCMS on tourism?
Ms Malcolm: No.

Q95 Chairman: Right. Caradon?
Mr Vinson: No, not practically speaking. As I
mentioned, with regards to marketing, as a function,
we cooperate with the county level, so it is done by
the county rather than us.

Q96 Chairman: Blackpool, are you talking to
DCMS in a constructively engaged way?
Mr Weaver: On specific projects, I would say, rather
than as a structure in terms of tourism generally.
Largely, our contact is through the RDA. I would
say that I do believe there is an issue in terms of the
remit of DCMS and the capacity it has to be able to
give tourism the level of support that it needs. I do
not think I would be critical of the people in DCMS
or DCMS as it is. I think its capacity within
government needs to be looked at and the view of
government about tourism as an industry needs to
be considered. I think that point has been made
before, but perhaps I could add something to that: I
think that within tourism there is a kind of
diVerentiation. Heritage/cultural tourism, and
probably, after foot and mouth, rural tourism, have
a kind of hierarchy and the kind of fun-based
tourism is regarded with even less seriousness,
although in fact they all make an equal contribution
in terms of the economy, in terms of jobs. I think that
is an issue for government as a whole rather than
DCMS.
Mr Hampson: In DCMS’s defence, they are about to
launch a destination charter which is aimed at local
authorities. There is a lot of work going on but it is
all work that is being done without a structure and
without funding, and it is all about virtual activity.
There is a tourism forum being brought together,
which is going to meet twice a year, which is great—
the opportunity to talk is always helpful—but it is
not the same as a properly funded strategic body
that gives direction for tourism in England.

Q97 Chairman: It was suggested in our previous
session that DCMS need not devote a lot of staV
resources to tourism because it created the body
which should have that lead role and which should
spend the money, which is VisitBritain. How much
contact do you have with VisitBritain? Do you feel
engaged with them?
Mr Weaver: We are engaged but I would not say it is
in any deep way. I would not accept that proposition
because I think that DCMS have a very clear role
within government, which cannot be delivered by a
body on their behalf, which is to influence the other
government departments and priorities and
strategies to make sure that government as a whole
reacts. Without that, I think the changes that are
needed in many areas in order to maximise the
benefits of tourism simply will not happen. That
cannot be passed on. Certain remits of tourism can
be passed on to a body like VisitBritain but they
cannot do the job that I believe is necessary within
government.
Ms Malcolm: We are quite engaged with
VisitBritain, particularly on the marketing side. I
would commend VisitBritain for the work that they
do on the marketing side, given the resources that
they have as an agency. But I would agree with the
point made by Peter earlier about the strategic
direction. VisitBritain do not see that as a role and it
indeed is not their role to deliver a strategic direction
for UK tourism. I think we are lacking in that
influence at a local level.
Mr Vinson: With respect to marketing, VisitBritain
is doing a good job. We would say that it would be
more on their link-up with local-based websites, so
that you could see some feedback and results in that
way, where there is room for improvement, but, in
general marketing terms, very good.
Mr Hampson: The point about VisitBritain, though,
is that when DCMS created the new system that we
are all living with, they left VisitBritain with the
funding and said, “But you will now spend it on
marketing. Your role is as a marketing
organisation.” You have a fairly small DCMS
department who have an agency who do not have a
strategic role. VisitBritain are trying to develop a
strategic role. It is diYcult to speak for them but I
suspect they would quite love to have the role to help
them to develop the product that they are trying to
market, but they cannot do it without resources. We
come back to this business of the cake needs to be
bigger and divided. There is another issue for
VisitBritain if I might touch on it. VisitBritain do a
fantastic job promoting this country abroad and it
can only be done by a national board. You cannot
have a system where every little guesthouse in the
world ends up producing an advert that gets to the
international market. It just cannot happen. You
have to have a national board. The problem with
VisitBritain—and I think they may be their own
worst enemy—is that they have been quoting a
figure of £28 to £30 for every £1 invested in them and
DCMS have taken the view: “If that is the case, we
do not need to invest money. Let’s get the private
sector putting money in.” There is some argument
that the private sector should put a percentage of
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money in. The problem with it, in my view, is that
VisitBritain have been given too high a commercial
target. They are told that for every pound that they
spend abroad they have to bring in so many pounds
of private sector money. The only people who are
capable of putting that money up are the big
operators, so you end up with VisitBritain working
with the likes of British Airways, et cetera, all worthy
companies and all the people who should be working
with them, but of course those companies want to
have a return from it, so the kind of marketing
VisitBritain are doing, are allowed to do and can do
is being distracted. They should be saying: “Britain
is a wonderful place, come to it,” not “Britain is a
wonderful place—oh, and, by the way, how about
flying with x airline or when you are here how about
hiring your car from x or y hire car company?” There
has to be some thought about how a national body
markets the country. Should it be done purely as a
brand image marketing activity—as I believe it
should—or should it be done as a commercial
activity, as DCMS appear to want it to be done?

Q98 Chairman: If it is done as a brand image
marketing operation, essentially that can only be
done with public money in your view.
Mr Hampson: Correct. That is the problem. That is
where I think VisitBritain’s activities, which are
brilliant, have been going wrong. Exactly the same is
being replicated with VisitEngland—and to a degree
it is even worse because they are being told that their
marketing must bring in money. Organisations like
mine cannot find the cash for promoting their
promotions because the Blackpools of this world
cannot see direct response to it. If you put money
into a national advertising campaign, you need to
have some sort of payback for that and you cannot
build national brand campaigns on that basis. It
becomes a really diYcult issue. I have a document
that fell out of my Sunday paper. It is a great
document. It is done by VisitEngland and it
promotes “Enjoy England itself”—East of England,
South of England, Yorkshire and Best Western
Hotels. That is a great piece of print, it is a really
good marketing tool, but is that the role of the
English National Tourist Board to promote three of
its sub-regions and a business? I am not sure that it
is.

Q99 Mr Sanders: Are we not missing the point here.
The real costs of tourism that fall on the people who
live in the tourist resorts is not met by central
government grant. If your business is widget
manufacture, it is not the same as if your main
business is tourism, where you have to have more
parks and gardens and to maintain them, you have
to have more street cleaning, you have to have more
bins for people to put their rubbish in, you need
more public toilets. Your Health Service does not get
recouped the cost of people who go to A&E because
they went out and got drunk on a Friday and
Saturday night but were staying in your area because
it has clubs and pubs and is an attractive place to
come. You have all these costs that fall on people
who live in these areas, either as council taxpayers or

general taxpayers, that central government is not
meeting. The tiny little bit of taxpayers’ money that
goes to marketing tourism is actually irrelevant. The
real costs are these costs, the costs of having to
maintain, which the central government grant
system does not recognise. Discuss!
Mr Weaver: You are absolutely right. The cost for
us could vary anywhere between £5 million and £8
million per year—without taking into account the
impact on the Police Service or the Health Service or
other public bodies—over and above what we get
through the Revenue Support Grant and the
Formula Grant. Certainly a concern for us is that, in
the reviewing of the Formula Grant which is taking
place at the moment, one of the areas they are
looking at is the weighting given for visitors into an
area, and if the wrong option is chosen for areas such
as ours then that impact will be considerably
worsened: it will not just be £5 million to £8 million
additional cost on top of what we get from grant, it
will be significantly more than that.

Q100 Chairman: I do not want to fall out with my
colleague here, but presumably you do not view
visitors to your locality simply as being an additional
burden on the Health Service and all the facilities;
you also regard them as people who are going to
come and spend lots of money on all the businesses
in your area, so there is a benefit.
Mr Hampson: But that benefit does not end up in the
local government pocket.
Mr Sanders: It does not stay in the local economy.
Chairman: All the restaurants and hotels.

Q101 Mr Sanders: No. In the old days, when
somebody came down, they came down for a week,
they stayed in a guesthouse for a week and spent
money in family-owned local businesses. Today,
they come down, they go self-catering, they stock up
in Sainsbury’s or Marks & Spencer. Their money
does not stay in the local economy, yet the local
people still have to maintain the parks and gardens,
still have to have more acres of car parking space for
the peak season, which is land that is not deriving an
economic benefit for the local people for most of the
year, and therefore the cost of tourism on the council
taxpayer is greater but the benefit to the council
taxpayer is less.
Mr Weaver: We could not survive without
businesses, you are absolutely right. They create the
jobs and the economy of Blackpool. The point I
would make, though, is that it is support for the
creation of jobs and prosperity in a resort such as
Blackpool over and above what comes in through
government, through Formula Grant, which is not
faced by areas who do not have a visitor/tourism
economy. They are not having to support their
industry to that tune in order to have the jobs and
prosperity in those areas. That is the diVerence
really. We are not saying we do not want visitors. We
want more of them.
Chairman: I think Adrian might be.
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Mr Sanders: No, I would say you do want visitors
but the same number of visitors does not make as
much money for the area as it used to and that needs
to be recognised by government.

Q102 Janet Anderson: Steve, could I press you on
that bit about the weighting of visitor numbers, and
you said this is something that is being discussed at
the moment. What would the best outcome of that
discussion be for you, in terms of support to the
authority and how visitor numbers are taken into
account? What would you want to see out of that?
Mr Weaver: We want to see the formula truly
reflecting the number of day visitors and staying
visitors, which it does not at the moment. Some of
the models that have been pursued would
significantly disadvantage us—and, indeed, places
like Manchester even more. There is a range of
options in what the Government wants. I am more
than happy to provide to the Committee the option
we would prefer in terms of that Formula Grant.

Q103 Janet Anderson: It may be useful if you could
put the various options in writing and how they
would impact on you and what would be the
preferred solution.
Mr Weaver: I would be very happy to do that.1

Mr Hampson: Hopefully it will be an obvious point,
but if the grant is not correct the local authority gets
less money, it has less money to spend. One of the
few places it can make savings is the non-statutory

1 Not received at time of printing.

support for tourism and that is where we have huge
problems. The eVect on the tourism service is
disproportionately high.

Q104 Mr Sanders: Exactly.
Mr Hampson: Every time there is a cut back, it falls
massively on the tourism support and a number of
other, often associated supporting functions within
the local authority.

Q105 Chairman: There are ways in which you can
begin to address that; for instance, by making
tourism a performance indicator for local
authorities. That is not going so far as to make it a
statutory obligation, but would you like to see the
Government make it plain that they expect local
authorities to do more to support tourism?
Mr Hampson: That would be an ideal situation, if
the messaging from central government was much
stronger about the role and function. I think in fact
that is starting to come through. The damage was
done when the RDA system came into place. I think
I alluded earlier to this messaging, that local
authorities only have a role in the basic
infrastructure support. The trouble with the local
authorities, like oil tankers, is that it takes an awfully
long time for them to change direction. The message
that was put in place in 2003, that they have no role,
has caused local authorities to consider their role
and to start falling out. The messaging that they do
have a role is starting to filter through. The problem
is that it may take another three or four years for
authorities who have backed away from tourism to
pick up and start running with it. It is not an easy or
quick fix.
Chairman: I do not think we have any more
questions. May I thank you all very much for
coming here.
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Memorandum submitted by the Tourism Alliance

Executive Summary

The Tourism Alliance was established in 2001 as the voice of the UK tourism industry. It comprises 49
Tourism Industry Associations that together represent some 200,000 business of all sizes throughout the
UK. The Tourism Alliance’s mandate is to work with government on issues relevant to the growth and
development of tourism and its contribution to the economy. It is therefore responding to this inquiry in
that capacity.

The UK has under-performed the average world growth rate in inbound tourism over the last 10 years
and the story of domestic tourism over the same period is one of gradual decline. Further, the WTTC
predicts that over the next 10 years the UK tourism industry will be one of the worst performing in the world.

Much of the reason for this is due to a decline in the competitive position of the UK tourism industry in
the international market due to the increased fiscal and regulatory burden and under-investment by DCMS.
This decline in competitiveness is graphically illustrated by the ballooning of the tourism deficit from £4
billion to £18 billion in the space of just 10 years.

We are, therefore, at a crucial stage where the decisions that the Government makes this year will define
the future of the industry. The development and implementation of the 2012 tourism strategy, the outcome
of the 2007 Comprehensive Spending Review and the Government’s response to the challenge of climate
change will determine whether the tourism industry will grow and deliver social and economic benefits for
the UK or whether it will stagnate.

The industry requires just two things from DCMS—to resolve the market failure problem by providing
adequate funding for the UK to compete in the global tourism market and to work with other Departments
to help ensure that new legislation does not adversely aVect the industry. Unfortunately, over the last 10
years, it has not committed the necessary resources to achieve either of these requirements.

It is therefore imperative that DCMS takes tourism seriously.

Challenges and Opportunities

1. In 2006, total UK tourism expenditure was £85 billion: £17 billion from inbound, £24 billion from
inbound tourism, and £44 billion from day-trips.

2. Over the last two years, inbound tourism has increased by around 8% per annum. However, these gains
mask the sector’s longer-term underperformance. As can be seen in the following graph, if the UK’s growth
in inbound tourism had matched the global average over the past 10 years, there would now be 5.7 million
more overseas visitors to the UK. These visitors would have generated £3.2 billion a year more for the UK
economy and 75,000 additional jobs.

3. UKTS figures suggest that domestic tourism expenditure decreased by around 5% during 2006. The
long-term trend is slow decline. As domestic tourism accounts for £24 billion of tourism expenditure, this
is of considerable concern.

4. Day visitor expenditure has increased significantly over the past 10 years. This, along with the sharp
rise in the tourism deficit over the last 10 years, suggests that people are substituting overseas travel and
domestic daytrips for domestic holidays.
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5. The poor long-term performance of UK tourism was substantiated by WTTC’s 2006 study of 174
countries, undertaken by Oxford Economic Forecasting. This predicted that, over the next 10 years, UK
tourism would:

— Experience the 10th worst level of tourism revenue growth.

— Experience a 20% decrease in global market share, making it the 13th worst performing country
for tourism’s contribution to GDP growth.

— Experience 0.1% fall in tourism employment, making it the 6th worst country for tourism
employment growth.

6. The Tourism Alliance believes that there are opportunities to oVset these predictions. The 2012
Olympics provide an opportunity to showcase the UK on the global stage, there is significant growth in a
number of important emerging markets (eg, India, China, Russia and the accession states) and UK tourism
products and services continue to increase in number and quality.

7. However, realising the full potential of these opportunities will require improvement on all levels, from
the industry through to the Government.

Effectiveness of DCMS and VisitBritain in Supporting the Industry

a. DCMS

8. Tourism is the UK’s seventh largest industry, generates £17 billion per annum in export earnings and
employs some 2.1 million people. Yet despite the size and value of the industry to the UK economy, DCMS
allocates just 18 staV (2.9% of the total) to tourism—none of whom is an economist. This obviously limits
the eVectiveness of DCMS in supporting the industry.

9. The UK tourism industry requires DCMS to ensure that the policies and initiatives of the UK, EU
and other Governments do not adversely impact on the international competitiveness of the UK sector. But
too often DCMS is not involved or consulted at all, or only as an afterthought.

10. This is particularly concerning as some 80% of tourism businesses are SMEs. Changes in the
regulatory regime distract their attention from customer service innovation and productivity.

11. Despite undertakings from Government for smarter regulation and better partnerships between
enforcement oYcers and industry, tourism businesses perceive an increasing regulatory burden and
hardening attitudes from enforcement oYcers.

12. The priority for DCMS in meeting its productivity targets should be to remove or reduce the
regulatory barriers to business development through representing tourism eVectively across Government in
the UK and internationally.

13. DCMS can be successful in this role on occasion. In 2005–06 DCMS was crucial in modifying the
ODPM’s planning guidance for tourism to facilitate appropriate, sustainable development and the
adaptation of existing building stock to meet a changing market.
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14. DCMS’s priority should, therefore, be to ensure the particular needs of tourism SMEs are taken into
account in the development and review of legislation introduced by other agencies to achieve a regulatory
climate that fosters tourism growth. Specifically, DCMS should aim to:

— reduce the time taken by tourism business to complete regulatory requirements (for SMEs this is
an average 6% of the time available);

— reduce the costs of advisers required to interpret regulatory requirements (for SMEs this is an
average 4% of turnover);

— improve the timeliness and quality of guidance published by Government to assist tourism
business in regulatory compliance;

— provide resources and tourism sector training to enforcement oYcers.

15. DCMS should champion a policy that ensures that all Governmental travel uses only
accommodation that is part of the Quality Assurance Scheme. This would help considerably to improve the
standard of UK accommodation.

b. VisitBritain

16. VisitBritain continues to market the UK and England cost-eVectively and eYciently. It has the
confidence and support of the industry and its ability through winning international awards for its
campaigns, websites and eVectiveness. A 2004 National Audit OYce report verified that VisitBritain
produces over £1 billion in additional spend for the UK economy each year despite a reduction in funding
in real terms.

17. In real terms, VisitBritain’s funding for overseas marketing has been cut by 22% since 1997. Given
the revenue generated by tourism, this is inexplicable and unacceptable.

Structure and Funding of Sponsored Bodies

18. Over the past eight years the Government has produced two tourism strategies (“Tomorrow’s
Tourism” and “Tomorrow’s Tourism Today”) and restructured the national tourist board twice in the aim
of raising the value of tourism to the UK economy to £100 billion by 2010.

19. However, this target will probably not be reached as total tourism receipts have only increased by
about £11 billion from £74 billion to £85 billion over the last seven years. There are three main reasons for
this underperformance:

1. There is no co-ordination of the devolved tourism responsibilities of the nations and regions of
Britain.

2. The strategies do not address key challenges faced by the tourism industry.

3. The resources to implementing the strategies have been inadequate.

a. Devolution

20. The devolution of responsibility for tourism to the Scottish Parliament and the Welsh assembly,
followed by the devolution of regional responsibility for tourism in England to the RDAs has changed
tourism in the UK. The logical structure of the Development of Tourism Act 1969 has been replaced by an
overlapping structure.

21. The two restructurings of BTA and the English Tourist Board have been ineVective. There is no
requirement made for RDAs and RDPs to work with VisitBritain on national programmes and initiatives.
Because VisitBritain is inadequately funded for both domestic and international marketing, there is no real
economic incentive for the regions and nations to work with VisitBritain on national and international
campaigns.

b. Tourism Strategies not Reflective of Industry Need

22. The tourism industry relies on Government for just two things—solving the market failure aspect of
gathering funds for marketing and providing a fiscal and regulatory environment in which the industry is
internationally competitive.

23. Successive tourism strategies have failed to address these issues. DCMS’s core responsibilities are to
provide social and cultural benefits, but tourism is a business activity and strategies for its growth require
strong economic analysis and industry development skills that DCMS does not have.
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c. Lack of Funding

24. Funding for the overseas marketing of Britain has been frozen at £35.5 million since 1997 and funding
for the marketing of England stands at only £12.4 million. This is in stark contrast to the large increases in
funding over the same period in Scotland, Wales and Ireland.

25. DCMS claims that over £300 million of Government funding is spent on tourism. But this includes
funding allocated by the National Parliaments of Scotland Wales and Ireland to their National Boards, DTI
funding that RDAs allocate to tourism and Local Authority expenditure. In fact, DCMS is now the second
lowest funder of tourism in the UK.

26. VisitBritain’s international marketing budget is now paltry in global terms. It is rivalled by the
marketing budgets of some Caribbean islands, is only the 26th largest NTB budget in America (our most
important market) and is less than half the £72 million that Tourism Australia spent on just one campaign.

27. It hardly surprising, therefore, that the average length-of-stay, the average spend per trip and
Britain’s share of the global tourism market have all declined markedly over the last 10 years, while the
tourism deficit has risen from £4.7 billion to £18.0 billion per annum.

28. DCMS has asked VisitBritain to indicate where it would cut up to 7% from its present budget as part
of the 2007 Comprehensive Spending Review. Any cut in funding will apply from 2008–09 through to
2010–11, making it almost impossible for VisitBritain to maintain routine overseas marketing activity in the
lead-up to the 2012 Olympic Games, let alone undertake the additional marketing activity required to
achieve the Government’s target of generating £1.6 billion in tourism revenue as a result of staging the
Games. This is perverse in the extreme.

29. Tourism has been the poor relation among DCMS responsibilities over the last nine years. While total
DCMS funding has increasing by 61% over this period, VisitBritain has fared the worst of all DCMS
sponsored bodies with only a 9% increase in its funding. Sport England and the Arts Council have had
funding increases of, respectively, 114% and 111% over the same period and DCMS’s own costs have
increased by 133%.

DCMS expenditure over the last 9 years
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30. If VisitBritain’s funding is cut by 7% and inflation averages 3% over the next four years, by the time
of the London Olympics, their budget will have declined almost 45% in real terms. To do this to a body that
generates over £1 billion a year for the UK economy lacks sense. To do it to a successful international
marketing body in the lead-up to the Olympic Games is simply madness.

31. The Tourism Alliance would like to see a fundamental review of the Development of Tourism Act
1969 to:

1. Establish a coherent structure for tourism marketing and support.

2. Examine how (with private and public sector involvement) to deliver authoritative leadership for
tourism in England and Britain.

3. Explore models for tourism investment and the level of investment required.

4. Determine the correct location of tourism support functions such as statistics and research, quality
standards and product development, and resources required for these functions.

5. Determine where in Government tourism policy making and sponsorship should sit.
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Effect of the Tax Regime upon the Industry’s Competitiveness

32. A 2002 study by WTTC indicated that visitors to the UK paid the second highest amount of tax in
the world. Since then, there have been further increases in tax and charges. These include the cost of visas
increasing by between 37% and 140% in 2005, a £15 out-sourcing charge being applied to visas in 2006 and
air passenger duty doubling in 2007.

33. The tax burden on visitors has now reached a level where it is adversely aVecting the UK travel
industry’s ability to compete in the international market. For example, it now costs a family of four from
India £420 in Government charges just to get on a plane to the UK.

34. A recent study by the Council for Travel and Transport found that the amount of tax and fees paid
by European visitors to the UK is now 65% higher than the average level of tax and fees they would pay to
visit such key competitor destinations as France, Spain, Italy, USA and Australia. For visitors from long-
haul destinations the amount of tax and fees imposed on visitors to the UK is now 91% higher than the
average of the other destinations. For visitors from the 109 countries who need a visa to enter the UK, the
total cost of taxes and charges now stands at £207 per person.

35. This puts the UK at a considerable competitive disadvantage. Over the last 10 years inbound visitor
expenditure has only increased by 15% to £14 billion.

36. A recent study by the Council for Travel and Transport found that the amount of tax and fees paid
by European visitors to the UK is now 65% higher than the average of tax and fees they would pay to visit
key competitor destinations such as France, Spain, Italy, USA and Australia. For visitors from long-haul
destinations the amount of tax and fees imposed on visitors to the UK is now 91% higher than the average
of the other destinations. For visitors from 109 countries who need a visa to enter the UK, the total cost of
taxes and charges now stands at £207 per person.
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37. This puts the UK at a considerable competitive disadvantage. Over the last 10 years inbound visitor
expenditure has only increased by 15% to £14 billion.

a. Impact of increased visa charges

38. The cost of a standard visa is now £63. This is particularly unfavourable in comparison to a Schengen
visa which costs 60 euros and allows the visitor to enter 15 European countries. Of particular concern is that
the countries that require visas include some of the worlds fastest growing source markets (eg, India, China
and Russia), which are worth over £1 billion a year to the UK now.

39. The price sensitive nature of touism is shown by the fact that when visa prices increased in 2005,
expenditure in the UK from visa markets fell by 11.1% while expenditure from non-visa markets increased
by 9.2%.

40. Such losses in visitor expenditure were not experienced by key competitors. For example, spending
by the Chinese in Australia increased by 9.1% in 2005 and in Germany by 18.6%.

Visitor spend in the UK 2004 (£m) 2005 (£m) % change

India 238 226 -5.0%
Russia 151 136 -9.9%
UAE 179 160 -10.6%
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Visitor spend in the 2004 (£m) 2005 (£m) % change
UK

China 131 114 -13.0%
Saudi Arabia 98 116 !18.4%
Thailand 101 45 -55.4%
Taiwan 45 41 -8.9%
Visa Requiring 943 838 -11.1%
Countries
Total World 13,047 14,248 !9.2%

41. The reason for the high cost of visas to the UK is that UKvisas is required to be self-funding,
including covering the costs of compliance and enforcement . A better approach would be to:

a. Reduce the cost of a standard visitor visa to bring it in line with the cost of visas for competitor
destinations.

b. Introduce a competitively priced “add-on” UK visa for Schengen visa holders.

c. Introduce a cheaper short-term single entry visa to reflect the duration of the majority of visits to
the UK.

d. Fund compliance and enforcement costs from general public expenditure as a matter of
national security.

What Data on Tourism would usefully inform Government Policy

42. Good quality data is essential for investment decisions and to demonstrate the economic benefits that
flow from tourism. However, national tourism statistics (especially domestic and day-visitor statistics) are
inadequate.

43. The poor state of tourism statistics was highlighted in 2005. National statistics on the impact of the
London bombings on domestic tourism were not available until January 2006 (six months after the event)
and statistics on the impact on day visits (which constitute about 40% of total tourism expenditure) are still
not available in 2007.

44. We consider this unacceptable. In 2004, DCMS published the Allnutt report, which found numerous
gaps in Britain’s national tourist statistics. These included a lack of:

— Reliable lists of accommodation providers and tourism businesses.

— Frequent and timely statistics of day visitors.

— Frequent and timely indicators of short term market trends.

— Detailed statistics of tourist expenditure.

— Comprehensive and robust local statistics.

45. The report concluded that it was necessary “to improve the main tourism surveys to ensure that they
provide statistics that are fit for purpose and warrant the reliance that the industry and local and central
government agencies place upon them.” It recommended that up to £8 million be invested to establish a
Tourism Statistics Unit to undertake this work and analyse and distribute the results to the industry and
government agencies.

46. DCMS accepted this recommendation and forwarded the report to the National Statistician. In
response, he agreed that “this review leaves no doubt that there would be benefit in looking more
strategically at alternative ways of providing a strong common direction and coherence to oYcial tourism
statistics.”

47. However, DCMS has not provided funding, the Tourism Statistics Unit has not been established and
the Department’s implementation plan limply states that “it is not possible to put timescales for
implementation, let alone state what will be in forthcoming work plans.” EVectively, proper and reliable
tourism statistics have been shelved. This undermines the whole policy and strategy for the UK.

Practicality of Promoting Environmentally Friendly Forms of Tourism

48. The industry recognises the importance of business management and promotion in an
environmentally sensitive way. Growing awareness of green issues and climate change amongst customers
will start to determine their choice of destination.
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49. Travel and tourism needs to play its part in becoming more sustainable. The Tourism Alliance’s view
is that this can best be achieved through the education of businesses and consumers and the provision of
incentives for visitors to change their travel behaviour rather than through blunt economic instruments that
simply aim to reduce travel or tax is progressively, which will simply reduce tourism revenue.

50. In 2002, DCMS took over responsibility for the development and implementation of sustainable
tourism initiatives. Nothing of significance has yet happened including:

— the promotion of visitor travel planning,

— the provision of incentives for dayvisitors to use public transport rather than private vehicles,

— increased funding of domestic tourism as a substitution for flights overseas,

— the development of an extension to the Quality Assurance Scheme to highlight accommodation
providers with sustainability plans,

— dedicated funds for promoting “sustainable” accommodation and attractions to provide an
economic incentive for businesses to join such programmes.

Olympic Games

51. The Tourism Alliance supported the London 2012 bid and believes that the potential benefits of
hosting the Games for the London and UK economy are considerable.

52. We have provided DCMS with a detailed submission on the strategy required to achieve those
benefits. To maximise the benefits, DCMS must set a clear framework in which tourism bodies and the
tourism industry can develop and implement a coherent and well-resourced marketing, media and
communications strategy. The key points are:

— There is clear ownership of the strategy and its delivery against the target of £1.6 billion in
additional tourism expenditure.

— A national marketing and communications strategy is developed with a brand that the tourism
industry can use that does not compromise IOC branding.

— An Olympics Tourism Forum be established with members drawn from a wide range of tourism
interests to co-ordinate activities and provide consistent and coherent marketing and
communications.

— Adequate funding for the marketing and communications strategy via a public-private
partnership.

— Core components of the marketing and communications strategy are to:

i. Build inbound business and leisure tourism in the lead-up to and after the 2012
Olympics.

ii. Sustain “normal” inbound and domestic tourism during 2012.

iii. Use the Olympics to enhance London’s role as a gateway to the UK.

iv. Maximise the opportunity for world-wide media coverage of Britain aVorded by the
20,000 journalists expected to attend.

v. Develop contingency and crisis plans in case of adverse events during the Olympics.

vi. Improve tourism statistics so that challenging, yet realistic, quantitative and
qualitative targets can be set and monitored in the lead-up to, during and after the
Olympics.

vii. Planning needs to start immediately and implementation is a matter of great urgency
if we are to achieve success.

53. Through the GLA, DCMS provides Visit London with £1.25 million per year to promote the city as
a gateway to the rest of the country. There is a strong case to increase this funding to broaden activity due
to exposure through 2012, so that it includes new and emerging markets and particularly China, India
and Russia.

We trust that this response has covered the main points of your inquiry. We believe that the inquiry is
timely and its outcome may have enormous importance for the future of tourism in the UK. The Tourism
Alliance would be pleased to submit further information on any point if the Committee wishes and would
be pleased to present oral evidence in support of this written evidence.

March 2007
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Witnesses: Ms Ros Pritchard, Chairman and Mr Kurt Janson, Policy Director, Tourism Alliance; Mr Tony
Millns, Board Member Tourism Alliance; and Mrs Brigid Simmonds, Board Member Tourism Alliance,
gave evidence.

Chairman: Good morning, everybody. This is the
second session of the Committee’s inquiry into
tourism. We are focussing in the first part this
morning on the Tourism Alliance. I would therefore
like to welcome Ros Pritchard, Chairman, Kurt
Janson, Policy Director, Tony Millns, Chief
Executive of English UK and Brigid Simmonds,
who is well known to the Committee. Could I ask
Adrian Sanders to begin.

Q106 Mr Sanders: The UK experiences 8% annual
growth in inbound tourism, yet has a growing
tourism deficit believed to be around £18 billion.
Which of these figures best reflects the state of the
industry?
Mr Millns: The latter one, Adrian, I think. The
position is mixed and complex but the UK is
increasingly in a competitive disadvantage against
the rest of the world. If you look at 2005, for
example, we had new destinations, such as China,
Turkey, Austria and Australia, coming into the top
ten for tourism receipts and arrivals; so there is an
increasing crop of new destinations which are
competing with us. We are finding increasingly that
there are a number of disadvantages to the UK in
terms of things like the cost and ease of getting visas.
We are two or three years ahead of the rest of the
world, apart from the US, in introducing biometrics,
which in Russia, for example, means that people are
having to travel long distances to record the
biometric information to get visas. We have got high
rates of things like air passenger duty, VAT on
accommodation, and we are also in a position where
I think our welcome to the world is less good than
it should be. You only have to note the position of
Heathrow and the quality of service at Heathrow; it
is not a good welcome to the UK. Overall I think our
view on inbound is that there is a very competitive
world situation. The UK is in danger of slipping
down the world tourism rankings and the most
worrying figure in fact is the decline in spend per
head of visitor. We are tending to lose the high-
spending North American, Arabian and Japanese
markets; and we are gaining numbers from relatively
low-spending new European destinations—
particularly Poles visiting friends and family and not
spending anything like as much as, say, North
Americans. So the danger is that in the tourism
industry we will see profit margins decline that will
make it then diYcult for businesses to invest in
quality, in new attractions, in new forms of service,
and the result will be a decline in competitive
position. I think that is our overall synopsis.

Q107 Mr Sanders: That is a pretty depressing start,
is it not?
Mr Millns: It is not helped, of course, by the
Government’s position on funding for the National
Tourist Board and the marketing of Britain, which
concerns the Tourism Alliance greatly.

Q108 Mr Sanders: I think that is something we will
be definitely be looking at later on. In those
circumstances what should the industry’s priority
be?
Ms Pritchard: The industry’s priority is to work on
our competitive position as a destination both to
increase inbound tourism and, equally importantly,
our domestic tourism because both are absolutely
vital to the tourism industry. Tony has already
mentioned improving the welcome, the visas, our tax
rates and also the welcome service at the gateways.
We also need smart regulation to keep the business
competitive and concentrating on its customers. We
need to look at the cost and admin burden. We also
need regional consistency and coordination of the
way regulation is applied from local authority to
local authority and region to region; but also in the
marketing of Britain and England and the
coordination of local authority, RDA and the
National Tourist Board. It is a big package of issues
that needs to be addressed simply to maintain our
competitive position.
Mrs Simmonds: I have nothing else to add. It is
absolutely vital to us that there is national
coordination of marketing of England and, indeed,
the UK. I think our major concern at the moment is
that DCMS have cut the budget of VisitBritain
hugely on top of that, and they claim that £350
million is spent on marketing, which we know to be
totally untrue. In fact James Purnell came in front of
you as a committee and said that. Yet when you
break that down, out of that figure we have got, £120
million for example is spent by local authorities and
of that only £24 million is actually spent on
marketing; £20 million of that figure is the Irish
Government spending money on marketing Ireland.
The RDAs may have a view on what they spend on
marketing but you will remember that is not actually
the key role of the RDAs; their key role is much
more to do with economic development and inward
investment. Because the 1969 Development of
Tourism Act is so out-of-date there is no way of
coordinating this nationally.

Q109 Mr Sanders: Responsibility you think lies
where, with Government, to promote tourism
through agencies like VisitBritain; or could the
industry itself perhaps do more to market itself?
Ms Pritchard: I think the responsibility is shared. I
think there is a role for the public sector and a role
for the private sector. In that 40% of tourism
spending is not spent in tourism business, it is right
that the public sector is involved. 80% of tourism
businesses are SMEs and micro-businesses. They
cannot and will not market or engage with new
markets. They cannot do that. The private sector
will market tactically. Their marketing spend they
will expect to give them a direct return to the bottom
line. The public sector has an important role on the
strategic marketing opening up new markets and
creating the environment where tactical marketing
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will get the return to the country, where both the
Exchequer and the private sector will win. It has got
to be a shared responsibility.

Q110 Mr Sanders: This is a problem both on a
national level and on a local level; it is cause and
eVect. If public money is used to promote where does
the return come into the taxpayer? On a local level if
the local authority promotes tourism and increases
the number of visitors where does the extra income
come apart from perhaps in car park charges or
deckchair charges?
Ms Pritchard: And business rates and taxation.

Q111 Mr Sanders: Business rates do not go to the
local authority, they are collected nationally and go
into a national pot and then are redistributed by
central government. There is no correlation between
a business rate locally and what that local authority
receives. It is one of the great big myths about local
government since it was taken out of local
government hands. There is no correlation on a local
level. On a national level where is that correlation
between what is better—to have additional numbers
of tourists coming into the UK, or to have the same
number of tourists but who spend more money in the
UK? Is it numbers, or is it spend per tourist that is
important?
Mrs Simmonds: It is a mix of both. We hear the
words “place shaping” among government
everywhere. Tourism has got to be part of place
shaping. Look at the investment you get locally in
local businesses. Yes, the money does not go to the
local authority—although the local authority is
going to have the ability to raise up to 2% in
additional businesses rates with the forthcoming
bill—but the money and the feel-good factor has got
to go into that local community, and it has got to go
into revitalising our seaside tourism resorts and all
those areas which are seeing a decline in visits. We
are an industry worth £85 million. That is the value
of tourism to the UK economy.
Mr Millns: I think partly also you could say, because
of the tax revenue from that £85 million of spending,
central government is able to fund local government
to some extent through the spending assessment. So
where a local authority is spending on things that
may be general amenities, whether they are parks,
gardens or whatever, which are also enjoyed by
tourists, there is some funding that comes from the
general tax taken from tourism through central
government and back to local government. You are
quite right to say it is not a direct correlation.

Q112 Mr Sanders: We visited Canada and the
Canadian Tourism Board has a direct hypothecated
bed tax for the marketing of tourism. For every
dollar they spend on marketing they expect $5 back
in terms of visitor-spend, which is a very, very
narrow ratio compared to the pittance we spend on
marketing and the pounds and pounds that come
back in tourism spend. Would it help the industry if
it had an hypothecated tax in order to market itself
overseas and within?

Mrs Simmonds: This has never been a Government
that believed in hypothecation. When we had
proposals for the bed tax the proposals were that the
money would go to the local authority and there was
no requirement that the local authority spent that
money on tourism. Like anything else, I think we
would have to reconsider and possibly come back to
you on whether we thought it could work as
hypothecated. Hypothecated taxes that went
directly to help the marketing of the area obviously
would be something that would be attractive; it is
just that there has never been any real evidence that
the Treasury was interested in doing that before.
Ms Pritchard: There is also the issue that a bed tax is
not based on the usual unit of accountancy. Whereas
taxing somebody on their turnover would have
accounting systems and accounting standards, it is
fairly obvious that you can work it out. A bed tax,
where you are taxing on your unit as a bed night, is
a very, very expensive way to tax. We looked at the
research across Europe. For example, in Italy they
dropped the bed tax because their research showed
it was costing more to collect it than it was
generating. It is very, very important to look at the
experience across Europe. In Germany, where
diVerent Länder have diVerent levels of bed tax, they
are actually creating a very bizarre competitive
position, whereby some Länder are dropping their
bed tax to compete against the neighbour Länder. It
is not a simple “let’s collect the money”. If you take,
for example, my sector where your bed-night could
be a family of six in a tent, is it right that they are
paying six times the businessman in the hotel? It is
not an obvious direct link and it could have all sorts
of other issues that would need to be considered.
Mrs Simmonds: The other issue is that we have the
second highest taxed visitors in the world. Visitors
pay more in the world to come here than almost any
other destination. If you then added to it by putting
on a—-

Q113 Mr Sanders: How do you work that out?
Mrs Simmonds: In tax terms.

Q114 Mr Sanders: When I go to France I pay a toll
to use the motorways—that is a tax. Do you
include that?
Mr Janson: The World Travel Tourism Council did
a taxation barometer which had the UK as the
second most highly tourist-taxed destination in the
world. This comes out of air passenger duty, which
basically no other country in the world has; full VAT
rate on accommodation; and full VAT rate on
restaurants. This is what makes up the bulk of
tourism taxation. We already have a very highly
taxed regime for visitors coming into the country.
Visitors are paying their way. They are paying taxes.
The problem we have, as you pointed out, is that the
taxes that are being gained from the tourists already
are not being recycled back into the maintenance
and upkeep of local attractions and facilities. That is
not to say we should tax the visitors more; rather
that the tax which has already been paid should find
its way back to enhancing the attractions and
benefits which attract people here in the first place.
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Q115 Chairman: May I just clarify, James Purnell
gave evidence to this Committee the day after they
announced the funding levels for VisitBritain and he
told us three times that the Government is spending
£350 million on supporting tourism. I understood
that that would include the amount local
government was spending, the amount the RDAs
was spending and funding from central government.
Why do you contest that figure? Where is it wrong?
Mrs Simmonds: Actually what he said to you, as I
understood it, was that £350 million was spent on
marketing.

Q116 Chairman: No, he said on supporting tourism.
Mrs Simmonds: A lot of that spend is spent on
providing local toilets, on providing tourism
information centres, on providing things which, yes,
you could count as tourism spending but it is
certainly not (and our argument is a lot to do with)
money spent on marketing, particularly when we
have got the 2012 Games coming and tourism is
meant to be making £2.1 billion out of having the
Olympics here. It seems absolutely daft to use that as
a reason why you should cut funding overall. You
see how the Comprehensive Spending Review has
worked out. Local authorities have also had their
budgets cut; tourism is not a statutory service for
local authorities; and therefore it is almost the first
thing that is going to see even more cuts at a local
level, so it almost a double whammy.
Mr Millns: We would actually like to do some more
analysis on the £350 million. Margaret Hodge
meeting with us the other day was not able to give us
that analysis. It looks as if we will have to do it for
the Government. When we have done it we would be
very happy of course to share it with the Committee.

Q117 Philip Davies: You have been very critical of
DCMS, sticking the boot into them on a few things,
saying that they have “failed to ensure that new
legislation does not adversely aVect tourism interests
[. . .] that, as a result of this failure [. . .] the industry
has been undermined by an ‘increased fiscal and
regulatory burden”; that its settlement for
VisitBritain showed a “lamentable understanding”
and a “lack of joined-up thinking”. Do you have a
good working relationship with the Government?
Mrs Simmonds: Yes, we do! We certainly have a
good working relationship with ministers, the staV
and the Department. This is about policy and the
decision of policy. The Treasury sets the guidelines;
the Department takes the decision on where it makes
the cuts. It decided to give £50 million, for example,
to the arts; we certainly would not disagree with that;
we are hugely supportive of the arts but they gave
£50 million to the arts because no funding had been
provided as part of the Olympic funding for the
Cultural Olympiad. They freely admit that was the
case. On the back of that we have had to see this 18%
cut. Our argument is about policy and how the
priorities are set within DCMS. It is certainly not
about the Department and who we work with. We
have had some very good examples of things that
have worked well. To pick up your other point, we
have also had issues in the past where, for example,

when they first put up visa charges DCMS were not
even consulted because no-one thought that the
issue of visa charges and the eVect on tourism was
important enough. It was all about security of
people coming into this country.

Q118 Philip Davies: You say that they have not
represented the interests of the tourism industry
eVectively. Could it not be argued that really it is you
who have not represented the interests of the tourism
industry eVectively because you have not managed
to make any inroads on the Government
Department that looks after this area?
Mrs Simmonds: You could almost argue that
because we are actually a successful industry—there
are parts of the industry that are very successful, you
look at hotels in London, for example, at the
moment—that we are almost being taxed as an
industry because of that success. If you look in other
areas, the Government is removing the Hotel
Building Allowance, which is of huge concern
because it is grandfathered over 25 years. At the
other end of the market they are cutting the tapering
on Capital Gains, which is going to have a huge
eVect on small and medium-sized businesses. It is
almost as if the rug is being taken from under our
feet in this particular area, and any success that we
have had is being taken away and there is a refusal
to market tourism in the future. Yet look what we
face in terms of the economic position and the
possible position on consumer spending. 15% of our
visitors come from the United States and look at the
eVect on the dollar. Looking forward, it is actually
very short-sighted.

Q119 Philip Davies: You mentioned the Hotel
Building Allowance, can you give some other
examples of the fiscal and regulatory burdens that
your members face that you have a particular
problem with, and where you would like the
Government to do something about it?
Ms Pritchard: I think one of the biggest issues,
particularly for the many, many micro-businesses, is
the pace of change and keeping up with it. There has
been a lot of new employment legislation. Every six
months we are seeing change. We are seeing diVerent
attitudes in the tribunals. The husband and wife
team with two members of staV cannot keep up with
the amount of paperwork required to stay ahead of
the requirements, even though they will have a
fantastic relationship in a small business with their
team. Health and safety, if you ask a lot of
businesses, is a minefield. You can have some of the
safest businesses but have they documented their
risk assessment, their safe systems of work
suYciently, the small business, to keep pace with
changes in the law? Nobody is arguing against health
and safety; the issue is about the way the law is
implemented and the way it is communicated to
small businesses. It is one of the key areas. Take the
liquor licensing changes. There are enormous costs
going onto small businesses, a lot of paperwork, and
from their point of view no real big diVerence at the
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end of it. Most of them did not change their hours;
they are just under a new system that costs them
more and more paperwork.
Mrs Simmonds: Some of them actually had to give
up having a liquor licence because they were being
charged for having a liquor licence for just beer in
the fridge in a small bed and breakfast in the same
way they would be charged if they were a pub in
London.
Ms Pritchard: We used to have cider being sold in
reception on the camping parks, so when people ran
out they went and bought some more, but they do
not do it any more because it is not worth the cost of
the liquor licence. Where is the change? Where was
the society’s evil we were trying to address there?
There are all sorts of minor areas where, if you take
them together, you can get members of the industry
(and I have had members) sell up because they have
had enough of the red tape and the grey men.
Looking at entrepreneurship, my members tend to
be rural and regional businesses, small businesses, it
is that general burden. What they need is support
rather than a stick all the time from Government;
because the perception is that Government does not
understand what they are trying to do.

Q120 Philip Davies: If you have a good working
relationship with the ministers and yet they still, as a
Government, do not understand the issues caused to
your industry by all of these regulations, why is that?
What is it the DCMS is doing wrong? Why is it not
having the influence in Government that you want
it to?
Mrs Simmonds: I think it is a case of prioritisation.
DCMS has a whole range of areas it looks after and
it is a case of which ones you decide to prioritise at
any particular time. What we are saying is they are
not necessarily prioritising the issues important to us
for tourism. There is also a problem in the definition
of “tourism”. When is a pub a tourism pub when it
is situated in a tourism area? It is quite diYcult to
understand that the leisure industry and the tourism
industry is very much one. Let me give you an
example of where it has worked well. Ros and I have
just been round the country for the past three
months with every government oYce promoting
“The Good Practice Guide On Planning for
Tourism”, which was not a DCMS piece of
legislation (it actually comes out of DCLG) but it
has something that has been hugely successful in
giving examples of good practice in planning, like
the need to understand its material consideration in
planning law; to promote. This is one of the few
pieces of planning law which actually has an
economic side to it, which we hope will also be
reproduced in PPS4. That has been very successful:
talking to planners; talking to local authorities;
getting a greater understanding between the two on
how we could improve the planning purposes. What
we are looking for is more of that sort of work. As
DCMS is going to be cut, along with other
government departments, there is a danger that
many more of their units will become more thematic
rather than being units which are dealing with
specific areas, like tourism.

Q121 Philip Davies: In a word, do you think that the
ministers in DCMS and the Department itself do not
have enough clout in government?
Mrs Simmonds: I think there is a danger. We would
very much support there being more cross-Cabinet
and cross-departmental committees that brought
them together on a regular basis. There was at one
time a meeting of ministers across government
departments which now does not take place. It is a
case of us all working together. To give you another
example from the Home OYce: we have this issue
about immigration, particularly outside the EU, and
we have this system whereby you will get points
depending on your qualifications for bringing
people into the UK. The problem is that does not
work with chefs in Indian or Japanese restaurants
who do not normally have the qualifications which
are needed to earn the points to be allowed into the
UK, and yet it is absolutely vital that we have those
chefs if those sorts of restaurants, in the very
multiethnic culture that we have in this country, are
going to work in the future.
Mr Millns: There is a very good piece of text on this
which I would just like to read to you. “Tourism
must be a priority for the Government. It is one of
Britain’s largest and fastest growing industries and it
should be treated as such. We believe that there
should be a major rearrangement of government
departments in order to accommodate the needs of
the tourism sector so that it does not get lost in the
oversized DTI, and not stranded as the Cinderella of
government within DCMS. Tourism needs a proper
commitment from the Government commensurate
with its economic importance to the country”. That
was your Report in 2003 and we could not put it
better ourselves.
Chairman: It is nice to know that select committees
have such huge influence on Government!

Q122 Rosemary McKenna: You have depressed us
all deeply! You are talking specifically at one end of
the market which is the small and medium-sized
enterprises, but what about the other end of the
market where we have hotels that are being run
eVectively by our cross-European immigrants who
are coming in to work throughout the European
Union? My understanding and certainly from my
experience in a hotel I stayed in this weekend was
that there were staV there being paid £3 an hour.
You are telling us that tourism needs more money
and yet that is my experience, and that is the
experience I think of a lot of people.
Mrs Simmonds: In this country?

Q123 Rosemary McKenna: In this country.
Mrs Simmonds: We have the national minimum
wage.

Q124 Rosemary McKenna: We understand about
the minimum wage. The minimum wage people have
to know about to make sure that applies. They have
to understand the legislation. They do not
understand the legislation and they are coming in
from countries where they are quite happy to be paid
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£3 an hour because they are earning so little at home.
It is a real problem in the industry which certainly I
cannot get my head round.
Ms Pritchard: There have been enforcement
campaigns that, as the Government changes its
focus, have focussed on the hospitality sector; and
there have not been a raft of prosecutions, so I do
not think they have found that much abuse.
Mrs Simmonds: We would very much support
enforcement campaigns. In fact the Low Pay
Commission is about to embark on a whole series of
other campaigns. Within the membership of the
associations we represent, we very much support
that legislation. We have a discussion every year
about the issues, about how much it will go up and
we have just finished those discussions with the Low
Pay Commission for next year and we do believe the
rises should fall along with average earnings. We
very much support that legislation, as indeed we
support the holiday entitlement legislation, which is
actually going to cost the industry about 3.2% on
payroll costs; and 65% of the tourism industry
actually do not oVer the 28 days, which they will
have to oVer by 1 April 2009. We have always been
very supportive also of family-friendly policies
again, which are quite diYcult in terms of people
going oV and handing over their maternity leave or
paternity leave.

Q125 Rosemary McKenna: It is all very well for you
to have those policies and views but if your members
or, more importantly, the people who are not
members of your organisation are running their
businesses by underpaying people or by abusing the
system then—
Mrs Simmonds: We would support any enforcement
action taken against those businesses.

Q126 Rosemary McKenna: It is not really
persuading us though, is it? You really have to
persuade us.
Mrs Simmonds: It is not, but we have been very clear
in supporting enforcement action. To be honest,
there is very little we can do if they are not members
of the 50 or so organisations which make up the
Tourism Alliance.

Q127 Mr Evans: Could I cover two quick things first
before going on to the other questions. Tony, you
mentioned Heathrow. At its worst it is reminiscent
of the battle scenes from Mash with helicopters
landing; so are you in favour of what the
Government is now proposing as far as the extra
runway and another terminal are concerned?
Mr Millns: Any upgrade in the quality of service at
Heathrow must be welcomed. In order to keep its
position as one of the major world hubs then, yes, I
think expansion at Heathrow is inevitable. That
must be accompanied by a great increase in the
quality of service and the throughput—visitor
experience, in fact.
Mrs Simmonds: A lot of work is actually going on,
and VisitBritain are very much part of that, in
looking at welcome and how we do welcome visitors

to Britain. Those discussions are ongoing. I must
say, it will have to improve before we get to
welcoming the world in 2012.

Q128 Mr Evans: Are you more in favour of perhaps
splitting Heathrow away from Gatwick and getting
diVerent operators so they compete against one
another to raise the standard?
Mrs Simmonds: I do not think we would have a view
on that.

Q129 Mr Evans: On visas, you mention the fact that
a visa standard cost for coming to the UK is about
£63, whereas to go into a Schengen country, where
you have a choice of 15 countries to go into, it is ƒ60,
so there is a substantial diVerence?
Mr Millns: Yes.

Q130 Mr Evans: Plus there will be other charges in
the UK, which you mentioned. You give one
example in your submission about a family of four
coming from India where it would cost them £420
for taxes and visas to get into the UK?
Mr Millns: That is before they get on the plane and
arrive at Heathrow.

Q131 Mr Evans: Yes, before they even get on the
plane. From the United States, of course, with the
weakness of the dollar you mention the fact you
have fewer of the high-rolling Americans coming in
with their dollars?
Mr Millns: Certainly the figures for August and
September of this year, since the dollar declined,
look pretty depressing.

Q132 Mr Evans: Do you think that is just cyclical,
the fact there is a weak dollar; or do you think
reducing the level of the visa charge would actually
make a substantial diVerence? Basically you would
be asking the Government to lower the visa charge
at the same time as perhaps bringing some of the
other charges down as well. It is unrealistic, is it not?
Mr Millns: I think the charges are cumulative, and
they are accumulative in fact on people’s willingness
to travel, particularly to the UK. I think we can
fairly argue when the visa charge was increased, as
you will see from the submission, there was an 11%
decease in visitors from a number of countries
including India, where it is, if you like, a sensitive
economic issue. They do have a large amount to pay
before they get on the plane. Yes, overall our feeling
is that the visa charge is a major deterrent. There is
some evidence that tour operators bringing groups
will bring groups to Europe and miss out the UK,
because they can get the Schengen visitor to go
round Europe but faced with paying another £63 to
come into the UK, forget that.

Q133 Mr Evans: You have actually got proof, have
you, that the reduced number of people from
countries such as India, Russia, China and Thailand
particularly, they are all going to Europe as opposed
to coming into the UK?
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Mr Millns: Not necessarily Europe. They may be
travelling to Australia from Thailand or whatever.
The evidence is that Australia is picking up
significant trade in terms of the Far East, China,
Thailand et cetera.

Q134 Mr Evans: That is completely diVerent, is it
not, going to Australia or coming to Europe?
Mr Millns: Yes.
Mrs Simmonds: Within Europe you have to pay an
extra cost to have a visa to visit here, and that is an
extra cost, as the Indian example again shows, which
acts as a deterrent.

Q135 Mr Evans: If somebody comes into Paris, and
there are a few countries there, and pays their ƒ60
for their Schengen visa, are you saying they have to
pay another £60-odd for the British visa on top of
that?
Mrs Simmonds: Yes.

Q136 Mr Evans: So that is a great disincentive for
them to come into Britain for a couple of days?
Mr Millns: Exactly.

Q137 Mr Evans: As far as the settlement is
concerned, you have mentioned the reduction in
funding for VisitBritain going down from £50
million to £40 million in 2010–11. Were you
surprised that the settlement was so poor?
Mrs Simmonds: Yes, I think we were. I think
particularly we have spent probably 18 months
working on a national strategy for 2012 and for
bringing visitors in from around the world. After all,
we have 200 countries taking part in the Olympics;
we only market to 32-odd countries around the
world now. We were very clear with VisitBritain that
this gave an opportunity to attract younger people
to come; and also to attract visitors who come for the
Olympics to do other things and to go out into the
whole of England and the UK—to go to the
Yorkshire Dales, to go to visit the Jurassic coast,
whatever it might be they had that opportunity and
we were working on this strategy. There is no doubt
once you have an Olympic city that people want to
come and visit that Olympic city. Some of them
come beforehand, particularly business tourists,
particularly important to our UK economy; some of
them come there, or they come as repeat visits. There
is plenty of evidence from round the world, from
Queensland, from training camps, that that is the
case. VisitBritain put in a bid to spend probably
about £20 million, starting in Beijing next year, to
market that. I think we are absolutely amazed that
none of that funding has been forthcoming because
we had this opportunity. Of all the benefits of
holding the Olympics here tourism was meant to be
the greatest. £2.1 billion was meant to accrue to the
tourism industry from the Olympics. We seem to
have been throwing that away by not providing
any funding.

Q138 Mr Evans: I think somebody else is going to
come in on the Olympics specifically. In your
estimation what is the impact going to be on

tourism, either domestically generated or from
abroad into the UK, by the funding arrangements
for VisitBritain? What is the impact going to be on
the number of tourists coming in?
Mrs Simmonds: We do not have overall figures for
that. It is the ability to market to those tourists that
is our main concern about this. It is not all the other
things that happen that VisitBritain take part in—it
is the ability to market and to have a coordinated
marketing campaign which is what Ros was talking
about at the beginning. Whether you are visitor
attractions, which are one of the main reasons why
people come here, they cannot aVord to be going
round Arizona marketing the Tower of London.
There is a need for national tourism; it is a role of
government that is fulfilled everywhere else
throughout Europe and throughout the world with
a range of budgets. I think we were hugely
disappointed, having had nine years of no additional
funding at all in comparison to the overall figures
that have gone elsewhere from DCMS, that yet
again we did not receive any more funding this year.

Q139 Mr Evans: Because you did not try and sell
Arizona the Tower of London! Have you got any
comparisons with other European countries
specifically (that is our competition on our doorstep)
on how much money they are spending on their
VisitFrance or VisitGermany groups? Are you able
to indicate what is happening now?
Mr Janson: There is a wide range of expenditure
through Europe. It is very diYcult to draw
comparisons because of the way that overseas
tourist boards are structured from the national
figure and local levels. The diVerent structures make
it diYcult to come up with an overall figure. We
could probably go away and try and determine that.

Q140 Mr Evans: You will be in the same diYculties
as you have here talking about the £350 million for
local government expenditure. I think you will come
across the same problem—it is central government
money specifically on the market or whatever
country it happens to be. I think that is important.
We are where we are. The Government have now
given a reduction in the support for VisitBritain, so
what should they do with the money now—
reprioritise?
Mrs Simmonds: I think they are going to have to
reprioritise. No doubt we will be having discussions
with them in due course about exactly how they are
going to do it. It looks as if there are some areas, for
example within Europe, where they will have to
make cuts; yet in our understanding of how it
actually works a lot of the time spent in marketing
Europe is not about getting people physically to
come to the UK, it is about working with local
businesses; it is about working out commercial deals;
it is about working with local newspapers. A lot of
those roles are going to fail. Some suggestion that
might be left to the British Council or our embassies
overseas: it is not their role either.
Ms Pritchard: We are very concerned that
VisitBritain have been tasked with cutting their cloth
to meet the budget cuts. Surely what is needed is an



Processed: 04-07-2008 20:21:26 Page Layout: COENEW [O] PPSysB Job: 387037 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 65

27 November 2007 Ms Ros Pritchard, Mr Kurt Janson, Mr Tony Millns and Mrs Brigid Simmonds

independent and strategic review that should not be
based on “just meet this budget or that budget”; it
should be based on, “We’re in a very diVerent world
now since 1969. We have got devolution. Has
tourism really been addressed in that devolution
process? Or do we need to look strategically at that?”
The leadership should be coming from Government
to look strategically at: what does tourism need;
what should the public sector be doing; where
should that money be spent? Actually look at a
proper review, perhaps at the Act itself, rather than
sending VisitBritain oV to undertake a cloth-cutting
exercise. What will the impact be? We cannot tell
you until they have decided which bits they are not
going to do any more. That is a diYcult decision,
where I think there should be Government
leadership.

Q141 Chairman: James Purnell in defending
Government expenditure on tourism specifically
highlighted the £40 million the RDAs are now
spending, which obviously was not the case ten years
ago. How eVective do you think the RDAs are at
promoting tourism?
Mrs Simmonds: You have got the three RDAs
following who are probably the leaders in their field.
Not all RDAs are the same; not all the RDAs give
the priority to tourism that the RDAs following on
from us do. We have had some very clear late
leadership from the South West, particularly in
setting up Partners for England, which has been a
way of coordinating that. I think you have to look at
the key role. There is a problem at the very local level
which has diYculty connecting with regional RDAs.
We also have no consistency of interpretation. Some
have to respond and some do not. Some do all the
work in-house and some do not. I think as part of
this review which Ros has just talked about we
would like to see all that reviewed and perhaps more
coordination, and we would call for the Act of
Parliament that controls how the industry works to
be reviewed and amended to reflect devolution, both
whether it be nationally or indeed regionally.
Mr Millns: I think there is also a tension. The RDA
spend is to some extent competitive, in that a visitor
attracted to go to Cornwall is a visitor who has not
gone to the Lake District. That is not necessarily a
recipe for consistency of approach in terms of the
marketing of the UK internationally. That is the role
we see as absolutely critical for VisitBritain. That is
why VisitBritain needs to have the funding.

Q142 Helen Southworth: Can I follow up on that and
ask you about the growth and how to grow domestic
tourism inter-regionally and across regions. You
have said there a visitor to Cornwall is not
necessarily a visitor to the Lake District. A citizen of
the UK has to find something to do with their time.
There is a fairly strong body of opinion that says if
the UK tourist industry provides a better service for
the residents of Britain it is far more likely to get
them to spend their pound than to go to Bluewater
or the TraVord Centre or whatever, particularly in
view of the Anholt Nation Brands Index polling,
which says that the UK ranking on visitor

perceptions is low: “[. . .] while the UK scores
heavily abroad for attractions, history and heritage,
the country’s image in respect of food, value for
money and customer service is not good”. I am sure
that will be reflected if you actually asked the
domestic tourist. There is a huge industry in terms
of weekend tourism, four-day tourists, one-day
tourists for people who know that in parts of the
tourist industry you cannot get a cup of tea after 4.30
and no lunch after two o’clock.
Ms Pritchard: There are certainly quality issues.
Quality is one of the key tourism strategic issues that
we have been addressing with DCMS all the way
through. Actually if you look at my members, they
live by repeat business and incredible loyalty to the
product and people returning—80% repeat business.
People are not returning if the service is not right.
You have to have the product right, but also the
service right. Domestic tourism is not just competing
with retail, it is also competing now with the low
costs where it is a choice between a weekend in
Barcelona or Prague, or a weekend in Devon or the
Lake District. We are getting the repeat business,
and those businesses survive by it. If you are away
from a tourist hotspot that is going to attract tourists
however you treat them, as it were, you are not going
to survive unless you have got your service right;
both word of mouth and repeat business is the way
they live. Certainly the domestic market needs that
extra to keep pushing to keep the 20% coming in
over and above where they are living; but they would
not be returning with such frequency if the service
was wrong.

Q143 Helen Southworth: Surveys are saying that we
are not getting a good response from people when we
are asking them what they think about the service.
You are complaining that the industry is not getting
the growth that it needs; it is not getting the
marketing that it needs. You cannot market a
product that people do not think is good enough.
Mr Janson: The Anholt survey you are talking about
there is overseas perceptions of Britain, rather than
the reality of the situation. What the report also
shows is when people come over here and actually
experience the accommodation and experience the
food, they rank it as higher than they expected. The
perception problem we have got needs to be
addressed by undertaking very good marketing in
those countries. That is a way of getting round it, to
showing people what the reality of the situation is.

Q144 Helen Southworth: You are saying there is not
an issue around skills, availability of service or cups
of tea after 4.30
Mr Janson: I am not saying there is not an issue.
There is a wealth of anecdotal evidence. Everyone
can come up with an experience they have had that
has not been up to standard. We are not going to
have an industry where absolutely every experience
is going to be fantastic. What we can do is raise the
level, and we are doing that. We have got a lot of
work being done by ourselves, by VisitBritain, to
address that. What I am saying is we have a very high
rating from the people who do come over and
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experience the product. We also have an 80% return
rate from overseas visitors. They obviously have a
very good time over here while they are here. Yes, we
address skills and quality, and we need to do so; but
we should not denigrate the product, which is very,
very good.

Q145 Helen Southworth: What specific things are
being done within the industry?
Mrs Simmonds: We work very closely and I am a
council member of People First which is the sector
skills council for our sector looking at training. They
are doing a lot of work with the RDAs. There is an
enormous amount of work going on with schemes
like Welcome Host, to look at how we can welcome
the world in 2012. That is an ongoing process which
the leadership of industry are very much
participating in. Then there is the grading system
which VisitBritain has very much piloted. It has got
the AA and RAC working together so that we have
a system that people understand in terms of stars and
attractions. Indeed it is going to have the same sort
of system introduced. It is something the industry is
well aware of. Individual businesses are well aware
of it because if they do not have repeat visits then
their business will fail. Again, if they are the wrong
sort of business then they probably should not be
there anyway.

Q146 Helen Southworth: Can I ask you about what
sort of responsiveness you are seeing within the
industry to the need for sustainable tourism? This is
something that people say we have not got quite as
right as we need to, and certainly not as right as our
competitors across the rest of Europe.
Mrs Simmonds: I think we have moved that agenda
forward within industry considerably. It used to be
something you thought was quite a good idea but
you rather parked on the side. It has now become an
absolutely essential and core part of businesses. We
have a lot of business working with the Carbon
Trust. We have a lot of business working internally
with their employees to make sure they are much
more sustainable in their lights and their recycling,
in packaging. We all have a requirement to separate
and package our recycled waste from 1 October. For
those businesses which spend over £1

2 million on
electricity a year they will be having a tax probably
which will come through in one of the bills that
Parliament will soon be considering. I had my
Business In Sport and Leisure conference last week.
Dr Peter Bonfield speaking from the Building
Research Establishment who talked about the
BREEAM standard, which is a standard by which
we build buildings to make sure they are sustainable
for the future. He is also a consultant to the ODA. I
think it is being taken much more seriously within
the industry than it ever was before.

Q147 Helen Southworth: Is that the general feeling?
Ms Pritchard: There are businesses adopting this.
The Green Tourism Business Scheme, which
actually provides a sustainable environmental
management system. There is the David Bellamy
Conservation Award Scheme which looks at

biodiversity and habitat, as well as sustainability
issues. It is not always that easy. We still have not got
all businesses that recycle their waste able to have
that collected and taken away. We are going to the
private sector just to get our recycled waste taken
away. Anecdotally, there is a lot of self-catering
accommodation that has fitted the low electricity
light bulbs and they leave with the guests because of
course they are so much more expensive than normal
light bulbs. We need the technology to come on so
that we can lock our light bulbs in. We are doing the
right thing and discovering all sorts of new consumer
behaviour as a result! The thing we have discovered,
and we work with David Bellamy on his
Conservation Award Scheme, is that the market
actually wants green. The ultimate incentive to
business is the bottom line. As the market turns
green then the clever industry will follow. The light
bulb is one which has surprised me.

Q148 Helen Southworth: In terms of the impact that
British weather inevitably has on tourism and issues
around seasonal tourism, have you got an opinion
on Double British Summer Time?
Mrs Simmonds: Yes, I think we all support Double
British Summer Time. It is very clearly a Tourism
Alliance policy. I think politically it is very diYcult
to see how that is going to work in the future,
particularly with the separation with Scotland. To
be honest, the issue of British Summer Time is in the
hands of the politicians. You have to decide whether
you are prepared to go for another pilot or to indeed
move that forward. We are very supportive of it, but
I think recognise the political diYculties of it ever
being introduced.
Ms Pritchard: There are sustainability issues there as
well looking at lower carbon usage if we did go for it.
Mr Millns: The Cambridge research published two
or three weeks ago was very strong on both the
safety side and on the sustainability side.

Q149 Janet Anderson: You have mentioned the need
for a thorough review and I think I would agree with
you on that. Do you see that as a review of the
structure of support for tourism? Given that we have
a VisitWales and VisitScotland that are very
proactive overseas, is it still appropriate to have a
VisitBritain, or should it perhaps be a VisitEngland?
Ms Pritchard: I think there is a very strong view that
there should be a VisitEngland, but Britain is a very
important brand, particularly the further away the
market the less it is England, Scotland and Wales. It
is a role for both. The review could be a review of the
Act, but we certainly need to look at structures. We
mentioned earlier about France and Germany, both
of which had devolved tourism responsibility. I
think there is a lot to be learnt by looking at the way
their structures work as well. They have had
devolution longer, and the joy of devolution is the
competitiveness it sets up between regions; but,
particularly in an overseas market, you also need
cooperation. How do we achieve that and get the
best we can for the investment? There is an
enormous review which needs to happen, but there
is a very strong body of opinion within the industry
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that we need a VisitEngland and we need a strong
VisitEngland; but that does not get away from the
Britain round and therefore a VisitBritain.

Q150 Janet Anderson: Could you have, maybe,
VisitEngland, VisitWales and VisitScotland that
would come together in some kind of form to market
Britain when that was necessary?
Mrs Simmonds: I think that does actually happen. I
think this is a question for VisitBritain more than for
us. I think that does happen and we would like to see
it happen more. At the moment we have overlapping
structures, and we have overlapping structures with
diVerent responsibilities. The RDA is responsible to
BERR, and tourism is the responsibility of DCMS.
It is getting that coordination right that is hugely
important to us. There is a very good case study of
Germany and how they dealt with the Football
World Cup; hugely successful in tourism terms.
They started early; they had a campaign; and it is
something we could certainly learn from when we
have 2012 here.

Q151 Philip Davies: Just going back to the funding
for VisitBritain, the Secretary of State when he came
here said that the reason it was being culled was
because they identified eYciency savings that could
be made at VisitBritain. Why do you think that that
is wrong?
Mrs Simmonds: The National Audit OYce did a
report on VisitBritain which actually showed that
they had a rate of return of 30:1. There are not many
non-departmental public bodies who can actually
achieve that. I have to be honest and say we have had
a recent letter from the Minister which talks about
the great organisation that VisitBritain is, and
indeed its eYciency in the way it works, so I have
some diYculty on that. I think there is perhaps a
misunderstanding of exactly how VisitBritain works
overseas. These are Tony’s words—we are the
diVerence between bricks and clicks; the suggestion
that people now market through clicks on the
Internet rather than through bricks in buildings.
With the knowledge of the industry, you have to
understand that part of that VisitBritain structure is
as much to do with working with other organisations
within the countries where they are, as it is about
expecting people to come into a tourist oYce and be
given brochures. Yes, of course it is true we have got
people who market by the Internet, but then you
have to make sure you have the right exposure
within those countries to do just that.

Q152 Philip Davies: You do not believe the Secretary
of State has been able to identify the eYciency
savings?
Mrs Simmonds: He says he is going to identify it by
asking VisitBritain to do their own review. We
would prefer it to be an independent review, which
had some independency in how it was taken out.
Turkeys voting for Christmas is perhaps the right
analogy.

Q153 Mr Hall: Ros, can you tell me what the role of
the Tourism Alliance is?

Ms Pritchard: Tourism Alliance brings together 50
tourism trade associations to try and provide a single
voice for tourism to Government. We were formed
following the foot and mouth crisis where there was
very great concern that in 2001 the farmer’s voice
was clearly heard and tourism was overlooked. That
was the momentum to get the Tourism Alliance to
work together, but we are an incredibly broad
church, from caravans, to inbound, from language
schools, to sport; an incredibly broad church which
tries to bring together and provide a single voice
for tourism.

Q154 Mr Hall: Do you think you have got a role in
promoting Britain as a place for people to visit?
Ms Pritchard: To be honest, it is not the way the
Alliance is resourced, to actually be a promotion
body. I do not even know if it could be resourced
that way because the diVerent trade associations are
resourced by their industries in diVerent ways. For
example, as I mentioned before, the majority of my
members (with my day hat on) are micro and SME
businesses with a very diVerent set of needs from
another trade association. With the leading visitor
attractions, for example, I do not think there are
many micro-businesses and it is a completely
diVerent market.

Q155 Mr Hall: I was thinking, if this was actually
being broadcast and there were people in the wider
world listening to it they have not heard anything
from you this morning that would attract them to
Britain.
Mrs Simmonds: We think there is an enormous
amount to attract them to Britain. We do see it as the
role of Government to fund how it should be
marketed. If you look at the sort of membership
from British Airways to American Express—of
course they go round the world marketing Britain,
and we have a clear role there. Following foot and
mouth the industry worked in partnership with the
Government to do a joint marketing campaign
which we were prepared to consider again until 2012,
but the Government has not been able to put up even
their half of any money that might be looked for to
allow us to do that.

Q156 Mr Hall: There are seven specific areas where
you talked about Government’s taxation policy:
VAT rates on restaurants, and also accommodation;
visa charges; airport taxes; proposed increase in
Capital Gains Tax; and liquor licences. If we were to
scrap all that, how much would that cost the
Government?
Mrs Simmonds: I am afraid I could not possibly
answer that question just oV the top of my head. Yes,
of course there is a cost to it, but again it is about
where you redefine that and how you balance that
with the money that the tourism industry actually
brings in to the Government coVers.

Q157 Mr Hall: How much more money do you think
the Government should be spending?
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Mr Janson: Could I just answer the last point. On the
visa side, we are actually undertaking work with the
Home OYce at the moment to determine what
would be the impact of reducing visa costs. If you
take the example of the people from India, each
person from India actually spends a thousand
pounds once they get into the UK. If we are charging
them £63 for a visa and £40 air passenger duty we
gain £100 but lose £1000 if we deter them. We are
going through with government departments
looking at what the impact would be of reducing
charges on the net benefit that the UK economy
would gain from this. On the accommodation side
there was a report done by Deloitte Touche back
around 2000 which determined if the VAT rate on
accommodation was reduced to the European
average there would actually be a net benefit to the
UK economy.

Q158 Mr Hall: How much?
Mr Janson: OV the top of my head it is a changing
benefit, depending on how many years from the
introductory year, but it is in the order of £500
million to a billion pounds per annum.
Mrs Simmonds: I think the answer to the second
question is, even if we had had an inflation indexed
rise for the last nine years we would have felt we
would have gone somewhere; but to do absolutely
nothing and then cut it by 18%, particularly the third
cut which is particularly swingeing, does give us a
real problem.

Q159 Mr Hall: How much more should the
Government be spending? It is a very
straightforward question.
Ms Pritchard: I think it would be wrong to answer
it, any more than it is correct to make a cut and then,
say, review it—

Q160 Mr Hall: You are not prepared to say how
much you want the Government to spend? You
cannot have it both ways.
Ms Pritchard: We want a review to look at where it
should be spent.
Mrs Simmonds: What is spent at the moment and
where it should be spent in the future, particularly
looking at this marketing role. I think then once we
have got that review we can put together a set of
proposals which indicates how much perhaps the
private sector was prepared to put in on the back of
that. The very least we would be looking for is the
£20 million which VisitBritain asked for and gave
details of how they wished to attract visitors to come
here in 2012. That would have been an excellent
start.

Q161 Mr Hall: So we are clear on the record, you are
actually asking them to put in an extra £20 million
on top of what is already announced?
Mrs Simmonds: We are clear on the record that we
would have liked some of the CSR bid which
VisitBritain made to have been honoured and
recognised and forthcoming.

Q162 Mr Hall: Can I move on now to the set of
questions I was asked to ask about statistics. We do
not have a clear picture of what the industry is like
and reports going back three or four years. We do
not have a clear picture of what the industry is like.
We do not know how many attractions we have got
in the UK. We will have the Allnutt report. DCMS
have made their views known about the Allnutt
report. Have we got a clear picture now? Do you
know how many attractions we have got in the UK
that people can visit?
Mrs Simmonds: I have actually chaired two sessions
as part of Partners for England which is looking at
how we can improve statistics. We now actually have
a commitment that funding will be made available
where we have two people who will be in the
National Statistical OYce looking to improve how
we produce the statistics; which we consider is a start
because the Allnutt report, which we all supported,
has never been fully implemented and the funding
had not been made available.

Q163 Mr Hall: Would it help if the Allnutt report
was implemented?
Mrs Simmonds: Absolutely.

Q164 Mr Hall: That is the sort of thing the
Government could do?
Mrs Simmonds: Yes, absolutely certain. One of the
other issues is that at the moment we do have a lot
of statistics but we do not know where they are
nationally. A lot of RDAs produce statistics within
their own RDAs but it is how that information can
be shared. We have got a commitment that a lot of
that information will be shared and forthcoming and
we should see an improvement. Kurt will tell you
when this is all going to start.
Mr Janson: In the next year there is a English
Tourism Intelligence Partnership being put together
which is being co-funded through the RDAs and
VisitBritain which is an initiative to try and draw
together all the information that is being produced
into one pot which everyone can share to ensure that
it is being gained in ways that are consistent across
the regions, so we can compare information from
one region with another and know that is being
collected in the same way. That will be incredibly
useful.

Q165 Mr Hall: That would not be a real alternative
to implementing the Allnutt report in full?
Mr Janson: No, it is a start to it. It is what the RDAs
and VisitBritain have tried to do, because Allnutt
has not been implemented.

Q166 Rosemary McKenna: My questions come
under the heading London 2012, but in actual fact
we can now add on to that Glasgow’s
Commonwealth Games in 2014 because people will
come into various points of the UK to get to
Glasgow. The whole thing actually is looking very,
very healthy. According to DCMS they expect that
50–75% of the economic benefits of that will come to
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the tourist industry. Do you think they are right in
saying that the economic benefits could be in the
region of £2 billion?
Mrs Simmonds: Yes, we do believe that is quite
possible but you have got to make the eVort to do
something about it. It will not just happen if we do
not market the country to those people who are
coming here; if we do not look after families and
friends, which is a very important part of visitors.
There is some very good work which was done by
SheYeld Hallam University looking at major
sporting events in the UK and how they attract
people. There is absolutely clear evidence, and
indeed VisitBritain is working with UK Sport to
look at attracting 100 or so events between now and
2012. Glasgow is a very good example and the
Manchester Commonwealth Games was another
very good example. They are enormously beneficial
to the UK. As I have said before, it has got to be
about changing perhaps the picture of the sort of
people who visit here, and attracting younger people
who come as part of the Olympic Games, whether
they be supporters, whether they be families or
whether they be media in particular to go out and
visit Britain and then want to come back again.

Q167 Rosemary McKenna: Of course the
international media will be covering Britain for
several years before the event, so people will see that
as well. That is marketing that is not costing
anything.
Mrs Simmonds: Yes.

Q168 Rosemary McKenna: Is the Government right
in saying there is going to be marketing that is being
done naturally so maybe they are right in reducing
the amount of money that is given to VisitBritain?
Mrs Simmonds: I think it is natural that you will
have unaccredited journalists who will be coming
here during the Games. I do not think you will
attract many people to write about it between now
and 2012 if you do not put the eVort into making it
easy; it is making those contacts in the individual
cities, in the areas they want to go and look at; it is
going out and seeking the Tourist Boards, the
RDAs, the local authorities and the local businesses.
That is something we can put together. As we know,
the media can be very fickle. If you make it easy for
them to go and see something then we are much
more likely to get that sort of response.

Q169 Rosemary McKenna: In one of your
submissions you call for an “Olympics Tourism
Forum”. Is this something the Tourism Alliance
should be taking forward, and will be taking
forward?
Mrs Simmonds: At the moment we have a
Ministerial Group on 2012 which is in fact due to
meet next week to look at where we move from here.
As a result of that we will be looking at whether there
is a need for a forum. We also have the Nations and
Regions Group which is part of LOCOG which, if
anything, I think has been much more eVective in
coordinating activity at a regional level across
tourism than it has in sport. The only problem is that
it is a bit like a secret society. No-one knows
nationally exactly what it is doing, but there is quite
a lot of good work going on out there. An Olympic
Forum is something we can and will think about as
industry gets together. I think the other thing we are
really looking for is some branding. There is a huge
success in Australia for Fun and Games which was
the brand that was developed for smaller business.
You want to have something you can hang on a bed
and breakfast in Glasgow that will make them feel
they are part of the Olympics and want to encourage
their visitors to see that as well.

Q170 Rosemary McKenna: Whose responsibility
should that be?
Mrs Simmonds: That responsibility probably lies
with LOCOG. As you know, there are all sorts of
issues about commercial brand and how the
branding for 2012 can be developed. We understand
there will be a non-commercial brand that will be
unveiled after Beijing, but at the moment our
understanding of that non-commercial brand is that
it will not be something you can hang on every bed
and breakfast; it will be for very specific projects. We
would like to work, and we would like VisitBritain
to work, with either Olympics sponsors, which is one
way of doing it, or with LOCOG to develop
something that we can use as an industry, and that
should be part of that ongoing work.

Q171 Chairman: LOCOG at the moment see their
role as going round preventing people using
Olympic branding, rather than promoting it?
Mrs Simmonds: They do and we clearly understand
the problems the IOC have with Olympic branding.
It has been done very eVectively elsewhere. You have
recently been to Canada where you will have seen the
work which was done in Vancouver; and Australia
did it eVectively. There is no reason why we cannot
do it here; it just needs a bit of leadership.
Chairman: I think that is all we have for you. Thank
you very much.
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Memorandum submitted by the Regional Development Agency, Tourism Leads Group

1) The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

Challenges

The principle challenge facing the sector is that posed by competing destinations in other countries, which
have become increasingly accessible to UK residents over a number of years. That accessibility is a function
of both increased wealth and the lower cost and greater ease of air travel from the UK. These have shaped
and reinforced a fundamental shift in the tourism behaviour of UK residents. The growth of tourism on a
world scale has increased the range of competing destinations and fuelled investments by both the private
and public sectors.

The response of the sector to these competitive pressures within the UK has not been a coordinated one,
nor has it been informed by a strong sense of the nature of the competitive environment. In terms of
company numbers, the sector is dominated by small and medium sized enterprises, for which the acquisition
of in depth market knowledge is diYcult. Market conditions have not been supportive of investments by
SMEs in a general sense. There are of course exceptions; examples of companies that have understood that
changing nature of demand and have responded well. In general, the larger companies in the sector have
understood and responded to the significant changes and challenges of recent years, though again there are
exceptions. Given the cross-over that exists between tourists and non-tourists, and the renaissance of many
of our larger cities, there has been much development that has been of a positive nature, strengthening the
appeal of these places as vibrant, lively destinations. The problem has been (a) that such responses have not
been driven by an in-depth understanding of the importance of tourism, and that in particular there has been
a lack of importance attached to the quality of place and the role of design within this, and (b) that while
cities generally are much more attractive, much of the country outside these metropolitan centres, has fallen
further behind; Blackpool is an example. Again there are exceptions.

Seaside resorts in particular suVer from high pockets of deprivation, and low wage economies, yet house
prices can be high because of high levels of retired residents and second homes. The seasonality of
employment is also an issue, with an influx of workers during the high season competing for local jobs and
a scarcity of jobs out of season. This clearly impacts on the economic, social and cultural wellbeing of the
local population and therefore has an impact on the vibrancy of the visitor economy going forward. Torbay,
for example, is the 89th most deprived local authority area in England, with average house prices 10.8 times
the average wage and a GVA of 63% of the national average—the lowest in the South West and one of the
lowest in the whole country. Torbay attracts 1.4 million staying visitors per year, but this number is
declining, because of changes in market conditions and Torbay’s inability to adapt to these changes.

The sector is also at disadvantage because from both a domestic and an inbound perspective, it does not
always compare well to other services experienced by tourism consumers, does not always move to meet and
exceed the expectation of visitors and is sometimes perceived to oVer poor value for money. Nor is the UK
always regarded as a welcoming and friendly option compared to near neighbours and similar destinations;
it currently ranks 17th in the world in terms of welcome. There is also a need to consider the perceptions of
careers with the visitor economy; this clearly links to skills and professionalism within the sector.

It is, however, crucial to address negative perceptions (and realities) of the UK as well as ensuring that
marketing is eVectively targeted and focused. The right messages need to be presented to potential visitors,
and the products and services themselves need to meet their expectations. If there is truth behind negative
perceptions, the country cannot aVord to be complacent, but must address issues head on. The country must
not sell a false promise, now or leading up to the Olympics; otherwise the lasting legacy will be a negative one.

The general ability of the country to respond to competitive pressures of the type experienced in recent
years is significantly constrained by structural barriers to productivity growth that were well explored and
explained by the McKinsey Global Institute in work for the UK Government in 1998. For example, they
estimated that “regulations governing land use, planning and building mean that the cost of building or
refurbishing a hotel in the UK is up to 40% higher than in the USA”. As a result, the occupancy levels
required to achieve a break even point were significantly higher in the UK than the US, according to the
consultants.

In the public sector our ability to respond appropriately to competitive pressures has been very severely
hampered by a lack of credible and detailed data. Policy must be based on good quality and well understood
evidence if it is to have any chance of succeeding. The data that is collected on the sector is of relatively poor
quality, and so lacks credibility, particularly with respect to the large proportion of sector expenditure which
is spent by same day visitors. More significantly from a policy perspective, data is not collected at the level
that allows for robust disaggregation below the national level. Yet without this fine detail, any analysis will
be flawed and will fail to address the real issues in many if not most particular cases. Despite similarities,
no two English regions are the same, and within each region, there are marked diVerences between sub-
regions, each with particular challenges and opportunities. At the sub-regional level, the same is true. So for
example, the challenges and opportunities faced by Carlisle or West Cumbria are not the same as those of
the Lake District, though all face real challenges.
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RDAs have taken up these issues very strongly and are improving their knowledge, which is now much
better than it was two or three years ago, but the national picture is still very poor and the fundamental
problem cannot be addressed solely by regional organisations; although they are leading moves to address it.

The lack of credible data does not simply hamper the crafting of well-designed policy it also undermines
the ability of the sector to win political support and the access to resources that flows from this. Without
political support and without the co-ordination of response that comes from a robust and widely accepted
analysis, responses to the challenges have necessarily been at times piecemeal and ad hoc, particularly in the
late 1990s and early 2000s as the balance of payments on the tourism account moved firmly into the red.

Opportunities

The post FMD changes to national and regional structures and responsibilities has been positive. RDAs
have taken their responsibilities to lead the tourism sector seriously and have allocated considerable
discretionary resources to support growth in the sector. Given that most RDAs have come from a standing
start, and that they have seen a major broadening of their responsibilities during the period in question, their
collective response has been impressive. Inevitably however it has not been carried through at the same rate
or in quite the same way in the diVerent regions; the extent to which this is a problem is for others to judge.

RDAs have both sought to understand the nature of the challenges faced by the sector and to respond to
the opportunities presented to them. Generally the response has been focused on the quality of the
experiences that can be provided to visitors—product and service quality—rather than on marketing.
Repeated calls for more resources to be spent on marketing, which usually refers to promotion, are in the
view of the RDAs misguided. Consumers are increasingly sophisticated and demanding, and increasingly
able to obtain independent reports on destinations, hotels, attractions and other places from websites like
trip advisor.1 Promotion is obviously important, but it must be undertaken as part of the strategic
management of what is being promoted. The best businesses understand this fully and it is a lesson that needs
to be learnt and applied to the tourism sector. RDAs have focused on the wise use of all of the resources
available to support tourism growth, and have generally sought to rationalise promotional activity, much
of which has been ineVective in the past.

The tourism sector is both complex and diverse; particular emphasis, therefore, must be placed on the
national, regional and local tourism interfaces and the pursuit of economies of scale in all their dimensions.
Too often in the past, public sector expenditure on the visitor economy has been fragmented and ineVective,
and despite the constructive changes brought about by the RDAs and their delivery partners, this remains
true to quite a significant extent.

The recognition of these concerns led to the creation of Partners for England, which has been RDA
driven. The Partners for England summits addressed the key issues surrounding the better management and
marketing of the tourism industry in England. Particular emphasis has been placed on the national, regional
and local tourism interfaces and the pursuit of economies of scale in all their dimensions.

The opportunities for the UK are firstly to grow domestic tourism, and secondly to reduce the speed of
its relative decline in world rankings as an inbound destination. Both are best achieved by improving the
quality of the experiences that are provided to visitors. Improving the appeal of the UK to domestic visitors
must be the priority for a number of reasons: improving the quality of place that is an essential component
of this has broader economic and social benefits; it will have positive impacts on the balance of payments;
it should have positive impacts on climate change; it will increase competitive intensity, and subject to action
being taken to address structural barriers, should have a positive impact on productivity growth and on the
generation of GVA.

There is now a welcome focus from DCLG on place shaping, an agenda that RDAs embrace and will
work to support. Each RDA now has a Tourism (or Visitor Economy) Strategy in place, with all having a
focus on the importance of product, and of place, and with all seeking real improvements in the intra-
regional coordination of activity, particularly by local authorities. The RDAs are working with their
Regional Assemblies on the development Regional Spatial Strategies, and with VisitBritain and the LGA,
are seeking to improve inter-regional co-ordination by means of the Partners for England initiative.

There is clear merit in considering a concerted and high level programme to focus on areas of product
and service quality in the years preceding the Games and to carry forward a new approach to customer care,
skills and quality to create a lasting legacy; World Class Skills are especially needed in our visitor economy
given that we will be hosting one of the biggest events in the world.

1 http://www.tripadvisor.co.uk/
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2) The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

Alongside welcome devolution of decision making, which has enabled places and regions to play to their
strengths, there is a policy gap at the national level, which is in part at least, a function of the lack of fine
grained data as discussed above. The diversity of the tourism sector and the large number of companies
involved makes the development of appropriate policy very diYcult without a higher level of understanding
and detailed knowledge than is currently the case. There is a danger therefore that policy is driven by
political considerations rather than by an in-depth understanding of the issues faced by the sector; to that
extent it is reactive rather than proactive. The result is that national policy is inevitably broad in its sweep,
is often composed of generalities, and runs the danger of being no more than a set of good intentions. At
its best it should be enabling in its nature, and supportive of action by RDAs and others. It does not yet
achieve this consistently.

DCMS has an important role within government in ensuring that tourism is understood by other
departments. Evidence on its performance in this role is not readily available; it is not therefore easy to asses
how well it is carrying out this role although the current capability review of DCMS may shed further light
on performance. RDAs are increasingly focusing upon both the place-centred concept of the visitor
economy, and the person-centred concept of a tourist in developing their approaches to tourism growth.
This is an agenda that DCMS could usefully embrace more fully, given the perceived importance of cultural
activity to the creation of economically successful places. DCMS could and should play a strong role in
supporting the development of the place shaping thinking being carried out by DCLG, and in addressing
with this and other departments, the structural barriers to productivity growth.

One specific action that we would recommend is reform of the current targeting framework as it relates
to tourism. Since the RDAs took policy responsibility for tourism a variety of measures have been put in
place at regional level but there has been no national framework from DCMS to guide and measure strategic
performance in line with DTI practice. DCMS’ PSA targets around increasing participation and its newer
focus on the 2012 Olympics have little connection to the considerable investment being made by RDAs, local
authorities and other bodies. Earlier PSA targets on improving the industry’s productivity were more
relevant although these did require more robust definition and measurement systems.

The focus of VisitBritain on domestic marketing is welcome, and should be encouraged and strengthened.
It is absolutely right that domestic marketing by VisitBritain should be carried out in full partnership with
the RDAs as the bodies with strategic responsibility for tourism. Through the Partners for England
initiative, plans are currently being developed to better coordinate leadership, research and intelligence,
marketing and the local management of destinations.

3) The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

The structure of the sponsored bodies is broadly appropriate and in general terms is working well; both
VisitBritain and RDAs have a strong sense of purpose and role and are delivering against their own targets
and those set for them.

The structure is not as strong as it might be in terms of overall coordination and policy leadership. In part
this is a function of the constraints on joint RDA action, in part the lack of responsibility for this at the
national level, though as indicated above, the Partners for England initiative is a positive move to address
this gap. In terms of promotion, current funding could be better co-ordinated; a strategic marketing function
would better align promotional work and increase impact, and link it to product development requirements.
This is something that Partners for England is considering, with the aim of developing a way forward.

The nominal funding of RDAs by DCMS is just that, nominal; it is not directly calculated on the basis
of the challenges they face. RDAs have supported tourism on the basis of their analysis of its economic
importance and will continue to do so. The place making and shaping agenda being taken forward by
DCLG should, it is hoped, lead to a more focused approach to the allocation and use of resources designed
to improve the quality of places within the UK, with due and appropriate attention being paid to their
importance as tourist destinations.

The funding of promotional activity is important and should be sustained, and to the extent that this is
supported by evidence of its eVectiveness, increased, particularly in the context of the 2012 Olympics.
However it would not be appropriate to simply copy the high levels of promotional spend by other countries,
though we should of course evaluate and learn from others’ experience. Given the analysis put forward
above, there should be an increase in promotional spending focused on the domestic market, but again this
must be supported by careful analysis of the most eVective means of achieving the goal. It is noted that
according to visitor research last year in Cumbria for example, with a high volume of repeat visitors (83%)
to the area, the most popular source of information used was previous experience, used by over half of
visitors (56%). The Internet was also a popular source, with a third using this method (33%) overall, but
with a significantly higher proportion of both overseas visitors (55%) and first-time visitors (64%) using this
as a source. Just 13% used a brochure and 10% a guidebook and only 5% used a Tourist Information Centre,
yet these continue to receive high levels of funding from local authorities.
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Promotional spending must support more broadly focused strategic marketing activity that is driven by
a clear understanding of the nature of the experiences visitors are seeking. To divorce, as currently happens
to a large extent, control of spending on promotion from control of spending on getting the product right
is not a recipe for optimal success. No private sector company would choose to operate in such a manner.
There is thus a strong argument that any additional funding for domestic promotional activity should be
channelled via the RDAs, particularly given the investments they already make in promotional activity.

4) The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

RDAs do not propose changes to the current tax regime with respect to tourism. RDAs are supportive
of the proposal to include aviation in the EU emissions trading scheme from 2011. There is no doubt that
the UK is a high cost destination for international visitors, and that its lack of price competitiveness with
many overseas destinations is a factor in the growth of outbound tourism. The Agency’s primary response
to this is to re-emphasise the importance of matching the product and services oVered, to the expectations
of visitors, in a way that meets or exceeds their expectations. That this is possible is clearly demonstrated
by many excellent tourism companies within the UK. RDAs generally are working to improve the ability
of tourism businesses to understand the changing nature of demand, through the commissioning of research,
eg into non-visitors, and through the development and use of tools to create a more structured
understanding of the future.

RDAs do not support the idea of a “bed tax”. More generally, the RDAs agree with the analysis set out
in the Stern report that “public finance principles would generally militate against the earmarking of
revenues, on the grounds that it prevents eYcient resource allocation across government”. There is clearly
scope to improve the eVectiveness of existing local authority spending on tourism, and this should be a
priority.

5) What data on tourism would usefully inform Government policy on tourism?

The lack of credible and robust data on the value of tourism is a major hindrance that undermines a proper
understanding of the sector and therefore renders diYcult the eYcient allocation of resources. It is widely
acknowledged that statistics are not good enough. The need to plan, monitor and develop relies on robust,
quality data. The lack of this data is a major weakness which has led to the proposed development of the
National Tourism Intelligence Unit which is being championed by Partners for England and led by the
Regional Development Agencies.

Tourism Satellite Accounts (TSA) are the internationally acknowledged and validated benchmark for
assessing the value of tourism. Such accounts provide a conceptual framework within which supporting data
can be gathered and from which analysis and intelligence can be generated in the periods between accounts;
typically these are produced every three or four years.

The production of Tourism Satellite Accounts requires that there be an institutional structure that
supports the provision of the high quality data inputs that are necessary, and will create the necessary drive
for improvements in these data inputs where required. The proposed National Tourism Intelligence Unit is
intended to act as a single point of focus, of authority and of expertise in the field of tourism data, helping
considerably to strengthen the institutional structure; it is a real opportunity to take the agenda forward.

RDAs have played a leading role in recent TSA work and are supportive of further work and investment
in this area, regionally and nationally. There is a strong belief that there should be a real, national
commitment to producing accounts according to a sensible and published timetable. RDAs see benefit in
setting out a clear goal of producing accounts in 2009 for 2006, in 2012 for 2009 and in 2014 for 2012, and
in putting in place the necessary measures to increase the robustness of these accounts, and the value
obtained from them over this period.

RDAs are also pioneering work to develop alternative methodological approaches to gaining an
understanding of the economic value of same day tourists.

6) The practicality of promoting more environmentally friendly forms of tourism

In the RDA’s view it is both practicable and appropriate to promote more environmentally friendly forms
of tourism and this view underlies the argument put forward above in favour of making growth in domestic
tourism a priority. However this cannot be done in isolation from other strategically focused measures to
grow tourism, nor from actions that address and seek to reduce, the environmental costs of transport,
particularly those associated with air travel.

RDAs have made sustainability a core element in their tourism strategies; see for example that for the
South West—Towards 2015.
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7) How to derive maximum benefit for the industry from the London 2012 Games?

There is clear potential to use 2012 as a catalyst for changes in tourism policy and practice that RDAs
were already wishing to bring about, and to use the opportunity to engage in dialogue with partners who
would otherwise be diYcult to reach. The strategic marketing focus is not well enough articulated in the
consultation document, nor are the implications of this properly explored or set out. It is certainly through
the showcasing of the whole of the UK that the Games will have most significant eVect. It is a welcome fact
that DCMS are already working closely with the partners to explore benefits that might accrue to the
regions.

It is recognised that the direct impact of 2012 will be limited, if measured in terms of additional visitors
directly attracted to the regions (outside London and the South East) during the games.

There is an understanding of the focus placed by VisitBritain on (a) both games related and games
motivated visitors, and (b) on broader promotion, brand development, media handling and use, work with
public diplomacy partners, the cultural Olympiad, and on the appeal of new events. Broadly, this approach
is welcomed, but with the strong proviso that this work must involve regional partners, and be designed to
generate clear benefits for the regions.

There is concern at the lack of additional funding in order to take full advantage of the opportunity
presented by the Games, and at the threat of even more funding being drawn into meeting the core costs of
hosting and preparing for them.

All stakeholders recognise the overriding importance of improving the quality of the experiences that are
oVered to visitors, and the need to have a clear sense of the competitive environment in which international
tourism operates. The 2012 Games represent a real opportunity to address fundamental issues of poor
quality in both product and service, and to address the structural barriers to growth in productivity that the
sector faces. These challenges and opportunities are not dealt with well enough in the consultation
document. RDAs would like to see a more carefully considered analysis of the actions that can be taken to
address the barriers to productivity growth. They would also like to see stronger, more public direction of
work to improve the quality of the service provided to visitors.

More use could be made of digital media and content, and of the anticipated continued pace of change
in this area. RDAs would support more work being done to develop strategic foresight in this area, and see
clear benefits in so doing.

There is a general acknowledgement that 2008 Capital of Culture will be a springboard for, and an
opportunity to learn lessons, for 2012.

There is a collective interest in working closely with DCMS, LOCOG and others to make the best of this
opportunity for the benefit of all and a recognition that there are several major opportunities for maximising
the benefit leading up to and during the 2012 Games, and also a need for eVective management of the hosting
of visitors during the Games themselves.

Experience at other major sports events, including the Olympics, shows that as well as generating visitors
for the event itself, they stimulate post-event visits many of which are by first time visitors to the host
country. The 2012 Games represent a unique opportunity for the UK to welcome a new and potentially huge
new audience. It is essential that product weaknesses, identified above, are addressed. The need is to build
the existing tourism oVer to overseas and domestic visitors in a sustainable manner by improving our
quality, welcome and service, with the following core objectives:

— To communicate the scale and opportunity of 2012 to the tourism sector whilst managing
expectations.

— To ensure enhanced and sustainable transport connectivity throughout country.

— To help develop a comprehensive and sustainable events programme before, during and after
the Games.

— To capitalise on displacement of UK citizens from London and recognise the constraints that this
will impose on the Games being held in what will be “peak season” in the regions.

— To drive up quality, improve destination management, and increase the proportion of overseas
visitors in the long term.

— To improve the skills base in the tourism sector through specific targeted intervention and
development of programmes.

— To review roles and responsibilities and ensure that the most eVective structures for delivery are
in place for 2012 and beyond.

— To develop the product in order to exceed customer expectations.

It is crucial to have a realistic approach, ensuring that expectations are not raised and that businesses are
clear that they may have to work to maintain their business levels at the time rather than increase them. The
showcase is the legacy, and this should be communicated and embraced. Maximum advantage must be
taken of the Games to project an extremely positive image for the future and to improve external
perceptions. It is important to recognise that some in the industry are sceptical and will need careful
convincing, not hype.
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The assessment of the impact of visitor numbers during the period of the Games is realistic and the overall
economic impact within London during this short period may be relatively modest; the wider eVects and the
Games’ legacy could be considerable although it is hard to draw conclusions based upon past experiences
from other host cities since the geographical and infrastructural contexts diVer so greatly.

There is a risk that potential visitors will think that the Games will make travel within London and the
UK diYcult, and that prices will be at a premium; measures will need to be taken, at both domestic and
international levels to counter this. There will be unprecedented levels of domestic public interest in
watching the Games and that this could result in a downturn in domestic tourism, with a strong surge
immediately after. The challenge to increase levels of tourism during the Games will be considerable, but
not impossible.

EVorts need to focus on marketing the diversity of the UK’s wider cultural oVer and experience, using
the Games as a “hook”. This will require the application of a coherent UK-wide strategy.

Key Points

Regional Structures

— Changes arising from the RDAs’ new responsibility for strategic development in tourism have
understandably taken time to bed in. However since 2003 there have been dramatic improvements
to both the quality and depth of the support structure for tourism in the regions, and the resource
allocated for this. Partners For England has made considerable strides in sharing best practice
across the regions.

Structural Changes

— International market forces have changed the competitive landscape for tourism over the last 10
years, with major implications for the UK and with negative impacts upon traditional UK seaside
destinations in particular. The UK’s policy response has lacked drive and coherence, and has been
hampered by a lack of robust data.

Place-Shaping and the Visitor Economy

— The strengthening focus on place-shaping, and the creation of a clear, broadly-based intent to
create high-quality places for residents and for visitors is welcome, and is mutually supportive of
the region’s focus on planning for growth in the visitor economy. Action is required to define the
intent, and to ensure that structures and processes support delivery against this.

Data- and evidence-based policy making

— Poor quality data on the sector makes a full understanding of the sector’s importance to the
economy extremely hard to achieve; the consequence is muddled thinking and poorly designed
policy. Improvements in data are a priority for RDAs who are working closely with DCMS to
achieve this.

Strategic Marketing

— The separation between responsibility for product development, and promotion, places a premium
on the quality of the partnership working between the agencies responsible. RDAs have a clear
strategic responsibility for product development. VisitBritain has responsibility for the promotion
of the UK and of England. There is scope for closer working between these bodies in particular,
within a strategic marketing framework; the Partners for England initiative is welcome in this
context.

March 2007
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Memorandum submitted by the Northwest Regional Development Agency

The Culture, Media and Sport Committee is holding an inquiry into the tourism sector in the UK. The
Committee is particularly interested in receiving evidence on the following issues:

1. The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

Challenges

Market Forces

1.1 The principle challenge facing the sector is that posed by competing destinations in other countries,
which have become increasingly accessible to UK residents over a number of years. That accessibility is a
function of both increased wealth and the lower cost and greater ease of air travel from the UK. These have
shaped and reinforced a fundamental shift in the tourism behaviour of UK residents. The growth of tourism
on a world scale has increased the range of competing destinations and fuelled investments by both the
private and public sectors.

1.2 The impact of these challenging changes have put pressure on the UK tourism sector in general and
have had particularly negative impacts in specific areas that have been unable to respond quickly or
eVectively enough. In diVerent ways, both Blackpool and the Lake District fall into this group. The lack of
ability to respond is not necessarily due to the failure of individuals or organisations, but may be a function
of structural changes or of factors beyond the control of those involved. The increasing congestion on roads
has combined with increased ease of travel overseas to impact on the Lake District’s ability to attract visitors
from the south east for example.

Lack of Coordination to the Response to Market Forces

1.3 The response of the sector to these competitive pressures within the UK has not been a coordinated
one, nor has it been informed by a strong sense of the nature of the competitive environment.

1.4 In terms of company numbers, the sector is dominated by small and medium sized enterprises, for
which the acquisition of in depth market knowledge is diYcult. Market conditions have not been supportive
of investments by SMEs in a general sense, although there are of course exceptions; examples of companies
that have understood that changing nature of demand and have responded well.

1.5 In general, the larger companies in the sector have understood and responded to the significant
changes and challenges of recent years, though again there are exceptions.

1.6 Given the cross-over that exists between tourists and non-tourists, and the renaissance of many of our
larger cities, there has been much development that has been of a positive nature, strengthening the appeal of
these places as vibrant, lively destinations. Manchester and Liverpool are good examples.

1.7 The problem has been a) that such responses have not been driven by an understanding of the
importance of tourism, and that in particular there has been a lack of importance attached to the quality of
place and the role of design within this, and b) that while cities generally are much more attractive, much
of the country outside these metropolitan centres, has fallen further behind; Blackpool is an example. Again
there are exceptions.

Structural Constraints

1.8 In general the ability of the sector to respond to competitive pressures of the type experienced in recent
years is significantly constrained by structural barriers to productivity growth that were well explored and
explained by the McKinsey Global Institute in work for the UK Government in 1998. For example, they
estimated that “regulations governing land use, planning and building mean that the cost of building or
refurbishing a hotel in the UK is up to 40% higher than in the USA”. As a result, the occupancy levels
required to achieve a break even point are significantly higher in the UK than the US.

Weak Evidence Base

1.9 At the public sector level, the ability to respond appropriately to competitive pressure has been
severely hampered by a lack of credible and detailed data; policy must be based on good quality and well
understood evidence if it is to have a reasonable chance of succeeding.

1.10 The data that is collected on the sector is of relatively poor quality, and so lacks credibility,
particularly with respect to the large proportion of sector expenditure by same day visitors. More
significantly from a policy perspective, data is not collected at the level that allows for robust disaggregation
below the national level. Yet without this fine detail, any analysis will be flawed and will fail to address the
real issues in many, if not most, particular cases.



Processed: 04-07-2008 20:21:27 Page Layout: COENEW [O] PPSysB Job: 387037 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 77

1.11 In the Northwest, for example, the five sub-regions are significantly diVerent from each other, each
with particular challenges and opportunities. So Manchester and Liverpool are suYciently dissimilar to each
other, as to require diVerent responses. At the sub-regional level, the same is true; the challenges and
opportunities faced by Carlisle or West Cumbria are not the same as those of the Lake District, though all
face real challenges.

1.12 RDAs have taken up these issues very strongly and are improving their knowledge, which is now
much better than it was two or three years ago, but the national picture is still very poor and the fundamental
problem cannot be addressed solely by the regions; although they are leading moves to address it.

1.13 The lack of credible data does not simply hamper the crafting of well designed policy it also
undermines the ability of the sector to win political support and the access to resources that flows from this.

1.14 Without political support and without the coordination of response that comes from a robust and
widely accepted analysis, responses to the challenges have necessarily been at times piecemeal and ad hoc,
particularly in the late 1990’s and early 2000’s as the balance of payments on the tourism account moved
firmly into the red.

Opportunities

RDA Led Investment

1.15 The post FMD changes to national and regional structures and responsibilities have been positive
in the view of the NWDA. RDAs have taken their responsibilities to lead the tourism sector seriously and
have allocated considerable discretionary resources to support growth in the sector. Funding for the sector
is dramatically greater now than was the case before these changes. Prior to 2002, DCMS funding of tourism
totalled c £750,000 per year, split between two tourist boards. NWDA funding for each of the five sub-
regional tourist boards created following publication of the regional strategy, is now running at c £1 million
per year each. These figures exclude any funds for projects that support tourism.

1.16 The NWDA’s approach to tourism support has wide regional support. The new structure is both
clear and logical, and provides stronger and more eVective links to tourism businesses and to the sub-
regional organisations responsible for determining priorities at that level.

1.17 Given that most RDAs have come from a standing start, and that they have seen a major broadening
of their responsibilities during the period in question, their collective response has been impressive.
Inevitably however it has not been carried through at the same rate or in quite the same way in the diVerent
regions; the extent to which this is a problem is for others to judge.

The RDA Partnership with VisitBritain

1.18 RDAs have worked closely with VisitBritain on its marketing role and have taken a leading role in
other national programmes; the RDAs were instrumental in the significant changes and improvements to
the EnglandNet programme made in the last two years.

Focus on Product Quality

1.19 RDAs have both sought to understand the nature of the challenges faced by the sector and to
respond to the opportunities presented to them. The NWDA’s response has been to focus on the quality of
the experiences provided to visitors—product and service quality—to a greater extent than on marketing,
while not in any sense ignoring the latter.

1.20 RDAs have focused on the wise use of all of the resources available to support tourism growth, and
have generally sought to rationalise promotional activity, much of which has been ineVective in the past,
and with a good of duplication.

1.21 Repeated calls for blanket increases in spending marketing, by which is usually meant promotion,
are misguided in the view of the NWDA. Consumers are increasingly sophisticated and demanding, and
increasingly able to obtain independent reports on destinations, hotels, attractions and other places from
websites like trip advisor.2 Any additional promotional activity must be clearly targeted and properly
evaluated.

1.22 Promotion is obviously important, but it must be undertaken as part of the strategic management
of what is being promoted. The best businesses understand this fully and it is a lesson that needs to be applied
to the tourism sector.

1.23 The opportunities for the UK are firstly to grow domestic tourism, and secondly to reduce the speed
of its relative decline in world rankings as an inbound destination. Both are best achieved by improving the
quality of the experiences that are provided to visitors.

2 http://www.tripadvisor.co.uk/
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Priorities for Growth

1.24 Improving the appeal of the UK to domestic visitors must be the priority for a number of reasons:
improving the quality of place that is an essential component of this, has broader economic and social
benefits; it will have positive impacts on the balance of payments; it should have positive impacts on climate
change; it will increase competitive intensity, and subject to action being taken to address structural barriers,
should have a positive impact on productivity growth and on the generation of GVA.

Place Shaping

1.25 There is now a welcome focus from DCLG on place shaping, an agenda that RDAs embrace and
will work to support. Each RDA now has a Tourism (or Visitor Economy) Strategy in place, with all having
a focus on the importance of product, and of place, and with all seeking real improvements in the intra-
regional coordination of activity, particularly by local authorities. The RDAs are working with their
Regional Assemblies on the development Regional Spatial Strategies, and with VisitBritain and the LGA,
are seeking to improve inter-regional coordination by means of the Partners for England initiative.

2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

Policy Weakness

2.1 There is a policy gap at the national level, which is in part at least, a function of the lack of fine grained
detail to the evidence that is necessary to create successful policy.

2.2 The diversity of the tourism sector and the large number of companies involved makes the
development of appropriate policy very diYcult without a higher level of understanding and detailed
knowledge than is currently the case.

2.3 There is a danger therefore that policy is driven by considerations other than those arising from an
in-depth understanding of the issues faced by the sector; to that extent existing policy is reactive rather than
proactive.

2.4 The result is that national policy is inevitably broad in its sweep, is often composed of generalities,
and runs the danger of being no more than a set of good intentions. At its best it should be enabling in its
nature, and supportive of action by RDAs and others. It rarely achieves this.

2.5 The frequency of changes to senior tourism staV within DCMS can make eVective organisational
learning diYcult to achieve; though again, evidence in this area is not readily available.

The DCMS Role within Government

2.6 DCMS has an important role within government in ensuring that tourism is understood by other
departments. Evidence that it does this well or eVectively is not readily available; it is not therefore easy to
assess how well it is carrying out this role.

The Visitor Economy & Place-Shaping

2.7 RDAs are increasingly focusing upon both the place-centred concept of the visitor economy, and the
person-centred concept of a tourist in developing their approaches to tourism growth. This is an agenda
that DCMS could usefully embrace, given the perceived importance of cultural activity to the creation of
economically successful places.

2.8 DCMS should play a strong role in supporting the development of the place-shaping thinking being
carried out by DCLG, in developing a better evidence base and understanding of the role of culture in
economic success, and in addressing with this and other departments, the structural barriers to
productivity growth.

VisitBritain

2.9 The focus of VisitBritain on domestic marketing is welcome, and should be encouraged and
strengthened, with additional resource being provided; there is a strong argument that such additional
resource should be distributed via RDAs since it is they that have the appropriate level of strategic marketing
knowledge, and the responsibility to see this used well.

2.10 It is right that domestic marketing by VisitBritain is carried out in full partnership with the RDAs
as the bodies with strategic responsibility for tourism. The Partners for England initiative is a helpful forum
within which to foster such partnership work and to enable it to flourish.
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3. The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

Role and Structure

3.1 The structure of the sponsored bodies is broadly appropriate and in general terms is working well;
both VisitBritain and RDAs have a strong sense of purpose and role and are delivering against their targets.

3.2 However the structure is not as strong as it might be in terms of overall coordination and policy
leadership. In part this is a function of the constraints on joint RDA action, in part due to weaknesses at the
national level; as indicated above, the Partners for England initiative is a positive move to address this gap.

DCMS Funding

3.3 The nominal funding of RDAs by DCMS is just that, nominal; it bears no relationship to the
responsibilities or the challenges they face. RDAs have supported tourism on the basis of their analysis of
its economic importance and will continue to do so. The place making and shaping agenda being taken
forward by DCLG should, it is hoped, lead to a more focused approach to the allocation and use of resources
designed to improve the quality of places within the UK, with due and appropriate attention being paid to
their importance as destinations for tourists and other visitors.

3.4 The funding of promotional activity is important and should be sustained, and to the extent that this
is supported by evidence of its eVectiveness, increased, particularly in the context of the 2012 Olympics.
However it would not be appropriate to indulge in a copycat response to high levels of promotional spend
by other countries, though we should of course evaluate and learn from others’ experience.

3.5 It is noted that according to visitor research last year in Cumbria for example, with a high volume
(83%) of repeat visitors to the area, the most popular source of information was previous experience, used
by over half of visitors (56%). The Internet was also a popular source, with a third using this method (33%)
overall, but with a significantly higher proportion of both overseas visitors (55%) and first-time visitors
(64%) using this source. Just 13% used a brochure and 10% a guidebook and only 5% used a Tourist
Information Centre, yet the latter continue to receive high levels of funding from local authorities.

Funding of England Marketing

3.6 Given the analysis put forward earlier, the NWDA believes that there is a case to be made for an
increase in promotional spending focused on the domestic market; this must be supported by careful analysis
of the most eVective means of achieving a clearly defined and agreed goal. Fundamental to this is that there
is clarity over the roles of VisitBritain and RDAs, and through the RDAs, of their delivery partners (the
five Tourist Boards in the case of the NWDA). Promotion must be brand led, not driven by administrative
boundaries.

3.7 Promotional spending must support more broadly focused strategic marketing activity that is driven
by a clear understanding of the nature of the experiences visitors are seeking. There is scope for improvement
in the operation of the England marketing work of VisitBritain.

3.8 To divorce, as currently happens to a large extent, control of spending on promotion from control
of spending on getting the product right is not a recipe for optimal success. No private sector company would
choose to operate in such a manner. There is thus a strong argument that any additional funding for
domestic promotional activity should be channelled via the RDAs, given the strategic marketing role they
play, and the investments they already make in promotional activity.

4. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

4.1 RDAs do not propose changes to the current tax regime with respect to tourism, but are supportive
of the proposal to include aviation in the EU emissions trading scheme from 2011.

UK a High Cost Destination

4.2 There is no doubt that the UK is a high cost destination for international visitors, and that its lack
of price competitiveness with many overseas destinations is a factor in the growth of outbound tourism. The
Agency’s primary response to this is to re-emphasise the importance of matching the product and services
oVered, to the expectations of visitors, in a way that meets or exceeds their expectations. That this is possible
is clearly demonstrated by many excellent tourism companies within the UK.

4.3 RDAs generally are working to improve the ability of tourism businesses to understand the changing
nature of demand, through the commissioning of research, eg into non-visitors, and through the
development and use of tools to create a more structured understanding of the future.
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Bed Tax

4.4 RDAs do not support the idea of a “bed tax”. More generally, the RDAs agree with the analysis set
out in the Stern report that “public finance principles would generally militate against the earmarking of
revenues, on the grounds that it prevents eYcient resource allocation across government”.

Local Authority Spending on Tourism

4.5 There is clearly scope to improve the eVectiveness of existing local authority spending on tourism,
and this should be a priority.

5. What data on tourism would usefully inform Government policy on tourism?

Lack of Robust Data

5.1 The lack of credible and robust data on the value of tourism is a major hindrance; it undermines
attempts to create a proper understanding of the sector and therefore renders diYcult or impossible the
eYcient allocation of resources.

Tourism Satellite Accounts

5.2 Tourism Satellite Accounts are the internationally acknowledged and validated benchmark for
assessing the value of tourism. Such accounts provide a conceptual framework within which supporting data
can be gathered and from which analysis and intelligence can be generated in the periods between accounts;
typically these are produced every three or four years.

5.3 RDAs have played a leading role in recent TSA work and are supportive of further work and
investment in this area, regionally and nationally.

5.4 The NWDA believes that there should be a national commitment to producing accounts to an agreed
and published timetable. We see benefit in setting out a clear goal of producing accounts in 2009 for 2006,
in 2012 for 2009 and in 2014 for 2012, and in putting in place the necessary measures to increase the
robustness of these accounts, and the value obtained from them over this period.

Institutional Framework—a National Tourism Intelligence Unit

5.5 The production of Tourism Satellite Accounts requires there to be an institutional structure that
supports the provision of the high quality data inputs that are necessary. Such a structure should also create
the necessary drive for improvement in these data inputs where required.

5.6 In support of eVorts to improve tourism data, the RDAs are leading actions intended to create a
national tourism intelligence unit, which would act as a single point of focus, of authority and of expertise
in the field of tourism data. The NWDA is also pioneering work to develop alternative methodological
approaches to gaining an understanding of the economic value of same day tourists.

6. The practicality of promoting more environmentally friendly forms of tourism

6.1 In the RDA’s view it is both practicable and appropriate to promote more environmentally friendly
forms of tourism and this view underlies the argument put forward above in favour of making growth in
domestic tourism a priority. However this cannot be done in isolation from other strategically focused
measures to grow tourism, or from actions that address and seek to reduce, the environmental costs of
transport, particularly those associated with air travel.

7. How to derive maximum benefit for the industry from the London 2012 Games?

A Catalyst for Change

7.1 There is clear potential to use 2012 as a catalyst for changes in tourism policy and practice. There does
need to be a strong and clearly articulated strategic marketing focus to action, and concerns that this is not
yet the case.

7.2 The NWDA believes that it will be through the showcasing of the whole of the UK to an international
audience that the Games will have most significant eVect.

7.3 It is recognised that the direct impact of 2012 will be limited, if measured in terms of additional visitors
directly attracted to the regions (outside London and the South East) during the games.
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7.4 There is an understanding of the focus placed by VisitBritain on a) both games related and games
motivated visitors, and b) on broader promotion, brand development, media handling and use, work with
public diplomacy partners, the Cultural Olympiad, and on the appeal of new events. Broadly, this approach
is welcomed, but with the strong proviso that this work must involve regional partners, and be designed to
generate clear benefits for the regions.

Diversion of Resources and other Concerns

7.5 There is concern at the threat of even more funding being drawn into meeting the core costs of hosting
and preparing for them, and of this reducing the scope for additional spending on improvements to the wider
tourism product and service oVer made by the UK.

7.6 All stakeholders recognise the overriding importance of improving the quality of the experiences that
are oVered to visitors, and the need to have a clear sense of the competitive environment in which
international tourism operates. The 2012 Games represent a real opportunity to address fundamental issues
of poor quality in both product and service, and to address the structural barriers to growth in productivity
that the sector faces.

7.7 The NWDA would like to see a more carefully considered analysis of the actions that can be taken
to address the barriers to productivity growth as part of the response to the Games opportunity. We would
also like to see more work to improve the quality of the service provided to visitors.

7.8 There is concern that insuYcient account has been taken of the use of digital media and content, and
of the anticipated continued pace of change in this area. RDAs would like to see more work being done to
develop strategic foresight in this area, and see clear benefits in so doing both with respect to 2012 and more
generally.

7.9 There is a general acknowledgement that 2008 Capital of Culture will be a springboard for, and an
opportunity to learn lessons, for 2012.

7.10 There is a collective interest in working closely with DCMS, LOCOG and others to make the best
of this opportunity for the benefit of all.

Key Points

Regional Structures

— Changes arising from the RDAs’ new responsibility for strategic development in tourism have
understandably taken time to bed in. However since 2003 there have been dramatic improvements
to both the quality and depth of the support structure for tourism in the regions, and the resource
allocated for this. Partners For England has made considerable strides in sharing best practice
across the regions.

Structural Changes

— International market forces have changed the competitive landscape for tourism over the last 10
years, with major implications for the UK and with negative impacts upon traditional UK seaside
destinations in particular. The UK’s policy response has lacked drive and coherence, and has been
hampered by a lack of robust data.

Place-Shaping and the Visitor Economy

— The strengthening focus on place-shaping, and the creation of a clear, broadly based intent to
create high-quality places for residents and for visitors is welcome, and is mutually supportive of
the region’s focus on planning for growth in the visitor economy. Action is required to define the
intent, and to ensure that structures and processes support delivery against this.

Data and evidence-based policy making

— Poor quality data on the sector makes a full understanding of the sector’s importance to the
economy extremely hard to achieve; the consequence is muddled thinking and poorly designed
policy. Improvements in data are a priority for RDAs who are working closely with DCMS to
achieve this.
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Strategic Marketing

— The separation between responsibility for product development, and promotion, places a premium
on the quality of the partnership working between the agencies responsible. RDAs have a clear
strategic responsibility for product development. VisitBritain has responsibility for the promotion
of the UK and of England. There is scope for closer working between these bodies in particular,
within a strategic marketing framework; the Partners for England initiative is welcome in this
context.

March 2007

Witnesses: Ms Juliet Williams, Chairman, South West Regional Development Agency, Mr JeV Alexander,
Director of Global Enterprise, South East England Development Agency, Mr James Berresford, Director
of Tourism, North West Regional Development Agency, gave evidence.

Chairman: We now turn to the RDAs and we have
before us three leaders in the field, we are told by our
previous witness. Can I welcome back to the
Committee Juliet Williams, Chairman of the South
West RDA, and JeV Alexander, Director of Global
Enterprise at the South East England RDA, and
James Berresford, Director of Tourism at the North
West RDA.

Q172 Helen Southworth: Unsurprisingly,
considering you are Regional Development
Agencies, in your evidence you put a very strong
focus on our own domestic tourism, and focussing
on the contribution which I understand you say is
80% of the value of the industry currently on
growing that. Can you expand a bit more on what
you think are the opportunities on what issues you
need to address to make that work properly?
Mr Berresford: Yes, absolutely. It was quite
interesting to hear your comments earlier about
quality. RDAs principal focus is not the marketing
side of tourism which has been said already. We are
very much about driving up quality, about the
productivity of businesses, and we are about
generating spend in our regions. Incidentally, I think
there is absolutely nothing wrong in having a
competitive nature between regions, because that in
turn drives up quality between regions, and
destinations have been doing that since the year dot.
There is nothing new in that, and there is absolutely
nothing wrong with that. I think we realise that
tourism is a massively competitive business. We have
heard people talking about how cheap it is to go to
Barcelona, Amsterdam or where-have-you, that is a
fact of life. We are not going to stop people from
taking those vehicles. What we need to do is to make
people want to spend more money in their own
country, and for that to happen I believe the product
has to be right and that is where RDAs are
concentrating. The overseas market is clearly an
important market—absolutely it is an important
market. It is a high spend market. It is, of course,
open to vagaries: the strength of the dollar;
terrorism; the weather et cetera, et cetera. It is open
to vagaries. We realise for our destinations their
bread and butter is domestic tourism.

Q173 Helen Southworth: What do you think of the
areas that need to be addressed? Are there common
areas or does it depend upon diVerent regions, or
does it depend upon diVerent sectors within the
industry?

Ms Williams: One of the things that was
underplayed as far as the earlier conversations were
concerned was the whole issue of skills, because this
is a sector where there is a huge amount of money
spent, in theory, on skilling the industry; but when
you have got somewhere in the region of 40% of
those who call themselves “chefs” who actually
cannot cook a meal from scratch, when you have got
pay rates below minimum wage, which we know is a
major issue, there is much to be done within the
industry itself; partly to make sure that
qualifications are portable. For example, if
somebody has a module in food hygiene that is just
as important to the health service as it may actually
be to the tourist industry. These things need to be
portable and transferable. Organisations need to
recognise that there is a way perhaps of putting
together a kind of modular qualification that
actually allows us to see who has basic training and
who does not. I think that this is an issue for the
industry as a whole, and the industry needs to
reinvent itself from the inside, if you like, to ensure
that it recognises that a welcome is not just going to
happen by stealth; that it is the skilling of the
industry; it is about recognising the importance of
migrant workers; it is about how we engage the part-
timers, the migrants, the back-packers and so on,
who in many respects provide the pillars and the
basic pillars of our industry.

Q174 Helen Southworth: You have fairly firmly put
tourism in terms of its economic significance to
broader industries within the regions. How much is
tourism being tied in as an economic development
factor within the regions?
Ms Williams: I think it depends hugely on the
region. Obviously it is more important as an
economic driver in some regions than in others. As
far as the South West is concerned, it is a huge driver
and critical to our future. That is one of the reasons
why the South West took the initiative in developing
the whole idea of Partners for England, because we
knew we could not do it alone; we knew other
regions had the same problem; we knew we needed
to engage with the private sector and that we needed
to ensure the critical issues of putting together a
policy for “poor England” and we had to do that in
partnership with the local authorities and, indeed,
the regions nationally to ensure that we came up
with a cohesive and collegiate approach, because
that is what England lacks.
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27 November 2007 Ms Juliet Williams, Mr Jeff Alexander and Mr James Berresford

Q175 Helen Southworth: We have had quite a lot of
evidence that has said that the providers in this
industry are very, very frequently small and micro-
businesses. How important are new technologies
and the ability to use new technologies, not just in
terms of developing skills but also in terms of
marketing? In an area if there are 100 small
providers either of a tourist attraction or of a service
it is going to be really important for somebody
coming into that area who does not know it to be
able to identify, first of all, that they are there and
how to use them?
Ms Williams: Absolutely.
Mr Berresford: I could not agree with you more. I
think what new technology provides is a new
platform for smaller businesses to present
themselves on an international stage. However, it is
inappropriate on occasions if the smallest of small
businesses try and market themselves
internationally and I think those small businesses
need to be part of a brand, they need to be part of a
destination, they need to be associated with the
strength of the brand. There is a hierarchy,
particularly for overseas visitors, they will come into
the national site then they will go down to the
destination site and then they will go down to the
individual business. It is so important that there is
connectivity between those three and it is so
important that those individual businesses are able
to put their availability on line as well so that people
can make direct bookings there and then.
Ms Williams: Can I add to that because there has
been a huge preoccupation with marketing. One of
the things that concerns me is the general business
skills of people running small businesses because we
have far too many businesses that go into liquidation
or, indeed, cease to exist so that very often, for
example, these small businesses, like bed and
breakfast, are reinventing themselves on a regular
basis simply because the general business skills have
not been there. Once we talk about the
sophistication and marketing almost that is the
second stage, it is actually keeping themselves and
surviving that very often is part of that. That is just
as relevant when it comes to diversification, for
example, in farms and businesses which are finding
diYculty in other sectors.

Q176 Helen Southworth: Who should be responsible
for building up that infrastructure and providing the
kind of business advice and support?
Mr Alexander: You mentioned at the start of your
questions tourism being locked into the economy
and that is very true, of course. What is important is
that we ensure tourism companies, the majority of
which are small companies, are very much locked
into the business support that is available. It is not
necessarily the case or the need is not for inventing
lots and lots of specific schemes to support tourism
businesses. It is about ensuring that they are
encouraged and get full benefit from what is
available, that they are well locked in, for example,
in terms of the support they can get from Business
Link or from Train to Gain on the skills side. Quite
a lot of work that we do through our local delivery

partners is reaching out to those businesses, as I say
particularly the small ones, and ensuring that they
are locked in to that rather than trying to reinvent
separate wheels just for the tourism industry which
would not be a good use of resources.
Ms Williams: Can I answer that in a slightly diVerent
way. I think we have to recognise that tourism as an
industry, if we are going to make a step change, is not
just about ten people or ten businesses, it is
thousands of businesses and tens of thousands of
people and workers. This is not something where
you can make a small step and make a huge
diVerence and that is why we put the Partners for
England partnership together but also, and certainly
importantly in the lead up to 2012 when we are
talking about the welcome and so on, skills becomes
an absolutely vital part of that. You cannot just put
a drop in the ocean, somehow we have to find a way,
even with Business Support and Train to Gain, of
engaging people where that is not their priority, their
priority is staying alive, so there is a very diVerent
kind of dynamic.

Q177 Mr Sanders: James, you said getting the
product right is important. There is another side to
this though, it is getting the tax right. It is not a level
playing field when a family from the North of
England will pay more in fuel duty to get to a South
West destination than if they flew from their regional
airport to somewhere else in Europe. It is impossible
in those terms for the domestic industry to compete
on cost for the travel per mile taxation that is levied.
Would you, as a government oYce, ever consider
trying to influence politicians over a level playing
field? Without that level playing field businesses
cannot invest in improving their product.
Mr Berresford: We would where appropriate and we
would if there was a sustained campaign and a
sustained voice from our businesses in the region
saying, “That is what we believe we need”. I have to
say, whilst I hear that argument quite often, I do not
hear a sustained consistent view that is something
which RDAs in particular should be influencing
politicians about. I do come back to my issue about
quality development. We are an expensive
destination and as UK plc we are an expensive
destination. I do not see much of a prospect of us
ever being anything else but, so we must concentrate
on quality. I think the impetus from somebody
travelling to York from Torbay is largely going to be
based on whether they are going to have an
absolutely fantastic time in great facilities welcomed
wonderfully in Torbay. Forgive me, I am not saying
anything about Torbay.

Q178 Mr Sanders: That goes without saying, they
will have a quality experience. The diYculty is it is
rather attractive to go to the nearest regional airport,
York, Leeds-Bradford or whatever, and fly to Nice
for the weekend where the weather perhaps is better.
Mr Berresford: I fully accept that.

Q179 Mr Sanders: Going back to what Juliet said
about skills, this industry is not like the widget
industry where you have a factory and lots of people
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working for the widget manufacturer, you have a
whole lot of small businesses and in order to improve
their skills as managers in the industry as marketers
and employers, you need links with local colleges.
Are we drawing on the best practice there to roll that
out across the country because I think there are some
good examples and there have been some bad
examples in the past too?
Ms Williams: I think we have just got so far to go,
we are tickling at it at this moment in time. I really
do believe that we need to make a major step change
in the way in which the opportunity to reskill and
skill and upgrade the skills in this sector is
approached. I hope very much that we can, partly
through Partners for England and bringing all the
interested parties and stakeholders together. One of
the things that we as the South West have wanted to
do is really to provide some kind of collegiate
engagement across all stakeholders where we do
engage thousands of businesses and thousands of
people because I really do believe if we go on the way
we are, we can talk about it until the cows come
home but until we recognise what is required to
provide the right service and to provide the right
welcome— We were talking about the airports
earlier, you have only got to go into Gatwick in my
case and you would love to sit there and clean it up,
it is just a complete mess. It is what it looks like and
how it engages the eye, it is not necessarily about the
behaviours of the people, all of these things
contribute to the welcome. You can put as many
banners up as you like but in the end it is how you
feel when you get there. It is very diVerent when you
go to Schiphol or Frankfurt.
Mr Berresford: Can I just say, Adrian, I am entirely
in support of national exemplars being used. I think
that the industry needs to learn from success. I think
the eVective delivery of such integration that you
described between colleges and businesses is on the
ground and there has been some talk about
structures and structural uncertainty, actually the
most important thing is that form follows function.
What we want to see as a family of RDAs is better
integration, tourism businesses, business support,
skills, hygiene, welcome at the local level because
that is where it will make a diVerence. I think that is
a key point which we must all keep in mind when we
are looking at where the customer is going to benefit
eventually. I accept your point entirely, let us learn
from national exemplars and let us show how those
national exemplars work locally.

Q180 Philip Davies: James, in your submission you
criticised the frequency of changes to senior tourism
staV within DCMS. Can you give us any examples of
why that has been a big problem?
Mr Berresford: I do not want to overplay that as an
issue but I think the Allnutt Study has already been
cited as a disappointment in that it has not been
implemented fully. I think there have been several
changes within DCMS personnel since the time
Allnutt was put in place and published. I think that
probably is an example. What I am pleased to say is
that through the English Tourism Intelligence

Partnership, we have got DCMS and we have got the
RDAs and others involved and we are at least
beginning to break the ice around data issues

Q181 Philip Davies: We heard from the Tourism
Alliance that they seemed to be concerned with the
eVectiveness of DCMS in providing a case for the
tourism industry within Government. Is it your view
that these changes have been part of the cause of
their ineVectiveness to support the tourism industry
within Government?
Mr Berresford: I do not think I would be as specific
as that but I think what I would support the Tourism
Alliance on is that we need more cross-departmental
support and direction for tourism. That is what we
mean in our submission. We believe that tourism is
a serious industry. It is a cross-cutting industry, it is
absolutely a cross-cutting industry, and we are
increasingly using the term “visitor economy”
because we want it to be a feature in place shaping,
we want it to have a feature in skills and business
support and actually in the DCMS themselves we
want to be absolutely sure that culture, arts and the
product itself are married very closely to the tourism
element. It is, after all, that product which people
come to this country to see.

Q182 Philip Davies: Also in your submission you
stated that: “it would not be appropriate to indulge
in a copycat response to high levels of promotional
spend by other countries [. . .]” We have heard lots
of people criticising the cuts in the budget for
VisitBritain, do we take it from your submission
there that you do not think there is a problem with
cutting the budget for VisitBritain?
Mr Berresford: Our emphasis is very much on
getting the product right, that is where we believe
eVort and money should be targeted and that is
where the RDAs are delivering their support at the
current time. I think in our submission we are
outlining the fact that the solution does not lie solely
in marketing.

Q183 Philip Davies: It does not lie solely in
marketing?
Mr Berresford: No.

Q184 Philip Davies: But you indicated it lies partly
in marketing. Is the cut in the budget of VisitBritain
a problem or not? I am not sure whether you think
it is.
Ms Williams: Can I answer that perhaps in a slightly
diVerent way because the driver for Partners for
England, which we have talked about a lot, was the
creation of economies of scale in the marketing and
management of tourism in England because we were
more than well aware of the duplication of eVort
between local authorities, the regions and, indeed,
nationally. We knew that the ability to be able to
release budget as a result of not stepping on one
another’s toes in order to develop a better structure
as far as the management of tourism in England was
concerned, to ensure that the marketing eVort was
properly focused and to pay attention to skills, the
welcome and service and so on, was why we started
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Partners for England in the first place. We knew that
the amount of duplication of eVort was something
that we needed to manage but, on the other side of
that, we needed to look at the structure of the sector
as far as tourism for England was concerned because
it was not entirely appropriate.

Q185 Philip Davies: It is a pretty straight question,
is the cut in funding to VisitBritain a problem or not?
Mr Berresford: Personally, I think it is too early to
say.
Ms Williams: So do I.
Mr Berresford: The DCMS have announced that
there will be a review and we will want to participate
fully in that review to make sure that VisitBritain are
adequately resourced. VisitBritain do an excellent
job. They do an excellent job on behalf of UKplc and
much of the money that we put out from our own
tourism structures in the regions goes to support
international campaigns. There is no point us doing
international campaigns, it is the purpose of
VisitBritain to do those campaigns. We would
participate fully in that review and if we felt that
VisitBritain required the funding that they believe
they do then we would support that.
Ms Williams: I think it depends, as a result of that
review, ultimately what the remit for VisitBritain
turns out to be.

Q186 Philip Davies: Is there an issue of what some
people might uncharitably call empire building in
the sense that what you would like to see is no more
money going to VisitBritain but giving it to more
Regional Development Agencies?
Ms Williams: No, no.

Q187 Philip Davies: You want the funding to do it?
Ms Williams: Not at all.
Mr Berresford: We do not. We are ostensibly not
marketing organisations, we use other vehicles and
we do support VisitBritain. A great example of that
recently has been the American Society of Travel
Writers which we jointly funded with partners and
VisitBritain to get all the American travel writers
over to the North of England. No, we are not about
empire building, absolutely not about empire
building. VisitBritain are a marketing organisation,
they cannot spend the money where we spend the
money, and that is towards product improvement.

Q188 Chairman: Can I turn to the eVectiveness of
RDAs. We have had evidence that it is variable
looking across all the RDAs. We were told that you
are amongst the better ones by our previous
witnesses. Can I start oV with the South East of
England. You might have heard that when we last
took evidence the tourism oYce of Oxford City
Council said, “Our RDA, South East Development
Agency, do not take an interest in tourism to any
great degree”. How do you respond to that?
Mr Alexander: I disagree. We put considerable
amounts of money relative to the size of our budget
directly into tourism. Into Tourism South East,
which is our local delivery partner, we put in £2.2
million. You need to compare that with the £740,000

which is what is in our single pot funding from the
DCMS for tourism, so we have more than doubled
the funding that was built into our own budget for
tourism. That, though, I would suggest is a small
part of the investment that we make into tourism,
that is a direct industry support element. Some of the
other funding we put in is more diYcult to
disaggregate. For example, the investment that we
put into regeneration, in Oxford itself we have
invested £6 million into the Oxford Castle
Development to ensure that they have a very, very
high quality of standard hotel and visitor attraction
that links the heart of Oxford to a more deprived
part of Oxford. If you look around the South coast,
the huge amounts of investment, again in our terms
relative to our budget, we have committed £18
million to a very major certainly tourism related
investment in Brighton where the local authority
have said the number one attraction for them is the
conference centre in terms of their economy
generally and including their business tourism. We
have invested considerably and do invest our
investment in skills, our investment in business
support. As I said in answer to one of the earlier
questions, what we try and do, again working very
closely with Tourism South East, is make sure that
with this investment, which is not solely done or in
some cases even primarily done for the benefit of
tourism, we do get the maximum benefit for the
tourism sector.

Q189 Philip Davies: Do you not find it worrying that
the tourism oYcer of what must be one of the
greatest tourist attraction cities, greatest tourism
potential in your area, thinks you are not interested
in tourism?
Mr Alexander: Yes, of course it is very worrying that
she said that and we have since had discussions with
her authority. We are as of one now.

Q190 Philip Davies: You are as of one?
Mr Alexander: We are as of one. We now
understand fully. I think what you were not getting,
and it is not for me to qualify what someone else has
said to this Committee, was a full understanding of
the broader investment that I have just outlined. No
doubt they would like to see us investing more than
the £2.2 million that we are able to invest. I have
emphasised how we have more than doubled the
DCMS funding. If you contrast that, say, with the
core funding we provide to other sectors, if you take
a sector like aerospace, which is also a very
important sector within our region, we provide core
funding to our sector consortium, so the equivalent
of Tourism South East, of £250,000 a year. In terms
of that sort of core funding tourism probably gets in
the region of four to five times more than other
sectors get in terms of that core element. I do not
think that supports what was said, I am afraid.
Chairman: It sounds a bit like an Alan West/Gordon
Brown type conversation.

Q191 Mr Sanders: Oxfordshire and the Cotswolds,
the Cotswolds are in both Oxfordshire South East
Region and the South West Region—
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Ms Williams: And the West Midlands.

Q192 Mr Sanders: —how do you, as RDAs, market
a clearly identifiable tourist area that crosses your
boundaries?
Ms Williams: I think we are getting to start to be able
to address those kinds of issues but probably the best
example, Adrian, is Hadrian’s Wall of how to do this
and model it.
Mr Berresford: Can I give an example of that
because I think that is something we are very proud
of. Hadrian’s Wall as an attraction stretches from
sea to sea and since 1978 there has been no growth
in tourism associated spend along the Wall. We and
our colleagues in One North East recognised that.
We formed with them a joint management company
to address that, to bring together the disparate
promotion and development of tourism along the
Wall and have a robust body that we both have an
interest in which is given arm’s length control to do
development and marketing. I think that is a great
example of cross RDA work, not just in tourism.
There are other examples and the oft quoted phrase
that tourists do not understand administrative
boundaries we completely subscribe to. In Cheshire,
our tourist board in Cheshire works with the
Derbyshire Tourist Board to promote Peaks and
Plains across the piece. The tourist board in
Cheshire works with the Wales Tourist Board
because visitors will go to Chester and then in to
North Wales so it makes absolute sense that to the
benefit of either region, whichever that region may
be, we do get involved with our tourist boards in
joint development.
Ms Williams: We do similarly, of course, with the
Cotswolds and the New Forest, for example, with
Hampshire. The reason I drew attention to the Wall
was I think that starts to create the kind of model
that the rest of them need to pay attention to and
start to examine going forward.

Q193 Chairman: Can I turn to the South West
agency because Caradon District Council told us of
your RDA: “It is active in those things in which it is
specialist, but none of the issues in respect of the
public product are key to improving the tourism
oVer at all. I think they would probably see that as
being a minefield they would rather not get
involved in.”
Ms Williams: Challenging! As far as we are
concerned, actually we spend a huge amount of time
and eVort in terms of developing both the product
and, indeed, the skills to support it, together with the
marketing of it. Quite plainly Caradon has escaped
and also obviously needs to be re-engaged.

Q194 Chairman: You need to have a conversation.
Ms Williams: Indeed, that is exactly right.
Chairman: Nigel Evans I will hand to as the expert
on the North West.

Q195 Mr Evans: Hardly, but a representative there.
James, how much money do you totally spend on
tourism within the North West development area?

Mr Berresford: In direct support of the tourism
structures we spend £5 million direct support. That
is for, call them what you may: tourist boards,
destination management organisations, I am not too
worried about the terminology, I am much more
concerned about how industry bodies eVectively
deliver support on behalf of businesses themselves.

Q196 Mr Evans: You go about checks on an annual
basis with a number of organisations within the
North West that are supporting tourism all over the
North West?
Mr Berresford: We have five recognised tourist
boards, five organisations, around destinations, so
we have one for Cumbria, one for Lancashire and
Blackpool, one for Manchester, one for Merseyside
and one for Chester and Cheshire. Those are
recognised destinations that businesses themselves
can relate to. They cannot relate on a tourism basis
to something like the North West because if you are
operating a bed and breakfast in Ribble Valley or a
bed and breakfast in South Lakes, you cannot
necessarily relate your product to the North West. It
is hugely important that you relate to the brand that
is your local brand. We have created and worked
with local authorities and tourism businesses, five
tourist boards, they have a three year agreement
with us, annually reviewed, which is a service level
agreement, simply not handing out a cheque, they do
things for which they are contracted. On a regional
level, each of the sub-regional tourist boards deliver
the regional strategy sub-regionally, they also
deliver sub-regional strategy on behalf of their own
businesses.

Q197 Mr Evans: How big is your team?
Mr Berresford: My team?

Q198 Mr Evans: Yes?
Mr Berresford: Eight people.

Q199 Mr Evans: You have eight people working on
ensuring that there is proper audit of the money
spent but also doing other things on top?
Mr Berresford: Yes. We have somebody who
oversees research because, as we have heard already
how important it is for us to mine and collect data,
we recognise that in each of our sub-regions we have
somebody who oversees research. I maintain
hitherto many decisions have not been based on
adequate policy information. The only way you get
that adequate policy information is knowing how
the industry is operating, so it is key that we have
consistent data collection and interpretation across
the region but each of our tourist boards have
responsibility for gathering it locally. We are
providing the consistency, if you like. We have
somebody who works on skills, again I talked earlier
about the need for local delivery on skills, but you
need regional co-ordination and links to the national
skills strategy, and we have somebody who oversees
that. I have somebody who has relationship
management and I have somebody who has strategy
management in their role and I have somebody who
manages the relationships with tourist boards and
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the contractual arrangements. We are a lean and
mean team, we are not a tourist board. We are not a
tourist board, we are not a delivery agent.

Q200 Mr Evans: Are you doing something specific
on Liverpool for next year?
Mr Berresford: Absolutely. I very much hope that
2008, which will be the kick-oV of the Cultural
Olympiad, will be a great and successful year. We are
supporting through our tourist board and through
the Capital of Culture company there the
development and the marketing of their programme
because that is a once in a lifetime opportunity for
Liverpool, Merseyside, the North West, and for the
UK. Our focus has been on helping them get the
product right and also helping that bleed out into the
region. In the region, for example, we have Capital
of Culture during 2008 but in Lancashire it is a year
of food. A lot of Lancashire food will be sold in
Liverpool. In Cheshire it is our year of gardens, we
want Cheshire to be a gateway to the year of
gardens. You appreciate I am doing a good selling
job on behalf of the North West here! Manchester
will be the year of sport and the Lake District will be
the year of outdoor adventure. That is where the
tourist boards all work together, not in isolation. I
am quite enthusiastic with our model actually, as I
think you can probably tell, because it is not about
a regional iron rod of delivery, it is about local
responsiveness to regional standards.
Ms Williams: Can I just say that of course it diVers
hugely from region to region. For example, the
South West RDA has 20% of the land area of the
kingdom and 6% of the budget, in other words I
have a lot smaller budget than James does in the
North West. We have a huge distance to cover.
Therefore, in our case it is about a million and a half
a year that is spent on South West tourism. Our
funding of the Tourism Skills Network is about £2
million over three years but the thing that is really
vital is to understand that an awful lot of the
investments that RDA makes do aVect the economy.
For example, you can never say that the Eden
Project in Cornwall was not part of the tourism
product of South West England when the spend,
particularly through European funds and, indeed,
our own funding provided seed corn capital and
brought in the private sector engagement which
made all that possible. Even the regeneration of city
centres, the debated dredging of Falmouth harbour
and so on, all of these things are part of the
development of the product and you can in no way
dissociate that spend.

Q201 Mr Evans: That drags us into the argument we
had earlier on that the Tourism Alliance said that
virtually everything spent by local authority, for
example on local toilets, is part of a tourism product
and I think that is a little bit absurd, to be honest.
Ms Williams: I am not sure that is true. If I could
give you an example—

Q202 Mr Evans: It is very confused and fudged when
we start going down that route.

Ms Williams: Adrian can tell you that the toilets in
Torquay were actually all shut.
Mr Sanders: On such things are elections won and
lost!

Q203 Mr Evans: I have been described as the expert
on the North West, Adrian is the expert on public
lavatories! Can I just ask, the airports in the North
West, you have got Manchester and John Lennon
Airports there. Are they important for bringing
tourists in from all the destinations that they fly to,
coming in to Britain, and particularly in the North
West of England to come and get a flavour of what
we have to oVer? Does any of the money either from
you or to your knowledge from VisitBritain go in
promoting ourselves to those areas where the
airlines currently go from those regional airports?
Mr Berresford: It does and I would also add
Blackpool Airport to the list you have mentioned.
Manchester is clearly the gateway to the North of
England and it is a great, clean and an eYcient
airport and we use that to promote not just tourism
but also inward investment, as we do increasingly
John Lennon International Airport. We support our
tourist boards with what we call gateway funding to
do just as you described, to actually promote the
North West and the products of the North West in
destinations to which we are getting increasingly
connected. It is a challenge and, as I said earlier on,
we are not going to stop people going on short flights
elsewhere but we have to meet fire with fire and we
work very closely with VisitBritain—very closely—
through a consortium called England’s North
Country to aggressively market the North of
England through the airports, particularly through
Manchester. We ourselves support our tourist
boards in that. I think that is another great example
of where additional public sector funding via the
RDAs finds its way into VisitBritain and into
overseas marketing.

Q204 Mr Evans: Do you liaise with people like
Easyjet, for instance, to ensure that the amount of
advertisements that we see from Easyjet in the North
West saying “Please fly to Portugal, Spain [. . .]” or
wherever it is, they do the same down there, saying,
“Come up to Manchester, Liverpool, Blackpool”?
Mr Berresford: Firstly, I do not, that is the role of the
tourist boards, our support structures, I do not do
that. It is inappropriate for me to do that. I provide
funding and policy support to the tourist boards.
Secondly, we are ever mindful of state aid issues and
have to be cautious of supporting any one airline in
a marketing message—

Q205 Mr Evans: I mean all.
Mr Berresford: —but, Nigel, in answer to your
question, absolutely, we are working through the
tourist boards with carriers to ensure that
destinations such as Liverpool, Manchester and the
Lake District are heard of in Europe and further
afield.
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Q206 Rosemary McKenna: Can I move on to your
role in maximising the benefits of London 2012 and
possibly Glasgow 2014 because you will be the
beneficiariesof that aswell. Manypeoplewill come in
through regional airports to Glasgow. Since you
made your submission though you have been
concerned about the lack of additional funding and
DCMS has published, “Winning: A Tourist Strategy
for 2012 and Beyond”. What do you make of that
strategy?
Mr Berresford: The RDAs welcome that strategy.
TheRDAswere involved in thedesignandsteeringof
that strategy. We welcome the strategy for a number
of reasons, not least as it challenges this country to up
its game in readiness for 2012. We have to be
welcoming. We have to oVer great value for money
and great service and great products. Do not get me
wrong, I think the tourism product in this country is
already very, very strong. It is already very strong but
as I said earlier, andashasbeen saidbefore today, it is
amassively competitivemarket.Wewill bepromoted
on a world stage during 2012 and we have got to take
the opportunity of showcasing ourselves and that
means we have to step up to the plate and deliver a
great experience for those people who come. This
strategy takes us down that line. This strategy clearly
centre stages the importance of skills, for example,
and that is something we entirely buy into and see the
national skills strategy which has been underpinned
by People 1st as being a precursor to that strategy.
Ms Williams: Also, of course, they cannot deliver it
on their own. All of us have to get behind the skills
agenda as far as this is concerned because otherwise I
just do not think we will make the change that is
necessary.

Q207 Rosemary McKenna: Do you share my
concerns that I raised with previous witnesses about
howwepayour immigrantworkers,howwedealwith
people who come into this—
Ms Williams: Absolutely.

Q208 Rosemary McKenna: —and are being
exploited, many of them. I recognise they are not all
being exploited but there are people being exploited,
being paid £3 an hour, plus go and live in this flat with
six or seven other people.
Ms Williams: In the South West, the Regional Skills
Partnership actually is working with the unions and
the industry to address precisely that because
certainly, of course, a lot of them do gravitate to
South West England because that is where tourism is
a major contributor to the economy, and we have to
look after it. We cannot have them living in the kind
of conditions actually that they are found to be living
in and it is something that we take hugely seriously.
(In the absenceof theChairman, JanetAnderson was
called to the Chair)

Q209 Rosemary McKenna: Will that be addressed
before we get to 2012 because I think it is very
important? People coming into various tourism
businesses do not want to see people exploited but
they do want a very good service.

Ms Williams: Sure, and I think it is our responsibility
to do that. We have come up with something called
ProjectDawn whichwould totallydelight you,which
has not reached the light of day yet, but is about
improving productivity in tourism to create a world
class welcome which is about looking after migrant
workers on the one hand, looking after the business
skills of small businesses on the other but engaging
the private sector as an entirety and saying that
nobody is going to look after this unless we reinvent
this industry from the inside because you cannot
expect other people to come and do it like a laying on
of hands, it has to happen from the inside.

Q210 Rosemary McKenna: I agree with that but I
wonder if the industry itself recognises that.
Ms Williams: The regions are driving it.

Q211 Rosemary McKenna: Good. Can I ask another
question. One of the issues that has arisen in all other
Olympic cities is that some of the local residents wish
to escape the capital when the event is taking place.
That was seen in Sydney and demonstrated very
much. Are the regions going to take advantage of
that?
Ms Williams: Yes.
Mr Berresford: Yes. We fully subscribe to the idea of
a Cultural Olympiad for the country. We will be
supporting the programme of celebration and
enjoyment, not just for visitors but for residents. I
think it was quoted in the first round of evidence that
Germany did a very good job in entertaining people
throughout whether they went to the football or not
and I think that is a challenge that we need to realise
as well. Regions will be supporting a programme of
entertainment, enjoyment and engagement during
the Olympics.
Ms Williams: I think it diVers hugely across the
regions. Because we have a major venue in the sailing
events in Weymouth and Portland in South West
England, again, it is slightly diVerent. I think the
south of the country is going to benefit very
diVerently from the north. You mentioned Glasgow
but we will have Rescue 2010 in Cornwall which is
going to bring somewhere in the region of 6,000
athletes from 55 countries to the surf lifesaving
championships. All of these things have started to
come as a result and we are hosting international
events all the time in Weymouth now in sailing as
yatchsmen in the diVerent classes get used to the
waters around the bay so we are already seeing the
benefit.
Mr Alexander: We think all these approaches are
very important to capture the immediate benefit in
terms of the Games. I think, as has already been said,
it is the legacy that it leaves behind which is the
critical factor. I think that is going to boil down to
the quality of the oVer, the service that is provided to
people who do deliver and the image that we present
internationally through the media and so forth.
There is what you might say a once in a lifetime
opportunity for something to really gear up the
quality of our tourism sector, and we really must
make the most of it.
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Q212 Janet Anderson: Following on from that, do
you think that the major benefits in increasing visitor
numbers will actually come post the Olympics rather
than during the Olympics?
Mr Berresford: Yes.
Mr Alexander: Yes, I think that is the general view.
Ms Williams: Absolutely.

Q213 Janet Anderson: That was certainly the
evidence we had.
Ms Williams: I think there is a critical issue here. I
think we have this short time window which allows
us to prepare through skills, through service,
through getting our act together and I think then
that the area of promotion of the Games will
ultimately see the benefit, as you rightly say, as the
legacy that then follows on through.

Q214 Janet Anderson: Could we perhaps turn to the
question of statistics. I remember long arguing for
the Tourism Satellite Accounting and I think you
have the beginnings of that. You have been leading
the calls for a National Tourism Intelligence Unit.
What would be the benefits of that and how much
would it cost?
Mr Berresford: I am delighted that you too have
been championing the Tourism Satellite Accounting
because we are one of the few countries, to my
understanding, in the world tourism organisations
in the West at least that applies the Tourism Satellite
Accounting. It has been a bugbear of many
organisations and individuals working within
tourism over the years that the data has been
suspect. The English Tourism Intelligence
Partnership has come together as a result of firstly
the Allnutt Review, secondly the Partners for
England initiative and, thirdly, joint working
between the RDAs, DCMS and VisitBritain and it
will deliver two dedicated personnel into ONS to
take a helicopter view of data, to gather data
consistently, to analyse data, to put out consistent
incisive messages about the customer trends and the
way in which businesses are operating, and I think
that is a start. It is only a start, however. Each RDA
will be finding, we hope, £30,000 a year to put this
operation into play. All of us hope it will become
more comprehensive and in the not too distant
future we will be able to apply Tourism Satellite
Accounting in this country. We have already tested
the process but we, as economic agencies, fully
appreciate the need for being able to prove the
productivity of businesses. We believe, although not
the only measure, Tourism Satellite Accounting is a
very eVective measure.

Q215 Janet Anderson: Do you think, for example, it
would help in discussions with the Treasury about
funding support for tourism? It has got to, has it not?
Ms Williams: It is obvious, yes, absolutely. I think
we have suVered hugely as an industry through just
not having a robust statistical base. Going forward,
that is why all of the regions are prepared to commit
at least some basic funds to get this oV the ground.

Q216 Janet Anderson: Finally, if we can touch on
environmentally friendly tourism. Is it a niche
market that is customer led or does it require
support from you?
Mr Berresford: I believe it requires support from us.
I think there is a growing social responsibility and a
growing understanding of the environmental issues
quite clearly and that is moving ever more up the
agenda. Right now, where we are is that I do not
believe that is a defining factor in somebody’s
holiday decision. It is growing to be such but it is not
typically the defining factor. We are all working with
our tourist boards and our tourism structures to
promote environmental sustainability through our
tourism businesses. I am sure we can all give you
examples of visitor pay back schemes, reinvestment
into the environment in the Lake District, for
example. There are many, many schemes we are
supporting because we believe that tourism has to
act responsibly. There will be a growing niche
market in that respect. One of the areas where I
believe tourism is doing very well in this country at
the moment is in the area of outdoor activity and
being a part of a countryside experience, and that
sometimes brings pressures. We must respect those
pressures and we must mitigate against those
pressures.
Ms Williams: I have with me the top ten actions of
South West Tourism for going green and there is
certainly a green business scheme that is run by
South West Tourism as well as the fact that the
agency overall has an absolute commitment to
ensuring that its carbon footprint is reduced and
certainly is minimised wherever possible, and that
covers and permeates our total canvas to be honest.
Mr Alexander: We have a similar green
accreditation scheme through which Tourism South
East have taken 117 companies. It sounds small
relative to the number of businesses but it is
important to have the numbers very high. That
number will increase but it will always be very
demanding.
Mr Berresford: Green Tourism Business Scheme.
Ms Williams: Yes.

Q217 Janet Anderson: If there are no more questions
can I say thank you very much indeed. That was a
very interesting session.
Ms Williams: Thank you very much.
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Janet Anderson Alan Keen
Philip Davies Adam Price
Mr Nigel Evans Mr Adrian Sanders
Paul Farrelly

Memorandum submitted by Visit London

Visit London welcomes the opportunity to put in a brief submission into the Committee’s tourism inquiry.

Visit London is the oYcial visitor organisation for the capital. Our aim is to promote London as a leading
global city by marketing to domestic and overseas leisure and business visitors, as well as Londoners
themselves. Funding comes primarily from the London Development Agency (the Mayor’s economic
agency), but also from industry partner firms (through annual subscription and involvement in individual
campaigns), the Department for Culture, Media and Sport (for the promotion of London as a gateway to
the rest of the country) and London Councils (for Borough activity).

(a) The Challenges and Opportunities for the Domestic and Inbound Tourism Industries

Overall, London tourism is doing well. In 2006, visitor numbers rose by !7% and their spend grew by
!9.3%. Recent growth has been led by major European markets, with healthy increases also from North
America and emerging markets. Domestic tourism trips and expenditure, however, remain subdued,
reflecting a long-term trend towards holidaying aboard by UK consumers.

Looking at recent figures for diVerent sectors within the industry demonstrates this continuing imbalance
between domestic and overseas tourism. Those sectors that rely more on overseas visitors have been those
that have seen the most significant increased business.

London’s attractions, for example, have seen attendances up !10%. Hotels are reporting occupancy
levels at around 80%, with double-digit growth in room yields. Retail has proved robust—January retail
sales in central London were up a more modest !6.3%, with lower footfall levels mitigated by sales and
colder weather. Visits to London’s main tourist information centres were up !6% in 2006.

2006, meanwhile, was a record year for West End Theatre. Ticket revenues rose !4.78% and broke
through £400 million for the first time with attendances at 12.4 million. At the end of the year, advance ticket
bookings of £57 million were double those at the end of 2005.

Looking forward, Visit London predicts that 2007 will see overseas visitor numbers grow by !2.7% and
expenditure by !3.3%. The main international concern is the US market, and particularly the weakness of
the dollar against the pound. Domestic visitor numbers, by contrast, are expected to decline again by
"2.9%, although expenditure is forecast to grow by !2.4%. The main domestic concern is rising interest
rates, which could hit domestic spending in London.

Recommendation for the Committee: That the Committee notes London’s strong performance, especially
on inbound tourism—but also notes the fragility of the domestic market. In an Olympic year, domestic
tourism to the host city tends to deteriorate as visitors stay elsewhere. The message that “London is open”
will need to be communicated across Britain to buck this trend. The concerted eVort required to buck this
trend of displacement will require both public and private sector support.

(b) The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

DCMS, the Minister for Tourism, the civil servants that form the tourism team, and VisitBritain remain
eVective national champions of tourism within the current Government departmental structures. We
believe, however, that there are lessons to be learned at the national level from the successes that have
occurred where tourism policy has been devolved to the nations and regions of Britain.

Devolution has transformed the delivery of tourism promotion in these areas than would ever have
happened under national direction. Wherever tourism responsibility has been devolved (particularly to
London, Scotland and Wales), the industry and sector in those areas has seen significant benefits in terms
of commitment, funding and opportunities through the new devolved administration. For those areas,
devolution from the centre has worked.
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London drives the UK tourism economy. It has a national responsibility due to its economic and strategic
importance, the fact it is the world’s No 1 city destination and because almost half of all overseas visitors
to the UK are attracted to the capital. London acts as a gateway to the rest of the country, and it is through
the city’s dynamism, culture, diversity and excitement that visitors are attracted.

In this context, it is appropriate that the statutory responsibility for tourism was devolved from DCMS
to the Mayor of London when city-wide Government was re-established in 2000. There has been a sea-
change in the success of the city’s visitor economy ever since, due to the Mayor’s personal commitment,
significant extra funding, and the opportunities oVered through collaborative work across the GLA family.
None of this would have been possible without devolution of responsibility from DCMS.

One strong lesson we would recommend is the benefit of having tourism aligned within the economic/
promotional activity of an administration. At the national level, tourism has eVectively sat within a
department that has historically been the department for heritage and museums. We believe that having
tourism responsibility aligned on economic lines, rather than sport and heritage, has been more eVective for
the capital and something that should be considered at national level.

VisitBritain’s activity to support the industry is eVective, not least in recent moves to develop its relations
with small businesses. In the capital, Visit London’s partner firms have access to marketing opportunities
with both organisations and the professionalism and levels of co-operation ensure the best deal for the
private sector.

Recommendation for the Committee: That the Committee notes the success of moves for tourism strategy
to be devolved to London, as well as to other nations and regions, and also the measures put in place by
Visit London, VisitBritain and other bodies to minimise duplication.

(c) The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of That Structure in Promoting the UK Both as a Whole and in its Component Parts

Public investment in and commitment to tourism has increased when responsibility for tourism has
devolved. London, Scotland and Wales have seen marked increases in funding, as has England—although
the funding for VisitBritain has been eVectively frozen since the time when Rt Hon Virginia Bottomley MP
was the Secretary of State responsible for the sector. Visit London would argue strongly that any potential
reduction in grant-in-aid (even if it helps to fund shorter-term Olympic measures through the
Comprehensive Spending Review) would be contrary to the best interest for London. VisitBritain’s overseas
oYce network provides Visit London with an eVective platform overseas and embedded, expert staV with
strong market knowledge, especially where London does not have its own team in place under the auspices
of the Mayor. Government’s commitment to VisitBritain should be reinforced and further investment made
to support their activities, especially in new and growth markets.

In the context of a devolved settlement, it is important that all the tourism bodies avoid duplication
through the sharing of information (marketing and PR plans) and ensuring that any competition between
them is appropriate. Campaigns and other activities are run jointly between Visit London and VisitBritain
where markets are considered key for both the country and the capital, and in line with both organisations’
business plans. There has been unprecedented co-operation over the 2012 Olympic and Paralympic Games,
including the setting up of the Brand Partnership Unit to leverage sponsorship.

Duplication between VisitBritain and Visit London is minimised strategically through regular contact at
Chief Executive level, at Director level and within the Marketing and PR teams. In addition, the VisitBritain
Chief Executive sits on the Visit London board, and Visit London’s Chairman attends VisitBritain’s Board
meetings.

VisitBritain’s “Partners for England” initiative also goes some way to bringing the regions together within
England to share best practice. This sits well with VisitBritain’s work with their “Strategic Partners”—
VisitScotland, VisitWales as well as Visit London.

Overall, these moves ensure that duplication is minimised while at the same time each organisation is
allowed the freedom in its activities that devolution demands.

In a corporate sense, it could be observed that tourism in the past has not featured enough competition
between tourism authorities—with little change in finances, political leadership or exposure to market
forces. Since the advent of devolution, new funding structures and a new commercial focus, the competition
between agencies such as VisitBritain, Visit London, VisitScotland, VisitWales and the English regions has
seen each organisation raise their game.

The Development of Tourism Act 1969 is clearly not “fit for purpose” but it is not immediately clear what
should replace it. After its last fundamental reforms of tourism support structures, in 2003, Government
pledged that it would update the legislation when parliamentary time allowed. Nothing has been heard since.
Any review aimed to tie-in any of the devolved tourism organisations (or indeed local government) now in
existence under some central control would face fierce opposition from the devolved administrations that
have set the direction of their tourism organisations. A prolonged period of instability during a review would
particularly benefit the sector. The legislation does not reflect the current situation on the ground and yet
the current situation works. Therefore there appears no compelling need to reform the 1969 Act at this stage.
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Recommendation to the Committee: The Committee could champion the commercial nature of Visit
London, where partner firms are intrinsically part of the organisation and direct its activity—making the
organisation closer to the industry than a traditional government agency.

Recommendation to the Committee: While the current Development of Tourism Act is out-of-date, now
is not the time for a new Act to be introduced to replace it as the new structures set up in the last 2–3 years
must be allowed to bed down and be adjusted.

(d) The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (including the “Bed Tax”) upon the Industry’s Competitiveness

Visitors to London already face the second highest level of taxation of any tourism destination in the
world, and pay the fourth highest rate of VAT in the EU behind Denmark, Slovakia and (since the recent
increase) Germany. Tax increases, and in particularly the doubling of air passenger duty, aVect the UK’s
competitiveness. Resultant increased prices appear particularly acute for London, already considered one
of the most expensive destinations. The high tax burden aVects the UK and London’s international
competitiveness, just at a time when both are entering the newer and emerging markets (China; Russia;
India; Brazil), where price sensitivity can be the deciding factor influencing a final choice of international
destination. Recent changes to tax that make London more expensive in relation to competitor world cities
undermines the impact of marketing and PR eVorts.

In particular, the absence of joined-up government on the visa charging issue has in the recent past been
detrimental to the visitor economy. If the marketing and PR eVorts of VisitBritain, Visit London and others
work, then the resultant increase in the number of visa applications to come to the UK will lead to an
increase in administrative costs rise for UK Visas. Due to its revenue-neutral funding model, UK Visas will
then cover this increase by raising charges—and higher charges then deter future visitors.

Visa charges rose steeply in 2005. London saw a decrease in visitor expenditure from visa-requiring
markets of "11.7% compared to a rise in expenditure from non-visa markets of !6.5%:

Visitor spend in London 2004 2005 %
(£m) (£m) change

India 107 107 0
Russia 189 105 "44.4
UAE 95 90 "5.3
China 41 53 !29.3
Saudi Arabia 54 74 !37
Thailand 24 21 "12.5
Taiwan 19 17 "10.5
Visa requiring countries 529 467 "11.7
Total world 6,439 6,859 !6.5

A tax on tourism accommodation is one idea mooted in the Lyons Inquiry, but it appears that Ministers
have rejected the idea. In September 2006 a Visit London survey of the capital’s tourism industry showed
that 92% of tourism businesses “completely opposed” to a Lyons bed tax, with 65% believing it would cause
a “major down-turn” in business of over 5% of turnover.

Recommendation for the Committee: Visa costs to be removed as a barrier to growth that undermines
our international competitiveness. The visa costs of visiting London should be brought into line with
competitor world cities, and the funding model for UK Visas adjusted to achieve this.

Recommendation for the Committee: to defend the tourism sector by rigourously analyzing any blanket
bed tax, from which the revenues are not hypothecated to aid the visitor economy.

(e) What Data on Tourism would Usefully Inform Government Policy on Tourism

Tourism statistics have always been an area of controversy, and in particular those surveys of domestic
data, and of day visits. Recent changes to improve the main volume and value surveys (IPS and, in
particular, UKTS) are very welcome, as are moves to develop a Tourism Satellite Account.

Accurate timely data are vital for businesses and tourism organisations such as Visit London to take well-
informed decisions over all aspects of marketing campaigns and PR eVorts. Gaps in the current data
identified by DCMS’s Allnutt report in 2004 were proposed to be filled by undertaking research through a
new £7–8 million Tourism Statistics Unit.

This funding has not been forthcoming, despite agreement that action was required—including from
within DCMS itself and the National Statistician.
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The Mayor of London submission sets out new activity with regard to research in the Capital—and in
particular the Local Area Tourism Impact Model and London Visitor Survey on visitor satisfaction. Both
of these have influenced tourism policy for London, as well as the marketing and promotional activities of
Visit London.

Recommendation for the Committee: to welcome recent changes to IPS and UKTS to make statistics
more reliable, but to press DCMS to commit the extra funding needed to make Britain’s statistics world-
class.

(f) The Practicality of Promoting more Environmentally Friendly Forms of Tourism

Under the aegis of the Mayor, London has led the way on sustainability and climate change. His
leadership has been credited through his drive for London to become “the world’s sustainable city” in moves
such as his Climate Change Action Plan (more radical than the Climate Change Bill just announced at the
national level) and investment commitments behind sustainable projects. The Mayor aims to reduce the
capital’s carbon emissions by 60% by 2025.

Tourism plays its part here. Through information provision and innovative campaign work, UK
residents can be encouraged to enjoy their country and, indeed, their capital city—Visit London has
pioneered award-winning campaigns that encourage Londoners to get out and about and enjoy their own
city, and to do so sustainably and by public transport.

Together with the promotion of walking and cycling, this is one of the benefits of devolution—integrated
campaigns activity between Visit London and Transport for London as part of a close operating
relationship. London Unlimited (the Mayor’s initiative for tourism, film, education and inward investment
based within Visit London) set up a visitor exhibition, Future London, at the Truman Breweries in 2006.
In a very short period, it attracted around 20,000 visitors and secured considerable PR coverage about
Londoners and sustainable living. In all Visit London work, consumers should be attracted towards the
most environmentally-sensitive means of travel and tourism.

Looking forward, visitor behaviour will be influenced positively by both the new Legible London
initiative (encouraging walking around the city through better street signs and maps through to digital
journey planning technology) and the Green Tourism Business Scheme. Both of these initiatives will develop
strongly over the course of 2007.

(g) How to Derive Maximum Benefit for the Industry from the London 2012 Games

Please see attached a copy of the consultation note sent to DCMS as a partner in their Welcome(Legacy
consultation, which sets out the key issues for London and where we see the benefits for the capital—in
particular we see the Games as an extraordinary opportunity to develop a new “brand” for London that
will work not just for tourism, but also inward investment, film and education.1

The DCMS strategy needs to demonstrate leadership for tourism—setting out the clear opportunity for
the private sector, and what the Government will do in terms of commitment and investment to ensure that
this opportunity is grasped.

Recommendation for the Committee: That the Committee calls on DCMS for clear leadership in the
resultant strategy for tourism, setting out the necessary commitment and investment from Government and
the opportunity for the private sector.

March 2007

Memorandum submitted by the Mayor of London and the London Development Agency (LDA)

Introduction

The Mayor of London welcomes the opportunity to submit a response to this inquiry which has been
written in conjunction with the London Development Agency (LDA). The Mayor has a statutory
responsibility for tourism in the capital. Part of this responsibility has been delegated to the LDA. The
Mayor has produced a Tourism Vision (2006–16) and Tourism Action Plan (2006–09) to provide strategic
leadership and implementation of Mayoral tourism priorities. This is delivered by the LDA and they
contract Visit London to carry out all marketing and promotional elements of the Action Plan. (Visit
London is submitting a joint submission to this inquiry.)

The LDA is the Mayor’s agency responsible for driving London’s sustainable economic growth. To help
them deliver this they work with partners from industry, public and voluntary sectors.

1 Not printed.
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Response to the Tourism Inquiry Questions

The Committee is particularly interested in receiving evidence on the following issues—

1. The challenges and opportunities for the domestic and inbound tourism

Visit London, as the oYcial tourism marketing agency for London has responded to this question
separately.

2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

The Mayor believes that DCMS is an eVective champion of tourism but would welcome the Department
to be provided with suYcient funding to carry out its full tourism responsibilities in a way that reflects the
importance of the industry to the national economy. Unfortunately, in real terms, the tourism budget has
been in decline for a number of years as it has not even been increased in line with inflation during the past
decade. The Mayor would also welcome tourism being given a higher priority internally within the
Department.

Putting aside the funding issues, DCMS can play an important role in providing endorsement for tourism
initiatives at a national and regional level and this may be increasingly important if outcomes from the
Partners For England initiative are to be followed through.

It is important there is suYcient dialogue between DCMS and the GLA/LDA to ensure London input
into activity that directly impacts on the capital (such as the Welcome Legacy strategy development).

VisitBritain works closely with Visit London and there is a good degree of cooperation between the two
organisations regarding marketing and brand development. VisitBritain has also undertaken tourism
development work such as agreeing common standards for accommodation quality and this has been very
valuable but they need to move quickly on completing the review of VAQAS and sharing /implementing the
findings. VisitBritain also needs to devote more resources to consumer promotion of quality standards in
order to increase demand for assessed accommodation.

3. The structure and funding of sponsored bodies in the tourism sector and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

London has benefited from the Mayor having a statutory responsibility for tourism and the fact that
resourcing for the industry now reflects the value of the sector to the London economy. London also drives
the UK tourism sector as a hub and as gateway to the UK. However, the increased levels of funding in the
capital have not been used to duplicate the work of other bodies such as VisitBritain.

The Mayor supports the principles of the Partners For England initiative in helping minimise duplication
and waste of resources although this should not be a substitute for adequate funding for the industry. In
many respects, the structure of tourism bodies (in detail) is less of an issue than the funding but devolved
structures appear to reap greater benefits in terms of resourcing and commitment. Whilst the adoption of
national (stretching) targets is welcomed, especially around accessibility and quality, additional funds are
needed to ensure these targets can be achieved.

Changes arising from the RDAs’ new responsibility for strategic development in tourism have
understandably taken time to bed in, however, there have been dramatic improvements to both the quality
and depth of the support structure for tourism in the regions and the resource allocated for this. Partners
For England has made considerable strides in sharing best practice across the regions and the GLA/LDA
is engaged with SWRDA, VisitBritain and other partners in several areas of work to take this initiative
forward.

4. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

The Mayor would welcome further research into the potential impact of any hotel occupancy tax adopted
in London and/or the UK which needs to be considered carefully through more detailed economic modelling
and analysis.

5. What data would usefully inform Government policy on tourism?

The Mayor would welcome any progress in developing more accurate and reliable national tourism data.

The LDA has recently implemented the Local Area Tourism Impact Model which measures the volume
and value of tourism across the capital (and can be broken down to both the sub-regional and Borough
level). The London Visitor Survey measures visitor satisfaction levels (overseas and domestic) across a range
of parameters. These tools are used to inform policy on tourism in the capital.
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The GLA/LDA supports, in principle, the development of a National Tourism Intelligence Unit (NTIU)
and believes that the current proposal to develop such a unit is a positive step towards providing greater
leadership, coordination and organisation for the collection of consistent and comparable data for the
tourism sector at the national, regional, sub-regional and local levels. The GLA/LDA sees the NTIU as an
ideal forum in which to share the lessons learnt from developing the LATI model and London Visitor Survey
with other regions, and a voice through which the regions can lobby for improvements to nationally
collected tourism statistics (for example, data will be needed to assess the local environmental impact of
tourism in order to inform sustainable tourism strategies in the regions). We need to ensure that such a unit,
however it is to be structured will be completely impartial and sustainable.

6. The practicality of promoting more environmentally friendly forms of tourism?

Addressing Climate Change is a Mayoral priority and this issue cuts across all GLA Strategies and Plans
including tourism.

Although London is very dependant on inbound air traYc to deliver our 13.4 million international
visitors, once the visitors are here there is great scope to promote green tourism. For example, we will be
encouraging visitors to walk via the new Legible London initiative, to use public transport, and to patronise
businesses which have been accredited under the Green Tourism Business Scheme—a nationally recognised
scheme which will be launched in London in 2007.

7. How to derive maximum benefit for the industry from the London 2012 Games

We need to ensure that all stages of the Olympic and Paralympic Games are maximised (the Cultural
Olympiad, post-Games and Olympic-motivated tourism). We need to start building a sense of excitement,
involvement, inspiration and shared ownership. The whole of the tourism industry needs to work together
to ensure that the London Games are the best in terms of the visitor experience and in doing so, we will create
the best return on investment. We need to ensure a holistic approach by clearly identifying and utilising the
linkages to related areas such as transport, the public realm, sustainability, etc.

The Cultural Olympiad is key to animating London’s and the UK’s main tourism centres outside of the
Olympic venues and spreading the economic and social benefits of the Games across the capital and the UK.
In order for London and the UK’s tourism industry to plan and maximise the opportunities that this
programme could oVer they will need to be informed of the realistic opportunities so that they can
programme and position themselves eVectively.

We need to look at best practice/lessons learned from previous Games eg Barcelona and Sydney where
opportunities have been successfully exploited to give long-term tourism benefits—including sustained PR
and advertising to ensure the destination remains front of mind for key markets.

The London Games are an opportunity to create real and lasting change in the tourism industry in
London and Britain and to face the long-term challenges the industry has, such as quality, perceptions of
value for money and poor customer service. The strategy that derives from the DCMS Welcome Legacy
document needs to provide strong leadership in these areas. It needs to provide clear pathways for
destinations and regions to improve performance and contribute to our World-Class status. The future
strategy should also be clear and comprehensive on 2012 tourism opportunities for the industry, including
case studies and give clear guidance on how businesses can access the suggested “£2 billion boost to the
economy” based on robust market intelligence.

March 2007

Witnesses: Martin Singfield, Finance Director Visit London and Craig Beaumont, Public AVairs Manager,
Visit London, gave evidence.

Chairman: Good morning. May I first apologise for
keeping you waiting but the Committee had some
previous business we just had to clear up. This is the
third session of the Committee’s inquiry into
tourism. I would like to welcome from Visit London
Martin Singfield. the Finance Director, and Craig
Beaumont, the Public AVairs Manager.

Q218 Mr Sanders: How do you perceive the tourism
industry to be performing in London in comparison
to the rest of the UK?
Mr Beaumont: London is the world’s number one
international city destination. We have just won
Destination of the Year Award in the World Travel
Awards. Last year, which is the last full year for
which we have figures, our visitor numbers were up

12.5% for in-bound tourism and our expenditure
was up by 14%. It was a record year. Up until that
point, London was doing very well. Our global
market share has risen from 1.7% to 1.8%, so
compared to our competition, we are growing.

Q219 Mr Sanders: How is your increased growth
being aVected by the strength of the dollar against
the pound? What impact is that having and likely to
have in the future?
Mr Beaumont: The strength of the pound against the
dollar is a major concern for us, but it has been the
case for quite some time now and our US market
grew last year; it grew by quite a large amount, by
11%. If you stop at that point, the end of 2006, we
were doing very well, despite the strong pound. We
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18 December 2007 Martin Singfield and Craig Beaumont

are now seeing more evidence of an impact of the
dollar problem, but it is quite a complicated
situation. While we are now 8% more expensive for
a US visitor, the strength of the pound against the
euro has significantly weakened. The pound has
weakened against the euro, which means that we are
getting more European visitors here, and it also
means that Europe is more expensive for US visitors.
Competitively, London is actually in quite a good
position.

Q220 Mr Sanders: Do you see your job as getting
people to come to London and stay here or do you
see your job as attracting people here as a sort of
gateway to the rest of the UK?
Mr Singfield: I think our role is both. Obviously our
primary role is to attract visitors to London itself,
but we also have a very important gateway role for
the rest of Britain. In fact, part of our funding from
DCMS is linked to that gateway role. I think a very
large percentage of those people who visit London
then go on to visit the rest of the UK.

Q221 Mr Sanders: You say “a very large
percentage”. How do you judge that and what is
your target? You say you are supposed to act as a
gateway. What percentage of the people who are
coming to London are you expecting actually to visit
other parts of the UK?
Mr Beaumont: I think we are a natural gateway
anyway. If you look at where our visitors go—our
main survey is the London Visitors Survey—we
assess that about 41% of overseas visitors are
planning to visit someone outside London as well, so
these are visitors who are already here. Of that 41%,
42% were going to south-east England, 18% were
going to the south-west and two surveys later, 17%
were going to Scotland and 12% to Wales, so it is a
natural gateway. We receive £1.5 million from
DCMS, which is our DCMS funding, as a gateway.
We invest that money primarily in the US because
that has the best return on investment. Our target for
the leisure £1.25 million of that £1.5 million is to get
an ROI of 29:1, so that for every pound we put in,
we get £29 back in terms of visitor expenditure in the
rest of the UK, not London. For our £1.25 million,
we scored £36.6 million of new visits to the rest of the
UK. That is a key part of our role. Although our
mission is to generate benefit for London, we have
this side role as well

Q222 Mr Sanders: The World Travel and Tourism
Council found that the UK is likely to experience a
20% decrease in global market share. Do you agree
with that figure and, if you do, can you retain your
position in this increasingly competitive global
marketplace?
Mr Beaumont: I think we can. Is the WTTC figure a
national figure? Is that for Britain?

Q223 Mr Sanders: It is for the UK. It is a UK figure.
Mr Beaumont: For London we see competition
coming from three areas. The first one is
comparative world cities, so New York, Paris,
Berlin, Sydney. The second area is aVecting the

domestic market where we see cities across the UK
improving their tourism oVer, so you see
Manchester, Birmingham, Edinburgh and Glasgow
all with improved culture and improved night life.
People are thinking that they do not need to travel
to London any more. A few years ago I think there
was more of a move to come to London. They are
looking to new destinations. Dubai is the classical
example to which everybody points where an
economy just suddenly decides that it wants to focus
on tourism, and they are going to triple their
numbers of inbound visitors from the UK in the next
three years, and China too. We have to fight all these
things. In that context I think we have to focus on
the growth markets as a new opportunity. We have
to focus on China as potentially the largest
outbound market in the future. We should learn
lessons from the other world cities. We did a
benchmarking exercise and employed KPMG to
look at how London operates as a destination versus
the other world cities and also how Visit London
works against our competitors and then to learn
lessons from that. Because our market share is
growing, for inbound tourism I think we are quite
confident that we will compete very well in the
future.

Q224 Chairman: You paint a fairly rosy picture of
the situation in London which contrasts with the
evidence that we have had from tourism bodies
representing the whole of the UK. What is it you are
doing in London right that the others are doing
wrong?
Mr Beaumont: To some extent, we are fortunate. We
have things happening in London that do not take
place elsewhere; for example, attracting the NFL
(National Football League) game from the United
States and for one event we brought 10,000 visitors
over. In terms of economic benefit for London, of
course it is much broader than that because we had
events going on in Miami about London, so all the
fans who went to the home stadium then watched
things about London; there was marketing and
branding. The media eVort was huge. In one day we
scored 243 pages of media coverage from that one
event. Getting something like that is a real
opportunity. I do not think other destinations
perhaps have that opportunity. We have the Tour de
France which was enormous as well worth £116
million of economic benefit. If you look to the
future, with the Olympic Games and also investment
in things like Crossrail and the opening of St Pancras
International, there is a lot going on. I think for me
that is probably the reason why long term the
prospects are looking pretty good.

Q225 Janet Anderson: You will be aware that there
has been quite a lot of criticism about the recent CSR
settlement and the settlement for VisitBritain. What
do you think will be the eVect of that and do you
think it is possible for VisitBritain to operate
eYciently within its new budget?
Mr Beaumont: For us VisitBritain is vital; it is a very
important support network for Visit London. That
is primarily for two reasons. One is the overseas
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oYce network; they have 21 oYces in 34 markets or
24 in 31. Those oYces provide us with a platform for
London. That activity “on territory” is great for
London. If that was ever to be withdrawn, I think we
would have some serious objections.

Q226 Janet Anderson: Could you give us some
examples of what happens in those oYces? What
kind of service do they provide that could not be
provided for example over the Internet or by some
other means?
Mr Beaumont: China and India are probably good
examples as the two emerging markets. In those
there is a Britain presence and it is quite strong, but
London has not had a presence on its own in those
markets. We would not just go in and set up
ourselves. We would use those “on territory” staV to
provide us with advice and we would use the oYces
themselves as a platform. In China we had almost a
mayoral visit and the best advice we received was
from people like VisitBritain on territory. We have
just had a mayoral visit to India where tourism was
represented. In there too we worked very closely
with the VisitBritain teams.

Q227 Janet Anderson: So it is more the kind of
advice and guidance you get from people on the
ground rather than inviting potential visitors to the
UK physically to visit those oYces?
Mr Beaumont: At this stage, yes. In those emerging
markets, yes, it is the advice at the start but also the
Britain brand in those markets is quite strong. In
France, Germany, Ireland and the Netherlands the
Britain brand is withdrawn so that Scotland, Wales,
London and other brands can operate because
people know the destinations within England and
within Britain, but in China they do not. In terms of
the consumer face, you do need a Britain brand there
and it is the VisitBritain promotion within that that
we like.

Q228 Janet Anderson: The Tourism Alliance was
particularly critical of the settlement, referring to
both the lamentable understanding and a lack of
joined-up thinking on the part of the Government.
As you will know, they have now launched this
“Take Tourism Seriously” campaign. What do you
think of that campaign and do you support it?
Mr Beaumont: Yes, we do. We are a signatory to the
campaign. Seeing the VisitBritain funding dip most
steeply as we approach the Olympic Games makes
no sense to us whatsoever. We would like to see that
funding maintained and increased with specific
Olympic work but as that is not happening, in the
context of devolution, we are now developing our
own funding bid for London, which is with the
London Development Agency. We are looking at
diVerent aspects of our work in the next seven or
eight years and we are putting costs against that new
activity, and then the LDA will decide with us which
of those options we would like. An obvious example
is an unaccredited media centre. My Chief Executive
is looking at the Beijing unaccredited media centre
right now, which is why he is not here. If London
were to have one of those, then a group of

approximately 2,000 journalists who come to report
on the games but are not part of the sports
delegations and are not accredited in any other way,
would be provided with the facility to download
information, to have itineraries, to have trips
organised around London and also around the UK.
That is vital media coverage and it is a great
opportunity for London. If that is to happen,
someone needs to fund it. If it is not going to come
nationally, then it will have to come through
London.

Q229 Janet Anderson: Is not the evidence in terms of
the Olympic Games, that the tourism benefits come
after the games rather than before or during?
Mr Beaumont: Yes, that is right. I think two-thirds
to three-quarters comes after the games. That is
mainly because people see London or Britain in a
favourable light in the media coverage about the
games. It gives us an opportunity. The unaccredited
media centre is a classic example where not having
it—we do not have to have an unaccredited media
centre—is a missed opportunity.

Q230 Janet Anderson: Most of the evidence we have
about you was very complimentary. The Tate in
particular praises Visit London but it does say it
challenges Visit London to “ensure organisations
within the sector are informed and involved in the
development of new strategies”. What do you do to
involve stakeholders like the Tate when you are
developing new strategies?
Mr Beaumont: If we see something new, such as
Beijing 08, to use that as an example, we are looking
to have a London presence in Beijing during the
games. That is almost like a London house where
Olympic sponsors can go and have meetings and
there is someone from the tourism industry there
and they can come and talk to us. There will be a
public installation and something about the best of
London and British culture and art will be produced,
et cetera. To make sure people come along with that,
we will hold an event with all our partners and
stakeholder who are interested. That is planned for
January. We have large events where we attract
stakeholders and we try to communicate with them
about what needs to happen, but we also have
bilaterals. We have 1400 industry partners,
including the Tate. They are account managed
properly in a commercial fashion. We speak to every
single partner quite a lot throughout the year.

Q231 Mr Evans: Craig, you talk about VisitBritain
and the impact that this is going to have. They are
going to lose £10 million and you say that some of
that may be made up from devolved agencies but it
just may not happen that way. In your estimation,
what impact is this cut going to have on tourism
over, say, the next three or four years?
Mr Beaumont: It is quite hard to say what the impact
will be. If it is a £10 million dip in that third year of
the CSR period, that is a 20% cut. If you look at
using the ROI (Return On Investment) figure, for
example, so we achieve about 35 or 30:1 in terms of
return on investment, you could make a
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hypothetical amount for what would be missing but
because we are so far out from the period, it is quite
hard actually to put a very distinct figure on what we
will lose, especially if entities like VisitScotland,
VisitWales and Visit London look at ways of
increasing their funding in the meantime.

Q232 Mr Evans: But if they do not, if you are able to
do that, that is an argument for even cutting further
back on VisitBritain, is it not, because the
Government might think that the shortfall may be
made up by other bodies? Is there a role for
VisitBritain?
Mr Beaumont: On your first question about the
potential rise in devolved administrations, we have
had that rise over the last few years. In three years’
time, and in terms of VisitScotland it will appear
later, VisitScotland’s funding will be above that of
VisitBritain for the first time, so Scotland’s short
period of rise over the CSR contrasts with
VisitBritain’s descent and you end up with
VisitScotland being better funded. It is up to the
Government. If that is the reason why they are
cutting the central money for tourism, then I think
that is a bad move, but devolution is perhaps “where
it’s at” for tourism. If it is, then maybe that is the
Government’s decision. Is there a role for
VisitBritain? Yes, because of the “on territory”
advice, because of the Britain brand and because of
the overseas oYce network. We want to see those
maintained.

Q233 Mr Evans: You are unable to say what this
impact is going to be but you feel that the maths adds
up that it is going to mean, surely, fewer tourists into
the UK and less money spent?
Mr Beaumont: Quite possibly. The strategic review
that VisitBritain is launching we hope will look at all
these issues. It will look perhaps at further synergies
between the tourist boards or some other way of
working to get more bang for the buck, maybe that
will be a way of tackling it.

Q234 Chairman: You begin your evidence by talking
about the DCMS and saying that the DCMS and the
Minister and the civil servants remain eVective
national champions of tourism. You then go to say
that the successes that Visit London has achieved
would not have been possible without devolution of
responsibility from DCMS. You also suggest that
Visit London is a strong advocate of aligning
tourism on economic promotional activities, rather
than along sport and heritage lines, and I interpret
that to mean taking it away from DCMS and giving
it perhaps to business and enterprise. Which do you
think it is? Are you a fan of DCMS? Do you think
DCMS is doing a good job or do you think that
actually somebody else would do it rather better?
Mr Beaumont: Operationally and in terms of our
day-to-day dealings with DCMS, we like the
organisation; we think they do their job well. We
have good links with DCMS. However, if you look
at the amount of money going into tourism in
devolved administrations, there is no way that I can
conceive that that money would have come

nationally through DCMS. I have heard that at
events in Scotland and Wales as well, that the extra
money would not have come from a national
government department.

Q235 Chairman: But that would apply to any
government department, not just DCMS.
Mr Beaumont: Yes. Our experience in London has
been that aligning tourism as part of an economic
promotion vehicle helps us quite a lot in terms of
discussing with the Mayor what we do. You have an
inward-investment agency called Think London;
you have Visit London doing tourism, London
Higher doing promotion of study in London to
attract overseas students; and you have Film
London promoting London as a place to film. All
these people together co-ordinate very closely and it
feels as though that is more successful to me.
Whether DBERR is the right vehicle—while I
cannot see tourism getting more money in its current
set-up—I am not convinced whether DBERR would
secure further funding or change the political
leadership. It is certainly an idea worth discussing.
In London the economic development context
works.

Q236 Alan Keen: In your response in regard to the
Olympics to DCMS you have said that our
perception of London is outdated and misconceived.
What did you really mean by that? Presumably
therefore you are going to try to modernise
perceptions. Can you explain that a little bit more?
Mr Beaumont: When we gained the 2012 bid and had
the Jacques Rogge announcement, that really filled
the tourism industry with a massive enthusiasm. The
perception of Britain and of London in lots of these
emerging markets, which are our future, is outdated.
Anecdotally we hear about them believing that
London is always in a pea-souper fog and our men
wear bowler hats. All this anecdotal stuV means that
there is a job to do and it is about using the moment
in the Olympic spotlight to change perceptions.
Every host city probably goes through this process.
When we have a non-accredited media centre and
the Cultural Olympiad and all the other things
around the Olympics, we will want to use those to
promote London as modern, diverse, exciting and
welcoming. Those are the perceptions that we need
to change.

Q237 Alan Keen: Will the cuts in VisitBritain’s
budget aVect what we really want to do with the
Olympics? Will they have an eVect?
Mr Beaumont: Yes, they will because there is a
missed opportunity. Whatever increased funding for
VisitBritain would have done for the Olympics, we
will obviously lose that. It is an opportunity that is
lost but there are some things that VisitBritain and
Visit London will be doing anyway within their own
budgets. In the branding of the current marketing,
for example, we do not mean just sticking a 2012
logo on to everything, we will be updating our
brand. Visit London is currently going through a
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brand refresh, and within that we will be looking at
teasing out new and positive attributes that perhaps
counteract some of these outdated perceptions.

Q238 Alan Keen: At previous Olympiads, people
have fled from the city. Are you going to stop those
Londoners from doing the same? Is there anything
you are doing in particular that is directed at that?
Mr Beaumont: Yes. Displacement is a real concern.
Before the bid was developed, we were asked what
Visit London and VisitBritain think about the
Olympic bid and displacement is a real problem. Our
plans to attack displacement are included in the
funding bid that we are discussing with the LDA but
it includes marketing campaigns that will have the
message that London is open—that it is “open but
better” eVectively. It will communicate the scale of
London and that we can cope with the Olympics. We
are not like some previous host cities which are quite
small and therefore it was a real change to have a big
event. We had the Tour de France and London
continued to operate as normal, in addition to
having one of these major events. We think that
there is an opportunity for London to promote how
we are still going to be open—open but better.

Q239 Alan Keen: You are positively going to attack
that? Have previous Olympic cities not thought
about that do you think?
Mr Beaumont: I am not sure about Athens. I think
Sydney did attack displacement. One area that
perhaps has not been fully addressed is business
tourism. If people are looking to host events in
London in 2012, and we have seen a real uplift in
people interested in hosting conventions and events
in London as a result of the bid, we reckon there
could be about £100 million of extra business
possibly up to now. In 2012 there is a danger that
they will think that there is no point having an event,
that it will be too busy and it will be a building site.
We do need to communicate to the business
community that having an event here in 2012
certainly is possible. What we need is a 12-month
fully-populated calendar of events throughout the
year.

Q240 Paul Farrelly: You have just described how
closely you work together with other economic
development agencies in London but the Olympic
Games has not only been promoted as a games for
London but a games for all our nations and regions.
I would suggest that London’s vested economic
interests are totally at odds with the economic
interests of VisitBritain, VisitScotland, VisitWales,
Visit WestMidlands or Visit StaVordshire in trying
to get a slice of the Olympic pie. How are you co-
operating with the other “Visit” organisations to
make sure that it is not just London that wants all of
the pie and so that there is a clearer message?
Mr Beaumont: I think we have a diVerent take on
this. For every pound you invest in London, we
believe that adds to Britain’s visitor economy, not
only because people go elsewhere but because you
are generating new business. If someone comes to
London and likes it, they may come back and visit

somewhere else as well. We will work very closely
with all the bodies that are working on the Olympics.
You are right that London will benefit the most, if
it all works, which is that we estimate the UK-wide
benefit economically at about £2.09 billion, which I
think is our latest figure for new tourism spend, and
£1.47 billion of that is in London. So, yes, London
benefits the most but 25% is for the rest of the UK.
Organisations like VisitScotland have been very well
engaged with the process of the Olympics
throughout. It is up to every destination and
organisation to work out how they can contribute
and how they can become involved. None of these
benefits are automatic. When the tourism
organisations in the south-east of England and
elsewhere become involved, then we will talk to them
very closely.

Q241 Paul Farrelly: That is a diVerent level of co-
ordination from what you were talking about with
the London agencies because you work closely with
them in co-ordinating meetings. Now you are saying
it is for them to work it out. Your message is “Visit
London and stay”. Theirs is “Visit London and
move out and see the rest of this”.
Mr Beaumont: We have to co-operate across the
mayoral remit in London. In terms of operation, I
suppose that is a diVerent way of working from
working with all the other “Visits” across England
and Britain. The Olympic presence is a mayoral
priority and it is being led by a group called London
Unlimited. That is a distinct entity which works to
promote Visit London, Think London, London
Higher and London Film. It is co-ordinated from
the outset. You are right that we need to
communicate that further out to the other “Visits”
but not everyone can become involved in the project
at that level. There will be a “Britain” presence in
Beijing as well and they will be working out how that
operates with London, how big it is, and how all the
“Visits” are involved. We need to communicate
what we are doing and we need to talk and we need
to listen, but there is a diVerent operational level.

Q242 Paul Farrelly: Going back briefly to figures, I
do not have the figures for your funding for the three
years that we have been talking about and the rest.
Can you give us that?
Mr Singfield: Yes. This year our grant would be
approximately £16 million. That is for the Visit
London activities. There is a separate project called
London Unlimited which is designing a holistic
brand and that is a further £6 million from the
London Development Agency.

Q243 Paul Farrelly: Does that rise and fall over the
next two or three years?
Mr Singfield: The core funding for our tourism
activities rises by about 2.5% per year. We have a
four-year business plan. This is currently the
second year of that business plan, so we have
guaranteed funding for the next two years and I
believe London Unlimited rises from £6.4 million
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this year to £6.8 million next year, the year of the
Beijing Olympics, and then falls back to £6.4
million the year afterwards.
Chairman: The figures the Government has given
us show that the LDA spends £22 million on
tourism. Does that mean some of that money goes
elsewhere?

Q244 Paul Farrelly: Is that £16 million plus £6
million?
Mr Beaumont: In the government figures, is there
a separate line under “London Unlimited” that
you have?

Q245 Chairman: There is £22 million of the LDA
and another £6 million for London Unlimited.
Mr Beaumont: There is a £16 million grant for us.
The £1.5 million in addition to that that is our
gateway role. I think we are going to have to get
back to you on this.
Mr Singfield: I am not sure how the LDA spends
the other part.
Mr Beaumont: To explain to the Committee how
London works, the Mayor has a statutory
responsibility to develop tourism. He has a 10-year
vision, which sets out what everybody should do
and within that you have action-plans covering
three-year periods. There will be three or four
action-plans. The LDA leads on tourism. Basically
that is to do with things like the tourism product
such as quality, skills, welcome, accessibility,
sustainability. We are not a full-service national
tourist board in the way that the Committee has
heard before with VisitBritain. We do not cover
those areas. We are a marketing agency. We are a
company and we do marketing and PR. It is a
diVerent set-up. That extra money will presumably
go towards developing those areas I mentioned—
skills, access, sustainability, welcome.

Q246 Chairman: If you are able to let us have a
breakdown of your funding and where the money
goes and also how that fits in with the LDA, that
would be helpful.
Mr Beaumont: Yes.1

Q247 Mr Evans: You talk about what people think
about the brand, whether it is London or the UK
but more specifically London. I do not tend to hear
fog or bowler hats from people, What I do hear is
that they think it is hellishly expensive, from the
Tubes, which if you pay in cash is £4 a go, to taxis
which people think are expensive; they think some
of the hotels are horrendously expensive. London
is one of the most expensive capitals in the world. Is
that not the perception people have about London?
Mr Beaumont: It is one perception. It is one of the
things we do tackle currently in our marketing
activity. There are ways to do London that mean
that London is not as expensive. We promote
thinks like the royal parks, and the activities held
here; they are a key partner of ours. Obviously we
have the national museums and galleries that are

1 Ev 103

free. There are ways to get your transport costs
down using a visitor Oyster card. We have
launched lots of two-for-one oVers based on the
visitor Oyster card so that you can get into non-
free museums and attractions for much less than
you would otherwise pay. The budget sector in our
hotels is the fastest growing sector. For example,
Travelodge are pushing massive new hotel
developments coming up in the next 10 or 15 years.
We do help with lots of events that are organised
around London in Trafalgar Square and elsewhere
that are free. There are lots of free things going on.
We need to communicate those better to potential
consumers so that when people do come, they
realise that it is not necessarily expensive to be in
London.

Q248 Mr Evans: Another perception is this. When
people come in, they come in via Heathrow. What
do you think Heathrow contributes towards the
perception of people visiting London, without
loading the question too much?
Mr Beaumont: T5 for us is a major step forward,
and so are very excited about the T5 launch and
how visitors will perceive that as they come in to
the country. Lots of the policy issues around
Heathrow are generating negative PR and we do
not like it. We do hear feedback from visitors about
Heathrow but we also see media coverage in our
key markets, and in the US for example. That
threatens business travel to a business airport and
we are very concerned about that. However, we are
very impressed with the plans that link to
Heathrow. I think BAA are spending £6.2 billion
over the next few years. I think terminals 1 and 2
of the five terminals are being replaced by
Heathrow East; terminals 3 and 4 will both be
refurbished; and then there is the new T5. Although
we are not terribly happy with the current situation,
that airport is still a success in terms of its
passengers. We have to keep that. While we are not
happy with the current situation, there are things
on the horizon that we like.

Q249 Mr Evans: Do you think that Heathrow
deters people from coming to London?
Mr Beaumont: No, clearly not; it is very successful
with 67 million passengers for an airport designed
for 40 million. We are worried that, long-term, that
will have an impact. We are seeing business travel,
for example, threatened. Anecdotally, we do hear
about people transferring via a diVerent airport and
that must be stopped, and we are hoping that T5
in March will be the start of the change.

Q250 Mr Evans: People poo-poo transit
passengers, people coming in via London to go oV
somewhere else. Is there any economic impact to
transit passengers at all in your estimation?
Mr Beaumont: Could we go away and think about
that? I am not sure we have an answer on transit
passengers.
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Q251 Mr Evans: I would be interested to know.
Some people seem to dismiss it and they do not care
if people go from India to the United States via
Frankfurt or Charles de Gaulle as if it does not
really matter if they come to touch down for a few
hours in London. I would be interested to know
what the economic impact of that is.
Mr Beaumont: The part about business travel is
working on business extenders, people who are here
for business but will stay around. Part of that eVort
will be that if someone is planning their flight to,
say, India and they can go via London, we would
like them to remember the branding in an advert
or some PR coverage and feel: “I could add a
couple of days to my trips and stay in London for
this”. Transit in that sense is an opportunity for us
that we need to promote.

Q252 Mr Evans: Finally on visas for people coming
in to the UK: do you have any view as to the
impact on tourism into the UK of either visa costs
or the diYculties in getting visas?
Mr Beaumont: The Times report yesterday about
changes to visas does concern us. We sit on the UK
Visitor Visas Taskforce and we would like to use
our membership within that to push how we would
like to see visas changed. The diVerential in price
for the Schengen visa is a real issue when you talk
to the travel trade. One new visa being discussed at
the moment is a Schengen add-on group visa. That
visa would mean that a visitor as part of a group
would be allowed multiple entries to London over
a period of four to five weeks. That would be great
because you would have someone on a European
trip paying much less to have Britain added on to
that European trip. At the moment they would get
one visa for all the Schengen countries and they
would have to get another visa to stick on for
Britain which is twice as expensive. We hear from
the trade that that is an issue, so we would like to
see it made easier for a group that has Schengen
entry to get entry to Britain on that basis.

Q253 Philip Davies: Can I push you a bit on the
benefits of the Olympics to tourism. The only
disagreement at the moment seems to be how many
billions of pounds benefit there is going to be, but
I am not entirely sure how this works. I can see how
when Barcelona had the Olympics some people
might have thought, “Barcelona, I had not really
thought about going to Barcelona”. What I cannot
quite fathom out in my own mind is how many
millions of people there are around the world
watching the Olympics who have contemplated
travelling overseas and are sitting at home watching
the Olympics thinking, “London, no I have never
thought about going to London before”. Is there
really such a huge market of people out there who
have never even thought about visiting London
but, all of a sudden, will do so just because the
Olympics are on?
Mr Beaumont: Yes. China in the next few years is
going to have 100 million outbound travellers, and
these people were not allowed to travel before; you
could not get a leisure visa to visit Britain or to visit

London, so they had not thought about visiting
London before and if they had, they were not
allowed, and so they would come under a business
visa or a student visa and naughtily sneak oV and
be a visitor. Since our new destination status has
come in, we have not seen a massive rise in tourism
but we are hoping that in five or six years’ time
there will be a real blip at the Olympics because of
China’s interest in the Olympics. That is a platform
for us. It is a new platform, and so promoting a
new London will generate new visits. There is an
opportunity there. One legacy that has come about
straight away is something called Events for
London whereby we are trying to attract major
events here. Those events are coming because of the
Olympics; we actually have that legacy now. We are
already seeing legacy benefits early, five years out
from the games. There are lots of things going on
and I think some of them will generate lots and lots
of new visits, yes.

Q254 Philip Davies: I cannot remember the four
things that you said you were trying to demonstrate
London to be while the Olympics was on but the
first one was to be modern I think. We have
millions of visitors to the Palace of Westminster
every year. I am not sure many of them come in to
see how modern everything is. I thought that one
of the attractions in coming to London was our
history and that people wanted to come and see not
how modern it all was but how marvellous our
history was. Why is it not our great history that
you want particularly to set out to promote rather
than how modern we are?
Mr Beaumont: I think it is both. Every city in the
world has a historic core and some people will
always come and visit for that reason. We need to
create extra reasons either for people to come now
rather at some stage in the next five years or for
people who have not thought about coming
because they think London is all about heritage. I
think it is “adding to” heritage rather than “not
promoting” heritage. Heritage and culture are still
the number one reason for visiting London and
visiting Britain. We need to try to generate reasons
for people to come now—and so for heritage it
could be promoting something new about a
heritage attraction. If the Tower of London is
hosting something exciting, and that can be the ice
rink or jousting or anything that is happening at
that time, something new and diVerent about
heritage, that counts as being modern and doing
something new as well.

Q255 Philip Davies: Finally, I have never really
understood how you work out “we spend this and
we generate this back in return”. How do you
diVerentiate between those people who have visited
London because of what you have done and those
people who would have visited London anyway,
whether you had done anything or not? How do
you know that it is you or what you have spent that
has made these people come to London? Surely lots
of these people would have come anyway, whether
you spent the money or not?
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Mr Beaumont: Our evaluation is about our
marketing materials only and so if somebody is
touched by our marketing activity, we would then
go back to a selection of those who give us details
and find out. Let us say we have a competition on
a radio station in the US, we get their name and
eventually they give us their email address; we will
put out a survey that will ask several questions,
such as “Have you visited London? Did you visit
as a result of the campaign? Will you probably
come to London in the future?” All our evaluation
is based on a DCMS Treasury-approved model
which is the same one that VisitBritain has to go
through. Evaluation actually misses out people
who do come here because of our activity, so it
underestimates, if anything.
Mr Singfield: We only measure those who say they
definitely visited because of our campaign. We
ignore the other sections.
Paul Farrelly: I cannot see the modern buildings
appealing to those Chinese in Peking who cannot
see for all the pollution there when smog in London
is a thing of the past!

Q256 Adam Price: Many of the key players in the
sector that have given evidence to the Committee
have criticised the paucity and the poor quality of
tourism statistics. Do you share that frustration?
Mr Beaumont: We do to some extent. There are
three sources of data nationally that we have a view
on. The first one is IPS (the International Passenger
Survey) which gives us all of our inbound volume
and value stats. The IPS is brilliant. It is very good
data. It is produced at the right time and our
tourism industry partners like to receive that
information. That is run by the National Statistics;
it is therefore led by one organisation. A second
level of data is the domestic data done by the UK
Tourism Survey. That data is not as good; it is not
as responsive; it is not as accurate. That is because
it is harder to get data on people’s trips to the UK.
If an inbound visitor comes in, they come in
through a port of entry and you have someone
there to count them and to interview them.
Through UKTS, domestic visitors have to be
contacted and asked what their domestic trips were
over the last three months. There is a time lag.
Also, because the methodology has changed over
the years, it means that some years are not
comparable with others. There have been some
improvements—it used to be a phone survey that
was therefore less good than a face-to-face survey.
It is now face-to-face, and the improvements are
welcome and over time hopefully we will see that
data improve. That data is run eVectively by the
National Tourist Boards together who all fund it:
VisitScotland, VisitWales, VisitEngland. We are
very happy with the first survey, and not so happy
with the second but it is getting better. However the
worst survey data for us is on day visits. The day
visit survey was undertaken in 2005 but that was
funded through an arrangement with Defra and the
Countryside Commission and was therefore very
focused on rural tourism—it did not cover cities
like London, so we cannot use the results. You then

go back to the previous day visits survey and the
last one before that was 2002–03. That data did not
include things like business day trips; it did not
include people coming to London for a meeting for
that day. If somebody is coming to a meeting in
London and they are going to do tourism outside
of it, we want that counted. So the best data we
have is five or six years old and even then it is not
very good. We are hoping that all the RDAs now
are talking about improving data and we are
pushing for that to be a priority. We want proper
day visit data. For the moment, that is probably
the biggest sector in domestic tourism but we do
not know enough about it.

Q257 Adam Price: The work that you have done
on the Local Area Tourism Impact model and the
London Visitor Survey has won some plaudits. Can
you say a little bit about that and some of the
lessons that could be shared across the UK?
Mr Beaumont: In London we have four London-
only research projects. The first is the Hotel
Development Monitor. I will come to LATI at the
end if that is all right; there is more to say about
that. The Hotel Development Monitor looks at the
current capacity in London, where hotels are being
built and what is happening. That can help provide
a new business with data on where there is a gap
perhaps in the market for a hotel. Let us say I come
in and say that I want to build a hotel, we can
probably tell you where that might be more
successful based on that data. We have an
Attractions Monitor which is very quick. It can get
us instant feedback from all the attractions in
London that contribute. That gives us data
confidentially that we do not release—the Tate is
doing this, for example—but we will do a collation
and produce that. It can tell you whether large
attractions are doing well or whether small or free
or paid are doing better. The London Visitor
Survey is drawn from face-to-face surveys on the
ground, so we get a sample of I think about 5,000
people and every quarter we go through that survey
with the LDA. That goes into a lot of depth. It is
a real eye-opener when you go into some of the
results to find out about things we have talked
about here like welcome and how people feel about
the transport and the attractions, whether they feel
that London is too expensive, et cetera. LATI, the
Local Area Tourism Impacts model, is not actually
a new survey. It takes all the national data and
improves the quality of it so that it is able to
“spew” it out at borough level. Camden, for
example, can look at international passenger survey
data and say: “You tell us about London but what
about in Camden?” Now Camden can have an
accurate breakdown of volume and value stats in
that area. The tourism oYcer for that borough can
then start looking at what they should be doing for
tourism. They can base all their research on that
data and come up with a strategy that promotes
tourism in the borough and uses that to underpin
it: “tourism is worth x”. It can also show how
people move between boroughs. This is quite a new
project. It is quite exciting for the boroughs. We
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have had our first set of data. Our second set is due
early next year. We will be able, for the first time,
to track it year-on-year as well to see how things
have fared.

Q258 Adam Price: You are able to measure
economic impact on a borough basis?

Supplementary memorandum submitted by Visit London

LDA Tourism Budget

Here is the allocation of the LDA’s tourism funding this year—as some of this is “development” work
rather than “marketing and promotion” it totals more than £22 million. LDA tell me that they cannot
provide a breakdown for later in the CSR period, as their budgets aren’t worked out in advance. However,
I don’t expect these sums to change much over that period, unless our funding bid is successful. LDA also
says that the budget figures below look as though they will be pretty accurate at End of year.

Below is also the four-year plan for Visit London’s funding, within that. Again, this should not change
over the period unless there is a decision to fund new Olympic-related projects.

LDA tourism budget for 2007–08

Project Budget for Year

Marketing and Promotion
Visit London £15,206,515
Visit London review £30,000
London Unlimited £6,400,000
Events for London £3,500,000
Sub-Total: £25,136,515

Action Plan/Product Development Skills
Growing into Hospitality 145,096
Mentoring and Masterclasses £60,200
HCTC Refugee Project £114,403
Theatre Audience Development £80,000
Tourism Data and Intelligence £460,000
Sub-Regional Programme £750,000
International Convention Centre £430,000
Tourism Business Support Programme £540,000
Building the Visitor Welcome £1,000,000
Research £210,000
Sub-total £3,789,699

Total Tourism Expenditure £28,926,214

VL funding over the four-year period of our business plan:

Visit London
Analysis of income per Business Plan

2006–07 2007–08 2008–09 2009–10

LDA grant—Core activities 14,835,624 15,206,516 16,981,616 17,368,655
Match funding 2,556,476 2,660,845 2,719,855 2,788,458
Ecommerce Income 350,000 400,000 500,000 600,000
Partnership subscriptions 1,629,906 1,858,214 2,010,228 2,159,851
Brand Partnerships 403,554 100,000 150,000 250,000
Visit London Awards 138,673 145,206 152,066 159,270
TV Income 25,000 50,000 75,000 100,000
London Councils grant 105,000 100,000 100,000 100,000

Mr Beaumont: Yes, that is right. This is a project
that we think may have application elsewhere, so
we would be very happy for the LDA and us to
share that data with you and our experiences with
you as well. If you could have it as a commitment
from your Committee, we would be very happy to
share it with any tourism organisation that is
interested.
Chairman: We do not have any more questions for
you. Thank you very much.
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2006–07 2007–08 2008–09 2009–10

Interest receivable 80,317 81,012 84,341 85,066
(Non-grant income) 5,288,926 5,395,277 5,791,490 6,242,645
Total income 20,124,550 20,601,793 22,773,106 23,611,300

December 2007

Memorandum submitted by the Department of Heritage, Welsh Assembly Government

1. Introduction

The Welsh Assembly Government welcomes the opportunity to submit evidence to the Committee’s
inquiry into tourism. Tourism is a strategically important growth sector for the Welsh economy,
contributing 6.1% to Welsh Gross Value Added (GVA) and supporting 93,600 Welsh jobs.

The creation of VisitWales in April 2006, following the mergers, provided important new opportunities
for greater co-ordinated support for the tourism sector across government.

This submission provides a high level overview of the tourism sector in Wales, considers the opportunities
and challenges ahead and sets out our strategic priorities going forward.

2. The Tourism Sector in Wales

The Tourism Satellite Account for Wales estimated that in 2003:

— The direct tourism-related value added in Wales was £1.3 billion, which is 3.6% of the whole
economy value-added in Wales in 2003.

— The direct, indirect and induced tourism value-added was estimated at £2.2 billion or 6.1% of the
Welsh economy.

— There were 93,600 tourism-dependent (direct, indirect & induced) workers in Wales or 8.7% of the
Welsh workforce.

Statistical Overview

— Tourists spend £3.4 billion a year on trips in Wales, equivalent to £8 million a day;

— In 2006, 77% of UK tourists to Wales come for a holiday, 12% to visit friends or relatives and 9%
for a business trip;

— The average length of stay in 2005 was 3.8 days compared to five days in 1992;

— In 2006, 1.135 million visitors from overseas spent £358 million on trips to Wales. The most
common origins of overseas visitors were Republic of Ireland, USA, and Germany;

— Welsh golf courses attracted 145,200 visiting players from the UK and contributed £24.3 million
to the local economy;

— Conference and other business related activities are currently worth well over £300 million a year
to the Welsh economy;

— The vast majority of UK visitors to Wales—some 90%—participate in activities such as walking
swimming, visiting historic attractions and visiting museums and galleries;

— A third of total expenditure amongst UK visitors to Wales is on accommodation, while around a
fifth is on food and drink.

Long term trends

Within the UK, the long term trend has continued to see an increase in the numbers of UK residents
taking their main holidays abroad. The number of longer holidays taken abroad increased by 12.6% between
2001 and 2005. Increasingly, large numbers are also choosing to take short breaks abroad with a 35%
increase between 2001 and 2005.

In Wales, the UK market is the biggest source of tourism business for Wales and in 2006, generated 82%
of trips and 89% of all spend. Spending by staying and day visitors to Wales amounting to £3.4 billion, with
the overnight tourist contributing more than £2 billion in direct visitor spending.
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In common with the UK, the short holiday market has grown significantly while the traditional long
holiday has continued to decline. In 2006, short breaks in Wales accounted for 36% of all holiday spend
compared to 18% in 1991. Short holiday trips now account for 43% of all holiday trips compared to 38%
in 1991, resulting in a reduction in the average length of holiday from five nights in 1992 to 3.8 nights in 2006.

In recent years Wales has also seen an increase in conference and other business related events and an
increase in visits to friends and relatives. In 2006, 77% of UK tourists to Wales came for a holiday, 12% to
visit friends or relatives and 9% for a business trip.

Support for the tourism sector in Wales

VisitWales has the primary responsibility for promoting tourism in Wales and is supported by the
Tourism Advisory Panel made up of industry experts. The panel provides independent strategic advice to
the Minister for Heritage to challenge priorities, identify new opportunities for innovation, and to monitor
and evaluate the eVectiveness of current programmes. The Chair of the Tourism Advisory Panel represents
Wales on the VisitBritain Board.

Tourism in Wales is mainly represented by small family run businesses, with most businesses employing
less than ten employees and only 6% of hotels having over 40 bedrooms, with most national and
international operators based in south east Wales. In response to the distinctive small scale and niche market
nature of tourism, VisitWales funds four Regional Tourism Partnerships whose goal is to develop,
implement and monitor regionally tailored strategies to promote sustainable tourism. VisitWales also helps
to fund the Tourism Training Forum for Wales providing a means of addressing potential skill shortages
in the industry.

VisitWales also works closely with the 22 local authorities and three National Park Authorities on
destination marketing, product development and visitor management. VisitWales maintain a close working
relationship with the Wales Tourism Alliance, which was set up in 1997 to provide a unifying single voice
for the industry and through its membership organisations represents some 7,000 tourism businesses.

3. Opportunities and Challenges

Sustainable tourism

Currently 86% of UK staying holiday visitors arrived by car (UKTS 2006). Our aim has been to encourage
those visitors who travel to Wales by car to explore the area by bike or public transport once they have
arrived. There have been a number of initiatives in Wales designed to encourage visitors to explore their
destination by public transport, particularly in the national parks eg Snowdon Sherpa and Green Key,
PuYn Bus and Greenways Pembrokeshire and Brecon Beacon Bus, all designed to enable walkers to have
access to the national parks without the need to use a car.

Initiatives are continuing in Wales to encourage tourism operators to become more sustainable in their
operating practices through publications such as the Greening Your Business Toolkit, targeted at tourism
small and medium size enterprises (SMEs) and encouragement of tourism businesses to become Green
Dragon accredited (an environmental management system designed for tourism SMEs. The Welsh
Assembly Government has also been encouraging local authorities to introduce Integrated Quality
Management (IQM) systems to improve the quality of the visitor experience through better management
of their tourism destinations. IQM relies on regular measurement of visitor satisfaction levels and the
monitoring of the environmental, social and economic impacts of visitors so that the negative impacts on
the destination can be addressed and minimised.

In addition, Wales has sought to improve the quality of the coastal environment and the management of
our beaches through the Green Sea Partnership, which is chaired by Visit Wales. Since the launch of the
partnership in May 1996, the number of Blue Flag Award beaches, have increased from two to 43 and a new
Green Coast award for rural beaches introduced, with 50 beaches receiving the award in 2006.

The Welsh Assembly Government published a Sustainable Tourism Framework in November 2007. The
purpose of this framework is to encourage action by public, private and voluntary sectors to make tourism
in Wales more sustainable.

Overseas markets

The relatively high spending and less seasonal overseas market is one area which VisitWales has sought
to prioritise and in recent years, Wales has succeeded in attracting greater levels of overseas visitor spend.
This has risen from £248 million in 2001 to £358 million in 2006, an increase of 44%.

VisitWales works closely with VisitBritain to promote Wales as a destination internationally and new
working arrangements with VisitBritain are providing more direct opportunities to promote Wales’
distinctive brands and products, especially in our more developed and short haul markets. VisitBritain
considers VisitWales to be a strategic partner in helping to deliver its priorities and targets and, as such,
VisitWales is consulted on strategic and operational issues that are of interest to Wales. It is important in
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this process for VisitWales to be able to challenge VisitBritain’s proposals at an early stage of development
and also to influence pan UK decisions that are likely to aVect Wales. As circumstances change as a result
of political, economic, market and budgetary influences, it will be important to ensure that the relationship
between VisitBritain and VisitWales remains “fit for purpose” to ensure that the benefits arising from
overseas tourism are maximised for both the UK and Wales.

Major events

— The Welsh Assembly Government recognises the opportunities that the London 2012 Olympic and
Paralympic Games will oVer in terms of the unrivalled profile that the Games will bring to Britain.
Wales stands to benefit before, during and after the Games and we are working closely with the
Department for Culture, Media and Sport and the Department for Trade and Industry to ensure
that the opportunities for Wales are maximised. It will be important for us to promote our key
sporting arenas as venues for the Games and to provide support to businesses seeking to provide
products and services. The Cultural Olympiad oVers opportunities to profile the regions of Britain
and encourage visitors to stay longer and visit other parts of Britain.

— In addition, high profile events such as the Wales Rally GB, the Centenary of the National
Museum and National Library, the Ashes Tour, 2007 Rugby World Cup, Smithsonian 2009 and
the Ryder Cup in 2010 will oVer the opportunity to raise awareness of Wales as a tourist
destination.

— The Ryder Cup in particular, puts us in an excellent position to raise Wales’ global profile prior
to and during 2012. We will use the event to enhance awareness of Wales as a dynamic and
innovative place to do business and use it as a catalyst to strengthen the tourism oVer
throughout Wales.

— Cultural tourism is one of the fastest growing sectors in Europe with projected growth rates of 15%
per annum and socio economic trends favouring future growth. With Wales being one of the few
countries in Europe to have a cultural tourism strategy and a national cultural tourism partnership
in place, we are well placed to capitalise on forecast growth trends.

— Wales has sought to capitalise on its superb natural environment for the further development of
activity tourism. It has product development strategies in place for all the key activity products
relevant to Wales such as the “Catching the Wave” Watersports Strategy. Wales is now recognised
as oVering world class centres for mountain biking.

Low cost airlines

Over the next 10–15 years the continued growth in low cost airlines is likely to present both a challenge
and an opportunity for the UK. The low cost of air travel means that it is often cheaper to take a break in
Europe than a break in the UK but, equally, UK destinations in close proximity to such airports could
potentially benefit from an increase in inbound short breaks.

Conversely, any introduction of fiscal or regulatory measures to curb the growth in air travel due to
concerns about climate change could potentially boost Wales’ attractiveness as a domestic tourist
destination for short breaks and long holidays.

4. Achieving Our Potential

The national tourism strategy Achieving Our Potential (2006) sought to develop a customer focused,
innovative and profitable industry, which makes an increasing contribution to the economic, social, cultural
and environmental well being of Wales. The strategy identified five challenges for tourism in Wales:

— Distinctive Branding—the continued development of a distinctive and credible brand that
challenges perceptions and stands out from the rest, and which is reinforced at all levels of the
industry.

— Higher quality—While Wales has a growing number of high quality tourism products much still
needs to be done to ensure that it is perceived as a high quality destination that oVers a distinctive
experience throughout the year. More businesses will need to provide quality products which meet
and exceed the changing needs and expectations of visitors. Investment in the product; together
with innovative ways of working are required to capture growth markets. The harmonisation of
grading schemes across Britain can act as the catalyst to grow accommodation participation in
grading schemes, which, as a result of the guidance provided by a quality adviser, can lead to
quality improvements over time.

— Easier Access—Welsh tourism products need to be more accessible to the key markets via online
visibility and other more traditional channels. Whilst some tourism accommodation businesses in
Wales have been at the forefront of online booking, it remains a challenge to encourage more
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accommodation providers to realise the full potential of IT, including that of online booking.
Wales has the opportunity to benefit from the development of more direct air links between CardiV
and key overseas markets and improved business links with international airports serving Wales.

— Skills—Recruitment and retention remain a significant challenge and present a barrier to
achieving higher levels of professionalism in the industry. Work across a variety of fronts continues
to promote the development of skills. Particular attention is being paid to the continuous
enhancement of management and leadership skills, improving chef skills, raising the standards of
customer service, encouraging training providers to understand and meet the training needs of the
industry, and developing closer links between the HE sector and tourism.

— Partnership—to develop eVective collaboration within the industry including strong partnership
working at the national, regional and local level for tourism marketing and development.

5. Conclusion

The tourism sector in Wales has a high growth potential oVering a rich cultural heritage, and a stunning
natural environment. Wales oVers ample opportunities to participate in activities such as mountain biking,
fishing, golf, watersports and cultural attractions.

Our aim in future is to secure a sustainable, long term future for the tourism sector through responsible
destination and business management. We will work to continue to develop a customer focused, innovative
and profitable industry, which makes a valuable contribution to the economic, cultural and environmental
well being of Wales.

December 2007

Memorandum submitted by VisitScotland

1. Introduction

VisitScotland welcomes the opportunity to submit written evidence to the Culture, Media and Sport
Committee of the UK Parliament on its inquiry into the tourism sector in the UK.

VisitScotland is a non-departmental public body responsible for promoting and marketing Scotland
as a tourism destination. It reports to the Minister for Tourism, Culture and Sport within the Scottish
Executive. The organisation’s key strategic direction and priorities are set out annually in a Letter of
Strategic Guidance from the Minister.

In April 2005 VisitScotland was formed from the merger of 14 individual area tourist boards and the
former marketing organisation (with the same name), VisitScotland.

Over a two year period until early 2004, there was a widespread consultation carried out by the Scottish
Executive on the future of Area Tourist Boards (ATBs), and a review of tourism funding and structures
carried out by a cross-departmental Ministerial Group on Tourism. Ministers decided that the creation
of an integrated tourism network should be eVected by the merger of the existing 14 ATBs with
VisitScotland. The Minister for Tourism, Culture and Sport announced the outcome of the review in
March 2004.

The Scottish Executive commissioned VisitScotland to manage the project and the Tourism Network
Scotland (TNS) Project was set up immediately to deliver an integrated tourism network by April 2005.
It was a major undertaking; merging 15 independent bodies, including their staV, resources, systems,
commitments and liabilities into one integrated organisation, and comprised four phases of work, from
specification through planning and design to implementation. In parallel, legislative arrangements were
put in place by the Executive to dissolve the existing 14 ATBs and transfer their assets and liabilities to
two “network tourist boards” which in turn were to be controlled by VisitScotland. This was done
through two Scottish Statutory Instruments which took eVect on 1 December 2004. The Tourist (Boards)
Scotland Act 2006, which was enacted on 1 April 2007, was the final step in this process and consolidated
the Scottish Tourist Board and the two network tourist boards into a single body called “VisitScotland”.

Three years on from the Ministerial TNS announcement on the need to create a new integrated tourism
support structure, the “one team VisitScotland” is fully staVed, fully operational and delivering against
its core objectives.

A national strategy for the future development of the industry—The Tourism Framework for Change—
has been developed by the Scottish Executive and published by the Minister for Tourism, Culture and
Sport. VisitScotland had a significant input into this—including proposing the ambition for the industry
to achieve 50% revenue growth within 10 years—along with many other interests and businesses. All of
VisitScotland’s activities are geared towards contributing to this growth ambition.
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2. Founding Legislation and Status

VisitScotland is established under the Development of Tourism Act 1969. Its powers were amended
by the Tourism (Overseas Promotion Scotland) Act 1984. VisitScotland does not carry out its functions
on behalf of the Crown.

The Act gives VisitScotland the following functions, duties and powers:

— to encourage people to visit Scotland and people living in Scotland to take their holidays there;

— to encourage the provision and improvement of tourist facilities in Scotland; and,

— to give advice to Ministers and public bodies on tourism matters.

The 1969 Act gives VisitScotland wide discretionary powers with which to discharge these functions.
In addition, VisitScotland has specific powers, the most important of which are:

— to promote or undertake publicity in any form;

— to provide advisory and information services; and,

— to promote or undertake research.

As outlined above, The Tourist (Boards) Scotland Act 2007 came into force on 1 April 2007 and this
formalised the structure was created by the TNS project.

The sponsor department (the Tourism and Major Events team at The Scottish Executive) determines
VisitScotland’s performance framework in the light of Scottish Ministers’ wider strategic aims.
VisitScotland’s objectives and key targets are agreed within VisitScotland’s business planning process.

3. VisitScotland Structure

The organisation employs around 1,000 people. There are 14 oYces responsible for marketing and
industry relationships within a local area, a larger oYce in Inverness and the main oYce in Edinburgh.
There is also a small presence in London.

There are six directorates and 16 departments. The directorates are:

— Marketing;

— Industry Engagement;

— Visitor Services and Quality;

— Network Services;

— Strategy, Partnership and Communications; and

— Corporate Services.

Management Team and the VisitScotland Board

Six directors and a Chief Executive report to a non-executive Board which consists of a Chairman and
six members. The Board is appointed by the Minister for Tourism, Culture and Sport. The Board meets
eight times a year.

Funding

VisitScotland’s total budget is around £72 million and comes from three main sources. The Scottish
Executive provides the largest source of funding, a grant of £48 million. In addition there is funding from
local authorities and income from commercial and retail activities.

VisitScotland’s core purpose

Tourism is central to the Scottish economy and future. There are some 20,000 diverse businesses
employing 200,000 people.

In Scotland, annual revenue from tourism is currently around £4.2 billion. VisitScotland’s core purpose
is to maximise the economic benefit of tourism. It does this by attracting visitors to Scotland (including
Scots to visit diVerent parts of Scotland). VisitScotland does not directly provide goods and services to
visitors but works in close partnership with a range of tourism businesses and consortia. It provides
support, both in kind and financial, together with expertise to a range of industry bodies and businesses
across the country.
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VisitScotland’s core activities

The organisation focuses on five core activities in order to maximise the economic benefit of tourism
and to ensure a coordinated and successful approach to marketing Scotland. These five core activities are:

(i) To give strategic direction to the industry;

VisitScotland works closely with businesses, trade associations and area tourism partnerships.
On a practical level it provides comprehensive research on visitor trends and tourism related
issues. It also oVers opportunities for training and seminars on specialist topics. On a strategic
level it communicates and coordinates priorities from the Scottish Executive around the
industry. Similarly it provides feedback from the industry to the Minister and sponsor
department.

(ii) To market Scotland and all Scotland’s tourism assets to all parts of the world;

VisitScotland has a strong marketing strategy (outlined below in further detail) shaped by solid
research into the current and future lifestyle trends of visitors.

Scotland has benefited greatly from an increase in direct flights. The Route Development Fund
(supported by both the Scottish Executive and Scottish Enterprise) has brought in 52 direct air
links since inception in November 2002. In addition, a direct access ferry link between Zeebrugge
and Rosyth in Fife has also played its part in improving access and increasing visitor numbers.

There is no doubt that improved and direct access is crucial in a market with an increasing
demand for short breaks.

VisitScotland works with the Scottish Executive and other agencies on transport issues which
aVect tourism such as links to airports.

(iii) To provide information—and inspiration—to visitors and potential visitors to enable them to
get the best out of a visit to Scotland;

VisitScotland operates around 100 Tourist Information Centres (TICs) in both urban and rural
locations. Around 50 of the TICs open only for the main tourism season (April to October).
During peak season, VisitScotland’s TICs employ around 550 staV.

A recent consumer survey around current information (and sales) services operated by
VisitScotland confirmed visitors’ preference for personal contact with VisitScotland staV.
Visitors were particularly keen on interaction with local tourism experts and personal
recommendations and inspiration on tourism matters. A small project team (within the Visitor
Services and Quality directorate) has examined the use of new communication channels and
remote technology to deliver information to visitors.

(iv) To provide quality assurance to visitors and quality advice to industry partners;

VisitScotland operates an established Quality Assurance Scheme. This guides visitors on the
standards to expect and also advises businesses on how to meet customer expectations.

(v) To promote partnerships with—and across—the wider industry to ensure we all reap the
economic benefits of collective eVort;

There are a number of important and eVective partnerships across the private and public sectors.

Area tourism partnerships

The Area Director from each of the 14 local oYces is a member of a local Area Tourism Partnership.
These ATPs comprise representatives from the local authorities, as well as private tourism businesses.

Enterprise agencies

VisitScotland has good working relationships with the two main Enterprise Agencies (Scottish
Enterprise and Highlands and Islands Enterprise) together with the individual local enterprise companies.
These relationships are managed by the Director of Strategy, Partnerships and Communications. In 2007,
a programme of joint quarterly meetings was established with the Chair and Chief Executive from Scottish
Enterprise, Highlands & Islands Enterprise and VisitScotland to focus on strategic direction.

VisitScotland has well developed links with groups working on sectoral or product development
initiatives (examples being the Tourism Innovation Group and Pride and Passion). These bodies receive
significant support and, in some cases, funding from VisitScotland, HIE and SE.

A new focus on joint planning between Scottish Development International and VisitScotland’s
International Marketing and Business Tourism Units will deliver greater eYciency, focus and clarity in
areas of mutual interest in both core and developing markets.
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Other public agencies

VisitScotland’s client management arrangements ensure that it has strong strategic and commercial
relationships with a host of other organisations including the Scottish Tourism Forum, COSLA, Scottish
Natural Heritage, Historic Scotland, Scottish Development International and the National Trust for
Scotland.

In 2007, local authority partnerships will be supported by a simplified system of reporting and
monitoring being developed jointly between VisitScotland and the Scottish Local Authorities Economic
Department. VisitScotland’s Local Authority Chairman’s Committee and a joint National Convention
continue to be important communication channels which assist joint working between these organisations.

Increasingly, VisitScotland is developing new and successful joint marketing activities with key players
in the private sector, notably the airlines and Highland Spring.

4. VisitScotland’s Marketing Activity

VisitScotland continues to market Scotland as a must-visit, must-return destination for business and
leisure travel to both domestic and international audiences. VisitScotland’s marketing activity has
continued to go from strength to strength, generating very impressive return on investment figures and
gaining professional peer recognition in wider UK marketing circles.

Through extensive research in the UK market, we realised that years of marketing Scotland as “The
Highlands” had led to a rather one-dimension image of Scotland ıbeautiful scenery but not much else.
Therefore, our strategy was to add breadth and depth to Scotland’s image—yes, we have stunning scenery
but also vibrant cities, a huge range of activities, a rich culture and fantastic wildlife and golf.

In the promotion of Scotland, our marketing strategy is built around a strong brand and a product
portfolio that reflects what visitors want to buy, not necessarily what we want to sell. This new customer
focus permeates all that we do and is the most telling feature of the new approach.

The brand is built around attributes people associate with Scotland—the brand essence: enduring,
dramatic and human—and is captured in UK marketing in a proposition that a visit to Scotland is such
a unique and powerful personal experience that it can touch all the senses—hear it, touch it, see it, taste
it, smell it, live it.

The creative strap line—Live it. VisitScotland—encourages people to get involved with Scotland, to
immerse themselves in the many and varied experiences to be found here. This line appears on every
single bit of communication from VisitScotland in the UK market, be it direct mail, advertising, online
or in PR, creating visual and content synergy.

In overseas markets the same brand essence is translated into the proposition Welcome to our Life,
based on the findings that people come to Scotland from overseas to experience the authentic Scottish
way of life and to interact with local people.

Within the brand messages designed to create an emotional link to Scotland there is a portfolio of
products that encompasses all that Scotland can oVer in ways that potential consumers find easy to
relate to.

Promotion of Scotland is also done on a geographic basis where areas and places have particular
resonance with visitors—for example, Loch Lomond, Edinburgh, Loch Ness, the Highlands etc. Most
promotions link both geography and products from the portfolio—for example, Freedom and
Heritage trails.

Other marketing activity, using the same brand and product portfolio building blocks, focuses on time
of year—for example, our Autumn Gold campaign—or one-oV opportunities like Highland 2007 or 2009:
Year of Homecoming. This approach to marketing has been successful over the past five years in giving
Scotland a distinctive voice in a very crowded market, resulting in both increased visitor numbers and
in a series of awards from wider industry marketing professionals.

Such marketing activity will continue, with a concentration on refining the approach through better
segmentation and CRM (customer relationship marketing) so that eVectiveness is constantly improving.

VisitScotland product portfolio

There are five key themes within the product portfolio:

— Freedom;

— Active;

— Cities;

— Culture and Heritage; and

— Business.
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All that Scotland has to oVer can be linked into one or more of these themes and promotional activities
are built around sub-sets of these, as is shown below.

VisitScotland brand portfolio

Wildlife Golf Shopping TV/Film Conferences
Castles/Heritage Mountain Biking Night Life Performing Arts Incentive Trips
Gardens Walking Food and Drink Visual Arts Business Meetings
Island Hopping Climbing Sport Literary Exhibitions
Hub Touring Cycling Events/Festivals

Watersports Heritage/Genealogy
Adventure Museums
Sports
Fishing
Shooting
Ski-ing

5. VisitScotland Working with Industry

Businesses, both from the mainstream of tourism and from many related sectors, are key partners and
customers. EVective engagement, joint working and two-way communication with businesses of all sizes
throughout Scotland is important to both our success and to the delivery of the wider industry growth
ambition. With the creation of the new Network, we are developing new and innovative ways of working
with all businesses.

Recognising the need to treat tourism businesses as customers and to deliver products and services
to them in a consistent and coherent way, VisitScotland has established a new Directorate—Industry
Engagement. Industry Engagement involves listening to businesses, understanding their needs and
working to ensure that we oVer relevant products and services. Substantial progress has been made in
bringing the new Industry Engagement delivery framework to life over the last year.

The Industry Engagement Directorate of VisitScotland works with tourism businesses in the following
key areas: oVering advice about tourism; the marketing and promotion of VisitScotland products and
services; the delivery and sale of VisitScotland products and services; making inputs to local strategy
development; and making funding available, particularly through the Challenge Fund.

VisitScotland Relationship Managers (RMs) are responsible for creating and maintaining relationships
with tourism businesses. These Relationship Managers are located throughout Scotland in all network
oYces. The Division as a whole is dispersed across the country with senior managers based in Aberdeen,
Perth and Stirling.

To date this approach to working with the industry has resulted in VisitScotland establishing customer
relationships with almost 11,000 businesses and generating £7.7 million in income from a broad range
of products and services. In addition we have leveraged almost £1 million match funding via the new
marketing challenge fund.

Whilst Area Tourist Board membership and the associated costs have been abolished, new product
opportunities have been introduced to ensure that businesses across Scotland continue to have access to
the full range of services that were previously available through ATBs and VisitScotland. Businesses are
now oVered more flexibility in the products that they can select from VisitScotland. This is an important
step in enabling both VisitScotland and our business customers to focus eVorts on those marketing
opportunities which are most eVective. As a result, many businesses have seen cost reductions for
equivalent service.

In addition, we continue to liaise on a regular basis with industry representative bodies. At a Scotland-
wide level we value good working relationships with the Scottish Tourism Forum, Pride and Passion (a
publicly funded and industry-led initiative aimed at improving service and quality) and national industry
sector organisations. To ensure that our relationship with industry continues to develop we have
introduced a further VisitScotland Chair’s Committee with membership drawn from the industry.

6. Quality Assurance

Quality is central to a successful tourism experience and standards continue to break new barriers,
particularly in relation to making higher quality much more aVordable, and improvement is essential, not
only to growing tourism and but in maintaining existing tourism levels.

VisitScotland’s approach to quality assurance in tourism is a world-leading example of such a role being
delivered by a national tourism organisation. Building on the Scottish Executive’s Tourism Framework for
Change, VisitScotland continues to develop and grow consumer-led Quality Assurance (QA) schemes with
the aim of raising participation to 90% of the known supply of serviced accommodation by the end of 2008.
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Plans to expand the depth and breadth of VisitScotland’s Quality Assurance operations remain on target
to deliver this increased participation in established schemes during the year ahead and also to deliver a suite
of new quality improvement programmes.

VisitScotland Quality and Welcome Schemes

Main Schemes

Serviced and Self-Catering Scheme:

— Hotels;

— Hotel,

— Small Hotel,

— Country House Hotel,

— Town House Hotel,

— Metro Hotel,

— Budget Hotel, and

— Exclusive Use Venue.

— Small serviced accommodation;

— B&B,

— Farmhouse,

— Guest House,

— Guest Accommodation,

— Inn, and

— Restaurant with Rooms.

— Self-Catering;

— Self-Catering,

— Campus Accommodation, and

— Serviced Apartment.

— Under Development;

— Heritage Property.

Hostel Scheme:

— Hostel,

— Bothy,

— Bod,

— Bunkhouse,

— Camping Barn,

— Backpackers,

— Group Accommodation, and

— Activity Accommodation.

Caravan and Camping Scheme:

— Camping Park,

— Holiday Park,

— Touring Park,
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Visitor Attractions Scheme:

— Visitor Attraction,

— Castle,

— Museum,

— Historic House,

— Tour,

— Historic Attraction,

— Garden,

— Garden Centre,

— Leisure Centre,

— Activity Centre,

— Tourist Shop, and

— Arts Venue.

— Under development:

— Activity Provider,

— Wildlife Experience,

EatScotland Scheme:

— Formal Dining,

— CoVee Shops,

— Tea Rooms,

— Fast Food,

— Takeaway,

— Informal dining,

— Breakfast,

— Home Dining,

— Self-Service.

Other Schemes:

— Boat,

— International Ferry,

— Cruise Ship,

— Train, and

— Farmers Market.

Under Development schemes for:

— Conference Venue,

— Conference Facility,

— Retail,

— Golf Clubs,

— Spas, and

— Pubs.

Welcome Schemes

— Ancestral Tourism;

— Anglers Welcome;

— Arts Welcome;

— Bikers Welcome;

— Children Welcome;

— Cyclists Welcome;

— Golfers Welcome;

— Walkers Welcome;

— Dogs Welcome; and

— Visiting Golfers Welcome
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Under Development:

— Classic Cars Welcome;

— Divers Welcome;

— Field Sports Welcome;

— Film Crews Welcome;

— Watersports Welcome;

— Extended Stay; and

— Groups Welcome.

Supplementary Schemes:

— Accessibility Scheme;

— Green Tourism Business Scheme; and

— Thistle Award.

7. Sustainable Tourism

As outlined above, VisitScotland’s core purpose is to maximise the economic benefits of tourism to
Scotland. Maximum benefits will accrue only by ensuring the industry is sustainable—ie, by ensuring that
its impact on the social, cultural, economic and natural environments does nothing to permanently impair
these environments. This means a vigilance to protect the natural and cultural assets that are the foundations
of our industry balanced with the creative exploitation of these assets for social and economic benefit.

The Tourism Framework for Change (TFFC) challenges the Scottish tourism industry to achieve 50%
growth in revenue in a sustainable way. VisitScotland has a clear role in contributing to the achievement of
this ambition through the activities included in the organisation’s corporate plan. Since March 2006,
VisitScotland’s Sustainable Tourism Unit has been working with other VisitScotland departments to
integrate sustainability into all that the organisation does. In addition, a Sustainable Tourism Partnership
has been set up by the Scottish Executive and has brought together a wide range of public and private sector
partners to identify and tackle issues at the industry level.

Target 14 in the TFFC concerns the establishment of a Sustainable Tourism Partnership (STP) from
March 2006 (building on the work of the Tourism Environment Forum) to promote sustainable tourism
throughout Scotland. The STP, chaired by Tom Brock of the Scottish Seabird Centre, is expected to include
in its membership private industry partners as well as organisations such as VisitScotland, the enterprise
networks, local authorities, Scottish Natural Heritage, Historic Scotland and the national parks. The STP
will act as the implementation group for the TFFC sustainability theme.

The Scottish Executive called the first meeting of the STP in August 2006. Two subsequent meetings have
since been organised with a good turn-out at each. Membership comprises many of the obvious public
agencies and interest groups and key tourism industry/business organisations (including the Scottish
Tourism Forum (STF) and the Association of Scottish Visitor Attractions). The purpose of the Partnership
as laid out in the TFFC is to provide support to businesses keen to become more sustainable, underpinned
by research and projects in relevant areas.

A proposed, detailed remit for the STP is currently in draft form and is with members for consideration
and comment. Once the remit is agreed the next step will be the development of an action plan. An STP sub-
group has been set up to develop sustainable tourism indicators for Scotland.

In addition, the Quality Assurance team work closely with The Green Tourism Business Scheme (GTBS).
The latter was developed by VisitScotland, with assistance from Highlands and Islands Enterprise and
Scottish Enterprise, to help businesses working in the hospitality sector achieve eYciency and marketing
benefits by managing their environmental responsibilities. The GTBS is the most successful green tourism
scheme in Europe and has 800 members around Scotland. The ambition is to increase this to at least 1,000
by the end of 2007.

The GTBS is a central plank of VisitScotland’s approach to encouraging businesses to think about a
sustainable tourism industry.

8. Value of Scottish Tourism

The industry has recovered strongly from the low points of 2001 and is capitalising on an excellent fit with
latest consumer trends and renewed self-confidence. Measurement of volume and value in our main
market—the United Kingdom—can only be done with confidence looking forward but international growth
has been significant and other indicators point to general strength across the industry.

The table below shows the significance of tourism relative to other leading industries in Scotland on the
basis of GVA (Gross Value Added).
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International Visitors

The table below shows the significant growth in international visitor volume and value since 2001.

Overseas Visitors to Scotland

2001 2002 2003 2004 2005 2005v2001

Trips (m) 1.59 1.59 1.57 1.88 2.39 50%
Nights (m) 15.00 15.04 14.95 19.01 24.33 62%

Expenditure (£m)
Historic prices 755 811 842 994 1,208 60%
Real prices 839 878 887 1,022 1,208 44%

Source: ONS International Passenger Survey.

Note: Prestwick airport was included as a sampling point for the first time in 2005 giving a truer reflection
of international traYc. Previously data for international passengers travelling through Prestwick had been
estimated using information from interviews at a number of regional airports across the United Kingdom.

UK Visitors

The table below shows UK visitor volume and value for 2005.

UK Visitors to Scotland

2005

Trips (m) 14.9
Nights (m) 53.9
Expenditure (£m) 3,006

Source: UKTS 2005.

Note: As a result of introducing a new methodology in 2005 it is not possible to compare these results
with those of past years.
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Total Volume and Value

The total volume and value figures for 2005 are given below.

Total Visitors to Scotland

2005

Trips (m) 17.26
Nights (m) 78.23
Expenditure (£m) 4,214

Occupancy

The table below shows figures for accommodation occupancy since 2001. These indicate a steady growth
over the period and 2005 figures are, in the main, the highest for 10 years despite the fact that the stock of
accommodation has grown, particularly in hotels and self-catering.

Occupancy in Scotland

2001 2002 2003 2004 2005

Hotels
Bed Occupancy % 43 45 46 46 47
Room Occupancy % 58 60 61 61 63

Guest House and Bed and Breakfast
Bed Occupancy % 32 35 36 38 39
Room Occupancy % 40 43 44 46 47

Self Catering
Unit Occupancy % 48 49 52 51 55

Camping and Caravan
Unit Occupancy % 30 32 34 35 40

Hostels
Bed Occupancy % 47 46 46 46 47

Source: Scottish Accommodation Occupancy Survey, 2001–05.

The picture for Glasgow and Edinburgh is similar.

YTD Averages as at May 2006

% 2004 2005 2006

Glasgow 62 63 67
Edinburgh 69 70 72

Source: Lynne Jones Research.

Hotel RevPAR

The UK Hotels 2006 report from TRI Hospitality Consulting shows the growth in RevPar over the last
few years.

Revenue Per Available Room
(occupancy X average room rate)

£ 2001 2002 2003 2004 2005 2005v2001

40.04 41.8 37.9 42.31 48.26 21%

Source: UK Hotels 2005, TRI Hospitality Consulting.
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Visitor Attractions

The figures for visitor attractions show fluctuations but a recently rising trend overall.

Scottish Visitor Attraction Numbers

2001 2002 2003 2004 2005 2005v2001

36,298,996 41,349,813 37,921,012 39,129,922 40,129,922 11%

Source: Visitor Attractions Monitor, 2001–05.

Employment

OYcial figures are given below showing the growth in employment in tourism related sectors; latest data
available is for 2004.

Employees

2001 2002 2003 2004 2004v2001

194,564 200,823 199,249 204,225 5%

Source: NOMIS, 2001–05.

9. VisitScotland Position on Taxation

In Scotland, VisitScotland shares an ambition with the industry to grow revenues from tourism by 50 %
by 2015. We would caution against the introduction of a bed tax which could hinder this ambition and
damage one of Scotland’s most successful areas of economic activity.

It is VisitScotland’s view that a tourism tax in the form of a bed tax is not in the best interests of the tourist
or the tourism industry and is not the best way of achieving additional funding. It is not just hotels and
other businesses working directly in tourism that benefit from the visitor economy—a wide range of other
businesses, from retail and leisure and from transport to restaurants, rely on tourism to boost their income.
Therefore a bed tax would impact disproportionately on only one part of the tourism industry and would
undermine the sharing of the ambition to grow tourism revenues by 50% by 2015.

Tourism is intensely competitive on a global scale and so any increase in costs for the Scottish industry
that are directly passed to consumers could impact on visitor choice. VisitScotland research shows that value
for money is one of the key factors which consumers consider when making choices about their leisure or
business trips.

Instead of introducing a bed tax that would impact directly on the consumer, damaging our
competitiveness, VisitScotland would prefer to see greater consideration of how the gains made from
tourism, including through existing taxes, can be reinvested to strengthen the Scottish tourism oVering and
help Scotland compete in a globally competitive market.

With the exception of local taxation, most taxes are reserved to the UK Government and are outwith the
control of the Scottish Executive.

10. Data on Scottish Tourism

Good market intelligence is a key driver of innovation and enterprise. To support the industry in this area,
a new joint initiative has been developed by Scottish Enterprise, Highlands & Islands Enterprise and
VisitScotland called Tourism Intelligence Scotland.

Working closely with the Scottish Executive Tourism Unit to support the delivery of the Tourism
Research Network proposed in the Tourism Framework for Change, Tourism Intelligence Scotland is a key
initiative in supporting the industry to achieve the 50% growth target set out in the framework.

The specific objectives of Tourism Intelligence Scotland are:

1. To work with the industry to promote a strong market and customer focus in Scottish tourism at all
levels: Scottish, destination/local, and business.

2. To ensure that the right intelligence is gathered and eVectively disseminated to the industry.

3. To promote an exchange of market intelligence around the industry and to stimulate follow-
through action.

4. To ensure that public and private sector resources in this area are applied eVectively and in a
coordinated way.

5. To identify and learn from best practice in market intelligence gathering and dissemination locally,
nationally and internationally.
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6. To promote awareness of competitor destinations and provide a basis for strategies to build
competitive advantage for Scotland and Scottish businesses.

7. To create a cultural change in the industry in relation to the gathering and use of market intelligence
that supports the objectives of groups such as Pride & Passion and the Tourism Innovation Group.

The following suggestions would improve Scottish data at a national level and could be used to assist in
informing Government policy. In addition, the information gained from them could also be used to shape
VisitScotland’s marketing and product development strategies.

— Funding for full scale survey on day visitor volume and value.

— Funding for National Visitor Survey (Domestic and International) to research the following:
— Visitor Flows;
— Visitor Attitudes;
— Activities/Behaviour; and
— Expenditure.

This would oVer greater accuracy than national volume and value monitors, especially at a local level .

* Expansion of International Passenger Survey sampling points to include Aberdeen Airport.

11. Challenges for Tourism Industry

The tourism market is changing and the motivations and decision factors of today’s visitors continue to
evolve. Scotland has an extremely good fit with the latest consumer trends and has benefited greatly from
the increased number of direct flights from Europe and North America in recent years. These direct flights
help support the marketing of Scotland and the attractiveness of Scotland as a destination. Indeed, they
have contributed significantly to the 50% increase in international visitor numbers over the last five years.
However with new destinations emerging all the time, holding on to existing market share is a challenge.

Consumer research over recent years has confirmed that today’s visitors are no longer for the traditional
passive sun, sea and sand holidays. Current and prospective demand presents a host of opportunities for
Scotland. In our research, we have found that people are interested in visiting new places and learning about
diVerent cultures. For others, their holidays are a chance to pursue and develop their skills in a hobby or
interest, resulting in demands for activity and special interest holidays. Through these, they can return to
normal life refreshed and inspired. Building on this research, VisitScotland’s marketing strategy and
product portfolio (as outlined above) works eVectively to meet customer expectations.

The Tourism Framework for Change is built around a number of key areas that are vital to support the
growth of the tourism industry. The key areas are:

— Market Intelligence & Innovation;

— Marketing;

— Customer Experience;

— Sustainability; and

— Legislation and Infrastructure.

The TFFC is available for download from: http://www.scotland.gov.uk

March 2007

Witnesses: Mr Rhodri Glyn Thomas, Assembly Member, Welsh Assembly Minister for Heritage, Mr
Jonathan Jones, Director of Tourism and Marketing, VisitWales, Mr Peter Lederer CBE, Chairman,
VisitScotland, and Mr Chris Maguire, Corporate AVairs Manager, VisitScotland, gave evidence.

Chairman: May I welcome our witnesses, Rhodri
Glyn Thomas, the Minister from the Welsh
Assembly for Heritage, and Jonathan Jones, the
Director of Tourism and Marketing from
VisitWales; and, from Scotland, the Chairman of
VisitScotland, Peter Lederer, and Chris Maguire,
the Corporate AVairs Manager.

Q259 Adam Price: We have just heard from the last
witnesses that the future of tourism is devolved,
which is certainly music to my ears. We have
certainly heard from English witnesses a fairly
downbeat assessment of the current state of the

tourism sector; it seems to be under-performing. Is
the state of tourism better at the moment in Scotland
and Wales?
Mr Thomas: I am not sure whether it is better in
Wales but certainly it is a growing and an increasing
part of the economy of Wales. It makes a major
contribution at 6.1% of GVA with 90,000 jobs in
Wales and that is about 10% of the workforce. It is
increasingly growing in terms of the overseas visitors
which topped the million mark for the first time in
2004 and spending has grown from £248 million in
2001 to £358 million in 2006; that is an increase of
44%. Tourism from the UK is still the main
ingredient in terms of tourism in Wales. It accounts
for some 90% of visitors to Wales.
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18 December 2007 Mr Rhodri Glyn Thomas, Mr Jonathan Jones, Mr Peter Lederer CBE and Mr Chris Maguire

Q260 Adam Price: Is tourism in Scotland in equally
rude health?
Mr Lederer: I think it is in good health and very
focused on the future. We have an ambitious target
to grow tourism by 50% from the current £4.2 billion
by 2015. We are working hard on that. That is an
industry ambition, totally supported by the Scottish
Government. I think, certainly since 2001 when we
had foot and mouth, mad cow, 9/11 and a
breakdown of our own organisation, the Scottish
Tourist Board as was which lost its way a bit, there
has been a very clear focus on tourism so that it is,
as in Wales, a very important part of our future and
of our economy and as far as jobs are concerned and
for the overall status and reputation of the country.

Q261 Adam Price: The trend in growth in both cases
has been on an upward curve since devolution. Is
that true in both cases?
Mr Thomas: Yes, it is certainly true in terms of
Wales and soon after devolution we worked on a
tourism strategy; we are still working on that
strategy. We are now looking at cultural tourism,
heritage tourism, sporting tourism and also
sustainable tourism. We have just begun work on a
sustainable framework for tourism in Wales.
Therefore, we are increasingly working on that
strategy in order to increase the numbers of people
visiting Wales and also the quality of their stay,
which means that they will spend more money in
Wales.
Mr Lederer: It is a similar situation in Scotland.
There is a very clear strategy behind the ambition as
the industry led on a piece of work called The
Tourism Framework for Change. That strategy is
quite clear and it stands behind and alongside
VisitScotland’s marketing which is similarly based
around five key products that we have: freedom,
active, cities, cultural heritage and business tourism.
Yes, it is very focused and tied with the industry
ambition of 50% growth.

Q262 Adam Price: Has the decision to take the
Wales Tourist Board inside the Executive arm of
government borne positive results?
Mr Thomas: Yes, it has because now we can ensure
greater co-operation through the various
government agencies. Obviously of importance to
tourism is construction, transport and retail. We can
ensure now that all those things are moving together.
In terms of the heritage portfolio, which is a newly
created portfolio, we now have heritage, culture,
sport, the Welsh language, which we believe is a
major selling point for Wales, all together with
tourism in the same department. It is very important
in terms of the strategy that we are looking at that
we are able to bring all those things together to give
people an experience in terms of their visit to Wales
which they cannot have anywhere else. It is a sense
of place which we have to oVer. Quite honestly, we
cannot really attract people to Wales on the basis of
the weather. We have to give them an experience
which is diVerent, and hopefully it is an experience
which will mean that they will return to Wales. I
think the evidence shows that since April 2006, when

the old Tourist Board was brought into government,
that level of co-operation has meant that we are
obviously able to oVer a far more eVective strategy
to tourism.

Q263 Adam Price: And similarly in Scotland, has the
restructuring of the institutional side of things
created some benefit?
Mr Lederer: Yes, it has. Obviously the more aligned
it is, the better. Tourism is a diYcult industry in a
sense, which I suppose is why it is separate from
other industries. We talked earlier about
government support for it and why it needs a
separate ministry. It is across so many diVerent parts
of government. It is said that tourism is everyone’s
business, and it genuinely is that. It is a diYcult one
to manage but it is important that the public sector
is organised in a way that it can support the industry.
What we have realised in Scotland, and certainly
what I have been driving since I took the Chair in
2001, is that it is up to the industry to lead tourism.
It is our industry. The Government’s role is to come
in behind that and make sure that it is well supported
and that those ambitions, whatever they happen to
be, and those strategies are well supported and
driven forward as eVectively as possible.

Q264 Adam Price: Out of interest, is tourism part of
the culture in the economic portfolio on Scotland as
was touched on in the earlier evidence?
Mr Lederer: It is part of the enterprise eVort.

Q265 Adam Price: Presumably, Minister, you
believe that you want to defend tourism’s role within
the heritage portfolio, which you hold. There is an
argument, as we heard from the previous evidence,
that you are better aligned with economic
development. Do you see some merit in that
argument?
Mr Thomas: There is merit in that argument. We
actually had this discussion when I chaired the
Culture Committee within the Assembly some four
or five years ago. I was enthusiastic at that time that
tourism should become part of the culture portfolio
because I wanted to see Wales developing a cultural
tourism and developing a tourism package which
was very diVerent to anybody else’s. The argument
at the time was that it needed to be part of the general
discussion about the economy and the agenda in
terms of the economy in Wales. My only feeling is
that perhaps what happened was that tourism
tended to get lost within that department because
there were so many other issues which were
discussed in terms of the economy. I am hoping now
that we will be able to develop a brand that is
diVerent for tourism and work very closely with the
Economic Development and Transport Department
because obviously there are issues there which are
important. There is a challenge to make sure that we
do not lose the link between tourism and the
economy. Perhaps Jonathan Jones would be in a
better position to comment on that.
Mr Jones: May I add that because of the expertise
built up in the Marketing Department of the old
Wales Tourist Board, whilst now being in the
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Minister’s Heritage Department, our Marketing
Department provides a marketing service for the
Economic Development Department in terms of
selling Wales overseas as an export country or as a
country for inward investment. With Wales having
a very small Civil Service, I can assure you that we
have very few silos down there. We do work across
portfolio. We certainly feel no disadvantage at all in
being part of the Heritage Department and in fact
feel, for all the reasons the Minister gave, we are in
the right place.

Q266 Paul Farrelly: I want to turn to some of these
international polls about the attractiveness of
diVerent countries. We have seen recently that Paris
is now smarting that Tokyo has more Michelin stars
and there is a big poll taken each year called the
Anholt Nation Brands Index where, in terms of
lumping everyone together—cultural, political,
heritage and place to do business—the UK last year
came first. When it comes particularly to visitors, the
DCMS itself remarked that while the UK as a whole
scores heavily abroad for attractions, history and
heritage, the country’s image in respect of food,
value for money and customer service is not good. In
fact, in terms of that perception and welcome, the
UK as a whole ranked 17th, way below the top slot.
Can I ask you: is the welcome in Scotland and Wales
any better than in England, or more particularly
London, and, if so, how do you know?
Mr Thomas: I would not argue that it is better; I
would argue that it is diVerent and that the strategy
which we are working on is to give people a sense of
place which is very diVerent to any other part of the
UK, let alone any other part of Europe or the world.
Obviously, we regularly undertake surveys to see the
opinions of people and we have seen that visitors
repeatedly score Wales very high in terms of the
friendliness of local residents. The vast majority of
visitors to Wales in the later survey, 83% of them,
rated their trip very highly; one-third claimed it was
excellent; and just under half (47%) claimed their
trip was very good. What we are doing now
obviously is to try to increase the skills base within
the tourism industry and also the flexibility of skills
within the tourism sector. We are also redeveloping
the welcome host scheme, which again places
importance on the way in which people are greeted
and treated during their stay in Wales. We are also
working at the moment with the Tourism Alliance in
Wales to ensure that we are looking practically at
what needs to be done to increase the share of
tourism within the economy. Hopefully, we are
oVering people a good welcome in Wales and one
that will mean that they will return to Wales.

Q267 Paul Farrelly: And in Scotland?
Mr Lederer: You may have seen some recent
publicity that our government has re-branded the
points of entry as “Welcome to Scotland”, so it is
pretty clear. We measure through a regular customer
attitude survey, so I would not recognise those
statistics for the country. Last time 92% of the
respondents to that cited Scotland as having the
most friendly and helpful people. Nobody said that

it was unhelpful or otherwise. After scenery, it comes
regularly as the next one or two points that
consumers raise as reasons to visit or why they
would come back. Having said that, and this is one
of the most competitive industries in the world, there
are almost 200 other countries out there trying to
steal our market. First World people can aVord to
travel by definition, and so to maintain our position
is going to require, as the Minister has said, quite a
lot of work continuing on skills, on everybody
understanding that they are in the tourism business.
If we are asked in the street outside this afternoon for
directions, you are in the tourism business; the
visitors’ impact of London is persuaded by how you
respond and how people look after you.

Q268 Paul Farrelly: So London is expensive, French
waiters are rude. What is the word you best use, just
one, to describe Wales and Scotland respectively?
Mr Thomas: Welcoming with a passion.
Mr Lederer: Our brand is around enduring,
dramatic and human.

Q269 Chairman: Nevertheless, it is the case that both
of the two bodies that you represent promoting your
respective countries spend considerably more
overall, and in per capita terms vastly more, than is
spent promoting England. Do you think the fact
that you are enjoying the success in Scotland and
Wales may be directly linked to the fact you are
spending much more money promoting Scotland
and Wales?
Mr Thomas: It is certainly connected with the
amount of money which is being spent. We have
been fortunate, out of our misfortune actually, to
have European structural funding over the last seven
years, and that did enable us at one time to have a
considerable budget in terms of tourism. Specifically
in terms of marketing Wales we again will be having
convergence funding over the next seven years and
we are looking again to access funding there to
ensure that we have a budget which allows us to
market Wales in other parts of the UK and also in
co-operation with VisitBritain, to market Wales in
Europe and throughout the world. It is to do with
the budget to an extent, but it is far more to do with
how you use that budget and the value you get out
of that money, and we are certainly looking in terms
of outcomes, in terms of evaluating how successful
we are in attracting people to Wales.
Mr Lederer: In Scotland certainly my challenge to
the Government in 2002 was to say that if we can
demonstrate that this industry can deliver more for
the economy of Scotland is it worth investing in, and
the answer was clearly yes, and we have been
working on that basis ever since. I see it as a business,
and if you want to grow this business called tourism
then you have to invest in it; it requires marketing;
any business requires marketing; it requires
sustained marketing; and it requires the bits around
it which we touched on earlier, around the skills, the
quality agenda and these items, to go alongside that.
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Q270 Janet Anderson: You are obviously very
successful in what you do, VisitScotland and
VisitWales. What does VisitBritain do for you that
you cannot do for yourselves?
Mr Thomas: Obviously we work very closely with
VisitBritain, and I must say that relationship has
been constructive over the years. We do have certain
issues with VisitBritain. I think the whole issue of a
gateway into the UK was raised earlier with Visit
London. We would feel perhaps that that is not
suYciently emphasised; that perhaps people accept
people coming into the UK coming in primarily to
London and see that as the job done. We would want
to see it much more as a gateway out of the rest of
the UK and certainly directed towards Wales.
Having said that, we could not exist without
VisitBritain because they do a great deal of
marketing work for us internationally which we
could not do. As I said earlier 90% of visitors to
Wales come from other parts of the UK, so in terms
of what happens internationally, and certainly in the
growing markets, we would not be able to have a
presence there, and we also take advantage of the
presence of VisitBritain in mainland Europe as well,
in terms of having a physical presence there which,
again, we would not be able to do. So it is a matter
of co-operation. We are looking now as to how we
can have an earlier influence on decisions within
VisitBritain, with people proactive in our
relationship rather than reactive. I recently had a
meeting with Christopher Rodrigues, the new chair
of VisitBritain, and we did discuss those areas. So we
are looking forward to working with them in the
future; they are an essential part of the work we do
in terms of attracting people to Wales.
Mr Lederer: Similarly, we have a very good
relationship with VisitBritain. They are a good
organisation with a great network of oYces and
great people in those oYces, with huge knowledge
and intelligence, which is very important.

Q271 Janet Anderson: All the evidence we have had
this morning says that is very important, that
physical presence on the ground. You would agree
with that?
Mr Lederer: Absolutely, because it is around
intelligence, knowledge, and co-ordination of
activities, and they are very good at that. They have
been very good in crisis co-ordination; they have
done a marvellous job; and we have had some
serious crises which have hit our industry pretty hard
over the last six or seven years, and they have done a
great job co-ordinating that. Equally, in the research
area touched on earlier, we still do not believe that
research is good enough. In any business you need
good statistics and good information to make good
decisions, and I think we need better work there, as
was touched on earlier. VisitBritain also plays a key
part. If you have lived abroad, as I have, and
travelled the world you realise their reputation is a
lot about Britain’s reputation and they are a key
player in how Britain is perceived, and I come back
to the point about it being about business
development for this country and VisitBritain
having a key role to play. Having said all that, I

would say that post-devolution it needs to be looked
at again, and I have been very clear about that. My
test always is, if VisitBritain did not exist would you
invent it, and today you would definitely invent it, in
my mind, but it would look diVerent. Devolution
has changed the world in which VisitBritain
operates, so it is very diYcult for them to shift within
that, and the review that is going on now will address
some of those issues, which I think is good.

Q272 Chairman: Previously we received evidence
about the impact of low cost carriers and regional
airports. English witnesses have seen it as essentially
something that has damaged the industry by making
it easier for domestic tourists to go abroad. You
have taken a slightly more positive attitude towards
it. Could you say a little more about how you see that
aVecting the tourist industry in Scotland and Wales?
Mr Thomas: It is certainly a challenge because
people who fly to Europe at a very low cost are
obviously people who could be coming to Wales or
Scotland in terms of their holidays, but we also see
it as an opportunity because we can look at the
internal market and hopefully take advantage of
regional airports and direct flights into CardiV, into
Bristol even, which would bring people in a very
short time into Wales, and we can also look at our
internal air links in Wales now as something which
might be useful in that sense. Because we depend so
heavily on the UK market, it is not so much a
problem for us as perhaps other parts of the UK, but
obviously we are aware of the fact that more and
more people are using low cost flights to have their
holidays in Europe and that is why it is so important
that we build up a tourist industry in Wales which
oVers people a first class service in terms of their
holidays and that they come for the quality of the
service which we can oVer in Wales, and the
experience we can oVer them in Wales.
Mr Lederer: In fact, I have taken two low cost flights
to Wales in the last three months.
Mr Thomas: Excellent!
Mr Lederer: In Scotland it is good news/bad news.
We certainly see it as an opportunity. Since 2002 or
2001 we have 107 new flights into Scotland that did
not exist before, 82 of which are international,
obviously the majority are Europe but taking us to
markets that we never had before or never had direct
access to before, and VisitScotland has done quite a
lot of work with those carriers to work on the other
end to make sure the flights are moving both ways,
and we have benefited enormously from that. Since
2001 our international business is up 50% as a
market so it is very important. Like Wales 90% of
our business is domestic, but that international
business has grown dramatically.

Q273 Adam Price: DCMS’ position with regard to
the quality accreditation scheme is that it wants to
retain the voluntary basis of the scheme, but I
understand that One Wales government in Wales is
considering making it compulsory. Minister, could
you explain the rationale behind that thinking?
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Mr Thomas: What is important in terms of that is
that it does oVer quality, and we are certainly
looking at investing in quality, building up quality,
in terms of accommodation in Wales. It would be
fair to say that if you went back some 10/15 years ago
there could be some real criticism of the standard of
accommodation in Wales; it has improved
dramatically over the last ten years. We want to
continue with that improvement and we see that it is
a way to achieve that. We are aware of the fact that
people these days, certainly people who live and
work in cities, quite often like to go out to the
country and sometimes like to rough it in terms of
the experience of the accommodation, and
obviously we have to be aware of that. It is a market
which we do not want to lose, but we think it is
essential in terms of building up the quality of
accommodation in Wales.

Q274 Adam Price: But why is making it compulsory
necessary to achieve that? Scotland, as I understand
it, has achieved a far higher rating than Wales, yet
there is no intention in Scotland to go down the
mandate of a compulsory route. So why this shift to
making it compulsory?
Mr Thomas: Our view is that that is the way forward,
but obviously we will be looking at the evidence
from Scotland and the rest of the UK. If we can see
that the evidence points in a diVerent direction, we
will give that consideration.
Mr Jones: If I may add, Chairman, we are fully part
of the harmonisation scheme and we gave the
industry in Wales another year to come into the
harmonised system so we only really kicked oV in
October this year, and the view at the moment is we
want to give that harmonisation process in England,
Scotland and Wales a chance to work, and our
government then feels that if we find that has not
worked then we wish to go back and look at
statutory registration to make it absolutely
compulsory for people to register before they can
oVer accommodation. But I think it is fair to say we
want to give that harmonisation process a chance to
bed in but, as the Minister said, we will look to see
whether that has helped us increase our quality.

Q275 Adam Price: Have you looked at the
experience with compulsory registration schemes
elsewhere in the EU?
Mr Jones: Yes, we have. It is a mixed bag. Northern
Ireland has one but not throughout the entire range
of its accommodation; the Republic of Ireland has a
diVerent one; and each one would say to you that
they have pros and cons, and if we were to develop
one in Wales we would develop one that met the
needs of the industry in Wales and the needs of the
market, whilst obviously learning from the mistakes
and the benefits made in other countries.

Q276 Alan Keen: Could I return, for a second, to
transport? My constituents enjoy the economic
benefits of Heathrow but obviously the noise as well,
so I have a special interest, and the argument put
forward is always for expanding Heathrow because
it is an international hub. You have mentioned the

cheap flights but what about the other international
flights? Do you think in your two nations the
transport business would benefit if you had
operators of the main airports that were competitors
of Heathrow rather than being the same company
that operates Heathrow and, in Scotland,
Edinburgh and Glasgow? Have you given thought
to this?
Mr Lederer: We have good relations with BAA. You
can argue the competition side but equally there are
great benefits we find to working with them at all
sorts of levels. Certainly the London airports are
very important to us. They are important gateways.
I have a slightly diVerent view from the Minister in
terms of gateway; I think it is up to us to come here
and sell our product here. I do not expect London to
sell me business; I have to come and sell it here. But
all airports now are very important to us, so it is as
important for us to be working with CardiV, Bristol
and Manchester and Liverpool as well as London,
but London will always be very important, and in
international business it is very important that
London is seen as a positive experience, and the
growth and improvement we alluded to earlier is
really important for us too.

Q277 Alan Keen: We always talk about people
coming to London and then trying to ensure they go
and see some of the most beautiful parts of the UK.
Do you market Celtic experience and get people to
come directly to experience either Wales and
Scotland, or are you competing with each other most
of the time? Do you have lots of joint conversations?
Mr Thomas: Yes, certainly, and if we can promote a
Celtic network I think that would be beneficial for all
the Celtic nations, but I would certainly agree with
Peter that we are looking not only at direct flights in
our case into CardiV and Bristol, and also into
Liverpool and Manchester, but also at the way in
which we can ensure that the links between London
and Wales are improved so that people can feel it is
a very short journey to get from London into Wales
and to have that diVerent experience in terms of their
holiday. Certainly in terms of our relationship with
Scotland, and also to an extent with Northern
Ireland and even the Republic of Ireland, we are
looking to build up those relationships because
obviously we are looking at return visits, and if we
can encourage people to come to Wales, then go to
Scotland and on to Ireland and then return to Wales,
that is obviously beneficial to us.

Q278 Chairman: Can I turn to the question which
was raised with us by a number of the tourism bodies
who gave evidence to us earlier who made a very
strong case for moving to double British Summer
Time. They saw that as a major benefit for the tourist
industry but I have a suspicion that the view in
Scotland might be slightly diVerent. Would you like
to comment?
Mr Thomas: Traditionally in Wales the industry, the
sector, has been supportive of this move, but it is
ultimately a matter for the UK government to
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decide. I would not foresee opposition in Wales: I
think that many people in Wales would see it as a
positive move.
Mr Lederer: I was quite enjoying this daylight! In
Scotland it does not come up really as a subject but
I do not think we would be too keen to change it, as
you say, Chairman.

Q279 Chairman: Can I also ask you to say a word
about the importance you attach to environmentally
friendly tourism? In particular, Scotland, you have
set up the sustainable tourism partnership, so
perhaps you could tell us how that is working, and
VisitWales is working to try and reduce the amount
of cars being used by visitors, particularly to
National Parks.
Mr Thomas: In terms of what is happening in Wales
we have begun work on a sustainable framework,
and we have also set up a sustainable forum to look
at how we can ensure that we are working in a far
more environmentally friendly way. Sustainability
and tourism do not naturally go together because
obviously people have to travel to get to their
destinations, but we are looking at what we can do to
reduce the carbon footprint and also to ensure that
people have the kind of holiday which is probably
not only environmentally friendly but healthy for
them. In terms of activity pursuits we are trying to
increase the number and the variety of those which
are available in Wales and, as you said, within the
National Park areas, we do have public transport.
There is the Sherpa bus service in Snowdonia,
Beacons bus service in Brecon Beacons, and the
PuYn Pembrokeshire service on the Pembrokeshire
coast, and the Gower Explorer in what was the first
Area of Outstanding Natural Beauty in the UK. We
are looking to evaluate those to see how successful
they are and what we can do to increase those, and
we are working very closely again with the Tourism
Alliance sector in Wales to see how we can increase
the opportunities of using public transport to ensure
that we are defending the environment, because
ultimately we are dependent on the environment in
terms of our heritage and landscape, in order to
attract people to Wales in the first place.
Mr Lederer: Similarly, the partnership you allude to
is a way of galvanising the industry because my
belief, as you would expect coming from the
industry, is I feel the industry should lead on this
subject. I think tourism has a major role to play in
this debate because we are the only industry that is in
every corner of your constituencies; in every valley,
town, and village tourism plays a part, so it is the one
industry, given that it has that spread, that should be
leading this debate, and my plea to industry is have
this debate and lead that debate, because if you do
not Government might do something that you may
not like. We have been at this for quite a long time;
the Green Tourism Business Scheme has been active
in Scotland for the last eleven years, it is coming into
its twelfth year; it is the most successful scheme in
Europe—which does not say much about Europe
because it is not that big, in my mind; but this whole
debate is one we could talk for days on, it is such a
serious issue, and it is something we have to get right.

So there is a lot of work and a lot of thinking going
on in this area, certainly in Scotland and I know in
other parts of the country as well.

Q280 Paul Farrelly: I want to come on to the
Olympics and sports events but, before I do, can I
explore John’s question on Summer Time a little bit
more? With devolution, what is the problem? If
England and Wales want to put their clocks forward
an hour all year, why can we not just put the clocks
back an hour when we go over the Scottish border,
as we do when we go through the Eurotunnel to
France?
Mr Maguire: It is a reserved issue, so it is a matter
for the UK, I suppose, and for the Scottish
government to discuss.

Q281 Paul Farrelly: But would it cause you a
problem?
Mr Thomas: I think it may well do in mid Wales for
people going back and forth across the border
without naturally understanding that they crossed
the border!

Q282 Paul Farrelly: But for Scotland in particular?
Mr Maguire: I am sure our colleagues in the finance
sector would not be in favour of it, Edinburgh being
the second financial hub after London; it would not
be positive from their point of view. I am sure there
is a range of issues why it would not be positively
viewed, not just from a tourism point of view.
Mr Jones: I think, Chairman, we would look with
interest at what has happened in Venezuela recently
where they have changed the clock back half an
hour!

Q283 Paul Farrelly: Moving swiftly on, because time
is pressing, apart from the Olympic football matches
planned for Glasgow and CardiV, in terms of the
Olympics how else do each of you hope in real terms,
forgetting the hype, to benefit from London hosting
the 2012 Games?
Mr Thomas: Obviously we welcome the fact that the
Games are coming to London: it will oVer an
opportunity for us to highlight what is available in
terms of sporting locations in Wales. We are looking
very much at training facilities for the Olympics but
we are also looking at training facilities for the
Paralympics, and I recently met with the
management of a very large team who will be at the
Paralympics, and they were looking at Wales as a
location, and that could bring in some £2 million to
the Welsh economy, so there are benefits. We are
also looking at the Cultural Olympiad as well and we
have just appointed our new co-ordinator for that,
Gwyn L Williams, who at the moment is the director
of International Eisteddfod at Llangollen, so he has
had a great deal of experience in working with
people from other countries. We have to accept that
Lottery funding is going to be aVected by the
Olympics and we are taking quite a big hit in Wales
in terms of that. The estimate I have heard is we
could be losing up to £70 million in Lottery funding,
and certainly on behalf of the Government of Wales
I would say that we would be very disappointed if
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there were a further raid on Lottery money in terms
of the Olympics, because that would have a
detrimental eVect on a number of sporting activities
and cultural activities in Wales which would have a
knock-on eVect in terms of tourism in Wales. If
nothing is happening, people are not going to come
along, it is as simple as that. But we are looking at a
strategy which works up to 2012. Next year we have
the Under 20s Rugby World Cup coming to Wales,
in 2009 we have an Ashes Cricket Test coming to
Wales and in 2010 we have our own Olympics which
is the Ryder Cup coming to Newport, and therefore
we are building a strategy which takes us through to
2012. But I emphasise that we welcome it and it will
be good in terms of creating a situation where
hopefully a lot of young people in Wales will be
inspired to take up sport by the very fact that a major
event like the Olympics is taking place on their
doorstep.
Mr Lederer: I echo those sentiments absolutely. I
have similar concerns about money, but
VisitScotland, EventScotland, our events
organisation which has done a lot of work around
this area, the Scottish Government itself and the
industry are all working hard to see where the
opportunities are and to make sure we galvanise
those. I am slightly sceptical always about events like
this because I was in Montreal for the Olympics—
which was a long time ago, 1976, but I think the
same still applies—and there, for example, we
learned that the month before and the month after
the Games were actually where we really suVered.
The Games are great but it is either side you have to
watch, so London will have to do some work around
those areas because they tend to be the crunch
points. Unlike my London colleagues I will be trying
to put forward as much displacement as possible, so
everybody is welcome to Scotland during the
Olympics! Displacement will be an issue; it is a threat
to London but it is an opportunity for Wales and
other areas of England because people who would
normally come to London at that time will have to
make sure they look at other parts of the country.

Q284 Paul Farrelly: Every time we ask this sort of
question to people like yourselves and regional
development agencies around the rest of the country
they say: “We welcome it”, and there is a whole list
of buts, and then at the end “but we welcome it
nonetheless”, and it seems like you have to say that.
The Wales Tourism Alliance said in one of its
written submissions that the tourism industry in
Wales can see little or no direct benefit from the
Olympic Games, and, Mr Thomas, you are saying:
£2 million benefit, finger in the air; £70 million loss
on good causes. That aside, some people are saying
to me: We are not really putting that much eVort into
attracting this or that from the Olympics because
probably the collective eVort in trying to pitch for it
is more cost to us than £2 million or whatever that
we might get from it. How do you feel about what
the Welsh Tourism Alliance has said?
Mr Thomas: I can understand what the Tourism
Alliance have said, it is diYcult to find the direct
benefits, and, as you have already alluded to, the

negatives tend certainly to be far greater than the
positives in terms of the Olympics at the moment,
and our strategy is to maximise the positives as much
as we can. As well as having a co-ordinator for the
Cultural Olympiad we have a co-ordinator for the
Olympic Games working very much with us now
looking at the positives and helping to maximise
them. The fact of the matter is the Olympics are
coming to London in 2012; the fact of the matter is
we are going to lose £70 million in terms of Lottery
funding, and we have to live within that reality and
within that reality maximise what we can get back.
But I firmly believe that if we put a sustained eVort
into it then we can reap a number of benefits from
the Olympics, both in the lead to the Olympics and
in the longer term. If people have visited the
Olympics and have enjoyed that experience,
hopefully they will come back to the UK and
hopefully they will find London as a gateway to the
rest of the UK, so we have to work on it.
Mr Lederer: Another key point is that with any of
these events, I would say to the industry: It is very
easy to sit back and say well, there is no benefit, but
what about you getting out there and going and
making the benefit? It is about selling and creating
the opportunities. Equally I think these events, and
if you think about the Ryder Cup in Wales and the
Commonwealth Games and in 2012 the Olympic
Games, if we get it right the reputation of the
country is enhanced for all sorts of other reasons as
well as business development, so it is as much about
reputation for all of us as it is for it to go well, to
work well, and be successful, and I do not think you
should underplay how important our reputation
worldwide is. Certainly a lot of tourism business is
driven by reputation, positive or negative.

Q285 Paul Farrelly: You were just talking about
displacement, and earlier on we heard that Visit
London do not have the same sort of co-ordinating
meetings with yourselves as they do with all the other
agencies to promote, funnily enough, London.
When the country is flooded with football, in every
city or town you will find an enterprising landlord
who says: “If you want a safe haven from the World
Cup and European Championship, come and drink
at the Queen’s Head”. Are you not going to be in the
same position? You are really fighting Visit London
for custom, and you are going to say: “Come and
drink at the Red Dragon or the Bonny Thistle”. Is
that not the reality?
Mr Thomas: It is a diVerent kind of custom. Visit
London will be looking at people who want to come
and enjoy the Olympics and be part of the Olympics;
we will be looking at people who want to get away
from the Olympics. Not everybody likes sport and
not everybody likes a situation where there are
hundreds of thousands of extra people in their
vicinity all of a sudden, and in that sense we can oVer
them something diVerent. It is the same as when I
described a Celtic network, that we complement one
another, we oVer diVerent things at diVerent times
and we have to work together, but I would not see us
competing with Visit London: I think Visit London
will have more than enough on their hands when the
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Olympics are here, and not worry too much about
some people coming to Wales and Scotland to get
away from it all.
Mr Maguire: There may also be opportunities
during the closing ceremony in Beijing and the
opening ceremony in London to showcase the rest of
the UK. There will be a huge number of journalists
over covering the Olympic Games, and they will
want to cover not just London but the whole of the
UK as well, so there is a range of benefits from the
Olympic Games.

Q286 Paul Farrelly: Moving away briefly from
London and the Olympics, you mentioned, Mr
Thomas, your own Olympics, the Ryder Cup, and
the Commonwealth Games coming to Glasgow.
Very briefly, how do each of you plan to maximise
the benefits to your own patches of each of those
tournaments?
Mr Thomas: We have obviously already started in
terms of the lead-in to the Ryder Cup in 2010. We
have begun the process of marketing golfing
holidays in Wales. I was last week in Llandrindod
Wells at the golf club there, which is not something
you would immediately connect with the Ryder
Cup, but they have, in fact, put together a package
of golfing holidays in mid-Wales where they include
Builth Golf Club and the Cradoc Golf Club as well
and encourage people to come and spend some time
in some excellent accommodation there, so they
have taken up that opportunity. With the golf
courses in Pwllheli and Conwy in north Wales,
again, there was a feeling that perhaps the Ryder
Cup would benefit the Newport/CardiV area, south
east Wales, maybe south Wales, but it would not
have any kind of impact on north Wales, but those
golf courses have begun to market themselves in
terms of the Ryder Cup. We have established a
Ryder Cup legacy which ensures that there is an
improvement to golfing facilities throughout Wales,
and we are looking very much to oVer people not
only an opportunity to come to the Ryder Cup, to
become aware of what Wales has to oVer, as Peter
was saying, in terms of a good place to make
business as well as a good place to spend some time
in terms of a holiday, but also we are also, in the
build-up to the Ryder Cup, taking in the Under 20
Rugby World Cup, the Ashes Test, building up a

marketing strategy which will mean we will be
putting Wales very much on the map during that
time.
Mr Jones: Since winning the Ryder Cup for Wales
the numbers have gone up from 35,000 golfers a year
to 140,000, and a couple of years ago we won an
award in America given by the golf writers down
there for the best undiscovered golfing destination in
the world. That is an award you only want to win
once, of course! But there is not only a legacy to golf
but a legacy to youth and health in Wales, because
we are working with the sports associations, the
Sports Council, to get more young boys and young
girls into golf, which traditionally has been seen as a
sport for old men basically, and that is having an
eVect in Wales, and certainly we have been able to
get our golfing unions together in Wales. There is
now one golfing union for Wales which includes
both men and women, and we are very proud of that.

Q287 Paul Farrelly: So while you are trying to stop
Wales trumping you—I use the word advisedly—
over golf, what are you going to be doing to
maximise the benefits of the Commonwealth
Games?
Mr Lederer: I mentioned EventScotland before, so
we have an events strategy for the Commonwealth
Games part, we have the Ryder Cup that follows
Wales, so we have a Celtic opportunity. There has
been some discussion already, Ireland was the last
one, Wales is the next one, Europe and Scotland is
the one after that, so there is a real opportunity to
work together on the whole golf market to raise
those possibilities. But in events generally we are
very ambitious with the Commonwealth Games and
the Ryder Cup happening in the same year, back-to-
back, and my personal ambition is for 2014 to be a
year of sport and a real opportunity between now
and then, and afterwards as a legacy, for young
people. With some of the issues we have about
getting people fit and more active you have these big
events that do excite young people and you have
opportunity to get them into it, so you are using
these events for much wider benefits, not just
tourism but economic development, and also the
social impacts as well.
Chairman: I think that is all we have. Thank you
very much.
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Memorandum submitted by the British Hospitality Association

1. The British Hospitality Association is the national association for the hotel, restaurant and catering
industry. Our members operate over 40,000 establishments, employ over 500,000 people and turnover in
excess of £20 billion a year.

2. The Inquiry seeks evidence on seven topics and we comment below on all of them, though our main
remarks are about sponsored bodies and the London 2012 Games.

The Challenges and Opportunities for the Domestic and Inbound Tourism Industries

3. The biggest challenges for the tourism sector in the UK are to improve skills, quality and
infrastructure—and, generally, the welcome we provide in terms of airport access and signage, and the ease
of obtaining visas. However, giving customers better value must be the key driver; the tourism deficit reflects
a lack of price competitiveness.

4. On skills, we have been very supportive of the Sector Skills Council for hospitality, leisure, travel and
tourism, People 1st, whose work has made it clear that a lot more has to be done to re-design the
qualifications framework and to encourage people to join the industry.

5. On quality, we continue to work within the Quality Review Group, comprising the national tourist
boards and the AA, on the harmonised hotel classification and grading scheme, which will, over time, need
to develop common criteria in relation to the environment and to disability access and service. The scheme
will also need to be reviewed on a regular basis in the light of current participation levels and feedback,
especially from those hotel groups which have committed to participate with their brands.

6. On infrastructure, we fear a gridlocked Britain with poor inland transport, congested airports and a
bias in many local authorities against tourism and other development, all creating a road block to future
tourism growth. There has to be better integration of public transport at all levels—national, regional
and local.

The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry; and the Structure and Funding of Sponsored Bodies in the Tourism Sector, and the
Effectiveness of that Structure in Promoting the UK Both as a Whole and in its Component Parts

7. Given the constraints on its funding in recent years, VisitBritain has done a good job for the industry.
Where the industry has been actively involved, as with the Million Visitor Campaign which helped to rebuild
inbound tourism after foot-and-mouth in 2001, the results can be excellent.

8. Unfortunately, the tightness of funds is expected to worsen under the Comprehensive Spending
Review. At the same time, Scotland and Wales are taking an ever greater role in overseas marketing, while
the England Marketing Board, part of VisitBritain, is similarly beginning to take an active part in these
markets.

9. All of this is being done under a structure dating in eVect from the Development of Tourism Act 1969,
but since much tinkered with, to abolish the English Tourist Board, to bring the Wales Tourist Board into
the Assembly Government, and to devolve the marketing of London to the Mayor.

10. The first step therefore, with a view fully to accommodating the devolution settlement, should be a
review of the Development of Tourism Act 1969, with recommendations for the future structure of tourism
in the United Kingdom, including the funding arrangements. This might also look at whether the current
structure of domestic marketing within English regions and areas could be more eVective, more consistent
and less costly.
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The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals for
Local Government Funding (including the “Bed Tax”) Upon the Industry’s Competitiveness

11. The Tourism Alliance, in which we play a leading role, is submitting detailed evidence on taxation
issues. We concur with that submission. Assessing the likely impact of a Bed Tax which was imposed at the
discretion of local authorities is diYcult, but, if all authorities imposed it, our submission to the Lyons
Inquiry suggested that, across the UK, a 5% tax could reduce inbound tourism revenues by £220 million
and domestic by £325 million. The inbound loss is based on Nottingham University research that a 1%
increase in prices relative to competitors reduces international tourism by 1%.

12. Adding a bed tax on top of the existing 17.5% VAT on hotel accommodation would make the UK
industry the second highest taxed in Europe (after Denmark). It would also eVectively more than double
the contribution of hotels to local authority funds from around 3–4% of turnover to around 8–9%.

13. We do not believe the Treasury would be suYciently sympathetic to the hotel sector to compensate
for this by reducing VAT to the 5.5% level enjoyed by the French industry.

What Data on Tourism would Usefully Inform Government Policy on Tourism?

14. There are numerous defects in the data relating to the tourism industry. At its simplest, not everybody
arriving in the UK is counted in, so inbound arrivals data are bound to be suspect. Certainly, our members
suggest turnover is rising faster than the oYcial figures for inbound tourism spend indicate.

15. Having said that, it is hard to assess whether imposing a significant regulatory burden of data
provision on hospitality and tourism businesses would lead to eVective responses to the data by government.
While the arguments for better availability of data are accepted, we would certainly be concerned if
resources were withdrawn from tourism marketing in order to devise bigger and bigger tourism satellite
accounts systems.

The Practicality of Promoting more Environmentally Friendly Forms of Tourism

16. We have little doubt that environmental taxes on tourism will become more widely imposed over the
coming years. Being positive, the emphasis will be largely on areas such as carbon trading, on which DEFRA
has recently consulted us, rather than on further increases in Air Passenger Duty (APD), where the tax raised
is not hypothecated to tourism. In any event, evidence from the Tourism Alliance suggests that passengers
paying APD at the new rates are paying some 2.5 times their carbon cost. More eVorts need to be made—
and sustained—to encourage businesses to adopt better environmental practices, including advice and
incentives to encourage awareness and adoption of new technologies reducing carbon usage, clear methods
of measuring such usage accurately.

How to Derive Maximum Benefit for the Industry from the London 2012 Games

17. The association submitted detailed evidence to the DCMS Welcome(Legacy consultation. A
summary of our response follows:

We were pleased to be able to support the Olympic bid, especially in relation to accommodation,
where we were instrumental in putting the entire requirement together under a standard contract
of supply. We were also signatories to the Tourism 2012 Charter. We are equally pleased that
timely thought is being given to the contribution the tourism industry can make to, and the long-
term benefit it can derive from the 2012 Olympic and Paralympic Games.

We begin our response with seven suggestions and proposals in the spirit of the consultation:

QUALITY ASSURED ONLY

We are clear that, if the UK is to take away from the Games a reputation for quality, it must be
a “no exceptions” rule that all public accommodation, ie that outside the Olympic Village, which
is oVered to Olympic oYcials, participants, press and other visitors as part of the Olympic “oVer”,
must be quality assured through the harmonised grading scheme.

INDUCTION FOR 70,000

Recruiting and training the estimated 70,000 catering/hospitality workers needed to support the
Games is a major challenge. The process could be aided in two ways: first, by having a quality
induction programme, hopefully encouraging many of those involved to make their careers in
hospitality as a result—this could build on the Manchester Commonwealth Games PVP
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programme; secondly, by building up the People 1st (Sector Skills Council) Skills Passport
programme, ensuring it has widespread industry support, so that all 70,000 are given the means
to take their careers forward.

TRAINING CAMPS

There will, we understand, be a number of training camps around the UK in the various sports,
enabling both domestic and overseas competitors to acclimatise. These camps should be oVering
local foods and services.

ETHNIC RESTAURANTS

The UK hospitality industry is one of the most diverse in the world. Almost nowhere else can you
find such a wide range of oVers. Ethnic restaurants are at the heart of this. Using VisitBritain’s
marketing skills to bring together visitors from round the world and ethnic cuisine reflecting their
experiences will help to show oV this diversity in a very positive way.

BEIJING 2008

DCMS should ensure that tourist industry groups and representatives make a good “show” at
Beijing as a means of telling the world that it will have a wonderful experience in the UK in 2012.

OLYMPIC HOSPITALITY MAGAZINE

A regular magazine should be produced, showing the world what the UK industry can and will
achieve in 2012 and showing best practice to other UK hospitality operators.

SECURITY AND VISAS

The Government must ensure a hassle-free means for Olympics competitors and other visitors to
obtain visas. It must also ensure that Immigration oYcials are welcoming and that airport security
is sensitively conducted.

18. As an additional but important point, all food service outlets involved in the Olympics should promote
and “showcase” the use of British sourced food wherever possible. Also, there needs to be planned, not ad
hoc involvement of university and college hospitality students in providing part of the catering labour
requirement for the Games.

19. We hope the above extract from our Olympics response, along with the rest of our response to the
Committee’s consultation, will be helpful.

20. I confirm that we have no objection to this response being made publicly available.

March 2007

Memorandum submitted by British Beer and Pub Association (BBPA)

The British Beer and Pub Association (BBPA) represents brewing companies and their pub interests, and
pub owning companies, accounting for 98% of beer production and just over half of the 58,200 pubs in
the UK.

The Association is pleased to support the submissions made by the British Hospitality Association and
the Tourism Alliance but wishes to make the following comments with regard to pubs.

Background

The pub sector contributes over £22 billion to the economy and employs in the region of 600,000 people.
Contrary to popular belief, pubs are no longer owned and run by the major brewers. Over 80% of pubs (ie
nearly 50,000 outlets) are small businesses which are independently managed or run by self-employed
licensees.

In simple terms, pubs will fall into one of the following categories:

Managed Houses

These are owned by a pub company or a brewery, and employ salaried managers and staV. There are
10,200 managed houses in the UK;

Tenanted/Leased Pubs

These are owned by a pub company or a brewery who receive rent from the licensee who runs the premises
as their own business. There are 30,200 tenanted and leased pubs in the UK;
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Freehouses

These are owned and managed by the licensee. There are approximately 17,800 Freehouses in the UK.

Pubs and Tourism

Pubs play such a major part in the day to day lives of local residents yet they do not receive deserved
recognition for the services they provide to visitors and overseas tourists. The pub is a uniquely British
institution, the home of classic draught ales, and a vital part of the British way of life. It is also part of our
history and our heritage, and a major tourism attraction in its own right. The new licensing laws have ended
years of confusion and complexity for overseas visitors who are now able to enjoy a more flexible and family-
orientated pub culture. Pubs also remain the most popular destination for a night out in Britain.

As well as serving first class food and drink, pubs provide highly rated accommodation throughout the
country and are major supporters of live music, local festivals and traditions.

The sector is customer driven, and facing increased competition in the marketplace, but pubs are
responding to consumer demand by becoming more family friendly and providing a more diverse oVering
than ever before. The smoking ban which comes into eVect on 1st July 2007 provides yet another
opportunity for the industry to respond to change by investing in attractive external facilities and
broadening its oVering in smoke-free areas.

Pubs in the Community

The value of the pub to the local economy should not be underestimated. Pubs are a major source of local
jobs. The industry provides over half a million full and part time positions for management, bar and catering
staV, and chefs, 60% of which oVer part time or flexible patterns of working that enable people to juggle
their home and work commitments. For every one job in hospitality, it is estimated that an additional 1.3
jobs are created in the wider economy. Through their support of local businesses and local sourcing of goods
and services, pubs also help to ensure that other small businesses thrive, securing more local employment.
Pubs are a mainstay of rural community life, and play a crucial part in the sustainability of the rural
economy.

Pubs under Pressure

Regulatory Burden

The major obstacle to sustainable tourism in the pub sector is the regulatory and taxation burden placed
on the industry. The increase in regulation over the last ten years has had a measurable and marked impact
on the cost of running pubs, to the extent that the numbers of managed pubs has fallen from 14,000 in 1996
to just over 10,000 in 2006.

The nature of a pub business means that licensees (over 80% are small business operators) have to deal
with a wide range of legislation, which applies to the business both as a place of employment and as a public
place. The Government should actively recognise the positive contribution of pubs to their local
communities, and support and encourage diversification initiatives such as the Pub is the Hub.

From the perspective of business, there is also a growing vacuum in which Government policy and
resulting regulation is developed. Policy makers do not always understand the needs of business.
Consultation is increasingly done at the last minute often as a result of knee-jerk policy decisions, the key
example being the drafting of the Violent Crime Reduction Bill in 2005. Consequently business is bounced
into being complicit with policies it knows are flawed, which result in legislation that is unworkable and
unnecessary. It is understood that the industry view will not always be compatible with policy objectives,
but in the spirit of the better regulation objectives it would expect to receive a fair hearing and recognition
of its concerns.

The pub sector has contributed significantly to the regeneration of city centres yet is vilified for its success.
The media has portrayed high streets as no-go areas for late night entertainment, full of drunken youths and
anti-social behaviour. Such negative reporting has damaged the reputation of town centres and the sector
is working extremely hard to reverse this by investing in local partnerships and supporting Business
Improvement Districts. However more needs to be done to provide late night accessible and aVordable
transport to ensure visitors continue to enjoy late night entertainment.

The industry is also concerned about recent steps taken by police forces throughout the country to enforce
the use of plastic glasses in city centre venues. The Association is not against the use of plastic where the
need has been identified but is totally opposed to the widespread use of such material. This will not only
damage the perception about city centres further but will have a negative impact on customers and visitors
enjoyment of drinking in pubs.
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Tax Burden

The overall tax burden on pubs is substantial. Excise duty (and VAT) are payable on nearly all products
sold in pubs as well as many other inputs needed to run a pub. For example:

Beer, wine, spirits, cider duty.
Tobacco duty.
Amusement machine duty.
Employment taxes.
Business rates.
Insurance taxes.
Climate change levy.
Stamp Duty land tax.
Fuel (Oil) tax.

There has been significant growth in oV-trade sales. The UK brewing industry is facing its toughest times
in recent history with falling volumes, rising input costs, and declining profit margins. The introduction of
the smoking ban is also likely to lead to further decline in beer sales, particularly in pubs and clubs. The
Association is calling for a freeze in beer duty in this year’s Budget to address declining sales.

Conclusion

The industry is going through a period of major change. The whole legislative context in which it works
is shifting. Bearing in mind that the vast majority of pubs are small businesses, by the end of 2007, licensees
will have had to assimilate new licensing laws, a smoking ban, the introduction of alcohol disorder zones,
a new gambling regime and changes to the law on paid holiday entitlement. And there is more to come. The
Noise at Work Regulations will come into eVect for the music and entertainment sectors, including pubs, in
April 2008. The BBPA is supportive, therefore, of the overall Government aim of better regulation, reducing
unnecessary burdens on business and the application of recommended practice such as the Hampton
principles.

The pub sector plays a crucial role in welcoming and providing excellent service and facilities to visitors
within the UK and from overseas. The recent changes to the licensing laws have given licensees the
opportunity to further adapt their oVering to meet the needs of their customers. We are concerned, however,
that the negative publicity surrounding the introduction of the new licensing laws has damaged the image
of the pub sector with Government, to the extent that it is no longer perceived to be part of the hospitality
and tourism sectors, but purely about the sale of alcohol. This is not the case, and it is important that the
balance is redressed. As the sponsor department for tourism and hospitality, we believe that DCMS has an
important role to play in promoting the positive aspects of pubs as part of our national heritage.

March 2007

Witnesses: Mr Bob Cotton, Chief Executive, British Hospitality Association; Mr Rob Hayward, Chief
Executive, British Beer and Pub Association; and Mr Brian Wisdom, Chief Executive, People 1st, gave
evidence.

Q288 Chairman: Good morning and welcome to
this, a further session of the Committee’s inquiry
into tourism. I should like to welcome Mr Bob
Cotton, the Chief Executive of the British
Hospitality Association, Rob Hayward, the Chief
Executive of the British Beer and Pub Association,
somebody who is no doubt familiar with this room,
and Brian Wisdom, the Chief Executive of People
1st. If I can start oV, one of the things that has
become apparent already in our inquiry is the
confusion regarding some statistics and the lack of
available information. The DCMS have suggested
that the tourism industry generally is worth £85
billion. The British Hospitality Association, in your
trends and statistics, say that it is worth over £106
billion. How come your measure is so much greater
than the DCMS one?
Mr Cotton: I have always taken the view that I am
not quite sure what precisely tourism is as a single
entity in that really all that links tourism activity is a

common customer and that may, therefore, include
retail, it may include theatres, flower shops, taxi
drivers, you name it. What I do understand though
is a linkage between tourism, hospitality and leisure
and all those activities and I have always taken the
view that one gets a better understanding of sectoral
activity in the industry by linking all those things
together. Certainly when we do our trends and stats,
and hopefully you have had a copy, I look at what I
term “all catering activity”, service and self-catering
activity for the accommodation sector, all restaurant
activity in terms of eating out of the home, food and
beverage, pub activity, gambling and domestic air
travel and, if you look through our, as it were,
totalling of that total, it comes to over £105 billion,
and I think that is a better understanding of sectoral
activity. Perhaps I could add another point and it is
best, I think, exampled probably in Rob Hayward’s
sector, the pub sector, where, if you look at the
detailed DCMS figures, they actually say, “We only
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count part of the pub activity in tourism”, and the
rest is excluded. I find, quite frankly, that that is not
a very convincing argument to me when I am
looking at the total activity because what I am
always interested in is how we grow that activity and
we look at the conflicting issues which aVect that
activity, so that is where we come from, and I am
firmly of the view that it is about £100/105 billion
and it employs 2/2.3 million people.

Q289 Chairman: If there is this diVerence of views as
to precisely what constitutes tourism, it makes it
very diYcult to judge the health of the industry, does
it not?
Mr Cotton: It does indeed. That is why I think it is
important that we get a common understanding of
what constitutes this sector, and I would call for that
as a key proposal from this group.

Q290 Chairman: What is your view of the state of the
industry at the moment?
Mr Cotton: What I am seeing at the moment of
British hospitality is that we are quite well placed to
take a view as to what is going on because even
within the UK, my own existing members, our UK
turnover would be about £28 billion this year from
my UK members alone, which is quite a big chunk
of that activity. What I am seeing is three key sectors
now in this tourism/hospitality/leisure field and I am
seeing extremely strong growth in Central London
and London has probably had its most successful
year ever just concluded, really strong growth. In the
regions, I am seeing the regional cities doing okay,
driven by strong investment into Leeds, Manchester,
SheYeld, Liverpool, Glasgow, Edinburgh, Bristol
not too bad, CardiV, et cetera. When one gets maybe
ten miles outside those cities, I am seeing a very
diVerent picture and I am seeing a lot of businesses
struggling, I am seeing perhaps businesses in decline,
less activity and that particularly aVects the small,
micro businesses that make up this tourism/
hospitality/leisure field, so three diVerent areas. If
you aggregate the total figures, as government
statistics do, I suspect that, because of the
extraordinary value of Central London, you will
probably see this last year to have been overall a
successful year in value terms and probably even in
visitors terms because London has done so well, but,
when you break it down beneath the surface, I have
got real concerns about what is going on in rural and
regional areas.

Q291 Chairman: Can I just press you on London a
little. Obviously we are told that, for instance, this
last year London has been subject to terrorism
attacks, we are told that the strength of the pound
against the dollar has made it diYcult to attract
visitors from the United States and we are also told
that coming to Britain is much more expensive for
overseas visitors in terms of all the visa
requirements, not to mention the taxes when they
actually get here, and that, therefore, the UK has
become less competitive. Given those things, how is
it that London has just enjoyed its best year or is the
industry crying wolf?

Mr Cotton: I think you make some very excellent
points and all the points you raise do actually have
some impact, if I can take them one by one. First of
all, London has had a very good year for a number
of reasons, not least the success of the financial
services sector in Central London which has really
driven, as it were, businesspeople coming to
London. Middle Eastern people come to London to
do business now and not New York, the centre of
Europe, and London has been extraordinarily
strong at that top end of the market; people need to
be in London to do business. Secondly, and I would
like it on the record, Visit London, the Tourist
Board for London has got an extremely eVective
marketing policy now where they recognise the
importance of staging key events to attract people to
London. Thirdly, when you look at the attractions
London has, O2 is now extraordinarily successful,
Wembley is now open to all the Millennium Stadium
business that has transferred to Wembley, the Tour
de France came to London in 2007, all these events
have made London extraordinarily successful. If I
then take up your point about the terrorism activity,
it is interesting that we have seen terrorism activity
in the last five years, be it in London, New York or
Madrid, yet the three strongest-performing cities in
tourism in the world in the last two or three years
have been those three cities. There has been a strong
need to want to sort of get back to business as
normal, customers wanting to say, “We’re not going
to be afraid to come back to London”. Having said
that, there are some real issues for London for the
future, and what we see at our major airports does
not help business prospects into the future and,
when we see increased taxes, it does not help
business into the future, so there are some real
concerns that, even though we have had a very
successful year in London, the prospects for the
coming year are much more uncertain. Yes, London
has done well, but I think London is unique in many
regards and we have done some things well in
London.

Q292 Chairman: Rob Hayward, you have talked
about the biggest slump in beer sales since the Great
Depression. Your industry clearly is not in a great
state of health at the moment. How is this aVecting
the industry and what are you looking for in terms
of government action?
Mr Hayward: In terms of the industry, yes, there has
been a problem particularly for the brewing
industry. People automatically associate that with
the pub industry as well and clearly it is important
to the pub industry, but I think it is reflective of the
changing nature of hospitality that pubs not only sell
beer now, but they have changed their oVering and,
therefore, the nature is very diVerent. I would echo
what Bob has said in terms of the current economic
circumstances. London has been the most resilient
part of the country. I gave evidence or made
comments to the Governor of the Bank of England
about three or four months ago and we were already
by then picking up that places such as Bexley,
Tamworth and Leicester were beginning to show
marked downturns and I think it is fair to say that in
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recent months that has extended right into the centre
of London in terms of economic prospects going
forward. I have identified in our evidence that we
think that the most important drivers for our sector
and, I think, a lot of the tourism sector in general,
because there are so many small businesses involved,
are either regulatory or taxation. The general burden
of both those two fields is such that people find it
questionable as to whether they want to continue in
business, how they continue, at what level of
profitability and, therefore, the level of investment.
Obviously most of our business, as Bob says, we are
the hospitality sector and lots of people will go to
pubs and bars from other parts of the area rather
than other countries and, yes, foreign tourists are
attracted to pubs because they find it a particularly
interesting element of the British tourist scene, but
the vast majority of our business is either local or
tourists travelling from one place or part of the
country to another. I would just echo one thought,
that much is made in relation to the strength of the
dollar and clearly that hits the high-end hotel
industry, but the pound is moving downwards
against the euro which makes us a very much more
attractive destination for large numbers of people
coming from Europe, in particular, and that will
impact on not only ours, but possibly diVerent
sectors of Bob’s industry.

Q293 Chairman: Your industry obviously almost
annually puts forward an argument to the
Chancellor as to why this year excise duty should not
go up by as much as in previous years. Do you detect
any sympathy from the Government to your plight
at the moment?
Mr Hayward: I think there is recognition that we are
facing particular diYculties, but, as I say, I think pub
industries are complex. It is not just beer duty,
though that is clearly an element of it, but there are
other elements as well which are issues for us and,
therefore, impact on profitability and, therefore, the
capacity to invest, et cetera, from the pub sector. I
think members of the Committee will have seen over
the Christmas period the figures that we have shown
in terms of recent months about the decline in beer
sales and that is a very, very stark decline that we are
now facing and it will have an enormous impact on
both brewing and the pub sector.

Q294 Chairman: We are going to come on to specific
regulatory measures and indeed to specific points on
employment and skills, but at this stage, Brian
Wisdom, is there anything you want to say by way
of a general statement about the industry from
where you sit?
Mr Wisdom: I think I would echo the points that
Bob and Rob have already made. I think there are
clearly areas of concern and I think they are areas of
concern moving forward economically, and of
course the worry in the skills or employment system
is that skills may become a casualty if there is any
downturn in any of those rural or indeed particular
sectors of the economy which aVect tourism
generally. However, on the upside, now there is a
significant amount of public investment in skills for

the tourism, hospitality, leisure and travel industries,
and I guess really that the real opportunity is to
ensure that that spend is properly focused to meet
the changing demands of the industry and I think in
Rob’s case where clearly the smoking ban and
decline in beer sales have fuelled certainly a more
aggressive approach to sales of food in pubs,
actually supporting that growth properly is, I think,
one of the things that we should be considering.

Q295 Philip Davies: If I can just press Rob Hayward
a bit on what he was just saying, I have a lot of
sympathy with what he said about tax and
regulation, but, when I speak to the pubs in my
constituency, particularly the tied pubs that are tied
to certain breweries, their biggest complaint that
they have to me is not about tax and regulation, it is
actually the excessive price that breweries charge
them for their beer compared to the price that free
houses can buy it at which they find very diYcult to
compete with, so do you not think that the brewing
industry could do an awful lot more to help itself and
its tied pubs without having to blame the
Government?
Mr Hayward: If I can take that in three parts, one
just to correct you because the brewing industry
overwhelmingly does not own pubs any longer, there
has been a shift and it is pub companies generally
that do. Secondly, the Trade and Industry Select
Committee actually had a look at this issue two years
ago and I gave evidence to them at the time on the
subject. Clearly, there are issues around it and
anybody who is either a pub-owner or a tenant has
a diVerence of view in relation to it, but certainly, as
I say, the Select Committee did take evidence and
came to a view on it and it made recommendations
and we have acted on those recommendations.

Q296 Mr Sanders: What is the distinction between
an owned pub and a tied pub?
Mr Hayward: There are really three categories of
pub. One is managed houses which generally tend to
be the larger houses, whether they are in the centre
of Torquay or they are ones immediately around
here—

Q297 Mr Sanders: They are growing in number, are
they not?
Mr Hayward: No, they are not actually, they are in
decline.

Q298 Mr Sanders: So managed houses are in
decline?
Mr Hayward: The total number of managed houses
is actually in decline and that is for a number of
diVerent reasons, primarily in terms of the cost of
having a complete structure associated with
managed houses.

Q299 Mr Sanders: What sort of figures have you got
because one’s anecdotal experience is of
Wetherspoon and Yates and the like being in great
expansion programmes, moving all the time.
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Mr Hayward: They have been. I cannot give you
specific company figures oV the top of my head, but
I am quite happy to write to you in clarification,2 but
in my evidence we actually refer to there being
currently about 10,200 managed houses when we
put in the evidence and only a few years before that
there were about 14,000, and they are part of
Mitchells & Butlers, as you say, Yates, Wetherspoon
and the like. They are overwhelmingly the larger
pubs where you will have employees who are
managers and employees who are staV. There are
then the leased tenanted pubs which Mr Davies was
referring to where the property is owned by another
pub company, but there is a tenancy agreement with
the pub company by a small businessman and they
pay rent and there is a tied supply of beer and maybe
a tie on other products, depending on the nature of
the agreement. Then there is the third category
which is about a third of the total sector which are
free houses of some form or another.

Q300 Mr Sanders: Presumably they must be growing
in number as the other ones decline.
Mr Hayward: I wish that any of the particular
sectors were growing. We are seeing, depending on
how you do the calculations, about—

Q301 Mr Sanders: Are they growing or not?
Mr Hayward: No, they are not, but I was about to
say—

Q302 Mr Sanders: So, in other words, your premise
that there are fewer managed and tenanted cannot
be right if the free houses are not growing. Either
that sector is getting bigger or it is not as a
percentage of the overall sector.
Mr Hayward: As a percentage, I was going to say—

Q303 Mr Sanders: But that is an issue and that is an
important issue.
Mr Hayward:—pubs are closing at a rate of about
six a week which is why I was answering the
question, “Are they in decline?” and all the three
sectors, as a proportion—

Q304 Mr Sanders: Which sector is most in decline?
Mr Hayward: Managed houses are.

Q305 Mr Sanders: And free houses, they are also
in decline?
Mr Hayward: Yes, all pub sectors are in decline.

Q306 Mr Hall: To follow on from that, the impact
of beer sales in pubs on local economies, the money
that is spent in pubs and restaurants in places like
Blackpool or the east coast, declining resorts, how
much of that actually stays in the local economy and,
to follow on from Adrian’s point about the chains,
Wetherspoon, Yates, how much of the money spent
actually goes to national HQs?
Mr Hayward: A fairly small proportion partly
because, as I have said in my evidence, about 80% of
all pubs are either free trade or leased tenanted and,

2 Ev 142

therefore, they are themselves small businesses, but
clearly you are at a competitive disadvantage if you
have a headquarters and you have an excessively
large headquarters, so it is a relatively small
proportion for all the big companies and in fact it is a
diminishing number because over the last five or six
years what we have seen is a series of mergers of the
companies so that actually the importance of head
oYce relative to the individual pubs around the
country has diminished because there are fewer head
oYces in one place or another. Mr Sanders referred
to Yates and in fact Yates is now part of Laurel, a
company which is itself a merger of three or four
managed house companies and, therefore, two or
three of those head oYces have now disappeared.

Q307 Mr Hall: But can you actually put a figure on
it or a percentage of how much is spent?
Mr Hayward: I was given notice of this and it is
terribly diYcult, but it is actually a very small
proportion of the total business because, as I say,
you start with 80% who are actually small businesses
themselves.

Q308 Mr Hall: So your premise is that the majority
of the money that is spent does actually go to the
local economy?
Mr Hayward: Overwhelmingly. The diYculty is
associated with, for example, food because it
depends whether you are buying it specifically
locally, whether you have it supplied in locally or
whether you are being supplied for some products
on a broader national basis, but certainly a number
of companies have, for example, attempted to shift
from more national beers to local beers. There are a
number of agreements where people have agreed to
take supplies from micro brewers, for example,
within their areas which they did not a few years ago
and that is an agreement one or two of my
companies have gone into with the Small
Independent Brewers’ Association.
Mr Cotton: I would just add to that that, particularly
with our rural and regional hotels and particularly
on the restaurant side, obviously the two biggest
items that you buy running a hotel or restaurant are
essentially labour and food. More and more of our
members, particularly in rural and regional areas,
are now buying local food because it makes good
economic sense to form partnerships with local
supply chains and local customers because that
brings those people likely to use your business as
well, so we are seeing a very strong growing trend at
the smaller end of local sourcing and local supplies
and, therefore, that means much more of, as it were,
the economic activity generated is kept locally than
maybe was the case ten years ago. It is sort of going
full circle from being entirely local to then being a
national supply source and it is now going back to
being more a local supply source.

Q309 Mr Hall: You have been able to give a very
detailed picture of the pub industry in terms of
ownership, tied, managed or free houses. Is there a
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similar way of designating restaurants and who
actually owns them and who gets the benefit of the
business?
Mr Cotton: Let us just start with the easy bit first.
There is on hotels, so, if we start with hotels,
historically if we just go back ten years, maybe
15–20% of bed stock in this country would have been
with the big brands and the big chains, so 80% would
be proprietor/owners. That has been changing quite
dramatically in the last ten years and the big brands
are probably now 25–30%, particularly with the
growth of budget hotels. If we look across the water
to America, big brands are probably 45–50% of the
American market, whereas, if we look to France,
there is still strong family ownership and the brands
are much less, but the brands are growing on the
hotel side, particularly if you look at almost any city
centre development. Because you split out the
ownership of hotels from the running of hotels,
property owners want a brand to run their property,
so we are seeing a growth there. When we are
looking at the restaurant side, I have not got the
precise figures, but it would be more than 80% of all
restaurants will be proprietor owned, but again even
on the restaurant side, and I will not mention them
by name, we see the growth of brands now in
restaurants, particularly again in the city centre sites
and prime high-street sites because property-owners
want a secure rental income, so they will go to the
brand which will guarantee the rental income, so in
city centres we see the predominance of the brand
growth, whereas in rural and regional areas it is the
proprietor/restaurateur.

Q310 Mr Sanders: If I can come back to Rob in
terms of free houses, if you have got about a third of
all pubs being free houses today, what percentage
was it 30 years ago?
Mr Hayward: It would have been somewhat smaller.
I can do some checking, though I am not actually
sure whether I can give you an accurate percentage,
but it would have been smaller because of the pubs
that have closed, and I said earlier on that it was the
leased tenanted estate which has been the most
heavily aVected and I think all hon gentlemen will
recognise in their own constituencies that there are
what you might describe as the backstreet pubs, the
community pubs which have tended to close. Those
are the ones that fall essentially into the leased
tenanted estate, so free houses will range in size and
scale, so my guess is that, if it is a third now, it might
have been something between 25 and 30%
previously. It has gone up slightly.

Q311 Mr Sanders: Who would have those figures,
accurate figures, that would be able to compare 2007
with 1977?
Mr Hayward: Between us and the government
department, I can provide you with them or as
accurate as we can get them.3

3 Ev 142

Q312 Mr Sanders: It would be useful to see that
pattern of change because there is a sense that
tourism is of less value to a local economy today
than it was 30 years ago or 50 years ago because less
of the money that the tourist spends stays within the
local economy, but it gets sucked out in charges, fees
and of course shareholder dividends.
Mr Hayward: I have been doing this job for nine
years and the biggest single shift has been the decline
in the managed house sector which is actually the
sector to which Mr Hall referred, ie, the ones that
have head oYces elsewhere. That is where the big
shift has been, but I will provide the Committee with
the actual stats as best we can and I say between
ourselves, the Home OYce and DCMS, but it has
actually been a notoriously diYcult figure to get a
hold of even with the best will in the world, but we
will do the best that we can.

Q313 Philip Davies: From what you have said, I
understand that free houses have done
proportionately better than the tenanted leased
pubs, which is what I find in my constituency. Given
that they face the same regulations and the same
taxes, does it not come back to the point that
actually the reason why that must be the case is
because the tenanted leased pubs are finding it more
diYculty to compete with free houses because of the
deals that they are tied into by the breweries and it is
the breweries themselves that are actually causing
this disproportionate amount of tenanted leased
pubs to close down?
Mr Hayward: The answer I would say is no because
it has more to do with the nature of the estate. I do
not want, Mr Chairman, to go back over an inquiry
which the Trade and Industry Select Committee
had, but, as I say, in simple terms, my view is that,
as I say, we are talking here about the nature of
estates and the vast majority of leased tenanted pubs
are in fact what you have described as the backstreet
pubs and we would describe as community pubs,
and they are the ones that have actually been the
hardest hit by the social changes, the fact that there
are no longer factories nearby, that men do not go
out of the factories and drink virtually every day of
the week immediately after work, the fact that there
are social changes in terms of the mix of society, that
a large section of the population in many of those
areas actually do not drink alcohol, and it is those
sorts of factors which have aVected what we would
describe as the community pubs.

Q314 Mr Evans: How important is the pub to
tourism in Britain?
Mr Hayward: We take the view that it is important
and all the indications are that, when you ask
tourists from abroad about what they are attracted
to in Britain, one of the things they will identify,
along with the Houses of Parliament and Big Ben
and the like, are the social institutions of this
country, one of which happens to be the pub. The
pub industry is important not only in terms of
foreign tourists, but local tourists because the vast
majority of people, if they go away for a weekend
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somewhere, will also spend their time either in a pub
or in a restaurant and of course in this day and age
many of the restaurants may actually be in a pub.

Q315 Mr Evans: But the evidence is though that
there are fewer international tourists going to pubs
and fewer domestic tourists going to pubs.
Mr Hayward: In terms of total numbers, yes. The
throughput in terms of pubs and beer consumption,
in particular, is diminishing, but, as I said earlier,
food sales, soft drink sales and those sorts of things
are actually rising. Interestingly enough, a greater
proportion of the population go to pubs because
again, if you go back 20 years, it was a male-
dominated institution, so for women and families it
comes back to the change in the oVering of the
hospitality sector where pubs, hotels and restaurants
have made a great eVort to attract families as much
as just the male-dominated society.
Mr Cotton: Perhaps I could just add, and Rob makes
the point, that I am not quite sure where a pub/
restaurant ends and a restaurant serving a wide
range of beers begins. I hate to mention brand
names, but be it a Harvester, a Beefeater or
whatever, there is a whole range of places now and
it is diYcult to say whether they are a pub selling a
whole range of food or a restaurant selling a whole
range of beverages.

Q316 Mr Evans: You say you are losing six pubs a
week. That is a net loss?
Mr Hayward: Yes.

Q317 Mr Evans: Are they then the more spit-and-
sawdust pubs and basically they do not serve food?
They are the old working-class pubs where there is
not much extra added on other than beer?
Mr Hayward: That is the sort of pub that has been
most hard hit over recent years, yes, the vast
majority of pubs. I was asked by a journalist last
week to do an estimation of how many pubs served
food 20 years ago and the answer was probably
about 20–25% of all pubs. Nowadays, that is
somewhere around 75–80% of all pubs serve food, so
those that are continuing have actually changed
their oVering quite dramatically.

Q318 Mr Evans: Do you think that the shake-up is
going to continue and that there are going to be more
pubs that are going to close irrespective of what the
Government does and, even if they peg the taxation
on beer in public houses, there is still going to be a
greater shake-up?
Mr Hayward: When we gave evidence to the
Department of Health in relation to the smoking
ban, we indicated that we thought, with the decline
in beer sales, that we would lose about 5% of the
pubs, not solely because of the smoking ban, but
because they were already marginal in terms of
profitability and that would actually tip them over
the edge. It is that sort of thing that we are seeing
which is probably accelerating that shake-out
because in fact the 5% that we gave to the
Department of Health is probably turning out to be
nearer 6 or 7%.

Q319 Mr Evans: So how many pubs do you think
you are going to lose before it stabilises in the UK?
Mr Hayward: I do not think that figure will stabilise
in the next five years. I think we are likely to see the
ongoing loss. We have currently got an estate of
between 55,000 and 60,000 and I would hesitate to
do a precise calculation because the nature of the
businesses are changing and, therefore, what you
might have defined as a pub a few years ago will not
exist, but pub/restaurants will and exist in a diVerent
form. I would hesitate to make an oV-the-top-of-my-
head guess.

Q320 Mr Evans: But the network of pubs
throughout the UK is not in crisis?
Mr Hayward: It is not in crisis, but in a number of
places it is in serious diYculty, there is no question
about that.

Q321 Mr Evans: Let us look at the smoking ban.
What sort of impact has that had and how many
pubs has it closed?
Mr Hayward: As I say, when we first had discussions
with Caroline Flint, the Minister, myself and my
then Chairman gave an indication to the
Department of Health that we thought that about
10%, ie, 5,000 pubs, would probably go out of
business partly as a result of the smoking ban. We
are realistic about that and we supported the
introduction of the smoking ban because we
believed that it was important that we should have a
level playing field across the whole field, but we said
that that was the stark position. We were looking at
the impact on Ireland and we were already conscious
because we were closer in Scotland to the position
that those businesses were not going to go out of
business solely because of the smoking ban, but they
were already marginal because of other elements of
economics.

Q322 Mr Evans: So, in your experience since the
smoking ban has come in, you have seen marginal
pubs going out of business. What have pubs been
able to do about any problems they have had in
trying to cater for the smokers?
Mr Hayward: I think what overwhelmingly the
industry has done is moved more aggressively
towards food and other oVerings in terms of
attracting families, females, et cetera, so they have
made changes. There have been diYculties and
clearly some areas have had more diYculty than
others, but in general I think it is fair to say that we
have overcome the diYculties and in some places it
has been more of a challenge than in others.

Q323 Mr Evans: The diYculties that you have
looked at right at the beginning when the smoking
ban came in, the planned diYculties, with people
erecting umbrellas and little lean-tos and goodness
knows what, have local authorities in the main been
a fairly soft touch, would you say, and sympathetic
towards the pub industry or have they been quite
Neanderthal in certain parts of the country?
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Mr Hayward: I think there are 370 local authorities
and there are probably 370 diVerent approaches to
it. I think, if anything, and it is historical now
because it has passed, but, if I am critical of any
particular element of the process, the Department
that we got least assistance from was DCLG. We
asked, as did the Department of Health and DCMS,
that DCLG should encourage local authorities to
prepare for a large workload and they did not
prepare, they did not through DCLG, but we had to
go to the local authorities and make sure that they
were geared up for all the applications for the
diVerent elements of external provision. There have
been some diYculties and clearly noise is important,
but our experience in Scotland has been that noise is
initially a big issue and then it diminishes as time
goes on and you are left with a few venues where it
is a particular problem, but you work that through
with the local establishment if you have got good
management and with the local authority and the
other agencies, but overall, if I was critical of one
particular element in the whole process of the
smoking ban, it has to be DCLG.

Q324 Mr Evans: Leaving that to one side, do you
think that as far as tourism generally is concerned,
both domestic and international therefore, that
perhaps we could have had the same impact as far as
the smoking ban was concerned, but been perhaps
more conciliatory towards smokers in some way,
shape or form, and I am looking at the French
experience here that has just come in on 1 January?
If any country, I would have thought, might be
pushing jelly up a hill in trying to introduce a
smoking ban in cafes and bars, it would be France.
Do you think there is going to be any sort of
diVerence in experience there? Indeed the general
attitude here is that the French introduce a rule and
then go on to ignore it. Is that going to happen? They
have not quite brought it in in France in the same
way that we have here.
Mr Hayward: I think Bob and I went through the
whole process of the smoking ban and we have to
deal with what we have in our society which is a
British society. We might wish that there was a
French approach in terms of regulation on a number
of issues, but there is not and overall, as I say, whilst
there are things we were tearing our hair out with at
the time, we have overcome them and I think that is
true of hotels and restaurants and it is also whether
you are dealing with large visitor attractions or
holidays and home parks from whom you have had
evidence previously. It was quite clear that there was
going to be a smoking ban at some stage. We would
have preferred managed change and we made that
clear, but, if we were not going to get managed
change, then, as far as we were concerned, it was
important that there was a level playing field for all
sectors of the hospitality industry.

Q325 Mr Evans: Is the vibrant future of the pub
industry in the UK more threatened by cheap
alcohol from supermarkets than it is from any other
regulation, including the smoking ban?

Mr Hayward: I think I would hesitate to say that it
is more threatened. It is clearly a factor and there is
a marked shift amongst younger people to do what
we call in the trade “pre-load”, in other words, drink
substantially before they go out to the night-time
economy, and that is not only happening in eVect in
our sectors, but it is also having an impact obviously
on other sectors as well. What we are also seeing
now, we reckon that amongst youngsters, by which
I mean 18–30-year-olds, about 85% of all that age
group actually pre-load, but what we are now also
seeing is probably more post-loading and that is
people who go elsewhere afterwards and it is the
sheer cost of providing the service where you have
got lighting, labour and all the rest of it.

Q326 Mr Sanders: What about the Gambling Act?
Does that have an impact in terms of income from
pub slot machines?
Mr Hayward: Yes.

Q327 Mr Sanders: A negative impact?
Mr Hayward: Yes, it has, and there are regulatory
burdens, there are taxation elements, and fixed-odds
betting machines, so, therefore, there are attractions
in other venues where they can oVer something very
much more substantial.

Q328 Mr Sanders: To whom are you losing that
trade? Is it the betting shop?
Mr Hayward: Primarily, yes. Betting shops and pubs
fall into the same kind of general social medium
which I think you would all recognise, and that is a
serious eVect.

Q329 Mr Evans: The 24-hour availability of certain
pubs, has that been a benefit, do you think, to
tourism being attracted to the UK?
Mr Hayward: Yes, we do take the view that there are
very few pubs that have 24-hour licences and there
are even fewer, and we have only found two in the
whole of the United Kingdom, that actually open 24
hours and they are both in Blandford Forum,
though why we do not know, and 80% of all pubs
that have 24-hour licences that do not use them are
in North Dorset, West Dorset and North Norfolk,
so it is a slightly odd distribution, but it has
overwhelmingly been an advantage because people
can see that we are now providing a service without
the rigidity that there was previously.

Q330 Mr Evans: And, as far as London is concerned,
what is your view on the availability of extended
licensing in London?
Mr Hayward: Westminster has been incredibly
restrictive and, associated with that, that has not
helped one of the big changes which I think all MPs
and the police would have liked to have seen which
was what we call a “demographic shift” in that, if
you are a theatre-goer, for example, and you have
come out of Les Mis, that finishes at ten to 11, you
cannot, therefore, get into a pub. Westminster is not
allowing extensions and the only extensions are
those that exist already and they are those that are
youth-oriented. If you are going to see less
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aggressive town centres, you have to ensure that the
people who are older, the over 30-year-olds, are
attracted into those pubs. One of the big changes
that we have not yet seen is that demographic shift
of older people, in particular, in London staying
longer in pubs; they do not go there because they
cannot get into them after they come out of the likes
of the theatre or a restaurant.

Q331 Alan Keen: It is encouraging older people to
spend more time in pubs then! It is a very
entrepreneurial industry right across pubs,
restaurants and hotels, but, if you are lobbying the
Government, you are lobbying them to reduce tax
and regulation, but do you get enough help on a
positive basis? Do the RDAs help and can the
Government help in any other way to co-ordinate
and help the industry when it has got diYculties? Is
it a lack of co-ordination?
Mr Hayward: I would make two observations in
relation to it. One is, and I say this having sat on
your side of the fence, that I do not think you can
ever appreciate it unless you have run a small
business, the sheer impact of ever-growing
regulation on small businesses, and I would just say
that every Bill introduces more and more regulation
and that is an enormous impact. The other thing for
small businesses, which is particularly important for
the tourism sector given the amount of small
businesses, is the sheer proliferation of bodies. I
actually checked with a friend of mine. I am a native
from Torquay and a friend of mine lives in Torquay
who currently runs a bed-and-breakfast. I checked
with him yesterday, he set up in business four years
ago, and I asked him where would he go in terms of
looking for business assistance, and he had not got
a clue. His first thought was the local council, but,
beyond that, he had no idea, and there is a sheer
proliferation. If you say skills, if you say business
advice, whatever, there are just so many bodies that
even somebody like ourselves, as head of trade
associations or sector skills councils, would be hard-
pushed to identify the total number of diVerent
places you can go and, therefore, they are all trying
to provide advice to a small businessman who has
got very little time because he is trying to keep his
business going.

Q332 Alan Keen: So there is not any co-ordination?
Mr Hayward: There is no co-ordination, no
consistency whatsoever.

Q333 Alan Keen: So there is a proliferation of people
who get paid for oVering that advice, yet you cannot
find anyone for the industry as a whole who can
really help?
Mr Cotton: I would just add to that that I deal with
all the RDAs and, first of all, I see a diVerence in
diVerent RDAs. Those that are having some impact
at the macro-level, and there has been some really
good work done on regeneration in the same way
that maybe the National Lottery has had a major
impact in major visitor attractions or sites, at the
macro-level some RDAs have done some really
good work for the tourism industry, but, when it

comes to individual entrepreneurs and small
businessmen in terms of whether he relates to it,
whether he understands what it is doing and whether
he can get advice from it, there is no connection
whatsoever. I would reiterate Rob’s point that, for a
small hotelier or restaurateur, if you want advice,
help or you have a problem, if you belong to a trade
association or you belong to the chambers of
commerce or whatever, you have a point of contact
and, if you are outside of that link, and, quite
frankly, in this sector probably 70% of all small
businesses are, it is almost impossible to know where
to go to get sensible advice on anything. That would
be my experience.
Mr Sanders: It is not just tourism, but any business
and industry.

Q334 Alan Keen: Can you tell us something about
the trends? We have got these boutique hotels now
and we have—
Mr Hayward: Not many in Feltham and Heston, I
would have thought!

Q335 Alan Keen: We have not got a boutique hotel.
Mr Cotton: We are seeing quite significant changes
in what you might term “the hotel sector”. If we
think back maybe 20/30 years ago, at the very lowest
end, there might be what you might term “the youth
hostel” or a small hotel, low standard, through to a
two-star, right through to the three-, four- or five-
star luxury hotel that you would see on Park Lane.
What we have seen probably in the last five years and
in the last two years accelerate quite dramatically is
essentially the very bottom end beginning to
disappear altogether and, where there is a bottom
end, it is being replaced by modern youth hostel
types where it is a modern minimum-service hotel at
a very low rate. Then there is an extraordinary
explosion of growth in the budget sector and budget
hotels now probably account for 140,000 bedrooms
and, if I say ten years ago there were only 5,000 or
10,000, I can tell you that some 30 budget hotels
were opened in the three months leading up to
Christmas and they are essentially replacing the
bottom end of the market. It is not new demand, but
they are replacing that bottom end of the market and
they are moving into newer areas, seaside resorts,
they are good for regeneration, and the three-star
market is disappearing altogether because there is no
mid-market price point. The four-star market is now
segmenting down between a corporate four-star, a
boutique four-star, a leisure lifestyle four-star and
then there is the five-star luxury, so there are
diVerent price points and diVerent experiences that,
as it were, the customer wants.

Q336 Alan Keen: When I talk about a lack of co-
ordination or when I questioned you on whether
there was a lack of co-ordination, in the budget
hotels you can rely on getting a modern, clean hotel
and what is lacking is any atmosphere. Is there no
way that those groups, and I know it is simpler to run
if you do not have any involvement in it, but there
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must be some potential for those hotels having links
with local companies who can provide that slight
diVerence in the restaurant aspect of it?
Mr Cotton: Well, essentially a budget hotel is a room
for the night in the same way that a budget airline
gets you from A to B at the cheapest price, end of
story. What we have found particularly in tourism,
hospitality and leisure is that, if one looks at the
customer of 20 years ago, if you were a sort of luxury
customer, you were almost always a luxury customer
whether it was at work, at home or when you went
on holiday; you always stayed in the same grade
hotel. What you find with modern customers and
modern consumers is that that same person,
sometimes he is happy to use a budget hotel because
it meets his need, on another occasion he will want
to stay in a boutique-type hotel because he is having
two or three days away with family, his girlfriend or
boyfriend and wants that sort of experience, another
time he is happy to stay in a corporate-style hotel
because that meets his requirements—

Q337 Mr Evans: And someone else is paying!
Mr Cotton: Someone else is paying. Finally, it may
be his golden wedding anniversary and he may stay
in a five-star hotel, but the same customer is happy
to go through all those diVerent experiences. That
would not have been the case 20 years ago.

Q338 Chairman: This problem of complying with
regulation and a diYculty in finding advice as to how
to deal with administrative burdens, is this
something that People 1st can assist with at all?
Mr Wisdom: Clearly there is an issue with both. First
of all, in the last few years the Government has been
reducing the amount of assisted training done on
regulatory burdens, so things like basic food hygiene
and health and safety training that at one time were
subsidised within the system are no longer which
means that actually industry is footing the bill for
that now. The impact of that is that actually some of
the added value training around customer service
and management and business skills that industry
may have taken before is potentially suVering as a
result. Clearly the other issue is about finding and
accessing support where it is available. In fact, we
surveyed 5,000 businesses in the sector just 18
months ago and our findings show that 98.5% of
small businesses have never accessed any funding
support on skills. Actually, when you consider that
something like £600 million is being expended by
learning and skills councils, regional development
agencies and other government agencies on tourism
and hospitality skills in the UK, that is, I think, an
extremely worrying trend and actually it is
something that industry clearly needs help on in
terms of understanding where it can access those
things. People 1st has actually developed a
communication tool called “UK Skills Passport”,
UKSP, which is actually available that does actually
help industry find where that funding support can be
found and actually does point industry to what are
the sort of best qualifications too that fit various job
levels within the industry. The issue for us, as always,
is how you reach those businesses and actually,

without the support of trade associations, for
example, the chances are we never will. Indeed, the
regional development agencies have a very
important role to play in terms of reaching the small
and medium enterprises which comprise 80% of
tourism businesses. The way the workforce falls,
45% of the workforce in what we would classify as
tourism is in the biggest 280 businesses UK-wide and
45% sits in eVectively small and micro businesses,
and the small and micro businesses are the ones that
are the most diYcult to reach.

Q339 Mr Sanders: Turning to London 2012, what
estimates have you made regarding the impact of the
Games on the hospitality industry both during the
Games and in the legacy?
Mr Cotton: As far as 2012 is concerned, I got
involved some several years ago about whether we
should support a bid for 2012 or not in the first
instance, and we had a fairly lengthy discussion in
the hotel sector as to whether we would support this
bid or not. When I say that, my principal members
have catered for every Olympic Games since 1948
and are currently hosting all the main hotels in
Beijing for 2008, so my major members have a lot of
experience of what it takes. If you are a major hotel
group with 15 empty hotels in Paris and seven full
hotels in London, you might take a view as to whom
you want to win the bid. We took a collective view
that we actually wanted London and Britain to
succeed in this bid, so I got the hotel industry
together and we put together one contract in support
of the bid for 38,000 bedrooms, one contract, the
same conditions to every hotelier in London, so we
took a collective view that we were very keen on
London winning, and we took the view for two or
three reasons. One is that we felt that, for the long-
term growth and success of tourism for London and
Britain, we needed a major investment in our
transport infrastructure and our airport access. That
was absolutely critical if we wanted tourism to
continue to flourish into the long term and we felt
that, if we had the Olympic Games in London, there
was a fair chance that we might start to get some real
investment in our airport infrastructure, transport
infrastructure, rail access, et cetera, so that was one
point. Secondly, we took the view that, whilst
London has been successful and is successful and the
success of London impacts on the whole country in
tourism terms, we were looking to the future and we
could see that, if we could get the whole of the east
side of London regenerated and thriving, that would
add to London being a successful place to do
business down the track. Thirdly, we did recognise
that with the Olympics comes enormous exposure.
The fact that there are going to be 20,000 journalists
here during the Olympics is an enormous
opportunity to put your best foot forward and show
what we have to oVer. Those were the three driving
reasons for supporting that, bearing in mind we do
have real knowledge and experience that 2012 itself
will not be a busy year, so let us get this in context.
London has something like 135,000 bedrooms,
whereas, if you look at Barcelona, if you look at
Sydney, if you look at Athens, they have between
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18,000–25,000 bedrooms, so it is a totally diVerent
order. If you look at visitors to London, London in
July/August of any year will be catering for 2–2.5
million visitors. The Olympics at best perhaps will
bring 600,000. 350,000 visitors go to Wimbledon in
the ten days/two weeks. We are well used to dealing
with big events. The year itself? No big deal. It is the
potential of raising the profile of London and Britain
and of getting this investment in transport
infrastructure and the east side of London. I would
add one or two other things, and I am sure Brian will
comment: yes, of course it gives us an opportunity to
focus on raising skills and those key things we want
to do in improving customer service. I personally
want to use the opportunity—and I have ensured it
is in the Olympic strategy for the Government—to
promote British food, the probity of British food
and of supplying it locally grown. We have a great
opportunity to show that we can showcase British
food, at its best, right across the country, sourced
from Britain. We have a great variety of ethnic
restaurants. Most of their supplies can be sourced
locally. That is why I am strongly in support. I think
there will be benefits. Whether there will be a net £2
billion legacy, I would question, but I do see the
upside and strongly support it.

Q340 Mr Sanders: What plans do you have to
collaborate with London’s 2012 volunteer
programme, given the involvement of People 1st
with the London Skills Strategy?
Mr Wisdom: First of all, perhaps I could come back
to talk about our approach to 2012 and how we aim
to support the tourism industry into 2012. On the
back of the research we did of 5,000 businesses, we
pulled together a national skills strategy. We worked
very closely with the Department and together with
industry on that and we published it back in March
of this year. It lays out a ten point plan for upskilling
the tourist workforce in time for 2012, using that as
a milestone along the way. As part of that, Ken
Livingstone also launched a London version earlier
this year. Particularly in the context Bob has just
mentioned of customer service, the great
opportunity is to improve international perceptions
of customer service in this country and tourism, a
visitor-facing economy, is in the frontline of that.
People 1st is currently working in partnership with
the London Development Agency and Learning and
Skills Councils, as part of that plan to research
world-class customer service, with the aim of putting
in place subsidised customer service training, widely
available to industry, in the two years in the run-up
to 2012. That should bring a significant advantage to
a lot of businesses which currently do not have
access to that form of training. We are also looking
to ensure that one of the biggest areas of skills
shortages is dealt with appropriately during the next
five years. Currently there are something like 30,000
practising chefs and cooks in the UK who have no
qualification at all and a further 50,000 who have
only the equivalent of a basic food hygiene
certificate. That means there is a significant skills
shortage in the industry today and, as we have been
hearing, demand for food has been growing. Whilst

the pub sector itself may be in decline, sales of food
within the pub sector are growing and there is
increasing demand. There is increasing demand as a
result of social changes for more authenticity in
provenance and for the preparation of food from
scratch. Today we do not have a delivery system of
chefs that meets the demands of the tourism
industry. We need to fix that. To turn to the
volunteering programme: that is eVectively linked to
another Sector Skills Council, SkillsActive, because
a lot of the volunteers are coming from sports clubs
in the UK. There is a pre-volunteering programme,
which is about giving the unemployed employment
skills, and we are contributing to that in terms of the
key fundamentals that people should have when
they come into the hospitality, leisure, travel and
tourism business. Some of those are around giving
people the skills in things like good hygiene and
health and safety which are currently not supported
through subsidised education. In terms of 2012 and
our approach to volunteering, our involvement is
not that great but, across the span, in terms of
preparing tourism for 2012, we have a significant
strategy in place that is being developed as we speak
and I am happy to give the Committee copies of
that strategy.

Q341 Adam Price: The public perception would be
that the hospitality industry generally is at the
bottom of the wages league. Is that a fair assessment?
Mr Cotton: If you are looking at perception, there
are several issues. If you take an employment payroll
of two million, give or take, in tourism, hospitality
and leisure, it obviously exists on a very flat pyramid.
A large proportion of those two million people will
be working at the lowest level and at rates which are
minimum wage or just above, so, yes, a lot of people
do work at that level—in the same way that perhaps
the retail sector works as well. On the upside, for
those who start in this sector at the lower level it is
relatively easy to make rapid promotion, and mid-
ranking salaries and above now compare very
favourably with those in almost any other industry.
That was not the case ten or 15 years ago. Maybe our
failure is in not getting that message across, that it is
not just about joining the sector for a job but that
one can join the sector for a proper career with good
training prospects. It has been a failure of the
industry perhaps to get that message across.
Mr Wisdom: I think there are some unfair
perceptions of the industry. The reality is that 15%
of the workforce are on the minimum wage in these
industries. One in five jobs in the industry are
management jobs. That means clearly that there is a
progression route that is very seldom seen and
within our UK skills passport we have opened that
up so that people can see the galaxy of career options
that are available to people in this sector. There is
also clearly an issue, which is unusual in this sector,
where some people—I think it is about 14%—do
actually sit below the minimum wage. That is usually
driven by three things. One is the oVset of
accommodation—because there is a significant
amount of accommodation provided within the
industry. The second is where people are in
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workplace full-time training schemes, like
apprenticeships. This industry has the most
apprenticeships of any industry sector currently.
The third is the number of young workers below the
age of 18 who are working in kitchens and things
part-time. Reality is sometimes not as bad as it is
painted. The truth is that it is a pretty small sector of
the workforce that is at the minimum wage here and
the opportunities and the levels of pay at
management level are pretty competitive.

Q342 Adam Price: What you have just told us
contrasts a little bit with the figures that we have
seen. A study by Oxford University, commissioned
by the British Retail Consortium, claimed that 96%
of workers in the hospitality industry earned the
national minimum wage. Maybe you could share
your views.
Mr Wisdom: That is wrong. Clearly the fact that one
in five jobs are management jobs will tell you that
that 96% cannot be the right figure. I am sure that
my colleagues here would even more strongly—

Q343 Adam Price: Maybe the issue was whether it
was minimum wage or above, so we will check
those figures.
Mr Hayward: I have the study here and the figures
you have there are incorrect. That is a misquote from
it. I will provide the Committee with the full study.

Q344 Adam Price: We are grateful to you for that.
On the issue of the oVset of accommodation, what
protection is in this to make sure that people are not
being exploited? Are there standard rates?
Mr Cotton: It comes up every year. I have been
involved in helping set the minimum wage every year
since it was started. In fact I have a nominee who sits
on the Low Pay Commission. In the very first year
there was a very strong view of, as it were, removing
accommodation provision altogether—perhaps
driven by the trade union side of tied housing and the
problems you get with tied accommodation. We
argued very strongly that in certain rural hotels and
certain areas it was important to keep that. They did
keep it but they only kept it at a certain level. Every
year we have argued to keep it and they have uprated
the set allowance by the increase every year. It is
interesting that with the influx of foreign workers in
the last two or three years accommodation has
become a much more important issue. It is a vital
issue now, if you are a rural hotel, particularly, and
you want to get staV, to be able to provide
accommodation of a reasonable quality at a sensible
price, otherwise these workers are priced out of the
local market and hotels would not be able to find
labour. It becomes more important to have good
accommodation and the numbers have increased
dramatically in the accommodation, but the rules
are very clear as to what you must deduct, how much
you are allowed to deduct, what it must include and
what it cannot include, and it is reasonably strictly
enforced. When the enforcers of the minimum wage
go around to hotels, in particular, the first thing they
look for is the accommodation oVset and what is
being oVset as much as the actual rate of pay itself.

Q345 Adam Price: You refer there to the increasing
importance of migrant workers. Could you give any
figures on that?
Mr Cotton: The figures are what you make of them.
I have done two surveys myself within the last year
amongst my members. I did one in central London
within the last six months—and this includes most of
my members in central London, where probably
every branded hotel is in membership, a very high
membership—and 83% were from overseas. 83%.
We broadly think there are about 350,000 people in
the hospitality industry in central London and
around 80% are from overseas. If we look outside
London—and I am talking about from Edinburgh,
Glasgow, Bristol, CardiV—right across the
country—probably 60% in our sector are from
overseas. This is predominantly from central Europe
but not central Europe alone. There are
extraordinary numbers of French, Spanish, Italian
people here as well. They are from the EU
predominantly.

Q346 Adam Price: That covers the pub sector as
well, does it?
Mr Hayward: It does, broadly. We do not have the
capacity to do the detailed stats but experience
shows that we may be marginally lower but we will
not be dramatically diVerent. Bob made the
comment earlier on about where is the split between
a pub, pub/restaurant and a restaurant. You are
quite often “struck” in London if you get served by
a British person in either a pub or a restaurant. That
does not mean to say the service is any worse, and in
many cases, tragically, it is better—which is a
comment on our society. It is not just our sector; it
is in terms of the service sector in general.

Q347 Adam Price: In terms of the visitor experience,
people are coming to the UK because they are
interested in Britain and British culture. Maybe you
could say that London is a diVerent case, London is
a global, cosmopolitan city, but if they are going to
a hotel in Scotland or Yorkshire or wherever they go
and they do not meet anybody who is from that
place, is that a problem in terms of the tourism
product?
Mr Cotton: If one is going to spend a weekend at a
hotel in Scotland for a particular experience, one
may argue that one would like to have some Scottish
experience, whether it is the bagpipes playing or a
Scottish accent welcoming you. We find that people
want a good value experience—good service, good
food, good accommodation—and to be well treated
and, quite frankly, it is not an issue at all. From front
of house to reception to waiting staV to
accommodation staV, you want people who can
deliver good service in a friendly manner, and to get
the price right.

Q348 Chairman: Are you suggesting that the only
way you can do that is therefore by employing
Eastern Europeans?
Mr Cotton: Let me be very blunt about this: the
people we have had from central Europe have been
the best source of labour this industry has had in 100
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years. It has done more for improving standards in
this industry than anything produced from our local
schools and colleges, and that is because of the skills,
the motivation and the fact that they want to work
and they want to do the job as best they can.
Mr Wisdom: There are some other factors involved.

Q349 Adam Price: You have given up on local
workers then.
Mr Wisdom: No. There are some other factors
involved here as well. The first is the demographic
shift which has happened in this country, which
means that eVectively 70% of the workforce that will
be required in 2020 is already in work and there is a
declining young population at this time in this
country. The reality of that in an industry that has
a very high turnover of staV—and this industry has
double the level of turnover of staV of other
industries—means that you do not have that young
population. This industry employs three times the
number of young people that other industries
employ in the UK. If that group of young people are
not there, where are you going to fill the gaps from?
Clearly an immigrant workforce becomes almost a
necessity. That immigrant workforce happens to be
supplying this country at the moment with people
who are more highly skilled. For example, you will
meet lawyers from Poland serving behind the bar in
hotels because they can get employment here and
they cannot get employment in Poland. The reality
is that those workers are unlikely to stay working
behind the bar in the long term and therefore we
have to focus at the same time on our own
indigenous population. We have to develop their
skills because the long-term future depends on that
indigenous workforce still being there. In London, I
would agree, there are round about 70%—from the
figures we have, and we represent travel companies
and tourism companies as well, which is perhaps the
reason why there is a diVerence—and outside
London we are looking probably at about 15%
international workers across the whole range.
Obviously there are many more in the cities. We are
still relying heavily on producing skilled workers
from this country too and in the longer term that will
become increasingly important.

Q350 Adam Price: Is the reality that you have to
raise the wage rates, even at the bottom, if you are
going to attract local workers? Eastern European
workers may be attracted by the minimum wage but
if you are going to compete for local workers you
will have to take it up to a higher level.
Mr Wisdom: I think it is twofold. One, you have to
create the opportunity, and you have to show the
opportunities that are already there for people to
develop. People do not have to stay on the minimum
wage for very long in this industry. They are not
always aware of the opportunities that are there and
they are not always aware of where they can get the
skills to get those opportunities to grow their careers
in the industry. There are some fantastic careers in
the industry to be had—lots of them actually, more
than in many others—and the failings have been in
not showing that career development structure that

is available or in not retaining the staV long enough
to give them the opportunity to take those
opportunities. As an industry, certainly moving
towards 2012 we need to pay much more attention
to upskilling our existing workforce and enabling
them to take those opportunities that are available
to them and also ensuring that the skilled workers
that we are getting from Eastern Europe—and we
should welcome them, because this is all about
having skilled workers in the economy—are also
attracted to stay, so that if I am a lawyer but I can
get a really good career going in this sector then I will
stay and take it.

Q351 Philip Davies: I honestly cannot make neither
head nor tail of what you are telling me. You have
said there are not enough indigenous people to fill
those posts yet we are always being told that there
are one and a quarter million 16–24-year-olds in this
country who are neither in employment nor
education or training. It strikes me that there is a
large number of people in this country who need jobs
who would be perfectly capable of doing them, so I
do not understand that bit. Then we are told that
these people coming in from Eastern Europe or
central Europe are the best thing since sliced bread,
yet the People 1st report said that lots of employers
believed that their staV skills were not up to scratch.
Its biggest concerns included communication skills
and language skills and it strikes me that that is
going to be exacerbated by employing more and
more migrant workers from abroad. Then we are
going to have this huge amount of subsidised
customer service training for everybody before the
Olympics. What on earth is the point of everybody
understanding the niceties of customer service if you
cannot even communicate in the right language with
people? I really do not follow where any of you are
coming from on this.
Mr Wisdom: The People 1st report you are referring
to does rightly highlight—and I think both my
colleagues would agree—that communication skills
and team-working skills are two of the key skills that
the industry is looking for and is not happy that it
has today. It is also true to say that 63% of employers
that we have surveyed are not satisfied that their staV
had suYcient customer service skills to meet the
expectations of their customers today. The reality is
that we still have a long way to go in this country on
customer service, irrespective of where the employee
comes from. In terms of language skills, clearly there
are some issues created by the influx of an immigrant
population around language skills. Employers tell
us, by and large, that those are very quickly
overcome. Indeed, many employers help their
employees acquire those skills very quickly and are
investing in acquiring those skills. Where those skills
are not in place, then clearly those businesses will
suVer as a result. Communication skills are more
than just language. Communication skills are about
the ability to work with other people within
business; they are about the ability to be able to put
yourself in someone else’s shoes and the ability to
articulate what the needs of the customer are. It is
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those issues that industry wants addressed. That is
not really an issue around where the workforce is
coming from.

Q352 Philip Davies: What is wrong with one and a
quarter million 16–24-year-olds who are literally
sitting on their backsides doing absolutely nothing?
What is the problem with those people? Are they
unemployable or do they just not want to work in
your industry?
Mr Wisdom: I will give you one example why some
of those people are not finding work in our industry.
If you want to work in a commercial kitchen, there
are some fundamental things you need to have. You
need to have some communication skills, you need
to have a basic food hygiene certificate, you need to
have a health and safety certificate. If you look at
how those people are being prepared to work by
Jobcentre Plus or whatever, you will find none of
those things being given. If someone had come to me
when I was running a restaurant chain a few years
ago, unemployed, with those things in their hands
and said, “Give me a job” I would have given them
a job.

Q353 Chairman: If I arrived here from Lithuania I
would not have any of those things.
Mr Wisdom: No, you would not and most of our
employers would then train people to do it. But if the
individual is not self-motivated enough to go out
and find those things—which I think is probably the
point Bob will make in a minute—that is the key
diVerence. Someone coming in from Lithuania is
very driven to get that training.

Supplementary memorandum submitted by the British Beer Pub Association

Further to my evidence to the Select Committee on Culture Media and Sport on 8 January, as requested,
I enclose details of statistics covering the numbers of public houses over the last 30 years.

In line with your questions I have induded statistics that cover the number of managed and tenanted
properties from both the brewers and independent pub companies. Further to this I have included
information on the number of free houses. Despite industry and Government department’s working
together, there is a severe lack of long term reliable data before 1997. As such, I have included full
information post 1997, and best estimates over the period prior.

Aggregated Information for the Number of Managed and Tenanted Houses

Year Managed Tenanted Total

1977 14,500 36,300 50,800
1982 13,300 34,600 47,900
1988 12,900 32,300 45,200
1992 14,900 27,200 42,100
1997 15,000 25,800 40,800
2002 12,100 29,600 41,700
2006 9,000 30,800 39,800

Source: BBPA.

Q354 Mr Evans: This is quite damning, is it not?
Mr Hayward: Yes, it is.
Mr Cotton: I would go back to the point that we are
working with the Work & Pensions Department to
give an opportunity to 15,000 youngsters on the east
side of London, to try to get some of these 16, 18,
20-year-olds into job experience by giving them
28 days’ experience. We find that the biggest
problem is the motivation issue. People have to want
to turn up every day to do the job. Secondly, we have
to look at the benefits system at the bottom end of
the market. A guy coming here with his family from
central Europe is strongly motivated to want to
improve himself or maybe send money home. He is
highly motivated to do something. The local people,
we find, do not have the motivation to turn up each
day and, quite frankly, once they have worked more
than 15 hours a week their benefits start to be
removed, so there is no motivation to work more
than 15 hours. Against that there is the migrant
labour. Those are the two key issues. It is this
motivation issue. I agree with Brian: in the long term
we have to find a way that motivates those people to
get involved, to get engaged in work. That is a
challenge for us all. But if you are an employer with a
very keen person from Poland who is bright, smiling,
wants to work, turns up every day and will work 45
or 50 hours a week set against a person who turns up
one day, does not turn up the next day, is not really
interested, it is a no-brainer. That is the challenge.
That is the challenge for you as well as ourselves.
Chairman: That could lead on to an entire day’s
debate on welfare reform but I think we should
probably end it there. Thank you very much.
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Number of Free Houses in the United Kingdom and their proportion of the Public House Estate

Year Free Houses % of Total Public
Houses

1980 20,000 29.0%
1985 20,000 30.0%
1990 20,000 31.5%
1995 20,000 32.8%
1997 19,800 32.7%
1998 19,600 32.0%
1999 19,400 32.1%
2000 19,200 28.7%
2001 19,000 30.8%
2002 18,800 31.1%
2003 18,600 30.5%
2004 18,400 31.3%
2005 18,200 31.1%
2006 17,700 30.8%

Source: BBPA, Home
OYce, DCMS.
Notes for this data:
The data includes some hotels which are
operated with a full license and owned by
the brewery or independent pub company.

January 2008

Witness: Mr Stephen Dowd, Chief Executive, UKinbound, gave evidence.

Chairman: I would like to welcome Stephen Dowd,
the Chief Executive of UKinbound, and invite Mike
Hall to start.

Q355 Mr Hall: Good afternoon. In some of the
information that has been provided to the
Committee we see that inbound tourism is
outstripping domestic tourism. The latest figures for
2005–06 show real growth whereas in the seven years
previous to that the inbound tourism market was
virtually static. What is the reason for that?
Mr Dowd: I think this was really a rebound from the
period 2000–01, where we had the foot and mouth
epidemic, followed by the 9/11 event, so you saw
immediate growth from there onwards. The period
2005–06 was pretty much the peak of that recovery.
We had quite a bright start to 2007 but the second
half has been much more diYcult and we are now
looking at a much more diYcult situation.

Q356 Mr Hall: You have almost anticipated my
second question. Do you have any more up-to-date
figures for 2007?
Mr Dowd: The latest IPS figures that came out for
October showed that the three months prior to that
were about 1% down on the previous year. Looking
at the whole figures now, we estimate that this year
we are looking at a drop of about 400,000 long-haul
visitors for this year, with a small gain of about
100,000 extra short-haul visitors from Europe; so,
net, about 300,000 less, which is about a 4% drop in
the total numbers.

Q357 Mr Hall: What do you think the reason for
that is?

Mr Dowd: There are many reasons for that, I am
afraid. First of all, the value of sterling against the
dollar is vitally important. For most of last year it
was over two dollars to the pound and this severely
curtailed the North American market, which is our
largest single market, but those countries where the
currency is linked to the US dollar also suVered quite
badly. That is why the long-haul markets have been
particularly hard hit. Secondly, there was a doubling
of air passenger duty in February this year.
Particularly for long-haul flights, where it has now
gone up to £40 per passenger, we have found that has
had a great impact on long–haul travel. Initially the
impact was not too great but we have seen it increase
as the year has gone on, with other factors coming
into eVect. Also, we had the credit crunch –which
you all know about. That has damaged the North
American market significantly, where consumer
confidence is at a 30-year low. When Americans are
nervous about their finances, they do not travel. Add
to that the fact that it is an election year, which also
impacts on what is happening in the next 12 months,
we think that is going to curtail things as well. That
is part of the reason why the second half of this year
has not been so good and why we think that 2008 is
also going to be a very diYcult year.

Q358 Mr Hall: Will there be some compensation
from the fact that the pound is weaker against the
euro?
Mr Dowd: Absolutely. Yes, the same trend that we
have seen this year will continue into next year.
There is some hope that the euro will continue to
appreciate against the pound next year and that
should bring more European visitors. The problem
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we have is that the average short-haul visitor spends
less than half the amount of money here than one
long-haul passenger spends. If we are losing 300,000
long-haul passengers and we are gaining 100,000
short-haul passengers, we end up with a net revenue
reduction.

Q359 Mr Hall: In terms of controlling the variables,
that is quite diYcult, is it not?
Mr Dowd: Yes. Most of these are way beyond
anything we can do as an industry to influence. All
we can do is to try to oVer our products at the best
possible prices. That is what we have been doing for
a number of years. As you have probably seen, there
has been quite a bit of consolidation going on.
Businesses have worked very hard to strip out all
extraneous costs and to reduce their margins to
make sure they can still attract visitors here. That
has become increasingly diYcult.

Q360 Mr Hall: A very significant part of the
business, from evidence we heard earlier in this
session, is that of business tourism—the high end,
the very high value business. The UK seems to do
very well out of that and we heard evidence earlier
about the UK being a magnet. Is there anything
further we can do to safeguard and grow that
business?
Mr Dowd: That is a good question. I think most of
those are beyond our control. Businesspeople will
travel if they are required to. As a downturn in the
financial markets for 2008 seems likely, the chances
are we will see less business travellers. Companies
who are under pressure will also limit the amount of
travel their employees can make. I think we are
going to have a much more diYcult scenario for
2008.

Q361 Mr Hall: When we have seen the growth for
2005 and 2006, is there anybody who should take
credit for that?
Mr Dowd: VisitBritain, our national tourist board,
has done a very good job on our international
marketing and we do support their eVorts fully.
They have done well, particularly, in dealing with
crises. As you probably know, I am a member of the
Tourism Industry Emergency Response Group and
we have worked very hard to ensure that our
response to each crisis as it has come up has been
dealt with in the best possible way. We have used the
intelligence that VisitBritain has gathered in markets
around the world to make sure that our response was
appropriate and we have got pretty good at this over
the years. We have had to. Having that available and
using the press and using the media to put out
positive messages about the United Kingdom, has
helped enormously to restore confidence in the UK
as a destination and to attract people to come here.
I think you heard Bob Cotton earlier allude to the
rebound eVect on cities that have been devastated by
terrorist activities. People want to support you if
they possibly can.

Q362 Mr Evans: If cheap airlines did not exist, do
you think the people who float around the sunnier
climes of Europe would holiday in Britain?
Mr Dowd: Probably not. The trends have always
been that UK citizens would prefer to travel abroad.
I think the low-cost carriers when they were set up
were really answering that demand from the UK
citizens, which is why the UK is the European leader
in low-cost carriers and most of them are based here.
With the model that they have, the point-to-point
flights, the model is that they will market to their
home market first, because that is the easy one to get,
and they will then take people abroad. In recent
years we have seen that we are reaching saturation
point through many of the airports on many of these
routes, so these airlines are now marketing to their
target destinations as well to fill the aircraft and
make sure they continue to grow the business. That
has benefited us by bringing inbound visitors from
those cities. Some of them are cities you would not
expect to generate business for the UK because
many of the visitors have probably have never even
heard of the UK’s regions or know nothing about
the cities they will be flying into, if they are flying into
LeedsBradford or Manchester. A net benefit, I
think, is starting to show for the UK in our sector.

Q363 Mr Evans: That is a good point: do you think
some of the airports they do fly from, particularly in
the Midlands and the north west and east of
England, ought to be doing a lot more—maybe
through the Regional Development Agencies, the
local authorities—to sell those areas as tourist
destinations for people in Spain, Portugal and the
various other places that people go to?
Mr Dowd: I think there is a move afoot now, in that
people are recognising that these direct links are
important and they are establishing them. The
trouble we have with the Regional Development
Agencies is that they all do things in diVerent ways.
It is quite confusing for perhaps some of the
destinations to know how to work with them to
market the places. I would like to see some more
clarity in that if we could. Overall, I think it is great
that we are raising awareness of the regions of
England and Scotland and Wales to these
destinations. It can only be beneficial in the future.

Q364 Mr Evans: Mike mentioned business travel,
which is important, but all inbound tourism has to
be useful. A lot of visitors will come through
Heathrow. What is your opinion of Heathrow? How
bad is it?
Mr Dowd: How bad is it? Sadly, I believe that
Heathrow as it is today is a national disgrace and
Gatwick is, frankly, not much better. However, I do
think it is very unfair to blame the current
management of those airports, Ferrovial, entirely
for this. While normally in favour of private
enterprise, as you would imagine, I do believe our
national airports are strategic national assets and
perhaps they should never have been privatised in
the first place. What is worse is that, as a private
company, BAA spent, I believe, a number of years
fattening themselves up for sale and focused too
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much on the profitable retail elements of airports
and not enough on customer service and the comfort
of the people using the airports. I think Ferrovial
have been sold a pup and are now unable or
unwilling to invest the money that is necessary to
bring the airport up to the standard that we should
expect. I think we need to go back to basics as far as
airports are concerned, in that we should have
looked for safe, inexpensive, quick, eYcient and
comfortable transit of passengers. That should have
been the priority here. Plentiful clean and working
toilets are essential. Comfortable waiting areas are
important. The ability to get a meal and maybe
something to drink would be good, but luxury
shopping malls are completely superfluous and
should have nothing to do with the running of an
airport.

Q365 Mr Evans: Do you think BAA should be split
up? Should Heathrow be separate from Gatwick?
Would that lead to an improvement for the
customer?
Mr Dowd: Whether BAA should be split up or not
is, I think, frankly, irrelevant. What is more
important is whether our national interest is being
best served by a company that is driven by profit
from retail activity? Whether it should be split up or
sold or whatever, I think we should perhaps think
more in terms of “What are we looking for here?”
Maybe we should have somebody to operate just the
security, handling/transit of passengers, air
operations and the estates and then somebody else
who runs maybe the retail side of it. That might be a
better model to get what we need, which is to look
after our passengers more eVectively.

Q366 Mr Evans: Schiphol Airport is clearly doing
things right: they do not have the same problems
there; they certainly do not have the same
reputation. Charles de Gaulle used to have a bad
reputation, now it is a lot better. Frankfurt has a
good reputation. It seems as if we are losing out a lot
on transit customers coming through the UK—
indeed, then people get a taster and want to come
back. Security seems to have been a bugbear of the
airports over the past two years. Do you think there
is any justification for the way in which the customer
has been treated during the two-year period?
Mr Dowd: Not at all. I think it is totally inexplicable.
When we had the problems two years ago at
Heathrow, we were assured that they were going to
employ more security staV, and it was going to take
six months to recruit and train them and thereafter
we would be fully manned, and yet I go through
Heathrow and Gatwick fairly regularly and I still see
lots of very expensive machines for scanning
passengers which are idle while there are long
queues. Frankly, I am appalled that it is allowed to
continue.
Mr Evans: Thank you.

Q367 Chairman: Could I ask you now about another
aspect of international comparison: the cost of visas.
We have received evidence that, because of the

significant increase in the cost of visas, Britain is
being left oV the schedule for those doing a tour of
Europe. How significant a problem is it?
Mr Dowd: It is a big problem, particularly in the
developing market in which we have to invest for the
future. The growth of international travel is in
developing markets such as India and China, and
over the last two years we have seen a doubling of the
price of a visa. It is now £63 for a visa. That simply
does not compare very well with the rest of Europe.
You can get a Schengen visa—and from 1 January
this year there are now 21 countries that you can go
to with one visa—which costs, on average, 40 euros.
We are double the price at least of that. We need to
look at that very carefully to make sure we are not
putting additional barriers in the way of people
choosing the UK as a destination of choice.

Q368 Chairman: Do you see any sign of the Home
OYce listening to that argument?
Mr Dowd: Not really at this time. UKvisas has just
been absorbed into the Borders and Immigration
Agency. We had made some good headway with
them in explaining the diVerence between migrants
and tourists but I am concerned now, with BIA
taking over. Their focus is very much on controlling
migration and I think there are some fundamental
diVerences. I would want to say straight up that we
certainly do not support unrestrained immigration
and we support the current method of risk
assessment for potential visitors from citizens of
those countries where the Foreign and
Commonwealth OYce has concerns. We fully
support that. We have a problem with the way the
cost of those visas and that risk assessment is
allocated. The Home OYce and BIA simply have
not grasped the diVerences between a migrant and a
tourist. As a guideline, I would use the rule of thumb
“Who benefits?” If somebody is coming to the UK
to live, to work, to get married or to have an
education, they will gain some substantial benefit
from that. It may well be economic benefit, but they
will gain substantial benefit. If a tourist comes here
who has already passed through the system and is
deemed to be a genuine tourist, they spend their hard
earned foreign currency here, we benefit from export
earnings and then they return home. If they are
deemed to be an acceptable risk, we should treat
them diVerently simply because we benefit more
than they do. I think that is where the balance has
got a bit lost.

Q369 Chairman: Given that a large amount of our
immigration control is at the border, is it realistic to
suggest that you could have a very short four week
visa at low cost which it would be easy to obtain?
Would that not present an opportunity for those
people to come in and then not leave again?
Mr Dowd: I have served on the UKvisas Tourist
Visa Taskforce for the last two years and we have
tried to get something like that put in place. The
problem they are having is that the cost of risk
assessing potential visitors is very high and they are
bound by a Treasury rule which says that they must
recover all the cost of their operations from the visa
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fees they charge. That is why the visa fees have risen
so dramatically in the last couple of years. Until we
break that rule, I do not think that is going to
happen because, whether somebody is coming for 30
days or 60 days or six months on their visa, the cost
of the risk assessment is exactly the same. We must
break that Treasury stipulation of full cost recovery
and think about a graded approach so that genuine
tourists have a much more reasonable price. If that
means putting up the cost for those who wish to
come and live here and work and gain economic
benefit, then we would be all in favour of that.

Q370 Chairman: You have been critical of the Home
OYce and the Treasury. Can I turn now to DCMS,
which you said, in October, had “completely lost the
plot” in relation to the funding settlement for
VisitBritain. Could you perhaps expand a little on
why you think VisitBritain deserves to receive rather
more than DCMS proposes to give it?
Mr Dowd: First of all, regarding me being critical, I
have to say to you now that I am normally a very
positive person and I am happy to give credit where
it is due. It gives me no pleasure to be critical of any
of these government departments or, indeed,
DCMS. I just wish there was more from DCMS that
I could applaud or commend. Sadly, DCMS has
given tourism, and specifically inbound tourism,
little if anything to be happy about during my tenure
in this role. Most of my criticism has echoed what
was said by the last CMS Select Committee Report
in 2004 and, frankly, little has changed. At that time,
that Report said that the attitude of DCMS was a
laissez faire attitude. That was probably right at the
time but things have become a bit worse since then.
I would, however, point out that I did congratulate
James Purnell on his handling of the flooding
problems last summer: he was genuinely engaged; he
acted promptly to ensure that tourism was
considered very early. I would welcome more
opportunities to be more positive. You then asked
me about VisitBritain. VisitBritain’s funding this
year was, I think, a dreadful mistake. It really is not
good enough for the national tourist board, which
by international standards is modestly funded, to
have their funding cut just as we come to the lead up
to the Olympics in 2012. Global competition is now
more fierce than ever before, and, if we are going to
be successful, and if we want to have a real inbound
tourism industry, we have to have destination
marketing. That is not something that the industry
can do for itself. Quite simply, they are
predominantly small businesses, and it is impractical
and unrealistic to accept that they could do
destination marketing themselves. It has to be done
by a central national body and that is what
VisitBritain is. These savage cuts mean that we will
be facing less marketing from VisitBritain to the
international markets over the next three years. It is
not just the staV in London. One of the things
DCMS seem to think we can do without is the
international oYces, yet we feel they are absolutely
vital to what VisitBritain does. They provide a local
contact point for the people who are out there selling
Britain to those countries. They can give them

intelligence on what is going on. They could help
with strategic marketing and tactical marketing in
those particular areas. To lose that would be a fatal
mistake. I would again refer back to the TIER
Group: we would not have been able to respond to
the terrorist atrocities that took place in London if
we had not had those oYces around the world who
were able to feed back to us how Britain was
perceived and thought about in those countries
during that diYcult time. It was absolutely crucial.

Q371 Chairman: VisitBritain are going to have to
make cuts in some areas. In which areas should they
make cuts?
Mr Dowd: First of all, could I make an observation.
I am worried why this review that VisitBritain has
been asked to conduct has come about following the
announcement of the Comprehensive Spending
Review. I understand that VisitBritain submitted
their CSR bid over a year ago and I just wonder, if
that bid was so out of step with what DCMS thought
they should be doing, why did they not ask for that
review then, so that it could have been completed
long before the CSR announcements were made? It
strikes me that, now the money has been divvied up,
they are looking for something to give a patina of
legitimacy to that cut. That is what worries me about
the review. I have received assurances from the
Chairman of VisitBritain that there will be an
independent review. I hope that it comes to the
conclusion that we need more money for
VisitBritain, not less. As to what they should do, I
think it is really quite simple: they are going to have
to go back to basics as well. Destination marketing,
both above the line and below the line marketing,
should be their priority, as well as maintaining on-
territory representation. If that means they have to
cut some non core activities, then that is what they
are going to have to do. The hotel quality assurance
scheme dealing with the star rating system is
something they could move out to private hands or
to another body. Maybe that is something that
should be elsewhere. Maybe the RDAs could take
it over.
Chairman: Thank you.

Q372 Philip Davies: Your view that DCMS has
completely lost the plot is obviously shared by your
members, because the poll we did recently found
that 14% felt that DCMS should retain
responsibility for tourism and 44% thought it should
be moved to another department. To which other
department should it be moved?
Mr Dowd: The final bit of that survey probably
answers that, which is that 42% believed that it
would make no diVerence where it went because of
the low esteem in which tourism is held.

Q373 Philip Davies: So every government
department has lost the plot, has it?
Mr Dowd: No, no, not at all. You are putting words
into my mouth. I am saying that, if it is moved, then
we have to start the education process immediately,
from day one, with a new department. At least
DCMS has some basic understanding of what
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tourism is about. That is of some benefit. Moving to
another department I do not think is the answer. I
think the answer is getting the oYcials within
DCMS, and a dedicated tourism minister who will
spend the whole of his or her time dealing with
tourism and not the many other issues that currently
are dealt with by the Minister.

Q374 Philip Davies: In a number of diVerent
inquiries we have done on all sorts of subjects, one
theme that we come across time and again is that
people do not think that DCMS has any particular
clout in government; that it may well be sympathetic
to various diVerent interests and industries but it
does not have the clout within government. Is that
what you feel, that it might be sympathetic to
tourism but it does not have the clout? Or do you just
think it is not sympathetic to tourism at all?
Mr Dowd: I have to conclude that I think there is a
lack of understanding or a will to understand
tourism in DCMS. They are very much focused on

culture and media. I think they feel those are much
more interesting topics for their time and eVort than
tourism Perhaps I could give you an example. For us
one of the worst times was in February 2005, when
the Home OYce and UKvisas announced that visa
prices were being increased by about 85% overnight.
There had been no prior consultation with the
tourism industry or even communication of their
intentions to the tourism industry. We only found
out about it through press releases, so we thought we
would turn to DCMS and find out what was going
on, only to learn that they had found out about it
through the same press releases. If DCMS does not
understand what is happening with UK visa prices,
which is a matter fundamental to tourism, then we
wonder what else is going on. I had a letter from
Richard Caborn, 12 months before that increase, in
which he promised to raise the matter of the price of
visas with the Home OYce, and yet they still did not
deem it necessary even to inform DCMS in advance.
Chairman: On that note, may I thank you very
much.
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Memorandum submitted by Travelodge

Introduction

Travelodge is the UK’s leading budget hotel. We have 300 hotels across Britain providing 18,000 quality
and aVordable hotels rooms to over 6 million customers a year. We employ over 4,000 employees and make
it the mission of our company to lower the price of hotels everyday.

In 1995, one in five people stayed in hotels today it is one in three. We want everyone to be able to aVord
to stay in a hotel, which means making prices more aVordable and better value. Today we sell rooms at £15.

Challenges and Opportunities

Inbound tourism is now showing significant growth. Despite suVering from the EU’s third highest rate
of VAT on tourism services, the sector is experiencing a renaissance with 2005 a record year for inbound
tourism. Visitors to the UK grew 9% with spending up 8% promoting the UK to fifth in the international
table of tourism earnings. Our view is that this is accomplished despite and not because of government
policy. VisitBritain stated that in 2007 it had recovered to reach the same level of performance before 9/11.
In reality we have lost six years of growth and this should be reflected, but isn’t, in the support tourism
receives from Government

Domestic tourism continues to under-perform and has been failing to grow over the last five years.
Competition from foreign locations made accessible by cheap air travel has undermined the industry
significantly. Without the investment that comes with growth, traditional domestic resorts have struggled
to keep up with visitor expectations.

The Government’s policies on aviation—expansion of airports, no VAT on flights or duty on fuel come
at the expense of domestic tourism. As the UK is a net exporter of visitors—for every 2 overseas visitors, 5
UK residents travel abroad—the industry exports £18 billion more leisure income a year than it attracts.
The tourism deficit can be traced back to 1997—the year Labour came to power and the rise of the budget
airlines. If short haul aviation continues to grow at the current rate the UK’s tourism deficit will be £25
billion by 2020. That is the equivalent of 530,000 lost jobs.

A small reduction in the amount of outbound flights and greater government investment in domestic
tourism has the potential to divert billions of leisure spend back into the domestic economy and revive
traditional resorts and destinations. We invested £30 million lately in seaside properties as we predict a
recovery in domestic tourism too, not least because environmentally aware consumers are looking for leisure
choices not dependent on air travel.

Effectiveness of DCMS and its Bodies

Quite simply, we feel VisitBritian and Visit London both do very professional and eVective jobs despite
a lack of resources, policy support and political leadership.

DCMS has little interest in tourism. Broadcasting and arts appear to be seen as more glamorous than
tourism and as a result the industry suVers from government indiVerence. All the while new jobs and new
investment are being lost.

DCMS’s policy interest in the industry is appallingly low. Its long-term strategies for tourism fail to
address the critical issues of investment in overseas marketing, planning for quicker development, skills and
less regulation.

The structure of the industry is adequate per se. However, on top of additional resources VisitBritain and
Visit London should be given more autonomy to decide strategy and the private sector should have more
regular input also.
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The real structural failure is in leadership. The absence of a senior, full time Tourism Minister is impeding
its full development. How can tourism argue its case at a Cabinet level if it isn’t represented by a powerful
minister? That is why aviation and local government policy take priority over tourism. This needs to change
as does its location within DCMS. Tourism is a business that accounts for 5% of GDP. It should be in the
Trade Ministry.

Funding and Structure of Tourism

The tourism industry has repeatedly said to Government that its lack of serious funding is a scandal.
Tourism is the least funded part of DCMS with VisitBritain currently operating on the same budget it had
10 years ago. Compare that to the rest of the world.

The World Economic Forum ranks the UK 10th out of 124 countries for its tourism competitiveness but
35th for government prioritisation of tourism and 67th in terms of Government expenditure. We are the
fifth most visited destination in the world, but spend less on marketing in the USA (our most important
market) than Aruba or India.

The industry generates a £44 return for every £1 of government money invested in overseas marketing yet
there is no evidence that tourism is on the Government’s agenda at all.

If DCMS cuts VisitBritain’s funding by 7%—which it is threatening to do—and inflation averages 3%
over the next four years, by the time of the London Olympics, the Government will have cut VisitBritain’s
budget by almost 45% in real terms. To do this to a body that directly generates over £1 billion for the UK
economy from its campaigns and whose activities provide full time jobs over 20,000 people is one thing.

To do it to a very successful international marketing body in the lead-up to an Olympic Games is quite
another.

Considering the rate of return on tourism investment, the case for increased budgets for VisitBritain and
Visit London is compelling and requires immediate action. How much they should receive needs to be
decided in context with a revised long term strategy for tourism.

Current Tax Regime and Bed Tax

Recent decisions by the Conservatives and Liberal Democrats to initiate policy reviews into tourism
demonstrates a renewal of interest in the industry. Yet the Government remains indiVerent to its potential.

Travelodge led the industry’s severe opposition to Sir Michael Lyon’s proposed levy on accommodation
sales or a “bed tax” as an instrument of local authority funding. This also illustrates the industry’s new found
appetite to fight its corner.

Britain is already one of the most expensive tourist destinations in Europe without the disincentive of a
tax that was dropped in both Italy and the Balearics recently. Our research revealed that a family of four
on a week’s break would spend an average £100 more on accommodation costs with a 10% bed tax levied.
The loss of trade estimated from this scenario would be £1.2 billion and jeopardize 32,000 jobs. Britain is
already a highly priced destination. Why should tourists and consumers be penalised for a failure in local
government finances?

The current high level of VAT that visitors must pay clearly puts the UK at a considerable competitive
disadvantage to other leading destinations and goes further way to explaining why outbound visitor
expenditure has doubled from £16 billion to £32 billion per annum over the last 10 years while inbound
visitor expenditure has only increased by 15% to £14 billion.

Environmentally Friendly Forms of Tourism

A recent “Green Holiday Survey” conducted by Travelodge identified that the British public is preparing
to sacrifice 14 million trips or 176 million nights abroad by flying less in order to do their bit to fight global
warming.1 On top of that nearly nine out of ten consumers (87%) felt tourism companies and hotels have a
responsibility to operate in a way that protects the environment. This is a compelling case for a greener form
of tourism and tourism must rise to the challenge better than it has done to date.

By 2012 we aim to cut our carbon footprint by 55,000 tonnes—or 20%. We are piloting wind turbines on
hotels, water and waste reduction schemes and more energy eYciency hotel rooms. We are also looking at
developing the first carbon neutral eco-lodge that is renewable powered and built from sustainable material.
I promise our 6 million customers that they can look forward to greener and cheaper hotel rooms in the
future.

Interestingly, the research also reveals that 68% of consumers would be give up visits abroad if British
breaks were cheaper and more than half (53%) believe British tourism is improving. This is very
encouraging.

1 Source: Overseas Travel & Tourism Report, 2005 figures by ONS.
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Maximum Benefit from London 2012 Games

The 2012 London Olympic Games is a once in a lifetime opportunity for the industry yet the national
Olympic debate is dogged by accusations of financial incompetence. For the record, it is our opinion that
2012 is still worth supporting and will produce value for money for UK PLC.

The 2000 Sydney Games generated 2.5 times its costs in legacy benefits.

Equally, 2012 can be the catalyst for another level of growth in the sector, even greater than the £1.4 and
£2 billion legacy forecast by Tessa Jowell but only if Government comes to the party quickly with serious
and credible spending plans and policies.

The warning we sound to Government is that an Olympic economic legacy is not automatic, as other host
cities have discovered. At this stage Government has published no tourism strategy, announced no
additional expenditure and failed to show any political leadership.

We are calling for a clearer marketing structure, early planning for overseas marketing campaigns, a one
oV increase to VisitBritain and Visit London’s budgets of £25 million each, additional powers devolved to
the Mayor to oversee planning decisions on accommodation and a full-time Tourism Minister.

The Games can open London and the UK up to potentially lucrative markets in China, India and Russia
just as the World Cup did for Germany. The Olympics could underwrite sustained growth in the sector for
the decade between 2008 and 2018, at which point I believe it will be the UK’s third largest industry.

As an indication of our confidence in the Games, Travelodge has this week announced a £140 million
investment in 20 new London hotels to make us London’s largest hotelier by 2012.

As a supporter of British Tourism I believe there is much more to the industry than it currently gets credit
for. I write to you in the hope that you will give the industry a fair hearing and pressure the current
Government into adopting some of the recommendations we are making to deliver future economic growth.

DiVerent to nearly all other sectors in the economy, the tourism product stays in this country. It cannot be
transferred overseas like other jobs underlining that tourism is here for the long term and should be treated
accordingly by whoever is in Government.

March 2007

Witnesses: Mr Grant Hearn, Chief Executive, and Mr Greg Dawson, Director of Communications,
Travelodge, gave evidence.

Chairman: Good morning. In the first half of this
morning’s session we are continuing to take evidence
in the Committee’s inquiry on tourism and I should,
therefore, like to welcome Grant Hearn, the Chief
Executive of Travelodge, and Greg Dawson, the
Director of Communications. Adrian Sanders is
going to start.

Q375 Mr Sanders: Good morning. Previous
witnesses have been telling the Committee about the
underperformance of tourism in the UK, yet your
company claims it is opening a new hotel every eight
days. What state do you think the industry is
actually in?
Mr Hearn: Firstly, may I say thank you very much
for giving us this opportunity. We do appreciate, as
a private company, being given the opportunity to
speak today. I can well understand that often the
point put to our industry is, “Why do you need extra
help? There is nothing broken here. You are
growing”, et cetera et cetera. Our view is that
actually it is a combination of two things. One is that
there is a great opportunity which is being missed
here in terms of optimising the potential of tourism
in the UK, but also, if we do not address some of the
problems which are building up for us, which clearly
comes across in a going-on £20 billion balance of
trade deficit in tourism, then we are going to have an
industry which is broken and does have serious
problems. Certainly, as you quite rightly point out,
we are growing very quickly throughout the UK,
and we believe that will continue for some time to

come, but what we are concerned about is that we
think that the industry could be growing even more
quickly and that others than ourselves could actually
benefit from the industry in terms of its growth. We
think, first of all, that the starting point should be to
understand the size of the market and the potential
that it could have. That kind of information does not
really exist at the moment. We have recently
commissioned our own report, which we would be
very happy to supply to you, which set out to
establish how many hotels rooms there are in the
UK hotel industry, a basic point which you would
have thought existed but does not, and then to do
some projections on what growth could look like
just for the hotel industry. We think that it is
important to look at the size of the industry, the size
the industry could progress to, and we think that
these things are urgent and important now. We think
that the fact that you have this inquiry at this time
is excellent timing, because the Olympics is clearly a
once-in-a-lifetime opportunity to create a greater
tourism legacy for this country than ever before.
With the Budget coming up in March, et cetera, we
think that the timing is urgent to actually see what
tourism could provide for the UK in terms of the
future economy. Whether it is fifth or seventh at the
moment, we strongly believe it could be in second or
third place as far as contributing to the UK
economy.

Q376 Mr Sanders: The British Hospitality
Association told us that big brand hotels like
yourselves are acquiring a greater market share at
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the expense of independent hotels. What do you
think is the impact of this on the customer or on local
economies?
Mr Hearn: There are two parts to your question.
Firstly, there is not great evidence that says when
Travelodge goes into a local community other
rooms close as a result of it. In fact, there is evidence
that things do improve. I think there is pressure on
smaller companies, smaller businesses, as there is
throughout, in terms of costs—the cost of
investment on things such as health and safety, the
provision of disability, all these things are putting
extra pressure on small businesses—and I am sure
that those are some of the reasons that they are
having trouble coping, but I think actually our
understanding is that we bring more money into the
local economy. From our research people spend
£254 in the local economy on a variety of diVerent
aspects when they are staying in the Travelodge. The
majority of that money will definitely be staying
locally and the money, obviously, that they spend
with us is generally staying in the local economy, so
I think the evidence is that we are good for the local
economy. If there are businesses which are
struggling to provide good value, we make no
apology for putting pressure on them. I think that
part of the problem that we have had as an industry
is the perception that we oVer poor value for money,
and, clearly, one of the things we have been trying to
do through our strategy, our core purpose of making
hotels available to everyone, is to change that
perception, to have more lower income families
staying in hotels, to broaden what tourism is today,
and that is something we have been focused on and
have been quite successful at.

Q377 Mr Sanders: If you add value to a local
economy, why is it that people in local economies,
particularly local hoteliers, so fear a Travelodge
opening in their area?
Mr Hearn: I think that undoubtedly we will put
pressure on and bring a competitive element to the
local business. What I am saying is that, as far as I
am aware, there is no direct evidence, and
anecdotally I have certainly heard evidence that says
that we do not end up closing down other rooms. I
think there is an element of that happening anyway.
The pressure we bring to bear by oVering the value
that we do makes people think twice, and our
product, what we are oVering, is obviously very
appealing to the consumer because of the growth we
are enjoying.

Q378 Mr Sanders: Do you always build new, or do
you ever take over an existing hotel?
Mr Hearn: The majority is new build. We take over
about 500 rooms a year of existing hotels. They are
not the easiest for us to convert. It is easier for us to
convert oYce blocks than it is old hotels. Part of the
issue with old hotels (and I have run a range of hotels
in my career) is that, generally, a lot of hotel rooms
were built during the 1960s in this country when
governments allowed £1,000 per room built grant, so
we ended up with very small rooms in this country
which are now too small for the budget brands,

believe it or not. The fact that some people may
consider it quaint that the floorboards creak and the
plumbing is not very good is not to everybody’s
taste, and obviously those sorts of things are quite
expensive for us to fix rather than actually put them
in new. So, we do take over and convert some hotels,
but the majority are greenfield, brownfield or oYce
conversions.
Mr Dawson: That is around three to five hotels out
of 40 a year we have taken over.

Q379 Mr Sanders: We have heard as a committee
that a number of seaside resorts say that they are
struggling, yet you are investing quite a lot of money
in seaside properties and you predict a recovery of
domestic tourism? What grounds do you have for
that optimism?
Mr Hearn: If I might ask Greg.
Mr Dawson: First of all, the evidence is that our
seaside hotels were up 7% year on year last year
during the summer, despite the weather, and the
weather does actually have an impact on those
numbers, so we can see there is a real demand for it.
We have around 10 seaside hotels currently. We
expect to double that in the next two to three years,
which is an investment of about 50 million in the
seaside resorts. The environment, as you guys well
know, is a major issue for every industry, but
tourism is exactly the same. 27% of our customers
are considering giving up flights this year because of
the impact on the UK’s carbon footprint. Because
there is a propensity to take holidays in the summer
period, the seaside is a natural place for people to
head to. I think also, if you have a look, last year
British beaches were awarded more Blue Flags than
ever before as well, so the beaches and the water are
getting cleaner. The transport and infrastructure is
getting better—the London to Brighton rail link, for
example, is very good for us—so we believe there is
a real opportunity to invest, and what we are saying
is that if there are grants supplied by government to
invest and regenerate, if DCMS would take a bird’s
eye view of these things and actually look at the
development of these towns, the development of
transport, looking at opportunities for planning,
there are a lot of Victorian hotels that perhaps
should return back to residential, and looking at
those sort of planning policies, we think there is
great opportunity to regenerate the whole area. It is
also bringing other businesses to invest in that area
too.

Q380 Mr Sanders: One final question. There is a fear
in seaside resorts that the existing mix of hotel
ownership tends to be locally owned and, therefore,
the profit, or surplus, that they make over the year is
reinvested in that area. With the brands coming in
and taking over shops, chain stores, taking over
supermarkets, taking over restaurants, pubs and
now hotels, less of the profit that is made in that area
stays in that area. How would you address that?
Mr Hearn: I think it depends on the ownership
structure of the brand involved. A lot of what we are
seeing now is franchised brands coming into
particularly the UK from America and so on. The
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vast majority of the money from franchised brands,
by their very nature, is staying locally because they
are local operators who are using an international
brand.

Q381 Mr Sanders: You are not a franchise.
Mr Hearn: We are not a franchise. We lease our
properties, and we lease our properties significantly
from a vast number of diVerent developers and
owners, most of whom are local, small owners; so in
terms of how our account is made up, shall we say,
our two biggest expenses are rent and labour, both
of those, obviously, mostly staying local therefore.
Labour is our biggest cost, clearly—we are paying
that to local people. We are reinvesting in the hotels
themselves. A lot of that work is, again, done by
local people, so I think a lot of the money is
staying local.

Q382 Mr Sanders: What do you mean by “rent”?
Mr Hearn: In terms of the developers. As I said, a lot
of our developers are local developers.

Q383 Mr Sanders: You said at the beginning that the
rent goes locally. Do you mean the business rent?
Mr Hearn: Yes, I mean—

Q384 Mr Sanders: That goes to central government.
Mr Hearn: No, sorry, that—

Q385 Mr Sanders: What percentage of the people
employed in your hotels are foreign nationals?
Mr Hearn: Apart from the cities, the vast majority
are local.

Q386 Mr Sanders: Overall?
Mr Hearn: Yes, absolutely.

Q387 Mr Sanders: Overall, over 50% of the people
who work in your hotels, in Travelodge, are not
foreign nationals?
Mr Hearn: Correct. As a business—

Q388 Mr Sanders: That is odd, because the British
Hospitality Association claim that 60% of
everybody employed in tourism, not just you but in
tourism, are foreign nationals. Have you got some
sort of “only employ locals first” policy?
Mr Hearn: What I would say to you is two things.
Firstly, we do not necessarily always agree with the
views of the BHA, and we are quite vehement in our
disagreement in terms of their description of British
workers last week. I think it depends on where the
hotels are. I think the BHA were probably talking on
a national basis and, therefore—

Q389 Mr Sanders: But you are talking on a national
basis too.
Mr Hearn: I am, but what I am saying is that there
is a greater propensity of hotel rooms in London,
much more than our percentage of hotel rooms in
London. We have a lot of locations on the road-
sides, at the motorway service areas and other places
like that, and those are mostly local. I would say also
that I am a member of Ken Livingstone’s London

Skills and Employment Board. Travelodge was one
of the first companies to sign up with Local
Employment Partnerships. I am the Chair of the
London Employer Accord for all the industry and
we are very focused on providing jobs for local
people and particularly those with long-term
unemployed status. Yesterday I was speaking at a
conference on skills and jobs that the Prime Minister
attended. I think one of the great values that this
industry can have, if given the right support and
everything else, is to grow and provide jobs, because
one of the issues that we have got, particularly in a
city like London, is that there are very few entry-
level jobs available to people to get them on to the
escalator, to take them up the skills escalator to get
better and better jobs. We at Travelodge, and other
hotel companies, can provide that, and we are very
focused on that. We want 25% of our future
employees, as we open hotels round the country, to
come through local employment partnership
schemes with Jobcentre Plus, so we are very focused
on that. We believe in that strongly and as a
company we have an excellent record of people
coming in—. A lot of our managers started oV
cleaning rooms, or working on reception, or
working in Little Chef, when that was associated
with the business, so I think that is part of what we
believe is potentially an opportunity missed, the job
creation opportunity that we bring.

Q390 Adam Price: You referred just now to the
comments made by Bob Cotton of the BHA, who
describes local workers, as far as the hospitality
sector, as often being unemployable. You do not
agree with that, clearly, but is that a general view
away from the sector or is it just reflecting his own
personal position?
Mr Hearn: One of the things that we would say here
today is that we do not come here saying that the
tourism industry has got this right and we are just
being ignored by government. We think that we have
got to change as well, and we are certainly trying to
do our bit in order to encourage that. What we are
talking about here is that we want more engagement;
we want the opportunity to put our case more
strongly; we want to work with government to fully
exploit the opportunities that this industry has. A
poll in our trade magazine, The Caterer, following
Bob Cotton’s comments and my comments back to
him, indicated, yes, unfortunately there was a
number of people who felt the same way as him. I
think it is wrong. It is wrong to generalise, full stop,
and it is certainly wrong to generalise about British
workers in that way because, as I say, the majority
of ours in Travelodge are British and we think they
are fantastic.

Q391 Adam Price: A diVerent subject, and I do not
want to stray too much into another inquiry, but you
did mention the Olympics as a great opportunity for
the sector. You have expressed some concern that it
might turn out to be a missed opportunity.
Mr Hearn: Yes.
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Q392 Adam Price: You are quoted as describing
London 2012 like buying the shiniest, most fantastic
car and then being too mean to put the petrol in
potentially. Could you explain your fears?
Mr Hearn: That is one of my better sound-bites. One
of the things we did recently was put together a study
with the Tourism Alliance to look at what made a
successful Olympics and, without question, the
possibility of the four years prior to the Olympics
and the four years after the Olympics, if handled
well, are great opportunities for tourism, but the
actual year of the Olympics is questionable one way
or another because you lose as many as you gain, but
it is actually those key lead-up times. We get handed
over the baton this year; Beijing is this year and the
next Olympics is London. The strategy which came
out for the Olympics was short on content and
certainly short on inspiration and possibility and
seemed to feature mostly around an improved
grading scheme to try and get more hotels graded in
London, which I do not think actually is necessarily
going to improve the quality of what we have in
London at all, if that is what it is about to do, and
certainly should not be the cornerstone of what our
tourism policy for the Olympics is. I think there is a
lot more we should do working together to make
that happen. Typically, our report came out and
said, “We think actually that the possibility is
greater than the Government has said.” The
Government was talking about a two billion
possibility; we were saying it could be close to three.
The response to our report was, “The industry will
have to pull its socks up then”, which to me is not
encouraging us to engage and try and come up with
better proposals. To get a slap-down when we come
up and suggest there is a greater opportunity, I
think, is not helpful, so we have real concerns that
this fantastic opportunity we will not optimise
because not enough—whether it is in terms of
resource or planning—is being put into the tourism
legacy, shall we say.
Mr Dawson: Something that runs alongside that is
the emerging markets of India and China during this
period—the four years before and the four years
afterwards. The number of trips coming out of
China will double in the next ten years and they will
not naturally gravitate towards England. There is a
whole load of new markets out there, especially in
the far eastern field, and there is no guarantee they
are going to come to us, but there is a great
opportunity that we can invest in to get those people
over here.

Q393 Mr Evans: Looking at value for money, would
you say (Travelodge to one side) that people get
value for money out of the hotels in the UK,
particularly London, compared to Paris, Madrid,
New York?
Mr Hearn: Compared to those cities, I would say,
yes. I fully understand the perception, but what I
think really does not matter, it is the consumer
perception, and London is perceived to be
expensive. I think that, clearly, having been
responsible for running businesses such as Hiltons
and Marriotts and all sorts of others in the UK, there

are good reasons for that. London is very expensive
and it is mostly about the cost of property and the
services associated with that. What I think we need
to do (and I would say this, would I not) is to
introduce more of our type of hotels into London so
that there is a better balanced value proposition for
people. Because the property values have been so
high, developers have tended to develop four and
five-star hotels, so we have ended up with an
expensive city. Only in the last six or seven years has
our type of brand been able to aVord to come into
London and give that alternative. We have a lot of
stock in London, a lot of room stock, which really is
not of good enough quality, which is being sold to
backpackers or whatever, but, unfortunately, is part
of what gets us a bad reputation. If we are going to
talk about grading schemes, then we need to talk
about grading schemes that have got teeth and
actually start sorting that kind of thing out so that
we improve the overall value perception of London,
that we do oVer cheaper rooms, like ourselves, like a
number of the other brands of our ilk do, but also
that it is decent quality.
Mr Dawson: Also, when you look at most other
industries, because generally we need to focus on the
mass market, if we look at Tesco, Primark, Ryanair,
easyJet, all the brands out there at the moment, the
hotel industry is completely diVerent in that we are
dominated by four and five-stars and we do not have
a demographic to match that, hence why 40% of
people are not staying away at all in the UK and it
is only a third that are using budget hotels. So, we
need to turn that round, and if you look at the more
mature markets of France and the US, budget
branded is 33% in the US, France 24% and we are
running about 10%.
Mr Hearn: It is like an inverted pyramid. The
distribution of wealth in the country is like that, and
the hotels are completely the other way. That is part
of what we are trying to do in terms of making hotels
more available.

Q394 Mr Evans: How many rooms have you got in
London at the moment?
Mr Hearn: We have got about three and a half
thousand. It is our stated aim to be the largest hotel
brand in the capital; we want to get to 7,000 rooms
by the time the Olympics comes round. It is a real
struggle to find the properties, and so on, but we are
getting there.

Q395 Mr Evans: What is the average price somebody
is paying midweek for staying in Travelodges
compared to midweek staying in a Hilton, for
instance?
Mr Hearn: At least half.

Q396 Mr Evans: It is at least half?
Mr Hearn: Yes, and at various times of the year we
will oVer rooms at £19 in London, and I know plenty
of people who are alert to that to make sure they get
those rooms.
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Q397 Helen Southworth: Very good. You mentioned
in your submission as well about people taking the
budget airlines co-incidentally in 1997 abroad to
Spain and various other countries, which means that
the amount of domestic tourism is not as great as it
could be.
Mr Hearn: We think this is a real issue. I think that
part of what we are saying here is that tourism needs
to get on the agenda in terms of a lot of decisions
taken by government. It needs to make sure it is on
the agenda when it comes to transport policy, and so
on. Without doubt, the budget airlines have been the
biggest single impact on that deficit and, basically,
could be seen as squeezing the life out of the British
holiday. The threat is not necessarily so much us, it
is to see all the people who are leaving the country
now who were not before. We have seen that growth
from a four billion deficit to going on for 20 now,
and a lot of that is about the growth of the regional
airports as well, which was seen as a very sensible
thing to do but the facts are that London actually is
masking a big deficit of what is happening through
the regional airports. In the north-west, for every 1.3
million trips in from people abroad, five million are
going out. In the north-east it has got a deficit of two
and a half billion pounds, 400,000 trips in, 1.8
million out. For every two foreign visitors that are
coming into this country at the moment five Brits are
going the other way, and that speaks volumes. I
think it is partly about, let us get a policy through
which is joined up, which includes tourism in a lot of
thinking, like Spain. Everything that is done in Spain
is part of the check-list. You put together a policy:
what is the eVect on tourism? Tourism needs to be
raised up in terms of its importance in that way. It is
also about let us have a level playing field. There is
no VAT on flights, whereas Brits travelling have to
pay. Within the UK they are obviously paying on
petrol and things like that, and certainly they are
paying VAT on hotels at 17.5%, again probably
double what they are going to pay in Spain. There is
no VAT on the flight, but I think that DCMS needs
to call in the likes of easyJet and Ryanair and say,
“Ryanair, you are sending loads of money back to
Dublin here in profits which you are making out of
the British consumer. What are you doing to bring
people coming back the other way?”, so that we get
some decent marketing for bringing people back
into the UK rather than five going out, two coming
back in.

Q398 Mr Evans: You get the budget airlines in and
beat them about a bit with a stick. What else should
the Government be doing to improve domestic
tourism here?
Mr Hearn: As I say, what we need is a
comprehensive plan. We have had two strategies
before which have not, for whatever reason, taken
traction. I think we need to involve government and
industry in putting together a decent strategy that
works. What we are looking for is regeneration in
specific areas like the seaside resorts. I think we are
looking at involvement in discussions about
transportation policy and those kinds of things.
What we are looking for is a real will, a

determination, a resolve, to put tourism up the
agenda from where it is today, because at the
moment I think it is just seen as something which is
doing okay and, frankly, we are a bit embarrassed
about it because it is that service industry stuV and
we do not really like it very much.
Mr Dawson: One of the key problems, as Grant
started with, is that we do not understand the size of
the industry. Is it 100 billion, is it 85? There is no
investment in the software to capture till receipts. I
believe it was the Allnutt Report three or four years
ago that suggested this was an absolute necessity.
That has not materialised. So, any good business will
need to understand the size of the market to project
what is going to happen in the future. If you cannot
project you cannot ask for funding and you cannot
grow, and it is those basics that we are missing and
it is absolutely incredible.

Q399 Mr Evans: Can I say, in your submission, and
knowing what we do about Travelodge as well and
your plans for the future, you do not seem to have
much faith that the Government are going to do any
of what you have just suggested because you are
going to put 100 new hotels into Spain, are you not?
Mr Hearn: We have avoided going overseas
significantly because we have been so focused on the
UK. We believe the UK has such great opportunities
for us still. I ran Whitbread’s budget brand before.
We have seen that we have moved. Despite our
concerns about UK people using hotels, we have
seen that grow from one in five people who used to
stay in hotels in 1990 in this country to one in three.
That is all about the growth of the branded budget.
So, we have grown significantly; we think it can grow
again; we think we can be three times the size we are
today in the UK, and that will always be our number
one priority, but, clearly, we are an ambitious
company and we feel that we have got something to
oVer here. We went over to Spain and said we were
coming there. They got the idea straightaway with
the headlines that Travelodge were bringing hotels
to the people. We think that is the next sensible step
for us as a business.

Q400 Mr Evans: I know it is early days. When is your
first one open?
Mr Hearn: We have got three open at the moment,
but those we sort of inherited when we took the
company private. It will take us two or three years,
from our experience, before we get the next one
open.

Q401 Mr Evans: As far as rules and regulations are
concerned, comparing the UK to Spain, for
instance, looking at regulations and tax, including
the bed tax, or the proposed bed tax, or the
threatened bed tax, whatever you want to call it, how
does Britain compare with Spain?
Mr Dawson: I have just spent a lot of time in Spain
helping to launch things over there. The key thing is,
it is Spain’s number one industry; it is their priority.
They spend £110 million on marketing, it is the
second most visited country in the world, but they
are also good at using events, so the Olympics is the
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best demonstration of how to use an Olympic
Games. Barcelona went from tourism oVering 1.5%
of GDP to the city in 1992 to 12.5% in 2000, being
the fastest growing city in Europe during that time.
Tax is currently 7% in Spain, compared to 17.5. In
terms of planning and getting things up to speed, it
is around the same time as the UK. There are
frustrations there, but it is very refreshing to operate
in a country which focuses on tourism first, and it is
easier to get things done. The real diVerence is the
Government take responsibility for the reputation
of the Spanish brand. Two years ago they saw that
the perception was that Spain was a little down
market—Costa del Sol, two-star, three-star—and
they wanted to change the image, so they invested
130 million euros in a campaign during 2005, and it
is that response and that awareness.

Q402 Mr Evans: It is a lot of money.
Mr Dawson: Absolutely. It is a lot of money.

Q403 Mr Sanders: It is not much. One hundred and
thirty million euros.
Mr Dawson: Yes.
Mr Hearn: That is what we are competing against.
That is why we end up sixty-seventh in the
competitiveness league.
Mr Dawson: But they can see the potential, and that
is why it is number one, and that is why it is the
second most visited country in the world.

Q404 Mr Sanders: That is £100 million. Wembley
Stadium cost £750 million. It is not a lot of money.
That is the point.
Mr Dawson: Absolutely. Take the Balearics, for
example. Twenty-five, 30 years ago they were
unknown, they were populated by farmers that were
struggling to get by. They are one of the most visited
set of islands in the world.

Q405 Helen Southworth: We have had a lot of
evidence about the adverse impact of the strength of
the pound in relation to the dollar on the number of
American visitors over here. We have also had
suggestions that the changes in relation to the euro
may have an eVect. How convinced are you that that
is a significant driver?
Mr Hearn: It is certainly a driver. The dollar is not
nearly as much of an impact as it was prior to 9/11.
I was responsible for Hilton Hotels in the UK then.
We have never really had the same dependence on
the American market since that time; we have grown
our markets from near Europe. I think that one of
the strengths of London right now is actually the
currency of the euro against the pound, and I think
if you go out in the streets of London right now you
hear mostly near European accents and languages.

Q406 Helen Southworth: UKinbound has told us
that the average short-haul visitor spends less than
half the amount of money that one long-haul
passenger spends. Is that significant or does it work
out on a pro rata basis?

Mr Hearn: I think it is clearly significant so far as the
balance of trade is concerned for the country and
does need to be taken into account. From our point
of view, because we are a value oVer, it does not have
a direct correlation, and 95% of our business is UK
business. Even in London the vast percentage of our
business is UK business, so it does not come into the
equation from that point of view, but they are right
to highlight that. There is no doubt that we are
working a lot harder than we were to maintain the
same level of revenue as an industry because of that.
That is not necessarily a bad thing, but, certainly, as
far as the country is concerned, to be missing out on
those big bucks makes life more diYcult.

Q407 Helen Southworth: What would change it?
Mr Hearn: I think that going back to the States is not
necessarily the way forward for us. I think we need
to focus much more on the emerging markets. The
ability to bring Americans over in vast numbers, the
way they used to, at the moment is diYcult because
it is out of most people’s hands and it is about the
whole security situation. I do remember back,
though, to times when we did see British Airways
working with other members of the industry and the
Government to bring the President’s wife over, and
that sort of thing, in order to make a big show of
that, and we miss that kind of leadership right now
as an industry, but I think it is far more important
for us to think to the future and concentrate on the
emerging markets and really put some investment
into them.

Q408 Helen Southworth: Can I ask you, quite briefly
but quite an issue, about the environmental impact
and work that you are doing on those issues within
your own field but also what you think needs to be
done in the wider field?
Mr Hearn: If I may, I will ask Greg to answer that
one.
Mr Dawson: We have been working with the Carbon
Trust now for about 18 months and I have spent a
lot of time at Sainsbury’s on their environmental
campaigns. We are a very diVerent business in that
our customers and our staV have a major impact on
our carbon footprint. We could go out with all the
whizz-bang technology, but actually, if a family of
four come into a Travelodge room, turn on the TV
and disappear shopping for 36 hours and leave
everything on, that is where the savings are to be
had, so we have been running a lot of staV and
customer trials across the country. We have an
Environment Director who has put a fully
comprehensive strategy together, we are due to
launch that in the next few months, and that is
taking into account the behavioural bits but also
technology. When we are opening so many hotels,
we need to look at things like solar power, wind
power, underground storage heating, all of these
things, to make sure we are going to reduce our
carbon footprint.
Mr Hearn: And recyclable hotels as well.
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Q409 Rosemary McKenna: Good morning. I was
recently horrified, when I was staying in what was a
rather plush conference centre, to find that the
Eastern European staV were being paid three
pounds an hour plus accommodation. How do your
rates of pay compare to that?
Mr Hearn: We are better than that. On average, I
think we are well above the minimum wage and what
the predicted minimum wage will be for this year.
We are a low-cost business, 30% of the people
employed in the Travelodge at the hotel level are on
the minimum wage, but the rest are above that. As I
say, the average is well above that.

Q410 Rosemary McKenna: Do your cleaning staV
have decent rates of pay?
Mr Hearn: I am including them.

Q411 Rosemary McKenna: You are including all of
them?
Mr Hearn: Yes.

Q412 Rosemary McKenna: You also say that you are
a member of the London Skills and Employment
Board, and you spoke about the conference that the
Prime Minister was at. Again, I was horrified to see
the snobbery attached to some of the reporting of in-
house qualifications that are being promoted.
Would you like to comment on that?
Mr Hearn: It is incredible snobbery. I was sitting
next to Jim French from Flybe yesterday and the
first question he was asked on Radio 5 yesterday
was: “What is this about trolley dollies getting
qualifications?” There is just incredible snobbery
from people about the jobs we oVer. There is still real
confusion in this country about the diVerence
between service and servitude. This whole upstairs/
downstairs thing still resonates through us and
everybody thinks it is okay to look down their nose
at people who provide service. It is outrageous
snobbery. What McDonalds and Flybe and
Network Rail announced yesterday is fantastic. If
nothing else, it shows that people are putting real
investment into training here, that they are trying to
provide what their staV want, which is development
so they can develop their careers. We ourselves now
have a 12-week management and development
programme, which accelerates the ability for
someone to basically go from being a receptionist to
becoming a manager. From our local employment
partnership we did with our new City Road property
in London, we took on 12 people. Two of those
candidates have put themselves forward and are
being supported by the manager for our
Management Development Programme, which just
goes to show the possibilities in this industry.

Q413 Rosemary McKenna: That is only 12 weeks to
find out if they want to train but also to find out if
they can aVord to fund it?

Mr Hearn: It is a bit further. They need to be
recommended by their manager; then they are put
on to an assessment programme. If they get through
that, then they are put on to the Management
Development Programme which is a 12-week
programme, some oV-job training, some going to
other hotels in the brand and working round those,
with the idea that they will come out at least at
assistant hotel manager level or possibly at hotel
manager level.

Q414 Rosemary McKenna: You would be quite
happy to sign up to the kind of in-house training that
the Government is trying to promote?
Mr Hearn: As I explained to Jim French from Flybe,
we have actually chosen to go outside of that. We
have actually worked with Westminster Kingsway
to develop a budget hotel diploma, which is a two-
year programme. One of the problems in our
industry is that most management diplomas are
aimed at la-di-dah hotels. We do not do an awful lot
of filleting of duck at the table in the Travelodge.

Q415 Rosemary McKenna: And not many people in
this country can aVord that either.
Mr Hearn: That is true. So we needed a diVerent
kind of programme. As I say, a lot of our people at
hotel management level or even district manager
level in our case have come through the ranks, so
they started oV serving at tables, cleaning rooms or
working on reception. They do not have proper
qualifications in management and they want that
opportunity to go back, so we have created this
programme now, which starts this month. An initial
12 candidates are going on that and will come out
with a budget hotel diploma which—we recognise
makes them more of a valuable commodity to other
employers as well as us, but it is what they want and
we want that for them.

Q416 Rosemary McKenna: Will you roll that out
throughout the country?
Mr Hearn: Yes, it is certainly our intention. We
would certainly like to have something up in
Scotland, the Midlands, so we have got three bases
for that, but Westminster Kingsway have given us
the assurance that we can do it.

Q417 Nigel Evans: Can we also thank you for the
recent press-release relating to nude sleepwalking
being on the rise. Perhaps you can come back in
three years’ time and give us a comparison.
Mr Hearn: With the temperatures in Spain, we
would think it would probably be more but we will
see!

Q418 Chairman: I knew Nigel would find a way of
bringing the sleepwalking in some how. Can I thank
you both very much.
Mr Hearn: Thank you for the opportunity. We
appreciate it.



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 157

Memorandum submitted by Professors John E Fletcher and Victor T C Middleton

Due to the sheer diversity of tourism services and the unique challenge of measuring a consumer defined
industry, we have come to believe that there is no other sector in the UK economy as significant as tourism in
which the key strategic and management decisions are so hampered by a lack of adequate data. Existing sources
are no longer fit for purpose [. . .] Allnutt Report; 2004

Overview

The Allnutt review of tourism statistics was commissioned by Government. It assesses in detail the
deficiencies of tourism data that can be traced back at least 25 years. It is our conviction that, as the
significance of the visitor economy throughout England has grown over the last two decades; the quality of
the statistical data available to measure and assess it has deteriorated. Growing political acceptance of the
idea of a “tourist industry” has been counter-productive in the sense that it implies a self-aware organization
of economic activity reflected in economic statistics. The industry is in fact a remarkably disparate sector
of the economy comprising tens of thousands of public and private sector organizations. Local, regional and
central Government are key players in that sector—especially in the provision of data that can come from
no other sources.

Globally and nationally tourism is a sector of the economy that has grown rapidly over the last half-
century and is now considered to be one of the world’s largest “industries”. Nationally it is a significant
sector of employment and wealth generation contributing substantially to the quality of life of residents in
all parts of the UK. In some areas it is the most important form of economic activity whereas in others it
provides significant economic diversity and stability.

All Governments have a primary interest in the visitor economy because of its economic value, especially
in areas where traditional industries have been lost. The estimation of the economic impact is, therefore, a
fundamental pre-requisite for much of tourism planning, marketing and monitoring progress. In order to
make sound decisions at national, local and regional levels it is vital that those charged with making the
decisions are aware of the changing volume and value of tourism over time. The current statistics may
provide some robust estimates at the national level when considered in an aggregate sense (ie total
expenditure) but are woefully poor when considered at regional level and may be wildly inaccurate at sub-
regional and local level. If the statistics at national level are disaggregated by type of visitor, period of visit,
time of visit etc the statistical errors attached to the values increase significantly. Once the analyses are
considered at regional or local level the potential errors are enormous.

To maximise the economic benefits of the industry requires an understanding not only of the volume and
value of tourist expenditure but the way in which it varies between diVerent types or segments of visitors
and the way expenditure is distributed across the various sectors that make up the visitor economy
(accommodation, transport, distributive trade, services etc). These data are not available at regional and
sub-regional level at a level of accuracy that is reliable for eVective decision making. At local level data
deficiencies are even more acute—see point 3 below.

As Allnutt put it: “[. . .] the potential economic, social and environmental contributions of the tourism
sector will only be realized if priority is allocated to better measurement.”

No such priority has yet been agreed since the Report was published and we can only express the wish
that the Select Committee will move the agenda forward.

Five Specific Issues

1. Visitor economy has recently become the term of choice to describe the importance of tourism across
the UK. It reflects the fact that this is not an industry in any standard economic definition and the visitor
economy is substantially wider and generates greater value than the £85 billion commonly attributed to UK
tourism. In 2008 there is at best only broad understanding about what the term actually means but it has
not been defined and at local government level in particular our experience indicates it is generally not
understood.

Existing tourism statistics do not permit measurement of the visitor economy. An agreement on
definitions would of itself be progress.

2. Tourism Satellite Accounting (TSA) has been widely welcomed as a means of assessing the value of
tourism at national and regional level. Because TSAs have been sanctioned (WTO, WTTC and OECD) as
being best practice for understanding the magnitude and nature of the tourism sector, it has driven their
construction at a pace that has outstripped the data that are available to assemble them. This has resulted
in TSAs being constructed from either poor quality data or by “borrowing” data from other economies
which is not valid as a technique. The term TSA suggests a level of accuracy that is totally misleading because
the TSA is a process that works only with adequate statistics to make the calculations that reveal what
proportion of each sector of the national or regional economy is driven by tourism.
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Recent TSA “guesstimates” produced in the UK indicate what might be done but do not cover the visitor
economy as noted above and existing tourism statistics do not permit even approximations needed to
calibrate a valid TSA process.

3. Destination Management is the term used to describe planning, development, promotion and the daily
management of the visitor economy at destinations. Since 2003, major project developments at destinations
are now planned and part funded at RDA level and most visitor promotional work is undertaken at sub-
regional level. But the bulk of all destination management processes and much of the total funding is, and
can only be, undertaken at local authority level—with private sector partners where possible. Local
authorities are key players, inextricably engaged in what is too loosely known as the “tourism industry”.
The Lyons Report (2007) stresses the key role of place shaping, which is crucial to the future of visitor
destinations.

The methodology and sampling of the main national sources of tourism statistics (UKTS, IPS LDVS)
precludes detailed accuracy at the sub-national level. Even broad categories of visitors at the national level
suVer from relatively high error components when examined at the regional level because of the sample sizes,
non-response and the manner in which the data are collected At the local level, where so much of key
destination management planning decisions have to be made, there is a dependency on locally gathered
statistics often from ad hoc studies whose reliability is hard to assess and the analyses often do not permit
comparative analyses.

The economic importance of tourism at the local level is currently estimated calculated using a variety of
techniques through ad hoc studies or through low cost alternatives such as the Cambridge or STEAM
Models. The former are relatively expensive because of the cost of data collection and do not provide a
platform for comparative analyses because of the variations in construction and approaches. The models,
although relatively inexpensive, do not yield the accuracy and the detail provided by the case-specific studies.

Existing tourism statistics do not permit any realistic assessment for destination management purposes
at local authority level and the latest Indicators of local government performance introduced in 2007 have
in practice ignored tourism and the visitor economy.

4. Sustainable development has become a political mantra intended to guide all forms of economic
development and management—including tourism management and development—having regard to long
run global climate change and use of non-renewable resources. This is a major issue for the visitor economy
because of its reliance upon externalities such as the quality of the environment, which is often a core part
of the visitor product.

Existing tourism statistics do not permit even approximations of indicators that could reveal progress (or
lack of it) in sustainable development.

5. Timeliness of Tourism Statistics. In order to manage the visitor economy eVectively at local authority,
regional and national level, the public and private sector stakeholders need to have access to statistics
relating to trends and changes in trends on a regular basis and in a timely manner. Apart from large
organizations with their own research programmes, most destination management organizations and
tourism businesses lack information for eYcient management planning purposes.

Currently, tourism statistics are subject to significant time lapses from collection to publication

Looking Ahead

Whatever the acceptance of data deficiencies at the present time, we recognize that there is no likelihood
in current circumstances that millions of pounds will be allocated annually to new data collection that sheds
light on the visitor economy. We believe, nevertheless, that if the potential national contribution of the
visitor economy is to be achieved, a combination of increased funding between central and regional
government, supplemented by inputs in kind as well as funding by local authorities and the larger private
sector businesses could make a positive impact on the five priority issues summarized in this statement.
DCMS led agreements on vital terms such as visitor economy and indicators for tourism performance at
local authority level would be achievable at little cost and would provide vital communication for the
standardization of data collection and guidelines for impact assessment. The adoption of a common
terminology alone could help to galvanize better measurement of the visitor economy in collaboration
between England and the rest of the UK.

January 2008
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Witnesses: Professor John Fletcher, Head of the International Centre for Tourism and Hospitality Research,
Bournemouth University, and Professor Victor Middleton OBE, former member of the DCMS Steering
Group for the Allnutt Review of Tourism Statistics, gave evidence.

Chairman: We now move on to a brief session
discussing tourism statistics. Can I welcome
Professor John Fletcher from Bournemouth
University, and Professor Victor Middleton, who is a
former member of the DCMS Steering Group for the
Allnutt Review. Adrian Sanders is going to begin.

Q419 Mr Sanders: I think we heard in the earlier
session, one of the observations of Travelodge was
the lack of statistics, and it has certainly been a
recurring theme throughout this inquiry. Can you set
out for the Committee your assessment of the
quantity and quality of data on the UK tourism
industry?
Professor Middleton: Yes, if I may start. Thank you
for inviting us to give this evidence. In a way what
Grant Hearn said about a visitor strategy that works
is going to be based on better information than we
havegot today,otherwise itwillnotbeacost-eVective
strategy,anditwasalsosaidthatwedonotevenknow
the size of the industry, which is true, depending on
the way you define it, but could I briefly highlight a
couple of points. What are tourism statistics for and
why are they a priority issue? We believe it is
absolutely fundamental that you cannot manage
what you cannot measure, and at the present time we
cannot measure tourism, and we will justify that in
responses if youwish,because ifyouaregoing tohave
a cost-eVective policy for government at all levels,
national, regionaland local,andalsostatistics thatan
industrycanrespondto in thewaythatwehearda few
minutes ago, then you have to have a basis for
marketing, planning and sustainable development
and, indeed, for a return on government spending,
which you can demonstrate. The reason why tourism
is so low on any agenda is that almost any argument
can be countermanded byanother or somebody says,
“Well, I do not believe your statistics”, and there the
argument ends.
Professor Fletcher: In terms of the statistics that we
have at present, they are highly variable, they are
quite reliable in some instances at national level, but
when you lookat the industry, which is dominated by
small and medium-size enterprises, most of the
business decisions are made at local and sub-regional
level, and if you take the statistics down to those
levels, then they are woefully inadequate, they are
poor, and if you compare diVerent parts of the UK it
is very diYcult to do so because the data are in
diVerent formats, diVerent structures, diVerent
sampling sizes and you cannot rely on them.

Q420 Mr Sanders: How does the UK compare with
other countries and their use of statistics?
Professor Fletcher: To some extent it is a bit of a red
herring, in the sense thatwhetherFranceorGermany
or Spain have got better statistics does not help us in
terms of managing the businesses here. If you look at
France, for instance, theyare fairly robustatnational
and at regional level, and they have the same
problems thatwedoat local level formakingbusiness
decisions. Spain has very good statistics, because it is
recognisedasamajor industry there, farmoreso than

it is here. Canada and New Zealand are probably two
of the better examples of tourism statistics, where not
only do they have national and regional level
statistics but they also have municipal levels of
statistics, which helps towns and cities plan and
develop their tourism industry in an optimal fashion.
The tourism industry has shown itself to be very
resilient in spiteofnaturaldisastersandterrorismand
all theother things thathaveworkedagainst it.Wedo
not make enough of it. There is enormous potential
there to develop the industry in a way which is good
for employment and good for England, but you need
to understand which forms of tourism attract the
most economic benefits whilst minimising
environment and socio-cultural impacts which are
negative. To do that you need to be able to segment
our tourism markets to look at diVerent types of
tourists to see what they bring in, what the net benefit
is, and we just cannot do that.
ProfessorMiddleton:CanI justadd, there isachicken
andegghere. If thepoliticalwillmoves tourismupthe
agenda, it will force attention on the data. If the
politicalwill isnot tomove tourismuptheagenda, the
data will fall oV the end of the agenda anyway.

Q421 Mr Sanders: The argument is not that the data
is not there.1 Is the argument then about agreeing the
terms in which that data should be interpreted? You
give theexampleofCanadabeinggood. Is thereaway
in which Canada interprets that data that is diVerent
from the UK, where it is not so good?
ProfessorMiddleton: Iwill just comment briefly.You
cannot interpret if you have got a totally inadequate
base, and that is the fundamental issue.

Q422MrSanders:This isvery important. It comesup
timeand againhow thediYculty of tourism is the fact
that we do not have the data. It is not like the motor
industry where you know how many cars are
produced, how many people employed, what the
value is to the local economy. You cannot do that
with tourism, but you are telling us that in Canada
they are able to do this, so what is it that they do in
Canada that we do not do?
Professor Fletcher: They spend more money
collecting data and they disseminate it much better
than we do. We cannot do it because we do not have
the sampling level that would enable us to do that
below a national level. We cannot do it because we do
not spend the money looking at things like economic
impact. In diVerent parts of England, for instance in
Scotland, we do not do it in a way that allows us to
plan across the country to look at where tourism is
performing well, to look at how we can make the best
of what we have got as a tourism product.

Q423 Mr Sanders: Canada, again, may not be a bad
example from the UK tourism perspective in that
theyhavea tourismtax,whichpresumablygoes some
way towards paying for the data collection and

1 Note by witness: (Professor Middleton) Our argument is that
in significant ways that data that sheds light on the visitor
economy is not there.
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analysis. What actually needs to happen in this
country? Is it simply a question of funding for the
data collection and analysis or is it actually just
having tourism up the political agenda and then
expecting everything to flow from that?
Professor Fletcher: It is both. You need both of those
things to drive it forward. If you look at things like
economic impact (and I focused on that because that
is my field), I undertook the Scottish Tourism
MultiplierStudy in1991,which isprobablyoneof the
benchmarks for studies that have taken place in the
UK on tourism. People are still using the results of
that to plan for tourism in 2007–08, and that is just
crazy. There are not consistent studies that will allow
us to build that picture across England, and that is
what is missing. The reason that there are not is that
tourism does not get that profile it needs as an
industry, it still suVers this image that it is not a
serious industry, and it is a major industry.
Professor Middleton: Could we slightly broaden that
one because of a point we have made in our
submission. Increasingly people talk of the “visitor
economy”, and the key thing about the visitor
economy is that it is actually wider than the
traditional ideas of the tourist industry. Personally, I
would ban the word industry if I could, because I
think it creates some wrong impressions. Visitor
economy means all the things that engage people
outsidetheirnormalenvironmentsofworkandsocial
living and so forth, so it includes people staying
overnight, it includesdayvisits, italso includesa lotof
what residents at any destination do when they are
following their normal leisure activities, and the
visitoreconomyat themoment isbigger thanwhatwe
know of the tourist industry, but we cannot assess it
and there is not yet an agreed definition of what it
means. Ifyouaregoing tohavepriorities, youdostart
there and there is now a mechanism, which John is
involved in, which is going to explore exactly those
points.
Professor Fletcher: The English Tourism Intelligence
Panel has been set up to look at the tourism statistics
in England and to see what is needed to make them
morerobust,what isneededfromauserpointofview,
and how that information can be (a) more timely,
because most of the tourism statistics are historical
and not very helpful for going forward, and how they
can give better access to the people that need to use
them.

Q424 Chairman: The evidence that we have received
before suggested that in terms of what needs to be
done, it isactuallyall contained intheAllnuttReport,
which you, Professor Middleton, were involved in.
Can you, first of all, tell us how much of that report
has been implemented?
Professor Middleton: Allnutt made 14 major
recommendations and spent something like 12
months, it might have been longer, in the gestation
period, and he interviewed a great many people in the
industry and in government and elsewhere to get the
bestviewat that time—sothatwasworkdone in2003,
published in 2004—and of those 14
recommendations I think it is fair to say that not one
of them has been fully implemented. There have been

some changes, for example to the UKTS
measurement of domestic tourism, but if you wanted
to measure domestic tourism between, say, 1995 and
2005 you cannot do it because the definitions have
changed, and there is no comparability. We are
talking of something which may be, in parts of the
UK, a quarter or more of the private sector (i.e. the
non-government economy), in other words the
visitor economy,which simply isnotbeingmeasured.
Soit isa sad,directansweronAllnutt, it is stillworkto
bedone,but eventshavemovedonandI think there is
a fargreater emphasisnowon localmeasurementand
on destination management than was recognised
when Allnutt produced his report, because there is
only one page on local statistics and that is really not
enough for something which is now a fundamental
issue.

Q425 Chairman: So more would need to be done on
top of the Allnutt recommendations, but you would
say that the Allnutt recommendations are still
relevant today?
ProfessorMiddleton: Iwould say theyareaverygood
place to start and see what is relevant, see what can be
taken forward, and I hope this new intelligence
partnership will do just that, and if your Committee
sees fit to endorse that work, I think it would be very
helpful.

Q426 Chairman: The DCMS told us that the UK
Tourism Survey is now much improved. Would you
endorse that?
Professor Middleton: No.
Professor Fletcher: It is much improved over a period
not very long ago when it actually went down
enormously. There was a period where they resorted
to telephone interviews where the whole system
collapsed and it gave statistics that were just not
comparable with the previous statistics, so we had
this gap in information. It is now back to where it was
before that, but it still hasa longway togo tobecalled
improved.

Q427 Chairman: In terms of priorities, given that it
does not seem likely that the Government is going to
spend a huge amount of money in this area,
particularly as it is cutting the funding in tourism,
what do you think is the most important thing that
needs to be done?
Professor Fletcher: There needs to be some
consistency in the way in which data is collected at
local level so that we can make use of local statistics
on a broader footing. We need to review the way in
which the statistics are being collected, we certainly
need to review the way in which they are being
disseminated. We heard this morning, just before us
in terms of the research that Travelodge has been
doing, most of the businesses in tourism do not have
those resources and cannot do that sort of analysis.
We need a way in which the data that is available can
be made more accessible to the people that need it.
ProfessorMiddleton: Iwouldonlyadd to that, I think
an absolute priority, recognising, as we have in our
submission, that large funds are suddenly not going
tobecome available in the real world, is that if focus is
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put on getting agreed definitions, agreed terms which
then can be used both between the industry and all
levels of government, that in itself will make a major
step forward and probably ease the process to make
the spending more cost-eVective when it happens
anyway.

Q428 Chairman: The report suggested that, whilst to
implement it in full might cost some eight million
pounds or more, in actual fact, just with the
expenditure of £100,000, you could make some good
progress. Would you say that is still the case?
Professor Middleton: Any sum is better, if it is
additional, than where we are at the present time, but
if you think of £85 billion being generated, and that is
bynomeans the sumbutwedonotknowwhat the full
total would be if it could be calculated, then the
amount that is actually spent on the management
information which guides this industry is less than
.001% of that sort of turnover. I think a better
indicator might be to look at what the London
Development Agency has spent on visitor research
over the last three or four years and perhaps take that
as a marker. Why have they spent it? Because they
thought they needed it, they were willing to will the
resources, and that might be a much better indicator
for the level of expenditure, at least an indicatorof the
direction to go once the methodology aspects are
agreed, and it would be better to start with them
because that must be the first priority.
Professor Fletcher: If you look at the research and
development that goes into most industries and then
compare that to tourism, and then if you look at the
statistics as being a fundamental part of that research
and development, it is a fraction, it is a miniscule
amount that is spent on the statistics. If you
understand the industry better than you do now, you
can make it far more powerful. You will certainly get
the returns on the investment.

Supplementary memorandum submitted by Professor Victor T C Middleton

In our witness statement to the Select Committee we made the point that:

“Whatever the acceptance of data deficiencies at the present time, we recognize that there is no
likelihood in current circumstances that millions of pounds will be allocated annually to new data
collection that sheds light on the visitor economy.”

When we appeared before the Committee on 29 January 2008 I sought to provide a practical indication
of the level of resources that might be judged appropriate to statistical needs drawing on the work of the
London Development Agency (LDA).

Over the last three years LDA has invested quite heavily in tourism research. LDA did so because,
although it has full access to all the available statistics of tourism, it concluded it could not rely on that data
for its decision-making. Clearly LDA faces its own budget constraints yet it was willing to spend on
management information. As a very rough guide, if the expenditure per capita in the LDA area were to be
grossed up to the England population one would have an approximate annual expenditure figure based on
current political and administrative reality rather than one such as the £7–8 million a year proposed by
Allnutt but rejected politically as unrealistic.

Of course the London region has its particular visitor economy realities and the particular need to focus
on the Olympics in 2012 but all the other regions are grappling with the same basic management information
issues in relation to their visitor economies. The issue is not about what surveys the LDA money was used for
but the overall level of resources judged necessary to spend to underpin more cost-eVective decision-making.

February 2008

Q429 Chairman: But if the industry all believe that to
obtain this information is going to strengthen their
power of argument as to why tourism should be
supported, and if it is a relatively small amount
money we are talking about, why does not the
industry invest in it?
Professor Middleton: I can comment on that. The big
players, andTravelodge is oneof them,generate their
own data for their own marketing and planning
purposes, they can set their strategic goals, they can
monitor their achievement, so can the airlines, so can
the other major hotel brands and the big players, but,
asmycolleague said earlieron, thevastmajority—we
do not know the figure, but it is over 100,000
businesses involved somewhere in the visitor
economy—are actually very small players. They
cannot generate their own statistics; they have no
means to do so; they need the support of government
at diVerent levels, but I think there is a case for
engagingthe industry,where it ispossible, certainly in
monitors of more timely statistics, but, in the end, the
big business are eVectively getting their own
information from their own operations and it would
be quite a task but it should be possible to help them
to share some of that more than they do at the
present time.
Professor Fletcher: Even if you bring it up a level and
look at the local authority level, each local authority,
where it spends money on adult studies to try and get
statistics so they can help their own destination, if
there was a more consistent approach certainly from
the demand side and from the supply side in terms of
the accommodation stock, then that element would
already be in place and would certainly be a more
eYcientwayofcollectingdata thanallowingdiVerent
local authorities to undertake adult studies.
Chairman: I am afraid we are going to have to move
on to our next session, but thank you very much.
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Further supplementary memorandum submitted by Professor Victor Middleton OBE
and Professor John Fletcher

Response to Written Answer (1 April 2008 : Column 802W) Regarding the Implementation of the
Allnutt Review

We said at the time of our evidence that none of the recommendations had been fully implemented. “Fully
implemented” means just that. On first reading the response from DCMS appears to contradict that
statement with its indications of change regarding several of the recommendations. Assessing the meaning
of the response, however, it is clear that much of the claimed implementation is based on expectations for
the new ETIP initiative that has only just started its work—certainly not fully implemented. The Allnutt
report was published in 2004 and ETIP is a 2008 initiative, very much work now in progress. ETIP is an
important and very welcome development and we wish it well. The initial progress is impressive but actual
results of implementation cannot be judged at this. The original recommendation for a TSU to take the
recommendations forward was not implemented at the time and is only being brought into being now,
through the activities of the ETIP.

ETIP commenced its work by commissioning a new review of UK tourism statistics rather than simply
taking the 2004 Allutt recommendations forward. ETIP has now reached substantive agreement with the
ONS about the setting up of a new Tourism Intelligence Unit (TIU), and about its first year of work—subject
to signing of the contractual documents. There will be two dedicated staV, a grade 7 economist and a senior
research oYcer, who will be backed by the full resources of the ONS. Their work programme has four
strands:

— to bring together elements of the various business and similar surveys carried out by ONS (and
including the UKOS) to give a more comprehensive picture of the supply side of tourism;

— to lead a joint review, with VB and the other NTBs (and Natural England) of the opportunity and
advantages/disadvantages of using the ONS emerging Integrated Household Survey (IHS) as a
vehicle for data collection and initial analysis of the UKTS and LDVS;

— to update the current state of understanding and use of Tourism Satellite Accounts (TSA),
identifying the eVect of data limitations, and what would be necessary to “mainstream” the use of
TSA at appropriate levels of aggregation; and

— to start to prepare, in full consultation with a stakeholder group ETIP has appointed, a Series of
Guides to help regional, sub-regional and local bodies make more of available tourism statistics,
and to guide them in carrying out surveys and studies of their own to help ensure that common
data and protocols are used, which will also assist subsequent data integration; in the spirit of the
DCMS Measuring Tourism Locally of 1998.

Of the two key changes noted by DCMS in following up the recommendations of Allnutt, it is true that
UKTS and Day Visit Survey have had methodological changes. Unfortunately both surveys now have
serious data comparison problems with earlier years and it is not possible to evaluate trend data eVectively.
Such change does not appear to constitute the improvement that the Allnutt report and the Steering
Committee intended. Lack of real improvement in these areas is an important part of the reason why no
further progress has so far been made on Tourism Satellite Accounting.

Clearly, VisitBritain have made progress with their market research provision and better market
intelligence and that is a welcome aspect of their normal functions. But it remains our judgement—based
on progress over the four years since 2004—that “not fully implemented” remains a valid comment on the
major recommendations and clear expectations of improvements contained in the Allnutt Report.

April 2008
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Joint memorandum submitted by VisitBritain and the England Marketing Advisory Board

1. Executive Summary

1.1 Since 2003, VisitBritain has continued to work with the industry to rebuild the value of the UK’s
inbound visitor economy in the aftermath of Foot and Mouth Disease and 9/11. Despite subsequent events
such as the SARS outbreak, the Iraq war and the London bombings, in 2004 overseas visitors spent £13
billion, exceeding the 2000 spend of £12.8 billion. In 2005, a record 30 billion visitors spent £14.2 billion and
provisional results for 2006 show a further increase to 32.2 million visitors spending £15.4 billion.

1.2 Despite returning to real growth for the first time since 2000—in 2005 the UK tourism industry
generated £85 billion for the economy—the industry faces enormous challenges. Britain’s share of global
international tourism receipts is declining: from 6.5% in 1980 to 3.8% in 2005—a reflection of increasing
global competition. To maintain market share it is essential to build share in growth markets such as Brazil,
China, India, Poland and Russia where we are now concentrating a great deal of eVort whilst continuing to
nurture high value mature markets such as the US and Japan.

1.3 In the domestic market, the value of overnight visits by domestic residents is flat but foreign trips
taken by UK residents are increasing: for every £1 spent in the UK by an overseas visitor, the British spend
£2.17 overseas. Since being tasked with the domestic marketing of England in 2003, VisitBritain has been
working hard to address this under the Enjoy England banner. We have built a portfolio of campaigns that
build on England’s strengths and are achieving success in shifting perceptions of England as a destination
by portraying it as real, fun and indulgent. We have also built a database of 1.3 million consumers who are
actively interested in taking short breaks in England; and developed a dedicated website
www.enjoyengland.com and a national database for England (EnglandNet), to present England’s
accommodation events and attractions products, which is able to interoperate with providers’ own websites.

1.4 Since taking over responsibility for the quality schemes in England, our aspiration has been to use
them as a tool to drive up the quality of the visitor experience. From 2006, all serviced accommodation in
England, Scotland and Wales has been assessed to the same criteria, irrespective of whether the assessment
was carried out by VisitBritain, VisitScotland, Visit Wales or the AA. For self-catering, common standards
were introduced in 2005.

1.5 We are developing new schemes to respond to industry and consumer demand. A scheme for spas has
already been launched this year and, with the support and involvement of the leading industry associations,
we hope to introduce a National Code of Practice for Visitor Attractions later in the year. Also, from April,
all businesses participating in any of our schemes, will be required to produce access statements.

1.6 With sustainability at the forefront of the agenda, VisitBritain has begun a major overhaul of its
sustainable tourism policies and has commissioned research into domestic consumers’ attitudes towards
sustainable tourism. We will also work with partners to develop an entry level “green tourism” quality
assurance scheme during 2007–08 to recognise businesses that operate in a sustainable and environmentally
friendly way. Our intention is to support, and provide a stepping-stone towards, existing schemes such as
the Green Tourism Business Scheme and Bellamy Award that currently have limited regional and sectoral
penetration.

1.7 The structure of public sector tourism in the UK is complex, a natural consequence of Devolution,
and eVective partnership working is necessary at all levels to maximise eVectiveness and value for money. At
national level, partnership working between VisitBritain and the national tourist boards is well embedded.

1.8 In England, following the creation of the RDAs which assumed lead responsibility for tourism at
regional level, introducing a joined up approach is a significant challenge. This is being addressed by the
England Marketing Advisory Board and VisitBritain working in partnership with SWRDA and fully
supported by DCMS: the Partners for England initiative was launched in 2005 with the aim of pursuing
economies of scale and creating a more cohesive and productive English visitor economy. (In 2006: RDAs
invested £56.71 million in tourism marketing and local authorities £122 million.)
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1.9 We do not believe that there is anything that a separately funded tourist board for England could do
that is not being done just as eVectively by VisitBritain and EMAB, and our partners. Preparations to
maximise the legacy of the 2012 Olympic Games and Paralympic Games are well advanced: radically
changing the structures of public sector tourism could upset this process.

1.10 Early estimates suggest that the Games will generate at least £2 billion for the inbound visitor
economy between 2008–17. We are now reworking this using a sophisticated model and will be undertaking
work on the benefits for domestic tourism that are as yet unestimated. We have identified over 1,000
international sporting events that could be won for Britain between now and 2020. We are also in discussion
with LOCOG about how we can add value to its plans for the Cultural Olympiad between 2008–12.

1.11 To eVectively maximise the legacy of the Games, the public and private sector need to work together
to plan and invest to make them an enormous sporting and PR success. We also have to ensure that Britain
has the products, and can oVer the quality of experience and welcome, that visitors will expect. It is a unique
opportunity to fast track a decade of progress.

1.12 VisitBritain has undertaken a great deal of work to improve the quality of tourism statistics at
national level since taking on this responsibility from the English Tourism Council in 2003. It is recognised
that national data does not always fully meet the needs of regional users and the stakeholders at national
and regional level: as part of the Partners for England initiative the stakeholders are pursuing the possibility
of establishing a tourism statistics unit to make combined use of our research eVorts.

1.13 Overall, VisitBritain concentrates marketing eVorts on those areas that the industry would find
diYcult to deliver such as building the Britain and England brands, delivering impartial information to
consumers and converting their interest in Britain into a visit; investing in emerging markets to secure mid
and long term growth and providing a route to market for SMEs.

1.14 VisitBritain generates high returns for the visitor economy. Over the three years to 2005–06, for
every £1 that government invested in VB’s domestic and international activity, we generated a return of 36:1
for Britain and England’s visitor economy. This equates to an average additional spend by inbound and
domestic visitors of £1,689.9 billion that supports around 42,250 full time equivalent jobs. We also generate
a significant amount of revenue, primarily from partnership activities with industry, which we estimate will
amount to around £22 million in 2006–07. In addition, last year, the coverage we achieved through our PR
activity had an advertising value of around £632 million and, since April 2006, there have been over 17
million visits to our websites. We now have an excellent foundation on which to build and to deliver the
legacy of the Games and the long-term growth of the British and English visitor economies.

2. The Structure and Funding of the Tourism Industry in Great Britain and its Effectiveness

The Structure of Public Sector Tourism Bodies in Great Britain

2.1 The British Tourist Authority (BTA), together with the Scottish, Wales and English Tourist Boards
(the NTBS), was created by the Development of Tourism Act 1969 (the Act). BTA was charged with
encouraging people living overseas to visit Great Britain and people living in Great Britain to take their
holidays there; and with encouraging the provision and improvement of British tourism facilities. The NTBs
were given responsibility for promoting their nations domestically. Tourism in Northern Ireland was
already devolved and the Northern Ireland Tourist Board (NITB) had been created in 1948 under separate
legislation: hence, BTA was not charged with promoting the UK albeit the Act provides for BTA to promote
Northern Ireland overseas at the request of NITB.

2.2 In 1998, tourism was devolved to Scotland and Wales and BTA was designated a “cross border”
authority. Since that time our Funding Agreement has taken full account of our cross border role and
contains specific targets related to spreading the benefits of inbound tourism throughout Britain.

2.3 Also in 1998, the Regional Development Agencies Act created the nine RDAs and, in 2003, they
assumed strategic responsibility for tourism in the English regions. In most cases, the RDA contracts with
its Regional Tourist Boards to deliver its strategy, although in the East Midlands and Northern East the
RDA undertakes delivery in house and, in the North West, the RDA uses five sub-regional boards as its
delivery channel. In 1999, the Greater London Authority Act gave the GLA a statutory duty to promote
Greater London as a destination and as a gateway to the rest of the UK.

2.4 On 1 April, 2003, following a review by DCMS, BTA and the English Tourist Board—by then trading
as the English Tourism Council (ETC)—were merged to create VisitBritain. At that time, ETC was not
funded to undertake any marketing activity but it had become apparent, post Foot and Mouth Disease, that
there was a critical role for the public sector to play. Thus, in the interests of eYciency, VisitBritain (VB)
was created to promote Great Britain overseas and to co-ordinate the marketing of England domestically.
In legal terms, VB is a trading name for the BTA.
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2.5 To ensure that there was a clear delineation between VB’s international and domestic roles, DCMS
created the England Marketing Advisory Board (EMAB) to oversee the creation, implementation and
delivery of a marketing strategy for England and the grant-in-aid that VB receives for this activity is ring-
fenced. Furthermore, VB conducts its England activity under the Enjoy England banner to ensure a distinct
identity and the team eVectively reports to EMAB which then advises and reports back to the VB Board.

2.6 Finally, on 1 April 2006, the Welsh Assembly abolished the Wales Tourist Board and transferred its
staV and functions into the Assembly within which it now operates as Visit Wales.

Public Sector Funding for Tourism in Great Britain

2.7 VB has calculated the total amount of public sector investment in British tourism and plotted it on
the map below.
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2.8 As can be seen, the amount spent by VB is dwarfed by the overall spend, particularly in England by
RDAs and local government. The way in which we are addressing the challenge of co-ordinating this spend
is discussed below.

Working EVectively at National Level to Promote Britain

2.9 VB regards VisitScotland, Visit Wales, Visit London, the Northern Ireland Tourist Board, and
latterly the England Marketing Advisory Board coupled with its own Enjoy England team, as key strategic,
and equal, partners (the Strategic Partners) in building the value of inbound tourism to Britain. We
recognise the synergies and eYciencies that can be obtained by working together to promote Great Britain
overall, especially in less mature markets where the individual country brands are not recognised, and we
have a long history of co-operative working.

2.10 The Chairmen of VS and EMAB have ex-oYcio seats on VB’s Board, and the Welsh Assembly now
appoints someone to the Board directly to represent the interests of Wales. The Chairmen of the Northern
Ireland Tourist Board, Visit London and the South West Regional Development Agency, which has lead
responsibility for tourism among the RDAs, all attend Board meetings as observers. Beneath this, the tourist
board chief executives meet quarterly to discuss areas of common strategic interest and, in parallel, there
are similar meetings between directors and senior operational staV engaged in all areas of our activity such
as International Marketing, Public Relations, Quality, Research and Strategic and Business Planning.
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2.11 VB is active in 36 markets around the world, operating out of 22 oYces. In a further 14 locations
our staV are co-located with the British Council or British Embassy or are based in one of our hub oYces.
Our overseas infrastructure, local market knowledge, contacts and general professional expertise are highly
valued by our Strategic Partners as is our work in emerging markets. Against this background, and in
recognition of the increased investment being made in tourism by the Scottish Parliament, Welsh Assembly
and the GLA, in 2003, VB and its Strategic Partners introduced the “Agency Model”.

2.12 Under the Agency Model, VB withdrew from all proactive Britain marketing in four “priority
markets”: France, Germany, Ireland and the Netherlands, where each of the individual country and the
London brands were firmly established and recognised by consumers. Instead, VB acts as a marketing
agency in providing services to the Strategic Partners and, in addition, guarantees the on territory provision
of core infrastructure and expertise that can be used by the Strategic Partners to develop, co-ordinate and
launch individually branded marketing activities.

2.13 A welcome consequence of this development was that DCMS widened EMAB/Enjoy England’s
remit to include international marketing in the priority markets. Given that ETB/ETC never enjoyed
overseas marketing powers the significance of this development cannot be underestimated and, in legal
terms, it was only possible due to the fact that Enjoy England is technically a division of VB.

2.14 On the international side, the introduction of this model has enabled VB to reallocate £1 million per
annum to promoting Great Britain and its constituent brands in emerging markets and we have also been
successful in winning agency contracts from the English regions. In 2006–07, our agency model turnover
amounted to around £3.4 million. Our Strategic Partners have been extremely positive in their support and
we are consulting with them on an updated version of the Model which would enable us to free up further
funding for emerging market work.

Working EVectively to Promote England

2.15 In 2006–07 VisitBritain received grant in aid of £14.4 million to invest in Enjoy England. On the
other hand, the RDAs invested £56.71 million in tourism marketing and, beneath this level, local authorities
spent £122 million.

2.16 Clearly there is a commitment at regional and local level to invest in English Tourism. However, it
is widely recognised that this spend is all too often fragmented and ineVective. English regions and sub-
regions are increasingly in danger of over-competing with each other, particularly from an international
perspective, rather than competing with other destinations outside England and addressing the sizeable
balance of payments deficit which now stands at £18 billion, having trebled in real terms since 1999. Put
another way, for every £1 that is spent in the UK by an overseas visitor, the British spend £2.17 overseas.

2.17 The growing recognition of these concerns promted EMAB and SWRDA, under the leadership of
their respective Chairmen Hugh Taylor, and Juliet Williams, to join forces in 2005 to create the Partners for
England (P4E) initiative which has been supported fully by VB and DCMS from the outset. The vision
was—and remains—to bring together the public and private sector to address the key issues surrounding
the tourism industry in England, with particular emphasis on the national/regional/local tourism interface
and the pursuit of economies of scale and a commitment from all the parties to create a more cohesive and
productive visitor economy. The scale of the challenge is immense but so is the prize.

2.18 The first steps were simply to get the parties around the table, open a dialogue and imbue a shared
sense of purpose. Thus, for the first time since the establishment of the RDAs, RDAs, Local Authorities,
national agencies and the private sector came together at two summits in December 2005 and June 2006 to
debate issues of common concern. Four areas emerged as being in most urgent need of attention:

— Leadership,

— Intelligence,

— Destination management, and

— Marketing.

2.19 Working Groups, whose members have been drawn from DCMS, RDAs, VB and local authorities,
have been formed to take forward these priority areas by developing statements of intent and action plans
that can be placed before the next P4E forum for consideration on 18–19 June.

2.20 Clear strategic leadership is essential in order to influence, interpret and embed policy at all levels
within the domestic visitor economy. EMAB is best placed to provide this and, with the full support of
DCMS, its membership is being reviewed to ensure that key stakeholders will be represented on the Board.
EMAB will then report back to the P4E forum on which all of the stakeholders will be represented. By
analogy, we see this operating in a similar way to a company reporting back to its shareholders.
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Does the Current Structure Work?

2.21 We would argue that there is nothing that a separate tourist board for England can do that is not
being done just as eVectively by VB and, moreover, done more cost eVectively due to the synergies that can
be obtained as a result of maintaining a single operating organisation.

2.22 The success of EMAB and Enjoy England in establishing a distinct and separate identity for England
marketing is witnessed by the fact that, in November 2006, Enjoy England won Best European Tourist
Board at the British Travel Awards.

2.23 Our strategy is centred around building the value of tourism in England by working with partners
to develop and promote England as a quality destination and exploiting the technology at our disposal to
provide the best possible service to visitors and industry.

2.24 We are aware that there are some calls from the industry for a review of the Development of Tourism
Act, and for EMAB to be funded directly and re-established as a separate English Tourist Board. We do
not believe that this would achieve anything that the current structure cannot. It is also worth noting that,
as tourism is a Devolved matter, restructuring the national tourism bodies across the UK is not a matter
for DCMS alone. Any review of the Development of Tourism Act would require the full involvement of the
Scottish Parliament and Welsh Assembly.

2.25 VB, working as equal partners with Visit London and DCMS, is now well advanced in preparations
to maximise the tourism legacy of the 2012 Olympic and Paralympic Games. Radically changing the
structures of public sector tourism support at national level could aVect this process. In any event, any
review would certainly need to be undertaken swiftly if it were to have any positive eVects on support for
the industry in the 2012 context.

3. VisitBritain: Our Work to Support Industry

3.1 VB’s strategic priorities are to:

— Build the value of tourism to Britain, generating additional revenue throughout Britain and
throughout the year, including by working with partners to position Britain as a world class
destination by creating world class destination brands and marketing campaigns;

— To build the value of tourism in England including by working with partners to promote England
as a quality destination and to improve the quality of welcome for visitors;

— Invest in and exploit the technology at our disposal to provide the best possible service to visitors
and industry.

3.2 And, woven through all of this:

— To maximise the legacy of the London 2012 Olympic and Paralympic Games for the benefit of the
visitor—and wider—economy—which is dealt with in section 4 below.

3.3 We concentrate our eVorts on those areas that the industry would find diYcult to deliver. In
particular, building the Britain and England brands; delivering impartial information to consumers and
converting interest in Britain and its constituent parts into a visit; providing advice and a route to market
for the 130,000 SMEs that make up 70% of the industry; and investing in emerging markets to secure mid
and long term growth.

3.4 Our work generates high returns for Britain’s visitor economy. Our evaluation methodology has been
subject to audit and in its November 2004 Value for Money Report on VB’s activities the National Audit
OYce said: “There is little doubt that its [VisitBritain’s] activities are generating high returns’.

3.5 Over the three years to 2005–06, for every £1 that government invested in VB’s international and
domestic activity, we generated an average of £36 for Britain and England’s visitor economy meaning that
inbound and domestic visitors are spending £1,689.9 billion that would not otherwise have been spent. In
turn, these returns are supporting around 42,250 full time equivalent jobs in the industry.

3.6 VB is an award-winning professional marketing organisation. We achieve this high ROI by carrying
out comprehensive market research and gathering intelligence to inform marketing decisions, and by
adopting new media technology to reach target market segments. Further contributors to VB’s eVectiveness
are the high level of trust consumers and industry have in the organisation, and our ability to broker
partnerships with public and private sector interests. Partnership working is embedded in virtually all areas
of our activity.

3.7 Because of its importance in improving Britain’s image, the overseas press coverage that we generate
is also subject to external evaluation. For 2005–06, we achieved a score of 4.42 out of 5, for the
appropriateness and quality of media message and content, in the 6,758 articles and broadcasts that we
generated and they had an estimated advertising equivalence of £600.4 million. During the first six months
of 2006, we generated 3,804 articles and broadcasts with an advertising equivalence of £524.8 million.

3.8 In the following sections, we describe some of these areas of our activity in more detail.
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Balancing Activity Between Mature and Emerging Markets

3.9 Britain’s market share has declined over the past generation from 6.5% of international tourism spend
in 1980 to just 3.8% in 2005: it is forecast that, in the future, traditional European destinations will be
outperformed by the emerging market nations. We are already seeing evidence of this in that we are losing
market share from key mature markets such as the US and Japan.

3.10 Consequently, to achieve sustainable growth and address the challenges posed by globalisation, VB
must carefully balance its promotional activities between mature and growth markets. We must continue
to nurture mature high yield markets whilst building market share in the growth markets to ensure the
security of long-term growth prospects.

3.11 At the same time we must retain the flexibility to react swiftly to changing market demands and to
redeploy funding as appropriate. Our partnerships with the British Council, and sometimes the FCO,
whereby we “piggyback” on their infrastructure is critical to this. In fact, none of the growth markets are
new to VisitBritain but we have switched resource in and out of them over the years in response to economic
conditions.

3.12 We must also be ready to respond to crises aVecting tourism to Britain in which, post FMD, 9/11
and 21/7, VB has a proven track record in leading the industry (through the Tourism Industry Emergency
Response Group) to agree an immediate response to the crisis, minimise the impact on the visitor economy
and help rebuild confidence in Britain as a destination.

3.13 To achieve maximum growth of inbound visitor volume and value, we focus on those markets—
whether mature or growth—and market segments with the greatest potential. Growth markets with the most
potential for Britain are Brazil, Russia, Poland, China and India and our research shows that Russia, China
and India are also the most likely markets to agree with the statement “I’m more likely to want to visit
Britain in the next few years because London will host the 2012 Olympics”. In these and other growth
markets, our activities are carefully targeted to recognise the degree of maturity present in the market as
illustrated in the diagram below.

Growth Market Development Stage Model

CRM
Profiled Databases

Tactical/Image Advertising
Business Tourism

Consumer Exhibitions
Local Promotions
On-line Marketing

Consumer Information Service
Printed and/or online brochures

Build Consumer Database

Market Research
Market Intelligence/Insights

Travel Trade Activity
Press & PR Activity
Public Diplomacy

Web site

Stage 1

Stage 2

Stage 3

3.14 Our initial forecasts estimate that, with adequate investment, increased visits from growth markets
generated by heightened awareness of Britain as a destination from the Games could account for £300
million of additional spending over the period 2013–17. Further research suggests that Britain could increase
this by a further £170 million per year in additional inbound tourism spend from China, India and Russia
by 2020.

3.15 Our work in mature markets continues in parallel. For example, in February, we launched a three-
year campaign in the US designed to re-invigorate the Britain brand. The “Be a Brit DiVerent” concept aims
to inspire Americans to see Britain in a fresh way, create a WOW factor about the destination and deliver
a sense that now is the time to visit.



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 169

Branding Britain

3.16 If Britain is to be successful in attracting visitors it must build and maintain a coherent image of
Britain overseas and establish itself as being diVerent from its competitors. This is particularly important in
growth markets where future holiday and business travel decisions will be taken based on an image that is
being created now.

3.17 There is also a strong correlation between a country’s image overseas and inward investment and
export sales. A 2003 MORI study for the FCO showed that perceptions of whether the British are
“trustworthy” and “welcoming to visitors” had a significant impact on respondents’ overall opinion of
Britain; not just their view of it as a visitor destination.

3.18 VB’s Britain brand values of “depth, heart and vitality”, which were developed in close consultation
with our Strategic Partners, are well established in mature markets and we are working to establish them in
growth markets. Our PR activity is of vital importance here and we have already referred to its value at 3.7
above. We have also produced a three minute Britain brand film that will be shown at all major international
events, shows, exhibitions and conferences and video-streamed on our website. Our objective is to promote
Britain as a passionate, vibrant and welcoming destination.

3.19 We are also working with other Government agencies responsible for driving awareness and
understanding of Britain’s image overseas through the Public Diplomacy Partners Group, chaired by
VisitBritain. In December 2006, key partners, including British Council, UK Trade and Investment, the
FCO, Visit London and L2012, held the first of a series of brand workshops designed to review the delivery
of Britain as a brand in light of the opportunities posed by the 2012 Games. Several activities have already
been put in place including that we have agreed with the FCO and British Council that we will merge our
brand tracking activities via the Anholt-GMI Nation Brand Index,2 resulting in considerable savings.

3.20 The 2003 MORI study found that only 55% of people surveyed in 15 countries rated Britain as
“welcoming to visitors”. This was our weakest attribute and one on which Britain fared worse than that all
of its main competitor destinations included in the survey: France, Germany, USA, Japan and China. Our
strongest attributes were being creative, innovative, trustworthy and lively. We have continued to track
Britain’s perceived quality of welcome in the quarterly Nation Brand. Since the end of 2005 we have been
ranked 16th or 17th out of 35 countries for perception of welcome with most European neighbours placing
Britain in the bottom half of their list.

3.21 Continuing concern over the quality of welcome, especially in the run up to 2012, has led to the
Public Diplomacy Partners Group setting up a Welcome to Britain steering group, chaired by VB, and
involving members drawn from BAA, HM Revenue & Customs, UKvisas, UKinbound and People 1st. The
Group’s aim is to improve the quality of welcome both in terms of experience and perception. As a first step,
we are drawing up a visitors’ charter that will set out the standards of welcome that visitors can expect to
receive from a wide range of participating stakeholders. We will then evaluate visitors’ experience against
the Charter in order to track progress.

Marketing Activity: Converting Consumer Interest into Action

3.22 Our marketing activity is driven by diVerent elements of the customer journey—Look, Book, Travel,
Stay, Tell, Keep in Touch—the “consumer journey”.

2 VisitBritain buys into the Anholt-GMI Nation Brand Index, a syndicated research survey, which polls a worldwide online panel
of consumers. Each quarter, consumers are polled on their perceptions of the cultural, political, commercial and human assets,
investment potential and tourist appeal of 38 developed and developing countries. This provides a clear index of national
brand power, a unique barometer of global opinion.
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The Consumer Journey
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3.23 We work in partnership with the industry to implement marketing campaigns which deliver a much
improved “fit” between product strengths and consumer needs, for all of our key market segments. This
builds on our unique combination of product strengths and opportunities—culture, heritage, coast,
countryside, sport, luxury services and food and drink.

3.24 We are also working with our industry partners to create a competitive advantage for Britain over
rival destinations by facilitating an increased conversion of consumer interest into action. We are providing
services throughout the consumer journey at which our website is at the heart.

3.25 VisitBritain has introduced a range of new marketing platforms, including:.

— EnglandNet—a database of England’s accommodation, events and attractions products,
developed with the active backing and support of DCMS, and in full partnership with the RDAs
which now help to fund the project;.

— Travel Engine—a referral service for all elements of the transport sector: flights, ferries, trains, car
hire services;

— Online Shop—connecting potential visitors up to ancillary products and services designed to
enable the customer to get the “best” from their visit to Britain or around England.

3.26 In developing these platforms, we recognise that it is insuYcient to promote the virtues of Britain
and England as visitor destinations without providing increasingly sophisticated customers with the means
to undertake their journeys. In other words, VisitBritain must not only generate “interest” in travel to
Britain and England, but translate that interest into “action” for the industry.

3.27 Moreover, VisitBritain has taken a unique approach to the development of these services, creating
platforms designed specifically to bring industry partners and consumers together so as to:

— Optimise the benefit to customers by providing them with access to the widest possible range of
available quality-assured product; and

— Increase industry productivity by providing new routes to market for strategic, regional and
industry partners.

Exploiting the Technology at our Disposal to Provide the Best Possible Service to Visitors and the Industry

3.28 VisitBritain’s use of new media technology lies at the heart of its marketing activities.

3.29 www.visitbritain.com consists of 43 separate country/language specific portals and will rise to 46 by
the summer; www.enjoyengland.com—the oYcial site for English tourism, is focused on the British market
as well as France, Germany, Ireland and the Netherlands.

3.30 Tailoring our international website to specific market segments has led to traYc to the sites doubling
within the last three years and evaluation results show that it generated £1,178 million in additional
expenditure by visitors during 2005–06. Meanwhile, from a base of £47 million incremental spend in 2004,
EnjoyEngland.com has seen a growth of over 400% in monthly traYc levels during the last year in the British
market alone and incremental spend is expected to grow in line with this.

3.31 In addition, visitor registrations on the sites have enabled us to build our customer databases to over
7 million contacts. Internationally, the use of robust CRM capabilities enables the database to automatically
segment new “customers” into one of fifteen profiled segments. Within the UK we have devised both
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attitudinal and geodemographic segmentation that we use to improve the targeting of communications and
the eVectiveness of media spend. Our regular e newsletters to customers achieve a 25% open rate and a 25%
“click-thru” rate, almost three times the industry average.

3.32 We are building on this work with the new generation of our websites that will have an even greater
range and depth of content. The new version of www.enjoyengland.com was launched last September with
improved search tools and mapping, inspirational new content, a customer friendly “smart agent” tool and
a “blog” section which has proved highly popular.

3.33 The next version of visitbritain.com will be launched in all of our markets between April and June
2007. Its architecture has been devised to mirror the customer journey, taking users from inspirational and
practical information (themed regional and national itineraries; interest-based content such as gardening,
shopping, sports, things to do for people like me—based on the personal profile held and destination guides)
through to a “My trip” planner where information on personal preferences can be found and communities
developed.

3.34 Our websites are at the heart of our marketing activity and at their heart lies the EnglandNet
database, a search and referral facility for England’s accommodation, events and attractions products,
developed with the active backing and support of DCMS, and in full partnership with the RDAs. This
platform is aimed at promoting small and medium size businesses online and we are now working with our
national tourist board partners to convert it into a Britain wide platform.

3.35 The EnglandNet database currently holds information on around 35,000 accommodation products.
Last September we introduced a booking referral service whereby customers clicking on a “book now”
symbol are passed through to the provider’s website to book direct with them. Around 6,000 products can
be booked in this way through the consolidators which are linked into the site: 21 of these consolidators are
Regional or DMO operators which provide the route to EnglandNet, and thus to market, for the majority
of SMEs.

3.36 In addition to our consumer facing websites, we also have a dedicated industry support site:
www.visitbritain.com/ukindustry. This site provides details of all of our sales and marketing opportunities,
product development initiatives and industry resources such as our marketing intelligence, publishing
services and image library and much more.

3.37 Our new on line marketing planner enables businesses to search our database for opportunities to
work in partnership with VB in all 36 markets around the world, tailored to the various market segments
and media type that the business is interested in. A PDF marketing proposal is then produced and e-mailed
to the customer within minutes.

Enjoy England Marketing

3.38 Significant progress has been made in establishing Enjoy England as a brand and our brand tracking
research shows that in 2006 awareness of Enjoy England advertising among the UK population had risen
to 40% against 24% in 2005. That research also shows that our campaign materials are highly motivating
and engender an intense emotional response with strong perceptions of attraction, pride and inspiration.

3.39 The focus of our domestic marketing eVort is now being channelled into challenging the negative
perceptions of England as a destination—cost, weather and quality—and shifting perceptions to match the
Enjoy England brand which portrays England as real, fun and indulgent. The main vehicle for this is our
TV campaign which launched in September 2006 and will run for two years. Brand tracking following the
first wave of advertising, showed that 54% of people who viewed the commercial were more likely to consider
England for their next short break. If this impact is sustained over the course of a year, the advert will
generate some £43 million of additional expenditure representing an ROI of 43:1.

3.40 We have also developed a portfolio of lifestyle campaigns, which build on England’s strengths,
address the priorities, and highlight hidden opportunities as identified by our research. These focus on our
revitalised and heritage cities, outdoor activities and regional food and drink. We are also building on
England’s proposition as a business destination with dedicated “meetEngland” business-to-business
marketing and, also, extending leisure marketing campaigns to business visitors.

3.41 At the same time, we are capitalising on the fact that England remains the first choice short break
destination for the British by focusing activity on the market segments most likely to take short breaks and
to be influenced by our messages.

3.42 We now have a database of 1.3 million consumers who are actively interested in taking short breaks
in England. We aim to maximise the spending of this group with regular targeted messages and oVers.

3.43 As with our inbound activity, we are working with industry partners to create a real competitive
advantage for England and convert consumer interest into action by providing services throughout the
customer journey in which they “look—book—travel—stay—tell—keep in touch” at which our dedicated
website www.enjoyengland.com lies at the heart.

3.44 We are also reinforcing the British travel trade’s awareness and adoption of our Enjoy England
branding and collateral so that consumers receive consistent messages about England and what it has to
oVer.



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [E] PPSysB Job: 376414 Unit: PAG2

Ev 172 Culture, Media and Sport Committee: Evidence

3.45 As with our international activity, our PR work plays a significant role in establishing the England
brand and promoting it as a destination and, between April and September 2006, we generated coverage
with an advertising equivalence of just under £32 million.

The Quality Agenda

3.46 From the beginning of 2006, all serviced accommodation in England, Scotland and Wales has been
assessed against the same criteria, regardless of whether the assessment is carried out by VisitBritain,
VisitScotland, Visit Wales or the AA. Common standards for the self-catering sector have been in operation
since April 2005. For the hotel sector, we have also harmonised the symbol we all use to stars. As a result,
customers can now expect consistency of standards when booking quality assessed accommodation
throughout Britain and VB now promotes only accommodation that has been quality assessed. By 2009, we
aim to increase membership of businesses in the serviced accommodation sector from 47% to 66% and to
increase consumer awareness of the schemes from 57% to 70%.

3.47 Our aspiration—fully shared by DCMS—is to utilise the quality assessment schemes as a tool to
continuously drive up the quality of the visitor experience. To this end, in relation to the quality assurance
schemes in England, the only country in which VisitBritain owns and operates the schemes, we are extending
our portfolio of assessment services across a broader spectrum of products and reviewing existing schemes
to embrace new trends and to respond to consumer demands. For instance, in 2007, at the request of the
industry, we launched an accreditation scheme for spas.

3.48 With the support and involvement of the leading industry associations, we are hoping to introduce
a revised national code of practice for visitor attractions later this year. This will include requirements to
operate the attraction in a sustainable way and to provide access statements. Above this basic level, our
Visitor Attraction Quality Assessment Service (VAQAS) now has over 700 participants throughout
England and we aim to increase this to over 1,000 over the next two years.

3.49 We are also working with partners to develop an entry level national accreditation scheme for
businesses that operate in a sustainable and environmentally friendly way. Our aim is to support—and
provide a stepping stone to—existing schemes such as the Green Tourism Business Scheme and the Bellamy
Award that currently have limited regional or sectoral participation. As part of this process, we have
conducted research into consumer expectations in relation to sustainable accommodation and whether or
not they are prepared to pay more.

3.50 The Green Tourism Scheme, which is operated by Green Business, has three levels: bronze, silver
and gold. It is already operated by VisitScotland and, in England, by South West Tourism, Tourism South
East and ONE North East. Consequently, we wish to encourage its take up rather than to compete with it.

3.51 We are reviewing the standards required in our quality assurance schemes to make sure that they
are compatible with the sustainable tourism agenda.

3.52 In addition to our own quality assurance schemes we also work with other leading bodies that oVer
assessment services such as EnCams which operates the Blue Flag Beach Awards with which we co-publish
a Beach Guide.

3.53 The assessment service we oVer to tourism businesses is being improved by training our assessors so
that they are able to oVer on the spot access to business advice as well as quality grading decisions and advice.

3.54 Linking to this, VisitBritain, People 1st and the Best Practice Forum have signed a tripartite
agreement to introduce a voluntary “skills-needs” analysis for establishments that participate in the quality
assurance schemes as a further mechanism for improving productivity. SMEs in the serviced
accommodation sector have volunteered to undergo a health check as part of the quality scheme assessment.
This will then be analysed by Regional Business links to evaluate where help and advice is needed. After a
successful pilot, “Steps to Success” is now being rolled out by VisitBritain and People 1st.

3.55 Participation in the National Accessible Schemes for non serviced accommodation remains woefully
low. It is essential that this is remedied well ahead of the Games and we are re-deploying resource to address
this. At present, of those properties that participate in our other quality schemes, participation in the NAS
is as follows: self-catering 64%, guest accommodation 18%, hotels 14% and hostels 4%. Our strategy will be
shaped by the results of the Welcome(Legacy consultation but we are planning consumer and industry
research into current awareness and potential of NAS, alongside increased publicity and a recruitment drive.

3.56 Additionally, from April 2007, all businesses participating in any of our quality schemes will be
required to produce an access statement.

4. Deriving Maximum Benefit from the London 2012 Games

4.1 As stated by DCMS in the Tourism 2012 consultation document Welcome (Legacy, if the visitor
economy is to achieve significant growth from the 2012 Games “real progress in four areas will be crucial.
The industry must: maintain and enhance Britain’s unique oVer; listen to its increasingly demanding
domestic consumers; encourage a fiercely competitive industry, with strong incentives to invest, innovate
and operate eYciently; and recognise and further develop its links with other sectors.”



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 173
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4.2 Our early estimates predict that between 50–70% of the net economic benefit of staging the Games,
measured over a 7–10 year period, will accrue through tourism, and that at least £2 billion will be generated
from inbound tourism over the period 2008–17.

4.3 We are now reworking this estimate using a more sophisticated model and will also be undertaking
work on the benefits to domestic tourism for which no estimate has yet been produced.

4.4 VisitBritain’s vision for 2012 is:

— To grow the London & UK visitor economies faster than would otherwise be possible;

— To spread the economic benefits throughout the UK;

— To boost both international and domestic tourism;

— To create a truly world class tourism industry; and

— To secure a lasting legacy through sustained growth after 2012.

4.5 We expect the majority of economic benefit for tourism from 2012 to fall after the Games—the legacy
eVect—but this will only happen if the public and private sector have worked together prior to 2012 to plan
and invest so that the Games are an enormous sporting and PR success which makes overseas residents feel
that Britain is a “must see” destination. This aim is informing our contribution to the emerging DCMS
Tourism Strategy for the Games.

4.6 We also have to ensure that we have the products, and can oVer the experience, that visitors will
expect. This is widely recognised and, as a result, we are seeing the Games acting as a catalyst to bring
together partnerships, and accelerate initiatives, that would otherwise have taken much longer to get oV
the ground.

4.7 The primary opportunities are to:

— Align and develop the Britain and London brands to appeal to emerging and younger markets
(particularly China, India & Russia);

— Raise the profile of Britain and London and enhance awareness of the diverse tourism oVering;

— Win more events, conferences and conventions;

— Attract new partners and sponsors to the tourism sector;

— Improve the visitor welcome and the overall quality of the tourism product;

— Increase skills and productivity;

— Develop sustainability and accessibility in the visitor economy; and

— Attract the British back home.
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VisitBritain’s Work to Maximise the Legacy of the Games for the Benefit of the Visitor—and the Wider—
Economy

4.8 We have developed our strategy around a six year plan:

2007 Preparing the Ground.

2008 Taking the Torch.

2009 Building Momentum.

2010 Galvanising Britain.

2011 Inviting the World.

2012 Welcoming the World.

2013—( Delivering the Benefits.

4.9 Although much of the work in the early years should be seen as laying the foundations and an
investment for the future, we are confident that it will also generate early returns. For example, our Games-
related marketing activities during these years should generate additional visitor spend of at least £150
million before the Games, giving an ROI of well over 35:1 on marketing funds. It will also attract significant
commercial income and we expect to be able to harness non tourism partners such as the IOC “Top”
sponsors who are seeking programmes and partners to activate their sponsorship.

Preparing the Ground for Success

4.10 VisitBritain played a key supportive role with London 2012 during the bidding phase, and has since
developed strong relationships with key stakeholders in the new 2012 environment including the British
Olympic Association, UK Sport and the London Organising Committee of the Olympic Games and
Paralympic Games, as well as strengthening our ties with traditional partners such as Visit London. We have
also researched the experiences of previous Olympic host destinations to build a clear picture of the true
opportunities for tourism in relation to the Games. We are sharing this information with the industry via a
comprehensive education programme and are also using it to inform our initial brand-building and market
development work and DCMS’ own Tourism 2012 consultation.

The Road to 2012

Britain Brand

4.11 The 2012 Games pose a one-oV opportunity for Britain to evolve the perception of Britain and its
constituent nations in the minds of its international audience, enabling us to build a stronger, more engaging
brand for the future. Britain has an out-dated image in many parts of the world and the average age of our
visitors gets older each year—this is a golden opportunity to present a dynamic, welcoming, diverse and
warm nation to the rest of the world, with a particular emphasis on youth. We are currently working with
our Public Diplomacy partners to align the Britain brand with the Games and make the most of this
opportunity, so we can position Britain as a leading country for exports, education, industry, culture and
tourism.

International Media Relations

4.12 Both London and Britain will receive an immense amount of media attention in the build up to 2012.
This will be a unique chance to showcase a vibrant, socially-inclusive, quality-driven, united Britain to the
world and it is essential that VisitBritain influences this media attention as much as possible, to ensure that
the longer-term legacy of media coverage is one that is conducive to building the visitor economy. By
working closely with the international media, VisitBritain can enhance international awareness of Britain’s
diverse tourism oVer. This media activity will include programmes for visiting journalists, provision of B-
roll images, press kits, location guides and many other initiatives, including the development of specialist
services and facilities for unaccredited media, the importance of which was highlighted during both the
Atlanta and Sydney Games.

Digital Media

4.13 2012 will be the first truly digital summer Olympic and Paralympic Games, with the full power of
the Internet and new technologies harnessed to build digital communities around a unique brand.
VisitBritain has long realised the benefits of technology in the tourism world and will intensify its eVorts in
the run-up to 2012. Platforms such as EnglandNet are already recognised as a great potential asset to 2012
partners and commercial sponsors.
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Commercial & Marketing Opportunities

4.14 VisitBritain will be looking to leverage its association with the Games to enhance and diVerentiate
its marketing activities and programmes before, during, and after 2012. Central to this will be a broad
engagement with the IOC and the London 2012 Organising Committee with a view to developing new long-
term commercial and marketing partnerships with international & domestic sponsors. These new
partnerships could be one of the greatest legacies from the Games—the catalyst eVect—creating a long-term
revenue stream and a more eVective and co-ordinated marketing investment. VisitBritain has already
entered into a partnership with Visit London to jointly fund a Brand Partnership Unit to maximise long-
term commercial opportunities with new non-tourism partners.

Beijing 2008

4.15 One of the key milestones on the road to these relationships with the IOC, the London 2012
Organising Committee and their sponsors is Beijing 2008. Learnings from previous host cities’ experiences
illustrate how important it is for tourism bodies to have a strong presence at the preceding host city’s Games
to watch, learn and build important relationships with groups such as the Olympic family and the media. A
strong physical presence in Beijing is considered fundamental to achieving our overall marketing objectives.

Cultural Olympiad

4.16 2008 marks the beginning of London’s Cultural Olympiad which, in conjunction with Liverpool as
European Capital of Culture, represents one of the greatest opportunities for spreading the benefits of the
Games throughout the nations and regions of Britain. VisitBritain plans to focus much of its international
and domestic marketing activity on this four-year programme and we have established good relationships
with those responsible for devising and delivering the cultural programme for the Games to ensure synergy
within our overall marketing strategy. We are now in discussion with LOCOG about how we can add value
to its plans.

Quality & Welcome

4.17 The long-term success of VisitBritain’s marketing work is dependent on a guarantee of widely
available quality and value for money product for visitors coming from abroad or travelling within Britain.
Significant improvements must be made before 2012 and, as already referred to, we are working hard to
increase take up and recognition of the quality assurance and national accessible schemes, and to encourage
industry bodies and Games’ organisers to create skills based training opportunities relevant to the industry.
Through the Public Diplomacy partners’ Welcome to Britain Group, chaired by VisitBritain Chief
Executive Tom Wright, we are also working to ensure that the welcome visitors receive on arrival in Britain
and throughout their stay is world-class.

Events

4.18 Having won the right to host the world’s greatest event, Britain can now leverage the successful 2012
bid to win more sporting and international events, conferences and conventions. We are developing a bid
support strategy in consultation with the industry, to deliver a consistent and expert level of support to
destinations and organisations bidding for major international events, ensuring that Britain remains in the
world’s view long after the Olympic flame has left our shores.

4.19 VisitBritain has identified over 1,000 international sporting events which could be held throughout
Britain between now and 2020. These events could bring real tangible economic benefits to the nations and
regions, as well as raising their international profile and positioning Britain as a world-class sporting
destination. It is important that major business and sporting events and conferences are secured for the years
after the Games to ensure the international spotlight stays on Britain after 2012.

5. The Practicality of Promoting more Environmentally Friendly forms of Tourism

5.1 The UNWTO defines sustainable tourism as: Tourism that meets the needs of present tourists and
host regions while protecting and enhancing opportunity for the future.

5.2 The objective of sustainable tourism is to retain the economic and social advantages of tourism
development while reducing or mitigating any undesirable impacts on the natural, historic, cultural or social
environment. This is achieved by balancing the needs of tourists with those of the destination. Therefore,
to be sustainable, all tourism activity must comply with the following four key principles:

— Visitor Satisfaction: (visitors must be satisfied with all aspects of the tourism product);

— Industry Profitability: (the return to the industry must allow for reinvestment and growth);

— Community Acceptance: (account must be taken of the host community’s present character and
future aspirations);
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— Environmental Protection: (the natural, historic and cultural resources on which the industry is
based must be protected).

5.3 Over the last few years, the environmental protection element of sustainable tourism has come to
dominate the agenda with an increased recognition of the impact of tourism related activities on the
environment, particularly in the area of climate change.

5.4 Consequently, VB began a major overhaul of its Sustainable Tourism policies last December. This
work has four elements:

— The provision of leadership by VB to the industry in support of Government’s sustainability
agenda;

— Working through our marketing activity to encourage visitors to act in a way that supports
sustainability;

— Engaging with the industry to encourage tourism businesses to act in a sustainable way;

— Ensuring that VB’s “own house” is in order.

5.5 One of our first steps has been to commission research to investigate consumers’ attitudes towards
sustainable tourism. This is only now being completed but the top line findings are:

— There is an expectation among consumers that sustainable tourism will become increasingly
important in future given the attention being given to environmental issues generally;

— Currently being “responsible” is seen as somewhat of an eVort, something you’d have to go out
of your way to arrange and somewhat of a luxury. It is perceived as something that comes with a
high price tag; and

— Consumers can see it becoming more of a necessity but think that it needs government backing/
heavy promotion to become a reality in the near future.

5.6 We also looked in detail at consumer attitudes to sustainable accommodation and attractions. We
are still analysing this material and, as referred to at 3.49, will be using the findings to influence the
development of a quality accreditation scheme that recognises businesses that operate in a sustainable and
environmentally friendly way.

6. Value of UK Tourism, Trends, Opportunities and Challenges

Total value of tourism

6.1 In 2005 the UK tourism industry generated £85 billion for the UK economy, 80% of which was from
domestic tourism. (An estimate for 2006 will not be available until later in the year.)

6.2 Changes to survey methodologies make it diYcult to compare these results with individual preceeding
years, but it is clear that over the period 2000–05 UK tourism suVered a major setback due to the outbreak
of Foot and Mouth Disease and the impact of the 11 September terrorist attacks in the US from which it
took four years to fully recover.

6.3 The £85 billion total is made up from a number of diVerent components, in line with internationally
agreed standards for developing a Tourism Satellite Account, these are:

— Spending by inbound visitors, estimated at £14.2 billion in 2005;

— Fares paid to UK carriers by overseas residents, estimated at £2.8 billion in 2005;

— Spending by domestic residents on overnight domestic trips, estimated at £22.7 billion in 2005;

— Spending by domestic residents on “tourism day visits’, estimated at £44.3 billion in 2005; and

— Imputed rent from second home ownership, estimated at £0.9 billion in 2005.

6.4 Tourism “day visits” constitute more than half of the total figure, and it is important to recognise that
much of the growth in spending on this type of trip in recent years is driven by changing leisure behaviour
leading to significant increases in spending on retail items estimated at £21.2 billion out of the £85 billion
(25%) that qualifies as being generated on “tourism day visits”. (Defined as one lasting for more than three
hours and not taken on a regular basis.)
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6.5 The following table sets out the figures in detail for each year from 2000–05 (excluding 2004). A
number of figures are estimated and figures for both overnight and day visits by domestic residents are
subject to changes in survey methodology, meaning figures are not strictly comparable over time.

2000 2001 2002 2003 2005
(£bn) (£bn) (£bn) (£bn) (£bn)

Spending by overseas residents
Visits to the UK 12.8 11.3 11.7 11.9 14.2
Fares to UK carriers 3.3 3.1 3.1 3.2 2.8
Spending by domestic residents
Trips of 1+ nights 26.1 26.1 26.7 26.5 22.7
Tourism day trips for leisure 31.8 31.5 31.3 31.8 44.3
Rent for second ownership 0.9 0.9 0.9 0.9 0.9
Total Spending
Outturn prices 74.9 72.9 73.7 74.2 85.0
2005 prices 84.4 80.8 80.4 78.6 85.0

Trends

6.6 According to the United Nations Tourism Organisation, a record 808 million international tourist
trips were undertaken in 2005, an 83% rise since 1990. By contrast, the number of international arrivals to
the UK increased from 18 million to 30 million, an increase of just 67%. Spending abroad by international
tourists is now worth more than $2 billion per day to the global economy if spending on foreign passenger
transport is included. Britain’s share of this financial pot in 2005 stood at 3.8% down from 6.5% in 1980.

6.7 The following chart summarises how our market share has declined over the past generation. The
growth in recent years is attributable to the exceptionally strong rise in inbound tourism to Britain from EU
Accession States with the number of visits from Poland breaking through the one million barrier in 2005.
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6.8 Provisional estimates indicate that in 2006 the UK welcomed 32.17 million inbound visitors, with
spending reaching £15.4 billion, meaning that we maintained our global market share for both arrivals and
spending.
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6.9 The UNWTO forecasts that Europe will lag behind emerging markets in capturing future growth in
international tourism. Asia Pacific and the Middle East are forecast to be the biggest beneficiaries as intra-
regional travel becomes more aVordable to millions of citizens across Asia. Hence, it is to Asia that we must
look in future for inbound visitors due to the high economic growth rates being enjoyed in countries such
as China and India.

6.10 By contrast, the performance of the North American market has been lacklustre over the past few
years and, despite some upturn in 2006, it is highly probable that around 450,000 fewer US citizens visited
Britain in 2006 than in 2000. The number of visits by high spending Japanese visitors also continued to
decline into 2006. In 1995 the UK economy earned £539 million from Japanese visitors; in 2005 this figure
had dropped to just £269 million.

6.11 In general terms, trips to visit friends and relatives have delivered the most reliable growth in
inbound tourism during recent years accounting for 23% of all visits in 2000 but 29% in 2005 according to
IPS figures.

6.12 Despite being fifth in the league table for international tourism receipts and sixth in terms of
international tourist arrivals last year, the UK was the third most important origin of outbound tourism
spending behind Germany and the USA. The extremely high propensity for outbound travel from the UK
(with 107 outbound trips per 100 of population) is one of the factors underpinning the dramatic rise in the
UK’s international tourism balance of payments deficit. The situation has been compounded by the fact that
we have experienced a steady fall in the average length of stay, and thus average spend per visit, for each
inbound visitor coming to Britain.

6.13 In 1979 the typical inbound visitor stayed for 12.4 nights, whereas in 2005 it was 8.3 nights. This
translates into an average spend per visit in 1979 (at 2005 prices) of £759 compared with an average spend
per visit in 2005 of just £476. The following chart summarises the evolution of the UK’s international
tourism balance of payments deficit.

International Tourism Balance of Payments
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6.14 Due to a series of methodological changes in the way data has been captured over the past sixteen
years it is diYcult to measure long term trends in the volume and value of overnight domestic tourism.

6.15 However, as can be seen from the chart below, the 1990s appeared to be a time of steady growth in
the volume of overnight trips taken by UK residents in the UK. The change to a “phone based” survey in
2000 resulted in a sharp uplift in the reported number of trips, but then gave way to a persistent and steep
decline through to 2004. The estimated number of trips in 2005 is on a par with the total number of trips
taken in 1999 (the last time that the survey used a “face-to-face” methodology) . The chart also shows results
for the value of trips, adjusted to 2005 prices. It is evident that the total value of spending by UK residents
on overnight trips in the UK is, at best, flat.

6.16 By contrast to the situation for domestic trip taking the following chart shows the relentless upward
trend in the annual number of foreign trips taken by UK residents over the past 15 years as measured by
the International Passenger Survey.



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 179

Trends in the Value and Volume of overnight domestic tourism
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Other Challenges and Opportunities

6.17 In addressing the UK’s declining market share, a range of other factors are likely to have a bearing:

Capacity Considerations (Transport)

6.18 Hitherto un-congested airports favoured by low-cost operators may become congested by the
middle of the next decade. The UK will need to address whether the development of regional airports at the
expense of our international hub airports is the best solution considering the diVerence in spend per visit for
short-haul and long-haul visitors.

Capacity Constraints (Asset utilisation)

6.19 Capacity in certain sectors of the industry is under utilised, often due to the seasonal pattern of
tourism activity. For example, the 2005 UK Occupancy Survey reveals that bedroom occupancy across the
year stood at 59%.

Climate Change and the Environment

6.20 Consumers may adopt an anti-flying attitude thus benefiting the domestic industry. We may also
see changing corporate behaviour—this could come about through fiscal measures whereby organisations
are forced to pay carbon oVsets when members of staV take business flights, or through businesses feeling
the need to respond to public pressure on “green issues” and voluntarily finding ways of using air travel less
often. The growing trend for consumers to question the origins of products they buy may also have an
impact.

Macroeconomics

6.21 A potential slowdown in the US economy and/or social upheaval in China, derailing that nation’s
rapid economic expansion, could hit disposable income available for travel.

6.22 Dwindling global stocks of oil, leading to higher prices, will inevitably increase the cost of air travel
if other energy sources are not found. Likewise, as the UK’s stocks of oil and gas decline, so may the demand
for sterling (assuming that the UK does not adopt the euro) this may make the UK a more aVordable choice
for overseas tourists, and act to dissuade UK residents from taking multiple overseas trips each year.

6.23 The so-called “pensions time-bomb” is also an issue across much of Western Europe, Australasia
and parts of Asia (notably Japan). Improvements in life expectancy, general health in old age and a greater
desire to remain active in later life are all big positives for tourism prospects in the years to come. However,
to what extent will pensions be capable of funding the lifestyle that this group would like to enjoy?.



Processed: 04-07-2008 22:45:48 Page Layout: COENEW [E] PPSysB Job: 376414 Unit: PAG2

Ev 180 Culture, Media and Sport Committee: Evidence

Demographics

6.24 Other demographic trends that may influence tourism in the next decade are increased “inter-
generational” travel whereby grandparents take their grandchildren on holiday, more older “singles” due
to higher rates of divorce, and more same sex couples, all with their own distinct requirements from tourism
businesses.

6.25 As older people become less inclined to be sedentary there will be growing numbers of people with
disabilities. It is extremely likely that a larger proportion of customers will need some form of assistance in
the years ahead, not just “step free access’, but facilities and attitudes that aid independently minded older
customers with mobility, eyesight or hearing diYculties to continue taking independent holidays.

Digital/Distribution

6.26 It is now easier than ever for visitors to access information when they need to, being able to book
accommodation, tours and travel from wherever they happen to be.

6.27 Marketing is becoming increasingly sophisticated, but so too are consumers, with the Internet
facilitating a new form of marketing or “advocacy’, namely “word of mouth” recommendations. Websites
such as www.tripadvisor.com are becoming more and more important in terms of gaining insight into
destination and accommodation options before consumers make a booking, and the danger is that
empowered consumers may increasingly sideline advice from traditional purveyors of tourist information,
relying more heavily on advice from fellow consumers.

6.28 Not all technological developments represent good news for tourism prospects. As the cost and ease
of communicating face-to-face, in business or for leisure, become less of a barrier through services such as
Skype, the need for some trips may diminish.

Geopolitics

6.29 There is an ongoing risk of disruption to tourism caused by terrorism and health scares. In terms of
terrorism, visitors are becoming more resilient in terms of carrying on with their travel plans but how
tolerant will people be of the increasingly stringent security measures imposed at airports?

7. Tourism Data

7.1 Tomorrow’s Tourism Today, highlighted the importance that DCMS attaches to the provision of
robust and up to date market intelligence that businesses need to make investment decisions. As this
Prospectus went on to note, the quality of tourism data was patchy and urgently needed to be improved.
This was particularly the case in relation to domestic data for which VB had just inherited responsibility
from ETC in relation to England. Since then, we have worked with the NTBs to improve the methodology,
and therefore the quality, of the UK Tourism Survey at national level.

7.2 We have also:

— Introduced a quarterly Survey of Visits to Visitor Attractions;

— Formed a Domestic Industry Panel, comprising senior business leaders in the industry and
established a survey to provide enhanced domestic intelligence for the domestic market;

— Supported a new syndicated survey proposed by TNS to monitor satisfaction levels of consumer
and business visitors to England/Britain. This will also enable comparisons with other destinations
and will use TNS’s TRI*M model; and

— We are undertaking Improvements to the England Occupancy Survey following a review of the
existing survey with DCMS and the RDAs.

7.3 Nevertheless, it is generally acknowledged, including by Denis Allnutt in his recent review of Tourism
Statistics, that data collected at national level does not always fully meet the needs of regional, sub-regional
or local users. Under the umbrella of the Partners for England Initiative, VB, EMAB, DCMS, the RDAs
and other stakeholders are discussing the possibility of establishing a National Tourism Intelligence Unit
that would be responsible for leading and co-ordinating activity to improve the quality of data collected on,
and about, the tourism sector in England. The aim is to produce timely, authoritative, comparable and
robust data—at national and regional level—that eVectively demonstrates the volume and value of tourism
in England and that can be used to plan the management and development of tourism more eVectively.

7.4 We have also greatly improved the communication of our research and market intelligence to the
industry. For example through new design & richer content Market Profiles from Britain International and
Enjoy England; the creation of Visitor’s Voice, a quarterly round-up of VB’s research/intelligence; and the
revamping of the www.visitbritain.com/research web pages. We believe these achievements combined
represent a significant advance in how VisitBritain’s data and intelligence is communicated to the industry.
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7.5 To better understand our overseas customers, we are participating in the Anholt-GMI Nation Brand
Index— through which a worldwide online panel of consumers, drawn from 38 countries, is polled on their
perceptions of a number of developed and developing countries. As well as providing us with a detailed
understanding of how each country perceives Britain, we are adding bespoke questions and will, in future,
use this as our main tool to track perceptions of the Britain brand overseas.

7.6 There are some further improvements that we would like to see made to the International Passenger
Survey which is conducted by the OYce for National Statistics. The quality of data would be much improved
if the survey was extended to include a larger sample and the inclusion of an increased number of ports and
airports over extended surveying hours. However, we acknowledge that this would cost a considerable
amount of money.

7.7 Improved data on tourism employment would also be useful, and will be essential if the UK is to
develop a state of the art tourism satellite account.

March 2007

Witnesses: Mr Christopher Rodrigues CBE, Chairman, Mr Tom Wright CBE, Chief Executive, and Mr
Bernard Donoghue, Head of Public and Government AVairs, VisitBritain, and Mr Hugh Taylor, Chairman,
VisitEngland, gave evidence.

Chairman: Good morning. This is a further session
of the Committee’s inquiry into tourism. We were, as
you know, due to have the Minister of State,
Margaret Hodge, but we understand she has hurt
her back, so she is unable to be with us, but we are
very pleased to welcome from VisitBritain,
Christopher Rodrigues, the Chairman, Tom
Wright, the Chief Executive and Mr Bernard
Donoghue, the Head of Public AVairs and Mr Hugh
Taylor, the Chairman of VisitEngland. Rosemary
McKenna will begin.

Q430 Rosemary McKenna: Good morning,
gentlemen. You have stated that the tourism
industry faces some enormous challenges. As the
national tourism agency, can you set out your
assessment of the prospects for the industry?
Mr Rodrigues: I will happily start and then I will
invite Tom to expand. This is an extraordinarily
competitive global industry, global because
everyone in a foreign country has a choice. If you are
sitting in Singapore the choice is turn left to
Australia or turn right to London. That competition
is growing hugely as new markets and new
destinations are brought on, on an almost daily
basis, and in many of those countries which are new
to tourism in fact the infrastructure and the built
environment are newer, so there is some very good
high quality competition for international tourists
looking at Britain. There is also competition for
Britons considering whether to travel in Britain or
travel overseas, and I do not think anyone sees the
level of competition in this industry decreasing. The
Internet has become a major factor, and it is one that
has, if you will, levelled the playing field;
information is easily accessible to all from all
locations. In that environment Britain has some
wonderful assets, but those assets alone, in our view,
are not enough. There is a need to raise the quality
of what we do (that is internal work); there is a need
to improve the welcome; there is a need to think
long-term about infrastructure. On that point I will
give an example. It is widely judged that
international tourism will grow by 50% in the next
ten years. If we maintain our share, put simply, that
would mean 50% more arrivals on a Monday

morning at Heathrow ten years from now. I think I
make my point about infrastructure; it is a long-term
planning game and it goes across all of government.
So, in a competitive market with long-term issues to
consider, we think we are in a good position: we have
the natural assets of Britain, there is a good
aspiration to come to Britain, but we are not in a
long-term secure position. We need to continue to
market in the established markets; we need to
market in the developing markets to build
aspiration. It concerns me that we have dropped to
sixth overall in terms of destinations people want to
go to. It concerns me even more that in a recent study
in China we were ninth. It is not a good prospect
when your share of future growth markets is lower
than your share of existing markets. So, against that,
we are clear that it is highly desirable to continue to
invest in this business. It is a fragmented business.
There are nearly 200,000 SMEs in this business. In
all honesty, it is diYcult to assume that an SME will
market Britain in China or even market their own
eVorts in China, but it is not unreasonable to think
that the British tourism industry should be marketed
in China. So, we believe that there is a case for
greater investment, we believe it needs to be focused,
we believe that we can work more closely with our
strategic partners, although we have made good
progress, I believe, in recent years and, ultimately,
we believe that tourism, as Britain’s fifth largest
industry, needs to be recognised (a) for what it is as
a business, (b) for its importance to the economy
overall and (c) to the multiplier eVect that it has on
the economy. On those areas there is still work to do.
Tom, is there something you would like to add at
this stage?
Mr Wright: Yes, I just add briefly that tourism is one
of the largest growing industries globally—at least
4% growth every year around the world, 50%
compound, as Christopher pointed out, over the
next decade—and when you think of the billions of
Chinese, Indians, Brazilians and Russians who have
yet to travel, there is enormous potential for Britain.
Our concern is that the long-term erosion of
Britain’s global share will continue. Back in 1980 we
had a 6.5% share of global tourism; that has declined
more recently to about 3.8%; and although we have
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seen some good recent growth in the last couple of
years, we have only just been recovering from foot
and mouth and September 11. If you look globally,
tourism is a very high priority for governments
around the world and there is an increasing
investment going on into supporting their tourism
industry and infrastructure, on average 10% growth
going into the budgets of national tourist authorities
around the world, and of course in our case the
investment has been static or in decline and,
particularly with 2012 coming up, we really want to
focus on delivering a long-term legacy and make
sure that Britain shares in that global growth
prospect.

Q431 Rosemary McKenna: You said the three issues
were quality, welcome and infrastructure. Do you
think we are ready to have that welcome particularly
in place for 2012?
Mr Rodrigues: Tom is chairing the Welcome
Committee. I turn to him.
Mr Wright: We have been working on the welcome
to Britain for some years and I chair the Welcome to
Britain Task Force that brings together a whole
range of public and private agencies that have an
interest in the information we provide, the way we
process and manage overseas visitors, the welcome
and hospitality that we give them in this country,
and we are very much gearing up (and this is a key
part of our 2012 strategy) to improve that welcome.
The perception of the welcome around the world in
this country is about fourteenth, fifteenth or
sixteenth in the global league, which is way lower
than our position in global tourism, ie we are
perceived to give a relatively weaker welcome than
most of our competitor nations. There are four
things that we believe we have to improve on. One is
the procedures, whether it is the visa and the whole
approach to how we manage overseas visitors, the
second is improving the perception of Britain,
because in many countries there is still sometimes a
rather old-fashioned, quaint perception of Britain
that does not reflect the incredibly modern and
dynamic nation that we actually live in. Thirdly,
information provision, and, fourthly, for the
customer service, the skills of all of those who
interact or interface with visitors in this country, and
the task force is working on a strategy for all of those
four diVerent areas and we really want to gear this
up so that by 2012, just as Germany and other
nations have when they hosted the World Cup or
Australia when they hosted the 2000 Olympics, we
have a world-class welcome.

Q432 Rosemary McKenna: I agree with you that we
really have to work on that, and I do travel a lot, but
do you think that Terminal 5 at Heathrow, if there
is the attendant improvement in the immigration
process, will help in improving the welcome? That is
only one aspect.
Mr Wright: Yes.

Q433 Rosemary McKenna: It is possibly the most
important.

Mr Wright: I think it will, because, clearly, we all
know that Heathrow now is at maximum or beyond
maximum capacity and you can see the impact of
that for overseas visitors to this country. It is not just
Terminal 5, it is the whole development of Heathrow
between now and 2012 and Heathrow East, but
there is light at the end of the tunnel. St Pancras is
another great example of a huge improvement of a
great welcome to overseas visitors and, yes, we do
need to improve our infrastructure, but one thing I
would add is that we have agreed with the Civil
Aviation Authority and with the Passenger Shipping
Association to constantly monitor at ports of entry
on departure to track the quality of the welcome we
give. So, from this year onwards, from the first
quarter onwards, we will be able to give a regular
update on how the actual welcome is and how we are
improving that welcome.

Q434 Rosemary McKenna: One more question.
Tourism is a very important part of the economy, as
you said. Are you close to meeting the target of being
a £100 billion industry by 2010?
Mr Wright: We believe that, if we take the
opportunities particularly around the Olympic and
Paralympic Games, we can achieve that growth
figure of 100 billion. Currently we are at about 85
billion. That was our best estimate in 2005. Clearly,
the growth potential should allow us to achieve 100
billion, but, like everything, you need to invest to
achieve that, and we have this golden opportunity,
this one-oV opportunity of 2012, for really what is a
ten-year legacy, four years before and probably four
to six years afterwards, and there is so much we can
do around that to grow the visitor economy in a
global sense.

Q435 Helen Southworth: I wanted to ask you about
the excitement of tourism. Inevitably, we end up
focusing a lot on process, but the UK has had a good
position in tourism historically and the emerging
markets are making quite clear that we are sliding
down in terms of how people see us, how they want
to spend their dreams. What work have you done on
what the draw is, what the attraction is, what the
excitement is of the UK and how we can best
communicate it with the emerging markets? What
brings people here?
Mr Wright: We have done an enormous amount of
work. I think perhaps traditionally some people
would think more of our heritage and our history as
one of the key attractors, and actually that is a key
motivator but it is also the culture and the
contemporary culture. Therefore, the simple answer
to your question is from all our research it is almost
the contrast of the modern culture and the
traditional aspects of this nation that are hugely
appealing, particularly in our developing markets.
All the history and heritage are of massive appeal,
but you then have to contrast that with the modern
culture, and whether it is music, sport, the
contemporary culture, for younger audiences
around the world who perhaps have less traditional
associations, whether it is through literature or film
and other areas, its modern appeal is also important,
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and that is why we do a lot of work in the film
industry, with the music industry, with the sport
industries showing the contemporary as well as the
traditional sides of our culture.

Q436 Helen Southworth: How diVerent are the
sections in the diVerent emerging markets?
Mr Wright: They are quite diVerent. If we take
India, for example, which is one of our fastest
growing international markets (it overtook Japan
just recently, which was almost unimaginable a
decade ago—more visitors from India than Japan to
this country), you get a real mix of interests from
Indian visitors and those interests would vary from
some of the traditional aspects but also a huge
interest in film-related, and we do a lot work in
Mumbai with the Bollywood film industry and
Bollywood films have a lot of locations that are
utilised here in this country. Cuisine is increasingly
important, and for some markets shopping, for
example, is very high on their agenda. One of the real
competences of our overseas network is the
enormous insights, which are very diVerent, and we
have a huge book that has all the insights for the
industry and partners to work with for each of those
markets and in certain markets we might have very
diVerent hooks. In Germany, for example, they
watch on Sunday nights dramatisations of
Rosamund Pilcher filmed in the West Country of
England using German film crews. I was talking to
the Blue Badge Guides recently. We now have
specialist Rosamund Pilcher guides in the West
Country to help all the German visitors who are
coming to Devon or Cornwall. If you go to Japan
you might find more traditional associations with
Beatrix Potter, and so on. Without taking up too
much of your time, it is enormously diverse and that
insight is one of the key things we bring to Britain’s
visitor economy, this global understanding of what
inspires people to come to this country.
Mr Taylor: On the England, domestic side, we have
run two most successful campaigns, one called
England Rocks, which was launched at Abbey Road
and was all about rock culture and they went to see
where the Beatles were, and so on, and of course in
the Year of Culture for Liverpool that is so
important, and the other one is Story Book England,
which is showing them the locations where some of
our great publications and novels were based. These
were globally picked up by the press all over the
world; so they are very much a statement about what
we are and they do very well.
Mr Rodrigues: Can I pick up a related comment?
You started, very encouragingly, with the word
passion, which is something that goes through our
industry. Most people are passionate about what
they do. It is one of the features of this industry, in
service industries in general, but in this industry in
particular, and it is really important, when you think
about what Tom and Hugh said, to recognise that
this is not an industry which can rely solely on the
Internet. There has been some talk that one of the
eYciencies that could be gained in this industry is to
shut the overseas oYces and let everyone go on the
Internet. That only feels right if you look at the

wrong end of the telescope. If you are sitting in a
marvellous destination, you have put everything on
the Internet, you say, “Well, why do you not come
and find me?” and the answer is because, when you
think of it from the consumer’s perspective, the
consumer may not know about that wonderful
destination, and something has to grab their
passion, and passion is a very personal thing. The
Internet is great at delivering information, it is great
at making bookings, but it is not so good at
delivering passion randomly. The thought of
looking at the Internet, if I turn it on its head,
looking at it from the British going overseas, how
would you find Santiago de Compostela if you did
not know about it? We are very close to it in this
country, but we have to think about it from the other
side. I have been in this job for a year; I have come
in from being in international tourism and financial
services businesses all of my career. The
extraordinary asset, in my eyes, of this organisation
is the people overseas. We have got some great
people at home, but the thing that is absolutely
unique is the people overseas. It is interesting that in
the Scottish submission to us (the Strawman’s
submission) about what they want in a future
VisitBritain the number one thing on the list is the
overseas oYces with the insights, the contacts and
the ability to execute, and it is diVerent. Knowing
how to pitch attractions in diVerent markets requires
local skills. I will give you, if I may, one example
because it just brought it to light for me. In the spring
last year when I had just taken on the post and I was
going round learning what was going on in the field,
I went to Milan and our people there organised a
very good lunch session with a number of local
journalists, and one of them had just got a major
article placed in a Milanese magazine, the main style
magazine, and it was about Liverpool Capital of
Culture, and it was about architecture, and it was a
photographic essay on the beauties of Victorian
Liverpool. Now that works in northern Italy
because northern Italians are interested in that kind
of article. That might not work in Spain, it might not
work in France, but our team knew the market,
knew the contacts, pitched the story and got the
coverage. It cannot do that on the Net.

Q437 Mr Sanders: That leads nicely to what I want
to talk about. You say you cannot rely on the Net.
Mr Rodrigues: Alone.

Q438 Mr Sanders: Yet EnglandNet, which you are
responsible for, on the latest figures, shows that it
costs approximately £160 per booking. That does
not represent very good value for money in terms of
this experiment. That seems to have been
extremely costly.
Mr Taylor: Perhaps I can answer on EnglandNet.
EnglandNet is not a booking engine. It does not take
any bookings at all actually. It is also not a website.
EnglandNet has three elements: it holds the national
tourism database which has 41,000 accommodation
providers, 12,000 attractions and 2,000 online. It is
interoperable. The success, as far as my Board is
concerned, of EnglandNet is the extent to which we
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are able to have this content, have it up-to-date, have
it as a one-stop-shop, if you like, for everybody who
uses it to see and benefit from, and where there is an
element of booking, that is in the polling service,
which is a very small part of it and a very small
budget related to it as well, and the polling service
essentially refers bookings, so it allows us through
the search engine to identify those products, of
which there are about 9,000 accommodation
products, as it stands, that might be of interest. If
they are interested, we refer them to the provider. So,
there are no bookings on EnglandNet at all, and one
of the strategic decisions we made very early on was
that we did not want to go into the booking game.

Q439 Mr Sanders: No, but the process leads to
bookings and the number of bookings that have
been through the process work out at £160. If it were
a booking system, then you would have some
income to justify its existence.
Mr Wright: Just to clarify the facts, per month the
direct referrals to the value of that business that we
are passing on is about half a million pounds, but so
many people use it as a research tool (that is its main
role), they check out availability, what
accommodation is around, and then they will
contact, in many cases, the accommodation direct
because perhaps they want to check whether they
can bring their dogs or whatever may be the
particular nuances, and an estimate of the indirect
value is over £6.5 million a month, so that makes the
figure per referral look far lower than the one you
were quoting.

Q440 Mr Sanders: But is it not the case that if it did
not exist it would not actually make any diVerence
at all? How would it make a diVerence if it was not
there, given how every local authority seems to be
investing in its own accommodation bureaus and its
own websites? Every business is encouraged to use
the Internet. You are not needed. Why are you
bothering? What value-added are you bringing?
Mr Taylor: The answer to your question is that it
links everybody up in a way that allows a small/
medium enterprise in the middle of Dorset national
and often international exposure in a way that they
would never have if they remained regional. That is
the benefit of EnglandNet.
Mr Wright: Can I give a very specific example.
EnglandNet does not just drive our websites, it
drives a lot of the other key websites around the
world, so EnglandNet is behind a lot of the content
on Yell, for example, Google and Tom Tom. A small
example: if you are driving around with your Tom
Tom satellite navigation system, which I am sure
you see most people doing nowadays, on their maps
it is bringing up on the Tom Tom screens the quality
accredited accommodation and attractions. All that
content on EnglandNet is being brought onto
satellite navigation systems so that when people
drive through this country it tells them there is a
great attraction oV to the left here or there is a bed
and breakfast oV to the right here or there is an hotel.

Q441 Mr Sanders: Do we not have signposts at the
side of the road that do that?
Mr Wright: No, is the answer.

Q442 Mr Sanders: You now have to look at your
Tom Tom to find out whether you are close to an
attraction.
Mr Wright: If you are on holiday in Devon and, let
us say, you have rented a cottage and you think,
“What would I like to do today with the family on
holiday?” the Tom Tom will tell them, within a 10-
mile circumference, the great attractions that they
can go and visit. The way I think about EnglandNet,
and why I think this referral issue is such small part
of it, is it is the national database. It connects up
thousands of websites and museums and attractions
and accommodation, it brings it altogether and then
redistributes that content all over the world, not just
through our websites, and we have over 20 million
visitors to our websites, but all these other websites
that we provide information for, and it is a shame
that this relatively small issue—. I obviously
appreciate the concerns that have been expressed
about it, but, of course, the project goes back some
time now and we want it to continue to modify and
reflect the changing environment that we operate as
we go forward. As a national product database it is
a great success.
Mr Taylor: One of the things that we also look at is
the quality of the content. We are much more
interested in knowing how many of them have
photographs, how many of them are up-to-date,
how many of them have got the information the
customer is looking for, how it is presented and how
accessible it is. It is that that we judge as the success
of the database and the investment behind it.

Q443 Mr Sanders: Would you say to any local
authority they should not be wasting any money on
this sort of thing, they should just leave it up to you?
Mr Taylor: It is done at local and regional level and
we put everybody together, so it is not a centrally
delivered content provider.

Q444 Mr Sanders: Businesses should not bother
either; they should just leave it up to you?
Mr Taylor: No, again, the businesses locally work
with their local and regional tourist bodies who have
their own systems, and it is done at that level. The
EnglandNet element of it makes it interoperable and
brings everybody together under one system to give
them the distribution nationally and internationally
they would not otherwise have.
Mr Rodrigues: If I might use an example to try and
bring this to life. As the Committee may be aware, I
spent a number of my years in the payment
instruments industry. The analogy is this. If your
local bank only had your data, your ability to travel
and use a payment instrument would be non-
existent. You would not be able to present a local
English bank card, or Scottish bank card in
Kazakhstan, buy things and walk away. The reason
you can do that is that the banks have decided
around the world that they will have an
interoperable platform. They own the data, they put
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the data on to the system, the data is then accessible
to anyone in any shape or form, and I think it is that
interoperability, that platform, which does not
replace the need for individual destinations,
attractions to have their own story, but it is the
worry harness that allows the consumer to get to that
data in an organised fashion whether they Google it
or whether they come on to the VB site. This is not
proprietary to VB, it is core information available to
the world, and that is where the platform importance
is. I understand entirely if you take the numerator of
bookings and the denominator of cost you get that
sum, but that is not actually the primary metric that
we believe is appropriate for judging the
eVectiveness of this platform.

Q445 Mr Sanders: The industry has undergone a
significant structural change in the last five years.
Are you now satisfied with how it is set up? For
example, how does VisitEngland diVer from the
England Marketing Advisory Board?
Mr Taylor: As Chairman of VisitEngland, I should
answer that because I was Chairman of EMAB
before that. EMAB was created in recognition of the
legal obligation to have a tourist board for England
and also the marketing remit that the ETC, prior to
EMAB’s creation, did not have. It was a very
important decision for us to be given the remit to
market, and EMAB’s responsibility of overseeing
the strategy was a very important one as a result. As
we got into the role and the Board developed, it
became clear that there were opportunities to do a
number of things, not just on the marketing front,
which I would claim to be very proud of and suggest
that it did and continues to do some excellent work,
but also in terms of the engagement with the other
tourism bodies across the country, which, as you
say, is not perfect but is certainly there to be engaged
with: the regional development agencies, the local
destination management bodies, the local
authorities and so on and so forth. Consequently, we
created Partners for England, which was a joint
operation between ourselves and SWRDA (South
West Regional Development Agency) and
VisitBritain to try and engage all the disparate parts
of English tourism and start talking about things
that allow us to have synergy. That has developed
very well over the past three years and we are
actually meeting next week with the first formal
summit as we put together that organisation. As a
result, one of the things that came out of Partners for
England was the recognition that we needed the
Board to be a true stakeholder body for those
various parts of the industry, and to that end we
reconstituted the Board with a number of diVerent
stakeholders, which included the BHA and
VisitLondon, and so on, which were not on the
Board before, and through the delegated
responsibility that VisitBritain now gives
VisitEngland’s Board to run the English element of
VisitBritain, we have now, in eVect, the control that
we need (the benefits of staying within VisitBritain
and the utilisation of the Executive and the resource
that that organisation oVers us) and, at the same
time, the engagement opportunities through

Partners for England to make sure that everybody is
working in one direction. So EMAB to VE was a
very important progression and gives us the benefits
of both the VisitBritain organisation and the local
structures too.
Mr Wright: May I add that we have made enormous
progress with England as well. The Committee will
remember, it was established in 2003 that we would
be marketing England domestically, and, of course,
it was not marketed prior to that, certainly in the few
years before that, and since then the development of
the England marketing capabilities, whether it is
enjoying the website, which now has eight million
visitors a year, or the great PR and the campaigns
that have been undertaken, and just to reflect that,
in 2007 the world travel industry voted VisitEngland
the best European tourism and information site in
the world, eVectively, and the British travel trade
voted us the best European tourist board for
England in November 2006; so a lot of accolades
and a lot of great results for the England side of the
organisation led by the new VisitEngland Board.

Q446 Philip Davies: It is now just over three months
since the announcement of your cut in funding was
made. Having had that time to reflect, what is your
view now about that settlement?
Mr Rodrigues: I will take this first and Tom may
wish to add. I expressed strong disappointment at
the time. My disappointment has not abated. We
knew that funds were tight. We believe that there
were four areas in which we should ideally have
received funding. One is that the funding for
England and VisitBritain should at least have kept
pace with inflation. The things we spend our money
on are not inflation-free, and though Tom and his
team have done a tremendous job in driving
eYciencies out of VisitBritain in recent years, and
technology has helped, the fact of the matter is that
media costs go up when you are marketing overseas,
the cost of having people overseas goes up, although
we have hardly any expatriates any more, we are all
local, so we have driven those costs out. So, a cut in
real is a real cut and will be painful, and you may
wish to pursue what we think the impact of that will
be. We were sorry that we did not have additional
funds, albeit of a one-oV nature, for VisitEngland.
Hugh and his Board are doing tremendous work,
but they are pulling together what inevitably, post
devolution, post the RDAs, is a fragmented
approach to tourism. There are two ways you get
people to work together. One is goodwill and the
other is goodwill assisted by money. The second is
more eVective than the first, and in this industry it is
absolutely core to what you do. So, I recommended,
but sadly it was not accepted, that there was a one-
oV grant to really focus the progress made by
Partners for England by giving them opportunities
to market together and a reason why the RDAs and
their agencies should contribute to the common
cause. The fourth area that we had asked for support
on was the marketing of Britain during the
Olympics. Tom has touched on this. This is not
about televising the East End of London; much of
that will be done. This is about using the opportunity
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of over four billion people watching an event in
Britain to merchandise Britain to them, to build
appeal, and that will need some co-operative
funding. I suppose I have some hope that this
country will do what others have done, which is
around two to two and a half years before their
Olympics or their World Cup people have realised
that a grant of specific funding may be extremely
helpful to get some of those co-operative activities
going. We did not want permanent funding, we
requested 20 million as a one-oV. I do hope that
there will still be time to secure funds of that type for
specific partnership opportunities in the public/
private sector. Otherwise I fear the only gold medal
we will get in tourism is a gold medal for myopia.

Q447 Philip Davies: Is it not a good time to cut
funding for VisitBritain when the Olympics is on? I
used to work in marketing and one of my bugbears
was that when a company was doing well it used to
spend more money on marketing when, in my
opinion, it did not need to because it was doing well.
The time it needed to spend more money on
marketing was when it was struggling for customers,
and that is the time when it used to cut back on its
marketing spend. Given that the country is going to
be in the vanguard—everyone in the world is going
to be seeing Britain and all it has to oVer—surely
that is a time when you do not need to spend so much
money on marketing, perhaps you need the money
to spend on marketing when Britain is not in the
limelight of the world.
Mr Rodrigues: Two thoughts on that. As a general
marketing point, I am always minded, again from
my prior experience, that Diners Club was founded
before American Express. American Express is the
dominant brand in that sector, Diners is almost non-
existent now, and that is because there has been a
continuous investment in that brand. With respect,
I do think that when you have a good brand you may
get greater cost eYciency and you may not need to
increase your spend pro rata, but when you are
opening up new markets in particular, which is in
many cases what we are doing as you try and harness
the great Asian and Indian sub-continent tourism
flows of the next 10–15 years, then to do it with less
money is diYcult. The other thing is that the guts of
the television of the Olympics will be around the
sport itself. The unique opportunity is to take people
out and about, to make that 30 plus days of
programming not only be programming in the
Olympic venues but programming out and about,
and if you can get the Japanese to see Alnwick
Gardens, you can play exactly to the kind of interest
the Japanese have in gardening. DiVerent interests,
diVerent countries, tailored in the grand scheme of
the money being spent on the Olympics, asking for a
small pourboire to help us merchandise Britain we do
not think is too much to ask, and I think we have to
recognise that it is diYcult to explain to a bed and
breakfast in Barnstaple why they should be
marketing in China. It is the fragmented nature of
the business. The big companies will do their
marketing, but to market Britain, to open the door,

to build the aspiration, we think there is some value
to piggybacking on the natural interest that the
Olympics will create.
Mr Donoghue: Can I add to that as well? Your point
is an entirely fair one and one that we looked at at
the outset of the research that we commissioned. We
commissioned research into all of the Olympic
venues over the course of the last 20 years and also
those cities that have hosted the Commonwealth
Games as well, and we wanted to find out where the
real tourism revenue came from. Was it in the year,
was it before the year, or was it in the years
afterwards, and we found that there are very, very
few host cities that have really exploited the full
tourism potential of hosting a games. Barcelona is
the greatest example, Athens much less so, Sydney
only to a certain degree, and one of the things that
has come across really clearly from the research that
we have undertaken is that, unless you invest to
market and exploit the opportunity, you do not
realise the opportunity. The real tourism revenues
come from the hosting of a successful games,
Commonwealth, Olympic, or whatever, in the five to
ten years afterwards, because the city destination has
been presented afresh to the world’s population and,
unless you invest to get that, you do not get it,
because you have to win those visitors, you do not
just assume that they are going to come.

Q448 Philip Davies: I am going to ask you something
I asked somebody on a previous inquiry. When you
mention Barcelona, is not the diVerence that
Barcelona may not have been an obvious tourism
destination for people until the Olympics was on and
people watching the Olympics thought, “Oh,
Barcelona, I have never thought about going to
Barcelona before. I will give that a bash?” Is it not a
bit more diYcult to sustain the argument that people
around the world who are contemplating a foreign
trip are looking at the TV thinking, “London. I have
never thought about going to London before”? Is
London not at the top of most people’s potential
destinations venues anyway, whether the Olympics
is on or not?
Mr Wright: No, is the answer. The answer is more
complicated than that, because where the awareness
of interest in the London Paralympic and Olympic
Games is tracking most strongly is the emerging
markets around the would. So in China, India,
Brazil, those sorts of markets, there is even greater
interest in 2012. It is in those markets, particularly
China, where Britain has a very small share. France,
Germany receive four, five, six, seven times as many
visitors from China as Britain does; so in those
developing markets (and there is a projection for
over 100 million travelling Chinese over the next
decade) the 2012 Games is critical. We also have a
certain image in China. They watch a lot of
traditional literary films and productions there
where the perception of London is still sometimes
slightly more related to Sherlock Holmes than
perhaps some of the more contemporary aspects of
it. We have this absolutely unique opportunity to
present London and Britain as a dynamic, modern,
contemporary country that is shaping global trends,
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global aVairs, and we cannot take that for granted,
and we do not have, necessarily, in markets like
China the traditional knowledge and links with
Britain that you might have with old
Commonwealth countries, so this is a key
opportunity for us. On top of our priority list is these
developing markets around the world that will
define future travel globally.

Q449 Philip Davies: The former Secretary of State,
when he came before the Committee, said that the
reason why your budget was being cut was because
there are eYciencies which can be achieved. You
have said that you have already achieved eYciencies.
Are you saying that there are no more eYciencies to
be made, or did the former Secretary of State give
any indication to you where he thought those further
eYciencies could be made?
Mr Wright: Perhaps I will just quickly outline the
eYciencies we have already made in the last few
years. We have reduced our headcount from 529 to
about 417 people this year, and within our
headcount there has been a real switch. We have
gone from nine people working in the Internet online
environment to over 61, we have gone from two
people working on commercial businesses to over
35; so our headcount has reduced significantly
almost by a quarter while we have re-skilled to work
in that new environment. Secondly, our
infrastructure costs, our support costs, have gone
down from £12.3 million to £9.9 million and our
non-government revenue (so the money we generate
ourselves through partnerships and commercial
activities) has gone up from £15 million to over £24
million this year, so we have got a very good track
record in developing the eYciencies and
competences of the organisation. Of course, we will
continue to (and we have to because our funding has
been reduced) find further ways of reducing our
costs. Just last year, for example, we saved another
2.6 million to facilitate the reductions in this next
year by shutting down our Dublin oYce, completely
reducing our footprint in parts of Europe and South
Africa and that is saving us a million pounds. We
have taken away most of our expatriate staV around
the world; we only have three expatriate British staV
working overseas. So, the simple answer to your
question is we have made a lot more eYciencies. We
are clearly going to have to find further cost savings,
although part of it will be oVset by the extra
commercial revenues we are generating through
non-government funding, but clearly what we are
concerned about is that we cut our core competence
to a core. To give you a small example, so much of
our work is invisible to many people. If you take
Liverpool Capital of Culture, since 1 January last
year we have taken 147 international journalists and
TV crews to Liverpool. For the opening weekend, a
couple of weekends ago, which I was up for the
concert and the opening evening, we had 25 overseas
journalists and film crews. If you had been in France,
for example, you would have seen fantastic coverage
of that opening weekend across the national French
television. Be it Swiss, we had German crews there,
we have had crews from Shanghai, we have had film

crews from all over the world. That is just a tiny
example of the sort of work we do that is invisible to
most of us for just one event. Overseas visitors to
Liverpool have doubled, even tripled in recent years,
as we have galvanised the world’s interest in
Liverpool around Capital of Culture. That is the sort
of work that our infrastructure is set up to facilitate,
and in our strategic review we are going to have to
really consider how we balance the needs for our
overseas capabilities and the reductions in our core
grant-in-aid.

Q450 Philip Davies: The new Secretary of State, of
course, was the Chief Secretary to the Treasury, so,
presumably, he agrees with your reduction in
funding. Have you had any opportunity to meet
with him or discover whether or not he has had a
change of heart since he has moved into his new
post?
Mr Rodrigues: I have already spoken to him. He is
committed to the review that we are undertaking
and, I think, desirably at this stage, is bearing an
open mind as to what the outcomes might be, but,
just to pick up on a point that Tom has made, I did
make the point to his predecessor when we had our
CSR that there was a need for a review because you
were getting very close, in my experience, to the
point where you were cutting into the bone, and I am
curious to know which part of the anatomy of the
one person we have in Malaysia we will cut and
whether we will be able to get a reduced pay award
for only a part person! Practically speaking, it is easy
to get sunk down into the micro-numbers. We have
got one person in Malaysia. It is going to deliver
more tourists in the next four to five years than
China, until we have changed some of the visa
situations. China is absolutely important in the
medium-term, do not get me wrong, but when you
are arguing about bits of one person, we are sort of
missing the point. I think we have some tough and
demanding choices to make about places that we do
do activities and places that we do not do activities.
I have told you how much I believe the overseas
operations are important, and I think our
consultation process will reinforce it, as the Scots
have already done, as the Welsh have already done
and as London has already done. I do not think
there is going to be a change on that. Much of the
work that Tom and his team do to harness these
marketing opportunities—and it is worth
remembering the big number here. The big number
is that last year we had somewhere in excess of £1.3
billion of measured media coverage. If we had had
to pay for that press coverage and TV coverage, it
was of that order of magnitude. You know, that
number can be wrong by 10%, but you are getting
that with a grant that is relatively small. There is
very, very real leverage. So, we will have to make
some tough decisions unless we get a revised view
either about the third year of this CSR, which might
be coupled, I am still hopeful, with some attention to
the Olympics, but I actually think there is a bigger
game here. If you look at the history of 12 years of
reducing grants, we clearly have not won the heart
and mind of the Treasury that this industry, the fifth
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biggest British industry, the third British export
owner, a very fragmented industry operating in a
highly competitive market place, justifies some
support. I actually think, on that single number of
overseas marketing value created, the Treasury is
getting pretty good value for money. As part of our
review it has been agreed that we will re-engage with
the Treasury and review those areas where there
would be market failure if we did not act. I have to
tell you, if we did not act you would not get £1.3
billion of overseas marketing. Not only will it not
happen, it cannot be done by SMEs. I do not think
you get the support of the SMEs that the system
delivers now, not just VB itself but in England, in
Partners for England, in Wales, et cetera. We have a
bigger game. Whatever the outcome has been of this
CSR, our objective in this review is to have the
industry recognised, to have the case for
intervention better understood and to ensure that
there is no continual erosion of the support of this
very important industry in years to come.

Q451 Janet Anderson: Can I, first of all, apologise
for being late and, secondly, say thank you very
much to VisitBritain for the help you gave a travel
company in my constituency, Dream Travel, who
are specifically going to target the Chinese market.
You mentioned how important this is and they were
having problems getting the relevant credentials, so
thank you very much. It is based in Rossendale but
the man who runs it is actually one of Nigel’s
constituents, so we both have an interest in that. I
just wanted to ask you about the overseas operations
and the costs, because I know that you are
sometimes encouraged to go into collaborative
ventures with the British Council or with the
consulates in other countries. Is that in fact an
eYciency saving or when you do that does it cost
you more?
Mr Wright: It currently costs us more. We are very
keen to use, wherever possible, existing British
oYces around the world, and we know the Foreign
OYce is very happy to facilitate us. Actually,
though, we are very cost eVective in the way that we
operate around the world and, roughly, for our
overseas oYce, it costs us about £16 per square foot
to operate overseas, and we have been operating for
decades and decades and we have been able to search
out very cost-eVective ways of operating. When we
are co-located within the British Council, or within
the Foreign OYce, the average cost to us per square
foot is about £55, so it is considerably more
expensive for us. Clearly, there are related costs that
the Foreign OYce and British Council apply to us,
but often, of course, the Foreign OYce have related
security and other costs in terms of their embassies
or missions, and the British Council have diVerent
priorities for locations and other complexities
around us, so we are currently in the middle of a very
hard negotiations with the British Council because,
particularly in Asia, we do use their premises quite
often where we have got one or two people, and there
are good examples, like in Hong Kong, where we are
totally co-located, so we are in the middle of
negotiations, but, of course, they are all trying to

recover their costs as well and, therefore, do not
necessarily give us as favourable rates as we can
negotiate in our own right on the open market.

Q452 Janet Anderson: So it is three times more
expensive to do that principally because of security
costs?
Mr Wright: It is diVerent. Not so much for the
British Council, but there are other reasons, there
are other costs that they are trying to recover which
they pass on to us in the charges that they make to
us. As I said, there are certain instances, and Hong
Kong is a good one, where we work very well
together. We have just agreed a new deal with the
Foreign OYce in Los Angeles, which I think you are
visiting later, where we are going to move in with the
British Council and they have been very helpful and
the Secretary of State has helped facilitate very good
terms for us to move into the Los Angeles Consulate,
but as we sit here today, it is not necessarily more
cost eVective for us to be co-located within British
Council or other British missions around the world.

Q453 Mr Evans: You put a bid in to have your
expenditure increased by £20 million, I understand,
and now you are facing these £10 million cuts over a
period of years. Are you saying today that actually
you can still deliver, although with a reduced
workforce, the same sort of punch that you did when
you were having £50 million?
Mr Rodrigues: Two points, if I may. We have
touched a little bit on this earlier. The £20 million
was a one-oV specifically for the Olympics. In
respect of our core grant we had asked for inflation
protection. Tom, do you want to talk about the
impact?
Mr Wright: Yes. I think the first thing to say, I
mentioned earlier that we have increased our non-
government funding from £15 million in 2004–05 to
about £24 million in 2007–08 and we hope to
increase that to £35 million. So, in terms of the
national tourist boards, we already generate more of
our own revenues than most other national tourist
boards, and we have a got a good track record.

Q454 Mr Evans: You would have done this anyway.
Mr Wright: We would have done that anyway, but,
clearly, we want to be as much a public, private, joint
venture as we possibly can, but, equally so, to bring
the private sector to the table you need a carrot, you
need an investment to bring it together, and the big
issue about our £20 million bid for 2012 is that we
were going to match-fund that with private sector
income to multiply up by £40 million; so one of my
fears is that we are going to lose our multiplying
capabilities which allow us to increase our overall
pot and impact by bringing the private sector
investors in.

Q455 Mr Evans: That is what I am trying to get at.
When you experience the full cut are you saying you
will not be able to deliver? In fact, what is the impact
as far as bringing people to this country?
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Mr Wright: To give you an example, to facilitate the
cuts for next year alone, which is relatively modest at
this stage, we have already shut our oYce in Dublin
completely, so we now have no presence.

Q456 Mr Evans: What is the impact of that? Does
that mean fewer people are going to come from
Ireland to here?
Mr Wright: What it means is that we do not have
people on the ground talking to the Irish press every
day, facilitating journalists to visit here directly,
doing the scale of activities. We no longer have
information provision. You could probably say the
logic for us cutting our Ireland oYce is it is an
English speaking market and we can manage it more
out of London, but, eVectively, we have reduced our
oYces in South Africa, we have cut down the size of
our oYces in Germany and in Paris, for example,
and that will continue.

Q457 Mr Evans: Are you able to put a figure on that
reduced publicity about the UK abroad? When you
spend the money you are able to say what your
punch is, so what is the reduced punch?
Mr Wright: I would not like to give you an exact
figure, but if in previous years we have run 500
campaigns around the world and they have helped
generate over a billion pounds of public relations
benefit and a billion pounds of incremental visitor
spend, by default there will be less activity and a
lower amount of publicity and return as a result,
albeit that because we are being quite successful in
generating our own revenues we can oVset that a
little bit, but by the time we get to the third year a
nine million pounds cut has to have an impact.

Q458 Mr Evans: You are able, are you not, to work
out the impact, how many fewer people you think
would come to the UK? You will know roughly how
much they spend; you will know how much of that
is taxation? What I am asking you is: is this a false
economy?
Mr Donoghue: Yes, if you want one word. The
Ireland oYce is a very good example. Janet, when
she was minister, opened the Ireland oYce and, five
years on, we have closed it, but it is a very good
example of the way that we used to work and the way
that we work now after 12 years’ worth of cuts.
When we were the only operator in Ireland we were
promoting the whole of Britain to the Irish
Republic. With our withdrawal, there are now ten
English regional development agencies promoting
themselves in Ireland, plus VisitScotland, plus Visit
Wales plus Visit London. It cannot be assumed that
there are less Irish people coming to Britain, but I
think it can be assumed that there is more British
taxpayers’ money going into the Irish economy. The
second point in response to your question is at
VisitBritain our Holy Trinity is the customer, the
taxpayer and the National Audit OYce and for the
customer it may well be the case that, with 18% less
money, we will do 18% less work in some markets.
What we are absolutely committed to not doing is
cutting salami tactics across our whole campaign,
because that would reduce our competence let alone

our eVectiveness, and, therefore, there will be some
discrete areas of activity that we will abandon that
we are currently undertaking, and for the taxpayer
our greatest indicator of eVectiveness is our return
on investment, and that is something that has been
independently audited according to Treasury
models by the National Audit OYce. Currently we
provide one of the best returns on investment for the
UK taxpayer and our fear is that, unless we have
suYcient collateral to do that work eVectively, that
return on investment will go down too.

Q459 Paul Farrelly: You have touched, Mr
Donoghue, on a raw nerve. In the past I always
enjoyed asking our RDAs, when they were opening
oYces in Washington and Europe and elsewhere,
why they could not open an oYce in North
StaVordshire. There is an awful lot of people, I
think, putting an awful lot of money into the
economy of Cannes very shortly on the regeneration
front, but allied to that (and this would not tell the
whole story because there are the regional initiatives
in each of the diVerent countries) do you have a killer
table that shows, not the absolute amounts other
countries’ spend on organisations like VisitBritain,
but an amount per head of population that we could
look at? Secondly, do you have another killer table
which states how much organisations such as yours
have received before past Olympics to promote visits
to those countries and cash in on the cachet of the
Olympics? That sort of information would be very
useful to us.
Mr Wright: Yes is the simple answer and most
countries always invest more in their national tourist
boards in the years building up to the Games itself,
and indeed the years after. To give you some sense
of that, the most recent budget figures that we have
for Australia show that they are investing over 60
million in the Australian Tourism Commission,
Visit Australia.

Q460 Paul Farrelly: 60 million what?
Mr Wright: 60 million pounds. Greece is spending
over £86 million and Spain is spending over £72
million, and of course our budget is reducing to £40
million three years out. Canada as well has just
recently announced more money to put in for the
Winter Olympics during the build-up, so there is a
proven history and track record of investment in the
build-up to what is the biggest show in the world and
the one-oV opportunities that relate to it. The other
thing to bear in mind is that VisitBritain is very much
a public/private organisation and we are moving
towards 60% of our revenue coming from
government, 40% of our revenue coming from other
private sector and partnership funding, which is far
less government-dependent than all the other tourist
boards, so we have a very eYcient model that we are
operating to as well. We can supply per capita figures
and it depends whether you look at Britain in the
round or whether you then include monies that are
spent by the devolved nations and London in the
equation. We could send you a supplementary.2
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Paul Farrelly: That would be very useful. When we
were looking at the preparations for the Winter
Olympics in Canada we listened to the Canadian
tourist people and the sophisticated strategies that
they employ to attract high-spending people, not the
stag parties that you would find in the Baltic but the
highest-spending people to pump the money into
their economy.

Q461 Philip Davies: One thing quickly on the back
of that, I am not quite sure it is the killer table that
Paul was suggesting because you were saying earlier
that although previous people who have hosted the
Olympics have not really seen this upsurge in
tourism apart from Barcelona, which is the
exception that proves the rule, if all of these
countries have been spending much more money in
the run-up and after the Olympics on their
equivalent, and yet they have had no great benefit
from tourism out of it, then it does not seem to me
that that money has been particularly well spent,
does it?
Mr Rodrigues: We may not have been entirely clear.
It is not an upsurge in the year; the work that has
been done independently shows that in the three to
five years afterwards, if you have merchandised the
country correctly, there is a significant uplift. In fact,
in the year 2012 Britain needs to be prepared for a
drop, which you usually find in the year of the
Olympics is outside of London and if there is no
counterbalancing action there is a drop because
foreigners in particular say “I would like to go to
Britain but this is not the year to go because it is all
tied up with the Olympics and it would be diYcult to
get rooms” et cetera et cetera, so the learning from
other markets is a drop outside of the destination
city in the year and then growth thereafter. The
estimate was £2.3 billion, I believe, the Oxford
Economics Review, based on external data; that is
the value of the incremental spend, the bulk of which
is likely to be in Greater London, but importantly
some £3

4 billion is likely to be outside of London, it is
one of the ways of spreading the Olympic benefit
outside of London.
Mr Donoghue: It is also worth saying that Sydney
did not really realise its full tourism potential out of
the Olympics, partly because of SARS and
September 11 which came one year on after that.

Q462 Chairman: Can I turn to the strategic review,
which you have set quite a lot on. You will be
aware that the Tourism Alliance, which speaks for
almost all the tourism bodies, has been very critical,
saying that it is not independent, that it cannot
change anything because all the decisions have been
taken, it is internal and incapable of looking across
government. How do you respond to that?
Mr Rodrigues: There are three diVerent points
there. As to the independence I do believe that the
people we have on the review panel, who are
independent directors within VisitBritain, that is to
say they are not speaking for England, Scotland or
Wales, coupled with Richard Lambert who is
highly respected at the CBI, Roger Carter who is
well-regarded by all of the tourism bodies and

Nicholas Holgate from DCMS who prior to that
came from the Treasury. I do not think any of
those people have either a preordained view of
what the outcome is or a bias to supporting any
one particular view. You could have a group of
people who had absolutely nothing to do with
tourism, but I would suggest to you that you would
have a longer study and one which was probably
less aware of the complexities and sensitivities of
this industry. So there is always a trade-oV, but I
am comforted by the fact that I know that there is
no preordained outcome for this, and I am
comforted by the fact that there is a very clear
period of engagement with stakeholders which is
taking place over the next eight weeks in which
there is a call for submissions from multiple bodies,
not all of whom will have the same view, and there
will then be a review of the proposed actions and
then a consultation board, so I do not think this
is going to be delivered in a stitched-up bundle to
anyone, there will be plenty of time for
engagement. It is absolutely true that the remit for
the review was to take devolution as a given; I think
that is practical. Assuming that the interests of
tourism might cause a reversal of devolution would
be a triumph of aspiration over reality, so we
operate in a devolved way. Let us be clear, there
have been some benefits of devolution. When I
have been going around seeing some of the local
bodies, they feel truly engaged—I spent some time
a few weeks ago in SuVolk and they were absolutely
engaged with the local community in a very
desirable way, but we operate at multiple levels.
There is a frustration, it is absolutely true, that if a
tourism minister arrived from Mars and said what
might you do, one possible answer is to recentralise
everything, but I have seen this in 30 years in
multiple countries and actually centralisation does
not always work and I would not assume that that
is the right answer—I must not prejudge what the
outcome of the consultation is. The assumption
that if we put all the money in one place we would
work much more eVectively and eYciently is not
true, but it is true that with a devolved framework
you need to work at working together. There are
ways we can improve doing that, and I am sure that
will come out, it is already coming out of the
consultation. I would say, the third point, that one
of the interesting features of being a tourism
minister—Janet, with your experience you may
choose to comment yourself on this—is that many
of the things that the industry would want the
tourism minister to do are not done in the tourism
minister’s silo. This is a great reach-across role and
in that we would agree with the Tourism Alliance
that we could as a nation be better at reaching
across, and my objective out of this would be that
one of the things that happens is that when people
are talking about infrastructure projects they need
to ask the question what will this do to the tourism
industry. I understand where the Tourism Alliance
is coming from, I do not believe this is biased, I do
believe that we can work better together and this
process, I believe, will help us to do that. I think
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it is really important and I agree with them that we
get a better reach-out from DCMS across into the
other ministries as an outcome of this.

Q463 Chairman: Do you share the wish of the
Tourism Alliance to see this broader review,
looking right across all government departments?
Mr Rodrigues: The review that we are doing will
further underline the need to work across diVerent
departments. If you go back to Tom’s welcome
body that he is chairing, that is an absolute measure
of how you ought to do these things. There are
multiple government departments involved because
there are multiple government departments that
touch tourism. I do not think it is a new idea, but
it is one that we would like to see more of.

Q464 Chairman: When are you going to report?
Mr Rodrigues: We would hope to have completed
the review process by midsummer and then have an
appropriate form of consultation on the outcomes.

Q465 Janet Anderson: Can I just say I could not
agree with you more. You may recall that when I was
at DCMS and Chris Smith was the Secretary of State
we set up something called a tourism summit,
precisely for that reason, where we got ministers
from all the other government departments to say to
them, you know, when you are taking decisions
about transport, about regeneration, about
anything really, just take into account whether it is
going to have an impact on the tourism industry.
Does anything like that happen now?
Mr Rodrigues: I have not seen a summit as such.
Tom?
Mr Wright: There are elements of how we work
together and a good example is public diplomacy,
which does not so much bring together ministers,
but it does bring together diVerent government
agencies to work in a cross-governmental sense, and
there are particular areas where some ministers do
come together, and particularly on this welcome
taskforce we are encouraging to try to bring together
cross-governmental leads to really address some of
those concerns, but there is not a specific
governmental ministerial forum as such, as you
would remember—I came in just towards the end of
that. You are absolutely right, that is one of our
biggest challenges and DCMS by its nature is one of
the smallest government departments and is most
reliant on cross-governmental support to deliver the
tourism agenda.

Q466 Janet Anderson: Talking about government
departments, when we produce our report of this
inquiry is there one thing we could say which would
help to convince the Treasury of the importance of
this industry? Going on from what Paul was saying,
a killer fact.
Mr Wright: One of the things that I think should be
very compelling with Treasury is that the perception
of Britain globally, whether it is for education or
business, for all sorts of diVerent reasons, we are the
barometer and we present Britain in a global sense.
That drives so much of the world’s economic

investment and engagement with this nation and
therefore we are a critical part of that global
perception. Secondly, our industry not only employs
2.1 million people but it is the entry point often for
low-skilled people, and particularly if the economy
is under greater diYculty and employment becomes
a bigger issue, we are the industry that soaks up a
loss and brings people into a skilled economy, so on
both those fronts the global perception of Britain plc
and the workforce that is reliant—not just in
London, it is John O’Groats to Land’s End—I
believe those are pretty compelling arguments, but
clearly we have more work to do to win that case.
Mr Donoghue: If I may say so, I have attended nearly
all of the committee sessions of this particular
inquiry, and indeed of the previous three tourism
inquiries, much to my embarrassment, and one of
the things that has been particularly impressive this
time around is the absolute consistency of the
industry in terms of what they want from
government, and they have specified three things,
whether they are SMEs, RDAs or national tourist
boards for Scotland and Wales. The first is a more
joined-up approach by government to tackling and
addressing and realising the opportunities of
tourism for the benefit of the whole of Britain, so a
better joined-up approach from government;
secondly, you have to invest in marketing if you
really want the revenues that flow from that and,
thirdly, reducing the red tape which often suVocates
small and medium size enterprises right at the point
where they are most creative. If I can reflect back on
this Committee’s own recommendations in your last
report, you have also consistently said that you
wanted greater recognition of tourism within
DCMS and wider government and also greater
political and financial investment. We would
certainly recognise and reflect and applaud that, not
least because if I may refer to Rosemary’s previous
questions at earlier inquiries, the most important bit
here is skills. If we get it right for our young people
who will grow and lead the industry in the future,
then we get it right for constituencies and we get it
right for economies, and that is essentially what a
national tourist board is all about.
Mr Taylor: If I may say also, in the 18 years I have
been in the industry one of the arguments I hear
again and again and again is that we are so
successful, why would you invest, we are successful
already. We have heard already about the marketing
approach that you invest when you are struggling
and whilst we have demonstrated today the
challenges that we have and the opportunities that
are in front of us, inherently this is a very successful
industry and my argument would be that if you were
in a hotel business like I am—I have run four
marketing departments in these years in hotel
businesses—if you have a hotel that is at 60%
occupancy and one at 85% occupancy, you invest in
the 85% because it is easier to get to 100 than it is to
get from 60 to 70. The return is better for the more
successful businesses and, from a Treasury
perspective, you invest in your successes because it
gives you a better return as well as taking the
opportunities.
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Mr Rodrigues: If I may come in at the end, just on
the numbers, we talked earlier about the £100 billion
economy which we hope will be there by 2010, it
might take a couple of years more, but it would
certainly be made more certain by the Olympics.
One has to remember that £16 billion or so of our
spend is international, the rest is domestic. If much
of that growth is to come from international, which
it may have to do, if it was purely international we
would have to double international; that is not a
small goal. We will get some growth from domestic,
but the international lever is high. The second thing
is just to remember what that creates. That takes
tourism to well over 5% of GDP: it will be another
400,000 people directly employed, the tax take
increases by 15% and we are arguing over £9 million;
it is interesting. If I had a chance to get the return a
number of friends and I would be very willing to go
out and try and raise the money to make the
investment, the problem is that the return does not
go to the place where the investment is made.
Chairman: We have a couple more specific
questions. Rosemary McKenna.

Q467 Rosemary McKenna: In view of all the many
events that are going to be held in Britain over the
next ten years or so, in 2012 and beyond, particularly
who is responsible for developing the maximum
tourism potential for the Glasgow Commonwealth
Games, is it yourselves or VisitScotland or are you
working together?
Mr Wright: We very much work in partnership. We
set up EventBritain last year that recognised there
are over 1000 events that Britain can win between
now and 2020 on the back of hosting 2012, and
clearly we have this exemplar, this great bid, that is
helping us, whether it is Glasgow or indeed winning
the World Cup bid. We are working internationally
to support, but the actual events themselves, the
delivery of those events and the direct marketing rest
in the regional or national agency, so clearly if we
take the Commonwealth Games the lead agency
around that is Glasgow itself and VisitScotland, but
be reassured that we have been a supporter from the
outset for the Commonwealth Games, we have been
out to Melbourne, we were out supporting the bid in
Melbourne, and indeed we were one of the first to
support and congratulate them in winning that bid
and we are oVering our total overseas support for
Glasgow, and we are hugely excited about it, and
with our oYces in Delhi we are in a great position to
support the transition from the Commonwealth
Games in Delhi to Glasgow.

Q468 Rosemary McKenna: That is excellent because
I believe that Glasgow was successful partly because
of the successful 2012 bid and all the work that went
on around about that. Do you feel you are in a good
position—I think you have already said this—
working with the devolved administrations to make
sure that we maximise the benefits, and the tensions
that were feared at the beginning are not there?
Mr Wright: I am not aware of any and it is worth
making a general point which is that despite
devolution VisitScotland, Visit Wales, Visit London

and the RDAs, although they might have economic
overseas oYces none of them have tourism oYces
around the world, they still use VisitBritain’s
infrastructure around the world, which I think is (a)
a reflection of how good they are, because none of
them try to replicate, and (b) is hugely eYcient
because do we really want to have around the world
an oYce for every RDA, VisitScotland, Visit Wales
and Visit London, all competing with the same
journalists and doing the same things around the
world, so we oVer this infrastructure for all the
devolved nations and regions to operate in a real
tourism specialism, and we are helping them win
more events and win some of these thousand events
that we have identified, not just for London but for
the whole of the nation.
Mr Donoghue: Just as a point of information, you
may be aware that the Scottish Parliament is
undertaking its own inquiry into tourism at the
moment so your sister committee in the Scottish
Parliament is looking into that. One of the things
that they have already heard from both the private
and public sector within Scotland is that Scotland
view our overseas oYces as tourism embassies for
Scotland and use us as platforms from which they
can do their own marketing and their own
investment in the sector. That is something that we
would like and we are very happy with because we
are an enabling organisation, so we are committed to
the national tourism strategy for Scotland as we
subscribe to the national tourism strategy for Britain
as articulated by DCMS.

Q469 Mr Sanders: One of the big issues that does not
get a lot of coverage in the world of tourism is data
and the reality of a lot of statistics that have been
bandied about this morning and in previous sessions
is that other people can come along and say actually
those are not quite right. How can we agree a
methodology and a set of statistics that is robust
enough that government or any other organisation
simply cannot refute them?
Mr Wright: That is an excellent question and
something we have been very involved in, because
the quality of the statistics has clearly been mixed
over the last decade or so. We feel the inbound
figures are pretty accurate as collated by the OYce of
National Statistics, but some of the domestic data,
particularly at a regional level because of the cost of
gathering significant size samples, has been perhaps
less accurate than we would hope it can be. The good
news is that there is more investment going into data
and research, partly because the regional
development agencies are more engaged in that
process, as are VisitScotland, Visit Wales and Visit
London. One of the things that we were particularly
pleased with was the establishment last year of the
intelligence partnership that was set up in England,
which was a joint partnership between the regional
development agencies of England, the OYce of
National Statistics and VisitBritain. We agreed an
independent chair, David Quarmby, who some of
you will remember used to be chair of the old BTA
and ETB, and we are jointly funding that
partnership. We are also jointly funding some
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specialists within the ONS who will become tourism
gurus and will bring together all the capabilities of
the ONS to really deliver that unimpeachable
authority on tourism statistics and data. That
partnership is a result of the new VisitEngland board
and the Partners for England, jointly funded and
jointly managed by the regional development
agencies, VisitBritain and indeed local authorities,
so that is one good step forward. Then on other data
we have a partnership for Scotland and Wales such
as on what we call the UKTS, the domestic data,
where we have increased our investments and moved
to a face to face interviewing approach to improve
the robustness of our data, so I do believe that there
is light at the end of what has been quite a long
tunnel now, although inevitably—and I am not
wanting to quote lack of funding—research,
intelligence and data does not come cheaply, and to
get the right sample sizes some of the research has
shown that we need to invest possibly £7 or £8
million more in research and intelligence; the only
way we can do that is through the sorts of
partnerships that I have just talked about.

Q470 Mr Sanders: Assuming that we are able to
have that investment in this qualitative research, it is
still going to take some time before that
methodology is accepted. What are you doing to get
government at the highest level on board to actually
agree that this is the way we need to be analysing this
industry, because without their acceptance of the
figures and the facts that the industry is able to
produce, there is always going to be some civil
servant somewhere who is going to be able to present
a case to a minister to say “Well, minister, that is not
really how you should do it.” You have to get that
fundamental agreement and from that flows the
policy changes that the industry then requires.
Mr Wright: You put that extremely well and that is
precisely our challenge. What we all want to do is
sing oV the same hymn sheet and a hymn sheet that
is fully recognised and almost accepted by Treasury
and other parts of government. That is a key part of
the role of the specialists that we are cross-funding in
the OYce of National Statistics, it is to develop that
robustness. Also during our strategic view a very
specific part, as Christopher outlined, is to ensure
that we engage Treasury in the robustness of some of
our insights and the performance criteria that we
use. Of course, at the moment you have got diVerent
agencies and diVerent bodies coming up with
diVerent value added criteria, satellite accounting, so
we do have to bring all of that together and we
believe that 2008, for the reasons I have outlined,
will be the year. We have our next Partners for
England forum next week, bringing together all local
authorities and RDAs where we will really get a
consensus and a commonality of approach around
some of these key research and data issues.

Q471 Mr Sanders: Finally, there is also a need to do
this across national boundaries and to actually agree
the same methodology across the EU because my
understanding is that diVerent countries assess their
statistics in diVerent ways, so when you do a

comparison there is always an argument as to what
it really means. When you said earlier the French
invest so much, the Spanish invest so much, you
could have an argument in this country where
somebody would say if you add in all the RDAs and
all the nations actually we are spending just as much.
We actually need to agree a common set of standards
across the EU so that we can do that true
comparison.
Mr Wright: There is some work going on. I am a
director of the European Travel Commission which
brings together not just the EC nations but 44 of the
key European destinations, and part of our role is
not just to market Europe collectively, which is what
we do—we receive support from Brussels to market
Europe, and we have a visiteurope.com website, but
also to try and look at areas of best practice, whether
it is in research and also in evaluation. As it happens,
Britain is often seen, whatever the weaknesses are in
our evaluation and research, as the gold standard
around the world and most tourist boards come to
us to understand how we evaluate and how we do
research, and indeed almost every nation around the
world—for instance the Americans have just set up
a national tourism agency.

Q472 Rosemary McKenna: And a wonderful advert
that they have to market America; it is really,
really good.
Mr Wright: Hopefully with the European Travel
Commission, where we already share data and
research, I can tell you the number of visitors to
other European countries—that is how I can tell you
as I have the investment that is going in in other
European countries. There is really a lot more work
to be done in these areas.

Q473 Paul Farrelly: My question follows on
naturally actually from Adrian’s line of thought. On
data you said, when we were talking parochially
about the diVerent organisations including RDAs,
that you provide the best return on investment. Can
you provide us with some data to establish that and,
secondly—although you say you are the gold
standard—if you were to look around the world in
terms of return on investment, people taking that
approach—I mentioned Canada when we were over
there—are there two or three countries that you
might name that are actually ruthless and focused on
that and, to use a metaphor, are the cheetahs of the
tourist world, ruthlessly hunting down prey and
getting that investment return while the great British
lion sits there having its mane trimmed by
government?
Mr Rodrigues: Dubai, the Emirates. The Emirates is
a case study of how you turn a desert into a
destination, with a single-minded joined-up
approach. The great advantage is it is easier to be
joined up in a smaller country and when the ruler has
a vision that tourism is going to be 30% of GDP
things happen. There was a lot of discussion in
advance, but this comes back if I may, briefly, to
what we hope we will get out of the review. We spent
some time talking about money and if I may,
Chairman, just be very brief, amongst the things we
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will get out of the review is a refinement of the scope
and the remit of the overseas oYces and other shared
activities. There is good work already, but this is a
journey, these strategic partnerships are a journey,
not a destination. They were never going to work
perfectly the first time, they are working a lot better
now, they can continue to work better. There will be
a clearer role for cross-agency intervention and I
hope an understanding that that is relevant and
important to the industry. We will remake the case
for intervention in selected areas, whether it be in
support of fragmented SMEs or in developing
markets like India or China, and we will identify a
case for further investment, but what I really wanted
to make clear was I can put forward a case for
further investment, but this review is not just about
money. Money is important, but I have to say that
greater alignment on some of the cross-agency issues
would be hugely valued by the industry.
Mr Wright: If I can just answer your first question
on return on investment, Visit Britain has
consistently delivered over 30 to 1 in terms of its
return on investment over several years, and in a
way—we touched on it earlier—the National Audit
OYce conducted a full value for money study
looking at this in huge detail. They concluded that
our overseas marketing activities are well-planned
and executed and that our overseas marketing
activity achieved a high return. A value for money
study, as you know, is months and months of
working, looking at all the particular return on
investment models. There were some
recommendations that we continue to improve those
models, but the fundamental ROI model that every
one pound of taxpayers’ money regenerates at least
an incremental £30 is well-demonstrated and
proven, and this is the model that the rest of the
world often looks to as an exemplar of how to invest
public money in tourism activities.
Mr Donoghue: To respond particularly to your
point, Canada is an excellent example, and
particularly appropriate to the United Kingdom

Supplementary memorandum submitted by VisitBritain

The extra budgets for Olympics and Winter Olympics we know of:

Australia—Sydney 2000 Games

The Australian Tourism Commission (ATC) obtained US$6.7 million (approximately GBP £4 million)
from the Australian Government over four years (1997–2000) to maximise the tourism opportunities
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given the fact that it is a devolved country and
therefore you have a federal-type activity at national
tourist board level and also at a provincial level as
well, so the lessons there would be replicable here.
South Africa is particularly useful, Australia
similarly because they have a federal structure, and
probably also Switzerland as well because of its
devolved cantons. Chairman, if I can refer back to
Helen’s opening point which was about passion, you
will have heard during the course of this inquiry
some really dark cul-de-sacs and some really diYcult
obstacles for the industry. They are all true and they
are absolutely verifiable, but it would not be
appropriate to see that all is bad within the tourism
sector. We are the fifth biggest industry, we are one
of the most popular destinations in the world which
actually, given our size, is incredible, given our
weather is staggering, but given the creativity and
the assets that we have in this country it is probably
not surprising. This is one of the very few industries
that we have in this country that cannot be
outsourced—you cannot put Stonehenge in
Malaysia; you cannot put Edinburgh Castle in
Mumbai—this is one of our great assets and we do
it very, very well. Our customers tell us, our peers tell
us and tourism agencies and ministers around the
world tell us. Particularly, if I can reply to you, we
see about six or seven overseas tourism ministers and
national tourist boards every month, who come and
seek us out to find out how we work, how we are
accountable and how we achieve the return on
investment that we do. That for us is bread and
butter, but to you that may come as a surprise. What
it does illustrate I think is that with the industry that
we have behind us, and the leadership that we have
got that we bring together, actually we are in a really
good state for exploiting the biggest tourism
opportunity that this country will have had in many,
many years and that is 2012. We just simply need the
tools to exploit that fully.
Chairman: On that passionate note can I thank you
very much.
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Thursday 28 February 2008

Members present:

Mr John Whittingdale, in the Chair

Janet Anderson Mr Adrian Sanders
Philip Davies

Memorandum submitted by the Department for Culture, Media and Sport (DCMS)

Part 1: Executive Summary

1.1 The DCMS is fully committed to supporting tourism in partnership with the industry and the wider
public sector.

1.2 The DCMS invests grant-in-aid of over £50 million a year in VisitBritain for overseas and domestic
marketing.

1.3 Further DCMS investments of £3.6 million a year are made in the Regional Development Agencies
for strategic industry support work in the regions, and an additional £1.9 million in the Greater London
Authority to promote the capital’s role as a gateway to the rest of the UK.

1.4 The DCMS acts as an advocate for tourism across Government, achieving real benefits for the
industry in areas like planning reform.

1.5 DCMS regulatory reform in areas like licensing will deliver further benefits in the decades to come.

1.6 The DCMS represents the interests of the UK tourism industry in Europe, and in wider international
fora including the UN World Tourism Organisation.

1.7 The DCMS does not underestimate the challenges facing the industry, including:

— a growing tourism balance of trade deficit, despite record inbound visitor numbers and
spending; and

— changing consumer behaviour in the domestic market, with increasing prominence for day trips
and business tourism, and flat growth in the domestic holiday sector.

1.8 In partnership with the industry and the wider public sector, the DCMS has a clear and coherent
policy framework for industry growth, including:

— branding and marketing improvement led by VisitBritain;

— the new National Tourism Skills Strategy;

— work across Britain on driving up product quality through the accommodation grading
schemes; and

— better co-ordination of the over £300 million a year invested in tourism at national, regional, and
local levels.

1.9 The 2012 Olympic Games and Paralympic Games now present the UK tourism industry with its
greatest-ever opportunity. Direct financial benefits from inbound tourism alone are projected at up to £2
billion.

1.10 Following the widest-ever consultation of the tourism sector in 2006, the DCMS is now preparing
a comprehensive Tourism Strategy for the Games.

Part 2: The UK Tourism Sector—Background and Introduction

The DCMS

2.1 The Department for Culture, Media and Sport (DCMS) is responsible for the Government’s work
in supporting and promoting the activities that enhance the quality of life for all: the arts; sport; the National
Lottery; tourism; libraries; museums and galleries; broadcasting; the creative industries including film,
architecture, and advertising; press freedom and regulation; licensing; gambling; the historic environment;
the listing of historic buildings and scheduling of ancient monuments; the export licensing of cultural goods;
and the management of the Government Art Collection and the Royal Parks. In addition, the DCMS is the
lead Government Department for the preparations for the 2012 London Olympics, and the Secretary of
State for CMS is Minister for the Olympics.

2.2 The Department’s strategic aim is: “to improve the quality of life for all through cultural and sporting
activities, support the pursuit of excellence, and champion the tourism, creative and leisure industries”.
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The scope and importance of the tourism sector

2.3 Tourism is the UK’s fifth biggest industry. It employs between 1.4 and 2.1 million people (depending
on what is recognized as falling with the scope of the sector).

2.4 Research on the value of the visitor economy indicates that, in 2005, the UK tourism industry
generated approximately £85 billion for the UK economy—with 80% of this coming from domestic tourism.

2.5 Changes to survey methodologies mean that it is diYcult to compare these results with any individual
proceeding year with complete accuracy. But what does emerge is that, over the period 1998 to 2005, UK
tourism grew on average by over £1 billion a year in real terms, and that it has only recently fully recovered
to the record levels seen in 2000. In other words, the value of the industry has returned to something like
the level it was prior to the foot and mouth outbreak and the 9/11 terrorist attacks.

2.6 The £85 billion total is made up from a number of diVerent components, (in line with internationally
agreed standards for Tourism Satellite Accounting which are discussed in Part 6 below):

— spending by inbound visitors, estimated at £14.2 billion in 2005;

— fares paid to UK carriers by overseas residents, estimated at £2.8 billion in 2005;

— spending by domestic residents on overnight domestic trips, estimated at £22.7 billion in 2005;

— spending by domestic residents on tourism day visits, estimated at £44.3 billion in 2005; and

— imputed rent from second home ownership, estimated at £0.9 billion in 2005.

2.7 Tourism day visits constitute more than half of the total figure, and it is important to recognise that
much of the growth in spending on this type of trip in recent years is driven by changing leisure behaviour
leading to significant increases in spending on retail items (and particularly non-convenience shopping),
which qualifies as being generated by tourism day visits. Such a visit is defined as one lasting for more than
three hours which is not taken on a regular basis.

2.8 Until a figure for the Gross Value Added (GVA) for the whole UK economy in 2005 is released by
the OYce of National Statistics later this year, DCMS is unable to calculate the contribution of tourism as
a percentage of the whole economy. But the DCMS’s most recent calculation of this figure was 3.3% of UK
GVA in 2003.

DCMS work on tourism

2.9 The DCMS works with its tourism partners in the public and private sectors across the UK to support
the industry, shaping and guiding Government intervention in key areas to improve economic growth, and
acting as advocate for the sector in Whitehall and the EU.

2.10 To that end, the DCMS is currently committed with its partners to making tourism a £100 billion
a year industry by 2010. Work on tourism policy forms part of the Department’s Industry Directorate,
which tales forward work on the strategic economic objective “to maximise the contribution which the
tourism, creative and leisure industries can make to the economy”. This objective relates directly to the
Department’s current PSA 3 target, which is: “to improve the productivity of the tourism, creative and
leisure industries”.

2.11 The DCMS works towards meeting this objective at a microeconomic level through key projects
designed to impact on its sponsored industries. These are evidence-based, drawing on research aimed at
understanding the drivers of performance in these industries. Further details are provided later in this
Memorandum. The impacts of these projects are measured and assessed through analysis of the
contributions which the tourism, leisure, and creative industries make to UK productivity. This is a long
term undertaking. The base year for the data on productivity performance is 2002, and productivity is
measured as Gross Value Added (GVA) divided by total employment.

2.12 It should be noted that the PSA data do have some limitations when used to examine the reported
changes in productivity:

— necessary estimates may fluctuate as a result of the sample sizes used;

— the process by which Value Added is estimated is a complex one, and as a result trend changes are
likely to be more robust than year on year changes;

— for the purposes of measuring GVA, firms are classified by their main activities. Value added from
any secondary activities will be allocated to their main categories, which could lead to under- or
over-estimates in some cases;

— to make meaningful comparisons across time, it is necessary to ensure that prices are constant for
statistical purposes;

— GVA figures are all expressed in 2002 prices, and an average annual GDP deflator is used;

— GVA and employment from Standard Industrial Classification (SIC) codes are split to make the
DCMS estimates of productivity; and

— constant proportions are used for tourism sectors such as bars, restaurants, etc, and for the creative
industries.
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DCMS and its partners

2.13 The DCMS achieves progress against its aims, objectives and targets by working closely with its
partners. These include VisitBritain, Visit London, People 1st, the Regional Development Agencies
(RDAs), the Local Government Association (LGA) and local authorities, national trade associations, and
the private sector generally. The responsibilities and aims of VisitBritain, Visit London, People 1st the
RDAs, and local government are described below.

VisitBritain

2.14 VisitBritain is a Non-Departmental Public Body, and the statutory basis under which it works is
discussed at Part 5 below. Its mission is to build the value of inbound tourism to Britain and domestic
tourism to England. This work is carried out against six core objectives:

— to promote Britain overseas as a tourist destination, generating additional revenue throughout
Britain, and throughout the year;

— to grow the value of the domestic market in England by encouraging people in Britain to spend
more on tourism throughout the year (in this, VisitBritain is informed by advice from the England
Marketing Advisory Board);

— to help the tourism industry to address international and domestic markets more eVectively, to
provide advice to the Government on matters aVecting tourism to Britain, and to contribute to
wider Government objectives;

— to work in partnership with the Devolved Administrations, and the RDAs; and

— to develop and implement a domestic marketing strategy for England, working with private sector,
regional and local government partners.

Visit London

2.15 Visit London is a private company limited by guarantee, established in 1963 as the oYcial visitor
organisation for London. The Greater London Authority’s £1.9 million grant-in-aid from the DCMS is used
by Visit London, primarily to promote the capital’s gateway role to the rest of the UK. Visit London’s
aims are:

— to promote and market London to leisure and business visitors;

— to advocate quality improvements to tourism infrastructure and services; and

— to work to maximise the benefits of tourism for the London economy.

2.16 Visit London’s key activities in pursuing these aims are:

— public aVairs—tourism strategy, developmental issues and research;

— marketing—including campaigns through publications and trade shows;

— industry partnership;

— travel trade engagement—publications and exhibitions; and

— press work.

People 1st

2.17 People 1st, a charitable body, is the Sector Skills Council for the Hospitality, Leisure, Travel and
Tourism industries. It aims to provide an environment which enables employers within these sectors to have
the right numbers of people with the right skills and qualifications, at the right time. This is necessary to
improve the appeal of these sectors to new entrants, and staV retention levels, and to deliver better
productivity and customer service through the skills of its people. People1st is jointly sponsored by the
DCMS and the Department for Education and Skills.

The RDAs

2.18 Since 2003, the RDAs have had the remit to deliver regional support for tourism. The RDAs’ work
is partly funded by the DCMS, which works closely with them on the development of regional strategies
and business support services. This includes initiatives and strategies covering marketing, skills, quality and
sustainability.
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Local Government

2.19 The DCMS works with local authorities on their culture and leisure strategies. They spend £3.2
billion a year in this area—more than the DCMS, our NDPBs and the Lottery combined. They are also the
major public sector funders of tourism, with a net investment of about £120 million a year. The 2012
Olympic Games and Paralympic Games are acting as catalysts for the re-invigoration of the DCMS’s
tourism links with the LGA, which is now a member of the Ministerial Advisory Group that advises
Ministers on the development of a Tourism Strategy for the 2012 Games. The umbrella body Tourism
Together is also a member of that Group, and in this it represents the British Resorts and Destinations
Association (BRADA), Destination Performance (UK), and the Tourism Management Institute—three
organizations which play important roles in representing the interests of local government and others in
visitor destinations (BRADA and the LGA were previously members of the DCMS Ministerial Tourism
Review and Implementation Group over 2004–05).

DCMS and change

2.20 The DCMS recently completed a wideranging Capability Review, and is presently assessing the
implications of its findings. In addition, it awaits the outcome of the Comprehensive Spending Review. Both
processes may result in changes in the way the Department approaches its work on tourism.

2.21 London’s success in winning the right to stage the 2012 Games has required the DCMS to re-
evaluate its work on tourism policy. It is currently developing a Tourism Strategy for the 2012 Games which
it expects to publish in June this year. This may result in a significant revision of its key performance
indicators and targets.

Part 3: Challenges and Opportunities

3.1 The Committee has asked for assessments of the challenges and opportunities for the domestic and
inbound tourism industries, including cheap flights abroad, and their impacts on traditional tourist resorts.

Challenges

Growth and productivity

3.2 Annual growth of over 4% is required in order for the UK tourism sector to be worth £100 billion by
2010. As the graph below shows,* this is well beyond current and projected trend growth for the wider
economy. The tourism sector lags behind the productivity performance of its overseas competitors, as well
as those of other UK service sectors. In the Government’s view, action to tackle these problems must focus
on interventions that support the skills agenda, encourage investment, support innovation and enterprise,
and remove barriers to competition.

Competition and the tourism balance of payments deficit

3.3 International competition for inbound tourism remains fierce, and in this the UK’s main competitors
are close European destinations and the United States. In 2005 the UK was ranked fifth in the international
tourism earnings league behind the USA, Spain, France and Italy. This was an impressive performance, and
indeed UK inbound tourism numbers and spending are now running at record levels.

3.4 According to the OYce of National Statistics International Passenger Survey, inbound tourist
numbers were as follows (in millions).

1997 25.5
1998 25.7
1999 25.3
2000 25.2
2001 22.8
2002 24.2
2003 24.7
2004 25.7
2005 30.0
2006 32.2

*Not printed.
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3.5 Overseas visitor numbers increased by 8% and 7% for 2005 and 2006 respectively, and these visitors’
spending is now also higher than ever before (£14.2 billion for 2005, and £15.4 billion for 2006—up by 9%
and 8% respectively on the previous years’ figures).

3.6 However, although inbound numbers and spending are healthy, there are some negative long term
trends:

— while the numbers of inbound tourists grew by 122% between 1979 and 2004, their spending only
rose by 40% in real terms; and

— in 1979, the average visitor to Britain came for 12.5 nights. By 2004 this had shrunk to just over
8 nights. At the same time, their spending per head in real terms for each stay had fallen from more
than £740 to £470, at 2004 prices.

3.7 Visitors to the country are spending significantly less time here, and are increasingly likely to be
visiting friends or relatives than coming on holiday. In 1979, almost 45% of inbound visitors were
holidaymakers, compared to 34% today. The fastest growth in visitor numbers has been in the friends and
relatives sector, which has grown by 249% since 1979 to almost 8 million. Business traveller numbers have
also risen far more quickly than holiday visitors—up by 212% compared with 68%. As a result of these
trends, the total amount spent by visitors coming on holiday has scarcely risen in real terms since 1979.

3.8 At the same time, there is currently little growth in domestic holidays. Although holidays still form
a significant proportion of the domestic tourism sector which forms over 80% of total UK industry turnover,
domestic day visits are becoming far more important. The England Leisure Day Visits Survey, which is
conducted at approximately three-yearly intervals, showed that the value of tourism day visits increased by
21% in real terms between 2002 and 2005 (from £30.8 billion to £37.4 billion).

3.9 While domestic day visits have increased in number and importance, domestic holidaying has
declined. UK residents now come second only to the Swiss in taking foreign holidays, and cheap flights
driven by high volume demand are but one symptom of a wider trend. Its own residents see the UK as a
popular and easy destination—but one essentially for short breaks, rather than longer holidays (short breaks
include weekend and mini-breaks of less than 4 days). This is partly due to a perception of poor value for
money and variable weather—but is also because some believe that new surprises will only be found abroad

3.10 It is these trends—a changing inbound market, a decline in domestic holidaying, and the increasing
prevalence of foreign holidays and short breaks— which have driven the growth of the balance of payments
deficit in the visitor economy. In 1979 Britain recorded a tourism surplus of more than £2 billion; by 2006
that had been transformed to a deficit of more than £18 billion. For that year, British people spent £2.17
overseas for every £1 that was spent here by overseas visitors.

3.11 It is, however, worth noting that the UK is by no means alone in having a substantial deficit.
Tourism surpluses/deficits for other EU countries in 2003 (the last year for which fully comparative data are
available) were as follows:

France surplus £8.7 billion
Italy surplus £7.0 billion
UK deficit £16.7 billion
Germany deficit £27.1 billion

3.12 But however they are mirrored in some of the UK’s competitor markets, these trends continue to
form a worrying backdrop to progress in industry growth. The total number of UK residents’ visits overseas,
not seasonally adjusted, increased by 3% during the 12 months ending in December 2006, compared the
previous year (from 66.4 million to 68.4 million). With visits to North America decreasing by 8% (to 4.5
million), most of this rise was a result of increased visit numbers to Western Europe (up by 2% to 51.1
million), and to other parts of the world (up by 12% to 12.8 million). During the twelve months ending
December 2006 (not seasonally adjusted), overseas earnings increased by 8% to £15.4 billion, and
expenditure by UK residents increased by 4% to £33.4 billion.

Perceptions

3.13 The world’s perception of the UK is important in terms of attracting inbound tourists, and wider
competition in the international marketplace. Each quarter, the Anholt Nation Brands Index (NBI) polls
a worldwide panel of over 25,000 consumers on their perceptions of the cultural, political, commercial and
human assets, investment potential, and tourist appeal of 38 developed and developing countries. Overall,
the UK performs exceedingly well. The most recent rankings (for December 2006) were as follows:

1. UK.

2. Germany.

3. Canada.

4. France.

5. Switzerland.
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6. Australia.

7. Sweden.

8. Italy.

9. Japan.

10. United States.

3.14 However, this impressive general performance is not mirrored in more specific visitor perceptions
of the UK. Almost a third of consumers polled regularly choose the word “predictable” when asked to
describe a visit to the UK, and we rate only 17th of the countries sampled. Our character is well known and
(generally) well liked, but we can be seen as cold and unfriendly.

3.15 In particular, while the UK scores heavily abroad for attractions, history and heritage, the country’s
image in respect of food, value for money and customer service is not good. It is a key challenge for the
public and private sectors to change these negative perceptions for the better through eVective marketing
and brand refreshment.

Skills

3.16 People and skills are critical to the future success and competitiveness of the hospitality, leisure,
travel, and tourism sectors. Problems in attracting and retaining a skilled workforce undermine that success,
and these sectors are starting from a low skills base, with relatively low qualification levels. Working closely
with People 1st, the tourism industry has identified priority areas for improvement:

— retention;

— management and leadership;

— customer service; and

— chef skills.

3.17 The National Tourism Skills Strategy, Raising the Bar, was published on 7 March this year as an
employer-led strategy, setting out a clear vision for the industry to up-skill the existing workforce and
become a career of choice for those entering the workplace. Turning that vision into reality is one of the key
challenges for both the public and private sectors.

Accessibility

3.18 Another key challenge lies in improving accessibility to visitor accommodation and attractions for
disabled people travelling to and within the UK.

3.19 Over 10 million people in the UK have a disability, and there are 37 million disabled people within
the EU. This is expected to rise as the average age of the population increases. About 120 million disabled
or elderly people in Europe would welcome improved access for themselves and their travel companions
(where disabled people travel with their families, groups can only travel when accessibility needs are met).
So the number of people requesting accessible products and services on the tourism market is actually more
than 120 million. According to a European Commission study, it is estimated at 260 million people
corresponding to expected revenues of ƒ166 billion.3

3.20 The available evidence suggests that the UK has a long way to go before we have a tourism industry
that is truly welcoming to disabled people:

— only 2% of accommodation in the UK has been assessed as being fully accessible to wheelchair
users;4

— less than 1% of the 10,000 new-build hotel rooms in the period from September 2004 to December
2005 were fully wheelchair accessible;5

— of a total accommodation stock of nearly 60,000 in England only 0.8% of providers participated
in the National Accessible Scheme (NAS) in 2005;6 and

— only 165 NAS assessed rooms are available to mobility-impaired guests in London.7

3.21 This very limited supply suggests that a significant proportion of tourist demand remains
unaddressed. Moreover, many of those needing accessible facilities do not travel because of the number of
obstacles they meet along the tourist service chain.

3 Improving information on accessible tourism for disabled people: European Commission 2004.
4 Source: Tourism for All.
5 Source: British Hospitality Association.
6 Source: VisitBriatin.
7 Source: Grant Thornton for the GLA.
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3.22 We will not have an accessible tourism industry that is ready for the Games until individual tourism
businesses and destinations improve physical access for disabled people, provide reliable and up-to-date
information about disabled facilities, and have an understanding of their needs backed with appropriate
skills and training.

3.23 We are not, however, starting from scratch. NAS was set up in 1993 to oVer a practical solution for
accommodation businesses wishing to provide accurate and reliable information about accessible facilities
to wheelchair users and others with mobility diYculties. The scheme was reviewed in 1999 following wide
consultation with stakeholders, and again in 2002. It provides a sound base to help the tourism industry
provide a more accessible environment.

Product quality—accommodation grading

3.24 The established visitor accommodation grading schemes (the “star schemes”) are central to
improving the quality of the tourism sector’s product. A range of tourist accommodation is assessed and
marketed under the National Quality Accreditation Schemes (NQAS) operated by VisitBritain, the
Automobile Association, VisitScotland and VisitWales. Following DCMS and VisitBritain-supported work
by the cross-Britain Quality Review Group, these organisations agreed to adopt improved common
inspection standards in May 2005. Implementation began in January 2006, with a target date for completion
of 2008.

3.25 The estimated total visitor accommodation stock in Britain is 84,268, of which only 53% are part of
the NQAS schemes. Participation in the schemes in England is lower at 49%, and in London the proportion
is only 37%. The challenge now for the industry, and the public sector which supports it, is to increase the
proportion of accommodation stock in the schemes, especially in England.

3.26 For some years, VisitBritain has been working towards a demanding target of 80% membership
across Britain by 2010. The Devolved Administrations are taking forward their own work in this area, and
Scotland (70%) and Wales (56%) already have higher participation rates than the average across Britain (the
Welsh Assembly is committed to introducing the compulsory registration and assessment of visitor
accommodation, when Parliamentary time allows).

3.27 The DCMS has consulted widely on product quality improvement as part of its wider consultation
on the forthcoming Tourism Strategy for the 2012 Games (this is discussed at Part 8 below). As well as
comments on possible new targets for participation in the quality schemes across Britain, England, and
London, the DCMS is considering proposals for new business incentives for scheme membership, and other
support work. As part of this process, the DCMS is considering:

— moving to a position where the Government uses only quality assessed accommodation for oYcial
travel (subject to competition law); and

— new work with the LDA and others in London, designed to support businesses in quality
improvement work.

Sustainability

3.28 With increasing concern about climate change and the impact of inbound and domestic tourism on
the environment, it is a key challenge for the public and private sectors to ensure that policies and practices
are consistent with best practice in sustainability.

3.29 Sustainability needs to be fully integrated with tourism policies and Practices—it should not be seen
as a separate type of tourism or a “bolt on” extra.

3.30 The foundation of a sustainable approach to tourism was established by the former English Tourism
Council in 2001 with the publication of A Time for Action and a series of indicators. The RDAs’ Tasking
Framework includes a clear instruction that Corporate Plans must take account of the Government’s PSA
Targets on sustainable development and productivity. Sustainable tourism principles are well embedded
into regional strategies and in many individual projects at local level.

3.31 A National Steering Group comprising the DCMS, VisitBritain, South West Tourism, New Forest
District Council and Tourism South East was set up in 2004 to look at ways to encourage better sustainable
practice in tourism businesses and has recommended a three part model to:

— improve the relationship between the National Quality Assurance Scheme (NQAS) and the Visitor
Attraction Quality Assurance Scheme (VAQAS), and sustainability. This will help to provide
information to industry on sustainable practices and where these can be implemented without
significant investment but complement the quality standards;

— promote a range of tools for supporting businesses in taking action and to develop a toolkit to help
destination managers take this work forward; and
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— develop a nationally consistent accreditation scheme that recognises businesses which take action
to care for local areas and environments, and allow visitors to make more informed choices.

3.32 A number of possible new initiatives are now being developed in response to these
recommendations.

Opportunities

3.33 The UK tourism industry now stands on the threshold of a decade of opportunity. The Olympic
Games is the biggest tourism incentive event in the world. London and the United Kingdom will be in the
spotlight, and it has been estimated that between 50%—75% of the financial benefits of the Games will derive
through tourism. The benefits from inbound tourism alone have been variously estimated to be between £1.4
billion and £2 billion.

The Focus on Sport

3.34 It is not only the Games themselves which will provide opportunities for the UK tourism industry.
From 2007, other major international events will help to make the UK the sporting focus of the world.
These include:

— In 2007: the Grand Depart of the Tour de France in London—an important element of the world’s
biggest annual sports event; the European Indoor Athletics Championships in Birmingham; and
the European Hockey Championships in Manchester.

— In 2008: the World Squash Championships and World Swimming Championships, both in
Manchester.

— In 2009: the first world 20:20 cricket championships; and the World Gymnastics Championships
at the O2.

— And in 2010: the World Wheelchair Basketball Championships.

3.35 These events, and established draws such as Wimbledon, will take on greater significance as UK
becomes the centre of world’s sporting attention over 2008–12.

The Focus on British Culture

3.36 The programme of regional events for the Cultural Olympiad has yet to be announced. However,
the Cultural Olympiad will again attract the world’s interest. The industry across the country will have an
unprecedented opportunity to showcase itself.

Business Tourism

3.37 Business tourism is likely to be a major beneficiary leading up to, during, and after the 2012 Games.
There is a clear opportunity now to put in place structures and appropriate resources to win the business
for the UK.

3.38 Other countries which have hosted recent Games have demonstrated that business tourism can help
reverse the expected displacement trend. We must capitalise on the interest generated in the pre-event
publicity to attract major events and international gatherings.

3.39 The industry would need to ensure that the conference venues are fit for purpose and of a standard
expected by international and domestic clients.

3.40 This is a truly large scale opportunity:

— business tourism accounts for 20%–25% of all tourism receipts;

— business tourism receipts are estimated at £18 billion annually—supporting over 500,000 jobs;

— VisitBritain projects that, by 2010, business visit expenditure will form 45% all spending by
inbound visitors;

— the conference market is estimated to be worth £7.7 billion to the UK;

— in the 10 years to 2004, there was a 53% growth in all UK business trips. Business tourism generates
28% of all overseas visitors and 31% of inbound tourism earnings for the UK according to
International Passenger Survey figures;

— 40% of business travellers return with their families as leisure visitors;

— in 2001, expenditure by overseas business visitors exceeded that of inbound leisure visitors for the
first time; and

— the UK ranks higher in the World league tables of International Meetings destinations than it does
for tourism overall.
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British produce and food

3.41 Despite the outstanding success and world acclaim in recent years of many top British chefs, the UK
does not have a good international reputation for food. There is a major opportunity to use the world focus
on Britain over the next decade to showcase the best of local British food and other products. This would
also contribute to a more eVective agenda on delivering greater sustainability in local resorts destinations.

Pre-Games Training Camps

3.42 In the months leading up to the London 2012 Olympic Games and Paralympic Games, athletes from
around the world will be training and preparing for the competitions. Some will choose to do this in their
home countries. But some will use facilities known as Pre-Games Training Camps in and around the UK.

3.43 The London 2012 Organising Committee are required to provide a Pre Games Training Camp
Guide to aid National Olympic Committees (NOCs) and National Paralympic Committees (NPCs) in
identifying suitable facilities and sites for their training camps. The intention is to provide a service to ensure
that teams participating in London at the Olympic Games and Paralympic Games have the best opportunity
to train, prepare and experience what we can oVer here in the UK. The final Guide will be available to NOCs
and NPCs in August 2008.

3.44 Developing the required facilities and hosting Pre-Games Training Camps oVers further tourism
opportunities for regions and individual local authorities. There will be significant media interest in the
home countries of individual competing countries about the areas where their training camps are situated.
This will be a further opportunity to showcase the very best on oVer in local areas around the country.

Licensing Act 2003

3.45 The successful implementation of the 2003 Act is directly relevant to the UK tourism industry’s
ability to grasp the opportunities outlined in this Memorandum. One of the key aims of reforming the
alcohol, entertainment and late night food licensing regimes was to give businesses greater freedom and
flexibility to meet their customers’ expectations, and to provide greater choice for consumers—including
tourists— about the use of their leisure time.

3.46 The streamlining of several licensing regimes and the removal of restrictions on which types of
premises can open late at night provides opportunities for a more varied and civilized late night environment
that does not solely revolve around alcohol. As one example of this, theatregoers are now able to enjoy a
drink or meal in the theatre at the end of an evening, rather than being forced onto the streets. Similarly,
bars no longer have to put on music and dancing in order to secure a late licence, but can provide a quieter
and more sophisticated experience appealing to an older clientele.

3.47 In its October 2006 report, NightVision—Town Centres for All, the Civic Trust recognised that
licensing reform has helped provide a real opportunity to create more interesting and diverse town centres,
and that flexible hours are bringing more choice and diversity to the night time economy. The use of more
flexible opening hours is also allowing more gradual and orderly dispersal, and by reducing flashpoints for
disorder is making our town centres more attractive to visitors.

3.48 The powers within the Act, and the transfer of responsibility for alcohol licensing to local authorities
(working in partnership with the police and hospitality outlets), is helping to create a safe, vibrant and
sustainable leisure economy which is properly balanced with the need to prevent crime and protect residents.

Longer Term

3.49 A warmer climate and longer springs and summers suggest the possibility of the UK becoming a
more popular holiday choice for its own residents. Uncertainties about weather may therefore become less
of a deterrent. In addition, over the next decade, it is likely that air transport and fuel costs can be expected
to increase. This may have some impact on the desirability of holidays abroad. This represents an
opportunity that traditional British destinations may seek to exploit. However, maximising that
opportunity would depend on securing improvements in skills, value for money, quality and customer
service. So exploiting the opportunity depends on overcoming the challenges described above.

Cheaper Air Travel

3.50 The Government recognises the benefits that air travel has brought to people’s lives, to the economy,
and to the tourism industry. But it considers that we have to seek the right balance between the economic
and social benefits of air travel and its environmental impact.

3.51 The growing impact of aviation on the environment is an international issue, and in line with the
Stern Review, the Government is pressing for international action to tackle it. Air Passenger Duty (APD)
is therefore one of a number of measures designed to reduce emissions.
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3.52 The Government has held discussions with stakeholders, including those from the tourism industry,
on the most eVective use of economic instruments to encourage the industry to limit its contribution to
global warming during consultation on the Aviation White Paper. In this, it is aware of the concerns
expressed by the industry about the increase in APD, and is monitoring the eVects this may have on tourism.
As explained earlier, the Government also recognises that competition from low-cost flights remains an issue
and a challenge for the UK domestic tourism industry.

3.53 However, the expansion of low-cost airline routes also allows inbound visitors to reach the UK more
easily—with great potential to benefit inbound tourism in the regions and regional airports.

3.54 The growth in low-cost, no frills air travel has been facilitated by a number of innovations made by
the sector:

— simpler fare models built around one-way trips;

— the use the internet to oVer direct ticket;

— the use of previously under-used airports; and

— smaller aircraft types.

3.55 Although the UK tourism industry has benefited from an enormous improvement in international
connectivity as a result, the downside is that low-cost carriers oVer more overseas destinations to UK
residents.

3.56 Low air fares, together with increasing prosperity, are seen as contributory factors to the UK’s
tourism balance of payments deficit. But the rise in APD from 1 February 2007 is unlikely to have a major
impact on UK residents taking low-cost flights abroad. The combination of the increase in APD and the
strong pound may have an adverse eVect on the number of overseas tourist coming to the UK.

3.57 The fact that low-cost carriers worldwide predominantly oVer short to medium-haul travel carries
risks for Britain’s inbound tourism market. For example, Indian airlines have entered the domestic market
and look set to expand with regional services to other nearby Asian destinations. The rise in earnings in
Asian countries enables residents to aVord overseas travel to new destinations within their own or
neighbouring countries for a relatively low cost, presenting a direct challenge to which carriers bringing
visitors to Britain and other long-haul destinations will need to rise.

Part 4: Effectiveness of DCMS and its Sponsored Bodies

4.1 The Committee has asked for information about the eVectiveness of the DCMS and its sponsored
bodies in supporting the tourism industry.

DCMS

4.2 The DCMS aims to develop key policy which is fully informed by research and other evidence. This
informs projects aimed at improvement in important industry areas. The impact of these projects is
measured and assessed through analysis of the contribution the tourism and leisure and creative industries
make to UK productivity.

4.3 In addition, over the last three years the DCMS has taken forward a wide-ranging process of
structural change in the public sector, as it supports tourism, under the Tourism Reform Programme. It has
supported and overseen a package of operational improvements in key areas of delivery. And it has
advocated tourism’s interests across Whitehall, in the EU and in wider fora. This has resulted in:

— the creation of VisitBritain as a world class marketing body in April 2003 (VisitBritain’s
achievements since then are discussed below);

— the successful transfer of strategic responsibility for tourism at regional level to the nine English
RDAs, which now collectively invest over £50 million a year in the development of the sector;

— a structured programme of engagement with local authorities on tourism from 2005;

— the accession of the UK to the UN World Tourism Organisation, putting our tourism industry at
the heart of international work on tourism development, in 2005;

— the achievement of a unified and improved cross-UK tourism accommodation quality scheme by
May 2005;

— successful DCMS/VisitBritain industry leadership work in the aftermath of the 7 July 2005 London
bombing, which co-ordinated information and recovery work through the Tourism Industry
Emergency Response Group;

— a more tourism-friendly planning framework, following work by the DCMS in partnership with
the industry which resulting in revised Planning Guidance in May 2006; and

— the launch of the industry-led National Tourism Skills Strategy in March 2007, following a
programme of DCMS/People1st Skills Summits over 2005–07, setting out plans for significant
workforce skills improvements in management, chef skills, and customer service, and for improved
retention rates.
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4.4 The reform of the regulatory frameworks governing licensing and gambling are also relevant to the
future success of the tourism and leisure economies. .

4.5 The reform of licensing—the most wide-ranging for 60 years—was successfully delivered when the
new regime came into eVect in November 2005. It will take time to evaluate the impact of reform. However,
there is good anecdotal evidence of a positive impact in many areas.

4.6 As one example, licensing reform, together with other existing initiatives, have led to significant
reductions in crime and other alcohol related problems in the Broad Street area of Birmingham. A wider
age range of customers are now visiting the area, consumers feel safer, and find getting home easier thanks
to taxi marshals and extended licensing hours. The local Pubwatch scheme has been re-launched as
Leisurewatch to reflect the greater range of leisure choices available to local residents and visitors to the
area. .

4.7 The Home OYce is now conducting research into the eVect on crime and disorder and expects to
publish its findings towards the end of the year. The DCMS will shortly commission research into the
provision of live music (to add to 2006 data which indicated that an encouraging number of premises have
licences to stage live performances), as well as wider survey work. The DCMS will continue to work with
its industry and public sector partners to monitor the impact of reform and, with the Department for
Communities and Local Government, to disseminate information on how to use the new regime to help
develop sustainable night time economies.

4.8 The new Gambling Act 2005 comes into force on 1 September 2007 and will deliver a new and
modernised system of gambling regulation fit for the 21st century. Gambling is a popular leisure activity for
both many Britons and overseas visitors, bingo halls, horse race meetings, etc. The gambling sector also
makes a substantial contribution to the UK leisure economy, employing around 100,000 people and
contributing about £1.4 billion a year in tax.

4.9 The 2005 Act was driven by the need to respond to these realities, and to provide satisfactory
consumer protection against current and future technological developments. The creation of 17 new casinos,
including the proposed regional casino, oVers clear potential for regeneration and attracting domestic and
overseas visitors. The Act will involve local people and their elected representatives more closely in the
regulation of gambling in their communities, and places the protection of children and vulnerable people at
the heart of gambling regulation for the first time. This balancing of new rights and new social responsibility
obligations is absolutely central to the success of the Act and will make the British gambling industry more
commercially attractive to customers and investors alike.

VisitBritain

4.10 Since its establishment by the DCMS in 2003, VisitBritain’s achievements include:.

— exceeding its Funding Agreement targets for return on (grant-in-aid) investment for each of the
last two years (44:1 on its overseas marketing work, and 20:1 for domestic marketing, in 2005);

— the generation of over £600 million in positive PR for Britain;

— the development of a comprehensive national website (wwwvisitbritain.com, along with
EnjoyEngland.com) which has achieved over 17 million visits so far in 2006–07, and which won
the award for the World’s Leading Tourism Authority Internet Site in 2004, 2005 and 2006;

— the development of a global consumer database of over 7 million entries;

— being named Best European Tourist Board in 2006 for its work in developing the Enjoy England
brand, following its being voted the World’s Leading Tourist and Convention Bureau in 2005;

— fully launching EnglandNet as the national tourism product database, and developing a range of
new web-based products to convert consumer interest in Britain into bookings for the industry;

— leading the harmonisation of Quality Assurance Schemes for accommodation in England,
Scotland and Wales, in conjunction with VisitScotland, Visit Wales and the AA, ensuring that
domestic and international consumers now have access to consistent and trustworthy standards
across Britain; and

— the penetration of the hitherto largely untapped Chinese market in partnership with the DCMS
and the Foreign and Commonwealth OYce, and deeper penetration into other new and emerging
markets—particularly India, Brazil and Russia.

Part 5: Structure and Funding of Sponsored Bodies in the Tourism Sector

5.1 The Committee has sought information about the structure and funding of sponsored bodies in the
tourism sector; and the eVectiveness of that structure in promoting the UK both as a whole and in its
component parts.
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Structure at national level

5.2 As set out above, VisitBritain was established in 2003 under the DCMS-led Tourism Reform
Programme. VisitBritain carries out the functions of the British Tourist Authority and the English Tourist
Board (latterly the English Tourism Council) under the Development of Tourism 1969. As such, VisitBritain
has the dual statutory duty to:

— market and promote the whole of Britain overseas; and

— market and promote England to the British, and (since 2005) in four established European
markets.

5.3 Funding for these activities is ring-fenced by agreement between the DCMS and the Devolved
Administrations. All of VisitBritain’s activities are governed by its Funding Agreement with the DCMS,
which is closely aligned to the strategic aims of the DCMS, and to VisitBritain’s own Corporate and
Business Plans.

5.4 The England Marketing Advisory Board, established at the same time as VisitBritain in 2003, advises
the VisitBritain Board on the conduct of its domestic marketing and tourism support activities.

5.5 Following a limited programme of internal re-organisation in early 2007, VisitBritain organises its
work towards the achievement of its Funding Agreement targets as follows:

— England Marketing and Britain International Marketing Divisions, working with its network of
overseas oYces;

— Commercial and Marketing Services Division, which includes the EnglandNet tourism web portal,
and VisitBritain’s own accommodation quality scheme;

— Strategic Communications Division; and

— Corporate Services Division, and IT.

5.6 Tourism is a devolved matter, and the Scottish Executive and Welsh Assembly support tourism
through investment in VisitScotland and VisitWales respectively. VisitBritain’s success in marketing the
whole of Britain overseas is overseen by means of targets in its Funding Agreement. In addition, Scottish
and Welsh representatives sit on the VisitBritain Board, and the three organisations work together closely at
operational level. VisitBritain also works with the Northern Ireland Tourism Board, both directly, through
Tourism Ireland (the marketing body for the whole of Ireland), and through the British-Irish Council (the
cross-UK body established to better cross-Government dialogue under the Good Friday Agreement).

Regional and local tourism support structures

5.7 The nine English RDAs (including London) took on strategic responsibility for regional tourism
development in 2003, as part of their wider roles in promoting economic development. Each RDA has
developed regional tourism strategies alongside their wider Regional Economic Strategies, and each has
designed its own delivery structures. Some— but not all—of these are based on the pre-2003 Regional
Tourist Board structure, while others have chosen other delivery partners (including sub-regional bodies).

5.8 The RDAs’ investment in tourism support varies, as is to be expected in view of the diVering levels
of importance for tourism across England. Collectively, the RDAs invested a total of £52 million in tourism
in 2005–06, and are expected to invest the same amount in 2006–07.

5.9 Local authorities invest substantially in tourism, including running the network of over 500 Tourist
Information Centres as well as, for example, promoting their local areas and managing the impact of visitors
on local environments and communities.

5.10 Tourism in London is the responsibility of the Mayor and the Greater London Authority. The
Mayor has delegated delivery to the London Development Agency (LDA), which works through
VisitLondon on marketing and promotion. In addition to public funding, Visit London receives partnership
subscriptions and other commercial income.

5.11 The DCMS is contributing fully to the Partners for England initiative, which is bringing better co-
ordination to tourism support at national, regional and local levels through a series of high level seminars
beginning in December 2005.

Public funding for tourism

5.12 Public spending on tourism across the UK is as follows:

— A grant of £50 million a year from DCMS to VisitBritain (of which, approximately £35 million is
for international marketing of the whole of the United Kingdom, and the balance of which is for
domestic tourism activity);

— a grant of £38 million a year by the devolved Scottish Government;

— a grant of £22 million a year by the devolved Government of Wales;
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— £52 million by the nine English Regional Development Agencies (RDAs) in 2006–07. The RDAs
receive central Government funding from a range of Departments. DCMS contributes £3.6 million
annually in respect of tourism;

— public funding of £29 million a year to Visit London, of which £22 million is from the London
Development Agency, and £7 million from the Mayor; and

— estimated tourism support of £120 million by local authorities (funded by a combination of local
taxes and central funding).

5.13 Total grant-in-aid funding from the DCMS to VisitBritain, and its predecessor bodies the British
Tourist Authority and the English Tourist Board/Tourism Council, over the last 10 years is as follows (in
£ million):

1997–98 44.7
1998–99 45.7
1999–2000 47.8
2000–01 48.0
2001–02 45.1
2002–03 47.1
2003–04 47.9
2004–05 48.4
2005–06 49.05
2006–07 50.05
2008–08 50.05

5.14 Of which, the overseas marketing budget was:

1997–98 35.0
1998–99 35.0
1999–2000 36.0
2000–01 37.0
2001–02 35.5
2002–03 35.5
2003–04 35.5
2004–05 35.5
2005–06 35.5
2006–07 35.5 (projected)
2007–08 35.5 (projected)

5.15 The above figures do not include an additional £19 million for 2001–02, which was emergency
funding for the Million Visitor Campaign (matched by the private sector), following the foot and mouth
crisis and 9/11.

Part 6: Data

6.1 The Committee has asked what data would usefully inform the development of Government policy
on tourism.

6.2 The DCMS oversees tourism’s public sector statistical sources, and works with the OYce of National
Statistics (ONS), VisitBritain, the RDAs and others to ensure that the data available to the industry are fit
for purpose.

6.3 The main sources of national tourism data, used to inform policy at national, regional, and local
levels, are as follows:

— the International Passenger Survey (IPS): measures inbound visits to the UK, analysed by region/
destination, and visitor spend. Carried out by the ONS, it is based on face-to-face interviews at
airports and ports;

— the UK Tourism Survey (UKTS): measures domestic tourism—ie travel within the UK by UK
residents. It is carried out by a commercial firm on behalf of VistsBritain, which funds it in
partnership with the Devolved Administrations. It is based on face-to-face consumer interviews;
and

— the Leisure Day Visits Survey (LDVS): is conducted approximately every three years or so as a
survey of day tourism.

6.4 Tourism’s data sources were examined in detail in the report of the DCMS/ONS Review of Tourism
Statistics, published in May 2004. The DCMS-led Tourism Statistics Implementation Planning Group
subsequently prioritised the recommendations in the light of available funding, and VisitBritain
subsequently re-tendered its contract for the UKTS. The much improved Survey has been in operation
since 2005.
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6.5 In addition, and as recommended in the Review, the DCMS adopted Tourism Satellite Accounting
(TSA) in 2004–05 as a means of calculating figures for total industry turnover. TSA is a method of measuring
tourism’s wider contribution to the economy, and its adoption brought the UK into line with practice across
the EU.

6.6 The DCMS is now in discussion with the RDAs and others with a view to improving the standards
of regional tourism data, and (more generally) about a possible central co-ordination unit for tourism’s
statistical resources.

Part 7: The Practicality of Promoting Environmentally Friendly Forms of Tourism

7.1 The Committee has asked for information about the practicality of promoting more environmentally
friendly forms of tourism.

7.2 There are already a number of initiatives that can help tourism business and visitors to become more
environmentally aware. The strategy for sustainable tourism in England, Time for Action, published by the
former English Tourism Council (ETC) in 2001 set out a number of challenges to key tourism stakeholders
to reduce the impact of tourism on the natural environment. These included waste management and
recycling, information to encourage the use of public transport together with walking and cycling routes,
and destination management activities such as visitor payback schemes. A series of national sustainable
tourism indicators were developed to measure progress. The first results were published in 2001 by the ETC
and the DCMS in 2006. The latter is available on the DCMS’s web site.

7.3 The Hospitable Climates Programme was set up in 2000 to help the hospitality industry to become
more energy eYcient. It is supported by the Carbon Trust and oVers a free advisory to help reduce energy
consumption and reduce C02 emissions.

7.4 The Destination Managers Handbook gives advice to tourism destination managers and their staV
in delivering sustainable tourism solutions in their areas. Its chapter on destination development, for
example, gives advice on developing sustainable visitor transport, setting up visitor payback schemes,
biodiversity action plans and developing sustainability schemes and awards. It is currently being revised by
the Tourism Management Institute and will be included by VisitBritain in a new resource for tourism
business that will be launched during the summer.

7.5 A number of regions in England are now encouraging their businesses to become accredited under
the Green Tourism Business Scheme (GTBS). The GTBS was set up in 1998 to help the tourism industry
meet its environmental objectives. It is open to all tourism businesses and operators that belong to a Quality
Assurance Schemes. It is well established in Scotland. It is a component of the three part model for
sustainable tourism which is described in part 3 above (paragraph 3.27). The David Bellamy Conservation
Award is now well-established in holiday parks around the country, creating a commitment among owners
to help the environment and encourages visitors to participate by nominating sites.

7.6 Other award schemes play important roles in promoting practical actions. For example, the local
authority Beacon theme for 2004–05 helped promote sustainable tourism among the six council winners—
Birmingham City Council; the Broads Authority; Greenwich Council; New Forest District Council; South
Hams District Council, and Tynedale District Council.

7.7 Suitable marketing at all levels can also help to promote environmental awareness. One of the main
findings of a VisitBritain survey into visitor attitudes to sustainability in 2006 showed that many felt that
there was insuYcient information on how they could engage in sustainable practices.

7.8 Close co-ordination between Government Departments to ensure a coherent programme of work to
promote environmentally-friendly forms of tourism is essential. A Sustainable Tourism Whitehall group
provides a joined-up Government approach to sustainable tourism issues, in the context of the UK
Sustainable Development Strategy and the Government’s commitment to working towards more
sustainable patterns of consumption and production. The group meets on a quarterly basis. The DCMS is
also a member of the Whitehall Sustainable Travel Group, the Car Free Leisure Network, and the European
Tourism Support Group (which is developing a strategy for more sustainable tourism across Europe).

Part 8: The London 2012 Games

8.1 The Committee has sought advice about how to derive maximum benefit from the London 2012
Games.

8.2 The challenges for the tourism industry over the next six years are essentially to use the forthcoming
London Olympic Games and Paralympic Games as a catalyst:

— to incentivise and promote commitment to improvement by UK tourism businesses;

— to grow the London & UK visitor economies faster than would otherwise be possible;

— to create a better skilled workforce and improve customer service;

— to spread the economic benefits throughout the UK;

— to boost both international and domestic tourism;
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— to create a world class tourism industry; and

— to secure a legacy through sustained growth after 2012.

8.3 Between 50% and 75% of the economic benefits of hosting the Games are expected to go to the
tourism sector, and early projections in respect of inbound tourism put this at between £1.4 billion and
£2 billion.

8.4 If the industry is to reap those benefits, early and comprehensive planning is vital:

— robust and flexible structures to make the most of the Games should be in place at an early stage,
in both the public and private sectors, and these should be fully linked to the wider Games
organisational machinery;

— early and comprehensive marketing/branding plans must be ready;

— the core quality of the UK tourism product must be consistently improved at all levels—including
the skills of the industry’s workforce; and

— the best possible links must be made to cultural, artistic, media, and other relevant sectors.

The Welcome(Legacy consultation

8.5 To assist the Government in making the necessary plans, the DCMS conducted the widest ever
consultation of the UK tourism industry over the summer and autumn of 2006 (Welcome(Legacy).

8.6 The DCMS issued over 5,000 copies of the full Welcome(Legacy consultation document. In
addition:

— the DCMS also printed 250,000 leaflets for distribution to individual businesses, local authorities,
and others in the public and private sectors across the UK;

— 60,700 leaflets were issued to 125 local authorities throughout the UK;

— the tourism consultation leaflet was sent via direct mail to over 14,000 small hotels, guest houses
and B&Bs;

— 210,000 PDFs versions of the consultation document were distributed through stakeholders’ e-
newsletters etc;

— the DCMS held a number of meetings with stakeholders throughout the consultation period, to
spread the T2012 message and foster consultation responses. It also maintained an open dialogue
with stakeholders throughout the consultation and gave individuals and organisations who
requested limited extensions suYcient time to submit high quality responses; and

— the DCMS ran a quarter-page advert in the trade press signposting readers to the website and the
full consultation document.

8.7 The consultation closed on 17 November 2006, and 171 responses were received. Many of these were
from umbrella organisations representing a large number of members.

8.8 In the public sector, responses were received from the Devolved Administration of Scotland and
Wales, all nine of the English RDAs, organisations representing local government, and several individual
local authorities with interests in tourism.

8.9 A summary of the responses is available on the DCMS website.

The Tourism Strategy for the 2012 Games

8.10 The DCMS is now analysing the responses received. Working closely with VisitBritain, Visit
London and other important stakeholders from the public and private sectors, the DCMS is currently
preparing the Tourism Strategy for the 2012 Olympic Games and Paralympic Games.

8.11 The DCMS expects the Strategy to set out an action oriented plan for the six years between 2007
and 2013. This will cover six phases:

2007 Preparing the ground
2008 Taking the torch
2009 Building momentum
2010 Galvanising Britain
2011 Inviting the World
2012 Welcoming the World
2013 Delivering the legacy

8.12 The Strategy will also set out the roles, responsibilities, targets and necessary structures supporting
delivery across the key areas of activity mentioned earlier in this memorandum:

— marketing and branding;

— quality;

— skills;



Processed: 04-07-2008 22:45:49 Page Layout: COENEW [E] PPSysB Job: 376414 Unit: PAG2

Ev 210 Culture, Media and Sport Committee: Evidence

— accessibility;

— investment;

— targets and data; and

— sustainability

8.13 In order to assist the Government in developing the Tourism Strategy, a Ministerial Advisory Group
has been formed which includes representatives of:

— VisitBritain;

— Visit London;

— the RDAs;

— the LGA and destination organisations;

— the Devolved Administrations; and

— the industry.

8.14 The Advisory Group is now meeting regularly to assist the DCMS in the preparation of the
comprehensive Strategy, which it expects to publish in June 2007.

Part 9: Progress

9.1 The DCMS hopes that this Memorandum is helpful to the Committee, and stands ready to contribute
to the remainder of the Inquiry.

March 2007

Witness: Margaret Hodge MP, Minister of State, gave evidence.

Q474 Chairman: Good morning. This is the final
evidence session of the Committee’s inquiry into
tourism and I should like to welcome the Minister of
State from the Department Margaret Hodge. Your
submission has talked about a flourishing UK
tourism industry, but the evidence that the
Committee has had has talked about a “missed
opportunity” from ALVA and a prospect of
“gradual decline” from the Tourism Alliance. Do
you stand by your view that the tourism sector is
flourishing or do you think that that perhaps needs
to be revised?
Margaret Hodge: Can I start by thanking the
Committee for delaying my appearance before you
and apologies for missing the last session. I could
hardly move so I am very grateful to you for
arranging this session. One can always look at things
as being half full or half empty and I am an eternal
optimist so I look at it as being half full and good. I
think there are a lot of indicators which demonstrate
that the tourism industry is flourishing; it is the fifth
biggest industry; we employ in tourism directly or
indirectly over two million people; it is worth over
£85 billion. The Nation Brand index puts us as a top
destination for inbound tourism. If you look at
growth rates, they look good. The most recent stats
we had which took us from October to December
saw a 1% increase in inbound tourist numbers, a 3%
increase in value, and a 2% decrease in the number
of domestic tourists going abroad, compared to the
same period in 2006. If you look at hotel occupancy
it looks healthy. If you look at London, which is the
gateway into Britain for inbound tourism, all that
looks really good. If you look at domestic tourism
that is growing healthily in value terms and in
number terms. There are a lot of indicators which
make me optimistic, but what I do not run away
from is that there are also challenges; there are

challenges around what people call the tourism
deficit which has grown over time, as you well know,
and is now over £18 billion and clearly we want to
encourage more and more people to stay at home
and enjoy the joys of the opportunities there are
here. We know that the share of world market is
going down. That is because a lot of developing
countries are emerging; people are going to Bulgaria
for their holidays, they are going to Croatia for their
holidays, they are going to China for their holidays.
We have seen a massive increase but as a share of a
huge increase in the total it is perhaps a little less. We
know there is a lot of work we have to do around our
welcome where we are not doing as well as we ought
and hopefully things like Terminal Five, where I
have had discussions with BAA and others, will
improve the facilities when people arrive at the
airports; hopefully the Channel Tunnel rail link and
the new St Pancras opening, will help the welcome.
Cheaper holidays are another challenge because
people will take those cheap airfares and travel. We
face some challenges but I am an optimistic, if I may
say so, and I think we are more than half full. We
have the 2012 Olympics and that gives us a focus and
a catalyst for a step change in our performance. I
think it is good.

Q475 Chairman: I am encouraged to hear that. It is
the case that performance diVers across the country
and in particular we have heard that tourism is doing
better in Scotland, in Wales and in London. They are
the three places which have their own tourism
promotion bodies and are less dependent upon your
Department. Do you draw any conclusions from
that?
Margaret Hodge: Let me first say that everybody is
doing well and as part of the review we are doing on
our tourism funding support I have had a meeting
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28 February 2008 Margaret Hodge MP

with our Welsh colleagues, I am about to have a
meeting with our Scottish colleagues and of course I
have talked about our London colleagues. What is
interesting from the discussion I had with the Welsh
colleagues is that they recognise that there is an
inter-dependence between what they do locally in
Wales and what we can do both from the DCMS and
what VisitBritain can do on Britain’s behalf as a
whole. Whilst I am delighted that the nations and
regions of England are all working hard to promote
themselves, I think we all recognise it is the inter-
dependence which actually means that the whole is
more than the sum of its parts. I could point to lots
and lots of destinations in the UK which are doing
fantastically well, as well as destinations within
Scotland, Wales or indeed London. One of the very
interesting things that we have to work at,
particularly in the run up to 2012, is this issue that
London has to be seen not as a destination in its own
right but as a gateway through to other destinations,
which is why, for example, I am so anxious to sort
out Stonehenge in time for 2012 so that we can
ensure that that stunningly wonderful world
heritage site can be properly exploited and brought
up to the good standards which it deserves.

Q476 Mr Sanders: Can I follow up on John’s point?
He is quite right to point out the diVerent
performances but there are also amazingly diVerent
performances within the industry itself, between the
very successful growth of farm tourism, the rapid
increase in the number of new hotels and new jobs
being created in cities, but at the same time there is
a significant decline in the value of tourism of our
traditional, often large Victorian seaside resorts.
You would think they were part of a completely
diVerent industry that is not moving forward. It is
very diYcult to have any optimism if you are in
Blackpool or Scarborough or indeed in my
constituency which is Torquay and Paignton in
relation to the value of tourism in the future unless
something dramatic happens at the centre. Where is
your optimism there?
Margaret Hodge: As you know—I hope you
know—my last three jobs both when I was at DWP
(where I had responsibility for employment) and
DTI (where I was the sponsor minister for the
RDAs) and now at DCMS I have been very
concerned about the diVering prosperity of some of
our seaside towns. Some of them have adjusted very,
very well to the changing patterns of domestic
tourism, the growth in day trips and less overnight
visiting; others have not. It has taken me three
departments but I am really proud that we have
finally got two things happening. If I can talk about
the DCMS perspective first, we have now set aside
£45 million specifically to look at how we can,
through investment in culture and heritage in our
seaside towns, provide a catalyst for re-generation.
It is not as much as I would like; I would love it to
be more but we are a pretty small budget department
and if we can make this money work well hopefully,
as we move into the next spending review, we can
demonstrate to our colleagues across government
that this is a worthwhile investment. We hope in the

next couple of weeks or so to be able to announce the
first schemes there. That money will be directed
specifically at looking at how we can use culture and
heritage in places that you talk about like Torbay,
Scarborough or Blackpool to try to catalyse re-
generation. I am absolutely convinced through all
the work I have done, right throughout my public
life, that if you can find a really good catalyst it can
have a massively spiralling, good impact. When I
was in local government we did it in a particularly
run down area of the authority where I was leader
and I have seen it happen in seaside towns. I think I
have probably said to you before that I am very
optimistic that the Turner Gallery in Margate could
help change that. You go up to Scotland where one
woman, a local councillor, was determined that her
town should find a way of re-generating itself so she
had got together people, they have done up the local
shops and they have become a craft town really;
there are silversmiths there, basket weavers,
painters, jewellers, artists and all that. It is suddenly
a buzzing little town. The whole point is to find
something which will catalyse regeneration. That is
one of the challenges we face and I am absolutely
taken with trying to do something about it. I can do
things like that. We need to think about things like
transport infrastructure, housing, multi-occupation
and whether that is working, and that is where I am
really pleased that Hazel Blears in DCLG in a
response to a select committee report from the
DCLG Select Committee is also taking the issue of
seaside towns seriously.

Q477 Philip Davies: Your optimism about what has
happened in the tourism industry from the evidence
we have had, if there is any optimism, seems to be
despite DCMS rather than because of DCMS. For
example, the British Association of Leisure Parks,
Piers and Attractions say that there is a lack of
support and direction from DCMS. The RDAs
attested to a policy gap at national level and that
when strategic decisions are taken they are reactive
rather than proactive. The Tourism Alliance said
that they had launched a “Take Tourism Seriously”
campaign in response to what it referred to as
DCMS’s poor understanding and commitment to
tourism. How do you respond to these people
queuing up to stick the boot into your Department?
Margaret Hodge: I am assuming we will have a
separate discussion on VisitBritain and their funding
so we will deal with that separately. I think we punch
well above our weight in DCMS and I can give you
a whole range of issues with which I am currently
engaged, have been engaged in the past six months
or my predecessor has been engaged where we have
made a diVerence. Our impact through things like
foot and mouth and the flooding has been really,
really important and we play a very strong role in
COBRA in the cross-government committee on
that. Some of the regulatory reform we have done,
which is hugely important to a lot of the tourism
businesses which tend to be the SMEs and therefore
find the regulation very burdensome, that has been
really important. We can take licences as an
example; seaside towns that Adrian Sanders referred
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to, that is an initiative that has come out of us; the
work I am doing around culture and heritage, why
people come to Britain and why they choose to
spend their holidays in particular parts of Britain is
primarily because of our culture and heritage
infrastructure. We have been fantastically
successful; you can talk to anybody in those sectors
and you will see that. When the Lyons Review
suggested there be a bed tax we were very quick on
board to say that that was a disastrous idea for
tourism. We have done work around the planning
system to get planning authorities better to
understand how to have regard to the tourism
implications of some of the decisions they take. I am
currently working really hard around the issues of
visas which is a big issue there. People will always
want more and I have to say again that in my
position as DTI minister every sector tends to come
to you to ask for a bigger slice of action from you,
but I think we do punch well above our weight and
I am very proud of my oYcials and the work they do
both within the Department and across government.

Q478 Philip Davies: You mentioned visas, and
Tourism Alliance and UKinbound also referred to
visas at an evidence session with us and I will tell you
what they said. They said, “For us one of the worst
times was in February 2005, when the Home OYce
and UKvisas announced that visa prices were being
increased by about 85% overnight. There had been
no prior consultation with the tourism industry or
even communication of their intentions to the
tourism industry. We only found out about it
through press releases, so we thought we would turn
to DCMS and find out what was going on, only to
learn that they had found out about it through the
same press releases.” It does not really strike me that
DCMS are punching their weight in government if
they do not even know what is happening in other
government departments, let alone influencing what
is happening in other government departments.
Margaret Hodge: I cannot talk about the past but
what I can tell you is that currently there is a lot of
work being done on the Home OYce around all the
issues of immigration and visas which have a huge
impact both on the workforce and on the visa fee
levels. I am spending a lot of time both internally
within DCMS and across with Home OYce
ministers with a large range of meetings fighting our
corner on that, so that does not ring true to me. I
think were you to talk to Liam Byrne he would think
our representations are pretty close to the top of his
agenda. I just do not buy that; that is not my
experience. I have been in the job for six months; it
has been one of the key issues on which I have
focussed my attention on behalf of the industry and
in my negotiations across government.

Q479 Philip Davies: What changes can we expect
from the Home OYce in response to you punching
above your weight in government?
Margaret Hodge: You will just have to wait and see.
This is not the forum in which I can reveal what the
Home OYce intends and these negotiations have to
go on in private and we will see where we get to.

What the Home OYce is going to do is to make sure
that the cost to the visa system is held within the
system itself, it is a net nil cost. There are some
clearly diYcult negotiations that we are engaged in
but that is for them finally to announce.

Q480 Philip Davies: If your Department does such a
good job and punches above its weight and all this,
why is it that all of these associations were lining up
to say how poorly they thought DCMS did and how
actually they thought that the one thing that DCMS
lacked was any kind of clout within government.
Margaret Hodge: I think there is anger in the
industry about the proposition that we have asked
VisitBritain to look at in both the strategic review
and in the financing of VisitBritain. I will come to
that. I think there is anger and I recognise that. We
have had a tough budget settlement and we have to
prioritise our funding. I think we took the right
decisions as I will explain to you later. I hold a lot of
meetings with a lot of people and the industry is
quite a fragmented industry and quite often diVerent
things are said in private to what is said in public. I
think you lobby on your behalf and I have no doubt
that in your constituency you will lobby hard for
more. However I think there is also quite a lot of
recognition that on a whole range of areas we are
providing a much better infrastructure in which
businesses can prosper. To be honest, I think the big
challenges—if we are to achieve the gross rate we
require even to meet the target we have set ourselves
of £100 billion, it is a 4% growth rate per annum—
are around skills, which is something that the
industry itself has to focus on and we are trying to
support them with our skills strategy (I chair a
meeting there that brings all the partners together to
try to take forward the elements of that) and around
the quality of the accommodation (we have a long,
long way to go to provide the quality of
accommodation which will make it attractive). It is
always easier to punch on the outside and there has
got to be a lot of work done within the industry itself
to really improve what it does if it is to achieve the
potential that I know that we have in this country for
both domestic tourism and inbound tourism. We
have not talked about it but there is also business
tourism where again I have launched an initiative
across government. I think business tourism has
been growing very fast; there is a 25% growth rate
over the last few years. The value of British business
tourism is higher than other inbound tourism. I
think there is much, much more work we can do
around it. We are trying, for example, doing much
more around encouraging events here and we know
that once business tourists have been here four out of
ten will come back with their families for a holiday.
Business tourism is another area where I am really
keen to do a lot of work. I have talked to some
hoteliers about their occupation rates and what I
accept is that that diVers across the country which is
why things like tackling the seaside towns is hugely
important, but I think we are doing an all right job.
We can always do more, we can always achieve more
and I do not blame the industry for constantly
challenging us; that is their job to.



Processed: 04-07-2008 22:45:49 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 213

28 February 2008 Margaret Hodge MP

Q481 Philip Davies: Can I just ask if the new
secretary of state has indicated any change of
emphasis or direction with regards to tourism since
he started his job?
Margaret Hodge: I think he is committed, he has
experience of being in the Department before when
he was a specialist adviser there and he understands
the issues as well as the rest of us and has as strong
a commitment to this absolutely key sector in the
economy as I do and all my colleagues do across
government.

Q482 Chairman: You spoke of the pride that you
have in your oYcials and I am sure they are all
extremely able, however it has been pointed out to us
that there are not very many of them. There are 30
which is less than there are in the Department
covering architecture, sport, museums, broadcasting
or the Olympics. Given that this is the biggest
industry for which the Department is responsible, do
you not see that that sends out a signal that it is not
treated with the priority that others feel it should
within DCMS?
Margaret Hodge: I saw that in the evidence that had
been given to this Committee. We are a small
Department; we are actually going to be cutting our
own civil servants because we want the money at the
front line in the services we provide, so there will be
a further cut over the coming spending review
period. In the arts capacity that I have in-house I
have 20 people; in creative industries I have 17; in
museums I have 16. When you talk about support
for tourism the unit within the Department is just
one part of the capacity that we have. I did not
recognise the figures from VisitBritain. The figure I
have is over 460 people working in VisitBritain and
of course the RDAs et al also have people working
on tourism. I think where there is an issue is how can
we better corral that to get appropriate policy advice
and support and tackle some of these hugely
important issues that will impact on the health of the
tourism sector over time, and that is one of the
challenges that we are looking at in the VisitBritain
strategic review. I do no think the numbers in the
Department are disproportionate.
Chairman: Let us move on to VisitBritain.

Q483 Janet Anderson: If we could move on to
VisitBritain and the important subject of their
funding. Of the witnesses we have had so far only the
RDAs have rejected the opportunity to condemn the
cuts, stating that it was too early to assess their
impact. I was looking this morning at an on-line
TravelMole report which claims that the National
Tourism Agency VisitBritain generated an average
return on investment over the last three years of 44
inbound visitor spending for every £1 from the
public purse. If that is accurate that well-
outperforms the Government’s set target of 30 to
one. In addition they also claim that more than 87
million Britons now take an overnight holiday in
England and spend £14.5 billion, which is well ahead
of the 66.5 million trips that UK residents take

abroad. I wonder if you could just tell the
Committee what was the thinking behind that cut in
funding and where you see eYciencies being made.
Margaret Hodge: Nobody joyfully goes in and cuts
funding. We had a very, very tight budget settlement
and we had to really make very diYcult choices
across the whole of the departmental expenditure to
see where we could add value. To take one instance,
should we or should we not have found the £45
million to put into seaside towns? Is that an
important way in which we can support tourism? I
think it is and I think it is tackling one of the areas
where the market had failed. That was a priority for
me. Should we or should we not have put more
money into English Heritage which is responsible
for nurturing and maintaining the reason why
people choose to holiday in Britain? I think we
should and I think that is a right decision. It was
tough and I did not do it with any great enthusiasm
but I had to. Then I looked at what has happened
over the funding for the support of tourism over
time. To take two areas, when you were Minister for
Tourism in 1997 we were spending at that point
about £45 million on supporting tourism. We did
not have the RDAs in those days. If you just add
together what has happened to the VisitBritain
budget with what has happened to the RDA budget,
we have more than doubled that, we are £94 million
just on that. We did not have the devolved
administrations; they are now putting a lot of money
into supporting tourism. Even if you look at local
authorities—I know there is a dispute about what
they spend it on—80% of local authorities do spend
the money on tourism and if you just take the years
from 2000–01 to 2006–07 their expenditure on
supporting tourism has gone up by 20% because
everybody is recognising the importance of tourism
to their local and their regional economies. It is by
adding it all up together—we can argue at the
margins about what counts in and what counts
out—that we have come to this figure of just under
£350 million as what is spent on supporting tourism
across the nation. We are not talking about what the
DTI does; we are not talking about what the British
Council does; we are not talking about what the
Foreign OYce does. You have this massive
investment and actually what we are taking out of
that, because we want to spend it elsewhere, over
time is £15.5 million, that is out of the VB budget. I
am absolutely convinced this will work—I am really
happy to come and talk to you after we have the
strategic review published if you are worried about
it—if we just play better and think about these new
structures that we have got through to other
countries with the RDAs, local authorities and the
work of other government departments, we can be
more eVective at marketing Britain outside the UK,
more eVective at marketing tourism within the UK
by changing our approach and changing the way we
work. We are half way through this review; it is being
led by VisitBritain because they have to own the
results (I know some people feel it ought to be led by
others). When they come out with their
recommendations they will of course have to be
discussed and shared across all the stakeholders in
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the sector, but I have every confidence that
Christopher Rodrigues in the work that he is doing
with his oYcials at VB will end up with an answer
and a way of working which actually strengthens our
ability to do that promotional marketing work and
to do the sort of policy input work that we have been
talking about around the table which ensures that
the industry tackles the issues which are important
and which also ensures that government across the
piece knows about how what they do impacts on the
industry. I think it is the right decision to take in the
circumstances that we faced in the budget.

Q484 Janet Anderson: When VisitBritain gave
evidence to us they were very impressive indeed; I
think we were all impressed by the evidence they
gave us. However, the fact that there are all these
diVerent bodies promoting tourism, do you think
that necessarily means there is a lot of duplication
and when we have a VisitWales and a VisitScotland
do we need a VisitBritain?
Margaret Hodge: I think we need a VisitBritain to
market Britain abroad for inbound tourism. Yes, I
do think we need VisitBritain. One of the things I
know the review is looking at is how do we best
market the UK to domestic tourism? Is there
duplication? Yes. Is there unnecessary expenditure?
Yes. Do we get best value out of all the public money
we put in? I do not think so at the moment. I hope
that this review can ensure that the sort of
fragmented eVort that is currently put in to
promoting tourism both internally and externally
can be far, far better brought together. I am
absolutely convinced that we can do it. I think the
other thing I would say which, as I said before, is that
VisitBritain grew out of its history and I know they
have had a number of reviews—this is not a current
criticism of the current management who are
eVective—but it has all been a little bit bitty and it
has been funding-led really: a cut in funding,
therefore how can we re-organise ourselves to deal
with the reduction in funding? What I am asking is
something far more fundamental, a more
fundamental review of how they operate. So, for
example, the way in which they have their oYces
across the world, is that the best way in which we
ought to have our physical promoted across the
world? Do we need all these European oYces when
Europe is a diVerent place today than where it was
30 or 40 years ago? VisitBritain do take advantage of
the net, but is there more that we can do on the net?
Do we need the Welsh running their own net,
VisitBritain running its own net and no doubt
London has a net as well? Is there anything we can
do actually working together and saving resources?
I think the opportunities are there. I know change is
diYcult; I know nobody likes a cut in funding, but I
think with the right positive attitude and a
determination to keep our eye on the main
purpose—which is successful promotion of the
industry to encourage both domestic and inbound
tourism—we will get a better result in the end than
we have had in the past.

Q485 Janet Anderson: VisitBritain is trying to go
into collaborative ventures with some of these oYces
and I believe they have done that in LA with the
British Consulate and the British Council and I
believe you are going out there very shortly so maybe
that is something you could look at. They told us in
evidence that actually it was very often more
expensive for them to do that because their
contribution to the overhead cost was greater than it
would be if they had their own oYce. I think we kind
of assume that if they do go into these collaborative
ventures with others it is going to be cheaper but very
often it is not. The other point they made is that they
have just closed the Dublin oYce but they are
claiming that that approach is more costly to the
British taxpayer because many of the other bodies
you have mentioned will now have to market
themselves separately in Ireland, they will have to fill
that gap that has been left. I agree with your point
about the net but sometimes closing oYces or
merging them is not necessarily the answer and I do
hope that is something the review will take into
account.
Margaret Hodge: I will respond to that and I also
wanted to respond to your return on investment
point. To take the cost of oYces—I know you have
asked a parliamentary question on this and I
apologise for the delay in response but it is because
I am trying to get you an accurate response and we
are doing some work about it—the first response I
got did suggest a huge diVerential in the cost of oYce
accommodation, whether they were in a British
Council or an FCO. I have clearly been having
discussions with the British Council and the FCO
who are very willing to work together with us and
actually they were comparing apples and pears. It is
not just the rent you have to have regard to, it is all
the other oYce services, whether it is telephone,
secretarial, admin or HR services support. When we
look at that in the round and also look at the
location of oYces—it is one thing to have a
VisitBritain oYce on the outside of a town and
another thing to have a VisitBritain oYce as part of
the British Council in the centre of town—I think
you are going to come up with very diVerent figures.
I may be wrong but that is the sort of thing I am
looking at. It is easy to use and abuse statistics so I
am trying to delve underneath that. Can I just say
something about your return on investment because
that is a figure that is often put out and actually the
question that is asked to get that figure is a question
that gives a slightly odd answer. What is asked is,
“Were you influenced in taking your decision by
VisitBritain?” That is very diVerent from saying that
there is an direct impact from one to another; there
may be a little bit of an impact, a bit of an indirect
impact, but that direct correlation between the
activity of VisitBritain and then the decision to
spend money on domestic or inbound tourism is not,
I feel, as clear as it is claimed to be. I think there is
bit of a question mark over those figures.

Q486 Janet Anderson: Obviously the review is going
to identify eYciency savings, but is it also going to
come up with a recommendation on a level of
funding that they think is right for VisitBritain?
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Margaret Hodge: I do not know because I am not
doing it. Although I clearly have regular meetings
with VisitBritain that is not a question I have asked
them, so it is probably a question for them. We have
spent all our money, but what I am convinced of, if
you look at it in the round, it might be worthwhile
saying this; I know it is contentious. People say that
if you get down to local authorities and it all goes on
Bob’s Bins and car parks, we can argue over the
margins but if I can take Cornwall, as an example,
Cornwall says that it spends absolutely nothing on
tourism if you look at the local authority figures and
the reason it does not is that all its tourism
expenditure is actually contained within its
economic development expenditure. It is very
sensible, but that is where it is. Whilst there may be
a little bit of truth in not all the expenditure by the
local authorities necessarily goes on marketing,
tourism information oYcers, maps, guides, all the
research and stuV we want them to spend it on.
Mr Sanders: I am not from Cornwall but even I
know that in Cornwall they spend £700 per head on
objective one money, that is why it is able to do it in
that area. If Devon, which is where my constituency
is, had £700 per head we would be giving everyone a
council tax rebate this year.

Q487 Chairman: Minister, you said in your letter to
Tourism Alliance, “We looked at VisitBritain and
we saw a thoroughly professional organisation
which had achieved all of the headline targets that
had been set in recent years”. When we heard from
James Purnell shortly after the funding settlement
was announced he talked about looking to find
eYciency savings, but you seem to be suggesting that
VisitBritain is pretty eYcient. Is the truth that
actually if VisitBritain are to live within the budget
you have set they are going to have to stop doing
certain things that they are currently doing?
Margaret Hodge: I do not think you ever eke out all
the eYciency savings every year; there is never a
perfect moment when you actually cannot become
more eYcient. I have always been of the view that
every year you re-visit what you are doing because
there are some things that you should not be doing
and some things you could do better because of new
technology and all that sort of stuV. You can always
eke out eYciency savings. However eYcient they are
today they can change and become more eYcient
tomorrow. That is true of every organisation not just
VisitBritain. Will they have to stop doing
something? Things may be done diVerently; it may
be some things they do they should not be doing. Let
us wait and see; I do not have a view to that. It may
be that funding from others will ensure that existing
functions continue to happen but they are not
necessarily funded from the same pot. I do not want
to pre-judge the outcome.

Q488 Chairman: The one thing you have suggested
is that you have said that in the future the priorities
are going to be internet marketing in emerging
international markets. You have then said, “This
may mean taking a close look at things like, for
example, VisitBritain’s physical infrastructure in

established markets”. We have heard from
UKinbound, Tourism Alliance, VisitWales,
VisitScotland, Visit London and all of them have
said that the value of VisitBritain’s overseas oYces
are their greatest assets and yet it seems to be that
which you are suggesting should be cut.
Margaret Hodge: It may well be that some are but it
may be that not all are as relevant today as they were
in the past. We will wait and see. Again I do not want
to pre-judge, but do we need a VisitBritain oYce in
Paris? I do not know. We may need more than we
have in China. Do we need a VisitBritain oYce in
Brussels? I do not know. It may be that we want
more VisitBritain oYces in Eastern Europe. It may
be that we do not need one in Amsterdam and it may
be that we want some in Brazil. Again this is not an
issue of whether or not we need a physical presence;
we do. How should it be provided? This is the issue
as to whether there should be separate oYces or can
there be shared facilities. Where should they be?
These things should never be set in stone and should
always be re-visited. I think doing a fundamental
strategic review at this point is a good thing to do.

Q489 Chairman: You say that the strategic review is
going to think about whether or not we perhaps
might need more oYces in Eastern Europe or in
China or in Brazil but if you had not yet fixed the
funding settlement that would be fine because then
you could say, “These are where our priorities are,
this is where we should be investing money and
where maybe we do not need to invest so much”; but
you have already taken that decision; you have set
them a budget which does not allow any growth and
therefore they are going to have to make savings.
Have you not done it the wrong way round? Should
you not have had the strategic review and then set
the budget?
Margaret Hodge: No, because theirs is not the only
budget. There is nearly £350 million being spent and
that does not count the investment from the British
Council, UKTI or the Foreign OYce. There is £350
million being spent across the public sector directly
on supporting tourism.

Q490 Chairman: They are not going to be investing
in new oYces in China or in Eastern Europe.
Margaret Hodge: Let us wait for the outcome of
the review.

Q491 Janet Anderson: There is one thing they have
had to cut, they used to provide the administrative
support for the all party parliamentary group on
tourism and they had to stop that.
Margaret Hodge: I am sure they will not cut that.

Q492 Janet Anderson: They already have.
Margaret Hodge: Have they?
Janet Anderson: Yes, they have.

Q493 Philip Davies: I was interested in your
comments on return on investment that Janet
Anderson mentioned. You seemed to be pouring
scorn over the idea.
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Margaret Hodge: I think you are being a bit harsh
there; I am not pouring scorn, I am saying we must
make clear what is being measured.

Q494 Philip Davies: You seemed to be questioning
whether or not they delivered £30 of income for
every £1 spent so I was just wondering whether you
could give us your estimate of the return on
investment they generated.
Margaret Hodge: No, all I would say is that the way
they ask the question gives an answer which does not
demonstrate a direct link between their expenditure
and the resultant income that is generated in
tourism. The 40 to one is a questionable figure. Do I
have an alternative? No, but it is perfectly open for
me to question what they put forward.

Q495 Philip Davies: Would you accept that they do
generate more income than they spend.
Margaret Hodge: I would love them to do a better
job on looking at assessing more accurately the
impact of their expenditure. I would love them to
actually do that in a more serious way.

Q496 Philip Davies: Would you accept that they
generate more income than they spend?
Margaret Hodge: I do not know because that is the
only stat I have seen and I think the way they ask
their question does not give us an accurate picture.

Q497 Philip Davies: So not only do you not
necessarily accept the fact that they return an
investment of £30 for every £1 invested, you do not
even necessarily accept that they return a bigger
income than they spend.
Margaret Hodge: No, I have not said that. What I
have said is that at the moment I do not have any
evidence to make any proper judgment.

Q498 Mr Sanders: Turning to local government, are
you content that local authorities have the necessary
tools and incentives to provide the services that
underlie a successful tourism economy?
Margaret Hodge: We believe—actually you believe
as much as I believe—in a total devolution of
decision making around where local authorities
should spend their money. It is not consistent across
the country; it is not consistent with the RDAs.
Some, I think, understand it better than others; some
totally are taken with the importance of tourism to
their regional economy and do have the
competencies. I think the DCMS family as a whole
needs to improve its act in relation to ensuring that
our priorities as a Department are properly reflected
both in the local area and in the RDA strategies
(economic strategies or other strategies). I am doing
some work with all our NDPBs to see how we can
enhance the eVectiveness of our input into both local
authorities and into RDAs. That is the first point.
The second point is that I am actually quite excited
by the work that is happening around the cities
because I think the importance of cities and their
regional and local areas is going to make local
authorities understand better the impact of things
like culture, heritage and tourism on their wealth

and well-being as local areas. The third thing to say
is that I think the Partners for England new
infrastructure that has been established where they
are developing arrangements through the LGA with
local authorities will help us to enhance the impact
of spreading best practice where it does exist around
local authorities.

Q499 Mr Sanders: Can I put the question in a
slightly diVerent way? It is about local government
and financing, do you think the grants that local
authorities receive in tourist areas adequately reflect
the costs that they have to meet in order to be tourist
economies?
Margaret Hodge: All of us are facing a time of fiscal
constraints so we are all having to work smarter to
keep best value with the resources that we have. In
the same way as those representative bodies in
tourism argue for more resources from government
towards tourism, local authorities will argue for
more resources from government towards local
authority services. I have no doubt that some of
them are saying to you that there is not enough
money and they want more; of course that is what
they are saying, I did that when I was in local
authority and if you were in local authority I am sure
that is what you did too. Having said that, are they
recognising the importance of tourism to their local
economies? I think increasingly they are; 80% spend
money on it. Are we recognising it? I go back to our
coastal town initiative as a demonstration of our
commitment to support tourism, particularly in
those places that face challenges because of
restructuring of the way people choose to spend their
leisure time.

Q500 Mr Sanders: Can I just put it a third way? If
you are a tourist resort local authority and you have
a lot of visitors that come in, you clearly need to
provide more car parking space which you have to
provide all year round even though your tourism
may be seasonal. You have to provide more bins that
need to be collected, collect them and empty them
more often. You have to supply more parks and
gardens and things like illuminations. You have to
have a budget to promote tourism. All of that is part
of your discretionary rather than your statutory
spending. So I again ask the question, do you think
that the grant that represents 70% on average of
local government spending adequately meets the
costs that local authorities have to meet if they are
involved in the tourist economy?
Margaret Hodge: I am sorry if I misunderstood you.
This is the slice of the grant cake that goes to local
authorities and this is an issue that has been raised
with me by coastal towns over the years. I know that
CLG are leading a review of that particular issue to
see what substance there is in it as they think about
the distribution of the cake over coming years. It is
a point which has been taken on board. Certainly I
have heard it a lot and the CLG are now undertaking
a review on that issue.
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Q501 Chairman: You talk about the DCMS family
and you also pointed out that RDAs did not exist
when Janet was minister in terms of tourism
information and that the local authorities are now
investing so much more. English Heritage said to us
that in the last five years there has been “a total
fragmentation in England which has increased costs,
increased complexity, increased confusion and
decreased eVectiveness”. You presumably would not
agree with that.
Margaret Hodge: Because we have established more
decentralised structures—those in the regions—and
because we have devolved more authority to local
government, there has been a fragmentation and one
of the purposes of the review is actually to see how
we can better bring all these devolved
administrations, RDAs, local authorities and
government departments all working together in a
better way. I am delighted it has happened because
it has meant more resources go into things like
tourism, but I think it has led to this new challenge of
ensuring that we get much, much better at working
together so that we get best value for money.

Q502 Chairman: I would like to raise one issue
relating to seaside resorts, although it is not
exclusive to them, and that is the issue of gambling.
I will draw a veil over the submission from your
Department which says, “The creation of 17 new
casinos, including the proposed regional casino,
oVers clear potential for regeneration and attracting
domestic and overseas visitors”. I assume you might
want to re-write that submission.3 I want to focus
specifically on amusement arcades. You will be
aware of the desperate plight of amusement arcades
which, they say, has been brought about by changes
in the Gambling Act and the reduction in the
number of machines and in particular the halving in
the amount that can be staked. Does the
Department recognise that this has been very
damaging and will you re-examine it?
Margaret Hodge: Gerry SutcliVe is the minister who
is currently engaged in looking at the issue that has
been raised with us, talking to the industry and
considering it.

Q503 Chairman: I think the evidence is pretty
overwhelming. Can you tell us if there is any
prospect of action being taken in the near future?
Margaret Hodge: All I can tell you is that he is
considering it.

Q504 Mr Sanders: I was really glad when you
announced the £45–£50 million a year in a special pot
ofmoneysetasidefor them.It is thefirst timeever that
central government has recognised that seaside
resorts have some particular direct problems. Can I
ask what the criteria will be for awarding funds?
Margaret Hodge: We have asked CABE to be the
lead body working together with all the relevant
NDPBs (English Heritage, Arts Council and others)
to think about this. Again I have had discussions
with them and we are hoping to be able to announce

3 Evidence was submitted in March 2007.

very soon—in the next two or three weeks we hope—
both the criteria and some progress on getting the
programme oV the ground. I can tell you a little bit
about my thinking on it but it is down to them really
to decide the criteria. First of all, I do want us to look
at the wider socio-economic situation in the coastal
towns so that we do not just go and invest in
successful seaside resorts at this point. Secondly, I
am absolutely determined that we have to really
demonstrate that the investment is not just a bit
more public round space investment, that it really
does go in those ways that could help catalyse some
regeneration. It will not work on its own but it
should help to do so. The third thing is that I want
to see that money work for itself so that it brings in
other resources.

Q505 Mr Sanders: How soon?
Margaret Hodge: Very soon; in the next two or three
weeks I hope. These things are never a 100% certain
but we hope within the next few weeks.

Q506 Chairman: Can I turn to the Olympic Games?
When the Committee has talked to previous
countries that have hosted the Games about the
potential tourism benefits that can flow they told us
that the important thing was investment in advance
in the run up to the Games. You have published your
tourism strategy for 2012 and you have made
VisitBritain the lead body in terms of delivering that
strategy. The Tourism Alliance said that the cut in
the funding for VisitBritain makes a mockery of the
new strategy. Are you intending that VisitBritain
should still be the main body tasked with delivering
this strategy?
Margaret Hodge: We have set up working groups
around the elements of the strategy and diVerent
people are leading each working group and I lead a
ministerial team. I lead a committee which brings
everybody together; I have my next meeting next
month, we meet every two or three months to see
what progress we are making on the strategy. It is an
ambitious strategy. It is not dependent on VB
funding; I think it is a mistake to think that is what
it is. VisitBritain have done a lot of work around the
welcome and they are about to publish their work
around that which I think will be good. For me the
key things are skills. We have not talked about skills,
but government invests £500 million on skills in this
sector alone; among the SMEs 98.5% never touch
that money. The work that we have to do to make
sure that the qualifications are right, that we meet
the lack of investment in chefs, in management, in
customer skills, there is a huge job to be done there
if we are going to get the best out of the Olympics.
Another huge job is around quality. The quality is a
bit scary because at the moment just over half of
Britain’s accommodation providers reach the kite
mark quality threshold. If you go to London it is as
low as 37%; Scotland does best with 70% of their
accommodation providers reaching that kite mark.
We have said in the strategy that we want to get to
80%. That is not going to be down to us. We can
provide the support but that is actually down to the
industry itself. It is absolutely central; it is really,
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really important that if we are not just to take
advantage of 2012 but beyond 2012—2012 is again
a catalyst for change—so that people will want to
come back again, they have had a good experience
when they have been here, then the industry must get
that right. Skills, quality and welcome I think are
probably the three most important challenges we
need to work on between now and 2012 do not
depend on VisitBritain funding, they depend on us
trying to support the industry to improve itself.

Q507 Chairman: We have received evidence from
tourist authorities outside London expressing some
scepticism about whether or not there would be any
real benefits to tourism. I will give you one example.
The Wales Tourism Alliance claims that the tourism
industry in Wales can see “little or no direct benefit
from the Olympic Games”. Is it still your view that
the Olympic Games can deliver a boost to tourism
right across the UK?
Margaret Hodge: I know their concerns and I
understand them. The task will be to prove them
wrong and to ensure that the benefit is felt
throughout Britain and that London is seen as the
gateway. There are all sorts of things like training
camps going on and little bits like that. We are
investing in the Cultural Olympiad; we have not
talked about that this morning but I am doing a lot
of work to ensure that the nations and the regions
really do benefit out of the Cultural Olympiad. How
do we market 2012 so that the visit to London means
that you do go to Wales or you do go to other parts
of England or to Scotland? Probably another thing
which I should have said is that one of the things we
are working really hard on is to get a lot of events
here before so you have swimming going to
Manchester, you have golf coming here, the Ryder
Cup coming to Wales, the wheelchair basketball
championship coming here. If we bring those sorts
of things around Britain that again opens up beyond
London; we have to see 2012 as great for London but
a gateway to Britain.

Q508 Philip Davies: I have a fantastic world heritage
site in my constituency at Saltaire. I would
encourage anyone to go there but it strikes me that
it is a bit fanciful to expect Saltaire to be inundated
with new visitors as a result of us hosting the
Olympic Games in London. Are you actually saying
that we should prepare for an avalanche of visitors
to Saltaire because we are hosting the Olympic
Games? I would be delighted if we were but I just
find the concept slightly fanciful.
Margaret Hodge: I do not know how Saltaire itself
thinks it can exploit the potential. I know that our
own secretary of state for his constituency is
encouraging a training camp to be located there. I do
not know enough about Saltaire.

Q509 Philip Davies: You must come and visit.
Margaret Hodge: Thank you, I will. That is a really
good example and he is very enthusiastic about
trying to get this training camp which will be a way
in which you can start thinking about how you can
benefit it. Put the imagination cap on and see what

comes out. Obviously it will not help everywhere but
I think there are opportunities and everybody has to
think about them and see what they come up with.

Q510 Janet Anderson: Minister, if we could just turn
to the question of statistics, we have had a discussion
about the return on the investment statistic that is
used and whether that is accurate or not. There has
long been criticism that we do not have any proper
statistics and I know that finally the Department did
look at a tourism satellite account in line with what
happens in other European countries. I wonder if
you could tell us a bit about how that is developing
and whether you think that the statistics that are
available now are accurate and suYcient or whether
there is still progress to be made.
Margaret Hodge: There is huge progress still to be
made. The Allnutt Review came out with some very,
very sensible recommendations which of course had
a big tab to them.

Q511 Chairman: You have not done any of them.
Margaret Hodge: Yes we have; we have started.

Q512 Chairman: Professor Middleton, who was one
of the members, said to us in evidence that not one of
the 14 recommendations of the Allnutt Review had
been fully implemented.
Margaret Hodge: Let me give you three examples.
We have revamped the UK tourism survey to make
it more accurate; we are adopting tourism satellite
accounting, we have run the pilot on it. We have set
up the English Tourism Intelligence Partnership
funded through both the RDAs and VisitBritain; we
have David Quarmby chairing it, it has had its first
meeting and many of the recommendations arising
out of the Allnutt Review will fall to him to
implement. Have we done it as fast as I would have
liked? No, because it was costly. Are we progressing
those recommendations? Yes.

Q513 Janet Anderson: Could you tell us where the
tourism satellite accounting is being piloted? I
remember when I first started to raise this many
years ago I was told initially that it would be too
expensive to do and too expensive to collect the data
but in fact what they do in other countries is they use
existing data. I wonder if you could tell us where the
pilot is and how it is being conducted.
Margaret Hodge: I cannot tell you where it is but
there has been a regional pilot which tried to look at
the wider economic benefit of tourism expenditure,
to actually put things in and take things out, so you
put in the fact that tourists buy newspapers but you
take out the fact that they spend money on Chinese
imported goods or something like that. The pilot
was published in late 2004; it is on our DCMS
website and it used existing data.

Q514 Janet Anderson: That was four years ago; is it
now going to be extended?
Margaret Hodge: At the time the figures were GDA
or the proportion of GDP on tourism, something
like £76 million; they went down to £74 million once
we had introduced this tourism satellite accounting.
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The £85 million we now talk about we think has
regard to it. Could we do it better? This is one of the
things we want the Partnership to look at.

Q515 Janet Anderson: If you are going to punch
above your weight with the Treasury and get more
funding for tourism you need to make sure that
further progress is made on that.
Margaret Hodge: I agree and I would love to make
more progress quite quickly.

Q516 Chairman: To implement the
recommendations of the Allnutt Review we were
told would cost £8 million.
Margaret Hodge: I am told £15 million.

Q517 Chairman: That may be the full, all singing, all
dancing Allnutt. Have you put aside any money for
implementation?
Margaret Hodge: There is extra money that has gone
into the revised way in which we do the UK tourism
survey. There is money that has gone in to support
the English Tourism Intelligence Partnership; there
was money that went in to do the pilot which has
informed the way we do the accounting. There is
some money that has gone in; I have not actually
totted it up but I know it does not cover everything
that was in the original Allnutt recommendations,
but we are funding as we can aVord to. Hopefully
ONS will contribute now that we have that
Partnership up there.

Q518 Chairman: So you are hopeful that more
money will go in.

Margaret Hodge: I hope that more of the
recommendations will be implemented through the
Partnership that we have now established and
through the fact that we have now got this unit
within ONS which will be working through some of
those recommendations, working to the
Partnership.

Q519 Mr Sanders: Do you accept that an adequate
statistical base is actually essential for the industry?
Margaret Hodge: I think it is really important and I
would love to be able to say that we would more
rapidly become more accurate but the statistics
which we work on are the relative statistics so what
we want to do is always get better on what we have.
We have enough good data around the key issues so,
for example, on the skills issue I think we are pretty
clear what we have to do; on the quality issues we are
pretty clear what we have to do; we are better than
we were with regards to bed occupancy, I think we
are more accurate now than we were in the past. We
do more on the net so we get faster information and
we think we get more accurate information. I would
love it to be better than it is; I am not running away
from that.

Q520 Mr Sanders: It has been a consistent point
raised by witnesses during this inquiry.
Margaret Hodge: Yes, and we want to do what we
can to improve the database. I agree with that.

Q521 Chairman: Minister, I think we have exhausted
all our questions. Thank you very much indeed.
Margaret Hodge: Thank you.
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Memorandum submitted by Torbay Council

1. The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

Cheap short haul and domestic flights:

Over the last three decades this issue has had a significant aVect on domestic tourism for the English
Riviera. In broad terms the trend towards overseas holidays has resulted in a long-term decline in numbers
of one third (since the peak in the 1970s). The opportunities resulting from easier access for inbound visitors
(through eg Exeter Airport) are significant but relatively modest. Improved transport links to the resort
areas could influence this.

Short breaks:

The loss of volume as described above does have a converse trend with the growth of short breaks. The
English Riviera, as a year round resort, is well placed to take advantage of this. The product development
of the resort and it’s services and facilities will need to better reflect the needs of these markets. As the resort
evolves to meet those needs the marketing of the resort has a critical role to play.

Quality:

The domestic and overseas markets now have a world-wide view of quality and service standards. The
English Riviera accommodation comprises a very high proportion of small and micro operators and this
has represented particular challenges in terms of changing the quality culture. An aggressive NQAS-only
stance has already made a significant impact, however, there remains a need to continue the drive for quality
appropriate for the sustainability of the resort.

Unitary authority funding:

In the broadest sense, the stresses on UA funding are negatively aVecting both residents and visitors alike,
namely: poor maintenance of facilities, lack of cleanliness in the public realm and a lack of investment in
positive influencers such as cultural facilities. The conflicting needs of social housing, the rise of alcohol
management issues and general anti-social behaviour are all significant issues that the authority will struggle
to manage and the negative impacts can be extremely damaging to the tourism sector.

2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

At destination level there is little direct contact with DCMS. The overall recognition of the value of
tourism to the economy is welcome. Also welcome is the support for quality drives, recognising that the
sustainability of the sector is dependent on the ability to meet the quality demands of the various markets.
Information regarding opportunities resulting from the Olympics has been good, although the benefits
derived from the Olympics seem limited.

VisitBritain has come through a period of great change and now appears to have clearly established roles
and priorities. At destination level we place great emphasis on our direct relationships with VB and feel that
both parties benefit from that relationship. One worry is that VB’s market priorities can appear “over-
segmented” as marketing activity has moved away from more generic messages. Despite the size of the
English Riviera’s markets and its significant opportunities for growth, traditional resorts are battling against
other priorities.
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3. The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

At destination level the objectives and priorities for tourism on the English Riviera (thought to represent
one in three jobs in the area) are very clear. At each level from there up the focus is diluted and therefore it
is thought that 90% of the success of the resort is dependent on what the Torbay Development Agency and
the private sector can do. From a marketing perspective the English Riviera needs to be promoted as the
English Riviera. The extent to which the resort benefits from the marketing of Devon and the marketing of
the South West of England is felt to be very limited. In practice there are examples where strong promotional
partnerships will be more eVective but these will not necessarily be based on any geographical boundaries.
From a destination management point of view, the vast majority of issues are local issues with local
solutions. The exception to this is the development and delivery of training programmes and the support
for managing quality to recognised national standards.

There may be commonality between strategies within counties and within regions, however, the ability to
deliver meaningful economic results depend on local ownership, local delivery and local prioritisation. The
benefit of eVective county and regional structures is therefore guidance (eg training), shared resources (eg
IT) and marketing where appropriate for the message and the market.

4. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

UK holidays are clearly perceived as being expensive, both by domestic and by overseas customers. There
are many factors that impact on this including minimum wage/living standards, national perceptions of
tourism as a career, property values, exchange rates etc. The industry therefore already has significant
challenges in remaining competitive in the international market place. For a destination such as the English
Riviera there are of course significant costs in maintaining facilities for the tourism population—the resort
has 48,000 bedspaces and a resident population of 130,000. Services include beaches, parks, museums,
theatres and promenades. However, the benefits already received from these customers include income to
maintain facilities that the district would wish to maintain for their resident population and car parking
revenue. This is in addition to the need to safeguard and create jobs in an economically deprived area. In
summary, the already complex cost benefit scenario and the need to remain competitive, suggests that this
sector would have great diYculty in overcoming a further financial challenge. In addition to the financial
impact it is felt that the introduction of a bed tax in particular would be perceived in a very negative way
by all customers and could be extremely damaging in the short term.

5. What data on tourism would usefully inform government policy on tourism

Comprehensive data on the economic value of tourism.

6. The practicality of promoting more environmentally friendly forms of tourism

Use of cars:

If a long term/cultural shift away from car use was to occur then this too would influence tourist car use
patterns. This is a national/global issue and not one that can be significantly influenced just by influencing
car use on holiday. At a local level, destinations can achieve a modest impact on local car use levels through
good development and promotion of public transport.

Recycling:

The shift towards recycling of domestic waste has yet to turn into practical resources for small businesses
wishing to encourage and enable their guests to recycle whilst on holiday. The English Riviera is currently
seeking to address this issue. The issue is therefore predominantly one of practical facilities and services and
promotion through the trade rather than promotion to the consumer.

7. How to derive maximum benefit for the industry from the London 2012 Games

The English Riviera has a clear three-pronged strategy to take full advantage of any opportunities that
arise:

— local businesses contracting to supply during the construction phase;

— bid for training camp status and long term development of local sporting facilities; and

— visitors to the games top and tailing their visit to London with tours of other areas and return visits
during the years following the games.

As a destination four hours from London and one with relatively limited training facilities it is anticipated
that the benefits will be modest.

March 2007
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Memorandum submitted by South Hams District Council

South Hams District Council is a relatively small rural local authority covering a wide area of sparsely
populated territory; our business profile comprises SMEs, which are mostly quite small.

The South Hams district covers an area of 350 square miles of South Devon and has 60 miles of coastline.
The district has a population of 80,000 and six market towns—Totnes, Dartmouth, Ivybridge, Kingsbridge,
Salcombe and Modbury.

The Council is committed to improving the well being of the people of the South Hams. Its priorities and
measures are as follows:—

— Secure a supply of housing for local people at aVordable levels

— Create the conditions for the growth and maintenance of quality economic activity

— Maintain a clean environment

— Maintain the district’s distinctive environment whilst enabling access and sensitive development

— Work with others to improve access to key services

— Improve core service performance in a cost-eVective way

1. The challenges and opportunities for the domestic and inbound tourism industry including cheap flights
abroad and their impact on traditional tourist resorts.

1a Figures published by the OYce of National Statistics (ONS) show an £18.8 billion trade deficit for the
UK on air travel in 2005 compared to a deficit of just £2.0 billion 10 years earlier.

1b The domestic market is by far the largest and therefore the most important market to the South West’s
tourism industry and the fact that it is often as cheap or cheaper for UK residents to holiday abroad must
have a detrimental eVect on the tourism economy. This would suggest that the aviation industry is being
subsidised at the expense of the tourism industry.

2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

2a The overseas market does not benefit or aVect our tourist industry a great deal unfortunately, with an
estimated total of only 7% of visitor spend associated with visitors from outside of the UK. This is why it
is so important for the UK to be seen as a value-for-money destination, both by UK residents to encourage
them to holiday at home and by overseas holidaymakers to encourage them to visit the UK.

2b The DCMS and Visit Britain clearly have a role to play in the promotion of tourism but they are not
seen as being particularly eVective for our rural district.

2c There is a job to be done to persuade more British people to holiday at home, help save the planet and
bolster the economy but this can only be done by a sustained well funded campaign which doesn’t appear
to be happening at present. Such a campaign could help reduce the imbalance between the amount that UK
residents spend overseas and the amount spent by overseas visitors in the UK.

2d The seemingly constant bad news broadcast about serious crime must have a detrimental eVect on the
work that the DCM and VisitBritain do to promote the country.

2e The tourism industry in London may be booming but rural areas such as ours need more support than
they receive at present.

3. The structure and funding of sponsored bodies in the tourism sector and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts.

3a The lack of funding of tourism in England compared with the funding provided to Scotland, Wales
and Ireland is an issue that has been raised with the Government many times to no avail.

3b When looking at recent increases in funding support, it would appear that tourism is a much lower
priority for the DCMS than Media, Sport, Museums, Libraries, or The Arts.

3c England has lost the integrated network of national and regional tourist boards and there appears to
be little co-ordination between these organisations in promoting the country.

3d The regional tourist boards have to rely on the good will of the RDA to fund their activities in
competition with other industries.

3e There is some confusion as to whether the regional tourism boards or the RDAs are responsible for
promoting regional tourism.

3f There is far too much duplication in the promotion of tourism throughout the country.
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4. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposal for local
government funding (including the “bed tax”) upon the industry’s competitiveness

VAT

4a The high rate of VAT imposed on the UK’s tourism industry has contributed to the higher costs of
holidaying in the UK over most European countries and has subsequently contributed to a decline in
market share.

4b Research shows that the total tax taken from overseas visitors is a minimum of 35p in every pound
spent in the UK and the third highest in the world.

4c In Europe, only Germany and Denmark have a higher rate of VAT for the tourism sector than the
UK, with most EU countries operating a reduced rate of 8%.

4d The negative eVect on the Danish tourism industry has led the industry to lobby the Government to
reduce the rate of VAT to a level more in line with its European partners.

Bed Tax

4e An analysis by the Tourism Alliance suggests that a 5% increase in tax on hotels would see a decrease
of £608 million per year, the equivalent of approximately 6,000 jobs in the tourism industry.

4f Research has shown that elsewhere, the introduction of a bed tax has led to a decline in visitor numbers
and has been scrapped as a consequence.

4g One such case was in New York where half the number of conventions were staged after the
introduction of a bed tax of 5% in 1990. The tax was scrapped in 1994.

4h Another such example is the Balearic Islands, where a bed tax of £1 per bed per night introduced in
2002 resulted in lower visitor numbers and was scrapped at the end of the following year.

Industrial Building Allowance

4i The abolition of Industrial Building Allowances, including Hotels Building Allowance in the last
Budget could be a disaster for the tourism industry and will eVect rural areas such as ours
disproportionately. It will significantly reduce future capital investment in hotels in rural areas where the
viability of investment is marginal.

4j This retrospective new taxation will hit the tourism industry harder than ever before—especially those
who have already spent money on renovations and are now faced with an unexpected tax bill.

5. What data on tourism would usefully inform Government policy on tourism?

5a Research to examine Britain as a holiday destination from the perception of overseas tourists in its key
and emerging markets, including Japan, Australia, USA, China, India and Europe, its positive and negative
images and the reasons why overseas holidaymakers choose to visit the UK or choose to holiday elsewhere.

5b Research to examine Britain’s domestic market, including the reasons why residents choose to holiday
at home or choose to holiday abroad.

6. The practicality of promoting more environmentally friendly forms of tourism.

6a Environmental tourism should not be seen as niche market, it should be an integral part of the UK
product.

6b South Hams in South Devon is one of the UK’s leaders in encouraging tourism businesses to adopt
sound environmental policies in the management of their businesses, through the Green Tourism Business
Scheme (GTBS). We believe that the principles of the GTBS scheme should be incorporated in the national
quality grading scheme. We do not believe that it is acceptable to award businesses a quality grading when
they are not protecting or may even be harming the environment through their business practices.

6c Environmentally friendly tourism should include local green transport and this is an issue in South
Devon as in other rural areas, which cannot be solved without the necessary investment in public transport
by government.

6d Trade recycling is also an issue because it is expensive and time consuming and sometimes impossible
for businesses to do. The South Hams District Council is piloting collection schemes, but for trade recycling
to be eVective countrywide, the necessary investment and legislation by government needs to be put in place.
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7. How to derive maximum benefit for the industry from the London 2012 Games.

7a There may be some lost business from Devon and Cornwall to London during the games themselves
but hopefully this will be mitigated by pre and post holidays in the South West.

7b A raised media profile in the years leading up to the games and during the games themselves, would
benefit the whole of the UK. To maximise the benefit from the Games, the UK must be seen as a holiday
destination that is above all safe, clean, welcoming and value for money.

7c If the opportunity were there during the Games, showing video or images of stunning countryside and
coast and historic towns and monuments, would be an excellent way of promoting the UK to the audience
and journalists present.

September 2007

Witnesses: Ms Aviva Pearson, Director of Tourism, Torbay Council, Mr Alan Robinson, Strategic Director
(Community), South Hams District Council, and Mr Malcolm Bell, Chief Executive, Southwest Tourism,
gave evidence.

Chairman: Good afternoon, everybody. Can I first
of all perhaps say a few words about what the
Committee has been set up to do and why we are in
Torquay this afternoon. We are the House of
Commons Culture, Media and Sport Select
Committee, which is appointed by Parliament to
examine the administration of the DCMS, the
Government Department, and also to look at all of
the various policy areas for which the Department is
responsible. We decided to focus on tourism for this
present inquiry and we have been holding sessions in
London where we have taken evidence from a
number of witnesses, and most latterly the Minister
for Tourism. We also believe it is important that
select committees should have an opportunity to get
out of London to go and see at first hand the
challenges facing the tourist industry. Torquay was
an obvious place for us to come and we have already
had an opportunity to have a look round this
afternoon, but we are also here to listen, and that is
the purpose of this afternoon’s session. I would like
to thank the Riviera Conference Centre for hosting
this afternoon’s session. It is quite a big room and it
may be diYcult for some of you towards the back to
hear. If we all try to speak up, and because the
witnesses are facing in this direction this may apply
to you particularly, we will try and avoid
microphones, but if it becomes necessary we will use
them. Just before we start, I know Adrian would just
like to make a declaration.
Mr Sanders: Yes. We have to make declarations of
interest and tomorrow we will be meeting a number
of visitor attractions, including the Paignton and
Dartmouth Steam Railway and I need to declare
that I have a small shareholding in that company.

Q522 Chairman: Can I start by welcoming our first
three witnesses: Aviva Pearson, the Director of
Tourism for Torbay Council, who has already
looked after us extremely well this afternoon; Alan
Robinson, the Director of South Hams District
Council; and Malcolm Bell, the Chief Executive of
Southwest Tourism. Perhaps I could start by asking
you to tell us how you view the state of tourism in the
southwest, specifically in Torbay and South Hams,
and whether you are succeeding in attracting more
visitors or whether you are actually looking at a
decline.

Mr Bell: That is probably for me to kick oV from the
southwest. If we look back we are holding our own
in the domestic market in terms of value. Volume is
slightly down. I think you will notice that in the Bay
we are seeing a loss of hotel and B&B stock. This is
remarkably good progress. I am talking about
comparisons over the last six years of variations up
and down. This is remarkable when you look at the
stiV competition we have had from low-cost airlines
taking Brits abroad and some of the issues about
maybe being able to tackle some of the other
markets. There has been some slight growth, about
10% growth in overseas during that period, and one
of the challenges in the future is capturing some of
the low-cost market that is now crossing from
Europe. The low-cost flight market and model was
developed in the UK and in the last 10 years it has
burgeoned in the UK, but now there are something
like over 30 low-cost operators in Europe looking
for destinations and some of those things are a
challenge for us. It sounds quite good to say we have
held our own but that has been in a period of growth
in tourism generally and the worrying thing is that
maybe the underlying things about holding your
own in a period of growth does mean we have got
quite a lot of challenges and moving to more diYcult
times ahead. I do not think it is anything to be
complacent about. The overall product is strong. We
do visitor surveys every year. The quality of our
welcome is our strength. The quality of the
accommodation is strong, scoring way in the top
eighties in terms of people’s satisfaction being good,
very good and all the rest of it. The quality of food
and drink has probably been the biggest revolution
in the last 10 or 15 years, becoming quite a unique
selling point, and the breadth of visitor attractions.
All of those have their challenges with regard to the
visitor numbers because, as I said, the value has held
up, but visitor numbers are slightly down and the
attraction market is the volume market. I hope that
gives an overview. We are doing all right. Ideally, we
should be doing a lot better but I do see that we have
got challenging times in the next five years. We have
had a fair wind in the last ten years but more
challenges ahead.

Q523 Chairman: Thank you.
Ms Pearson: We pretty much mirror everything that
Malcolm has said. We are holding our own. Even
though we have had a loss in beds in this Bay from
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about 48,000 to approximately 43,000 we have
actually seen an increase in the average length of
overnight stay which is now at 7.35 nights when in
2004 it was 6.7 nights, so we are seeing a steady
increase in that. Also, spend by our visitors in the
Bay has gone from 445 million in 2005 up to 449
million as shown in the recent survey, the Value of
Tourism, by Southwest Tourism. We are holding our
own. What I want to focus on is what we can do
better and ways we can improve and this is going to
come into the realms of marketing and with
VisitBritain. The DCMS have limited their budget
as to what they can do, but if VisitBritain were able
to get back some revenue so they could market us
more eVectively on the international as well as the
domestic scene, which is where we would step in as a
local authority, we could become more competitive
with the low-cost airlines.

Q524 Chairman: Thank you.
Mr Robinson: From South Hams’ point of view,
which is obviously very diVerent from Torbay in
terms of the nature of the tourism product, our
perception is that tourism nights and spend are
falling based on the figures we have, but one of the
issues you are going to raise is about the inconsistent
collection of data and the diYculty we have in
comparing. We are very clear that whichever figures
you use, whether you use local figures or national
figures, our prime market is the domestic market.
Something like the high 80s to 90% of our visitors are
domestic. Tourism is vital to the rural economy. It
supports a lot of direct employment and also indirect
support services. Because the environment is our key
asset, for us what we are not trying to do is increase
numbers particularly during the peak season
because that undermines the product we are trying
to sell. What we are looking to do is create a quality
destination. We believe we have become one of the
UK leaders in sustainable tourism and we have got
Beacon status for that. It is about trying to
encourage tourists over the whole year so that we
can give our local people permanent employment, it
is not based on seasonal employment. Coming back
to your key question, are we doing well, we have a
fantastic product but we do believe that we are losing
some of our market. Just to give you an example in
terms of domestic visitor spend, in 2001 we had
something like £123 million being spent, according
to the figures, and in 2006 it was down to £108
million, so a 15% decrease, and in the context of
inflation that probably masks quite a significant
decline.

Q525 Chairman: Thank you. Can I ask Malcolm
Bell, we have heard evidence in this inquiry about
the challenges facing the tourist industry right across
the UK, things like the growth in low-cost carriers
which is making it easier for people to go overseas,
but in the southwest you are holding your own at a
time when growth is occurring elsewhere. Why are
you not doing better here? Why are you not growing
at the same pace as other areas?

Mr Bell: There are two parts to that. One of the
things that has happened, and it might be part of the
explanation, is there has been a shift in tourism
between Devon and Cornwall. 15 years ago the
people in Cornwall used to say the problem was the
trouble was visitors had to go to Devon to get to
Cornwall and now I hear people saying in Devon,
“The problem is people only drive to us to get to
Cornwall”. That is really about profile building,
picking up on Aviva’s point about marketing. There
has been a sort of cache profile with Objective 1
money, a big profile building exercise of Cornwall
and I do believe it is at the cost of Devon. Whereas
people used to refer to “Devon and Cornwall” all the
time, increasingly you do not hear the “D” word, it
is just “Cornwall”. That comes up in terms of the
problems we have got which are about profile and
marketing. It is about PR. It does not all have to be
about posters and TV advertising, it is about being
smart with what you have got. I suppose the
contentious statement I would make is we have got
a great product, people know the product. There was
an organisation that once thought that way and did
not need to market, and that company was Marks &
Spencer. It is an arrogance to say your product is all
right and you do not need to market it because
people know you exist. If you do not get out there
the competition does and takes your customers
away. We have got a good product, people do know
us, we are holding the loyal customers, the repeat
customers, but we are losing out on that extra
growth of people who do not know us and do not
know how good the product is because we cannot
get to them.

Q526 Chairman: You were presumably speaking for
the southwest when you said you were holding
your own.
Mr Bell: Yes.

Q527 Chairman: The fact that some people now
prefer Cornwall to Devon, whereas previously it
might have been the other way around, does not
aVect the number of visitors to the southwest. Why
is the southwest not doing better?
Mr Bell: It is pure marketing clout in terms of a
challenging area. As I say, you only have to look at
the papers with all the destinations that are on oVer
to people and it is a highly, highly competitive
market. We are not a cheap destination, I think
everybody knows that. You can see the World
Economic Forum report that said out of 124
countries we came in at about 121. I would not swear
to the figures but they were close to that in terms
of competitiveness. On price, because it is a
property-based business and we are high on
property, there are often borrowings against so you
have got to get a fair rate of return. We comply with
labour rules, we comply with health and safety rules,
there is insurance and litigation. All I am saying is it
is not a cheap place to do business and, therefore, we
cannot sell on price. If you are going to sell on
quality that means you have got to get that message
across. You can be a bit lazy in promotion if you are
only selling on price, you can get away with a cheap



Processed: 04-07-2008 22:45:50 Page Layout: COENEW [E] PPSysB Job: 376414 Unit: PAG2

Ev 226 Culture, Media and Sport Committee: Evidence

12 March 2008 Ms Aviva Pearson, Mr Alan Robinson and Mr Malcolm Bell

oVering, but we have to get across the quality
message to justify the price we are charging and in
many ways holidays can be a commodity purchase,
what is cheapest, and particularly with regard to the
low-cost guys, and I do not criticise them, they have
created a new phenomenon which is people do not
expect to pay much to travel because they have
lowered that cost distance-wise.

Q528 Chairman: Do you think the quality itself
needs to be improved or is it just a question of
marketing?
Mr Bell: I will be honest, quality must always be
improved as with any product. It would be wrong to
criticise the quality of what we have got, and I
always say quality is what is defined by each segment
of the customer, and all too often when people talk
about quality they are thinking of 5 star hotels and
Michelin star restaurants, but you can have a quality
beach café, and that has been another revolution,
and quality holiday parks. There is a requirement to
keep investing but overall the quality is good. There
is room for improvement, I have no doubt but some
of the challenges are the product of the whole
experience if you take a visitor experience from
thinking about a holiday, booking it, travelling
down, things like the Kingskerswell Bypass, the
experience of when you get on the beaches. One of
the issues we have is Treasury gain the money from
tourism in taxes but the local authorities pick up the
cost of tourism. When you look at some of the
quality areas, people would like to see an
improvement in the quality of the public realm, even
though the public realm is quite good, standards are
going up, but that takes investment from local
government where sometimes cash is tight. We are
not weak on quality, it is just that every year, like
every other business and industry, you have got to
get better and better and that is quite a stretch for the
businesses and equally, if not bigger, a stretch for
local government.
Mr Robinson: I do not think it is just about
marketing, at least in somewhere like South Hams.
Because we do have this base environment that is
really attractive, the problem is people think it is the
natural environment but, of course, it is not the
natural environment, it is actually very carefully
looked after. There is an issue around the product.
A big issue for an authority like ours is clearly
pressure on council budgets. For example, tourism is
a discretionary activity. As budgets get tighter for us,
it is the discretionary activities that get squeezed,
and particularly things like marketing. If I can just
give you an indication of the scale of the pressures we
might be facing: if we increase our council tax by 1%
it raises just over £45,000, so in a realm of capping
of, let us say, 4%, you can see that we raise 200K for
the range of services, therefore there are some really
diYcult decisions that councillors have to make. The
problem is if you think about the product and all the
things that a local authority perhaps needs to invest
in compared to perhaps spending local money on
marketing, you are talking about beach
management, public toilets, quality car parking,
quality refuse collection, street cleaning, the whole

planning regime and quality of development you are
achieving, general contributions to environmental
enhancement, so there is a whole range of areas that
a local authority can help to invest in the tourism
product but in the context of declining budgets it is
a real problem. What has been a bit of an issue for us,
and Malcolm raised the issue of European money, is
we did have access to European money, Objective 2
funding, but that is all coming to a halt. We were
using that money quite successfully to support a
whole range of environmental enhancements but we
no longer have access to that money, so that is an
issue for us.
Ms Pearson: If I could just address a couple of points
that you raised about quality as well as value for
money. A couple of months ago the BBC came down
and interviewed us because they wanted to see just
how much value we had here compared to other
destinations on mainland Europe. Value for money
here is quite high because we are extremely cheap if
you compare us to a place like London or any other
city. The quality of what they get here is quite
exceptional. We have a lot of exceptional properties
here, a lot of 4 and 5 star B&Bs and a lot of 4 star
hotels, and you are staying in one yourself, the
Grand Hotel. We do have a very good quality base
of businesses here. We also have a quality oYcer on
my team and in the coming months her job
description basically is going to be making sure we
have a quality drive here, always raising the game.
We are going to be having a number of workshops.
When we look at the rest of the picture of what we
are oVering here in the English Riviera, when we are
talking about funding especially and the way that
my budget has been cut—my budget has been cut by
£111,000—because I am part of the TDA, which is
the Torbay Development Agency, which is a public-
private partnership, we are actually given a lot more
leeway to go and raise money in ways such as
holding ticketed events, and we have just gone online
with our first online shop and raising revenue which
goes back into our pot which hopefully will not only
cover the £111,000 cut but will even supersede that.

Q529 Philip Davies: I am not entirely sure about
your analogy with Marks & Spencer. I worked in
retail for 12 years and Marks & Spencer suVered
because they did not deliver what their customers
wanted, that was the problem. I do not know if that
is the same problem for you, that you are not
delivering what your customers want. I was quite
interested in the survey that you talked about at the
start. You said that people like the welcome and
things like that, but they only get that when they are
here. I wonder if you could tell us from any surveys
that you have done why people choose to come here,
or if you have any information on why people
choose not to come here?
Mr Bell: I can tell you why people come here. The
non-visitors are always a bit harder to pin down for
the obvious reason that it is hard to get hold of them.
The reasons why people come here, for 80% it is the
environment, those sorts of issues, but the
environment they look at is not just the natural
environment, it is quality of life issues, aspirational
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issues, people like to go where almost in an ideal
world they would love to live. That is one of the
challenges with second homes, because the better
you are it is almost the Victor Khayyam thing, they
like it so much they buy into it. It is about that issue
of the quality of the environment, natural, the
culture aspects with a small “c” in terms of a good
West Country way of life, it is perceived as a slightly
slower pace of life, and warm and friendly people.
Mr Sanders: Hear, hear!

Q530 Philip Davies: There seems to be a lot of focus
placed on marketing and you seem to say your
product is fit to market. I am not a good judge of
that, but how much is spent on marketing and how
much do you think should be spent on marketing?
Who should be spending it?
Ms Pearson: The answers are not enough, all of us
and more from this local authority, and I will tell
you why.

Q531 Philip Davies: How much? What sort of
numbers are we talking about that you think need to
be spent on marketing so you could say, “We are
now doing it eVectively”? How much would it cost
to do it eVectively, in your view?
Ms Pearson: I really want to answer this question
and I will give it to you American-style: how long is
a piece of string. Basically, however much money we
get, the more you invest, the more that you reap.
That is the way it is. Right now, I would say
approximately out of all the revenue that we are
given by the local authority to spend, 200,000 of that
is directly on marketing. That is from the online
initiatives, newspapers, our guide, all of this, the
poster campaigns, the entire realm, and we are
seeing the eVects of that. For the first time through
the Southwest Tourism Survey and, as I said on the
bus today, since 1999 we have gone into double
digits for the AB1 market, which is the higher spend
market, we are seeing our average bookings right
now bucking £150 per booking. This is all because
we are doing marketing. First of all, if we are talking
about on the international scene, VisitBritain needs
to be more heavy-handed in the way that they are
marketing. Marketing is all about aggression, there
is no such thing as a soft sell and, quite frankly, what
they are doing is they are whispering against the
wind. There are so many other destinations spending
so much more money and they are reaping the
benefits. The whole issue of destination marketing is
very competitive and you cannot speak softly, you
have to be in people’s faces. In the 1970s and 1980s
Britain had one of the most aggressive campaigns in
America. You would constantly see the men in the
big fur hats marching in front of Windsor Castle and
you would hear the music and see the happy people
flying with the flags, Big Ben and everything, and
that galvanised people to think, “I want to go there”.
It was not cheap to fly in the 1970s and 1980s, yet it
was one of the times when the highest numbers of
visitors were coming to the UK. This is now the time
we should be doing that again, especially now that
we are talking about the Olympics in 2012. Let us not
fool ourselves, we know that London is going to reap

most of the benefits, but with creative and clever
marketing everybody in the UK could actually
benefit from the way that we should be marketing
ourselves in the run-up to the Olympics. Again, you
are asking how much money should we be putting
into it, the answer is more than we are now because
we are doing well and I would almost like to say
despite ourselves. I think we could be doing better if
we had more investment because people are coming
here because they know we are a good destination.
I know you know this, it has been said many times
before, we are number 14, 15 or 16 on the worldwide
stage for welcoming people to the country. If we
improve the welcome, improve that product and
market ourselves aggressively and say, “We want
you here and we want to look after you. We have a
great destination”, it will improve our bottom line.

Q532 Philip Davies: Can I just press you on that. I
understand the value of marketing, I used to work in
marketing and that is my background, so I
understand that it is valuable.
Ms Pearson: I am preaching to the converted.

Q533 Philip Davies: Whenever I went to my board at
my company I would say, “This is what I want to do
and this is how much it is going to cost”, I would not
just go and say, “Can I have some more money?”
Nobody works on that basis. You go with a plan and
ask for a certain amount of money. What I am trying
to get to the bottom of is to market it eVectively, to
do whatever you think should be done so you can sit
back and say, “I am now happy with that”, how
much would it cost?
Ms Pearson: Are you talking on a regional or—

Q534 Philip Davies: From you, yes.
Ms Pearson: —from local?

Q535 Philip Davies: Whichever, I just want some
figures.
Mr Bell: I will give you some figures. The southwest
is almost bigger than Wales and Scotland and you
know how much they spend. I would not want that
much money because sometimes I think too much
money is there. The role at regional level, and it is a
slightly diVerent destination, is often through PR
and messaging, that brand and image work and the
aspirational bit. There is a big industry that can
work with destinations to convert that into business.
When I heard people talking about 20 or 30 million
for Scotland and 10 or 15 million for Wales, for the
southwest I would say two million would be
suYcient because that makes you work smart. It is
four times more than we spend at the moment, but
sometimes you have got to be clever and smart. The
other challenge is because of the lack of leadership
in tourism, everybody does the best they can and we
work as best we can but, coming back to your
marketing bit, there should be the whole idea of co-
ordination. I get really frustrated. I used to be
frustrated that Wales and Scotland out-pounded us,
and I did not worry about that, but now you have
got the English regions in danger of competing and
we need things like the Partners for England
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initiative, trying to get people to work together in a
coherent way, to say, “Let’s spend three million
nationally on explaining to people the wonders of
staying in your own country and then spend some
more down at the next level about the attributes of
each area”, rather than nine regions independently
all trying to convert people to stay there without
selling the sizzle about staying in the UK. We are not
being cute enough. We still need some money but we
are not being cute enough. That is the regional/
national perspective.
Ms Pearson: I see it from the local perspective.
Approximately £250,000 to £300,000 would bring us
back so that we could really compete, not just on the
domestic level with the other resorts, we are one of
the largest resorts right now, but I would like to see
us compete up there with Eastbourne and Blackpool
more eVectively and aggressively, and they have just
got in the realm of about £300 million to do a
collection of marketing as well as infrastructure
works. With 250,000 to 300,000 I think we could
become more savvy and more aggressive with our
marketing.
Mr Robinson: I was going to raise the point in
relation to marketing of some figures I have around
parity and spend between England, Wales and
Scotland. In England it is 29 pence per head of
population, £8.63 for Wales and £7.33 for Scotland.
In relation to marketing, because one of the
questions earlier on was who should be spending the
money and how much, one of the things that need to
be inputted into the debate is there needs to be some
sort of unified vision for tourism, a national strategy
with an integrated approach to marketing and who
is responsible. At the moment you have got a whole
range of people putting a little bit in. For example,
South Hams, it is going to sound peanuts, for our
organisation we spend £46,000 a year on marketing,
and again I come back to that 1% of council tax.
Should we be spending that or would it be more
useful for us to invest that into the product, in other
words destination management with somebody else
taking responsibility for destination marketing. It
may be that we are investing that money and all we
are doing is pulling people from north Devon, and
does that actually help the region. I think those are
some of the issues that need to be addressed.

Q536 Mr Sanders: You have a strategy for tourism
in the region called Towards 2015. It outlines the
potential for significant growth in the industry. Are
you confident that under the present structure and
funding this potential can be realised?
Mr Bell: No, I am not confident because I think you
can have a plan that is based against the growth in
tourism and us gaining that growth but you have got
to work on it, hence the previous debate, to get that
growth. No, I am not confident at all.

Q537 Chairman: It is your plan.
Mr Bell: It is a strategy, it is not a plan. The strategy
is there, the plan comes underneath and that needs
resourcing.

Q538 Mr Sanders: Presumably Torbay and South
Hams are part of that strategy, they bought into the
strategy that you are applying across the region?
Ms Pearson: Well, we are obviously trying to adhere
to it as much as possible. I have been here for 14
months and we want to work in unison with
everybody all the way up to DCMS level. One of the
things which I will say is there are a number of points
which are in the Towards 2015 strategy from
Southwest Tourism which are very achievable to do
with short breaks and the like which we are
achieving at this moment. If I could just mention one
other thing and that is Torbay is part of a new
initiative under the charter I have in my hand, which
I will pass to you afterwards, which is Partners for
England, which is an initiative to co-ordinate the
delivery of tourism through senior decision-makers
in the public and private sectors. This is something
which is being driven by the Southwest RDA and
one of the stakeholders in this is Torbay. Basically
this document, once it is put into play, and it also
supports the VisitBritain body, should stop
duplication and outline what everybody’s roles are
from the local authority all the way up to DCMS. It
should also address the problems that we have with
our statistics, because, quite frankly, anyone’s
statistics in UK tourism are just frightening. If it was
not so serious it would be a joke because the
disparity in the numbers is just not acceptable. I am
also hoping that through this project, which is now
achieving lift-oV, we can address a number of issues
to do with the way that we are duplicating our eVorts
and hopefully it will knock that out.
Mr Robinson: From a South Hams’ perspective, in
terms of a huge potential for growth, as I said before,
it is not about increasing our summer peak numbers
because that will damage our environment; for us it
is about spreading the season and that is where we
want growth.

Q539 Mr Hall: Could I take you back to the finances
because you have given us some details about how
much you spend on marketing, but what is the total
spend on tourism? We have had some very
interesting figures. DCMS say it is 350 million spent
on tourism, local authorities say they spend 126
million and some people say you would spend that
money whether it was a tourist industry or not. How
much are you spending on tourism? Is there a figure
that you can give the Committee?
Mr Robinson: Me?

Q540 Mr Hall: I seem to think there might be three
figures coming forward.
Ms Pearson: Our spend is £597,000.

Q541 Mr Hall: You say that has been cut by 111,000.
Ms Pearson: No, that is what it is now. I was
£111,000 richer a year ago.
Mr Robinson: In terms of our spend on tourism, it is
£180,000 and £46,000 of that is marketing and the
other aspect is salaries. As I have said, it is very
diYcult to break this down. Clearly we invest an
awful lot in our environment, whether that is
enhancement or maintenance, toilets, street
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cleaning, beach cleaning. We tend to invest more
because we know our environment underpins our
economy, and I can give you figures, but everybody
spends something on street maintenance and public
realm maintenance. For example, on toilets we spent
£780,000, street cleaning £714,000 and beach
cleaning £65,000.
Mr Bell: 2.2 million with approximately 850,000 on
marketing, that is directly and indirectly because we
work with the Southwest Regional Development
Agency on image and brand.

Q542 Mr Hall: Is marketing the biggest factor of
your expenditure?
Mr Bell: No, tourism development. It is issues to do
with sustainable tourism, e-tourism projects and
other activities, research.

Q543 Mr Hall: In some of the evidence you have
given already, and it is an accepted point, you have
said that spending on tourism by local authorities is
discretionary and budgets are subject to whatever
the vagaries of the local government settlement are
and what your councillors are prepared to put on the
council tax. How helpful is the decision by the
Department for Communities and Local
Government to reduce the performance indicators
down from 2,000 to 198 and not include one of them
that involves either tourism or the welcome?
Mr Bell: My view on that is it is those sorts of
decisions that potentially have a really rattling
earthquake potentially on tourism. The old saying is
you cannot manage what you do not measure, but
equally I would reverse that and say people tend to
manage the measures and, therefore, if you have not
got a measure you do not manage it and it is up to
the senior people when they are looking at
assessments and scores on the doors and if it does
not contribute to that it is not important. That is just
human nature. That is the danger we are in. That is
a general comment.
Mr Robinson: I think that raises the issue in terms of
Public Investment of how important tourism is. As
I said before, it is a discretionary activity. It is quite
interesting that the Government is thinking of
making local authorities responsible for economic
development as part of a statutory requirement, but
tourism perhaps is not being seen as a fundamental
part of economic development. In fact, the fact that
is being managed from within DCMS, if you like,
rather than, I am going to call it the Department for
Trade and Industry because I have completely
forgotten the name—

Q544 Mr Hall: Business Enterprise and
Regulatory Reform.
Mr Robinson: That is right. I think that perhaps
indicates an approach that is being taken in relation
to tourism. Is it about economic development or is it
about something else?

Q545 Mr Hall: Could I ask you a slightly diVerent
question. We know that you have a strategy for
tourism for the English Riviera and we were told this

afternoon about the mayoral vision. Are they
dovetailed or is there some tension between those
two?
Ms Pearson: No, they are dovetailed. The
aspirations within the mayoral vision are pretty
much what we would like to see happening in this
Bay. If I could tack on to what Alan was saying. In
the Sub-National Review, when they talk about
economic development possibly becoming a
statutory function I would like to think that in areas
such as the larger resorts in the UK tourism would
therefore become a statutory service because it is the
economic development of the area. It is the major
part of the development of the economy in areas
such as this. It will be interesting to see what actually
happens in the future with how economic
development in itself becomes a statutory function.
Let us hope it does become that.

Q546 Chairman: Aviva, you have told us you are
£111,000 poorer than you were.
Ms Pearson: I am.

Q547 Chairman: So what are you now going to
stop doing?
Ms Pearson: I am going to start doing more on
raising revenue. I am not going to stop doing
anything because we are going along the right track
and that has been proven by the latest surveys:
Devon Trends, Torbay Visitors’ Surveys and the
Value of Tourism surveys. We are obviously on the
right road and it is not the time to stop doing
anything, so we are going to start doing more: start
more events; start getting more tickets out there;
start selling like we have never sold before; more
online sales; we have shops integrated with all of our
TICs and we are going to go out there and become
more commercial, which we can do because we are a
public-private agency.

Q548 Chairman: So you are going to try and ensure
you make up the whole of the shortfall you have lost
from local authority funding?
Ms Pearson: I have got the team to do it and we are
going to do it.

Q549 Rosemary McKenna: I do not understand the
argument you are putting forward between
economic development and tourism. If tourism is
your main industry in the area then clearly that
should be where most of the economic development
money goes. Why is it not part of the economic
development budget of the authority?
Mr Robinson: It is part of the process. The point I
was trying to make was at the moment it is a
discretionary function and when budgets are under
pressure it tends to be discretionary functions that
suVer. The issue is that because of the way the
tourism industry works in a rural area, because so
much of it is seasonal, much of it is relatively poorly
paid, much of it is part-time, and in terms of
improving our economy we need to diversify and
encourage other forms of employment. Our recent
focus has been to try and encourage higher paying
jobs to come in and give us a broader diversified
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economy. Tourism is important but we have spent a
lot of time attracting other forms of employment to
give us a broader economic base.

Q550 Rosemary McKenna: Is there still
disagreement between the various bodies about the
importance of the RDAs now that they have got
tourism as part of their strategy? I certainly was very
impressed by Juliet Williams when she came before
the Committee and seemed extremely focused on
how they could help the tourist industry.
Mr Robinson: I guess from our point of view at the
moment we do not know what will be the
implications. There must be a potential risk with yet
another regional body involved that there is perhaps
confusion, perhaps more bureaucracy. I am not sure
that we are in a position to make a judgment on
whether it is going to be successful or not, at least
from the South Hams’ perspective.
Mr Bell: Maybe I am in a better position to answer.
We work very closely with the Southwest RDA and
I do see the issues as dovetailed, to use your term. We
are the delivery agent for lots of practical things to
do with tourism. You have to look at things like the
Rural Development Programme for England with
large amounts of European money and a large
chunk of that, about 14 million, for the development
of rural tourism. That is where we work very closely
with the RDA. The same is true on the skills agenda
because that is where it crosses. Sometimes I do
believe that tourism has suVered from being in a
tourism silo and not part of a more integrated
approach. To me, tourism has several facets. It is an
economic force and these days that is probably not
so much of an argument because the economy is not
doing badly. Increasingly, it delivers on the cultural
agenda, the sporting agenda, and I was even talking
to the play people today about the new play
initiative and play agenda to integrate play into the
tourism activities. Tourism can be a tool for many
things and that is where it is important it is
integrated at local level, but the regional integration
is absolutely vital or else you have got the Economic
Development Agency dealing with the economy and
then you have got this strange little thing over here
called “tourism”, which I think is disastrous if it is
out there on a limb and that is why I am delighted
with the way we work.

Q551 Alan Keen: We are a scrutiny committee, we
have not got executive power, but our report will go
back to DCMS and they will have to respond to it.
We came here to get the flavour of how it works at a
very local level, and thank you very much for
entertaining us, so is there anything you would like
us to say in our report that is going to DCMS? Each
of you has spoken very well about the problems of
allocating money at diVerent levels, but what would
you like us to say?
Mr Bell: Shall I start with my shopping list?
Ms Pearson: You get your shopping list and I will
get mine.

Q552 Alan Keen: You do not need to be diplomatic,
we will turn it into diplomacy.

Mr Bell: Not because I agree with it and not just
ranting and raving for more money and tax cuts,
because there does not seem to be much opportunity
for that, I have looked at a shopping list of what
should be easy to do without having to raise taxes or
find money from other sources. There is a challenge
on the better regulation issue. You have probably
been bored with the latest visa farce, not only the
cost but to get a visa to come to the UK you have to
fill it out in English.

Q553 Chairman: We have heard a lot of evidence
about visas but we have not heard that specifically.
Mr Bell: Oh, yes, to get a visa to come to the UK you
have to fill it out in English. I would suggest that if
we were going to China we would find it quite
diYcult to fill out a form in Mandarin. Those sorts of
barriers, to my mind, are just totally unacceptable.
Likewise, I think we could be a lot smarter. There are
things going on at the moment within fire regs and
the food regulations about scores on the doors. I will
not go into the details but we need to get a sensible
approach to tourism. If there are issues and they
need enforcing then enforce them, but we need
sensible approaches and, again, tourism seems to be
excluded. On the specifics, one of the things we are
very keen on in the southwest is sustainability and
green tourism, and all accolades to South Hams
where it started, but one of the challenges is how do
we get more companies to get accredited to get the
recognition up. I think there are easy wins within
government circles. If the Government is keen on
and supportive of sustainability why are the
accreditation schemes not seen as part of the scoring
profile on procurement of government services? If
most hotels, including this one, which is green
accredited, knew to get a government contract it
would help to be green accredited you could give the
biggest boost to the accreditation of businesses to
become green accredited and all the positive things
that come with that with no actual money. The other
area I would plug away at as a keen supporter, and
I know it has already been raised, is double
summertime, a one billion, two billion boost with no
cost to anybody. The farmers in the southwest
support it.
Chairman: I am afraid, however, that last Friday the
House of Commons did not.

Q554 Rosemary McKenna: Again!
Mr Bell: It is just remarkable that there is such a
simple thing that does not need money that would
boost things, help with safety, help the economy,
help lots of things in the food industry. The other
one is to get real support for what was raised in the
Partners for England initiative about getting all the
players in a room with a Partners for England type
approach and agree the game plan. Sometimes in
tourism, as you have probably noticed, it does seem
a rather crowded pitch of players tripping over each
other and occasionally missing the goal, and that is
me being polite, and we do need that rallying call.
The last one, I will not go on too long, I have got a
longer list, is the most underused tool in public
administration and that is the planning system. We
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have real challenges sometimes when we talk about
quality of quite dated hotel stock at times, which is
not their problem but the ability to do negotiations
with property developers to say, “You can demolish
that hotel and go for your fancy apartments”, which
are very profitable, “but we want a serviced hotel or
an apartment hotel and some issues addressed on
aVordable housing for staV sorted within the same
deal”. That does not need government money,
again, it just needs a new approach to the planning
rules. We need to refresh our resorts, we need to
refresh our areas, we have buildings that are quite
old and need supporting. There is a very vibrant
property market still, let us see how we get a decent
deal which means we keep our holiday
accommodation, they get their profits and we sort
out some of the other issues. That is a quick gambol
through what I would say are things that would not
necessarily cost Government money, we just need to
be smarter, if I may be so rude.

Q555 Chairman: A quick shopping list?
Ms Pearson: I am just going to hit on two things,
because Malcolm has pretty much covered the other
ones, double summertime and also Green Tourism
Business Scheme. Number one is really seeing if
especially for the resorts we can bring tourism back
as a statutory function, which it should be because it
supports the largest sector of the economy as well as
the jobs and the emphasis has to be brought back for
that to be a statutory function, especially in the
resort areas. I would say as many areas as possible
where the economy is mainly dependent on tourism,
but definitely in the case of coastal tourism. The
answer to everything is not supposed to be money,
but it is going to sound like all my answers are about
this. Number two is investing within the coastal
resorts in the United Kingdom, which is extremely
important. I think more and more people are going
to get sick of taking oV their shoes and belts and
queuing for hours and sometimes it costs more to
park at the airport than your actual ticket. I think
there is going to come a time, especially with the
price of oil going up and up, when those cheap
tickets will not be so cheap. I do feel we are going to
be back on the right foot in a very short period of
time. More and more people are looking at doing
short breaks to areas such as ours. I would also like
to see more investment into VisitBritain, into
marketing us overseas, and allowing the local
authorities, especially in coastal resorts and areas
where tourism is a high priority, to market ourselves
because we are the most eYcient people to do it, we
are on the ground, we are talking to the businesses,
we know what is happening and it would be easier
for us to orchestrate not only the marketing but do
the statistical analysis and have more robust figures
so when we do go to inquiries such as this we can say
to you without a doubt, “We know X per cent of
people say this and the return is Y per cent” and
currently we cannot do that because everybody and
their dog is doing it. Those are my two points.

Q556 Chairman: Thank you.

Mr Robinson: A quick couple of points from South
Hams’ perspective. If tourist support does become a
statutory requirement, fine, but can we make the
plea that it comes with funding. We have lots of
statutory requirements emerging and never have the
funding, in fact the funding reduces. I will make a
couple of other points just to reinforce the issue
about sustainable green tourism. Bear in mind if we
are going to get people to change their behaviour as
part of the climate change agenda we have got a real
opportunity to market holidaying at home, “Have a
great time and reduce your impact on the planet”,
and that is something we should be putting through
in national quality grading schemes. One other point
that nobody has raised but it has started to be talked
about is in relation to the welcome and the
recruitment and retention of quality staV, which is
really important in the service industry, and the
respect we give to people who work in the tourism
sector that is pretty key. Low pay in this sector is a
real problem and there is an incredible high cost of
housing in South Hams, I am sure you are aware of
it. One of the issues around promoting yourself as a
holiday area is when you get over 10% of your stock
is second homes and we need to remember the
implications that has for the other parts of the local
community. If you add second homes plus the stock
that is then let out as holiday cottages it is quite a
diYcult balance between promoting tourism and
recognising the wider sustainability of rural
communities. That is a really big issue.

Q557 Alan Keen: Could I ask you about second
homes. There must be a big diVerence between a
family that has a second home and comes three or
four times a year and the rest of the time it is empty
and somebody who has a second home but lets it out
part of the time. Could you explain how that works
and how you regard the two diVerent types of
purchase?
Mr Robinson: Our perception is that people who rent
out their accommodation are probably more
beneficial to our economy because you tend to have
people there more often and they will spend more
readily in the local community. The issue around
second homes is clearly those people do make a
contribution to the local community but it is a
question of how often it is occupied and clearly it is
incredibly diYcult if those properties are left empty.
The problem is that is mainly anecdotal. Blowing the
trumpet for South Hams, we have also got Beacon
status for our work around aVordable housing as
well as green tourism and we are using some of the
Beacon money we have got to do a review of the
impact of second homes and to test whether our
assumptions about it is better to have holiday
cottages let as opposed to second homes is actually
true. We hope that document will be published later
this year, so I may be able to give you the answers.

Q558 Alan Keen: Is there anything you would like us
to say about it?
Mr Robinson: It is about this balance in promoting
tourism. In a rural area where it is diYcult to deliver
new aVordable housing, cheap housing, the more
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attractive your area is and the more you promote
tourism, the more risk there is that accommodation
goes to second homes. It is about the whole agenda
of rural communities and their future vitality and
viability. I do not know the answer to that but it is
something we need to be aware of.
Mr Bell: If I could add something. One of the great
successes over the last ten years has been the sheer
quality of some of the self-catering stock we have
got. As Alan said, if second homes are rented then
you are talking of several hundred pounds to even
over a thousand pounds per week plus the food and
drink market, and we all know they tend to use more
local food and drink than us locals. To a certain level
it is a contributor and it is healthy, but it is when it
goes too far and starts to decay the community and
take something away from the experience. One of
the challenges we are going to have is what is the
right level and composition. Certainly as a driving
force for tourism our self-catering market is quite
significant and the quality of our market. A slight bit
of levity at the end maybe. I was talking to a Devon
farmer the other day who had been in tourism for 30
years and he said, “I don’t understand this any more.
When I got into tourism the visitors had the mattress
after I’d finished with it, now I’m having to spend a
fortune on their bathrooms, 20,000 here and 30,000
there, and have spectacular houses I couldn’t aVord
to live in”. That is the way the market has gone and
self-catering has become a big transformation, but
self-catering can also be rented second homes and if
you end up with a village just full of them then you
actually destroy the product.

Q559 Alan Keen: Your comment on visitors coming
down and drinking more than you do, we could have
taken oVence if you had come tomorrow and said
that, but you have not seen us yet! I am especially
interested in air transport because my constituents
provide more jobs at Heathrow than any other
constituency but also suVer the noise, so I have a
fascination and a particular duty to talk about air
transport. What diVerence has Exeter Airport and
its expansion made? What else would you like to see
happen, integration in any way on a national basis?
Mr Bell: Having come across as being overly critical
of low-cost airlines, the one thing about operators
like Flybe is that they have reconnected us to the
north and Scotland. If I go back in the statistics, in
the 1970s we used to have a lot of visitors from
Yorkshire and the northeast, and particularly
Scotland, but that was when they were on their
fortnight breaks so it was worth the pain of coming
down on the road system, but for a lot of those
customers on a short break, three or four days, the
thought of driving down from Newcastle for a
couple of days in the southwest and driving back or,
even dare we say, on the train is not attractive. Flybe
and people like that have really opened up routes.
On the overseas market, although we have done
better we have not done as well because we have not
got the gateways. What I hope, and this is getting
round to answering your question, is places like
Exeter Airport can reconnect us with past markets
but, more importantly, with our wonderful coastal

path and coast generally, connect us to Central
Europe a lot more with some of those other low-cost
operators so that the Germans, the Dutch, the
Belgians and, increasingly, the Hungarians and
Czechs can come here and experience our product by
flying straight into the region. No disrespect to
Heathrow or Gatwick, they are not the most
wonderful experience to come through and if you are
only on a short break and want to do walking or
experience the southwest you do not want to have to
go through London.
Ms Pearson: We have just invested into a campaign
with Flybe because we believe we can regain a lot of
the markets in the north as well as the European
markets. According to their figures, 700,000 people
both enter and exit Exeter Airport on Flybe and,
especially because we are doing a campaign with
Avis quite soon, we are looking at people who are
going to fly in, get a car and come down for their
short break. Right now they are marketing us on
their website and they are doing an e-marketing
campaign with us. We are really investing in this
because we see this as a very positive tool for getting
new customers and hopefully some of the old
customers back.
Mr Robinson: From our perspective it is diYcult to
make a judgment. It is a double-edged sword
because it may be easier to come in but it is also a lot
easier to go out. We would have had local tourism
within the region which may have come to the South
Hams from Bristol, say, but may decide to go abroad
rather than come down to us. It is diYcult for us to
make a judgment from our perspective.

Q560 Mr Sanders: One statistical question. You
gave some stats earlier about the value of tourism
but what would be really interesting to know is how
much of the money that is spent in tourism stays in
the local economy today compared with 20 or 30
years ago. Unless you can get that statistic it is very
diYcult to give a true value of tourism to the local
economy. Discuss.
Mr Bell: I can kick oV in one regard without being
able to give you that statistic. The one thing that has
changed quite dramatically is where visitors are
spending. Thirty pence in the pound goes on food
and drink and 27% goes on retail. The days of
coming down with a tin of sandwiches and a flask of
coVee have gone, lunching out, dining out, eating
out in the evening is very strong and there are
statistics on how that rattles through into the local
food and drink sector. It is only about 21% on
accommodation because tourism does include day
visits. There have been quite big shifts in where the
visitor spend goes. If you went back 20 or 30 years
ago the amount on accommodation would have
been a lot larger and the other aspects of food and
drink and retail smaller. That reflects some of the
changes in visitor patterns where shopping is part of
a holiday experience.
Ms Pearson: Even though we do not have any
concrete statistics on this I am going to give you my
professional guestimate that a significant percentage
of revenue stays in the English Riviera because a
large proportion of our businesses are SMEs or
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micro-businesses, ma and pa operations. I am not
just talking about direct tourism businesses now, I
am also talking about retail and even our petrol
stations, post oYces. Just from using those kinds of
levels of intelligence in figuring this out, I would say
a large proportion of that revenue would stay in this
area. At this current moment in time, although we
do know Whitbread is investing, we have very few
national chains here where that money would be
going elsewhere. If you were going to tackle me
down to a percentage I would say 90% of the revenue
would stay in the Bay.

Q561 Mr Sanders: That sounds very, very high. Part
of the problem is there are not these statistics, it is all
guesswork.
Ms Pearson: No, unfortunately there are not. I am
just basing that on the number of local businesses.

Q562 Mr Sanders: One of the things that we have
been discovering through this inquiry is that it is the
lack of statistics that more than anything has
probably held the industry back.
Ms Pearson: I agree with you, and this is why I am
also pinning my hopes on the fact that with Partners
for England we will iron this out and have one robust
mechanism for measuring these statistics so we all fill
out one form with one set of questions, no matter
how comprehensive, even if there was an incentive
not just for the businesses to fill out the forms but
also the local authorities and to then hand these
forms in to wherever they need to go, be it
VisitBritain or DCMS, so they can compile these
statistics. We do need to do this as a matter of
urgency. We all had to give key statements into
Partners for England on what we wished out of this
and that was exactly what I wished for, our statistics
to be robust.
Mr Bell: We use a proxy measure. When it comes up
to Easter, and you hear me saying, “What’s Easter
going to be like”, as Southwest Tourism we do not
go for the statistics, we go to the linen hire
companies and laundries. When they say, “Last year
was 15% down” and the national statistics come
through, those guys hold records and something like
linen records, not being funny, are a good base
model because they do not change with the weather,
they do not change with anything else, and if those
guys tell me it is 2% up or 2% down I believe the guys
washing the sheets more than I do government
statistics. That is a bit of a sad reflection.
Mr Robinson: From South Hams’ perspective in a
rural area it is even more extreme in terms of the
number of very small businesses and micro
businesses. We are pretty confident, given the nature
of our area, that a lot of money does stay locally and
you can see that in the number of small businesses,
and particularly food and drink is a really big issue.
Also in historic towns it is quite diYcult for some of
the major corporate bodies, whether they are
retailers or hotels, to get in there and because they
are small buildings they often are very much local
businesses. We think there is a significant amount of
spend captured in South Hams.

Q563 Chairman: Aviva, I have got a question
specifically for you, I think. The Committee came to
Torbay because we wanted to visit a traditional
English seaside resort and we are aware of the
problems facing seaside resorts. This afternoon we
have talked to amusement arcade operators, we have
visited Paignton Pier and we have heard about the
problems that traditional businesses, like arcade
operators and the attractions on the pier, are facing.
We also heard about the hopes that might come
from the establishment of a new casino in Torbay.
Do you see the tourist package on oVer as changing?
Should we adapt to a diVerent kind of tourism
package? Should we accept that perhaps the days of
“Kiss Me Quick” hats and arcades are now
disappearing?
Ms Pearson: I never want to see a “Kiss Me Quick”
hat in Torbay as long as I am here in post. I would
like to think we are raising our oVer anyway as seen
by the marketing. As I was telling you before, we
have totally changed the face of who we are
addressing to come here either as a short break or a
main holiday, and it is working. As I said before, for
the first time since 1999 we are back into double
digits in the AB1 market, which is the higher spend.
I will tell you right now a casino as a product, if it is
done in a certain way, which I will explain in a
moment, would be a welcome addition to what we
have on oVer. It would need to be part of an overall
entertainment package. It would have to have dinner
theatre, a conference centre, it would need to be an
iconic building, because it is only a small casino. We
are talking a very small part of what could be a very
big revenue generator as well as an employer. There
are a lot of things we could do with somebody should
they come and develop something like this in the
Bay, the actual casino operators themselves, where
we could say to them, “Fine, we want to see you train
this many people in the Bay and it has to have X
many local people from this Bay employed. You
need to repair this much of the harbour”, so section
106, which is something we do anyway. I feel the
casino, as a product, would fit very well in here. I
mean a tasteful casino. I know today on the pier the
gentlemen who were there from BACTA were trying
to compare us with Las Vegas and Dubai, but those
are totally the wrong people to compare us with
because regardless, if we have a casino or not, we
need to compare ourselves like for like. You can
compare us to Atlantic City and we will beat them
hands-down and I would say that to anybody from
Atlantic city. We have so much product on oVer here
and a casino would fit in very well with the oVer that
we currently have.

Q564 Chairman: And arcades and bingo halls are
also part of that oVer?
Ms Pearson: They are already here and obviously if
a developer approaches them and wants to make
them into a 5 star resort and that is where we would
be pushing, we cannot say it is not welcome. There
is still a segment of the visitor population we have
coming here for their short breaks and main
holidays who do want to go to bingo halls. Do not
forget that amusement arcades are there for the
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children and casinos do not let anyone in who is
under-18, so they still have to have that element of
entertainment. If a family says it is okay for their son
to spend his pocket money on trying to win one of
those crazy frogs, who are we to stop them from
enjoying themselves? As long as there is a market for
that, and the gentlemen you spoke to this afternoon
at Paignton Pier said there was one, then we are
addressing a proportion of the population who feel
that is entertainment.

Q565 Mr Sanders: I would like to ask about the
Olympics. This week LOCOG announced the details
of the Cultural Olympiad, which is tailor made for
seaside resorts to back on to. Does the southwest see
itself as being a venue for a major Cultural Olympiad
event? If so, what? Aviva and Alan, are your areas
going to be putting in bids to be part of the Cultural
Olympiad?
Ms Pearson: From what I understand, yes, we are,
through our Culture and Leisure Department and
working in co-ordination we will be putting together
a bid. I do see this as a fantastic way of oVering, just
like we did for SeaBritain. I can see us operating the
same way with this Cultural Olympiad between the
arts and culture and we can put together a fantastic
oVer together with everyone else in the southwest.
Mr Robinson: From South Hams’ perspective we
have not made a judgment on it and I do not know
the details of the proposals. The issue we have had in
relation to the Olympics is it is going to be happening
during the summer and that is when we are pretty
full.

Q566 Mr Sanders: The Cultural Olympiad runs for
four years in the run-up, so you could run an event
next year, the following year, the following year and
the following year.
Mr Robinson: We have not made a judgment or
discussed that as a corporate body yet.
Mr Bell: My view, and I totally agree with Alan, is
the biggest enemy to sustainability of tourism, the
economy or anything else is seasonality and there is
not an awful lot we can do about that, but yes there
is and that is called clever events and clever activities
that feature us outside so people are not coming
necessarily thinking they must have sunshine but are
coming to a great part of the world. The whole
approach to a major events strategy, incorporating
all the local events, gets that richness across. It is
quite right, we have got a great opportunity to get
our acts together on events that feature in those lull
periods, and we do get them. We have got Easter
coming up, but we know we get a lull after that
increasingly in the shoulder from May through to
the school holidays because of SATs tests and
whatever. It is a great opportunity to lay on events
at that particular time as well as other lull points
which will attract markets which are not deterred
through external factors such as the school holidays
and SATs. We have to be cute and clever about it
and if you are laying on an event for tourists it has
got to be as popular, if not more, with local people

and we should get two hits on it. I think it is a great
opportunity to get our events approach right.

Q567 Mr Sanders: Is the southwest expecting more
visitors during the year of 2012 or fewer?
Mr Bell: If we get it wrong there will be fewer. I am
a man who took up this job when the eclipse came
along. What I mean by if we get it wrong is the first
message is we have to make sure people do not think
they have got to stay away. The first challenge of
communication is making sure that people do not
go, “Oh, the Olympics are on, we have got to stay
away” and you can build on it. You have to take this
market by market. Six million people in the
Commonwealth owe their roots to the southwest,
genealogy is the third most popular thing on the
Internet and we have got great opportunities to say,
“If your name comes from here and you are coming
for the Olympics, come down to the southwest”.
You can use it in diVerent ways to deliver your
second objective, which is to have more, but it has
got to be very cute with the events, the activities, how
you tackle diVerent markets and the connection of
Plymouth with the American market. We can be
cute about it, but if we get it wrong there will be less.

Q568 Philip Davies: Can I ask one final thing of
Malcolm which we cannot let not be asked. In the
written submission from Helpful Holidays, who are
going to give evidence next, they said: “We believe
that the activities of Southwest tourism are not
highly valued by the majority of accommodation,
attraction or other businesses who serve the needs of
visitors to the southwest. Only a minority of
businesses are members.” They are the people at the
chalk face of this, so how would you respond to the
accusation that you are more of a hindrance than a
help to them?
Mr Bell: We have got 5,000 members, so that is not
a small number. There are probably about 15,000
businesses in the whole, but if you take those 5,000
members they represent the vast majority of
National Quality Assured, so it is a large, large
number. The challenge in the business I would
segment in diVerent ways. If this was a massive
industry run by corporates we would not be needed,
but it is a massive industry run by small and micro
businesses. The ones that are very good and very
eVective in their marketing because they have
backgrounds in other areas can get on and do lots of
themselves, and they should. We are here to help
businesses more at a destination level to help them
with operational issues about filling their beds this
year and doing things like that, or else they will be
exposed. Regionally we are here looking at the
markets for the future to keep them competitive
because there is not that operational and corporate
planning strategic role. There is validity in the point
that not all businesses need Tourist Boards, and in
an ideal world they would not need a Tourist Board
because they would have the skills and ability to do
it, but we have a very fragmented industry which is
massive in terms of economic value but run by micro
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and small businesses, which is our strength in giving
us some uniqueness and diversity but it is also our
weakness in working with them. I do argue that we
have got a role but I would not argue that everybody

Memorandum submitted by the Tamar Valley Tourism Association (TAVATA)

TAVATA is one of the many associations with relatively small membership (140) which are run totally
voluntary with no paid administration. It was formed five years ago to fill a gap in the mosaic of Devon and
Cornwall.

— the Tamar Valley from Plymouth and Rame Head stretches 80 miles due north to Bude. The
County boundary splits the area down the River Tamar;

— it is a deep valley of great beauty partly covered by an AONB and with considerable mining
heritage. It is therefore a tourist entity in its own right; and

— other Associations such as SECTA (South East Cornwall) centers on Looe. BoB (Best of Bodmin)
centers round Bodmin Moor, DTA (Datrmoor) do not cover the Tamar Valley and could not
represent the area.

TAVATA looks inward to the support visitors to the area and tourism associated businesses. It provides,
for a membership fee of £45, an entry in:

— a new web site www.tamarvalleytourism.co.uk;

— six leaflets. 10,000 of each are printed yearly for distribution locally; and

— accommodation lists to go out to Tourist Information Centres.

The Secretary in addition to normal Association administration keeps the membership informed by
email of:

— events arranged by the NT, Towns, Gardens, Devon & Cornwall Railways etc;

— police notices, scams; and

— training courses.

The Committee are of course all volunteers.

— one member is a IT consultant and has designed and developed the web;

— one produces an e-newsletter; and

— one is a member of the AONB etc.

Private/Public Partnership

TAVATA works closely with the AONB, Local District Councils, Town Councils, QHM on river related
problems, other Tourist Associations. It is now working closely with CoaST (Cornwall Sustainable
Tourism) to implement an Association wide green agenda.

Though we represent 140 tourist related business we have never been approached by any of the
government sponsored tourist organisations and certainly have never been oVered any help. We have little
idea who is in charge as there is a plethora of organisations especially in Cornwall, none of whom are taking
a leadership role.

Funding

Money for tourism does not cascade down beyond the public bodies. There is no sharing of resources for
local initiatives such as our leaflets or development of web sites. We have to find grants from organisations
which are not primarily tourist support organisations.

Quality Agenda

Quality is vital for the success of any tourist industry and vital for our 80 Accommodation providers of
which 34 are NQAS. If TAVATA insisted on inspection we would probable lose a high proportion of the
46 unregistered. Why:

— cost. VisitBritain charge a joining at a cost of £60 or £70 a year plus yearly inspection fees of £140.
£200 is one weeks rent for a small self-catering cottage out of season;

— inflexibility of organisation; and

— does not bring in the bookings.

should be a member and everybody needs Southwest
Tourism, the more that do not because they can do
it themselves the better.
Chairman: Can I thank the three of you very much.
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VisitBritain is trying to bring in the scheme by the back door by insisting that accommodation providers
cannot use the TICs or be members of the Green Tourism Business Scheme unless they have been inspected.
On what authority do they do this since we all pay taxes and rates?

Allocation of Funds

It would appear from an outsider that the tourism budget is spent on administration for the plethora of
organisations and for the provision of training courses. The sheer number of courses oVered for free and
the poor take up on the whole surely indicates that that sector is saturated. Some of the money would be
better spent on the promotion of the SW to increase numbers of visitors and to extend the season either end.

Green Agenda

All Tourist Associations wish to improve their green credentials because it is a good marketing tool and
a good financial tool for many businesses. TAVATA:

— prints all leaflets on recycled paper;

— is encouraging all members to join CoaST at £32 a year; and

— is planning to join SECTA’s Green Acorn Scheme at £30 a year with inspection every two years.

VisitCornwall is encouraging businesses to join the Green Business Scheme at a cost of £120 for inspection
every year but only if you are inspected at a cost of £140 having joined VisitBritain for £70.

March 2008

Memorandum submitted by Helpful Holidays Ltd

Description of Helpful Holidays Ltd

Helpful Holidays is a commercial letting agency with one oYce at Chagford in Devon. The firm employs
30 people and manages a portfolio of about 550 privately owned houses, located in Cornwall, Devon,
Somerset and Dorset, which are let for holidays. Customers principally come from the UK (90%). In 2006
the firm made 15,665 bookings making it one of the leading regional tourism businesses.

Summary

Tourism in Britain could be on the cusp of something big. There is a growing cultural shift in the British
people’s attitudes in favour of “holidays at home” The Olympics will bring the attention of the world to
London in 2012. Internationally, it seems that the view of Britain’s historical and cultural contribution to
the world is becoming more positive. Interest in Britain is strong in the emerging new economic powers. Its
unique heritage, culture and landscape make Britain one of the most desirable destinations in the world. The
tourism industry is poised to seize these opportunities but the existing publicly funded tourism structures
don’t serve the industry well. The current focus on marketing competes with the private sector and neglects
what should be the longer term aspirations—to make our quality of service and quality of public spaces
absolutely outstanding—to make the idea of visiting Britain synonymous with the idea of visiting
somewhere great—to build a first class reputation for the future.

Some Opportunities

The opportunities are huge.

— Domestically—there’s a positive cultural shift in the UK in attitudes towards “holidays at home”.

— Internationally—the urban and rural assets of UK oVer unique combination in a relatively small
geographical area.

— Internationally—the US market is under-exploited by the regions. The increase in domestic UK
flights means they are now more accessible. There are only a few “must see” sights/destinations
outside London and those that one might expect to be exploited are not (Mayflower Steps,
Plymouth for example).

— Internationally—the history and heritage of UK remain underexploited assets (chocolate box
images are only part of the story). Britain as the foundation of the modern world, mother of
Parliaments and font of great democracies (America, Canada, Australia, India), originator of the
industrial revolution. Probably the most civilised country in the world.
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Some Threats

— Britain is expensive. Quality needs to be very good to be perceived as “value for money”.

— To ensure quality, the industry needs investment and competition and the free market to operate
eYciently. There is a threat the market will be distorted by the activities of the public sector.

Declaration: Helpful Holidays submitted a State Aid complaint to the European Commission (CP154/
06) in July 2006. The complaint concerns the activities of VisitBritain and the “EnglandNet” project. Helpful
Holidays claims that the activities of VisitBritain, the Regional Tourist Boards and other publicly funded
organisations in respect of this project, particularly in relation to the expenditure of public money on the
development of online booking and distribution facilities breaches Article 87 (1) of the EC Treaty. This
Article prohibits any aid granted by a Member State or through State resources in any form whatsoever
which distorts or threatens to distort competition by favouring certain undertakings or the production of
certain goods, insofar as it aVects trade between member states. The commission has not yet decided whether
to open a formal investigation.

The Public Bodies Involved in Tourism

VisitBritain (VB)

VB’s role is to promote holidays to Britain in overseas markets, to encourage the British to holiday in
Britain and to promote the provision and improvement of tourist amenities and facilities in Britain. During
recent years their activities have strayed from that remit. Whether by design or mistake, they and their RTB
partners appear to have entered or plan to enter the commercial arena of selling holidays through the
EnglandNet project.

EnglandNet

The development of the EnglandNet project has brought VB into open conflict with a wide range of
businesses involved in tourism. It resulted in a state aid complaint being submitted to the European
Commission in July 2006, an update to an earlier complaint submitted in November 2004. Both complaints
were supported by a range of businesses involved in the marketing of accommodation but most significantly
by 50 self-catering holiday home agencies which manage the booking of about 19,000 holiday homes. They
see the scheme as directly competitive to their businesses.

The EnglandNet project creates a new route to market for businesses which choose not to employ the
services of one of the large number of existing commercial marketing organisations. The project links up
the databases of regional tourist boards with VisitBritain and allows the information from all to be displayed
through the VisitBritain suite of websites. Crucially, once accommodation providers have paid their local
Tourist Board (RTB) for a property inspection and their details are added to the local RTB database,
availability enquiries, generated by the VB websites, can be answered online and booking enquiries fed back
to the regional tourist board web sites where online bookings can be made. The RTBs and VB both intend
to earn a commission from the deal. The capital to create this integrated automatic enquiry response and
booking system is all public money. Over £10 million has been spent on the project by VB to date. Millions
more are currently being spent by the various RTBs both to build the computer systems to link to
EnglandNet and on a sales campaign to “animate” local accommodation providers to pay their RTB
inspection fee and “get online”. The scheme clearly replicates the services of a large number of other
businesses but most seriously, self-catering holiday home agencies that inspect properties, market them
through there websites and brochures and take bookings on them, for a fee. Most agencies have been
distributing their products through the web and oVering online bookings since before the EnglandNet
project started. Competition and the demands of the market have driven increased sophistication in agencies
search, availability and booking systems. The publicly funded EnglandNet booking project clearly competes
with agencies for both holidaymakers and holiday home owner clients and for that reason Helpful Holidays
and the other complainants, including Hoseasons Holidays, have asked the European Commission to look
at the issue.

Helpful Holidays initial objections to both VB and DCMS in 2004 yielded no satisfactory result. Our
subsequent submission of our first State Aid complaint in November 2004 was followed by an agreement
between Helpful Holidays and Tom Wright (Chief Executive of VB) and subsequently endorsed by Richard
Caborn (then Minister for Sport and Tourism). The agreement was designed to ensure that only
accommodation from public sector “consolidators” that came up to the quality control standards of the best
commercial agencies would be included on the VB websites. Specifically, the agreement stated that
consolidators (private and public) would have to take full Trades Description Act responsibility for all
information (pictures, claims, statements, pricing) provided to them by advertisers if those details were to
be transferred on to VB and oVered for sale through their databases. Secondly, the agreement stated that
all availability information provided to VB by consolidators would have to be guaranteed as 100% accurate.
Thirdly that VB would not act as an agent of sale.
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It became apparent in 2006 that the scope of the EnglandNet project had changed. RTBs had become
tasked with processing bookings and VB had completed or was attempting to complete agreements with
Regional Development Agencies (RDAs) for them to underwrite the Trades Description liability. The
requirement for guaranteed 100% accurate availability information had been dropped. As a result Helpful
Holidays and Hoseasons updated their complaint to the Commission in July 2006. They are expected to
make a decision in the near future about whether to launch an investigation.

National Quality Assessment scheme (NQAS)

VB has adopted an “inspected only” policy and has encouraged other public sector tourism bodies to do
the same. It has used the threat of exclusion from the marketing opportunities oVered by the EnglandNet
project to persuade many organisations to abandon historical accommodation inspection arrangements in
favour of the NQAS.

VB has excluded properties in the portfolios of commercial self-catering agencies from its websites where
those agencies do not participate in its favoured (non-statutory) inspection scheme. Regrettably, this
includes many of the very highest quality holiday homes available in Britain.

The rational for this policy is claimed to be an attempt to “drive up quality”. VB claim that the industry
is held back by consumers’ confusion about quality and their drive for a universal inspection system will
help increase consumer confidence and therefore booking levels in the sector. Research conducted on VBs
behalf as part of their Agency Accreditation Scheme proposals in 2002 or 2003 indicated that rather than
being confused about quality the view of most consumers was that they would trust the quality control
systems of self-catering holiday home agencies above a rating given under the national scheme. Not
surprisingly, much of the industry believes the main purpose of NQAS is as a revenue stream. VB earned £2.7
million from the scheme in 2005–06, 14.4% of their income from activities and 3.9% of their overall income.

In General

VB has failed to focus on their core objectives and have succumbed to the temptation of “mission creep”.
They have obstructed and found themselves ignored by large sections of the industry including some of the
most progressive companies in UK tourism. VB has focused on structures and relationships with other
publicly funded regional bodies which have failed to help them fulfil their statutory role. They have failed
to engage the private sector to any appreciable extent.

South West Tourism (SWT)

We believe that the activities of SWT are not highly valued by the majority of accommodation, attraction
or other businesses who serve the needs of visitors to the South West. Only a minority of businesses are
members. SWT has been distracted from its core responsibility of supporting private businesses and, as with
VB, increasingly it finds itself competing with some of them. It appears to be focused on implementing VB
and/or RDA policy above all else. It has made scant eVort to engaging a diverse and forthright private sector
membership and to reduce its dependence on the public purse by seeking funding from that membership for
their marketing campaigns. We are no longer members of South West Tourism having been excluded for
not adopting VBs National Quality Assessment Scheme. Funnily enough, in our final year, they gave one
of our team the SWT Outstanding Customer Service Award.

Local Authorities

Marketing

Many public bodies have chosen to become involved in tourism. Tourism is not a statutory responsibility
of local councils and, of those that choose to become involved, most choose marketing as their primary
activity. The reason why is clear. It’s easy to get into and seems to be an obvious way to provide support
for the industry. In reality, almost none does it well. To do it well needs very careful, almost scientific
monitoring of marketing response to ensure that money isn’t wasted. Regrettably, in most cases, public
sector marketing campaigns are poorly monitored and the necessary data to ensure eVective assessment and
future decision making is not or can’t be collected. The eVectiveness of these campaigns, particularly at the
regional and local level, goes almost either wholly unmonitored, monitored anecdotally or through
guesswork. We estimate that over the last 10 years, the combined spend of the public sector organisations
involved in promoting the South West has been between £50 and £100 million on marketing alone. We
cannot say if they are value for money. What we can say is the close analysis of our own participation in
public sector campaigns reveals that they infrequently generate enquiries that result in sales.
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Public environment

We believe that marketing is a poor way for public money to be spent to support tourism. By its nature,
tourism relies particularly heavily on the public environment for its success. Aiming funds at maximising
the potential of the local physical public environment (bins, loos, beaches, museums, roads, footpaths etc)
for the benefit of tourists has the benefit that it is frequently good for permanent residents too. And for the
tourist industry (as, perhaps, any industry) the reputation of a locality is the key to its ability to attract
tourists and long term prosperity. Improving that reputation is largely about meeting and exceeding the
expectations of whichever group of customers for whom you cater and earning the resulting
recommendations to friends, family and colleagues. For tourism, the physical environment is
disproportionately important and as a result money spent on its improvement will have a disproportionately
positive eVect on the reputation and therefore success of the local tourist industry.

Training

Training is another area where investment is likely to generate a disproportionate benefit. It is obvious
that well trained staV are vital to the success of tourist businesses. Poorly trained staV or trained staV who
execute their role poorly adversely eVect the reputation of not only their particular business but of the
region/county/country as a whole (depending on the perception of the visitor). There is no point investing
in marketing aimed at bringing visitors to a region if the service levels experienced by those who choose to
come, do not enhance the region’s reputation. The encouragement of training, the explanation of its value
to constituents and the promotion to businesses of the value of those who have undertaken training is
therefore likely to generate a significant return on a number of levels.

Business support

A disproportionate number of tourism businesses are either small or micro and a large proportion are
owner managed. Many of them are extremely well run—others are not. Many owners order their priorities
diVerently, with the aim of maintaining a particular quality of life rather than maximising profit and/or
capital return.

There are a large number of tourism businesses that are run by people with relatively little business
experience. Many businesses are small and their owners want them to stay that way. Others would like to
grow big. Time pressures are frequently very acute when running a small business and spare cash for the
employment of professional help is frequently in short supply.

Public expenditure on finding those that want to grow and supporting them by guiding them towards
sources of expert advice which will help them develop a higher degree of professionalism in the delivery of
the services they oVer is likely to have a very positive impact on the reputation of the region and hence its
overall success.

In General—Public Spending

We believe that the desirable outcomes of a concentration of aVordable public investment on:

(a) the public realm;

(b) training; and

(c) business support;

would be:

(i) Improved reputation and therefore an increase in the volume or value of holidaymakers.

(ii) A decrease in seasonality as a result of increased business.

(iii) More job security as a result of a decrease in seasonality.

(iv) Better paid jobs as a result of greater job security.

Reputation is the cornerstone of a successful tourist industry and public money would be best spent
building that from the bottom up.

Tax

We recognise that there is a valid argument for an aVordable, locally raised and spent tax on
accommodation businesses. We believe it would be a justifiable way of funding public sector spending on
physical improvements which benefited tourists and the community. We do not believe an accommodation
tax could be justified for any other reason.
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Environmental Opportunities

Volumes

Although it is clearly not true of everywhere, parts of our region appear to be at or close to carrying
capacity of the public realm at peak times of year.

Increasing the carrying capacity would require expansion of the transport network with the risk of
damage to the principle asset that brings visitors to our part of the country—the landscape.

The public bodies appear to have recognised this threat.

Where visitor volume is judged to have reached carrying capacity, current policy appears to be aimed at
encouraging an increase in the value of holidaymakers to businesses rather than an increase volume.

This is a sensible and environmentally sustainable policy.

Wind turbines

To date, the appearance of wind turbines in the rural environment does not appear to have had any impact
on visitors desire to visit our region.

Heating and lighting

Heating and lighting demands are correspondingly higher in holiday accommodation in comparison to
domestic accommodation because visitors tend to leave the heating and lights on.

Incentives for accommodation businesses to invest in more eYcient heating systems and lighting would
help reduce the environmental impact of these businesses.

Waste management

The letting of holiday homes is a major part of the accommodation oVering in the South West. The
management of rubbish disposal from these homes can be a major headache. Lets are usually weekly,
running from Saturday or Friday. Even where owners pay business rates and pay local authorities
additionally for refuse collections, arrangements can only rarely be made for this to happen on a Saturday
or Friday. In areas with high densities of holiday homes a private sector operator sometimes steps in but in
more rural locations a private collection is uneconomic The result is a waste management problem. We think
the introduction of the giant “poubelles”, so beloved on the continent, might be the answer. Although we
accept it might be diYcult to restrict their use to holidaymakers, we suspect that recycling rates are also poor
in the non-serviced accommodation sector and that by providing these facilities separation of rubbish and
recycling rates will improve.

Footpaths

Visitors to rural England are predominantly people who like the countryside or the seaside (or both).
Those who like the countryside are lucky enough to have the most tremendous national asset at their
disposal in the network of public footpaths. This is a largely underexploited asset. Access to the countryside
through RTR legislation has opened up tracts of land which are accessible to experienced “walkers” but
there remains a disinclination of much of the population to explore their countryside. We believe the number
of people using footpaths would increase if they were:

(i) Better signed—with maps indicating where they lead, where one might next encounter a public
road, places of interest in the locality that could be visited and in indication was given about the
diYculty of inclines up and down (blue, red, black runs?)

(ii) Better maintained—with, where possible, hard or hardish surfaces down which a buggy or
wheelchair might safely go.

Public transport

Busses are poorly used by visitors to rural areas. We believe that’s because they rarely know where they
go. Maps showing where the bus goes, as well as a timetable, at bus stops would help.

Planning

As already mentioned, the landscape is the principle asset rural England exploits in attracting visitors.
For rural tourism to continue to prosper that landscape needs to be preserved. But the demands of visitors
should also be considered carefully. At the moment planning decisions, in many cases, appear to give too
much weight to loss of amenity and landscape when considering application. Very high quality
developments in stunning locations are very popular and generate good jobs. Although initially they may
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stick our like a sore thumb, if they are done very well and with sympathy, with time they mellow and become
part of the landscape. The apartment complex that we let at Bigbury-on-Sea is an example of how successful
this sort of development can be.

Employment

Some businesses involved in tourism already operate at or close to capacity all year round but for many
their business is very seasonal. To achieve year round employment we have to find year round reasons for
holidaymakers to visit. Outside the major cities this means replacing the draws of the countryside and
beaches with other attractions when the weather gets worse. The West Country has been remarkably
successful over the last few years in developing a reputation as a place to visit for great food and surfing is
becoming big in Cornwall. These developments are helping to extend “the season”. Surfing has, we believe,
the potential to become hugely popular but for it to do so imaginative decisions will need to be taken by
planners to allow the development of the infrastructure necessary to support it.

Olympics 2012

Of course London will be the focus. There may be calls for eVorts to be made to encourage visitors to
spread their stay and visit the regions as well as the South East. Some will, but we don’t believe that
marketing campaigns will be the best way to achieve a long term return on expenditure. We believe that
resources should be targeted primarily at ensuring that the services visitors to the games in London receive
whilst here are memorable for their high quality rather than the converse and that the public spaces through
which they move are absolutely world class. This applies to the total experience from when they land to when
they leave. Intensive eVorts should be made to ensure that our public spaces and buildings look their best.
Everyone has to understand that we’re going to be on show and we’d better look good. It should be our aim
to significantly raise Britain’s reputation as a holiday destination. If we get it right that will be capital for
decades to come. If not, a lot of people will go away to tell their friends that Britain might not be top of their
list of recommendations and that would be a shame.

March 2007

Witnesses: Ms Lynne Hookings, Chairman, Torbay Tourism Forum, Mr John Milne Home, Secretary,
Tamar Valley Tourism Association, and Mr Moray Bowater, General Manager, Helpful Holidays, gave
evidence.

Q569 Chairman: We now move to the second part of
this session. I would like to welcome Lynne
Hookings, the Chairman of the Torbay Tourism
Forum; John Milne Home, the Secretary of the
Tamar Valley Tourism Association; and Moray
Bowater, General Manager of Helpful Holidays.
Can I perhaps remind you to speak up, please, when
you answer because I think it is quite diYcult to hear
at the back. You have heard the evidence we have
just been given as to how the RDA and the local
authorities see the state of tourism in this part of the
world. Can you tell us your impression? Are things
getting better, are things getting worse or, as was
said before, are you holding your own?
Mr Milne Home: We believe business last year was
as was, it has not changed very much. I have a little
cottage, it was the same number of weeks last year as
previously, which was about 29, so no problem.
Ms Hookings: I actually wrote down “holding our
own” when two of the speakers said it because I was
quite surprised. I feel that even standing still, if we
can claim to be doing that rather than going
backwards, is in eVect a retrograde step, we are not
progressing, we are not growing visitor numbers, we
are not growing businesses necessarily. In fact, the
number of businesses has declined substantially
since I moved to Torbay in 1975. I have only been
here 33 years, but that is quite a long time.
Everybody looking for another outlet went every
which way they could, whether it was into self-
catering or retirement homes and now back to

residential. Even with a substantial loss, probably
40–50% of the bed spaces to Torbay, it did not mean
that everybody else remaining in the
accommodation market suddenly excelled in
business, it did not mean that at all. We lost our
stock, we lost our choice, if you like, and it did not
have the resultant eVect many people thought it
would do. Whether you are speaking to the serviced
accommodation base or self-service
accommodation base, everybody in the Bay would
say to you, “We are open for business and yes,
please, we need more”. Nobody is running at
capacity, certainly not throughout the year. Another
thing that was said by the earlier speakers was about
growing tourism into an all-year round industry.
This is something we have talked about almost ad
nauseam, and we are still trying to do that. We are
still trying to get exciting events to cause people to
move their holiday patterns either side of the main
holiday periods. I think the private sector has
probably had a jolly good go at helping itself.
Certainly from my perspective with the Tourism
Forum, we have done the benchmarking visits,
regarding resort regeneration we have done best
practice, we have done tremendous training to make
the people involved in the industry, whether it is just
the husband and wife partnerships or the larger
businesses employing 300 or 400 staV, and we have
certainly helped them develop their staV and make it
a more professional industry but there is an awful
long way we still have to go.
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Mr Bowater: I think it would be fair to say we are
going great guns. We have been growing at about
10% a year for the last ten years. We are hitting our
head against the top of what is feasible in terms of
bookings. We average about 32 weeks per year per
cottage now. Beyond that the cost of sales becomes
too high to make letting more weeks than that viable
for most owners and for us. If we could get more
stock we would let it. From our point of view, our
sector of the industry right across Devon and
Cornwall, because we operate in both counties, is
going great guns.

Q570 Chairman: Would you say that applies to the
whole of the sector in the self-catering holiday
cottage area of tourism?
Mr Bowater: I think that most of the agencies that
operate in the mid to top end of the market have seen
similar levels of growth over the course of the last ten
years. We are struggling to keep up with the rate at
which our main competitors take on new stock. We
see them growing at about 10% a year as well and
they would not be taking on that stock if they could
not let it, so their bookings must be roaring along
as well.

Q571 Chairman: Has there been a general shift from
the traditional seaside hotel towards the kind of
holiday which you are oVering?
Mr Bowater: I suspect there has been a huge shift,
yes. The sort of holiday that we are oVering has
become more popular because private sector
operators like us have driven quality. Because we
understand the market we have told owners that
unless they produce a product of suYcient quality
that people are going to want to rent for a week or
two weeks they will not get any bookings, and that
process continues and is ongoing and will continue
forever. Quality has to be good because that is what
provides value. If we do not have good quality we do
not have good value.
Mr Milne Home: I would support Moray entirely. I
am one of the end users, not yours but another
company, and they inspect us, they maintain the
standard and they are acknowledged as a proper
assessment centre by VisitBritain, but VisitBritain
will not accept that qualification from us for NQAS
assessment. We do not know why they will not look
at it. It is infuriating because we believe that our
standard, driven by Farm & Cottage Holidays, is
quite excellent.
Mr Bowater: I would say that the reason why they
will not accept it is because they do not get a fee
for it.
Mr Milne Home: I think that is absolutely right, but
not just a fee, a bloody large fee that cuts everybody
out. If you look at it, to join VisitBritain you have to
spend 70 or 80 quid and then 120 quid yearly to be
inspected and that is nigh on nearly 200 quid or
more, and that is a week’s rent for a small cottage.

Q572 Chairman: We are going to come back to the
NQAS scheme shortly. I just want to probe a little
further on one aspect. We received evidence earlier
in the inquiry from Travelodge, who are expanding

massively, opening hotels every month, so clearly
they are doing all right and you are doing all right.
The sector which appears to be struggling is the
traditional Victorian rather faded seaside hotel. Is it
just that in order to make that attractive again one
would have to spend a huge amount of money
because these rather elderly hotels at the moment do
not oVer the kind of holiday which people want?
Ms Hookings: The hoteliers that have spent on
Victorian villas in Torbay in the large are enjoying
good trade. They are reinvesting in their product and
are succeeding whereas others are slipping back.
You are right, what used to be the traditional
holidaymaker to Torbay has totally changed.
Whereas a privately owned hotel can boast varying
degrees of quality, whichever standard, whichever
rating they have achieved, a much more personal
service, many more facilities to look after them than,
shall we say, a budget brand hotel, the market is such
that there is room for both. A lot of people would
feel that by buying a brand, ie Travelodge or Premier
Travel Inn that are coming here, they know what
they are buying, they are buying more a purpose-
built environment in which to sleep for the night, if
you like, at a recognised price. Victorian villas and
conversions, however well done, have tremendous
variation and sometimes people feel safe knowing
what they are buying. Having said that much, we are
very lucky down here because in Torbay most of the
properties are privately owned, they are not chains
of hotels. We have a couple of chains in the Bay but
not very many at all. We have the best of both worlds
probably.

Q573 Philip Davies: Moray, I quoted your evidence
in the previous session and you were very critical of
public sector marketing campaigns. In fact, you
were very critical of the public sector generally in
your evidence from what I could read. You said that
the public sector marketing was poorly monitored, it
was based on guesswork, over the last 10 years you
estimated the combined spend had been between £50
million and £100 million on marketing alone, and
that a close analysis of your participation in these
campaigns revealed they infrequently generate
inquiries that result in sales. The people we had
before were saying that they needed more money to
spend on marketing but it seems to me you are
suggesting they should have less money to spend on
marketing. Why are they wrong and you are right?
Mr Bowater: I think what they said during the
course of their evidence was that they do guess on the
eVectiveness and the feedback that they got from
their marketing campaigns and they do not have any
way of measuring the eVectiveness of those
marketing campaigns. The stats that were quoted
during the previous evidence suggested that £150
million on marketing is probably an underestimate,
it is nearer £300 million.

Q574 Philip Davies: So who should be spending the
money on marketing if they should not be doing it
because they do not know what they are doing?
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Mr Bowater: Businesses that benefit from the results
of those marketing campaigns. I do not think the
public sector should put any money into marketing
campaigns unless it can be demonstrated that those
marketing campaigns produce a return for
taxpayers. That does not mean just measuring return
on investment in terms of, “We have spent £1 and
got people to spend £40 on a booking”, that means
how much tax has the Exchequer received as a result
of the £1 that has been spent on a public sector
marketing initiative. There is no hard evidence, and
there has not been in all the time that I have worked
in this business, that any public sector marketing
campaigns actually work because they cannot
monitor them properly. You said that you worked in
marketing and if you had gone to a meeting and
presented a proposal which suggested that you were
going to spend X amount of money and you would
take a wild guess at whether or not it had produced
any results at the end of it, I think you would have
been laughed out of the boardroom.

Q575 Philip Davies: The argument, and you
probably heard it from Malcolm Bell earlier, is that
your organisation may well be big enough to look
after itself and to market yourselves eVectively
because of the scale of your organisation, but lots of
places in Torbay might be a one-man-band or
husband and wife team and they have not got the
wherewithal, the money, to spend on marketing,
they cannot aVord to and, therefore, they need a
regional body. You might be all right, but what
about everybody else in a place like Torbay, surely
they need somebody to do something for them?
Mr Bowater: That was the position that all of our
owners were in before they phoned us up and said,
“Do you think you could do some marketing for
us?” and we said we would be delighted to. At the
beginning of this submission I said we could take on
more properties if we could find more owners who
would give us their properties to let, and there are
agencies like ours all over the southwest all of whom
are scrabbling around for properties to try and let.
The reason why an owner in Torbay or anywhere
else in the southwest might not choose to use a
marketing agency like Helpful Holidays or Farm &
Cottage Holidays, or Classic Cottages down in
Cornwall, all of whom do an excellent job, is because
they do not like the cost of that and the public sector
is stepping in to provide a cheaper route to market
but a less eVective one.

Q576 Philip Davies: Lynne and John, you are at the
coalface so you can adjudicate between the two
arguments. Whose side of the argument are you on,
Moray’s or Malcolm’s?
Ms Hookings: I can see both sides of the argument.
I am not simply asking the public sector to put their
hands in their pockets and sustain us just for the sake
of throwing more money at marketing, but the
public sector is very necessary in creating brand
awareness and marketing the area and the facilities
rather than each and every micro business trying to
do that. They are struggling to market themselves
eVectively. Here in Torbay we obviously latch onto

the Torbay Development Agency, our own Tourist
Board marketing, to promote the brand of the
English Riviera. A micro could not do that on their
own. It is not a question of just taking the money
from the public sector because even with that
money, whether it has come back from government
by way of some form of grant for Torbay or grant
from whichever pot of gold, do not forget the people
who are living here are still putting their money and
contributions into the local economy, it is not just
for the benefit of the accommodation or the tourism
sector because anybody who is brought here who has
any level of spending power is going to be spending
it, whether it is on a taxi, a bus or a deckchair on the
beach, if you like. If tourism is allowed to fall any
lower in Torbay it will have a severe eVect on the
whole economy of the area because, sadly, we do not
have a balanced economy here at all. We tried to
move into the higher wage economy and we got all
excited when we had Nortel and the like, but what
happened, they have all gone and all that is left is the
fishing and the tourism.

Q577 Philip Davies: So you acknowledge that a body
needs to spend money for the benefit of the micro
businesses but in a word, yes or no, is the money they
spend on marketing at the moment well-spent or
not?
Ms Hookings: I would say at a local level what the
Tourist Board is spending is well-spent because they
have not got a huge pot of money to spend. A lot of
the income from that money actually comes from the
private sector buying into the guide which they are
marketing. On a national level I think we are very
poorly funded and as far as England is concerned I
do not like the disparity with the spend between
Scotland and Wales. That is not because I am
English, I am Scottish and was brought up in Wales,
so I am a right mixture. The disparity is quite
shocking per head of population.
Mr Milne Home: I would agree with Lynne that we
need something in addition, without doubt. If you
think of the Association, certainly from my
perspective, we look down, we do not look out at all.
The leaflets I just handed out, 10,000 of them are
printed and are pushed out locally, we do not
actually send them up to London, we have to rely on
Malcolm Bell and his organisation to spread the
word abroad and elsewhere in Britain to bring the
people in. I would agree with what Lynne said.

Q578 Mr Sanders: There are obviously diVerent jobs
at diVerent levels to be undertaken here. Lynne has
almost answered what I wanted to ask. Are we really
talking about branding rather than marketing and
what we need is a brand that is not just tourism, it is
a brand for any products that are made in the area,
for any services that are sold in the area, for any
creative industries that there might be in the area.
This seems to me to be what Cornwall has been very
good at with a Cornish brand that runs right across
from pasties to self-catering accommodation to
diving schools. It is not a marketing budget that
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Aviva necessarily needs, it is a branding and a brand
that runs consistently right across all the strata of
an area.
Mr Milne Home: I am sure you are right. I would not
be able to argue the diVerences, I am afraid.
Ms Hookings: We all recognise brands, so they are
obviously important and they are obviously highly
valuable. We are talking about the Travelodges,
Travel Inns, et cetera, everybody recognises the
brands, so it is very powerful, and if we can brand—

Q579 Mr Sanders: The only equivalent that we have
to a board of directors in a company is our
community and, therefore, it can only be a public
sector endeavour that creates that brand, or at least
markets that brand.
Ms Hookings: I think the public sector has a big
return. I am only speaking for Torbay, as you
understand, but Torbay Council would have severe
problems if the income from tourism went any lower
because they are one of the biggest earners from
tourism. I know they have to spend a lot on the
beaches, the toilets, et cetera, and we have a problem
having 22 miles of coastline and some of our
beaches, sadly, are now closed and many of our
toilets are now closed, or demolished in fact. They
have a big problem, but at the end of the day they
also have big earnings from the presence of tourism.

Q580 Mr Hall: Could I return to the issue of quality.
Moray, you said quality has to be good to provide
value, yet the industry only has a voluntary code of
practice in terms of looking at the quality of
accommodation, which is the National Quality
Accreditation Scheme. From what I can gather it is
not universally popular. John, you mentioned the
cost of this, £60 to £70 to register and it is £140 a year
for the inspection. It does not guarantee any extra
bookings and the system is quite inflexible.
Mr Milne Home: Absolutely.

Q581 Mr Hall: I suppose you are absolutely
delighted that it is a voluntary scheme and not a
compulsory scheme.
Mr Milne Home: If you turned it into a tax and said
all accommodation providers had to be registered,
as I see it that would be the only way. Of our 140
members, about 80 are accommodation providers,
34 have NQAS and I reckon of that 40-plus if we
said, “You have to be NQAS”, as people like
SECTA does out of Looe, we would lose half of
them, if not more, who would just say, “I am not
interested because it does not aVect our bookings at
all”. In fact, when we first went into this business
eight years ago, they asked, “Have you got a rolling
pin here?”, although I think they have got past that
stage, so we found it was a detriment and never
publicised that we had been inspected. It is much
better now and people do go for 4 star, 5 star or
whatever.

Q582 Mr Hall: But you would not countenance for
this scheme to be compulsory?

Mr Milne Home: No. There are so many ways of
getting at this it could be so much more flexible. At
the moment they say, “You will join us and you will
pay this £140”, but you can either go and be
inspected through people like Moray’s
organisation or—

Q583 Mr Hall: You are anticipating my next
question. If this scheme is not the scheme, what
should we be doing?
Mr Milne Home: They need to look at diVerent
standards. You could have something which says,
“You have been inspected” and, therefore, the
powers that be know that you are of a given
standard, but at the moment it is gold plated and
that is what is turning people oV. My members are
small, very small. I have three large hotels but the
rest are small units like mine, a few houses they let,
bed and breakfast, et cetera, restaurants, they are
just not interested, they are getting the business so
why spend that 200 quid plus.

Q584 Mr Hall: You do not see the need for this
particular type of scheme?
Mr Milne Home: Quality is vital, absolutely vital.
Somebody said that the need is going up and I am
not against it, but what I am against is the
VisitBritain syndrome which is the gold plated, cost
an arm and a leg and we do not get the benefit.

Q585 Mr Hall: There is no financial return for you
at all?
Mr Milne Home: Southwest Tourism provides
various things like a good scheme for using credit
cards, as an example, so that is a benefit, but for a
weekly let, self-catering, you ask for a cheque; bed
and breakfasts are more likely to use a credit card.
There are benefits and if it was a reasonable price I
would push it, but I cannot push into the TAVATA
organisation because people would laugh me out
of court.

Q586 Mr Hall: Does that find an echo with you?
Ms Hookings: No, it is the opposite in Torbay
because to go in the English Riviera Guide you have
to be graded.
Mr Milne Home: That is what I mean, you have to
be graded. To advertise in the Tourist Information
Centres you have to be graded. We are paying for it
but we cannot go in there because we are not graded.
Ms Hookings: But you have to give your customers
an assurance of what they are booking. If I was
marketing myself I would be bound to say, “I am
wonderful”. If I am marketing my property, “Oh,
it’s wonderful”. You have to have a form of
inspection which is neutral that is going to tell you
whether you are wonderful and you are 2 star or 5
star. Customers are looking for assurance. It is one
thing booking whatever the property, serviced or
non-serviced, on the basis of a star rating, and you
might never book less than 3, you might always book
5, I do not know, but—
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Q587 Mr Hall: This gives you the choice.
Ms Hookings: You would tell yourself that is the sort
of rating you would trust or you would go on word
of mouth. You might go somewhere that is not rated
if you have got a jolly good recommendation to go
there, but word of mouth is nothing like as
widespread as going on a rating scheme. I do not run
a hotel anymore, but as a professional hotelier I have
always been a believer in AA—RAC has gone—in
getting a grading and assuring my customers of what
they are likely to expect when they come to us and,
indeed, if they do not get it they have every right to
say to me, “What on earth are you going to do about
it?” and put it right.

Q588 Mr Hall: You would not like to see this scheme
made compulsory?
Mr Milne Home: We would believe it was a tax and
I do not see why you should not have some measure
of inspection coming through the organisations like
Farm & Cottage and the one Moray runs which
gives you a grading. Farm & Cottage will not accept
a cottage which is not 3 star. They come once a year,
have a quick look round, “Are we damp?”, no,
everything is smart, clean and correct.

Q589 Mr Hall: Moray, how does this impact on your
business?
Mr Bowater: We started star rating self-catering
cottages 25 years ago when we started the business.
VisitBritain started their star rating scheme about
five years ago.

Q590 Mr Hall: You have got a bit more experience.
Mr Bowater: We have got a bit more experience, we
think. The most important thing to remember about
grading schemes is that they are primarily marketing
tools. It is a marketing tool for the business that
participates in the grading scheme. The only purpose
of going into a grading scheme is to attract more
business to your business so that you can boast
about whatever grading you have got. Inspections
and gradings on their own do not drive up quality, it
is the market that drives up quality, customers
saying, “I want to go to that 4 star place or that 5 star
place” and it is customers understanding what 3, 4 or
5 star means to them that drives up quality or drives
the market to deliver accommodation or a product
of the appropriate quality. We could all be 5 star if
we were all prepared to invest the money but there
would not be the market to support an entire market
full of 5 star accommodation. The grading scheme is
designed to try and give customers an idea of where
that accommodation stands and it has got to be seen
to be reasonably independent and reliable. Our
customers obviously see our grading scheme as
independent and reliable and we push that very hard
to them. We think it is very rigorous and we work
very hard on training our staV to make sure they
know what they are doing and make sure the
properties in our portfolio meet the expectations of
our customers and we dump those that do not. John
also mentioned the discrepancy between our
inspection scheme and whether or not that is
accepted as an oYcial inspection scheme and the

NQAS, which obviously is. This seems mad to me,
to be honest. We have been doing it for a long time
and about 100,000 people a year come on holiday to
our cottages and very few of them complain about
what they find. That is a vote of confidence which is
beyond anything that anyone else can say about it
really.

Q591 Chairman: I live in Essex and if I wanted to
come on holiday to Torbay I would go on the
Internet and I would want to compare diVerent
possible accommodation providers and I would find
it very useful. How do I know that your
accreditation scheme, your star rating, is the same as
another company’s? What you might call 3 star
somebody else might call 1 star.
Mr Bowater: Do you have a feel for what you might
call 5 star?

Q592 Chairman: I have an idea of what I think 5
star means.
Mr Bowater: And 3 star, 4 star, et cetera. Amazingly,
if you go round and look at the various schemes they
almost all coincide with what people intuitively
understand to be about 3 star or 4 star or 5 star. Of
course, all of these grading schemes are all star
ratings but by a process of evolution they have sort
of rubbed into one another. We reckon that our
grading scheme is about a star, half a star, because
we do half stars, better than VisitBritain, so
something they would give 4 stars to we would give
31

2 stars to and something they would give 5 we would
give 41

2 and so on. Does that really matter? I do not
think it matters from a customer’s point of view.
Lots of people want to book our holidays and that
seems to prove that it does not matter.

Q593 Rosemary McKenna: I think it does matter and
I think it matters because families who book,
particularly families on a tight budget looking to get
a holiday for their family either in a budget
accommodation hotel, a bed and breakfast or a
cottage, if they turn up and find they are in a damp,
smelly, horrible place that really they do not want to
stay in they are torn between allowing their children
to stay or having to go home and not have a holiday.
Do you not think a national scheme is the way to
make sure that people know the standard of
accommodation they are booking?
Mr Bowater: No, because I do not think a national
scheme guarantees that it will not be damp, smelly
and nasty, because the inspector could have come
round in October and they are going on holiday the
following September and there have been 12 months
since the inspection took place and in that time the
property may have changed hands and you might
have a new owner who is not nearly as conscientious
as the old owner. There is nothing that guarantees a
level of quality.

Q594 Rosemary McKenna: They would surely have
someone to complain to. That is the thing, they have
got a comeback.
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Mr Bowater: Of course, that is exactly what
happens. If someone arrives at one of our cottages
and they think we have mis-graded it they are on the
blower to me straight away.

Q595 Rosemary McKenna: Yes, but you are not
independent.
Mr Bowater: Of course I am independent. I do not
own the cottage, I am the agent who lets it. We have
a commercial interest in making sure that those
people do not phone us up. If they do there are
commercial consequences of them phoning us up
and complaining. I would have to do something
about it and, most importantly, I would have to
answer my mobile phone on a Saturday afternoon
when I would prefer not to. There are strong
incentives for the agency to ensure that the
accommodation is of good quality and it does match
the star rating we have given it.

Q596 Chairman: What about all the B&Bs and little
independents, do they say, “I think I am a 4 star”?
You are an agent but lots of people do not use
agents, they are independent, stand-alone
accommodation providers.
Mr Bowater: Yes, and in theory any independent
could put on their website, “I reckon I am 5 star”,
they could do.

Q597 Chairman: Or they could say, “4 star hotel”,
they do not need to say who has decided they are 4
star.
Mr Bowater: Absolutely, they could.

Q598 Chairman: But if you have a national scheme
it has a symbol and it says, “This is accredited by an
independent inspectorate”.
Mr Bowater: VisitBritain have spent some money on
trying to explain to the population nationally that
they have a scheme and this is what it means.
Similarly, we have spent a certain amount of money
over the years explaining to the population, or
people who have been interested in our cottages,
what we do, what it means and why we are reliable
doing that. People trust ours and people trust theirs.
There is room for lots of schemes but they have to be
suYciently well trusted by the public and as long as
they are then they are useful both to the people who
are booking holidays and also people who are
delivering accommodation. I would not trust
someone who just put on their website, “I reckon I
am 4 star”.
Ms Hookings: I think there is a big diVerence
between inspecting the properties that you market
and having an independent inspector come in. I
believe in self-catering they actually make
appointments but in the hotel sector they arrive
totally unannounced and I think that is of far greater
value. I would not, however, say that VisitBritain
has got NQAS correct and there is still a lot of
confusion. Even I do not know what is a guest
accommodation, a guest accom, or a guesthouse, I
could not tell you, and I am in the trade. Of course,
the problem they have got is their awareness
campaign to the public of what you get if you stay in

a 4 star guest accom or guesthouse or boutique hotel,
whatever level they are inspecting. It is very diYcult
if they have not made enough money available to
market the campaign and the value of independently
inspected businesses. This is the downfall of the
NQAS, the average person on the street does not
quite know what all the diVerent qualifiers mean. We
have got rid of the diamonds, so we are 1 to 5 stars,
be it self-catering or serviced accommodation, but I
do not think the average man on the street quite
understands exactly what all the diVerent qualifying
terms are underneath and that is the weakness of it.

Q599 Rosemary McKenna: If we could move on to
EnglandNet and, Moray, I believe you are
challenging that through the European
Commission. VisitBritain defended it very strongly
when they came to us and said, “We are not a
booking agency but we do pass on something like
half a million pounds’ worth of business a month”.
Do you still stand by your criticism?
Mr Bowater: Absolutely. I was quite horrified to
hear what Tom had to say about EnglandNet.

Q600 Chairman: To us?
Mr Bowater: To you. I listened to the tape on your
website and I also read the transcript. I cannot
remember whether it was Hugh or Tom who
answered the question. Mr Sanders, I think you
asked the question and it was a question which was
clearly aimed at asking what the problem was with
the booking system associated with EnglandNet and
the answer came back, “EnglandNet is not a
booking system”, which is technically correct, but it
was not an open answer to your question.
EnglandNet is the database which sits behind all of
VisitBritain’s websites. It is a distribution system. It
was set up and built and the project was originally
designed for one main reason and that was to take
bookings online and earn commission for
VisitBritain and generate a revenue stream.
EnglandNet sits behind all of the VisitBritain
websites. Am I allowed to quote?

Q601 Chairman: You are allowed to quote.
Mr Bowater: This is a quote from the VisitEngland
strategy document from Tom Wright to the Board
of VisitEngland dated 29 November 2007:
“enjoyengland.com”, which is one of VisitBritain’s
primary websites, he says on page two, “will become
the primary marketing channel. It will become the
key site for visitors looking to travel in England with
dynamic content changing on a daily basis to
encourage repeat visits and loyalty. There will be
much greater visibility of commercial and bookable
products through the site with a clear call to action”.
All of that is driven by the EnglandNet database.
When we initially made our complaint to the
Commission in 2004, having tried to explain to
VisitBritain why there was a problem, VisitBritain
very quickly closed down the company which at that
time was developing EnglandNet which was called
Networks for Tourism. Tom Wright gave me, as the
representative of a consortium of about 45
companies who were all supporting our complaint,
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certain assurances that they would not continue to
develop EnglandNet as a booking agent. Actually,
what they did was encourage RDAs, regional
Tourist Boards and local authorities to develop their
own websites with booking engines in them so that
they could simply refer the inquiries down the line to
the local authorities where the bookings would take
place on their websites, thereby getting round the
State Aid rules that had been explained to them by
the Commission that they were in breach of. That is
the course that they have been pursuing for the last
four years despite a renewal of our complaint to the
Commission in 2006 and an explanation of the
reasons why we wanted to do that. The Commission,
I should add, has come back to VisitBritain and has
told them there are extremely serious issues with the
EnglandNet system and the fact of the
interoperability between EnglandNet, regional
Tourist Board websites, local authority websites and
what are called destination management systems,
which are funded by the public sector. The State Aid
rules on this are very clear and VisitBritain have
encouraged local authorities and RDAs and
regional Tourist Boards to invest in these systems
and it is very likely that the Commission will find
them in breach of the State Aid rules both on the
grounds of taking bookings and also on the
inclusion only of accommodation which has been
graded to NQAS. They are going to get into all sorts
of trouble over it.

Q602 Mr Sanders: In a sense, does EnglandNet
unnecessarily duplicate the role of your own
company and perhaps the Tamar Valley Tourism
Association and other like bodies?
Mr Milne Home: We are not a booking
organisation. All I would say about EnglandNet,
and I had not heard of it until I found out you were
going to ask questions on it, is in a way we are the
enemy, you might say, as far as they are concerned
because they do not want us to progress into a
booking agency, not that I think we would. I would
ask the question, what in the hell are they doing
developing this. If you go on holiday and you want
to go to Cornwall, you type in “Cornwall” and up
comes Cornwall, or “The Tamar Valley, or Looe or
Dartmoor” or whatever it is, you type it in and you
go there. What in the hell are they doing trying to be
Big Brother from the centre.

Q603 Mr Sanders: That was actually the questioning
of them in Committee and I was not convinced by
the answers.
Mr Milne Home: I would also make a comment
about money. Nothing comes down to the Tourist
Association, it just gets creamed oV on these projects
and it is more jobs for the boys as far as one can
make out. Sorry about that.

Q604 Alan Keen: Could I come back to something
that was touched on earlier, which was the branding.
Somebody, I have forgotten who it was now,
illustrated how successful Cornwall has been and
there is Cornish this and Cornish that. Do you agree,
therefore, that the RDAs cover too large an area and

it would be better if the money came down to places
which could be identified rather than the RDA
saying, “Come to Southwest England”, which does
not mean as much as Cornwall or Devon would?
Ms Hookings: As local operators we would like it to
be much more localised rather than marketing the
whole of the southwest from Land’s End up to
Gloucester.

Q605 Alan Keen: First of all, you feel there is not
enough money spent on the English regions
compared with Wales and Scotland?
Ms Hookings: Absolutely.

Q606 Alan Keen: You also think in England, where
you are aVected, it should not come to an RDA
which says, “Come to the southwest” but to areas
much more focused, like Devon or Cornwall? Before
you answer that, apart from the specific problem
both of you at the end have got with EnglandNet, do
you feel that private businesses are not involved
directly enough in what happens to public money?
Ms Hookings: The way I understood what was said
earlier by the previous speakers was that Cornwall
has overtaken Devon in terms of the Wow! factor
and drawing people down into Cornwall. We all
know why: Objective 1 money, the fantastic
infrastructure they have now got, the wonderful
tourist attractions they have got, the money they
have to spend on their regeneration schemes, their
hotels and everything else, which sadly here in
particular in Torbay we have not had. We have had
a little bit of Objective 2 funding but nothing like the
volume of money that has gone into Cornwall.
Because of that they are able to stand tall, be proud
and very bold about oVering their product in
Cornwall. In terms of regionalisation, if you were
going to the Scilly Isles for a holiday you would
probably zone into the Scilly Isles first and then you
would choose which part of the Scilly Isles you want
to stay at, whichever area I am trying to give as an
example. Devon certainly should have a much
stronger brand rather than just being part of the
southwest. I am not undervaluing what Southwest
Tourism do in terms of marketing the southwest but
I do think we have to be a little bit more, not
localised but county-ised, if you like.

Q607 Alan Keen: I have got a Middlesbrough accent
still but I spent 45 years in West London and when
I see the northeast of England marketed, and there
are some wonderful places, some wonderful
coastline, I would be more attracted to something
describing Northumberland and the castles and
separately the Yorkshire Moors, which I identify
with very well myself. Do you agree with me that is
where the concentration should be, on smaller units?
Ms Hookings: Yes.
Mr Bowater: Southwest Tourism have done some
interesting research on this and there are a number
of brands that the public recognise in the West
Country. One of them is Cornwall which they
recognise as a complete brand; another is Devon;
and, within Devon, Dartmoor is recognised as a
brand and when you say Dartmoor to people they
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say, “Oh, yes, that’s down in Devon, isn’t it?” and it
is thought of as a single thing. There is probably
some justification for marketing each of those areas
because they already exist in the minds of our
customers as a separate brand. In fact, Devon
County Council have recently done some work on
this and have come up with a Devon brand, it is just
that they have not told very many people about it,
but it is rather good. They have a whole branding
strategy, they have got quite a nice strap line, which
I think is “Devon, a diVerent perspective” or
something like that.

Q608 Mr Sanders: Devon ‘elp us!
Mr Bowater: Devon air! They have done some work
on that and that is simmering along, I suppose.

Q609 Alan Keen: My summary of what you say is
more or less correct, that you want the private sector
to have more direct involvement as well as the local
authority, people who work very hard at it, but you
want it more focused and equal money spent at a
national level between Scotland, Wales and the
English regions.
Mr Milne Home: Could I bring it down slightly from
your question. It is very dangerous to have too
centralised an organisation, you do not get the
personal touch, and I believe perhaps that is what
has happened in the tourist industry now, that the
destination management people in Cornwall have
never come to me to talk about anything. We have
never been consulted as TAVATA about anything.
The drive to get together with three or four other
associations and say let us try and go green in West
Devon and East Cornwall and make something of
that is coming from us, it is not coming from up top.
You talk about the RDA, but they are somewhere
up there and they do not impinge on us at all.
Mr Bowater: They do not even impinge on us and we
are pretty big in comparison to most businesses.

Q610 Alan Keen: So really the tourism industry,
right down to the local level, we all know is very
fragmented and you are saying that not only is the
industry fragmented but those working at a national
and then regional levels are fragmented because they
are not representing the views of the people.
Mr Milne Home: They are not talking to us.
Mr Bowater: They talk to each other quite a lot.
Ms Hookings: Yes, I would agree.

Q611 Alan Keen: Just one last question. I am a bit
sceptical myself but can you see the Olympics having
any relevance to your area?
Ms Hookings: In Torbay we have successfully bid
for three of the sports and I think that allows—

Q612 Mr Sanders: Five venues.
Ms Hookings: I think that allows us to go into the
training camp brochure or something and we hope
that somebody picks up on Torbay as being a vital
place to train as regards sailing, cycling, judo, et
cetera. If we were lucky enough to be successful in
encouraging people down here and, here we go
again, how much money have we got to market it,

how can we get out there and get the people in, then
obviously we are going to benefit. Just on the basis
of the Olympics being in London I would like to
think that there is going to be a cascade eVect,
London is full and everybody cascades and says,
“Hey, let’s get to the coast and enjoy a bit of fresh
air”. I am not sure in reality that would happen.

Q613 Chairman: We are going back to produce a
report to DCMS and if you have got one issue each
what would you like us to put in the report,
excluding what we have been working very hard at
in the last few minutes?
Mr Bowater: I would say just cut all of the
marketing budgets at a local level. VisitBritain
probably have a role marketing Britain overseas
and trying to bring people in from overseas but I
reckon that is just about the only marketing spend
that can be justified, all the rest of it, if it is taken
away, if it is useful will be replaced by the private
sector. My firm belongs to a consortium of holiday
firms in Cornwall called CAHA. It is the big
agencies in Cornwall and Devon that have cottages
in Cornwall, and most of them were outside all of
the public sector marketing campaigns we were in,
until the rules changed a couple of years ago and
we were shifted out. I cannot say anyone is
clamouring to be back inside those public sector
marketing campaigns because they have not
noticed any diVerence. If our experience is anything
to go by then it is not very valuable. If we felt as a
consortium that there was a need for a destination
campaign or a campaign for “Book a Cottage in
Cornwall” or something like that, then that group
could very easily put together the funding to drive
quite a significant campaign. As a firm, we spend
over £600,000 a year on marketing, so we are
knocking on the doors of some regions, and South
Hams wish they had our money, but together those
companies could easily put together quite a
significant marketing campaign. There is no
business case for it. We are all businessmen and
there is no business case for it.
Mr Milne Home: On a slightly diVerent tack, I
would suggest that the number of these agencies,
which all seem to overlap, should be pruned down
and those left should talk to the Association as part
of their remit, which they do not at the moment.
Mr Bowater: It should be run by the Association,
should it not?
Mr Milne Home: It should be run by the
Association, quite right. It would be nice to have
some of those quite substantial budgets flowing a
little bit further down the bureaucratic chain. You
end up with someone like us and Best of Bodmin,
Southeast Cornwall, Drake’s Dartmoor, we are all
voluntary, we do not get paid a penny, and we are
running quite big organisations. As an honorary
secretary, I am probably doing two or three hours
a day on it and you cannot go on like that. I do
not think it is appreciated that we are actually
providing a great service to our people which the
paid organisations are not touching.



Processed: 04-07-2008 22:45:51 Page Layout: COENEW [O] PPSysB Job: 376414 Unit: PAG2

Culture, Media and Sport Committee: Evidence Ev 249

12 March 2008 Ms Lynne Hookings, Mr John Milne Home and Mr Moray Bowater

Ms Hookings: Torbay Tourism Forum is not a
marketing organisation, deliberately so. We believe
in working in partnership with the people who have
the wherewithal to do marketing. If I can turn that
question on its head, so to speak. Obviously we all
need marketing budgets of a value that are going
to make a diVerence, an impact, and cause people
to come to Great Britain, England, various parts
of the country, but you cannot just throw more and
more money at marketing if the product is not
right. If I talk about Torbay, we have got a
wonderful natural environment but our built
environment is falling apart at the seams, as I hope
you saw today. Money has to be found from
central Government to support the regeneration of
coastal towns in particular. Torbay Council on its
own could never do it and the private sector do the
best they can. You mentioned where you are
staying tonight and you will see the reinvestment
that has gone into the Grand, all private money.
We cannot turn tourism around and we cannot
stop the decline, even oVering a quality grading, if
the rest of the Bay does not come up to scratch and
is a quality built environment. It is not just down
to one factor at all and it is certainly not down to
who spends marketing money in the best way, you
need everything else in place to turn the fortunes
of tourism in Britain around.
Mr Bowater: I could not agree with that more, that
is so spot-on. One bad experience from a visitor, a
shabby street, an overflowing bin, the loos closed
or even if the loos are open someone has taken a
penknife to the wall plate that you wash your hands
in. Tourism relies so heavily on the public
environment so much more than any other
industry. It is about the reputation of the public
environment in the minds of visitors. The best
marketing that you can do is to make sure the
people who come and stay have a nice time and go
back and tell their friends and family, “It’s great,
you should go too” and, guess what, it is free
marketing. Everyone else who lives in the area
benefits from the nice, clean streets and non-shabby
roads and all the rest of that investment that is
going into public spaces so you get an uplift in the
willingness of the local community to welcome
people as well: “Great, we’re a tourist destination.
Look at the place, it’s great”.
Ms Hookings: We want to put pride back into
our lives.
Mr Bowater: Absolutely. That is marketing. If you
really want to do marketing get the place looking
nice and people having good holidays.
Chairman: Thank you. We have one last quick
question from Adrian Sanders.

Q614 Mr Sanders: This is again on the statistics. I
am determined that everybody is going to agree on
this and it will be a firm recommendation. What
statistics do you and other local businesses and

associations collect? Is this data channelled
upwards to the local authority or to a regional
level?
Mr Milne Home: None because it is something my
members really are not interested in, and I do not
have the time.
Ms Hookings: Locally we would feed into the
Devon surveys and if you are members of
Southwest Tourism you would feed into their
surveys. What I think is sad, and with all the
experience we have in this country, is I cannot
understand why the Government, I have to say the
Government but VisitBritain if you like, does not
develop a monitoring and measuring system that
would suit the purposes. You are looking for facts
and figures to justify your case, to justify the spend,
if you like, but businesses do that within their own
four walls. In terms of what statistics are going to
stack up, I think the whole industry needs guidance
from above and that aligns very nicely with what
Europe is going to ask when we go for any bids
that are available. There should be far greater
thought put into what statistics are required from
the industry and our role then would be to
encourage all members of the industry to take those
five or 10 minutes filling in those statistics because
we are terribly bad at doing that, and I am not
proud of that. I think the industry can encourage
participation when they see that we have gone away
from guestimates and are actually getting some
accurate data which will allow better forecasting
and certainly better figures when it comes to what
is needed.
Mr Bowater: We collect statistics on everything.
We track every inquiry, where it came from, how
much that cost. We process it from the first time
we hear from somebody right through to the fifth,
sixth, tenth or fifteenth time they book with us. We
have statistics coming out of ears and it is the
lifeblood of the business. Without those statistics
we would not know where to spend money, what
was or was not working. In the past we have
provided some of those statistics on a non-
attributable basis to Devon County Council or
Southwest Tourism when they have asked. I have
to say we have sort of given up, partly because we
have not been asked and we were maybe the only
people who were giving them any statistics so when
the results came out we knew what they were going
to be.
Chairman: I think that is all we have. Can I thank
our three witnesses for their evidence. Can I also
thank all of you who have taken the trouble to
come and attend this evening. The Committee will
be publishing the evidence we have heard on our
website within probably a couple of days. We will
be producing a report which will also be published,
I would imagine probably in five or six weeks, and
that will go to the Government and the
Government then has 60 days in order to provide
a response to our recommendations. Thank you all
very much.
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Written evidence
Memorandum submitted by Destination Performance UK (DP UK)

1. About this Response

Destination Performance UK is a membership organisation of some 140 local authority tourism services
and Destination Management Organisations with an interest in performance evaluation and best practice.
More information is available on our website: www.dpuk.org.uk. DP UK has also recently joined together
with the Tourism Management Institute (TMI), British Resorts and Destinations Association (BRADA),
the Tourism Society (TS) and the Institute of Leisure and Amenity Management (ILAM) to form Tourism
Together to create a collective voice in policy formulation and improve communication.

Although the Greater London Authority and one or two London boroughs are in membership of DP UK,
this response is written predominantly from the perspective of members in English regions and Wales.

The Select Committee has asked for submissions under seven headings and DP UK oVers the following
comments under each heading:

2. Domestic and Inbound Tourism

Although the inbound industry has seen growth in the last few years this has been below global averages
and the UK is losing market share. The domestic tourism industry is in slow decline with day visits
increasingly replacing traditional overnight breaks. These problems are to a significant extent caused by
under-investment in overseas and domestic marketing, compounded by confused and ineYcient domestic
tourism structures and the lack of priority given to tourism at a local level.

However, if these problem areas are addressed in a timely way (see below) the 2012 Olympics clearly oVer
a considerable one-oV opportunity for the increasing quality of Britain’s tourism products to be highlighted
to a worldwide audience.

3. The Effectiveness of the DCMS and its Sponsored Bodies

DCMS

It would be churlish not to acknowledge the worthy eVorts of certain individuals within the DCMS to act
as advocates for tourism over the last few years but overall the Department’s support for the industry and
the leadership it has given have to be considered disappointing.

Tourism is a predominantly an economic activity and within the DCMS it has suVered from the lack of
adequate numbers of tourism-dedicated staV, with the requisite seniority, knowledge and experience. It has
also been the poor relation in terms of funding allocation within the Department.

Within the DCMS the Sports and Arts appear to have been given more coherent backing as part of the
culture block in which tourism sits uneasily and from a DP UK perspective the lack of direction for tourism
in terms of encouraging self-assessment has not been helpful. We also believe it was an error of judgement
not to include a Performance Indicator for tourism in the culture block.

VisitBritain

VisitBritain and its predecessor BTA have consistently punched above their weight and for many years
have been acknowledged as one of the world’s outstanding national tourist oYces. Various studies have also
demonstrated conclusively the cost eVectiveness of VB expenditure in terms of generating tourism revenues.

It is therefore depressing that neither the Treasury nor apparently the DCMS have seen fit to ensure that
VB is adequately resourced in the face of increasing world competition. The fact that VB are now being
asked to identify further savings in the lead up to the Olympics is adding insult to injury.

4. The Structure, Funding and Effectiveness of Sponsored Bodies in the Tourism Sector

Since devolution the tourism structure within England has lacked cohesion. At a national level there has
been a lack of leadership and co-ordination, not least as VB was given a solely marketing mandate and there
is no specific requirement for RDAs to work with the national body. Further, the disparity of funding
dedicated to tourism by various RDAs who are themselves financed by the DTI not the DCMS, the existence
of regional tourist boards in some parts of the country but not others and the inconsistent introduction of
Destination Management Organisations and Partnerships has led to confusion and fragmentation.

These developments have had a serious impact on Local Authority tourism services. The lack of a national
profile for tourism and its uneasy placement within the culture block have led to a worrying reduction in
the engagement of LAs with tourism. The fact that tourism is not a statutory duty and that it doesn’t have
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to be measured has done little to convince the new breed of LA Chief Executives that it is an important
element in their portfolio and the DCMS have done little to persuade them otherwise. Yet LAs and their
tourism services have, for example, a key role to play in place shaping which is likely to be a major dimension
of the forthcoming Lyons report.

While the Partners in England initiative led by VB, the LGA and South West of England Regional
Development Agency may resolve some of the problems, DP UK would support a fundamental review of
the 1969 Development of Tourism Act to address the structural problems outlined above.

5. The Current Tax Regime and Proposals for Local Government Funding

Other organisations will comment on the adverse eVect on competitiveness of the punitive taxes and
charges levied on incoming visitors to the UK in terms of visas and Air Passenger Duty.

In a local authority context the VAT on accommodation paid by tourists is levied at one of the highest
levels in Europe. DP UK is therefore opposed to the proposed bed tax not only on grounds of
competitiveness but also on the grounds that being aimed solely at serviced accommodation it would be
selective and discriminatory.

6. Tourism Data

It is self-evident that the Government, national and regional tourism bodies, local authorities and the
industry need robust research data to quantify the economic importance of tourism and to inform decisions
on investment.

The 2004 Allnutt Report identified the weaknesses in the major tourism surveys currently undertaken at
a national level and it is a matter of regret that the DCMS has signally failed to pursue the implementation
of the report’s recommendations, particularly in relation to domestic and day visitor statistics.

However, performance data is equally important at a local level. In terms of the economic significance of
tourism the DCMS should make greater eVorts to help facilitate the creation of a robust economic impact
model, building on the lessons learnt from the implementation of the Cambridge and STEAM models. In
addition DP UK would like to see greater priority given to the development of a self-assessment tool for LA
tourism services to evaluate performance and encourage best practice, using our organisation’s pioneering
Baseline Statement survey as a starting point.

One of the initiatives being pursued by Partners for England is the creation of a National Tourism
Intelligence Unit. It is to be hoped that this will come to fruition and that it will be able to pursue the
recommendations in the Allnutt report as well as addressing data requirements at local and regional level.
However, adequate funding for its activities will be a pre-requisite.

7. Environmental Tourism

The EU Tourism Sustainability Group report is due in April and is likely to contain some 50
recommendations/indicators. The DCMS will need to give due consideration to this and take a pro-active
role in promoting the findings and developing an implementation strategy. In this context DP UK favours
an approach to sustainability based on education and choice than on restriction and financial disincentive.

8. Benefits from the 2012 Olympics

Destination Performance UK submitted a detailed response to the DCMS’s Welcome Legacy
consultation document in November 2006.

In summary we advocated:

— The need for a coherent and targeted tourism strategy with adequate funding for its successful
implementation.

— A structure which gives a dedicated unit (possibly an Olympic Tourism Forum) responsibility for
taking ownership of the tourism strategy, co-ordinating its implementation and monitoring
progress against it.

— Greater emphasis in the strategy than was evident in the consultation document on how the
nations of the UK and the English regions would benefit from the Olympics before, during and
after.

— The need for VisitBritain and Visit London to collaborate as soon as possible to draft and consult
on an overseas marketing and media strategy framework which destinations can buy into in a co-
ordinated way.
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— Likewise in the lead up to the Games in 2012 regions and destinations need clearly to understand
the strategies which England Marketing/Wales/Scotland are implementing to promote their
nations to a domestic audience.

— Greater LA representation on the Minister’s 2012 Group (since achieved).

March 2007

Memorandum submitted by Heritage Lottery Fund (HLF)

1. The Role of the Heritage Lottery Fund

The Heritage Lottery Fund (HLF) distributes money from the National lottery to heritage projects across
the United Kingdom. HLF has committed over £3.58 billion to more than 25,000 heritage projects across
the UK since 1995. Our primary aims in distributing this funding are:

— to encourage more people to be in involved in and make decisions about their heritage;

— to conserve and enhance UK’s diverse heritage; and

— to ensure that everyone can learn about, have access to and enjoy their heritage.

A further aim is to:

— bring about a more equitable spread of our grants across the UK.

In our policy directions Government have asked us to address regeneration, including:

— the scope for reducing economic and social deprivation; at the same time as creating heritage
benefits.

2. Heritage and Tourism

Our approach to heritage diVers from other heritage agencies in that our definition of heritage is very
broad. It includes buildings, parks, landscapes, museums, archives, townscapes, waterways and
archaeology, as well as intangible heritage such as language or oral traditions. We also emphasise the need
to deliver benefits to people as well as to places.

There is a very close link between heritage and tourism. Heritage attractions are amongst the most
popular tourism and recreational activities for the UK public. The 2001 ONS survey of 4,000 respondents
found 38% had visited a museum in the last 12 months and 21% an exhibition. A 2004 survey for MLA
interviewed 4,000 adults and found 37% had visited a well known park/garden; 37% a museum/art gallery;
33% a famous cathedral/church, 32% a historic building. All of these are higher than the 28% who said they
visited a live sporting event in the past 12 months and the 25% or less who visited zoos and theme parks.
The most recent GB Day Visits survey carried out in 2003 recorded 1.26 billion day visits to the countryside
per year, with 62% of the population claiming to have made a trip to the countryside in the past 12 months.

In Heritage Counts 2006, English Heritage reported 56.4 million visits made to historic visitor attractions
in 2006. CABE has published that over half the UK population—some 33 million people—make more than
2.5 billion visits to urban green spaces each year, and British Waterways has estimated that 160 million visits
are made to the canal network each year by 10 million diVerent visitors.

At the same time, revenue from tourism helps to support and sustain much of Britain’s heritage.

3. HLF Grants for Tourist Destinations and Activities

3.1 Heritage attractions

Of the 10 most popular attractions in the UK, HLF has funded four: the British Museum; National
Gallery; Natural History Museum and Science Museum.

We’ve funded 10 out of the top 20 free attractions: British Museum; National Gallery; Natural History
Museum; Science Museum; V&A; Tate Britain; National Portrait Gallery; Somerset House; National
Railway Museum; and the Imperial War Museum.1

1 These figures have been worked out using the Visitor Attraction Trends England 2005 Report.
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3.2 Coastal towns

HLF has given over £234 million to 517 projects in towns that are formally designated as English Coastal
Resorts.2 That funding includes £104 million to coastal resorts in deprived areas including Blackpool,
Falmouth, Great Yarmouth, Hastings, North Shields, Penzance, Redcar, Saltburn-by-the Sea and
Southport. Those projects include, for example:

— 41 public parks in resort towns including the sea front gardens in Clacton;

— 43 projects to regenerate town centres of coastal resorts in for example St Leonards, Cromer,
Whitby and Weston-super-Mare;

— £75 million to conserve historic buildings in coastal towns such as the De La Warr Pavilion in
Bexhill;

— funding for ships such as HMS Trincomalee—the oldest ship afloat in the UK—which has made
a significant contribution to the regeneration of the Hartlepool dockside, and has featured in a
national VisitBritain tourism campaign;

— funding for hundreds of museums such as the National Maritime Museum at Falmouth, which has
helped strengthen the year round visitor economy, or the Tower Curing Works at Great Yarmouth
which has helped make Great Yarmouth a year round destination.

This is in addition to our funding for wider coastal heritage, including projects in cities such as Liverpool,
Southampton and Hull.

3.3 Countryside, parks and gardens

HLF funding has been a catalyst for new interest in the role that urban parks can play in regeneration.
HLF has given over £437 million to over 300 public parks, such as the Pavilion Gardens in Buxton, which
have played an important part in the wider regeneration of the Victorian Spa town.

The countryside also plays a vital role in domestic and inbound tourism. The National Trust has estimated
that environmental quality plays a key role in tourism related employment—in the North East for example
it generates around 38,000 FTEs and around 40% of all tourism related employment is linked to the high
quality of the environment.

We have given over £238 million to help sustain UK’s natural heritage ensuring that as many people as
possible can have access to and enjoy the countryside. In the Lake District, where 87% of the 12 million
people who visit each year walk the footpaths, we are funding repairs to 145 paths covering 200km, whilst
many of the great country houses and landscaped gardens we have funded, such as the National Trust’s
Hardwick Hall in Derbyshire, are in easy reach of urban centres.

We have also supported a number of World Heritage Sites, including several projects along Hadrian’s
Wall, not least the creation of a long distance footpath. Eight hundred walkers use the path each month,
spending an average of £180 each which helps local farm-based businesses along the route.

3.4 The heritage of tourism

HLF has also funded projects relating to the history of tourism. For example, a group of Goole College
students has combined with Promenade Promotions to celebrate the heritage of entertainers who worked
along Yorkshire’s coastal resorts in an exhibition at Goole Museum. The HLF-funded project “We do like
to be beside the Seaside” records the disappearing traditions of pierrot troupes and concert parties that were
once a familiar sight at holiday resorts.

4. Visitor-related Economic Impacts

In 2005, we undertook research into the economic impacts from tourism of a sample of completed HLF
projects. The projects were spread across the country and ranged in size from a £2 million HLF grant for a
National Trust property in Nottinghamshire, to the major renovation of Somerset House in central London,
where HLF invested over £30 million in capital works. The research revealed:

— Two projects where HLF funding had contributed to the appeal of central London as an
international tourism destination. These were Somerset House and the Wellcome Wing of the
Science Museum, both of which attract a high proportion of staying (including international)
visitors. These projects were found to be generating over £8.5 million for London businesses each
year and to have created nearly 300 jobs.

— Four projects which have made a contribution to the local economies of areas in need of
regeneration. HLF projects at Chatham, Hull, Lewisham and Sunderland were found to have
created 60 jobs.

2 Heritage Lottery Fund Memorandum to the OYce of the Deputy Prime Minister Housing, Planning, Local Government and
the Regions Committee inquiry into Coastal Towns.
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— Three projects which were found to have contributed to the tourism appeal of local areas which—
though not severely deprived—are experiencing structural economic change. In the cases of the
National Coal Mining Museum near Wakefield, The Workhouse near Newark and the Anderton
Boat Lift in Cheshire, the additional income generated for local businesses was estimated at an
annual £1.4 million, with around 90 new jobs created.

5. Comments on the Areas of Inquiry

5.1 Welcome ( Legacy

HLF has not made a formal response to this document, but some issues may be highlighted:

— Access

Welcome ( Legacy notes the importance of access for people with disabilities to tourist facilities.
All of our funded projects have increased access to the heritage for disabled people. In addition,
we have given more than £15 million to over 450 projects directly involving disabled people.

— Skills

Welcome ( Legacy emphasises the importance of skills within the tourism sector. As a champion
for heritage skills, we work with Government and other organisations to promote the importance
of retraining a skilled heritage workforce. Our funding helps trainees and apprentices learn skills
in traditional building skills such as stonemasonry and flint knapping, but at wildlife sites,
museums and historic houses across the country, our funding also trains heritage staV in
interpretation, customer service and skills needed to provide access for all.

— Liverpool 2008

Our investment of £11 million in the National Museums of Liverpool was a key factor in the city’s
successful bid to become European Capital of Culture 2008. HLF is currently working closely with
the Liverpool Culture Company and the Urban Cultural Network of cities on a programme,
“Portrait of a Nation”, that will engage young people in exploring their heritage and identity,
culminating in a showcase of their work at the closing event of Liverpool Capital of Culture.

6. Other Issues Raised by the Committee

HLF is keenly aware of the importance in domestic and inbound tourism, as visitor numbers are often
vital to the long term business planning and sustainability of heritage sites. However, HLF does not
normally support new visitor attractions, instead preferring to support improved facilities at existing
heritage sites.

6.1 Sponsored bodies

We are delighted that Regional Development Agencies such as SEEDA and One North East are
increasingly recognising the importance of heritage in the distinctiveness and special qualities of their
regions, and many of the projects we fund are also supported by Regional Development Agencies. We were
pleased to see that heritage is mentioned in Welcome ( Legacy, and hope that this is part of a positive trend
that will see DCMS recognising that heritage as a core part of the UK’s very special tourism oVer.

6.2 Data on tourism

HLF works closely with English Heritage and other agencies on the annual Heritage Counts document
which provides data on—amongst other things—visitors to historic attractions. This data set is immensely
important. Many of our applicants rely on up to date data on visitor trends as a critical part of their business
planning. We have encouraged applicants for public parks projects to compile standard visitor surveys and
are exploring ways in which we can encourage applicants to capture better information about the impact
and benefits of funding for heritage.

6.3 Environmentally friendly tourism

HLF has already funded a number of innovative “green” buildings including a new building at Weald
and Downland Museum. We have a policy on sustainable timber and are currently looking at how we can
encourage applicants to take greater account of sustainability and the environmental performance of
buildings as part of our next strategic plan.
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6.4 How to derive maximum benefit from 2012 and the Cultural Olympiad

HLF supports the London Olympics and Paralympics, for the tremendous opportunity for heritage to be
woven into an accompanying Cultural Olympiad programme. We’re working closely with other Lottery and
cultural organisations to contribute to this important programme.

March 2007

Memorandum submitted by the Business Tourism Partnership

1. The Business Tourism Partnership comprises 18 leading trade associations and Government agencies,
with an interest in supporting a competitive, high quality and more profitable business tourism sector in
Britain.

Characteristics

2. Business tourism, comprising conferences and meetings, exhibitions and trade fairs, incentive travel,
corporate events, outdoor events and individual business travel, is currently worth over £22 billion in terms
of its wider economic impact. In addition it is estimated that the value of business transacted at trade events
generates in excess of £100 billion a year.

3. Over the past decade there has been a 53% growth in all business trips, exceeding the overall tourism
growth rate. Around eight million business visits are made to the UK each year with international business
visitors contributing more than £4 billion to the British economy. The sector generates 27% of all
expenditure by overseas visitors. Business visitors spend nearly three times more than leisure travellers and
it is estimated that 40% of all business visitors return for a leisure visit.

4. Business tourism is high quality, high yield, high spend and year round.

5. Around 530,000 people are employed in the sector mainly in high skilled jobs.

6. Business tourism complements the leisure tourism sector using much of the same infrastructure but
brings business to destinations otherwise seasonally dependant, such as seaside resorts.

7. Investment in business tourism facilities often leads to regeneration of City Centres and resort
locations. Business attendees at events create opportunities for inward investment and export earnings.

8. Business tourism is sustainable and manageable, oVering higher added value with fewer negative
environmental impacts than mass leisure tourism.

9. Business tourism will be a major beneficiary of the 2012 London Olympics. (The Partnership’s
response to the Welcome(Legacy Tourism Consultation is attached).

Key Trends

10. Business events operate in a highly competitive, international marketplace where value, high quality
facilities and services with adequate promotional and support resources and funding are essential.

11. The industry faces an ever-rising tide of legislation and regulation, which add cost and present
increased competitive challenges.

12. Changes in methods of procurement in the process of purchasing event services have put greater
pressure on operating margins, caused the greater need for transparency with programme costings and
created clear requirements to identify added value as well as providing eVective and quantifiable measures to
gauge return on investment. Attractive destinations are no longer enough—business results are what count.

13. Following the 2006 Stern Report, the issue of climate change is becoming a key issue for many event
organisers. There are concerns that organisations may well reduce their commitment to international events
which require delegates to travel long distances. Recommendations for oVsetting the potential
environmental damage an event may now become part of any bid for business. More and more companies
are putting CSR policies in place and expect event proposals to show a responsible and creative approach
that minimises any local impact their event(s) might have, both socially and environmentally.

14. Since “9/11” security has been a key issue. Recent events have only served to increase the focus on risk
management and the need for robust processes that protect both clients and their participants.

15. Within the corporate arena there is a clear trend towards shorter meetings that are more business-
focused and involve short-haul rather than long-haul travel.

16. Incentive travel, whilst still seen as an important motivator, remains under pressure from high levels
of UK taxation and also from a desire for clients to avoid the appearance of extravagance when company
finances are under close scrutiny. The trend with incentive travel is towards shorter, high impact experiences
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that combine elements of both soft adventure and free time. The availability of first-class leisure facilities is
also an important factor. With worldwide travel accessible to all, the challenge to design and deliver the
ultimate travel reward only increases.

17. Special events, including sporting events, are increasingly being seen as unique tourist attractions and
as destination image makers. The number, diversity, and popularity of special events have grown
spectacularly over the past few decades and that growth is set to continue. Events oVer a strong emotional
value to consumers and therefore occupy a prominent role in their life and can influence holiday destination
choices. Furthermore, research shows that major sports events do not just attract more business and leisure
visitors to the region. They also help raise the profile of the destination, helping to attract inward investors,
inviting customers to make Britain their preferred destination of choice.

Key Issues

18. The UK is considered generally to be an expensive destination with a fragmented convention industry
but future business lies in the UK’s key strengths which include:-

— Ease of access.

— Quality and variety of venues.

— High standards of service amongst UK conference organisers.

— Strength of British science and medicine—British academics regularly hold key positions with
regards to decision-making.

— Ease and speed of VAT reclaim.

— English which is the language of choice for international meetings.

— The UK is one of the most attractive destinations culturally for international delegates, ensuring
that congresses held in the UK are better attended and more profitable than those held elsewhere.

However:

19. With the exception of one or two cities, the UK is not able to oVer large-scale public subvention of
conferences, venues or delegates. This is done in other cities around the world and can be a deciding factor
as overall costs of conventions increase.

20. Public finance for new products and improvements to existing conference facilities has disappeared
in the UK—except for Wales where a grant of up to £50,000 for such projects can be obtained.

21. The economic importance of conferences to a Country is far more recognised by the UK’s main
competitor countries than it is in the UK. Obtaining governmental non-financial support for a conference
bid is very diYcult or impossible. For example, it was not until 2002 that the Prime Minister agreed to
“front” a conference bid video for the first time ever, whereas leaders and senior statesmen from other
nations have been supporting conferences in this way for many years.

22. Despite the VAT recovery systems in place, not every cost can be recovered. Most other EU member
states have lower concession VAT rates for tourists and conference delegates.

23. The importance of the accompanying exhibition, with its attendant long distance freight movements,
is also aVected by the UK’s high tax on diesel.

24. Despite active ambassador programmes, the academic world is still hesitant to bid for international
meetings due to a perceived heavy workload, lack of knowledge of the available convention facilities and
lack of awareness of the industry support available to them. They are also less enthusiastic about their own
home towns as a destinations compared to their European counterparts.

25. The lack of a purpose-built congress centre in London, with a capacity for over 3,000 delegates, is
preventing many high profile meetings, which would only consider a capital city, coming to the UK. Equally
the general lack of large scale integrated hotel and meeting facilities, such as they have in the USA and the
Far East, is also preventing the UK from winning many of the large conventions. However, this applies to
most of Europe and, with space at a premium and public money not forthcoming, the whole European
region is at a disadvantage.

26. The fact that the UK has not adopted the European single currency is a setback in that organising
events in the UK can become more expensive with currency transaction bank charges.

27. Despite all the above and whatever impacts technology, global economies and terrorism are likely to
have, there is still the desire amongst international associations to meet, press the flesh and exchange views
which will always remain. According to ICCA, the UK has continued to host a similar number of the
international association congresses as in recent years (270 in 2005), although it has dropped to fourth place
in the league table behind the USA, Germany and Spain.
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28. The Business Tourism Partnership is working to encourage a more collaborative and cohesive
approach to winning more international association conferences, particularly through the involvement of
British embassies and consulates, British Council oYces overseas, VisitBritain staV and key government
departments in the UK in the research and bidding processes. It is also actively lobbying for the construction
of a major purpose-built convention centre for London.

How Business Tourism Could Do Even Better for Britain

29. More resources from VisitBritain’s international marketing budget to be allocated to attracting and
promoting business visitors and international events.

Less than 5% of VisitBritain’s international marketing budget is currently allocated to business
visitor and event promotion despite the sector producing 27% of all incoming visitor spend. The
higher yield from business tourism would enable VistBritain to achieve a greater return on its
investment in overseas markets and address Britain’s declining market share. It would also ensure
that opportunities for business events to be attracted to Britain would be better understood and
more eVectively exploited abroad.

30. Greater assistance to be given by Ministers, Government Departments and Agencies, in the UK and
overseas, to the bidding process for international events, as is already the case when bidding for major
international sporting events. This should include pro-active, co-ordinated support and attendance on
visiting delegations and at event openings by the most senior Ministers, Ambassadors, Trade Consuls and
Commercial Attaches.

Included in this area of support should be the appropriation of funds for subvention policies,
joined up government to prevent areas of conflicting policies which adversely impact business
travel to Britain, eg visa fee increases, airport passenger taxes, event licensing fee, transport
policies, investment incentives for innovative practices in staging UK events and tax allowances
for event promotion by organisers to overseas markets.

31. More prominence to be given to the benefits of trade development and export earnings oVered by
business tourism activity.

Previous support by the DTI and UKTI for business support programmes at exhibitions, trade
fairs and conferences have been reduced due to funding constraints and Departmental
rationalisation. More assistance needs to be given to overseas buyers to attend events in Britain.
Market intelligence needs to be gathered from overseas posts about potential opportunities for
events which could be attracted to Britain.

32. Higher priority to be given to improved research and data collection.

The DCMS/ONS Tourism Statistics Improvement Initiative findings should be enacted in full.
These recommended developing more consistent research methodologies, establishing a more
accurate universe of sector businesses and by increasing the number of ad hoc surveys, including
conference delegate expenditures, incentive travel and corporate hospitality as well as examining
factors that influence purchasing choice. Business trips that qualify as day tourism should be
included in UKTS. A Standard Industrial Classification (SIC) is urgently needed to enable more
accurate reporting of economic and employment data.

33. A more harmonious structure to be developed between Regional Development Agencies, Regional
Tourist Agencies, Destination Management Companies and VisitBritain. This is necessary to achieve
greater cohesiveness and a more proactive approach to business tourism opportunities in England,
combined with a greater understanding of the economic benefits and positive impacts of the sector’s
activities within local government.

Business tourism contributes to local and regional seasonal spread objectives. While most RDAs
and some far sighted municipalities now recognise the importance of delivering appropriate
strategies, more attention needs to be given to co-ordinating these strategies to avoid duplication
and undue competition between regions and destinations. At the regional and sub-regional levels,
strong and clear national policy guidance and adequate funding for supporting services, to include
the provision of convention bureaux and publicly owned event venues, is essential.

34. The provision of an International Convention Centre for London.

The Mayoral Commission, established by the Mayor of London, has recommended that an
international convention facility capable of holding 5,000 delegates be built in Central London.
The absence of such a facility, now heightened by the staging of the 2012 Olympics in the Capital
City, means that Britain fails to secure its share of the prestigious international association
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congresses and world renowned medical, scientific and technology events, as well as countless
trade and educational opportunities. The London Development Agency is charged with
identifying a suitable site and examining further the project’s feasibility.
The Committee should endorse this project and press for urgent progress to enable a venue to be
constructed which can benefit from increased demand for London to hold major conventions and
congresses in the lead up to the 2012 Olympics and also to benefit from the legacy of the Capital
City as a major world event destination.

I hope the above detail will enable the Committee to include business tourism within its overall
consideration of its inquiry into the tourism sector in the UK. A copy of the Partnership submission to the
DCMS Consultation Paper Welcome(Legacy is attached.3

March 2007

Memorandum submitted by Margaret Blake

I would like to take this opportunity to comment on the role and eVectiveness of DCMS and the
Sponsoring bodies in the South West.

Recommendation

Establish a new complaints system about poor quality tourism services. Run a campaign that ensures
every hotel and every B&B and every pub and restaurant carries complaint forms. Run a campaign to tell
visitors how to complain. The new body should have similar powers to Trading Standards to prosecute and
close down the worst oVenders.

Close down the grading system and use that money together with the money spent by VisitBritain etc on
trying to persuade providers to join the scheme and use that to finance the new complaints body.

I have a very small tourism business in a rural area oVering a cottage for self-catering accommodation
and bed and breakfast in the farmhouse. www.oldsolomonsfarm.co.uk My daughter has a tourism business
taking holiday makers on a gentle journey in canoes on the river Tamar www.canoetamar.co.uk

Six years ago I was instrumental in setting up a local tourism association for the Tamar Valley. We
believed we needed an association because the marketing carried out by local authorities and South West
tourism did not even mention the Tamar Valley which forms the boundary between two counties. Devon
and Cornwall, neither of whom promote the area. Of the two main district councils one promotes Dartmoor
and the other promotes the southeast coast of Cornwall.

Most of the tourism businesses in the valley are very small family concerns whether they are pubs/
restaurants, artists, farm shops, attractions or accommodation providers. We believed that if we worked
together we could put the Tamar Valley on the map. I guess that in a sense that is what Destination
Management Organisations are all about, putting their part of the country on the visitor map.

I suggest that they have serious problems:

1. They are too big.

2. Their structure is dominated by the “big” players whether the largest Councils or the biggest hotels
or restaurant chains.

3. They are too bureaucratic.

4. They are operating a closed shop policy.

1. The size of the DMOs means that the organisation tries to dictate to the tourism sector rather than
involving them in decision making—two or three tourism business representatives will not result in the
commitment and understanding of all the businesses in the area. SW Tourism’s research on the whole visitor
experience shows that individuals spend more on shopping and eating out than they do on their holiday
accommodation. The whole community needs to work together.

2. Big tourism companies are very important but so is the contribution made by thousands of small
business like ours. Together we make a significant contribution to quality tourism. I have no evidence that
the views, needs and possible contribution that the smaller business can and do make is considered by these
new organisations.

3. Bureaucracy seems inevitable when the DMO involves a county council, several district councils and
a few selected businesses.

4. All over Devon and Cornwall there are small accommodation providers with a single cottage or small
high quality B&B, oVering an individual and personal service, They make a significant contribution to the
quality of tourism provision in the area. Many are operating at the upper end of the market and attract more
overseas visitors. The majority of these accommodation providers are not in the quality inspection and

3 Not printed.
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grading scheme. In the Tamar Valley the percentage inspected is about 40%. People have chosen not to be
in that system because there is no business advantage for them to do so. The DMO is only promoting graded
businesses—ie only businesses who choose SW Tourism as their marketing tool. It is in eVect a closed shop.

In any area, and certainly in the South West there will be a small percentage of businesses not in the
grading system who are poor. However the majority of those choosing not to join are as good if not better
than many that are graded.

The grading system is confusing especially to overseas visitors. How many people in this country could
tell you the diVerence between a three and four star cottage or three and four crown B&B? For example what
sense does it make when a cheerful down market family motel with a carvery and basic pub food has the
same grade as a hotel with a national reputation and is the hotel of choice for any minister coming to
Government OYce South West?

But the most serious problem is that the grading system does not weed out the poor provision and rogue
business. It does not even ensure that the standards are consistent and maintained. Everyone has stories to
tell of poor service in a four or even five star establishment. It is so not working.

Recommendation

Establish a new complaints system about poor quality tourism services. Hence the new complaints body.

Finally I would like to comment on the role of local authorities and SW Tourism. The role of the
tourism oYcer in local government has nearly disappeared. Some oYcers have been excellent but
many do not appear to make any diVerence to tourism in their area at all. The value of and need
for local guides in hard copy is declining.

Do we need government quangos to sell England and its regions? Tourism Boards are an
anachronism—they were wonderful some time ago but the world has moved on. More and more
travel companies and more and more individuals use the Internet to choose destinations, their
accommodation and make travel arrangements. The websites for VisitBritain and South West
tourism do not come up with search engines. Even if they were eVective small businesses would
choose other cheaper internet sites as these oYcial bodies are not financially competitive.

March 2007

Memorandum submitted by Business In Sport and Leisure Limited (BISL)

Introduction

Business In Sport and Leisure (BISL) is an umbrella organisation which represents around 110 private
sector companies in the sport and leisure industry. Our members include many of the major operators of
commercial sport, leisure, hospitality and tourism in the UK and many consultants who specialise in this
field. Members of BISL listed on the London Stock Exchange have a combined market capitalisation in the
region of £40 billion.

BISL is a member of the Tourism Alliance. Brigid Simmonds the chief executive, was the immediate past
Chairman of the Tourism Alliance and chaired a small working group with DCLG to advice on the Good
Practice Guide on Planning for Tourism which was published in July 2006. This replaced PPG 21 (Tourism).
Brigid Simmonds has also chaired two, one day sessions, at Partners for England events on “tourism
statistics”.

The Challenge and Opportunities

The UK has a major Balance of Payment deficit. In 2005 the overall total was £46 billion of which tourism
was £18 billion or 40% of the deficit. There is a real challenge in the UK to reduce this deficit by encouraging
more overseas visitors to the UK and enhancing and improving our domestic tourism oVer for UK citizens
who want to take holidays in this country. The marketing strategy for 2012 and tourism is a vital tool if we
are to make progress. It oVers an opportunity to market to 200 countries who will be sending athletes to the
UK, instead of the traditional 36 countries who are the subject of VisitBritain marketing at present. It also
oVers the opportunities to attract visitors to go outside London (more visitors come to London to start their
holiday than any other European capital). Many more of our overseas visitors need to be encouraged to
visit places outside London like the Yorkshire Dales, our National Parks etc.
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The Effectiveness of DCMS and its Sponsored Bodies

Within the resources oVered to it, DCMS does its best to promote tourism throughout Government. They
were extremely supportive when DCLG produced their first and unworkable draft of a Good Practice guide
on Planning on Tourism and played their part in ensuring the industry needs were recognised in the final
document. They now have a project to promote the Guidance to Government OYces in the regions and local
authority planning departments.

There is however, a lack of joined up government which is endemic across Whitehall which leaves DCMS
at times a very lone voice on issues on tourism. Initially DCLG claimed that it was “not their job to promote
tourism” while producing the Good Practice Guide. When visa charges were increased dramatically in 2005,
DCMS were not even consulted. In the last month, the Security Industry Authority (SI), responsible to the
Home OYce has increased fees for Door Supervisors (bouncers) by 29% without any consultation at all.
Perhaps the worst and most recent example has been the complete failure of DCLG to give any help to
tourism businesses looking to build outdoor shelters for smokers and have them available when the smoking
ban in England comes into force on 1 July 2007. DCLG completely refused to give any guidance or indeed
include any information in regular circulars to local authorities on the likely increase of applications for
planning permission for outside shelters, on the grounds that this policy belonged to the Department of
Health and not to DCLG. Too often other Government Departments make policy changes which aVect our
tourism sector without any thought or contact with tourism businesses. When tourism makes a contribution
of £74 billion to the UK economy, this is unacceptable.

VisitBritain too has been a key supporter of tourism, but as BISL concentrates more on domestic tourism,
rather than issues to do with overseas tourism, the demise of a policy team at VisitBritain with the abolition
of the English Tourist Board has left a policy vacuum. This has been further complicated by the devolution
of tourism to Scotland and Wales and the RDAs.

The Structure and Funding of Sponsored Bodies

BISL would support the call from the Tourism Alliance, the British Hospitality Association and others
for a review of the Tourism Act 1969. We do believe that this must be reviewed in the light of devolution
and the considerable funding being made available by the Scottish Executive and Welsh Assembly for the
promotion of Scotland and Wales. Devolution within England to RDAs has further complicated the picture
and is creating a loss of identity for England as a whole.

The Effect of the Current Tax Regime

BISL supports the work presented by the Tourism Alliance on tax and in particular, opposes the bed tax.
Any voluntary arrangement which allowed some local authorities to charge a tax and some not to charge
it, would be a disaster for tourists in diVerent parts of the country. As the BHA points out, VAT on a 5%
bed tax would make the UK more expensive than any other country in Europe except Denmark. It would
double the hotel sector’s contribution to local authorities and would be detrimental to domestic and
oversees tourists.

Data

As explained in the introduction, groups of local authority representatives and representatives from the
tourist industry as a whole have met to discuss data over two days at Partner for England meetings last year.
Both sessions came to similar conclusions that acknowledged that much of the data collection was being
undertaken, but that it remained in silos within the public, private and voluntary sectors.

BISL believes that that there must be a tourism unit dedicated to the collection of statistical data. The
cost is not high as the data is available, but without some national co-ordination, information available is
patchy and not useful enough to convince Government of the need to support our sector.

A small task force is needed to look at what is available and to cost ideas. There is a need for a Tourism
Analysis Unit which is probably best placed in DCMS which builds on information already collected and
available.

How to Derive Maximum Benefit from London 2012

BISL is probably unique in tourism in that its work spans tourism and sport. What is absolutely certain
is that if we are to take advantage of a true tourism legacy from the 2012 Games the success will be in the
preparation. We must be ready post Beijing in 2008 to welcome visitors attracted by an Olympic city,
encourage them to spread their wings beyond London and want to return in future years.
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Added to visitors who go to Olympic cities before a games takes place, are the Olympic teams who will
want to come and work on their preparations. It is vital that the tourism and sports divisions of DCMS work
in harmony to ensure that these visitors also become part of our tourism legacy. There are many contacts
within UK Sport and Sport England who they can work with, along with the more obvious contacts at
LOCOG who are likely to be distracted by the huge task of putting on the Games themselves.

BISL is represented on the Ministerial Group preparing the London 2012 Tourism Strategy. We believe
that a top down strategy with a central marketing campaign which oVers a peg on which to hang the desires
of Government in relation to industry is the way forward. Yes, improvement in skills is a key priority and
we are working with People First to achieve this. We also support the Sports Leaders UK work with
LOCOG on training for volunteers. It is important that Government insist that all public organisations
funded by them use quality assured accommodation. Industry is likely to achieve an 80% graded target by
bed space and pitch by 2012, so this is achievable. Understanding and improving access for people with
disabilities is another key plank of a strategy. The 2012 Tourism Charter is important in promoting the
games to the wider industry and could be enhanced. BISL very much supports the work of VisitBritain and
UK Sport in looking at 1,000 sporting events running up to the Olympics which could be held in the UK.

In Conclusion

Business In Sport and Leisure hopes that this submission is useful to the Committee. We would be
delighted to be called to give oral evidence if required.

March 2007

Memorandum submitted by the Guild of Registered Tourist Guides

1. Summary

1.1 We would like to invite members of the Committee on a walk round Parliament Square. We will show
you the best and worst of the tourist industry in UK. We suggest an hour; timing at your convenience.

1.2 This is a chaotic industry, which is increasingly fragmented, but with great growth potential all over
the UK. The Guild, as a membership organization, brings together qualified, registered guides from around
the UK (Scottish guides belong to the Scottish Tourist Guides Association). Many of our members work
part-time and are poorly paid, yet we are at the forefront of tourism across the UK, and for many visitors
we are their only quality contact with British people.

1.3 Well trained, professional guides will help to grow the industry by improving the visitor experience;
the quality of the welcome, local knowledge and practical guiding expertise are of crucial importance. It is
ironic that self-catering cottages and now spa destinations are carefully graded and inspected by
VisitBritain, and yet there are no quality standards applied to guiding. This should be addressed.

1.4 There is an urgent need for government funding of quality training courses for tourist guides,
especially people with hard language skills eg Chinese. Since the demise of regional tourist boards, this
funding has all but dried up, leaving the financing of quality guide training to individuals and other ad hoc
arrangements. In such circumstances, shortages of good tourist guides will only increase.

1.5 The challenge of climate change and air travel surcharges means we should see the already huge
internal market growing and if we cannot satisfy our home market then we will struggle to maximise on
incoming tourist flows now and for future events such as 2012. An integral part of what we do is walking;
modest government support for this environmentally friendly approach would enable us to reach a much
larger number.

1.6 A cadre of good quality tourist guides, based at all the 2012 venues and other places that visitors will
want to see in 2012, will help to deliver the “economic Olympic legacy”.

1.7 The Guild of Registered Tourist Guides calls for government sponsored bodies to promote good
quality and best practice in tourist guiding with a coherent nationwide approach to marketing, and support
for training the next generation of properly qualified, registered tourist guides.

1.8 The Guild would like to draw attention to submissions by the Institute of Tourist Guiding and the
Northamptonshire Blue Badge Guides Association.

2. Nature and Membership

2.1 The Guild is the national organisation of professional tourist guides (often referred to as “blue badge
tourist guides” or “green badge tourist guides”, depending on their level of qualification). The impetus for
the founding of the Guild in 1950 came largely from the need for guides during the Festival of Britain. The
badges used to be awarded, and cost of training courses subsidized, by Regional Tourist Boards: when these
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were disbanded the Institute for Tourist Guiding (the Institute) was set up in 2002 with approval from the
DCMS to set standards in Tourist Guiding nationally, with the exception of Scotland, to accredit and
examine training programmes and to set language tests.

2.2 The Guild has around 500 members in London and a further 1,200 throughout England, Wales and
Northern Ireland. As a membership organization, we provide insurance, support and advice to guides on
government policy and strategy, new issues relating to tourism and guiding, and more day-to-day matters,
including professional standards, training, tourist sites and destinations, coach operators, health and safety.
We run extensive Continuous Professional Development (CPD) programmes in the winter months.

2.3 The Blue Badge is recognized world wide as representing the highest standards. It takes 18 months
of rigorous study for example to obtain the coveted London Blue Badge, which is indeed the “gold standard”
of tourist guiding in this country. The academically demanding syllabus includes extensive guiding skills
training and also covers core national knowledge of history, geography, art, architecture, literature, politics
and government. Regional knowledge is examined in more detail; practical sessions on coach, foot and in
galleries, museums, castles and cathedrals are part of the training which focuses on guiding techniques,
health and safety issues as well as accurate and entertaining presentations.

2.4 The Guild is the training provider for Blue Badge courses currently running for the Heart of England
region and London. The University of Wales Institute in CardiV is running a Blue Badge course at the
moment, which is recognized as a Foundation Degree level course over two academic years. A course in
the NE of England is in the pipeline. All these courses are examined and accredited by the Institute of Tourist
Guiding.

3. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap Flights Abroad, and their Impact on Traditional Tourist Resorts

3.1 There are enormous opportunities for the UK tourism industry; we need to promote this country with
passion, knowledge and enthusiasm, drawing on the skills and expertise of the many committed people
working in this field as well as on our superb countryside, heritage and culture. Marketing bodies and local
councils, working closely with qualified tourist guides, should promote just not the obvious “honeypot”
destinations and attractions but encourage visitors to explore the sheer variety and diversity of these small
islands. The Guild can provide many examples of good practice where this partnership already happens to
great eVect and the problems and issues we raise below should be seen in that context.

3.2 Good quality tourist guides enhance the tourist experience with a vast array of walks and guided
tours; special days for pensioners, schoolchildren, disabled groups [. . .] we organize ghost walks,
architecture walks, theatre walks, garden tours, castle tours, industrial heritage tours; events for schools, for
minority groups, and for specialist markets eg a Gay & Lesbian Southwark walk which took place in
February this year. Qualified Blue and Green Badge Guides are frequently the only external guides allowed
to give a tour in local museums and galleries.

3.3 We would love to be involved at the consultative stage with special promotions; we are caught in a
vicious circle that, with no funding, all our marketing is done by volunteers at expense of their own work,
and with a tiny budget, but we know the market and we know the UK.

4. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

4.1 We would like to see a coherent national strategy which promotes quality tourist guiding. This should
emphasize that the UK already has a good system in place which ensures guides are properly trained and
insured, with all the benefits and advantages outlined above, and that those who guide in foreign languages
have been rigorously tested. Visiting Britain without a good tourist guide is like watching TV with the
sound oV.

4.2 In some parts of the country, Blue and Green badge tourist guides are vigorously promoted and
brought to the attention of visitors for example by Visit Cumbria. In other areas there is indiVerence or
ignorance about the availability of qualified guides.

4.3 “Guides” without any formal qualifications and working for companies with large marketing budgets
are sometimes promoted by other organizations, for instance, the recent Visit London awards for Best
London Tour did not require the guided tours nominated for prizes to be accurate. We suspect that winners
in the past won because they submitted the best paper work (staV training, environment policy etc).
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5. The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of That Structure in Promoting the UK Both as a Whole and in its Component Parts

5.1 The fact that Visit London and VisitBritain are partly funded by partnership subscriptions and
commercial activity makes it more diYcult to exercise quality control and yet mission statements everywhere
extol the virtues of quality.

5.2 The Guild would like to see a system of grading for tourist guiding similar to that applied to
accommodation; the building blocks are already in place with the levels 2, 3 and 4 guiding qualifications set
up and promoted by the Institute. (The Blue Badge being level 4). Support to the guiding profession for the
development of a modular approach to guide training would provide a route for untrained workers in the
tourism industry to develop skills and expertise at the appropriate level to function eVectively as guides.

5.3 There is an urgent need for new quality guiding courses, particularly outside London, but since the
demise of the Regional Tourist Boards it is very diYcult to secure funding. For example the last course in
the East Midlands was run in 1992 and the guides are reducing in numbers and increasing in age. For details
please see the submission by the Northamptonshire Blue Badge Tourist Guide Association, who are
members of the Guild. They make the point that tourism makes a valuable contribution both to a region’s
economy and its sense of community and that properly trained guides are or should be an integral part of
tourism policy. Given that the cost of a course is around £3,500 per head, and the annual earnings of a town
guide in a less visited part of the UK might only be £400 per annum, external support is vital to ensure there
is an ongoing number of qualified guides.

5.4 On the other hand, in Wales there have been 5 diVerent courses run since 2000, often supported by
European regeneration funds eg level 2 and 3 guiding courses for South Wales Valleys. This funding is not
widely available across the UK. The Wales OYcial Tourist Guides Association (members of the Guild) have
led the way in bringing people already often working in a low key way as guides—but unqualified and often
uninsured—into the organized structure of badged guides now examined and accredited by the Institute of
Tourist Guiding.

5.5 There is a clear market need for more qualified guides with “hard” languages. Native speakers of
those languages often have great diYculty in meeting the rigorous standards required by the green and blue
badges in this country. They can often ill aVord the approximately £3,500 required to take a Blue Badge
course which has no subsidy. Typically the 10 Russian speakers who applied in January 2007 for the next
London course managed 35% in the pre-entry test, not the 65% which is usual for a good British born
candidate.

A grant of £2,500 for pre course tuition would be of enormous help in ensuring they had a fighting chance
of passing. Guides for the Chinese and Korean markets have already emerged with next to no proper
training and as a result, the visitor experience for those countries will be spoiled, perhaps irreparably.

6. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (including the “bed tax”) Upon the Industry’s Competitiveness

6.1 The UK is seen as a very expensive destination by visitors from around the world with
accommodation, meals and transport costs, particularly in London, at very high levels. A bed tax would
only discourage even more tourists. Already we see school groups eg from European and Commonwealth
countries coming every second year, instead of every year. These are the returning adult visitors of the future.

6.2 We take pains to point out that many world class museums and galleries are free to visitors, being
funded by the UK government (in the case of the British Museum since 1753!), and inform them of the range
of concerts and special events in parks, churches, and countryside venues all over the UK. These are the
jewels in the crown of the UK tourism industry which draw visitors back again and again, despite reductions
in museum funding which can mean that galleries are often closed at the busiest times of the year due to lack
of staV.

6.3 Cutbacks in local government provision of clean, safe, free public conveniences is something that
needs to be addressed urgently country wide. If a visitor arrives oV an overnight flight into Gatwick or
Heathrow, coming by coach to central London, the first stop is very often Parliament Square. Their first
experience of this country is no longer the excitement of seeing the Houses of Parliament and Westminster
Abbey for the first time, but a sense of how expensive their stay is likely to be with a charge of 50p to use
the toilets outside the Abbey or in Westminster tube station, which were formerly free. Disabled provision
is dire; we can quote the experience of a guide who took 8 wheel chair bound basket ball players from South
America on a London tour. It proved almost impossible to construct a route for them that would allow a
“comfort stop”.

6.4 The provision of Tourist Information Centres (TICs) is usually funded by local authorities. The
service provided for visitors is patchy. The Corporation of London funds the City of London TIC which is
a wonderful example of best practice; to a large degree we feel because they use many qualified tourist guides
who are able to answer questions on any aspect of visiting London. Elsewhere the approach taken can reflect
a lack of understanding of the part played by tourism in the local economy, and the need to promote high
standards. Take as an example South Warwickshire Tourism (the Destination Marketing Partnership
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(DMP) for Shakespeare Country, responsible for Stratford TIC, website www.shakespeare-country.co.uk).
Their mission is to promote “a high quality of experience for British and overseas visitors alike” but
balancing their books depends to some extent on attracting commercial members. Thus we see promoted
on their website Diamond Tours—qualifications—Taxi license from the council and membership of the
DMP, with the comment “On board there are a selection of local books covering Leamington Spa, Warwick,
Stratford upon Avon and the Cotswolds”. This, while the Guild has literally dozens of fully qualified
members able and willing to guide in this region, and without reference to guidebooks.

6.5 The Guild would like to see all bodies which promote tourism including Destination Marketing
Partnerships to require their members to hold “an appropriate national quality accreditation for their
business sector”, before being accepted into membership.

7. What Data on Tourism Would Usefully Inform Government Policy on Tourism

7.1 We note with concern that even the Caribbean island of Aruba spends more than Britain on
marketing in the US media, and that US visitor numbers fell 9% between 2000 and 2005. Guides are on the
front line of tourism; not only literally (many London guides spent the day of the July bombings ensuring
that their clients were taken away from the centre at very short notice and kept safe, calm and entertained)
but also in the sense that we know what works and what doesn’t in attracting visitors. We knew for example,
without the need for an expensive marketing survey, that gay visitors from the USA dislike being labeled
and targeted in an overt fashion; they come to UK for the culture, theatre, scenery etc just like other visitors.
We are always ready to contribute to policy debates.

8. The Practicality of Promoting More Environmentally Friendly Forms of Tourism

8.1 Walking is an integral part of what we do! All our members are trained and examined in leading
walking tours which are informative, accurate, entertaining and safe for visitors who take part.

8.2 Many walks start from, and bookings are taken by, Tourist Information Centres (TICs) around the
country, for example Worcester Walks and Ipswich town trails. Special events and themes are frequently
covered, for example walking weeks in Jersey, and a Plymouth Thanksgiving trail in November. The
Cambridge guides who specialize in science (the Sci Guides), provide walks for all kinds of visitors from
primary school children to visiting professors.

8.3 Cities are often at saturation point so many of our most historic and beautiful towns and cities are
struggling to cope with the pressure of visitors and associated traYc congestion. Tourist guides are at the
forefront of environmentally friendly ways of dealing with this by escorting groups by coach and then
leading walking tours of the centres eg Oxford, Cambridge, and Bath. Joined up thinking is very necessary
however to provide safe coach drop oV points and adequate public conveniences (see 6.3) so that we can
then encourage visitors to explore and enjoy on foot.

8.4 There is a huge home market for guided walks which not only encourage people to take part in a
healthy activity but also promote interest and knowledge of this country. Here in London we are grateful
for modest marketing sponsorship by Transport for London for our “Walking Weekend” held in February
each year as a part of world wide events to celebrate “International Tourist Guide Day” which promotes
the use of properly qualified tourist guides. There is huge demand from the public for events like this and
57 London Blue Badge Tourist Guides gave their time for free to organize and lead 80 walks over two days;
about 2,500 people took part.

8.5 So many attractions like Alton Towers have huge marketing budgets and consequently are promoted
and featured in tourist information publicity, TIC leaflet shelves and oYcial websites. Trained guides who
oVer well researched and professionally delivered walks at a modest price per head often have to pay for
their flyers to be available in TICs. If promotion of healthy lifestyles is part of government policy, then some
consistent help with marketing and sponsorship of guided walks would be a popular and straightforward
way to do this. We know that the demand is there UK wide for guided walking tours, and we have the trained
guides to provide them.

9. How to Derive Maximum Benefit for the Industry from the London 2012 Games

9.1 The Blue Badge Tourist Guide 2012 Committee was set up almost immediately after London won
the bid in 2005 for the 2012 Games. The Committee represents all three guiding bodies, namely the Guild,
the Association of Registered Tourist Guides (APTG) and the Institute and therefore nearly 2,000 qualified
Tourist Guides from around the country.

One of the committee’s first objectives was to provide Blue Badge Tourist Guides with extra training by
organising an accreditation course for the 2012 venues: the first has already taken place with 57 of our
number passing the exam in February 2007. Committee members and other qualified blue badge guides are
already taking tours around the sites. It is anticipated that there will be an accreditation course each year
in the lead up to 2012.
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9.2 Other objectives of the committee include marketing and raising our profile countrywide to promote
awareness of the services our accredited guides can provide for tours and consultation in the lead up to 2012.
It is anticipated that there will be a large volume of business generated through the Olympics coming to
London. This should grow each year up to and beyond 2012. The benefits will include the shifting of some
of the tourist business from the “honeypot” sites to the east London boroughs involved in the Games, with
its exciting regeneration plans. Visits outside London will also be generated by interest in training camps
for athletes in the Olympic and Paralympic teams and the venues outside London.

9.3 The message is that Blue Badge Tourist Guides are already prepared to help deliver a quality visitor
experience which will enable the industry to derive maximum benefit from the 2012 Games in London and
around the country—with informed and professional tours by coach, by car, on foot, on bicycle or by public
transport. Our expertise should be utilised as existing professionals; during the Games themselves, the role
of volunteers trained to the minimum level as “hosts” needs to be carefully considered.

9.4 Using here a detailed example from the Manchester Commonwealth Games in 2002, we would like
to highlight some of the pitfalls to be avoided when deciding on how to deliver the visitor experience; by
looking for the cheapest option and/or not knowing what quality provision is available, we will fail to deliver
the best possible event. First impressions count, and, when that first impression is bad, the image of our City/
Region/Country suVers.

On the evening of the Opening Ceremony, the organizers (Manchester City Council led) had to transfer
Commonwealth VIPs by coach to the Stadium, a 10/15 minute drive. The main contract for coach provision
had been allocated to a company unfamiliar with Manchester—this was not unusual, as the same had
happened for the Atlanta Olympics—so drivers were unfamiliar with the City. The Council asked for
volunteers—mainly, City Council employees—to “escort/guide” the coaches to the stadium. Unfortunately,
some of these volunteers got lost. Manchester Blue Badge Tourist Guides were not approached as an
organization to undertake these duties. Overall, Manchester ran a wonderful Games,—which helped the
London bid for the 2012 Olympics—but, the embarrassment caused in the eyes of some of the VIPs could
have easily been avoided had qualified guides been used.

March 2007

Memorandum submitted by Local Government Association (LGA)

1. The Local Government Association (LGA) promotes the interests of English and Welsh local
authorities—a total of just under 500 authorities. These authorities represent over 50 million people and
spend around £74 billion a year on local services.

Focus of our Submission

2. This submission focuses on the Committee’s question about how to derive maximum benefit for the
tourism industry from the London 2012 Games. It is vital that the Games are viewed as a major milestone
in a long-term path of continuous improvement and a way to initiate and embed lasting changes that
accelerate the development of the tourism industry. The tourism strategy for the Games and its delivery need
to be shaped and owned by those at local level, who are already most active in leading change and
improvement in the industry, with local authorities recognised as key players.

Our Recommendations

3. We have identified a handful of key points that we feel need to be addressed to secure the greater
possible tourism benefit from the 2012 Games.

— Whilst there must be clear leadership at national level, there must also be local ownership and
involvement in the development and delivery of the tourism strategy for the 2012 Games. As
community leaders and place shapers with a major stake in the tourism sector, local authorities
are already active in this role in existing eVorts to drive improvement in the sector.

— We need to ensure that the tourism benefits are spread across the country. An intelligent marketing
approach shaped at national, regional and local levels, coupled with eVorts to secure high
performance from our transport operators, is required to achieve this. The strategy needs to
understand and manage a complex pattern of risks of displacement, which threatens some areas.

— We must improve the quality of our welcome through targeted skills development, training and
awareness raising. The LGA welcomes the National Skills Strategy that has been launched to
address this in the tourism, hospitality, leisure and travel industries and will help to promote the
key actions in this to and through local authorities. However, it needs to be accompanied by
programmes aimed at a wider range of frontline workers and the general public. This should be
nationally driven but delivered by local partners, particularly councils, who can adapt it to suit the
needs of each area.
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— We need to collate and analyse credible data that drills down to regional, sub-regional and local
levels to best inform our approach for 2012 and capture lessons for the future. Proposals by the
Partners for England initiative to create a National Tourism Intelligence Unit could take this
forward.

The Role of Local Authorities

4. Local government makes a major contribution to tourism through its role as provider, funder, regulator
and co-ordinator of a wide range of tourism activities. Local authorities invest £120 million per year in
tourism support, making them the sector’s largest public funder. They also spend a significant amount on
culture and heritage—£1.8 billion in 2005–06—which are key attractions for tourists. Many tourism oYces
are owned or managed by councils and provide a vital source of information for visitors. VisitBritain
research in 2005 showed that 62% of tourists had used a tourist oYce in the last year, most in places new to
them. Local authorities also provide the core infrastructure essential to the tourist experience, such as
transport facilities and keeping public spaces clean, safe and attractive.

5. Given the scale and breadth of local government’s contribution to the tourism industry, it is essential
that the tourism strategy for the 2012 Games reflects that existing activity and leverages it most eVectively
to support the 2012 objectives. It is particularly important that there is an eVective information flow from
the centre to regional and local levels. Local authorities have strong communication channels to a range of
businesses and organisations that should be utilised in this process.

Spreading the Benefits

6. It is vital that concerted eVorts are made to ensure the tourism benefits from the 2012 Games are spread
across the entire country. The experience of previous Games has shown that there is a danger of an overall
net negative impact on tourism through displacement, as while the event stimulates new visitors, it provides
a reason for others to stay away. There is a danger that damage to tourism revenue will be concentrated in
particular areas of the country due to visitors being diverted to other locations either to avoid or to
participate in Games activity. This scenario presents two key challenges for the UK tourism industry:

— to convince those visitors avoiding London to go to other UK nations and regions instead; and

— to persuade Games-driven tourists in London to also visit other UK locations.

7. These challenges can be addressed by collaboration between national, regional and local partners on
an intelligent marketing approach that understands the complexity of the displacement risk and:

— Gives consistent messages about the diversity of the UK’s nations and regions;

— Provides specific packages that sell the unique oVers of individual regions and localities;

— Identifies eVective routes for getting marketing material on all nations and regions distributed to
international and domestic visitors before, during and after the Games;

— Promotes ease of access to the regions by highlighting travel connections from London, direct
routes from international destinations to airports in the regions and routes from major cities into
localities in the surrounding region; and

— Looks beyond 2012, using it as a hook to attract future visitors eg by getting contact data from
tourists and sending promotional material to encourage repeat visits.

8. The marketing needs to be accompanied by strong partnership working between the tourism industry
and transport providers (including local authorities) to achieve minimal costs and maximum convenience
for visitors. Negotiations should start now on creating appealing travel packages for tourists.

Improving the Quality of our Welcome

9. One of the enduring problems for the UK’s tourism industry is the perception of the nation as
unwelcoming and unaccommodating to visitors, providing “service with a scowl”. Service is one of the top
three categories for complaints from tourists received by VisitBritain. It is a fact acknowledged by the
industry itself: customer handling skills are the skills that employers believe are most lacking among their
workforce, with 63% saying the customer service skills of their staV are not of a suYcient level to meet
their needs.

10. The recent experience of one of our closest European neighbours, Germany, shows that it is possible to
use a major sporting event to change international perceptions of a nation’s sense of welcome. The German
National Tourism Board sought to use the 2006 World Cup to overturn the image of German people as
cold and unfriendly by running a “Nationwide Service and Friendliness Campaign” targeted at the German
public, media and key partners. Surveys showed that 90% of World Cup visitors thought Germany exceeded
expectations and would recommend it as a destination and that perceptions of the welcome were a distinct
improvement on 2005.
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11. We should follow the example of Germany and use the 2012 Games as a catalyst for transforming the
quality of our welcome. This means investing in a programme of training and awareness-raising, which will
only be delivered through the involvement of local partners. Local authorities are well placed to take a
leading role in some of this work, already being at the centre of communications networks, partnerships and
initiatives that link local businesses and public sector organisations.

12. The LGA welcomes the National Skills Strategy that has been launched for the tourism, hospitality,
leisure and travel industries, particularly the plan for a “Welcome to Britain” customer service campaign.
The LGA will help to promote the key actions in this to local authorities and through them to local
businesses.

13. However, it is not enough just to take action in the tourism industry. To achieve the best welcome we
also need to change the attitude and skills of a wider range of frontline workers and the general public.
Councils can play a major part in this as one of the largest employers in the country, with some two million
staV in England and Wales, many of whom are responsible for the frontline and support services used by
visitors. Any initiative aimed at these workers and the public should address both shaping attitudes and
behaviour and equipping people with the information and skills they need to provide advice for visitors.

14. Some councils are already leading initiatives to engage local organisations and local people in
improving the welcome before, during and after 2012—a couple of examples are below:

Liverpool Culture Company (set up by Liverpool City Council to deliver the city’s culture
programme for 2008 European Capital of Culture and beyond) is creating a “2008 Welcome
Programme”. This is being delivered by a range of partners including the city council and the local
borough councils. It includes a volunteering programme to engage and involve local citizens in the
welcome eVorts; training for key front line staV and a free customer service programme for
businesses. We should seek to learn from Liverpool’s experiences during 2008 to shape the
approach for 2012.

A consortium of partners led by Kent County Council is piloting approaches in specific district
areas, such as using local volunteers as “meeters and greeters” showing oV the best that their
community has to oVer to small groups of visitors.

15. The campaigns and training programmes to improve the quality of our welcome should build on
existing models and initiatives like those outlined above, allowing for adaptations to meet local
circumstances. To attain maximum impact, planning and implementation needs to start now and continue
beyond 2012. It takes time to eVect behavioural change. 2012 should be the focal point for an on-going
programme that establishes and sustains a massive improvement in our welcome.

Quality and Use of Data

16. It is essential for the development of the tourism industry that it and public agencies can access credible
data about the volume and value of tourism. It is acknowledged across the sector that the current data,
which are collected nationally, are not good enough to meet the needs of regional, sub-regional and local
organisations. These organisations need to be able to access better data so they can best shape their
approach to the management and development of tourism in their area.

17. To secure maximum benefits from the 2012 Games, we will need systems in place to collect quality
intelligence that enables regional and local organisations to:

— Pinpoint problems and gaps to address in the years leading up to the Games;

— Quantify the economic benefit (or damage) from the Games in their area, so targets and
approaches for the future can be set accordingly;

— Understand patterns of expenditure by tourists, gaps in the market and why tourists select and
return to particular destinations; and

— Evaluate the accuracy of the predictions for 2012 and the impact of specific 2012 focused
campaigns and programmes so that we can learn lessons for the future.

18. Proposals for a National Tourism Intelligence Unit that would address some of these issues around
data are being developed by the Partners for England initiative. This initiative is being led by the England
Marketing Advisory Board and the South West of England RDA with the support of VisitBritain. A
working group of 20 local authorities is exploring local government’s contribution and engagement in this
initiative.

March 2007
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Memorandum submitted by Capital Region Tourism (CRT)

Introduction

1. The Culture, Media and Sport Committee of the UK Parliament has announced a new inquiry into
the tourism sector in the UK. The Committee is particularly interested in receiving evidence on a number
of issues which are identified in this response followed by relevant comments from Capital Region Tourism.

Background

2. Capital Region Tourism (CRT) is the regional tourism partnership (RTP) for South East Wales with
resources and responsibilities devolved from Visit Wales (part of Welsh Assembly Government) for the
implementation of the regional tourism strategy. One of four such RTPs in Wales, CRT is the lead body
for tourism in the region and its board of management comprises nominated representatives from all local
authorities in the region and a corresponding number of elected industry directors. The strategy, fully
revised in 2003, is a key plank of the economic framework for the region developed by South East Wales
Economic Forum and identifies five key market propositions where the region has significant advantage:
Business Tourism; Events; Culture and Heritage; Luxury Breaks; Golf. South East Wales generates one
third of Wales’ overall tourism revenue which includes half of all international tourism and two thirds of
all business tourism.

3. While in statutory terms the development and marketing of tourism are devolved matters for the Welsh
Assembly Government, tourism in Wales is nonetheless directly aVected by UK Government interventions
and activities in respect of the fiscal, regulatory and primary legislative framework as well as sponsorship
of major national initiatives (eg the Olympics) and the remit and funding of VisitBritain (VB) which, it is
worth restating, is charged with marketing the whole of Great Britain.

4. CRT is aware that a number of the comments contained in this response may echo those received from
other tourism organisations in Wales. This is not altogether surprising and is symptomatic of the close
working relationship between public, private and voluntary sectors within tourism here.

Comments

The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

5. It is not helpful to restrict observations to “traditional tourist resorts” but more properly perhaps we
should consider the current and future impacts on both traditional and emerging patterns of tourism (or,
more accurately, the overall visitor economy). The vast majority of tourism for the UK remains generated
within the UK whether related to business or leisure travel and arguably low-cost airlines have allowed
increasing numbers to both fulfil aspirations for overseas travel and maintain levels of visits within the UK.
We must also remember that scheduled flights work both ways and low fares make the UK more aVordable
for new markets (eg new EU states), albeit much of the first-time traYc gravitates to London. Overall,
however, the challenges and opportunities as identified in the Wales tourism strategy “Achieving our
Potential” and elsewhere should be seen in terms of:

(a) Consumer-Led Drivers:

(i) Consumers’ time—competition for consumers free time will become more intense and they will
be looking to get more from their free time.

(ii) AZuence and well being—we are becoming more aZuent with the result that the consumer
will be more likely to seek fulfilment through spending on leisure experiences.

(iii) Connected society—growing importance of online search and booking for holidays.

(b) Supply-Led Drivers

(i) Skill gaps—problems with staV recruitment and skill deficiencies continue to cause major
diYculties for tourism operators.

(ii) Brand development—brand reassurance is a key consideration for many consumers seeking
guarantees about product quality and value for money. Conversely, an increasing number of
consumers adopt a more individualised approach avoiding brand names and seeking a more
unique experience.

6. Underpinning these drivers are “macro” issues to which tourism has to respond, which go beyond
short term trends and tourism “fashion”: demographics (aVecting both visitor profile and workforce
availability); economic growth, interest rates and consumer confidence; perceived threats to security and
welfare; growing environmental awareness and climate change.
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The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

7. Government intervention in tourism has traditionally been based on the market failure argument—
for a disparate but ubiquitous sector, characterised by the large number of small and micro-businesses,
government (or its agencies) needs to provide coordination and resources in strategic planning, branding,
marketing and development. Over time, however, governments have also appreciated the significant return
on investment, against a broad range of social, cultural and economic targets, in arguably the most
sustainable of all industries—a UK tourism job, after all, cannot be exported and tourism is arguably at its
most successful, distinct and attractive when based on local environmental, cultural and heritage assets.

8. In Wales alone VAT receipts (let alone excise duties, and personal and corporate taxation) amount to
£509 million per annum against an investment of £20 million in VisitWales. In addition tourism is seen as
a tool for community regeneration and economic diversification as well as a vehicle for wider promotion of
a country as a brand. To establish eVectiveness it is important to first deconstruct the various objectives of
DCMS and its agencies as stated in their long term strategies and then establish whether they are relevant,
mutually compatible and accurately measured.

9. Undoubtedly, the position of DCMS, as (through English Heritage, National Museums etc)
attractions operator, sponsor of VisitBritain and regulator for the sector, does create tensions eg casino
licensing, lottery funding, licensed premises etc. In Wales it has been appreciated that Government’s key
function in tourism is as brand guardian with “hard” and “soft” development and marketing funds
channelled to fulfil the brand promise. Here, tourism is perceived as a wealth creating activity based on the
service sector so responsibility sits within the department of enterprise, innovation and networks.
Government’s role as cultural patron is discharged through a diVerent department. The partnership is
completed by recognition of the fundamental role of local authorities as destination managers.

The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure in
promoting the UK both as a whole and in its component parts

10.The annual report of VisitBritain states:

Objectives

VisitBritian has the following goals:

— Promote Britain overseas as a tourist destination, generating additional revenue throughout
Britain throughout the year.

— Grow the value of the domestic market in England by encouraging people in Britain to spend
more on tourism throughout the English regions, throughout the year, informed by advice
from the England Marketing Advisory Board and working with private sector, regional and
local government partners.

— Help the UK tourism industry to address international and domestic markets more
eVectively.

— Provides advice to Government on matters aVecting tourism to Britain and contribute to
wider Government objectives; and

— Work in partnership with the devolved administrations and the national and regional
authorities.

11. There remain a number of unhappy tensions intrinsic in this remit not least for the same organisation
having to promote the whole of the UK to the international market and one specific part of it to the domestic
and international market. It is, therefore, at one and the same time, in direct competition and cooperating
with the home countries’ tourism agencies.

12. VB has very little to spend on its marketing of Britain, especially when compared to international
rivals. The agreement for VW to concentrate on long-haul and developing markets, leaving Wales to pick
up its own northern European markets, is excellent in theory but entirely dependent on enough resource
being available for both to do an adequate job.

13. VB is by statute also accountable to the devolved home country administrations as well as DCMS
and the Chair of the Tourism Advisory Panel sits on the VB board. This formal responsibility goes some
way beyond “work in partnership with [. . .]”.

14. VB has played a very useful leadership role in moving forward grading harmonisation.

15. The market intelligence compiled and disseminated by VB is of high quality.
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The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

16. Studies over the past decade and more have noted the competitive disadvantage to the UK of a VAT
rate of 17.5% as applied to tourism products and services both in terms of rival destinations (especially in
emerging European destinations) and in the artificial “jump” between businesses below and above the
threshold (which results in good businesses sometimes being reluctant to grow). The same studies point out
that a reduction in the VAT rate for tourism would result in a net overall increase in tax take for the
Treasury.

17. There are ambiguous messages being received about Air Passenger Duty—is it purely a regressive
revenue-raising measure or a genuine attempt to curb air travel growth as a response to climate change? If
there was a commensurate reinvestment in “on territory” public transport provision or road improvements
perhaps the industry would be less cynical about the Treasury’s motives [. . .] In net terms however the UK
industry would benefit if more Britons were persuaded to holiday more frequently within the UK.

18. Similarly the industry view the “bed tax” proposal with some alarm as it is a regressive tax, and
whether applied locally or nationally, creates a competitive disadvantage. The only ameliorating factor
would be if the proceeds were hypothecated for local investment in tourism infrastructure, marketing and
product development.

19. From a South Wales perspective the Severn Bridges’ tolls, and the threat of a toll road alternative to
the M4 put the region at a relative disadvantage as this is a direct tax on visitors from our main markets.
The enlightened attitude of the Scottish Executive in scrapping the Skye Bridge tolls, largely on the tourism
argument, is noted.

What data on tourism would usefully inform Government policy on tourism

20. Wales has pioneered the development of tourism satellite accounting to more accurately reflect the
overall impacts of the sector. This is more helpful if all economic sectors are measured the same way.
National surveys (eg UKTS) have been subject to frequent changes in methodology resulting in lack of
credibility in terms of year on year trends. “Bottom up” data driven by locally derived occupancy,
attendance, behaviour, attitude and expenditure are the most useful as they can inform spatial investments,
aid integrated quality management of destinations and identify the relative importance of tourism to an area
or region.

21. Arguably, measuring what has happened is not as useful as predicting what is to come and
government has a major role in coordinating forward-looking research which destinations and the industry
are not able to fund. Where is the R!D department of UK tourism?

22. When it comes to employment statistics, elements of tourism, leisure and hospitality—the visitor
economy—are currently spread over a number of SICs which have to be disaggregated.

The practicality of promoting more environmentally friendly forms of tourism

23. The vast majority of tourism movements to and within destinations will continue to be made by
private cars. Public transport alternatives, whether to or in destinations, are currently planned for social
rather than economic outcomes. If these were devised with the needs of tourism and tourists in mind, in
terms of timetabling, marketing, pricing, access and information then they would be taken up. CRT is
working with the South East Wales Transport Alliance to ensure the needs of and potential contributions
from tourism are taken fully into account in the drafting of the Regional Transport Plan.

24. Wales, along with much of Britain, relies on the successful conservation of landscape and built
heritage to provide the raw material for tourism products. In addition local cultural distinctiveness provides
the reasons for choosing one destination over another. It is implicit therefore that the tourism industry has
a long term commitment to environmental and cultural as well as economic sustainability.

25. Tourism like any other service sector must respond to the growing environmental awareness in
society. UK-based businesses have perhaps been slow to learn from some of the outbound operators in terms
of the PR benefits of oV-setting schemes etc.

How to derive maximum benefit for the industry from the London 2012 Games

26. The critical issue is to take advantage, with additional marketing resources, a coordinated cultural
events programme and shared branding, of the raised profile of the UK in the four year Olympiad leading
up to 2012 and (less so) the legacy “afterglow”, rather than the few weeks of the games themselves. Most of
those attending the Games will be from the UK so there will be displacement from other activities and
regions. While some will make the games part of a longer “once in a lifetime” trip to the UK, the overseas
visitors not interested in the Games themselves will stay away because of (perhaps misplaced) fears over
security, rip-oV prices and over-crowding. It will be important therefore to ensure that messages about the
impact (or lack of it) of the Games outside the immediate London area are timely and accurate.
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27. It is important that any increased remit or governmental pressure for VB to market the Games is
accompanied by a separate and additional budget.

28. There will be some limited opportunities for the regions to host training camps but it is regrettable
that current Olympic standard venues available outside London (eg velodrome, white water etc) will be
duplicated for the games themselves.

29. There are significant opportunities for volunteer programmes to help with staging the Games and
these should be open to all parts of the UK. These skills will be then transferable back to events across the
country. Training for such programmes could particularly assist those communities with high levels of
economic inactivity.

March 2007

Memorandum submitted by the Tourism Management Institute (TMI)

1. The Tourism Management Institute (TMI)

1.1 The Tourism Management Institute (TMI) is the professional body for destination managers. Its 350
members are in the main practising tourism destination managers in national, regional, sub regional and
local tourism and destination management organisations, from VisitBritain to local authority tourism
teams. AYliate members include a number of higher education tourism and destination departments, and
suppliers of services to destination management. Further details about TMI can be found on the Institute’s
web site, www.tmi.org.uk

1.2 This memorandum has been specifically prepared for the Select Committee Inquiry following e-mail
consultation of our members. Responses were received from members in Regional Development Agency
tourism teams, local authority tourism oYcers and consultants from a range of destinations across England,
Wales and Scotland. It considers each of the issues on which the Committee requested evidence. Members’
responses are summarised below.

2. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap Flights Abroad, and Their Impact on Traditional Tourist Resorts

Challenges

2.1 TMI members believe that the main challenges confronting the UK’s tourism industry concern
competitiveness and product quality. Competition will become increasingly fierce in the coming years from
an increasing number of alternative lower cost destinations that are perceived as oVering a better experience
in terms of interest and quality. It will also come from alternative demands on peoples’ increasingly limited
free time.

2.2 Many of the factors that have traditionally been held up as securing tourism’s long-term growth have
been challenged in recent years.

2.3 Increased leisure time by the move towards more pressured lifestyles, longer working weeks and later
retirement.

2.4 Increased aZuence, particularly in retirement, by the increasing number of people living longer but
without adequate pension provision and facing spiralling fixed home costs.

2.5 Increased wish to travel by the growth of other forms of interest and status and increasing awareness
of the environmental harm caused by many forms of transport.

2.6 Increased safety as the world becomes a smaller place by the perceived growth in global terrorism.

2.7 Increased ease of travel by greater congestion particularly in developed countries.

Specific challenges include:

2.8 Cheap flights continue to undermine the ability of the UK to market itself as a competitive destination
for short breaks, to UK residents.

2.9 The already high cost railway and road system being exacerbated by the possibility of road pricing
being introduced on motorways and major highways. Will this lead to a clogging of the secondary road
system?

2.10 The UK’s reliance on a light touch regulated product oVer in accommodation, restaurants and
attractions meaning that many sub-standard businesses continue to trade.

2.11 The continued decline of towns dependent on traditional leisure markets.
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2.12 The potential decline of towns and cities dependent on retail as increasingly low margins and the
move towards web based shopping lead to clone high streets and the inexorable rise of out of town malls.

Opportunities

2.13 Cheaper inter-city rail travel would help to encourage UK residents to take rail breaks in the UK
rather than be seduced into flying abroad through cheap pricing.

2.14 There is scope for VisitBritain and gateway destinations in the UK to use the low cost carriers to
more eVectively generate inbound tourism. This will need a strong local need but core support from the
national level.

2.15 More traditional resorts need to embrace their distinctiveness and local culture and harness the
energy from the many artists and creative businesses which have chosen to locate to seaside towns in recent
years. Brighton and Whitstable are two good examples of destinations re-emerging through the celebration
of local creative energy.

2.16 Traditional resorts will also need to embrace one the most potent and sustainable trends in global
tourism—people travelling for well-being and “self-fulfilment” to places where they can relax, get healthy
and escape the stresses of modern life. There is no better place than the seaside to detox from the world.

2.17 VisitBritain should be identifying the “emerging” destinations more and pushing marketing
resource around these rather than just towards the honey-pots. This will allow tourism to grow and thrive
rather than become stagnant around the same messages and destinations.

2.18 The need to continue to learn lessons from abroad—in terms of marketing panache, destination
development and improving public transport.

2.19 The completion of the Cross Channel rail link and expansion of Eurostar services across the country
from 2008 will be a great opportunity for linking core city destinations through rail itineraries and rail
holidays—an underdeveloped area compared to other major destinations in Europe.

2.20 Though it makes sense to retain traditional images and messages to emerging markets in Asia and
Eastern Europe, more mature markets (US, Western Europe) need to be supplied with fresh images and
ideas. The Spanish lead with “passion”, the Irish with “charm”. Perhaps the British (and certainly the
English) should lead with humour and creativity.

3. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

3.1 TMI members feel that the tourism reform programme initiated by this Government has had
mixed results.

3.2 We acknowledge that VisitBritain is doing an eVective job at marketing Britain overseas. However,
the abolition of the English Tourism Council and the devolution of responsibility and funding to the
Regional Development Agencies has left a strategic gap at a national level for tourism policy and
development. VisitBritain has struggled to manage and drive forward the quality, tourism statistics and
tourist information agendas because we feel that it has had diYculty in diverting focus, attention and
resources from its strategic marketing remit.

3.3 However, we do feel that VisitBritain could do more to support destinations in their promotional
activities. The requirement for VisitBritain to develop its income generation levels results can result in it
competing with destinations for industry marketing spend. There is a feeling from our members that there
are opportunities for VisitBritain to help destinations promote their websites (for example) at no-cost, rather
than only promoting product that has bought into (often costly) specific campaigns.

3.4 The ability of DCMS to “champion” and advocate the importance of tourism at a national level is
weak. Tourism is a minor player within DCMS and without the benefit of a tourism minister the voice of
the industry within government is limited. Since 1997 DCMS has diverted funding towards Sport England
(114% increase) and the Arts Council (111%) and away from VisitBritain (9%). Taking into account
inflation, this has resulted in a 17% decrease in funding for VisitBritain, in real terms.

3.5 The DCMS “tourism team” appear to be fully consumed with licensing and London 2012, leaving
little opportunity to develop a better understanding of the issues facing the tourism industry and how they
can support them. This has resulted in a feeling by TMI members that DCMS has done little to help local
authorities and destinations retain their commitment to tourism services.

3.6 The links between tourism and other elements of the DCMS portfolio (culture and sport) are
important. But they are no more important (and indeed arguably less important) than the links with the
local authority’s place-shaping agenda (DCLG), with improving training and skills in the industry (DFES),
with delivering high value exports and inward investment (DTI), and with environmental and rural
conservation issues (DEFRA). TMI members feel that either DCMS should begin to take seriously its role
as the champions for tourism as an industry or the responsibility should be passed to the Department for
Trade and Industry.
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4. The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of That Structure in Promoting the UK Both as a Whole and in its Component Parts

4.1 This question focuses primarily on “promotional eVectiveness”, however, it needs to also cover
tourism development, quality and skills issues, as these are also fundamental to a thriving tourism industry.
A poor product will not sell, however much money is thrown at promotion.

4.2 The support structure for tourism has undergone massive change since the strategic lead for tourism
in England was given to the Regional Development Agencies in 2003. TMI members understand that this
was aimed at mainstreaming tourism within economic development activity; encouraging greater private
sector involvement and reducing local authority tourism duplication and overlap through the formation of
public/private sector partnership Destination Management Organisations; and providing greater marketing
resources for overseas promotion.

4.3 All nine regions have developed diVerent models to seek to meet these objectives. This has caused
significant upheaval for TMI members; a great many of whom have had major changes to their roles and/
or employers in the last four years. RDA leadership and support for tourism development has been much
stronger in some regions than others. TMI members in the North and Midlands are more likely to feel that
the change has been positive as central government has diverted funding to regions with higher levels of
deprivation. Where Destination Management Organisations (DMOs) are receiving strong support from the
RDAs there is optimism and members have positive expectations for future improvements. However, this
will be contingent on maintenance of expenditure on tourism by all parties (DCMS, RDAs and local
authorities). The implications of the Comprehensive Spending Review could therefore be dramatic and it is
unlikely that the private sector will be able to make-up any funding shortfall within newly created DMOs.

4.4 However, the new structures did result in the creation of geographical regions that do not make any
sense to the consumer. This has in some cases led to a shift from the promotion of small local authorities as
destinations that have no “brand recognition” to the promotion of whole regions that don’t either.
Marketing activity is still too often led by the narcissistic aspirations of the funding organisations rather
than focussing on generating consumer interest in recognised destinations or products. Although, we do
recognise that there has recently been movement in some regions towards addressing this problem and
support this development.

4.5 There is also a feeling that there is still a gap at a national level for promoting England to the domestic
market and that the current England Marketing Advisory Board should be evolved to include
representatives from local government, the regions and the private sector into a more eVective
stakeholder body.

4.6 However, whilst all these major changes have taken place, DCMS has given the appearance of being
neutral to the changes. Far from leading the agenda, it has struggled to keep up and has issued no guidance
to the RDAs about best practice or key improvement measures. We are left asking “why does the
responsibility for tourism remain with DCMS when regionally it sits with RDAs that have an economic
development role?”

4.7 The biggest impact of the changes has been for the local authorities who have sometimes felt as the
“whipping boys’, held responsible for all the mistakes of the past. In fact, they have often been the only
consistent source of public sector investment in tourism for the last 40 years. None the less, most local
authorities do recognise the need for them to review their role in tourism and this is being fostered by
working being done through Partners 4 England and through the Lyons Enquiry. This is leading to a greater
understanding and recognition of the local authorities’ vital and unique place-shaping role.

5. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (including the “bed tax”) Upon the Industry’s Competitiveness

5.1 As outlined in 2.1 the UK is known to be expensive and it doesn’t compensate for that with quality,
distinctiveness or value for money—unlike Italy which is expensive but oVers that extra va va voom! So
existing and additional taxes will always be a “hold back” during the decision-making process (domestic
and overseas).

5.2 While TMI members recognise that additional funds to support UK tourism need to be sourced
somewhere the problem with suggestions such as changes to APD and the introduction of bed tax is
fundamentally that they are skewed towards certain customers and that there is no guarantee that new funds
generated would be re-allocated towards the purpose given for its collection. Tourism interests have
highlighted the amount of income generated for the exchequer by VAT payments from visitors for many
years yet only a tiny fraction of this has been invested by successive governments in measures designed to
grow the market although this would of course lead in turn to increased receipts.

5.3 TMI members are widely opposed to bed tax for the reasons articulated by the Tourism Alliance and
the points made above: research by Nottingham University shows that a 1% rise in prices relative to other
countries leads to a 1% decrease in international tourism; research by VisitBritain has given a higher (1.4:1)
loss ratio for international tourism.
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5.4 However they have particularly identified the unfairness of bed tax concentrating new income
generation on the sector of the industry, accommodation providers, who already contribute most to eVective
marketing partnerships with destination organisations.

5.5 Many TMI members recognise the value in having an element of the taxation burden for the provision
of local services used by and marketed to visitors paid by visitors rather than wholly by local tax-payers
through Council Tax and Business Rates. They recognise that in many parts of the world an element of local
taxation is added to each local sale because they see it on sales receipts often with an explanation of how
the funding has been hypothecated. Whilst a local sales tax in the UK would create its own problems, not
least in driving up costs, it would have the benefit of being applicable to all sectors and would have the
potential to be transparently used in support of local service delivery.

6. What Data on Tourism would Usefully Inform Government Policy

6.1 The inability of DCMS to implement the findings of the Allnutt Review of Tourism Statistics has been
very disappointing. However, we feel that this may well have been a result of devolving far too much
responsibility to the regions and not retaining the ability at a national level through its own powers or that
of its sponsored agencies to implement initiatives that would benefit the national tourism industry.

6.2 The perennial problem with tourism statistics has been their failure to be collected in a means that
will allow them to be mainstreamed into the data sets used by national, regional and local agencies to
measure economic performance and social impact and help set strategy. This reflects both a failure and a
suspected lack of will to come to terms with the dynamics of an industry that doesn’t fit existing economic
models because it is defined by the users of goods or services rather than by their suppliers.

6.3 Work by Allnutt, by regional development agencies and some local authorities has attempted to
address the issue and is leading to some improved data in some areas but the lack of national leadership
means it remains fragmented.

6.4 TMI members are sure that once a recognised and eYcient means of assessing tourism’s impact on
the national and local export economy is developed the value and return on investment it provides will be
greatly enhanced and ultimately its eYciency will be greatly increased.

7. The Practicality of Promoting more Environmentally Friendly Forms of Tourism

7.1 TMI has long been a strong advocate of mainstreaming sustainable tourism principles into
destination planning and advocates the VICE model whereby equal consideration is given to the needs of
Visitors, the Industry, the local Community and the Environment.

7.2 The Institute supports the findings of the conference Towards Sustainability in English Tourism
supported by DCMS, VistBritain, South West Tourism, New Forest District Council and Tourism South
East which took place on 1 November 2006.

7.3 This found that the sustainable business model that has been developed and piloted in the New Forest
should to be utilised by the private sector and adapted for destination managers to utilise to assist businesses
and promote sustainability and good practice.

7.4 The model will be supported by a good practice and learning model accessible through a web site
www.susdestinations.co.uk which will itself be linked to a new online tourism management resource being
developed by TMI with VisitBritain.

8. How to Derive Maximum Benefit for the Industry from the London 2012 Games

8.1 TMI has already submitted full responses to the Select Committee Inquiry and Government
consultation on this issue. These can be found on the notice board section of www.tmi.org.uk.

8.2 TMI members greatly welcomed London being chosen as the venue for the 2012 games. However a
lot of the goodwill is being lost because of the way things have been handled since then. In particular, it has
been suggested that the money to be spent on the Games will more than compensate for any future reduction
in DCMS financial support for VisitBritain. This is a real concern, especially outside London.

8.3 It will be crucial to promote other parts of Britain and not allow the benefit to be purely concentrated
in London. It is estimated that 40% of visitors to the Games will stay outside London. Visitors should thus
be encouraged to visit areas outside London when not at spectator events themselves. Could incentives be
introduced to encourage visitors to locate outside of London and travel in for events?

8.4 Clearly, there is a need to invest in promotion and marketing in the lead up to the Games. This was
patently lacking in Greece in the run-up years and the Olympics failed to have the sustained impact on
tourism to Greece which it could have.

8.5 The Olympics are an opportunity for the English/British character to shine through the tourism
marketing. We need to showcase the inherent eccentricity of our country—its quirkiness and humour.
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8.6 It is Important to encourage inbound visits to be long stay—ie don’t just come for the Games but
spend your summer holiday in the UK.

8.7 It is equally important to capture details of who comes, both for research purposes and post-2012
marketing.

8.8 It will be crucial for the transport system in London to work well during the Olympics. Any major
transport problems could be highly damaging to our reputation as a global tourism destination.

8.9 Communication and packaging of tickets, hotels and transport are all important with a need for
transparency of pricing and availability. This packaging should readily combine a visit to an event or two
at the Games to a visit to another part of the country.

8.10 Improving quality standards, tourism statistics and improved international marketing are all vital
to the future competitiveness of the industry. They are important things to get right for the Olympics but—
more importantly—they are issues that must be tackled now, irrespective of whether there are going to be
three weeks of sporting activities in 5 years time.

8.11 The Olympics gives Britain a unique opportunity to present itself as a “happening” country with an
events-led marketing strategy over several years and involving many parts of the UK. The Olympics would
then be seen as one of the jewels in the crown of a well-supported national strategy, rather than the isolated
event it is currently being positioned as.

8.12 A major event that could kick oV the new national strategy is Liverpool, European City of Culture
in 2008. Another key opportunity to celebrate Britain’s rich cultural heritage is the 200th anniversary of
Charles Dickens’ birth, which falls in 2012.

8.13 TMI has already expressed its concern about the Olympics so dominating the tourism agenda in
2012 that other potential visitors will be discouraged from visiting and this could cause major problems in
the rest of the country. There is as yet no evidence that this point is being addressed in the national
Olympics strategy.

March 2007

Memorandum submitted by the Confederation of Passenger Transport (CPT)

CPT represents the operators of bus and coach transport throughout Great Britain and Northern Ireland.
We have over one thousand enterprises in membership, ranging from one man businesses to the major plcs
(Stagecoach, Arriva, First, Go-Ahead, National Express).

Coach based tourism is not the whole product; it is the means to an end. Without the correct infrastructure
in place the attraction and benefits of coach travel will be reduced. Coaches are very eYcient users of road
space—50 or more passengers in a space that might take two cars—and to maximise this benefit need to be
recognised as such in any schemes for road priority and be given the opportunity to drop oV and pick up
their customers at hotels, visitor attractions and locations of interest without unreasonable hindrance.

Traditionally much coach tourism was attracted to seaside resorts. In recent years a severe lack of
investment has reduced many former leading resorts into second rate locations unable to compete with the
perceived attractions of European destinations. Hotel standards and service frequently lag behind those of
their continental rivals and yet the prices charged are invariably higher.

With the increasing awareness of green issues, the benefits of coach tourism will come to the fore and
Government needs to recognise these benefits and ensure they are not compromised by pressure from other
road users.

Inbound group tourism invariably relies on a coach for part of the package, whether for the journey from
the airport to the hotel or for sightseeing. Considerable obstacles are however, placed in the way of a smooth
running operation which will reflect badly not only on the provider of the holiday but the region or indeed
the country.

Whatever eVort and cost that has been invested in attracting inbound tourists will be lost if the visit was
aVected by delays on route and diYculties in reaching the scheduled visits because of congestion or
unreasonable parking restrictions. It is vital that the role of the coach in carrying overseas clients is not
underestimated and every assistance given to help it do what it does best—carrying large numbers of people
in the most eYcient and environmentally friendly manner possible.

I am pleased to submit the comments of the Confederation of Passenger Transport (UK).

March 2007
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Memorandum submitted by the Rt Revd Colin Fletcher OBE, Acting Bishop of Oxford

I am writing in connection with the tourism inquiry which I noticed from the website that you are
managing at present.

In particular I have an interest in all that will be happening in the year 2012. In the year 2000, when I was
Chaplain to the Archbishop of Canterbury, I was also part of a major project known as the London String
of Pearls Festival which involved well over 50 of the great venues and institutions that lie along the Thames.
These included the Cathedrals, Westminster Abbey, the Houses of Parliament, Lambeth Palace, the Royal
Courts of Justice and many others.

In 2002 we did the same again for Her Majesty’s golden jubilee, and the festival was even larger than
before. Each organisation organised its own programme of events and the String of Pearls held this together
to enable many to benefit through its activities in all kinds of ways. Over the past two years we have been
looking ahead to 2012 and have sounded out many of our former partners as to whether they think such a
festival would work again. From extensive consultation last year it became apparent that there is good will
to do something similar again, particular if it focused on the diamond jubilee as well as the Olympics.

My own feeling is that the former is something that is largely being missed at present, but which has the
capability of extending the tourism season well beyond the period of the games themselves. I have, on
previous occasions, written to the DCMS spelling out some of these ideas, but answers have tended to be
fairly non-committal. Now that the timescales are becoming tighter I think that it would be a good idea to
open up these discussions rather more fully, and I am writing this letter in the hope that the Committee will
take them further.

March 2007

Memorandum submitted by the Association of Tourism in Higher Education (ATHE)

1. ATHE: What We Are, What We Do

1.1 The Association for Tourism in Higher Education (formerly the National Liaison Group for Tourism
in Higher Education (NLG) was established following a national conference held in London in October
1993. After seven years and against the backdrop of a rapidly changing higher education landscape and
more importantly, with increased involvement by Government agencies in education there was a growing
need for a “subject association” to represent tourism. De facto NLG was increasingly carrying on the role
of a subject association. This was best demonstrated by the request that it represent tourism in the Quality
Assurance Agency’s Benchmarking exercise in 2000. As a result the decision was taken at the AGM held in
December 2000 to revise the organisation’s constitution and to change its name to the Association for
Tourism in Higher Education.

1.2 As a mature organisation, and a Learned Society of the Academy of Social Sciences, we see our role
increasingly as one that promotes the contribution of university level tourism education and research to an
innovative and competitive sector sensitive to the needs of the full range of tourism stakeholders. In formal
terms, our objectives are as follows:

— To act as the Subject Association for tourism in higher education in the UK.

— To promote the development and recognition of tourism as a subject of study in the UK and liaise
as appropriate with other European Union countries and internationally.

— To encourage high standards in learning, teaching and research.

— To identify and communicate “good practice”, statistics and other information about first degrees
and postgraduate qualifications in tourism.

— To liaise with other bodies concerned with higher education in tourism.

— To support, undertake and disseminate research to further these objectives.

— To maintain links between education on the one hand, and employers and other interested bodies
on the other.

The Chair of ATHE is Lyn Bibbings, Department of Hospitality, Leisure and Tourism, Business School,
Oxford Brookes University. Lyn is also a non-Executive Director of Tourism South East, and Tourism
Liaison OYcer for the Higher Education Academy.

2. Tourism in Higher Education

2.1 Higher education tourism provision (including HE in FE colleges) takes place in 120 institutions (see
Annex 1). The total population of students enrolled on the principal Joint Academic Coding Scheme JACS
subject “N8”, ie “Tourism Transport and Travel” according to HESA records for 2004–05 was 11,180.
Table 1: provides an overview of this population at the four-digit JACS code level.
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Table 1

ENROLMENTS IN TOURISM TRANSPORT AND TRAVEL 2004–05

JACS 4-digit Subject Total %

(N800) Tourism, transport & travel 7,410 66.3
(N810) Travel management 135 1.2
(N820) Event management 1,385 12.4
(N830) UK tourism 480 4.3
(N840) International tourism 885 7.9
(N850) Transport studies 215 1.9
(N852) Sea travel 170 1.5
(N853) Air travel 405 3.6
(N890) Tourism, transport & travel not elsewhere classified 95 0.9

Total 11,180 100.0

Data supplied by HESA.

2.2 Tourism is located, inter alia, in HE business schools, departments of geography, anthropology,
sociology and media/cultural studies. Topics taught can be ranged along a continuum with the two poles
being characterised as “tourism as business” and “tourism as problem”. In other words, student experience
varies from straightforward studies about the management and quantitative analysis of the sector to hard-
edged critical appraisal of its impacts-especially in developing countries. In addition to the undergraduate
provision, HE also oVers a range of Masters level programmes and PhDs.

3. Tourism Research in HE

3.1 It is fair to say that globally, the UK is a leading producer of high quality academic journal articles
and other research outputs. Our intellectual competitors are Australia and New Zealand. Tourism in both
these countries contributes significantly to their international identity and national economy—as reflected
in consistent and generous government tourism research funding. However, it is paradoxical that while in
the UK, the quality of academic tourism research is unquestionably good, the public funding of this research
is fragmented and inconsistent, leading to a lack of empirical work. For example, analysis of Economic and
Social Research Council’s grants for the last 25 years reveals that only nine grants have been awarded to
tourism studies and only four post-doctoral awards have been made. In no way does this reflect the vital
role that tourism plays in the economic and social life of the nation.

3.2 However, the ESRC now recognises that as tourism is such an important part of the economy, and
an integral part of society, research that brings together academics and the users of research, should be
funded. To this end ATHE have been working with ESRC to develop mechanisms to achieve this.

3.3 This is not yet reflected in other funding programmes. For example, in 2004 a major five year
programme called “Rural Economy and Land Use-(RELU)” was launched by Research Councils UK
(RCUK). RELU describes itself as an:

[. . .] unprecedented collaboration between the Economic and Social Research Council (ESRC),
the Biotechnology and Biological Sciences Research Council (BBSRC) and the Natural
Environment Research Council (NERC). It has a budget of £24 million, with additional funding
provided by the Scottish Executive Environment and Rural AVairs Department and the
Department for Environment, Food and Rural AVairs.” (http://www.relu.ac.uk/about/)

RELU is predicated on following terms:

[. . .] Rural areas in the UK are experiencing a period of considerable change. The Rural Economy
and Land Use Programme aims to advance understanding of the challenges caused by this change
today and in the future. Interdisciplinary research is being funded between 2004 and 2009 in order
to inform policy and practice with choices on how to manage the countryside and rural economies.
(http://www.relu.ac.uk/about/)

Given RELU’s logo of “Harnessing the sciences for sustainable rural development” it is nothing short of
astonishing that not only is there no major tourism strand (given that tourism—as the economic impact of
Foot and Mouth demonstrated—is probably more important to the rural economy than agriculture) but
there is no tourism research. When asked about this, the programme director, Professor Philip Lowe said

[. . .] We have no specific projects on tourism but we do have projects on countryside leisure and
recreation including a holistic study of angling and its links with the river environment (led by
Oughton), and two projects on disease risks for visitors to the countryside (Killham on E-coli and
Quine on tick-borne diseases). (Email correspondence Burns/Lowe, 12 March 2007).

Having briefly set the scene of tourism education and research in higher education we now turn to the
specific issues raised by the Select Committee. It is important to note that ATHE is more interested in some
aspects rather than others so the Select Committee issues will not be treated equally.
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4. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap Flights Abroad, and Their Impact on Traditional Tourist Resorts

4.1 Challenges: Limited public sector funding for tourism and high number (80—90%)of private sector
SMEs and micro-businesses with budget constraints militating against marketing partnerships. Regional
and sub-regional parochialism amongst local authorities working against joined-up thinking and need for
collaboration to compete as UK entity. Provision of value for money experiences; quality of customer care
and service; realities of unreliable weather patterns and the need for “intelligent” (ie not games and arcades)
wet weather leisure provision that goes beyond cloned shopping malls. Some “lifestyle business” operators
are satisfied with “making a living” rather than “making a business” leading to motivational problems in
improving service quality and business eYciency. Some research indicates a general lack of innovation in
the sector leaving it unable to satisfy the demand for peak experiences sought out by tourists.

4.2 Opportunities: Window of opportunity with an ageing (baby-boomer) population and disposable
incomes suggesting demand for additional holidays and short breaks that might be taken in UK. VFR travel
and day visits markets are continually under-exploited in the UK. Growing interest in health/ lifestyle
holidays also links in with demographic trend; heritage tourism; short break markets; activity holidays.
However, the research is predicated on markets and marketing rather than addressing research questions
in a scientific manner. The major opportunity is for the tourism sector to work much more closely with the
HE sector in driving innovation and productivity. Universities could also work with the sector to use
environmental concerns about carbon footprints to promote “holidays at home”. But this would need a
framework and funding.

4.3 Low cost carriers: This needs intense, non-partisan, multi-disciplinary research. Some indicative
research indicates that the impact of low cost carriers is positive for local airports but has little eVect on local
destinations.

4.4 Resorts: Governments are the only stakeholders that can reverse the decline in resorts, in partnership
with private sector. The situation is not good. To cite evidence from Shaun Woodward MP, Minister for
Creative Industries and Tourism (Memorandum by the Department for Culture, Media and Sport (DCMS)
(CT 64)) to Select Committee on Communities and Local Government Committee dated 27 November
2006:

Domestic Visitors: Visits to the English coast by domestic visitors create around £4.8 billion of
expenditure. This is made up of:

— 17% of overnight stays and around £3.6 billion of expenditure. [in 2005, 19.3 million overnight
trips were made by UK residents to the English seaside. On these trips, a total of 83.3 million
nights were spent.]

— An estimated 7% of day trips and around 5% of spend (approximately £1.2 billion) [The latest
figures for day visits cover the 2002–03 period at present, and these show that there were 1.1
billion tourism day visits in Great Britain, of which 7% were to the seaside or coast.

— The average spend per visit for tourism day trips to the seaside and coast was £18.50. markedly
lower than the average spend for tourism day visits to either cities or the countryside (£30.80
and £20.70 respectively).]

4.5 One interpretation on these last data (spending patterns) is that visitors find nothing worthwhile to
spend their money on (the lack of innovation argument). This interpretation is of course speculative because
there is no empirical qualitative base from which to work.

5. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

5.1 DCMS suVers from having a very small staV responsible for tourism and changing staV leading to a
loss of knowledge and expertise. Similarly the frequent changes in Ministerial responsibility has led to a lack
of experience evident at this level. This has meant there has been a real lack of progress in terms of both data
collection and analysis and in policy formulation and implementation. Universities could have a role to play
in remedying this situation but there needs to be funding to allow this. There is also little or no funding
available to allow the initiation (through DTI) of Knowledge Transfer Partnerships in tourism.

5.2 VisitBritain has suVered a declining budget for many years, and although its functions have been
reduced to be primarily responsible for marketing Britain, other functions it previously had, notably
research and training, have not been eVectively taken on by other organizations leading to a serious gap in
data available for the industry. This is particularly important in an industry dominated by SME’s which do
not have either the resources or expertise to carry out research on the scale necessary to provide data to
inform strategic decision making. This does raise the question about how evidence based policies can be
developed.

5.3 Some ATHE members (in the North and Midlands) felt that in their dealings with the tourism industry
a perception of VisitBritain being London-centric and out-of-touch with regions persisted. Funding and
support for soft initiatives such as training and marketing remains an issue for SMEs and micro-businesses
in tourism. A member from Scotland said “There have long been, and remain, very strong feelings indeed
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within Scotland that, despite the fact that Tourism is the country’s most important industry, we still do not
have a dedicated Minister. Moreover, turnover in those holding the Tourism portfolio has been very high
indeed over recent years”.

5.4 More needs to be undertaken to ensure tourism has a collective voice and clear recognition that it is
valued by ministers and government departments with funding to support that view.

6. The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of That Structure in Promoting the UK Both as a Whole and in its Component Parts

6.1 Responses from members to this issue tended to be conflated with 5 (above). For example, an ATHE
member from SheYeld noted that the Yorkshire Tourist Board is still accused of over-representing North
Yorkshire rather than the full region. The loss of the coherent framework of national and regional tourist
boards has led to increased fragmentation of responsibilities across tourist boards, RDA’s and DMO’s, and,
in particular a lack of any coherent framework of responsibility for national data collection and analysis
and national training programmes.

6.2 The position of “England” within the UK structure (which has separate tourist bodies for Wales and
Scotland) creates an inconsistency that can only damage the success of England and hence of the whole UK
both in attracting and retaining tourists and in achieving a coordinated and eYcient approach to responding
to the challenges raised by tourism. This is exacerbated by the location of tourism within the remit of the
RDAs, which take diVerent approaches and express diVerent levels of interest in tourism. This means that
diVerent provision for tourism, in matters from funding research to promotion, is made in diVerent regions.

6.3 In the case of Scotland, it is generally felt that, given its strategic importance to the Scottish economy,
Tourism remains relatively neglected and under-funded. Whilst VisitScotland is broadly regarded as doing
its best with the resources available, it is further felt that there is also a need for a more integrated and
eVective approach towards promoting the UK and its component parts.

6.4 Likewise, Welsh members of ATHE felt that the impact of what was generally considered a very
eVective WTB being absorbed into WAG has yet to be seen.

6.5 Funding bodies do not always reach down to grass roots level to see eVective partnerships.

6.6 It remains questionable that development agencies have grasped the significance of tourism sector
there is continued confusion over strategic direction and communication.

7. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (including the “bed tax”) Upon the Industry’s Competitiveness

7.1 The UK is a high cost destination (for example public transport costs are among the highest in the
world). In this respect, direct taxation on tourism (unless it is hypothecated to addressing specific needs like
training, marketing and environmental concerns) damages our competitiveness.

7.2 But, the consideration of the tax regime should not be couched solely in terms of competitiveness. Tax
revenues are a significant government benefit from tourism.

7.3 As widely discussed within the industry press of late, there is widespread concern, indeed disbelief,
with regard to the mounting taxation burden. In particular, the recent introduction of Airport Departure
Tax is considered to be especially ill-judged and flawed in its underpinning justification.

7.4 However, scientific (unbiased) research needs to be undertaken to demonstrate how the imposition of
taxes is making the UK less attractive as a European destination.

8. What Data on Tourism Would Usefully Inform Government Policy on Tourism

8.1 This question caused much concern to members, many of whom spent time and eVort responding to
the 2004 Allnutt report on tourism statistics. At that time, the ATHE submission included the following
observations:

8.1.1 ATHE assumes that the review of tourism statistics is part of a bigger UN World Tourism Organisation
(UNWTO) initiative to standardise statistics across nations and ATHE confirms standardisation is a key point
for academics, from both a teaching and research perspective. Students are endlessly tripped up by statistics
from diVerent countries (or even from the same country but from diVerent years) which purport to indicate the
same thing, but have actually been measured in quite diVerent ways eg tourism revenue/spending, value of the
tourism industry, contribution to GDP, tourism employment, multiplier eVect data etc.

8.1.2 ATHE would wish to highlight the following issues:

— Clear, reliable, up-to-date and comparable statistics across a consistent set of areas.

— The means of measurement to be clearly expressed along with the data produced eg if we are giving
statistics about incoming tourists to the UK, or about day trips, we need to have easy access to how
these data were collected and which definitions were being used.
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— Some expression of the comparative accuracy/reliability of data should also be published—eg “this
is accurate to within %/- 5%” or similar.

— The ability to compare between countries using the same measures and definitions would be ideal (as
per UNWTO plans).

— Better dissemination of data through key publications and via the web.

— Data to be able to make up Tourism Satellite Accounts (TSA) for the UK and regionally.

— The ability to disaggregate figures down to local levels and to sector levels. At present the figures can
only provide national and occasionally regional pictures. This hardly provides a basis for knowing
what is happening in tourism.

— Samples need to be big enough to allow confidence as well as disaggregation. The sizes are acceptable
for the IPS data (although information is not collected for much disaggregation on the supply side)
but the UKTS is based on very small samples which really do not permit much breakdown or analysis.

— Definitions used for international and domestic should follow the UNWTO definitions.

— Regular information on excursions (day-tripper) if we want to have a complete view of tourism.

8.2 Responses to ATHE made to the present inquiry elicited the following:

8.2.1 More detailed regional and sub-regional comparable trend data (even rudimentary volume and
value data is still lacking).

8.2.2 More widely circulated economic value data (perhaps bottom up rather than “weighted down” %
more helpful, particularly at sub-regional & local levels).

8.2.3 ITC resource needed such as a tourism monitor for industry and researchers to subscribe to (a more
sophisticated Englandnet?) More user-friendly tourism research points of contact for SME advice/
problem-solving?.

8.2.4 Lack of data and reliable key performance indicators is hampering any real long term planning.
Local data is far from accurate to influence investors and other stakeholders.

8.2.5 There is a major opportunity for RDAs, and the various regional constituent bodies of DCMS along
with VisitBritain to work in long term collaborative partnership with universities to produce, analyse and
disseminate high quality qualitative and quantitative data on tourism. This could be on a region by region
basis within a generic framework using agreed generic methodologies and modes of analysis.

9. The Practicality of Promoting more Environmentally Friendly Forms of Tourism

9.1 We are somewhat surprised at the wording of this issue. It is as though “promoting more
environmentally forms of tourism” was an option. It is not a matter of weighing up the “practicalities” but
of creating intelligent, innovative tourism products with a low carbon footprint. Such innovation needs to
be based on scientific research and training along with public information dissemination about the need to
embrace a less damaging approach to using (as tourism does) the environment for leisure purposes.
Changing behaviour is the key to this and members of the ATHE (Burns at Brighton and Bibbings at
Brookes) have completed a conceptual paper on the issue of managing demand and consumer behaviour as
mitigation for climate change and tourism that can be made available as an additional submission to the
Committee should they so wish.

10. How to Derive Maximum Benefit for the Industry from the London 2012 Games

10.1 Joined-up thinking and inter-regional collaborations needed rather than internal competition.

10.2 Needs to be based upon carefully considered and well-structured research, in such aspects as case
study analyses of previous destinations where the Games have been mounted.

10.3 Focus on the medium term influences of Olympics on tourism as well as accepting the nature of mega
events that may hinder tourism.

11. General Comments About the Value of Tourism in HE

11.1 Members sometimes feel that it is an under-valued subject area. The multidisciplinary and theoretical
bases are often overlooked or misunderstood. There is a need to understand the wider context of tourism
and its associated potential benefits for the economy, environmental science/environmental initiatives (eg
Carbon oVset projects, climate change etc) and the social and political implications within the context of
globalization.

11.2 Without high quality research and associated programmes of study, the tourism sector will be limited
in the extent to which it can innovate and meet the needs of all its stakeholders and ultimately remain both
sustainable and competitive.



Processed: 04-07-2008 22:08:56 Page Layout: COENEW [O] PPSysB Job: 386902 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 281

11.3 Skills are needed for the sector to be competitive. Future managers need to be equipped with
“graduate skills” so that the industry can improve its standing and image as a worthwhile sector to gain
employment.

12. Final Comments

12.1 ATHE is a member of the Tourism Alliance, we have seen the final draft of their submission and fully
endorse it.

12.2 Finally, a review of the make-up and structures of DCMS committees and advisory inputs seems to
suggest that there is very little call on the existing expertise of tourism professors and other senior academic
staV. Much the same applies to Regional Development Agencies and the sponsored tourism bodies of
DCMS. Such researchers have knowledge, talent and enthusiasm and they should be an essential part of
any tourism planning and policy arena (an example is “British Tourism Development Committee”). It is
hard to imagine another industry or economic sector where the scientific/academic community is eVectively
excluded from policy advice.

March 2007

Memorandum submitted by the United Kingdom National Commission for UNESCO

Key Points of the Submission

Tourism Promotion of the UK’s World Heritage Sites

1. The 24 World Heritage Sites in the UK have significant potential to contribute more to the tourism
industry. They can contribute to more environmentally friendly forms of dispersed tourism in both urban
and rural areas. However, in order to realise their full potential, more resources are required in order to
promote them. There needs to be a comprehensive UK-wide strategy to develop the brand and promote the
sites better to a wider local, national and international visitor market.

Stonehenge and 2012

2. The World Heritage Site of Stonehenge is a truly iconic site on a global level. However, the current
setting of the site and the arrangements for its one million-plus visitors each year have been described as a
“national disgrace”. It is imperative that this issue is resolved quickly, so that a permanent solution can be
put in place in time for the London 2012 Olympic Games. These are expected to generate significant
additional visitors to the site, as well as shining a spotlight on the UK’s management of this universally
important heritage and tourism destination.

The UK National Commission for UNESCO

3. The UK National Commission (UKNC) was re-established by Hilary Benn in March 2004. UNESCO
is unique in the UN system in operating through National Commissions in its Member States. Under the
UNESCO Charter, National Commissions are tasked to advise their governments on all matters to do with
UNESCO. The UKNC is an independent body working in partnership with Her Majesty’s Government and
in close collaboration with the UK Permanent Delegation to UNESCO in Paris. The UKNC comprises an
overarching National Steering Committee and five Sector Committees, including Culture. UKNC members
are independent experts, appointed ad hominem in fields covering the range of UNESCO’s programme of
activities. Meetings are also attended by Government Department representatives, including those from
DFID, DCMS, DFES and FCO.

4. The principal objectives of the UKNC include:

— to provide expert analysis, comment and advice as input to UK policy-making on key UNESCO
programmes and issues;

— to bring to the attention of Government aspects of UK policy towards UNESCO or matters in
which UNESCO has legitimate interest; and

— to facilitate the management of UNESCO activities in the UK.

5. The UKNC Culture Committee was re-established in summer 2005. Its twenty members were
nominated by organisations representing the whole spectrum of the culture sector in the UK, including the
arts, museums and cultural heritage.
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The Culture Committee’s key aims include:

To advise and work with HMG on UNESCO’s cultural activities which have specific relevance to
the UK including UNESCO requests and initiatives, Conventions, World Heritage Sites’ matters,
and cultural education.

Tourism Promotion of the UK’s World Heritage Sites

6. Sites inscribed on UNESCO’s World Heritage List are recognised as being of outstanding universal
value. The World Heritage Site “brand” is one that is globally recognised and has the potential to attract
visitors from all over the world, especially in growing markets. The 24 natural and cultural World Heritage
Sites in the UK are widely dispersed across the country and cover a huge timespan from the geological
treasures of the Devon and East Dorset Coast to the 19th century industrial monuments of Saltaire in West
Yorkshire. All have their own individual ownership and management arrangements. Together, they form
a powerful resource for dispersing tourists, especially overseas tourists, away from “honeypot” centres into
a broader range of urban and rural areas. They can also link in to a number of environmentally sustainable
activities such as walking and cycling.

7. Although the sites are promoted individually (or, sometimes, in limited groups) to a greater or lesser
extent, the joint marketing of this rich resource, particularly for tourism purposes, falls far short of that
undertaken in many other tourist destination countries. A comprehensive strategy is needed to promote UK
World Heritage Sites to home and overseas visitors through consistent joint branding and marketing
activity.

8. The UKNC requests the Culture, Media and Sport Committee to recommend increasing the resources
available centrally for the joint marketing and brand development of the UK’s World Heritage Sites to a
level that is comparable with that seen in other developed countries. This is particularly important in the
context of the lead-up to 2012, and its succeeding legacy.

Stonehenge and 2012—The Urgent Need for Improvement

9. Stonehenge is an iconic site. It is one of the few UK sites immediately recognised by the local, national
and international community. It is used as a symbol of Britain, acting as a magnet and raising the profile of
Britain as a cultural tourism destination. A far higher proportion of the one million annual visitors attracted
to the Stonehenge site are from overseas than any other heritage site outside London. It also, of course, is
an important heritage site in its own right, a collection of prehistoric monuments that are without parallel
on a global basis.

10. The UK has an excellent reputation as an international leader in setting standards of excellence for
the management of cultural heritage assets. The Stonehenge World Heritage Site Management Plan was
praised in 2000 by UNESCO’s World Heritage Committee for its high quality and is used as a model for
other inscribed sites. The actions of the UK over the management of its own cultural heritage of
“outstanding universal value” will therefore be closely scrutinised by the international community and
should maintain the highest practicable standards.

11. Since the Inscription of Stonehenge as a World Heritage Site in 1986, there has been a commitment
by Government to improving public access to this internationally-renowned monument and its
surroundings, and to enhancing its environment by removing the nearby roads. Nearly twenty years have
passed and the issues remain, despite significant investment in exploring over fifty route options, looking at
over half a dozen options for a new visitor centre, and the full democratic process of a Public Inquiry into
proposals for the improvement of the A303, a key strategic route to the South-West, which crosses the site.

12. The Public Inquiry resulted in the Inspector’s recommendation of the Published Scheme, a 2.1km
bored-tunnel and associated works. The roads would be removed from the viewshed of Stonehenge itself
and there would be a substantial degree of re-unification of the landscape, significantly reducing an existing
disfigurement. The Published Scheme would also facilitate the construction of a new visitor centre outside
the WHS.

13. The current course of the A344 where it crosses the Avenue immediately adjacent to Stonehenge itself,
presents a dire and dangerous experience for visitors. We understand that this cannot be easily rectified
without a contemporaneous solution for the A303. This has been one of the key issues which the UNESCO
World Heritage Committee have been concerned over since 1986. The Committee has been supportive of
the careful process of evaluation, and has indicated that the Published Scheme would be an appropriate
solution.

14. A further public consultation on the A303 Stonehenge Improvement Scheme Review was undertaken
by the Highways Agency in 2006. The UKNC recommended that HMG should seek without delay to
implement the Published Scheme, not least because it is the only one that could be completed within the
next five years, if started promptly. Further delay would continue to deprive the public, including the many
international visitors, of the high quality and holistic experience of the Stonehenge WHS that they expect
and deserve. However, to date, there has been no response from the Government to this consultation and
we are no nearer to resolving the long-standing issues aVecting the site.
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15. The combination of improved, safer transport links to the South-West and a significantly improved
visitor and learning experience and greater access to the landscape, for local people and other cultural
tourists is now even more urgent and important in the context of 2012. If, as the Secretary of State for
Culture, Media & Sport, and the Minister for Culture have said, part of the economic benefits of the
Olympics will derive from the promotion of the UK as a quality tourist destination, then the matter of
enhanced access to Stonehenge (and the South-West of England) must be addressed now.

16. The resolution of the “national disgrace” that has been the visitor experience at Stonehenge in time
for the 2012 Olympics and for longer-term gain by commissioning the implementation of the Published
Scheme and the enhancement of this iconic World Heritage Site is of the utmost urgency.

17. The UK National Commission for UNESCO therefore urges the Culture, Media and Sport
Committee to recommend that Government approve the Published Scheme for implementation without
further delay.

March 2007

Memorandum submitted by the Country Land and Business Association

1. The Country Land and Business Association represents some 38,000 rural businesses in England and
Wales. Many of these businesses provide a wide range of visitor services. These are both long established
attractions and accommodation facilities and recently diversified landowners who are a significant part of
the important changes in the rural economy. They play a major role in maintaining a vibrant and prosperous
countryside that is open to all.

2. The CLA is a member of the Tourism Alliance and we endorse and support the content of their
submission dealing with those broad issues that aVect the whole industry in relation to the existing
structures, the eVectiveness of the DCMS, the lack of funding and the eVect of the tax regime on tourism
businesses.

3. There are a number of points we would like to make with specific reference to the rural tourism
industry.

Challenges and Opportunities

4. There are a number of challenges facing the rural tourism industry. Traditionally marketing has
focused on “destinations” based on local authority areas. More recently there has been a drive by RDA’s to
rationalise local authority involvement in marketing and develop larger area partnerships under Destination
Management Organisations (DMOs). There are some examples of best practice at County and DMO level
where the area has a rural profile (the Lake District, Norfolk etc), but in many cases rural areas suVer as
the public profile is invariably focused on the urban centres of these destinations. Rural areas are largely
defined by landscape character and these areas rarely conform to local authority or RDA led DMO
boundaries. The organisations that manage landscape areas are not resourced to develop tourism marketing
or management programmes, and not well linked to the main tourism agencies.

5. The situation is exacerbated by the fact that tourism remains a marginal activity for many councils and
particularly those in rural areas where budgets are small and Local Authorities are continuing to withdraw
funding from tourism as pressures on budgets increase. One of the consequences of this is the closure of
tourist information centres. The eVects of this are more widely felt in rural areas where footfall/passing trade
is lower than city centres and where there is a greater reliance on signposting to businesses from an
information centre. There is a need to consider how the ongoing delivery of visitor information services are
managed and financed in the light of changing technology and visitor expectations.

6. However, the rural tourism product oVers an inexpensive, welcoming, and highly distinctive product
that significantly diVers from the image of wider destinations with urban areas at their core. The opportunity
is to recognise and celebrate the distinctiveness of rural areas and put in place funding programmes and
marketing platforms that allow a higher profile promotion for what is a major attraction for both domestic
and overseas visitors and a product that is at the heart of the “England” oVer.

7. One opportunity to get over the remoteness of rural product and the loss of dedicated information
centres is the development of E-marketing and greater use of well designed and connected web sites by small
rural tourism businesses. This provides important and cost eVective opportunities for connecting potential
visitors with tourism businesses in the UK and is of particular importance in providing a market presence

for rural businesses where they suVer from a lack of association with a significant destination brand.
VisitBritain and Enjoy England have a major role to play here, in presenting product-groups made up of
smaller businesses and distinct rural areas (the country’s hidden gems).

8. The level of e-marketing take up by tourism SMEs in the rural sector, whilst growing, is not at 100%.
However, the barriers to industry take up are not simply technical. There needs to be investment in
encouraging and training the micro-business sector to take advantage of this opportunity, to help them
develop eVective links with customers and commercial and destination-led booking systems, and to develop
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on-line booking services if they chose. The CLA are very happy to work with tourism bodies to deliver key
messages and training to our tourism industry members and the wider rural community. A programme to
bring businesses into e-marketing programmes would allow the sector to realize the opportunity.

9. Moving down the IT route does however present a challenge around maximising take up of the
National Quality Assurance Schemes amongst rural businesses. Increasing costs and industry perception of
a diminished service means that already businesses are less willing to pay the costs of the inspection. Most
local authorities will only promote graded properties in their publications. If however, through direct
booking, they are attracting custom without the need for traditional advertising routes there is less
compulsion to be in the scheme.

10. The challenge is to maintain the credibility of the grading scheme, and encourage more businesses
into it to ensure a high quality product, against growing discontent in the scheme and the opportunity of
alternative means of attracting business. There is a need to make the grading scheme better value for money
for rural businesses and to assess the current central delivery structures against alternative models such as
a licensed delivery service provided at more local level. Greater public promotion of the schemes would also
add value to the cost of grading borne by businesses.

The Effectiveness of the DCMS

11. Given the Tourism Alliance’s points about funding and staYng for tourism within the DCMS which
we endorse, the key issue for the rural tourism sector is the need for greater co-ordination between DEFRA
and the DCMS. Close links between the two departments are needed to ensure recognition of the importance
of tourism to the rural economy and a consistency of approach to diversification driven through the Rural
Development Programmes.

12. DEFRA, as the sponsoring body for Natural England, are also in a position to ensure that its work
on landscape management and wildlife protection are not at odds with the development of the rural tourism
sector, but recognise the essential part that the landscape plays in underpinning the visitor economy. There
are great opportunities for the tourism sector to work with landscape management and wildlife conservation
groups to raise the profile and distinctiveness of rural England as a viable alternative to overseas short break
destinations.

13. There is also a need for greater co-ordination between the two Departments to deliver better data on
the tourism and hospitality sector in rural areas. This general point is covered under “Tourism Data”, but
in this context the opportunity is for the DCMS to work with DEFRA to gather data through DEFRA’s
programmes on the scale, growth and type of tourism sector diversification taking place. This is important
not least to ensure that public funding through the RDPE is not used to create an oversupply of facilities
that undermine the market viability of existing businesses.

The Structure and Funding of Sponsored Bodies

14. The CLA is concerned about the apparent lack of connectivity between tourism organisations
nationally. The current DCMS Tourism Strategy “Tomorrow’s Tourism Today” states that it will
“encourage publicly funded bodies to align plans with national and regional strategies” and that the LGA
will “encourage Local Authorities to devote adequate resources to discretionary tourism marketing
activities”. We believe that neither of these objectives are being met.

15. Across England the RDA’s have been empowered to take tourism policies forward. There has been
a loss of national cohesion on policy, product development, training and research and an increase in
competition between areas for visitors—a competition distorted by diVerential levels of funding across the
regions. If left to operate in its current guise, much of this spend will be used to create further competition
between regions rather than to grow the visitor economy for the benefit of the country as a whole. The CLA
believes that there should be an obligation on regional agencies to work together to maximise public funding
for the tourism economy as a whole and to recognise the need to work with other public agencies to better
promote England’s rural diversity and tourism product.

Tax Regimes

16. Again, we endorse the points made in the Tourism Alliance submission with regard to tax issues. The
only point we would like to emphasise is the concern amongst rural businesses that the imposition of road
pricing could have a disproportionately large eVect on them as, by virtue of their locations, their visitors
must use private transport to access them. Any road pricing scheme aimed at managing the worst levels of
peak time congestion must not penalise small rural businesses as an unintended consequence.
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Tourism Data

17. One of the serious deficiencies within the current data collection systems is the lack of integrated
information available on the rural tourism sector, outdoor recreation, and day visits to the countryside.
Natural England must be involved in any new plans for data collection to ensure an integrated system of
data collection and analysis that is useful to the industry as well as government departments.

18. Overall, the quality of data collection for the tourism industry, both supply and demand, needs to be
improved. Tourism is a very diverse and complex industry and taking its measure using only one or two
strategic targets does nothing to understand its health, impact, or true value to the UK economy. It would be
significantly better to put in place a range of measurements—volume and value, market share, productivity,
growth etc.—to get a genuine picture of tourisms impact in the wider economy. This should include data
collection and analysis across all sectors and oVer reporting on the rural tourism sector as a discrete part of
the industry with its own distinct set of challenges and market appeal.

19. As referred to above under “The EVectiveness of the DCMS,” DEFRA data collection on land
holdings needs to be integrated with tourism data to complete the full picture of development and change
in rural communities.

Environmentally Friendly Forms of Tourism

20. Growing consumer and industry interest in sustainable tourism business operation lends weight to
the need to recognise a national accreditation programme to help maximise consumer awareness and to set
industry standards.

21. Many of the CLA’s members are, by their upbringing and nature, committed to sustainable operation
of their businesses, recognising that the amenity value, quality and tranquillity of the rural landscape is an
essential part of their business oVer. Global warming oVers a tangible danger to well loved landscapes and
the potential impact on visitor numbers of a loss of iconic landscapes is a real threat.

22. Often, rural businesses are also in the best position to take advantage of the opportunities for
sustainable development oVered by bio-fuels, wind power, local produce and other essentially rural
products. However, there is much work still required to create positive, reliable supply chain links between
the tourism sector and sustainable services. The local produce market is succeeding in making those links.
The case needs to be made for improved supply chain links from alternative fuel providers to tourism
businesses to cut energy costs to businesses, maximise take up, and oVer a real alternative to tourism
businesses wishing to capitalise on the upswing in market interest.

2012 Olympic Games

23. As indicated above the CLA believes that tourism delivery structures in the UK have been fragmented
and lacking any coherence since the 2003 changes that created VistBritain and devolved non-marketing
activity out to the regions. There is a need for co-ordinated and integrated product development
programmes, underpinned by appropriate investment. If the structures being put in place for the Games are
to be eVective they must ensure greater co-ordination between the regions.

24. The current structure for Olympic preparations clearly has tourism as a key element, but without
adequate funding the ambitions for tourism’s role in delivering the benefits projected for the Olympics will
not be achieved.

25. The CLA has some concern that the Minister’s Tourism 2012 Group does not adequately reflect the
voice of either rural or small businesses (often the two go hand in hand) and recommends that eVorts are
made to establish how these sectors can be given a voice.

26. A lot of current thinking is revolving around the PR opportunity the Games aVords and the chance
to attract significant attention from international media, as this is low cost and high impact. Given that many
overseas journalists’ and residents image of the rural UK will have been shaped by the Foot and Mouth
crisis in 2001 the PR focus on the UK oVered by the Games should be used to portray the successful revival
and dynamism within the sector.

27. It is expected that the business tourism opportunity will be in the four year run up to the Games from
2008—thereafter the attention of the global business sector will switch to the 2016 venue. Business tourism
clearly oVers an excellent opportunity, but, as with all markets, the value must be spread across the UK and
not concentrated on high profile venues in London. The heritage sector oVers a range of high quality and
very attractive options for business conferences. We would urge the continuation of VisitBritain’s campaign
to promote the best of this sector to the international business market.

28. All tourism activity, but particularly the business market, oVers significant opportunity to showcase
British food. The CLA would like to see clear links being made between local produce groups and the
business tourism sector to make the most of this opportunity to promote local food and drink.
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29. Programmes designed to encourage the wider hospitality and restaurant sector to use local produce
to improve its visitor oVer should be considered. This is particularly true in the pub sector, which makes up
much of the rural serviced food oVer. Discussions with breweries and pub chains at national level to
encourage greater use of local food should be undertaken to explore the opportunities.

30. There are a range of excellent food festivals held around the UK that should play a prominent part
in the pre-games PR and publicity to dispel the widely held belief overseas that British food and cooking
is poor.

March 2007

Memorandum submitted by English Association of Self Catering Operators (EASCO)

1. Executive Summary

1.1 EASCO is the trade association for the self-catering holiday industry in England, representing
business owners and agencies that market and manage properties on their behalf.

1.2 The challenges facing UK tourism are seen to be:

— The low cost of overseas holidays.

— Business taxation, regulation and property prices.

— A generation is unused to holidays at home.

— DCMS does not specifically champion “holidays at home”.

— The poor state of the national infrastructure.

1.3 VisitBritain is seen as a well-managed, eVective organisation but its priorities as set by HM
Government should be adjusted. In particular its resources should not be used to replicate booking agency
services in the public sector.

1.4 Adequate funding for VisitBritain is essential, especially with regard to the 2012 Olympic Games.

1.5 The structure of tourism support and promotion in England includes too many diVerent
organisations and multiple tiers that could potentially be more eVective if rationalised and we propose that
a study of the options be commissioned.

1.6 The level of taxation is already a factor in the loss of business to overseas destinations and any “bed
tax” would be strongly opposed.

1.7 EASCO supports “green” tourism initiatives. The encouragement of more eco-friendly holidays at
home should be a component of government policy on reducing the national carbon footprint. DCMS
should support the national benchmarking of eco-friendliness for tourism businesses.

1.8 It should be a key DCMS objective to ensure that the potential negative eVects of the 2012 Olympic
Games are not realised.

2. About EASCO

2.1 EASCO represents the self-catering holiday industry in England. Other separate associations
represent the industry in other countries of the UK. The members of EASCO comprise:

— Holiday home agencies specialising in self-catering accommodation.

— Associations of business owners which are either local associations or wider groups for marketing
purposes.

— Individual owners of self-catering businesses.

2.2 In total EASCO represents an estimated 25,000 bed spaces and their business owners. A voluntary
Council, supported by a Chief Executive who manages its aVairs on a day-to-day basis, manages the
Association. Members own both urban and rural self-catering businesses although the latter are more
common.

2.3 EASCO provides members with information and advice on a regular basis and marketing exposure
through its website. It seeks to bring issues of importance for the industry to the attention of decision makers
in government and relevant public bodies, for the greater good of the industry and the rural economy of
England. It is a two-way channel of communication with a widely dispersed and varied industry.
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3. EASCO Submission

3.1 The Challenges Facing Tourism

3.1.a Notwithstanding the recent increases in the taxation of flights, it remains very cheap to take a
holiday abroad. The low cost and easy availability of short holidays abroad, together with the relative
strength of Sterling, is adversely aVecting the industry in the UK.

3.1.b Business taxation, increasing regulation, and high property prices have combined to result in
holidays in England being relatively expensive.

3.1.c A generation has now grown up associating holidays with foreign travel. This generation often does
not appreciate the merits of taking a holiday in their own country.

3.1.d Whilst funding is allocated to VisitBritain for its England marketing campaigns it is not a specific
policy objective of the DCMS to encourage UK residents to take their holidays in the UK. We believe that
this should be an objective, to be passed on to VisitBritain, with the necessary financial support to achieve
it, on both environmental and economic grounds.

3.1.e The national infrastructure, in particular transport of all forms, and the maintenance of streets and
public spaces, is a key part of the national tourism product. The poor state of the infrastructure, and poor
standards of cleaning in public places, is an additional challenge to the industry as a whole. We believe that
DCMS should ensure that the importance of infrastructure to the tourism industry is well recognised across
government departments and that DCMS should champion the cause of a high quality public realm and
eYcient transport in the UK as important to this major industry. The 2012 Olympics oVer a particular
opportunity for the country to be seen worldwide as eYcient and well presented, or otherwise.

3.2 EVectiveness of DCMS and VisitBritain

3.2.a The DCMS carries out its most important functions through VisitBritain. We believe VisitBritain
to be a professionally run organisation oVering value for money for the taxpayer and an eVective service to
the country. Its objectives however are set by the DCMS.

3.2.b EASCO opposes the development of systems that, together with largely public sector booking agent
partners, channel business away from private sector agencies and towards public sector booking services.
We believe this is an inappropriate and unfair use of scarce public funds to compete with the private sector.
DCMS should concentrate on promoting and supporting the industry that oVers holidays in the UK rather
than directing VisitBritain to use public funds in this way. We support the provision of online information
services that oVer links to private sector booking engines to enable users to easily move from information
to reservation.

3.3 Structure and Funding

3.3.a It is essential, especially in the years leading up to the 2012 Olympics, that VisitBritain is adequately
funded by DCMS to ensure it has the resources to support the industry and stimulate demand for holidays
in England and the UK.

3.3.b EASCO observes that, in England, we have several layers of support for tourism:

— VisitBritain at UK and England level, according to market.

— Regional Development Agencies and the regional tourism bodies that they support.

— Local authorities and tourism promotion bodies at local level, supported by local authorities in
many cases. Whilst the situation varies, in some cases there are structures at county level and more
localised bodies as well, amounting to four or even five layers of organisation, down to
organisations promoting a single town.

3.3.c EASCO does not oVer a prescription for the rationalisation of this structure but we believe that
there may be a case for reducing the number of layers. We would like to see an inquiry examine the structure
in depth to determine whether a simplified structure could be more eVective and make better use of the
available funds.

3.3.d EASCO believes that in the long term the industry should play a greater role in the management
of quality and other regulatory schemes and would wish to play its part in that process.

3.4 Taxation

3.4.a EASCO opposes any suggestion of a so-called “bed tax”. This would raise the cost of holidays in
the UK even further and reduce the industry’s competitiveness even further as compared to holiday
provision abroad.

3.4.b The universal rate of VAT in the UK is a further hindrance to competitiveness. A reduced rate of
VAT on holiday services at home would tend to encourage more holidays in England with a resulting
economic and environmental benefit if more people took their holidays at home.



Processed: 04-07-2008 22:08:56 Page Layout: COENEW [E] PPSysB Job: 386902 Unit: PAG1

Ev 288 Culture, Media and Sport Committee: Evidence

3.5 Data on Tourism

3.5.a Whilst EASCO makes no policy submission on this topic we observe that the quality of data
collected through surveys is poor and therefore caution should be exercised, by the Select Committee, in
relying on industry data.

3.6 Environmental Tourism

3.6.a EASCO supports the increasing trend towards environmental awareness in tourism and “green
holidays”. It is practical and desirable for holidays to be “green” and a number of EASCO members
specifically target the environmentally conscious consumer with some success.

3.6.b Holidays taken in England are relatively eco-friendly compared to foreign travel by air, and support
the English economy, especially in many rural and coastal areas where the opportunities for employment
are poor and the economy weak.

3.6.c At present a variety of schemes benchmark tourism businesses with regard to their eco-credentials.
We propose that DCMS should establish a policy objective to create a single national standard for the
accreditation of tourism businesses with regard to their environmental impact and both DCMS and
VisitBritain should support such a scheme.

3.7 The 2012 Olympics

3.7.a EASCO does not foresee a great eVect on tourism in England, outside London, as a result of the
2012 Olympics.

3.7.b We are concerned however that there could be negative eVects as visitors who would, in any other
year, have come to England, may choose not to for fear of crowds, extra costs, or diYculty in finding
accommodation. It should be a DCMS objective to prevent this from happening and VisitBritain should be
appropriately resourced to deliver on this objective.

March 2007

Memorandum submitted by the Church Heritage Forum

1. The Church Heritage Forum, established in 1997, brings together representatives of national and local
church interests in matters relating to the Church’s built heritage. It enables the Church to take a more
proactive role in anticipating developments in the built heritage field; ensures that heritage concerns are fed
into the Archbishops’ Council; provides a mechanism for members to reach a view on matters of common
concern and a focus for contact both within the Church and with outside bodies; promotes a wider public
awareness of the Church’s work in the built heritage area; and enables the exchange of information and
facilitates mutual support.

2. Membership comprises representatives from: the Advisory Board for Redundant Churches,
Archbishops’ Council, Association of English Cathedrals, Church Commissioners’ Redundant Churches
Committee, Cathedrals Fabric Commission for England, Churches Conservation Trust, Council for the
Care of Churches, the Ecclesiastical Judges Association, and an archdeacon. They are assisted by several
assessors including a Diocesan Secretary, the Secretary of the Churches Main Committee, and the Secretary
of the Ecclesiastical Law Association.

3. The OYcers of the Church Heritage Forum welcome the opportunity to contribute to this significant
inquiry. We have not responded to all the headings and have instead concentrated on those issues where we
have the most contribution to make. Other organisations including the Churches Tourism Association, the
Pilgrims’ Association, the Association of English Cathedrals and the Sacred Britain Tourism Partnership
are submitting complimentary contributions.

The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, including
Cheap Flights Abroad, and their Impact on Traditional Tourist Resorts

4. The major concern of the Church Heritage Forum has been to draw attention to the tremendous
contribution churches make to society as a whole. In 2004, the Forum published on behalf of the Church
of England, a report entitled “Building Faith in our Future” which set out to describe that contribution.4

Part of that contribution is to the area of tourism.

5. Church tourism has always been a huge interest, but its potential is not always recognised. As a result,
is not supported and resourced to the degree which we think it deserves. Its potential to develop and become
an even greater key part of tourism for both foreign and domestic visitors is being missed.

4 Can be downloaded from the Church of England website at http://www.cofe.anglican.org/about/builtheritage/buildingfaith/
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6. Churches and cathedrals, often the focal point of a place whether in the countryside, market towns, or
major cities, attract visitors and thereby contribute to the financial and economic well-being of an area.
There are 16,200 Church of England churches, covering every community in the country. They will generally
be open, attractive and historic.

7. Churches are self evidently key architectural buildings and also contain huge amounts of important,
beautiful and unusual works of art from wall-paintings to woodwork. Cathedrals and churches have made
a major commitment to art over the centuries and are continuing to do so in the 21st Century.

8. Church buildings and cathedrals are consistently in the list of most visited tourist attractions. St Paul’s
Cathedral, Canterbury Cathedral, and Westminster Abbey all appear in the top 20 of most visited sites that
charge an entry fee in the 2006 visitor figures published by the Association of Leading Visitor Attractions
for its members.

Five World Heritage sites in the UK specifically include church buildings: Bath Abbey, Canterbury
Cathedral, Durham Cathedral, Fountains Abbey and Westminster Abbey.

9. But visits to places of worship go much wider than the major set piece tourist attraction: and benefit
the national and local economy as well as enhancing the quality of life of those visitors.

— An independent survey commissioned by the Association of English Cathedrals and English
Heritage found that visitors to cathedrals generated £91 million for their local cities in terms of
direct spend by visitors. Adding the eVects of indirect spend and the cathedrals’ own procurement
increased this to £150 million. ECOTEC 2004

— An assessment produced on behalf of the Northwest Regional Development Agency estimated
that 697,114 faith visitors and tourists to the North West Region generate around £8.4 million per
annum, supporting 263 FTE jobs. Northwest Regional Development Agency, Faith in England’s
Northwest: Economic Impact Assessment, February 2005

10. Churches also attract substantial numbers of visitors, however, obtaining reliable data is diYcult, as
aside from some cathedrals, places of worship do not charge entry and most are not stewarded. Therefore,
the benefits to local economies of visitors to parish churches is more diYcult to quantify.

11. There have been some scoping studies:

— National ORB surveys in 2001, 2003, and 2005 found that 86% of those surveyed had been inside
a church building within the previous 12 months—with those of other religions or of no religion
also showing high figures for visiting. Opinion Research Business (ORB), Annual Religious Survey
of AYliation and Practice including Perceptions of the Role of Local Churches/Chapels, on behalf
of the Church of England and English Heritage, Dec 2001, Oct 2003 and Nov 2005

— Trevor Cooper, Chairrman of the Ecclesiological Society has estimated that at least 10 million
visits, and maybe as many as 50 million, are made to parish churches each year. Trevor Cooper,
How do we keep our Parish Churches? Ecclesiological Society 2004

— North West Faith Tourism Scoping Study estimated 17 million visits to 45 cathedrals and 52 places
of worship. Connor and Co, 2003

— VisitBritain Survey of Visits to Visitor Attractions (2002) reported that 13 million visits to places
of worship in 2002 (excluding visits to most parish churches) accounting for 21% of visits to major
historic visitor attractions.

12. Making assumptions based upon a basket of indicators, it seems that a realistic estimate would be
around 35–50 million visits to churches across the country.

VisitBritian’s 2006 estimate for day trip spending is £27.70 per person. Using this as a guide, the total value of
visits to churches is probably around £300 million each year

13. Increasingly more churches are being encouraged and helped to open and provide an increasing
interesting experience for the visitor. There are excellent examples of regional, county and more local church
tourism initiatives around the country. Most of these include providing best practice and guidance to the
individual churches which join these initiatives on how best to “open up” their churches and also the much
needed infrastructure in providing links to the distributive and advertising power of the wider tourism
industry. Such initiatives based on encouraging church tourism have been shown to increase numbers of
visitors. The North Yorkshire Church Tourism initiative which ran for three years increased by 120% the
number of visitors to the 285 places of worship which participated—with total visitors recorded of over
200,000 in 2004–05.

14. It has also been found that opening up the church brings a real benefit to community cohesion.
Congregations, especially in rural areas gain in confidence through opening their doors to visitors and move
onto to provide other community activities.

15. Over the last 18 months, with the help of a six month secondment from VisitBritain, the key
organisations that have an interest in church tourism have come together to form the Sacred Britain Tourism
Partnership: the Churches Conservation Trust, the Churches Tourism Association, the Cathedral and
Church Buildings Division, Church of England, Civic Trust, English Heritage, VisitBritain. The main aim
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is to bring together those involved in church tourism with the tourism sector and enable the development
of a shared vision and a co-ordinated “framework for action” on the marketing of historic churches to
potential visitors.

16. The Sacred Britain Tourism Partnership launched its strategy document An Agenda for Action: the
Sacred Britain: Places of Worship and the Tourism Destination Experience at the Churches Tourism
Association’s annual national convention in November 2006 in the presence of David Lammy, Minister for
Culture. This strategy aims to make churches and places of worship a “must see” part of exploring Britain’s
destinations. To realise this vision, the strategy sets out priorities for action over the next three years
(2007–09). Under the project acronym “ASPIRE”, the Heritage Lottery Fund (HLF) has recently awarded
a £50,000 Project Planning Grant to enable key items on the agenda to be taken forward. A project manager
has now been appointed. The Churches Tourism Association has also launched its new website. Go to http://
www.churchestourismassociation.org.uk.

The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

17. As will be clear from the information provided above, the church tourism sector is starting to organise
itself and build up the necessary infrastructure. Additional resources and support are needed to help develop
a national co-ordinated “framework for action” on the marketing of historic churches to potential visitors.
There is also a need to capacity build those at parish level who are responsible for actually opening up these
buildings and providing a satisfactory visitor experience. Support from DCMS in helping to provide this
national role would be very welcome.

18. We welcome the growing awareness shown by the Regional Cultural Consortia in embracing
churches/cathedrals as part of the cultural sector. Likewise the Regional Tourist Boards are also gradually
recognising the role of cathedrals and churches in bringing visitors into an area. This is, by no means true
in all of the 9 English Regions and some of the recognition has come about due to hard work of the
cathedrals and churches themselves submitting evidence and making the case.

19. VisitBritain has supported the formation of the Sacred Britain Tourism Partnership by means of a six
month secondment (see above), but does not have a remit to provide direct support to coordinate
information collection, presentation and product development for individual product sectors, of which
church and faith heritage are just one.

20. Currently churches and cathedrals do not receive any government funding to assist with their role as
tourist attractions. Whereas the DCMS awards grants to museums to enable free access for the public, no
such grants are available to cathedrals. In York in 2005–06, the National Railway Museum received a grant
of £5.66 million, equivalent to approximately £6.50 per visitor. York Minster, which received 895,000 visits
in 2006, received no assistance and instead charged £7.00 for an adult visitor, a charge necessitated by the
cost of keeping the building open, safe and secure, and in good repair. Revenue grants that would enable
cathedrals to provide free access to visitors would be very welcome and potentially extend the opportunity
to less advantaged groups to experience what cathedrals have to oVer.

21. The Heritage Lottery Fund does provide some funding for churches to improve their visitor
experience. We are also aware that there are draft proposals under discussion to provide more funding and
encouragement to churches to open up their buildings as part of the English Heritage/Heritage Lottery Fund
Joint Repairs Grant Scheme. We would welcome this.

The Practicality of Promoting more Environmentally Friendly Forms of Tourism

22. Churches are an existing resource and there is no major development required to exploit it except for
the need to develop a national infrastructure and co-ordinated marketing campaign as described above.
Churches are also spread across the country and apart from the major cathedrals and a few parish churches
are not “honey pot” sites. There is not normally the negative impact caused by too many visitors. On the
plus side, visits to churches generate income in some of our remotest and most deprived rural areas, thereby
sustaining local communities.

23. In many rural areas, churches are working with their local communities to develop sustainable tourism
and regenerate the area. The Hidden Britain Centres Scheme was set up in 2001 after the foot and mouth
crisis which severely damaged the rural tourist trade and its dependent small businesses. The Scheme
continues to open up more Centres and to attract visitors to lesser-known parts of the countryside through
developing a network of community owned and led tourism projects. Founded by a former Church of
England National Rural OYcer, churches are a vital part of this scheme and the schemes have often,
although not necessarily, been Church led.

24. The development of church trails highlighting architecture, arts and crafts are all part of this. The
challenge is to encourage more of these trails to provide information on how to visit these churches by
cycling, walking and public transport.
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How to Derive Maximum Benefit for the Industry From the London 2012 Games

25. Cathedrals and historic churches are a quintessential feature of our landscape and they are part of the
historic narrative of our national identity which has a strong appeal for domestic and foreign visitors alike.
They are, thus, a major part of the “historic environment” tourism brand as illustrated by the statistics
provided in the paragraphs above. We anticipate that cathedrals and other places of worship will see
increased visitor numbers as those attracted to the UK to see the Olympics will also spend time experiencing
the country’s heritage outside London.

26. The current interest in geneology and the tracing of ancestry is an area whichcould be promoted as
part of 2012; churches are an integral part of this. Encouraging visitors to also take the opportunity to trace
their ancestry by providing the tools and information to do this would add greatly to the experience of 2012
visitors to the UK. It would also encourage these visitors to travel outside London and thus spread the
benefit of the Games. VisitBritain is supporting Churches and other places of worship through a new
initiative on ancestral tourism, in inspiring and directing domestic and international visitors to discover their
roots in Britain through its new website: www.visitbritain.com/ancestry.

27. There would also be specific opportunities for certain churches and cathedrals which are situated close
to sites being used for the Olympics. This would include those near to the main East London venue, but also
the oV-site locations of other activities such as sailing, and equestrian are also likely to have historic sacred
places nearby.

March 2007

Memorandum submitted by Tourism South East (TSE)

1. Introduction to TSE

Tourism South East is a Company Limited by Guarantee formed from the merger of the South East
England and Southern Tourist Boards in 2003. We are a not-for-profit enterprise, acting as the regional
tourism agency for tourism, working closely with our public sector and commercial partners in the region.

We are funded by grants from the regional development agency (SEEDA) and from membership
subscriptions from 58 Local Authorities and 1700 Commercial Members. SEEDA and our members
provide £2.3 million of our annual income. The remaining £4.5 million of income is secured from our own
entrepreneurial eVorts to secure funding support, build partnerships and provide services.

Part of our remit is to act as the voice of tourism for the region.

We fully support and endorse the content of the detailed submission from the Tourism Alliance, as
subscribing members of that organisation.

Rather than repeating the same information, we have limited our comments on the questions posed by
the Select Committee to further evidence and additional points related to the South East experience.

2. Detailed Submission

(a) The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

England as a whole is not convinced of the merit and value of its tourism sector. This doubt has been
shared across some developed economies over the last decade. Other countries have recognised the
deleterious economic eVects of this lack of investment and have started to fix the problem.

In a competitive global economy, England is falling behind. Investment is required at the scale needed to
achieve market impact.

The Select Committee’s attention is drawn to the following examples:

— Restoring America’s Travel Brand. National Strategy to Compete for International Visitors.
Recommendations to the US Secretary of Commerce from the US Travel and Tourism Advisory
Board. 5 September 2006. (Chairman: RASULO, James; Walt Disney Parks and Resorts).

— Additional funding provided by the Irish government to attract visitors:

John O’Donoghue, Minister for Arts, Sport and Tourism, said: “2006 has been one of the best
years ever for overseas visits to Ireland and I look forward to even better things in the coming year
with the implementation of Tourism Ireland’s strategy for growth across all markets”.

“For my part, I have secured an unprecedented level of Exchequer resources for tourism marketing and
development. The increase of 9% in the tourism budget brings the tourism allocation up to ƒ145 million
(£98 million) and the Tourism Marketing Fund will increase 12.5% to ƒ45 million (£30 million)—the largest
ever Exchequer budget for Irish tourism promotion”.
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(Failte Ireland Press Release November 2006)

Challenges are identified as:

— Withdrawal by Local Authorities from tourism promotion and development due to funding
pressures, despite their preference to remain engaged in the visitor economy. Over 20 Tourist
Information Centres have closed in the SE over the last 5 years.

— Transport congestion.

— Working with budget airlines to reverse the flow from outbound to inbound travelers.

— Getting more businesses, especially SMEs, on line with bookable product.

— Driving up quality using the national QA schemes and the Internet.

— Achieving a motivated, well skilled, well rewarded workforce in the face of low unemployment and
competition from other sectors.

Opportunities are identified as:

— New emerging long haul markets, such as China and India.

— Converting growing public concern for the environment into decisions to holiday at home.

— Turning the public’s growing interest in health/activity based holidays/breaks and local food into
a significant component of the tourism sector.

— The 2012 Games.

With regard to the specific impact on traditional tourist resorts, this is the result of many years of
adjustment to former success. While many of our urban cities have enjoyed a revival through public sector
led regeneration, most resorts are not realising their potential. Recognition is needed that some of the UK’s
resorts, even in the South East have some of the highest rates of deprivation, on a par with many inner city
areas. Key challenges and opportunities for resorts include:

— Finding public sector resources to stimulate regeneration, particularly in the South East where
local authority and other public sector budgets are squeezed and there are limited special
designations which would attract substantial European funding.

— Reshaping resort economies to reduce reliance on tourism, where this is likely to be a smaller future
component of the economy.

— Achieving consensus on a vision for each resort and securing private sector investment behind
this vision.

— Managed reduction of the surplus or poor quality stock of accommodation and the retention of
the best seafront/quality properties in tourism use.

— Marketing and development strategies which are consistent and target markets with longer term
stability or growth potential.

— Each resort needs to develop a vision based around its Unique Selling Points and this needs to
translate into a 10/20 year plan. This needs to be invested with suYcient weight/public and private
sector buy-in.

— Most resorts need to make the conscious decision to become highly desirable places to live first and
resorts second. Brighton is a classic example. Attractive places to live are often attractive places to
visit.

(b) The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

DCMS appears to place a lower priority on tourism compared to culture, media and sport. Funding for
VB has not been increased in line with inflation since 1997. Over the 20 year period since 1985, apart from
the investment in recovery after FMD, funding in real terms has decreased from c. £17 million to c £9 million.

When the DCMS tourism delivery vehicles were re-structured in 2003, DCMS indicated that it would take
responsibility for research and policy issues which had previously been covered by ETC but were not part
of the revised marketing-focused remit of VB. We feel that this area of activity has not been delivered to the
former standard of BTA /ETC and should be reviewed to assist with strategic decision making.

DCMS has not yet produced a meaningful tourism strategy for the 2012 Games in the timescale flagged
by the PM.

VB does the best job feasible with very limited resources and is facing declining private sector support due
to the loss of leverage its funds can generate.

There is evidence in the record that the funding of an additional £20 million provided in 2001 and 2002
due to the exceptional circumstances of the time, produced real rewards, and that performance will slip back
following subsequent funding withdrawal. The current peak of overseas visits to the UK may well be as a
result of the investment in 2002 and 2003, but on a time lag of two to three years.
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(c) The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

England has lost the integrated network of national and regional tourist boards, and suVers a lack of
coherence as a result.

A significant downside to this is the diYculty in achieving national programmes/co-operation. National
programmes rely on separate negotiations with 9 RDAs and in some cases multiple RDPs and DMOs, each
deciding its own priorities. The massive disparity in RDA funding means some can participate and others
not. VisitBritain campaigns are an illustration of this and those with big budgets can buy up the space.

At TSE, we value the advice and support of SEEDA who, like us, are committed to joined up activity to
support the tourism sector.

(d) The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

We have nothing to add to the substantial response from the Tourism Alliance

(e) What data on tourism would usefully inform government policy on tourism

The Allnut report provides a thorough examination of available tourism data and its adequacy.

Overriding priority needs to be given to the basic requirement of collecting and monitoring
accommodation stock.

The absence of any form of national co-ordination of tourism statistics has prompted proposals for a
National Tourism Intelligence Unit. A Steering Group led by the South West RDA is taking this forward.
This is unlikely to be a complete solution to the current dearth of good quality research data.

(f) The practicality of promoting more environmentally friendly forms of tourism

Encouraging tourism businesses to adopt more environmentally friendly business practices is an aspect
of this. Over recent years the South West Tourism and Tourism South East have taken a lead in piloting
the “Green Tourism Business Scheme”—an initiative firmly established in Scotland, and with real potential
in England. The issues for roll out are:

— Sustaining the scheme longer term without ongoing public subsidy.

— Finding ways of building public awareness of the scheme so that they look out for GTBS
accommodation—thereby justifying participation. Recognition on VisitBritain websites is part
of this.

— Integrating GTBS principles into the national quality grading scheme—at the very least ensuring
compatibility.

— Building programmes locally/regionally, which can take the maximum number of businesses along
the journey towards GTBS accreditation.

The attention of the Committee is drawn to the recent report from the EU titled Action for More
Sustainable European Tourism, Report of the Tourism Sustainability Group, February 2007. A section in
Part 5, page 28 articulates the role of a Member state government. The section is reproduced as Appendix 1.

(g) How to derive maximum benefit for the industry from the London 2012 Games

We refer the Select Committee to our recent submission.

March 2007

Memorandum submitted by the Ramblers’ Association

Introduction

1. The Ramblers’ Association is Britain’s biggest charity working to promote walking and to improve
conditions for all walkers. We are dedicated to:

— safeguarding Britain’s unique network of public paths.

— providing information to the public so that walks may be enjoyed in safety and comfort.

— increasing access for walkers and establishing statutory rights of access to the outdoors.

— protecting the tranquility and beauty of the countryside.
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— educating the public about their rights and responsibilities and the health and environmental
benefits of walking so that everyone can enjoy our wonderful heritage.

The Contribution of Walking to Tourism

2. Walking for recreation is enormously popular in the UK. 65.5 million domestic tourist trips
throughout the UK in 2001 included walking for recreation as one of the activities undertaken. According
to the Wales Tourist Board, walking is the most popular activity for visitors to Wales.

3. Walkers in the countryside make a significant contribution to the rural economy. Each year, walkers
in England spend somewhere in the region of £6.14 billion, generating income in excess of £2 billion and
supporting up to 245,000 full time jobs.5 Walking related spending in Wales is £132 million, generating
4,800 full time jobs.6

4. Popular walking routes are major assets to the tourist industry. For example, Britain’s longest
National Trail, the 1,014km/630-mile South West Coast Path (SWCP), generates £300 million a year for the
economy of the region, supporting over 7,500 jobs. 27.6% of all visitors come solely to walk the SWCP,
spending £136 million a year. Local residents take 23 million walks along the route annually, spending £116
million. Yet the annual cost of maintaining the path for visitors is around only £500,000.7

5. In 1996–97 the Pembrokeshire Coast Path National Trail attracted 287,000 users and £14million of
local spending. The path supported 567 local jobs, or one job for every 500 million of its 299km/186-mile
length. For every £1 spent on maintaining the path £57 was returned to the local economy.8

Challenges and Opportunities for the Domestic and Inbound Tourism Industries

6. One of the main challenges for the tourism sector will be to overturn the current “tourism deficit”. In
2005, the OYce of National Statistics reported “a record 54 million overseas flights were made by UK
residents who spent £28.0 billion overseas. This compared to just 22 million foreign visitors coming to the
UK and spending £12.3 billion. In addition there was a net trade deficit of more than £3.0 billion on the
purchase of airline tickets”.9

7. As public awareness of the impact of personal “carbon footprints” grows, there will be increased
demand for more local and sustainable tourism. Walking holidays within the UK and accessible by public
transport will help to meet this increased demand.

Effect of the Current Tax Regime and Proposals for Local Government Funding Upon the
Industry’s Competitiveness

8. A tax on aviation fuel should be introduced. The price of “cheap flights” currently does not represent
the true environmental costs of aviation.

9. A more representative tax on aviation, including new forms of Air Passenger Duty (APD) does not
have to act as a barrier to people or families who fly infrequently. High-earning frequent flyers are in fact
the major consumers of “cheap flights”, with the average income of a passenger using Stansted (a major hub
for budget flights) being over £50,000.10 These passengers are less likely to be dissuaded from flying (and
thus spending holiday money in the UK) by the relatively low levels of APD so far.

The Practicality of Promoting More Environmentally Friendly Forms of Tourism

10. Walking is the most natural mode of transport and the one that has the least impact on the
environment. Walking need not require any special equipment, does not produce any additional polluting
waste and the only fuel needed is a healthy meal.

11. A walking infrastructure is already in place, but must be adequately resourced and promoted to
increase tourism and environmental benefits. The existing infrastructure for walking, including the rights of
way network and “open access” provided by the Countryside and Rights of Way (CRoW) Act requires only
a small investment in overall national terms to bring the infrastructure up to a standard which is welcoming
for visitors.

12. Providing for walkers is relatively cheap. For example, dedicating a new public right of way costs
around £2 a metre.11 Creating a path to National Trail standards costs around £100 a metre (Countryside
Agency).

5 Dr Mike Christie and Jon Matthews 2003, The Economic and Social Value of Walking in Rural England, report for the
Ramblers’ Association.

6 Professor Peter Midmore 2000, The Economic Value of Walking in Rural Wales, report for Ramblers Wales.
7 Southwest Tourism/University of Exeter 2003, South West Coast Path, research for Countryside Agency.
8 Countryside Council for Wales 1997, Pembrokeshire Coast Path National Trail User Survey.
9 http://www.stopstanstedexpansion.com/press252.html
10 Civil Aviation Authority reported in http://www.timesonline.co.uk/tol/news/world/europe/article633504.ece
11 Ramblers’ Association 2003a: You’re Either Quick or Dead: A dossier of locations where walkers need safe and convenient

crossings.
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13. Yet, given the many benefits walking can bring, provision for walkers and walking promotion is badly
under-resourced.

14. 35% of all public rights of way in England are oYcially diYcult to use.12 There are an estimated
177,760 obstacles or obstructions on the public rights of way network in England, and 105,000 missing
signposts, an average of 5.2 obstructions per 10km: in other words, walkers are likely to encounter a problem
around every 2km/1.25 miles (Countryside Agency 2001). It would cost an estimated £69.2 million to restore
the English network to an acceptable standard for public use, and a further £18.55 million annually to
maintain it to that standard, a fraction of the value of paths to local economies.13

15. Grant funding to help local authorities meet the cost of infrastructure (gates, signs etc) on areas of
CRoW access land has recently been suspended. The Access Management Grant Scheme (AMGS) has been
vital to the successful introduction of the new rights of access in England. A recent review of the scheme by
Natural England recommended that the scheme be extended until March 2008 and that ongoing dedicated
funding should be made available to support the right of access provided by CRoW. The Government must
restore funding to ensure that the benefits of CRoW access land are realised fully.

16. There is a real need for better public transport to allow visitors to access the countryside. The
Ramblers’ Association supports the introduction of a National Railcard scheme to allow all users to benefit
from discounted oV-peak travel.

17. The Government needs to rethink its aviation expansion policy and move away from a “predict and
provide” approach. Forecast growth figures are unsustainable and vastly greater than any other forecast
aviation expansion in other developed countries. Airport construction permanently damages the
countryside, restricts access and opportunities for quiet enjoyment. It also has knock-on eVects across the
country. For example, any expansion of Gatwick airport will lead to increased circling of jets over Brighton,
bringing more pollution and noise for holidaymakers there.

18. Policies must be joined-up across government. Current government proposals to reform the planning
system will make it easier to construct roads and airports, at the same time as other policies seek to
encourage less flying and car use. Future policy must be responsive to the targets set out in the draft Climate
Change Bill.

Deriving Maximum Benefit for the Industry From the London 2012 Games

19. A commitment to low-carbon and sustainability must be seen to be delivered—this will help make
the Games more attractive to some sectors.

20. Given the commitment to leaving a sustainable physical legacy, there should be opportunities
ultimately to secure improved walking infrastructure and environment in the areas of the venues, and the
use of energy-eYciency and micro-generation measures. The Ramblers’ Association is represented on the
Olympic Active Travel Advisory Group and the Active Spectator Programme, and both these initiatives
have the potential to promote everyday active travel to residents around the Olympic venues; encourage
construction workers, event workers and volunteers to access the sites on foot or by bike; encourage athletes
to use active travel and to be seen to do so; and encourage visitors attracted by the Games to explore more
of London and the rest of Britain by walking and cycling.

21. The sourcing of construction materials should be in line with newly released Minerals Planning
Statement No1; respecting a “minerals hierarchy” and only extracting fresh aggregate where necessary. Any
new materials should not come from protected areas including Areas of Outstanding Natural Beauty and
National Parks, as the damage to these national assets will outlast any short-term benefits of the Olympics.

March 2007

Memorandum submitted by Institute of Tourist Guiding

1. Who are we? Role and Remit

2,000 trained ambassadors available nationwide.

2. The eVectiveness of the DCMS and its sponsored bodies (such as VisitBritain) in supporting the Industry

New training programmes essential at all three accredited levels.
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3. The structure and funding of sponsored bodies in the tourism sector and the eVectiveness of the structure in
promoting the UK both as a whole and in its component parts

From Foundation in 2002 no oYcial funding received.

4. The practicality of promoting more environmentally friendly forms of tourism

Walking tours enjoy spectacular growth.

5. How to derive maximum benefit for the industry from the London 2012 Games

Opportunities not to be missed.

Footnotes

(a) To be read in conjunction with the submission by the Guild of Registered Tourist Guides (GRTG).

(b) With suitable warning the Institute would welcome the opportunity to participate in the oral evidence
sessions to be held after Easter.

1. Who Are We?

1.1 The Institute’s Role and Remit

— The Institute was set up in 2002 with approval from the DCMS and the Department of Trade and
Industry, the tourism industry, the former BTA and ETC, and other Tourist Boards around the
country to set standards in Tourist Guiding nationally with the exception of Scotland.

— It accredits training programmes and qualifications at educational level 2 (site or fixed route
guides); accredits training programmes and oVers examinations leading to Institute awards at
educational level 3 (Green Badge—city guides), and level 4 (Blue Badge—a wider area, usually a
former tourist board area); and it sets language tests.

— It represents the tourist guiding sector in all fora relating to training and/qualifications and
continuing professional development.

— It is the approved national registration body for guides promoting quality service through
implementation of a code of conduct and commitment to continuing professional development.

— It maintains a national database of registered tourist guides currently numbering 2,000 members
nationwide.

1.2 Funding

— The Institute has yet to receive any external funding to help it to carry out its role.

— Recognition from the Qualifications and Curriculum Authority as an awarding body would help
access funding, but this has faltered because the costs involved in meeting the QCA criteria are too
high for a small professional organisation.

— Guide training nationwide used to be instigated and funded by the regional Tourist Boards, some
of which no longer exist. Independent training providers are not prepared to invest in similar
courses without access to funding—they are not in a position to subsidise candidates as the TBs
used to do.

— Costs to the individual candidate would be enormous. The approximate cost per candidate at Blue
Badge level would be between £2–3,000 in the regions. This is unsustainable for student guides in
a profession which earns modest fees and is at best, seasonal.

2. The Effectiveness of the DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

2.1 In spite of the DCMS being the sponsoring Department of State for the establishment of the Institute
of Tourist Guiding in 2002, the tourist guiding industry lost all support from the Government and sponsored
bodies from early 2003 when the English Tourism Council was dissolved and the responsibility for tourism
devolved to the Regional Development Agencies. Tourism nationally became very fragmented because each
RDA had a diVerent approach.

12 Audit Commission 2004, Rights of Way Condition Survey 2003.
13 Dr Mike Christie and Jon Matthews 2003, The Economic and Social Value of Walking in Rural England, report for the

Ramblers’ Association.
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2.2 The DCMS champions good quality, skills and service—this is no longer happening in tourist guiding
because of the lack of new training programmes. In the past tourist guide training was organised and
subsidised according to need by each regional Tourist Board, which itself drew down funding from the
English Tourism Council; now training relies on individuals or small organisations without the same
resources. The RDAs focus on economic development to the region and have yet to provide funding or any
kind of support for tourist guide training, even though it has been shown that professional tourist guides
increase visitor spend and encourage repeat visits. Meanwhile although VisitBritain has a quality strategy
it is very much marketing oriented, and oVers encouragement but with no further support.

2.3 There are now not enough qualified tourist guides to meet the demand across the country (recognised
in People 1st’ skill gaps survey of 2006).

2.4 Market Need

— In the South-West the increase in the number of cruise ships calling at ports around the coast has
created a huge demand for Blue Badge guides which cannot be met. The Institute has developed
and costed a training programme based on Plymouth or east Cornwall, but needs funding to get
it oV the ground. Applications to the SWRDA (the lead RDA for tourism), the Tourism Skills
Council, and Learning and Skills Council yielded nothing. People 1st cannot help as it is employer
led, and the Institute is not an employer. (Tourist guides themselves are mostly self-employed.)

— In Yorkshire, the German market brings increasing numbers of tourists into Hull. The Institute
has qualified trainers who could go in to set up a training course but no funds to do so.

In both regions there has been no guide training for over 10 years and unqualified guides are now
meeting the demand, thus diminishing the visitor experience.

— In the The North West qualified foreign language tourist guides are needed as part of Liverpool’s
strategic preparation for 2008 as the European City of Culture.

3. The Structure and Funding of Sponsored Bodies in the Tourism Sector and the Effectiveness of
that Structure in Promoting the UK Both as a Whole and in its Component Parts

3.1 It cannot be stressed too strongly nor too often that, when the Institute was established in 2002 by
the DCMS, it was believed that it would have access to funding. However no funding has been received—
not even a set-up grant. It has not been possible to put in place the administrative structure required to
obtain QCA/QAA recognition of the Institute as an awarding body. Its qualifications cannot therefore be
listed on the national framework and thus draw down funding for accredited training providers. Significant
financial support is needed from a partner such as the DCMS or People 1st to meet these costs.

3.2 Tourist guides are often referred to as the country’s ambassadors to overseas visitors. The profession
is committed to high standards of customer care and top quality training which is costly. The Institute of
Tourist Guiding’s awards are recognised throughout the world as professional quality guarantees but the
Institute cannot make them attainable when the costs of meeting QCA criteria and thus attracting standard
training funding are so high.

4. The Practicality of Promoting Environmentally Friendly Forms of Tourism

4.1 TraYc congestion and the pedestrianisation of many city centre areas have together sparked a
spectacular growth of walking tours in our major cities eg London, Bath, Oxford and Cambridge to name
but a few. Walks are normally constructed around a theme which can vary hugely eg a tour of the Oxbridge
Colleges or Shakespeare’s London would be among the obvious choices but not so the murder trail of Jack
the Ripper—if you dare! Blue and Green Badge Guides are trained and examined in leading these walking
tours which are designed to oVer a stimulating, informed, amusing, safe and thoroughly rewarding
experience—in all weathers too! It goes without saying that guided tours are as popular with British tourists
on the move as with all the overseas visitors from wherever. Shopping before, during or after the walk can
transform the visitor experience into a memorable event.

[Note: Please see the Guild of Registered Tourist Guides submission—paragraph 8 for a broader view]

5. How to Derive the Maximum Benefit for the Industry from the London 2012 Games

5.1 The Blue Badge Tourist Guide 2012 Committees was set up almost immediately after London won
the bid in 2005 for the 2012 Games. The Committee represents all three guiding bodies, namely the Institute,
the Guild of Registered Tourist Guides (GRTG), and the Association of Professional Tourist Guides
(APTG).

5.2 We are aware that 2012 will be a great opportunity for existing qualified Blue and Green Badge
guides. The Institute would like to stress also that the accreditation of training programmes for new guides
at all levels will be very important in order to maximize the visitor experience.
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5.3 There will be a need for the training of volunteers for guiding and escort work at diVerent levels: Level
2 accreditation (fixed route site guides) will be needed to do tours of the Olympic village; Level 3 (flexible
route site guides) to do tours of the Olympic Park in the Lower Lea Valley. An army of 70,000 volunteers
is being sought to help run the Games, providing opportunities for people from all over the UK and from
all walks of life to play their part. The Institute would like to be involved in accreditation of training
programmes for these volunteers. In 2005 letters were written to Sebastian Coe, Tom Wright and Dame Sue
Street to this eVect, however we have yet to be consulted on this issue.

5.4 One of the Committee’s prime objectives has been to provide current Blue Badge guides with extra
training by organizing an accreditation course for the 2012 venues: the first has already taken place with 57
guides successfully qualifying in February 2007.

March 2007

Memorandum submitted by the Pilgrims’ Association

Introduction

1. The Pilgrims’ Association was formed 25 years ago at a time when the pressure of tourists was
beginning to upset the balance between the demands of the visitor and the worshipper. Its founder members
were Canterbury Cathedral, St Paul’s Cathedral, Westminster Abbey and York Minster, all important
tourist destinations in their own right. Membership now includes Church of England Cathedrals and also
3 Roman Catholic Metropolitan Cathedrals, the Methodist Central Hall and Wesley’s Chapel and several
major churches and Abbeys making it a truly ecumenical organisation. Collectively these buildings receive
over 15 million visitors a year and VisitBritain estimates they bring at least £380 million a year into the
tourism economy and support over 10,000 jobs. They are unique in the Heritage Sector in that they are still
in use for the purpose for which they were built, namely that of worship. The Association operates mainly
by exchanging examples of good practice and by championing our members’ interests in the tourism and
educational fields and it is the most significant body coordinating these two functions on a national basis.
For the purposes of this submission the generic term of “Cathedrals” is used although the points made apply
equally to all our members.

The Challenges and Opportunities for Domestic and Inbound Tourism

2. In many of our towns and cities Cathedrals provide the main attraction for visitors. Not only are they
important architecturally and historically but also they provide opportunities for other activities ranging
from family history research to the unique English choral tradition. They organise a vast range of
imaginative events against the background of community music making and are amongst the foremost
patrons of the arts. Also in most cases they are in full partnership with Local Authorities and take part in
tourism and strategic planning initiatives in their particular districts. Their presence encourages the
establishment of a diversity of businesses to the benefit of the local economy as a whole.

The Effectiveness of VisitBritain and other Sponsored Bodies

3. The value to the tourism economy of Cathedrals, as well as places of worship in general, now appears
to be well recognised by VisitBritain, particularly since its support with the “Sacred Britain” initiative. It
has also encouraged the marketing of “film tourism” with the use of our members’ buildings being in great
demand by film directors.

4. The work of the Churches Conservation Trust, which is directly sponsored by DCMS and is also one
of our member organisations, provides a model of how the Department can assist in the preservation of our
sacred heritage. Initiatives such as “Engaging Places”, sponsored by the Architectural Division, even though
their primary aim is educational, provides opportunities for “spin-oV” visits by parents encouraged by the
experiences of their children.

The Structure and Funding of Sponsored Bodies

5. The abolition of entry charges to many museums has created an unlevel playing field as far as attracting
visitors is concerned. A number of Cathedrals have found it necessary to introduce charging simply to
balance their books and others have aggressive “voluntary” donation schemes. This inevitably raises the
question of the morality of paying for entry into a place of worship as well as giving museums an unfair
advantage in this respect.
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The Effect of the Current Tax Regime

6. The greatest expense for any Cathedral is maintaining its fabric. At the same time the need to provide
proper visitor facilities is becoming more and more important both for reasons of marketing and also for
the demands now being placed upon them by recent legislation. This applies to employment law and the
requirements of Health and Safety standards. There is some VAT relief on repairs but the widening of zero
rating on more activities would enable more tourism-related projects to be undertaken.

Tourism Data

7. Visitor numbers and the economic value generated by Cathedrals would enable Government to
understand more clearly the role they play in the overall tourism sector. It would help to form policy by
introducing an element that is diVerent from the more conventional view of tourism and visitor attractions.
They contain nothing that is artificial and provide something that can appeal to all sections of the visiting
public.

Environmentally Friendly Forms of Tourism

8. Cathedrals are working in partnership with cities to encourage visitors to use sustainable transport
means other than private cars, but are, by their location at the heart of cities, very accessible. As
organisations they are addressing the eYcient use of resources, procurement including energy, and waste
management. Good stewerdship of resources is at the heart of their ministry.

The London 2012 Games

9. We anticipate taking a full and active part in the cultural Olympics. In addition to their intrinsic appeal
Cathedrals, which are already venues for concerts and other cultural events, will be planning special events.
They could be magnets to attract the many visitors who may be coming, particularly from North America
and the Commonwealth, to trace their roots and who can focus on Cathedrals, many of which hold the
records they are seeking.

Education

10. Although not directly aVecting tourism in the general accepted sense of the word, education is playing
an increasingly important role in the work of a Cathedral. The DCMS/DfES “Engaging Places” initiative
has already been mentioned but there are literally hundreds of thousands of children annually paying visits
to Cathedrals. These not only provide a source of income, albeit quite small in relation to the resources that
are used, but also they and their friends and families could be the tourist of the future.

Conclusion

11. Cathedrals were amongst the first visitor attractions when they were solely places of pilgrimage. This
is still true today but secular tourism now forms a large part of the visitor population. Cathedral authorities
have come to terms with this change and now accept that they are part of the national and local tourist
economy. By their very nature Cathedrals often hold the key to visits to other faith groups by being places
where both ecumenical and inter faith dialogue is practised. They can be honeypots for other related
businesses and the more that Government can do to help them develop their potential the more eVective
their contribution will be.

March 2007

Memorandum submitted by the Museums, Libraries Archives Council (MLA)

A. About the MLA Partnership

The MLA Partnership is the lead strategic agency for museums, libraries and archives in England. We
work in partnership to improve people’s lives by building knowledge, supporting learning, inspiring
creativity and celebrating identity.

The MLA Partnership believes strongly that museums, libraries and archives:

— are integral in attracting visitors to Britain,

— contribute to a positive promotion of the country overseas,

— will ensure that the 2012 Olympic Games and Paralympic Games are an inclusive and
transformational event.
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This response sets out the value museums, libraries and archives can bring to tourism, now, and motivated
by the 2012 Games.

B. Tourism and Museums, Libraries and Archives

Museums, libraries and archives are an integral part of Britain’s attraction to tourists:

— 85% of overseas visitors come here for our museums and galleries.

— Seven of the top ten visitor attractions in the UK are publicly funded museums and galleries.

— 83% of the winners of large and small “visitor attractions of the year” since 2002 are from the
sector.

— 10–11 million overseas visitors go to the major museums and galleries in Britain each year,
generating over £350 million pa.

— UK households spend on average £59 each week on recreation and culture—more than on any
other commodities and services except transport.

In addition to the enormous draw the sector has for overseas tourists, within the UK we know that
significant numbers of domestic visitors are attracted to our cities and countryside to attend exhibitions and
undertake, for both pleasure and business, research and study in our institutions. Museums, libraries and
archives are key drivers within the mass domestic visitor infrastructure with 43% of the population visiting a
museum or gallery each year, 288 million visits to libraries and two million people using archives. Increasing
domestic tourism by working with and prioritising the cultural sector oVers a triple win of economic, social
and environmental benefit that is sustainable and achievable. It also supports the Sustainability Action
Plans set up by government departments, including DCMS.

The implied role of London as a gateway is made clear in most tourism consultations and particularly
relevant for the Olympics. While London is a key marketing attractor for inbound visitors the regional
dimension of the tourism oVer, and specifically of the museum, library and archive product, is key to the
diversity and richness of our oVer. Museums, libraries and archives across Britain play a vital role in
broadening the visitor appeal of greater London, the regions and nations, encouraging people to prolong
their stay and visit across the UK. It is critical for the cultural sector to continue to raise its profile and
continue to develop its tourism oVer. The MLA Partnership therefore requests that any future tourism
strategy engages with cultural bodies both nationally and in the regions to develop the oVer.

Museums, libraries and archives are keen to build on the sector’s successful experiences in engaging with
people from diverse backgrounds, for whom English is not their first language, who may be unfamiliar with
custom and practice in the UK, who may be disabled in terms of mobility, hearing or vision. The sector is
already seeking opportunities to develop the skills of the workforce to provide a world class welcome to
visitors.

In the future, Britain’s economic prosperity and well-being will depend less on industrial prowess or
natural resources and more on developing, attracting, retaining and mobilising creativity. In this 21st
century, goods, services and industries driven by knowledge and creativity will define Britain’s competitive
edge. In many ways, our cultural assets are the greatest in the world and our cultural institutions take the
lead internationally in access, learning and innovation.

C. Working with Sponsored Bodies in the Tourism Sector

The MLA Partnership is keen to build the sector’s capacity by developing partnerships for international
marketing and an improved sector oVer to maximise mutual opportunities. The MLA Council sit on
VisitBritain’s “Culture Club” and the MLA Regional Agencies have links to regional tourism bodies. We
would expect any new approaches to be managed through these existing structures and for these structures
to be improved and become more consistent.

At present VisitBritain works with a multiplicity of bodies to attract tourism, domestic and overseas. Yet,
there is no sense of a strategy behind its engagement with the cultural and heritage sector despite the sector
being such a significant draw to overseas tourists.

One particular weakness is the lack of collaboration and partnership working over the collection of
tourism data and statistics. As an integral part of the tourism sector museums, in particular, rely on this data
and statistics to provide key management and marketing information. As the DCMS Review of Tourism
Statistics revealed in 2004 (ONS 2004) the sector lacks adequate data and the infrastructure to collect it. This
report, drawing on recommendations from DCMS’s own vision paper Tomorrow’s Tourism Today, called
for the creation of a Tourism Statistics Unit. As far as we are aware this has still not been created. We urge
DCMS to return to the 14 recommendations that were made in 2004 and establish the unit as part of the
preparation for the Olympic Games.

At a regional level work with tourism bodies has been varied. There have been some very successful
partnerships and projects with RDAs and tourism bodies. However, in some regions, activity is driven by
MLA regional agencies approaching the tourism bodies rather then the other way round. Some examples
of this work include:
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MLA London and Visit London—MLA London is the lead partner for the Village London campaign in
May-June 2007, promoting tourism in outer London. The campaign came out of research commissioned by
MLA London from Visit London on how to promote museums, libraries and archives in outer London—
a key strategic aim for our sector, as well as a key strand in the Mayor of London’s Tourism Strategy. The
campaign will link clusters of “hidden gem” museums and other attractions to existing walking and
cycling routes.

MLA East Midlands worked with the region’s five Destination Management Organisations (DMOs):
Arts Council East Midlands, English Heritage, the National Trust and East Midlands Tourism to mount a
conference on Cultural Tourism in May 2006. East Midlands does not have as high a tourism profile as other
regions and MLA East Midlands would welcome a more vigorous partnership with East Midlands Tourism
to fulfil mutual aims.

MLA South East and Tourism South East work in partnership in the designated Growth Areas, such as
Thames Gateway/North Kent, to ensure new communities benefit from a vibrant and sustainable cultural
tourism sector. More widely in the South East the two agencies worked together to tailor Welcome Host
training for people working in museums. Twelve training sessions were held and attended by staV from 63
museums across the region. Similar sessions have also taken place in the West Midlands.

MLA South East and Tourism South East—worked together on a Family Friendly marketing campaign
with museums in the Thames Valley. This led to the development of a Tourism South East Kids Country/
Family Fun campaign for 2006, which was the first of new style targeted campaigns using Tourism South
East’s leading-edge research incorporating Ark Leisure’s values based profiling system. It also supported
the work 24Hour Museum was doing to create interoperability with EnglandNet which now provides data
on museums to all national sources such as Enjoy England. The Family Friendly project is now being rolled
out to include museums right across the South East of England.

MLA North West have worked with the North West Regional Development Agency (RDA) to create a
“museums framework” which identifies museums in the region which meet RDA tourism objectives. This
has opened up access to ERDF funding and ensured that the RDA now see the value of museums within
the regional tourism infrastructure.

Much of this work could be extended across England if culture was prioritised more highly within tourism
nationally. The MLA partnership believe earlier engagement with cultural bodies and a greater degree of
practical support, the benefits of which are proven by the projects listed above, will considerably lift the
sector’s own ability to deliver a better welcome to tourists and increase visitors.

A key area in which we would like to work more closely with VisitBritain is in ancestral/genealogical
tourism within England. This form of tourism is already supported and promoted heavily by VisitScotland
but has not been much exploited within England. It is a major growth area for archives in particular but
also museums and libraries as people visit from overseas to find out about and visit where their family came
from. With support from tourism bodies we could do more to promote access to archival resources and
improve the welcome.

Virtual tourism and using the internet for research prior to visits requires joined up technological
initiatives. We need to maximize existing resources and museums, libraries and archives are at the forefront
of a number of innovative developments which have relevance here, such as the 24 Hour Museum. The
sector’s expertise in the digital presentation of collections and of transforming them into learning and
marketing resources; the creation of the People’s Network and its enquiry and information channels; the
roll-out of Wi-Fi through our institutions, plus other such initiatives, all have the potential to support
tourism and marketing. Digital content across a broad range of media, learning and sharing lessons as
technology develops must be managed up to 2012 and beyond.

MLA provides core funding to the 24 Hour Museum, and welcomed the establishment of a link between
the 24 Hour Museum and VisitBritain, enabling information about news, exhibitions and events in UK
museums to be used by VisitBritain websites worldwide. MLA is supporting the 24 Hour Museum in
extending the functionality of the 24 Hour Museum to include more information about online resources that
can be used in VisitBritain portals across the world. This is supported by the EU-funded MICHAEL project
MLA welcomes this initiative, and would like these links to develop further.

The museums, libraries and archives sector has eVective experience of working in partnership with
broadcasters to broaden the reach of collections, sites and programmes. This type of partnership oVers
considerable opportunity for international, national and regional marketing campaigns. Programmes as
diverse as Coast, Who do you think you are? and Pride & Prejudice have demonstrated how television can
generate tourist visits, both domestic and international. In 2007 the Horniman Museum in south London,
one of the partners in the London Museums Hub delivering the Renaissance programme, has a major
partnership with the BBC for its Walking with Beasts exhibition, linked to the BBC series. There is an
opportunity for the BBC to use programming as loss leaders to stimulate positive images of the UK nations
and regions to target countries. Furthermore, VisitBritain already capitalises on film location sites, including
significant heritage sites, with film trails and websites and such activity could be extended further to partner
broadcast and cultural activity, particularly for domestic day trips and weekend breaks.
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D. The London 2012 Games

Museums, libraries and archives contribute directly to characteristics identified as important for a
successful Games through helping to build “a positive and engaging nation, at home with its rich cultural
heritage but embracing change and open to new ideas.” Our sector will engage with an emerging generation
of young people, celebrate diversity and help deliver the best ever Games, sustaining a legacy for people in
all regions. MLA will champion the development of collections, audiences and workforce so that the Games
will be a transformational event for the sector and the country, raising aspirations and broadening horizons.

We have set out here some general and also some specific suggestions for making the most of our sector
in terms of Games-driven tourism. However, many of these suggestions are relevant at any time. The
diVerence the Games make is in providing a unique and extended focus, and potentially funding, to enable
a concentrated period of change and partnership in order to showcase our cultural riches. With the
collections and resources oVered by our museums, libraries and archives we have an incredible opportunity
to show the world to the nation and the nation to the world.

A coherent approach—The MLA Partnership recommends that DCMS take a cross-departmental and
cross-cultural approach to funding 2012 activity. This will facilitate an eVective Cultural Olympiad from
2008 and 2012, reduce competitive bidding from within the cultural sector, support the aims of a co-
ordinated cultural oVer, and leave a legacy of enhanced co-operation in the future across the cultural sector
with greater capacity to deliver joined-up programming. DCMS must take a UK-wide approach, liaising
with Northern Ireland, Scotland and Wales.

Brand—We recognise the legal constraints under which LOCOG must guard the Olympic brand, and we
welcome their eVorts to develop a “secondary” brand which could be more widely used, particularly during
the cultural Olympiad by organisations contributing to delivering the best ever Games. The need for such
a brand is urgent and compelling, as it will provide valuable association with the Games for those without
direct access to the Olympic marque and oYcial sponsors—particularly as the direct funding for projects
will be limited.

Direct engagement—All Games structures should enable full engagement directly with communities and
facilitate more direct consultation with the target customer base. Although the continued involvement of
policy-makers is key, it should be complemented by direct engagement of existing and future users of the
tourism products. There is a specific need to target young people, especially those who will be teenagers
during the Cultural Olympiad and the Games.

Programmes that target young people and involve schools are eVective mechanisms for direct
engagement. The MLA Partnership, with the museums, libraries and archives sector, has a number of
national initiatives including Renaissance and our education programmes which contribute to these
activities.

Infrastructures—MLA chairs the International Exhibition Programme, one of the key strands of the
Cultural Olympiad, to ensure that we maximise use of, and access to, collections across the nation. Our
investment through our programmes, most notably Renaissance, is delivering quality visitor experiences.
Renaissance-funded subject-specialist networks exist to further cross-sector collaboration; a particularly
relevant example is the Sports Heritage Network which is involved in developing activity focussed on
Olympic themes.

Access—The MLA Partnership supports a coherent approach to tourism across the cultural sector and
with other Games-related bodies, in order to deliver maximum benefit from the Games. It is essential that
access is considered in broader terms than just physical disability. That it considers general access issues for
families with young children and for older people, and that it establishes incentives for improved access
across the board, not just for accommodation. The Games provide an opportunity and a catalyst to make
everyone feel welcome and able to engage fully in all activities.

With the Paralympic Games a prominent element of the Games, it is an ideal opportunity to ensure that
the sector further develops its services to be welcoming and accessible places for people with a range of
disabilities. Training around disability awareness will be developed, and people with a range of abilities and
disabilities will be encouraged to volunteer.

The museums, libraries and archives sector can play a vital role in the provision of information to enable
people to engage with the Games. Public libraries, in particular, are already a key source of information
and meeting places in communities. They are at the forefront of providing universal access to information
technology and the internet, with over 30,000 computer terminals in public libraries with broadband internet
access providing over 68.5 million hours of internet use every year across the UK. They will be information
hubs for activity related to the Games and provide a platform for oVering the cultural programme through
new technologies to the widest possible audience.

Broadcasting models, such as those set out in Section C should be integral to marketing initiatives as well
as providing models for broad community engagement with the Games.

The welcome—The Games should be used as a catalyst for a step change in attitudes to customer service
in the UK. Training should be at the heart of any customer service programme for anyone who comes into
contact with visitors. The idea of generating a “welcome” needs to spread beyond what would traditionally
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be seen as tourism and involve partnership across the public, private, voluntary and community sectors. In
focus group discussions held with the sector in summer 2006, participants expressed interest in developing
Welcome Host training across the sector.

Case Study —MLA East Midlands worked with East Midlands Tourism (EMT) to ensure that the
region’s museums benefit from VisitBritain’s Visitor Attraction Quality Assurance Service
(VAQAS). EMT put on a series of VAQAS Awareness events in 2005–06 which were well attended
by local authority and independent museums. In 2006–07 MLA East Midlands oVered to pay the
VAQAS joining fee for museums, to encourage small museums to undergo an assessment of the
quality of the visitor experience.

Mary Smedley, Manager of Belper North Mill in the Derwent Valley Mills World Heritage Site
said “The VAQAS assessor’s advice was spot on and his wider experience of hundreds of
attractions was well worth the fee. We were getting consultant expertise for less than it would cost.
His advice on our retail activity really helped in getting our shop redesigned and refurbished”. She
added, “Very few of the thousands of smaller museums will be able to aVord the annual fee and
will sadly miss out on the benefits. The scheme will also miss out on some quality attractions”.

Many of our institutions have already achieved a range of quality standards relating to customer care and
wider consumer experience. We would like to extend access to the scheme to others and ensure best practice
in this area can be identified and disseminated to other institutions to encourage improved levels of welcome.

Volunteering and skills development—The museums, libraries and archives sector is well-placed to recruit
and develop many of the volunteers forecast to be needed for the Games. Volunteers have always been an
important part of the museums, libraries and archives workforce and the sector is keen to ensure the Games
provide an opportunity through which this workforce can be expanded, particularly attracting individuals
from communities who would not normally volunteer within the sectors’ institutions. Developing a diverse
pool of volunteers will be crucial in providing a quality welcome to visitors, as well as supporting individuals
in learning new skills and engaging in the Games.

The Games and Cultural Olympiad will oVer considerable opportunity for new employment—jobs which
will require basic skills which libraries can help to deliver, as well as the potential for libraries to oVer
targeted high-level knowledge transfer.

E. Setting the Pace

Setting the Pace, the MLA Partnership’s national 2012 programme, will be published in summer 2007. It
will outline delivery plans for five projects which have been developed as the result of extensive consultation
with the sector and other stakeholders. During 2007–08 we will work to develop the business plan for each
programme area with key partners, including LOCOG, the GLA, regional cultural consortia, tourism
agencies, Arts Council, UK Film Council, and the Lottery bodies.

International Exhibitions Programme—A distributed series of exhibitions across the UK which re-tell the
stories surrounding UK collections in museums and galleries from new international perspectives including
those from local communities.

Living Archive—Will provide the opportunity for everyone to record and share their experiences of the
Cultural Olympiad and the Games via digital and new media. We will support community archives to record
the local experiences of the Games and work with our sector to conserve and develop the legacy.

OYcial Archive—Partners within the sector will hold the oYcial record of the Games on behalf of future
generations. MLA will bring together UK archives and international expertise to explore how best to ensure
a comprehensive and accessible record of the Games is created. We will set a new standard for the creation
and management of Games archive for the benefit of the Olympic movement and future host cities.

Literature and Story-telling—Unique for their role in literature, books and learning, our libraries are the
community’s place for reading. In the lead up to 2012 they will present a series of activities focused on
literature and story-telling. We will commission new works around Olympic Ideals, re-telling and collecting
traditional stories from around the world.

Cultural Information Hubs—With over 4,500 across the UK, libraries are safe and trusted places in the
community where the Games will be brought to life for local people all across the country. We will provide
free on-line and local access to comprehensive information about the Cultural Olympiad and the Games,
signposting local events and scheduling and results information as well as historical and biographical
information.

F. Maximising the Legacy

As well as ensuring a quality welcome, if the Games are to generate increased tourism on a lasting basis
the range and quality of the activities, exhibitions and events oVered will need to be of the highest standard.
Work is in progress within the museums, libraries and archives sector as well as across the broader cultural
sector, to develop sustainable programmes and activities to draw visitors into all the English regions.
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The MLA Partnership has already identified key legacy targets for the sector within our 2012 programme
which we will be seeking to refine and develop:

A. Communities

— have ensured access to our services for people with disabilities;

— have a diverse workforce—including trustees, staV and volunteers,

— have attracted and sustained new audiences through our improved services.

B. Learning

— have improved our services through developing new partnerships within the UK and
internationally;

— have enriched our collections through re-interpretation and the creation of a record of the Games;

— everyone will have access to knowledge and information through our sector,

— our sector will have inspired young people to embrace Olympic and Paralympic values.

C. Economic Impact

— have improved our standards of customer care;

— have strengthened our position in the tourist market,

— be recognised leaders in the transfer of knowledge with business and the creative industries.

Research and evidence—The existing evidence base presents conflicting forecasts for Games-related and
Games-motivated cultural tourism and impact. There is a need to forecast as accurately as possible whether
aspects of cultural tourism during the Games and the Cultural Olympiad will decline, increase or remain
the same. To ensure eVective planning and engagement there is therefore a strong need for more research
and better evidence in order for the cultural sectors (and others) to realistically gauge the impact of the
Games. We understand that Visit London, in particular, is actively refining this forecasting, and we look
forward to being able to discuss its implications for planning in the near future.

Virtual tourism—We believe this should be an integral part of any tourism activity and future targets
should incorporate “virtual” tourism as well as turnover associated with tourism spend from those
physically present.

Market Growth—The MLA Partnership would also welcome support to develop better evidence about
visitors to museums, libraries and archives—visitors from the local community, those visiting friends and
relatives, those visiting while travelling for business, and general leisure travellers from outside the UK. A
good baseline of evidence would enable tracking of market growth. Once a baseline is established it would
be more appropriate to our sector to measure the percentage growth rather than turnover growth due to the
mixed base of museums, libraries and archives. They stretch across the spectrum of independent and private
enterprise, voluntary and/or community enterprise, publicly-funded services, statutory services and
permutations of all of these.

Furthermore it would be helpful to understand better the diVerent motivation for, and customer needs
of, inbound versus domestic tourism. Any targets should be based on a firm baseline of evidence using clearly
defined terms, which would enable clear improvement objectives to be set.

H. Conclusion

Museums, libraries and archives are integral to our oVer to tourists, internal and overseas. In the run-up
to the 2012 Games and beyond we look to see better coordination of tourism activity and a greater
involvement of our sector by the tourism agencies, such as:

Greater co-operation and co-ordination: That any future tourism strategy engages with cultural bodies
at an early stage, both nationally and in the regions, to develop the oVer. We would expect any new
approaches to be managed through existing structures and for these structures to be improved and become
more consistent.

Exploit existing infrastructure and programmes: That development of the oVer to tourists uses and
improves what we have in the sector. This ensures utilising institutions; skills; volunteers; digital resources
and expertise; programmes and funding eVectively for nationwide impact and appeal.

Research and data: Revisit findings of the Review of Tourism Statistics and implement where possible,
particularly the creation of a Tourism Statistics Unit. Support research into the impact of Olympics on
tourism and motivation for domestic tourism.

March 2007
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Memorandum submitted by Churches Regional Council, Yorkshire and the Humber (CRCYH)

New Inquiry: Tourism

This submission is made on behalf of, and in support of, the church tourism initiatives of the Churches
Regional Council, Yorkshire and the Humber (CRCYH).

CRCYH co-ordinates and sponsors faith tourism initiatives over a diverse and large geographical area
including all, or parts of, Church of England Dioceses of SheYeld, Wakefield, Ripon and Leeds, York,
Bradford, Lincoln and Durham and other churches including Roman Catholic and Free churches and
other faiths.

Several church tourism projects included are at the heart of urban regeneration including Rotherham,
Doncaster, Hull, Howden, Wakefield and SheYeld (Cathedral). Churches there can be the focus of the built
environment in cities and market towns and retain an iconic status for those with a sense of place.

Many others are in very rural areas, some aVected by foot-and-mouth or flooding, or changes in industry,
such as the Selby Coalfield. Rural churches can be the catalyst for tourism growth but receive very little of
the income generated which goes to travel, hospitality and shopping.

The Region has over 2000 listed places of worship, a good percentage of all heritage buildings. Major sites
include a number of world heritage sites including York Minster, Fountains, Saltaire and Whitby Abbey
(some maintained by the State, some ignored) and a further six cathedrals and greater churches at Selby,
Howden, Beverley, Leeds, Doncaster and Hull (Holy Trinity), all “cathedral” sized.

However, despite the success of various church tourist initiatives, funding of current and new initiatives
hangs on a thread due to low investment in the sector, eg funding for:

1. CRCYH lead Cultural OYcer

2. Diocesan Church Tourism or Rural OYcers

3. Church repairs (except urgent high level repairs on Grade 1 churches)

4. Cultural events- exhibitions, music, dance in churches

5. New facilities in churches for a wider community use

6. Works of Art eg stained glass, sculpture

7. Legislation costs eg access, health and safety

Attachments include statements on initiatives in:

— Lincoln

— York

— North Yorkshire

— West Yorkshire

— East Yorkshire

Direct investment to the CRC would enable continuity of existing initiatives or the creation of new ones.
Unbalanced grant schemes send out a poor signal to the voluntary sector eg £6.5 million annual grant to
York Railway Museum cf £1.6 million to all 43 Cathedrals for urgent repairs (and still MPs complain at
Cathedral entrance charges!).

Increased investment in church tourism, from the billions in GDP from tourism would have a multiplier
eVect due to the high level of voluntary work in the sector (eg 32,000 churchwardens caring for 16,000 parish
churches).

Included with this submission are examples of guides and leaflets for tourists produced by church inspired
groups, many of them voluntary, which bring and inform visitors to the area but which produce only a small
income directly to churches. Many churches are the only public buildings in market towns and villages able
to host concerts, art exhibitions and other public events but carry the high cost of legislation.

(Health and Safety, Disability Access, Fire and Public Music, No smoking in public buildings signage).
They also hold records of family history, which is one major new tourism opportunity with access demanded
by visitors with no other church interest.

Government appears to be deaf to the needs of those who care for the smaller ecclesiastical gems which
mark the streetscape and landscapes of so many towns and villages but provide grants with so much “red-
tape” that they are inaccessible for smaller communities due to their complexity or high entry levels.

I trust you may find that CRCYH has tried to develop and sustain a church tourism initiative despite the
diYculties and lack of support from those charged with the task.

I have responded in the enclosures to your suggested enquiry points.
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Comments on Inquiry Issues

1. Our experience shows there are many opportunities for catering for visitors on second or third annual
breaks or weekend visitors.

2. VisitBritain is co-operating on a “Sacred Britain” campaign.

3. Taxation on visitors, especially on travel and hospitality has a negative eVect compared with costs of
overseas holidays.

4. Total income from tourism (including data on church tourism) would inform future developments.

5. Investment in train, bus, river travel, “park-and ride” and bicycle hire would be of environmental
benefit.

6. CRCYH is already co-operating with Sport England in the 2012 Games but spreading the eVorts of
the Culture OYcer over a wider area.

Executive Summary—Tourism

I am making this submission in my own name but on behalf of the Churches Regional Commission,
Yorkshire and the Humber, Cultural Practitioners’ Group.

Yorkshire values its churches and has many fine examples of heritage sites, including cathedrals, greater
churches, parish churches, ancient ecclesiastical sites and other faith churches chapels and appropriate
meeting houses.

Church tourism is part of the social driver for the region and is a significant, if somewhat undervalued,
part of the economy as well as being the focus of urban and rural regeneration. Examples of planned schemes
include Wakefield, Howden, Hull, Selby and Beverley, where the significant presence of the major church
building plays a dominant role in the built environment.

Several sites are iconic including world heritage sites at Whitby and Fountains Abbey, cathedrals such as
Lincoln, York and Ripon but also greater churches and smaller ones such as Lastingham and Saltaire.

This submission includes summaries of church tourism initiatives in North Yorkshire, West Yorkshire,
East Yorkshire and Lincolnshire. Although income to communities is significant and measurable (eg to the
hospitality sector), the direct income to churches by visitors is small and so further promotion is limited.
Income generated from education, arts and music events is small.

Although most of the programmes are mature, funding has been diYcult and on-going programmes find
funding support diYcult as churches are not seen as on a level playing field by secular bodies, who believe
the Government fund churches as happens in France and Germany.

In particular, the costs of heritage repairs bears heavily on local congregations and is increasing.
Government grants have fallen in real terms and the backlog is increasing, according to English Heritage
amongst others.

In weighing the need to increase tourism in the Region, DCMS needs to know that they are not delivering
adequate support and encouragement to this sector of their overall responsibility.

Church Tourism in Yorkshire and the Humber: An Overview

Church tourism in Yorkshire and the Humber (involving parish churches and their equivalents, as
opposed to greater churches and cathedrals) has developed dramatically in Yorkshire and the Humber since
the Diocese of Lincoln, which incorporates the geographical areas of North and North East Lincolnshire,
appointed its first full-time tourism oYcer in 1988. Brief details of the major initiatives follow:

Lincoln Church Tourism Cascade (North and North East Lincolnshire) was set up in 2004 with the
assistance of a Heritage Lottery Fund grant and consolidated sixteen years of church tourism development
in Lincolnshire.

The Church Tourism Cascade was designed to integrate Lincoln Cathedral and all the churches in the
area of the diocese (including Methodist and other non-Anglican churches) into one church tourism process.
Although this project has now finished, it is a good example of what can be achieved by a church tourism
area partnership.

All of the churches involved were identified as Cascade, Stream or Pool churches with Lincoln Cathedral
at the head of the cascade. In eVect Lincoln Cathedral leads you to nine major Cascade churches (one per
local authority area), which in turn each direct visitors to eight local Stream churches (a total of 72 Stream
churches) each directing to up to 20 nearby Pool churches (a potential for 1440 churches to be involved,
including non-Anglican churches, in the target area).
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In 2007 the participating churches are still taking this initiative seriously, with a number of churches like
Epworth continuing actively to develop their tourism potential. It is planned that a Cascade leaflet,
produced last year and supported by the Churches Regional Commission for Yorkshire and the Humber,
will have much greater penetration this year to a range of visitor establishments as well as churches and
chapels.

Currently, the local authorities are working with the Diocese of Lincoln, and to some extent ecumenically
(this aspect will gain more emphasis) to develop a successor project to Cascade called LOCI—Lincolnshire
Open Churches Initiative. Funding is now being sought for this with a start date planned for Spring 2008.
This will emphasise a range of things compatible with treasures, arts and culture, and community
development, as well as extending further the tourism opportunities for churches and communities.

Rotherham Churches Tourism Initiative (RCTI) was established in October 1999 and has grown within
the Rotherham Metropolitan Borough Council area until October 2006, when it was announced that the
project would become a sub regional initiative, working with sites of all faiths across South Yorkshire.

Managed by an independent steering group, comprising representatives from churches, RMBC, local
history societies, educational establishments and other interested groups, the aim of RCTI was “to aid the
economic and social regeneration of Rotherham’s local communities by developing the tourism, education
and heritage potential of the area’s fine ecclesiastical buildings”.

The project organised open days, events and exhibitions; undertook research and produced interpretive
materials. In addition, it oVered learning opportunities through guided tours, work placements and short
local history courses for adult learners in order to encourage tourists, school groups and local people to learn
more about the history and heritage of the area’s faith buildings and their communities.

In order to deliver its programme of events, which included an annual two-day Medieval Festival,
bringing over 4000 visitors into Rotherham town centre, and Faith to Faith, the first ever exhibition of
contemporary Islamic art in a working church, the project trained over 200 local volunteers.

In spring 2007 the next phase of the project will begin, funded for the most part by the Heritage Lottery
Fund. This will see the work done in Rotherham extended and developed into SheYeld, Doncaster and
Barnsley areas.

The North Yorkshire Church Tourism Initiative (NYCTI) was a three-year funded partnership project,
which ran from April 2002 to April 2005. Managed by Yorkshire Tourist Board, the main aim of the project
was to increase visitors’ understanding and enjoyment of North Yorkshire’s churches as places of spiritual,
cultural and heritage interest with a view to increasing the number of visits to the area, encouraging longer
and repeat visits and adding value to the stays of existing visitors.

The delivery of the project involved:

— Improving the marketing of the church product.

— Increasing the capacity of local groups.

— Enhancing access and interpretation in local churches.

In total some 281 churches and nine major ecclesiastical sites were involved in the project, which saw a
significant increase in both visitor numbers and visitor satisfaction. Evidence gathered during the project
suggests that the initiative not only encouraged more people to visit churches but that it also encouraged
people to visit more churches than they previously would have.

Key outputs of the project included:

— Eight local church tourism groups established.

— Eight area-based promotional leaflets produced and reprinted (over 178,000 leaflets were
distributed through churches, TICs, YTB, accommodation providers and other outlets).

— A dedicated church tourism website developed as part of Yorkshire Tourist Board’s suite of sites
(www.yorkshirechurches.com).

— Over 30 workshops and training sessions delivered

— Two people trained to deliver the Welcome Host Wales Welcome to the Church training course.

— Three annual conferences organised.

— 117 church-based projects involving 85 community groups supported.

— Recorded visitors up by 117% in 2004–05 compared to year 2000.

— Spin-oV projects including a major Heritage Lottery Fund funded church trails project in Selby
District and Treasures Revealed, an innovative project devised by the Churches Regional
Commission for Yorkshire and the Humber to build on and sustain the successes of the North
Yorkshire Church Tourism Initiative.

The cost of the project, £227,500, was met by a variety of organisations including the Heritage Lottery
Fund, Yorkshire Forward, the Countryside Agency, the Open Churches Trust, local churches and church
organisations, Local Authorities and National Park Authorities, Yorkshire Tourist Board and the Churches
Regional Commission for Yorkshire and the Humber.
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Treasures Revealed was launched on 1 April 2005 by the Churches Regional Commission for Yorkshire
and the Humber. This innovative project was intended to build on the work of the North Yorkshire Church
Tourism Initiative and extend the benefits of the project to churches across the Yorkshire and the
Humber region.

This new project was designed to provide both strategic direction to church tourism in the region and
technical assistance and practical support for local church initiatives.

This project has played a key role in sustaining the positive outcomes secured by the North Yorkshire
Church Tourism Initiative and also in ensuring that the various projects now being undertaken across the
region are joined up and linked into national initiatives.

At a strategic level the Treasures Revealed project has:

— co-ordinated a series of regular networking meetings for church tourism practitioners in the
region;

— built and maintained relationships with regional partners such as Yorkshire Culture, Yorkshire
Tourist Board and the Yorkshire and Humber Historic Environment Forum;

— trained three practitioners to deliver the nationally recognised Welcome Host: Welcome to the
Church course (there are only four people in the country trained to deliver this course),

— worked closely with national bodies such as the Churches Tourism Association and Sacred Britain
Marketing Group to ensure that the good practice being developed in Yorkshire and the Humber
feeds into and informs national policy and practice.

In addition, the Treasures Revealed project has continued to oVer practical support to grass roots
organisations by:

— updating and reprinting the series of North Yorkshire leaflets in order to meet demand from
visitors, churches and tourism professionals;

— starting work on a similar series of leaflets for West Yorkshire;

— managing the content of YTB’s Yorkshire Churches web pages (details of over 400 churches have
now been uploaded and these are then made available to the national VisitBritain website);

— co-ordinating and promoting involvement in national events such as Heritage Open Days;

— initiating and co-ordinating local initiatives such as Treasures Revealed in Leeds—a week of
events involving faith communities in Leeds, now in its second year;

— supporting church-based groups to develop embryonic ideas and apply for funding to undertake
large-scale tourism projects—eg The Monks of Micklegate, York, an ambitious project to install
a high quality professionally designed exhibition in one of York’s medieval churches, aimed
particularly at visitors and school groups;

— providing ongoing technical support to church groups on a one-to-one basis and through
training sessions.

It is anticipated that the Treasures Revealed project will work closely with the national ASPIRE initiative
throughout 2007 to ensure that church tourism in the region, particularly in West Yorkshire, continues to
develop and grow.

The East Yorkshire Historic Churches Trust (EYHCT) is a funded partnership project which began in
2004, similar to the North Yorkshire Church Tourism Initiative. Its overall aims are firstly to increase the
numbers of visitors to the area on a sustainable basis by encouraging more churches to open, providing
information about and interpretations of them, and making them more accessible. Secondly, to contribute
to the creation of employment of local people, and an increase in the number, diversity and sustainability
of small businesses and visitor enterprises. Thirdly to assist the local community in the development of
churches as recreation and leisure facilities, both locals and visitors and fourthly to encourage a sense of
ownership of, and responsibility for, churches in the local community.

So far the trust has over 120 member churches and this number is ever increasing. The project has
witnessed a significant increase in both visitor numbers and visitor satisfaction, with one church boasting a
visitor increase of 880% since it joined the trust! Visitor feedback also shows the more of the public are now
visiting churches and many have been persuaded to visit more than they would have previously.

Key outputs of the project include:

— The production of promotional leaflets and gazetteers produced and reprinted (over 100,000
leaflets are being distributed through churches, TICs, tourism and accommodation providers and
other outlets.

— A dedicated church tourism website developed and all member churches included as part of
Yorkshire Tourist Board’s suite of sites (www.yorkshirechurches.com).

— Several workshops and training sessions delivered.

— Three conferences organised.
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— A vast improvement in visitor numbers since 2004, with many church recording three figure
percentage increases.

— The securing of funding from the Langeled Rural Community Development Fund and
LEADER! to provide £15,000 to member churches for items to promote tourism, such as tourist
church and “Church Open” signs; printing of church leaflets, booklets, cards and postcards, as well
as money for display equipment, audio recording equipment and lighting to enhance concerts and
architectural features.

The funding for this project ended in February 2007 but the dates have been extended to July to allow
for the publication of a stained glass guide church trail as well as reprints of other leaflets and the
implementation of procedures to allow the project to function successfully without a full time project oYcer.

The cost of the project was met by a variety of organisations including the Heritage Lottery Fund,
LEADER!, East Riding of Yorkshire Council, the Diocese of York, and the Churches Regional
Commission for Yorkshire and the Humber.

Greater churches and cathedrals around the region: in addition to these large-scale regional and sub
regional initiatives, many local tourism projects are being undertaken by individual churches, particularly
the greater churches and cathedrals. Several have recently secured funding from the Heritage Lottery Fund
to employ a project oYcer to develop cultural and heritage tourism eg Holy Trinity, Hull and St George’s
Minster, Doncaster.

The benefits of these projects usually extend beyond the church in which the oYcer is based and nearby
places of worship often benefit from improved marketing and the oYcer’s expertise. In this way these
projects also contribute significantly to the overall regional picture.

Memorandum submitted by Museums Association (MA)

Scope of the inquiry:

— the challenges and opportunities for the domestic and inbound tourism industries, including cheap
flights abroad, and their impact on traditional tourist resorts;

— the eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the
industry;

— the structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that
structure in promoting the UK both as a whole and in its component parts;

— the eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for
local government funding (including the “bed tax”) upon the industry’s competitiveness;

— what data on tourism would usefully inform Government policy on tourism;

— the practicality of promoting more environmentally friendly forms of tourism, and

— how to derive maximum benefit for the industry from the London 2012 Games.

1.0 Introduction

1.1 The Museums Association (MA) is an independent membership organisation representing museums
and galleries in the UK and people who work for them. The Association has over 5,000 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 charity, receiving no regular 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 MA wishes to make a brief submission to this inquiry, primarily to stress the point that museums,
and the broader heritage and attractions sector, are vital to the UK tourism sector. Museums accounted for
four of the top five visitor attractions in 2006 and are cited by overseas tourists as a key reason for visiting
the UK. It is something of a cliché, but no less valid for that, to say that overseas tourists do not come to
the UK for the weather: they come to experience the UK’s cultural heritage and landscape. So we urge the
Committee to give adequate consideration to the Government’s support for museums and the rest of the
attractions sector. The tax regime and support for the hospitality industry are of course crucial factors in
ensuring a vibrant tourism sector. But unless there continues to be adequate support for and investment in
the attractions sector, UK tourism will not thrive.

1.3 We do not have comments to make on all the Committee’s questions and have confined our comments
below to two key points.
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2.0 Responses to Specific Questions

2.1 The challenges and opportunities for the domestic and inbound tourism industries, including cheap
flights abroad, and their impact on traditional tourist resorts: both domestic and inbound visitors can be
attracted to UK towns and cities, as well as to rural locations, by excellent museums. For example, since the
expansion and redevelopment of Manchester Art Gallery (completed 2002), 75% of their visitors have been
from outside Manchester and of these 12% from outside the UK. Traditional tourist resorts are seeing the
potential of cultural heritage and contemporary art to attract visitors: Blackpool Council, for example, has
recently created a new post of Head of Heritage to exploit the potential of its heritage attractions. Although
it has had a somewhat troubled development phase, Turner Contemporary, and the development of a new
gallery for the organisation, is key to Kent County Council’s vision for the regeneration of Margate.

2.2 However, if museums and galleries, particularly outside London, are to continue to attract visitors,
investment in infrastructure is required. The expansion of Manchester Art Gallery had been an aspiration
of successive generations since the 1890s. It was investment from the Heritage Lottery Fund (HLF) that
eventually made it possible: the £35 million cost of the refurbishment was met primarily through a grant of
£18.8 million from HLF, backed by £13 million from Manchester City Council and a number of smaller
grants and donations. Investment from the National Lottery, in particular HLF, over the last 11 years has
led to a renewal of the fabric of many of our great museums and galleries, in London and the regions. Of
course the need for investment is ongoing but HLF no longer has the capacity even now to fund as many
significant capital projects as in its heyday. There is great concern in the sector that overspend on the
Olympics might eat into the funds available for the heritage sector from the Lottery even further. This must
not be allowed to happen, particularly given that one of the things that makes the UK so attractive as a
venue is the strength of its cultural heritage.

2.3 Alongside investment in infrastructure, investment in the programmes and people that bring museum
collections to life is also vital. And again the current picture is very positive. The Renaissance programme
of investment in regional museums has transformed visitors’ experience of England’s major regional
museums. It has enabled a group of museums in each region (the regional museum “hub”) to work together
to improve the services they oVer and broaden their reach. After decades of under-investment had left some
of our most important regional services in a state of near-collapse, Renaissance has injected new skills, new
energy and new vision into the sector. However, further funding is still needed to implement the programme
in full and the sector is looking to the Government to ensure funding for Renaissance is not cut as part of
the Comprehensive Spending Review. Cuts would undoubtedly endanger museums’ capacity to attract both
inbound and domestic tourists, as well as to serve their local audiences and we urge the Committee to use
this report as an opportunity to restate the importance of this programme.

2.4 The practicality of promoting more environmentally friendly forms of tourism: The Committee
should note that this is an issue the sector is very much aware of and is taking into account in planning future
audience development strategies, although we do not have any clear recommendations to make from the
museum sector as yet. The National Trust is a leader in this field and is, for example, not planning for growth
in visitor numbers to sites in rural locations only accessible by car. The Museums Association is about to
embark on a major piece of work (due for completion in 2008) looking at issues of sustainability for
museums, including their environmental impact. This will include questions about how museums might
promote greener tourism. For example, is it more environmentally friendly to move objects and exhibitions
in touring programmes or to encourage long-distance travel to view exhibitions?

3.0 Conclusion

3.1 The Museums Association welcomes this inquiry and hopes that the Committee will take a holistic
view of tourism issues, including the needs of the attractions sector as well as the hospitality industry.

March 2007

Memorandum submitted by the Tourism Society

A. Introduction

The Tourism Society is the professional membership body for people working in all sectors of the visitor
economy. With around 1200 members primarily in the UK, the Society reaches it’s 30th Anniversary in
2007—having been founded in 1977 with the aim of driving up standards of professionalism in a fast-
growing global industry which can have major social, economic and environmental impacts on communities
and nations. Membership is open to people working in every sector of the industry—public, private or
voluntary—and to those well-established in their career path as well as those starting out on a travel or
tourism course at college or university. The Society is non-political and organises frequent discussion
meetings throughout the UK, to debate current topics.
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B. The Views Expressed in this Submission

Members of the Society submitted individual views from their varied viewpoints, across the tourism
industry, mainly in Britain but with some contributions from professionals overseas involved with Tourism
to Britain. The membership covers professional working in the private and public sectors, marketing groups,
academia, destination management organisations, consultants—and students, the industry leaders of
tomorrow.

C. Attendance to give Oral Evidence

Representatives of the Tourism Society would welcome the opportunity to attend and give oral evidence
to the Select Committee with the opportunity to answer questions and discuss aspects of particular
significance to the Committee’s inquiry. Subject to the proposed time, we would be represented by David
Curtis-Brignell (Chairman) and Ken Robinson CBE FTS (Chair of the Tourism Society Think Tank, who
co-ordinated this submission).

Note: The Tourism Society participates in the Tourism Alliance and is aware of the content of the
submission it has made. The Tourism Alliance has included specific numerical and statistical data within
their submission, with which we concur. We have therefore omitted them from the following text.

D. Written Responses to the Questions Posed by the CMS Select Committee

1. The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

(a) Main challenges: Domestic:

(i) IneYciency, duplication and mutual competition caused by post-devolution fragmentation.

Opportunity: to ensure that a coherent, co-operative structure is created.

(ii) The reduced length of stay on short breaks, leading to less activity within the destination areas,
and a reduction of visits to heritage and cultural features, etc.

Opportunity: little, as more frequent short breaks have negative environmental impacts, compared
with longer trips.

(iii) Road congestion and costs of travel [. . .] potential road charging, leisure and tourism is seen by
some as a non-essential, “frivolous” activity.

Opportunity: none

(iv) The availability of many flights to overseas destinations from low cost carriers, tempting more UK
residents to travel abroad, more often.

Opportunity: (see Inbound below)

(v) Lack of accurate data; meaning that Tourism is inadequately recorded, understood and managed.

Opportunity: to improve tourism statistics, in terms of coverage, timeliness and usability.

(v) Wasteful mutual competition, especially in publicly-funded promotional expenditure by the
“richer” English RDA areas.

Opportunity: to educate the spenders to avoid wasteful eVorts, and if possible reduce disparities
by guidance to RDAs.

(vi) The variable state of the tourism product, especially in England, some parts of which (such as parts
of most resorts) are outdated but uneconomic to modernise to achieve contemporary standards.
The high cost of many UK tourism products, coupled with the outdated product, and the
availability of cheap flights, has hastened the spiral of decline.

Opportunity: to encourage realistic “pruning” of outdated stock (by Planning and development
policies, incentives etc) and concentrate improvements where good contemporary standards and
long term profitability viability can be achieved.

(viii)LA’s funding restrictions—leading to a reduced involvement in tourism and partial or full
withdrawal from tourism-related activities.

Opportunity: Ensure that the economic and social value of tourism is better communicated. Local
Authorities should be required to produce and publish a Tourism Strategy.

(ix) The escalating cost of domestic tourism products, especially due to the high rate of VAT compared
with European competitor destinations. Coupled with a relatively strong pound, this causes more
UK tourists to go abroad for holidays, although the increases in APD may partially oVset this
eVect with the most price-sensitive tourists.

Opportunity: Government should seriously consider reducing the direct taxation burdens on
tourism, so that with more aVordable tourism opportunities, inbound and domestic tourism
grows, with a greater final gain to the Treasury.
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(b) Main Challenges—Inbound:

(all the above apply) plus:

(i) Environmental concern may lead to curbs or taxes on low cost airlines.

The “right” to travel is unlikely to be manageable by politically-acceptable impositions and
constraints. Opportunity: the new routes oVer the potential to attract more inbound demand from
overseas by residents of the destination areas, and they primarily benefit regional destinations
within the UK. The trend may cause inbound leisure tourists to travel less often, but stay longer,
thus encouraging itineraries around regional areas and spreading the benefits.

(ii) The cost of APD and Visas, making UK uncompetitive and places obstacles in the way of
potential tourists.

Opportunity: revise the Visas system; if possible to make the UK visa an inexpensive addition to
Schengen visas. If separate UK visas remain, and biometric data is required, redesign the
applications process to make it accessible, inexpensive and convenient for applicants. Visa Fees
for tourists should cover administrative costs but not be required to cover the costs of non-tourism
activities such as the policing illegal immigration etc.

(iii) Inadequate representation in source markets due to limitations on VB funds.

Opportunity: Increase VisitBritain’s funding, as constantly requested by the industry, and as
recommended by successive CMS Select Committees, recognising the return on investment this
produces for the whole of the UK.

(iv) A fragmented presence abroad, ineVective impact and waste, caused by nations and regions unco-
ordinated actions and spending.

Opportunity: To create a meaningful England national entity, to work as an equal partner with
Visit Scotland and Visit Wales, and with Visit London. Strengthen the national and London
Board’s mutual participation within VisitBritain (beyond the existing VB Board presence) to
ensure greater cohesion by all in overseas marketing programmes.

(v) A distorted image of the UK is created by unbalanced representation of the product (eg strongest
tourism assets inadequately funded for promotional activity.

Opportunity: to use the influence of the new England national entity with its national and English
RDA partners, to discourage disproportionate allocation of funds.

2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

(a.) EVectiveness is limited by DCMS’s recognition of, and the weighting given to, the economic, social
and environmental importance and potential of tourism, in relation to other departmental
responsibilities.

(b) DCMS is limited by Government’s (principally Treasury) perceptions of Tourism which appear to
be that it is mostly an activity of economic substitution, that can be taxed, rather than stimulated—
although the latter would generate much more tax. The potential economic gain from additional
inbound tourism, and loss from outbound tourism is given insuYcient consideration.

(c) DCMS has inadequate staV resource (numbers and expertise), to fulfil its tourism responsibilities.

(d) A primary role for DCMS is to be the advocate of Tourism across Government: this is not
adequately done. Moreover, this is a role of UK-wide significance, because factors aVecting
Tourism include many matters over which the devolved national and regional administrations do
not have authority. The devolved responsibility for tourism to the home nations and regions in
England has left DCMS in a timid position, and these aspects are not adequately managed.

(e) DCMS/Government policy was to abolish the national Tourism Board for England, leaving only
a marketing role with Visit Britain. Even among the autonomous English RDAs there is a need
for an eVective network and a competent “hub” to ensure cohesion, spread best practise etc, this
is not in place—but would evolve more quickly if DCMS gives authority to VB to promote and
serve it.

(f) DCMS has repeatedly identified simplistic policy targets, but has not created a cohesive strategy
for their achievement, nor has it permitted VisitBritain to act as an adequate catalyst to implement,
or encourage, or fund, eVective programmes.

(g) Tourism statistics are inadequate. The Science Review of DCMS determined that if the outcome
of DCMS’s own review “The Tourism Statistics Improvement Initiative” were enacted, they would
be satisfactory. The ONS endorsed the recommendations. They have not been implemented due
to Treasury refusal of additional funding.

(h) DCMS and its sponsored bodies can only be as eVective with and through an eYcient network;
throughout Britain (via the devolved administrations, and the English RDA’s, and with the
industry). Serious shortcomings have resulted from the abolition of the English National Board
and the devolution within England.
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3. The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

(a) The devolution of responsibility for tourism to Scotland and Wales has resulted in much higher
allocations by their administrations to tourism marketing (within the UK and overseas) and other
industry support activities, than is the case in England.

(b) In England, the devolution of Tourism responsibilities to the RDAs, which have highly varied total
budgets, have led them to make very diVerent allocations to Tourism, and diVering arrangements
for the delivery within their areas. The disparity is very marked, resulting in high promotion and
development expenditure in areas where there is relatively little tourism, and very little in areas
where the main tourism products and volumes of tourists are present. This leads to a distorted and
fragmented image of England’s tourism resources. Better tourism services are required by all
tourists: the need is in proportion to the volume and locations of tourists—not general, non-
tourism-related, allocations of regional funding.

(c) The situation has been made worse by the constraints on Local Authority funding that have lead
to Tourism, as a non-statutory activity, suVering substantial budget cuts, with some LA’s ceasing
involvement altogether.

(d) The present arrangements for Tourism sponsorship in Scotland and Wales are working quite well,
and evolving to match the tourism potential, and the needs of industry. In England the reverse is
the case. DCMS’s abolition of the national coordinating body has caused a serious weakness—
far beyond any perceived “saving”. The wish to transfer authority to the RDAs in England was
understandable, but to do so with no co-ordinating mechanism, when their remit is to their
individual areas, has been a recipe for weakness, divisive competition, duplication and a lack of
confidence by the industry in “the system”. The concept that cohesion can be achieved by the
industry alone is misplaced, due to the fragmented nature of tourism and the predominance of
small businesses, even though the Tourism Alliances (in England, Scotland and Wales) are
doing well.

(e) The lack of authority and funding applied by DCMS to VisitBritain has hindered the achievement
of greater eVectiveness by the industry, RDAs and destination organisations in England. DCMS
explains that their funding for all departmental responsibilities is severely limited; however, they
have the ability to allocate funds diVerently between their sponsored sectors, and it is tourism that
has the potential of generating very significant economic gain for the nation. There is a strong
argument for allocating more to tourism, even if Treasury provides no further funding.

4. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

(a) The current levels of taxation on tourism in the UK are making it uncompetitive, encouraging
residents to go abroad and discouraging inbound visits. This is financially short-sighted; local
economies throughout Britain would gain greatly from a more favourable tax regime, and the tax
take to the Treasury would be greatly enhanced.

(b) The consideration that has been given to a possible Tourism Tax has drawn fierce objections from
most tourism interests. However, Tourism taxation is not necessarily negative; there are good
international examples of taxes on tourism being very eVective, stimulating increased tourism
revenues, and catalysing and supporting investment in key product resources—but this generally
only occurs where the taxes are applied at low levels (perhaps 1% or 2% on relevant expenditure)
and all the proceeds are hypothecated directly into tourism promotion and development.

(c) Regrettably, existing taxation on tourism (such as VAT, Air Passenger Duty and the potential
“bed tax” mooted for Local Authorities), are seen entirely as revenue-raising for non-tourism uses,
and as such have entirely negative impacts on tourism volumes and revenues. The rate of VAT on
tourism-related items such as accommodation is at roughly twice the level in competitor European
destinations.

(d) Current and intended higher Visa charges place the UK at a serious disadvantage to competitor
destinations, and it makes no sense to levy charges on bona-fide tourists to cover not only the fair
administrative costs of an eVective Visa regime, but also the costs of policing borders, security and
controlling illegal immigration, etc.

(e) The accurate comparative data is damning. The UK is losing much valuable inbound tourism, and
resultant expenditure and tax, as a result of the cumulative eVect of these excessive taxes on
tourism.
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5. What data on tourism would usefully inform Government policy on tourism

(a) As stated above (in 2.): Tourism statistics are inadequate. The OST’s Science Review of DCMS
in 2004 (pursuant to the “Government’s Cross-Cutting Review of Science and Research as being
necessary to ensure high quality science and evidence-based policy within Government”) found
that present provision was inadequate. It concluded that if the outcome of DCMS’s own review—
“The Tourism Statistics Improvement Initiative”—were enacted, Tourism Statistical Data would
be satisfactory. The ONS endorsed the recommendations. Yet most recommendations have not
been eVected due to Treasury refusal of funding. (It is suggested that the CMS Select Committee
review the TSII conclusions which remain valid).

(b) There have been steps towards the creation of Tourism Satellite Accounts as advocated by
UNWTO, and the RDAs are advancing this—but they are severely hampered by the shortcomings
of the basic national data, when disaggregated to the regional and local levels, and by time.

(c) Government policy, and the actions of funded bodies and industry, are dependent on adequate
statistics. DCMS has repeatedly identified the need, and states that the improvement of statistics
is a priority. Yet not enough has been done. Inadequacy means that it is impossible to measure
accurately, to assess the impact of actions accurately, or monitor trends—and the result is an
incalculable loss of unrealised potential.

(d) Recent initiatives by VisitBritain with the RDAs are leading towards the establishment of a
Tourism Statistics Intelligence Unit that would fulfil a specification, quality control and co-
ordination role, hoping to optimise the collation of tourism-related surveys across the public and
private sectors. This may lead to improved results, but greater ongoing commitment of public
funds to the main surveys and central services will be essential, even if private sector participation
is achieved.

6. The practicality of promoting more environmentally friendly forms of tourism

(a) With the exception of transportation, virtually all tourism activities are comparable with activities
by local residents; tourists are residents, away from home. Tourists will therefore be susceptible to
the regulatory circumstances that evolve to address the sustainability agenda.

(b) There are however many opportunities to make tourism businesses and activities more
sustainable—and the industry must adopt suitable measures; although few, if any, are tourism-
specific.

(c) Environmentally-sensitive tourism is now a self imposed requirement by a growing proportion of
tourists who are environmentally aware. There is an opportunity to evolve descriptive schemes that
enable tourists to recognise the environmental integrity and “footprint” of the facilities they use
and the activities they undertake. This should be pursued by DCMS through UNWTO, proposing
the development of common standards and descriptions for use internationally.

(d) Public transport provision is the key to limiting the impact of private cars, that are and will remain,
the principal means of transportation used by tourists to reach most rural destinations, and for
activities and excursions within rural areas.

(e) Some tourist activity can cause direct environmental and ecological damage, such as the erosion
of natural areas by walkers, or noise impact by leisure activities such as go-cart tracks. The
prevention and cure of these situations is already available in the planning and control powers of
local authorities, the sensitivity of managers and operators, and the actions of local people.

(f) Limitations on air travel, if they become commonplace, may lead to less frequent trips, which will
encourage tourists to make trips less frequently but stay longer. Overall, this could benefit inbound
and domestic tourism, far more than it causes outbound tourism losses.

7. How to derive maximum benefit for the industry from the London 2012 Games

The key actions are:

(a) Government, through DCMS, must ensure that a clear and timely lead is given to the tourism
industry, on Strategy and Communication: with cohesion between Visit London and VisitBritain,
to outline policies, strategies and timescales. This should come from DCMS as the sponsoring
department and link with LOCOG etc., it cannot be left to LOCOG’s Nations and Regions Group.
This is already overdue, and is the cause of much unfruitful commitment of time by committees
and working groups throughout the UK.

(b) To share understanding that the Olympic and Paralympic Games will generate very little
additional tourism, directly related to the Games (by Competitors, spectators, oYcials, sponsors,
media etc). Most such tourism will be in substitution for leisure and business tourism that would
otherwise occur at that time.
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(c) To recognise that London is a very big tourism destination, with a sophisticated network of
transport links to Olympic sites and that tourism volumes for the Games will be well within usual
levels, and available accommodation provision.

(d) Be realistic that there are potential disbenefits of the Olympic Games for host venues (locals go
away, leisure tourists stay away) and that many leisure businesses do badly during the Games. Plan
accordingly to minimise the predictable potential disbenefits.

(e) Be analytical about the limited tourism benefits of Olympics-related aspects such as Training
Camps and the Torch Relay.

(f) Take steps to ensure that Britain “hosts” our Olympic guests in an exemplary manner . . . but
recognise that the best skills, access, quality etc, are not Olympic-specific, they are needed for the
UK to compete as an international tourism destination anyway, now, next year, and up to and
beyond the Olympics.

(g) Britain has been slipping in the international pecking-order of destinations; the Olympics are the
opportunity of a lifetime to stimulate awareness and growth in inbound tourism. Focus on the fact
that the great potential tourism benefit from hosting the Olympic and Paralympic Games is to
boost our international image, which can be achieved through the many thousands of accredited
and unaccredited media who will attend the Games, and the unprecedented exposure that will be
achieved through broadcast, printed, and online media. Some increased awareness is inherent, but
much is only potential, unless stimulated by investment in marketing, promotion and networking
in source markets. This cannot be achieved by diverting existing promotional expenditure. More
pump-priming funds are essential, especially for VisitBritain and their activities in leading activity
by the home nations and London, and in actions and liaison services in the majority of 200
competing nations where there is inadequate VB presence currently.

(h) There is a key diYculty over marketing and promotion, in respect of the severe prohibitions on
Branding and the use reserved to LOCOG and their authorised sponsors of all Olympic-related
terminology. The need for the IOC and LOCOG to protect the sponsorship revenue is fully
recognised. However, tourism marketing needs to be able to identify Olympic links. It is critical
the LOCOG work with VisitBritain, Visit London and the industry to enable adequate branding
to be available, if the potential tourism benefits are to be realised.

(i) The industry must have an authoritative and clear lead for it’s actions to boost tourism through
the Olympics. This is natural within London, where Visit London will lead, and overseas where
VisitBritain is the de facto senior marketing entity, with the separate actions of Visit London,
Scotland Wales and English other regions. However, the evidence of past Olympic Games is that
hype, mutual competition and lack of clarity can be very wasteful, and it will occur at the very
time when performance should be optimal. We believe VisitBritain and Visit London should be
authorised to formalise a joint leadership role and act in mutually to benefit the whole of Britain.
An Olympic Tourism Forum should be convened, under their leadership, involving all industry
and appropriate administrative organisations, and task groups should work on each of the key
areas achieve the most constructive result and long term benefit for Britain.

March 2007

Memorandum submitted by Tourism West Midlands/Advantage West Midlands

Tourism West Midlands, the lead strategic board for Tourism in the West Midlands, and Advantage West
Midlands are pleased to respond to your Select Committee Inquiry on Tourism.

The points raised in the Inquiry are addressed in detail by the West Midlands response to DCMS’
Welcome(Legacy consultation, and we therefore attach the regional response to that consultation by way
of our contribution to your Inquiry.

Generally, we would like to make the following main points to you, which are also reflected in our detailed
response.

Regional Structures

When RDA’s took on the lead role for strategic tourism development in 2003, significant changes in
structures were implemented. These changes have taken time to become fully embedded. Over the past three
years however, the resources available to tourism, and the quality and depth of support for tourism in the
regions has improved dramatically. Cross-regional support and inter-regional exchange of best practice has
also progressed significantly, particularly since the introduction of the Partners for England initiative.
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Structural Changes

Global tourism has changed dramatically over the past decade, with air travel becoming cheaper and both
the UK’s leisure and business visitor destinations facing more international competition. This is reflected in
the UK’s growing travel deficit. So far, the UK’s policy response to this development has fallen short. We
see a need for a more pro-active and strategic approach to attracting business tourism events, as well as a
need for stronger and more coherent policy to improve our competitiveness as a leisure visitor destination.

Data and Intelligence

We believe that the UK’s response to the structural changes outlined above is hampered by the lack of
consistent and robust data. This stands in the way of a full understanding of the sectors economic impact.
This aVects the priority given to our Visitor Economy, including Business Tourism, and the policies
developed to support it. The joint RDA eVort to address this issue in collaboration with DCMS, is fully
endorsed by AWM and TWM.

Place-Shaping and the Visitor Economy

We fully support the importance given to place-shaping in recognition of the role of high-quality places
both for residents and for visitors. Indeed, this fits very well in the regional eVorts to plan for growth in the
visitor economy.

Strategic Marketing

The separation between responsibility for product development, and promotion, places a premium on the
quality of the partnership working between the agencies responsible. RDAs have a clear strategic
responsibility for product development. VisitBritain has responsibility for the promotion of the UK and of
England. There is scope for closer working between these bodies in particular, within a strategic marketing
framework; the Partners for England initiative is welcome in this context.

Welcome(Legacy—Tourism West Midlands Consultation Response

Introduction

We congratulate DCMS with conducting this large-scale consultation exercise to seek feedback from
stakeholders on your draft tourism strategy for the 2012 Games.

In response to your consultation, Tourism West Midlands, the strategic lead advisory body on Tourism
in the Heart of England, has considered your document in detail. Tourism West Midlands brings together
a number of key stakeholders from local government, sub regional Destination Management Partnerships,
regional agencies, as well as major visitor attractions and small and large accommodation providers. Their
views are represented in this response.

In addition, Tourism West Midlands, Advantage West Midlands, Heart of England Tourism and the
Regional Centre for Tourism Business Support have widely disseminated the consultation document to
public and private sector stakeholders and encouraged responses to the consultation via our various
industry publications.

A large-scale regional consultation event was held on 2 November at Aston Villa Park—our Region’s
Olympic venue. Over 100 stakeholders attended the meeting; which included a contribution from DCMS
and an extended Panel Discussion. The outcomes of the event, as well as the recommendations from
Tourism West Midlands sub-groups, form the basis for our detailed response below. We acknowledge that
many of our regional and sub regional partners will communicate their specific responses to you in separate
correspondence.
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2012 Tourism—West Midlands Preparations

The West Midlands 2012 structure is as follows:

WM Leadership Group 

Chair: Cllr Saint (WM rep on NRG) 

WM Advisory Group 

Chair: Trudi Elliott  (GOWM) 

Culture 

CWM 

Business 

WMBC 

Tourism 

TWM 

 

Training Camps 
Sport England 

Health 

Coventry  Uni 

Along with all other regions, the West Midlands was submitted its draft strategic framework to the
Nations and Regions Group in October 06. This framework summarises the main initiatives planned by the
region for the Games. We attach our Tourism proposals as an annex to this letter.

Given that we have developed regional initiatives in line with the delivery framework timeline, we foresee
a need for flexibility, both at national and regional level, to ensure that the national strategy and regional
delivery plans are suYciently aligned. This consultation document does not currently focus in any great
extent on regional delivery of the strategy, and if (some of) the resources are expected to come from the
regional level, more detailed discussion is needed between DCMS, VB and RDAs before specific actions are
signed oV.

General Consultation Points

We do not argue with most of the points in the consultation and—indeed—we feel the strategy outlines
many priorities which should be addressed in the industry and where 2012 acts more as a focal point than
as the sole motivator. However, we are concerned that this strategy does not at the moment reflect the strong
leadership role which the document itself quotes as a key element of the success of the Sydney Games. Given
that our industry is dominated by small and medium sized enterprises and given the devolved nature of
tourism in our country, our success relies on strong communications and powerful, clear messages about
the need to change and improve. In this context, we believe that the proposed Joint Unit plays a pivotal role
in strengthening the lead role for tourism in the forthcoming months and years. This is particularly
important in view of recent forecasts, suggesting that the UK Visitor Economy is set to grow at a
significantly lower pace than that of our main competitors. As outlined below, we believe regional tourism
interests should be reflected in the Joint Unit, possibly through RDA membership.

We also think this document sets out a number of key areas regarding tourism and the 2012 Games.
However, in particular if the ultimate strategy were to serve as a “national tourism strategy” there are
significant areas which should be further developed. These include sustainable tourism, planning and
transport, marketing and branding. We would expect DCMS to engage with regional partners in drafting
the national 2012 tourism strategy, and to address the key issues which are currently left out of the
document.

Specific Response to the Consultation Questions

Tourism—the challenge of 2012

Whilst experience from previous Games shows no—or limited—net additional visitors, we believe there
is scope to increase net visitor number, to London as well as to the rest of the country. We will of course
strive to give visitors to our Region’s Olympic Venue—Aston Villa Park—a world-class welcome and
encourage them to extend their stay and enjoy other aspects of our visitor oVer. Experience from previous
Games shows that traditional visitors stay away during the Games, and that Games visitors only stay for
the particular sporting events they are interested in. We believe the key to persuading visitors to extend their
stay, and to attracting a broader group rather than just the sports enthusiasts, lies in identifying other areas
they are interested in. As such, we see a role for VB to work with the Regions and the destinations to identify
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visitor interests and develop themed packages, which are promoted via EnglandNet and other sources, and
can be accessed by tour operators as well as by individuals. That way, a Games event can be packaged up
with a themed visit (eg rural England, shopping, heritage), thus turning the day-visit into a short break. We
would be keen to work with VisitBritain to develop this concept for our Region, and other Regions with
an interest.

We believe the attract and disperse principle should be behind all our marketing eVorts. As such, our
national marketing eVorts on 2012 should target Games enthusiasts, as well as the wider public, and should
promote the Regional Airports as alternative Gateways when visiting the Games.

During the Games, we anticipate a particular opportunity to attract domestic visitors, and Londoners in
particular. More generally, the VFR market is a great opportunity during the Games, as friends and relatives
decide to stay with their UK-based relations to experience the “buzz” of the Games. Although the VFR
market is notoriously diYcult to manage, steer and monitor, we believe there would be merit in a specific
national marketing eVort to spread the suggestion of the British hosting more of their UK and overseas F&R
in their own homes (or hotels sometimes!), before, during and after the Games.

Getting tourism’s structures right

We recognise the measures put in place to ensure regional engagement in the 2012 structures, through the
Nations and Regions group in particular. In our Region, as in other regions, we have established cross-
sectoral partnership arrangements to ensure that we work with the Nations and Regions group to make the
Games indeed of national benefit, rather than entirely London-centric.

Given the composition and priorities of the Nations and Regions Group, we welcome the proposal for
the new joint unit to co-ordinate tourism related activity (including Marketing) between VisitBritain, Visit
London, LOCOG and others. We believe this unit would need to develop initiatives (including product
packaging, as mentioned above) on behalf of the NRG, and provide the voice of tourism on NRG. A
regional presence, possibly through the Lead RDA for Tourism, on this unit is a way of ensuring the
principles of regional engagement are followed through where tourism is concerned.

Positioning the UK as a truly world-class destination

The consultation document does not focus on marketing eVorts in any detail. Given the key role of
marketing in maximising the tourism benefits of the Games, we would expect VisitBritain to liase with
regional (and sub regional) partners about the 2012 marketing approaches shortly.

For the period before the Games, we believe the strategy should emphasise:

— The need for London (which will receive increasing global attention towards 2012) to be equipped
with the information and promotional material, as well as with the commitment to raise the profile
of other parts of the country. Regional tourist bodies have a role in providing the right materials
and information and support.

— The need for overseas marketing between 2008 and 2012 to use the 2012 hook where appropriate.
This applies to all activity, from national level right down to destination-specific marketing
campaigns.

— The fact that we are home to the birthplace of the Modern Olympics; Much Wenlock, Shropshire.
We expect national agencies, and London organisers, to support and promote the tremendous
marketing potential from this truly Unique Selling Point for the UK and the Heart of England.

— The potential of themed product packages. Building on existing product packages and including
elements which specifically refer to Games’ interests, would add value and could help attract more
visitors to the UK in the run-up to 2012.

For the period during the Games, the strategy should take account of:

— The tremendous TV coverage during the event, and the need to present the UK generally as much
as possible, rather than solely focusing on the London.
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— The opportunities for Olympics visitors to undertake trip extensions:

— Acknowledged that UK regions would be competing with other EU destinations as well as
with each other for post Games extensions.

— The unique selling points of the West Midlands, and Shakespeare Country, Ironbridge/Much
Wenlock and Birmingham in particular.

— The importance of regional representation in any imagery that is used during the Games to
celebrate London and the UK’s various historic/cultural icons. Again, we expect the West
Midlands icons to be well-represented in such imagery, as they add to the visitors’ overall
impression of the country.

— In practical terms, there is a realism that attracting significant numbers of visitors will be
challenging—we need to identify the markets and types of visitors who are pre-disposed to
wanting particular types of experiences. At national level, it is important that a consolidation
of previous work is combined with possible specific new market research, and that targeted
campaigns are developed in advance of the Games, in conjunction with operators.

— Research on visiting patterns at previous games to inform potential marketing activity.

— Influencing visitors while they are at their destination, ie in London:

— Interception marketing— more research would need to be done into customer behaviour, ie
will itineraries be pre-planned or will there be scope for spur of the moment trips?

— By-passing Olympics traYc:

— Given the West Midlands’ central location, many Games visitors will travel through our
region on their way to and from Games events. We are committed to providing their travellers
an excellent welcome in our Region, and we see this as an opportunity to encourage by-
passing traYc to spend time in the region. A list of Games events and venues will be necessary
to plan potential opportunities.

— The possibility that significant numbers of London residents may decide to escape the capital
during the period of the Games. Our region is ideally placed to provide a welcoming haven for
these Londoners, and we see this as a potential domestic marketing opportunity.

— The likelihood that the Games could be a very powerful stimulant to additional VFR business.
For example West Midlands residents inviting friends and relatives (F&R)—both from the UK
and from other areas such as the Caribbean, the Indian sub-continent, eastern Europe, China and
so on, to stay with them to visit the Olympic soccer matches at Villa Park; to visit Much Wenlock,
as its profile rises between 2008 and 2012; to visit other major attractions in the region; to take part
in some of the major events taking place in the region in the run-up to the Games.

— Specific opportunities related to the Paralympics. It is clear that the opportunities of the
Paralympics will only be maximised if the product and service oVer is tailored and is of an
appropriate and consistent level. This is a particular priority for our region in the years ahead.

— The need to package the visitor product in order to make it easy to access and purchase:

— National support may be required to make packaging (including transport, accommodation
etc) happen.

— Work is needed to identify potential packages at regional and inter-regional level. For the
West Midlands, it is key that we:

— Base packages on existing regional strengths.

— Inform the packages by knowledge of visitor propensities/characteristics and profiles.

— Maximise the use of obvious key assets such as Shakespeare and the Cotswolds.

— Work with private/ London-based operators who will also be oVering packages— we
should influence them to include Heart of England destinations on their itineraries.
The region is centrally located—given this, has a good chance to be included on these
itineraries.

— The opportunity for regional airports, such as Birmingham International Airport, to be a direct
gateway to the UK. At regional level, we see:

— A need for collaboration between tourism stakeholders, the airport and the airline carriers to
understand options and opportunities.

— A need for a gateway welcome and welcome packs for Games-related travellers.

— An opportunity for visitors to spend a proportion of their trip in the Region on arrival or
departure.

— The Potential displacement of visitors. Whilst we do not anticipate this to be a significant issue for
the West Midlands in terms of its existing overseas markets, we do need to ensure that regional
events normally scheduled for that time of year don’t “clash”—and a timetable of Games events
and venues is needed well in advance to make any regional events programme adjustments where
necessary.



Processed: 04-07-2008 22:08:57 Page Layout: COENEW [E] PPSysB Job: 386902 Unit: PAG1

Ev 320 Culture, Media and Sport Committee: Evidence

— The challenge of dispersal of visitors from London during the period of the Games—challenges
to consider include:

— Visitor Information—timing (before or during the Games?) and mode of communication,
should be considered carefully.

— Transport—national and regional stakeholders should start early work with transport
providers to facilitate ease of travel between London and the rest of the country.

For the period after the Games, the strategy should put in place:

— Targeted activity in selected markets to build on the global exposure which the country will have
enjoyed during the games.

— Specific focus on the significant opportunity for Games-motivated business events in the country.

— Provision for specific events which—although staged after the Games—can be linked back to the
successful event and capitalise on the Games in the manner that marketing capital was made from
staging the G8 summit in Birmingham in 1998.

— Marketing activity during the games could in part be targeted at persuading visitors to make return
trips in the future.

We believe EnglandNet should be the main portal for visitor information, in particular information
targeting tour operators. Product packages should be promoted via EnglandNet, lookable and bookable for
tour operators, travel agents and individual consumers. It is of key importance that EnglandNet be linked to
the oYcial 2012 websites, and that investment is made in search engine optimisation for the oYcial sites.

We also see merit in the establishment of a single, well-advertised, national visitor information telephone
number for visitors in the months before, during and after the Games.

8. How can the Games be used to increase business tourism in the UK:

— Should a joint VisitBritain/Visit London Business Tourism Unit be established?

We believe there is merit in any intervention that increases the investment in and the attention to Business
Tourism. We are particularly keen to see a Unit which recognises the importance of business tourism outside
of London and which would be committed to promoting business tourism in all parts of the country, rather
than being very centred on London.

The West Midlands is ready and keen to work pro-actively with agencies and influencers such as the 2012
Organising Committee, DCMS and National Sporting Governing bodies to develop proposals to attract
conferences & trade shows using the regions meeting venues and sporting venues to create a compelling
oVer. Our business tourism group has dedicated part of its resource to attracting 2012-related events in
particular.

— Are the present structures suYcient?

The present structures and resources appear to us to be suYcient. However, it is key that any focus is not
too London-centric, since that would only create a new problem and further disadvantage for other English
regions. Also, we think that, with much government policy centred on diverting activity from the overheated
South East, the demand after 2012 will be stronger in the Regions rather than merely in London?

— How relevant is the International Convention Centre proposal to increasing London’s share of
business tourism?

Clearly, a case can be made for the ICC in terms of London’s International competition. However, unless
the UK’s overall business tourism market grows significantly—a London ICC would merely increase
London’s share of business tourism, by displacing existing business elsewhere in the country at the expense
of other, existing, world-class venues such as the NEC and ICC in Birmingham. We believe that the close
proximity of the West Midlands’ venues to London makes them an ideal option for business events and
exhibitions related to 2012. As such, we are not convinced that a new International Convention Centre in
London is necessary in relation to 2012.

Improving the Quality of our Welcome

The issue of Quality is a particularly well-understood issue in our Region. Not only do we—through the
Regional Centre for Tourism Business Support—encourage quality improvements and accreditation in our
businesses, we also operate a regional quality programme, which particularly focuses on the quality of the
service provision in our tourism businesses.

Generally, we believe 2012 should be a key catalyst for addressing the major challenges regarding Quality
in the UK’s visitor oVer.

9. Should a UK-wide percentage target be adopted for disability access, covering the whole
accommodation sector rather than just the NAS?

Historically, businesses have not perceived the National Accessible Scheme (NAS) as very beneficial and
we consider that a total rethink is needed, where NAS is embedded as a standard element of other schemes.
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The NAS eliminates many businesses that welcome customers with disabilities and would like to
participate in the NAS, but cannot because the style and type of their establishment makes it unrealistic for
them. Mandatory NAS membership could disenfranchise such establishments, whereas schemes such as the
existing Quality at Heart “Businessmark” and the developing West Midlands Accessible Destinations
project would allow all businesses to participate. In Shropshire alone, the organisation “Disabled Holiday
Info” sourced, visited and assessed 24 wheelchair accessible establishments (all with wheel-in showers) for
their free guides and website. Many of these feel they cannot aVord the NAS audit or that it would not oVer
suYcient increase in guests for the cost incurred. For this reason we believe that the present system does not
include many suitable establishments.

We do not think a percentage target is a suitable solution. We particularly think there are issues around
What should the target be?; How would it be measured or policed (given that accessibility will be diVerent
for each business)?; Who would pay for policing?; Why is the accommodation sector being singled out?;
What would the targets cover—attitudes, processes, and skills are all valid too.

We consider that there are other opportunities to improve disability access through encouraging
businesses to undertake a number of achievable steps with smaller adjustments that almost all businesses
could make. These could include, for example: an access statement and access plan, large print customer
information; and participation in Welcome All training.

For our Region, we work on a model which would include businesses:

— Undertaking a self-audit or have an audit undertaken.

— Actioning the essential/immediate low cost adjustments from the audit.

— Participating in relevant Awareness / Equality training, and an access statement, so prospective
guests can make an informed choice.

We suggest that any business that wants to advertise accessible facilities in oYcial 2012 marketing
materials, will need to prove that they have done this.

We do recognise that even the measures suggested above, do not guarantee an easy, clear and satisfactory
experience for people with 3/4 needs in particular. Self audits and access statements do not always result in
accurate and comprehensive information for the visitor, and even those businesses who do meet the
minimum requirements often lack essentials such as wheel-in showers.

A possible way of achieving real improvements for people with level 3/4 needs (those who can walk a few
steps or who just need level access usually have fewer diYculty in finding suitable accommodation), is to
use specialised voluntary organisations such as Disabled Holiday Info to complement the existing scheme.
Everybody has individual needs and they will still need to discuss these with accommodation providers.
However, if they have a reasonable list of potentially appropriate places as a starting point, then the initial
long winded trawl of totally unsuitable establishments has been removed.

10. Should any or all of the following be made conditions of participation in the accommodation
quality schemes:

— Clear signposting of available accessible facilities?

— The reservation of accessible rooms?

— Independent audits of accessible facilities?

Whilst these are very sensible suggestions, they would be diYcult to implement.

The industry may fight any proposals to make them conditions of NQAS, especially if they continue to
be voluntary and as such they could have a detrimental eVect on quality scheme participation (see Q11). The
industry often accuses public and national bodies of “Changing the Goalposts” and NQAS is complicated
enough already. We consider that, even though 2012 is six years away, the lead-in time to make significant
changes to the quality schemes may be too close to the last major changes that happened in January this year.

A better approach might be to encourage the cream to come to the top, and push the business benefits to
encourage rather than trying to get all accommodation on board which will be really diYcult.

In relation to the three specific points raised:

— Clear signposting of available accessible facilities? This should be imposed and it would be very
easy to implement.

— The reservation of accessible rooms? This could be encouraged as a voluntary activity with, for
example, those businesses operating in this way getting special mention of it as part of disability
access listing within accommodation guides. We would suggest that Destination Management
Partnerships could have an important role to play here. Small providers would find it diYcult to
reserve accessible rooms if they knew they could sell them anyway. Larger hotels may be able to
build this more easily into their procedures.

— Independent audits of accessible facilities? We consider that Independent Audits are a good idea,
but should not be a condition of participation as there would be major cost issues and it could be
seen as duplicating NAS. It would be far more appealing to the business to aspire to best practice
(ie Quality at Heart standards).
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11. Are the suggested Britain and England targets for accommodation quality scheme participation
reasonable and achievable?

We fear that, unless the minimum requirements are amended; the scheme is marketed more strongly to
consumers and industry; and until England and Scotland make it compulsory, the targets will not be
achieved. VisitBritain and Quality in Tourism should provide more information on progress against existing
targets and where there are gaps or areas that are lagging behind. The internet and online bookability
exacerbates this problem. Several of the businesses we work with state that they intend to drop out because
of new requirements.

We suggest that “Inspected Only” policies by the public sector could increase participation, when coupled
with tangible marketing benefits.

12. What additional practical incentives for quality scheme participation are possible?

We would suggest the following:

Quality at Heart

All businesses in the Heart of England region (or in the country) should be encouraged to work towards
Quality at Heart standards.

Costs

Participation should be cheaper and/or business benefits should be promoted.

NRG and LOCOG, should recognise Inspected Accommodation as “OYcial Accommodation
Providers” / “Preferred Accommodation Providers”. This would work well with the larger chain hotels
especially in London. Marketing based on inspected-only—there has to be a strong emphasis in everything
pushed by the Olympic organisation towards this.

Incentives such as waived joining fees, making the Olympics build-up period a special cost concession
period, especially for smaller businesses, oVering cash incentives towards payment of first year and maybe
2nd and 3rd year NAS assessments would encourage businesses to participate.

Publications/websites

Businesses do not currently find that they get much business through the “Tourist Board” publications /
websites etc. Currently, visitbritain.com, enjoyengland.com, DMP websites and so on, do not appear early
enough in online search engine results. If businesses knew that these websites were a good source of leads
they are more likely to want to “join the club”. Therefore, more funding is needed to make sure that oYcial
“inspected only” VB / AA / RTB / DMP / OYcial Olympic publications, websites and marketing activity is
seen by the public when they are looking for tourism purchases.

Other

Partnerships with incoming tour operators / agents / accommodation booking agencies / Sports
Authorities / International Olympic Authorities to use & promote inspected first accommodation.

Preferential ticketing and pricing on Olympic Events for guests who book / stay in Quality assessed
accommodation?

Reduced / subsidised commission rates for assessed properties on bookings taken through TIC’s / booking
agents / Booking Websites etc.

13. Are separate targets for quality scheme participation needed for London? If so, what would be
reasonable targets for 2008, 2012 and 2016? And is there scope for London-specific incentives to scheme
membership?

We think achieving the current targets will be even harder in London, where hotels generally enjoy high
occupancy levels, and would not see a benefit of being assessed.

Our suggestion that LOCOG and NRG use Inspected Only Accommodation could work well in London.
We do not think separate targets for London should be set.

14. What are the possibilities for Games-themed workforce skills projects and initiatives, including
eVective links with the London 2012 Pre-Volunteering Programme?

Increasing skills, improving quality, and providing better data are key issues, regardless of 2012.
However, 2012 can be the impetus to really drive these agendas forward, mobilise the industry to raise
overall performance, and secure adequate investment.

Games-themed workforce skills projects and initiatives are vital, but should be joined-up and possibly
driven nationally, but in partnership with the key regional organisations. We suggest that there are a number
of significant opportunities such as:

— The well-regarded “Welcome to Excellence” programme can be adapted and could link into any
proposed short programme certificate for Volunteers. We would hope this would be recognised
for Learning and Skills Council funding.

— Language training to improve our overall visitor welcome.
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— The Quality at Heart / Servicemark / Peoplemark approach should be adopted nationwide,
working in partnership with People 1st and DCMS.

— It has been identified that customer service and Skills for Life ie literacy, communication,
numeracy, and ICT will be particularly required and employers need to address this.

15. What could best be done to improve the London/England/UK welcome in areas not covered by the
grading schemes or workforce skills improvements, or in addressing disability?

We suggest that a form of recognition should be developed for volunteers, which they could use after 2012
(eg along the lines of the Green and Blue Badge Guides) and that a significant advertising and marketing
programme is undertaken which shows the importance of the volunteer workforce in making the Games
a success.

We would suggest that incentives are introduced in a phased programme.

16. What steps could be taken to improve the welcome for international and/or domestic visitors using
the UK’s transport network, in the context of tourism’s preparations for the Games and/or the full
exploitation of the legacy?

The public transport network is not easy to navigate or use and it is seen as expensive. Consistency in
ticketing procedures, prices and information between companies is crucial, as is information provided in
foreign languages.

The use of Welcome Host training with transport staV at ports, airports and train stations could increase
their awareness of the visitor perspective and improve the visitor experience dramatically.

Transport connections will be the key to dispersing visitors from London to other destinations. We are
particularly concerned for example that infrequent rail connections between London / Birmingham
International Airport and Stratford-on-Avon stand in the way of the potential of the Shakespeare Festival
to attract significant numbers of visitors.

Making the Links

As the lead region on the Cultural Programme, we are extremely supportive of the notion that we should
build on the Cultural Events—including the Olympiad—to maximise visitor numbers and spend. We are
currently developing a regional programme of events, which will promote the inclusivity and the values of
the Games and which will engage our young and ethnically diverse communities. We are committed to an
Olympiad which does not merely “badge” events as Olympic, but which really forms a unique festival,
specifically related to the Olympic values.

In addition, we will work to ensure that the national events, such as the Torch Relay, the Opening and
Closing Ceremonies and suggested elements of the Olympiad, are opened out to the Region. We think the
involvement of volunteers from the regions throughout the event, the reflection of regional cultures in the
Ceremonies and the organisation of big localised cultural celebrations throughout the Torch Relay are
examples of ways in which this can be made a reality.

We believe in the huge potential of the Olympiad to attract visitors to the events, and importantly to
portray the image to the world of the UK as a place of vibrant culture, innovative arts and an actively
engaged population. As such, it is crucial that tourism and marketing stakeholders are engaged with the
Olympiad from the earliest stages from its planning to the final steps in its delivery and indeed its aftermath.

Particular examples of cultural icons in our Region which will play a major role in the 2012-related visitor
oVer include the Shakespeare Festival (and the opening of the re-developed Royal Shakespeare Theatre in
2010) and Much Wenlock; birthplace of the modern Olympics.

Ambitious and Stretching Targets

The issue of data and intelligence should be a national priority, and we would welcome the suggestion
that 2012 is an incentive to address the existing problems, where a lack of consistency in data-gathering and
analysis stands in the way of clear comparisons and strong messages about the impact of our industry on
the country’s economy. It is crucial that an agreement be reached between the national players (VisitBritain,
DCMS) and regional partners, on data gathering and analysis. Until such agreement is reached, and until
this is being implemented, we believe it is too early to set new targets.

Memorandum submitted by the Derwent Valley Mills Partnership (DVMP)

1.1 The Derwent Valley Mills Partnership (DVMP) is an overarching management body of local elected
representatives and others which oversees the implementation and delivery of the Management Plan for the
Derwent Valley Mills World Heritage Site in Derbyshire and monitors its success.
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1.2 On 16 December 2001, the Derwent Valley Mills were inscribed on the World Heritage List on the
basis of two criteria. These are: That the site exhibits “an important interchange of human values, over a
span of time or within a cultural area of the world, on developments in architecture or technology,
monumental arts, town planning or landscape design”; and that the site is “an outstanding example of a
type of building or architectural or technological ensemble or landscape, which illustrates a significant stage
in human history”.

1.3 World Heritage status brings considerable prestige to the area but carries with it no additional
statutory controls or Central Government funding. A very limited provision is given by the local authorities,
but is insuYcient to provide marketing material and service provision for visitors.

1.4 The membership of the DVMP is as follows: Amber Valley Borough Council; the Arkwright Society;
Belper North Mill Trust; Belper Town Council; Cromford Parish Council; Darley Abbey Community
Association; Darley Abbey Society; The Department for Culture, Media and Sport; Derby City Council;
Derby Conservation Area Advisory Committee; Alderwasley Parish Council; Breadsall Parish Council;
Crich Parish Council; DuYeld Parish Council; Little Eaton Parish Council; Ripley Town Council;
Wirksworth Town Council; Derbyshire County Council; Derbyshire Dales District Council; Derwent
Valley Rural Transport Partnership; Derwent Valley Trust; Dethick, Lea and Holloway Parish Council;
East Midlands Confederation of British Industry; Derby and Derbyshire Economic Partnership;
Derbyshire Wildlife Trust; English Heritage; The Environment Agency; Erewash Borough Council; Friends
of the Cromford Canal; ICOMOS UK; Learning and Skills Council Derbyshire; Matlock Bath Parish
Council; Natural England; Peak District & Derbyshire Destination Management Partnership; Southern
Derbyshire Chamber.

1.5 This submission only relates to the three issues which most directly aVect the Derwent Valley Mills
World Heritage Site. These issues are highlighted below in italics.

2 The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry; and
the structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure in
promoting the UK both as a whole and in its component parts

2.1 The pooling of local authorities’ resources through the creation of Destination Management
Partnerships has not proven to be beneficial for the complex, multi-ownership Derwent Valley Mills World
Heritage Site. Because the Site operates with so little funding, it is unable to contribute towards DMP
publications/ literature and therefore receives little coverage, and DMP funding is not available for
supporting our own guides and information. This limits opportunities for economic benefit through greater
recognition and tourism visits, for a site within a globally-familiar branded family. This in turn complicates
eVorts to maintain, conserve and interpret the Outstanding Universal Value of the Site.

3 The practicality of promoting more environmentally friendly forms of tourism

3.1 The Management Plan for the Derwent Valley Mills World Heritage Site supports and encourages
sustainable transport within the 15-mile long site. The Derwent Valley Rail Line runs the full length of the
World Heritage Site and oVers unusual views and a greater understanding of its key elements. A free leaflet
“A guide to what you can see along the scenic Derwent Valley Line” has been produced in conjunction with
the Derwent Valley Rural Transport Partnership, to encourage greater use of the line. The limited service
(one train every two hours) does limit the opportunity for growth of use.

3.2 The surviving water turbines at the mill sites along the River Derwent now produce power for the
National Grid. This use of water power links closely to the history of the World Heritage Site. It is an
aspiration of the Partnership for renewed use of other former turbine sites, and interpretation which will
become part of the tourism oVer to the visitor. The use of historically relevant and environmentally friendly
methods of providing power can provide added-value for tourists, particularly as awareness of these
issues grows.

4 How to derive maximum benefit for the industry from the London 2012 Games

4.1 Within the Heritage Tourism Sector, there are destinations, such as the Derwent Valley Mills World
Heritage Site, where the question is how we can minimise the diYculties arising from the London 2012
Games. In recent years Lottery money has been the single largest source of support for the heritage sector.
In 2007, three very diVerent but considerable projects from three diVerent bodies across the 15-mile long
site will be made to the Heritage Lottery Fund, all designed to have a positive impact on the Derwent Valley
Mills World Heritage Site and its heritage tourism oVer. The loss of a further £90m for the Heritage Lottery
Fund to finance the Games, announced on March 15 2007, could jeopardise all three of these projects, and
destabilise the progress of the Partnership.
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5 Recommendations

5.1 Acknowledgment of the importance of World Heritage Sites as tourism destinations and their
tourism/economic benefits would be greatly welcomed.

5.2 Greater opportunities for funding heritage tourism projects would be beneficial for the successful
enhancement of World Heritage Sites to meet the expectations of visitors from across the globe.

5.3 Support for interpretation of sustainable power production where it works with the history of the
surrounding landscape to provide interest to the visitor.

March 2007

Memorandum submitted by Association of English Cathedrals (AEC)

1. This submission is made by the Association of English Cathedrals (AEC) which represents the 42
Anglican cathedrals in England and two Royal Peculiars (Westminster Abbey and St George’s Chapel,
Windsor). The cathedrals range from those of international importance (such as St Paul’s Cathedral and
Westminster Abbey) and those in World Heritage Sites (Canterbury and Durham Cathedrals) to less well
known cathedrals such as Blackburn, Bradford and SheYeld. The primary purpose of a cathedral is to be
a place of Christian worship but it is also often the most historic and architecturally important building in
its environment and the most significant tourist attraction, playing an important role in local tourism.

The challenges and opportunities for the domestic and inbound tourism industries

2. The cathedrals of England are important visitor attractions for both domestic and overseas visitors.
A number of cathedrals have an international profile and are on the list of “must see” attractions for those
coming to the UK, drawing overseas visitors away from London on day trips (to places such as Canterbury,
Salisbury and Winchester) and on overnight or longer stays in cathedral cities (such as Durham and York).
This helps spread the benefits of inbound tourism around the country. Cathedral cities are also attractive
destinations for domestic visitors on weekend and short breaks.

3. 11.8 million visits were made to the 44 AEC members in 2006.

4. 4.6 million people visited St Paul’s Cathedral, Canterbury Cathedral, Westminster Abbey and York
Minster in 2006. These members of the AEC also participate in the Association of Leading Visitor
Attractions where they were respectively the 9th, 18th, 19th and 24th most visited attractions in the UK in
2006. When only those attractions which charge entrance fees are ranked, they were the 2nd, 7th, 8th and
12th most visited attractions.

5. The social and economic impacts of cathedrals are shown in a report (The economic and social impacts
of cathedrals in England, June 2004, copy attached) prepared by ECOTEC for the AEC and English
Heritage. That research showed that cathedrals are responsible for direct visitor-related spend of £91 million
and for a total spend of £150 million, which are significant economic outcomes for the surrounding areas.

6. Heritage is a key factor in attracting visitors, especially from overseas. The AEC member cathedrals
and Royal Peculiars, 40 of which are Grade 1 listed buildings, are well positioned to benefit from the
opportunity presented by tourism and to assist their local areas too.

The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

7. Cathedrals collectively have no links with those holding the tourism brief at DCMS, nor any direct
contact with VisitBritain. It is our experience that the DCMS follows a largely secular agenda and frequently
ignores cathedrals and churches in discharging its responsibilities, despite their significance as tourist
attractions. We would welcome the opportunity to engage with DCMS oYcials.

8. Cathedrals are active partners in local tourism bodies and initiatives, working with county, city and
borough councils to promote their local areas. The cathedral is often the oldest building in an area,
dominating the landscape and attracting visitors. The majority of cathedrals employ visitors’ oYcers whose
responsibilities include working with local authorities and other local attractions to increase the number of
visitors, participating in marketing initiatives and promotion schemes. Visitors’ oYcers also work with
colleagues in other cathedrals to promote areas of interest to potential visitors, such as the various art works
commissioned by cathedrals in the 20th century, and there is scope to develop further these specialist areas.

9. Cathedrals do not receive any Government funding to assist with their role as tourist attractions.
Whereas the DCMS awards grants to museums to enable free access for the public, no such grants are
available to cathedrals. In York in 2005–06, the National Railway Museum received a grant of £5.66 million,
equivalent to approximately £6.50 per visitor. York Minster, which received 895,000 visits in 2006, received
no assistance and instead charged £5.50 for an adult visitor (£9.00 for a “see everything” ticket), a charge
necessitated by the cost of keeping the building open, safe and secure, and in good repair. (Please note that
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entry to York Minster is free at certain times on weekdays and on Sundays). Revenue grants that would
enable cathedrals to provide free access to visitors would be very welcome and potentially extend the
opportunity to less advantaged groups to experience what cathedrals have to oVer.

10. Cathedrals would welcome the opportunity to work more directly with VisitBritain. The AEC
supports the Sacred Britain Tourism Partnership initiative which is coordinating the development of
tourism in the cathedrals and churches sector and highlighting the importance of the sector to inbound and
domestic markets. We also recognise the contribution made by VisitBritain in seconding a staV member for
six months to help establish the Partnership.

The eVect of the current tax regime (including VAT) and proposals for local government funding (including
the “bed tax”) upon the industry’s competitiveness

11. Visitors paying an entry charge to visit a cathedral pay VAT. For example, of the £5.50 charge to
enter York Minster, 82p is VAT, so the Government earns 82p from each paying adult visitor to York
Minster and several million pounds each year from visitors paying charges to enter cathedrals. It would be
preferable if entry to cathedrals and other tourist destinations attracted a lower rate of VAT, or none at all,
as this would make visits more aVordable and increase the number of people able to enjoy learning about
their history and cultural identity.

12. Cathedrals benefit from the Listed Places of Worship Grant Scheme, which gives grants equivalent
to the amount of irrecoverable VAT paid on repairs to listed places of worship. The Grant Scheme, which
was recently extended to cover irrecoverable VAT paid on professional fees associated with the repair and
restoration work, is much appreciated by cathedrals and is of considerable assistance to the major
restoration and repair programmes required to maintain the historic and fragile fabric of cathedrals.

13. UK tax payers visiting cathedrals and making a donation can do so using Gift Aid. This has enabled
cathedrals to increase their income from donations, especially those cathedrals which attract fewer visitors,
many more of whom are domestic visitors. The impact of the new regulations on Gift Aid on entry charges,
which require an additional element of donation if Gift Aid is to be recovered on entry charges to charities
and which came into force in April 2006, is still being assessed but is likely to be adverse. More
administration is required and training for those operating the tills. The flexibility of Gift Aid is welcomed
and it is a considerable improvement on the old covenanted giving system.

What data on tourism would usefully inform Government policy on tourism

14. We consider it would be useful if the DCMS were to identify what information on tourism is currently
being commissioned and collected by sectors such as the cathedrals and churches sector. Cathedrals pool
data on visitor numbers to ensure that their performance is in line with national and local trends and to
identify examples of best practice.

15. Cathedrals are very aware of the importance of tourism and of the need to attract increasing numbers
of visitors. In order to make new initiatives more successful, the AEC, with financial assistance from the
Headley Trust and the Church of England, commissioned ORB to conduct a pilot survey at three cathedrals
in September 2006, finding out about the attitudes of visitors and also the reasons why other visitors in the
immediate area of the cathedrals were not visiting the cathedral that day and their attitudes to cathedrals.
A national survey is now being considered, which will provide a complete picture, but this is expensive and
will require some external funding.

16. Cathedrals would welcome the opportunity to work with the Government to identify existing data
and develop joint plans for the collection of additional data that would increase tourism.

The practicality of promoting more environmentally friendly forms of tourism

17. Cathedrals are located in city centres and, with very few exceptions such as Wells and Southwell, are
very accessible by public transport. Cathedrals frequently work with local transport companies to promote
visits by train, coach and bus. For example, posters in London promote visits to Canterbury by train with
a large picture of the cathedral, Thameslink ran a campaign encouraging use of its trains to visit St Alban’s,
St Paul’s and Southwark Cathedrals, all of which were located close to stations served by Thameslink trains,
and posters of Ely and St Edmundsbury Cathedrals have also been used to promote tourism using rail travel.

18. Cathedrals are currently working on a variety of initiatives to address their carbon footprints,
including the impact of travel. Literature produced by cathedrals encourages use of public transport and
also walking and cycling.

19. One initiative under consideration is the development of walking and cycling trails in partnership with
local churches. Trails will provide an environmentally friendly way of increasing visits to cathedrals and
churches.
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How to derive maximum benefit for the industry from the London 2012 Games

20. Cathedrals will seek to attract visits from those coming to see the Olympic Games in 2012. Many
Games visitors will have ancestral links to the UK and cathedrals will participate in initiatives to encourage
people to trace their roots. Cathedrals are well positioned to benefit from the interest of visitors in heritage,
with additional benefits for others in the tourism industry in their surrounding areas.

March 2007

Memorandum submitted by the Northern Ireland Tourist Board (NITB)

1. The Northern Ireland Tourist Board (NITB) welcomes the opportunity to provide evidence to the
Culture, Media and Sport Committee.

2. NITB was established in 1948 to promote tourism in Northern Ireland. Its functions, duties and
powers are set out in the Tourism (Northern Ireland) Order 1992. NITB is a Non Departmental Public
Body—its parent department is the Department of Enterprise, Trade and Investment.

3. NITB is responsible for encouraging tourism in Northern Ireland. Given the cross cutting nature of
tourism this involves working with and co-ordinating a broad range of public and private sector bodies.
Tourism Ireland Limited (TIL) promotes the island of Ireland (including Northern Ireland) outside the
island, including in Great Britain. NITB also has a close relationship with VisitBritain with which it has a
Memorandum of Understanding. This provides that whether VisitBritain will promote Great Britain or the
UK will be agreed on a case by case basis, depending on the level of customer awareness and understanding
of the individual country brands in any particular territory, and will also take account of economies of scale.

4. VisitBritain charges NITB for promotional work undertaken as a result of the above and for an annual
fee provides NITB with a range of core services which include market research, website links, access to the
VisitBritain photo library, print opportunities, literature distribution and a basic enquiry handling service
and the referral of more detailed enquiries to the local TIL oYce.

5. There is also an extensive network of collaboration between NITB and tourism bodies in GB. The
Chairman of NITB attends VisitBritain Board meetings as an observer, the Chief Executives of NITB,
VisitBritain, VisitScotland, Visit Wales and Visit London meet quarterly; the marketing directors, research
specialists and business planners of all of these Boards also meet in separate forums approximately every
quarter to discuss collaborative projects and share best practice.

6. Domestically NITB, VisitBritain, VisitScotland and Visit Wales join forces each year to conduct the
United Kingdom Tourism Survey which measures the volume and value of trips taken by UK residents. We
also collaborate on the UK Occupancy Survey required under the EU Statistics Directive.

7. On 15 March 2007 the Northern Ireland AVairs Committee published its report on Tourism in
Northern Ireland and its Economic Impact and Benefits. This is a wide ranging report and NITB has
therefore focused its submission to the Culture, Media and Sport Committee on two areas—the practicality
of promoting more environmentally friendly forms of tourism and tourism data.

The Practicality of Promoting More Environmentally Friendly Forms of Tourism

Introduction

8. In Northern Ireland, sustainable tourism development has been a fundamental part of all recent
tourism strategy and policy although in practice there is still some way to go in implementing it on the
ground and encouraging industry to seize the market opportunity.

Natural Resource Rural Tourism Initiative (NRRTi)

9. In 2000, NITB together with colleagues in the Department of the Environment’s (DoE (NI))
Environment & Heritage Service and the Department of Agriculture and Rural Development (DARD)
devised a sustainable development programme which aimed to deliver tourism development across the
region which was underpinned by the best principles of economic, environmental and social sustainability.

10. This programme—the Natural Resource Rural Tourism Initiative was a precedent for joined up
thinking across government in the delivery of a major tourism programme. Funded through the EU PEACE
II Programme 2000–06, this initiative has left a legacy of good practice in joined up policy making and in
delivering on an ambitious sustainable development agenda. Of particular importance was the method of
delivery—through local delivery partners representing tourism, economic, social and environmental groups
in each of the Sperrins, Fermanagh Lakelands, the Mournes, South Armagh and the Causeway Coast &
Glens. Approximately £15 million was invested in over 600 projects ranging from visitor servicing,
attractions, events, environmental management programmes, beach management, eco-tourism initiatives
and marketing.
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11. The principles underlying NRRTi are now mainstreamed within the policies and strategies of NITB,
DoE and DARD and the delivery of the programme has provided important practical solutions to the
development and promotion of environmentally friendly forms of tourism which are of enormous benefit
going forward.

Sustainable Tourism Development

12. NITB is the strategic leader for tourism in Northern Ireland, but like other tourist boards across the
UK and Ireland, is not the custodian of the resources available for tourism. This is in the main the
responsibility of other government departments, NGOs and the private sector. This necessitates a strong
leadership role, with NITB establishing a consumer and customer focused development and marketing
strategy which then becomes the template for how others invest in the tourism resources across Northern
Ireland.

13. This requires a proactive approach both to influencing and directing the policies and strategies of
other government departments and agencies, ensuring that the resources available for tourism are invested
appropriately and in line with the demands of our consumers. Within this, NITB has established the
following position statement of Sustainable Tourism Development:

We have an opportunity to grow tourism in a measured, organic way. An individualistic approach,
investing in a personalised, almost bespoke visitor experience will appeal to those visitors who care most
about what Northern Ireland has to oVer. While the economic impact of tourism is important, it cannot be
the sole driver. Environmental and social impacts must also be aVorded a primacy which takes them beyond
mere aspiration. Sustainable Tourism Development in Northern Ireland will be characterised by:

— Respect for and understanding of environmental capacity issues.

— Sensitive, sympathetic and positive planning of land use to balance the needs of tourism and
environmental conservation.

— Ensuring our key natural and cultural assets—our competitive advantage—are valued and
protected, rather than compromised.

— Economically viable businesses based on competitive business models, sound market research,
responsiveness to market demands, trends and competition.

— Social sustainability; ensuring that tourism is owned by and benefits host communities.

14. Success will rest largely on:

— the responsiveness of our government partners;

— the acceptance of these principles by business and industry;

— the provision of appropriate incentives alongside legislation to encourage sustainable
development,

— on responding in the right way to an increasingly sophisticated and environmentally conscious
visitor market.

15. NITB is proactive in the development and implementation of environmentally friendly, sustainable
tourism development in Northern Ireland. It will however require the full endorsement of this strategy at
both central and regional government level and the full buy-in from the private sector.

What Data on Tourism Would Usefully Inform Government Policy on Tourism

16. Tourism data and statistics represent key management information for tourism decision purposes,
for overall national and regional policy formulation, targets and monitoring. They are required for use in:

— Economic evaluation of tourism and monitoring within both the national and regional economy—
now implementing Tourism Satellite Accounting (TSA) Options.

— Planning—identifying the overall volume and forms of tourism to be supported and other forms
to be discouraged through strategic and other planning guidelines for tourism.

— Marketing—targeting segments, targeting products and themes, campaign plans and monitoring
systems to record progress.

— Sustainable development—meaning assessing tourism volume and value trends, product
development trends and the use of indicators and benchmarks to monitor and guide progress on
the environmental and social impacts of tourism.

— Advocacy—the use of data for demonstrating the economic, social and environmental values of
tourism, especially in debates in which tourism priorities are established in comparison with other
obligations of government.

17. The actual data requirements relating to the above have been previously discussed and reported in
the 2004 Review of Tourism Statistics by Denis Allnutt, in which the NITB participated. Such data also
contributes to the needs of the private sector, especially in relation to investment and marketing decisions.
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18. The report highlighted that the volume, value and nature of tourism of the following market segments
required measurement:

Domestic Tourism

19. This is currently measured by the four National Tourist Boards of the United Kingdom through the
United Kingdom Tourism Survey (UKTS) and is based on in-home interviews with adults, mainly using a
random omnibus survey. This gives a measure of the value and volume of domestic tourism, purpose of visit,
length of stay etc. It has been ongoing since 1989 and gives useful trend analysis of consumer changes
over time.

Out-of-State (International) Tourism

20. Great Britain conducts the International Passenger Survey (IPS) which is a survey of a random
sample of passengers entering and leaving the UK by air, sea or the Channel Tunnel. The equivalent survey
in Northern Ireland is called the Northern Ireland Passenger Survey (NIPS). As Northern Ireland also
shares a border with the Republic of Ireland (ROI) additional overnight tourism revenue estimates are
garnered through surveys conducted by ROI’s Central Statistics OYce and Failte Ireland.

Domestic Tourism Day-Trip Spend

21. Generally a Leisure Day Visits Survey (LDVS) is used to estimate domestic tourism day trip spend.
This survey has been carried out in an infrequent manner in GB and recently a leisure visit survey covering
only English residents taking day trips within England during 2005 was published. Currently there are no
surveys underway which would take into account Northern Ireland domestic tourism day-trip expenditure.

22. Although concentrating only on specific sectors, and collecting data from businesses rather than
consumers, the following three surveys give an insight and gauge of tourism demand and activity in the
Northern Ireland economy.

United Kingdom Occupancy Survey (UKOS)

23. This is a monthly survey based on a sample of serviced accommodation which primarily monitors
room and bed-space occupancy. This survey in Northern Ireland would be considered to be more robust
than those carried out in GB due to Northern Ireland’s legislation providing a comprehensive sampling
frame through means of the NITB certification process. This is currently not the case in GB or ROI.

24. Other Accommodation surveys are implemented separately by each National Tourist Board assessing
the demand for Self-Catering Accommodation, Hostels and Caravan/Camping (although not in Northern
Ireland in the latter two cases).

Survey of Visitor Attractions

25. This survey is conducted by each National Tourist Board on an annual basis and monitors the growth
in visitor attendance to attractions associated primarily with entertainment, interest or education. While a
joint UK report is no longer produced, these reports are produced in similar formats allowing for
benchmarking performance in each jurisdiction.

Tourism Barometer (Panel Survey)

26. Each of the UK National Tourist Boards participates in their own version of panel surveys to measure
industry confidence at various stages throughout the year. Such a survey (the NITB Tourism Barometer) is
conducted three times a year in Northern Ireland (June, September and December) and has been designed
to obtain an insight into the performance of the industry and its businesses in the current year in comparison
to the preceding year. Prospects for the year ahead are also examined. Evidence on short-term trends proves
invaluable for marketing and for monitoring the impact of a crucial or monumental event (ie the eVects of
9/11, Foot-and-Mouth disease, etc).

Economic Impact Measurement

27. The National Tourist Boards of the UK and Ireland have participated in the development of Tourism
Satellite Accounts (TSA), to varying degrees. Based on information garnered from the above surveys,
together with information on the wider economies of each jurisdiction, TSAs were produced using
internationally recognised methodologies and formats, allowing for comparisons between jurisdictions as
to the contribution of tourism to the economy and numbers of jobs it supports. While the “First Steps TSA
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Study” was a joint exercise between UK and Ireland bodies, and each recognised the value in going forward
with TSAs as a process, no further formalised plans exist for further joint participation or co-ordination of
future TSAs.

28. We hope this evidence is of value to the Committee.

March 2007

Memorandum submitted by Wales Tourism Alliance/Tourism Society Wales

1. Introduction

1.1 The Culture, Media and Sport Committee of the UK Parliament has announced an inquiry into the
tourism sector in the UK. The Committee has requested comment from Tourism Industry representatives
in Wales concerning a number of questions listed later in this response.

2. The Respondees

2.1 The Wales Tourism Alliance (WTA) is the co-ordinating body for the Tourism Industry in Wales.
It is comprised of trade organisations and other groups of tourism businesses in Wales and represents
approximately 7000 members of its constituent bodies. To ensure that all sectors and parts of Wales have
input into the policy-making process, WTA has a pan-Wales Board framework with an elected group of
well-respected and experienced industry leaders. WTA Chairman, Julian Burrell, himself a representative
of the Wales Association of Self Catering Operators (WASCO) is joined by, Esther Roberts, (Regional
Tourism Companies), David Williams (British Hospitality Association), Sir Brooke Boothby (Caravan and
Camping sector), Ian Rutherford (Welsh Association of Visitor Attractions) .Tony McGetrick (Tourism
Associations of South West Wales) and John Walsh-Heron, Chairman of the Tourism Society Wales (TS-
W) who also represents the Tourism Training Forum for Wales.

The Chairman is a member of the Welsh Assembly Government’s (WAG) Tourism Advisory Panel (TAP)
and attends VisitBritain (VB) meetings as an observer.

The WTA primarily interacts with the WAG via VisitWales (VW), but also raises policy and other matters
directly with politicians in the Welsh Assembly, Welsh MPs, and Local Government Councillors and
OYcers.

2.2 The Tourism Society is the professional membership body for people working in all sectors of the
visitor economy, with around 1200 members in the UK and worldwide. The Society was founded in 1977
with the aim of driving up standards of professionalism in a fast-growing global industry, which can have
major social, economic and environmental impacts on communities and nations. The (TS-W) network
represents the interests of some 85 Tourism Society members who occupy key positions within the industry
in Wales.

3. Background

3.1 In statutory terms the development and marketing of tourism are devolved matters for the Welsh
Assembly Government. Tourism in Wales is nonetheless directly aVected by UK Government interventions
and activities in respect of the fiscal, regulatory and primary legislative framework as well as sponsorship
of major national initiatives (eg the Olympics) and the remit and funding of VisitBritain, which is charged
with marketing the whole of Great Britain.

These interventions are primarily managed by the DCMS and hence tourism in Wales is directly aVected
by the Department and believes that its evidence and opinions are appropriate to be taken into account by
the Committee.

3.2 WTA and TS-W are aware that many other bodies are making responses in particular the WAG via
its Department of Enterprise Innovation and Networks (DEIN). Hence we do not intend to duplicate the
quotation of statistical evidence or strategies in the main body of the text but certain extracts are included
in the appendix.

3.3 We are also aware of the UK statistics and other financial evidence contained in the responses of both
the main Tourism Society (TS) and of the Tourism Alliance (TA). We wish to most strongly endorse the
parts of these responses that attest to the importance of tourism to the UK as a whole and the low level of
support that it receives both in terms of money and manpower within DCMS. (It should be noted that whilst
TS-W is part of the TS, the WTA has no formal relationship with the TA. Nevertheless it has many areas
of common interest and maintains close liaison with the TA in England).

Therefore this response focuses on Wales’ tourism market and the eVect of DCMS upon it. Tourism in
Wales occupies an even more important position in the economy of Wales than it does in England and
therefore the eVects of decisions within DCMS are magnified in Wales.
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4. Comments

Within these detailed comments WTA/WT-S are referred to either as “we” or as “the industry in Wales”.

The Committee has requested comments on the following:

The challenges and opportunities for the domestic and inbound tourism industries, including
cheap flights abroad, and their impact on traditional tourist resorts.

Challenges

4.1 In common with all the UK, Wales faces increasing competition from new developing tourism
destinations coupled with the advance of telecommunications in bringing information about those
destinations to the UK public and to our potential visitors from overseas. This challenge will continue, to
grow and the only practical way to counter it is to ensure that the UK product is energetically and skilfully
projected into the domestic and world markets. This requires resource at national level, which at present is
not available as is evidenced by the TA response. We are aware that on occasion much is made of the fact
that the USA has no tourism ministry and no federal budget for promoting tourism. Neither does the EU,
but the city of Las Vegas alone has a marketing budget of $187m (approx £100m), double the whole of the
DCMS budget for both UK promotion overseas and England promotion within the UK combined.

4.2 A second challenge in common with the rest of the UK is the strength of sterling. This both reduces
the real cost of domestic holidaymakers going abroad and increases the costs of overseas visitors coming to
the UK. Wales has an additional problem in that most overseas visitors have an additional intra-UK travel
cost and the high price of both petrol and public transport mitigate against them travelling far from the
major inbound airports of London, Manchester and Glasgow/Edinburgh. Whilst the industry in Wales
would not support a weak currency it does argue that additional taxation imposts, even for the best of green
motives, must cause it damage.

4.3 The third common challenge is the constant flow of regulatory measures. Year after year, business
resource that should be put into product improvement and innovation and/or staV retention and training, is
having to be channelled into compliance with ever more burdensome rules. Wales’ tourism industry largely
comprises very small businesses. The proportionate load on their budgets of a compliance cost of say £5000
for a particular piece of legislation is very great. Equally the complexity of modern regulation makes it ever
less likely that the individual entrepreneur is “competent” to implement requirements themselves. External
advisors have to be retained, who, being in short supply, charge high rates for their services.

4.4 Wales has a particular challenge in respect of employment. It has an unusually high proportion of its
tourism industry situated in rural areas or small towns. These areas are experiencing a steady drift in
working age population towards both the English regions and the larger urban centres in Wales. These
economically active people are often replaced with retirees who themselves require service support from the
public sector. The result is a squeeze on employment which can only be relieved at present by incomer
workers mostly from overseas. This in turn can threaten the cultural base of small communities around
which the tourism product is built. It is well known that the Republic of Ireland faces the same problem
but within Ireland politicians and national bodies place a far higher importance on tourism and oVer many
incentives to encourage young people in particular to view employment in hospitality as a first choice career.
By contrast the UK government simply does not give tourism the same recognition and we urge the
committee address this area.

4.5 Developing the skills base and expertise of the personnel in tourism is a further major challenge. This
has been identified by WAG and VisitWales as one of the five main priorities for the future of tourism—see
appendix. The WTA in conjunction with the Tourism Training Forum in Wales (TTFW) have coordinated
the response of the industry in Wales to the development of the National Skills Strategy (NSS). The NSS is
the responsibility of the Sector Skills Council, People 1st, who have the statutory responsibility to deliver
it. The WTA concerns about this vital document are whether the resources to ensure its eVective
implementation are forthcoming.

Opportunities

4.6 Wales derives almost 90% of its tourism business from intra-UK. If Ireland is included well over 90%.
The best eVorts of successive campaigns to increase the overseas element over the past 40 years and not
succeeded in doing more than maintain the share at a constant level. Therefore the opportunities for Wales
are closely tied to changes in UK tourism demand.

4.6.1 A factor often overlooked in forward planning for tourism is that if growth in the economy runs at
2.8% then incomes increase by 50% in 15 years and 100% in 25 years. Even allowing for additional demands
from the requirements of an aging population and the environment, this increase, coupled with
technological improvements, means that people will have more disposable income.
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4.6.2 There is a very major opportunity for Wales to capture a significant share of this increase both
because it is a destination that can well cater for secondary shorter holidays and because the increasing age
of the population will mitigate in favour of them making visits within the UK. Concerns over global
warming and taxation to prevent it only add to this driver although increased travel costs intra-UK eg road
pricing could more than oVset this opportunity.

4.6.3 Wales’ small businesses are also gaining disproportionately from the rise of the internet. A well
structured website allows even a small business to directly connect to a vastly greater market than could ever
be aVorded via traditional media.

4.6.4 Because of the devolved responsibility for parts of tourism the industry in Wales can work directly
with WAG. Given the higher relative importance of tourism in the Welsh economy it may be possible for
Welsh Tourism to achieve a higher profile and consequent resource allocation than the UK as a whole.

4.6.5 This may be reinforced at least in the short term by Welsh tourism’s ability to assist in implementing
the WAG spatial plan. Tourism is as much a sustainable regenerator for the post-industrial south-east, as
it is for the remote rural communities suVering from the decline in agriculture.

Low Cost Flights and Coastal Resorts

4.7 It being an ill wind that blows no good, Wales, in common with many parts of the UK will benefit
from a general rise in temperatures, be they truly significant or merely perceived. At core the attraction of
low cost flights is the ability to take UK residents to a better climate. If the UK can become perceived as
having as good a climate as many parts of Europe, or even as a respite area from the overheating south, then
the attraction partly fades and the inbound incentive increases.

4.7.1 Wales’ particular problem is its lack of significant airports. Only CardiV International carries any
volume of traYc and it geographically occupies the southernmost point in Wales. Reliance on London,
Bristol, Birmingham, and Manchester to bring in overseas visitors is without doubt a major contributor to
the lack of success of overseas marketing noted earlier.

4.7.2 Once again internal transport costs within the UK are a serious issue for Wales. It is no good a
continental visitor flying in to Manchester for £50 if it then costs almost the same sum to reach Aberystwyth.
Transport infrastructure is equally a serious issue for Wales as the same negative applies to time as to money.
A visitor from overseas or from within the UK does not want to spend a good proportion of their short
break simply getting from airport/home to their destination within Wales.

4.7.3 It is perhaps not without significance that CardiV is enjoying ever increasing popularity with younger
people and CardiV is unique in Wales in having motorway access, a high speed rail link, and an airport
close by.

4.7.4 We believe that Welsh Coastal resorts are coping better with the impact of low cost flights than parts
of England and Scotland. The reasons are complex but for the most part Welsh resort towns are smaller and
their regeneration has been a more manageable task for the partnership of local authorities, the trade and
central government that is necessary to tackle the problem.

4.7.5 Resorts which have diversified and invested in the quality of their product continue to thrive. For
example, resorts such as Llandudno have made substantial investment in improving the quality of
accommodation and developed business tourism on the back of a purpose built conference centre. Such
diversification not only reduces the reliance on short break holidaymakers who may use low cost flights but
extends the “season” beyond the normal holiday periods.

In addition the surge in property values has not been as large in absolute terms as in parts of England
with the result that there has been less distortion from the residential and second home sectors.

5. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

The position of DCMS, as (through English Heritage, National Museums etc) attractions operator,
sponsor of Visit Britain and regulator for the sector, must itself create problems.

Nevertheless the key diYculty is embodied in the lack of importance given to tourism by those in
parliament at Westminster. Just because visitors do not vote in the areas they visit, that is no excuse to
ignore them.

So long as tourism lacks credibility at senior government level, the eVectiveness of DCMS in supporting
the tourism industry must suVer. The Department has a wide remit, and unless DCMS has a cohesive plan
for tourism it won’t be driven. Tourism ministers are junior posts, with a high turn over low profile and
visibility. Without a high profile minister who has a clear understanding of the industry, tourism will
continue to be under-funded by UK Government.

5.1 In real terms the budget for tourism and VisitBritain has reduced considerably. The “Britain” brand
is important in developing markets, however, recent research undertaken by VisitBritain clearly indicates
that perceptions of Britain as a visitor destination compare unfavourably against key competitors.
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If VisitBritain and the Britain brand umbrella are to remain relevant to international tourism in Wales,
there is a need to demonstrate that they are making a real diVerence to the competitive position of Britain
and Wales in the global market.

5.2 Other support for tourism is a devolved responsibility so that it is not strictly for us to comment in
relation to DCMS. However it is worth recording the present position in Wales. Here it has been appreciated
that government’s key function in tourism is as brand guardian with development and marketing funds
channelled to support the brand promise. In Wales tourism is valued as a wealth creating activity based on
the service sector so responsibility sits within the Department of Enterprise, Innovation and Networks.
Government’s role as cultural patron is discharged through a diVerent department. The partnership is
completed by recognition of the fundamental role of local authorities as destination managers.

6. The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness
of that Structure in Promoting the UK Both as a Whole and in its Component Parts

The industry in Wales believes that there is an inherent and insoluble problem with VisitBritain also
encompassing promotion for England. The very website names encapsulate the issue visitbritain/
enjoyengland. Whatever the reality, how can any businessperson in Wales be convinced that the two do not
run together to his/her detriment.

6.1 VisitBritain is accountable to the WAG but at the same time is promoting the very market from which
over 80% of the WAG tourism visitors come from. VisitBritain has to work with VisitWales but is
responsible for promoting its arch rival, England.

If any such body existed in the private sector with comparable power in the marketplace of a rival, either
regulatory or competition authorities would be called to investigate. In Wales it has been likened to the
training program of the Welsh team being controlled by the governing body of English rugby.

6.2 None of this should be taken as criticism of the team at VisitBritain; they are doing what they can
with a badly flawed system that is not fit for purpose by virtue of its very composition. We therefore call for
a decoupling of promotion for Britain from that of England.

7. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (Including the “Bed Tax”) Upon the Industry’s Competitiveness

As noted earlier, the UK has found it diYcult to compete in price terms with competitor destinations for
both long holidays and short breaks. Studies over the past decade and more have noted the competitive
disadvantage to the UK of a VAT rate of 17.5% as applied to tourism products and services both in terms
of rival destinations (especially in emerging European destinations). Wales also suVers particularly from the
artificial “jump” between businesses below and above the threshold (which results in good small businesses
being reluctant to grow). An examination of the VAT rates charged on accommodation in European
member states shows considerable variation across Europe from 3% in Luxembourg to 25% in Denmark
with Britain near the top of the list.14

7.1 In 2003, the Tourism Satellite Account for Wales estimated that direct tourism-related added value
in Wales was £1.3 billion. The vast majority was taxable at the standard rate of VAT, realising over £200
million. This has to be set against an investment of £20m in VisitWales. In addition tourism is seen as a tool
for community regeneration and economic diversification as well as a vehicle for wider promotion of the
country as a brand.

7.2 There are ambiguous messages being received about Air Passenger Duty—is it purely a regressive
revenue-raising measure or a genuine attempt to curb air travel growth as a response to climate change? If
there was a commensurate reinvestment in “on territory” public transport provision or road improvements
perhaps the industry would be less cynical about the Treasury’s motives. In net terms however the UK
industry would benefit if more Britons were persuaded to holiday more frequently within the UK.

7.3 The industry view the “bed tax” proposal with some alarm as it is a regressive tax, and whether
applied locally or nationally, creates a competitive disadvantage. Also as noted earlier compliance costs fall
disproportionately on a sector predominantly comprising of micro businesses.

Suggestions of a bed tax would further erode the UKs competitive position, it would also run counter to
eVorts to make tourism more sustainable. Staying visitors probably only have a marginally greater impact
on the environment then day visitors, but inject considerably more money into the economy. The proposed
bed tax would undermine eVorts to increase the economic benefits of tourism, to convert day visitors to
staying visits and encourage staying visitors to stay longer.

The implementation of such a tax implies the need for Statutory Registration. Such a tax would require
significant compliance costs, which might be disproportionate to the revenue generated. Within Wales the
minister has already announced that he has no plans for a bed tax and research has shown no compelling
case for the introduction of Statutory Registration.

14 The economic eVect of changing VAT rates in the hospitality industry of Hungary, KPMG.
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7.4 From a South Wales perspective the Severn Bridges tolls, and the threat of a toll road alternative to
the M4 put the region at a relative disadvantage, as this is a direct tax on visitors from our main market.
The enlightened attitude of the Scottish Executive in scrapping some bridge tolls, largely on the tourism
argument, is noted.

7.5 In general the industry in Wales believes that lower business taxes breed greater economic activity,
and that in turn provides more revenue for social purposes, as well as encouraging more employment and
more investment. Low business taxation in the Republic of Ireland has demonstrated the eVect such a policy
can have in transforming an economy that was traditionally thought of as poor.

8. What Data on Tourism would Usefully Inform Government Policy on Tourism?

To improve accuracy of estimates of the economic value of tourism and understanding of trends in the
accommodation sector, better data on tourism bed stock and tourism expenditure is required.

8.1 This includes increased sample sizes for the UK Tourism Survey and International Passenger Survey.

8.2 Other areas that need improvement are:

— Volume and value of tourism.

— Regional breakdowns.

— Individual Market segments.

— Industry benchmarking.

— Tourism Employment: When it comes to employment statistics, elements of tourism, leisure and
hospitality—the visitor economy—are currently spread over a number of SICs, which have to be
disaggregated.

8.3 Further development of Tourism Satellite Accounts is also vital. Wales has pioneered the
development of tourism satellite accounting to more accurately reflect the overall impacts of the sector. For
comparability it would be more helpful if all economic sectors were measured on the same basis.

8.4 Arguably, measuring what has happened is not as useful as predicting what is to come and
government has a major role in coordinating forward-looking research which destinations and the industry
are not able to fund. Where is the R!D department of UK tourism?

8.5 Data should be comparable against European measures and standards.

9. The Practicality of Promoting more Environmentally Friendly Forms of Tourism

Tourism depends upon the ability of visitors to travel by their chosen mode of transport to their choice
of destination. It is estimated that tourism may contribute to up to 5.3% of global anthropogenic green house
gas emissions, with transport accounting for 90% of this.15 However this is tourism as most widely defined
and includes business tourism and visiting friends and relatives, which would occur almost inevitably.

9.1 The vast majority of UK tourism movements to and within destinations will continue to be made by
private cars. 91% of UK staying holiday visitors to Wales arrive by car (UKTS 2005). Public transport
alternatives, whether to or in destinations, are currently devised for community/social reasons rather than
economic ones.

9.2 An improvement could be made by devising these with the needs of tourism and tourists in mind, in
terms of timetabling, marketing, pricing, access and information. There have been a number of initiatives
in Wales designed to encourage visitors to explore their destination by public transport, particularly in the
National Parks, eg Snowdon Sherpa and Green Key, PuYn Bus in Pembrokeshire and Brecon Beacon Bus
designed for walkers to access the national parks without needing to use a car.

9.3 The European Commission recently commissioned a study aimed at identifying the means of
uncoupling economic growth of tourism and its negative environmental impacts.16 This study attempted
to quantify the environmental impacts of various modes of transport taking account of the volumes of trips
taken on each. The study concluded that in many cases coach transport provides the most environmentally
friendly alternative but is not preferred due to its perceived economic and social disadvantages. The report
recommended the provision of cheap and flexible public transport or well organised coach travel at
destinations.

9.4 Despite all this any realistic appraisal of Welsh tourism must conclude that private transport, mainly
cars, will remain paramount. Therefore technology and legislation that moves to reduce the carbon output
from cars will have a far greater eVect than any attempts to work counter to customer demands.

Wales along with much of Britain relies on the successful conservation of landscape and built heritage to
provide the raw material for tourism products. In addition local cultural distinctiveness provides the reasons
for choosing one destination over another. It is implicit therefore that the tourism industry in Wales has a

15 Gosling, S (2002) Global environmental consequences of tourism, Global Environment Change 12, 283-302.
16 Multi-stakeholder European Targeted Action for Sustainable Tourism and Transport (MUSSTT) see: www.MUSST.nl
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long term commitment to environmental and cultural as well as economic sustainability. Wales has sought
to improve the quality and management of the coastal environment through a number of initiatives such as
the Green Sea Partnership, Blue Flag Award beaches and the Green Coast Award for rural beaches.

10. How to Derive Maximum Benefit for the Industry from the London 2012 Games

The tourism industry in Wales can see little or no direct benefit from the Olympic Games. Indeed,
potentially, resources will be diverted from general promotion of Britain to focus on London and the
Games. During the actual period of the games we are anticipating a significant downturn in visits to Wales
as people either watch or attend the games.

10.1 Thus for Wales the critical issue is to take advantage of opportunities of the raised profile of Britain
in the 5 years from now until the London Games and in any halo period thereafter should the games be
successful.

10.2 This requires additional marketing resources, a coordinated cultural events programme and shared
branding. The most important issue of all is for information devoid of spin to be available early and
accurately.

Appendix

Value and Volume of Tourism in Wales

In Wales, Tourism contributes over £3 billion per annum to the Welsh economy, equivalent to £8 million
a day. Some 73% of UK tourists come to Wales for a holiday, 13% to visit friends or relatives and 7% for
a business trip. Average length of stay in Wales is 3.5 days compared to 5 days in 2002. 89% of UK visitors
participate in activities such as walking, swimming, visiting historic attractions, museums and galleries when
they come to Wales. 32% of total expenditure by UK visitors to Wales is on accommodation, 19% of
expenditure is on eating and drinking.

In 2005, overseas visitors spent £311 million on trips to Wales, key source overseas visitor markets are the
Republic of Ireland, USA and Germany.

In 2003, the Tourism Satellite Account for Wales estimated that:

— Direct tourism-related added value in Wales was £1.3 billion, 3.6% of the whole economy value
added in Wales in 2003.

— Direct, indirect and induced tourism value added was approximately £2.2 billion, 6.1% of the
Welsh economy.

— 8.7% of the Welsh workforce, some 93,600 (direct, indirect and induced) workers in Wales are
tourism dependent.

Wales Tourism Strategy “Achieving our Potential”

This strategy identifies five key strategic challenges:

— Distinctive banding—continued development and reinforcement of a distinctive and credible
Wales brand.

— Higher quality—ensuring Wales is perceived as a high quality destination oVering an all year
distinctive experience. Investing in the product and innovative working to capture growth markets.

— Easier Access—improving accessibility of the Welsh tourism products to key markets via online
and traditional marketing channels. Also benefiting from the development of air links between
CardiV and key overseas markets.

— Skills—overcoming recruitment and retention challenges to improving the professionalism of the
industry. Continuing to promote skills development working on a number of levels to meet the
training needs of the industry and raise standards of customer service.

— Partnership—developing eVective partnership working and collaboration at national, regional
and local levels within the industry.

March 2007
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Memorandum subitted by The Tussauds Group

1.1 This submission is in response to the announcement made on 16 January, that the House of Commons
Culture, Media and Sport Committee is conducting an inquiry into the tourism sector in the UK.

1.2 By way of background to our submission, the Tussauds Group (TTG) owns/operates a number of
major tourist attractions within this country, including Madame Tussauds, the London Planetarium, Alton
Towers, Chessington World of Adventures, Thorpe Park, Warwick Castle and the London Eye. Each site
has to contend with considerable challenges and constraints in terms of their location, character and/or
geography. For example:

— Thorpe Park is located within the Green Belt, is within the River Thames floodplain and contains
two listed buildings. Part of the site is also located within a conservation area; and

— Warwick Castle is located within River Avon floodplain, is a Grade I listed building and the site
also contains a number of other listed buildings and a scheduled ancient monument. The site is
also located within a conservation area.

1.3 In terms of the additional heritage constraints noted on the above sites, the historic features referred
to are restored, maintained, enhanced and given new economic uses as integral elements to the attractions.

1.4 All of TTG’s attractions are major contributors to the national tourism industry and to their local
economies. Indeed a recent economic study, prepared by Nathaniel Lichfield and Partners (2006) in support
of a planning application for development at Alton Towers, identified that the Park:

1. attracts a total of £111 million of visitor spending both on and oV-site;

2. generates some £30 million of additional income in the local economy, and up to £100 million
nationally, through the total visitor spending associated with the Park;

3. helps support some 200 local firms through supplier spending;

4. provides 3,800 direct jobs on site (2,400 Full Time Equivalents), making it one of the largest private
sector employers in StaVordshire Moorlands District;

5. accounts for a total of 3,980 direct, indirect and spin-oV jobs in the local area, and 5,140 in the West
Midlands region;

6. supports the growth of the local tourism industry and accommodation sector by creating a
destination which raises the profile of the area and encourages increased visitor spending, and

7. provides a range of other local economic, tourism and community benefits.

1.5 However, the Committee should also note that the theme park sector is highly competitive and visitor
numbers at theme parks across Britain and Europe no longer show signs of continued growth and, in certain
circumstances, are actually in decline. To ensure that tourist attractions retain their position in the market
and improve their reputation and standards, it is necessary to improve the product continuously, to meet
rising expectations and standards. Such improvements often take the form of new development.

1.6 For example, there is an increasingly strong trend amongst European theme parks to supplement
facilities through the provision of theme parks hotels. From the early 1990s, with the development of hotels
at Disneyland (seven hotels), Efteling (Netherlands, Europe’s seventh most popular theme park with 3.2
million guests annually), Europa Park (Germany, fourth most popular with 3.6 million guests), Liseberg
Viking Hotel (Sweden, sixth most popular with 3.2 million guests), Legoland (Denmark, 17th most popular
with 1.6 million guests), Alton Towers (10th most popular with 2.5 million guests) and Parc Asterix (15th
most popular with 1.8 million guests), theme parks have begun to recognise the importance of providing
associated hotel accommodation for the long-term economic benefit of the Park. In 2003 alone, over 2,000
rooms in seven hotels were added to Europe’s top theme parks, including Hotel Phantasia near Cologne;
Tussauds’ new water park hotel Splash Landings at Alton Towers, three Disney Partner Hotels and
Blackpool Pleasure Beach’s the Big Blue Hotel.

1.7 TTG has most recently secured planning permission for a 150 bedroom hotel at its Chessington World
of Adventures (CWOA) theme park and a current planning application for a hotel at Thorpe Park is being
considered by Runnymede Borough Council. This latter proposal is for a 250 bed hotel, which it should be
noted in relation to the penultimate issue raised by the Committee of the practicality of promoting more
environmentally friendly forms of tourism, will deliver 14.5% of the annual energy use of the hotel from
renewable sources.

1.8 Given the importance of the tourism industry at the macro and micro-levels, and in relation to the first
and fourth issues raised by the Committee, it is essential that Central Government (in their policy advice, tax
regime and local government funding), as well as Government agencies, statutory bodies and local planning
authorities all strike a balance between: (i) the objectives of conservation, protection and enhancement of
the environment; and (ii) the need for existing tourism facilities to be enhanced, to allow them to respond
positively to competition and changing markets in the tourism sector. This balanced approach would allow
TTG’s operations and the Group’s development programmes for upgrading and continuously improving
its attractions to be properly and fully taken into account, and implemented.
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1.9 Existing tourism facilities, even those in sensitive locations such as the flood risk areas within which
Thorpe Park and Warwick Castle are located, have to continue to draw customers and TTG regularly
reinvests in these and all the other Group’s facilities so as to maintain a product that meets customers’
expectations. TTG seeks to balance any environmental issues arising from its development proposals with
the economic and operational issues resulting from the Group seeking to maintain viable business
operations that create employment and other wider-ranging, associated benefits. It is not always clear to the
Group however that other stakeholders take the same approach, particularly in terms of policy formulation
at all levels of government and the stance taken by various statutory and non-statutory bodies in the process
of determination of planning applications.

1.10 In the case of the TTG theme parks, the primary function of each will continue to be that of a theme
park. However, with the majority of the visitors arriving in the main tourist season (April to November),
the Group is also looking in the medium to longer term to establish the parks as year round attractions.
Although the activities will continue to be predominantly “open air” and involve significant rides and
structures, a wider range of facilities has already been/will be proposed and introduced to support a year
round operation. While it is often stated by local planning authorities in their development plans and
emerging Local Development Documents that they support the development of a year round tourism
industry, this is often only in principle; the development that will be necessary for operators of theme parks
to provide to achieve this objective is all too often not accepted by the authority at planning application
stage. In this context, there is no clear national policy guidance on the subject, for LPAs to interpret and
apply to their local circumstances. In short, this is for the fundamental reason that national policy guidance,
previously set out in Planning Policy Guidance (PPG) 21:Tourism, was cancelled in September 2006 and it
has only been replaced by a good practice guide (May, 2006).

1.11 We understand that it is still the case that a new Planning Policy Statement (PPS) on Tourism is not
to be produced by Communities and Local Government; we consider that this is unacceptable.
Representations submitted at the time when the proposed PPG21 cancellation was announced (made on
behalf of TTG by our planning advisors, Nathaniel Lichfield and Partners to the then OYce of Deputy
Prime Minister) raised concerns that the net eVect of not replacing PPG 21 with a new PPS would be that
insuYcient importance would be attached to the tourism and entertainment industry, particularly in relation
to facilities in urban areas but also to those sited elsewhere. The comment was made at the time that the
consequence of there being no PPS on tourism would be that the economic importance of tourism
development in such locations would be diminished. This is proving to be the case, particularly in both
development plan policy formulation and in development control. Looking into the future, we continue to
believe that tourism will be perceived to be of lesser importance than other uses subject of other PPGs or
PPSs, and that there will be no clear source of Government policy guiding and promoting tourism uses when
not in rural areas (PPS7 provides some guidance on tourism in rural areas). These concerns are significant;
we consider that the economic and other planning, social and environmental benefits of the tourism industry
should be fully and widely acknowledged at the national policy level in a new PPS.

1.12 We would therefore respectfully suggest that in their recommendations, the Culture Media and
Sports Committee refer to the urgent need for new, clear national policy guidance on tourism. This new PPS
in particular should refer to the Government recognising the economic, social and environmental benefits
that can arise from the tourism industry and proposals for its enhancement eg through new development.
The new PPS should also explain that the Government encourages the expansion and enhancement of
existing tourist facilities, and that this encouragement should be interpreted, promoted and applied by all
of the other bodies involved at diVerent levels in policy formulation, development planning and
development control.

1.13 We trust that the Committee will find the above information and responses to three of the issues
raised useful. We would also welcome the opportunity to appear before the Committee, to answer any
questions that members may wish to pose as a result of this submission. Please also contact me, if you wish
to discuss any matter that we have raised further. In any event, please note that we would now like to be
kept informed of each stage of the Inquiry’s progress.

March 2007

Memorandum submitted by the Civic Trust

The Civic Trust

The Civic Trust represents a broad range of interests concerned with the protection, regeneration and
enhancement of the urban environment for the widest public benefit. Its core membership comprises some
750 Civic Amenity Societies nationwide, with a total of over 250,000 members actively engaged with the
planning and improvement of their living and working environment.

The Civic Trust also co-ordinates Heritage Open Days, England’s largest voluntary cultural event, with
core funding and support from English Heritage. Heritage Open Days thrives on the enthusiasm and
expertise of local people. Thousands of volunteers from all walks of life share their knowledge and memories
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with hundreds of thousands of visitors every year. The Civic Trust established Heritage Open Days in 1994
as England’s contribution to the European Heritage Days, a Council of Europe initiative, in which 48
countries now take part. Starting with a handful of pilots across the country, the scheme developed quickly
into a major highlight of the national event diary. Over the last five years, participation has increased by
over 60%. In 2006, more than 1,360 organisers together with over 30,000 volunteers staged a total of 3,509
property openings and events across the country. It was the largest Heritage Open Days programme to date,
attracting around 1 million visitors over four days.

Questions

1. What are the challenges and opportunities for the domestic and inbound tourism industries, including cheap
flights abroad, and their impact on traditional tourist resorts?

In our opinion there are several barriers and challenges to domestic tourism. One of the largest is the
relative cost of public transport travel in this country especially for casual and day visitors. Also the
accessibility by public transport of some more rural tourist attractions are an issue.

A bigger challenge is the higher expectations we have come to have of venues abroad, in terms of value
for money, reliability of weather, things to do, and the failure of traditional tourist resorts who cannot adapt.
The recent exemption of air travel and fuel from climate change proposals must exacerbate this.

Often people view holidays in Britain as prohibitively expensive. We feel more opportunity could be made
of day trips and short breaks closer to home where people could explore their undiscovered heritage and
tourist attractions often available for free or very little money. We feel that our Heritage Open Days
weekend attempts to do just this to do this by encouraging people to explore the undiscovered attraction in
their local area and to be a “tourist in their own town”.

2. What is the eVectiveness of the DCMS and its sponsored bodies (such as VisitBritain) in supporting the
industry?

We value support that VisitBritain can give in promoting tourism and attractions in this country. On a
more personal level we would welcome much more support from VisitBritiain in promoting our on-line
events directory which is available from July. Each year we circulate a lot of materials to the TICs (some
use them others don’t) but it would be good to have more promotion at a regional level and a big plug on
Visit Britain in the run up to HODs.

On a wider scale we believe that this country’s heritage is a huge attraction for domestic and foreign
visitors and that the DCMS and the government as a whole could provide more support on a policy and
funding level for organisations involved in protecting , promoting and interpreting Britain’s heritage.

3. What is the eVectiveness of the structure and funding of sponsored bodies in the tourism sector, and their
eVectiveness in promoting the UK both as a whole and in its component parts?

No Comments.

4. What is the eVect of the current tax regime (inc VAT and Air Passenger Duty) and proposals for local
government funding upon the industry’s competitiveness?

Our only comment on this is linked to our answer to question one in that the relative cheapness of air fare
compared to domestic rail journeys means that it can often be cheaper to fly to another European city rather
than take the train to another city in Britain thus making it less financially attractive to holiday in this
country.

5. What data on tourism would usefully inform Government policy on Tourism?

From our point of view it would be useful for the government to have some eVective research on what
people value about their own areas and consider to be visitor attractions.

6. What are the practicalities of promoting more environmentally friendly forms of tourism?

No Comments.
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7. How can we drive maximum benefit for the industry from the London 2012 games?

Firstly we think this could be a huge opportunity for Londoners to learn about and explore their own
heritage. The games could be also used as an eVective catalyst to promote London, and particularly less
visited areas for London, as tourist destinations.

In the longer term we hope that the lasting built legacy of the Olympic games will provide tourist
attractions for the future and also provide tourism and regeneration opportunities for the east London area
and further afield.

March 2007

Memorandum submitted by the British Amusement Catering Trades Association (BACTA)

Introduction

1. BACTA (the British Amusement Catering Trades Association) is the largest trade association for UK
gaming. It currently represents the interests of over 685 companies and 1,170 individuals, covering the entire
supply chain from manufacturing, through distribution and including retail premises. Our membership
includes family entertainment centres (seaside arcades), adult gaming centres, clubs, pubs, bingo halls,
casinos, betting oYces and bowling alleys, machine manufacturers and suppliers. The Association aims to
create an optimal trading environment for all sectors and encourages good practice and social responsibility.
We also implement a voluntary Code of Practice which clearly defines responsible working practices.

2. The Culture, Media and Sport Committee’s inquiry into the UK’s tourism sector is very timely and
BACTA is pleased to have this opportunity to submit evidence to the Committee. Our submission is focused
primarily on the challenges faced by those of our members which operate in the domestic tourist sector, and
the role of the DCMS as the Government department with lead responsibility for overseeing our industry.

3. The key points of our submission are:

— Seaside resorts are a well-established and important part of the UK’s tourism industry, making a
substantial contribution to tourism volumes and values. BACTA members play a pivotal role in
the seaside tourist economy, both as visitor attractions and important employers.

— Against the backdrop of growing competition from an increasingly diverse range of sources for
the general public’s leisure spend, BACTA members have had to endure a prolonged and uncertain
transition to a new regulatory regime under the Gambling Act 2005. These factors, combined with
the forthcoming introduction of the ban on smoking in public places, have created a very tough
trading environment for our industry.

— To help mitigate the detrimental impact of the current climate, BACTA is calling on Government
to provide specific assistance to our members by increasing the stake for B3 gaming machines from
£1 to £2 at the earliest opportunity. This will help to alleviate the impact of the smoking ban on
our members” businesses and will assist them in meeting seaside customer demand.

— BACTA is also urging the Government to reintroduce a predictable cycle of triennial stake and
prize reviews, following an extended freeze on gaming machines stakes and prizes. This is essential
in order for our member companies to forward plan with greater certainty.

— More broadly, Government must ensure that coordinated, cross-departmental action is taken at
a national level to better promote the UK’s seaside tourist experience. BACTA urges the
Committee to examine how the DCMS can more eVectively engage with its stakeholders across
the tourism sector to this end.

BACTA Members’ Contribution to UK Tourism

4. BACTA members up and down the country have been a central feature of the UK’s tourism sector for
many years. In some areas, they have been an integral part of the traditional seaside leisure experience for
over a hundred years.

5. Seaside resorts are a well-established and important part of the UK’s tourism industry, making a
substantial contribution to tourism volumes and values. They oVer a unique and reasonably-priced leisure
package for very many people around the country. Data collected by the UK Tourism Survey 2005 show
that holidays to the seaside account for 31% of all UK holiday trips and 34% of all UK holiday spend—
proportionally more than any other location type.

6. Millions of families visit BACTA’s seaside-based members every year, most commonly those operating
seaside amusements arcades or Family Entertainment Centres (FECs). There are approximately 1,000 FECs
across the country, many of which are located in seaside resort destinations. FECs provide family-orientated
entertainment in a safe environment, oVering a wide range of family games and low-stake, low-prize
machines for all to enjoy.
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7. These seaside leisure venues are often long-established, and vary in size from Brighton Pier and large
seaside arcades to shop size units. Most are part of very small groups which are usually owner-operated.
They are generally at their busiest during the summer season and at weekends, although many are open all
year, allowing them to keep permanent staV.

8. A BACTA-commissioned omnibus survey carried out by ORB in 2001 illustrated the importance of
FECs to the appeal of coastal towns as leisure destinations. When those questioned were asked what they
thought the main attractions of a seaside resort were, 27% of respondents identified amusement arcades—
the second most frequent answer after funfairs and rides, and ranked above other factors including the
weather, the location and presence of piers in importance.

9. In addition to their importance in helping to attract tourists to seaside resort town, FECs make a
substantial contribution to local seaside economies, as both visitor attractions and major employers. They
spend about £100 million per year employing around 8,600 people (whole time equivalent) and indirectly
supporting tens of thousands more in their local economies.

Impact of Changing Leisure Habits

10. BACTA’s seaside members, like other companies and service-providers operating in the British
seaside tourist industry, are facing stiV competition from a growing range of sources for the general public’s
leisure pound.

11. FECs often operate on very tight margins, and changing leisure habits have contributed to a decrease
in their profitability in recent years. For example, the rise in popularity of home gaming consoles has had
a detrimental impact on the sector. Another significant trend, aVecting the UK tourism sector more broadly,
is the increasing demand for foreign holidays stimulated by more available cheap flights.

12. According to Government statistics, the number of visits abroad made by UK residents has more than
tripled since 1985 to a level of 66.4 million overseas visits in 2005. Two thirds of these visits were holidays.
Over the same period, spending on visits abroad by UK residents experienced a real terms fourfold increase,
to £32.2 billion. This represents a major and ongoing challenge for home-grown tourism.

13. The detrimental impact of these trends on those of our members that operate in the tourism sector
has knock-on eVects across other sections of our industry. In particular, manufacturers of amusement
machines sited in FECs have suVered a decline in demand for their new products as the profitability of FECs
themselves has decreased. Broader uncertainty about the ongoing reform of gambling regulation has further
depressed demand for new machines—an issue that is covered in more detail below.

14. In addition to the changing travel habits of the UK population, broader societal trends are creating
longer-term challenges for the seaside tourism sector. Against this backdrop, it is vital that both central and
local government gives due consideration to how they can most eVectively support domestic tourism, both
at the seaside and elsewhere.

15. A key pre-requisite for seaside areas is to be able to compete more eVectively with inland cities and
urban areas, and overseas destinations, for leisure customers. Central to this is the development of
comparable transport connections. We would certainly welcome greater Government focus on how
transport links into coastal towns could be improved and the transport facilities oVered to tourists and day-
tripper by these towns enhanced.

16. A common complaint from many of our members, for example, is the inadequate provision of car
parking in seaside towns. Families are the lifeblood of the seaside tourist industry and many families choose,
for convenience, to travel to coastal resorts by car. It is important that local councils and planning
authorities make proper provision for reasonably-priced and accessible car parking in order to avoid
discouraging families from coming or returning to coastal towns.

17. Furthermore, with competition for the population’s leisure time and money continually growing, it
is essential that seaside towns are visible as well as accessible. It is vital that local authorities, Regional
Development Agencies and highway authorities work with the private sector and make suYcient resources
available to ensure that seaside tourist destinations are eVectively marketed and, equally as importantly,
sign-posted. Seaside resorts will continue to be sustainable over the longer-term only if people know how
to access them and are suYciently tempted to make the journey.

18. The Communities and Local Government Select Committee recently issued a report on coastal towns,
which noted the important economic role of tourism in such areas. BACTA supports the report’s
recommendations that the Government should conduct an immediate study on coastal tourism, ensure that
action is taken at a national level to promote visiting the seaside, and consider the merits of introducing a
national coastal tourism strategy. We urge the Culture, Media and Sport Committee to add its support to
such an approach.
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Impact of Regulation and Reform

19. BACTA is keen to draw to the Committee’s attention a number of concerns we have about the ongoing
reform of gaming regulation which is being overseen by the Department of Culture, Media and Sport, in
partnership with the new DCMS-sponsored sector regulator, the Gambling Commission.

Implementation of Gambling Act 2005

20. BACTA supports the objectives of the Gambling Act 2005. However, the process of legislative reform
and implementation has contributed significantly to the tough trading environment in which BACTA’s
members operate. Like the gaming industry as a whole, our seaside-based members have had to endure a
prolonged period of regulatory uncertainty during this period. This began with the publication of the Budd
Report on the reform of gaming regulation in 2001, and continued through Parliamentary scrutiny of draft
legislation and the passage of the Gambling Act into law in 2005. It has persisted during the implementation
phase, with many important aspects of the new regulatory framework being dealt with through secondary
legislation. Full implementation will not take place until September 2007—over two years after the
legislation was passed.

21. BACTA has worked constructively with DCMS and the Gambling Commission during the
implementation phase to ensure that the framework established by the Gambling Act is implemented in an
eVective and practical way. However, whilst we fully recognise and sympathise with the huge time and
resource constraints that DCMS oYcials have been working under, we have a number of general concerns
about the implementation process.

22. In respect of forward planning and consultation, the Department’s implementation programme and
timetable has often been unclear, resulting in the setting of curtailed and unrealistic timeframes and a
“stacking” of consultation papers. In addition, the large consultation meetings with stakeholders that have
been periodically convened by the DCMS during the implementation process, while serving as a useful
forum for updates on general progress, have not proven to be an appropriate forum for dealing with some
of our more detailed and complex concerns.

23. Furthermore, some important substantive issues and concerns that we have raised during pre-
consultation exercises with the DCMS have on occasion not been addressed, or have been inaccurately
represented, in formal consultation papers. There has also been a lack of hard cost-benefit analysis of key
proposals, such as the fees that operators will have to bear under the new regime, and a lack of co-ordination
between the DCMS and Gambling Commission has been evident during the process. Collectively, these
issues have made eVective scrutiny of the reforms by BACTA and other stakeholders very challenging.

24. As proposals related to critical areas of policy have taken some time to emerge, or have evolved during
the implementation process, the long-term impact of the new regime on our industry has remained unclear.
Because of this, the investment decisions of our seaside-based members (as with our members located inland)
have, unsurprisingly, been cautious. This causes damage further up the supply chain, harming the machine
manufacturers and operators who are dependent in part on demand from the FEC sector.

25. We would urge the Committee to consider how the DCMS could more eVectively engage with its
stakeholders across the tourism sector, whether through better coordination with and across its sponsored
bodies, more eVective two-way dialogue with regulated companies and their representative bodies, or more
eVective use of the resources at its disposal.

Gaming Machine Stakes and Prizes

26. The continued competitiveness of our industry is reliant in part on a periodic uprating of gaming
machine stake and prize levels. This process, which is overseen by the DCMS, allows our members to keep
pace with increasing costs and provides a basis for them to eVectively plan ahead and meet customer demand
for new products.

27. For the last 20 years, it has been industry practice for a triennial review of stakes and prizes to take
place. This has been a crucial mechanism through which FECs have been able to maintain their appeal
within seaside tourism sector. However, following the 2004 triennial review, the DCMS announced that it
would not implement any of the stake and prize increases recommended by the Gaming Board of Great
Britain. This eVective freeze on stakes and prizes, the first since the inception of the triennial review process,
has contributed to a sharp decline in demand for traditional UK gaming machines. It has been very
damaging for the industry: annual sales of Amusement-with-Prize (AWP) machines, the core industry
product, declined from over 60,000 in 2002 to around 35,000 in 2006.

28. BACTA campaigned vigorously for an increase in stakes and prizes since the non-implementation of
the 2004 review, and an increase was eventually granted by the DCMS, eVective from 27 October 2006.
(However, operators will not be able to take full advantage of the change until a consequent revision
machine duty levels is made to reflect the new stake and prize levels. This is expected in Budget 2007). The
uprating in stakes and prizes was the first rise for six years. It will provide a much-needed boost to
amusement machines manufacturers, and to FECs and our other members who are reliant on new machines
to maintain their appeal to tourists and other customers.
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29. Looking further ahead, the DCMS has announced that it will undertake another review of machine
stakes and prizes in 2009, two years after the full implementation of the Gambling Act. It is absolutely
crucial that the triennial review process is fully reinstated following this promised review, in order for
BACTA’s member companies to once again be able to plan ahead with a degree of certainty.

Increasing the Stake for Category B3 Machines

30. Despite the increase in stakes and prizes announced last autumn, the economic climate remains very
challenging for BACTA members in seaside areas and throughout our industry supply chain. It will become
even more diYcult with the introduction later this year of the smoking bans in Wales, Northern Ireland and
England. Whilst BACTA supported a comprehensive ban on smoking, coping with its implementation will
be one of the biggest challenges for our industry in 2007.

31. We are therefore seeking as much support as possible from Government to assist our members during
the diYcult transition phase. We have made representations to HM Treasury for a number of changes to
machine duty levels that would help bolster the industry through the year ahead. In addition, and just as
importantly, BACTA is urging Government to increase the stake of the new Category B3 gaming
machines—being introduced from September 2007 under the Gambling Act—from £1 to £2 at the earliest
possible opportunity.

32. The £1 stake that is currently proposed for the new B3 machine category will be a significant reduction
on the stake level currently available to the many customers who visit our AGC members in seaside locations
and elsewhere. Our research shows that the average amount staked on the machines that B3 will replace is
£1.81. We are very concerned that our members’ customers, who have become accustomed to this level of
stake, will migrate to other gambling venues oVering higher stakes and harder forms of gambling when the
new machine category is introduced. The increase in the B3 stake to £2 is, we believe, a modest and
straightforward reform that would help to ameliorate the impact of the machine category changes on our
members.

Introduction of Regional Casino

33. The Gambling Act 2005 includes provisions to establish one regional casino, eight large casinos, and
eight small casinos as a means of driving economic regeneration. The Secretary of State for Culture, Media
and Sport has accepted the Casino Advisory Panel’s recommendation that the new regional casino should
be cited in Manchester. At the time of submission, Parliament had not voted on the recommendation.

34. BACTA remains to be convinced of the economic benefits that the regional casino will ultimately yield
to Manchester and the North West of England. We are very concerned that the establishment of the regional
casino in Manchester will simply result in the displacement of leisure and tourism spend from existing, often
family-owned, businesses located in the North West to a large multinational company.

35. The impact of the regional casino on the existing leisure and tourism sector must be monitored closely.
BACTA is of the firm view that a full evaluation of the economic and social consequences of a new regional
casino is required, lasting at least three years from its opening, before any further decisions are taken by
Parliament.

Conclusion

36. BACTA members’ long standing presence in coastal towns gives us a unique and knowledgeable
insight into the workings of the seaside tourism sector. Given the diYculties presented to our members by
changing travel habits and the challenges of adapting to a new regulatory regime for gaming, the
development of a national-level, cross-Government strategy, focused on supporting UK tourism and
regenerating the coastal towns that play such an important role in the domestic tourist sector, is much
needed. We stand ready to play a full and active role in the development of such a strategy, and hope that
the Committee’s inquiry provides a spur for the DCMS and other departments to pursue this in more detail.

March 2007

Memorandum submitted by MSc Students in Toursim Management, Leeds Metropolitan University

1. Cheap flights operating in and out of UK regional airports can be used both by British residents to
travel abroad and by international visitors to travel to the UK. They create opportunities for international
visitors to travel directly to Britain’s regions, bypassing London. This is a potential positive advantage of
cheap flights providing an opportunity to encourage visits to the regions, recognise cultural diversity and
contribute to urban and rural regeneration.
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— The cost of internal transportation within the UK is a deterrent to domestic tourism and it is often
cheaper to fly abroad than to drive or go by coach or train to a tourism destination in the UK. For
the same reason international arrivals on cheap flights are unlikely to travel far in the UK.
However, the comparative cost advantage consequent on untaxed fuel distorts the functioning of
the domestic transport market in the UK with undesirable environmental impacts.

— There is a need to develop the destination infrastructure at regional airports—bus and rail links,
and service infrastructure. There is presently a reputational risk for the UK as a whole posed by
the poor facilities and transport links at some regional airports. There is a need to develop regional
tourism strategies to make the most of the cheap flights recognising that they may environmentally
unsustainable in the medium term.

— There is insuYcient research on the way cheap flights are being used for inbound and outbound
tourism and for domestic and international travel.

3. Regional tourism organisations are under increasing pressure to increase the level of funding for
promotion and other tourism functions which they secure from the private sector. Match funding distorts
the public interest in spreading tourism benefits. Match funding essentially means that public resources are
being used to benefit those organisations and businesses which are capable of funding their own marketing—
it amounts to a public subsidy for marketing which would otherwise be funded by the businesses themselves.
The need to find match funding distorts the priorities of these public organisations away from assisting with
the marketing of SMMEs, community projects, sustainable tourism priorities and spreading benefits. This
policy imperative perpetuates unsustainability and makes it diYcult to support emerging businesses and
those in the less favoured parts of Britain, including London boroughs outside of Westminster, Greenwich,
Kensington and Chelsea and the City.

4. Taxation:

— That tourists can claim back VAT appears to us to be inexplicable. It amounts to a subsidy on
expenditure by tourists in Britain and encourages goods to be shipped from New York to London
where the VAT can be claimed back by an American visitor, the same visitor imports the goods
purchased in London back to New York and pays tax on the imports, meaning that the Britain
has foregone tax revenue to benefit the foreign consumer and the tax regime in the originating
market. In the modern world it is irrational to subsidise consumption unless the goods are locally
produced. Sales of Prada shoes in London are not genuine exports. We recommend that the
committee looks into how much companies like Global Refund Ltd make from refunding VAT.

— APD was introduced hastily and without due consideration for the consequences of the tax. It
appears that the Chancellor saw an opportunity to raise taxation and took it without thinking
through the implications. The tax distorts competition benefiting sun, sand and sea destinations
which are short haul over those like The Gambia and the Caribbean which are long haul—
although they are in direct competition. It is still possible to “buy” free flights, paying only the
taxes. APD means that foreign visitors are forced to contribute to general government
expenditure, and may well feel that they do not wish to contribute to some elements of UK
government expenditure. APD is no more than an additional revenue stream for the Treasury.

— There is a strong case for an environmental tax on air travel; one designed to create incentives for
more eYcient use of fuel by airlines and to ensure that passengers pay a price a good deal closer
to the real cost of their flight including the externalities of GHG and noise pollution. This is best
achieved by a fuel tax. The revenue from tax on aircraft fuel should be hypothecated for GHG
reduction programmes in the UK and the destinations people are flying to. Fuel duty and the
removal of other subsidies would assist in creating a more rational transport market in the UK, a
market in which individuals securing for themselves the best possible deal do not find it cheaper
to fly to Scotland than to go by rail or coach. Given that half the UK population does not fly in
any given year the public subsidy of air travel is regressive. Revenues for aviation fuel tax could
also be used to fund an integrated public transport system which could contribute significantly to
GHG emissions

— On equity grounds there is a strong case for Bed Night Tax and in principle it should be supported,
tourists are currently freeloaders on the local public services which they use—it is equitable that
they should make a contribution when they sleep in the area. In the USA a number of cities use a
bed tax (New Orleans 4%, Atlanta 7%, DC 14.5% and NYC 21.25%) to fund regeneration and
major projects. In The Gambia government collects a £5 per head arrivals tax, 75% of which goes
to public infrastructure development for tourism. However, in the UK it is important that the tax
is quoted in the room rate and that it does not come as a nasty surprise when people go to settle
their bill. If a varied tax is added to the bill it will cause considerable confusion and antagonism
and risks damaging the industry. There is also scope for abuse when tax is collected on undeclared
rooms and is not remitted to government.

5. Government policy needs to be informed by tourist spend, it is spending which benefits the economy,
not arrivals per se. If government is to adequately manage tourism and to ensure its sustainability then
measures of the environmental, social and economic impact in diVerent communities and by type of tourism
are essential.
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6. UK residents need to be encouraged to holiday in the UK in order to reduce GHG emissions and
holidaymakers here need to be managed by other government departments in order to reduce the
environmental footprint of hotels and other forms of accommodation, electricity consumption, waste and
transport. Working with local government to manage the negative and positive impacts of tourism, reducing
the forms and increasing the latter, are an important priority in the UK .

March 2007

Memorandum submitted by the Scottish Chambers of Commerce and the Northern Ireland Chamber of
Commerce and Industry

Executive Summary

— The expansion of budget airlines has been central to the growth of inbound tourism to Scotland
and Northern Ireland.

— Investment and enterprise in the tourism sector is hampered by a slow, complicated and
bureaucratic planning process.

— The impact of road congestion and poor transport infrastructure is considerable, adding
inconvenience and substantial cost to tourists.

— The tax and regulatory costs on UK businesses in the tourism sector are considerable. Further tax
rises are strongly opposed. The Government should consider sector tax-credits in order to help the
UK compete as a tourist destination.

— The Northern Irish tourism sector possesses enormous potential for growth due to continuing
improvements in the political and security situation. This potential must not be undermined by tax
rises, an ineYcient planning system, or poor transport infrastructure.

— There are serious concerns in the business community regarding VisitBritain’s delivery of its UK-
wide role.

— The natural advantage of Northern Ireland and Scotland in environmentally-friendly tourism
should be capitalised on.

— Wide dispersal of 2012 Olympic tourists throughout the UK should be a key goal for VisitBritain.

Introduction

0.1 The devolved countries and regions of the UK all share similar characteristics relevant to tourism
marketing and tourist policy. The Scottish Chambers of Commerce and the Northern Ireland Chamber of
Commerce have combined submissions to this inquiry to highlight the common business needs and concerns
across domestic boundaries and the common threats to tourism growth.

0.2 Scotland and Northern Ireland both oVer tremendous appeal as tourist locations and contain a
diversity of unparalleled sites of interest. The Chambers believe that the rich cultural heritage of the UK’s
devolved regions must be capitalised on and advertised in order to secure the enormous UK-wide benefits of
increased inbound tourist levels. The devolved regions possess comparable qualities of marketing potential,
including culture and geography, and, significantly for inbound tourism, share a strong historical
connection to North America. For historical reasons, many more Americans and Canadians trace their
lineage to Wales, Scotland and Northern Ireland compared to England. The opportunities for strengthening
a strong UK tourist sector, outside London, are immense and obstacles to the development of that sector
must be overcome.

1. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap Flights Abroad, and their Impact on Traditional Tourist Resorts

Infrastructure

Budget Airlines

1.1 Improved access and transport linkages are a vital contributor to tourist sector growth. The impact
of cheap flights is viewed positively both by the Scottish and Northern Irish business communities. The
expansion of new budget air routes, while certainly increasing the numbers of UK tourists holidaying
abroad, has led to a dramatic rise in inbound tourism. The growth of budget airlines has substantially
opened access, particularly in Northern Ireland, both for domestic UK tourism and EU visitors. The
Scottish Chambers of Commerce report that golf-tourism from Sweden is a direct result of Ryanair flight
routes between Sweden and Scotland.
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1.2 The Air Route Development companies in Northern Ireland and Scotland have been an outstanding
success. The Government’s decision to withdraw the initiative in Northern Ireland is deeply regrettable.

1.3 The vulnerability of budget airlines, due to their thin profit margins, and the threat of tax and duty
increases both represent significant areas of concern to the tourism industries in the devolved regions. Recent
British Airways domestic cutbacks are especially damaging to Northern Irish access, leaving only one airline
(British Midland) to link Heathrow with Belfast.

Planning

1.4 UK business in general, but specifically the tourism industry, is restricted and inhibited by a slow,
complicated and bureaucratic planning process. Our business members consistently face problems or
unnecessary delays because of the complexities of the planning regime. The Barker Review correctly
identified the damage that the current planning system has and is doing to economic growth in the UK. We
support many of the proposals in the Barker Review, particularly the creation of an independent Planning
Commission, but are concerned about the negative eVects that Planning-Gain Supplement will have on
development. At a basic level, a new planning mindset that encourages rather than frustrates private
investment and enterprise needs to be developed with all urgency.

Congestion

1.5 As tourists travel between and across UK towns and cities, too often they experience delays,
congestion and discomfort. In November 2006 the British Chambers of Commerce published the report
“Waiting in Line: A Transport Survey”, revealing the extent of UK transport inadequacy. A staggering 84%
of businesses surveyed reported problems with road congestion that aVect their business locally. A poor
transport infrastructure inconveniences tourists and damages the reputation and impression of the UK
abroad.

1.6 We support the British Chambers of Commerce in their call for a 30-year transport plan to provide
strategic prioritisation of key projects and for regional transport boards to be set up jointly between the
public and private sectors. We would insist that the Government guarantee that additional revenue raised
by new road pricing be kept separate from general expenditure and be used to improve the road network
and public transport provision.

1.7 We urge Ministers to commit suYcient resources to improving transport infrastructure in the 2007
Comprehensive Spending Review and to fully implement the Aviation White Paper.

Northern Ireland

1.8 The vast potential of Northern Ireland as a tourist location is steadily being realised due to continuing
political and security developments. The improved security situation provides a unique opportunity for
Northern Ireland to break out of the unfavourable public impression of the past. In 2006 The Lonely Planet
“Bluelist” Guide featured Northern Ireland, for the first time, as a “must see” country to visit in 2007.

1.9 Currently tourism represents a lower percentage of GDP in Northern Ireland than compared to the
other UK regions or the Republic of Ireland; 2% of GDP against 4% in RoI and 6% in Scotland. Investment
in tourism infrastructure and marketing could therefore provide substantial returns on investment. The
Northern Ireland Chamber of Commerce and Industry believes that a target of doubling the tourist sector
in a relatively short space of time as achievable.

1.10 Currently, visitors from outside of Northern Ireland spend £354 million annually with domestic
tourism generating £146 million, a total spend of over £500 million. Spending by non-Northern Irish visitors
has doubled since 1994. Hotel capacity also doubled between 2004/5. In 2005, four million non-resident bed
spaces were sold, a 13% rise on the year before.

1.11 Employment statistics estimate that there were 51,390 jobs in the tourism and leisure sector in
December 2005. Since 1998, when the Good Friday Agreement was signed, visitor numbers have increased
by one third. In 2005, almost two million people visited Northern Ireland, more than actually live in the
country. These positive economic statistics provide an insight into how impressive post-conflict Northern
Irish tourism growth could be.

1.12 However, there are many hurdles to the development of the Northern Irish tourism industry that
must be overcome. In addition to access and air transport concerns, low spending on infrastructure
including roads and public transport facilities is a key obstacle for economic and tourism sector growth. For
example, road and train services between the region’s two main cities, Belfast and Londonderry, are
deficient. There is not as yet a motorway link and the train service is inadequate. Road services to the west
of Northern Ireland also require substantial investment.
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2. The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry; and the Structure and Funding of Sponsored Bodies in the Tourism Sector, and the
Effectiveness of that Structure in Promoting the UK Both as a Whole and in its Component Parts

2.1 Tourism occupies an awkward position within the devolved make-up of the UK. Many of the
functions of the DCMS are devolved in Scotland and, potentially, will be devolved in Northern Ireland.
VisitScotland, with a substantial budget, represents the tourist sector in Scotland. In Northern Ireland the
sector is covered both by Tourism Ireland, an all-island body, and the Northern Ireland Tourist Board
(NITB), an agency within the Northern Ireland Department for Enterprise and Investment.

2.2 VisitBritain’s role is UK wide in terms of “promoting an attractive image of Britain”, working with
tourist bodies in Northern Ireland, Scotland and Wales. VisitBritain’s other role is that of being the primary
tourist body for specifically marketing England. This unbalanced approach to the UK tourism institutions
inevitably lead to shortfalls and ineYcient overall activity.

2.3 The Scottish Chambers of Commerce believe that VisitBritain does not fulfil its wider UK role
adequately. VisitBritain is felt to have scaled down operations in Scotland, leaving Scottish promotion
entirely to VisitScotland. The Northern Irish Chamber of Commerce and Industry have seen no evidence
of VisitBritain marketing activity that includes reference to Northern Ireland.

2.4 At the very least, these accounts highlight the lack of engagement of VisitBritain with the business
community in the devolved regions and, further, suggests that VisitBritain falls short of fulfilling its wider
UK role. At the process level, VisitBritain should agree joint protocols with the tourist bodies in the
devolved regions to ensure an open, eVective and more eYcient use of public money. At the policy level,
VisitBritain needs to ensure that it maintains a productive relationship with devolved tourist bodies,
working with them to bring conference and leisure tourists to the devolved regions.

2.5 In addition, the Scottish Chambers of Commerce believes that the current “set-up” of VisitScotland
is not “fit for purpose” but was cobbled together for political reasons. Industry is not satisfied with its
engagement with the private sector.

3. The Effect of the Current Tax Regime (including VAT and Air Passenger Duty) and Proposals
for Local Government Funding (Including the “Bed Tax”) Upon the Industry’s Competitiveness

3.1 Businesses across the UK suVer from a burdensome tax and regulatory regime. The UK is universally
regarded as an expensive tourist destination, as high business costs are inevitably passed on to consumers.
Proposals to introduce a bed-tax are strongly opposed. The Government should recognise that the UK tax
system is unnecessarily complicated and punitive for business and entrepreneurs. Introducing tax credits in
tourist sectors to bring taxation levels to at least the average level in the EU would do much to reduce the
significant burdens on the UK tourist industry and help the UK compete with EU competitors as an
appealing and aVordable destination.

3.2 Due to the importance of budget flights to tourism in the devolved regions, especially in Northern
Ireland where modal-shift potential is negligible, increases in Air Passenger Duty are strongly opposed.

4. The Practicality of Promoting more Environmentally Friendly Forms of Tourism

4.1 The Scottish Chambers of Commerce believes that Scotland leads the UK in this sector. The Green
Tourism Business Scheme (GTBS) is an example of this Scottish lead. Located in Perth, GTBS administer
an environmental tourism accreditation scheme, and currently count 500 businesses in the tourism sector
as fully accredited.

4.2 All of the devolved regions and countries have an inherent advantage in “green” tourism by virtue of
their predominantly rural character. This is a growth market and the Government should do all it can to
support business development in this sector. The “practicality” of promoting this green tourism is indicated
by the fact that many overseas tour operators, especially from Germany will insist on using environmentally
friendly hotels.

5. How to Derive Maximum Benefit for the Industry from the London 2012 Games

5.1 There is a strong need to encourage maximum dispersal and regional penetration of London Olympic
tourists once they arrive in the UK. The success of this goal would add enormous benefit to the impression
of the UK abroad as a diverse and varied location, rather than tourists returning home with only accounts
of London. This should be a key focus for VisitBritain.
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6. About Scottish Chambers of Commerce

6.1 The Scottish Chambers of Commerce is the umbrella organisation of the Chambers of Commerce in
Scotland. It represents the common interests of Chambers at a national and international level. Scottish
Chambers policy is determined by a Council on which all Chambers have equal representation, and is
executed under their direction.

6.2 Membership is open to any firm or company irrespective of size. Collectively, Chambers in Scotland
have an annual turnover of over £7.3 million and the current membership ranges from the country’s largest
companies to the smallest retail and professional operations. The present membership ranked by market
capitalisation includes 23 of the top 25 companies, and 38 of the top 50 companies in Scotland. Together
Scotland’s Chambers provide well over half the private-sector jobs in Scotland and provide an unequalled
geographical and sectoral representation throughout Scotland compared to other organisations
representing Scottish business.

7. About Northern Ireland Chamber of Commerce and Industry

7.1 The Northern Ireland Chamber of Commerce and Industry represents over 4,000 member businesses
across Northern Ireland covering the complete spectrum of business sectors and sizes. Its mission is to
continue to grow and develop Chamber membership; to develop a range of membership services and ensure
that these remain relevant to the needs of members; and to represent, vigorously and practically, the interests
of members to all appropriate influencers and to play a key role in improving the business performance of
members in their home and export markets.

March 2007

Memorandum submitted by Tourism Tyne and Wear Area

The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, Including
Cheap Flights Abroad, and their Impact on Traditional Tourist Resorts

Tourism has become an important part of the regional economy of Tyne & Wear representing £1.6 billion
in annual economic benefit. Whilst there has been a year on year growth in the urban tourism market
particularly of NewcastleGateshead there has been some decline in traditional tourist resorts. Investment is
urgently required to reverse this trend and with environmental issues aVecting tourism trends we should be
refreshing our tourism oVer and building on the natural assets in the UK.

The onset of low cost airlines has greatly benefited the North East of England providing greater choice
for local population and opening up the region to new and existing overseas markets.

In terms of domestic tourism it is worth noting that Scotland and Ireland have had as much as five times
the investment in tourism marketing than England. The RDAs or other tourism agencies need to have
suYcient resources to compete in overseas markets.

The Effectiveness of DCMS and its Sponsored Bodies (such as VisitBritain) in Supporting the
Industry

The DCMS has not been seen as a natural champion for tourism with the notable exception of the
Olympics. Visit Britain has however been highly valued for its service and in maintaining awareness and
promotion of UK markets in key international locations. Visit Britain has been critically important to
promoting the UK overseas and the governments investment in the agency has declined year on year. We
are competing in a global market place and need to do so with adequate resources. The role of “Enjoy
England” and in the North—“England’s North Country” is also important in encouraging domestic
tourism.

The Structure and Funding of Sponsored Bodies in the Tourism Sector, and the Effectiveness of
that Structure in Promoting the UK Both as a Whole and in its Component Parts

The government has given a key role to Regional Development agencies (RDAs) to take a strategic
overview of tourism. This is to be welcomed though the diVerential levels of investment in tourism and wide
range of structures adopted leads to a complex picture of tourism promotion and destination management.
The role of Enjoy England may need to adapt to the growing networks of RDAs and destination tourism
agencies. In some cases the RDAs have in eVect become the Tourism boards, whilst in others they play a
strategic role with a small staV team and resources invested in sub regional delivery agencies. It is too early
to see which of the many models works most eVectively. In the North East we are fortunate that One North
East has made a strong commitment and adopted a leadership role in promoting tourism. It has set up the
Area Tourism Partnership network of which we form a part. The RDA’s are, in some cases, taking a very
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hands on role to tourism and marketing and in time this may be better delivered by more local agencies. The
amount of resources to sustain regional and sub regional tourism networks will be critical to engaging the
private sector and business. In NewcastleGateshead, the NewcastleGateshead initiative has attracted over
160 Private sector members and a healthy income from commercial activity to supplement the public
investment from local authorities and the RDA.

The importance of Local authorities needs to be recognising in the DCMS review. Local Authorities are
critical to planning, the quality of tourism product, visitor information and local transport. Investment in
the North East has been largely maintained with significant capital investment into visitor attractions and
cultural facilities. The reduction in Lottery money for the arts and heritage, in part due to the Olympics levy,
is having a significant impact on the ability of those distributors to support major projects. European
regional development funding has also been an important ingredient in making projects happen in the North
East and this funding is in its final phases.

The Effect of the Current Tax Regime (Including VAT and Air Passenger Duty) and Proposals for
Local Government Funding (Including the “Bed Tax”) Upon the Industry’s Competitiveness

Tourism Tyne and Wear does not yet have a definitive view on the “Bed tax”. However if such a tax is
introduced it is important that it doesn’t aVect our competitiveness in international markets. Where bed tax
and taxi tax is applied creatively with income ringfenced from investment back into the tourism sector there
have been real benefits for tourism. eg Boston USA.

There is concern in the region that the recent increase in air passenger duty may have damaged in bound
and domestic flight tourism making us less competitive in the European market. The Government needs to
show that it is investing such taxes back into environmental projects which benefit the tourism industry in
other ways. The combined tax burden for overseas visitors and in particular the cost and diYculty of
obtaining VISAs needs to be addressed if we are to remain competitive.

What Data on Tourism would Usefully Inform Government Policy on Tourism?

The government needs to set a common set of data collection for local authorities and RDAs. The
STEAM model has proved valuable for trend analysis but further investment is required into national and
international visitor patterns. The current system for the collection of national data on overseas visitors is
inadequate and needs to be more thoroughly researched along with forecasting into future growth markets
such as China.

The poor level of sensitivity of the IPS incoming passenger data continues to undermine national, regional
and sub-regional eVorts to understand our markets and customers. The lack of review of the geographical
position of ports and airports surveyed, and frequency of survey at those ports of entry, used to track
international visitors, is causing major inaccuracies in size of markets. There is subsequently a failure to
track both new and existing market growth and decline, and, equally importantly, increased or decreased
interest in destinations within Britian.

Multi-million pound investments by both the public and private sector on tourism developments,
transport and travel companies and major marketing spend for the future are being made on very “soft”
data which, with greater Government investment, could provide the key to successfully positioning Britain
and its products as the international destination in the future, thus dramatically increasing tourism revenues.

It is vital that international visitor figures and information is more reflective of what is actually happening
and includes information from new airports and other points of entry.

The Practicality of Promoting more Environmentally Friendly Forms of Tourism

There are many ways in which the UK can promote more environmentally friendly forms of tourism.
Carbon neural conferencing is one initiative already under way in Tyne & Wear. Our agency has only been
in existence for a few months but will be looking at measures which we can take to promote environmental
improvements in tourism. OVering customer options for carbon oVset should be further explored nationally.

How to Derive Maximum Benefit for the Industry from the London 2012 Games

The region has been working actively to make the most of the 2012 opportunity. The Olympics themselves
don’t add significantly to the tourism economy but there is real opportunity to feature the full range of
tourism destinations in the UK to a global market. There will be opportunities for regions to host training
camps and specialists Olympic events and there is also potential for the promotion of cultural events and
festivals across the UK during 2012. The youth games and other events prior to 2012 can bring tangible
benefits to the regions. Our Culture 10 programme is building a theme towards 2012 and using it to forge
stronger international links. The DCMS needs to ensure these cultural celebrations are adequately resourced
and may usefully look back to the European Arts festival and Millennium celebrations as models of how
this could be done.

March 2007
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Memorandum submitted by Shakespeare Country, South Warwickshire Tourism Ltd.

Executive Summary

1. South Warwickshire Tourism believes that tourism has not previously been given the support and
recognition by government one would expect for an industry that has a positive economic impact of over
£84bn per annum.

2. The level of government investment is reflected in the modest level of support and appreciation of the
benefits of tourism, particularly throughout this region; from the local authorities and regional funding
organisations. With their limited funding being directed in the main (understandably) towards statutory
departments and services, subsequently the level of investment, the support, infrastructure and development
required to only maintain the status quo in tourism is far too low a priority.

3. This has progressively led to a reduction in the performance of the fifth largest contributor to the United
Kingdom economy. The UK tourism industry suVered a major set-back in 2001 and, while recent years have
seen some recovery, it has only now returned back to pre-2001 levels. Meanwhile our international
competitors have been and continue to work hard, investing heavily in their infrastructure, marketing
strategies and promotional media to support their tourism destinations; which is slowly but clearly eroding
away at the market segment of the UK traditional domestic and overseas tourist numbers.

4. Investment in tourism is not currently considered or recognised as being at the heart of regeneration
proposals across the country; key areas requiring investment and where regeneration funds are directed do
not factor significantly in many funding schemes. South Warwickshire Tourism believes that tourism best
practice and principles are applicable for and bring benefit to residents, workers and commuters as well as
providing the welcoming environment that encourages visitors, tourists and investors.

5. The promotion and marketing of the UK as a destination requires a considerable boost if the UK
tourism economy is going to maximise the benefits of having the Olympic Games in London in 2012.

Introduction

6. Shakespeare Country is the trade mark of South Warwickshire Tourism Ltd which is a destination
management organisation established in 1997; responsible for promoting and increasing tourism across
South Warwickshire and the North Cotswold area. Its Board comprises both Private and Public Sector
organizations with a stakeholder representation of over 430 Private Sector members (attractions,
accommodation, venues, events and tourism service businesses) across the sub region of the West Midlands.
Up to a third of its partnership funding comes from two local authorities (Stratford-on-Avon District
Council & Warwick District Council) and the remaining two thirds coming from membership charges, retail
opportunities, commission and advertising.

7. As an organization, we are delighted that the DCMS has invited written evidence to support an inquiry
into the country’s tourism infrastructure and the eVectiveness of the department and its sponsored bodies.

8. Shakespeare Country/South Warwickshire Tourism Ltd. manages the Tourist Information Centers in
Stratford-upon-Avon and Royal Leamington Spa, we have three web sites (UK, Japanese and Chinese) to
support our membership services, as an online visitor information service and as an on-line accommodation
and event availability and booking facility; SC/SWT are data stewards for the Warwickshire section of the
VisitBritain EnjoyEngland web site; we manage a business conference service; CSW Convention Bureau as
a joint venture with CVOne (the DMO for Coventry) and a leisure holiday booking Contact Centre for our
members properties and attractions and events. Subsequently we believe we are well placed to supply written
evidence for this tourism inquiry.

Challenges and Opportunities

9. The challenges and opportunities for the domestic and inbound tourism industries, including cheap
flights abroad, and their impact on traditional tourists.

Competition is good and many of the UKs growth overseas visitor markets are also taking advantage of
cheap flight schemes when visiting the UK. Approximately 80% of all tourist visits in the UK are domestic
with only 20% arriving from overseas. The challenge is to raise the level and quality of service, facilities and
value for money across a sector that is fragmented and has a high proportion of independent operators.

The opportunities are for those levels of service, facilities and product delivery to be raised to standards
that not only meet but exceed our visitors expectations and match (or better) those of our international
competitors. Currently the UK is considered a world class destination and it is time DCMS ensured that
the application meets the expectation, to maximise opportunities and to become world renowned for our
destinations, welcome, levels of service and high quality facilities to match the world wide UK reputation.
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Effectiveness of DCMS

10. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

10.(a) Visit Britain does not have suYcient resources, has a large breadth of responsibility and lacks the
financial flexibility to make a significant impact regionally.

The web pages of VisitBritain and EnjoyEngland are an example where VisitBritain’s low funding is
having a national impact on the tourism oVer; Destination Management Organisations such as South
Warwickshire Tourism deliver the Data Stewardship service on behalf of the Regional Development
Agencies (who provide this service on behalf of VisitBritain) with no remuneration to the DMOs. This is
slowly eroding the quality of the EnjoyEngland web pages, undermines the membership oVer and
subsequently the income the DMOs need to survive (which is especially important as it is a Private Sector
contribution to regional tourism); and diminishes the little funding available to promote the visitor
destination.

The recent national Media campaign promoting tourism is very positive but is nowhere near as much as
there could or should have been. Guernsey, Australia, Canada and New Zealand have bigger, better and
higher profile campaigns that are not only encouraging the population of the UK to visit but it is also a
campaign that is winning the hearts and minds of our biggest overseas markets.

10.(b) Sport England does not appear to support the tourism impact of sporting events through this
regional Destination Management Organisation but I am sure it is fully aware of the impact sporting events
have on the tourism economy specifically in this region the Cheltenham Festival and horse racing at
Warwick racecourse.

10.(c) Arts Council is a critical part of the regeneration tourism approach and should promote the
investment of money into public art as a tool to improve visitor destinations. Although public art is on their
current agenda and in this region there is support for the Royal Shakespeare Company generally the Arts
Council is not tourism focussed but there are tourism benefits associated with what they do, but they are
not maximised.

10.(d) Museums, Libraries and Archives Council do what they can to promote international, national
and local tourism but only the nationals and a few independent organizations attract overseas visitors. The
Shakespeare Birthplace Trust as an independent Museum, Library and Archive is a key driver in this region
for international, national and local tourist visits to Stratford-upon-Avon and works hard and tirelessly with
South Warwickshire Tourism and Shakespeare Country to enhance and maximise the benefits of the world
wide attraction that is William Shakespeare.

10.(e) The British Museum is not relevant to the Destination Management Organizations of this sub
region (except the loans and touring exhibitions scheme which attract local audiences to regional museums).

10.(f) English Heritage have invested £2.5m in their flagship Warwickshire site (Kenilworth Castle) which
was much needed after more than a decade since their last investment, but realistically they have very few
resources to engage in tourism above and beyond visitors to their site.

Funding Structure

11. The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

11.(a) Visit Britain does not have suYcient resources, has a large breadth of responsibility and lacks the
financial flexibility to make a significant impact regionally.

11.(b) The Regional Development Agency (Advantage West Midlands) and their tourism department
(Tourism West Midlands) and the developing Destination Management Partnerships across the region also
have insuYcient resources, have a large breadth of responsibility with many partners having many other
statutory services to deliver and lack the financial flexibility to make significant impact locally.

11.(c) Regionally there are too many layers of tourism organizations fighting over few funding streams
and similar areas of responsibility; this leads to a competitive and parochial approach and a subsequent
justification for organizations that have other pressures on their budgetary responsibilities to continue to
concentrate their financial eVorts on their statutory services or their own business needs.

11.(d) There is a case for removing the levels of bureaucracy involved in releasing funds for tourism.
Current systems involve enormous delays in application systems, deadlines, agreements and are weighted
towards delivering statistical results rather than physical improvements in the sector; the quality of the
tourism oVer of the UK is at stake.
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Taxation

12. The eVect of the current tax regime (including VAT and Air Passenger Duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

12.(a) VAT, Air Passenger Duty and Bed Tax all have the same overall impact on tourism, they increase
the expense required to visit the UK as a destination compared to many other destinations around the
World.

12.(b) Current overseas visitors from our biggest markets and from our fastest growing smaller markets
are spending billions of pounds each year at rates that are far higher for them due to the strength of the
Pound Sterling against other currencies. Taxation of these markets do nothing more than pass those fees
whether directly or indirectly to the tourist consumer ensuring that the cost to visit the UK rises and the gap
between here and there grows ever greater. There are examples of international conferences (Business
Tourism is worth £6.9bn to the West Midlands (not including Birmingham)) being lost overseas solely
because the attraction and the destination is cheaper abroad. Bed Tax will have a huge impact on Business
Tourism and the emerging foreign markets visiting the UK and will further encourage domestic markets to
seek their holiday destinations abroad in an already highly competitive market. It will also further
discourage international investment in the development of five star accommodation which is very much
needed in the UK as well as having a disproportionate impact on the independent operators who service a
vast majority of the overnight accommodation provision in this region.

DATA

13. What data on tourism would usefully inform Government policy on tourism?

The type and quality of data collected is the issue. It is essential that a clear steer from the DCMS and
Visit Britain is provided. Currently a lot of useful but un-coordinated data is collected from varied sources
across the UK, there is also a lot of data collection that is useful only in that it is measurable but does not
actually directly relate to the performance of the industry. The co-ordination and collaboration of this
disparate data takes up considerable resource and results in delivery of meaningful data and robust statistics
being released many months, usually years after they were collected, rendering them near useless and
extremely confusing when it comes to reporting publicly on the tourism economy. Clear Key Performance
Indicators for the industry would ensure that all tourism related businesses were collecting and collating
similar data, which should assist in the production of reports and enable monitoring of funding and its
results to be quantified.

London Olympics 2012

14. How to derive maximum benefit for the industry from the London 2012 Games

14.(a) Investing in the product and promotion of the best attractions and destinations in the UK is an
imperative requirement. Investment is needed from the moment the torch is handed over in Beijing (or
sooner) up to and including a two year period after the Olympic Games have concluded in London.
Currently improvements in marketing or promotion of a destination are either not eligible for funding,
excluded from applying for funding or the funding available is of insuYcient capacity to have any
international impact on raising the profile of a single attraction or destination.

14.(b) Promoting and investing in the best UK destinations and attractions is the only way to ensure that
the UK benefits from additional tourism by investing and improving the promotional profile leading up to,
during and after the Olympic Games.

Useful Facts

15. Tourism in the West Midlands is a considerable contributor to the economic growth of the region
accounting for a considerable share of the regions economic stability with statistical research data as follows:

15.(a) Origin of Overseas Visitors in Warwickshire in 2006:

Overseas Visitors to Warwickshire Percentage

USA 27%
Australia 20%
Eastern Europe 8%
Germany 7%
New Zealand 5%
Canada 4%
France 3%
Spain 3%
Republic of Ireland 3%
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Overseas Visitors to Warwickshire Percentage

Rest of Asia 3%
South Africa 3%

Sourced from the Heart of England Tourism “Coventry & Warwickshire Visitor Survey 2006”.

Commissioned by the Coventry & Warwickshire Visitor Economy Forum in 2006

15.(b) Economic Impact of Business Tourism in the West Midlands in 2005:

£6.3bn Net Contribution.

£3.0bn GVA Contribution.

97,300 FTE Jobs supported.

Sourced from the KPMG “Economic impact of Business Tourism in the West Midlands”.

Commissioned by Advantage West Midlands and Marketing Birmingham, October 2006.

15.(c) Economic Impact of Tourism in the West Midlands in 2004:

£4.49bn Net Contribution.

126,078 FTE Jobs supported.

Sourced from the Heart of England Tourism “Economic Impact of Tourism—Warwickshire
2002–04.

Commissioned by Advantage West Midlands, July 2006.

15.(d) Economic Impact of Tourism in Warwickshire in 2004:

£599m Net Contribution.

15,840 FTE Jobs supported.

Sourced from the Heart of England Tourism “Economic Impact of Tourism—Warwickshire
2002–04”.

Commissioned by Advantage West Midlands, July 2006.

16. However funding support for tourism generally and in particular for South Warwickshire Tourism
Ltd. has been influenced by the financial commitment and funding allocated by the DCMS for tourism. For
example DCMS funding for VisitBritain has risen at much lower rate compared to other DCMS
departments and in comparison to the overall departmental fund; also when compared to the rate of
national inflation VisitBritain and subsequently tourism as a whole has seen a financial shrinkage rather
than growth in its funding support:

16.(a) Percentage Increase in Funding for DCMS and its Sponsored Bodies 1997–2006:

Percentage Increase in funding for DCMS and its sponsored £000 £000 %
bodies 1997–98 2005–06 Increase

Sport England 36,925 78,963 113.8
Arts Council 194,171 409,178 110.7
Museums, Libraries and Archives Council 9,721 14,174 45.8
Royal Parks 21,871 30,989 41.7
British Museum 31,850 39,794 24.9
Film Council 20,850 24,110 15.6
British Library 87,200 97,562 11.9
English Heritage 116,256 129,136 11.1
VisitBritain 44,866 48,900 9.0
DCMS (admin and research) 21,168 49,329 133.0
Overall DCMS Budget 904,790 1,458,228 61.2

Data sourced from The Tourism Alliance 2006.

16.(b) Percentage Increase in Funding for SWT 1997–2006:

Percentage Increase in funding for SWT from its partner £000 £000 %
funding District Councils 1997–98 2005–06 Increase

South Warwickshire Tourism Ltd. 474 488 2.9

Data sourced from The South Warwickshire Tourism Annual Reports 1997–98 to 2005–06.
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Reccommendations

17. DCMS needs to invest in tourism at a similar level compared to UK competitor destination countries.
The gap between the UK as a desirable and recognised destination compared to other countries is currently
being eroded; without significant investment the UK tourism market will be left behind.

18. DCMS needs to make tourism and the funding of tourism as a priority to support the Olympic Games
so that the synergies and potential benefits for the UK economy can be maximised.

19. DCMS through VisitBritain need to create funding schemes specifically designed to enhance and
improve promotional and marketing initiatives aimed at the international market to maximise the profile
of the country as a destination.

20. DCMS through VisitBritain need to set industry wide Key Performance Indicators and identify the
type of data that is required to be collected and collated within the sector to ensure that robust statistical
analysis and reporting is delivered succinctly and eYciently across the UK and the tourism sector.

21. The proposal of a Bed Tax should be considered very carefully and the taxation income generated
from such a scheme should be carefully analysed and balanced in comparison to the negative impact it will
have on the tourism economy, tourism businesses and the potential international investment in the
development of five star accommodation provisions in the UK.

22. The Arts Council need to identify and support public art installations that benefit regeneration and
tourism.

23. DCMS need to raise the profile of tourism on the agendas of regeneration and infrastructure
development across the public sector, so that developments that benefit businesses, residents, commuters
and the public also benefit the tourists, the visitors and the investors.

24. DCMS through VisitBritain need to invest in the accreditation rating scheme to encourage more
independent operators and international businesses to sign up to the scheme. The provision of grants or
incentives scheme to assist and encourage business to raise their standards to meet accreditation is urgently
required. The DDA element of the accreditation scheme needs additional support and funding as this
regions accessibility levels are woefully poor.

March 2007

Memorandum submitted by Bournemouth Tourism Management Board

The Bournemouth Tourism Management Board is unique in representing all aspects of tourism in the
resort. This includes representatives from six business sectors: Conferencing, Accommodation,
International Education, Town Centre, Leisure & Attractions, Transport as well as two councilors and two
tourism professionals. In addition to the Board members, industry experts, such as the South West of
England Regional Development Agency and Visit Britain also sit on the Board.

We are pleased that we have the opportunity to contribute to this important Inquiry. We believe this is
an exciting time for the tourism industry with many opportunities and challenges ahead. We have comments
on each of your main subject areas in order.

1. The challenges and opportunities for the domestic and inbound tourism industries including cheap flights
abroad and their impact on traditional tourist resorts

Projected Growth of Tourism

It is extremely positive that there is a healthy projected growth in tourism as a result of people having
more leisure time and more disposable income, however, there is a key challenge in how to access and make
the most of the potential market.

Britain and England are strong established brands which we need to protect and build upon. At the same
time we must capitalise on other key attributes of the British oVer including our entertainment, food, culture
and strong sporting oVer.

Cheap Air Travel

Cheap flights may oVer UK residents more opportunities to access new destinations at an aVordable price
but they also enable visitors from overseas the same opportunity to visit the UK. It has been our experience
in Bournemouth that low cost flights have brought in new business to the town and we now have easier
access to new markets both from within the UK and overseas.

However, it must be recognised that cheap flights increase competition as it provides more opportunities
to access all the destinations of the world in a cheaper and more accessible way. The range and variety of
destinations available may mean less repeat business as people crave the novelty factor and visit other
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destinations rather than returning to places they have already visited. Overall, cheap flights probably take
more people out of the country than into the country so eVective marketing and initiatives are needed to
help us move to a more even balance between inbound and outbound business.

Increase in Interest Rates

Any future increase in interest rates will have a negative impact on travel and discretionary spend. This
will also depress investment in improved quality.

Maintaining Quality

A key challenge is to maintain the quality of our resorts and destinations and continually develop the
overall quality of experience. This is particularly challenging when margins are reducing and tourism
businesses have less money available for re-investment.

Educational Tourism

The international education market remains relatively buoyant in the UK nevertheless, when compared
to other countries oVering language and study, it is still perceived as an expensive study destination to visit
for reasons that we are unable to control—exchange rate, cost of living etc.

Quality Grading

This is a serious problem. The current targets will not be achieved and the harmonized grading scheme
is poorly administered and confusing for the customer. This needs an urgent and radical review.

The Visitor Experience

Future lies in fully exploiting niche opportunities and experience-led products, constant change and
ability to diVerentiate existing product. Overcoming negative perceptions of Britain—“expensive”, “cold”,
“unfriendly”, “poor customer service” and “binge drinking culture” represents an important challenge.

Education System

In the National Curriculum the positive and negative issues of tourism are highlighted yet this is not the
case when learning about other industries. This is unhelpful in encouraging genuine talent into this
rewarding and worthwhile industry.

2. The eVectiveness of DCMS and its sponsored bodies (such as Visit Britain) in supporting the industry

Visit Britain has been very successful in promoting Britain to overseas markets.

As the national tourism body, Visit Britain should be the organisation that tourism professionals aspire
to join. In order to achieve this position it needs more stability, continuity and a long-term future free from
the uncertainty of political vacillation.

In order to be eVective there needs to be adequate funding to deliver tangible benefits to the tourism
industry. Currently, there seems to be inadequate funding for the promotion of English tourism particularly
when compared to our near competitors both in the UK and wider Europe (such as France, the Netherlands
and Austria). Scotland, Wales and N Ireland have their own, separately funded National Convention
Bureaus, with additional marketing and sales budgets, to support individual destinations and venues to
target the business tourism sector whereas England does not. This needs to be corrected quickly.

Visit England is part of Visit Britain but this is confusing and we believe would benefit from being
separate. Additionally, the role of Visit England needs to be clearly defined. We are not convinced that the
devolved nature of tourism is really benefiting the development of tourism as much as it should or could.
Money has been invested in new structures and organisational change that do not always focus on the
destination and, more importantly on the customer and their visitor experience.

We strongly feel that there needs to be more support for mature destinations from Visit England and
DCMS to ensure they do not go into unnecessary decline. The focus appears to be on cities and emerging
towns and regions with very little on mature destinations or coastal destinations.
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3. The structure and funding of sponsored bodies in the tourism sector and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

In addition to our comments highlighted in our response to question 2 we feel that the support structure
is confusing. DiVerent areas operate in diVerent ways which does give the benefit of flexibility but the main
result is confusion for people working in the industry when setting up businesses in other areas or moving
from one hotel to another in a diVerent region. There should be a consistent approach to the organisation
of tourism support across the country. We also believe there should be a greater recognition of the broad
role of Local Authorities in managing destinations. This role should be adequately reflected in the R.S.G.
calculations to meet the high cost of additional safety, cleansing, health care and social support.

4. The eVect of the current tax regime (inc VAT and Air Passenger Duty) and proposals for local government
funding including the “bed tax” upon the industry’s competitiveness

The current tax regime does not oVer a level playing field with our European counterparts. The lower tax
costs means that European destinations are able to oVer more to visitors for less. This is particularly
apparent when compared to France where their tax costs are three times less than Britain. We strongly
oppose any form of bed or hotel tax as this would further damage our competitive position and worsen the
Balance of Payments deficit.

Holidaying in the UK is already expensive compared to European destinations. Any increases in tourism
related taxation will just exacerbate the situation and discourage small operators from developing their
businesses and improving their oVer.

Additionally, we strongly believe that there needs to be proper recognition of the costs of looking after
visitors incurred by local authorities as explained in 3 above.

5. What data would usefully inform government policy on tourism

In addition to the data already collected, we would suggest a better domestic assessment of the value and
volume of trips which should be collated centrally. This would ensure that there was no inconsistency or
double counting across areas and would develop an understanding of trends across the whole tourism sector.
It is also important to develop market research that examines what people want and expect from their
holidays/short breaks, the style of holidays people are looking for in the UK domestic market which can be
tracked over time.

6. The practicality of promoting more environmentally friendly forms of tourism

We believe that people are going to become more discerning and environmental considerations will play
a much bigger part in people’s decision making. The Tourist Boards are to be congratulated on their work
to develop initiatives such as the Green Tourism Business Scheme. It will be important that the tourism
industry addresses environmental working practices. Therefore, more needs to be done in support through
grants, access to suppliers and information for businesses to operate in a more environmentally friendly
fashion. We believe that it is important to share best practice across the tourism industry and support
industries as well as addressing the economic impact of environmental initiatives.

If money is to be raised from environmental taxation we strongly believe that the money should be re-
invested in improving the environment by providing financial support for environmental initiatives.

Further public transport and links need to be improved extensively to persuade people to travel to
destinations by train, bus etc. instead of by car.

7. How to derive maximum benefit for the industry from the London 2012 Games

The key benefit for the country and the industry will be the opportunity for the world to understand what
England/Britain has to oVer visitors. It is, therefore, vital that we agree the key messages for the country
and then be consistent with that messaging. This needs to start now.

Improving jobs and up-skilling the workforce. Transient and migrant workers must be recognised as an
increasingly important cog in the tourism delivery machine and a consistent approach to the funding and
delivery of ESOL training is urgently required.

March 2007
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Memorandum submitted by the Sacred Britain Tourism Partnership

1 Nature and Membership of the Respondents

1.1 The Sacred Britain Tourism Partnership was set up in 2006 to provide an eVective mechanism for the
development of strategy and the promotion and development of tourism involving places of worship and
sacred places. Partners include: The Civic Trust, The Churches Conservation Trust, The Cathedral and
Church Buildings Division at the Church of England, VisitBritain, English Heritage, The Churches Tourism
Association, The Pilgrims’ Association, Churches Tourism Network Wales, Scotland’s Churches Scheme,
Sacred Sussex and the Yorkshire Churches Regional Commission. Steps are being taken to include other
faith groups.

1.2 The Churches Tourism Association is England’s leading body for church heritage tourism. Its
objectives are:

— to promote among churches and others the need to welcome tourists; and

— to educate churches and others about the benefits to individuals and communities which can arise
from such a welcome.

1.3 SBPT and CTA have developed and launched a national tourism strategy for sacred places launched
by David Lammy, Minister for Culture at a national convention. The Minister endorsed the strategy by
saying:

“In commending the Sacred Britain initiative, properly thought-out tourism strategies, such as
this, will be vital for the well being of our country and it should form part of a wider strategy to
cover the next decade. My Department will need to support this sort of tourism commitment if the
initiative is to succeed.”

More information is available at: www.churchestourismassociation.info

1.4 HLF has recently provided a project planning grant towards establishing a network of Pathfinder
projects leading towards a regional sacred places tourism infrastructure. This is known as the “Aspire”
initiative.

1.5 With strategy, partnerships and pump priming resources in place the Sacred tourism product is well
placed to connect with the DCMS Tourism agenda and to the ultimate benefit of domestic and
international visitors.

1.6 We have responded on those issues where we can add value.

Evidence on Key Issues

2 The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

2.1 A primary challenge is to understand the perceptions of the UK among potential and existing visitors
in a competitive international marketplace and to then package and promote to quality standards the
opportunities and experiences that visitors want.

2.2 The internet is now the primary route of communicating this and is already being eVectively exploited
in this manner by VisitBritain. Word of mouth endorsement and established marketing methods, such as
Tourist information centers will continue to have a vital part to play.

2.3 Available evidence indicates that Britain’s historic environment is one of the main reasons that
tourists come to visit the UK.

72% of tourists from Russia and 66% of those from China say that castles, churches, monuments and
historic houses are top of their list of things to visit in Britain. VisitBritain 2006.

2.5 The challenge and opportunity in this sacred sector of heritage tourism is to find creative ways to
connect with people’s sense of identity and their roots with the stories and associations and sense of personal
and physical pilgrimage that sacred places provide.

2.6 The strength of this association is strongly reinforced by their providing almost free intellectual and
physical access to a unique, personal and historic experience in communities right across Britain. These
buildings are often the landmark buildings in communities and of outstanding architectural and historical
significance. They figure in the imagination of so many people contemplating travel to this country and,
planned or unplanned, figure prominently in images of Britain projected around the world by every possible
means of marketing and communications.

2.3 Many millions of individual’s around the world feel a sense of identity with the UK and churches and
sacred places can be the route to a meaningful association providing a ready means to meet local people,
volunteers in the main, who are passionate about this inheritance and are keen to share it providing a
genuine and personal sense of connection with local places, rural and urban.
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2.4 Sacred places for all faiths are an integral and unifying part of that heritage and are a fascinating
“product” in their own right, but as yet an undeveloped part. We believe the sleeping giant of Britain’s
tourism oVering, with 18,000 sites that is now awakening to realize its full potential and we value growing
links with VisitBritain and tourism destination partnerships.

2.5 In a multi cultural Britain a unique and emerging visitor experience is the opportunity to visit the
sacred places of diVerent faiths. An illustration is a new initiative amongst the faith communities in
Birmingham, called the Faith Encounter Project. One dimension is to work in partnership with the
Birmingham College of Food, Tourism and Creative Studies to develop a course in Faith Guiding,
accredited by the Institute of Tour Guides.

2.4 The Sacred Britain marketing strategy sets out how this might best be achieved with VisitBritain and
tourism destination partnerships. Current resources need to be supplemented if the overall vision is to be
realized.

2.5 Cathedrals are active partners in local tourism bodies and initiatives. Many employ visitors’ oYcers
to increase the number of visitors, participating in marketing initiatives and promotion schemes. The
Pilgrims’ Association has for many years provided a forum for the Visitor Services OYcers and Education
OYcers from Cathedrals and churches in which examples of best practice are discussed and exchanged, and
on an ecumenical basis.

2.6 Many sacred places are included in the over 3,000 historic sites open to visitors as part of the Heritage
Open Days initiative led by the Civic Trust and providing a scheduled four day extravaganza of
opportunities for domestic and international visitors with growing participation year on year.

2.7 The Churches Conservation Trust, with 340 churches and DCMS support is achieving continuous
growth in visitor numbers.

3 The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

3.1 The tourism organisation in the UK has undergone a transformation under regional development
agencies, fully embracing the internet with a strong brand and themed marketing and the establishment of
tourism destination partnerships. Local authority ties to tourist information centers seem to be weakening
in many areas and this is a concern.

3.2 There may be a need for identification and dissemination of best practice. In Bristol for example, the
TDP is taking a lead in the initial stages of drawing together those of us involved in managing the delivery
of the visitor experience in sacred places and, together, developing local strategies, marketing campaigns
and partnership initiatives.

3.3 VisitBritain has taken a welcome and positive series of recent measures.

These include the secondment in England of a senior marketing manager to the CCT to work up a
national marketing strategy while there is a new a Sacred Highlands initiative with Visit Scotland. In another
helpful development VisitBritain have been most cooperative in adding sacred sites and churches onto their
database and photographic image gallery.

3.4 Notwithstanding progress being made in the support for repair and protection of places of worship,
there has been no overall agency to coordinate practical support for the presentation and promotion of
church and faith heritage tourism at national level.

Several bodies that have an obvious interest, but cannot fully represent or drive the necessary coordinated
action hence united action in partnership, encouraged by DCMS, has to be a large part of the solution in
the short term.

— VisitBritain provides market insights and oVer topical marketing opportunities relevant to church
and faith heritage, but does not have a remit to provide direct support to coordinate information
collection, presentation and product development for individual product sectors.

— The CofE does not directly control its 12,000 churches of listed heritage status and is does not have
a dedicated tourism marketing expertise at national level.

— English Heritage delivers grants for repairs to places of worship (part funded by HLF), requiring
churches to promote a minimum of set opening times, but does not have a wider role in
coordinating access to information or marketing other than for sites within its own estate.

3.7 Coordinating the presentation and promotion of church and faith heritage tourism at national level
still falls “between the cracks” of existing national bodies and needs to be put onto a firmer footing. Whilst
the Government have been reviewing the way in which we protect our historic buildings, and this is very
welcome of course, the CMS inquiry into tourism could very usefully consider what new steps might be
taken to address this issue.

3.8 One way forward may be to extend the remit and funding of an existing body with heritage tourism
marketing expertise to coordinate.
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4 What data on tourism would usefully inform Government policy on tourism?

4.1 There is a continual need to research the views of current and would be visitors, their perceptions and
experience in innovative, eVective and complementary ways. Understanding, stimulating and meeting
visitor aspirations should be the primary driver in the delivery of tourism policy.

4.2 Our own visitor research highlights 3 primary motives for visitors to sacred places:

— A place to be still with quiet for contemplation in a busy world.

— A sense of personal connection to past association with the building, the place and the community.

— An architectural and heritage interest in the building.

4.3 Some useful facts about the sacred tourism market:

4.3.1 Places of worship are often the focal point of a community, attract visitors and thereby
contribute to the financial and economic well-being of an area. There are 16,200 Church of
England churches, covering every community in the country. They will generally be open,
attractive and historic.

4.3.2 Places of worship are self evidently key architectural buildings and also contain huge
amounts of important, beautiful and unusual works of art from wall-paintings to woodwork
spanning many centuries.

4.3.4 Church buildings and cathedrals are consistently in the list of most visited tourist attractions.

4.3.5 Five World Heritage sites in the UK specifically include church buildings:

— An independent survey commissioned by the Association of English Cathedrals and
English Heritage found that visitors to cathedrals generated £91 million for their local
cities in terms of direct spend by visitors. Adding the eVects of indirect spend and the
cathedrals’ own procurement increased this to £150 million.

— An assessment produced on behalf of the Northwest Regional Development Agency
estimated that 697,114 faith visitors and tourists to the North West Region generate
around £8.4 million per annum, supporting 263 FTE jobs. Churches and sacred places
of other faiths also attract substantial numbers of visitors, however, obtaining reliable
data is diYcult, as aside from some cathedrals, places of worship do not charge entry
and most are not stewarded. Therefore, the benefits to local economies of visitors to
parish churches are more diYcult to quantify.

— National ORB surveys in 2001, 2003, and 2005 found that 86% of those surveyed had
been inside a church building within the previous 12 months—with those of other
religions or of no religion also showing high figures for visiting.

— Trevor Cooper, Chairman of the Ecclesiological Society has estimated that at least 10
million visits, and maybe as many as 50 million, are made to parish churches each year.
North West Faith Tourism Scoping Study estimated 17 million visits to 45 cathedrals
and 52 places of worship.

— VisitBritain Survey of Visits to Visitor Attractions (2002) reported that 13m visits to
places of worship in 2002 (excluding visits to most parish churches) accounting for 21%
of visits to major historic visitor attractions.

Making assumptions based upon a basket of indicators, it seems that a realistic estimate would be around
35–50 million visits to churches alone across the country and to these should be added visits to other places
of worship.

VisitBritian’s 2006 estimate for day trip spending is £27.70 per person so the total value of visits to
churches alone is probably around £300 million pa.

Regional initiatives provide best practice and guidance on how best to “open up” places of worship and
links to the distributive and advertising power of the wider tourism industry. The North Yorkshire Church
Tourism initiative which ran for three years increased by 120% the number of visitors to the 285 places of
worship which participated.

5 The practicality of promoting more environmentally friendly forms of tourism

5.1 This is a real challenge. Churches especially in rural areas are spread out across the country. Apart
from the major cathedrals, most parish churches and other places of worship are not “honey pot” sites, and
instead, although they may not attract many visitors, those they do, can make a big diVerence to their local
communities by virtue of the visitor spend elsewhere in the local economy.

5.2 Churches are currently working on a variety of initiatives to address their carbon footprints. The
Church of England website Shrinking the Footprint provides advice to churches on direct action they can
take. (http://www.shrinkingthefootprint.cofe.anglican.org/)



Processed: 04-07-2008 22:08:58 Page Layout: COENEW [O] PPSysB Job: 386902 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 359

5.3 The big challenge is that of finding ways of visitors being able to visit these churches without over
reliance on the car. Many church trails already promote the use of cycle rides and walking trails. Websites
with links to public transport operators and accommodation providers are one way forward and there is
great potential for the VisitBritain website to be the main portal.

6 How to derive maximum benefit for the industry from the London 2012 Games

6.1 Places of worship are a key part of the growing interest in ancestry and geneology. Parish Records
held at parish churches are increasingly available on-line, but for many it is also important to make a visit
to the physical church and churchyard to give them a sense of identity and a real link with their ancestors
and past communities.

This means there is a huge potential for ancestral tourism leading up to 2012, relating to Churches and
other places of worship. In this we are being supported by VisitBritain.

6.2 VisitBritain is supporting Churches and other places of worship through a new initiative on ancestral
tourism, in inspiring and directing domestic and international visitors to discover their roots in Britain
through its new website www.visitbritain.com/ancestry.

6.3 VisitBritain is already working collaboratively with the Churches Tourism Association through its
Sacred Britain strategy to highlight for example, the appeal of visiting churches, graveyards and, in the
specific instance of the ancestral visitor, obtaining parish records to enable deeper family research.

6.4 Up until now ancestral tourism has been more developed in Scotland with the
www.ancesetralscotland.com website now in operation in excess of seven years. VisitBritain is currently
planning a co-ordinated pan-Britain approach in this niche market; spearheading an initiative that will
benefit Churches and other places of worship as more and more visitors to Britain set out to discover their
past as we head towards 2012.

6.5 In addition to VisitBritain’s and VisitScotland’s ancestral tourism campaigns, initiatives such as
www.Liverpoolsroots.com and www.homecomingscotland.com are already in train and providing good
stepping blocks towards 2012. To give a “2012” example of the potential of ancestral tourism—Newham is
situated just three miles from the City of London and has the youngest and most diverse population in the
UK. Over 40% of the 254,000 people in Newham are under 25 years old and more than 100 languages are
spoken locally. It is a thriving area that is undergoing a remarkable transformation—and with such diverse
ethnic populations, it can provide great opportunity for churches and other places of worship to engage with
them in ancestral tourism, encouraging them to invite their own friends and family to Britain in 2012.

6.6 More work needs to be done and resources provided to enable all churches to make the most of this
initiative and thus encourage visitors to travel outside of London and thus spread the benefits of 2012 across
the UK.

The Sacred Britain Tourism Partnership and the Churches Tourism Association are pleased to have had
this opportunity to contribute to the consultation. We would welcome the opportunity to give oral evidence.

March 2007

Memorandum submitted by City of York Council

This is a response on behalf of the York Tourism Partnership for the current inquiry into the tourism
sector in the UK.

Background

The York Tourism Partnership is the private-public sector partnership responsible for promoting and
developing York as a visitor destination. The partners are City of York Council, York Tourism Bureau,
York Hospitality Association, Yorkshire Tourist Board and Yorkshire Forward. The Partnership is one of
six Tourism Partnerships which provide tourism delivery services in Yorkshire. The York Tourism
Partnership has been running since 1995.

This response is on behalf of the Partnership—individual partners have their own distinct interests as well
and may reply in their own right.

Some Brief Context

The York Tourism Partnership is pleased to respond to this consultation, and welcomes the interest of
the Culture, Media and Sports Committee in holding an inquiry into the tourism sector in the UK. Tourism
is very important to the City of York economy. Tourism spending by visitors has risen by 52% since 1993
(to £311.8 million in 2005), and employment has risen by over a 1,000 jobs in the same period to 9,561 jobs
(2005 figures)—one in 10 of the local working population. York is particularly strong as a leisure visitor
destination thanks to its well-known heritage qualities (from York Minster and the city walls through to
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internationally respected attractions such as the National Railway Museum and the Jorvik Viking Centre)
and has a growing conference and business visitor market, as well as a strong presence as a destination for
shopping, eating out and for events and festivals

York’s performance as a visitor destination is such that the city is one of the ten most popular destinations
for overseas visitors (source International Passenger Survey) and UK visitors (UK Top Cities survey)

York Tourism Priorities

York has been managing tourism on a partnership basis for a number of years now and has recently
adopted a new Visitor Strategy and Action Plan, emphasising the need to increase earnings from visitors
through investment in the quality of York’s visitor oVer, and through improved marketing of the city as a
visitor destination.

We believe that this emphasis on enhancing product quality, especially in the public realm, is a highly
sustainable approach to making the most of the city’s opportunity to grow the value of tourism, which in
turn will help the UK and Yorkshire meet their national and regional economic objectives. Such investment
requires resources, however, which we know are very limited at the moment, but we believe that investment
in the public realm and city centre environment will unlock significant private sector, commercial investment
which collectively will lead to an even bigger stimulus to the York—and the Yorkshire regional—economy.

Responses to the Specific Questions in the Consultation

We would wish to make the following points from a York perspective to some of your Committee’s
specific questions.

1. We do acknowledge the challenges facing tourism into the UK and have certainly seen a downturn
since the mid-1990s in the number of overseas visitors to York, and of the percentage of American visitors
in particular. We understand that there are a number of factors at work, especially exchange rates, but also
security factors and other features which have aVected the growth of overseas tourism to the UK.

2. York also acknowledges the potential threat to the domestic market through low cost flights
encouraging prospective UK visitors to go overseas instead. Our understanding, though, is that such traYc
is not all one way. Jet 2 and Leeds-Bradford Airport, for instance, who have been working York on a project
to develop a commercial express coach service to and from the airport and the city, are showing that some
40% of their passengers are of European origin—ie are from overseas. There’s a potential opportunity for
York, therefore, which we can now measure as the coach service has just started. It would be useful to see
if there is a similar phenomenon with other low-cost airlines elsewhere in the UK.

3. York’s response to these challenges is to look again at the quality of the city’s visitor oVer, and to seek
to move York from being a very good UK destination towards a world class visitor destination by, among
other things, exploiting and re-imagining the city’s distinctive heritage features by using innovative
interpretation and information provision, lighting, events and festivals and the skills from York’s growing
science, digital and creative industries.

4. Regarding “sponsored bodies” we in York already work with VisitBritain and will be pleased to
continue to grow this relationship. Though the number of overseas visitors to York has fallen in recent years
the city still remains a leading destination for foreign travellers.

5. Tax—the Air Passenger Duty has been implemented for understandable environmental reasons, but
is not so far pitched at a level which will inhibit UK travellers flying abroad. Our view is that the way to
encourage more British travellers to eschew foreign holidays for domestic holidays is to improve the quality
of the domestic product—and its value for money—rather than to expect a windfall from Air Passenger
Duty. “Value for money” is not solely a cost feature—but is more about ensuring a high quality experience
which people will value.

6. On “bed tax”, again I would emphasise that individual partners may well have a diVerent view. The
partnership overall is, however, very concerned about the potential impact of a tax which is clearly
specifically targeted at the staying visitor, who on all available evidence is the type of visitor that generates
the highest level of spend and therefore the greatest economic benefit to a destination. It is also not clear at
this stage how such a bed tax would be implemented, which could lead to a high risk of inconsistent
treatment across the country.

7. Tourism data. Certainly there is always a need for better and more up-to-date data on the economic
impact of tourism. Examples would include standardised questions in visitor satisfaction surveys, which
would help to tease out the real opinions on the quality of the visitor oVer, and the opportunity to
benchmark the UK, England, and individual destinations with other countries and cities in Europe and
elsewhere. There are some opportunities available to do this, such as European Cities Tourism, but this
needs much greater encourage and usage at government level in the UK.

8. Another area of data concern is the quality of hotel occupancy figures. I am aware that there have been
recent changes to the collection of hotel occupancy figures through the UK Occupancy Survey including on-
line completion of the survey. The main concern we have in York relates to the sample size (which needs to



Processed: 04-07-2008 22:08:58 Page Layout: COENEW [O] PPSysB Job: 386902 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 361

be substantial to be statistically significant) and its representativeness, as traditionally the major chain hotels
do not take part in such surveys, yet they are an increasingly important part of the accommodation sector.
Hotel occupancy figures are important to destinations as they help benchmark their performance both over
time, and with other destinations, and they are also integral components in economic impact modelling.
Statistical confidence in the reliability of the figures is therefore important, and it is not at all clear that this
is being taken into account by VisitBritain.

9. Environmentally friendly tourism—In transport terms, York has been engaging with environmentally
friendly tourism for many years, with a combination of a successful pedestrianisation scheme in the heart
of the city centre and consistent promotion and expansion of park and ride usage (now running at three
million users per annum). Furthermore 28% of York’s visitors get the city by train each year (2005–06
figures), equating to more than a million visitors. In this way rail investment in upgraded services, rolling
stock etc, and the whole issue of rail franchises, is extremely important to York, not least because the city
employs hundreds of HQ staV.

10. In York’s experience the most sure-fire way to improve the environment is, as well as visitor and traYc
management, to encourage the staying visitor and ensure an economically successful city, as this will
encourage the use of historic buildings—empty buildings are the clearest possible way to produce a
deterioration of the built environment.

11. The maintenance of historical buildings, contributing to sustainable tourism more appropriately than
new build, does however come at a price. Heritage tourism is the principle reason for York’s popularity, but
visitor spend on such tourism forms only a small part of total visitor spend (expenditure on visiting
attractions formed just 9% of the total direct and indirect spend on the visitor economy in 2005–06).

12. There is clearly a major funding deficit within the historical environment. Revenue from tourism
makes a contribution but cannot directly meet the full cost upkeep of even those parts of the environment
used by visitors. We need to consider new ways of support and how to redirect existing support.

13. As far as other environmentally friendly initiatives are concerned, the city would wish to see more
investment in training and services for tourism businesses in “green” marketing campaigns, recycling,
composting etc.

14. How to derive maximum benefit from the 2012 Olympics.

I am attaching at the end an extract from York’s response to the Welcome Legacy consultation covering
the key points we wished to make [not printed].

March 2007

Memorandum submitted by Tate

Response

The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad, and their impact on traditional tourist resorts

For the industry as a whole, one of the greatest challenges is competition for the leisure time of both
existing and potential visitors. The volume of attractions has increased significantly in the last five years as
have the expectations of visitors. We not only compete with other museums and galleries but outside the
cultural arena with, for instance, online, sports and retail experiences.

For larger tourist organisations like Tate, the main challenge is keeping Tate front of mind and ensuring
previous visitors return to Tate on future visits to London. This applies to both domestic and overseas
markets. We need to continually communicate the dynamic nature of our programme and will more
frequently use targeted digital media to reach both domestic and inbound visitors.

Our positioning for new and emerging markets must be clear and inviting to challenge preconceptions of
London as an expensive destination. In addition, cheaper flights abroad and choice of destinations present
a particular threat in terms of domestic tourists and preconceptions of London not only in terms of cost but
other issues such as safety.

There are a number of opportunities which can be developed as we cater for more sophisticated audiences
with high expectations. Travel is developing in a way that focuses more on experience and participation and
Tate can satisfy the needs of these travellers. As a leading London visitor attraction, we already oVer a
unique and vibrant programme to these markets and need to build upon this, particularly in the run up to
2012 and beyond.

We need to look at how and when we communicate with inbound visitors and establish the optimum
methods of communication for diVerent markets. Advocacy and word of mouth are key as we have seen
with the huge success of websites such as www.tripadvisor so does this mean more traditional reference
points such as travel agents will disappear from the high street?
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The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

We work closely with both Visit Britain and Visit London and have developed a number of successful
joint projects and campaigns eg A Picture of Britain at Tate Britain during the summer of 2005.

There is a challenge during the next five years to develop clear remits and ways of working to ensure
organisations within the sector are informed and involved in the development of new strategies.

The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure in
promoting the UK both as a whole and in its component parts

No comments.

What data on tourism would usefully inform Government policy on tourism

There is a proliferation of data available from both government and non-government organisations and
the challenge is to use this in a co-ordinated and eVective way to the benefit of the tourism industry.
Compiling of data on the needs and expectations of niche markets would be particularly beneficial.

How to derive maximum benefit for the industry from the London 2012 Games

The maximum benefit is likely to depend on awareness raising and therefore the period in the lead up to
the Games is critical. The impact of the Games on tourism should be felt in the long term if the strategy is
right. The promotion of Britain (and London) as a lively cultural destination and a special place during the
“Olympiad” is vital. This promotion should be holistic, ie look at the overall oVer for London around 2012
rather than just the games themselves.

Liverpool 2008 can be used as part of this campaign. Success will be judged on the impact on international
tourism to London and Britain beyond 2012.

March 2007

Memorandum submitted by the Historic Houses Association (HHA)

Overview

1. The Historic Houses Association is in an authoritative position to comment on the practical eVects of
tourism policy.

— Over 500 of the historic houses, castles and gardens in the membership of the HHA are open to
the public, more than those in the stewardship of the National Trust, English Heritage and their
equivalents throughout the UK, combined.

— In 2005 these houses welcomed some 15 million visitors.

— About seven million of these were to special events, such as concerts, festivals, conferences,
weddings, civil partnerships and corporate events.

— These visits generated £1.6–£2.0 billion in spending in the UK economy (using the former BTA
“multiplier” that £1 spending at the entrance gate generates up to £24 in accommodation,
transport, catering and retail.) In fragile rural economies expenditure in and related to historic
houses can be crucial.

— 10,000 people are directly employed by privately owned historic houses in tourism opening (HHA
2002 Survey)

— The tourism enterprises operated by historic houses are key to underpinning the viable
management of these landscapes; without tourism, agriculture alone would no longer be able to
support them.

2. Britain’s tourism industry depends on our historic environment and the critical message within this
submission is that the chronic under-funding of public support for the maintenance of Britain’s heritage
needs to be addressed.

Britain’s historic environment helps define our national and international identity, shaping how we think
about ourselves and how other people see us. Iconic images of Britain’s heritage featured strongly in our
successful Olympic bid and VisitBritain’s research demonstrates, by way of example, that 72% of tourists
from Russia and 66% of those from China say that castles, churches, monuments and historic houses are
top of their list of things to visit in Britain.
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However, the physical fabric of the historic environment, both our public buildings, listed places of
worship, and our privately and charitably owned heritage, is in ever increasing need of investment and
repair.

3. In January 2007, Britain’s leading heritage organisations—Heritage Link, English Heritage, the
Historic Houses Association, the National Trust and the Heritage Lottery Fund—presented Government
with a report, Valuing our Heritage—The case for future investment in the historic environment (not printed),
which details the challenges facing owners and guardians of our historic sites, buildings, places and gardens.
The report shows that spending per head on heritage in England is less than in many other European
countries whilst heritage regularly tops the list of reasons why tourists visit the UK, supporting a tourist
industry which contributes £83 billion to the economy each year. Over 17,000 buildings are at risk in
England alone despite the money already committed to maintenance by private owners and public support.U
HLF awards are down 15% in real terms over the last two years, and English Heritage has seen its spending
fall by £19.6 million in real terms over the last five years.

4. We need to invest in the resource upon which this is dependent and Valuing our Heritage set out the
benefits of investment in the historic environmentUand the case for targeted increases in funding to:

— support the implementation of the new heritage protection system;

— maintain the fabric of our heritage by increasing funding for restoration and preventative
maintenance including for listed Places of Worship;

— restore English Heritage’s grant in aid to 1997 levels; and

— broaden audiences and get more people involved with the historic environment.

Q1. The challenges and opportunities for the domestic and inbound tourism industries, including cheap flights
abroad and their impact on traditional tourist resorts

1.1 The popularity of heritage including historic buildings as a driver of domestic and inbound tourism
continues unabated. Internal competition for visitors is now being met by competition from abroad. The
fall of the Iron Curtain, development of low-cost airlines and expansion of the EU has opened up new
outbound travel possibilities for that significant segment with an interest in culture and heritage.

1.2 The Grey Market. 50% of global population growth between 2006–50 will be a result of the increase
in the number of people aged 55! (US Census Bureau projections). This means one in four people alive in
2050 will be aged 55 or over and this market segment is more likely than younger market segments to be
motivated in choosing destinations by culture and heritage. Between 2000–05 the growth in visitors to the
UK aged 55! has been 32% and in 2005 more than 5 million over 55s visited Britain from overseas,
representing 1 in 6 of the UK’s 30 million inbound visitors. The UK will be competing for this culturally
and heritage orientated Grey Market, seeking to retain domestic visitors who might otherwise go abroad
and to promote potential inbound tourists the exceptional heritage of Britain.

1.3 New air routes oVer both challenges and opportunities. A trend towards North Africa becoming a
destination for low-cost carriers is growing. Ryan Air has reached agreement with the Moroccan
Government to establish up to 20 new routes to the country from its European bases during the next few
years. Conversely, the creation of a second international airport at Beijing within the next five years will
mean air travel in China continuing to expand exponentially, both in terms of domestic and international
travel. Similarly, economic growth in India, together with significant infrastructure investments including
airports, will open opportunities to attract inbound tourism from those countries. To reduce the balance of
payments deficit (£18bn in 2005) there is a need to ensure that the UK visitor economy benefits from
expected growth in travel from emerging markets such as India, China and Eastern Europe as well as
recapturing some of the ground lost in more mature markets including the USA and Japan.

1.4 Short Break Holidays. The growth in domestic short break holidays provides new opportunities for
marketing not only on a regional basis but the packaging of attractions and accommodation. Heritage
attractions which might typically merely market themselves both locally and nationally could benefit by
combining with providers of accommodation to produce specific short break oVers. Two out of three
English holidays are short breaks. The 2005 UK Tourism Survey (UKTS) shows the increasing trend of
short break holidays overtaking the longer, more traditional holiday. In 2005 there were 44.8 million
overnight holiday trips lasting between one and three nights, with 23.1 million holiday trips lasting four or
more nights.

1.5 Filming. There is a very strong link between filming, literary connections and tourism. It generates
media attention which focuses on tourist attractions (eg the Da Vinci Code—Rosslyn Chapel and various
locations; and Miss Potter—the Lake District). Successful films have been a notable generator of tourism
for several decades (some short term impact and some longer term—eg Brideshead Revisited—Castle
Howard) but fewer films are now being made in the UK due to the incidence of taxation and the financial
incentives provided for filming elsewhere. A benevolent taxation regime for film makers in Britain would
directly contribute to the promotion of UK as a tourism destination.
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1.6 Cost. The UK is an expensive destination, most noticeable in the price for overnight accommodation.
The cost of a destination is one of the most important drivers of demand. Costs to the tourist are of course
aVected not only by domestic inflation but also by currency exchange rates. The UK has become less
competitive relative to destinations across the Americas, Asia and parts of Europe. Since 1996 the cost of
Sterling has risen by 17% in US$ terms, whereas the cost of many South American currencies has declined
by more than 50% during the past 10 years.

Q2. The eVectiveness of DCMS and its sponsored bodies (such as VisitBritain) in supporting the industry

2.1 Need for Investment in the Tourism Asset: “There is a close relationship between the successful
development of tourism and the strengthening of the cultural assets of the country . . . Good management
of the things that make everyday life better benefits us commercially and socially by attracting satisfied
visitors”. (Tomorrow’s Tourism Today, DCMS 2004).

Heritage is a key contributor to tourism revenue and should be recognised as such. The overview on page
one of this submission sets out a compelling case for investment in our historic environment. From the
HHA’s perspective, the scale of the threat can be further quantified: HHA’s 2003 survey revealed a £260
million backlog of repairs to privately owned historic houses. The increasing costs of conservation and
regulations compliance have been accompanied by the declining provision of local authority grant support
(which has virtually disappeared) and of English Heritage restoration grants, now only about £2 million per
year in practice for the whole of the privately owned sector. The cumulative real terms fall in the grant from
DCMS to EH between 2000–01 and 2005–06 is measured by EH at almost £20 million, which has also
estimated that an increase of £3 million per year would be needed to restore the real terms value of grants
to former levels.

The result is that the maintenance of privately owned heritage, not only in the larger houses, but also in
the smaller houses for which the costs of opening constitute a higher proportion of the house’s overall
turnover, is under threat. Unless there is a positive increase in the provision of public financial support for
privately owned heritage, the cost of repairs and restoration will become harder and harder, or in many cases
impossible, to meet and the current backlog of repairs will continue to grow. As owners become unable to
fund repairs there will be severe consequences for the tourism benefits to the local and wider economy.

There is also a need for the Heritage Lottery Fund to invest in initiatives that the private sector provides
in the realm of capital improvement—including repair—for public benefit. The HHA will continue to press
strongly for restoration and conservation projects for heritage in independent ownership, which deliver
public benefits, to be eligible for Lottery funding.

2.2 Role of DCMS: DCMS needs to champion tourism much more strongly. Tourism is the UK’s seventh
largest industry, generates £15 billion pa in export earnings and employs some 2.1 million people (source:
Tourism Alliance). Yet despite the size and value of the industry to the UK economy, DCMS allocate fewer
than 3% of their total staV to tourism. DCMS is also failing to ensure that the policies and initiatives of other
Government Departments do not adversely impact on the tourism. This is particularly concerning as an
estimated 80% of tourism businesses are classified as SMEs, which are particularly prone to changes in the
regulatory regime.

2.3 Policy Development/Advocacy/research: The creation of VisitBritain and the demise of the English
Tourism Council have resulted in DCMS becoming the sole statutory repository of tourism advocacy,
policy development and research. VisitBritain and its subsidiary Enjoy England, have been created to
provide what appears to be solely a marketing and promotion function and we have lost a statutorily funded
independent tourism voice capable of holding the Government to account. The need for credible,
authoritative and independent statistics and research to provide a sound base for policy development,
funding decisions and agenda setting is critical.

2.4 Sponsored Bodies: Greater clarity is needed in the relationships between VisitBritain/Enjoy England,
VisitLondon, the RDAs, Visit Scotland, Visit Wales, the regional tourist boards (where they exist) and local
destination management organisations and authorities. There exists—even within these organisations
themselves—confusion about roles and responsibilities and for those who work with and are dependent
upon these bodies, the lack of any commonality of structure in the nation countries and regions has resulted
in a frustrating and confusing tier of tourism functions.

2.5 Domestic Marketing To ensure UK residents fully appreciate the attractions on their doorstep before
opting for travel overseas, there must also be domestic campaigns, nationally and regionally co-ordinated.
Promotion of domestic tourism is likely to be more eVective than punitive measures aimed at deterring
outbound travel (taxation and limiting airport capacity). The achievements to date from Enjoy England
have been encouraging but it will be important to ensure that they are adequately resourced to deliver their
identified strategic targets through, at least, to 2009. Present funding for the marketing of England stands
at only £12.4m. Confidence in the statistical analysis and the feedback will be crucial to the success of every
campaign—they are at present someway short of delivering that confidence.



Processed: 04-07-2008 22:08:58 Page Layout: COENEW [O] PPSysB Job: 386902 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 365

Q3. The structure and funding of sponsored bodies in the tourism sector, and the eVectiveness of that structure
in promoting the UK both as a whole and in its component parts

3.1 Central government funding. At a time when Britain should be increasing its tourism profile in the
run up to the Olympics, it is perverse that VisitBritain’s budget is being reduced in real terms. Britain cannot
compete in the global market if funding is so restricted that we have the situation where Tourism Australia
has spent more on one campaign targeting anglophone countries (So where the bloody hell are you?) than
VisitBritain’s entire budget, which has to cover the whole world. VisitBritain receives £35.5 million to
market Britain in 36 countries around the world; Tourism Australia spent £72 million on this one campaign!
We need to see a substantial increase in funding to VisitBritain if the UK is going to compete on a level-
playing field. Undoubtedly, VisitBritain has the ability to better inform but is disadvantaged by having much
smaller budgets than tourism organisations in other countries that are competing to attract the same visitors.

While total DCMS funding has increasing by 61% over this period, VisitBritain has fared the worst of all
DCMS sponsored bodies with only a 9% increase in its funding. By comparison, broadcasting and the media
received 182%, sport 134%, the arts 109% and museums, galleries and libraries 42% over the same period.
The increase for the Architecture and the Historic Environment sector over this period was only 14%, and
to English Heritage itself, 11%, below the rate of inflation, so the heritage sector is being hit by a double
whammy.

3.2 Regional funding: The inequalities of regional funding across the UK mean that the playing field has
been described as “mountainous”.

RDA direct investment into tourism is out of step with where visitors go and with where visitors spend.
In 2003, the South-East was ranked second (only behind London) in respect of tourism contribution to the
UK economy but in terms of RDA investment, it was ranked ninth (out of 10) with only the East of England
receiving lower investment. This situation lacks credibility and does not reflect the reality or real value in
tourism terms on the ground.

Receiving funding via the RDA means that tourism has to compete against all other potential regional
economic activities. This is a dangerous position to be in as RDAs can be more easily influenced by shifts
in Government policy. There is a need for secure and guaranteed funding—tourism promoters and
providers need three year rolling commitments (at least) so they can plan ahead—and resources are being
wasted in every region due to the uncertainties and complexities of the annual bid process. The HHA has
received details from its members of obstructive practices within RDAs together with evidence of a lack of
understanding, knowledge and experience within the RDA about tourism. Likewise, the recognition by
RDAs that the historic environment is a positive element in economic growth, but also needs to be conserved
in order to survive to fulfil this role, is patchy.

One of the HHA’s regional tourism representatives has stated: “Our [Regional Marketing] campaign in
2006 yielded a return on income of 15:1, making it almost certainly the best investment the RDA made that
year, and one of the best returns of any tourism marketing campaign in the UK.” Despite this, funding to
date has not been guaranteed for 2007.

3.3 Structure of Regional bodies: There needs to be a properly resourced structure that can provide co-
ordination to the devolved tourism responsibilities of the nations and regions of Britain with a requirement
for RDAs and regional tourism bodies to work with VisitBritain on national programmes and initiatives.

Having set the objective of “eVective and co-ordinated partnership work” (Tomorrow’s Tourism Today,
DCMS 2004), the result in practice has been the opposite. The delivery of tourism promotion in the regions
is confusing, fragmented and opaque. There appears to be no parity of approach between regions, with
coterminous regions finding it impossible to interact with each others. A common complaint from our
regional representatives is that regional tourism bodies act independently with no reference to regional
strategy and that marketing functions and projects are undertaken in isolation and funded independently.

We are aware of some policies and guidelines which are perverse and counterproductive which appears
to make a mockery of the Government’s desire for a co-ordinated and joined-up tourism industry. In
Yorkshire where the Yorkshire Tourist Board is funded by the RDA (and has a remit to bring new business
from outside the region) it is prevented from promoting Yorkshire within Yorkshire. Given the region’s size
and geography this is wilfully obstructive. Our members are also finding that some of the sub regional
organisations which are charged with promoting regions within regions are in such a state of chaos two years
after their inception that this vital function simply is not being carried out.

In East Midlands, one member historic house has been prevented from putting their leaflets in the local
TIC as they were not fully paid up members of the Destination Management Partnership. It is not
reasonable to expect all tourism providers to become full members of such DMPs as such a requirement
would unfairly discriminate against the small tourism provider.

However, we are aware of some innovative and far-sighted initiatives. Culture Northwest, in partnership
with the Northwest Regional Development Agency (NWDA), English Heritage, the National Trust and the
Historic Houses Association is involved in a unique alliance to raise the profile and develop the oVer for
heritage tourism across the North West. The NWDA and English Heritage jointly fund a Heritage Tourism
Executive employed by Culture Northwest, with a grant scheme funded by the NWDA to match fund capital
investment for heritage visitors to the North West. We would like to see this initiative replicated elsewhere.
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We believe that, on balance, the structure that appears to work best is as follows:

(i) the tourism body at the Regional level should be small in terms of staYng and overheads, but big
in terms of vision and have the objective to promote and represent the overall tourism oVer of the
region. It should work closely with the RDA and work to improve the understanding in RDAs
that tourism is of considerable importance to the general economic and social success of the region;

(ii) the tourism bodies at the immediate sub-regional level are key to the success of tourism promotion.
It is here, in particular, where there needs to be close partnership working between the private and
public sectors. Promotion at this level can encourage cluster marketing of heritage or other sites,
along with accommodation, and can bring the local authorities in, so that their eVorts are
maximised and are not in conflict with the promotion work of other bodies. These sub-regional
bodies, be they “Area Tourism Partnerships” or “Destination Management Organisations”,
should co-operate, not compete, with each other and should help to shape the strategic promotion
eVort at the Regional level. It is at this level that the role of the independent operator can fit best;

(iii) VisitBritain, and within that EnjoyEngland, does not have the clout to determine the overall
national allocation of resources for tourism promotion to diVerent regions. However, if VB was
adequately resourced to carry out its function of being a provider of interpreted statistics and
research to Government and more widely, it could provide essential advice and influence in the
making of this allocation by Government and the RDAs. The current relative sizes of tourism
promotion budgets in diVerent RDAs do not reflect, in our view, the relative importance of
tourism in the diVerent regions, so the allocation of resources to RDAs and the way in which the
RDAs decide what resource to allocate to tourism need to be reviewed by Government and the
RDAs; and

(iv) we would not expect VisitBritain to seek to influence how the regional or sub-regional tourism
bodies spend their money on day to day promotion, but we would expect EnjoyEngland in
particular to sit down with the Regional tourism bodies and reach a common understanding of
the priorities for tourism promotion, on a regular basis. In inputting their view, the regional bodies
would be informed by the practical experience of their very active sub-regional tourism bodies.
This is where the experience of the independent operator with hands-on operating expertise can
add great value.

Q4. The eVect of the current tax regime (including VAT and air passenger duty) and proposals for local
government funding (including the “bed tax”) upon the industry’s competitiveness

4.1 VAT. Accommodation is the most expensive part of the visitor experience. The imposition of VAT
w 17.5%, a rate that is higher than in many competing countries, adds significantly to the cost. If VAT on
accommodation could be taken down to a European average this would help the industry’s competitiveness.

4.2 Heritage Buildings. Heritage buildings are a major draw for visitors but, to perform adequately in
the tourist marketplace, must be properly maintained and kept in good repair. HHA survey work in recent
years indicates that 20–25% of the cost of major repairs to privately-owned historic buildings is met from
the sale of works of art. The totality of the heritage product is thereby being diminished. Unlike new work
or alterations to listed buildings, we are in the perverse situation where repair work is subject to VAT. The
much called-for exemption of listed building repairs from VAT would make a significant contribution
towards maintaining them as an important tourism asset. Freeing the private owner to apply for HLF
funding would in parallel ease the maintenance burden whilst also supporting the tourism product.

4.3 Bed Tax. An analysis by the Tourism Alliance suggests that a 5% increase in tax on hotels would see
a decrease of £608 million per year, the equivalent of approximately 6,000 jobs in the tourism industry. 5%
of visitors, the highest spending part of the total, would be aVected by a bed tax. Elsewhere, where a bed
tax has been introduced (the Balearics), tourism diminished. In 1990 the Mayor of New York City imposed a
5% bed tax, resulting in the local tourism industry stagnating, and being specifically boycotted by conference
organisers. The tax was subsequently removed. We are dismayed that Sir Michael Lyons has called for
further consideration of such a tax in his report published on 21 March, albeit he includes the qualification
that local authorities would be required to demonstrate local public support. However, we note that, in
response, the Government appear to be opposed to the tax. The idea of a “bed tax” should be “put to sleep”
before it distracts the industry any further.

4.4 Visas. Analysis of UK visa statistics showed that the higher costs introduced in July 2005, with no
consultation or notice, reduced the number of applications by 10%—UKinbound have estimated that this
eVect has cost the Exchequer over £25 million in lost tax revenue. The joint Tourism Alliance/VisitBritain/
UKinbound study on the impact of the recent increase in visa charges concluded that the impact on China
and India alone was in the order of £150 million in lost revenue from export earnings—this reflects just two
of the 163 countries whose citizens require visas to visit the UK. The global impact is therefore undoubtedly
much higher and very significant. As an example, the Yorkshire Tourism Board is concerned that its unique
opportunity to capture the Asian market this summer when it hosts the Indian International Film Academy
Awards will be frustrated by the high cost of obtaining visas.
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4.5 Licensing The HHA is has contributed evidence to the Government’s independent review of licensing
fees, pressing for a reduction in fees for large events -Uie back into line with the costs actually faced by
councils—to ensure that independent venues operating often in rural areas are not unfairly disadvantaged
when tendering to host such events. The HHA supports the conclusions of the Elton Review which calls for
changes to the fees structure to ensure that for larger events they do reflect only the reasonable costs of local
authorities in providing licences. The HHA also supports the recommendation in the Elton Review that the
licensing fees regime should be de minimis for certain premises types where licensable activity is peripheral
to overall activity.

4.6 Council Tax: The Lyons report recommends the addition of new Council Tax bands for the least and
most expensive residential properties. Subject to the Government’s response to Lyons in relation to the
threshold values for these bands and the ratio of the Tax on the new top band to the Tax on a home of
average value, the HHA believes that the Lyons approach is more realistic, practical and equitable than one
alternative that has been suggested, of a flat rate percentage of market value (ie the abolition of bands). A
flat rate would disfavour historic houses, many of which are rated as private residences, even if they are open
to the public, because the owners do not benefit from an assessed high market value. Many owners did not
choose to live in the houses they manage and are not in a position to sell, and they should not be encouraged
to do so. The notional market value of the house is not reflected in the income that the house may or may
not generate, or the costs of its maintenance. In the case of Grade I houses there is an obligation to maintain
them, for the benefit of the nation, and a significant increase in Council Tax would correspondingly reduce
their ability to fulfil this obligation.

4.7 Overseas Visitors: UKinbound’s research into the total tax take from overseas visitors shows that a
minimum of 35p in every pound spent by visitors in the UK is then taken in tax. This level of visitor taxation
is the third highest in the world and has helped to undermine the UK’s international competitiveness—to
the detriment of the UK’s share in the global tourism market and to the detriment of our home tourism
businesses including the heritage sector.

Q5. What data on tourism would usefully inform Government policy on tourism?

5.1 Research is vital and it is needed in key markets to examine perceptions of Britain as a holiday
destination. Research should include:

— positive and negative images of Britain when compared with competitors;

— the barriers and triggers to travel;

— knowledge and perceptions of English regions; and

— how marketing collateral can be designed to appeal to those markets.

Taking the Japanese market as an example. The “baby boom” generation in Japan, known as the Dankai,
are taking up new hobbies after work and there is an increased tendency to travel. Particularly popular are
“must see” destinations, especially famous historic locations and world heritage spots that they may have
read about or seen on television, galleries or museums. Research suggests that many were keen to travel to
Britain but other destinations are higher on their list. This, it appears, may be because of a general lack of
knowledge about Britain outside London. They are unaware of famous British sites and historic locations
and have the impression that Britain has few museums and art galleries beyond the British Museum.
Similarly it seems they are not aware of the huge heritage of historic houses and their associated contents,
many of which outshine and are the envy of major museums. The implication is that if they had greater
information, Britain would be higher on their wish list of destinations.

5.2 Domestic Tourism Data. A third of the UK tourism market is made up of day visitors. For a proper
understanding of how this market operates, detailed research is required, as has in the past been carried out
by the national tourist boards, individually and collectively. Of particular importance are:

— tourism trends, number of trips, distances travelled;

— objectives, market groups, trends in visitors to attraction;

— gross revenue trends; and

— employment and capital investment.

Q6. The practicality of promoting more environmentally friendly forms of tourism

6.1 The term “environmentally friendly forms of tourism” should encompass sustainability in its overall
sense, rather than only the most visible environmental “footprint” of the type of tourism concerned. In
practical terms, for historic houses, castles and gardens, this means that an assessment of the environmental
impact of the operation of these sites should include not only the most immediately apparent environmental
impacts, such as the carbon emissions of transport to reach the site, but also the social, cultural and
economic sustainability of the attractions in question, both for the local population and economy and for
the wider economy and society.

6.2 Environmental sustainability:
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(a) Transport: The distances travelled by visitors to historic houses and the means to reach them are
clearly factors in their environmental impact. It is desirable that people should be able to travel by
public transport and for some historic houses there is scope to do this. Houses such as Blenheim
Palace, Syon House and Chatsworth are located in or near towns with such links. However, many
historic houses are located away from urban centres and therefore the scope will be more limited.
The negative environmental eVects of limited public transport should be balanced with other
positive environmental, social and economic factors, as explained below.

(b) Local sourcing of food and other materials: The environmental “friendliness” of historic houses can
be improved by reducing the “food miles” of the consumables sold at historic houses together with
distances travelled of the products in their shops. Many houses are already increasing the
proportion of products in their shops, cafes and restaurants that are locally sourced. Indeed,
houses, such as Chatsworth, which have shops dedicated to local farm produce, have made it part
of their public policy to do this and where the house is linked to its own farm or to local farmers
this shows the integration of the house in its local community. There are a great many local food
initiatives in the country such as Savour the Flavour in the West Midlands and Peak District
Cuisine in Derbyshire. The building and other materials used in the maintenance and conservation
of the buildings and the energy used are very relevant too and houses can be encouraged to use
local building materials wherever possible.

(c) Energy eYciency and sourcing of energy: Current discussions at national level between the HHA
and English Heritage, with the involvement of the Country Land and Business Association (CLA)
are encouraging. However, questions such as the installation of new more eYcient radiators in
period rooms, glazing and insulation, can be controversial and there is balance which needs to be
struck to ensure that the historic integrity of the building is retained. Energy use also embraces
the sourcing of energy and at several historic houses there is the scope to develop alternative and
renewable sources of energy to heat the house and sometimes neighbouring houses too. Biomass,
ground source heating, solar heating and wind turbines are all possibilities. Biomass heating, from
the estate, has been developed at such houses as Doddington Hall in Lincolnshire, Rotherfield
Park in Hampshire and Winton House near Edinburgh.

(d) Waste reduction and recycling: Owners and managers of historic houses are already involved in
local waste management plans to reduce waste and increase recycling.

6.3 Social and cultural sustainability:

(a) The knock-on eVects of employment on local services: In more remote rural areas historic houses
may be an important source of employment and economic activity, especially in the winter if
country sports are pursued, and when other types of tourism are dormant. Business tourism,
corporate hospitality, filming and conference/banqueting are important too. The creation of new
jobs to replace those lost in agriculture is highly significant. Recent HHA surveys (2002 and 2006)
show not only that some 10,000 people are directly employed in house opening (in the UK, 2002),
but also that many thousands more are employed in other activities, including these other aspects
of visiting. Employment and local incomes have a consequential eVect on the viability of other
activities, such as shops, garages, pubs. In turn the availability of these services will be a factor in
enabling families and others to continue to live in the area, and for services such as post oYces or
schools to continue. If a village can keep these basic services, and thus the people that use them,
it can also continue as a hub for social activity and community cohesiveness.

(b) Educational facilities: Recent HHA surveys indicate that 150—200 Member houses oVer
educational facilities, be they primary, secondary, tertiary education or life long learning and
special interest groups. Often, these are houses already open to the public seeking to expand the
use of their assets. Such educational facilities are of benefit to local schools and people and are
often specially designed to reach out to those communities who may traditionally have felt
themselves excluded.

(c) Retention and maintenance of cultural assets: The richness of the heritage is often the top reason
why people visit the UK from abroad. It is also a key reason for people to wish to use these places
for corporate events, wedding ceremonies, concerts and festivals. Without tourism the funding to
maintain the cultural asset that is the house, its contents and its surrounding land, would in the
majority of medium sized and larger houses, simply be chronically insuYcient. The loss, especially
if works of art were sold away from these houses into private collections or abroad, would be
suVered by local people and the wider British public alike.

(d) Identity and community cohesion: Historic houses and gardens often constitute places where people
can go to get away from the daily routine and to explore, in the context of a wider sweep of history
and continuity, where they themselves place themselves in 21st century Britain. Visitors are not
only the better oV; the DCMS Taking Part Survey of 2006 found that 56% of lower socio-economic
groups had visited a historic site within the last 12 months. The Black Environment Network, the
Gateway Gardens Trust and the Anglo Sikh Heritage Trail have all organised trips to historic
houses within this period. This amenity for community cohesion is part of social and therefore
overall, sustainability.
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6.4 Economic sustainability:

Historic houses attract people from abroad, assisting the UK Balance of Payments and providing an
alternative for British citizens considering a break abroad. The richness of Britain’s heritage, unique in its
combination of architecture, contents, surrounding land and continuing occupation, pulls people in from
abroad and then disperses the economic benefits they bring around the economy. Tourism is one of the
biggest industries in the UK, generating £75 billion turnover, with heritage at its heart.

Using the methodology of the BTA (1999) which estimated that for every £1 spent at the door of a historic
environment attraction, £24 is spent on transport, accommodation and retailing, historic houses were found
in 2002 to generate in the region of £1.6 billion to the economy. They were also found to be supporting 10,000
jobs related to day visiting alone, often in fragile rural economies.

Q7. How to derive maximum benefit for the industry from the London 2012 Games

7.1 Heritage is a valuable asset in the objective of realising the Olympic tourism legacy. It is essential that
the Government appreciates the importance of heritage in tourism and, consequently, properly investigates
the benefits of building on that asset in attracting people to the UK before, during and after the Games.

In the HHA’s view, the following policy actions are necessary for heritage to be able to make its full
contribution to realising the tourism legacy before, during and after the Olympics.

(a) The chronic under-funding of public support for the maintenance of Britain’s heritage needs to be
addressed: Please see comments in the introductory Overview and Questions 2.

(b) To successfully sell the UK as an Olympic destination in a few years time, we will need to create a
definitive UK brand. This is not simply a logo or clever strapline but a brand of core values that
embody the UK oVering while embedding excellence, quality and value in everything that we do.
Every part of the tourism industry, from government downwards, to buy into that brand and to
deliver meaningful funding if we are going to be successful.

(c) Government, at national, regional and local level, should take care not to introduce or expand
regulation on tourism/heritage businesses that adds unnecessary or disproportionate costs. Britain is
already in a very competitive tourism market. Impractical heritage listing obligations, over
restrictive planning policies or a “bed tax” on accommodation to raise funds for local authorities,
as has been suggested by some outside the tourism industry, are striking examples of the type of
measures that the Government, its agencies and local authorities should not pursue. Please see
detailed comments under Question 4.

But the Government should also be more imaginative about recognising the adverse eVects on heritage
tourism from other possible measures. DCMS in particular, but also other Government departments,
should start to take their “heritage proofing” responsibilities seriously. Otherwise the viability of heritage
sites to contribute to the tourism legacy of the Olympics will be unnecessarily disadvantaged.

(d) Systematic use of relevant websites. Internet browsers considering a visit to Britain must be
captured by the VisitBritain (visitbritain.com) and the London Olympics websites
(london2012.com/en/ourvision) and then linked to other websites that can provide easily navigable
guidance on heritage related accommodation and attractions. The HHA is pleased to see that since
making its submission to the DCMS consultation on the Olympics tourism legacy in November
2006, EnjoyEngland has raised its profile such that anyone googling on “hotels in Britain” or
“accommodation in Britain” or “staying in Britain”, will now be guided to the EnjoyEngland site,
amongst others. VisitScotland and VisitWales should take note.

However, when browsers are caught by the EnjoyEngland or London Olympics sites, both of which have
pages about accommodation and cultural attractions, there should be (but are not) links to the main heritage
organisations—HHA, National Trust and English Heritage, all of which have easy to navigate directories
of heritage attractions. It would then be easy for any HHA members with other facilities, such as training
facilities for Olympic participants, to make visiting Olympic teams aware of these facilities. We are working
with VisitBritain to eVect such a link and will do so with the London Olympic site.

(e) Government should work with the grain of tourism businesses to promote higher quality welcome
to visitors. For example, the representatives of visitor attractions are working with VisitBritain to
develop an updated and customer-relevant national Code of Practice for Visitor Attractions, and
to secure participation from as many attractions as possible.

The exercise promises tangible benefits for visitors and the HHA is pleased that VisitBritain has said it
will provide promotional support for the initiative. We await confirmation of this at the Visitor Attraction
Forum meeting on 26 March 2007. It is also important that the Government explicitly confirms its
recognition that grading is appropriate for tourism accommodation but not for attractions and heritage
sites. Places such as Stonehenge, Blenheim Palace, Alton Towers and the Wallace Collection are very
diVerent and cannot be squeezed into a one-size-fits-all regulatory approach as has been suggested in the
past. There is a responsibility on the industry to improve quality and share innovative ideas, but there is an
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equal obligation on Government to understand the practical realities of tourism businesses and to commit
itself to support VisitBritain and the other territorial tourism bodies and moral support for the industry—
a true partnership.

It is vital for Government to lead on standards of cleanliness and customer service—we must all install a
sense of pride and assume a level of responsibility in delivering the very best standards at all times. Litter,
graYti, and other sources of unsightly appearance must be eradicated to present “Britain at its best” and
our customer service standards need to radically improve to present the best welcome possible for all
domestic and overseas visitors.

7.2 Business tourism and the Olympics. There is potential for business visitors to enjoy staying at a heritage
site outside London as part of a business visit to London that takes in a visit to the Games. Indeed, the
business could be conducted at the heritage site too, nearer to an airport, and away from the congestion of
London. The website links to VisitBritain and from VisitBritain and the London Olympics site should be
put in place to facilitate these opportunities.

7.3 The Cultural Olympiad 2008–12. After the initial consultation of a wide range of heritage bodies in
early 2006 there has been a period of quiet in terms of DCMS’s plans for the Cultural Olympiad, certainly
as regards national consultation involving private sector operators.

Privately owned heritage properties organise a huge range of cultural events each year, ranging from
classical concerts and plays through to opera, pop and rock festivals, history festivals, re-enactments and
pageants. There is scope for this sector to be involved in the Cultural Olympiad and to spread the benefits
of the advent of the London Games throughout the country. There is a strong case for this part of the Games
preparation in particular to have a much stronger heritage focus than appears to have been the case so far.

March 2007

Memorandum submitted by Natural England

1. Introduction

1.1 Natural England is a new organisation which has been established under the Natural Environment
and Rural Communities Act 2006. It is a non-departmental public body. It has been formed by bringing
together English Nature and parts of the Rural Development Service and the Countryside Agency.

1.2 Natural England has been charged with the responsibility to ensure that England’s unique natural
environment including its flora and fauna, land and seascapes, geology and soils are protected and
improved.

1.3 Natural England’s purpose as outlined in the Act is to ensure that the natural environment is
conserved, enhanced, and managed for the benefit of present and future generations, thereby contributing
to sustainable development.

2. Summary of Natural England’s Response

2.1 Natural England’s strategic role is to conserve and enhance the natural environment for its intrinsic
value, the wellbeing and enjoyment of people and the economic prosperity to be derived from it. Ensuring
that the natural environment is managed in this way for the benefit of present and future generations allows
us to contribute to sustainable development. Ensuring that future generations can enjoy England’s rich
geology, landscapes and biodiversity requires us to significantly improve the protection and management
of what we have today. In many countries tourism is based upon the enjoyment of the natural environment
whilst carefully protecting the resource from harmful practices and exploitation.

2.2 The natural environment needs to be properly and fully valued so that whilst enjoying it people can
not only understand it more but also actively contribute to its care and conservation. Evidence from the
latest England Day Visit Leisure Survey (2005) that 1.26 billion trips are made to the countryside each year
with visitors spending £9.7 billion on such visits without creating too many unacceptable problems.
However, there is a great opportunity to build on this interest in wildlife and natural beauty from a tourism
perspective because one third of the population never visits the countryside at all. This represents a potential
market segment of several billion pounds and the opportunity to engage people in physical activity such as
walking and cycling. An emphasis on physical activity in the natural environment without harming it will
both improve health and wellbeing as well as oVering climate change and economic benefits as part of a
future low carbon economy.

2.3 Enabling the natural environment to support these public goods will require many partnerships such
as our proposal to reduce the transport impact of nature based tourism. We will work with Government to
increase coastal access and improve National Nature Reserves and National Trails to connect those people
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with currently low access from towns, cities and areas of social deprivation. We will seek partners to develop
on-line information and promotional capability to illustrate the full spectrum of outdoor recreation
possibilities for everyone to enjoy.

2.4 Natural England will seek to ensure that tourism can develop in a manner that protects and enhances
the natural environment and any related tourism uses do not adversely exploit it. We will seek to influence
the tourism market to adopt more sustainable practices and cut greenhouse gas emissions particularly in
relation to food production and transport.

2.5 We will work with the Government and planning authorities to ensure that the natural environment
is properly protected and enhanced in all future tourism development proposals and develop a framework
for assessing the cumulative impact of development on it.

2.6 We will address climate change and see a relationship with the tourism industry as particularly
important in debating what our future natural environment should be like adapting to climate change.

The remainder of this response follows the format of questions in the consultation relevant to Natural
England.

Theme. The challenges and opportunities for the domestic and inbound tourism industries, including cheap
flights abroad and their impact on traditional tourism resorts

3.1 Natural England has a role in developing places of high environmental quality and promoting them
for public enjoyment both as visitors and tourists. We do this through: managing our own estate of National
Nature Reserves; seeking the designation and creation of National Trails as well as maintaining the current
suite of routes; regulating the access lands created by the Countryside and Rights of Way Act 2000;
encouraging access and educational access schemes on agri-environment land; supporting our relationship
with Areas of Outstanding Natural Beauty, National Parks and other land holding conservation partners;
and, working with local authorities and regional tourism partners to support Rights of Way Improvement
Plans in ways that benefit recreational walking, cycling and horse-riding.

3.2 Major domestic tourism challenges in recent decades have included the depth of market penetration
for outdoors recreation in England and the ability to create sustainable tourism use of the natural
environment. It is as yet uncertain what the impacts of climate change will be on the future of the natural
environment but Natural England will be working towards adaptation with a number of partners and
assessing the positive and negative impacts as our knowledge and understanding increases over time.

3.3 VisitEngland has worked with Natural England and its predecessor bodies to develop viable
alternatives with attention being given to our premier walking, riding and cycling routes including the family
of National Trails, conservation landscapes, nature reserves owned by wildlife trusts, heritage features and
the coast. Much of this work has been aimed at oV-peak use as a means of re-introducing the tourism “oVer”
from the natural and historic environment. VisitEngland and Natural England have worked strenuously to
produce exceptional promotional material such as the “Outdoor England” brochure and the related website.
Experimental schemes based on wildlife attractions such as the red squirrel population on the Isle of Wight
and local tourism accommodation providers (a “Gift for Nature” scheme) have raised awareness of the
relationship between the natural environment and tourism but not a great deal of money. Unlike statutory
conservation tourism taxes such as the Great Barrier Reef, for instance, all UK schemes have been based
on voluntary donations only.

3.4 The opportunity now exists to do more in tourism market segmentation terms to promote the natural
environment as a place for healthy exercise, conservation or activity experiences and sustainable resource
use (whether for low carbon leisure transport, local food or environmentally friendly accommodation). In
particular, the Natural England Board’s recommendations to the Government to create a linear right of
access around the coast of England should assist the tourism industry and DCMS to create a new and
exciting oVer to domestic tourism over the next ten years if implementation is approved by Parliament.
Natural England and VisitEngland could work closely with other providers to ensure that maximum public
benefits can be achieved through a blend of promotion of low carbon access, activity and natural
environment experiences to create places that domestic and overseas tourists want to visit and increase
economic value without adversely aVecting them.

3.5 A summary. We have three broad points:

— We should support the challenges presented by a future low carbon tourism economy and address
concerns about our capacity for “One Planet Living” in terms that stimulate economic interests
without harming the conservation of the natural environment.

— We should support more outdoor recreational activity and nature based tourism provided that it
is sustainable because interaction with it will improve the health and wellbeing of people.

— We should recognise that simply providing places for people to enjoy the natural environment as
tourists or visitors is not suYcient to include and encourage those who currently have low access
or never go there at all and further collaborative work with the tourism industry on promotion of
such aspects of sustainable tourism is needed.
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Theme. The practicality of promoting more environmentally friendly forms of tourism

4.1 The three main aims of Natural England’s project to reduce the transport impact of nature-based
tourism are: firstly, to develop and encourage the take-up of more sustainable options for leisure travel with
a special focus on nature-based tourism and high profile National Nature Reserves; secondly, to provide
more information on and interpretation of the natural environment for transport users to increase their
understanding, enjoyment and appreciation of the natural environment and, thirdly, to raise awareness of
the impacts of people’s travel patterns and behaviour.

4.2 The desired outcomes of this project are: firstly a modal shift resulting in reduced transport related
environmental impacts from nature based tourism, especially from greenhouse gas emissions; and, secondly,
an improved understanding of those undertaking leisure visits of their impacts and means of reducing them

4.3 Through the project Natural England can develop policy, technical guidance, advice on best practice
as well as sharing evidence in part gleaned from pilots and demonstrations. We can oVer the results of
practical work carried out by the founding bodies such as the shuttle bus service to Stiperstones NNR; the
accreditation scheme for marine wildlife viewing from boats such as WiSe (Wildlife Safe); or the solar
powered tourism boat in use in Chichester Harbour AONB. The Best of Both Worlds project also shows
how nature conservation and access concerns can be reconciled even in the most sensitive of environments

4.4 Central to more environmentally friendly forms of tourism is the ability to promote low carbon
transport either to tourism destinations or local travel once there. It is not always possible to use low carbon
transport directly from the doorstep although it is usually possible to access the National Cycle Network
within a few miles by bicycle or the National Trails via trains and buses. Combinations of walking and
cycling are possible with public transport almost anywhere although the train operating companies do not
oVer a consistent nor easy to understand service to cyclists. Some disused railway lines have been re-
engineered as “safe” oV road family oriented routes such as the hugely successful Tarka Trail at Barnstaple
or the Camel Trail at Padstow. Even in places with no tradition of tourism, such as Sunderland or
Workington, the Sea to Sea (C2C) project has stimulated local economic success by inviting cyclists to
undertake the challenge of cycling across “the backbone of England”. Equally important has been
inspirational promotion, good signage, clear means of access at either end of the rail network and traYc free
sections. Equestrians have access to a number of long distance recreational routes including the Pennine
Bridleway, South Downs Way and the western part of the Ridgeway that also provides special stabling
facilities such as those at the YHA youth hostel near Wantage. Most equestrian tourism is provided by rides
and hacks from local stables in tourist areas.

4.5 We know from the evidence of the England Day Leisure Visits Survey that recreational use of the
countryside is declining overall and this downward trend has increased in magnitude. The reasons for this
are complex and relate to social and economic changes as much as leisure choice. This trend is not
unexpected as society becomes more sedentary, car focussed and enticed by virtual indoor experiences such
as computer gaming. However, it is clear where outdoor facilities are stimulating and accessible, such as the
Eden Project or the National Cycle Network (trips on the NCN increased by 173% between 2000 and 2005),
that this trend is not universal.

4.6 A summary. We have two broad points:

— We should work with the tourism industry to reduce the transport impacts of nature based tourism
and progressively engineer a modal shift to less environmentally damaging forms of transportation
such as walking or cycling in combination with public transport.

— We should promote the economic and environmental success of environmentally friendly forms
of tourism with the industry and increase the potential for walking, cycling, horse riding and other
forms of high exercise but low carbon activity taking place without damage.

Theme. How to derive maximum benefit for the industry from the 2012 Games

5.1 Natural England will work with the Olympics project to not only restore substantial areas of habitat
and minimise the ecological footprint of holding the games but also to secure a lasting recreational legacy.
This recreational element will involve permanent features that enhance not only the tourism oVer but more
importantly could bring long term social, health and environmental benefits to some of London’s poorest
wards. The design and landscaping of the 2012 Games sites could further our target to connect people to
accessible natural greenspace within 300 metres of their homes. This Access to Natural Greenspace project
will be piloted in London in the period leading up to the Games in 2012.

5.2 A lasting recreational legacy of greenways for walking and cycling access to the Games will also
encourage permanent utilitarian use leading to greater health and wellbeing for years to come in some of
the most deprived parts of London.

5.3 Although Natural England has not yet completed its walking, cycling and natural greenspace
proposals, a range of other bodies such as Sustrans have published costed proposals for a network of traYc
free greenways, tree lined and traYc calmed streets. These measures would make the Games: low carbon:
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improve health (exemplifying the Olympic bid ideal of ‘active spectators’); improve social inclusion; and,
increase neighbourhood renewal (by linking public spaces and adding biodiversity to the urban fabric of
some of London’s most built up areas)

5.5. A summary. We have two broad points:

— The Olympic Games 2012 should produce a lasting recreational legacy for London whilst restoring
substantial areas of habitat and minimising its ecological footprint. We will work with the Olympic
authorities, the tourism industry and others to achieve this aim; and

— Our support for the Games will focus on those aspects of the creation of a new public realm that
supports the natural environment and society. We will be particularly interested in the provision
or regeneration of accessible natural greenspace and inspirational new walking and cycling
facilities in an area of high social deprivation.

March 2007

Memorandum submitted by English National Park Authorities Association

Executive Summary

1. The English National Park Authorities Association (ENPAA) exists to promote the needs and provide
a collective voice for the English National Park Authorities (NPAs). We welcome the Department for
Culture, Media and Sport Committee’s decision to hold an inquiry into the tourism sector in the UK.

2. Ensuring thriving and responsible tourism activities take place within our National Parks is important
in helping us fulfil our statutory duty to seek to foster the social and economic well-being of local
communities. It is also a key contributor to meeting our purposes to conserve and enhance the natural
beauty, wildlife and cultural heritage of the areas and to promote opportunities for the public understanding
and enjoyment of their special qualities.

3. Based on our evidence and experience, we present a number of observations for the Committee to
consider. The top priorities we believe are:.

— In recognition of the fact that we have world class assets in National Parks on our home doorstep,
and in light of climate change, DCMS should look to influence behaviour by encouraging UK
residents to make longer staying visits in the UK. This would contribute to reducing greenhouse
gas emissions and help promote a wider social responsibility of the need to protect and enhance
our local natural, and cultural heritage, and support thriving rural economies;

— DCMS should look at practical ways to promote best practice for sustainable tourism on the
ground. At the consumer level this could include promoting carbon oVsetting schemes in the UK.
Within our National Parks this could include providing additional top-up funds to the Defra
funded Sustainable Development Fund, which through NPAs, provides grants to innovative local
projects to find sustainable ways of living and working; and

— DCMS should work with DFT, Defra and Natural England to develop a coherent strategy to
promote car free travel to leisure destinations including within protected areas.

1. Introduction

1.1 The English National Park Authorities Association (ENPAA) exists to promote the needs and
provide a collective voice for the English National Park Authorities (NPAs). We welcome the Department
for Culture, Media and Sport Committee’s decision to hold an inquiry into the tourism sector in the UK.
Based on our statutory purpose and expertise, we provide evidence on four of the seven themes covered in
the inquiry.

1.2 Ensuring thriving and responsible tourism activities take place within our National Parks is
important in helping us fulfil our statutory duty to seek to foster the social and economic well-being of local
communities. It is also a key contributor to meeting our purposes to conserve and enhance the natural
beauty, wildlife and cultural heritage of the areas and to promote opportunities for the public understanding
and enjoyment of their special qualities.

17 Travel Trends, International Passenger Survey, ONS, 2002.



Processed: 04-07-2008 22:08:58 Page Layout: COENEW [E] PPSysB Job: 386902 Unit: PAG1

Ev 374 Culture, Media and Sport Committee: Evidence

2. The Challenges and Opportunities for the Domestic and Inbound Tourism Industries, including
Cheap Flights Abroad, and their Impact on Traditional Tourist Resorts

2.1 We believe that there are three main challenges:

— Increasing domestic tourism: The number of trips abroad by UK residents has been rising since the
advent of cheap flights, yet the number of foreign tourists arriving here is in decline.18 This has
led to a £15 billion tourism balance of trade deficit and it is estimated that this deficit is set to
increase.19 This is damaging for the UK economy. It is also environmentally unsustainable. In
addressing this challenge, we look to DCMS and its sponsored bodies to work with partners to
secure repeat domestic visitors by providing better opportunities to holiday at home. Appealing
to the growing numbers of people taking regular “short breaks” rather than longer holidays is one
area to target. The NPAs have developed a campaign called Britain’s Breathing Spaces20 to
embody the benefits that a National Park can bring to visitors such as increased wellbeing and
health (see box 1). Campaigns such as this require national coverage and support.

Box 1—Case study: National Parks: Britain’s Breathing Spaces

The National Park Authorities have recently come together, working closely with a small number of
partners (including DCMS, Visit Britain, Defra, the National Trust and other key stakeholders) to develop
a brand proposition called Britain’s Breathing Spaces. This highlights the benefits that National Parks
provide in terms of opportunities. It also generates an expectation in the public consciousness that the
special qualities that National Parks were created to protect and enhance are an essential element of both
present and future generation’s well-being.

— Tackling Climate Change: ENPAA believes that Climate Change represents a serious threat and
challenge to the special qualities of England’s National Parks, to their communities, and to our
environment more generally. We believe urgent action is needed to reduce emissions, to adapt to
those changes in our climate that are inevitable, and to raise awareness amongst residents, visitors
and decision makers of the eVects of climate change on these special areas. The NPAs of England
are committed to do their bit and become carbon neutral as part of a wider co-ordinated response
to climate change. We therefore feel that endorsing a “cheap flight culture” undermines the
collective eVort in reducing greenhouse gas emissions and is damaging to our natural environment.
We believe DCMS should work with DfT to look at finding sustainable solutions to negative
environmental impacts associated with travelling to tourist destinations, such as developing long
term support for car free travel initiatives (see section 5).

— Improving social inclusion: Reducing barriers for all sectors of society to enjoy holidays and leisure
time here in England is critical. The NPAs support the rationale behind Defra’s Outdoors for All:
Diversity Action Plan21 and work actively to maximise social inclusion in our National Parks
through projects like The Mosaic Partnership (see box 2).

Box 2—Case study: The Mosaic Partnership

The Mosaic partnership22 aims to develop a long term engagement between Black and Minority Ethnic
(BME) groups and National Parks. Three of our National Park Authorities (the Peak District, Yorkshire
Dales & North York Moors) work closely with the Brecon Beacons and Youth Hostel Association under
the co-ordination of the Council for National Parks to give this project life. On a practical level, the
Partners have worked to raise awareness of the special qualities of National Parks amongst these
communities and thus encourage more people from these communities to visit. At a strategic level they
are working to influence a step-change in the culture, structures and service provision of the partner
organisations so that they become more inclusive and representative.

2.2 DCMS need to concentrate on maximising the visitor experience and provide the right level of
incentives to encourage a higher proportion of residents to holiday at home.

3. The Effectiveness of DCMS and its Sponsored Bodies (Such as VISIT Britain in Supporting the
Industry)

3.1 The main challenge for DCMS and its sponsored bodies is the fact that the “tourist industry” is very
diverse in its nature and requires a tailored approach in order to support it. For example, with the
boundaries of the National Parks we find that many of our tourism providers are small and medium sized
enterprises (SMEs). Furthermore, it is not always the “usual tourism suspects” that add value to the tourism
experience. The existence of SMEs is often precarious compared to larger scale operators with larger

18 Travel Trends, International Passenger Survey, ONS, 2002.
19 The National Trust, 2002, Blue Skies: air travel demand and tourism.
20 www.nationalparks/gov.uk for more information on Britain’s Breathing Spaces.
21 See: http://www.defra.gov.uk/corporate/consult/outdoorsdiversity/
22 See: http://www.mosaicpartnership.org/
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marketing budgets. VisitBritain could oVer more support to small providers through marketing, for
example, by working with them to create “packages” which link diVerent assets. This would encourage
longer stays within a particular area and contribute more to the local economy.

3.2 The Foot & Mouth epidemic demonstrated the clear value of high quality environments to rural
economies and recent research (see box 3) has further highlighted the benefits National Parks can bring to
the economy and to the tourism industry specifically. DCMS should build on such research working with
partners such as NPAs to enhance the nation’s understanding of the social, economic and environmental
value of National Parks in England. The Valuing our Environment Partnership in Wales led by National
Trust Wales provides another useful example of this.23

Box 3 Case study: Prosperity and Protection Study

A study by SQW Limited Consultants commissioned by the Council for National Parks and supported
by the National Park Authorities, explored the economic impact of National Parks in the Yorkshire and
Humber region.24 This represents a useful insight into the local and national economic benefits of a cluster
of National Parks (the Yorkshire Dales, North York Moors and the Peak District). From a tourism
industry perspective this study reveals that visitors to these National Parks are estimated to spend about
£400m annually within them and £260m in the rest of Yorkshire and Humber. The total visitor expenditure
of £660m is estimated to support around 12,000 jobs and to generate further indirect economic activity
which brings the total impact on the region’s output to almost £1 billion annually. Interestingly, this study
shows that protection does not conflict with prosperity and economic objectives and indeed that it can be
in the interests of all people living within the Yorkshire and Humber region.

3.3 We oVer the following recommendations to explore:

— DCMS (and its sponsored bodies) should better help the SME sector through a targeted and
updated suite of integrated marketing campaigns at a regional and national level for leisure visits.
These should be underpinned by responsible tourism messages promoting individual behaviour
change.

— DCMS works with Defra, Natural England, NPAs and RDAs to develop a stronger evidence base
for the understanding of the social, economic and environmental value of environmental (and
cultural) assets in England and the benefits these provide to the tourism industry.

4. Data on Tourism that would Usefully Inform Government Policy

4.1 ENPAA believes the English Tourism Council’s suite of indicators should be developed to include a
more holistic view of the carbon footprint of the tourism industry and visitors within it. Rather than just
focus on the carbon savings made by the restaurant and tourism industry (as it does now) it should include
data on leisure-related transport emissions as they are inextricably linked. The indicators need to look at
visitor behaviour as well as measure the industry is taking to keep its own house in order. Whilst having
information about reducing carbon emissions within the accommodation industry is laudable, it is far more
meaningful to have a better understanding of the carbon footprint of a typical domestic visitor. The true
carbon footprint of the industry can then be monitored and targeted.

4.2 Whilst statistics and indicators can be useful when placed in context, ENPAA believes that these
indicators must be clearly seen as steps towards a sustainable, responsible form of tourism with clear,
challenging targets underpinning them.

4.3 ENPAA hopes the Committee will assess the merits of:.

— Refreshing the suite of indicators developed by the English Tourism Council to include a carbon
footprint indicator that captures the visitor behaviour (including travel to destinations) as well as
tourism activities within them.

5. The Practicality of Promoting more Environmentally Friendly Forms of Tourism

5.1 ENPAA believes that WWF’s “One Planet Living” concept25 provides a helpful framework for
driving responsible tourism policies and practices, recognising as it does the finite level of some of our
natural and cultural resources and the need to protect and enhance the very assets visitors are drawn to.
Heightened awareness of the individual’s carbon footprint through media coverage represents an
opportunity to market domestic tourism.

5.2 ENPAA believes that rewarding good practice will help support a step change towards more
environmentally friendly forms of tourism. This means rewarding good practice at an international,
national and local level. The Broads Authority has been awarded the European Charter for Sustainable
Tourism and was a Beacon Authority for sustainable tourism in 2004 (see box 4). However, at a local level,

23 http://www.nationalparks.gov.uk/index/livingin.htm
24 This study can be downloaded from:

http://www.cnp.org.uk/docs/Prosperity%20and%20Protection%20Final%20Report.pdf
25 www.wwf.org.uk/oneplanetliving/index.asp.
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anecdotal evidence suggests that businesses may be confused over which accreditation scheme to become
involved with. Other barriers to involvement include the capital investment needed to participate in some
schemes and the low public recognition of them. DCMS could usefully provide support and incentives for
better promoting more environmentally forms of tourism.

Box 4 Case study: Beacon Status in the Broads Authority

The Broads Authority was the first English National Park Authority to have been awarded the European
Charter for Sustainable Tourism in Protected Areas. The Charter, developed by EUROPARC Federation
and supported by IUCN-World Conservation Union, defines a set of principles for sustainable tourism
inside protected areas. Those that sign it commit to produce a development strategy for the
implementation of those principles in their territories, as well as an Action Plan to implement it over a
period of 5 years. The Charter also requires as an essential condition that its signatory parks adopt
working methods based on partnerships, and that all those implicated by tourism in and around a
protected area should be involved in the development and management of its strategy.

The charter is awarded for five years by the Europarc Federation, the umbrella organisation of protected
areas in Europe. The accolade will raise the Broads Authority’s profile in the European arena as an area
devoted to sustainable tourism, give it greater credibility with potential funding partners and could lead to
new ideas and improvements. In 2004 the Broads Authority was also awarded Beacon Council status for
best practice in promoting sustainable tourism and was the first member of the National Park family to
become a Beacon Council. Businesses in the Broads will be able to apply for Charter Status later this year.

5.3 The National Park Authorities have to proactively highlight the importance of responsible tourism.
For example, the NPAs worked jointly with the Countryside Agency (now Natural England) to develop a
set of Principles for Sustainable Tourism in National Parks and AONBs in 2004 called “Beyond the
Picturesque”.26 It is worth drawing attention to one of the main principles which recommends that each
protected area should have a strategy for tourism informed by an understanding of their assets, needs and
opportunities and agreed by various interests. This information should allow DCMS and other government
departments to better understand and support tourism development that is truly sustainable.

5.4 One way NPAs are helping to promote more sustainable tourism is through Visitor Payback
Schemes. The Lake District National Park Authority has one such scheme which directly invests donations
from visitors into the maintenance of the area. In putting our wider principles into action, one of our main
challenges is facilitating the take up of sustainable transport options, both in travelling to and within our
National Parks. Research shows that almost 90% of people arrive at the National Parks by car. Good public
transport can help to foster the economic and social well being of local communities. For example, in 2003,
those visitors using the Moorsbus Network who would not otherwise have been able to access the area spent
an estimated £303,000 in and around the North York Moors National Park.27

5.5 We believe DCMS should look at practical ways to promote best practice for sustainable tourism on
the ground. At the consumer level this could include promoting carbon oVsetting schemes in the UK. Within
our National Parks this could include providing additional top-up funds to the Defra funded Sustainable
Development Fund (SDF), which through NPAs, provides grants to innovative local projects to find
sustainable ways of living and working. In the Yorkshire Dales grant funding from the SDF has enabled
Country Lanes, a small cycling company to oVer cycle hire for the day and touring packages, as well as
encouraging visitors to arrive at the Dalesbridge Activity Centre by public transport (the Centre is close to
railway stations and bus links).28 With more funding from DCMS, such schemes could be replicated across
the country and ensure that tangible benefits could be felt more widely.

5.6 We believe that the following would help promote more environmentally friendly forms of tourism:.

— In recognition of the fact that we have world class assets in National Parks on our home doorstep,
and in light of climate change, DCMS should look to influence behaviour by encouraging UK
residents to make longer staying visits in the UK. This would contribute to reducing greenhouse
gas emissions and help promote a wider social responsibility of the need to protect and enhance
our local natural, and cultural heritage, and support thriving rural economies;

— DCMS should look at practical ways to promote best practice for sustainable tourism on the
ground. At the consumer level this could include promoting carbon oVsetting schemes in the UK.
Within our National Parks this could include providing additional top up funds to the Defra
funded Sustainable Development Fund, which through NPAs, provides grants to innovative local
projects to find sustainable ways of living and working; and

— DCMS should work with DFT, Defra and Natural England to develop a coherent strategy to
promote car free travel to leisure destinations including within protected areas.

March 2007

26 To download “Beyond the picturesque” http://www.countryside.gov.uk/Publications/articles/Publication—tcm2-19638.asp.
27 See page 7, http://www.cnp.org.uk/docs/Tackling—TraYc—full—report.pdf
28 http://www.yorkshiredales.org.uk/index/living/sustainable—development—fund/current—projects.htm
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Memorandum submitted by the Department of Enterprise, Innovation and Networks
Welsh Assembly Government

1. Introduction

The Welsh Assembly Government welcomes the opportunity to submit evidence to the Committee’s
inquiry into tourism. Tourism is a strategically important growth sector for the Welsh economy,
contributing 6.1% to Welsh Gross Value Added (GVA) and supporting 93,600 Welsh jobs.

The creation of Visit Wales in April 2006, following the mergers, provided important new opportunities
for greater co-ordinated support for the tourism sector across government.

This submission provides a high level overview of the tourism sector in Wales, considers the opportunities
and challenges ahead and sets out our strategic priorities going forward.

2. The Tourism Sector in Wales

The Tourism Satellite Account for Wales estimated that in 2003:

— The direct tourism-related value added in Wales was £1.3 billion, which is 3.6% of the whole
economy value-added in Wales in 2003.

— The direct, indirect and induced tourism value-added was estimated at £2.2 billion or 6.1% of the
Welsh economy.

— There were 93,600 tourism-dependent (direct, indirect and induced) workers in Wales or 8.7% of
the Welsh workforce.

Statistical Overview:

— Tourists spend £3.4 billion a year on trips in Wales, equivalent to £8 million a day;

— 73% of UK tourists to Wales come for a holiday, 13% to visit friends or relatives and 11.5% for a
business trip;

— The average length of stay in 2005 was 3.5 days compared to five days in 1992;

— 959,000 visitors from overseas spent £311 million on trips to Wales in 2005. The most common
origins of overseas visitors were Republic of Ireland, USA, and Germany;

— Welsh golf courses attracted 154,800 visiting players from the UK and contributed £23.9 million
to the local economy;

— Conference and other business related activities are currently worth £225 million a year to the
Welsh economy;

— 89% of UK visitors to Wales participate in activities such as walking swimming, visiting historic
attractions and visiting museums and galleries;

— 32% of total expenditure amongst UK visitors to Wales is on accommodation, while 19% is on
food and drink.

Long term trends

Within the UK, the long term trend has continued to see an increase in the numbers of UK residents
taking their main holidays abroad. The number of longer holidays taken abroad increased by 12.6% between
2001 and 2005. Increasingly, large numbers are also choosing to take short breaks abroad with a 35%
increase between 2001 and 2005.

In Wales, the UK market is the biggest source of tourism business for Wales and in 2005, generated 92%
of trips and 85% of all spend. Spending by staying and day visitors to Wales amounting to £3.4 billion, with
the overnight tourist contributing more than £2 billion in direct visitor spending.

In common with the UK, the short holiday market has grown significantly while the traditional long
holiday has continued to decline. In 2005, short breaks in Wales accounted for 32% of all holiday spend
compared to 18% in 1991. Short holiday trips now account for 59% of all holiday trips compared to 38%
in 1991, resulting in a reduction in the average length of holiday from five nights in 1992 to 3.5 nights in 2005.

In recent years Wales has also seen an increase in conference and other business related events and an
increase in visits to friends and relatives. In 2005, 73% of UK tourists to Wales came for a holiday, 13% to
visit friends or relatives and 11.5% for a business trip.
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Support for the tourism sector in Wales

Visit Wales has the primary responsibility for promoting tourism in Wales and is supported by the
Tourism Advisory Panel made up of industry experts. The panel provides independent strategic advice to
the Minister for Enterprise, Innovation and Networks to challenge priorities, identify new opportunities for
innovation, and to monitor and evaluate the eVectiveness of current programmes. The Chair of the Tourism
Advisory Panel represents Wales on the Visit Britain Board.

Tourism in Wales is mainly represented by small family run businesses, with most businesses employing
less than 10 employees and only 6% of hotels having over 40 bedrooms, with most national and international
operators based in south east Wales. In response to the distinctive small scale and niche market nature of
tourism, Visit Wales funds four Regional Tourism Partnerships whose goal is to develop, implement and
monitor regionally tailored strategies to promote sustainable tourism. Visit Wales also helps to fund the
Tourism Training Forum for Wales providing a means of addressing potential skill shortages in the
industry.

Visit Wales also works closely with the 22 local authorities and three National Park Authorities on
destination marketing, product development and visitor management. Visit Wales maintain a close working
relationship with the Wales Tourism Alliance, which was set up in 1997 to provide a unifying single voice
for the industry and through its membership organisations represents some 7,000 tourism businesses.

3. Opportunities and Challenges

Sustainable tourism

Currently 91% of UK staying holiday visitors arrived by car (UKTS 2005). Our aim has been to encourage
those visitors who travel to Wales by car to explore the area by bike or public transport once they have
arrived. There have been a number of initiatives in Wales designed to encourage visitors to explore their
destination by public transport, particularly in the national parks eg Snowdon Sherpa and Green Key,
PuYn Bus and Greenways Pembrokeshire and Brecon Beacon Bus, all designed to enable walkers to have
access to the national parks without the need to use a car.

Initiatives are continuing in Wales to encourage tourism operators to become more sustainable in their
operating practices through publications such as the Greening Your Business Toolkit, targeted at tourism
small and medium size enterprises (SMEs) and encouragement of tourism businesses to become Green
Dragon accredited (an environmental management system designed for tourism SMEs. The Assembly
Government has also been encouraging local authorities to introduce Integrated Quality Management
(IQM) systems to improve the quality of the visitor experience through better management of their tourism
destinations. IQM relies on regular measurement of visitor satisfaction levels and the monitoring of the
environmental, social and economic impacts of visitors so that the negative impacts on the destination can
be addressed and minimised.

In addition, Wales has sought to improve the quality of the coastal environment and the management of
our beaches through the Green Sea Partnership, which is chaired by Visit Wales. Since the launch of the
partnership in May 1996, the number of Blue Flag Award beaches, have increased from two to 43 and a new
Green Coast award for rural beaches introduced, with 50 beaches receiving the award in 2006.

The Assembly Government is shortly to publish a Sustainable Tourism Framework. The purpose of this
framework is to encourage action by public, private and voluntary sectors to make tourism in Wales more
sustainable.

Overseas markets

The relatively high spending and less seasonal overseas market is one area which Visit Wales has sought
to prioritise and in recent years, Wales has succeeded in attracting greater levels of overseas visitor spend.
This has risen from £248 million in 2001 to £311 million in 2005, an increase of 25%.

Visit Wales works closely with Visit Britain to promote Wales as a destination internationally and new
working arrangements with Visit Britain are providing more direct opportunities to promote Wales’
distinctive brands and products, especially in our more developed and short haul markets.

Major events

— The Assembly Government recognises the opportunities that the London 2012 Olympic and
Para—Olympic Games will oVer in terms of the unrivalled profile that the Games will bring to
Britain. Wales stands to benefit before, during and after the Games and we are working closely
with the Department for Culture Media and Sport and the Department for Trade and Industry to
ensure that the opportunities for Wales are maximised. It will be important for us to promote our
key sporting arenas as venues for the Games and to provide support to businesses seeking to
provide products and services. The cultural Olympiad oVers opportunities to profile the regions
of Britain and encourage visitors to stay longer and visit other parts of Britain.
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— In addition, high profile events such as the Wales Rally GB, the Centenary of the National
Museum and National Library, the Ashes Tour, 2007 Rugby World Cup, Smithsonian 2009 and
the Ryder Cup in 2010 will oVer the opportunity to raise awareness of Wales as a tourist
destination.

— The Ryder Cup in particular, puts us in an excellent position to raise Wales’ global profile prior
to and during 2012. We will use the event to enhance awareness of Wales as a dynamic and
innovative place to do business and use it as a catalyst to strengthen the tourism oVer
throughout Wales.

— Cultural tourism is one of the fastest growing sectors in Europe with projected growth rates of 15%
per annum and socio economic trends favouring future growth. With Wales being one of the few
countries in Europe to have a cultural tourism strategy and a national cultural tourism partnership
in place, we are well placed to capitalise on forecast growth trends.

— Wales has sought to capitalise on its superb natural environment for the further development of
activity tourism. It has product development strategies in place for all the key activity products
relevant to Wales such as the “Catching the Wave Watersports Strategy”. Wales is now recognised
as oVering world class centres for mountain biking.

Low cost airlines

Over the next 10–15 years the continued growth in low cost airlines is likely to present both a challenge
and an opportunity for the UK. The low cost of air travel means that it is often cheaper to take a break in
Europe than a break in the UK but, equally, UK destinations in close proximity to such airports could
potentially benefit from an increase in inbound short breaks. Visit Wales is currently investigating the
feasibility of establishing a tourism-based marketing scheme to attract more overseas visitors to Wales.

Conversely, any introduction of fiscal or regulatory measures to curb the growth in air travel due to
concerns about climate change could potentially boost Wales’ attractiveness as a domestic tourist
destination for short breaks and long holidays.

3. Achieving Our Potential

The national tourism strategy Achieving Our Potential (2006) sought to develop a customer focused,
innovative and profitable industry, which makes an increasing contribution to the economic, social, cultural
and environmental well being of Wales. The strategy identified five challenges for tourism in Wales:

— Distinctive Branding—the continued development of a distinctive and credible brand that
challenges perceptions and stands out from the rest, and which is reinforced at all levels of the
industry.

— Higher quality—While Wales has a growing number of high quality tourism products much still
needs to be done to ensure that it is perceived as a high quality destination that oVers a distinctive
experience throughout the year. More businesses will need to provide quality products which meet
and exceed the changing needs and expectations of visitors. Investment in the product; together
with innovative ways of working are required to capture growth markets. The harmonisation of
grading schemes across Britain can act as the catalyst to grow accommodation participation in
grading schemes, which, as a result of the guidance provided by a quality adviser, can lead to
quality improvements over time.

— Easier Access—Welsh tourism products need to be more accessible to the key markets via online
visibility and other more traditional channels. Whilst some tourism accommodation businesses in
Wales have been at the forefront of online booking, it remains a challenge to encourage more
accommodation providers to realise the full potential of IT, including that of online booking.
Wales has the opportunity to benefit from the development of more direct air links between CardiV
and key overseas markets and improved business links with international airports serving Wales.

— Skills—Recruitment and retention remain a significant challenge and present a barrier to
achieving higher levels of professionalism in the industry. Work across a variety of fronts continues
to promote the development of skills. Particular attention is being paid to the continuous
enhancement of management and leadership skills, improving chef skills, raising the standards of
customer service, encouraging training providers to understand and meet the training needs of the
industry, and developing closer links between the HE sector and tourism.

— Partnership—to develop eVective collaboration within the industry including strong partnership
working at the national, regional and local level for tourism marketing and development.
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5. Conclusion

The tourism sector in Wales has a high growth potential oVering a rich cultural heritage, and a stunning
natural environment. Wales oVers ample opportunities to participate in activities such as mountain biking,
fishing, golf, watersports and cultural attractions.

Our aim in future is to secure a sustainable, long term future for the tourism sector through responsible
destination and business management. We will work to continue to develop a customer focused, innovative
and profitable industry, which makes a valuable contribution to the economic, cultural and environmental
well being of Wales.

Memorandum submitted by the National Museum Directors’ Conference (NMDC)

1. Introduction

The National Museum Directors’ Conference (NMDC) is a membership organisation of the leaders of the
UK’s national collections. These comprise the national museums in England, Scotland, Wales and Northern
Ireland, the British Library, National Library of Scotland, the National Archives and the Ministry of
Defence sponsored national museums. NMDC exists to represent the interests of the national museums to
government and other stakeholders; to play a key role in the development of policies and a national agenda
for UK museums; to increase awareness of the work of its members and their contribution to society and
the economy; to discuss and present views on matters of common interest to its members. The current chair
of NMDC is Mark Jones, Director of the Victoria and Albert Museum. Further information about our
activities can be found on our website at www.nationalmuseums.org.uk

We welcome the opportunity to make a submission to the Culture, Media and Sport Committee’s inquiry
into the tourism sector in the UK.

2. Museums as Drivers of Tourism

Britain’s museums and galleries are a vital part of the mass visitor attraction business. According to
research by the Association of Leading Visitor Attractions, seven out of the top 10 leading visitor attractions
in the UK are national museums.29 A recent NMDC report by Tony Travers30 found that visits to Britain’s
major museums and galleries are 50% higher than the annual number of visits to the West End and
Broadway theatres combined. Tate has over six million visitors per annum, followed by the British Museum
and National Gallery with over four million. The National Museum of Science and Industry, the Natural
History Museum, the Victoria and Albert Museum and Imperial War Museum each have between two and
four million visitors every year.31

Data about overseas visitors is less easily available than for total attendance. Nevertheless, the Travers
report suggested that in the years 2002–03 to 2005–06, there were a total of 10 to 11 million overseas visitors
per year to the major institutions covered by the study.32 It is clear therefore that these institutions are a
key component in Britain’s tourist “oVer”.

These cultural tourists make a significant contribution to the UK economy. In the NMDC’s Valuing
Museums report, published in 2004, it was estimated that around £320 million per year was spent in the UK
by overseas visitors solely as the result of the time they were willing to attribute to museums and galleries.
And the Travers report suggests that it would be realistic to assume that at least £350 million a year is now
generated by overseas visitors attracted by major museums and galleries.33

Museums and galleries are major drivers of British tourism and generate significant tourism income. It is
therefore crucial that the Government continue to recognise the importance of museums and galleries as
tourist attractions and invest in them accordingly. The bodies responsible for promoting inbound tourism
(DCMS and VisitBritain) must also reflect in their work the attraction of the museum sector to visitors from
overseas.

29 Association of Leading Visitor Attractions, Visits Made in 2005 to Visitor Attractions in Membership with ALVA http://
alva.org.uk/visitor—statistics/

30 Travers, T (December 2006) Museums and Galleries in Britain: Economic, social and creative impacts, National Museum
Directors’ Conference & Museums, Libraries and Archives Council.

31 Ibid.
32 Ibid.
33 Ibid.
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3. Challenges facing Museums as Major Tourist Attractions

The Committee has recognised in its terms of reference that the domestic and inbound tourism industries
face a number of challenges including the growth in cheap flights abroad. It is important to recognise that
these issues do not only have an impact on “traditional tourist resorts” but on a wider range of attractions.

We are concerned that the UK is at risk of falling behind as a venue for cultural tourism. As the table
below illustrates, figures published by The Art Newspaper show that in 200634 London dropped from
second to sixth place for total number of visits to major exhibitions, falling behind Paris, Washington,
Tokyo and San Francisco for the first time. London has averaged about four million such visits in each year
from 2000 to 2006, while the New York number is almost double that. While visits to exhibitions in London
are high, the latest figures show that these have not kept pace with the scale of increases in New York, Paris,
Los Angeles, San Francisco and Tokyo.

One particular concern is that the public realms in which the museums operate are poor by international
standards. The Trafalgar Square scheme has significantly improved the visitor experience to major the
National Gallery and National Portrait Gallery. Yet other important museum environments such as
Exhibition Road, home to three of the major national museums, remain neglected. In addition, museum
transport links, particularly outside London, are often inadequate and prohibitively expensive. This is a
particular issue for National Museums Liverpool as they prepare to participate in European Capital of
Culture in 2008.

As well as the change in inbound patterns of tourism we believe the growth in visits to major exhibitions
in international cities is, at least in part, due to the relative ease with which UK residents can now travel
abroad to visit galleries.

There are concerns at present within the sector that a less than favourable settlement in this year’s
Comprehensive Spending Review will further undermine the ability of our museums and galleries to host
major exhibitions to attract tourists from both within and outside the UK.

We would welcome the Committee’s support for increased funding for the sector to maintain the position
of Britain’s museums and galleries as world class tourist attractions.

We ask that the Committee draw the Government’s attention to the under-investment in the public realms
and transport systems in which the museums and galleries operate.

4. Museums and the Olympics

The Olympiad is a unique opportunity to showcase Britain’sUcultural institutions to an international
audience and the Government has long recognised that museums and galleries, along with other cultural,
heritage and tourism institutions, have a leading role to play in the 2012 London Olympic Games, starting
as early as 2008.

Cultural venues such as museums and galleries will also have a significant role to play in ensuring the
Olympics reach beyond the capital and into the nations and regions. Many of the national museums and
galleries are based outside London and hence will play an important part in delivering a strong cultural oVer
across Britain through to 2012 and beyond.

We welcome proposals for the Great Exhibition. It will be important to ensure that adequate investment
is made in our cultural institutions—including museums and galleries—in the run up to the 2012 Olympic
Games to ensure that they help to promote the UK and make a full contribution to the Games and their
legacy.

March 2007

Memorandum submitted by West Dorset District Council

I am writing in reply to your letter of 7 August 2007 seeking an indication of the challenges faced at a
local level in promoting and sustaining the tourism economy.

West Dorset is a sparsely populated rural district where tourism supports 14% of employment and
contributing £252 million to the local economy (Value of Tourism Report 2005, June 2007, SWT). The
district council invests a significant budget in supporting marketing activities and sector development input
through long-established partnership activities, and in operating 4 tourist information centres across the
district receiving more than 0.5 million customers per year.

The sector is characterised by small and micro businesses—often lifestyle—who in some cases may not
wish to trade outside of the peak holiday season and who often trade below the VAT threshold.

34 The Art Newspaper, No 178, March 2007, Exhibition Attendance Figures 2006.
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Supporting the tourism sector is currently a discretionary function of local government. As such, it is
therefore vulnerable to budget reviews and reductions when there are pressing budgetary requests in
statutory functions of the council. This obviously aVects the volume and quality of promotional activity and
sector support oVered by the council in a sector predicted to grow locally by 2016 (West Dorset Economy
and Labour Market Profile, May 2007, Dorset County Council).

Tourism is treated diVerently by Government, despite it being an, albeit special, sector of the economy.
The DTI, now DBERR, has a clear remit to support business and industry, but this does not include the
significant tourism sector supported separately by DCMS.

HM Treasury Sub National Review of Economic Regeneration (July 2007) proposes a “focused statutory
economic duty” for local authorities but does not make clear if this is to include tourism.

The current lack of identified national key performance indicators for the sector, or for the support of the
sector, are a significant disadvantage when assessing the performance of both the council’s activities and the
sector with similar destinations and districts.

This is particularly true in assessing the provision of tourist information centres, which range in operation
from full-time professionally staVed and funded by the local authority—to part-time seasonal operations
manned by volunteers and supported by grant or donation from many sources.

There are a number of support initiatives—established or in development—which are or will be
partnership activities. With tourism support as a discretionary service for local authorities, equitable
contributions to partnership activities are at risk, and there is a risk that eventually economies of scale will
disappear and worthwhile partnership activities decline or cease as resources are reduced by some partners
and those activities become unaVordable for remaining partners.

This lack of recognition of the sector does not encourage wider acknowledgement of the role of the council
functions (at any tier of local government) in supporting tourism or in considering the input of service
delivery in this sector. For example, in recent years we have seen proposals for significant highway
maintenance on busy coastal tourist routes during the peak holiday season.

Similarly in planning, there may be policies to support the retention of village services (shops and pubs
particularly), but restrictive policies which mitigate against redevelopment within existing tourism
accommodation, or development of new accommodation, which through visitor occupation and resulting
local spend has the potential to contribute towards the retention of the local facilities.

I would therefore encourage the committee as part of its inquiry to particularly consider:

1. Whether tourism as a sector is to be included in the statutory delivery identified in the Sub National
Review of Economic Regeneration

2. Research into the creation of some appropriate KPIs to enable relevant comparison of sector
performance and service delivery.

September 2007

Memorandum submitted by Pembrokeshire County Council

(1) I refer to Mr Kenneth Fox’s letter of 7 August, 2007 inviting the County Council to make a submission
to the Culture, Media and Sport Committee’s new inquiry into the tourism sector, an opportunity which we
welcome.

(2) The Local Government Association and the British Resorts and Destinations Association, of which
the County Council is a member, have oVered submissions (with which we largely concur), which cover
many of the higher level issues but which tend to have an English emphasis. The following points relate to
Pembrokeshire’s perspective as a destination in the far west of Wales, with a tourism industry that is largely,
but not entirely, made up of small and micro-businesses. A high value visitor economy could do much to
assist a “soft landing” for the overall local economy once the current employment “boom” associated with
LNG construction work comes to an end.

Challenges and Opportunities

(3) The industry here suVers from a lack of competitiveness, being expensive compared with overseas
competition; vulnerable to the eVects of factors beyond its control and therefore prone to market failure,
which the public sector is often looked to to mitigate, particularly in areas where tourism is one of the main
elements in the local economy when direct, indirect and induced eVects are considered. Tourism strategy
locally focuses on the key objectives of quality, accessibility, sustainability (in the context of reducing
seasonality as well as environmentally) and eVective partnership working, because the opportunities for the
destination rest in the establishment of high quality, year round products which focus on local
distinctiveness and providing good value for money. This requires growth to achieve and growth is likely
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to be in special interest and additional holidays—if we are not to lose out in these markets Pembrokeshire
must be easy to access, and perceived as such, and so current inadequacies in the Welsh trunk road and rail
systems as you travel westward must be addressed.

(4) Challenges also relate to low occupancy levels, particularly in traditional serviced accommodation,
exacerbated by the lack of year-round “business” tourism, which lead to lack of resources to invest in
premises and businesses and subsequent deterioration of the fabric of resort areas such as Tenby and
Saundersfoot. Industry representatives in most sectors complain about an increasing regulatory burden,
which becomes too much for micro-businesses—this, combined with what are perceived as high business
rates, high property values, low profit margins etc. could lead to reduced bedstock levels and quality.

Effectiveness of DCMS and VisitBritain

(5) Devolved responsibilities in Wales mean that we have little direct involvement with DCMS itself.
However, engagement with VisitBritain is diYcult—there is a lack of clarity between its “British” and
“English” functions and it is diYcult to identify who to talk to about what. There is also a tendency for
DCMS/VB to be geared up to working with major players dealing with overseas visitors, rather than smaller
destinations with a more domestic than inbound focus which probably describes most areas of the UK.
Communication tends to be via blanket mailings which inform what VB has done rather than facilitating a
more constructive dialogue.

Structure and Funding of Sponsored Bodies

(6) In the last 5 years of its existence the Wales Tourist Board was a very eVective and pro-active customer
and market focused organisation which developed a number of productive relationships and partnerships
with the industry and local authorities. The Regional Tourism Partnerships (RTPs) bring together local
industry representatives and local authorities to deliver national strategy at a regional level (in our case
South West Wales). Whilst our experience of the post-merger “VisitWales” as a department of the Welsh
Assembly Government is not as positive as that of WTB, the WAG-funded RTP provides an excellent
vehicle for strategic links with the devolved government whilst aiding close co-operation at a regional level.
This arrangement is highlighted as focused good practice. However, given that local authorities, by virtue
of the range of services they deliver and their detailed local knowledge, are the organisations best placed to
lead on destination management and development, consideration should be given to identifying workable
funding mechanisms which would enable councils to devote more resources to this activity in areas where
tourism is a key economic driver.

Current tax regime/proposed “bed-tax”.

(7) The industry has long maintained that the regime of business rates, VAT etc. contributes to its lack
of competitive edge compared with overseas destinations (adding to matters relating to climate/weather and
cheap flights abroad), and the image and reality of poor pay and conditions for workers. Very recently in
Wales the self-catering sector successfully lobbied against its exclusion from small business rate relief by the
Welsh Assembly Government, which highlights the sensitivity of the industry to changes in the tax regime.
Generally speaking the industry isn’t competing on price now and the introduction of a “bed tax” would
make matters worse. There are a number of practical issues:

— a bed tax cannot be applied equally across sectors and the burden will fall on some serviced sectors
which are under pressure here already.

— as Statutory Registration has never been implemented, establishments and “beds” not identified
through grading schemes or rating systems will escape. This may cause operators to opt out of
quality schemes etc. and go “underground”.

— implementation would involve a very complex system and it is likely that a bed tax would cost as
much to collect and enforce as it would earn.

— there is the possibility of reduced bedstock and earning potential.
Tourism data

(8) Tourism data is very poor. In reality we have no idea of the true volume and value of this complex
industry. The UKTS has been largely devalued as a source and needs to be re-thought. The Cambridge and
STEAM models, which are the only existing means of assessing volume and value at the local level, are
inadequate and expensive for local authorities with substantial bedstock levels; outputs between local areas
using the diVerent models cannot be compared and, although some consider them worthwhile for trend
data, the actual figures derived for visits, spend, employment etc. bear no relationship to reality.
Government would do well to investigate volume and value alternatives that can be applied meaningfully
at a local level, thereby identifying variations in performance and changes in consumer behaviour. This is
not the case with Tourism Satellite Accounting, which is currently fashionable, but only workable at
national or sub-national level.



Processed: 04-07-2008 22:08:58 Page Layout: COENEW [E] PPSysB Job: 386902 Unit: PAG1

Ev 384 Culture, Media and Sport Committee: Evidence

(9) Market intelligence in terms of consumer demands and trends could be made more accessible by
VisitBritain. The amount of information is much reduced compared with 5 years ago when CDs were
distributed on a quarterly basis free of charge. Awareness of information availability on websites is not
guaranteed and it is not always easy to find. Visitor satisfaction/perception surveys carried out at local level
provide very useful intelligence but obtaining meaningful sample size and variety can be costly.

Environmentally Friendly Tourism

(10) The higher level issues relating to the environmental friendliness of tourism such as encouraging less
air travel etc. will have been covered by others. At a more local level it is often more relevant to reduce the
focus on changing travel patterns to and from the destination (as in practical terms the vast majority of
visitors will still come to Pembrokeshire by private car regardless of the other options provided) and to focus
more on visitor behaviour whilst on holiday, such as:

— our dedicated coastal bus service for walkers and those visiting beaches, despite being very well
used and popular, requires public sector subsidy, which is increasingly diYcult to sustain and
resource.

— we promote strongly the use and consumption of local produce which is beneficial to local
businesses, but is also good in terms of “food miles”.

— we promote codes of conduct for operators oVering wildlife-watching trips and activity pursuits,
in order to protect landscape and wildlife, and also promote responsible behaviour on the part
of visitors.

— a better way of identifying environmentally friendly businesses is required—Pembrokeshire has
the first “eco-hotel” in Wales but no classification exists to cover or help promote it. The newly
“harmonised” grading scheme is not helpful in this respect.

— “green business” schemes such as “Green Dragon” are perceived as overly bureaucratic by small
businesses—a lower cost/self assessment scheme which is less prescriptive and also better
understood by visitors would be preferable—and the public sector should be better able to assist,
for example, with recycling facilities for self catering/caravan sites than it is currently.

In short, actions at the local level are more beneficial to environmental considerations within destinations
than a focus on higher level issues, and, when aggregated nationally can make a substantial diVerence, but
these local actions require resourcing.

London 2012 Olympic Games

(11) Whereas supplier businesses from across the country will have the opportunity to benefit from the
London 2012 Olympic Games, the impact on the tourism industry outside those immediate areas where
events are to be held is likely to be less positive:

— the Games will be held in the summer so UK residents who might normally holiday in, say,
Pembrokeshire, may decide to devote their holiday budget to attending the Games.

— it is well documented that major sporting events such as Rugby and Football World Cups (even
when held in other countries) do not benefit tourist destinations in that people stay at home and
watch the events on television.

— the additional overseas visitors generated will be coming for “the Games” and it will be diYcult
to persuade them to spend time elsewhere in the UK, before during or afterwards.

— destinations some distance from London could, however, promote themselves as an “alternative
to” or “escape from” the Games!

— the potential for visits in subsequent years, from people who initially came for the Games, is
unknown, but likely to be limited, particularly for the more far flung areas of the UK.

(12) It is hoped that the foregoing addresses the issues of most concern to the Committee and provides
some food for thought from a local area perspective.

September 2007

Memorandum submitted by Penwith District Council

As we represent the most westerly authority in England (Penwith), and tourism revenue represents
upwards of 28% of our economy and supports a similar percentage of total employment, we would like to
make the following observations:

1. Over 90% of our visitors are domestic (SWT figures).

2. 96% arrive by car (SWT figures).
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3. We are situated in a large RDA region in which it is quicker to reach the Scottish border from its
Northern border than our own District boundary.

4. It is often cheaper to fly to continental Europe from London than to Newquay.

These basic headline facts highlight some current issues we face and provide a framework for our response
to your questions. In essence, we broadly agree with the submission provided by the Tourism Alliance. In
relation to your specific lines of inquiry, we make the following comment:

On DCMS & Visit Britain

For such a globally, nationally and regionally significant sector, it says much that the lead government
department for tourism; namely the DCMS, does not bare a “T” in its name. A small but perhaps significant
oversight! Yes, we have Visit Britain and a Tourism Minister, but whereas the Minister for Culture and the
Minister for Sport have a clear home, no such obvious home exists for the Minister for Tourism. That apart,
our principal concerns lie in three areas:

1. QIT and the AA, the two guardians of the National Quality Assurance Scheme, have of late been
rather lax in turn-around times for new applications, perhaps this is because of the number of new
applications. Given we have self-assessment for fire risk assessments, could not the same approach be
adopted for quality ratings, of course subject to random auditing?

2. Whilst intuitively one can see why international customers may log onto visitbritain.com, the same
cannot be said of UK customers and enjoyengland.co.uk. If this is to change, far more resource needs to be
put behind getting the name out there, so that it can start really driving domestic bookings.

3. The creation of DMOs makes perfect sense, however, given the non-statutory status of tourism and
the recent round of unitary awards, much resource is being lost before these DMOs actually come into being.
With little money flowing down to adequately put them on a sound footing from the outset, one does
question what interest the trade will have in supporting such entities. Clearly the trade will support
marketing initiatives, but if the rationale is to position marketing as a function of Destination Management
and thereby engage the industry in the totality of the product on oVer, then the issue of proper short-term,
or launch funding of the various DMOs, needs addressing urgently. If it is not, then we are concerned that
the industry will fracture around the best marketing channels and the quality debate will be lost for at least
a generation, damaging both the industry and the consumers perspective of our region.

On Taxation

Local feeling is strongly opposed to a bed tax, indeed the main trade body; the Cornwall Commercial
Tourism Federation, made representation to the Lyons enquiry to that eVect.

We feel a BIDS style scheme would be a better route forward, if a collection of towns were enabled to
work together. If not, then given the small scale of many of our towns, administration would probably
outweigh any benefits.

On Data

Most tourism data is inadequate. The occupancy figures used and distributed by SWT can be based on
as few as three businesses responding from an area, yet are often presented as gospel. We would welcome
some reassurance on the robustness of these figures.

Additionally, last year they issued the statistics with a health warning that we could not use them to
compare with activity from the previous data set, due to the methodology having changed. This wipes out
one of the primary reasons why we pay for the data—to do exactly that—to see how the structure of our
tourism economy changes year on year.

Useful data would include the currently collected data sets, but with more robust numbers participating
(to include both above and below VAT threshold businesses) and a choice made between either the
Cambridge or STEAM models and then the chosen one consistently used.

September 2007
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Memorandum submitted by Calderdale Metropolitan Borough Council

Some Brief Context

Calderdale Metropolitan Borough Council is pleased to respond to this consultation, and welcomes the
Culture, Media and Sport Committee inquiry into the tourism sector within the UK. Situated at the heart
of the Pennines, Calderdale is a non-traditional tourism destination. Halifax is the district centre, with the
Calder Valley winding its way up to the Pennine Moors through the key market town settlements of Sowerby
Bridge, Hebden Bridge, to Todmorden at the Lancashire border. A wealth of rural settlements such as
Luddenden, Midgley and Ripponden link to the dramatic landscapes for outdoor activity, whilst a stunning
cultural and industrial heritage, supported by local festivals and events, museums and attractions including
Eureka!, attract visitors from across the country and abroad. The majority of accommodation providers
oVer small scale self-catering and bed and breakfast accommodation, with Elland and Brighouse easily
accessible from the M62, junctions J22-25 oVering larger hotel accommodation more suited to the
conference and business market. The value of tourism to the local economy is £174 million, over three
million day trips occur to the district each year generating an estimated £96.6 million, whilst the staying
visitor market accounts for over 1.2 million bed nights and £66.5 million of expenditure, virtually an equal
split between business, holidays and the VRF market (CEM 2005). Tourism employment supports 3,280
FT equivalents, 30% in the traditional arenas of attractions and accommodation, with c60% in retail and
catering sectors.

Calderdale’s Tourism Position

Calderdale’s approach to tourism is through interventions in four key areas—business support,
marketing and promotion, product development and eVective representation and strategic direction. Whilst
working with local businesses and local promotion, Calderdale is engaged within the new sub-regional
agenda working in partnership with other West Yorkshire Authorities, and at a regional level with the
Yorkshire Tourist Board and Yorkshire Forward.

We believe that tourism is grounded within a sense and quality of place. Activity to enhance the tourism
product should be of benefit and enhance the attractiveness and appeal of the district, interventions in terms
of renaissance activity, business diversification, planning guidance and developments in the cultural sectors,
all provide the impetus for the development of an attractive tourism destination. Tourism needs to be
integral to the overall regeneration of the borough.

Responses to the Specific Questions in the Consultation

We would wish to make the following points from a Calderdale perspective to the Committee’s specific
questions.

Challenges and Opportunities for the Domestic and Inbound Tourism Industries

Calderdale is non-traditional tourism destination, and the impact of challenges such as cheap flights has
oVered more of an opportunity than a threat to such areas. Inbound tourists, particularly those from short
haul European countries enjoy the distinctiveness of local places, heritage, culture and landscapes.
Calderdale oVers a wealth of opportunity in these areas and is a good touring destination for such visitors,
situated at the heart of the country in-between the city region’s of Manchester, Leeds and SheYeld. The
move from traditional long-stay holidays to more “experiential” tourism, facilitated by changing work and
holiday patterns, shifts in disposable income, and improved access, has also aVected Calderdale less than
other traditional resorts. The product is diverse and generally oVers something for everyone. Whilst a
number of the accommodation establishments are traditional in their approach, the growth of high quality
self-catering and the development of new quality bed and breakfast and restaurants oVer a more high class
quality, expected with such trips. Calderdale also benefits from the move towards more adventure and “self-
fulfilling” tourism, with long-distance walks such as the Pennine Way and Calderdale Way, highly popular
and a key source of overnight stays in the area. Day visits to the region are high, due to the location of key
urban settlements of greater Manchester, Bradford and Leeds; and the greater accessibility of Calderdale
compared to its renowned neighbours (Yorkshire Dales and Peak District). Although an opportunity
diversity is a challenge. Trends in holiday behaviour and consumer habits fluctuate more then ever before,
and with a lack of quality tourism data, trend or benchmarks it is diYcult for smaller destinations such as
Calderdale to know how best to develop product for best return on investment.
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Effectiveness of DCMS and its Sponsored Bodies in Supporting the Industry

Whilst Calderdale welcomes the moves in previous years to create a more eVective structure for the
tourism industry—creation of VisitBritain with a marketing remit, agreement on common quality standards
across the UK—there still remains a lack of clarity on the roles and responsibilities of agencies involved in
the tourism agenda. Local Authorities have been perhaps the most constant of all agencies in developing
tourism, enhancing local areas and investing in product on the ground, however in new structures, the role of
Local Authorities is less clear. There is a desire to involved more productively the private sector, and whilst
welcomed there has to be recognition that many businesses within the sector are small scale and synergies
with Local Authorities are paramount. There remains a policy gap at the national level, which in part is due
to the diYculty in adequately assessing the impacts of tourism, or fully understanding the visitor economy.
There is also a need for DCMS to engage more eVectively with other government departments—eg DEFRA,
DCLG, DTI in terms of recognising that tourism has a cross-cutting agenda.Given the Government’s
significantly increased emphasis on the responsibility of local government for local economic development
and indeed ‘place shaping’, the relative marginalisation of local government in the governance and strategic
support structures for tourism is unhelpful. Infrastructure monies will be made available to support
achievement of the Government’s housing growth targets. Where is tourism reflected in their agenda?
Tourism relies on developments and interventions in other departments to build the visitor economy, and
often linkages between such departments are lacking. For example transportation interventions are key to
ensuring a sustainable tourism agenda, whilst the impact of Foot and Mouth and changes within the
agricultural sector can have a huge impact on sustainability of local businesses, distinctiveness of landscapes
that all attract tourists. In original guidelines for the new Rural Development Programme for England,
tourism businesses were specifically excluded from obtaining business support opportunities, yet such
businesses can ensure the viability and feasibility of local centres by adding impetus to the local economy.
The devolution of strategic responsibility for tourism to RDA’s, has proved eVective in channelling specific
resources to individual regions, but the diversity with which this has happened, as well as the diYculties
associated with cross-RDA intervention, means that lack of this is not as eVective as it could have been.
Important questions remain about the accountability and governance of RDA’s in relation to local and
emerging city region democratic governance structures.

The Structure and Funding of Sponsored Bodies in the Tourism Sector and their Effectives in
Promoting the UK

Two major comments are pertinent here, firstly tourism is not just about promotion. At the heart of
tourism is developing environments, places, cultural interventions that enhance localities. Destination
improvements do not have a quick return on investment, rather their economic return is over a far longer
time period and far harder to quantify. Secondly, in tourism terms, promotion is about destination identity,
and the eVectiveness of the new structures within the tourism arena is often linked with a consistent “brand”.
In the case of Yorkshire, it has proved far easier to engender a sense of cohesion with areas such as the
Yorkshire Dales and the North York Moors. It is more diYcult when across an area such as West Yorkshire
there is no easily identified brand proposition—Leeds and Bradford for business tourism, Pennine
Yorkshire, Bronte Country and others for the leisure market. The lack of interaction and collaboration
between RDA’s, for example in areas such as the South Pennines, means that although such an area perhaps
has more resonance as a destination, interventions are diYcult to organise and manage. The focus for
marketing is not as strong as it might be in terms of overall coordination and leadership. Domestic
marketing by its remit encourages RDA’s to compete against each other for visitors to their areas and with
private sector tourism businesses primarily interested in marketing, marrying private sector investment,
destination distinctiveness versus eVective coordination is a challenge.

The Effect of the Current Tax Regime Upon the Industry’s Competitiveness

The Air passenger duty has been implemented for understandable environmental reasons, but if we are
serious about environmentally sustainability, then a more coordinated approach with transport providers
and accommodation providers would be useful. In order to encourage more visitors to holiday in the UK,
the quality of product has to improve, and there needs to be implementation across the board of issues such
as quality assessment, accessibility etc. In terms of “bed tax” we support the view stated by the RDAs and
Yorkshire Tourist Board, that such a duty is targeted at the staying visitor, who is both the most sustainable
and oVers the greatest economic return to a destination.

Data on Tourism which would Prove Useful to Inform Government Policy

Issues associated with the diYculties of obtaining reliable and timely information on tourism have long
been debated. The criticisms levied at both the Cambridge and Stream models of economic assessment and
to a lesser extent Tourism Satellite accounting are well documented. The key problem with data pertinent
to the tourism economy is the timescales. In an industry that changes and responds to challenges on a regular
basis (foot and mouth, IIFA awards, Olympics) there is a need for consistent annual data that reflects the
current situation, and for a greater level of forecasting and benchmarking. At the individual business level,
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improved occupancy information would prove invaluable for destinations, able to benchmark performance
and identify gaps in demand that could then influence regeneration and planning policies. Statistical
confidence in data is crucial and there needs to be a strong steer from government bodies in moving this
agenda forward. In determining the future policy, there is also a need for, and acceptance of, forecasting
models to enable a greater recognition of the economic impacts on tourism, It was estimated by the BTA
(2002) that the average expenditure required in the tourism sector to support one job was £38,000. This
figure can be adjusted to allow for regional cost adjustments and inflation but is not always accepted by
RDA’s as an economic return figure. Multiplier eVects can also be applied to tourism, both supply chain
and recycling of expenditure, but neither are well used to enhance economic arguments and the synergies
between tourism and other areas. To a certain extent, the data required to influence policy requires an
attitude to risk versus proof. Those RDA’s that have recognised the long-term benefits of enhancing visitor
destinations—South West Tourism and NWDA, are excelling in promoting their destinations and
development of their product. There is little specific data on the ground to back up such an approach, but it
is evident over time the impact will be obvious, in a better quality of environment, more businesses, enhanced
community pride and

The Practicality of Promoting More Environmentally Friendly Forms of Tourism

Calderdale welcomes the move towards more environmentally forms of tourism, but feels that this needs
to be part of a wider, more holistic cultural change. At a local district level we have already established a
successful partnership with Northern Rail to promote visits to the area by train, and work eVectively in
partnership with METRO to enhance transport interchanges within the area. The practicalities of moving
to more environmentally friendly forms of tourism cannot always be driven by profit margin. Visitor and
traYc management in remote locations, such as rural areas that link walking routes, cycleways, and small
village centres as well as town and city centre hotspots is crucial to any move towards sustainability of areas.
We welcome the opportunities to support businesses in the development of more environmentally
sustainable tourism benefits through grants, energy eYciency measures and greater knowledge, but as
mentioned above, the tourism sector relies on significant numbers of smallscale businesses and this is a long
term task.

How to Derive Maximum Benefit for the Industry from the London 2012 Games

The 2012 Olympics provide a real opportunity for the Britain to showcase to the world its distinctiveness
and character. However that requires interventions now, that may not reap rewards until 2012 and may
never oVer a definitive ROI. It requires a recognition of what will be crucial to success—the welcome, the
quality, the accessibility, the sport, the training camps etc. As mentioned above the regulations for RDPE
suggest excluding tourism businesses, nowhere is there mention of enhancing customer care of industries or
investing in language skills to oVer a full welcome. If the UK are to derive maximum benefit then tourism,
culture and sport have to be at the centre of policy. The long-term benefits to the UK economy of a successful
Olympics in terms of economic diversity, trade relations, community cohesion are all significant. The
Olympics needs to encourage visitors to “stay longer”, oVering a real reason to stay for more than just the
games. It requires RDA’s to work together to best benefit from holding training camps, realising it is not
competition but eVective partnership for a greater return. Equally there needs to be a recognition that in the
majority of cases, the Local Authorities will act as the delivery agent on the ground, whether this be through
their planning policies, regeneration and renaissance developments of community cohesion strategies. It is
imperative that they are kept informed and advised throughout the process. Setting targets for sport, culture
and tourism for 2012 also need to be carefully considered. The legacy of the games is perhaps more
important than the games themselves, how does the UK respond and develop post 2012 is just as important
as how the UK develops until 2012.

We thank you for the opportunity to respond directly to this inquiry and welcome receipt of your findings
in due course. The Partners for England initiative is welcomed, but this must be clearly fed down to all Local
Authorities, many of whom have been the only constant bodies specifically advocating tourism development
over the last 40 years. Local Authorities are ready and able to play a more central role in the strategic
development and delivery of tourism for the United Kingdom.

September 2007

Memorandum submitted by the Highland Council

The Highland Council welcomes the additional opportunity being given to local authorities to respond
to the House of Commons Culture, Media & Sport Select Committee inquiry into tourism.

Whilst recognising that many areas of policy that aVect tourism are devolved matters there are however
three main issues aVecting Highland tourism that are the responsibility of the Westminster Government:

— VAT on tourism services and fuel tax duty
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— the work of VisitBritain

— air links to and from the Highlands.

The Highland Council therefore wishes to provide further detail on the challenges that these pose for the
tourism industry in the Highlands and to this end a memorandum covering those issues is enclosed. Also
included by way of a summary is a copy of the paper presented to and approved by the elected Members of
the Highland Council’s Planning Environment and Development Committee.

As requested in your letter, the Highland Council are happy for this information to be published.

Summary

The Westminster Government is currently undertaking an inquiry into tourism. This report outlines some
tourism issues that are aVected by UK policies and incorporates a draft response for Members’ comment.

1. Introduction

1.1 Earlier this year the House of Commons Culture, Media & Sport Select Committee commenced an
inquiry into tourism. While the initial closing date for written submissions has passed and the second stage
of holding oral evidence sessions does not commence until the autumn, the Select Committee have invited
local authorities to comment by 1st October 2007 in an attempt to secure more responses to the consultation.
The Select Committee has acknowledged that many areas of policy that aVect tourism are devolved but there
are areas where UK policy has an eVect on tourism in Scotland.

2. Tourism Issues Affected by UK Government Policy

2.1 There are three main issues aVecting Highland tourism that are the responsibility of the Westminster
Government:

— VAT on tourism services

— the work of VisitBritain

— air links to and from the Highlands.

2.2 The current Inquiry into tourism provides an opportunity for the Council to comment on these issues
and to this end a draft response is attached as an Appendix to this paper.

2.3 Both the Council’s Tourism Working Group and the Highland Area Tourism Partnership have
previously debated the issue of VAT on tourism services and raised this with both the Scottish and
Westminster Governments. This issue is closely allied to the Council’s Administration commitment to
“work with the Scottish Government on their policy of removing the burden of rates for the smallest
businesses entirely and reducing rates for others”.

2.4 Although VisitScotland market Scotland in a number of key international markets, increasing
international tourism to the Highlands is still to an extent dependent on the work of VisitBritain, an
organisation whose work is directed by the Westminster Government.

2.5 There are concerns in the Highland tourism industry that the key route to London Heathrow and
Gatwick could be lost due to the competition for landing slots. The current Council Administration
programme includes an objective to “continue to work to safeguard Inverness to Gatwick and Inverness to
Heathrow flights”.

3. Recommendation

Members are invited to approve, with amendments as appropriate, the draft response to the House Of
Commons Culture, Media & Sport Select Committee Inquiry Into Tourism.

1. Introduction

1.1 The Highland Council is the local authority responsible for providing services to a population of
215,000 inhabitants across a large physical area (1/3 of Scotland) that is one of the most peripheral parts of
the United Kingdom and indeed of the European Union. The Highland Council provides significant funding
towards VisitScotland’s operations in the Highland area and supports industry initiatives to develop the
sector. Additionally the Council itself is heavily involved in tourism particularly in the provision of tourism
services including sports and archaeological events, countryside ranger led activities, paths and cycle routes,
picnic areas, parks and gardens, visitor centres, museums, leisure centres, public toilets and street cleaning.
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2. Tourism in the Highlands

2.1 Tourism is the area’s most important industry bringing direct expenditure of over £584 million (2005
figures). Indirect expenditure brings an estimated further £158 million with much of this supporting other
parts of the Highland economy eg food producers. Over 13,000 people are employed in Highland tourism
(13.5% of the workforce) and this excludes the tourism related self employed. The importance of tourism
to the Highlands also extends beyond the economic benefits, for example, by:

— Helping sustain community facilities such as village shops and leisure facilities.

— Helping to sustain communications such as road and rail public transport as well as air routes
which become justified by the volume of inbound tourism.

— Enhancing the profile of the Highlands which is essential in attracting people to live, work and
invest in the area.

3. Issues Affecting Tourism in the Highlands

3.1 Highland tourism is aVected by a number of issues common to other tourism destinations such as
changing consumer behaviour (a move towards more but shorter breaks), seasonality and the growth in the
number of new tourism destinations. However, these diYculties are compounded by the physical distance
of the Highlands from main centres of population and the higher cost base that makes it more diYcult to
compete with other areas. Whilst the policies required to tackle some of these issues are the responsibility
of the Scottish Government, others fall within the remit of the UK Government.

3.2 The EVect of VAT on Tourism Services

Being a consumption tax, VAT is ultimately borne by the final consumer and is not therefore a direct
charge on businesses but, in practice, as the application of this tax does impact on the prices charged by
the business it directly has an impact on business competitiveness. Hence, as it is known that price is a key
determinant of tourism demand (for example, any changes in foreign exchange rates aVects the volume of
inbound visitors), charging a higher rate of VAT will reduce the volume of visitors. Research undertaken
by the Highland Council Tourism Team for the Highland Area Tourism Partnership showed varying levels
of VAT applied across the European Union with most countries having a standard VAT rate and a reduced
rate that is applied to certain goods and services. Of the 25 EU countries, 21 apply a reduced rate of VAT
to hotels and 12 apply a reduced rate to restaurant meals.

3.3 As can be seen from the table below which includes Scotland’s main competitor destinations and
some emerging competitor destinations, the UK has:

— the highest rate of VAT on hotels

— the third highest rate on restaurant meals

Our competitors benefit from lower VAT rates thereby increasing their price competitiveness.

Country Standard VAT rate VAT on hotels VAT on meals

Spain 16% 7% 7%
France 19.6% 5.5% 19.6%
Ireland 21% 13.5% 13.5%
Italy 20% 10% 10%
Austria 20% 10% 10%
Czech republic 19% 5% 19%
Poland 22% 7% 7%
Slovenia 20% 8.5% 8.5%
UK 17.5% 17.5% 17.5%

3.4 Work by VisitScotland on a number of tourism taxation scenarios has suggested that a reduction in
the rate of VAT would not only stimulate further demand but could, through increasing levels of business,
also contribute increased revenue to the Treasury.

3.5 It is the Highland Council’s view that due to the detrimental eVect on the competitiveness of the
tourism industry VAT should be reduced allowing Highland businesses to compete more eVectively with
those in other destinations.

3.6 The Burt Report into Local Government Finance has recommended that consideration should be
given to introducing a discretionary power for Local Authorities to apply a tourism tax. While it is
acknowledged that such taxes are relatively common in other countries and are positively directed to
tourism related services and product development, it must be recognised that the introduction of such an
additional tax burden on tourism businesses where already VAT is disproportionately high, will add further
to the cost to the consumer and further disadvantage the Highland tourism industry against Scotland’s main
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competitor locations. Any discussion on the introduction of a tourism tax should be considered in context
of a reduction in VAT. Whilst the Council wishes to press for the overall tax burden on business to fall, at
least if VAT was reduced and replaced correspondingly by a tourism tax, the tax revenues collected could
be used locally to improve tourism services and the tourism product, thereby improving competitiveness
through quality rather than price.

3.7 The EVect of Distance on Prices and Competitiveness

In broad terms the cost of providing goods and services in the Highlands is higher than other parts of the
UK, due to a large part to its relative remoteness and the related transport costs this involves. As VAT is a
value related tax applied at a fixed rate on the price of goods and services, the addition of VAT has a
disproportionate eVect in higher cost locations like the Highlands. To illustrate this, the following example
demonstrates that if transport and other costs add 5% to the cost of an item with a UK base price of £50.00
the end cost to a consumer in the Highlands is compounded by the imposition of VAT:

UK Highlands

Ex VAT price £50.00 £52.50
VAT w17.5% £8.75 £9.19
Total price £58.75 £61.69
Price diVerence, including !£2.94
higher Highland cost plus VAT

It can be seen therefore that the imposition of VAT has, due to the higher cost of goods and services, a
disproportionate eVect on the Highlands making it more diYcult to compete even with other UK
destinations.

3.8 One of the most notable examples of the higher cost of goods and services is that of fuel costs which
are consistently higher in the Highlands than elsewhere in the mainland UK. This is detrimental to tourism
as both the distances involved and the fact that car travel is often essential due to the limited public transport
services mean visitors to the Highlands face an additional cost burden made worse by the double imposition
of fuel tax duty and VAT when visiting the area.

3.9 The Work of VisitBritain

To a large extent the promotion of the Highlands to tourists is dependent on the work of VisitScotland,
particularly as a large part of the existing market (85–90%) is from the UK. However, increasing competition
from other destinations along with improved access is leading to the loss of some of this market to other
countries. To sustain and indeed increase the level of tourism, therefore, requires in part more international
visitors to be attracted. To a degree this can be done by VisitScotland but it also requires significant work
by VisitBritain particularly in emerging markets such as Russia, China and India where VisitScotland’s
presence is limited. There is evidence, at least anecdotally, that VisitBritain staV are unfamiliar with the
tourism product outwith Edinburgh and Glasgow and so are less able to eVectively promote the area.

3.10 Air Links to the Highlands

The expansion of flights to regional destinations from Inverness has been of welcome benefit to the
Highlands but connections to and through London are still the most important connections for Highland
business and tourism. Heathrow links are vital in part because it is the UK’s main international gateway
particularly for North American visitors (one of the key international markets for the Highlands). The
recent change of operator from British Airways to Flybe on the route to London Gatwick has reduced the
options for through ticketed flights to and from the rest of the world further emphasising the importance
of the Heathrow link. There remain significant concerns in the Highlands that the demand for landing slots
at London’s two principal airports could see those used for links to Inverness replaced by more lucrative
international routes. The Highland Council believe that for the sustainable development of the Highland
economy, the London routes and in particular the Heathrow to Inverness route should be protected by way
of a Public Service Obligation.

September 2007
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Memorandum submitted by East Lindsey District Council

1.0 About Tourism in East Lindsey

1.1 East Lindsey is an attractive district of some 700 square miles and includes thriving market towns,
the Lincolnshire Wolds AONB and miles of award-winning wide golden beaches that are home to the
popular seaside towns of Skegness and Mablethorpe as well as long stretches of national and internationally
important wildlife habitats. The East Lindsey coastal area is also known and referred to as the Coastal
Action Zone and stretches from Tetney Lock in the north of the district to Gibraltar Point in the south. The
purpose of the Coastal Action Zone is to work together to identify ways of bringing together the experience
and resources of the multitude of partners to provide a common, coherent and practicable solution to the
issues aVecting coastal areas and their regeneration.

1.2 Annually East Lindsey welcomes over 4 million visitors who in total spend approximately 11 million
visitor days in the district spending in excess £400 million on tourism-related expenditure. Tourism is one
of the main employment sectors in the district and is estimated to support over 7,000 FTE jobs.

1.3 In relation to the spread of visitor accommodation in Lincolnshire, 41% of serviced accommodation
providers, 74% of self-catering accommodation businesses and 81% of caravan and camping pitches are
situated in the district and with the majority of this provision being concentrated along the East Lindsey
coast. Tourism activity in East Lindsey accounts for 47% of Lincolnshire’s total visitor spend and
respectively 42% of Lincolnshire’s visitor days are spent within the district.

1.4 Of the 4 million visitors who choose to spend leisure time in the district, whether a day-visit, short-
break or a week’s holiday, less than 2% are inbound visitors. Domestically, the majority of visitors come
from the East Midlands and South Yorkshire area, which historically was triggered by the development of
the railways in the 19th Century.

2.0 Challenges and Opportunities

2.1 There is no doubt that the tourism sector is an important and very visual part of East Lindsey’s
economic mix but the ambition for the district is that the economy needs to be more diverse in order to make
a significant improvement to district’s economic prosperity.

2.2 Currently we are less prosperous than the national average and within the East Midlands the district
is considered to be significantly lagging in terms of economic activity. Too much of our economy is based
on seasonal employment, most of which is low skilled and low pay. To reverse this trend the critical success
factor will be in making significant improvements to our economic prosperity through raising aspirations,
learning and skills, growing our businesses investment in high quality sectors and broadening and improving
the quality the visitor experience.

2.3 Although domestic visitors are drawn abroad in increasing numbers, the exponential growth in
leisure taking means that the UK market place, once dominated by a single long, sharp summer season has
been replaced by a much more dynamic mix of local leisure taking, day trips, short breaks and first or second
or subsequent longer holidays.

2.4 A key challenge facing our traditional seaside resorts is the quality of the visitor experience, ensuring
that we not only meet but also exceed their expectations. East Lindsey District Council is working hard to
address the low level of participation by accommodation businesses in the National Quality Assurance
Schemes (NQAS). Currently less than 30% of accommodation businesses in East Lindsey have a star rating.
Our ambition is to raise this to 80% being star rated by 2010. One of the main barriers to participation in
the NQAS is cost versus perceived and real commercial benefit.

2.5 Although Skegness and, to a lesser degree Mablethorpe, are still visited in large numbers,
accommodation demands have changed significantly leaving a substantial number of large, outdated hotels
and guest houses in the resort towns. In any other industry these “tourism brownfield sites” would have been
put to new productive use, complimenting the change in the commercial environment. However, these
tourism brownfield sites are typically people’s homes and represent their entire capital. Due to negative
development equation along some parts of the East Lindsey coast the cost of redeveloping or attracting
significant large-scale regeneration is unlikely.

2.6 A significant opportunity and challenge exists in unlocking the tourism potential of the natural assets
of East Lindsey’s coastline line and wildlife habitats. The bird life of the Lincolnshire coast is of international
importance but as yet is relatively unknown from a visitor perspective. The RSPB has described the
Lincolnshire Coast as one the most “under watched” areas in the country.

2.7 As part of an ambition to regenerate East Lindsey’s coastal economy East Lindsey District Council
in partnership with Lincolnshire Tourism and East Midlands Tourism commissioned in March 2007 a
Lincolnshire Coast Tourism Vision Masterplan for the area. The creation of a masterplan for the coast of
East Lindsey will enable a clarity of vision and approach from social, economic and spatial perspectives.
The aim of the study is to inform a dynamic and transformational programme of activity that will take place
over the next 10-15 years to create a compelling visitor experience by 2020. The study seeks to identify the
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opportunities and challenges faced by public sector agencies and local business stakeholders in planning for
a successful visitor economy to 2020. It is considered by the sponsors that without this comprehensive
analysis and study, investment may take place but probably too slowly to achieve market advantage for
the district.

2.8 The development of a small casino (East Lindsey District Council were recommended to be awarded
a small casino licence by the Casino Advisory Panel) would represent a significant route to regenerating the
East Lindsey coast. A casino-led investment would represent one of the largest new visitor-specific
developments to take place on the East Lindsey coast for some time and act as a catalyst for further
significant regeneration activity.

3.0 DCMS and Visit Britain in Supporting the Industry

3.1 Given the current structure and respective roles that public sector organisations undertake in
supporting the tourism industry East Lindsey District Council’s opportunity to interact directly with DCMS
is limited and therefore it is diYcult for us to comment. However, picking up the debate from national
tourism organisations such as BRADA and The Tourism Alliance it would appear that the main cause for
concern is that the level of support given to the industry is not proportionate to the size and importance of
the industry. Tourism is the UK’s 7th largest industry yet despite the size and value to UK economy, DCMS
allocates only 18 staV to tourism (equating to 3% of the total) and thus limiting the level of eVectiveness that
DCMS can give in supporting the industry.

3.2 The new marketing role aVorded to VisitBritain appears to be working well and the Enjoy England
marketing campaigns appear to be generating impressive ROI results. However, a significant proportion of
these campaigns are driven by commercial contributions and that means East Lindsey District Council is
limited in it’s ability to participate directly ie, it would appear that those organisations/destinations who are
already most financially able to help themselves reap the most from these campaigns. The best interests of
the whole UK tourism industry could be achieved if additional resources were given, coupled with less rigid
commercial targets attached to this funding. This would allow for greater flexibility for VisitBritain to act
where action is needed.

3.3 From a regional and sub-regional perspective it would appear, based on our experiences, that the
structure for tourism development is working well. East Lindsey District Council enjoys an excellent
partnership with Lincolnshire Tourism (DMP) and through them East Midlands Tourism have supported
recent tourism initiatives in the district.

3.4 However, we are conscious that the staYng resource at East Midlands Tourism is very small and thus
their ability to become more familiar with the area is severely restricted.

4.0 Effect of the Tax Regime upon the Industry’s Competitiveness

4.1 According to a study by the World Travel and Tourism Council in 2002 visitors to the UK paid the
second highest amount of tax in the world. Since this time further increases in taxes and charges have
occurred including significant increases in the cost of visas and air passenger duty doubling this year.

4.1 Although only a very small percentage of East Lindsey’s visitors are inbound from a national
perspective it is important that the UK remains a competitively priced destination for overseas visitors.

4.2 Earlier this year the district celebrated with East of England partners the 400th anniversary of
Captain John Smith who became an important leader of the first permanent English settlement in
Jamestown, Virginia, USA. This included significant activity in marketing the East of England’s heritage
product to the American market. Whilst there was commitment from overseas tour operators the conversion
to actual bookings was dreadfully low due to the strength of the £ to the $. When combined with increased
charges on taxes and fees this puts the UK at a considerable competitive disadvantage.

4.3 Although East Lindsey District Council has not formally considered or made any policy statement
with regard to a Tourism Tax (known also as the Bed Tax) to help fund local government investment into
tourism, it is considered by this authority that such a move could be counterproductive. Domestic visitors
already pay taxes and overseas visitors are paying substantially more in fees and charges than at other
overseas destinations (section 4.1 refers). It is further considered that to just target accommodation
providers would be discriminatory.

5.0 Tourism Data

5.1 Good quality data is essential for investment decisions and to demonstrate the positive economic
impact derived from tourism activity. However, there still does not exist a common platform from which
all government sponsored bodies and local authorities gather data using the same methodology.

5.2 The Allnutt report (published by DCMS in 2004) concluded that it was necessary to improve the
collection of data to ensure that the statistics are fit for purpose and thus warrants the reliance that we place
upon them.
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Memorandum submitted by East Riding of Yorkshire Council

1. Background on the East Riding of Yorkshire Area and Tourism

1.1 East Riding of Yorkshire Council (ERYC) is England’s largest unitary authority council by area,
covering 930 square miles—this is 17% of the Yorkshire and Humber region. The relatively sparse
population is around 325,000, of which 50% live in areas classed as urban (including the larger market
towns) and 50% live in areas classed as rural. 20% of the population live in its coastal communities with the
resort of Bridlington being the largest individual settlement with a population of 33,600. The most densely
populated area is, however, the suburban fringe settlements around Hull which together are home to around
70,000 people. The administrative boundary of Hull City Council is therefore smaller than the functional
urban area—a factor which is strongly reflected in the Hull and Humber Ports City Region Development
Programme. The western part of the East Riding abuts the City of York.

1.2 East Yorkshire has a diverse range of cultural, natural and built assets which attract visitors,
boasting:

— A lengthy, varied and attractive coastline, extending 52 miles (84.5km) from the chalk headland
at Flamborough through to Spurn Point and the Humber Estuary

— Superb countryside ranging from the East Yorkshire Wolds to the Holderness Plain

— A rich cultural heritage including historic remains from prehistoric and archaeological sites to
stately homes, historic houses and ecclesiastical buildings

— Historic towns ranging from Beverley, Goole, Howden and Hedon to the market towns of the
Wolds

— One of the East Coast’s most popular seaside resorts, Bridlington, and the smaller seaside towns
of Hornsea and Withernsea

— A diverse and growing programme of festivals, events, and other cultural activities

— Sporting and leisure opportunities from walking and cycling, including the Trans Pennine Trail
and Wolds Way, to sailing, angling and bird watching

— Proximity to other major tourist destinations, including the cities of Hull and York, the North
Yorkshire Moors National Park and the resort of Scarborough.

1.3 Tourism is therefore a key economic driver, generating spend and supporting employment. However,
it is true to say that the tourism oVer is in many areas under-developed and disparate. The East Riding Local
Strategic Partnership (LSP) recognises, through its Economic Development and Tourism Strategies, the
need for further investment in the tourism “product” and its branding.

1.4 Formed in 2006, Visit Hull & East Yorkshire (VHEY) is the area’s Destination Management
Organisation with responsibility for generating increased tourism activity in Hull and East Yorkshire
through a range of innovative marketing activities, tourism business support and product development.

1.5 Using the Cambridge Model, (and being mindful of its inadequacies, which are referred to later in
the submission) the estimated value and volume of tourism to the Hull and East Riding economy in 2004
was:

— Value £540 million

— Nights 4,283,000

— Day visits 13,000,000

— Jobs 14,433

1.6 As well as its role as an economic driver, tourism also contributes to the social and environmental
well-being of East Yorkshire. ERYC is a member of the British Resorts and Destinations Association and
we fully support its very comprehensive submission to this Inquiry. We feel, however, that it would be
helpful to amplify a few points of most direct concern to local authorities.

2. East Riding of Yorkshire Council’s Role in Tourism

2.1 In December 2005, as part of the Comprehensive Performance Assessment, the Audit Commission
ranked East Riding of Yorkshire Council as “improving strongly” and as one of only a few councils in the
country to demonstrate this level of continued improvement. It was the only unitary council to gain four
stars in all aspects of its Management of Resources in 2006–07.
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2.2 Notwithstanding the policy changes and pressures identified in BRADA’s response, this Council’s
Tourism Policy still sees its role, working through the DMO, to provide strategic direction to the local
tourism industry. Of prime importance is providing a strategic and operational role in maintaining a high
quality physical environment.

As the Tourism Strategy states:

2.3 There is an inextricable link between tourism and the need to maintain the public realm. Visitors
after all, are no more than residents with suitcases. If the town or region is attractive to visitors, then it is
also attractive for residents. National pride, local pride and self confidence all benefit. Confidence in an area
can be boosted through its perceived attractiveness to visitors. There are a wide range of local authority
services which impact directly on the visitor, including:

— Street cleaning

— Street furniture

— Accessibility

— Parks and open spaces

— Cultural facilities

— Sport and leisure facilities

— Coastal protection

— Beach and foreshore management

— Conservation of the natural environment

— Preservation of historic buildings

— Building and planning control

— Environmental health

— Public conveniences

— Footpath maintenance and development

— Car parks and park and ride schemes

— Security

— Signage.

2.4 Furthermore, with relatively small and geographically dispersed settlements, we must regard the vast
majority of tourist attractions as part of the wider cultural oVer for residents. This means that many arts and
cultural centres, for example need to be multi-purpose and will remain in the ownership and management of
the public or non-profit sectors. This is in contrast to larger resorts and destinations where the norm would
be for them to be run as self-financing or fully commercial concerns geared more exclusively to attracting
visitors.

2.5 The funding of this activity and its impact on Council priorities is, we feel, one of the major challenges
for the domestic and inbound tourism industries. The majority of these services are discretionary and for
authorities not in receipt of large area-based initiatives there is a constant tension between the need to invest
both capital and revenue in statutory service delivery and the discretionary services that shape places. This
leaves Councils like the East Riding highly dependent on external funding to support measures to improve
the visitor oVer. However, despite the development of regional cultural partnerships, such as Yorkshire
Culture, and the redesign of regional tourism structures in line with “Tomorrow’s Tourism Today”, there
appears to be no coherence between the main funding bodies in terms of support for tourism investment
beyond regional “icons” and 2012.

2.6 We have also found something of a divergence between the requirement for investment to be
embedded in a long term and comprehensive strategic plan and a willingness to provide support beyond the
“flagship” stage. Within the Yorkshire and Humber Region, the Renaissance Towns programme, especially
where the selected towns coincide with availability of EU Structural Funds has been vitally important in
delivering some major improvements to public realm and new and improved cultural facilities. Whilst we
fully endorse the need for achieving the maximum “leverage”, regional agencies appear to have unrealistic
expectations about the level of local authority and private sector contributions that can be achieved. It has
to be recognised for many rural and coastal communities, there is a long process of “seeing is believing” and
we are still faced with front-loaded programmes which pull the funding rug, just as communities’ aspirations
have been raised.

3. The Role of the Voluntary and Non-Profit Sector

3.1 BRADA’s response sets out very clearly the pressures that face tourism-related businesses. We would
also point out that many visitor attractions and facilities are owned and managed by third sector
organizations, such as the several Trusts and religious bodies which, largely through volunteer eVort, sustain
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many of our heritage assets, including canals, ancient churches and other ancient monuments and museums.
We must also not forget the role of town and parish councils which are often at the “sharp end” of delivering
grounds maintenance, street cleansing and car parking services.

3.2 Such organisations have many and varied specialisms, but most have very limited marketing and
business development capacity and may be restricted by their charitable status. If we are to fully develop
“experiential” marketing in line with the DMO approach, there must bespoke business advice and support
for these organisations that links into major marketing campaigns and engenders collaborations with the
major visitor attractions, hotel and guest houses, etc.

4. What Data on Tourism Would Usefully Inform Government Policy on Tourism

4.1 It has been acknowledged for many years that the Cambridge Local Area Model and other existing
methodologies are not suYciently accurate for policy making and expenditure decisions. We feel that a
concerted eVort to develop a sophisticated econometric model to cover tourism, culture and the public realm
is needed. This need exists at all levels—to assist town and parish councils in determining and justifying
decision to precept, to strengthen the process of business planning for individual projects, to enable tourism-
related projects to be evaluated and prioritised more eVectively against other economic development
measures and to assist with Planning decisions, as well as to show broad impacts on visitor numbers and
spend over time.

4.2 What has also emerged over the past few years with increased community involvement in budget
setting and Spatial Planning is the diYculty in demonstrating that investment in tourism-related facilities
and services represents good use of local authority budgets. Exercises such as SIMALTO take into account
resident council tax payers views, rather than those of visitors, and have revealed a strong degree of
ambivalence. Of the list of activities in paragraph 2.3 above, residents tend to prioritise those such as parks
and open spaces and footpath maintenance that most aVect their daily lives. The budget setting process
cannot adequately compare the potential economic impacts of spending decisions.

5. The Practicality of Promoting More Environmentally Friendly Forms of Tourism

5.1 Again, BRADA has recorded the key points. However, we wish to raise one issue regarding Spatial
Planning policy. Whilst the “Planning for Tourism” Best Practice Guidance 2006 encourages a proactive
approach, we are experiencing an element of inconsistency with the base Planning Policy Statement, PPS7
Sustainable Development in Rural Areas. This states that in order to encourage sustainable development
“The Government expects most tourist accommodation requiring new buildings to be located in, or adjacent
to, existing towns and villages”, whilst also encouraging good quality farm diversification schemes.

5. We plan further research on the sustainability impacts of diVerent forms and locations of tourism
accommodation to inform the development of our Local Development Framework, but feel that adjacency
to existing towns and villages is not necessarily a prime factor in achieving sustainable development or
preserving the character of rural communities. We also see scope for more a more integrated system to
generate industry-agreed benchmarks for environmentally sustainable forms of tourism.

October 2007

Memorandum submitted by Bath & North East Somerset Council

Comments Upon the DCMS Performance in Relationship to the Promotion of Tourism

Please find the comments for the Parliamentary Culture Media and Sport Select Committee upon the
DCMS performance related to Tourism from the viewpoint of this Council.

Bath and North East Somerset welcomes the opportunity to comment.

Our Starting Point

Bath and North East Somerset’s Tourism oVering is dominated by the City of Bath.

— One of three World Heritage sites in the South West

— One of 28 World Heritage sites in the UK.

The World Heritage designation recognises Bath as a place of outstanding universal value for its
architecture, town-planning, landscape, archaeological remains and its role as a setting for social history.
The history of the City extends over six millennia, from its earliest days when the Hot Springs were a place
of worship for early communities, to the modern day when Bath is an international icon of architecture and
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archaeology within a thriving local community. The United Nations Educational Scientific & Cultural
Organisation (UNESCO) identified “the exceptional value of the historic and monumental ensemble of
Bath” and committed the City to a management plan that has been revisited over time.

The World Heritage Site Management Plan (and the “Future for Bath” vision) set out a commitment to
improve the interpretation of the city’s history and to more actively engage local people and visitors in
understanding the value and relevance of Bath’s World Heritage Site status in an enjoyable and
educational way.

The Natural Environment

The outstanding built environment of Bath reflects its location. Set at the southern extreme of the
Cotswold Area of Outstanding Natural Beauty (an AONB that wraps around the eastern boundary of the
City) and lying just to the east of the Mendip AONB—a designation that includes large swathes of the area
governed by Bath & North East Somerset Council.

This co-location of outstanding natural landscape and the energies of man—expressed through the
building of an historic city—ensure Bath is a special place that is in need of special attention.

The City as a Tourist Destination

The City is once again striving to evolve through a range of regeneration programmes—including the
“Southgate” retail & housing development and the “Bath Western Riverside” development—whilst
protecting and enhancing the historic centre,that is the heart of the City’s designation by UNESCO.

In the 18th century the city’s grand parades, its squares and circus and its gardens formed one of the finest
examples of urban design in Europe. These streets and public open spaces formed a stage for culture and
pleasure, assembly and wellbeing and were copied by many other cities across the world.

However, today, Bath’s public realm is cluttered, badly eroded and in desperate need of reinvestment.
The Council is developing a bold and exciting strategy for public realm and movement within the city centre
which seeks to make Bath a more legible and walkable City and to reclaim its streets and spaces for public
life, particularly cultural and community events and activities.

This approach can not just be resourced from private sector development alone. Support from the
strategic bodies within the public sector is essential in order to protect and enhance this World Heritage Site
and to attract further partnership funding.

From within its own resources, the Heritage Services division of the Council is already engaged in a re-
investment programme to protect, enhance and reinterpret the Roman Baths and Temple site, a religious
spa as unique to Roman Britain as the City of Bath is today. The Baths and Pump Rooms are a central
feature of the City and provide the focus for this programme, which will accelerate over the next few years.

However the Service is also considering the feasibility of providing a transparent cover over the
monument, in the position and form of the Roman barrel vault roof—to provide a 21st century facility
reminiscent in impact of the Great Court of the British Museum and I.M. Pei’s glass pyramid at the Louvre.
Once realised this project—juxtaposing the ancient and modern—would reflect the desire of regions and
governments to present their heritage in a more ambitious and dramatic fashion.

The Department of Culture Media & Sport (given the support of its non departmental agencies) should be
in a position to exert influence upon other Government Departments—particularly with the “Department of
Communities and Local Government” and “HM Treasury” based upon expert knowledge and understanding
of the issues that major tourism centres and World Heritage sites have to address.

The level of Rate Support Grant is an example and can be used to represent the particular problems
represented by 4.2 million visitors to the City of Bath (2005 Economic Impact Survey South West Tourism),
a City that has a resident population of 85,000. This scale of visitor numbers impacts upon the revenue costs
to the Council—particularly those costs that enable the Bath and North East Somerset Council to present
the City—

— its parks and open spaces

— the City Centre

— the International Cultural Programmes

— the public buildings

in a way that reflects properly the World Heritage Status to international and national visitors.

Given the shortfall in funds the Council is unable to approach the scale of investment required to enhance
and display the only UK World Heritage City in a more dramatic fashion—so that it can continue to attract
visitors to the UK & South West of England, in a competitive International and National Market.
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Rate Support Grant

The nature of the present diYculties can be related to the current government funding system as it limits
this Council’s ability to fund the costs associated with a World Heritage City in the following ways:

The revenue grant support system does not accurately reflect the cost of maintaining the infrastructure
of a World Heritage City and the cost of providing services associated with the number of visitors attracted
to the area.

This situation is highlighted in the current DCLG consultation on changes to the formula grant
distribution system from 2008–09 related to visitor numbers. The proposed change replaces the day visitor
indicator with a population-weighted indicator linked to the attractiveness to an area of day visitors.

The weighted indicator proposed does not take into account the popularity of unique attractions such as
the Roman Baths Museum as this is given the same attractiveness rating as any other museum in the country.

The proposed change is also based on the assumption that only the population living within 50 miles of
the area are likely to be day visitors to that area, again this is contrary to the experience in Bath & North East
Somerset where in Bath alone there are more than four million day visitors per annum (excluding regional
shoppers) against a total of only 1.6 million people who live within 60 minutes drive of the city (our closest
proxy for the 50 mile zone).

The proposed change, if implemented, actually makes the position worse for Bath & North East Somerset,
with an estimated loss of grant of around £300k.

In addition to the grant formula system not allocating suYcient grant based on the cost drivers of a World
Heritage City, this Council received £2.7 million less grant in 2007–08 (£3.3 million less in 2006–07) than
the government calculates we need, due to the grant damping mechanism where councils earning grant
above the government-set floor level have increases scaled back to pay for those councils that would
otherwise receive a increase in grant below the level of the floor.

To put this into context, B&NES is the third lowest funded unitary authority per head of population (net
budget requirement excluding Dedicated Schools Grant);

The Council is unable to fund additional resources to support the costs associated with a World Heritage
City through its other main funding stream of council tax due to the Council Tax capping regime imposed
by the government, where the Council has to limit increases to under 5% per annum.

These factors combined with the future outlook of a reduction in the levels of government funding for
public services (set to be announced in the Comprehensive Spending Review 2007) and increasing statutory
service resource requirements (eg cost of care of the Elderly and Children) leaves the Council with little or
no resource to maintain a World Heritage city.”

Whilst this Council is aware that the DCMS is undertaking some work through Price Waterhouse to
examine the issues of World Heritage sites the special circumstances of a City, and its surrounding
hinterland, tasked with protecting, improving and presenting the World Heritage City are not to be
examined.

This Council’s contention is that this City represents a complex economic model worthy of detailed
investigation and special treatment through the Rate Support Grant. There is already a wealth of evidence
to support this contention in the negative comments of visitors to the City.

Transport Funding

In 2006–07 a statutory free oV peak concessionary fares scheme was introduced for eligible bus passengers
(those over 60 and disabled). Regrettably, the government grant available for concessionary fare authorities
was distributed in a manner which favoured areas of high deprivation rather than areas where demand for
public transport was high, such as in Bath&NES. Consequently the annual additional costs to the Council
of running the scheme is more than £600k above the available budget following the distribution of grant.

From 2008–09 a national concessionary fares scheme will be introduced allowing all eligible bus
passengers free oV peak travel on bus journeys originating in Bath&NES. As a popular tourist destination
it is anticipated that there will be a significant increase in the number of concessionary fares that will need
to be reimbursed to bus operators. The DCLG is currently consulting on three options for distributing the
additional £200 million available in England for implementing the scheme amongst concessionary fare
authorities. Two of these options reflect the particular attractiveness of Bath&NES to visitors, whilst the
third is more closely related to urban density and deprivation factors as a proxy for existing bus usage. The
third option, if adopted, is likely to lead to a further increase in the budget needed to fund the concessionary
fares scheme. The Council will be making representations to the DCLG to take full account of the number
visitors to the area in the distribution of the grant.
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Recent Issues

The recently opened “Thermae Bath Spa” is a modern structure that merges into a group of historic
buildings to create an iconic venue that attracts a local, national and international clientele. The support of
the Millennium Commission Lottery Fund enabled this innovative partnership between the public sector
and a commercial partner to be developed.

The Spa complements the Theatre Royal and the “Recreation Ground” as extraordinary facilities at the
very centre of the City.

Even so there is a myriad of other buildings that need significant investment, major decoration and
renewal programmes in order to display their rare grandeur to the visitor to the City (the Guildhall is a good
example)—and to those wishing to relocate their businesses to Bath and North East Somerset.

Given that the Georgian Buildings form part of the World Heritage Designation we are concerned that
there has been little support for this aspect of the Cities oVering.

In influencing & guiding the investment of government, lottery and other sources of regional funds, Bath
and North East Somerset would expect the DCMS to understand the scale of investment required to
maintain & restore these buildings & the infra structure of public spaces.

That the implications are taken into account in both policy & resource planning and communicated to
other Government Departments—otherwise the nation is in danger of demeaning the Tourism and Heritage
value of this World Heritage Destination.

Festivals and Venues

Bath enjoys an International Music Festival, an International Literature Festival, an International Guitar
Festival and the country’s only dedicated Mozart Festival—a programme of 18 discrete events that in other
parts of the UK would be considered as National Treasures (such as the Eisteddfod).

These events have an impact upon the Cultural OVering, an impact that is felt throughout the year—not
just during the period of the Festivals. They attract tourists directly—to the events—but also provide a
flavour of the International Dimension of the City

For the most part the venues are small sites. They include the Bath Abbey, the Assembly Rooms, the
Forum and the Pavilion. The Abbey is an incredible expression of Church Architecture however the Forum
(a redeveloped cinema) and the Pavilion (a hall) cannot aspire to the acoustic, visual, energy use and access
qualities of a modern, purpose-built, venue.

The Council is examining the possibility of developing a “signature library” within the Southgate
Development that will reflect a growing ambition for the celebration of literature, poetry also the fostering
of creative thought and debate. Work is also in hand to explore the feasibility of a “History Centre”, bringing
together the riches of the Council’s Record OYce and Libraries Local Studies Collection, (possibly in
partnership with the records from other organisations in Bath), to provide a one-stop-shop in which the
collective memory of the community can be explored and enjoyed in a state-of-the-art facility.

Whilst the Library will provide another small performance space recent studies—by ABL Cultural
Consultants—have identified the need for a medium size concert and conference venue which could yet be
included in the Bath Western Riverside Development. They also felt there was justification for a new iconic
building housing an Exhibition Gallery to display major touring exhibitions from the UK and abroad, in
rotation with the City’s own collections.

Given the present financial constraints there is little chance of these ambitions being realised. As a result
more of the conferencing and exhibition trade will be drawn away to other venues, such as Bristol, further
demeaning the economic base of Bath and North East Somerset.

The work presently being undertaken by DCMS into the economic value of World Heritage sites to tourism
within the UK could be extended to examine the issues of economic sustainability of this City as the eVect of
policies of other Government Departments take eVect.

DCMS seems to lack knowledge, passion and influence to be able to aVect the delivery of other
Departments’ policies.

Museums and Galleries

Bath and North East Somerset has an unrivalled array of museums that contribute to the Tourism oVer.

Seventeen institutions are currently Registered or Accredited with the Museums, Libraries and Archives
Council (MLA). Two of the Council’s museums, the Roman Baths Museum and the Fashion Museum
(formerly the Museum of Costume) are designated by MLA as non-national museums of national or
international pre-eminence, while the Council’s Victoria Art Gallery, the museum most visited by local
residents, oVers an exhibition programme of regional significance.
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Some of the district’s museums, such as the Museum of Bath & Work, tell aspect’s of local history while
others, such as Radstock Museum and Saltford Brassmill, record our rich industrial heritage. Others, such
as the Holburne Museum and Museum of East Asian Art, exhibit artistic collections of the highest quality
and use them as the focus for events and educational activities.

Despite these riches there remains a pressing need for new thinking and fresh investment. The Council
has already identified the need to relocate the Fashion Museum to a new location where its outstanding
collection can be exhibited and used to maximum eVect. There is also an ongoing public debate about the
need for a City Museum for Bath and for a World Heritage Centre and work is in hand to identify the
feasibility of achieving both objectives in a single exciting new attraction.

However, we believe the impact of removing charges for the major London collections has aVected the
tourist’s willingness to pay for these attractions in Bath. Visitor numbers have dropped since the major
museums removed their charges and we believe the perceived “value for money” represented by the Cities
“tourism oVer” to visitors has reduced as a consequence.

We believe this has had a detrimental eVect upon the gross visitor numbers although we find it diYcult
to quantify this eVect.

It is apparent that the impact and eVect of policy changes within DCMS’s own Departmental responsibilities
was not thought through so that the impact upon other tourist locations (outside of London), was identified and
compensated for.

Higher Education & Excellence

Bath enjoys the proximity of two universities. Each reflects diVerent aspects of the Cultural OVering but
together with the City provide a force in preparation, training & performance that is expressed upon a
World Stage.

Bath Spa University provides acclaimed courses in Art and Design and Music that fit closely alongside
the Bath Festivals programmes—providing both facilities and contributions that support an enviable
international reputation.

The University of Bath is renowned for its engineering and management schools. In addition, in recent
years, it has played an increasing role in International Sport—particularly as part of the “English Institute
for Sport” providing a training venue for athletes with a UK and World Wide reputation.

The University hosting the England Rugby Team (prior to the World Cup) and, with the City of Bath,
will be seeking to attract pre-Olympic and World Championship Training Camps for a number of diVerent
sports and International Teams building up to 2012 —thus building a legacy for the nation that will continue
beyond the London Games.

The City is using its resources to support Bath Universities bids and to provide the cultural content of the
oVering to international sports team so that the athletes stay is enjoyable and one which they would want to
repeat. We are seeking to ensure the impact of foreign teams as visitors and tourist is secured for the future.

However, Bath Rugby Club is a brand known throughout the rugby world. It is a team that plays in the
Premier League in England and also in European Cup matches that attracts many thousands of spectators
each year, also a significant television audience to the region during the Autumn, Winter and Spring season.
It is worth in the region of £5.7 million per annum to the local economy as a visitor and tourist draw.

Stadia

Bath Rugby Club requires a dedicated 15,000 seat arena of the scale provided by Leicester, Harlequins
and Northampton. The Club would prefer to develop at the Recreation Ground; however the sensitivity of
the site would require an innovative structure that’s sits lightly upon the site and is in total sympathy with
its surroundings. Such a solution that would involve considerable expense above the normal value of a
15,000 seat stadium—a cost penalty the Club could only overcome with external financial support.

The Club is contemplating the prospect of having to move out of the centre of the City to a site with better
access from motorways and by train. A new large scale stadium (identified in the SW Cultural Strategy)—
in excess of 20,000 seats could provide the catalyst for such a move. This would have a detrimental eVect
upon the diversity and richness of the City’s sporting heritage.

A new stadium could provide the sporting venue for the whole community as well as the conference venue
identified above. Thus it would have a significant benefit in supporting local hoteliers and the programmes
of the 18 festivals.

However the Regional Development Agency’s financial streams, the Lottery Funds, nor the PFI Credits
(that used to be available to Departments) do not support this type of development.
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It is an area of investment strategy where the negative impact of strategic planning & financial policies remain
unidentified by DCMS until the real impact is felt by a City or Town. In this case the attraction of a purpose-
built stadium elsewhere in the SW Region, to be supported by the SW Development Agency (see SW Draft
Cultural Strategy) will create a significant drag for Bath RFC—as an anchor tenant—away from a City that
has nurtured and assisted the developed the Club over many years.

The City’s Tourism Performance

All these activities attract 4,214,700 visits to the City each year (2005 figures) which is significant. This
reflects a scale of visitor numbers that outperforms the other major City attractions—by scale of population,
or by physical size.

In order to develop the profile of the City the Council (October 2003) created an arm length Agency, to
work in partnership with the Commercial Sector to develop the Marketing of the destination that is the City
of Bath. The organisation provides the links between potential customers and the visitor services—
accommodation, transport, venues and events.

The organisation is known as Bath Tourism Plus (BTP) and is an independent entity controlled by a
Board that reflects the balance of the partnership.

International & National Marketing Channels

As a destination with worldwide status, (particularly in Britain’s key market the USA), BTP works closely
with VisitBritain (VB) to access international marketing opportunities, and particularly international media
contacts, which would not otherwise be possible.

With Bath having such a wide international reputation, collaborative working with VB is in many ways
more important than the work of the regional tourist organisation, South West Tourism. In this respect, the
adequate funding of VB is important for Bath to ensure that it can continue to work in overseas markets
and deliver business and media to our destination.

BTP is concerned that VB funding has been frozen at £35.5 million for several years—well below that for
national tourism marketing organisations.

Results from the International Passenger Survey (IPS) over the last 8 years show growth in overseas visits
to major “urban cities” who have significant larger marketing budgets than traditional “heritage cities”,
such as Bath.
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Overseas Visits to UK destinations 1999–2006
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As such, “heritage cities” such as Bath, Cambridge and York have lost ground to these destinations. As
shown from the IPS results below, the biggest impacts for “heritage cities” were felt post 2001 (after the first
foot and mouth outbreak and 9/11). Visitor levels for heritage cities are still below those pre-2000.

The issue for “Heritage Cities” is compounded by the fact that whilst the total number of overseas visitor
trips to the UK has increased consistently since 2001, the percentage of these visitors coming to the UK on
holiday visits has declined since 2004.

One impact of the reduced Government funding to VB in real terms is that the campaigns devised by VB
require significant “buy in” from destinations. The entry price points for such campaigns—often in excess
of £5,000—are packaged at major cities with far greater budgets than other smaller (but no less important)
cities such as Bath.

Bath is simply unable to aVord to “buy into” campaigns thus stifling the opportunity for marketing in
overseas markets and to target identified customer groups. This destination feels strongly that campaigns
should be made more openly available/aVordable to key destinations such as Bath.
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Devolution & National Marketing

The devolution of Scotland & Wales has also impacted on key English destinations such as Bath.

Funding for national tourism bodies in Scotland (£38.35 million in 2006–07) and Wales (£22.55 million
in 2006–07) far outstrips that for England (£12.4 million in 2006–07). This inequality means that destinations
in these nations are being marketed to English residents more strongly than those in England. For Bath, the
marketing of these destinations is often to our key markets (eg residents from London and the Midlands
are targeted ferociously by Wales & Scotland).

Regional Spatiality & Regional Marketing Activity

Bath and North East Somerset falls within the remit of the South West RDA which provides funding for
SWT. The geography of the South West and the nation’s perceptions of what “the South West” is, means
that the northern half of the region is often overlooked in tourism marketing. Focus is very much on Devon
& Cornwall.

Low Cost Carrier Growth—Requirement for Destination Marketing

As with many other cities, the growth in low cost flights from regional airports has an impact on many
destinations. Figures from the Civil Aviation Authority show the huge growth in passenger numbers from
regional airports:

Airport % change 1996–2006

Liverpool 702
Bournemouth 512
Exeter 381
Bristol 310

(Source: Civil Aviation Authority 2007).

On the negative side the opportunities of low cost air travel mean that UK destinations are competing
against European counterparts far more than we were 10 years ago. It is clear that regional governments in
mainland Europe are providing significant funds to market their destinations to UK and other European
citizens, thus creating greater competition for UK destinations. In the case of Bristol Airport currently less
than 5% of arrivals are overseas leisure visitors.

On the positive side, the growth in low cost routes and regional gateways provides a wonderful
opportunity for UK destinations with an international reputation such as Bath access to new source
markets.

However, targeted marketing activity to these countries is again stifled by lack of funding. We would call
for additional “ring fenced” funding to be made available for this activity—it is vital that marketing of “sub-
regions” around regional airports is undertaken in new source countries to ensure that potential visitors are
aware of the destinations close to regional airports. For example—many Europeans would know of Bath,
but how many would be aware that the city is less than 20 miles from Bristol Airport?

Tourism Data/Research

There is a requirement for far better, and timelier, delivery of statistics and trends—particularly
international data. From a destination viewpoint there seems to have been an almost criminal neglect of
research, and where research has taken place the methodology has often changed meaning that long term
trend analysis is not possible.

Special Case

Bath and North East Somerset would hesitate to argue that it has a special case to promote. However, in
the context of Britain’s Historic Cities—(so important for the image of the UK across the world and
consequently its balance of returns) Bath Architectural, Heritage & Cultural OVering plays a role in English
Tourism that combines—in one discrete City location—a celebration of that which is “special” in the
development of England over a 6,000 year history. It combines built environments, cultural celebration and
sporting endeavour that are both contemporary and yet brimming with historical reference.

As a City of 85,000 residents it attracts a disproportionate number of visitors but is prevented from
properly managing the impact of those visits by progressive changes in Government Policies.

Identified above are some of the issues the City is struggling with today. Issues that require external
assistance and support to resolve. However as a World Heritage site of considerable importance it should
be that DCMS have the knowledge, passion and expertise to identify the impact of changes—and work at
mitigating the negative eVects.
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Bath and North East Somerset Council would welcome the Select Committee holding a session in the City
of Bath’s Guildhall and examining, directly, the issues that face an Historic City as a tourism venue.

September 2007

Memorandum submitted by SuVolk Coastal District Council

1. About This Response

SuVolk Coastal District Council, via its partners in DPUK and BRADA fed into a response to the original
enquiry in March.

This response will aim to look at the issues raised from a local perspective.

2. Domestic and Inbound Tourism

Nationally, it has appeared that the inbound tourism market is in decline, with a large reduction in
overseas visitors since 2001, particularly from the USA.

At a local level on the SuVolk Coast, we are seeing a continued increase in domestic tourism, particularly
short breaks and day trips throughout a season extending from March to November (increase in almost 3.3
million trips since 1994).

Overseas tourists aren’t a particularly large segment of our market and numbers don’t fluctuate much.

The domestic tourism industry will be challenged in the near future by pressure on disposable income as
a result of the repeated increases in interest rates.

There are particular challenges that face coastal resorts, in terms of deprivation, homes in multiple
occupation and reduction in accommodation and attraction provision.

Opportunities for domestic tourism include a potential increase in short breaks and day trips from people
living nearby, particularly specialist breaks for walking, cycling, fishing, golf, bird watching and food and
drink interests. The issue over carbon footprints and the negative connotations of using air transport may
also encourage more people to holiday at home.

In terms of the inbound market, this issue may aVect the number of people taking long haul flights, and
as the USA is one of England’s biggest markets, this could have a significant impact on tourism spend.

The Olympics must be seen as an opportunity for inbound tourism, particularly for London and the South
East and parts of the East of England. This will only transpire if the Cultural Olympiad is used to its full
potential and the Government actively and financially support VisitBritain in marketing the country
overseas.

Terrorism or the threat of terrorism is also a major deterrent for the American market, and although that
doesn’t particularly aVect us in the SuVolk Coast, the potential for Olympic related overseas tourism could
be aVected by this issue.

3. The Effectiveness of the DCMS and its Sponsored Bodies in Supporting the Industry

and

4. The Structure, Funding and Effectiveness of Sponsored Bodies in the Tourism Sector

DCMS and VisitBritain

SuVolk Coastal would endorse the views submitted by DPUK and BRADA in their earlier response with
particular emphasis on the following key points:

Within DCMS, tourism appears to be the “poor relation” in comparison to sport and the arts, with very
few dedicated and experienced staV and a very low funding allocation.

Over the years, VisitBritain’s budget has been reduced and staYng and responsibilities have been eroded.
This reduction in funding inevitably aVects their ability to promote England both domestically and overseas.

Coming into the early stages of the Cultural Olympiad, VisitBritain must be given the resources to make
the most of this opportunity.

VisitBritain has over the years withdrawn oYcer support for the Tourist Information Network from its
own national oYce and the RTB’s. This has dramatically reduced the eVectiveness of communication
channels from DCMS and VisitBritain to the local Tourism OYcers and TIC’s. This is slowly improving
with the appointment of a National TIC Co-ordinator, although local communication is still lacking.
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There is also an issue regarding the devolution of tourism from RTB’s to the RDA’s whose vision for
tourism development varies from region to region. The national cohesion is missing, and postcode lotteries
appear to exist when it comes to tourism funding and support.

This lack of national cohesion and regional direction, along with increasing pressure on Local Authority
budgets, aVects the local commitment to tourism management with many authorities merging TICs into
“One Stop Shops” or removing their function altogether.

5. The Current Tax Regime and Proposals For Local Government Funding

In a local authority context the VAT on accommodation paid by tourists is levied at one of the highest
levels in Europe. SuVolk Coastal is therefore opposed to the proposed bed tax not only on grounds of
competitiveness but also on the grounds that, being aimed solely at serviced accommodation, it would be
selective and discriminatory and would make England an even more expensive holiday destination.

6. Tourism Data

It is self-evident that the Government, national and regional tourism bodies, local authorities and the
industry need robust research data to quantify the economic importance of tourism and to inform decisions
on investment.

The 2004 Allnutt Report identified the weaknesses in the major tourism surveys currently undertaken at
a national level and it is a matter of regret that the DCMS has signally failed to pursue the implementation
of the report’s recommendations, particularly in relation to domestic and day visitor statistics.

However, performance data is equally important at a local level. In terms of the economic significance of
tourism the DCMS should make greater eVorts to help facilitate the creation of a robust economic impact
model, building on the lessons learnt from the implementation of the Cambridge and STEAM models. In
addition SuVolk Coastal would like to see greater priority given to the development of a self-assessment tool
for LA tourism services to evaluate performance and encourage best practice, possibly using the DPUK
Baseline Statement survey as a starting point.

One of the initiatives being pursued by Partners for England is the creation of a National Tourism
Intelligence Unit. It is to be hoped that this will come to fruition and that it will be able to pursue the
recommendations in the Allnutt report as well as addressing data requirements at local and regional level.
However, adequate funding for its activities will be a pre-requisite.

Bearing in mind the current local authority funding issues, the long term commitment to the collation of
local statistics is in question, so the creation of a national tourism statistics oYce which would be able to
disseminate the figures down to regional and local level at minimal cost would be very helpful.

Environmental Tourism

Environmentally-friendly forms of tourism should be built into every aspect of the industry’s operation.
Increasing environmental awareness is now the norm, and businesses can see an economic impact from the
measures that they can take to make their business more environmentally friendly.

Locally, tourism partnerships and local authorities have been promoting the benefits of sourcing products
locally, promoting local attractions and alternative energy production methods as a way of addressing this
area of concern.

Within the SuVolk Coastal area, “food tourism” has become big business. Businesses are now beginning
to recognise the importance of providing information to their customers on where their food came from.
This has provided immeasurable benefits to the plethora of small suppliers in the District as well as for
visitors and local residents.

Whilst the District Council and its partners can improve the communication methods to oVer good, low
cost alternatives to make the greener alternatives more attractive as an option, it is unlikely that car usage
will be reduced significantly.

Particularly within smaller seaside resorts, public transport links are poor, with few railway connections
and inadequate bus routes. The Government must be aware of the potential impact a reduction in car
transport would have on resorts and their economic stability.

Tourism within the SuVolk Coastal area relies on car transport as public transport links within the rural
and coastal areas is restrictive, expensive and unreliable. Once visitors have arrived, however it is much
easier to convince them to walk or cycle around the AONB rather than use their cars, as this enhances the
visitor experience.
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8. Benefits From the 2012 Olympics

SuVolk Coastal submitted a detailed response to the DCMS’s Welcome Legacy consultation document
in November 2006 and fed into the response from DPUK and BRADA.

In summary we advocated:

— The need for a coherent and targeted tourism strategy with adequate funding for its successful
implementation

— A structure which gives a dedicated unit (possibly an Olympic Tourism Forum) responsibility for
taking ownership of the tourism strategy, co-ordinating its implementation and monitoring
progress against it.

— Greater emphasis in the strategy than was evident in the consultation document on how the
nations of the UK and the English regions would benefit from the Olympics before, during and
after.

— The need for VisitBritain and VisitLondon to collaborate as soon as possible to draft and consult
on an overseas marketing and media strategy framework which destinations can buy into in a co-
ordinated way.

— Likewise in the lead up to the Games in 2012 regions and destinations need clearly to understand
the strategies which England Marketing/Wales/Scotland are implementing to promote their
nations to a domestic audience.

— Greater LA representation on the Minister’s 2012 Group (since achieved)

October 2007

Memorandum submitted by Thanet District Council

CMS Select Committee Inquiry into Tourism

Thank you for your letter of 7 August, inviting Thanet District Council to indicate the challenges faced
at a local level in promoting and sustaining the tourism economy. Thanet faces many challenges, as
summarised below.

1. Gradual decline

1.1 The impact on the UK tourism industry of cheap flights abroad is well documented. Competition
from overseas destinations, however, is not a recent phenomenon. Since the introduction of cheap packaged
holidays in the 1960s, coastal towns such as Margate, Ramsgate and Broadstairs have experienced a steady
decline in their previous mainstay business of providing main summer holidays for families.

1.2. A more recent impact of low cost flights and the Eurostar link has been the reduction in cross
Channel visitor traYc via the Kent ports. Ramsgate has seen a significant reduction in the volume of visitor
traYc through the port in recent years, which has perhaps gone unrecognised nationally but has nevertheless
had a negative impact locally.

1.3 At a local level, the decline in visitor numbers has led to a significant reduction in the amount of
accommodation provided and under-investment, over time, in the local tourism product in general.

1.4 Across Thanet, but most notably in Margate, much of the former hotel stock has gradually been
converted into low cost long-term accommodation, much of it of poor quality. The availability of low cost
accommodation and the coastal life style has encouraged the in-migration of benefit claimants, encouraged
by local authorities elsewhere, and migrants from the EU accession countries. The accommodation also
encourages transients, with over a third of the population moving each year. These and other factors have
resulted in two wards in Thanet—Margate Central and Cliftonville West—being in the worst 3% in the
country in terms of deprivation, as measured by the Government’s indicators of multiple deprivation. In
these two deprived wards, which were both former tourism hotspots, the housing stock is 60% one-bed flats;
with 55% of all homes rented.

1.5 Many larger properties in Thanet’s main towns are now used by the care industry, which attracts
vulnerable people in need of residential care from outside Thanet. This care industry caters for the elderly,
vulnerable adults and children. Many of these people decide to stay within Thanet after their care ends, and
may end up relying on the Community Voluntary Sector for support. This sector struggles to find funding,
and it is often cyclical. This results in a ‘boom and bust’ supply of services.

1.5 A major challenge for Thanet is to improve the housing tenure situation so that the investment in the
area’s physical regeneration—with the visitor economy at the core—is matched by social and environmental
regeneration, creating new jobs for local people in the process.
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2. Competition for resources

2.1 As a non-statutory function, it is increasingly diYcult for the Council to sustain funding for work
supporting the visitor economy in the face of increasing demands from statutory services.

3. Competitiveness and quality

3.1 There has been a long-term reduction in the amount of visitor accommodation available locally. The
challenge we face is to sustain suYcient good quality local product to ensure that the area remains a viable
tourism destination. The Council has a policy of only promoting good quality graded accommodation yet
this is diYcult to continue to justify when VisitBritain puts so little towards raising public awareness of the
quality grading schemes. Accommodation providers need to be able to appreciate the added value, in
business terms, of being quality graded.

3.2 There is also resistance from local businesses to quality grading and other forms of assessment on cost
grounds. Tourism businesses need to pay for quality grading, pay again for an accessibility assessment, and
pay again for green accreditation schemes such as Green Tourism Business. When non-graded
accommodation providers can, more often than not, attract plenty of business (through websites such as
Smoothound), encouraging such businesses to become graded can be very diYcult.

4. A level playing field

4.1 The promotional support that Thanet receives from the South East England Development Agency,
via Tourism South East, is very limited in comparison with other parts of the country. The RDAs in the
north of England apparently have much more funding to invest in tourism marketing and development,
which gives northern destinations a competitive advantage.

4.2 This issue is compounded by VisitBritain’s funding situation, which has eVectively remained static
for several years. The result is that VisitBritain has had to be more commercial in developing its marketing
campaigns, pricing destinations such as Thanet out of the prospect of participation. Indeed, the Kent
Tourism Alliance, with which Thanet works very closely, even struggles to raise the required levels of
support on a partnership basis. Again, better-funded tourism destinations in other parts of the country are
able to participate in, and therefore benefit from, such campaigns.

5. Raising the profile of coastal towns

5.1 There is much that is good about the country’s seaside oVer to visitors. Resorts around the country
are changing for the better and providing new reasons for visitors to be interested in visiting them. A
coordinated and sustained consumer marketing campaign focused on “the coast”, led by Visit England,
would help coastal areas such as Thanet, which themselves have very limited resources for stimulating
consumer awareness and interest.

5.2 We, like many other coastal local authorities around the country, were disappointed by the DCLG
response this spring to the Select Committee Report on Coastal Towns. The Council felt that the Report
raised a number of important and complex issues, and that the DCLG response did not address them with
suYcient depth. While we agree with DCLG that a nationwide strategy for Coastal Towns may not be
possible given the range of problems and opportunities England’s coastal towns face, Government could
very usefully set out a framework for approach to regeneration and development of England’s coastal towns
which would help give partners direction and focus. It would also encourage joined-up thinking across all
tiers of Government on the issues faced by England’s coastal towns.

5.3 A clearer and more joined-up focus on coastal and tourism issues from the Regional Development
Agencies would also be welcome. At present, approaches to coastal town regeneration are somewhat
disjointed and would benefit from increased sharing of best practice.

6. Focus on regeneration

6.1 Thanet recognises that the visitor economy has an important contribution to make to the area’s future
economic regeneration. Critical to achieving this, in Margate, will be the future development of the Turner
Contemporary/Rendezvous site and the redevelopment of the Dreamland/Arlington site on Margate
seafront.

6.2. Both these sites, and others, have the potential to reposition Margate as a modern-day visitor
destination. Key to this will be consistency and sustainability of support by the various agencies involved,
with the aim of ensuring the best possible outcome for Margate. Successful regeneration projects will be
critical to Margate’s (and Thanet’s) future prospects as a visitor destination. Thanet subscribes to the maxim
that attractive places to live and work are also attractive places to visit.
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6.3 The level of educational attainment within the Thanet population is low; with over 40% having no
qualifications. This is reflected in the high proportion of people employed in elementary occupations, and
the low proportion in professional occupations, with 13% and 9%, respectively. Thanet faces the challenge
of encouraging residents and local businesses to upgrade their skills sets and expectations, to enable them
make the most of regeneration opportunities available and to oVer skills and products that visitors and
incoming businesses will want.

7. Improving management information

7.1 The paucity of up-to-date local information on the performance of the visitor economy is a hindrance
to planning destination development needs. The recognised volume/value models (Cambridge and Steam)
provide an indication of economic impact but this is historic (18 months—2 years earlier) rather than
current. The Council has introduced a local business barometer to improve its management information,
but resources are limited. More reliable national data, capable of local level analysis combined with support
towards regular monitoring exercises such as visitor surveys, would be of help.

8. Environmental tourism

8.1 With the increased public interest in more environmentally friendly forms of tourism, coastal areas
potentially stand to benefit subject to their ability to capitalise on particular environmental assets and
benefits. Corporately, the Council has been promoting the message that “Thanet is Beautiful” to remind
residents and visitors of its stunning natural environment, bays and beaches.

8.2 To capitalise on this trend, authorities will need to make the most of environmentally friendly forms
of transport, particularly travel by train, as well as encouraging businesses to “go green”.

8.3. In the latter case, it would help locally if DCMS/VisitBritain would take a lead by agreeing a national
green accreditation scheme and putting resources behind promotion of more environmentally-friendly
forms of tourism.

8.4 The advent of the domestic high-speed rail service in Kent at the end of 2009 will improve services,
and travel times, to many areas of the county including Thanet. Although the reduction in journey times
from Margate to London especially will not be as great as previously hoped, thought needs to be given now
to capitalising on the new service as a means of promoting tourism, in partnership with the service operator,
South Eastern Trains.

9. The London 2012 Games

9.1 The DCMS tourism strategy for 2012 and beyond recognises the need to spread the tourism benefits
of the Games across the UK. Thanet is working with Kent County Council and partners with the aim of
ensuring that the area maximises benefit from the Games, linking tourism with culture and sport. Given the
potentially important role of regional government in supporting intra-regional activity, it is again important
that the South East is provided with a similar level of resources to other regions.

October 2007

Memorandum submitted by Hilton

We understand that the CMS Committee is still accepting responses to its inquiry into the tourism sector
in the UK. As one of the UK’s leading hotel chains, it is inevitable that tourism strategy impacts directly
on our business. Conversely, the services that we provide are of significant importance to UK tourism.

Hilton Hotels Corporation has its International, European and UK and Ireland operations based in
Watford, a clear demonstration of our commitment to the UK. We employ 400! at Watford, including the
senior international management team. Overall, in the UK, we employ 11,000 staV.

We currently operate 69 hotels in the UK and have announced plans to double that number in the next
10 years. Our development plans include diversifying our brand, introducing Hilton Garden Inn, Hampton
by Hilton and Doubletree by Hilton into the UK market, thereby providing accommodation and services
to domestic and international guests that will suit people on a variety of budgets.

In our brief submission we have addressed from the Inquiry’s Term of Reference those which are most
relevant to Hilton, including our:

(i) environment policy;

(ii) analysis of a previously proposed “Bed Tax”;

(iii) approach to promoting domestic tourism;

(iv) contribution to the provision of accommodation for the 2012 Olympic Games; and

(v) employment and training strategies.
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If you do require further information or clarification on any of the points addressed in our submission,
please do not hesitate to contact me.

Background to Hilton Hotels Corporation

1. Hilton Hotels Corporation (hereafter Hilton) currently operates 69 hotels in the UK with over 14,700
bedrooms and 11,000 staV.

2. Hilton bases its International, European, UK and Ireland operations in Watford where we employ
400! people, including the senior management team. This is a clear demonstration of our commitment to
the UK.

3. Globally, Hilton currently operates 2,800 hotels, with 490,000 rooms in more than 80 countries and
100,000 staV.

4. We are committed to continuing to grow and develop our presence in the UK, with ambitious plans
to double the number of hotels in the UK over the next 10 years. The new developments underline Hilton’s
commitment to, and investment in, the tourism industry in the UK and this will further strengthen and
continue our leadership in the hospitality sector.

5. Our ambitious development plans will introduce into the UK brands such as Hilton Garden Inn,
Hampton by Hilton and Doubletree by Hilton, which will suit visitors on a variety of budgets.

“Bed Tax”

6. On the issue of the “bed tax” we agree with the industry wide position and oppose the “bed tax” on
the grounds that:

a. The costs would have to be passed onto the consumer which would make England as a tourist
destination even less competitive than other countries, particularly as it is already considered
to be an expensive destination.

b. In eVect the “bed tax” would be a double taxation given that hotels already pay business rates
for local services. The hotel industry is already heavily taxed where VAT on accommodation
is more than three times greater than the reduced rate in France and twice the European average
of 8.5%.

c. Research by VisitBritain has shown that every 1% rise in hotel prices leads to a 1.3% fall in
inbound visitor numbers.

7. As the Committee will be aware, the Lyons Report, published on 21 March 2007, recommended that
Ministers consult on giving powers to local authorities to levy a tourism tax. Hilton strongly supports the
Government’s position, following the publication of this report, that: “The Government does not intend to
introduce a tourism tax”. We urge the Government to retain its commitment not to impose a “bed tax” which
will have a negative eVect across the entire tourism industry in the UK.

Promoting Domestic Tourism

8. Hilton is actively working to promote tourism in, and to, the UK. As a major provider of conference
facilities we promote extensive interregional business travel in the UK. We also actively promote weekend
and leisure travellers from around the UK and have a particularly strong commitment to the traditional UK
resorts such as Brighton and Blackpool—as well as many of the key cities. This helps to bolster these local
economies through job creation and investment. Our development plans over the next ten years will continue
to strengthen our commitment to tourism in the UK, particularly with the wider scale of aVordability
through the diVerent Hilton brands, and the accessibility of new hotels which will be linked to existing
transport infrastructure.

9. Hilton supports the agencies that exist to promote tourism in the UK, such as VisitBritain, and
encourages the Government to ensure that they receive proper levels of funding and support to continue to
champion domestic tourism.
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The Environment

10. As the UK’s leading hotel chain we are committed to ensuring that the environment in which we
operate is protected and sustained.

We have been keen to promote more environmentally friendly forms of tourism through our hotels via a
number of initiatives.

i. Carbon-free electricity has been installed in 69 hotels in the UK and Ireland. This will see an
oVset of CO2 emissions by more than 64,000 tonnes in 2007, 56% of Hilton’s total carbon
footprint. This follows a £4 million investment in 2006 with another £4 million being spent
this year.

ii. A “Recycling Centre of Excellence” as a pilot scheme at the Hilton Glasgow has been set up
and will shortly be rolled out in other hotels across the country. The hotel has seen a reduction
of 30% in its volume of general waste sent to landfill.

iii. 10,600 water saving fixtures have been installed in our hotels, saving 180 tonnes of water a day.

iv. All 11,000 team members are trained in energy reduction, and there is now an environmental
element to the induction for new team members.

London 2012 Olympics

11. With 18 hotels in the capital, 69 hotels in the UK and many more set to come, Hilton Hotels is eagerly
awaiting the arrival of the London Olympics in 2012. Hilton believes that the Olympics will not only attract
the world’s attention but also highlight what an incredible place London and the UK is, not least thanks to
the quality of its accommodation.

12. All of our London hotels are well placed around the city to support and benefit from the event, before,
during and afterwards. As well as the Olympic site in Stratford, many of the events will be held in venues
across the capital including Wembley Stadium, where we have a new hotel opening in 2010.

13. With our ambitious development plans which will see the likes of Hilton Garden Inn, Hampton by
Hilton and Doubletree by Hilton, which will suit visitors on a variety of budgets, we believe that Hilton will
make a significant contribution to the accommodation needs during the Olympic games.

People and Employment

14. As mentioned earlier, Hilton has 11,000 employees in the UK and bases its International, European,
UK and Ireland operations in Watford where we employ 400! people, including the senior management
team.

15. Hilton and the hospitality industry in which we are a major player understand the importance today
to the UK economy of skills and training in the workplace. In addition, we recognise and address challenges
particular to the industry: retention of staV and commitment to support vulnerable and migrant workers
are two key areas that we are addressing.

16. We recognise that in order to continue to deliver a first class service to our customers we must deliver
first class training and development to all of our team members.

17. The training and skills programme we operate is among the best in the industry. A survey by the
Financial Times in 2005 of top UK employers put Hilton in the top 50, the only hotel chain to feature.

18. The main focus of our training is on customer service. Examples of our wide- ranging training
programmes, which go right up to General Management training, include:

i. Ensuring our employees develop basic skills, particularly migrant workers or those who lack
basic literacy. The company has relations with various language schools and team members
are trained locally to their hotel.

ii. A “Passport to Hilton” training scheme that was formed in response to an analysis of customer
experience and then refined down to 10 touch-points. Team members are trained to focus on
these key points in order to broaden understanding of customer priorities.

iii. Our groundbreaking Hilton University programme for graduates. This is intranet based, with
between 2,000–3,000 courses, covering every aspect of hospitality.

19. We are determined to attract and nurture the right people to come and work with us and we are
committed to working with partners, including Government, to position hospitality in the UK as a
worthwhile and rewarding career.

October 2007
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Memorandum submitted by City of Edinburgh Council

Tourism in Edinburgh

Edinburgh is the jewel in the crown of Scottish tourism and is second only to London in the UK context.
In 2006 Edinburgh attracted 1.33 million overseas tourists an in crease of almost 20% on the previous year.
This success is due in part to the Edinburgh Tourism Action Group (ETAG)—a dynamic working
partnership between private and public sectors to co-ordinate tourism in the city. ETAG has recently
produced the city’s tourism strategy—“A Framework for Growth 2007–15.” This can be viewed: http://
www.inspiringtourism.co.uk/components/docs/ETAG—framework.pdf

The Framework for Growth proposes a 63% growth in tourism revenue in the city by 2015. This
complements the Scottish national ambition of 50% growth as published in the document Scottish Tourism:
The Next Decade—A Tourism Framework for Change. Edinburgh recognises that for Scotland to achieve
this ambitious target, the capital needs to be even more ambitious.

Attached is a report on the current position of tourism in the city to be considered by the Economic
Development Committee on 23 October.

Glasgow and Edinburgh Collaboration

Also attached is a summary of success to date with Glasgow and Edinburgh collaboration initiative.

VisitBritain

Edinburgh is promoted outwith Europe by VisitBritain. However, the profile given to the city has been
a source of concern. In January 2007 Councillor Donald Anderson, the then Executive Member for Tourism
Culture and Sport, wrote to Tom Wright, Chief Executive of VisitBritain in the following terms:

“I have been increasingly concerned by the promotion provided by VisitBritain. Recent examples are the
alternative cities campaign which highlighted flyposting and graYtti in the Edinburgh, hardly appropriate for
a World Heritage site. In the December” focus on Edinburgh”, no mention was made of the Winter Festivals,
which include the world famous Edinburgh’s Hogmanay.

I would propose that there are regular meetings between the Council and VisitBritain to improve
communication and prevent such occurrences in the future. I understand that you visit Edinburgh twice per year.
I would suggest that as a matter of course, you visit the City Council on these occasions and meet with the
Executive Member for Tourism Culture and Sport and relevant oYcials.”

This invitation was accepted, though to date no meeting has taken place.

Air Travel

Edinburgh is situated on the periphery of Europe. As such it is heavily dependent on air traYc to maintain
its competitive position, particularly in the key Business Tourism sector. A recent study for the Edinburgh
Convention Bureau cited direct air links as a key factor in the city’s ability to attract international
conferences. To this end the Council and its partners, Chamber of Commerce, VisitScotland, Scottish
Enterprise Edinburgh and Lothian and Edinburgh Airport have set up a Route Development Group. This
group focuses on identifying the key new routes which will assist the city’s business community. In addition
it develops proposals to support and maintain new routes through initiatives to market Edinburgh in the
new destinations.

In the year to August, a total of 8.89 million passengers used the airport with international traYc growth
for the 12 month period up by 23.6%. More than 40 airlines now fly from 90 destinations to Edinburgh, with
28 new services announced for this year alone.

Structure and Funding of Sponsored Bodies

The City of Edinburgh Council has been a major funding partner of the statutory tourism marketing
bodies since it set up Edinburgh Marketing in 1991. These bodies have included Edinburgh Tourist Board
1991–95, Edinburgh and Lothians Tourist Board 1996–2005 and VisitScotland Edinburgh and Lothians.
Most recently the Scottish Government have announced a restructuring of VisitScotland—reducing the
Area oYces to five. As a result Edinburgh and Lothians will be joined by Fife Stirling, Falkirk and Forth
Valley. With each re-organisation the area covered becomes greater and the ability to focus on marketing
Edinburgh becomes diluted.

Edinburgh is the “attack brand” for Scottish tourism, and is a major player in UK tourism. It is therefore
of great concern to the Council that the city will not be provided with the required marketing support.
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The Chamber of Commerce, with support from ETAG, Scottish Enterprise Edinburgh and Lothian and
the City of Edinburgh Council have appointed consultants to lead a study into how best to promote
Edinburgh as a city to Live, Invest Visit and Study.

Visitor Levy/Bed Tax

Edinburgh Tourism Action Group has been at the forefront of investigating the way forward in
alternative forms of funding for the industry. During the past 18 months, ETAG has undertaken research
to understand what cities and countries around the world are doing to help fund additional tourism activity
& develop their destinations, into “must-see” choices for the discerning tourist.

As we move forward in Scotland, considering how best to develop and maintain successful tourism
destinations, many of the issues and ideas raised within the ETAG research will be useful to those of us
looking for innovative methods to fund activity.

The group commissioned research into the use of Visitor Levies—one form of funding generator—in a
number of cities which allows us a view of how both some statutory (taxation based) and voluntary schemes
work elsewhere.

Much needed customer research was then commissioned to help us understand the views of the ultimate
consumer on paying a small, additional charge towards supporting and improving services in their holiday
destinations.

This research oVers interesting and thought provoking findings, some of which can be seen in a positive
light—particularly those suggesting that consumers do not mind paying a small extra charge if the money
raised, is invested back into tourism; is used for “green activities” or is part of some form of “reward scheme”
where visitors receive, for example, added value benefits such as a Destination Card in return for their levy.
(A Destination Card can be a simple added benefit providing money-oV local attractions; free transport etc
to visitors.)

Key issues which need to be resolved before any such levy is introduced include:

— Tax on Business or Levy on visitors

— Tourism Specific Tax—Airport Departure Tax, Bed Levy, or Non—Specific Tourism Tax—
Airport Passenger Duty,

— Voluntary or statutory

— Relationship of a levy to any B.I.D. development.

— Hypothecation

— Industry involvement in any investment decisions

— Competitiveness enhanced or damaged?

— How much could be raised?

Copies of original research are available if required.

Sustainable Tourism

A key action for Edinburgh Tourism Action Group is to develop a Sustainable Urban Tourism Strategy.

Any strategy has to encompass the “triple bottom line” of environmental, social and economic
sustainability.

Environmental sustainability for Edinburgh includes a reduction of air travel for UK visitors. A key
aspect of this will be continued investment in the East Coast Main Line and the Cross Country routes. Rail
travel is the best alternative to flying—but it must be more eYcient in both cost and reliability.

Within the city, the Council works with the World Heritage Trust to protect the fabric of the city.

Tourism businesses are encouraged to join the Green Tourism Business Scheme.

Social sustainability encompasses benefits to residents, attitudes of residents to tourism and tourists and
employment opportunities.

The Council regularly surveys householders to assess the eVectiveness of its policies. Recently question
on tourism were inserted to this survey with the following results:



Processed: 04-07-2008 22:08:59 Page Layout: COENEW [O] PPSysB Job: 386902 Unit: PAG1

Culture, Media and Sport Committee: Evidence Ev 413

Tourism in Edinburgh 2005

To what extent do you agree or disagree with the following statements about tourism in Edinburgh?

Neither
Strongly Tend to agree nor Tend to Strongly Don’t

agree agree disagree disagree disagree know
% % % % % %

a) Tourism brings cultural
benefits to the city 45 41 7 3 1 2
b) Tourism brings benefits to
residents 21 36 17 17 4 4
c) Tourism is a vital part of the
city’s economy 59 35 3 1 * 1
d) Continued investment in
tourism is important for helping
to develop Edinburgh’s economy 53 36 5 3 1 1

Tourism in Edinburgh 2007

To what extent do you agree or disagree with the following statements about tourism in Edinburgh?

Neither
Strongly Tend to agree nor Tend to Strongly Don’t

agree agree disagree disagree disagree know Agree
% % % % % % %

Tourism brings
cultural benefits to
the city 48 42 6 2 1 1 90
Tourism brings
benefits to residents 30 32 17 13 6 2 63
Tourism is a vital
part of the city’s
economy 57 35 4 2 * 1 92
Continued investment
in tourism is
important for helping
to develop
Edinburgh’s economy 53 37 6 2 1 2 90

The improving trend in “brings benefits to residents” is a result of eVorts to promote tourism as everyone’s
business.

Investment in the industry in the past decade has turned the employment potential from a largely part-
time opportunity to a full time career option. ETAG has established a skills sub group of practitioners to
concentrate on all aspects of the workforce from recruitment, through training to management
development. Currently more than 31,000 people are employed in the industry.

This workforce focus is directly related to the Economic sustainability agenda. Maintaining or increasing
market share in a very competitive environment will assist the economic viability of the industry. Edinburgh
currently enjoys an occupancy rate of 77% and a revPar of £81 (2nd only to London). These statistics
encourage inward investment and the city regularly plays host to international hotel chains seeking to
develop in the city.

In the past year one of the city’s principal hotels—the Radisson SAS, has employed an environmental
oYcer. A key outcome of this appointment has been to increase the hotel’s profitability.

London 2012

Opportunities for Edinburgh include:

— provision of training facilities

— promoting leisure tourism opportunities to sports professionals, journalists, athletes and their
families.

— sports conferences in the period between Beijing and London 2012.
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1. Purpose of report

1.1 Tourism is a key sector of the Edinburgh economy, and the city contributes disproportionately to the
success of Tourism in the Scottish economy. This report brings members up to date with recent
developments.

2. Summary

2.1 Edinburgh is the jewel in the crown of the Scottish tourism economy providing a gateway to the rest
of Scotland. It is the main tourism destination in the UK after London, attracting 1.3 million international
visitors in 2006, and 45% of all overseas tourists to Scotland.

2.2 Tourism is a key sector of Edinburgh’s economy and performs a major role in the promotion of the
city’s Live, Visit, Invest and Study agenda. 31,000 people are currently employed in the industry and in 2005,
the most recent statistics available, visitors spent £1.7 billion in the city.

2.3 However, Edinburgh operates in a highly competitive and volatile global market place, and must
continue to invest in, and promote, the city in order to maintain its competitive position.

2.4 The City Development Department is the lead department and budget holder for grant funding
VisitScotland, Edinburgh Convention Bureau Ltd, Edinburgh Film Focus, Edinburgh’s Winter Festivals
and Edinburgh International Science Festival.

2.5 The Council works in partnership with VisitScotland, Scottish Enterprise Edinburgh and Lothian
and representatives of 1,000 tourism businesses in the Edinburgh Tourism Action Group (ETAG) to co-
ordinate tourism in the city. Earlier in 2007 ETAG published the Edinburgh Tourism Strategy—A
Framework for Growth 2007–15. This strategy proposes an increase in visitor spend of 5% per annum—an
increase of 63% by 2015. This relates to the national ambition defined in the Scottish Executive document
Tourism Framework for Change, which proposes 50% revenue growth for the whole of Scotland by 2015.

2.6 Internally, the Council co-ordinates its activities in tourism through the Council Tourism Team. This
team is chaired by City Development and produces an annual action plan, and an annual report entitled
Inspiring Tourism.

2.7 In light of the Scottish Government’s recent announcement of changes to the Enterprise Network and
VisitScotland (15 area oYces reduced to six) City Development staV will begin discussions with counterparts
in these organisations to establish the implications for Edinburgh.

2.8 City Development has a real concern that the strength of Edinburgh’s tourism promotion may be
diluted by this new wider regional approach, and the need for a strong voice promoting the city is all the
more important in these new circumstances.

3. Main report

3.1 The International Passenger Survey results, published in September 2007, showed that the number
of international visitors has risen by almost 20% from 1.1 to 1.3 million between 2005 and 2006. These figures
were complemented by results from Edinburgh Airport: in the year to August, a total of 8.89 million
passengers used the airport with international traYc growth for the 12 month period up by 23.6%. These
figures show that in terms of international visitors Edinburgh is second only to London in popularity, and
the city has increased its lead over Manchester, Birmingham and Glasgow. It is important to note in this
context that while London has its own dedicated marketing bureau as well as the promotional clout of Visit
Britain, this is not the case for Edinburgh as Scotland’s capital city.

3.1 Annual average hotel occupancy is 76% with increasing bedstock. There was a 6% year on year
growth in July 2007 in revenue per available room (RevPar) as recently reported by PKF. The current
RevPar figure of £81 is second only to London, and significantly exceeds the UK regional average of £54.
UK tourism statistics for 2006 are expected to be published some time in October. However, 2005 statistics
showed that 2.5 million visitors spent £676 million in the city. It is clear that the industry is performing well
and provides the city with a significant building block as it promotes itself to inward investors in the
international market place.

3.2 In an increasingly competitive tourism market the city needs, however, to continually invest in its
product and the physical infrastructure is an important component. A recent Accommodation Supply and
Demand Study, commissioned by Scottish Enterprise, Edinburgh and Lothians (SEEL) and the Lothian
Councils, identified the need for a further 4,000 hotel rooms in Edinburgh by 2015. CEC and SEEL are now
producing a prospectus of appropriate identified sites to assist developers to fulfil this need. Interest from
developers and hotel operators is at an unprecedented high level and is reflected in the number of planning
applications being submitted in the city.

3.3 Business tourism is a key growth market of the sector. The World Tourism Organisation predicts that
Business tourism will grow to represent 40% of the tourism market by 2020. In Edinburgh this market is
served by Edinburgh Convention Bureau Ltd (ECB), Edinburgh International Conference Centre (EICC),
the Universities and private sector operators. The market is currently worth £200 million in revenue
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generation per annum to the city. There are however key infrastructure issues facing the conference sector,
due to the delay in the development of additional function space at EICC and the upgrade of the National
Museum in Chambers Street.

3.4 Edinburgh Convention Bureau is funded by a combination of core funding from its two partners,
City of Edinburgh Council and VisitScotland, and from income raised from membership and commissions.
However, the VisitScotland contribution is largely re-invested from the Council grant. Any reduction in
either the direct support to ECB or the support to VS would impair ECB’s ability to promote the city. The
total budget of £650,000 is considerably less than that enjoyed by competitor city Convention Bureaux. A
further report will be submitted to committee on business tourism, including the infrastructure audit and
requirements, in the near future.

3.5 Events and Festivals are a key component of the Edinburgh tourism product. Edinburgh is renowned
world-wide for its Festivals. The recent Thundering Hooves report pointed the way forward for maintaining
this competitive edge, through a combination of increased investment and better co-ordination. The director
of the new organisation—Festivals Edinburgh—sits on the ETAG Full Group. In this way the needs of the
Festivals and the tourism industry are fully understood by both parties.

3.6 Tourism is Edinburgh’s shop window to the world. With more than four million visitors staying
overnight in the city, there is a ready market for attracting further inward investment.

3.7 The City Development Department represents the Council on the Client Group of a major review of
City Promotion—̧Promoting Edinburgh as a Destination”. This study is being jointly funded by City
Development and SEEL. The Task Group, chaired by SEEL, is due to report in December. Key issues
include how to promote the city across the Live, Work, Invest and Study agenda, and how to increase the
eVectiveness of the current investment in city promotion. A report will be submitted to Economic
Development Committee in early 2008.

3.8 The city’s tourism sector strongly supports the Edinburgh City Region Brand—Edinburgh Inspiring
Capital. The brand, launched in May 2005, ensures a more joined up and eVective approach to city
promotion by providing a cohesive marketing image which highlights the strengths of the area as a place to
live, invest, visit and study. The City Development Department liaises closely with the Brand team and is
represented by the Interim Head of Economic Development on both the Brand Working Group and the
Steering Group.

The future of the Brand and the Brand team, which is currently entirely funded through the Cities Growth
Fund (and currently terminates in March 2008), is tied into the review of City Promotion—̧Promoting
Edinburgh as a Destination” currently being undertaken by the Communication Group on behalf of SEEL
and the Council.

3.9 The continuing economic success of the tourism industry is increasingly recognised as a benefit to the
city as a whole. In the recent Household survey by MORI, 63% agreed that tourism brings benefits to
residents, an increase of 6% in two years. In addition 90% agreed that tourism brings cultural and economic
benefits to the city and that continued investment in tourism is important for helping to develop Edinburgh’s
economy.

3.10 The success of the industry is founded on the twin pillars of strong public/private partnership—
Edinburgh Tourism Action Group and continued investment by all the partners. In the past five years more
than £1 billion has been invested in hotels, festivals and events, the airport, rail travel, retail etc. While it
has been calculated that a further similar sum will be invested in infrastructure such as airport, terminal
redevelopment and hotel developments, transport, conference and events infrastructure.

3.11 Budget pressures on the Council and other public sector agencies present a continuing challenge to
support this key industry. At a time when competitor cities are investing heavily in their infrastructure and
city promotion activity, it is vital that Edinburgh maintains its funding support to ensure the city retains its
competitive position.

3.12 The ETAG growth proposal of 63% by 2015 is in line with the national ambition of 50% growth by
2015. However, it is clear that Edinburgh will need to grow faster than the national average for the Scottish
Government ambition to be achieved. Only investment in Edinburgh—the driver of Scottish tourism—
creates the opportunity to achieve this national target.

3.13 The Edinburgh Tourism Strategy is supported by an annual Edinburgh Tourism Action Plan. The
Minister for Tourism has agreed to launch the forthcoming 2008 plan. This will take place on 4
December 2007.

3.14 This plan defines the actions to be taken by ETAG partners in 4 key investment areas: City Centre,
Waterfront, Festivals and Events and Business Tourism. In addition there are five cross-cutting themes
underpinning all of the key strategic priorities: city promotion, transport, tourism workforce, sustainability
and collaboration.

3.15 The city is regularly cited as a top UK destination in travel awards, winning the Guardian Observer
Readers Travel award as best UK city for the past seven years. In September 2007 the city came 2nd to
Durham in the prestigious Conde Nast award for best UK city. Edinburgh has been in the top three for the
past seven years and has won this award three times.
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3.16 In September 2004 the Council calculated that it invested circa £35 million per annum in support of
the tourism sector. This figure included support for events and festivals, museums and galleries, sporting
facilities and support for city marketing activity currently carried out on our behalf by VisitScotland and
Edinburgh Convention Bureau. This Council-wide activity is co-ordinated by the Council Tourism Team,
managed by City Development.

3.17 The City’s tourism industry plays a key role in both the city region and the Glasgow—Edinburgh
collaboration agenda. Tourism is a key sector in delivering the ambitions for the collaboration initiative with
Glasgow, delivering several projects over the past year—including the recent successful Family Fun
weekend.

3.18 The Area Tourism Partnership (ATP), chaired by the Council Leader, co-ordinates the activities of
the industry in the four Lothian Authorities. With the recent changes announced for VisitScotland it is
unclear if the ATP will continue in its current form.

4. Conclusions

4.1 Tourism plays a key role in the city’s economy as a generator of income, employment and
international profile for the city and Scotland. However, there are key funding, promotion and
infrastructure issues which must be addressed if the city is to maintain its competitive position, and continue
to be a driver of Scottish tourism.

4.2 The City Council plays a lead role in the key partnerships which are delivering growth and success
in the industry. Tourism is Edinburgh’s shop window to the world. However, more co-ordination of tourism
and city promotion is required to market the city as a key destination for talent, trade and tourism in a
constantly changing global market place.

5. Financial Implications

5.1 None at present.

6. Recommendations

6.1 To note the contents of the report.

6.2 To note that discussions with colleagues from VisitScotland and Scottish Enterprise are required to
establish the implications for Edinburgh of the Scottish Government’s proposed changes to these agencies.

6.3 To note that a further report on Business Tourism in the city will be submitted to committee early
in 2008.

6.4 To note that a report on “Promoting Edinburgh as a destination” will be submitted to committee
early in 2008.

6.5 To refer this report to the Culture and Leisure Committee.

Glasgow and Edinburgh Collaboration:

There is a three-fold purpose for Glasgow and Edinburgh collaboration:

— to close the gap with cities that currently boast superior economic performance;

— to make a disproportionate contribution to improving Scotland’s economic performance.

— to keep pace with other cities already collaborating to compete.

Tourism took the lead in this area with the first industry collaboration workshop held in Glasgow in
February 2006. Originally devised by Councils and Enterprise companies in both cities, the aim was to test
areas for collaboration with the industry, generate new industry ideas and provide a framework for future
implementation.

The day was supported by 40 key private sector representatives from the cities and the workshop was
hailed a great success by all involved, including the then Minister for Tourism Culture & Sport, Patricia
Ferguson MSP.

The event provided an opportunity for businesses to generate ideas for collaboration and for the public
sector to reinforce its desire to support collaborative projects. Collaboration is, and remains, an opportunity
for all . . .

The workshops identified five key tourism themes from which a list of projects for further development
was captured.

One project from each theme was identified to be developed beyond the outline description.
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Under the Knowledge Sharing and Skills theme Twin City People was developed to address an industry
desire for a method of broadening the knowledge of frontline staV about the best tourism oVerings in
Glasgow & Edinburgh, the “Twin City People” product knowledge tours have been developed. This project
was made possible with the support and involvement of partners from venues in both cities. To date six local
knowledge courses have been delivered.

Events and Festivals make a significant contribution to the economies of both cities. Under this theme a
list of the two city’s major events and festivals has been generated to formulate a Joint Events and
Festivals Diary.

Connectivity, especially transport was something which everyone agreed would add benefit to the overall
visitor experience and as a result, with the support of Scotrail, it was decided to look at the current product
oVering and review what opportunities there were surrounding this area in the form of a joint Rover Ticket.

Product Development rose to the challenge of identifying and developing new tourism products for the
market.

A gap was seen in the families market and the project Family Fun Weekend was created to stimulate the
interest of parents and children living in Edinburgh and Glasgow to visit the other city. This has been made
possible by the attractions in Glasgow and Edinburgh oVering a free visit to families from the other city.
This project has real potential to grow and become an annual weekend in the diary.

Business Tourism is big business for both cities. Under the theme of Business Tourism it was agreed on the
day of the workshop that Glasgow and Edinburgh should look at the feasibility and opportunities to
collaborate in the conference market to mutual benefit. A study was commissioned to assess the feasibility
and opportunity to collaborate in this area.

In addition to the projects highlighted above a number of other projects were initiated by the partners
including;

— Collaboration project involving students from both Strathclyde and Napier Universities looking
at the long term opportunities for Schools of Tourism & Hospitality;

— Tourist Information Centre StaV Swaps involving staV from VisitScotland’s busy TIC oYces in
both cities;

— Local Council magazine competitions were run to “Win a family day out in your neighbouring
city” highlighting not only what alternative activities you can do but demonstrating just how easily
and quickly you can get there!

To date the initiative has been a success in bringing together public and private sector tourism experts
from both cities to work together on projects which will ultimately grow the market for both cities.

In the international market place, Edinburgh and Glasgow account for half Scotland’s income from
overseas tourists (£600 million in 2005). The VisitScotland European Cities £700,000 campaign focuses
promotion on Edinburgh and Glasgow. In 2006 the campaign, achieved £11 million additional tourism
expenditure for Edinburgh and Glasgow and was named the best international campaign at this year’s
Marketing Excellence Awards Scotland.

October 2007

Memorandum submitted by Glasgow City Council

Tourism Strategy

Glasgow has just launched its Tourism Strategy to 2016, a document compiled by Glasgow City Council,
Scottish Enterprise Glasgow, VisitScotland Glasgow and Glasgow City Marketing Bureau. Within the
Strategy, we discuss three strategic targets:

— To deliver a minimum growth of 60% in tourist revenue with a target of achieving 80%;

— To grow tourism-related employment to 40,000;

— To increase capacity by 3,000 premier hotel bedrooms

Achieving these targets will allow Glasgow to realise a step-change in performance. If we reach our stretch
target of 80% growth in tourist revenue, this means that in 2016 the city will welcome over 4 million tourists
and over 9,000 additional tourism-related jobs will be created.
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Problems and Solutions

These increases will be achieved by focusing on a number of drivers including place quality, connectivity,
authenticity, product innovation, strategic management and targeted marketing. Some of these mirror the
biggest challenges facing Glasgow, in particular we need to:

— Increase the number of direct flights to Glasgow and Prestwick

— Improve road and rail connectivity to Glasgow

— Increase the amount of five star accommodation

Glasgow City Council receives funding from the Scottish Government’s Cities Growth Fund to attract
more direct flights to our airports and there is a great deal of work being done to improve the road and rail
network. The Glasgow: Edinburgh City Collaboration Initiative seeks to progress areas that are of mutual
benefit to accelerate our economic growth and, amongst other things, is actively seeking to improve the rail
link between the two cities to allow us to compete more eVectively. The Initiative is also directly responsible
for around 20 collaborative projects that would not otherwise have taken place and is working with the
tourism industry to bring about further joint working. Further information on these projects can be supplied
if required. Collaboration is also carried out at local level and there are several projects in Glasgow where
businesses have collaborated in order to improve their method of working and their promotion to the
wider market.

Glasgow City Council has its own company, Glasgow City Marketing Bureau (GCMB), that is
responsible for carrying out all business and events tourism and for all activity related to the city brand
Glasgow: Scotland with style. GCMB was set up to better represent the interests of the city as it was felt that
the Local Area Tourist Board Network, as it was then, provided a service that was diluted by the need to
serve outlying areas. VisitScotland Glasgow carries out all leisure marketing and although it still covers the
metropolitan area, GCMB focuses on the city, therefore business and leisure tourism receive a level of
specialism that would not be possible within one organisation.

October 2007

Memorandum submitted by The Noble Organisation

Tourism in Blackpool

I am writing on behalf of The Noble Organisation ahead of the evidence session tomorrow as part of your
Committee’s inquiry into tourism. We are one of the UK’s leading leisure businesses, with major interests
in family-oriented seaside attractions, restaurants, nightclubs, entertainment and gaming centres across
the UK.

Our operations include the Coral Island entertainment complex in Blackpool, which receives over four
million visitors per year and is the town’s second busiest attraction. Given that you are taking evidence from
Blackpool Council tomorrow I wanted to take the opportunity to emphasise the commitment of existing
major leisure businesses, such as ours, to achieving resort regeneration without reliance on regional casino
development.

Coral Island is recognised by the Council’s Local Plan as one of the resort’s principal “magnets” We
welcome the overnment’s plans to support further regeneration in Blackpool, support which, in our opinion,
would be best focused on new conference facilities The Council has already identified and owns an
appropriate site and we, and others in the commercial sector, would be keen to see an expansion of non-
casino attractions and facilities forming part of a conference centre development. Such facilities would assist
Blackpool in re-attracting its traditional family market.

However, for the last eight years Blackpool has been blighted by the Council’s ill-judged focus on regional
casino development. As many other towns and cities have shown, including resort destinations, regeneration
and increased tourism is not dependent on casinos. The Prime Minister has said we need to look at
alternative sources of regeneration and as a major investor in Blackpool’s economy The Noble Organisation
agrees. A recent newsletter from ReBlackpool also concluded that change in Blackpool is “not only about
casinos” and highlighted that a “robust plan is in place . . . with a wide range of partners to ensure that it
translates into reality”.

It is also worth noting that the only forum in which Blackpool’s situation in the super-casino debate was
considered independently and thoroughly was through the Casino Advisory Panel (CAP) process. This
received substantial forensic, economic evidence for and against the proposal. The CAP concluded, in
relation to regeneration, that the economic evidence supporting the Council’s case was flawed while
accepting much of the evidence presented against the bid, on our behalf, by NERA Economic Consulting.
Consistent with that evidence, the CAP concluded that the proposed regional casino” . . . would not reverse
decline.” It also noted that the “reliance for several years on the resort casino concept has inhibited the
production of other ideas for addressing decline”.
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The reality is that Blackpool’ s economy is already regenerating, through a number of measures including
fresh investment going into Blackpool’s historic” illuminations”, the development of the “People’s
Playground” across more than three kilometres of the seafront; and a number of major, alternative, private
sector proposals aimed at bringing back the family market to the resort. ReBlackpool agrees that the
People’s Playground project will transform the central seafront into a year-round urban park for local
residents and visitors. Work on this project is currently underway. Doug Garrett, ReBlackpool’s Chief
Executive has said:” Our aim is to ensure that Blackpool becomes renowned as a 21st century world-class
tourism destination. The innovative and unique redevelopment of the promenade is the first big step in
making this happen.”

You may also be aware that NERA concluded in a report published in September 2006 that the picture
in Blackpool was “not as gloomy” as the one painted by the Council. It found that the number of young
people in the town was rising, the total population has grown in the past two years and unemployment is
not particularly high in relation to the regional average. Coral Island itself has seen considerable investment
and as a result has experienced year on year growth in visitor numbers. NERA has also presented the DCMS
with a further report responding to that from the Blackpool Task Force. NERA concluded that the Task
Force report was still, regrettably, backward looking basing some of its views on a repetition of the
discredited regional casino analysis. The town must instead look forward to a dynamic revival of its
traditional attractions.

We want to be part of this positive future for Blackpool and as a company we are committed to investment
in viable tourism options to help secure the family market in Blackpool. We have a track record of success:
our £30 million investment in Brighton Pier, the country’s largest privately funded conservation project and
now, according to VisitBritain, the UK’s third busiest attraction was the catalyst for the revival of Brighton’s
attraction as a resort.

The imperative, in Blackpool, is to put the years of controversy and stagnation, caused by the casino
debate, behind us and to focus the regeneration of the resort on a new conference centre and associated,
family orientated leisure attractions.

I hope you find this helpful ahead of your session tomorrow. If you return to this issue in the future we
would be more than happy as an organisation to appear before you or to provide further evidence.

October 2007

Supplementary memorandum submitted by BACTA

Further to the written evidence submitted by BACTA to the Culture, Media and Sport Committee’s
inquiry into tourism on 16 March 2007, and I am sending supplementary evidence detailing the serious down
turn that our industry has experienced since the implementation of the Gambling Act 2005.

The annex outlines briefly the devastating impact that the Gambling Act has had on the traditional seaside
tourist economy, including seaside arcades, piers and bingo halls, since its implementation on 1 September
2007. While we appreciate the Committee’s inquiry is at a relatively advanced stage, we do hope Committee
Members will take into consideration the important issues we raise, not least given the damage that the
Gambling Act is doing to traditional seaside resorts.

Introduction

1. BACTA (the British Amusement Catering Trades Association) is the largest trade association for UK
gaming. It currently represents the interests of over 685 companies and 1,170 individuals, covering the entire
supply chain from manufacturing, through distribution and including retail premises. Our membership
includes family seaside arcades, aduit gaming centres, bingo halls, pubs, clubs, and machine manufacturers
and suppliers.

2. The key points BACTA wishes to draw to the Committee’s attention in our supplementary evidence
are:

— The introduction of the Gambling Act on 1 September 2007 has resuited in serious unintended
social and economic consequences. Since then, the Gambling Act has

— provoked a fundamental shift in customer b6havlour

— Because the Gambling Act has reduced gaming machine stakes and overall machine numbers in
traditional softer aduit gaming venues, such as seaside arcades and blngo halls, customers have
migrated to high stake, high prize gaming machines in bookmakers.

— As a consequence of this, the legislation is causing business closures and redundancies, damaging
local economies, communities and tourism.

— We are calling on Government to take Immediate action to rebalance the market in order to avert
the collapse of the traditional seaside amusement sector and an increase in problem gambling.
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Impact of Gambling Act

3. Britain has long had one of the lowest rates of problem gambling in the worid. However, this has been
threatened by the implementation of the Gambling Act from 1 September 2007. Traditional softer gaming
venues, many of them integral to seaside tourist resorb, are finding it impossible to compete for customers
as a resuit of the new regulatory regime.

4. Since 1 September 2007 there has been a significant distortion in the market for aduit gaming caused
by the way in with the Act has changed the relative attractiveness of the machines that can be oVered at
diVerent types of venue.

5. This is having a devastating impact on the economic viabllity of seaside arcades, blngo hak and aduit
gaming centres. It is also having a serious negative impact on the wider public interest. Unless remedial
action is taken by Government there is a real danger that the legislation could have the unintended
consequence of increasing problem gambling, while at the same time destroying long standing UK
businesses and causing thousands of redundancies.

Customer Behaviour

6. The Gambling Act has reduced to four the number of slot machines which oVer a £500 prize in aside
arcades, bingo clubs and adult gaming centres, as well as haMng the amount that can be staked on these
machines to £1. The new arrangements are very unpopular with customers. Many are migrating to Licenced
Betting OYces where they are playing Fixed Odds Betting Terminals (FOBTs) or B2 gaming machines.
FOBTs can have a mwdmum stake of £100 and mwdmum prize of £500.

7. The Act has therefore unintentionally pushed customers to a form of gambling which the recently
published British Gambling Prevalence Study found had one of the highest rates of problem gambling at
112%, compared to that for slot machines of just 26%. Pushing customers to harder forms of gambling is
contrary to the fundamental philosophy behind the legislation—protection of the vulnerable.

Impact of Economic Downturn

8. The shift in the pattern of gambling is evidenced by the economic downturn being suVered by many
companies operating seaside arcades, adult gaming centres and bingo halls.

9. Survey data collected by BACTA shows that the traditional gaming machine sector has faced an
average 21% reduction in revenues since 1 September 2007, as compared to the same period last year. That
reduction reflects in part the impact of the smoking ban, but, to a far greater extent, the changes introduced
by the Gambling Act. This has wiped out profits for this period and threatens the long term viability of these
businesses. Every week brings business closures and redundancies damaging local economies, communities
and tourism.

10. Not only have businesses been aVected by a drop oV in trade but their expenses have increased
dramatically with the additional costs of Gambling Commission and local authority premises licences,
together with the capital investment required to ensure machines comply with the new Gambling Act

11. The downturn has had an impact across the whole gaming machine sector including machine
suppliers and manufacturers. Many premises are now returning machines to manufacturers as customers
do not like the product. Manufacturers who have already had a major reduction in their trade over the last
three years due to the uncertainty of the new Gambling Act are now seeing even more of a downturn with
jobs losses and closures resulting.

Conclusion

12. The Government has taken early action once already to address another unintended consequence of
the Gambling Act that would have devastated clubs. The Secretary of State for Culture, Media and Sport
created a new category of gaming machine, B3A, without any undue delay in order to avoid closures and
job losses.

13. BACTA is seeking from Government the same degree of urgency to address the severe economic
problems that are being experienced across our industry. In particular, we are urging Government to:

— Reinstate a £2 stake on B3 gaming machines (located in adult gaming centres and bingo halls).
This would give customers back the stake they had before the Act and stop them shifting to harder
gaming environments.

— Increase the number of B3 gaming machines to a maximum of 20% of the total in a venue. This
would especially help large seaside arcades who currently are only allowed 4 machines, which is
inadequate to satisfy demand.

14. We hope the Committee is able to take into consideration the points raised in this supplementary
evidence as it concludes its oral evidence sessions and begins preparing its final report on tourism.

January 2008
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Memorandum submitted by Burnham Pavilion Ltd.

GAMING ACT 2005

As you can see from our headed paper we operate a pier (the smallest in England) in the south west. We
have operated here since 1968 and have strong ties with the community.

As present we employ 12 people full time and two part timers. For the busiest six months of the year we
have an additional six full time but seasonal workers.

Since the implementation of the new act we and businesses like ours have seen an average 40% downturn
in our overall takings. As a result of this all of our employees have had a 12% cut in their hours and we plan
on taking on only one additional full timer this summer and possibly one part timer. If every seaside arcade
in the county does the same which I anticipate you can imagine what this is going to do to the local
economies.

As far as capital spending goes, we normally spend a minimum £100,000 a year on new equipment. We
have just visited our annual equipment exhibition at Earls Court where we have ordered only three pieces
of machinery which will cost us in the region of £35,000 and everything else will have to wait until next year
or longer. No doubt this will make a diVerence to the VAT collected by Customs and Excise. I would assume
that in the future we and other like us will be looking to stretch the shelf life of all our equipment by several
years to cut down on our expenditure.

For us personally we will also be cutting our expenditure in the future by at first reducing that eliminating
our annual flower displays which cost us between £5–10,000 a year but that win us than Britain in Bloom
competition annually. In fact our town gave a very poor showing last year which the Britain in Bloom
committee blamed on the council but as usual we were praised for our continued commitment.

As you can imagine with a pier nearly 100 years old our maintenance spending is formidable. This
obviously cannot be reduced but we will be looking for ways and means of reducing everywhere else. Simply
put with the exception of the substructure we will be extending our yearly maintenance and repair schedules
to every other year wherever possible.

One of the things I find hardest to come to terms with at the moment is that we are still paying the same
section 16 tax on the B3 machines in our AGC’s but they are in fact not that. The stake has been reduced
to £1 and the reel time has been lengthened and worst of all most of the features have been removed. This
our customers do not like so they are generating less income but we are still paying the same tax. If you must
charge us that, could we not at least have the features back and linkage to make the game more interesting,
the reel time reduced and in the stake increased to what it was before.

Also in an ideal world we would like the 50p insert category C machine to have its prize increased to £50
which would be in line with the 30p/£30 category C machines.

The cost this year for us of implementing the new Gambling Act has risen to approximately £100,000 so
far. This includes all the new licences (an ongoing expense) as well as the physical alterations to our premises
and machines and the training of all our staV (another ongoing expense).

At the moment, SWRDA are going to great lengths to regenerate seaside towns in this county at a cost
of many millions of pounds. It will all seem a little fruitless if certain parts of all these towns are going to
become shabbier and shabbier over the next few years through lack of investment by the leisure trade.

All this has been done it would seem to appease the media who are under the impression that serious
gambling addicts are coming from amusement arcade but in fact if you look at the statistics the percentage
is much smaller than would be imagined especially now as so many of our ACG customers have merely
transferred to the betting shop machines. However I’m sure lots and lots of casinos up and down the country
will improve the matter greatly!!

One of the implementations of the act which I find most diYcult to swallow is that no under 18’s can be
allowed to view gambling in an AGC from an FEC, perfectly understandable really but that someone of
any age walking into any services on any motorway in the country or walking down a high street that has
and AGC only arcade can openly view everything on hand. In the case of the service stations in fact a child
could walk by someone playing a category B machine inches away separated by only clear glass. Where is
the conformity in that? Surely if a child is at risk in one place it is in all places.

In fact we have banned under 16’s from playing any fruit machines in our arcades for over 24 years and
we do not allow them in unless they are accompanied by and supervised by an adult. We took this stance
after talks with David Heathcoat-Amory to show how strongly we view our civic responsibilities.

A less sceptical person would think that large companies like Rank or Granada were perhaps in a stronger
position that small independent companies like myself.

Yesterday I went online and having goggled online gambling I then went onto the first four web sites on
the list. On none of these did I see any reference to Gamcare, but all our machine have to have Gamcare
stickers on and their literature and helpline must be displayed in all our separate licensed premises as well
as all our staV trained in the matter. Where is the equality in this? We are responsible for checking that our
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customers are over 18 by asking for a driving licence, passport or citizen card but no real check is made by
the online gamblers. I know this from personal experience as my ex ran up a credit card bill of several
thousand pounds on my card.

To gamble in one of our premises a customer must first make their way to our place of business, sometimes
against foul weather, they will be noticed by all our staV and challenged if they look under 21, they will also
be monitored by our CCTV cameras the whole time they are there. After playing they will likely have to
explain where they were to their partners, all of these are natural checks but to gamble online all you need
is a computer and a credit card, not necessarily your own. Online gambling in this country is being allowed
to thrive whereas amusement arcade are being regulated to the hilt and given the worst media coverage,
blaming us for everything.

Turn on your television any day of the week and you will see gaming on multiple stations, interactive,
online or by telephone or text. Bingo, games and quizzes on you PC, mobile or PDA. The opportunities are
endless now, a million ways to gamble. Ironically, whilst arcade are being curtailed betting shops are being
encouraged and are in themselves turning into mini arcades. Their four machines allowed by law have
individually as many as 12 games on them the equivalent of a large old fashioned arcade but these are openly
in our high streets and though fares.

I feel that a lot of the pressure put upon us is class led. If a man wants to go into a top restaurant and pay
£100–200 for a meal no one says anything despite the fact that it is just a meal at the end of the day. They
are paying for the entertainment as well. Likewise if the same man loses at Ascot races it is socially acceptable
but if the same man spends the same money in my arcade for example it isn’t, is this not gross hypocrisy.

There are also no Gamcare stickers on lottery tickets or scratch cards, or even a mention of them when
you do the draw on national television. There are none at Royal Ascot, Cheltenham or at the Darby where
you could lose everything you own in a single day but bingo clubs have been hit by the new act despite the
fact that most of their customers are there for a social night out with friends. As I understand it the bingo
clubs, something that was a national pastime are now in freefall due to the smoking ban and the new
gambling regulations despite there being to my knowledge no adverse behaviour problems resulting from
a night out at the bingo unlike for instance a football match where vandalism and Asbo’s go hand in hand.

I do wonder where all this is leading too? Is it this governments intentions to rid the country of amusement
arcade altogether? If so what right have they to fundamentally alter the British way of life, what exactly is
the problem of a traditional seaside holiday? Spending time with you family within the British Isles, having
fun on the pier or sea front, playing on the beach?

If you lose one part you will lose all as the commercialism funds what will remain. Next they will try to
take away the pushers and cranes, all fun and entertainment, not gambling. I enclose a copy of a letter sent
to us after the sad death of one of our elderly customers. I think this explains better than I could how much
enjoyment so many people get from using our facilities.

Are the government being lead by the Budd report, one person’s attitude who openly stated that if left to
him he would rid the country of amusement arcades, an economist with an agenda to get more tax using a
moral crusade as a slight of hand?

January 2008

Memorandum submitted by Barry Cole

In the submissions that I heard no reference was made to the issue of Business Tourism. In addition there
were some issues that I felt might be worth drawing out from what was discussed at the hearing and I do hope
it is not presumptuous of me to raise these especially as they the points may well have come up at other times.

Each witness was asked what might they aspire to for the future of the destination and I have included
my own thoughts on this.

The English Riviera as a Tourist Destination.

There is some passion in political circles and within the community to “diversify” and not be reliant on
tourism. I have some diYculty in diverting our eVorts away from our core business.

There are numerous destinations around the world whose existence relies solely on tourism. They remain
proud of this and concentrate their eVorts on being the best at this. There is no shame in understanding
where your USP lies. We do not have the infrastructure that will allow us to major on any other business
sector that can contribute as much to the wellbeing and lifestyle of the indigenous population as tourism.

The South Devon by-pass, which though not mentioned last night MUST surely have been raised
elsewhere as an imperative, can assist the traYc flow and can help build some businesses but will not be a
panacea for the creation of any major clustering of new sectors other than home based working.

As a destination we should be focused on tourism and us that a a tool for the economic wellbeing of
the area.
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This means that the approach to investment by government should be no diVerent than it would be if the
area where reliant on say car manufacturing that was going through a tough time.

Funding should be weighted to give consideration to the influx ofvisitors numbers so that the build and
environment infrastructure is enhanced, the destination become more attractive and the tourist spend
retained in the UK.

Business Tourism

With the development of Exeter airport and the Flybe routes, the RICC has for the first time participated
in EIBTM in Barcelona and next month will be attending IMEX in Frankfurt. (These are exhibitions for
attracting conference business similar to the UK’s Confex)

As a business that, from our UK clients alone,currently generates anything between £9 million and £12
million into the local economy we see great opportunities for further growth and while marketing budgets
are critical, the development of a rounded destination is critical.

We will therefore welcomea Casino and any other regeneration that adds an international competitive
flavour to the English Riviera oVer.

Hotel Stock

There is a place for small hotels and guest houses in every destination whether a major City (Paris/
London) or a seaside town (Torquay/Cannes)

However, their ability to make profit is greatly challenged by red tape, legislation and regulation whether
in relation to employment or H & S. While larger operators and groups have the financial ability to deal
with these issues, smaller operators do not. This is no diVerent to the Tesco/corner shop conflict other than
in one respect. The hospitality industry needs to continually invest in refurbishment, and product review in
a way the corner shop does not.

The publics confidence in the standards oVered at a destination is critical and the approach to achieving
this across a destination in its entirety from taxi to hotel to traYc warden and shop attendant requires some
lateral thinking. Here is a government opportunity.

The investment in the destination could be linked to a contract with government to delivera destination-
wide quality assurance scheme.

The concept should be piloted on the English Riviera.

This would drive out sub-standard properties, those who merely tinker at being in the hospitality industry
but have actually chosen a lifestyle after a previous career, enhance the wellbeing of the indigenous
population and set standards for the whole UK tourist product to which to aspire.

In turn the destination would be focused on value for money, in other words being able to charge suYcient
to re-invest in thebusiness

March 2008

Memorandum submitted by Torbay Development Agency

1. For decades Torbay has been overshadowed by the more pressing demands for regeneration funding
exhibited by Bristol, Plymouth and Cornwall. However, whilst these areas have been benefiting from
hundreds of millions of pounds of public investment and the creation of substantial delivery infrastructures,
Torbay has been declining fast. Most tellingly, within the South West Torbay now has:

— The lowest GVA per head, at two thirds the national average;

— The lowest level of average earnings, at around 2/3 the national average;

— Lower levels of economic activity than the regional and national averages;

— Relative to working age population, the highest proportion of Benefits Claimants of any local
authority; and

— The highest percentage of people not qualified to at least NVQ Level 2 and the lowest percentage
qualified to Level 4 or above.

EMPLOYMENT SPLIT (2005)

Torbay (%) South West (%) GB (%)

Full time employment 56.1 64.1 67.9
Part-time employment 43.9 35.9 32.1

Source: ONS Annual Population Survey
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OCCUPATIONAL PROFILE (2007)

Torbay (%) South West (%) GB (%)

Managers/Senior oYcials 15.2 15.6 15.1
Professional 10.8 12.9 13.0
Associate Prof. & technical 11.5 13.6 14.3
Admin & secretarial 9.2 11.9 12.0
Skilled trades 13.6 12.2 10.9
Personal Services 10.0 8.2 8.1
Sales & Customer services 9.9 7.3 7.6
Process Plant & Machine Op’s 5.8 6.5 7.2
Elementary Occupations 13.9 11.6 11.5

Source: ONS Annual Population Survey

BENEFIT CLAIMANTS

Number of claimants % of working age population

England and Wales 4,744,205 14.9
South West 358,395 12.2
Torbay 13,995 19.2

TOP 10 SECTORS BY GVA (£M CONSTANT 2003 PRICES)

Sector 2000 2007 2012

Health & Social Care 157.4 192.3 222.9
Business Services 74.2 156.9 212.3
Retail 102.8 141.9 163.6
Construction 83.9 119.3 142.5
Tourism & Leisure 91.1 116.8 137.0
Wholesaling 72.0 91.2 114.5
Other Financial & Bus. Services 48.2 83.3 111.0
Public Admin. & Defence 82.8 78.0 77.5
Education 76.1 72.4 79.3
Electrical & Optical Equipment 125.6 60.1 88.3

Source: ABI, NOMI

TOP 10 SECTORS BY EMPLOYMENT

Sector 2000 2007 2012

Health & Social Care 9,810 10,880 11,460
Retail 7,960 8,160 8,290
Tourism & Leisure 5,610 6,480 7,090
Business Services 3,720 6,210 6,830
Construction 3,530 4,440 4,930
Education 3,480 4,260 4,080
Wholesaling 3,060 2,830 2,950
Other Financial & Bus. Services 1,390 2,120 2,470
Public Admin. & Defence 1,970 1,900 1,800
Electrical & Optical Equipment 3,470 1,360 1,690

Source: ABI, NOMIS

2. These issues not unique to Torbay other coastal resorts all report problems with

— seasonality,

— hidden unemployment,

— worklessness,

— transient populations,

— the migrant labour force,

— housing,

— coastal public costs in particular health and social care,

— coastal defences, in many cases coastal defences also amenities for visitors & residents.
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3. A particular problem in a built up resort is managing the conflicting uses for space in waterfront area;
which include retail, residential, public open space, marine leisure, other marine businesses requires careful
management through the planning process

What We Have Done Since 2004

4. Torquay Waterfront Regeneration (Phases 1-3 and investment in Living Coasts attraction) public
grants as an enabler with a range of work to improve area including new slipway, bridge, harbour cill and
lining. In total of £8 million of public grant has enabled over £20M of further investment. Important to note
that this latter investment depends on good prevailing economic conditions and in a downturn a return for
the public investment may take longer to realise.

5. Torbay Innovation Centres - partnership with South Devon College to promote enterprise, similar
process to Higher Education business incubation. One site open and 90% full in 15 months, second site due
to complete in summer. There have been 55 new jobs created in the centre and a further 87 new business
start ups from the support provided.

6. Brixham—major regeneration programme aimed at both ensuring more value comes from the fishing
industry and that the town has a broader economic base. Diverse cocktail of funding from European and
Government sources.

7. Developed a new Economic Regeneration Strategy which underpins the above and is at the heart of the
Council and Strategic Partnerships plans. It sets out our key sectors which areTourism and leisure; Retail;
Advanced engineering; Fishing; Marine; Environmental/Marine Science; Health and Social Care; Other
Value Added Manufacturing.

(a) The issues of raising value of employment, skill levels and reaching our most deprived areas run
through this strategy.

(b) The strength weakness analysis in this has Tourism down in all boxes because it’s a key sector but
currently we need to move our oVer and adapt to a diVerent market.

What We Are Trying To Do

8. Fighting our case. Trying to raise the area’s profile and recognition of the needs and opportunities. Our
regional partners are fully supportive and the big challenge is to have our case understood within Whitehall.

9. New European Competitiveness programme—Torbay is one of three priority areas in the region and
over 2007–13 will be to access around £10 million of EU funding. Through the programme we are looking
to support our businesses better than they have been before including tourism and other service sector
businesses. Other priorities include issues of skills and employability. One constraint is the lack of other
public funding to be used as match because as alluded to in paragraph 1 Torbay has been passed over by
diVerent Government programmes most recently Working Neighbourhood Fund despite being the 71st
most deprived area in the country on the most recent Index of Multiple Deprivation.

10. Business Improvement District—the private sector is leading the development of a BID programme
for Torbay with Torbay Council and Torbay Development Agency support. The intention is to hold a ballot
before Easter 2009. This is important because retail is an vital sector to both residents and tourists as its one
of the top activities. A five year BID in Torquay is estimated at being worth around £1 million.

11. New Growth Points—recognising that Torbay is a principal urban area and looking at how through
this process we can bring forward housing, employment and supporting infrastructure against the spatial
strategy.

12. Mayoral Vision—using NGP sought to rationalise over 300 diVerent project ideas that were around
within the community the Vision sets out how the physical environment of Torbay can support the wider
aims of developing Torbay as the place it should be.

13. At a lower level we are to be partners in a project on coastal inequalities looking at what we can do
within UK and Northern France to see if there are common issues.

14. Welcome the introduction of the Seaside Resort Fund, we are working closely with our RDA on this
but are concerned at the low level of funding allocated to this scheme across England. Other Departments
such as DWP, CLG should be encouraged to see if they could contribute to a fund with broader aims based
on evidenced need in coastal tourism areas.

15. Welcome the sub national review of and note support for recommendations, in particular the explicit
recognition of local areas role and devolution of funding from RDA to local areas.

16. We are also looking to promote and develop Social Enterprise opportunities where much of the region
has seen good success and the nature of Torbay’s problems means that this type of scheme could have real
and sustainable impacts on economic deprivation locally.
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Constraints

17. Profile & perception—Within Whitehall, certainly outside the region, people think palm trees and
beaches but Torbay is 71st most deprived area in country with some acute and typically inner city type of
problems right next to seven figure properties.

18. We continue, in Torbay, to just miss out on key award criteria, it harms our ability to lead
regeneration work latest example if the Working Neighbourhood Fund. Only one round of Single
Regeneration Budget and our access to European funding is limited because of diYculty around match
because the case for coastal areas not typically well understood.

Where the Committee Can Help

19. In endorsing the findings of the CLG Select Committee on Coastal Towns and in particular the call
for better research to understand the problems of coastal towns and resorts in particular and the need for
a more consistent approach across Whitehall.

20. In encouraging DEFRA to review it’s investment in sea and flood defences through the Flood and
Coastal Erosion Management Grants to enable it to support projects that serve a wider public function.

21. Recommending an early review of the Seaside Resort programme run by DCMS with a view to seeking
an extension over a longer period of time and/or an increase in the funding allocated to it if demand proves
exceptional. Given that small and medium size businesses make up the bulk of tourism businesses it is unfair
to expect the private sector to support public realm investment. Government and it’s agencies should be
encouraged to develop

Appendix 1—Excerpt from Economic Regeneration Strategy

Priority 1 Repositioning the Visitor OVer and the Leisure Economy

The overall vision for this strategy emphasizes the need for changes in attitudes to the way in which
Torbay has “earned its living” in the past. This is nowhere more important than in the area’s visitor and
leisure sector which has long been the cornerstone of the economy. The strategy study already notes that,
although the size of the tourism industry is notoriously diYcult to quantify, South West Tourism estimates
that tourism expenditure in Torbay totalled £398m in 2003 and employed 13,388 people, supporting 25%
of employment in Torbay.

However, Torbay is the only district in Devon to have experienced a decline in bed nights during the last
decade and there are growing concerns that any further decline will aVect the viability of many tourism
businesses within Torbay. Recent performance in Torbay has been mixed with declining employment in
hotels and amusement parks but employment growth in bars, restaurants, shops and leisure and recreation
activities. This decline now appears to have stabilised, and further growth in tourism in Devon and Cornwall
is projected but Torbay’s core customer base has an increasingly aging and less wealthy profile. This lack
of higher expenditure has stifled investment and this is the core concern that the strategy must tackle.

Despite the maturity of the tourism industry in Torbay there is significant underexploited potential,
particularly regarding opportunities in the marine leisure sector. Torbay needs to maximize opportunities
to build new markets with real volume and value potential for the future as the tourism market in Devon
and Cornwall continues to grow. Torbay has the potential to benefit from this growth but in the sector—
which supports large numbers of small businesses and has relatively low barriers to entry with low
investment levels—attitudes have been slow to change. The most important change which the strategy seeks
to respond to is the need to attract a much broader base and longer season of visitors including those coming
for short breaks, business visitors and, particularly, to attract those visiting with a specific activity, leisure
or other specialist purpose. Secondly the market needs to recognise that “visitors” now include second
homers with an alternative leisure based lifestyle on weekends and short breaks, retirees in earlier and more
active retirement with multiple homes which may be a source of income and those seeking a business,
second—or retirement home or a lifestyle investment location. Those who make up the visitor and leisure
sector market now range through a continuous spectrum of tourists, visitors, investors, retirees, multiple
homers and residents seeking the leisure lifestyle opportunities which Torbay can provide.

The analysis also shows that the retail sector continues to grow and, together with bars and restaurants,
Torbay’s three town centres and specialist shopping areas make an important contribution to the visitor
oVer. The recent Torbay Retail Study however shows that there is a growing threat to the strength of high
value comparison and specialist shopping in Torquay, and in Paignton and Brixham, from new retail
development in Exeter, Plymouth and Newton Abbot.

Even to maintain a “constant market share” in these centres investment in new floorspace and
improvements in the existing shopping environment are required, such investments would be well supported
by raising skill levels in existing employees as well as educating potential new entrants of the opportunities
available within the retail trade.
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This theme therefore identifies a range of seven interlinked priorities which make up an important agenda
for change in this ever widening sector.
P1.1—Redirecting Torbay’s tourism oVer for greater value to the economy
P1.2—Maritime Leisure—Leading the way
P1.3—Investing in leisure for visitors and residents
P1.35—Securing the Potential of Torbay’s culture and heritage
P1.5—Marketing Torbay to visitors and residents
P1.6—Capturing the Value of “Third-Age” investment and expenditure
P1.7—Improving Torbay’s retail oVer

March 2008

Further supplementary memorandum submitted by VisitBritain

Expenditure by Countries Advertising their Tourism Destination in the USA

Please note that the amounts refer to expenditure on “paid for” advertising only, not total marketing
budgets.

Visit Britain 2007 Ad Spending

Tourism Destination 2007 Total 2007
$ (000’) Rank

Mexico 19,898 1
Puerto Rico 16,043 2
Bahamas 13,888 3
Jamaica 10,261 4
Ireland 9,913 5
Aruba 9,626 6
Israel 8,052 7
Australia 8,038 8
Turkey 7,267 9
Cayman Islands 6,710 10
Bermuda 5,231 11
Barbados 4,467 12
Malaysia 3,951 13
Peru 3,810 14
Greece 3,620 15
Canada 3,614 16
Quebec 3,017 17
India 2,860 18
Alberta 2,826 19
South Africa 2,518 20
British Columbia 2,471 21
Spain 2,340 22
Toronto 2,097 23
US Virgin Islands 1,800 24
Belize 1,798 25
Panama 1,529 26
Great Britain 1,239 27
Curacao 965 28
Singapore 936 29
China 855 30

Source: Nielsen Ad Views

May 2008

Printed in the United Kingdom by The Stationery OYce Limited
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