
Winning:

A tourism strategy for 


and beyond 



Our 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. 

Information about DCMS,VisitBritain and Visit London 
can be found on the following websites: 
DCMS www.culture.gov.uk 
VisitBritain www.visitbritain.com 
Visit London www.visitlondon.com 
LDA Visit and action plan for London 
www.lda.gov.uk/server/show/ConWebDoc.1513 
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The UK’s flourishing 
tourism industry generates 
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the British economy. It is 
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1.4 million jobs. 
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Through this Strategy we 
want to ensure that the whole 
tourism industry recognises 
and realises the potential 
benefits from the Games. 

9 
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Co-ordination in the capital 
Events for London has been established as a one stop 
shop for anyone staging an event in the capital. It can help 
organisers sort out accommodation, transport, security 
and other needs.The organisation will also develop new 
events that complement the city’s cultural diversity, 
expand existing events and attract major international 
festivals and forums. 

DCMS also supports proposals for a major new International 
Convention Centre (ICC) in London. A feasibility study 
for the Mayor advised that the new ICC could generate 
an extra £400 million for the capital with at least 5,500 
extra jobs. 

Welcoming the world 
We need to do all we can to ensure that overseas visitors 
receive a welcome second to none when they come 
to Britain.This is a challenge for everyone: from those 
providing transport links to accommodation. Our success 
in this will determine the 2012 Games legacy for tourism. 

Britain has a strong brand – top place on the major 
national brand index – but scores only 16th out of 38 
for the welcome we offer.We must do better.This means 
cutting delays and improving arrival facilities at airports 
and ports, on planes, trains and ferries. 

An improved visitors’ experience 
A new Welcome Charter will commit the tourism and 
hospitality sector to providing good service. Ports of entry 
are being improved – with Heathrow Terminal Five opening 
next year and the new Eurostar terminal this year – and 
a more proficient image by immigration staff. Improved 
procedures will make tourist visa processing easier.The 
Welcome to Britain Group – a focus group for the sector – 
is ensuring that security requirements are balanced with 
providing a warm welcome to visitors. 
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£85 billion is spent 
annually on UK tourism 
including £17 billion by 
33 million overseas visitors 
and £44 billion on day trips 
by UK residents. 
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premises 

The industry currently employs a young workforce – just over a third of staff are under the age of 
25, with pubs, bars and nightclubs employing the highest proportion of 16 to 25 year olds, many 
of whom are students. Seventeen per cent of the workforce is from overseas. Sixty-two per cent 
of people in the sector are female and 38 per cent male. 
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Coverage: UK Age profile	
Source: Labour Force Survey, 2004/05 
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Domestic overnight trips by purpose 
Source: United Kingdom Tourism Survey 2006 
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The experience of cities and 
nations that have hosted the 
Olympic and Paralympic 
Games has demonstrated that, 
when carefully planned and 
promoted, the benefits can be 
shared across the host nation. 
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The handover 
LOCOG is already developing an extensive programme of 
activities to mark the Olympic handover from Beijing to 
London, ranging from the closing ceremony presentation 
to events throughout the UK to highlight 2012 Games’ 
venues and activities.VisitBritain, its public diplomacy 
partners and Visit London will also use their marketing 
to enhance global international perceptions of London 
and Britain as hosts for the next Games in 2012. 

Notting Hill Carnival, London 
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3. Business visits and events
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W
with the 2012 Games to 
upgrade our facilities for 
business visitors and to 
reinforce our reputation 
as a leading location for 
conferences and events. 

e have a great opportunity 
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– Improving our ability to adapt by evaluating changes in 
business visits and events activity to capture business 
won in the year it is booked. 

– Refining the Britain brand to reflect business visits 
and events. 

– Exploiting partnerships between VisitBritain and Visit 
London with UKTI on trade and professions association 
events and DCMS on sporting and cultural events. 

– Taking advantage of best practice, and ensuring better 
brand consistency. 

– Ensuring assimilation of Best Value and Excellence into 
mainstream activities. 

– Proactively building relationships with the destinations 
and regions and other bidding partners, enabling 
VisitBritain to respond to specific requests for support, 
ensuring higher conversion rates. 

– Ensuring higher delegate and attendee levels at events 
using the marketing and PR capabilities overseas. 

– Through Events for London, reinforcing London’s 
international profile and image and celebrating and 
promoting the capital’s diverse communities, vibrant 
creative life, inclusiveness and sustainability. 

– Continuing to support work to bring forward a London 
International Convention Centre within the central 
tourist area of the capital. 

Business tourism: the facts 
– 

– 

– 

– 

– 

– 

T

T

dur
this r
28 per cent of total inbound spend.
9 per cent and spend is up b

and is pr
T
and pr
tour

r
inbound visits to the 

50 per cent of the v
Mar

total visitor
business need (ie that their tr

easil
e
T
of the typical leisur
f
v
£900 million. 

8.17 million inbound business visits w

Business visits ar

Business visits ar

84 per cent of business tr

or just 4.3 per cent of total international tour

eg

otal UK business tr

he r

olume, 

r

xhibitions, 
heir a

av

ions, 

ing 2005, 

c

el and 

ism sector up to 2010 (W

y influenced.
emaining 16 per cent of business visitor

epr

h (International P

edicted to r

ver

f

esents 27 per cent of total inbound visits and 

ojected to r

the

or e

ag

T

s) ar

our

y account f

incentiv
e spend per da

xample, 

contr

ism C

e individuals visiting Br

e par

e also cr

T

ise at a f

ibuting o

hese ar

e visitor

alue being deliv

a
ise to £33.8 billion b

e pr

ouncil). 

v

W
accounting f
ticularl

el w

asseng

or 6 per cent of v

est Midlands. 

o

ucial f

gr

a

e deleg

as w

aster r

v

y is mor
ammes and other e

. 

v

y 10 per cent on 2004 f

eller

So although the

Business visits ar

er £4 billion in spend – 

y impor

er Surv

a

orld 

or

v

or seasonal spr

el is less discr

s (or 22.9 per cent of 

ate than an

th £22.1 billion in 2004 

ates at conf

or 40 per cent of 

T

e than twice that 

er

r

V

ade Or

e

tant f

isits ar

ed October to 
y 2005). 

er

itain f

e made 

alue, 

y 2012 (W

or England’

g

e up b

y other 
anisation). 

y account 

or a specific 

s ar
er

etionary). 

or nearl

e incr

ead with 

ism b

v
ences, 
ents. 

e mor

y 
igur

easing 
orld 

y 
y 

s 

e 

es. 

40 Business visits and events Winning: A tourism strategy for 2012 and beyond 



The opportunity 
W
upgr
our r
and e

T
this gr
with attr
on our laur

F
meeting
ar
visitor

So w
e
and the UK. 

London, 
destinations f
T
permanentl
international competitor
pr
those that need impr

o do so

iv

v

he 2012 Games pr

e discr

omoting our best e

e ha

ents and str

e in e

ade our f
eputation as a leading location f

e m

v

s of all. 

oup

v

ents. 

e a gr

v

, 

etionary
: 

and the UK g

ust r

activ

ery six business visitor

w

their visits ar

.T

els. 

e will de

y establish our

her

eat oppor

eac

acilities f

e o

or business visits, 

ongl

e is an incr

h those w

v

, and their deleg

er

y encour

v

seas destinations, 

o

elop a specific str

vide an oppor

o
xisting f

ener

or business visitor

e non-discr

v

tunity with the 2012 Games to 

ement. 

s b

all

easingl

ho or

selv

ag

y pr

y

acilities and upgr

, 

e them to come to London 

es as the en

alr
conf

o

g

s comes f

anise conf

ates ar

viding ne

ead

y competitiv

etionary

tunity f
er
y pr

or conf

ateg

ences and e

and w

e the most v

s and to r

o

or a specific 

vide w

vy of our 
w f

. 

y tar

or us to 

er

But conf

e cannot r

er

ences and 

acilities, 

e mark

ences 

ading 

geted at 

orld-class 
v

einf

ents. 

er
aluable 

et 

ences 

or

est 

ce 

Newport 

Winning: A tourism strategy for 2012 and beyond Business visits and events 41 



Economic regeneration and business tourism 
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4. Welcoming the world
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The welcome we offer our 
visitors will be a crucial 
measure of the success of 
the Games... 2012 offers an 
unparalleled opportunity 
as a catalyst for accelerating 
improvements in the quality, 
services and welcome in Britain. 
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5.
and attractions 

 Better quality accommodation 

Key points in this chapter 
– 

– 

– 

– 

– 

– 

W

W

W

“Quality-assessed onl

impr
and tour
accommodation, 
poor

lik
is the best w
in the pr

visitor
in Br
f

accommodation.
£1.6 million incentiv
of r

in place. 

sc

It is vital that w

London has a par

eedbac

e plan a ne

e set out ambitious but r

e belie

heme par

e 

ooms in g

V

itain – this will complement e

,not least in London. 

o

isitBr

v

s to pr

e the quality of our tour

k w

opor

v

ist f

e v
itain and the 

ebsites. 

ticipation. 

acilities. 

oluntary accr

o

a

w internet por

tion of quality accr

ood accommodation. 

y f

vide f

e use the c

orw

ticularl
T

ther

he London De

eedbac

ar

e sc

Despite m
e is still too m

y” 

d. 
A

y lo

But w

heme to incr

f

utomobile 

or Go

editation – b

halleng

k about their e

ealistic tar

tal to mak

w pr

e need a dr

v

uc
ist accommodation 

ernment hotel use is no

edited accommodation. 

opor
v

h fir

e of the Games to 

elopment 

xisting customer 

uc

Association (AA) – 

tion of accr

ease the pr

g

e it easier f

st-class 
h that is 

ets f

y or

amatic incr

xper

g

or quality 

anisations 

Ag

iences 

ency has a 
opor

edited 

or 

ease 

tion 

w 

An opportunity to improve 
T
gr
and visitor attr
guest houses ar
situation in London is w

Getting quality r
of the Games, 
to the UK f
be fir
them to r

Our quality impr
and all other par
accommodation alone. 

he 2012 Games pr
eatl

st r

y to impr

ate, 
eturn to this country after the Games. 

or the fir
and should be g

especiall

actions. 
o

e w

v

ts of England. 

ight is impor

o

e the quality of the UK’

v

orld-class, 

ement pr

st time.

ovide an e

Although man

y as man

orse than in the country as a w

T
ood enough to encour

o

heir e

too man

tant to the wider success 

gr

xceptional oppor

And it does not co
amme co

y visitor
xper

y UK hotels and 
y ar

iences her
s will be coming 

s accommodation 

v

e poor

ers London 

tunity 

. 

v

e should 

And the 

er 

age 

hole. 

56 Better quality accommodation and attractions Winning: A tourism strategy for 2012 and beyond 



The 2012 Games provide 
an exceptional opportunity 
greatly to improve the quality 
of the UK’s accommodation 
and visitor attractions. 
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Realistic new targets 
Our consultation document sought views on proposed 
targets for NQAS participation. Although most respondents 
agreed that targets were important, they also wanted more 
concrete practical support too. 

The Government accepts this, and a range of practical 
measures is set out below.Tracking progress is, however, 
important to success. 

The industry has made it clear that the targets proposed 
last year were overly ambitious. Following detailed 
consideration, the Government accepts this, and considers 
that VisitBritain’s long-standing target of increasing NQAS 
participation to 80 per cent across Britain by 2010 remains 
the most appropriate aim. 

But it is important to track progress beyond that date, in 
the context of the Games and their legacy.The following 
targets for establishments participating in the Schemes 
(rather than, for example, numbers of available rooms) 
should therefore be regarded as aims which are ambitious 
and achievable: 
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6. Improving skills


Key points in this chapter 
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The skills of people 
working in the tourism 
industry are critical to 
the visitor experience and 
to ensuring repeat and 
word of mouth business. 
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7. A sustainable approach
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With increasing public 
concern about climate 
change and the impact of 
tourism on the environment, 
we must do all we can to 
improve the sustainability 
of the industry. 

69 
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8.
and tracking implementation 
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We will set a tourism sector 
growth target which provides 
a realistic and understandable 
assessment of the performance 
of the tourism sector in the 
run-up to and after the Games. 

77 



Table 1. Annual and average percentage productivity changes from 1998 onwards34 

1999 2000 2001 2002 2003 2004 2005 Average 
1998-2005 
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Setting a new tourism growth target 
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