
Realising the Opportunity, a 
Strategy for English Tourism



●The industry is 
currently worth £97bn 

●It provides 2m jobs 

●Tourism cannot be off-
shored 

●It benefits every part 
of the country 



Tourism adds local value 

It helps protect and preserve our heritage

It typifies new localism!



‘Holidaying at Home’ – Domestic tourism is back in 
vogue. People are discovering there is real quality 

at home



Last year’s “staycation” effect saw holiday travel increase to 
historically high levels 
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Can the positive trends in tourism be 
maintained?



New Opportunities

• Cross Government policy       
and Government targets

• Prime Minister’s 
endorsement

• 2012 Olympic and 
Paralympic Games

• Cultural Olympiad and
Torch Relay

• Decade of Sport

• Strategic Framework and 
action plans





Our vision

To maximise tourism’s 

contribution to the economy, 

employment and quality of life 

in England 



Strategic Framework objectives

• Increase England’s share of global Visitor Markets

• Offer visitors compelling destinations of distinction 

• Champion a successful, thriving tourism industry 



Framework Action Plans



Marketing

•A marketing plan for 
England

•Growing Domestic 
Tourism

•Working collaboratively

•Working nationally to 
deliver locally

•Attract and disperse



Wise Growth Action Plan

• Communicating an understanding that growth and

sustainability can work together – the strategy is not growth at 
any cost.

• Embedding an approach across the whole strategy (in each 
action plan)

• Specific actions to facilitate better communication, monitor 
progress and facilitate action



Rural Tourism Action Plan

• Develop messages for 
consumers that reflect the 
distinctive nature of England’s 
rural products and experiences 
throughout the year

• Develop new products & 
experiences based on consumer 
trends & behaviours (all year 
round)

• Encourage businesses & 
destinations to have visitor 
travel plans

• Encourage connectivity between 
urban and rural areas for 
mutual benefit



Coastal Resorts Action Plan

• Centralising resources including research, data and 
imagery to promote their role and impact nationally

• Informing Government policy across Departments to 
raise their profile and needs within Whitehall

• Reversing any negative perceptions and capitilise on 
their rediscovery through the Staycation effect

• Linking in to the national marketing strategy, 
extending the season and reducing seasonality



Destination Management Action Plan

•Raising awareness of how a focused approach to destination 

management can lead to improvements in the performance of the 

visitor economy and generate wider local benefits – social, economic 

and environmental.

•Collecting and disseminating advice on good practice, and 

implementation tools that can support the strategic development and 

management of destinations.

•A framework for future communication – A new partnership.



It won’t be easy:

• Post RDA landscape of Local Enterprise Partnerships 
(LEPs)

• National public sector cuts

• Local public sector cuts



• New Government strategy

• White Paper - Local Growth: 
realising every place’s potential

• A national challenge fund

Working with Government



A new landscape for
Tourism

VisitEngland

● Marketing 

● Research and intelligence

● Co-ordination

● Quality 

Destination Management

● Local networks

● Marketing 

● Customer care

● Sense of place



Succeeding in a 
new landscape

• Using the action plans to 
secure engagement

• Making sure the focus
is on the destination

• Ensuring connectivity
between local and 
national 

• Providing national
economies of scale

• Competition requires 
focus on quality and 
uniqueness!



Thank you


