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Our Aims

• VisitBritain: Market the nations and regions of Britain overseas 

to drive growth in international leisure and business tourism.

• VisitEngland: A focus on building world-class products, 

supported by distribution and marketing.
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Our Activity
VisitBritain Activity VisitEngland

• #OMGB – Home of Amazing 

Moments

Marketing & Digital Content • #OMGB – Home of Amazing 

Moments

• Event Support Programme Business Visits & Events • Event Support Programme

• BV&E Strategy for England

• Inbound trends & Britain’s 

competitiveness 

Research • Statutory research & product 

development research (DEF)

• 800 press trips

• Film Tourism – James Bond, 

Fantastic Beats and Where to Find 

Them

PR • 2017 – Year of Literary Heroes

• Film Tourism – BFG, Swallows & 

Amazons

• Commercial partnerships Developing Partnerships • Regional partnerships

• International Trade missions

• Explore GB

Business Support • Business Support Hub

• Rail Itineraries

• Food Hubs

Product Development • £40m 3-year Discover England 

Fund

• BTIG

• Welcome Group

Industry Engagement • English Destinations Forum

• Statutory advice

• Advising PD partners

Political Engagement • Policy advice post-Brexit

• Developing a sector deal
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Our New Chairs

Denis Wormwell
Chairman of the VisitEngland 

Advisory Board

Steve Ridgway CBE 
Chairman of the British 

Tourist Authority
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Our Statutory Duty to Advise Government

• “It shall be the duty of the British Tourist Authority to 

advise any Minister or public body on such matters 

relating to tourism in Great Britain as a whole as the 

Minister or body may refer to it or as the Authority may 

think fit”.
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Our Political Engagement
• Meeting with Ministers across Whitehall departments

• Providing evidence to Select Committees

• Leading international delegations

• Delivering statutory research for government departments 
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Our Campaigns - #OMGB

• Domestic – Delivered to encourage Brits to holiday at home in summer 

2016. Included National TV ads, traditional OOH and partnerships with 

influencers.

• International – Phase 1 launched in 2016 in USA, France, Germany, Brazil. 

Phase 2 already launched in Australia and China with more to come this 

year with international partners incl. Expedia.  

• Expedia – 365 Days of #OMGB filmed in Cornwall 
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Our Product Development
• Discover England Fund 

• 3 Years

• £40m

• Creation of world-class bookable product

• Rail Developments 

• Developing the BritRail Pass

• Addressing the final mile

• Rail Itinerary development 

• Food Hubs

• Devon/Cornwall, London, Scotland and 

Yorkshire

• Identifying case studies for international 

markets for urban, rural and coastal food

• Business Support 

• Providing advice to SMEs on how to get the 

best out of their tourism business



9

Tourism Headlines
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What is tourism worth to Surrey?

• More than £1bn spend generated by 

tourists in 2015

• Inbound Visitors (2015)

• 550,000 trips

• Associated Spend = £243m 

• Spend up 5% on 2014

• VFR = 51% of all trips

• Domestic (Average 2013-2015)

• 20.8m day visits – worth £697m

• 1.48m overnight visits – worth 

£166m

• VFR = 61% of all overnight trips
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2016 – Strong regional performance and high  

business confidence 



12

2016 – Record-breaking numbers of day trips

January-November 2016

• 1.35bn day trips 

taken in England –

up 14% on 2015

• £45.3bn spent on 

day trips in England 

– up 7% on 2015

Source: GBDVS
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Reasons for Changing Behaviour in 2016 Will Take More 

UK Breaks (18%)

Just like taking holidays / breaks in UK 40%

Easier / more convenient to travel in UK 36%

Holidays / breaks abroad generally too 

expensive
21%

Concerns about safety / security / terrorism 21%

Different special events this year e.g weddings 21%

UK weather better this year 18%

I feel financially better off this year 16%

Other change in personal circumstances 16%

Drop in exchange rates following referendum 14%

No real reason – just happened that way 9%

Source: VE Trip Tracker August 2016

There are many drivers of increased domestic trip taking –

not just the exchange rate 
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A positive story for 2016 – good growth post-referendum

• 2016 Forecast set to see an increase in visits of 1.5% on 2015

• 2016 Forecast is set to see an increase in spending of 1.1% on 2015.

• Forward Keys flight booking data: 

• Positive start to year with Jan-March up 10%, with increases for each individual month

• Long-haul markets look particularly strong – bookings from China up 81% for Jan and 43% for 

Jan-Mar.

• USA bookings were up 26% for Jan-Mar. Source: International Passenger Survey, Q1-3 provisional data
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Policy Challenges
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Brexit – Our Policy Priorities

• Air Service Agreements to be 

renegotiated quickly particularly with 

the US/EU

• 73% of international visitors arrive by 

air 

• Continued visa free travel

• 2/3 inbound visitors came from EU countries in 2015

• 44% of spend in 2015 came from EU countries

• Domestic consequentials: An opportunity to revisit regulation. 

• Opportunity to design a better system of regulation to protects 

consumers & allow businesses to offer the products customers want
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Brexit – Our Marketing Response 

• Emphasising value and our welcome in our relationship with 

Europe

• Tactical campaigns in Europe with Easyjet and in the US with 

American Airlines

• Our #OMGB campaigns in Europe are focussed on key 

markets of:

• France

• Germany

• Spain

• Italy 
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Rural Tourism Inquiry – Our Recommendations

• Greater recognition by all levels of 

local government/LEPs, of the 

value of the visitor economy -

leading to greater support for its 

development

• A more integrated transport network which actively takes the needs of 

visitors into account

• Truly nationwide broadband and 4G mobile signal coverage

• Targeted business support at local/regional level for the many small 

and micro businesses which make up the tourism industry
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Industrial Strategy - What’s the Tourism story?

• Global Tourism is growing faster, and more 

sustainably than any time since the 1960s.

• Tourism is a faster growing industry than digital, set to 

grow by 3.8% by 2025

• Industry changing fast – product, infrastructure, 

changing customer profile, and market is changing quicker 

than any time since WWII.

• Industry creating jobs – across every local authority and 

fast.

• Tourism must be at the table for a sector deal with the 

Government
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Discover England Fund
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Discover England Fund

• To grow tourism in the regions of 

England

• To increase the competitiveness 

of England’s tourism offer, 

domestically and internationally

• To develop world-class bookable 

tourism products in line with 

market trends and in response 

to consumer demands
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DEF Round 1

• 21 projects announced 

• Impact of bids will be felt across 

all regions, in addition a number 

of nationally-focused bids looking 

at transport solutions.

• A number of projects have 

particularly local and regional 

focus

• New round of bids currently for 

similar/continuation projects 

ongoing
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Year 1 DEF Research Projects

Travel 
Trade 

Barriers

Regional 
Gateways

Future 
Trends

Themes 
& 

Activities

London 

Plus

Business, 

Visits & 

Events

• Available to all

• Work is on-going with a number of projects already available 

on www.visitbritain.org/product-development-research

http://www.visitbritain.org/product-development-research
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DEF Round 2

April 2017 Deadline for Full Application Form

May – June 2017 Applicants notified of Awards Panel’s decision

June – July 2017 Grant offer process and project set-up

July 2017 – March 2019 Project delivery (dependent on the set-up process 

above)

2 year large-scale collaborative projects

• Minimum value of £1m 

• 40% match funded – 20% cash and 20% in-kind

• To deliver a step-change in English bookable tourism product and joined-up 

collaborative delivery 

• NOW CLOSED FOR EOIs (a total of 31)
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How to get involved with VB/VE
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Get involved in #OMGB in 2017

• Amazing moments could involve classic sporting events, afternoon tea, famous 

landmarks and monuments, an unbelievable view

• Ask yourself: is your moment worth shouting about?

• Upload your image to Instagram, Twitter or Facebook, and add #OMGB

• Encourage your visitors and guests to create and share their own moments
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Looking ahead - Domestic GREAT campaign 

• Two major switches – audience and seasonality: 

a) Target “lost generation” of younger demographic who no 

longer travel domestically

b) Target shoulder season to generate additional impact

• Greater support for coastal & rural areas

• Timing: late April/May
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England’s Year of Literary Heroes
• 2017 is a year of major literary anniversaries:

• 200th Anniversary of Jane Austen’s Death 

• 20th Anniversary of Harry Potter and the Philosopher’s 

Stone

• 125th Anniversary of the first Sherlock Holmes publication

• Just some of the South West literary links we are promoting at: 

https://www.visitengland.com/things-to-do/literary-inspired-

weekend

https://www.visitengland.com/things-to-do/literary-inspired-weekend
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