
Enough is Enough 

 

The Tourism Alliance recently met with the Tourism Minister to express its frustration 

regarding the decision to cut VisitBritain’s funding by 18% in the lead-up to the Olympic 

Games and to gain reassurances that the Government was fully committed to the growth of 

the industry. 

 

However, rather gaining those reassurances, it came away confused and annoyed at the 

lack of logic and understanding that the Government has for the tourism industry that has 

resulted in the cut in funding. Here are four examples of the arguments that the Government 

is using to justify this decision. 

 

1. VB is antiquated and inefficient 

DCMS has no evidence that VisitBritain inefficient. In fact, the National Audit Office report on 

VisitBritain stated that there was no doubt that the organisation providing a very substantial 

return on investment. Further the 44:1 return on investment that it achieves for the UK is 

twice what Tourism New Zealand achieves (despite the success of their “100% Pure NZ” 

campaign) and is being used by the USA as justification for establishing their own National 

Tourist Board. Also, the international tourism industry voted VB the world’s leading tourist 

board in 2005, so the industry certainly disagrees that it is antiquated. 

 

2. VB has too many overseas offices and should concentrate on New Media 

VisitBritain has less overseas offices than all the other main European tourism destinations - 

France, Germany, Spain or Italy. It is also a world leader in the use of new media, being 

voted as having the world’s best National Tourist Board website. The reality is that national 

Tourist Boards need to have both “Bricks and Clicks” to be successful. On-line is very cost 

effective but is no substitute for having someone in the field, especially when it comes to 

market intelligence, research and partnership building. 

 

3. £350m is already being spent on tourism marketing in the UK 

The Government actually has no idea of how much money is spent on tourism marketing in 

the UK.  This figure includes a wide range of expenditure including business development, 

information and conference centres and regeneration. In fact, so inaccurate is this figure that 

it also includes about £20 that the Irish Government spends on marketing Ireland. The other 

problem is that the RDAs and LAs spend on tourism is totally discretionary and outside the 

ability of DCMS to control. They have no statutory requirement to spend any money on 

tourism and are likely to reduce expenditure in the future.   

 

4. The Olympics will deliver the industry £2.1bn in additional revenue 

Oxford Economic’s report stated that £2.1bn could be achieved in best practice was adhered 

to and adequate resources allocated to marketing that leveraged off the Games. Cutting 

VisitBritain’s budget means that it will not be able to undertake core marketing activities, let 

alone ramp-up activity for the Games. 

 

When faced with arguments such as these that are just plainly wrong, and in the absence of 

the necessary leadership from DCMS, the Tourism Alliance has now lost patience with the 

Government’s attitude toward the industry and has launched its “Take Tourism Seriously” 

campaign.  



 

This campaign is aimed at getting to the Government reverse the decision to cut funding for 

the marketing of Britain and England by highlighting the failure of their tourism policies over 

the last 10 years. 

 

The Government really does have go back to the drawing board and come up with policies 

and funding structures that actively support one of the UK’s largest industries. 


