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1. Introduction 
 

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. 

 
 
2. Background 
 

Tourism is one of the UK’s largest industries, generating revenue of £85bn per annum 
and employing 2.1m people. In spite of ever-increasing international competition, the 
success of the UK tourism industry is evidenced in the UK being the sixth most popular 
tourism destination in the world and, as a consequence, generating £19bn per annum in 
foreign exchange earnings for the UK economy. This is more that the UK’s earnings 
from all of the UK’s food, beverage and tobacco exports put together (£11bn), vehicle 
exports (£12bn) or even exports of crude oil from the North Sea (£15bn). 

 
In contrast to other UK industries, an estimated 80% of the 200,000 businesses that 
comprise the tourism sector are classified as either SMEs or micro businesses. These 
businesses range from hotels and restaurants through to bed and breakfasts, holiday 
centres, historic houses, visitor attractions and exhibition centres. Many tens of 
thousands of these businesses hold a license under the Licensing Act 2003.  

 
One of the common factors linking many of these businesses is that the selling alcohol is 
neither the primary function of the businesses nor a core area of profit. For many, it is 
simply a service that is expected by customers and one that only just covers the cost of 
provision. Typically, this involves providing guests with a drink to accompany their meal, 
including a bottle of wine as part of a accommodation package or the sale of local 
products in a gift store. In many cases the revenue generated by this activity amounts to 
less than a few thousand pounds per annum. Indeed, when the new licensing regime 



was implemented in 2005 and the cost of a license was increased from £30 to around 
£300, many small tourism businesses did not renew their license as it was considered 
uneconomic to do so.  

 
That holding a license is of marginal economic value for many small businesses was 
reinforced by the findings of the Government’s 2006 Review on Licensing Fee Levels. 
This review recommended; 

 
1. “that the future fees regime should be de minimis for certain premises 
types where alcohol activity is peripheral to overall activity .... We do not believe 
that these fee payers should be captured by the new licensing regime until their 
alcohol trade/activity reaches a certain level.”  

 

2. “that DCMS should undertake further work to determine what that 
(reasonable) level should be, and that a suitable definition reflects that alcohol 
sales are purely incidental to the main purpose of the premises activity.” 

 
 

Given the many tourism businesses that have licenses and that alcohol sales are 
peripheral to the core activity of most of these businesses, the Tourism Alliance has a 
very real concern that introducing a mandatory code of practise for all licensed premises 
will simply impose a further cost for little or no benefit. The vast majority of these 
businesses are unrelated to the binge drinking culture that the consultation on based 
upon and as such, the imposition of a mandatory code on these businesses will have no 
material impact on reducing harmful drinking. 

 
Another concern that the Alliance has is that the recent British Beer and Pub Association 
report, A Wake-Up for Westminster, shows that alcohol sales on licensed premises are 
declining at an unprecedented rate (at present 5 pubs per day are closing). The high rate 
of closure is of particular concern to the tourism industry in rural locations where villages 
and nearby attractions depend upon pubs to provide a core component of the overall 
visitor experience that is important to the local economy.  While the closure of pubs is 
due to a range of factors, the problem is that in rural areas many tourism businesses 
(eg., B&Bs, holiday parks, visitor attractions, historic houses) are under considerable 
financial pressure and the imposition of any additional unwarranted regulatory burden 
will simply exacerbate the existing economic problems faced by businesses. 

 
Therefore, rather than the broad-brush approach applying to all licensed premises or 
categories of licensed premises, the Tourism Alliance would like to see existing 
legislation being used more effectively to concentrate on key problem areas. Only if it 
can be shown that the proper enforcement of existing legislation cannot resolve problem 
drinking should a mandatory code of practise be considered. And even then, such a 
code should only be used to target problem businesses and force them to operate in a 
socially responsible manner. 

 
 
3. Responses to Specific Questions:   
 
a.  How might a new code be made effective in stopping licensed premises from 

engaging in practices that encourage people to drink excessively and 
irresponsibly?   

 



As stated above, the Tourism Alliance does not believe that the vast majority of tourism-
related businesses that have licenses operate in a way that encourages people to drink 
excessively and irresponsibly. Indeed, excessive drinking at attractions and hotels would 
be detrimental to their core business as it would adversely impact upon other guests and 
result in lower bookings. This is especially the case where family groups are a 
business’s target market.  

 
On the wider issue of the general sale of alcohol, the consultation document 
acknowledges that “most retailers and consumers of alcohol act responsibly and it is the 
irresponsible minority on which our efforts are focused”.  If these responsible premises 
are not to be unnecessarily affected, the code would have to be targeted towards the 
irresponsible minority.  
 
The Alliance believes that this means that any code should only be applied to those 
premises that have been subject to repeated complaints for activities such as the selling 
of alcohol to under-aged customers, selling to clearly drunken customers or breaching 
conditions of their license.  

 
 
b. If there continues to be slow progress in implementing a voluntary labelling 

scheme, should the Government take the next steps to make it a legal requirement 
to include health and unit information on all bottles and cans.   

 
This issue is somewhat outside the bounds of the tourism sector as tourism businesses 
invariably sell alcohol rather than produce alcohol. However, the Alliance understands 
that claims of voluntary labelling being implemented too slowly are somewhat spurious 
and that there has been widespread adoption of the scheme and the incorporation of 
messages for customers to drink responsibly on cans and bottles. 

 
One view that the Alliance would like to make is that any scheme, voluntary or 
otherwise, should have some flexibility and be internationally compatible to enable 
tourism businesses to import overseas products or stock the products of local micro-
producers. The tourism industry survives on the ability to provide customers with diverse 
products and services. Therefore, any requirement that restricts the range of products 
that tourism businesses could provide their customers would be detrimental to the 
sector. There is also the issue of ensuring businesses that sell vintage products such as 
whisky, port and wine are not impacted by a requirement for new labelling. 

 
 
c. What are the most important issues that need to be addressed in an alcohol 

retailing code? 
 

The Tourism Alliance believes that having a high rate of pub closures occurring at the 
same time as a high level of binge drinking is symptomatic of there being too large a 
differential between the price of alcohol in pubs and the price of alcohol in supermarkets 
and off-licenses. 

 
This price differential is encouraging people, especially the young, away from drinking in 
controlled environments such as pubs and into buying alcohol from a supermarket to 
either drink in public spaces or to use to pre-load at home before heading into town. 

 



It is acknowledged that resolving this issue would be difficult as it would require 
minimum pricing to prevent alcohol being used as a loss-leader at supermarkets and 
determining and administering a minimum price would be complicated. However, the 
Alliance would support an alternative approach of looking at the costs associated with 
the provision of alcohol on licensed premises and determine ways that these can be 
reduced so that there is not the same economic incentive to people to drink outside the 
controlled environment that licensed premises provide. 

 
 
d. Should all the same restrictions be applied to:   

 All premises selling alcohol; 

 All premises with some exemptions; only certain types of premises (if s, how would 
you define these:   

 Only certain types of premises (if so, how would you define one of these?) 

 All premises within an area experiencing problems; or 

 A combination of all of these? 
 

As stated at the start of the submission, the Tourism Alliance is opposed to the 
introduction of a mandatory code as it is not convinced that there are significant issues 
that cannot be dealt with using existing legislation. 

 
However, if a mandatory code or restrictions on the sale of alcohol are to be introduced, 
they should be targeted at resolving specific identifiable problems rather than being 
sweeping bans. For example, a ban on promotions that feature the below-cost sale of 
alcohol would put an end to many legitimate tourism-related promotions that do not 
encourage irresponsible drinking. These include receiving a free glass of wine when 
paying for a meal in a restaurant or receiving a free bottle of champagne when booking a 
romantic weekend break at a hotel. In these cases, the provision of the alcohol is seen 
as a service or gift to the customer and not as an encouragement to drink more than 
they otherwise would. 

 
Similarly, restrictions that affected particular areas would punish both good businesses 
as well as bad businesses. The imposition of area-related restrictions would see 
museums and attractions in city centres facing the same restrictions as night-clubs when 
the risk of irresponsible drinking and associated anti-social behaviour is clearly 
significantly different. 

 
 
e. Should an alcohol retailing code be made mandatory through further legislation?  

If so, how should it be applied.   
 

As stated previously, the Tourism Alliance is opposed to a mandatory code of practise 
as it would impose a considerable unwarranted regulatory burden on many thousands of 
small businesses in the tourism sector. 

 
f. Should a mandatory code, if introduced, cover proportionate and necessary 

action to prevent health harms as well as crime and disorder? 
 

The Tourism Alliance believes that, if a code was to be introduced, the stipulations in the 
code should only relate to the objectives of the Licensing Act and the conditions of the 
license itself.  

 



g. Do you think there is enough advice available for those who want to drink less?  
What other kinds of help are needed and who should provide them?   

 
 

While the tourism sector is willing to act responsibly in the selling of alcohol and remind 
consumers of the need to drink in a responsible manner, the primary means of providing 
advice for those who want to drink less must remain with the state health system. The 
Tourism Alliance is not positioned to determine whether the current advice is adequate 
but notes that any advice that is made available must be presented in a way that is clear 
and understandable to consumers, is relevant to their lifestyle and is not seen as either 
patronising or “nanny state”. 
 

 
h. Should alcohol advertising include health and unit information?  How could this 

be achieved? 
 

The Alliance does not believe that it is necessary to include health and unit information 
in alcohol advertising. As mentioned in the consultation document, the majority of 
alcohol consumption is already done in a responsible manner and it is the irresponsible 
few that the Government is seeking to target. It is therefore unwarranted to treat alcohol 
sales in the same way as cigarette sales by including health warnings. 

 
 
i. In addition to providing alcohol treatment for the small number of drinkers with a 

serious dependency problem, what else could be done, and by whom, to support 
people who find it difficult to cut down on drinking?   

 
The Tourism Alliance is not in a position to answer this question. 

 
 
Thank you for the opportunity to comment on this consultation. If you would like any further 
information or clarification of the issues discussed in this evidence, please do not hesitate to 
contact either myself or our Policy Director, Kurt Janson. 
 
 

 
 
 
 
Bob Cotton OBE 
Chairman 
The Tourism Alliance 
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