
DCMS have announced that funding for VisitBritain will be cut by 18% over the next three 

years – equating to a cut in real terms expenditure for the organisation of 50% since 1997 – 

and have provided two main rationales for implementing these cuts; 

1. That VisitBritain is an inefficient organisation which is overly-dependent on a large 

network of overseas offices rather than utilising new technology to attract visitors to 

the VB 

2. That there is already £350m of public funds being spent on tourism marketing 

throughout the UK and this money needs to be used more efficiently rather than new 

funding being allocated. 

 

This sounds fine until you look at the facts. In terms of efficiency, the main measure for this 

is the Return On Investment that the organisation generates. The National Audit Office has 

verified that VisitBritain has continually achieved a return of over 30:1. That is, for every 

pound of Government money it spends on marketing, overseas visitors spend £30 in the UK. 

The Exchequer itself gains £6 of this directly in Air Passenger Duty and VAT on purchases, 

providing an extremely good return on its investment. 

 

This ROI is very good by world standards as well. For example, Tourism New Zealand only 

achieve a return of about 20:1 for their highly successful “100% Pure New Zealand” 

campaign. Further, the US Government is in the process of re-establishing a National 

Tourism Board to address the down-turn in tourism to the USA since entry security was 

increased. One of the key rationales of their proposal is the high ROI achieved by 

VisitBritain. 

 

I should also mention that VisitBritain’s ROI has increased to an average of 44:1 over the 

past four years as it has increasingly used new technology to attract visitors and that even 

DCMS acknowledge that VisitBritain has always exceeded the ROI target that they have set. 

Finally, although VisitBritain has an extensive network of 26 overseas offices, this is fewer 

than operated by our main European competitors - France, Germany, Spain and Italy.  

 

Indeed there is no metric by which DCMS has produced any evidence that VisitBritain is 

inefficient. 

 

On the rationale of their already being £350m of taxpayers’ funds being spent on tourism 

marketing, again there is no evidence to support this assertion. Even a casual analysis of the 

figures shows that this includes such things as expenditure on Tourism Information Centres, 

grants to businesses, conference centres, the maintenance of public facilities such as parks 

and beaches. It even includes by funding the Irish Government for tourism to Ireland. 

 

When pushed, DCMS admit that they have no idea how much money is spent on tourism 

marketing and that the £350m figure is simply “tourism support” - whatever that means. 

 

So the Government has cut funding for one of the world’s leading National Tourist Boards in 

the lead-up to the Olympic Games with no evidence of inefficiency and no idea of the level of 

public funding for tourism marketing. You can understand why the industry is angry. 


