
Waiting and Hoping 
 

With submissions on DCMS’s Welcome>Legacy consultation paper on developing a strategy to maximise the tourism-

related benefits from hosting the 2012 Olympic and Paralympic Games now closed, we’ve entered that period of waiting 

before the resultant strategy is launched somewhere around May/June 2007. 

 

With the Government targeting a £1.6bn increase in tourism revenue through holding the Games, there is a lot riding on 

the successful development and implementation of this strategy. And with the high stakes, there is also a temptation for 

Government to try to use the strategy to address all that is not right, or could be improved, within the tourism industry. 

 

Don’t get me wrong, it is important that we improve the UK’s performance as a world class tourism destination. However, 

this is something that must be done regardless of the Olympics and including everything in the strategy runs the very 

serious risk of diverting the focus of the strategy, and therefore resources of those charged with implementing it, from the 

core issues that need to be addressed in order to maximise the benefits from the Games. 

 

Developing a successful tourism strategy for the Olympics is relatively straight-forward as there are only two main issues 

that need to be addressed. 

 

Establishing an appropriate structure that clearly defines the roles and responsibilities of the various 

components of the tourism industry 

 

It is generally accepted that the main way the UK will benefit from the Games is through the global market opportunity 

that the Games provide. So, while DCMS, as the Government Department responsible for tourism, must retain ultimate 

responsibility for the delivery of the strategy, the focus of the strategy must be on developing a structure to maximise the 

marketing of the UK in the lead-up to, and immediately after, the Games. 

 

To do this, the strategy should allow for Visit London and VisitBritain to form a joint “Olympics Tourism Co-ordination 

Unit” to take ownership of the marketing and communications aspects of the strategy. One of the key requirements of the 

Co-ordination Unit would be to develop a co-ordinated media strategy to ensure that the benefits associated with the 

media coverage of the Games are spread across the country. 

 

The other key functions of the Co-ordination Unit would be to link to the UK’s national and regional tourism bodies in 

order to provide national consistency, to maximise industry participation in marketing activities and to provide the industry 

with clear guidance on marketing and branding issues and assistance with approved campaigns. 

 

Alongside the establishment of a Co-ordination Unit, there also needs to be an Olympic Tourism Forum through which 

the work of the Unit can be disseminated to the wider tourism industry so as to co-ordinate activities and provide 

consistent and coherent marketing and communications throughout the nations and regions. 

 

Ensuring that the agencies responsible for delivering the strategy are adequately resourced 

 

The second key issue to be resolved as part of the Welcome>Legacy strategy is for appropriate resources to be 

allocated by Government for the delivery of the strategy. For the most part, this equates to providing a warchest for the 



Co-ordination Unit to be able to implement a global and national marketing campaign to maximise the UK’s exposure 

around the world.  

 

The appropriate mechanism for doing this would be a Public Private Partnership. Such a partnership worked well in 2002 

when £20m from the Treasury Reserve was match-funded by £20 from the tourism industry to deliver a campaign to 

rebuild tourism to Britain following the Foot and Mouth outbreak and the terrorist attacks of 9/11. 

 

The resultant campaign, “Only in Britain, Only in 2002” generated an additional 1m visitors who spent over £500m in the 

UK. As a result, the UK showed the largest growth in tourism of any major European country that year. This showed, 

beyond doubt, that the approach works. 

 

The Olympics represents a truly once in a lifetime opportunity to showcase London and the UK to the world. The £1.6bn 

target for additional tourism expenditure is an ambitious, but achievable, target if the political will is there to realise it. If 

Government gets these two core aspects of the strategy right, we could genuinely see a step-change in UK tourism; get 

them wrong and it will be the opportunity of a lifetime squandered. And so we wait and hope… 

 

 

 


