
Where is UK Tourism Heading? 

 

The announcement by DCMS that they are going to cut VisitBritain’s funding by 18% in the 

lead-up to the Olympic Games has really taken the tourism sector by surprise. The 

organisation was asked to budget on a 7.5% reduction and there were rumours that a cut of 

10-15% was possible – but 18% means a reduction of about 25% in real terms by 2011. 

 

Bearing in mind that the organisation was trimmed down earlier this year with the shedding 

of around 80 positions, it is hard to see where this level of cost-saving is going to come from 

without a further major restructuring. So rather than focusing all their attention and resources 

on maximising tourism opportunities in the lead-up to the Olympics, the senior management 

team is instead going to have the spend its time trying to determine the future structure and 

focus of the organisation. This just can’t be a good use of time and resources. 

 

To further rub salt into VisitBritain’s wounds, the Secretary of State has asked the 

organisation to “conduct a review of how best to maximise the impact of DCMS tourism 

funding to market Britain. This review will provide an opportunity for them to take an 

increasingly strategic position, focusing on the priorities for British tourism and acting as a 

catalyst for other agencies”. 

 

I may well be wrong here, and I certainly hope I am, but this is almost identical to the 

argument that DCMS used when it made the decision to remove the English Tourist Board’s 

marketing powers and turn it into a strategic body. Even Chris Smith, who was Secretary of 

State at the time, later admitted that this was the wrong policy and shouldn’t have happened.  

 

Even if VisitBritain isn’t reduced to a having a mere strategic role, you can’t help thinking that 

the National Tourist Boards in our competitor destinations must be laughing and shaking 

their heads in disbelief at this announcement. VisitBritain habitually wins international 

awards for being the world’s top tourist board and conducting some of the best online and 

print marketing campaigns found in the industry. What they wouldn’t have given to see the 

UK Government shoot their rival in the foot. 

 

 

 

 

 

 

 

This follows a doubling of central Government cash provision for the support of the tourism 

industry since the late 1990s. 


