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Document 1

WINNING: A tourism strategy for 2012 and beyond
Department for Culture Media and Sport, VisitBritain and Visit London

The UK’s flourishing tourism industry generates over £85 billion a year for the British economy. 
It is one of our biggest employers, directly responsible for 1.4 million jobs, or one in every 
20 people in work.

The London 2012 Olympic Games and Paralympic Games will be more than a major sporting 
occasion. They provide us with a unique opportunity to showcase all that Britain has to offer – 
both to visitors new to our country and to the large number of us who take at least some of our 
holidays at home. And it is a unique opportunity to ensure that our accommodation and tourist 
facilities match the best in the world.

What is the tourism industry?

Our tourism, hospitality and leisure industries represent all types of business: from the local 
restaurant owner to the multinational hotel corporation; from the seaside fairground operator to 
the giant theme park; from the village museum to the stately home. Their scope encompasses 
guest houses and public houses, caravan parks and holiday lets, tour operators and conference 
organisers.

How the Olympics can help tourism

We believe that with the right improvements the London 2012 Olympic Games and Paralympic 
Games could generate an estimated £2.1 billion in additional tourism benefits (2006 prices) for 
the UK over the period 2007–17.

While the 2012 Games will largely be located in London, they provide an opportunity for the 
whole country. We can see how other countries – including China, in preparation for the Beijing 
2008 Games – are greatly improving facilities for tourists. We must use the 2012 Games as an 
opportunity to upgrade facilities and give tourists a first-class experience.

Aims of this strategy

This strategy aims to maximise the financial benefits of the 2012 Games for the tourism industry. 
Our vision is to use the Games to:

engage all UK tourism businesses•  in a national campaign, starting at the Beijing handover. 
This campaign – which will be aimed equally at the domestic and inbound markets – will 
use bold and distinctive branding to provide an attractive and diverse image of Britain which 
will set the context for the welcome to domestic and overseas consumers.

improve international perceptions of Britain•  by developing and promoting a clear and 
concise country brand that enhances a sense of welcome and positions Britain as a premier 
tourism destination, as well as being a leader in investment, export, culture and education.

deliver a first-class welcome to all visitors, both inbound and domestic.•  As well as 
improvements at our airports and other points of entry, we seek to offer a vastly improved 
service to disabled people and the provision of fully accessible facilities and information.

improve the skills of the workforce•  through better management and leadership, through 
customer service training, through recruiting more qualified chefs and through better career 
development for existing and future employees. This in turn will improve retention within the 
industry.
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drive up quality in accommodation • by a step-change in the number of hotels that are 
accredited for their quality, and by improving feedback from tourists.

maximise the opportunities for increasing business visits and events•  with the 
aim of making the UK the leading country in the world for holding business events and 
conferences.

spread the benefits•  to ensure that every part of the UK benefits from the Games and the 
Cultural Olympiad which will precede them.

improve sustainability•  by ensuring that the needs of the community are central to the 
development of tourism and that the environmental impact of tourism is resolved in line 
with the ambition to make the Games the greenest in history.

 By doing this we can see a significant growth in international visitors and domestic tourism. 
We can increase the economic benefits of tourism to the national economy faster than 
would otherwise be possible.

 Through this strategy we want to ensure that the whole tourism industry recognises and 
realises the potential benefits from the Games. We want to welcome the world to Britain, 
and reassure those with concerns that London is open to visitors as the Games approach 
and is big enough for all potential visitors as the Games take place. And we want those who 
visit London for the Games to see more of Britain – and to visit again.

Tourism and the economy

The £85 billion spent annually on UK tourism has three major components: £17 billion spent by 
33 million overseas visitors (including travel to the UK); £45.3 billion spent on day trips by UK 
residents; and the £22.7 billion they spend on trips involving staying away from home.

The Olympic potential

Tourism is a growing industry and has the potential to grow further. Other cities have shown the 
difference the Games can make. Barcelona’s 1992 Games helped propel the city from the 16th 
to the third most popular short break destination in Europe. Sydney’s 2000 Games generated 
an extra 15 per cent in visitor numbers during the event month and 11 per cent more during the 
year.

We believe that we could see a £2.1 billion boost in tourism revenues as a result of the 2012 
Games. But we also believe they offer us a chance to boost the number of UK residents taking 
longer holidays at home.

Boosting our domestic appeal

We spend 126 million nights away from home in the UK every year, nearly two thirds of them on 
holiday (others are mainly for business or visiting relatives). And we take 872 million day trips for 
leisure, including 62 million to the seaside and 136 million into the countryside.

But while more people than ever are taking day trips – including shopping trips – fewer are 
staying overnight at UK destinations. With heightened interest in Games-related activities, we 
can set about reversing this decline.
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We will do this in three ways. First, we will spell out the potential benefits of the Games to all 
UK tourism businesses, including the domestic opportunities. Second, we will allay potential 
fears of London being ‘a building site’ ahead of the 2012 Games and ‘too full’ during the Games. 
And third, we will help improve staff skills and the quality of accommodation, restaurants and 
attractions.

Boosting our international appeal

Tourist numbers and revenues continued to grow in 2006, with visitors spending (excluding 
fares) £15.4 billion. However, visitor numbers have not yet returned to their 1990s peak.

VisitBritain and Visit London will actively market Britain in Europe, long-haul markets like the US, 
Japan and Australia, and emerging markets including China, India and Brazil. Our strategy must 
be to make London and Britain ‘must-see destinations’ using the campaign as an opportunity to 
reach younger visitors and to encourage visits to friends and relatives.

The campaign will be linked to the 2012 Games and Cultural Olympiad and supported by 
increased corporate sponsorship. We will ensure that the industry has accurate up-to-date 
information and that fears of disruption are allayed. And we will maximise the legacy through 
effective post-Games marketing.
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Document 2c

LONDON – TOTAL VISITS, NIGHTS AND SPEND 2000–2008f

2000 2001 2002 2003 2004 2005 2006 2007f 2008f

VISITS (m)

Domestic*

% year on year change

Overseas

% year on year change

18.5

13.1

16.9

–8.6

11.6

–11.5

16.1

–4.7

11.6

0.0

14.3

–11.2

11.7

+0.9

12.8

–10.5

13.4

+14.5

10.7

–16.4

13.9

+3.7

11.0

+2.8

15.6

+12.2

11.2

+1.8

15.9

+1.9

11.3

+0.9

16.1

+1.3

TOTAL VISITS (m)

% year on year change

31.6 28.5

–9.8

27.7

–2.8

26.0

–6.1

26.2

+0.8

24.6

–6.1

26.6

+8.1

27.1

+1.9

27.4

+1.1

NIGHTS (m)

Domestic*

% year on year change

Overseas

% year on year change

42.4

82.0

39.8

–6.1

76.1

–7.2

35.4

–11.1

75.4

–0.9

32.8

–7.3

78.9

+4.6

29.7

–9.5

90.2

+14.3

24.2

–18.5

91.8

+1.8

24.6

+1.7

101.1

+10.1

25.0

+1.6

103.0

+1.9

25.0

0.0

104.0

+1.0

TOTAL NIGHTS (m)

% year on year change

124.4 115.9

-6.8

110.8

–4.4

111.7

+0.8

119.9

+7.3

116.0

–3.3

125.7

+8.4

128.0

+1.8

129.0

+0.8

EXPENDITURE (£bn)

Domestic*

% year on year change

Overseas

% year on year change

3.1

6.9

3.0

–3.2

5.8

–15.9

2.8

–6.7

5.8

0.0

3.2

+14.3

5.9

+1.7

2.8

–12.5

6.4

+8.5

2.1

–25.0

6.9

+7.8

2.3

+9.5

7.8

+13.0

2.4

+4.3

8.0

+2.6

2.4

0.0

8.2

+2.5

TOTAL SPEND (£bn)

% year on year change

10.0 8.8

–12.0

8.6

–2.3

9.1

+5.8

9.2

+1.1

9.0

–2.2

10.1

+12.2

10.4

+3.0

10.6

+1.9

Note: ONS have revised upwards 2006 overseas visitor numbers

*Domestic data should be used with caution, 2005 domestic data is not strictly comparable with past years, excludes day visits
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