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The Strategic Framework sets out four interdependent objectives to address the 
opportunities and challenges for England’s visitor economy:

Objective 01 – To increase England’s share of global visitor markets. 

Objective 02 – To offer visitors compelling destinations. 

Objective 03 – To champion a successful, thriving tourism industry. 

Objective 04 – To facilitate greater engagement between the visitor and the experience. 

This is England’s Framework and success depends on the industry driving it forward. 
A series of industry Action Plans were developed by cross-industry groups to help deliver 
the Framework’s objectives. These set out priority actions for implementation by partners to 
secure future growth. These industry Action Plans are now at the end of their three year life 
span. There is the opportunity to refresh the Strategic Framework and its priorities in 2015 to 
ensure VisitEngland and the industry are focused on the activities that will deliver continued 
growth in the run up to 2020.

This Annual Progress Report is the industry’s opportunity to reflect on the success of the 
past year. It assesses the level of industry growth against the Framework’s targets and 
progress highlights across the thirteen industry Action Plans. It sets out industry successes 
and challenges in delivering the Strategic Framework’s ambitions to date and what this 
means for the refreshed Framework to be published in 2015.
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The ten year Strategic Framework for Tourism in England, 
published in March 2010, aims to maximise tourism’s 
contribution to the economy, employment and quality of life  
in England. It sets out the ways in which the industry can 
work together to realise the Framework’s growth ambition  
of 5% year on year in the value of tourism, creating an 
additional 225,000 jobs and £50bn of expenditure.

http://www.visitengland.org/Images/Strategic%2520Framework%2520main%2520document_tcm30-33240.pdf
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The detailed Action Plans can be viewed at www.visitengland.org

Sources: ONS quarterly workforce jobs data release, Annual Population Survey (APS), 
Business Register & Employment Survey (BRES)
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Spend Trends
2012 was a strong year for English tourism, despite the wet summer 
and influence of the Olympic Games on travel patterns, with growth  
in both domestic and inbound spending. At the end of the year,  
visitors to England had together spent £84.2 billion, representing a  
10% uplift on 2011 figures. In contrast, performance trends in 2013 
were more mixed. 

Domestic Tourism
In the domestic market, a bitterly cold start to the year which 
continued into an early Easter break, and a wet and stormy end to  
the year both impacted travel patterns. July’s heatwave brought some 
respite to many tourism businesses, but over the course of the whole 
year, spending levels fell back, with a 4% decline in domestic overnight 
spending, and a 5% decline in tourism day visit expenditure. 

Despite this, the “staycation” trend continued for a fourth successive 
year, and even with the slightly negative performance trend, the total 
number of holidays taken in England in 2013 was 13% higher than in 
2008, the last pre-recession year.

Inbound Tourism
In 2012, inbound visitor numbers to England were static, while 
spending grew by 4%. 2013 built on this with strong growth, resulting 
in record highs for both the volume of visits (+7%) and expenditure by 
overseas tourists (+13%).

Value of Tourism in 2013
In total, domestic and inbound visitors to England in 2013 spent  
£83.1 billion, representing a year on year decline of 1%. Even so, since 
the start of the Strategic Framework monitoring period in 2010, total 
spending on English tourism is up by almost £12bn, up from an 
estimated £71.3 billion. This represents an average annual growth rate 
of just over 5%, in line with the stated ambition for the ten year period 
from 2010 to 2020.

Jobs in Tourism
In December 2013, tourism industries accounted for 2.79 million jobs in 
England, 10% of the national total. These included 1.25 million full time 
jobs, 1.1 million part time jobs and 463,000 people in self-employment.

Since December 2010, the number of people employed in tourism  
has increased by 178,000, an uplift of 7%, including an additional 
125,000 full time posts. This compares favourably to a growth rate  
of 4% in other sectors of the economy. 

The Strategic Framework aims to achieve 
5% growth, year on year, in the value of 
tourism. This will lead to an additional £50 
billion in expenditure and the creation of 
225,000 jobs by 2020. The Annual Report 
is the opportunity to assess the level of 
industry growth against these targets.

 
Industry Growth

http://www.visitengland.org


04 Delivery of Industry Action Plans

The detailed Action Plans can be viewed at www.visitengland.org

Delivery of Industry 
Action Plans

Accessibility 26 1 24

Business Tourism 25 4 11

Destination Management 9 3 4

Modernising Visitor Information 19 - 19

Research and Intelligence 16 - 16

Rural Tourism 21 11 5

Seaside Resorts 15 4  11

Welcome 7 - 7

Wise Growth 14 2 5

Total 152 25 102
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Quality 13 7 1

Skills 18 9 5 

Transport 15 7 6

Total 46 23 12

Phase 2 Action Plans 

Phase 1 Action Plans

VisitEngland has monitored 
delivery of the Action Plans, 
driving action forward with  
a core group of industry  
trade associations and  
experts – the Strategic  
Industry Advisory Group.

Since the Strategic Framework was developed, 
and the Action Plans launched, there have 
been a number of fundamental changes to 
the tourism delivery landscape. These changes 
have impacted on the ability of partners 
to deliver on their actions in the strategy. 
VisitEngland has delivered the actions where 
it has been identified as the lead partner 
through building activity into the organisation’s 
Business Plan and reporting on this in the 
Annual Review.

Phase 1 Action Plans 
(published June 2011)

There are now 152 actions identified across the 
set of Action Plans. Seven actions across these 
plans have been amalgamated or removed to 
avoid duplication with other activity. 67% of 
actions are complete and 16% are progressing 
across phase 1 Action Plans. This means that 
83% of activity is either underway or complete.  
18 actions have not been delivered and this is 
due to the challenge of constrained resources 
of partners and businesses. This is a positive 
performance when these challenges are taken 
into account. 

Progress on individual Action Plans since their 
publication in June 2011 is positive. Three of 
the Action Plans are complete – Modernising 
Visitor information, Research and Intelligence 
and Welcome. Accessibility and Seaside Resorts 
are very close behind with the majority of 
activity delivered. Business Tourism and Rural 

Tourism have been more challenging due to 
the large scale and ambition of the original 
Action Plans and the capacity and resources of 
a number of partners to implement, however 
good progress has been made. This is on top 
of the activity to support the implementation 
of the All England Marketing Strategy.

04

A series of industry Action Plans were launched in June 
2011. Three further Action Plans – Skills, Quality and 
Transport – were launched in May 2012. These set out 
the actions that the industry felt were crucial to delivering 
the growth ambitions of the Strategic Framework.

Phase 2 Action Plans 
(published May 2012)

46 actions were identified. 76% of actions are 
progressing (50%) or complete (26%). This is 
positive progress for three challenging areas  
of the Strategic Framework.

http://www.visitengland.org
http://www.visitengland.org/about/IndustryStakeholderEngagement/advisory_group.aspx
http://www.visitengland.org/about/IndustryStakeholderEngagement/advisory_group.aspx
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Marketing
Forestry Commission England worked with 
VisitEngland on a joint campaign with partners 
including Forest Holidays, Camping in the 
Forest and Go Ape to promote rural breaks over 
the summer.

VisitEngland coordinated a tactical campaign in 
response to the adverse weather England 
experienced in January and February. Working 
with affected areas across England, VisitEngland 
delivered an awareness campaign to 
encourage immediate bookings. The ‘Spot on 
England’ campaign targeted the domestic 
audience and near European markets such as 
Germany, Holland and Belgium. VisitEngland 
also worked with a number of inbound carriers 
in partnership with destinations and airports 
such as German Wings, Birmingham and 
Birmingham International Airport.

In 2013 £2m funding was secured to continue 
the Holidays at Home are GREAT campaign, 
working with the UK Tourist Boards to 
encourage the public in the UK to take a 
domestic holiday. Wallace and Gromit headed 

up the campaign again which launched in 
March 2014 and continued to focus on 
encouraging domestic holiday-makers to book 
via their travel agents. TUI, Thomas Cook, 
Advantage, Midcounties Co-op Travel, Premier 
Travel and The Travel Network Group are 
supporting the campaign with promotional 
activity, as well as a number of operators 
including Shearings Holidays and Hoseasons.

Over 1,500 experiences have been curated 
from destinations across England and 
integrated into the new VisitEngland.com 
consumer website launched in January.

Over 48 destinations participated in year 2 of 
the Regional Growth Fund ‘Growing Tourism 
Locally’ project. Six campaigns under the 
themes of Culture, Heritage, Countryside and 
Coast ran from mid-January to the end of 
March 2014.

Business Tourism
The Ministerial Bid Support Initiative has been 
established. Under the scheme, event 
organisers can ask for Government support for 

their bid, working through VisitEngland, to help 
them win more international business. It has 
proved to be very effective with 16 requests 
resulting in 14 letters of support and 3 major 
congress wins to date with a total economic 
impact of over £11m. The initiative has 
strengthened Ministerial engagement with 
destinations across England.

The Regional Growth Fund has ensured more 
destinations can participate in activity aimed at 
bringing more international business events to 
England. England achieved its largest presence 
to date at IMEX Frankfurt with 21 English 
suppliers exhibiting.

The Great Ambassador Networking Group has 
gone from strength to strength since being set 
up by a small group of English destinations 
three years ago. Utilising England’s expertise in 
academia and science is one of the key 
objectives of the Business Tourism Action Plan. 
The forum is delivering on this through sharing 
best practice, ideas and experiences in setting 
up and running ambassador programmes. 
Over 40 destinations and universities now 
attend the annual forum.

Objective 01 
 
To increase England’s share of global visitor markets

The detailed Action Plans can be viewed at www.visitengland.org

Destination Management
The £3.2m arts lottery funded Cultural 
Destinations programme was launched by 
Arts Council England and VisitEngland to 
build partnership capacity in local areas to 
grow the visitor economy through increasing 
the cultural offer. 10 destinations were selected 
from 49 applications. Criteria included a 
requirement for destinations to develop a 
destination management plan and/or ensure 
culture was embedded as a priority.  

Additional tools and guidance have been 
released to help local areas grow their 
economies through tourism.  These include 
a range of case studies, advice relating to 
coach tourism (in conjunction with the 
Coach Tourism Council) and high streets 
(in conjunction with the Association of 
Town Centre Management).

Objective 02 
 
To offer compelling destinations

The Destination Health check project will 
launch later in 2014.  This toolkit will help 
destinations understand the full impact  
of tourism in their area, provide evidence  
for the destination management plan  
and help evaluation of their own  
organisations performance.

The British Hospitality Association, in 
partnership with VisitEngland, rolled  
out roadshows across England to build 
understanding of the role of destination 
management and to encourage  
collaboration between the hospitality  
sector and destination organisations.

Quality
The cross-industry panel has continued 
its work overseeing the Quality in Tourism 
licence. Improvements have been made in 
the quality of the reports to operators and 
the robustness of the star ratings and 
accolades awarded by VisitEngland.

There are now more than 30 Destination 
Organisations running VisitEngland 
accredited local schemes. 

The British Marine Federation (BMF) has  
worked with key industry partners and 
VisitEnglandto refresh the Boat assessment 
scheme. The scheme is now run under  
a franchise arrangement and BMF are 
promoting it to all boat operators.

The recommendations from the review of  
the Visitor Attraction Quality Assessment 
Scheme have been implemented, including 
the option of biennial visits scores shared  
with the operator and the introduction of  
new accolades including ‘Hidden Gem’ and  
‘Quality Café’.

http://www.visitengland.org
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Objective 03 
 
To champion a successful thriving tourism industry

Research and Intelligence
New research was published on future trends 
impacting domestic tourism over the next 
decade, informed by primary research and 
discussions with industry stakeholders. 
The research has been presented at a 
number of industry conferences, with c.1800 
unique views of the dedicated microsite 
visitenglandtrends.com and more than  
600 downloads of the project report.

Further progress was made in presenting data, 
with reports published on trends in urban, 
rural and seaside tourism, including new 
infographics highlighting research findings.

The Destination Research Group has supported 
VisitEngland in the development of a guide to 
measuring destination trends and performance 
due for publication later in 2014.

The Tourism Intelligence Unit is now firmly 
embedded within the ONS, supported by 
funding from VisitEngland and Visit Wales. 
As well as producing national tourism satellite 
accounts for 2010 and 2011, the Unit has 
produced an important breakdown of tourism 
spending and GVA at regional and local level, 
accompanied by a video podcast.

Seaside Resorts
The Marine Management Organisation has 
engaged with VisitEngland to incorporate 
tourism data and intelligence in the 
development and roll out of Marine 
Management Plans that are being 
implemented in the East and Southern 
coastal areas.

A number of seaside resorts including the Isle 
of Wight, South Shields and East Lincolnshire 
have engaged in joint marketing activities with 
VisitEngland. This has allowed them to grow 
their local visitor economies through tapping 
into the ‘Growing Tourism Locally’ Regional 
Growth Fund project.

Rural Tourism
VisitEngland published a report that gathers 
together all the insights and trend information 
on rural areas.  This includes an infographic for 
partners to use.  

Defra, BDUK, Tourism Alliance, Country Land 
and Business Association and VisitEngland 
have been working in partnership to improve 

the take up of broadband by tourism 
businesses.  This has included discussions  
at the Destination Management Forum and  
a workshop to bring together broadband 
delivery programme managers and 
destination managers in the New Forest.  
Proposals are now being developed to 
encourage greater collaboration at the  
local level.

The AONB (Areas of Outstanding Natural 
Beauty) Tourism Accord was launched  
in partnership with Defra, The National 
Association of AONBs and VisitEngland.  
This aims to encourage collaboration 
between protected landscape management 
boards and destination organisations and 
ensure policies are in place to deliver and 
achieve visitor economy growth in the AONBs.

Wise Growth
The European Tourism Indicator system has 
been launched and established as the leading 
tool for destinations. British Destinations  
has integrated this into their Destination 
Intelligence System. The EU is currently 
piloting the system with English Destinations 
including Birmingham, North Tyneside, 
Blackpool and Worcestershire.  In addition, 
VisitEngland’s Destination Health Check 
project will contribute to enabling destination 
organisations to understand the impact of  
the visitor economy locally.

The Responsible Tourism Partnership, in 
association with Manchester Metropolitan 
University and VisitEngland, held the 8th 
International conference on Responsible 
Tourism in Destinations. The first of this two 
day event was co-chaired by VisitEngland  
and looked at the importance of taking 
responsibility for tourism’s impacts in 
Destinations.  Wise Growth Case Studies  
in County Durham, New Forest, Manchester 
and Newquay were presented and  
published at this event. 

To build on the success of the private sector 
guide “Keep it Real”, Leeds Metropolitan 
University in association with VisitEngland 
developed and published “Keep it Real for 
Destinations”.  This is designed to help 
organisations at the local level understand  
the principles of wise growth and how  
to incorporate it into marketing and 
communication strategies.

The detailed Action Plans can be viewed at www.visitengland.org

Sustainable living is being promoted through 
a major campaign by the START initiative. 
Major brands such as Eurostar, participated 
alongside VisitEngland in the “May 2013 be 
the START of smarter travel” theme.

Skills
Hospitality House opened in London in 
November 2013. This Hospitality Guild for  
the retail and hospitality sectors brings 
together employers and individuals to 
champion and simplify skills and training. 

The Act NOW! Campaign was delivered to 
promote apprenticeships throughout the 
hospitality sector and encourage 20,000 into 
on the job training and apprenticeships. 

An apprenticeship trailblazer for hospitality  
and tourism was launched. Managed by  
People 1st and led by Hilton Worldwide, the 
trailblazer will develop new standards for two 
roles in the sector. 

People 1st developed a practical guide to 
help businesses understand the apprenticeship 
reforms in England.

www.mybusiness1st.co.uk launched to 
support new business start-ups and continued 
business growth in the hospitality, passenger 
transport, travel and tourism sectors. 

27 young people and 6 apprentices were given 
awards by the Hospitality Guild in this year’s 
Young Hall of Fame and Apprenticeship 
Awards. Learning and experiences of the 
winners and nominees has been shared 
through video case studies. 

Customer service skills are being developed 
through World Host and Welcome to 
Excellence training programmes. 
Examples include: 

•	 	World	Host	working	with	Mersey	Travel	to	
train 3000 frontline passenger transport 
employees from Virgin Trains, First Group 
and John Lennon Airport.

•	 	Welcome	Host	Gold	is	being	delivered	by	
Professional Training Solutions in Surrey as 
part of a larger project funded through 
JobCentre Plus aimed at helping the 
unemployed back into work.  So far 220 
unemployed people have participated in 
courses with 150 successfully achieving the 
Level 2 City and Guilds qualification.

http://www.visitenglandtrends.com
http://www.visitengland.org/insight-statistics/market-research/domesticresearch/index.aspx
http://www.visitengland.org/insight-statistics/market-research/domesticresearch/index.aspx
http://www.visitengland.org
http://www.hospitalityguild.co.uk/getattachment/Whats-Happening/Campaigns/Act-NOW!/Apprenticeships-now-and-in-the-future-hospitality.pdf.aspx
http://www.mybusiness1st.co.uk
http://www.hospitalityguild.co.uk/Whats-Happening/Awards-events/The-Apprenticeship-Awards-Videos
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The detailed Action Plans can be viewed at www.visitengland.org

Objective 04 
 
To facilitate greater engagement between the visitor and the experience

Accessibility
A series of guides have been developed in 
partnership with VisitEngland to help 
businesses grow through improving 
accessibility:

•	 	Speak Up! to help tourism businesses market 
their accessibility to disabled travellers.

•	 	Listen Up! with Action for Hearing Loss to 
help businesses improve accessibility for 
customers with hearing loss.

•	 	Take the Lead with the Equality and Human 
Rights Commission on welcoming 
customers with assistance dogs. 

A two phase Access for All project supported 
accommodation and attractions in 
Leicestershire, Bath, Brighton and Newcastle 
Gateshead to both improve and promote 
their accessibility. The Regional Growth Fund 
supported a national marketing campaign 
that showcased these destinations to potential 

visitors with access needs for the first time.  
Promoted by the Daily Express Saturday 
Magazine, the campaign was effective in 
improving perceptions of England being 
a destination for people with access needs.

The Access for All Awards showcased England’s 
most accessible tourism venues.

Accessible routes delivered at 107 rail stations 
as part of the Access for All rail programme, 
which has been extended from 2015 until 2019 
to include a further 42 stations.

Visitor Information
Following the Tourist Information Centre (TIC) 
Audit conducted in 2013 opportunities for TICs 
to broaden their reach have been identified 
through a pilot initiative in partnership with 
Twitter. Ten pilots have been announced where 
the TICs have access to best practice guidance 
and support to engage with local businesses to 
share their announcements, offers, updates 
and reasons to visit via the Twitter platform. 

This project aims to demonstrate the impact a 
modernised digital destination can make to the 
local economy.

The Guidelines for Tourist Information Providers 
published in 2007 have been updated. The 
introduction of the new local assessment 
scheme and the VisitEngland Entry Level 
Framework for local schemes has meant new 
guidance in the promotion of accommodation 
providers by Tourist Information Centres.

Improving the welcome  
our visitors receive
The actions set out in the Welcome Action Plan 
were completed in 2012/13 and reported in 
previous Annual Progress Reports.  

Transport
Peak District and East and West Sussex have 
developed case studies that demonstrate 
improved coordination of transport provision 
and promotion for visitor markets.

Nurture Lakeland is working with businesses in 
the Lake District to provide sustainable travel 
information to visitors through the Go Lakes 
Travel Programme. A new campaign ‘Drive 
Less See More’ has been launched. Focusing 
on the South and Central Lake District between 
2011 and 2015 it aims to generate a step-
change in how visitors travel to and around the 
area, enabling them to make greater use of 
sustainable modes of travel. 

Train operators including Southern and South 
West Trains have worked to ensure greater 
coordination of services and links to tourism 
attractions en route.

Significant progress has been made through 
the Brown Signs Task Force in achieving faster 
turnaround times for signing applications, 
greater priority for genuine tourism attractions 
and more flexibility to include rural attractions.

Family cycling in Maryport, Cumbria

The Strategic Framework will be reviewed and refreshed 
in 2015 to take account of the new tourism landscape and 
anticipate further challenges and opportunities for its delivery 
over the next five years. Growing the value of the sector 
through increased visitor spend and job creation will continue 
to be a core ambition, as will sharing successes and learning 
to support the industry’s continued growth and development. 

VisitEngland has started to engage the industry on priorities 
for the refreshed Strategic Framework. To date this has 
involved the Strategic Industry Advisory Group, plus a series 
of roundtable discussions during the International Festival 
of Business in Liverpool in June. Further discussions will be 
taking place with partners in the run-up to 2015 to ensure 
support for its priorities and actions.

Developing the next phase of England’s Strategic Framework

http://www.visitengland.org
http://www.visitengland.org/Images/SpeakUp08.05.13_tcm30-37516.pdf
http://www.visitengland.org/Images/ListenUp_LowREsFINAL01.03.13_tcm30-36868.pdf
http://www.visitengland.org/Images/Assistance%20Dogs_Tourism_Standard%20%282%29FINAL_tcm30-40477.pdf
http://www.nurturelakeland.org/nl-sustainable-tourism/dlsmcombined.html
http://www.nurturelakeland.org/nl-sustainable-tourism/dlsmcombined.html
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VisitEngland is the country’s national tourist board responsible for driving 
forward England’s Strategic Framework for Tourism with industry partners.  
We work in partnership to lead the development of a thriving tourism industry, 
supporting our national and local partners to achieve economic growth and 
increase investment and employment by encouraging the development of 
excellent visitor experiences and effective business practices. For information  
on the wide range of support and opportunities we offer to the different sectors 
involved in England’s visitor economy visit: www.visitengland.org

http://www.visitengland.org
http://www.visitengland.org

