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As Chairman of the Tourism Alliance, in last year’s
foreword I underlined the momentum with which
the UK Tourism industry had driven the growth of
the UK economy and contributed one third of total
new employment in the three years proceeding
the very successful 2012 Olympic Games. 

Recognising the impact of tourism, particularly 
on driving youth employment, the Government
responded by establishing a Tourism Industry
Council to focus on skills. The Government also
introduced reforms to APD and visa procedures
for Chinese visitors and they invested to
strengthen the GREAT campaign. Furthermore,
over 100 MPs signed up to support the industry’s
call for a cut to Tourism VAT. Building on this
momentum, we must continue to work together 
as an industry to ensure public policy to further
tourism growth in the UK.  

Many MPs retain the opinion that the tourism
industry is a disparate collection of businesses
that lacks unity and fails to get across a clear
message to Government. Personally, I always
thought that this was lazy politics, reflecting the
lack of understanding of the tourism industry
across Government rather than reflecting the
reality of the situation.

I believe that, over the last year, we have finally
buried this criticism once and for all. 

In the past year, the Tourism Alliance showed that
it was able to fulfil its remit to get members to
reach consensus on the main policy and structural
issues facing the sector. This helped provide a
foundation from which the tourism industry has
been able to deliver a strong co-ordinated
response to both the Select Committee Inquiry 
on Tourism and the Triennial Review of VisitBritain
and VisitEngland. The benefit of this was reflected
in the recommendations from both inquiries
endorsing the industry’s views. It also
demonstrated to Select Committee members 
and officials that the industry was united in its
approach and able to speak with a single voice.

However, to me, what really stood out was the
unity with which the industry lobbied for tourism
to be factored into party policies through the
Manifesto Campaign. As a result of industry
alignment, at the last election tourism was
included in the manifestos of all the major political
parties – for the first time ever. 

Furthermore, we now have a core set of statistics
that underpin approaches to Government – all our
industry’s communications are evidence based.

A strong foundation and robust proposition has
helped us extend the ‘cross-Whitehall approach’
beyond DCMS and BIS to include other
departments. When launching the Government’s
new Five Point Plan for Tourism, the Prime
Minister announced that the Government is now
going to establish a new Inter-Ministerial Group to
co-ordinate and align action on tourism across
government. This new group will include ministers
from the DCLG, BIS, DEFRA, the Home Office, and
the FCO and will significantly improve the
prospects of making real progress on resolving
the key barriers facing the UK tourism industry.

The establishment of this group, with the
significant political engagement and resources that
it will require, would not have happened if the
Government didn’t believe that the tourism industry
was united and working in a co-ordinated manner.

So I would like to congratulate all the members 
of the Tourism Alliance for working together to 
get us to this position where that Government 
has determined that the tourism industry warrants
the establishment of an Inter-Ministerial Group. 
I believe that this represents a landmark
achievement and demonstrates the value of
collaboration to the industry. 

Finally, I would like to thank all the Tourism
Alliance Directors and members for their support
over the past two years of my Chairmanship 
and our Director, Kurt Janson for the tremendous
role he plays and all he does for the members 
of the Alliance.

Ufi Ibrahim 
Chairman
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As a result of industry alignment, at the last election
tourism was included in the manifestos of all the
major political parties – for the first time ever.
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The Tourism Alliance has undertaken a very wide
range of work over the past year. In addition to
ongoing work on APD, Visas and VAT (all areas
where progress is being made) we have been
involved in everything from changing the VAT
refund system for overseas visitors through to
developing new guidance on holding weddings 
in locations with religious iconography. 

However, the most importance activities were
Government related – the Triennial Review of
VisitBritain and VisitEngland, the Culture, Media
and Sport Select Committee’s tourism inquiry and
the General Election. Activities where, more than
ever, it has been important for the industry to
work together.

Manifesto Campaign

One of the more high profile activities undertaken
during the past year was to undertake the
Manifesto campaign – an initiative aimed at
getting tourism-related policies into the main
party manifestos for the General Election. 

The campaign group had a large number of
meetings with the Policy Advisors for each of the
Party Leaders as well as with those involved in
developing party policy and writing the
manifestos. We also provided numerous briefing
papers on issues ranging from visas, VAT and
APD through to the regeneration of seaside
destinations, improving sub-national tourism
delivery and how to stimulate regional growth.

The outcome of this campaign has been
extremely positive with all the Parties included
tourism in their manifestos. This is in stark
contrast to the 2010 election when not one party
mentioned tourism. In fact, we even had one party
that “cut and pasted” parts of Tourism Alliance
briefings into their manifesto document.

The Tourism Briefing

Supporting the Manifesto Campaign, the Tourism
Alliance produced the 2015 Tourism Briefing – 
a manifesto for the tourism industry. This brought
together key information on how the tourism
industry had been at the forefront of the UK’s
economic recovery and put forward ways by
which the tourism industry could help the
incoming Government tackle six key issues that 
it would be faced with after the election including
seaside regeneration, boosting export earnings,
driving regional growth and increasing
government revenue.

The Briefing was launched at the Tourism
Alliance’s highly successful Parliamentary
Reception during English Tourism Week and was
supported by the Secretary of State. The briefing
was then sent, with a copy of the annual tourism
statistic publication, to all MPs and parliamentary
candidates to demonstrate the value of tourism 
to local communities and economies.

The success of the Briefing, combined with the
Manifesto Campaign, has been highlighted by 
the number of new MPs including tourism in 
their maiden speeches and an appreciable
increase in the level of understanding of tourism 
across Parliament.

The Select Committee Inquiry on Tourism

One of the focal points of the year was the CMS
Select Committee Inquiry on Tourism. As well as
providing comprehensive written evidence and
providing oral evidence at the first sitting of the
Committee, the Tourism Alliance provided briefings
to members and other organisations who were
appearing so that the Committee received clear
and consistent messages and information on the
issues that they were investigating.

As well as receiving very good feedback from the
Committee on the strong case that the industry
had put forward, the success of members
working together was reflected in the publication
of a final report that bore more than a passing
resemblance to the Tourism Alliance’s Tourism
Briefing and contained recommendations that
sought movement from the Government on all
Tourism Alliance’s key issues.

While it will not be possible for the Government to
take forward all recommendations, with the Chair
of the Committee as the new Secretary of State
and one of the Committee members as the new
Tourism Minister, we have a significant opportunity
in the forthcoming year to make progress on a
number of the recommendations in the report.

The Triennial Review

As with the Select Committee Inquiry, the
Government’s Triennial Review of VisitBritain 
and VisitEngland was critical to the future of
Government support for the UK tourism industry.
With considerable pressure on Government
Departments to find savings, it was important 
for the industry to demonstrate the need for
public sector support for tourism development
and promotion in both the overseas and 
domestic markets. 

Once more, the Tourism Alliance helped 
co-ordinate members’ input into the review so
that the industry’s views and priorities were taken
into account in the Review Team’s report and
recommendations. The outcome of the review
again demonstrated the value of a joined-up
approach with the recommendations reflecting
the industry submissions, with VisitBritain and
VisitEngland being retained within DCMS, the
bodies being separated and being given 
clearer remits.

While this was a very welcome outcome,
considerable work still needs to be undertaken 
to ensure that both organisations have sufficient
funds to be able to fulfil the remits that have been
defined by the Triennial Review. This year’s
Comprehensive Spending Review will be the
toughest ever as the Government seeks to cut
£12bn of public sector spending. There is a
concern that to achieve this, core Grant in Aid for
both organisations may be significantly reduced.

Package Travel Directive

One of the main pieces of legislation that the
Tourism Alliance became involved in during the
year was the EU’s revision of the Package Travel
Directive. The Alliance worked with BIS to seek 
an amendment to the Directive that would have
allowed small domestic tourism businesses to
provide added-value products for customers free
from the unnecessary restrictions of the Directive.
While this was not ultimately successful, the final
draft of the new Directive contained two
exemptions for added-value products that could
prove a significant step towards freeing-up
regulation in this area and so the Tourism Alliance
will be paying particular attention to the
transposition of the Directive into UK legislation.

As ever, I am very much indebted to the support
and assistance of Tourism Alliance members, 
the Board and Executive for their input and to
Amanda Sillito for her very valuable work .

Kurt Janson
Director
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We have a significant opportunity in the forthcoming
year to make progress on a number of the
recommendations in the Select Committee Report.
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The Tourism Alliance Key Policy Objectives

The following are six key policy areas where action is essential to unlock the full
potential of the UK’s tourism industry.

Retaining the GREAT campaign

The UK tourism industry is very supportive of the GREAT campaign as it provides the UK with a coherent,
recognisable brand to use in domestic and overseas markets. It is something that a number of other countries have
been doing for many years and it has been repeatedly demonstrated to be a key component of a country’s “soft
power”. The second main benefit of the GREAT campaign is that it has pulled together the UK’s outward facing
organisations so that they work together. The Government must therefore retain this initiative.

Increasing the National Tourist Board budgets

While there is much the industry can do without public funding, VisitBritain and VisitEngland are essential to leverage
the promotion of the UK in domestic and overseas markets. The national boards also provide invaluable market
information and analysis that benefits the whole industry. Although it has been continually demonstrated by the
National Audit Office and the Triennial Review process that both organisations provide a return of over 15:1 on the
Government’s investment, this has not stopped successive Governments reducing the budgets of both organisations.
The Government therefore has to recognise that allocations to the NTBs are an investment that provides a
substantial return to the Exchequer and increase funding accordingly.

Co-ordinating Existing Funds

In addition to DCMS, other Government Departments undertake tourism-related funding. There is significant potential
to maximise the returns from tourism-related allocations, such as DCLG’s Coastal Community Fund and DEFRA’s
new LEADER and EAFRD Growth Programmes by linking the allocation of funding through these programmes with
national tourism strategies.

1

Increasing Government
Revenue

Reducing Regulatory Burden

One of the main problems faced by tourism businesses is that although DCMS is responsible for tourism, the
majority of legislation that impacts on businesses is managed by other Government departments. As such, 
regulation promulgated outside DCMS tends to inadequately take into account impacts on the tourism industry.

The Alliance was part of the Ministerial Taskforce on Deregulation established by John Penrose in 2011 to
investigate measures that could be undertaken to repeal or amend legislation to support tourism businesses. 
This Taskforce published a 44 page report in January 2012 that highlights over 60 amendments that would help
tourism businesses. However, the outcome has been disappointing with only a few regulations being amended to
date. One of the main reasons for the slow progress is that the vast majority of the legislation that impacts on the
industry is outside DCMS’s responsibility, which reduces the ability of their officials to deliver “tourism-friendly”
outcomes.

A final burden on tourism businesses is business rates. It is important that the incoming Government reforms this tax
as a matter of urgency

Reducing Tourism VAT

The UK is one of only three countries in Europe, and the only major European tourism destination, that doesn’t apply
a reduced rate of VAT to tourism businesses. This puts UK businesses at a significant competitive disadvantage to
their European counterparts. The tourism industry has brought together considerable evidence over the past three
years to show that tourism taxes are having a detrimental impact on the industry. This includes research using the
Treasury’s own computable equilibrium model that shows reducing VAT to 5% would create 123,000 additional jobs
and raise an additional £3.9 billion for the Exchequer over 10 years.

New research by the Irish Government has found that reducing tourism VAT has boosted the country’s recovery by
creating 30,000 new jobs. Therefore, to have a level playing field with other European businesses, the level of VAT
applied to tourism must be reduced.

2

Enhancing Business
Competitiveness
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Increasing Aviation Capacity

The UK needs to compete in both established and emerging markets. This requires excellent aviation connectivity
right across the country. The Tourism Alliance supports all airports that wish to grow and believes in making best use
of existing capacity at UK airports. The Government needs to act swiftly now that the Airport Commission has
delivered its Final Report.

Reviewing and Reducing Air Passenger Duty

The World Economic Forum has found that the UK has the highest level of aviation tax in the world. This is a
considerable barrier to trade, investment and tourism. While the Treasury has recognised this fact by making a
number of welcome reforms to APD, the fact remains that at a time when our international competitors are either
freezing or abolishing their air taxes, overall rates of APD in this country are increasing year after year, and now
stand at record levels.

Reviewing APD will be especially important when the Scottish Parliament reduces APD for Scotland as this will
distort the UK market.

Improving the Visa Service

The UN World Tourism Organisation predicts that global tourism demand will increase by 66% by 2030, with almost
half that demand coming from BRIC countries. However, since biometric visas were introduced in 2008, the UK’s
share of outbound tourism from China, Russia and India has decreased by 40%. The Tourism Alliance advocates for
the development of a co-ordinated programme of improvements that will regain our share of these and other
emerging markets.
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Boosting Export Earnings

Creating a Functioning Destination Management Organisation Network

Having a functioning DMO network is fundamental to the implementation and success of any Government tourism strategy.
The Tourism Alliance strongly believes that a joint Government/industry working group must be established and charged
with developing and implementing a new network/structure that pulls together existing agencies (Local Authorities,
LEPs, DEFRA, DMOs, VisitEngland and VisitBritain) in order to provide coherent, sustainable regional tourism growth.

Continuing the Regional Air Connectivity Fund

The Regional Air Connectivity Fund is a welcome initiative for improving access to the regions for international visitors.
The Tourism Alliance believes that, if the Fund is proven to be a success and does not distort competition in any way, 
it should be continued and expanded.

Integrating Tourism into Transport Planning

Too often transport planning concentrates on improving business and commuter transport and deems tourism-related
transport as “nonessential”. As a result, there is often little investment in tourism-related routes and major maintenance
work to the transport infrastructure is scheduled for weekends and public holidays. The Government needs to address
this by incorporating tourism into transport planning.

Introducing Daylight Saving

Studies have continually shown that putting the clocks forward by one hour provides multiple benefits for the UK
including reducing energy demand, reducing climate change, increasing road safety, increasing participation in 
outdoor activities and boosting tourism. As Daylight Saving is a “no cost” means of providing considerable public
benefits, the Government needs to introduce legislation to enable a three year trial to be undertaken.

4

Driving Regional Growth

Improving Transport Infrastructure

One of the key barriers to the effective economic development of rural businesses is the lack of infrastructure. 
Over 80% of visitors to rural destinations travel by private vehicle and this requires the improvement of the UK’s
transport network including increased provisions for the maintenance of rural roads and the development of an
integrated public transport strategy for rural areas.

Improving Broadband Access

One of the greatest barriers to business growth in rural areas is the provision of a high quality broadband service.
Access to effective, efficient and affordable broadband is essential to the successful operation of all rural businesses.
Without broadband they are unable to compete with their urban counterparts. Key to this is the creation of a Universal
Service Obligation of at least 10Mbps that imposes a legal obligation on the provider.

5

Supporting the 
Rural Economy
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Reinstating Tourism Planning Guidance 

Providing growth to the rural economy requires a careful balance between the allowing tourism businesses to expand
and protecting the environment that attracts visitors. The Good Practice Guide on Planning for Tourism providing tourism
businesses and councils with much needed guidance on how to find the right balance between these two demands but
was severely reduced as part of the Government’s attempts to reduce planning guidance under the mistaken belief that
this would benefit the tourism industry. This guidance needs to be reinstated to help facilitate appropriate development.

Maintaining the Historic Resource

Heritage and Culture are central to the UK’s tourism offering, especially in rural areas. Reform of Heritage Maintenance
Funds would enable the owners of more historic houses and gardens, providing enjoyment for millions, to address rising
repair bills, refurbish their properties and generate jobs and incomes in the wider economy and in all parts of the UK.
Reform would cost relatively little to the Exchequer (£8m) but could secure the future of up to 265 historic houses and
gardens and the public benefits they provide.
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Supporting the 
Rural Economy (continued)

Reforming the Coastal Communities Fund

A recent report by Sheffield Hallam University, Seaside Towns in the Age of Austerity, found that while seaside towns
are in relatively good health, there are some destinations that need significant support in order to re-establish
themselves as vibrant, growing communities.

The Tourism Alliance believes that there is a significant opportunity available for Government to provide a real step-
change in regeneration in these destinations by retaining and reforming the Coastal Communities Fund, which was
launched in 2011 to support the economic development of coastal communities. The £32m Fund (derived from
revenue generated by the Crown Estate’s marine assets) has been allocated in a piece-meal way with no underlying
strategy for regenerating destination.

The Tourism Alliance welcomes the retention of the CCF and the more strategic approach that is going to be
undertaken for its distribution. However we believe funding should be allocated as part of a package of measures
that includes enhanced capabilities for councils to tackle housing and social issues so that real progress can be
made on regeneration.

The UK Amusement Machine Sector

Amusement arcades are a key component of many seaside destinations and provide fun entertainment for all the
family. A vibrant and successful seaside resort will bring benefit to all seaside attractions and therefore regeneration
to our coastal communities is essential if we are to increase the footfall in our seaside resorts. Specifically to the
amusement sector, the government needs to remove anomalies and inconsistencies within the gaming legislation in
order to allow operators to reinvigorate their offering to tourists. Fixed Odds Betting Terminals (FOBTs), which are not
permitted in the arcades and are opposed by numerous Local Authorities, MPs and many parts of the gaming sector,
have undermined the viability of the seaside arcade and caused consternation across many communities.  

There is a strong need for the stake on these machines (currently £100 per spin) to be reduced substantially so as
to bring them in line with other High Street gaming and gambling activities, where the maximum stake is just £2.
We therefore urge the government to respond to public demand and reduce the stake, restore social responsibility
and level the commercial playing field. 

The introduction of the new £1 coin in 2017 will cost the industry around £100 million, as implementation costs
cannot be passed on to the customer in the same way as for other businesses. A tax holiday is required to allow
businesses in this sector to survive the six-month changeover period from the old to the new coin and to invest in
their offer to visitors.

6

Rebuilding Seaside
destinations
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The Tourism Alliance Limited (Company Limited by Guarantee) 
Director’s Report

Tourism Alliance Financial Report

The directors present their report and accounts for the year ended 31 December 2014.

Principal activities
The company’s principal activity during the year under review was to operate a trade
association to represent, promote and further the interests of member organisations
involved in the United Kingdom tourism industry, and generally to advance the
interests, standing and quality of the United Kingdom tourism industry.

Directors

The directors who served during the year and at the date this report was approved,
were as follows: 

P T Hampson

M B Hirst OBE

A C Millns (resigned 10 July 2014)

R A Pritchard OBE

M Rance (resigned 1 January 2014)

K G Robinson CBE

B M Simmonds OBE

G Verity 

U Ibrahim 

B Donoghue

T Jenkins 

A Woodward 

A Climpson OBE 

S D’Alfonso (appointed 10 July 2014)

D Wells (appointed 10 July 2014)

Secretary

B M Simmonds OBE (appointed 10 July 2014)

A C Millns (resigned 10 July 2014)

Small company special provisions
The report of the directors has been prepared in accordance with the special
provisions of Part 15 of the Companies Act 2006 relating to small companies. 

This report was approved by the Board on 22 July 2015

Registered office
Tourism Alliance
29 Andrewes House
Barbican House
London
England
EC2Y 8AX

T Jenkins Director
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The Tourism Alliance Limited (Company Limited by Guarantee) 
Income and Expenditure Account for the year ended 31 December 2014

31 December 31 December
Notes 2014 2013

£ £ £ £ 
Current assets

Debtors 3 2,734 1,432 –

Cash at bank and in hand 35,430 42,972 –

38,164 44,404 –

Creditors: amounts falling 
due within one year 4 (8,680) (13,605) –

Net current assets 29,484 30,799

Net assets 29,484 30,799

Capital and reserves 5

Income and expenditure account 6 29,484 30,799

29,484 30,799

These financial statements have been prepared in accordance with the special provisions relating to small companies within Part
15 of the Companies Act 2006 and with the Financial Reporting Standard for Smaller Entities (effective April 2008). 

For the year ending 31 December 2014, the company was entitled to exemption from audit under Section 477 of the Companies
Act 2006 relating to small companies.  

Directors’ responsibilities:
-  The members have not required the company to obtain an audit of its financial statements for the year in question in

accordance with Section 476,
-  The directors acknowledge their responsibilities for complying with the requirements of the Act with respect to accounting

records and the preparation of financial statements.

T Jenkins Director 

Approved by the board on 22 July 2015.

The Tourism Alliance Limited (Company Limited by Guarantee) 
Balance Sheet as at 31 December 2014 Company registration Number 05106422

Year ended Year ended
31 December 31 December

Notes 2014 2013 
£ £ 

Income 72,921 78,886
Administrative expenses (74,236) (73,727)

(Deficit)/surplus on ordinary activities before taxation (1,315) 5,159

Tax on (deficit)/surplus on ordinary activities 2 – –

(Deficit)/surplus for the financial year 6 (1,315) 5,159

Tourism Alliance Financial Report



8

Tourism Alliance Annual Report 2015

1  Accounting policies

The accounts have been prepared under the historical cost convention and in accordance
with the Financial Reporting Standard for Smaller Entities (effective April 2008).

Turnover

Turnover represents the net invoiced value of goods and services supplied by the company,
net of value added tax and trade discounts.

Year ended Year ended
31 December 31 December

2014 2013
2 Taxation £ £

UK corporation tax – –

31 December 31 December
2014 2013

3 Debtors £ £ 

Trade debtors 432 608

Other debtors 1,848 440 

Prepayments and accrued income 454 384 

2,734 1,432 

31 December 31 December
2014 2013

4 Creditors: amounts falling due within one year £ £ 

Accruals and deferred income 8,680 13,605

8,680 13,605 

5  Share capital

The Association is a company limited by guarantee having no issued share capital, the liability of each member is limited to 
£1 each in the event of winding up.  

31 December 31 December
2014 2013

6 Income and expenditure account £ £

At 1 January 30,799 25,640

(Deficit)/surplus for the year (1,315) 5,159  

At 31 December 29,484 30,799

7 Related party transactions

There were no related party transactions during the year, which are required to be reported under FRS8.

8 Controlling party

The company was wholly controlled by the directors during the year.

Tourism Alliance Financial Report

The Tourism Alliance Limited (Company Limited by Guarantee) 
Notes to the Accounts for the year ended 31 December 2014
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In order to assist you to fulfil your duties under the Companies Act 2006, we have
prepared for your approval the accounts of The Tourism Alliance Limited for the year
ended 31 December 2014 as set out on pages 2 to 5 from the company’s
accounting records and from information and explanations you have given us.

As a member firm of the Institute of Chartered Accountants in England and Wales
(ICAEW), we are subject to its ethical and other professional requirements which are
detailed at www.icaew.com/membershandbook.

This report is made solely to the Board of Directors of The Tourism Alliance Limited,
as a body, in accordance with the terms of our engagement letter dated 25 March
2010. Our work has been undertaken solely to prepare for your approval the
accounts of The Tourism Alliance Limited and state those matters that we have
agreed to state to the Board of Directors of The Tourism Alliance Limited, as a body,
in this report in accordance with AAF 02/10 as detailed at
www.icaew.com/compilation. To the fullest extent permitted by law, we do not accept
or assume responsibility to anyone other than The Tourism Alliance Limited and its
Board of Directors as a body for our work or for this report.

It is your duty to ensure that The Tourism Alliance Limited has kept adequate
accounting records and to prepare statutory accounts that give a true and fair view 
of the assets, liabilities, financial position and deficit of The Tourism Alliance Limited.
You consider that The Tourism Alliance Limited is exempt from the statutory audit
requirement for the year ended 31 December 2014.

We have not been instructed to carry out an audit or a review of the accounts of 
The Tourism Alliance Limited. For this reason, we have not verified the accuracy or
completeness of the accounting records or information and explanations you have
given to us and we do not, therefore, express any opinion on the statutory accounts.

Sawin & Edwards
Chartered Accountants

Vernon House
23 Sicilian Avenue
London WC1A 2QS

22 July 2015

Tourism Alliance Financial Report 

The Tourism Alliance Limited (Company Limited by Guarantee)
Accountants’ report to the Board of Directors on the preparation of the
Unaudited financial statements of The Tourism Alliance Limited year ended 31 December 2014



The Tourism Alliance is the Voice of the
Tourism Industry, comprising 50 Tourism
Industry Organisations that together
represent some 200,000 businesses of
all sizes throughout the UK.

The purpose of the Tourism Alliance is 
to identify and develop policies and
strategies to raise standards and
promote quality within the industry and
work with and lobby government on all
key issues relevant to the growth and
development of tourism, to maximise its
contribution to the economy.

The Tourism Alliance was established in
2001 with the support of the Secretary
of State for Culture, Media and Sport. 

The Tourism Alliance

Members
ABTA - The Travel Association
Airport Operators Association
ALMR
ALVA
ANTOR
Association for Tourism in Higher Education
BACTA
BALPPA
Bed & Breakfast Association
British Beer & Pub Association
British Destinations
British Educational Travel Association
British Holiday & Home Parks Association
British Hospitality Association
British Marine Federation
Business Visits & Events Partnership
Camping & Caravanning Club
Churches Visitor and Tourism Association
Confederation of Passenger Transport
Country Land and Business Association
Cumbria Tourism
EASCO
English UK
European Holiday Home Association
European Tour Operators Association
Experience Nottinghamshire
Family Holiday Association
Farm Stay UK
Group Travel Business Forum
Heritage Railway Association
Historic Houses Association
Historic Royal Palaces
Institute of Tourist Guiding
Liverpool City Region LEP
Marketing Manchester
National Caravan Council
National Trust
New Forest Destination Partnership
Outdoor Industries Association
Premier Cottages
Resort Development Organisation
South West Tourism Alliance
The Caravan Club
The Tourism Alliance Brighton and Hove
The Tourism Society
Tourism For All
Tourism South East
UKInbound
Visit Cornwall
Visit Kent
Visit Wiltshire
Welcome to Yorkshire
Wyndham Worldwide 

Observers 
Local Government Association
VisitBritain
VisitEngland

Contact information

Director: Kurt Janson

T: +44 (0)20 3117 0664  
M: +44 (0)7946 428123

Tourism Alliance
3 Gainsford Street
London SE1 2NE

E: kurt.janson@tourismalliance.com
W: www.tourismalliance.com


