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The focus of this essay will be to give an understanding of the tourism and Leisure industry in the UK looking specifically into the North of England through the coastal town of Blackpool. Found on the coast of the Irish sea, a home of attractions, Blackpool represents everything British tourism can offer. A classic seaside town, Blackpool finds itself being a ‘melting pot’ of things to do for a range of people. Making it easy to see how it remains the most visited seaside resort in Britain with growth being consistent throughout the years seeing visitor numbers reaching 18.2 million (Visit Blackpool 2019). The British tourism structure being this on a larger scale. An affiliation of different organisations within the different sectors from small to medium enterprises to international business both private and public. (VisitBritain). According to Visit Britain’s snapshot of 2019 Britain saw 40.9 million visitors in one year.
Blackpool also features general and specialist leisure facilities such as theatres, museums, pubs, clubs as listed by Torkildsen (2005, pg.5). Torkildsen defines the leisure facilities within tourism as visitor attractions, rail and air, hotels, and hospitality (2005, pg.5). The Scotsman predicts that leisure will bring in a £3.5 billion boost to the economy (2021). Tourism and leisure are a big part of the UK economy and culture, and this can be explained through looking at a destination like Blackpool. 
Blackpool’s location alone is a reason it attracts visitors. It is easy to reach along the M6 but also has a range of public transport having plenty of connecting trains and buses. There is also the range of both domestic and international flights operating out of Blackpool airport (Barton 2012). The appeal can be seen throughout Blackpool and British history. Blackpool had its critical moment when it saw its main railway line in 1846 (Ingles, pg.46). This made Blackpool more accessible and with the rise of the industrial sector people suddenly needed that sea air escapism from the smoke and fog of the factory towns (Humphreys 2017.) After England developed the industrial working class, commerce victoried and there was suddenly more spending money in pockets. The privilege of profit saw more money and leisure. This new type of seaside was born with Blackpool overtaking Brighton as the go to destination (Ingles, pg.175). The working class now had the money and the motive to spend the new Saturday off with their families. Fred Inglis even uses Thomas cook packages to Blackpool alongside the grand tour to trace the rise of the holiday (2000). Looking at Butlers product life cycle Blackpool saw rejuvenation due to these developments. Blackpool has since continued to explore different ways to attract customers leading to it being in the maturity stage of the product life cycle.
This can be further explained through Maslow’s hierarchy of needs. Blackpool has continued to meet the needs of its visitors. At first meeting the physiological need for fresh air, the belonging of family, the esteem of freedom from the work through leisure. Blackpool currently meets those needs and the self-actualization through thrill seeking. The big rides on the pier or in the theme park and the glass floor of the tower give people that thrill. Blackpool also meeting the need for accomplishment through gambling. Looking at Freud Blackpool gives self-gratification, being the pleasure-seeking capital, satisfying the ego through satisfying the demand. Blackpool covers the social needs from being a popular destination for personal events such as birthdays, hen dos and stag dos. 
When visiting Blackpool, a merlin annual pass will cover a lot of the well-known attractions. Merlin owning Blackpool tower, Blackpool tower eye, ballroom, tower circus, Madame Tussaud’s and sea life (Donna 2019). This private sector involvement covers a lot of Blackpool with both the Pleasure beach theme park and piers being owned by families. All together Blackpool has a wide variety to offer which benefits both Blackpool and tourist. Attractions are important to a destination as the more attractions on offer the more the destination has to offer and the easier it becomes to market. A destination can purposely add built attractions to increase the pulling power. Blackpool has remained the leading seaside resort due to investing in its indoor entertainments that keep its appeal to a cross section of tourists (Holloway, Humphreys, pg. 16). 
As stated in the introduction Blackpool appeals to a range of people. This range can be explained through market segmentation and demographics. Geographically speaking Blackpool can attract visitors on a global scale even having its own airport but many of its visitors will be the British looking for a ‘staycation.’ When it comes to the classes Blackpool as previously mentioned became the factory workers escape in the industrial era. It has continued to appeal to the working class given that it is more accessible than travelling abroad especially financially. The ballroom and theatre can also provide the upper-class interest.  Blackpool’s pull however really shines when looking at demographics. There is something for everyone. Even the theme parks appeal to a range of ages with Nickelodeon land. The seaside appealing to all. Barton group describes the three piers as representing the different visitors Blackpool caters to south pier being boisterous, the north pier being laid back and the middle pier a bit of both (2012).
To keep up the pull power with its indoor attractions Blackpool is continuing to show developments and investment. The council is currently making changes to see a ‘better Blackpool’ with a £300 million budget for development in Blackpool central. (Blackpool Council) The development will see world class attractions being added to Blackpool’s golden mile including the first of its kind multimedia exhibition. This impact will see an estimated extra six hundred thousand annual visitors with a combined spend of £75m. Showing Blackpool is consistent in bringing in fresh ideas in order to bring in a new market. Blackpool is also seeing development in hotels with the first 5-star accommodation looking to open in 2022. Alongside the modernisation of Blackpool’s streets for a fresher look. A New Museum will also join the hoard of attractions and will be the UKs first to have permanent displays on the circus, magic, and ballroom dance. (Blackpool Council). This solidifying the future of Blackpool’s tourism as very bright, continuing to attract visitors and have numbers rise in the thousand per year according to their estimates. Blackpool is not alone in its developments as also in the North Liverpool is seeing its own regeneration. 
Similarly, Liverpool is currently regenerating focusing on its waterfront bringing in a new cruise terminal, creative district, TV/film hub, a new stadium but also its housing and roads. (Regenerating Liverpool). Liverpool unlike Blackpool is looking to redevelop and regenerate. With significantly smaller budget Liverpool is focusing on more then just its pull power looking to build up the city as a whole. Blackpool is also one of the UKs most deprived towns. Out of twenty of the poorest wards fourteen of them are in Blackpool. The average lifespan is even shorter by a few years compared to the rest of the UK. The council does not have a lot of involvement in the community, especially the voluntary sector. Chief executive of the local citizens Advice and vice chair of Blackpool Tracy Hopkins states ‘There are huge numbers of people in Blackpool who are in debt because they can't afford to buy food or to heat their homes’ (Kay,2020). This being an impact of tourism where the locals are often overlooked. Unlike Liverpool which is focusing on its city as a whole and looking to improve every aspect not just its attractions. Blackpool’s own may not be able to afford the attractions it offers. This could be a significant issue of having the facilities but not the workers due to an avoidance of the living conditions. Having the pull power for tourists but not the appeal for migration to its local area. In terms of the hierarchy of needs people cannot provide that self-actualisation for guest if they themselves do not have it. 
These developments to the attractions have seen Blackpool’s pulling power stay consistent. Looking at Butlers product life cycle the development and consistent rise in numbers puts Blackpool on the rejuvenation stage. Blackpool however, also had a phase of stagnation due to Covid. This phase could see Blackpool enter rejuvenation again due to people looking to make up for the lost time of lockdown. Meaning for a lot of lost sales as tourism cannot stockpile products. Once a product has failed to sell it can longer be sold. A flight seat cannot be sold after flight has taken off or a hotel room for the month prior (Holloway, Humphreys, pg. 11). 
The north of England is seeing a lot of development across the board. The Government having the Northern Tourism Growth Fund. A £10 million funding scheme that is looking to drive the growth of both the economy and tourism. (Visit Britain) This is a new step for the British government as the south with places like London normally seeing the funding. The fund is looking to support collaboration. To increase leisure and business visitors. It will improve the perception of places like Yorkshire, Humberside plus the Northwest and the Northeast. (Visit Britain) This government involvement will really benefit the public sector which will in turn help the ‘staycation’. Blackpool’s funding being an example of this and how it can increase a destinations appeal.
Overall, Blackpool remains the leading seaside resort in the UK and is a perfect example of everything right about the tourism industry but also the darker side to it. The golden mile to the stag’s dos Blackpool continues to find new ways to attract visitors and its rising annual figures support this. The future of Blackpool’s development is positive and backed by funding. From the Victorian worker looking to swap the fog for fresh ocean air to the modern-day escape from the year of lockdowns Blackpool has provided that gratification of the getaway. 



 
 References
Barton Group, (2012) ‘Why Blackpool Is Still A Popular Holiday Destination’, Available at: https://bartonparkhomes.com/why-blackpool-still-popular-holiday-destination/, Date Accessed: [16/11/2021]
Blackpool Council, ‘A Better Blackpool’, Available At: https://www.blackpool.gov.uk/Your-Council/Creating-a-better-Blackpool/A-better-Blackpool.aspx, Date Accessed: [21/11/2021]
[bookmark: _Hlk88582217]Dafydd Humphreys, (2017), ‘What the Victorians Did for Us 8of8 Pleasure Seekers’, [Online Video], Available At: https://www.youtube.com/watch?v=uV7por8ukKo, Date Accessed: [23/11/2021]
Donna, 2019, ‘Visiting the Merlin Attractions in Blackpool’, What the Red Head Said, Available at:https://whattheredheadsaid.com/visiting-the-merlin-attractions-in-blackpool/, Date Accessed: [20/11/2021]
Holloway, J. Humphries, C. (2016) ‘Business of Tourism’ Harlow, Pearson
Inglis, F, (2000), ‘The delicious history of the holiday’, Routledge, London, and New York
Liam Kay, (2020), ‘Welcome to Elcome to Blackpool, Available At: https://www.proquest.com/docview/2565177943?accountid=130472&pq-origsite=primo, Date accessed: [16/10/2021]
Regenerating Liverpool, ‘Why Invest in Liverpool?’ Available At: https://regeneratingliverpool.com/ Date Accessed: [21/11/2021]
Scott Reid, (2021) ‘UK set for £3.5 billion boost from hospitality and leisure industry 'brimming with confidence' Available at: https://www.scotsman.com/business/uk-set-for-ps35-billion-boost-from-hospitality-and-leisure-industry-brimming-with-confidence-3400759, Date Accessed: [16/10/2021]
Torkildsen, G. (2005) Leisure and Recreation Management, London: Routledge
Visit Blackpool, (2019), ‘Another Year of Growth for Blackpool’s Tourism Economy’, Available at:                https://www.visitblackpool.com/latest-news/another-year-of-growth-for-blackpool%E2%80%99s-tourism-eco/, Date accessed: [16/11/2021]
Visit Britain, (2021), ‘2019 snapshot’, Available at: https://www.visitbritain.org/2019-snapshot Date accessed: [16/10/2021] 
Visit Britain, (2021), ‘Northern Tourism Growth Fund’, Available At: https://www.visitbritain.org/northern-tourism-growth-fund#:~:text=The%20Northern%20Tourism%20Growth%20Fund%20Northern%20Tourism%20Growth,marketing%2C%20press%20and%20PR%2C%20and%20travel%20trade%20activities. Date Accessed: [26/11/20212]
Visit Britain, (2021), ‘Structure of Tourism in Britain’, Available at: https://www.visitbritain.org/structure-tourism-britain, Date accessed: [16/10/2021]








 

