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The following report aims to identify and evaluate thoroughly how key business environmental factors impact the tourism industry in the UK by offering an overview of the selected sector and by using the PESTEL framework through the political factors, economic factors, social factors, technological factors, environmental factors, and legal factors, and Porter's Five Forces  through the threat of new entrants, bargaining power of suppliers, bargaining power of buyers, threat of substitutes products or services, and intensity of rivalry to provide an analysis of the industry. 
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Tourism is a vital industry for many countries, including the United Kingdom (UK), which is known for its historical landmarks, cultural diversity, and natural beauty. The tourism industry in the UK has grown significantly over the years and has become a major contributor to the country's economy (VisitBritain, 2021). In this paper, we provide an overview of the tourism industry in the UK, including its historical development, current trends, and future prospects.
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The UK has a rich history of tourism that dates back to the early 19th century when the Industrial Revolution led to the growth of cities and the rise of the middle class. This created a new market for leisure travel, and the development of railways and steamships made it easier for people to travel to new destinations. Popular tourist destinations during this time included seaside resorts like Brighton and Blackpool, as well as cultural attractions such as museums and galleries in London (Mintel, 2020).
During the 20th century, the UK continued to develop its tourism industry, with the government playing a significant role in its growth and promotion. In 1948, the British Tourist Authority was established to promote tourism overseas, and in 1969, the Development of Tourism Act created regional tourist boards to promote tourism within the UK (VisitBritain, 2021).
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Today, tourism is one of the largest industries in the UK, with millions of visitors arriving each year from all over the world. According to the UK Office for National Statistics (ONS), there were 40.9 million international visits to the UK in 2019, with visitors spending a total of £28.4 billion. The domestic tourism market is also significant, with UK residents taking an estimated 127 million domestic overnight trips in 2019 (ONS, 2020).
The UK's tourism industry is diverse, with a range of destinations and attractions that appeal to different types of visitors. London remains the most popular destination, with its iconic landmarks and cultural attractions drawing millions of visitors each year. However, there are many other popular destinations in the UK, including Edinburgh, Manchester, and Liverpool, which offer a mix of history, culture, and entertainment (VisitBritain, 2021).
In addition to traditional attractions, the UK's tourism industry has also been impacted by new trends and developments, such as eco-tourism and experiential travel. For example, there has been a growing interest in sustainable tourism, with many visitors seeking out eco-friendly accommodations and activities that support local communities and reduce their carbon footprint (Mintel, 2020). Experiential travel, which focuses on immersive and authentic experiences, is also becoming more popular, with visitors seeking out opportunities to connect with local people and cultures (VisitBritain, 2021).
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The COVID-19 pandemic has had a significant impact on the tourism industry in the UK, with travel restrictions and lockdowns leading to a sharp decline in visitor numbers. However, there are reasons to be optimistic about the future of tourism in the UK. The UK government has announced a number of measures to support the industry, including a VAT cut for hospitality and tourism businesses and a £1.3 billion support package for the arts and cultural sectors (GOV.UK, 2020).
There are also new opportunities for growth and innovation in the tourism industry, such as the development of digital technologies and the growth of sustainable tourism. The use of virtual and augmented reality could enhance the visitor experience and help to promote destinations in new ways, while sustainable tourism could help to reduce the industry's impact on the environment and support local communities (Mintel, 2020).
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Several key business environmental factors have a significant impact on the tourism industry in the UK, affecting its growth and sustainability. The key business environmental factors that impact the tourism industry in the UK will be analysed by using the PESTEL framework. The PESTLE framework is a strategic analysis tool that evaluates external factors that can impact an organisation's business operations (Johnson, Scholes, & Whittington, 2019). The framework considers Political, Economic, Social, Technological, Legal, and Environmental factors to help organisations understand the impact of external factors on their operations (Kotler & Keller, 2015). The PESTLE framework is widely used by organisations in different industries to develop strategies to mitigate risks and leverage opportunities (Tregear, 2018). Its popularity is due to its effectiveness in evaluating the external environment and helping organisations make informed decisions (Johnson et al., 2019).
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Political factors are one of the most significant business environmental factors that impact the tourism industry in the UK. The UK's political stability and the government's policies play a crucial role in promoting and attracting tourists to the country (Kolb & McCleary, 2020). For example, the government's policies to increase investments in the tourism industry, such as the tourism action plan, have helped boost the industry's growth and development (VisitBritain, 2021). However, the UK's decision to leave the European Union has created uncertainty and impacted the industry's growth and performance, by making it harder for European people to visit, especially for the people that do not have a passport (Mintel, 2019).
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 Economic factors, such as inflation, exchange rates, and consumer spending, have a significant impact on the tourism industry in the UK. In recent years, the weak pound has made the UK an attractive destination for foreign tourists, as it offers good value for money (Mintel, 2019). However, the COVID-19 pandemic has significantly impacted the industry, with many businesses struggling due to reduced consumer spending and restrictions on international travel, the positive aspect being that the industry is recovering fast and people are eager to start travelling again and enjoy the joys of life (Gössling et al., 2021).
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Social factors, such as cultural differences, lifestyle changes, and demographic trends, can have a significant impact on the tourism industry. For example, changing lifestyle patterns, such as increased interest in wellness and eco-tourism, have led to new market opportunities for the industry (VisitBritain, 2021). Similarly, the growing middle-class population in emerging economies, such as China and India, has increased demand for international travel, but also the decreasing prices in tourism such as plane tickets or multiple choices of accommodation have encouraged all people, regardless of their income to travel more (Kolb & McCleary, 2020).
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Technological factors, such as advancements in communication and transportation technology, have had a significant impact on the tourism industry in the UK. The development of online booking platforms and the increased use of mobile devices have made it easier for tourists to plan and book trips to the UK (Mintel, 2019). However, the COVID-19 pandemic has accelerated the need for digital transformation in the industry, with many businesses now offering virtual tours and online experiences to attract tourists, but also businesses implementing different technology innovations in order to differentiate themselves, offer a personalised experience and prove that the customer can trust the company (Gössling et al., 2021).
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Environmental factors, such as climate change and sustainability concerns, have become increasingly important for the tourism industry in recent years. Tourists are now more environmentally conscious and seek out sustainable tourism options that reduce their impact on the environment (VisitBritain, 2021). The UK government has also recognised the importance of sustainability and has introduced policies and initiatives to promote sustainable tourism, and developed multiple areas of tourism such as ecotourism (Kolb & McCleary, 2020).
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Legal factors, such as regulations and laws, have a significant impact on the tourism industry in the UK. For example, the introduction of the Tourist Tax in Scotland has impacted the industry, with concerns raised about its potential impact on tourism businesses (Mintel, 2019). Similarly, the COVID-19 pandemic has led to the introduction of new regulations and restrictions on travel and tourism businesses, but also Brexit which require the Europeans to have a passport in order to be able to travel to the UK.
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The tourism industry in the UK is a vital sector that contributes significantly to the country's economy. However, the industry is affected by several business environmental factors that impact its growth and sustainability. Porter's Five Forces model will be used to analyse the key business environmental factors that impact the tourism industry in the UK. Porter's five forces is a framework that analyses an industry's competitive environment (Porter, 1979). The framework considers five key factors: the bargaining power of suppliers, the bargaining power of buyers, the threat of new entrants, the threat of substitute products or services, and the intensity of competitive rivalry (Porter, 1979). By analysing these factors, organisations can understand the competitive landscape of their industry and develop strategies to gain a competitive advantage (Grant, 2016). The five forces framework has become a cornerstone of strategic management and is widely used by organisations to evaluate their industry and competition (Grant, 2016).
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The threat of new entrants is low in the UK tourism industry, as there are significant barriers to entry. The industry requires high levels of investment in infrastructure, marketing, and distribution networks, which are difficult for new businesses to replicate (Kozak & Baloglu, 2011). Furthermore, established tourism companies in the UK enjoy strong brand recognition and customer loyalty, making it difficult for new businesses to enter the market (Porter, 2008).
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The bargaining power of suppliers in the UK tourism industry is low, as there are many suppliers available, and the industry is fragmented. Suppliers, such as hotels and restaurants, have limited bargaining power due to the large number of competitors and the ability of tourism companies to switch between suppliers (Kozak & Baloglu, 2011). Additionally, the increasing trend towards online booking platforms has given tourism companies more bargaining power, as they can negotiate better rates with suppliers.
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The bargaining power of buyers in the UK tourism industry is high, as customers have a wide range of choices and can easily switch between providers. Customers are price-sensitive and have high expectations regarding the quality of the services they receive (Porter, 2008). As a result, tourism companies must continually innovate and provide high-quality services to attract and retain customers.
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The threat of substitute products or services in the UK tourism industry is moderate. Alternative forms of leisure, such as online entertainment and home-based activities, can compete with the industry. However, tourism companies can differentiate themselves by offering unique experiences and creating value for customers (Kozak & Baloglu, 2011). Additionally, the trend towards sustainable and eco-friendly tourism provides an opportunity for tourism companies to create value and differentiate themselves from competitors.
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The intensity of rivalry in the UK tourism industry is high, as the industry is highly competitive and fragmented. Tourism companies face significant competition from established players, as well as new entrants and substitutes (Porter, 2008). The industry is also subject to external shocks, such as economic downturns and geopolitical events, which can impact the intensity of rivalry.
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In conclusion, the tourism industry in the UK is impacted by several key business environmental factors, including the PESTEL factors like political, economic, social, technological, environmental, and legal factors, but also Porter's Five Forces, including the threat of new entrants, the bargaining power of suppliers and buyers, the threat of substitute products or services, and the intensity of rivalry. These factors influence the industry's growth, development, and sustainability. To remain competitive and successful, tourism businesses must adapt and respond to these factors, taking advantage of new opportunities while mitigating potential risks and challenges. Using these simple frameworks, a company can use the macro environment in order to turn the business according to the events happening in the world in order to make profits or to be aware of the negative factors and protect the company and its profits. 
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