Summary of 
England’s Strategic Action Plan for Tourism 
[bookmark: _GoBack]2010 – 2020.

Framework and Action Plan - - AIMS to ‘ideally’ create a 5% growth in value to England’s tourism between 2010 + 2020.

Joint collaborative strategy between Voluntary, Public, Private tourism partners.

Responsible for setting and overseeing the success of target areas. 
 
Action Plan outlines 1) The Activities  + 2) Key Milestones.

4 ‘pillars’ of work in the framework.

Each of the 4 pillars have a champion = industry representatives and each activity will be led by a strategy tourism partner.

Objective 1 = (4 Parts).

To increase England’s share of the global visitor market.

1a – Develop an English National Strategy for Domestic and International Markets.

Marketing will play a key role.

1b – Optimise the opportunities of the London 2012 Olympics and para-olympics and the cultural Olympiad.

1c – Develop a major events plan. 

EG- Inclusion of: Glastonbury, London Fashion UK, Queen’s 2010 Jubilee, Royal Wedding, Rugby League World  Cup 2013, Rugby Union World Cup 2015, Cricket World Cup 2019.



1d – Develop a Business tourism growth plan – (EVENTS + BUSINESS).

Major areas = Business visits and events sector contributes strongly to overall English Tourism.


2008 – Total spend in the sectors £7.8bn with £4.2 bn spent by overseas business visitors to England = £29.5% of total overseas visitor spend.

NB: Wider economic impacts of the business visits and events sector to British economy estimated at £22 bn per annum.

Due to the recession a business tourism action plan is particularly relevant to grow the market.





Objective 2 = 
To create compelling destinations of DISTINCTION (4 PARTS).

2a -  Commit to regional tourism framework agreements.

Regional tourism framework agreements provide a framework to better connect work across the visitor economy and cultural sectors.
Eg: Public / Private / Voluntary...........

CURRENT linkages are weak!

2b – Establish a benchmark of best practice in destination mgt and organisation.

Eg; Best Prac = Liverpool Waterfront bringing together cultural and tourism assets. Example of Best Practice as previously an area of deprivation.



2c – Implement the reviewed approach to quality assessment programmes in England.

Review customer experiences – if experiences are good, customers are more likely to return.
Challenges for framework are to identify which elements of the visitor experience contribute towards satisfaction  + dis-satisfaction.

Quality Debate!!!! – What justifies good quality.

2d -  Create an England Satisfaction Survey.

Visit England is working with partners to create this. Build on current satisfaction surveys.

Set of guidance notes being developed by ONS Tourism Intelligence Unit (TIU) as part of England’s Tourism Intelligence Partnership (ETIP) work programme to be rolled out 2010/11.


Objective 3 = 
To champion a successful thriving industry (6 Parts).

3a – Deliver a national research and intelligence programme.

To be used to enhance the industry and mgt planning.
In line to address changing demographics:


1) Single Parents
2) Grandparents and Grandchildren based activities.
3) Short Breaks
4) Domestic Trips (recession)
5) Same Sex Holidays
6) Over 65’s (ageing population)

Based on the above groupings, greater emphasis to be placed on collecting info from LA’s and Private groups.



3b – Develop a seaside resort action plan.

Currently Seaside resorts are under-utilised.
Changes from Victorian era (Industrial Revolution)
Issues with current seaside resort images - - lacking quality.

3c – Develop a rural tourism action plan.

Emphasis on Sustainability Issues.
Rural tourism is often the key for the sustaining of many rural communities  therefore critically important (even more so in a recession.............)

3d – Develop a sustainable tourism action plan.

Need to build on generic models (National / European / International Emphasis).




3e – Implement a National Skills Strategy.

Current strategy  = “National Skills Strategy for Hospitality, Leisure, Travel and Tourism” developed by ‘People 1st’. New strategy will build on this.

NSS – 10 Point Plan
1) A single Communication Channel.
2) Professionalism of Mgt and leadership.
3) Right Qualifications with the right funding.
4) Sector Small Business.
5) Gold Std Customer Service Campaign.
6) Professionalism of Chefs.
7) Approved Kitchen Professional Programme.
8) World Class Skills Delivery.
9) High Skilled Entry Routes.
10) Broadening the Appeal of the Sector.

Clearly- - - - Customer Service will be the key focus - -there will be a strong emphasis on BEST PRACTICE - - -EG: Development of new training programmes adapted from those used at the Vancouver 2010 Winter Olympics.

3f – Develop a communications  and engagement plan to promote industry effectiveness.

Tourism often disconnected to other Govt areas – needs bringing together for maximum productivity / profit and efficiency.

“Take Tourism Seriously” Tourism Alliance.

· Tourism needs to link strongly with other leisure related aspects  1 ) Transport / 2) Skills 3) Culture and 4) Sport.

· The industry needs to champion entrepreneurship.

· Emphasis also needs to be placed on small businesses  = 80% of the tourism market  / economy is made up of SME’s.






Objective 4 =  
Facilitate greater engagement between the visitor and the Tourism experience.

4 a  - Develop a modernised visitor info programme and        e-tourism platforms.

EG: Develop Websites, and utilise more effectively social networking sites - Twitter / Facebook. EFFECTIVE Sources to be used for marketing and bookings!











4b – Develop a tourism transport action plan.

Tourism accounts for 70% of all long distance travel in UK.
Public transport needs improving - - especially for the 2010 Olympics.

Currently Many ISSUES for UK Transport Systems!!
1) Declining services in many areas outside London – Especially Rural Services.

2) Overcrowding on Rail.

3) Lack of investment on all transport modes (compared with other European Countries).

4) Visitors are often seen as secondary with general populations considered as a priority (residents / Commuters) but tourists’ usage needs to be considered as ........ “Nearly 1/3 of all train travel in England is made for tourism and leisure purposes”

5) Poor Road Systems  - 80% of all journeys (Domestic Travel ) is by car.
4c – Review of tourism infrastructure including signposting and key access gateway points.

4d – Implement the welcome to England Programme.

National ‘Welcome to Britain’ Steering group.

4e – Develop and implement a programme to improve accessibility for disabled visitors.

12% of all overnight domestic visitor trips in England between Jan and June 09 were made with groups with at least one person with specific access needs. Contributed to £1bn to the visitor economy.

With 11 million people in England disabled, the on-coming Para- Olympics and the new legal requirements of the Equality Act , consideration is ACCESS is critical.

A priority of 4E is to mainstream accessibility not be an “add on”!!


All of the above points  / actions of the Strategy are to be implemented  over 3 years.
Over this period, MAJOR  emphasis is placed on the Olympics - - actions / priorities will change following this key event. 

New actions will evolve over the course of the 10 years to develop and address:
 1) Challenges / 2) Opportunities / 3) Priorities.

Tourism is vital for England’s economic and social wellbeing, demonstrated by it generating £97bn a year  and employing in excess of 2 million.

_____________________________________








WHAT ARE THE CHALLENGES OF IMPLEMENTING THIS STRATEGY??

CONSIDER THE POSITIVES AND NEGATIVES OF THE STRATEGY?.......


AREAS OF EFFECTIVENESS ?

AREAS FOR IMPROVEMENT?


