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VisitBritain Conference/Workshops.

Euroforum.

Long Haul Forum.

Held at the Millennium Gloucester Hotel, London,

September 19th and 20th 2005.

REPORT EDITED TO REMOVE COMPANY SENSITIVE INFORMATION.

PowerPoint presentations relating to each overseas sector are held

 on file. 

DAY ONE.

EURO FORUM.

WELCOME FROM TOM WRIGHT, CHIEF EXECUTIVE VISIT BRITAIN.

Tom Wright welcomed those present and announced that the conference had been oversubscribed - some late booking potential delegates had been unable to attend as a result.

He referred to the recent visit to the UK of 80 Chinese citizens and said that they had enjoyed their tour of the United Kingdom, which included visits to cities and the countryside, including Windermere Lake Cruises. VisitBritain is keen to develop new markets and China, with one quarter of the world’s population, has huge long term potential.

Research has shown that the recent London bombings resulted in a loss of  £750m in UK tourism revenue. Visits to London’s attractions declined by 17% in July and 25% in August.

ADDRESS BY LORD MARSHALL, CHAIRMAN, VISIT BRITAIN.

Lord Marshall said that VisitBritain is working with central government to highlight the importance of tourism. The Government, through Regional Development Agencies, must provide skills training for tourism staff. All tourism businesses must lobby for reductions in the cost of tourist visa charges; a foolish pricing structure was recently introduced without consultation. (A visa for a Chinese tourist visiting the UK costs £75, which is twice the European Union norm).

We must take every opportunity to talk to government and the RDA’s to impress upon them the important contribution that tourism makes to the economy. The government pays lip service to tourism. We should speak to local councillors, M.P’s and anyone else with influence. We must persuade them not to make stupid decisions that adversely affect tourism locally or nationally.

ONE-TO-ONE WORKSHOP – GERMANY.

Talked with Kath Thompson. Full and frank discussion about what Windermere can offer German visitors; emphasis on Kurt Schwitters.  The party of German journalists who had visited us the previous week, in the company of VB’s Berlin based Media Relations Executive, Regina Zibell, had not been briefed on Schwitters and no visit to the Armitt had been arranged. Two of those journalists plan to return to discover more about the Lake District.

Information on Schwitters supplied to Visit Britain Germany by Windermere Lake Cruises.

PRESENTATION – EUROPE CENTRAL – WITH SPECIAL FOCUS ON THE EASTERN EUROPEAN EMERGING MARKETS: POLAND, RUSSIA, THE CZECH REPUBLIC, HUNGARY.

In the first six months of this year (2005) Polish visitor numbers rose by 175% when compared to the previous year. Central Europe is the top-performing region for UK tourism. Annual visitor numbers are up as follows: Germany 16%; Eastern Europe 71%. VisitBritain’s hub is located in Berlin with important support offices in Moscow, Warsaw and Budapest.

3m visitors per annum arrive in the UK from Germany, a steady year on year rise since 2001. Of these, 35% are leisure tourists, 34% are business people and 23% are visiting friends and relatives.

German leisure tourists come mainly on short breaks and there has been a substantial increase in the number of trips made by people in the 35-54 age group. The regional spread is good with 60% of visitors travelling outside of London. 

39% visit during the period October to March and more and more are flying in on budget airlines. AirBerlin fly into Manchester, Newcastle and Edinburgh but most people travel to London before setting off to explore the rest of the country. 

A downturn in the German economy has not had a negative effect on travel and outbound tourism. 59% of Germans take holidays abroad and book mainly with Travel Agents. Coach tourism is falling; low cost airlines are increasingly popular.

VisitBritain are active in training German Travel Agents and providing them with information about the UK.

The Swiss are very keen on the UK and there has been a steady rise in tourist numbers since 2000; the year on year increase in 2004 was 6% when 600,000 visited. 33% are leisure tourists, 31% business people and 27% come to the UK to visit friends and relatives. Strongest growth is in the 45-55 age group; short stays are popular, especially in the spring, and London is the most popular destination.

Bmi baby fly into Manchester but it seems that the service is currently under review and might be scrapped. Easyjet fly direct to Newcastle and Edinburgh and flyglobespan serves Edinburgh and Glasgow. 

There has been an annual increase in Austrian visitors since 2002.

280,000 people visited the UK in 2004, mainly for leisure or to study. There is a high percentage of young people (16-24); 81% of visitors fly here. Sky Europe operates services to Manchester.

Most holidays are booked through Travel Agents although the Internet is an important research tool. Visit Britain is running an on-line training course for Austrian Travel Agents and is targeting the youth market.

VisitBritain are seeking new markets around the world. They are conducting market research, engaging with the travel trade and building lists of mail contacts. Press and PR are particularly important.

A network of ‘virtual’ VisitBritain offices is being set up in a number of European locations in partnership with the British Council; each office will have a member of staff trained and paid for by VisitBritain; British Council staff will offer appropriate support.  Offices will be located in countries such as Poland, Russia, Hungary and the Czech Republic, which are already generating considerable tourist traffic.

Russia will be courted and promoted from the Berlin hub office. There is great potential here. Tatiana Khoreshok has been appointed as marketing manager having previously worked at the British Embassy in Moscow. I met with her and talked about the Lake District in a one-to-one workshop session. There has been growth of 40% in tourism visits from Russia since 2000 and short breaks are popular – mainly associated with business activities. 31m Russians live below the poverty line but there are 23 US$ billionaires and no less than 88,000 US$ millionaires. The large middle class is anxious to travel outside the country but there is a declining population and life expectancy is below the European average and falling (lifestyle).

Many Russians have second homes in London, which is their principal holiday destination. VisitBritain will shortly target Moscow and St. Petersburg, which are the main tourism source markets.

In Russia, tourists arrange their visa with an approved Travel Agent but the British Government has set a limit of 4 visas per day per approved agent; VisitBritain are lobbying for this restriction to be removed.

There are 20 major Travel Agencies in Russia and business tourism accounts for 50% of spend in the UK. British Airways, Aeroflot and Transaero are the major airline carriers serving London; Lufthansa fly to Manchester.

A number of press/journalist familiarisation visits are in the process of negotiation; I have made it clear that we would like to be involved.

Piotr Hlawiczka is based in Berlin and is responsible for developing the Polish Market. I have been in communication with him for some weeks and met him at a one-to-one workshop session during the conference. 

Poland is Europe’s star tourism performer; Visiting Friends and Relatives and leisure tourism increased by 175% in the six months January to July 2005, when compared to the same period in 2004. 

Poland is overtaking many of the mature European markets. 

53% of Poles wish to spend most of their British holiday in London but others are anxious to explore the countryside, often in the company of British based relatives. 33% arrive by coach but low cost airlines are very popular and offer 139 flights into the UK every week (18,000 seats). LOT flies direct to Manchester.

There will be a new glossy tourism sales guide for the Polish market in 2006.

We have already taken space in this publication and the text contained within our full colour advertisement will be translated into Polish.

Visit Britain has appointed a Polish Press and PR Agency to promote British tourism.

Hungary will soon have a VisitBritain office. The number of visitors to the UK has nearly doubled over the past two years with a huge expansion in the business market (28%). 54% of travellers arrive via low cost airline; 29% arrive by sea. The coach market is declining. Easyjet now fly from Hungary to Newcastle.

A new VisitBritain representative will take up post in the Czech Republic shortly. There has been a massive upsurge in tourism travel to the UK in the past two years – mainly Visiting Friends and Relatives and Leisure. Two thirds of visitors are aged under 35; visitor numbers have tripled over the past ten years but most tourists have limited budgets; business tourism is on the rise.

34% arrive by coach but the budget airline is king; TSA (Teske Aerolinie) flies direct to Manchester, as does bmi baby.

ONE-TO-ONE WORKSHOPS (CONTINUED).

Russia and Poland.

It is hoped that familiarisation visits to the Lake District can be arranged.

The British government is shortly to enter into talks with the Russian government to discuss how Russian tourist visa restrictions might be ‘freed up’.

Belgium.

Six journalists and travel professionals from Belgium will travel with Windermere Lake Cruises on September 26th.

Advance information supplied.

INDUSTRY RECEPTION.

This took place at 5.30pm and continued for two hours. Tom Wright made a speech as did Lady Cobham, Deputy Chairman of VisitBritain. 

The two-hour networking session was invaluable. It is always useful to meet with other tourism professionals and to engage in an exchange of views and opinions. The general feeling was that domestic tourism has struggled this year.

I did not observe much optimism that things will improve.

END OF FIRST DAY.

DAY TWO.

LONG HAUL MARKETS.

ONE-TO-ONE WORKSHOP – SOUTH AFRICA.

Elmarie Hall:

Every year many young South Africans come to the UK on working holiday visas. The number increases year on year and VisitBritain are vigorously promoting the working skills visa scheme.

As a direct result of this system, many thousands of ‘mums and dads’ travel to the UK to visit their children and to take a holiday here; regional attractions are advised to exploit this market.

VisitBritain are training Travel Agents in South Africa and are anxious to receive information about the British Regions. VisitBritain South Africa has received very little information about the Lake District. 

‘Cumbria’ is not recognised as a destination.

PRESENTATION – THE AMERICAS.

The presentation was made by Rupert Peters (Regional Manager VisitBritain America). 

Mexico is a rapidly developing market and a new VisitBritain office will be opened there in 2006. 

There are already VisitBritain offices in Toronto, Chicago, Rio DeJaneiro and New York.

Chicago is the lead office for business tourism.

Visitor numbers from the Americas are presently in decline. Last year visitors from the USA fell by 6%, from Central and South America by 6% and from Canada by 1%. The main reason for this decline is the appeal of new exciting sunshine destinations in Asia and the weak dollar, which makes the UK an expensive place to visit.

Research indicates that there may be a small increase in visitor numbers to the UK in 2006 – perhaps 1% from the USA and 2% from Canada and South and Central American. However, many Americans have discovered new places to holiday; Europe generally will suffer as a result.

Americans don’t want to visit scary countries but are still prepared to visit countries where scary things (i.e. the London bombings) ‘might happen’.

Visit Britain and VisitLondon have waged an intensive advertising campaign to lure Americans back to London but there has been little positive response.

Access is easy; return USA/GB flights are available for as little as $225.

The main inhibitor is poor value, especially food, drink and accommodation. However US visitors feel ‘at home in England’ where we speak the same language as them. One problem is that little information is available relating to culture outside London and our public transport system is difficult to understand. Visit Britain intend to spotlight ‘Regional Value’ in association with London and Manchester, which are the principal British air gateways.

25% of American visitors to London are taking short breaks. VisitBritain will seek to encourage them to stay longer and will promote gay and lesbian holidays and Spa holidays.

VisitBritain are setting up a web site for the American market to promote business trade. Look for www.visitbritain.com/trade
They will seek commercial partners in the UK to develop this initiative.

It is necessary to develop new programme ideas to excite potential audiences.

185,000 Americans visit the UK on cruise ships every year, often calling into port for short periods as part of a European package. These are mainly older low spend budget passengers.

40% of visitors to the UK come here as part of an affinity group, i.e. alumni, cultural organisation, university/college society, special interest group. VisitBritain will do what it can to explain our culture to these groups.

Key messages from US Travel Agents/Group sellers are:

Don’t forget us,

The USA is price sensitive.

Visitors look for value for money not ‘cheap’.

All-inclusive organised packages are required.

New ‘British’ packages are required.

New air routes recently established include: 

Air America is flying into Newcastle.

Continental is flying into Bristol.

Clips from USA TV travel programmes were shown.

Areas covered were: London, the Cotswolds, Scotland, Gay and Lesbian.

The long established BritAgent system, whereby American Travel Agents were brought to the UK on familiarisation visits, has been wound up. However, it is hoped that some American Travel Agents will visit the British Travel Trade Fair. A party of American travel writers will visit Windermere Lake Cruises early in October.

Fresh new British tour itineraries are needed for the American market.

The audience was asked to indicate whether or not their American business had increased this year – a show of hands indicated that no one had seen an increase.

When asked to indicate if trade had fallen, all those associated with American business indicated that it had.

(The audience was approximately 50 strong).
PRESENTATION – SOUTH AFRICA.

Britain is now the number one international holiday destination for South Africans. 

Touring holidays are very popular and although South Africans wish to explore London they are willing to travel out into the regions and 75% do so. 

60% hire a car to use while they are here; many buy cheap Britrail passes.

50% travel during the April/June and October/ December periods and the average stay is 16 days.

Because of the large number of young South Africans currently resident in the UK, on working holiday visas, there is potential for encouraging their parents/relatives to take holidays here. The young people they are visiting often take visiting relatives around the country.

Empty nesters (55 plus age group) are a lucrative and expanding market. South Africans like personal recommendations and are particularly interested in heritage and the countryside.

80% book through Travel Agents and good flight deals are available from Air Namibia and Nationwide Airlines.

45% of holidaymakers are wealthy older individuals with potential for repeat visits if they enjoy their British experience.

VisitBritain is promoting Britain as a working destination, especially London. Other forthcoming promotions will feature heritage, culture, and ‘the outdoors’.

PRESENTATION – MIDDLE EAST.

There has been growth of 29% in the last two years, coupled with a 28% increase in the number of bed nights spent in the UK by Arab visitors.

The average spend is £2,318 per person and holidaymakers typically stay in the UK for 18 days.

Arab holidaymakers spend three times as much money as an American holidaymaker and there is great scope to expand the family market (most Arabs bring their families – average family group size: 5) and the ‘shopping’ and ‘youth’ market.

Arabs are keen on shopping, health, well-being and education. They particularly seek entertainment for their children. Museums are of little interest but the countryside is.

There is great potential for encouraging visits during the Eid holidays, which take place in November and January; typically these would involve 3/5-day packages.

Most Arabs book through Travel Agents and like to talk to an expert in their home country to plan their holiday.

Etihad Airways is a VisitBritain partner and will be expanding services to the British regions in 2006. 

Residents of Dubai take long holidays during the summer when the heat is intense in their own country; they favour cooler climates, green countryside, mountains and rivers/lakes.

Many Arabs are worried that their appearance might have a negative effect following the London bombings – they ask ‘will we be welcome?’ VisitBritain are saying ‘yes you will’.

VisitBritain is launching a ‘Family Fun’ promotion to attract Arab visitors, principally aimed at London but also with scope to expand activities into the Regions.

Campaign partners are:  Etihad Airways, Selfridges, Tussauds, Champneys and Visa with added input from the likes of Harrods. 

Visa has 2.5m credit card holders in the Middle East.

Seren Welch is VisitBritain’s Head of International Brands and Product Marketing.

PRESENTATION – AUSTRALASIA.

Michael McCormick, VisitBritain’s manager for Australasia, made the presentation.

The UK is the third most popular destination for Australian visitors. 8.59% of Australian holidaymakers chose Britain as a destination (no other European country is in the top 10 list) and 4.5% of New Zealanders travel here (the UK is fourth in the NZ top ten list).

Visitor numbers are increasing steadily following a dramatic fall after the foot and mouth outbreak, which had a particular resonance for these principally agricultural countries.

More elderly people are travelling abroad but the visiting friends and family tradition is being eroded as more immigrants are admitted to Australia and British influence and traditions wane.

Most holidaymakers book via a Travel Agent although the Internet is popular for research.

New Zealand still feels ‘very close’ to the UK and the working holiday visa system is popular. 

Australasians have not been ‘put off’ by the London bombings. Indeed there is a strong feeling that they should support Britain and make a special effort to visit.

However, some travellers have expressed a desire to spend less time in London and more in ‘the countryside’.
43% of Australians visit friends and relatives (falling), 39% come for a holiday and 8% for business. 

Figures for New Zealand: VFR 49%, holiday 34%, and business 9%.

Statistics show that those visiting friends and relatives only stay with them for a few days before ‘getting out on the road’ to sightsee; in effect the majority of VFR visits change into leisure holiday visits.

Because of the expense, and the long distances involved, most Australasians begin planning (and saving for) their British holiday around two years prior to travel. Holidays are typically booked 3-6 months in advance. London is the main gateway and visitors are keen on heritage passes, Britrail passes and anything else that will save them money and give added value.

The peak ages for travellers are: ‘dinks’ – 30/34 age group and 55-59 year olds.

By category the highest sector is the ‘older married with no children’ with an annual income of UK£40k plus

Most Australian visitors to the UK come from Sydney (33%), Melbourne (17%) and Perth (11%).

Auckland is the strongest source market in New Zealand.

Australians typically spend 3 to 4 weeks in the UK, although retired people often take holidays of up to six months. Traditionally, people enter the UK via London, spend time in the capital and then travel out into the regions, using TIC’s to book accommodation. Touring itineraries tend not to be fixed in advance and if a traveller comes across a special location he or she will spend some time there before moving on.

Australians like to receive information by mail and invariably book their holidays with a Travel Agent. However, the Internet is popular for research and VisitBritain mail a 54,000 strong e list once every six weeks.

The core brand is ‘heritage and history’. Australians like traditional pubs with log fires, the countryside, rivers, lakes and coastal resorts. They don’t much like shopping.

60% of Australasians will visit the UK more than once, often with as much as a 10 or 20-year interval between visits.

PRESENTATION – BUSINESS TRAVEL.

VisitBritain continually strive to contact organisers and decision makers. The UK has just 4% of an international events industry worth US$ 4.2b.

Priorities are to ‘identify and convert’ best prospects and to promote ‘business extenders’, i.e. persuade business visitors to extend their stay to enjoy a personal holiday.

Dedicated business travel teams have been established in London and New York. 

There is currently confusion in China and Russia over who are the right people to talk to. VisitBritain have been warned to tread carefully for fear of causing offence.

An on-line business enquiry service will be established in London.

Print is still important abroad and over 50% of business people prefer printed documents rather than email.

A new ‘Destination Britain’ convention and exhibitions brochure is to be distributed, featuring ‘cities’ including London, Liverpool, Cardiff, Glasgow, and Newcastle/Gateshead.

New campaigns will feature ‘teambuilding’ holidays and English Country Conference Hotels.

Jeremy Brinkworth is VistBritain’s Business Tourism Manager.

Is there potential for the Lake District to be involved in this market?

Lisa Sjolund (Business Tourism Chief VisitBritain Los Angeles) thinks there is. 

PRESENTATION – ASIA.

VisitBritain are organising important sales missions to China and India with a further Asian visits in the planning stage.

India.

Favourite destinations are London, the Lake District, the Cotswolds and Edinburgh – in that order. Indians love history, culture and the countryside. There are many wealthy people in India with much ‘old money’ in Calcutta, Delhi and Mumbai.

India is the top tip for Asian tourism growth to the UK – not China as many believe.

54% of visitors to the UK are aged 25-44, 29% are aged 45-64. VisitBritain is working hard to raise awareness of what Britain has to offer and there will be increased promotional activity prior to India’s celebrations to mark 50 years of independence in 2007 when many thousands if extra visitors are expected to travel to the UK.

51% of Indians are under 25 and there is an expanding middle class. There will be 102 flights to the UK from India every week by 2006 (up from only 19 three years ago). British Airways, Virgin and bmi baby are major carriers but Jet Airways, Air Sahara and Air India are expanding services rapidly now that the Indian government has relaxed airline restrictions and allow individuals to take fairly large sums of currency out of the country.

The vast majority of Indians use Travel Agents to plan and book their holiday. 

India has a good relationship with the UK.

Delhi will stage the Commonwealth Games in 2010.

Bollywood is seeking new locations in the UK having tired somewhat of Switzerland, which has been used as a substitute for Kashmir in many Indian films. The UK government is being asked to relax taxes levied on Indian filmmakers.

Scotland and the Lake District offer fabulous location opportunities.

Windermere Lake Cruises have supplied location facilities in the past.. 

Asia overview.

Keith Beecham made the presentation.

In 2004 there was an increase of 29% in the number of Indian visitors to the UK. The number of visitors from China increased by 41%, but from a much smaller base. Overall, visitors from South Asia grew by 30%.

Asian visitors spend more money in the UK than most other tourists  (£1 of every £10 spent here).

Italy is the favoured European destination for the Chinese; the UK is 16th.

The UK is the seventh most popular overseas holiday destination for Indians.

Indians account for 22% of tourism money spent in the UK each year by Asian visitors

The UK is the 15th most popular overseas holiday destination for the Japanese; Italy and Germany are their top European destinations. The UK market is currently in decline.

However, the Japanese spend 23% of the money spent in the UK each year by Asian visitors.

100,000 Indians come to Britain every year to visit friends and family.

52,000 come purely for a holiday.

80,000 Koreans visit the UK every year.

China is likely to develop a VFR holiday trade with the UK but development will be slow due to government restrictions. 

The number of Asian students studying at UK universities in 2004 was as follows:

China – 6,324.

Malaysia – 2,076.

Hong Kong – 2,022.

India – 1214.

Japan – 662.

Korea – 579.

One in five Asian visitors travel to the UK on business. It is forecast that the Asian holiday market will grow by 11% by 2007, with much of the growth coming from India.

90% of Japanese travellers rely on Travel Agents and brochures when booking their holiday. There are 834 major Travel Agents in Japan of which the top 12 account for the majority of bookings.

JTP, Hankyu Express and HIS are the main agents. 

JTB serve 35,000 Japanese visitors each year.

6% of the Japanese population are men aged 56-58 who have recently retired. They have spent a lifetime serving their employers and the Japanese State and are now looking for new life experiences. They like music, culture, heritage, steam trains, walking, rivers/lakes/seaside, the countryside and sports. This group is known as ‘dankai’

50% of the Japanese population is aged over 50. The birth rate is only 1.29 per family and the population is declining.

Groups of older men are likely to travel together (alumni, retired work colleagues etc). VisitBritain are to promote ‘Gentleman’s Britain’.

China.

29million Chinese travelled abroad in 2004 (43% up on 2003).

It is predicted that 50 million will take foreign holidays in 2010 and 100 million by 2020 – this is still a tiny percentage of the Chinese population.

Air access to the UK is improving; there are now over 20 flights each week compared with 12 in 2004. Virgin plan to increase the number of flights they operate and new aircraft have been ordered to provide the service..

19% of Chinese visitors (mainly business) exit the country via the Channel Tunnel, which indicates that they are visiting the UK as part of a European tour that includes London as its principal focus. 

The UK signed an ADS agreement in 2005 with the Chinese government. This defines the number and names of Travel Agencies in China that can send leisure tour groups to Britain and the number and names of inbound Travel Agencies in Britain who can receive them. Only groups of five or more people are permitted to travel and only 50 of the 528 Chinese National Travel Agencies are authorised to handle this traffic.

The British Government has muddied the water somewhat by imposing a punitive VISA charge of £75 per person (ex Shanghai) on incoming travellers, which is twice the European average. VisitBritain is lobbying to have this charge reduced but is unlikely to succeed, as the general trend for visa charges is upwards not down.

The Chinese come to the UK with fixed itineraries, which the Chinese government will not allow to be changed on arrival. This has important implications for tourism businesses in the UK.

Chinese visitors seek moderately priced accommodation (2/3 star hotels or similar) and are worried about cultural differences, safety (security), language barriers and ease of travel.

Three large Shanghai Travel Agents have already been banned from organising travel to the UK for changing itineraries or falsifying documents related to travellers.

These are:

CYTS (One year ban).

CITS (3 month ban).

CTI (6 month ban).

Surveys indicate the Chinese like:

1) Castles, churches, monuments  (66%).

2) Historic houses (46%).

3) Museums and art galleries (44%).

4) Visiting the countryside (38%).

5) Beach and coastline (35%).

6) Visiting parks and gardens (28%).

A high level Chinese delegation will visit Windermere Lake Cruises in October.

Hong Kong.

The Hong Kong visitor market is strong and growing.

215,499 Hong Kong residents visited the UK in 2004. 35% visited friends and relatives, 32% came for leisure, and 21% came on business. 

Travel restrictions are few.

58% of European visits are to the UK. 

670,000 Hong Kong residents are expected to be earning US$50,000 of more by 2008.

Singapore.

5.6% annual growth in tourist visits to the UK.

Thailand.

67,000 tourist visits to the UK in 2004, up 43% on 2003.

There are 4,400 Thai students in the UK, many at English language schools.

Malaysia.

106,000 tourist visits to the UK in 2004, significantly up on 2003. 

Many holidaymakers spend three weeks in the UK.

Malaysian Airlines is the main carrier.

Most visitors book with Travel Agents.

11,000 students are currently studying in the UK.

South Korea.

11 flights a week to the UK. 

1.5% of outbound holiday trips are to the UK.

138,000 visits to the UK in 2004, up 27% on 2003.

61% of visitors are in the age band 25-44.

58% of visitors exit the UK via the channel tunnel, indicating that they are here as part of a European tour.

Visitors spend an average of 1-3 days in the UK with London their principal focus.

Koreans are not big spenders.

ASIAN OVERVIEW.

VisitBritain predict steady growth in all Asian markets although caution must be exercised with regards to China where short-term growth will be restricted due to Government regulation.

SOME THOUGHTS.   (Edited for company sensitive information)
1) Despite international Internet growth, Travel Agents are still the most important contact point for most visitors to the UK. The web is good for providing background information but, in most cases, that is as far as it goes.

2) A Heritage Pass (available in advance of travel) would benefit the Lake District.

3) Cumbria is not a brand that is known internationally.

4) The Lake District is a key brand known the world over.

5) We need to ‘get into bed’ (if we can) with VisitLondon to identify potential Lake District customers.

6) Cumbria Tourist Board might wish to consider supporting VisitBritain overseas Sales Missions rather than leaving that task to individual attractions. However, it is essential that staff selected to undertake trips have good Lake District product knowledge and are in sympathy with the market. 

7) Cumbria Tourist Board might wish to consider organising Media Lunches, perhaps once a quarter, to provide briefings for local, regional and overseas media professionals.

8) Australians prefer not to consult a .com website. They prefer a co.uk or other country specific site. Australians like personalised information

and . coms are associated, in the Aussie mind, with big (uncaring) businesses and officialdom.

9) Many overseas visitors perceive Britain as being expensive with pricey hotels, indifferent food, poor service and substandard public transport. 

10) The existence of the inexpensive Britrail pass for overseas visitors should be publicised widely abroad.

11) We are chasing a declining market in the USA and Japan. Only 20,000 Japanese visitors came to the North of England last year. The ‘Peter Rabbit’ brand is well known but is considered by many to be ‘tired’; new products are needed if Japanese visitors are to be encouraged to make return visits.

12) A web site needs at least a few words of welcome in the language of the person visiting it; failure to extend this common courtesy may result in the site visitor exiting immediately.

13) We must look to the VFR (Visiting Friends and Family) market to increase sales. The British Asian communities (India, China, Pakistan, Singapore, Malaysia, Bangladesh etc) are very important. We must communicate our ‘safe and welcoming’ message. That will result in more domestic visits and more visits from friends and family visiting the UK from overseas.

14) The Polish and Eastern European market has ‘taken off’ in a dramatic way and the Polish market, in particular, is likely to explode (information previously supplied). The VFR market is potentially great.

15) Contacts should be made with major airlines flying into the UK.

16) Contacts should be made with major overseas Travel Agents in order that the Lake District can be incorporated into the advance travel plans of visitors.

17) Chinese leisure tourists are not allowed to deviate from their booked itinerary (see note provided).

18) The British government is seen by the UK tourism industry as not being tourism ‘friendly’.

19) The ‘countryside’ is a major marketing tool for the Lake District.

NOTES:

Full delegate lists and VisitBritain contact lists have been supplied to the Managing Director.

Certain detailed market reports have been supplied to the Managing Director. (Includes Poland, Belgium, Canada and Canada).

Individual contact lists (business cards) have been supplied to the Managing Director.

A report on the September 14th Japanese Forum open meeting at Blackwell has been submitted to the Managing Director.

Copies of the Visit Britain PowerPoint presentations have been supplied to the Managing Director.

Edited report compiled by Robin Martakies.

22.09.05.
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