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Despite Election, 
Government looks for 
Tourism Industry Deal 
 
 
Notwithstanding the imminent general 
election, the government is continuing to 
engage with the industry (and other 
industries) in pursuit of a “Sector Deal” as 
part of its industrial strategy, as this has 
broad cross-party support. 
 
The Government is looking for strategic 
ideas that will boost UK productivity, 
engender economic growth. Ideally they 
want a handful of big ideas from the 
Tourism industry that are supported by 
the whole industry, and led by an industry 
figure-head. The figure-head for Tourism 
has been identified as Steve Ridgeway, 
the new Chair of VisitBritain, which is 
facilitating the discussions. 
 
The development of the Tourism Sector Deal is 

now to be supported by four working groups:  

Industry of Choice; Connectivity; Regulation; 

and Industry of the Future.   They have until  

 

 

 

the end of June to come up with some ideas, 

and get the Department for Culture, media, 

and Sport to accept them.   The final proposal 

will then be submitted to the Secretary of 

State for Business, Enterprise, Innovation and 

Skills in September 2017.     

 
The aspiration is a tough ask. What big 
strategy could the UK adopt that won’t 
cost the taxpayer a bean, that will 
improve productivity, and boost economic 
growth? 
 
The four working groups of people called 
in by VisitBritain have already begun to 
discuss these challenges but notes of their 
discussions seen by EASCO suggest that 
no big ideas have yet emerged. Rather, a 
long shopping list of small policy initiatives 
and regulatory changes is beginning to 
come out of this.  
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EASCO has asked the Tourism Alliance, 
whose Policy Director Kurt Janson chairs 
one of the working groups, to consider 
the issue described in April’s EASCO News, 
of regionally-staggered school holidays, as 
this would be a major initiative that would 
increase productivity, boost economic 
growth, and benefit both consumers and 
the tourism industry without any 
significant cost to the Treasury. 
 
Of course, this work may or may not bear 
fruit – with a general election 
approaching, new ministers may be in 
place whose ideas will be different. 
 

VisitBritain Digs Deep 
into Tourists’ Holiday 
Planning 
 
VisitBritain has published some 
interesting research papers that analyse 
the way in which people reach decisions 
about holiday planning. Although this 
research focusses on international 
travellers, some interesting results from 
the research may well be relevant to the 
UK domestic market that is the main 
business of most self-caterers. 
 
Women tend to be more inclined towards 
planning in advance and booking early 
than men, although the difference is not 
great. 
 
Decisions about what holiday to take rely 
on various influencers. Globally, the 
biggest influence on destination choice is 
word of mouth, with talking to friends and 
family key for 40% of visitors and 
considerers. However, online influences 
are strong, with search engines used by a 
third (33%) and price comparison sites and 

traveller review sites used by 31% and 
30%. Social networks are an important 
influence for one in four (26%). 
 
This may well translate to the domestic 
market. The pictures that family and 
friends post to social media are a 
significant influence – so in the long run 
anything you can do to encourage  your 
guests to post pictures may be helpful 
next year. 
 
The research looked closely at social 
media use – again this was a study of 
overseas visitors not of British people but 
there may be lessons in it.  Summarising a 
summary, there is heavy use of mobile 
Internet by most today’s tourists and the 
predominant uses of social media are to 
access news and to upload holiday 
pictures.  Reviews, both reading them 
and, to a lesser extent writing them, are 
also a common use of smartphones and 
tablets etc. on holiday. Whilst there are 
age-related differences, it isn’t the case 
that only young people use technology on 
holiday – far from it. 45% of the over 55 
age group share their holiday pictures 
online. In the past they’d have sent a 
postcard. 
 
On booking processes, the research shows 
that loyalty to intermediaries such as 
agencies is quite low.  Over 70% of those 
interviewed looked at multiple agency 
websites before making a decision. Just 
38% put a high value on a human touch – 
they want to book online. 
 
Whilst not directly about the UK domestic 
market, the research shows just how vital 
technology has become in peoples’ lives, 
how they prefer it for decision making and 
booking, compared to older methods, and 
how essential it is that they remain 
connected both to friends back home and 
to information sources when on holiday. 
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A Customer Comments 
 
EASCO rarely receives general feedback 
from customers, but this month we 
received a comment that your editor 
simply leaves you to ponder. 
 
I have received various communications 
from holiday cottage or homes and whilst 
all seem to pay great attention to 
properties being dog or pet friendly, the 
needs of the disabled or those with 
mobility issues seem to be completely 
ignored. Whilst I will concede that if one 
looks hard enough there are places that 
do have facilities finding them takes s 
great deal of time and effort as nobody 
seems to include it as one of their search 
criteria. Clearly amongst your members 
dogs are far more important than disabled 
people, which I find a very sorry state of 
affairs. 
 
 
 
 
 
 
 
 
 
 
  

General Election: 
Manifestos on Tourism: 
 
An analysis by the Tourism Alliance has 
extracted these salient comments on 
tourism policies from the major parties: 
 
Conservative: 
We will encourage the world to visit, 
study and do business in the UK through 
the GREAT Britain campaign and Visit 
Britain. 
 
Labour: 
Labour will support tourism at the heart 
of Government. The tourism industry 
represents 9.6% of UK employment, 4.9% 
of exports, and 9% of GDP, but its 
importance is too often forgotten. Labour 
will ensure that tourism becomes a 
national priority again. We will reinstate 
the cross-Whitehall ministerial group on 
tourism, and ensure that government 
ministers across departments understand 
how their roles fit into the national 
tourism agenda. 
 
Liberal Democrat: 
Travel and tourism: Britain is an outward-
looking country with commercial and 
leisure interests around the world, 
particularly in Europe. 
 
We must protect support for domestic 
industries such as farming, tourism and 
the creative industries, as well as regional 
support for deprived areas. 
 
UKIP 
UKIP will make it a top priority to reverse 
the decline of our seaside towns. 
We will be the party that cares about 
coastal communities and does not 
write them off as being “at the end of the 
line”. 

EASCO Contact Information 
 
PO Box 567, Hayes UB3 9EW 
ce@englishselfcatering.co.uk 
Tel: 020 7078 7329 
 
Free legal helpline: 
Stephen Mason Solicitors  
on 0113 258 0033 

mailto:ce@englishselfcatering.co.uk
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How are your 
promotions doing? 
 
We don’t often write about the 
Committee of Advertising Practice or the 
Advertising Standards Authority, but these 
apparently unexciting institutions publish 
guidelines on what you can and cannot do 
in your advertising including things like 
competitions and promotions. They 
published some advice in May that may 
be relevant if you are planning a 
promotion. 
 
For a start “All promotional marketing 
should clearly include all significant T&C’s 
upfront in initial marketing material. 
T&C’s are considered significant if they 
are likely to affect a consumer’s 
understanding of the promotion and their 
decision on whether or not to 
participate.”  
 
What is significant may vary from 
promotion to promotion but certain 
things normally will be key: 

 how to participate, including any 
costs  

 any free entry route explanation; 
 start and closing dates; 
 the nature and number of any 

prizes or gifts 
 Any restrictions or limitations, 

such as age, date or geographical 
restrictions; 

 any limitations of availability; and 
 Unless obvious, the promoter’s 

name and address. 

These conditions don’t have to be verbose 
and take up 50% of your brochure – the 
ASA has previously ruled that terms 
contained in a tweet were acceptable! 
The significant terms do have to be stated 

“upfront” in other words alongside the 
main offer or advert. It is not enough to 
say that terms and conditions apply and 
then bury an important restriction. 
 
Less significant conditions can be placed 
in a reference document, e.g. on an inside 
page of a brochure, or on another web 
page to which the entrant must click 
through.  These can be things like the 
timescale, plans for publicity, rules about 
copyright, limits on the number of entries. 
However, less important conditions still 
have to be accessible. 
 
If space or time limit what you can say 
upfront you may be able to put significant 
conditions in a secondary location so long 
as proper attention is drawn to them after 
giving as much information as practicable 
and clearly directing the entrant to the 
additional rules. 
 
There are rules too on mystery gifts. The 
mystery cannot extend to whether the gift 
or prize is valuable or worthless. 
Consumers should have enough 
information to help them decide whether 
to enter.  For example, you could say that 
one lucky holidaymaker per month will be 
entertained to a fine free dinner at a 
leading restaurant.  You would need to 
also give an indication of the value. It 
might be five courses at the Grand Hotel, 
but pie and chips in a bar that leads in the 
skittles league would not be quite the 
same. 
 
The Advertising Standards Authority and 
the Committee of Advertising Practice 
jointly provide a range of guidance 
materials on advertising that are well 
worth studying if you are planning a 
promotion or campaign. 
 
https://www.asa.org.uk/advice-and-
resources.htm 


