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Government Publishes 
Brexit no-deal 
contingency plans 
 

The government has published a number 
of documents setting out the expected 
position if there is no negotiated 
agreement with the EU when the UK 
leaves. There is relatively little that relates 
to tourism, but some issues will be 
particularly of interest. 

There is no paper on travel or tourism. No 
restriction on travel is thought to have 
been proposed therefore holidaymakers 
from the EU will continue to be welcomed 
as usual, although we do not know as yet 
what arrangements will be in place at 
airports and other points of entry. 

VAT will continue to be more or less the 
same but there will be some changes 
where goods and services are sold across 
the border to the Continent. Small 
changes in the way VAT returns are filled 
in will be required if you buy from EU 
countries – we don’t think many HHA 
members order supplies like that. Broadly, 
therefore, the new guidance envisages 
little or no change in the way VAT is dealt 
with in the UK. 

 

If you have insurance with an overseas 
insurer in the EU the government has 
proposed a three-year “Temporary 
Permissions Regime” that will allow them 
to continue to do business whilst they 
obtain regulatory approval on a new UK 
basis. 

Rural development funding and farm 
payments are to be guaranteed by the UK 
government for the duration of any 
current project or agreement. 

Those who have been in tourism for a few 
years will know that state aid rules have 
been controversial before, with much 
argument in the past about the efforts of 
the British Tourist Authority to develop 
online systems for processing bookings. 
These never really got all that far and 
were eventually dropped after a lot of 
angst and breast-beating. The UK has no 
specific state-aid legislation but the EU 
Withdrawal Act transposes the current EU 
laws into UK legislation and the 
Competition and Markets Authority will 
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take on the job of policing state aid – 
preventing the distortion of competition 
by subsidy from public bodies. 

Health and Safety law is pretty much 
unaffected. The snappily entitled  
Health and Safety (Amendment) (EU Exit) 
Regulations 2018 make no changes to the 
actual law but merely change references 
to EU documents and replace them with 
UK references. 
 
On the rights of EU workers in the UK, the 
guidance is rather silent, but there is a 
general statement that they will ensure 
that employment rights remain 
unchanged, including the employment 
rights of those working in the UK on a 
temporary basis. Whilst we do not know 
what will happen in the longer term, the 
government has been clear that workers 
from the EU who are working in the UK 
when Brexit takes place will not be 
immediately sent home. 
 
All the government guidance stresses 
their view that this no-deal scenario is 
unlikely – they believe a deal will be done. 
 

BTA Boasts Bumper 
Bank Holiday Boom 
 

 
The British Tourist Authority/VisitEngland 
is celebrating a bumper weekend for 
tourism in England over the August bank 
holiday – albeit on the basis of a very 
limited survey. Nonetheless the result of 

their “Omnibus survey” showed an 
increase from 6.9 to 7.3 million overnight 
trips planned during the holiday weekend. 
 
The report says that 25% of respondents 
were undecided, and the reason was in 
43% of those cases waiting to see what 
the weather would be like. 
 
However, this jubilation may not be quite 
so well justified in the long term. Certainly  
it shows that English tourism is doing well. 
But given the long hot summer (at least 
until mid-August) we know that the public 
are more inclined to book in the UK when 
the weather is fine and more inclined to 
look at sunny Spain when it is raining in 
Manchester. So the result may possibly 
reflect nothing more than good weather. 
The sample size was only 1242 people, 
doing an online survey. An omnibus 
survey is where a market research 
company does one research survey on 
behalf of multiple clients, which is a cheap 
way to do research. The accuracy of some 
online surveys may be in some doubt due 
to the difficulty of obtaining a truly 
representative sample and the temptation 
for responders to say any old thing in 
order to get a prize draw opportunity. 
However this survey would seem 
consistent with anecdotal reality! 
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HHA News looks forward….. 

Will Augmented Reality 
Change the Face of 
Tourism? 

Market research company GlobalData has 
produced a report Virtual and Augmented 
Reality in Tourism that may point to the 
future of tourism generally and choosing 
holiday homes as well. 

This is what the authors have to say about 
their own report: 

Our thematic research report, “Virtual & 
Augmented Reality in Tourism” reveals 
that the potential for VR/AR to elevate the 
tourism experience is enormous. Thanks to 
VR or AR, future customers can experience 
destinations, hotels, or even the inside of 
an airplane before the trip, from the 
comfort of their own home. By wearing 
VR/AR gear while visiting historical sites, 
tourists can also experience historical 
scenes or see ancient buildings in perfect 
condition, even if in reality the 
monuments do not exist anymore or are in 
poor condition. Thus, VR/AR is expected to 
transform the sector by changing how 
customers choose their holidays and 
interact with the tourism brands, and how 
the companies interact with them. 

Augmented reality is an immersive 
experience (i.e. sound and vision at least) 
of the real world (e.g. real film 
photography) combined with additions 
that are computer generated.  Virtual 
reality is generally seen as artificially 
created immersive content, e.g. 
computer-generated material.  

One good explanation says this: 

Whereas VR immerses your sense in a 
world that only exists in the digital 
kingdom, AR takes the real world and 
projects digital imagery with sound. Both 
realities fall on the continuum of mediated 
reality - where the computer system 
modifies the perception of the reality vs 
the real world. 

The techniques mean that a potential 
customer might put on a headset at home 
and take a self-guided tour of your 
cottage, potentially with the addition of a 
computer-generated character to show 
him or her around and answer questions. 
The exciting possibilities for attractions 
are very real as well, a historical character 
might show you around a historic house 
before you leave home. This is also known 
as mixed reality – the terminology seems 
to be in a state of development 

Whatever the technology, it is pretty clear 
that in the future people won’t be looking 
at a printed brochure (unless they see one 
in a museum) or at static pictures on a 
website but will be having a good look 
around properties that are available for 
holiday letting, before choosing to book. 
They will do this from their own home, 
wearing headsets that shield them from 
the distracting barking of next door’s dog, 
and immerse them in a world made up of 
photography and computer-generated 
content that closely simulates the real 
world. Short of having a bounce on the 
mattress, it will be pretty close to the real 
thing. The augmented reality technology 
may permit a personalised real world to 
be experienced (cobwebs in the corner, 
pants dropped on the floor, your own dog 
sitting by the fire). 

There are other possibilities for holiday 
accommodation. Owners may want to 
show customers around personally when 
they arrive and remind them to close the 
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freezer door.  It will be possible to do this 
with augmented reality, without the 
owner actually being there in person or 
even in contact. 

The technology to do all this is already 
here, but like most technology it will take 
time to gain widespread adoption. 
However we can see a future in which 
every holiday cottage will have an 
augmented reality experience available 
and customers will be unforgiving if it 
does not accurately reflect the real thing. 

Instagram TV 

Everyone has heard of Instagram, the 
highly popular photograph-posting 
application that allows people to post 
pictures of their cat, or of something more 
serious, for all to see and comment on. 
Instagram is owned by Facebook, and it is 
hugely popular. 
 
No doubt with an eye to snapping at the 
heels of rival YouTube, owned by Google, 
Facebook have recently launched 
Instagram TV, a branch of Instagram that’s 
purely devoted to videos. They can be up 
to an hour long, although with today’s 
web users having the attention span of a 
fish, this might not be the idea way to 
promote your agency or holiday home. 
They can be shorter, too and some 
experts suggest a couple of minutes is 
about all they should be. 
 
Instagram TV is a bit different because it 
has been designed from the start as a 
mobile phone application – although you 
can view and upload videos from a 
computer. The video format is portrait, 
with an aspect ratio of 9:16. This is typical 
of what many mobile phones create when 
they make video. The shape is, generally, 
the same shape as a smartphone screen 

and smartphone users are obviously the 
target audience. 
 
This has a benign implication. Using a free 
and fairly simple smartphone application 
that you can get from your app-store,  you 
can turn a series of still pictures, or a 
video clip, or a mixture of both, into  a 
fairly professional-looking video with 
captions, just using your phone, and you 
can do that in marginal time, whilst 
waiting for the bus, on the bus,  or 
standing in a long queue. It is a long way 
from augmented reality, but it is an 
additional way to promote your business 
that won’t cost a penny. And with the big 
guns of Facebook behind it, it would be 
best not to ignore this new social media 
innovation. 
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