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Below is a list some of the most frequently used acronyms and terms in this
document.

Al Artificial Intelligence

BTA British Tourist Authority

DCMS Department for Culture Media and Sp

DDaT Digital (BTA websites, and digital tools e.g. Digital Asset Management
system), Data (insights and reporting) and Technology (systems and security)

DDP A Destination Development Partnership is a coalition of LVEPs working
together to create a programme of activityt o del i ver t he G

ambitions at a regional level, core funded by DCMS. The programme is
managed by VisitEngland.

Domestic Tourism Tourism by English residents in England

Educational A hosted trip which provides the opportunity for travel agents or the media to
experience British/English product first hand and improve product knowledge.
These are also referred to as fam trips.

ETA Electronic Travel Authorisation lets you travel to the UK for tourism, visiting
family or certain other reasons for up to 6 months.

GCC Gulf Co-operation Council is a regional intergovernmental political and
economic union consisting of Saudi Arabia, Kuwait, the United Arab Emirates,
Qatar, Bahrain and Oman

GIA Grant-in-Aid funding given to BTA by DCMS
GREAT The GREATBr i t ain & Northern Ireland Cal
communications progr amme. I't enhanc

drives economic growth by encouraging international audiences to visit,
study, trade, invest, live and work in the UK.

IMEX Organisers of international trade show for the global meetings and events
industry e.g. IMEX America and IMEX Frankfurt

Inbound Tourism People travelling to the UK from a non-UK country.

IPS International Passenger Survey is a government statistic produced by the

Office for National Statistics (ONS) which collects information about
passengers entering and leaving the UK, it covers all major air, sea and
tunnel ports.

LVEP Local Visitor Economy Partnership are strategic collaborations aimed at
enhancing the visitor economy in various regions across England, accredited
and supported by VisitEngland.

SME Small and Medium sized Enterprises

TCFD Task Force on Climate-related Financial Disclosures

UNWTO United Nations World Tourism Organisation

VFR Visits to Friends and Relatives- Visitors whose main purpose is to visit with

friends and relatives
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01.Introduction

Backing tourism and the visitor economy
makes economic sense - unlike major
infrastructure projects, which take years to see
a return on investment, tourism can provide in-
year returns that are well distributed to ensure
the nations and regions feel the benefit.

Despite the positive projections however, we
are losing market share to our European
competitors, who are making significant
investments in their tourist boards. If inbound
tourism to the UK was to grow at the same

Growth is the word of the moment. With such pace as forecasts are currently indicating for

emphasis on economic growth by the Western Europe, the industry would be worth

Government, it has become the yardstick an additional £4.4 billion per year by 2030 to

against which every policy announcement is the UK economy.

measured. Nurturing the growth also has _ _

important implications for our communities, That potentlal can be unleas_hed. Together with

creating new opportunities and fuelling the private sector, Io_ca_l tourism partners, and

prosperity. Government, VisitBritain will continue to put
rocket boosters undeir Br

Tourism and the visitor economy have long competing on the world stage to deliver

been an engine of growth. Over the past ten economic prosperity to incredible destinations

years annual inbound visitor spend in Britain across England, Scotland, and Wales.

has increased by almost £10 billion. This is

investment being spent on our high streets, in Pembrokeshire, Wales

our hospitality establishments, and in our (YsiBiainine Travelsggig

cultural institutions. It is investment that is
creating jobs, shaping places and exerting soft
power. o

Whilst tourism and the visitor economy were
not called out specifical nt 6s
industrial strategy, | believe there is a strong

case to position it as a foundational sector that
should be considered in the bigger picture for

our economy. The visitor economy is powerful,

both in its ability to underpin the identified
priority sectors and Ofi
investment and growth into every area of

Britain T rural, seaside towns or vibrant cities.

VisitBritain forecasts that international visitors
will spend £33.7 billion in the UK economy in
2025.

What is perhaps more impressive is the visitor

economyds potential. We continue to expect
growth in the sector, around 5% year on yeatr,

but | believe we could be more ambitious if

given the right support on key policy levers.
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01.Introduction

In the past the visitor economy has been the network of high performing 40 LVEPs
perceived as fragmented, owing to the (Local Visitor Economy Partnerships) we see
distribution of SMEs in the sector, but | believe today. | believe this new structure will provide
that this diversity is in fact a strength of ours. the sector with a strong foundation to enable
The Department for Culture, Media and Sport the benefits of tourism to be captured by every
(DCMS) calculates that there are more than region.

327,000 SMEs in the tourism sector, making
up 56% of all businesses in DCMS sectors and
12% of the total registered UK businesses.
While numerous, each of these businesses is
naturally aligned in ambition T to provide a
warm welcome to visitors and showcase the
best of our great nation and its destinations.
When we prioritise tourism, we invest in these
small business owners, their employees, and

our high streets. My tenure has seen several international

marketing campaigns, of which &tarring

GREAT Britaindhas been a highlight. The

campaign is an example of to u r i abilty t®©

cut across sectors, wusing
assets to attract the world to visit Britain. This
campaign platform is here for the long term,

and | look forward to seeing how it develops.

Meeting and collaborating face-to-face is by far
the most effective way to drive outcomes, so |
have also been proud to represent the BTA on
the world stage, ensuring we play a role in
Government set-piece investment events in the
Middle East and Asia, and leading trade
delegations to sell Britain in our biggest
markets, including India, the US, and China.

| invite the Government to recognise how
tourism can also be used to target investment
and growth in specific areas of our economy.
Seaside and coastal communities for example,
which for many years have served as the
lifeblood of our domestic tourism offer, could
be reinvigorated with investment in their

regeneration and promotion. This process has Finally, | would like to recognise the teams that
already begun with Gover make &ithR activiyhipBed, fréifiik Board
in local infrastructure, which can be capitalised and executive team to VisitBritain/VisitEngland
to develop new tourism product and colleagues based across Britain and around
experiences to sell to domestic holidaymakers. the world. Their passion and ambition for our

sector is clear to see and has made my time as
Chair all the more enjoyable. In particular, my
thanks go to Patricia Yates, who as CEO has
ensured that the organisation has moved from
strength to strength, and Lady Victoria Borwick
for her chairmanship of the VisitEngland
Advisory Board which is an essential body for
ensuring English tourism is represented within
our strategies.

I would like to close with a reflection on the last
few years, beyond the reporting period of this
document, for this is to be my last Annual
Report and Accounts as Chair of the BTA. |
joined the VisitEngland Advisory Board as
Chair in 2020, a challenging time for everyone
in our sector, and have worked alongside
members of both boards to steer VisitBritain
and VisitEngland through the pandemic, the
recovery period, and now into a period of

sector growth. Nick de Bois CBE

During this time, | have been lucky enough to Chair

lead an independent review of Destination
Management Organisations, and oversee the
recommendations be implemented to create

9 British Tourist Authority 2024-25 Annual Report and Accounts
Introduction



Kickstarting economic growth

Upon entering Government, the Prime Minister
set out clear ambitions
promoting higher living standards, economic
stability, and creating wealth and opportunity

for all.

As the national touri st
length body of DCMS, VisitBritain/VisitEngland

is tasked with delivering on these ambitions,
particularly the mission to kickstart economic
growth, and ensuring every nation and region
feels the benefit of this activity. We will ensure
that this growth is also regenerative, telling an
inclusive national story and delivering good

jobs and opportunities for all.

Il &m proud to say we
Government body, driving an additional £680
million into the UK economy in 2023-24, |
believe that our blockbuster new international
marketing campaign, &tarring GREAT Britaing
will give us the potential to achieve even more.

We welcome the ambition set by the Tourism
Minister Sir Chris Bryant in challenging the
sector to reach 50 million annual international
visitors by 2030. VisitBritain/VisitEngland will
continue to play a central role in achieving this
ambition, taking learnings from our activity to
focus in on those aspects that best drive
growth and align with

1Based on evaluation
periodically revi ewed by

rema

met hod omlcd gidée g wBREAT,araend
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Ensuring every nation and region realises
its full potential

VisitBritain's marketing activity is specifically
targeted to drive growth right across the
nations and regions of Britain with 59% of the
additional value generated by VisitBritain
benefitting destinations outside of London,
compared to the International Passenger
Survey (IPS) benchmark of 46%.

&tarring GREAT Britaing launched in January
2025, seizes on screen tourism trends to
promote geastindtiens fromp acoestour Gations
and regions. The sheer variety of locations
associated with iconic productions, from
Bridgerton in Bath to Bond in the Scottish
Highlands, gives us increased scope to
Bighfight Briteinadthe @Al stér bfthe Show
and continue to drive inward investment that
will benefit local communities.

With 78% of inbound visitors booking through
intermediaries, VisitBritain works with the travel
trade to ensure the nations and regions are
sold in international markets. In January, we
brought 120 buyers from 16 markets to see
destinations and product acrass Britain as part
loffbur agship ShBwcRERrithiR véhi. The
educational visits enabled buyers from markets
including China, India, the US and Australia to
experience new product across England,
Scotland, Wales, and Northern Ireland.

The Go v e r n mfecastol Bnglish devolution
has provided an
role under these newly empowered structures.
The VisitEngland team and | have had the
pleasure of meeting with several of the
Mayors, encouraging them to recognise the
importance of the visitor economy in achieving
their local growth plans i particularly in

t h @reathfy JoIss pfAdB-enBking &nd supporting

ey tfeurnmisi nagndppronesses
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01.Introduction

their high streets. Some Mayors are already conference for Birmingham and the West

putting this recognition into action, by Midlands, valued at more than £1.5 million to

sponsoring or working closely with their LVEPS the local economy.

and Destination Development Partnerships _ _ _ .

(DDPs). Vi si t E nBysinass Aldmrse_Hub also goes
from strength to strength, enabling the more

Deliver growth by working in partnership than 300,000 small and micro businesses in

with businesses our sector to become more sustainable, stay

on the right side of regulations, and adapt to

Our work with the travel trade goes beyond offer more accessible product for visitors.

bringing buyers to Britain, VisitBritain has

continued to support businesses and LVEPs Drive innovation, investment and the
through trade missions to key markets. In adoption of technology to seize the
November, dozens of tourism businesses opportunities of a future economy, from Al
attended Destination Britain Middle East and to net zero

Asia. Export activity such as this has supported .

an additional 4,456 business leads to UK As .C E.O. I ove P . ce g o
suppliers i contributing to travel and tourism ensuring VisitBritain/VisitEngland is fit for the
being the UK6s third | ar %ugjrse,tusmgggzghqplioqyg)m@@VﬁBUF t .

ompetitive position as well as seizing on its

VisitBritain has maintained strong partnerships ability to provide efficiencies. The

with the private sector, working with global organi sationé6s traowf or ma
brands to drive demand and convert inspiration transitioning into a Digital, Data, and

into bookings. Ahead of the Paris Olympics our Technology Strategy. This will enable our

Partnership with TripAdvisor saw those arriving organisation to maximise the use of our data

at Gare du Nord greeted with a high impact and digital tools to promote a thriving and

campaign showcasing the best of British forward-thinking tourism industry. Projects

destinations. The North East and Manchester include the development of platforms that can
benefitted from VisitBr i tpravidaréatiméant grediatiye insSights,d

which saw the regions promoted in Germany making use of technology, such as

and the US respectively via partnerships with conversational Al, where our industry partners

DFDS Ferries and Aer Lingus. VisitBritain was can easily interact with our research and data

also delighted to support Liverpool City Region whenever they need. In addition, the creation

in their sponsorship of the Bordeaux Wine of a 6tourism data fabric
Festival to inspire French visitors to explore be able to address strategic data gaps in our
Liverpool ds incredi bl e f sewtdr,unedrth newland navel idsigltaufdsteru r a |
offering. This work with partners has generated and have the ability reach new audiences by

over £12 million in-cash and in-kind activity to harnessing the collective power of our

amplify our reach and drive bookings. advanced digital estate. Taken together, we

accelerate our ambition of better, simpler and

As we launched (Starring GREAT Britainf) a faster. data-driven decision making.

global partnership with Expedia Group put

regional destinations in the North East of New technologies are being used in our

England, Scotland and Wales in the spotlight mar keting activity. Weodve
to drive bookings. The ¢ Gf@achiieHeBarnirg kbQ€eizé on gamification

series paired British Film & TV locations with trends, whilst &Gtarring GREAT Britainbhas
Expedia Groupds gl obal r eisecimmovative tachmalogy such asgeos i t or s
in Australia, France, Germany and the US to location targeting to retarget individuals who

book a trip to Britain right now. have seen our out-of-home advertising with

. o digital ads on their mobile devices.
Meanwhile, VisitBritain/VisitEngland have been

working to support those sectors identified in &tarring GREAT Britaindis also a good

the industrial strategy, attracting and scaling example of how VisitBritain is supporting

business events in life sciences, clean energy, sectors from across the UK economy. The

and digital technology sectors. Hosting English campaign uses Britaindés t
citiesd convention bur e a predudidns as Mook tosSmecasec a f or
example, unlocked a major scientific destinations, inviting the world to visit the real
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star of the show i Britain! The industrial Looking ahead

strategy called out the creative industries as a h h q .

priority sector, and this campaign shows how The themes mapped out in
oPl an for Changedo will co

tourism and film can work together to tell an
inclusive narrative and drive additional spend
in local communities.

activity. | remain committed to championing
tourism as a growth sector that creates
opportunities for all, with VisitBritain/

Help people get a job, stay in work, and VisitEngland working in broad ranging

progress in their careers, with good partnerships to support the sector and break
employment opportunities across the down barriers to growth.

country | am thankful for the support of the Board, my
Tourism is a fantastic sector to work in, with so directors, and the entire VisitBritain/

many varied roles and responsibilities. It's a VisitEngland team, who | know are also

sector that can be someo ranistedfoit hsts jaolb,j ta on. | 6d
lifelong career, or a gateway to support those recognise the guidance offered by Nick de

returning to work. There are opportunities to Bois, Chair of the BTA, and Lady Victoria

upskill and create a fulfilling career regardless Borwick, Chair of the VisitEngland Advisory

of a personds backgr ound Baoard. Thetr padership s enabled the
respective Boards to ensure the continued

As the tourist board, it is our duty to support improvement and success of the organisation.

the sector to thrive by driving demand so that
the thousands of businesses across the visitor
economy can continue to offer these career
opportunities.

Locally, VisitEngland is working across

Government to connect the LVEP network with Patricia Yates
skills teams within the Department of Work and
Pensions, identifying opportunities for people
to begin or return to careers within the tourism
and hospitality sector.

Chief Executive

VisitBritain/VisitEngland itself has been
recognised as a great place to work. As part of
their annual survey, the Sunday Times
selected the organisation as one of the Best
Places to Work for 2025 and we were also
recognised by WORKL as one ofthe UK 6 s
OWorHappi est Woehkrpdllacesod
extremely proud of these achievements. Our
passion for tourism and supporting tourism
businesses across the UK is unwavering and
this award is a testament to our collective
efforts in creating an inclusive, supportive and
thriving workplace where everyone feels
valued and inspired to excel.
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02. Performance Overview

Performance Overview

This section provides a summary of the
and how it has performed during the year. The report also gives financial
highlights for 2024-25 financial year.

VisitBritain/Brinda Sharma

River Thames

London
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02. Performance Overview

2024-25, the British Tourist Authority (BTA) met or
exceeded most of its corporate targets

ON
TARGET UNDER
TARGET

VisitBritain: International Visitor Value

Deliver innovative GREAT Britain campaigns

()
Campaign awareness amongst target audience 32 /°
Target 34%
()
Net consideration to visit 41 /o
Target 39%

Inform, support and connect international travel trade

Business leads generated by UK suppliers at VB events 4!456
Target 3,400

4 0,
Itineraries or tours from international trade feature UK regions 6 /O
Target 61%

Support business events wins and growth for Britain

Potential value of events supported by the Businesses Events Growth Programme T£53£48MM
arget
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VisitEngland: The English Visitor Economy

Finalise the roll out of Local Visitor Economy Partnerships (LVEPs)

Accredited LVEPs 40
Target 38

Grow business events in England

Requests for proposals received and referred to English partners 320
Target 375

Build our Future

Improved partner and customer engagement

User actions on customer relationship management (CRM) system 31 ,900
Target 27,000
Quality visits to the consumer website visitbritain.com 10348“
Target 1M
()
Quality visits click throughs to VisitBritain Shop 7 /0
Target 6%
0,
User engagement industry website visitbritain.org 78 /O
Target 82%

More timely and layered data with faster insights

40 hours/

Hours saved per month on measured processes month
Target 15 hours/month

; : ; : ()

Staff using ‘Power BI’ business intelligence tool 57 /0
Target 50%

Staff trained in ‘Viewpoint’ business data and insight platform 53 /O
Target 70%
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Our Influence

Collaborative industry partner

Engagement with Tier 1 stakeholders 100%

Target 100%

Value of external user downloads from digital asset management system £g ‘4;#7%“
arget £1.

Our Team

Organisational efficiency

- - o 73%
People Survey - agreement with questions on trust, work effectively, understanding impact (<)
Target 58%

(+)
UK staff located within commutable distance to Birmingham 16 /O
Target 19%

Commercial

Net cash financial contributions £415,ooo

Target £350,000

Cash generated to augment our activity £12M
Target £7.37M

20 British Tourist Authority 2024-25 Annual Report and Accounts
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The organi sat i on dapproach s k

and main risks on the Corporate Risk Register
during 2024-25 can be found in the
Accountability Report (pages 65-66). The key
risks and challenges faced by the organisation
during 2024-25 were as follows:

Uncertainty over funding has been a
continuing risk. BTAS baseline funding for
2025-26 was confirmed in December 2024.
Other areas of non-baseline funding were not
formally agreed until February 2025. The
settlement from Cabinet Office for GREAT
which funds all of our consumer campaigns
was not confirmed until March 2025. This
funding reduced from £18.1 million in 2024-
25 to £10.6 million for 2025-26 a 41%
reduction.

There remains uncertainty over funding
beyond March 2026 with the zero-based
spending review undertaken. DCMS received
their settlement in June 2025 but our funding
is unlikely to be confirmed until after DCMS
undergo their own internal business planning
round. The outcome of GREAT funding is not
expected until January 2026.

2024-25 was the final year of our ambitious
Transformation programme, Building Our
Future. There was a risk that we would not
be able to deliver all three core strands of the
programme Digital, Data and Operational
Systems by end of March 2025 and thus fully
utilise the funding from DCMS and ensuring
our organisation is fit for purpose. We
successfully delivered to a minimum viable
product level all projects apart from the HR
system which will be completed during 2025-
26. We delivered on 5 of the 7 KPI targets
for the programme (see page 19). We now
move into continuous improvement and
ensuring we secure an increase to our
baseline capital funding to maintain and
improve our Digital, Data and Technology
estate.

02. Performance Overview

mize dedivgry of spgrades to our core
operating systems was essential in our plan
to manage risks posed by cyber criminals.

While the risks will never be completely
mitigated against, most of the information
security risks as at March 2024 have been
further mitigated and Cyber Essentials
certification was achieved in early April 2025.

The focus and purpose of VisitEngland
regarding LVEPs and Destination
Development Partnerships is challenged by
the devolution plans envisaged by the
Government and outlined in the devolution
white paper, with uncertainty around where
any future funding would go. The
VisitEngland Advisory Board considered in
March 2025 the role of VisitEngland as the
national tourism body. This uncertainty is
expected to continue while regions work
through the different levels of devolution, and
it becomes clearer how devolution and
funding will be managed.

The capacity of our people resource was
under pressure as we delivered the cross-
organisational elements of our core
Operational Systems, various Government
returns and spending review bids, all while
developing and launching our ambitious
marketing campaign, &tarring GREAT
Britiand

We are continuing to work on the challenges
of regulatory compliance in relation to our
India operations and we have made, with
support from advisors, significant progress
during the year. The process to fully resolve
the issues relating to the Branch Office and
cash collection is hoped to be complete
within the next financial year. There is
contingent liability disclosure in note 25 of
the Financial Statements.

25 British Tourist Authority 2024-25 Annual Report and Accounts

Performance Overview



03. Performance Analysis

&

Cardiff,
WEIES

o

»

PRy
WanVisitBritain/AndreiiPicietiss

26 British Tourist Authority 2024-25 Annual Report and Accounts
Performance Analysis









Inbound visits to London were 3% short of
2019 levels in 2024. Visits to the Rest of
England were 4% below and Wales 9% below.
Scotland was the outlier, with visitor numbers
up 27% on 2019.

Within the English regions, the East of England
was leading the recovery with visits 5% up on
2019 levels, and 8% growth on 2023. North
West had recovered to 2% behind 2019.

Flight seat capacity to the UK on international
routes to the UK was 7% up on 2023 levels in
2024, and 1% above 2019 levels, similar to the
trend for inbound volumes (although the
majority of flight capacity is accounted for by
outbound and transit passengers). Capacity
stood at 92% of 2019 levels in the first half of
the year and 98% in the second half. Capacity
is slightly higher in 2025 than 2024 (up 3%
Jan-Oct).

Flight capacity in 2024 was considerably higher
than 2019 levels for some markets, including
Saudi Arabia (up 98%) and India (up 49%,
although 2019 was a weak year) as well as a
number of Mediterranean destinations (which
would be more a function of outbound).
Looking at some key long-haul markets,
capacity was 3% below 2019 levels from the
us, | evel with 202306s
27% on 2019 despite Chinese visits to the UK
remaining well below 2019 levels.

Looking at European markets, capacity was
higher than 2019 for Spain, around on par from
France and Italy, and well below from several
markets, including Germany (19%),
Netherlands (14%), Norway (8%), Sweden
(19%) and Switzerland (6%).

Competitive View

After recovering from COVID slower than many
European rivals, the UK looks to have regained
market share in 2024. The UK is in the middle
of the pack in terms of recovery so far, based
on available data for 2024. UNWTO figures
show that Spain and France are well ahead of
2019 levels; the UK is ahead of Germany and
US. Full year forecasts for 2024 suggest that
overnight inbound arrivals to the UK in 2024
were on par with the Western European
average, when compared to 2019.

03. Performance Analysis

Highlights

Compared to 2019, the UK maintained
market share after growth in 2024.
However, it is forecast to lose market
share to 2030.

The Middle East is the fastest growing
region of the world for arrivals.

The UK is rated as the 6 " strongest
Tourism Nation Brand in the world,
consistent with the previous year

Globally, international overnight tourism
arrivals in 2024 were 1% below 2019 levels as
of latest data available to UNWTO at time of
writing. Arrivals from Europe were up 1% on
2019, with Southern Europe leading the way at
8%.

Looking outside Europe, the Middle East is
leading in terms of recovery and recent growth
with arrivals up 34% on 2019 levels. Arrivals to
Asia-Pacific were still down some 13% on
2019, although with strong growth in 2023.
Arrivals to the Americas were 3% lower.

However, forecasts suggest that looking
forwards the UK is set to lose competitive
share both within Europe and globally. If
inbound tourism to the UK was to grow at the
same pace as forecasts are currently indicating
for Western Europe, the value of inbound
spending would be worth an additional £4.4
billion per year by 2030 to the UK economy.

Looking at competitiveness in terms of
perceptions, the 2024 Ipsos Anholt Nation
Brands Index survey found that the UK was
rated as the 5™ strongest nation brand in the
world, down one place from 2023. The UK was
rated as the 6™ strongest tourism nation brand
overall, the same as in 2021/22/23 although
two ranks down from the 4" place seen
between 2018-2020.

The UK has several specific and long-lasting
strengths around the dimensions of culture and
heritage. The UK was ranked as the 4" nation
for contemporary culture (the same as in 2020-
23), the 6" for cultural heritage (same as in

2023 and up from 8™ in 2021-2022). The UK,
however, saw a decline
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2021-23 to 10" in 2024. Welcome remains an
area of relative weakness for the UK, with a
ranking of 18" only one place up on the 19™
place seen in 2023, which was the lowest the
UK has been ranked since tracking began in
2008. Perceptions of natural beauty are
another area of persistent weakness, although
the UK rose to 23™ place in 2024, up from 27t
in 2023 and 21°%in 2021-22.

Inbound Tourism Outlook

Highlights

2025 is forecast to see tourism
volumes and real values growing
moderately , although there are
considerable risks

VisitBritain is forecasting long haul
markets to recover faster than
Europe in aggregate in 2025,
although there remain big variations
in recovery rates within long haul in
particular.

Spend per visit is forecast to broadly
track inflation.

VisitBritaindés inbound
in January 2025, was for growth of 5% in visits
and 7% in nominal spend (4% in real spend).
Compared to the inbound estimate at the time
for 2024, this would represent 43.4 million visits
and £33.7 billion spend, 106% and 118% of the
2019 levels respectively, although spend would
be 93% of the 2019 level when you adjust for
inflation. Given the lower than expected 2024
figures, the above growth rates would translate
to lower visits and spend outturns.

Visits from European markets are forecast to
grow in 2025 by 4% and from long haul
markets by 7%. Since the forecast was run, the
global economy has cooled significantly and
the balance of risks is weighted to the
downside, particularly amongst some long-haul
markets, so it is likely that these growth rates
will be downgraded.

Looking forward, it is assumed that spend per
visit will broadly track inflation within markets
and trip types, with a small downgrade applied

03. Performance Analysis

0 b jtodoog haul visifs based onrthe assumption

that length of stay is still slightly elevated and
will continue to return to closer to pre-COVID
levels, as has been seen for Europe. It is
otherwise assumed that the recent fall in spend
per visit will not persist.

The global economy is, at time of writing,
forecast to grow at 2.3% in 2025, down from
2.8% in 2024 and a big downgrade from what
was expected at the start of the year. The US
is forecast to grow by 1.5% in 2025 (down from
2.8% in 2024) and the EU 1.1% (albeit up
slightly on 2024). This is the central forecast
and there are plausible outcomes and risks
either side, although the balance of risks lies to
the downside given the potential for further
trade disruption. Economic prospects are
highly uncertain at present; in particular, with
the US market, which had delivered strong
visitor numbers to the UK in 2023 and 2024.

The recent cooling in US economic prospects
presents a risk for the UK tourism sector;
almost one in five pounds spent in the UK by
inbound tourists in 2024 came from visitors
from the US, a figure much higher than 2017-
19 (15%). If the US market were to slow then
this would have a substantial effect on the
value of inbound tourism.
ourism forecast,
In addition to economic factors, there are also
non-economic downside risks (political,
security, epidemiological) as well as the risk of
a greater than expected reaction to ETAs
(Electronic Travel Authorisation). It has been
assumed that ETAs will not have a measurable
impact for long-haul markets, as it is a very
small proportion of total trip spend. It is
assumed to have a small negative impact for
Europe, as the proportion of trip spend would
be larger, and the non-financial impact could
be greater in markets where, on average,
perceptions of welcome are lower, and other
requirements (e.g. passports) recently
tightened. A more substantial impact from
ETAs would be a downside risk. A short-term
risk is that, at time of writing, flight bookings so
far look soft for June onwards. There has been
some evidence of shorter booking lead times,
so those numbers could improve. An upside
risk is that wider international tourism generally
could grow at a healthy pace; there is potential
here, as tourism volumes globally still remain
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below pre-COVID levels and even in Europe
are only slightly ahead, despite real consumer
spending having recovered further.
Indeterminate risks include climatic (adverse
weather; or UK as a more attractive proposition
in summer), reputational factors, performance
of competitors; also, considerable uncertainty
about the UK economy, e.g. inflation and
exchange rates, and the global economy. On
balance risks to the 2025 forecast are judged
to be to the downside, and even more so since
the forecast was originally run.

Domestic Tourism

Highlights
Domestic tourism performance  saw
declines in volume in 2024, although
value of spending held up.
Overnight domestic tourism numbers
were 10% down in England in 2024.
Spending was up by 5%, although was
down from holidaymakers.
Day trip volumes and values saw a
similar pattern, down 12% but up 6%
respectively.
There is a gap between trip intentions
and actual trip taking. Financial
factors are the main barriers.

Overnight domestic tourism in England in
2024 saw a sharp decline in visit volumes i
by 10% - on 2023 numbers. This was on top
of a smaller fall between 2022 and 2023. The
first and fourth quarters saw especially large
year-on-year declines.

The value of spending by overnight domestic
travellers was up by 5% in nominal terms (2%
when adjusting for inflation), although this
followed a decline in spending in 2023;
spending was below 2022 levels in real terms.
Price increases in tourism-related categories
outpaced general inflation in 2024.

Holiday trips were down on 2023 by a slightly
larger degree, 13% in volume terms, with
spending by holidaymakers slightly down (3%)
year-on-year. Trips primarily to visit friends and
relatives, and those for business, saw
increases in the value of spending.

The decline in trips was visible in all main
destination types; trips to cities, however,

03. Performance Analysis

declined less than the average and saw an
increase in value of spending. Trips to coastal
destinations fell by 11%. All English regions
saw visitor volumes down on 2023.

The fall in domestic overnight tourism was
partly due to higher numbers for outbound. In
2023 there were 86.2 million visits abroad by
UK residents, and in 2024 91.3 by Great Britain
residents alone; an increase of 6% even
without including Northern Irish residents, who
are not included in the provisional IPS figures.

Domestic day trips showed a similar pattern to
overnights, with volumes in England down 12%
on 2023, and also 5% lower than in 2022.
Value of spending was up by 6%. The decline
in Q4 was particularly sharp, with spending
also down; other quarters saw volumes down
but spending up.

VisitEngland are continuing to monitor
domestic traveller sentiment through our
monthly tracker, run in conjunction with
VisitScotland and Visit Wales.

Domestic trip intentions are solid (Figure 2). As
of May 2025, 78% anticipated going on an
overnight trip in the UK in the next 12 months,
similar to a year before (76%) and not far off
the 81% record since the survey started in
2021. Intentions across 2024 as a whole were
slightly up on 2023. But we note that intentions
to go on a break overseas have also followed a
similar trend.

However, while intentions are strong, we have
also noticed a growing gap between intentions
and reality (Figure 3), which was particularly
acute in the summer months. Domestic
intentions were as strong in summer 2024 as
in summer 2023, but the proportion who
actually took a trip was down. This could be a
function of continued cost of living pressures
acting against wishes, as well as growing
outbound intentions.

Financial concerns have re-emerged since
2024. Since July 2024 there has been a big
increase in the proportion who think the worst
of the cost of living crisis is still to come. The
main financial concern about domestic trip
taking is the cost of accommodation, followed
by the cost of eating/drinking out.
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https://www.youtube.com/watch?v=ezrfJus7f3g



https://exploregreatbritain.expedia.com/
https://exploregreatbritain.expedia.com/
https://www.britishairways.com/content/en/us/offers/visit-britain
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Supporting LVEPs and tourism businesses
to become more accessible

VisitEngland6 keverages its expertise to support
Engl and o gdeliverewgrid-alass
accessible tourism experiences, helping them
totapintoEngl andbés O6Purpl e
£14.6 billion.

In 2024-25 we launched two major initiatives to
improve the holiday planning experience for
visitors with diverse accessibility needs. Quality
information is essential for those with
accessibility requirements.

VisitEngland recently joined forces with
AccessAble, a leader in quality accessibility
information provision used by over 6 million
people each year. Working alongside around 25
LVEPs, this collaboration has helped over 260
tourism businesses create detailed, user-
friendly accessibility guides, enabling disabled
people and their carers to plan their trips with
confidence.

Additionally, we worked with 37 LVEPs to
advance accessible tourism in their destinations
through our LVEP Accessibility Support
Programme which included live webinars and
one-to-one support, helping regions identify,
enhance and market their accessible tourism
offer.

To further equip businesses, we continued to
provide training on delivering accessible
experiences, with our Accessible and Inclusive
Tourism Toolkit for Businesses being one of our
most sought-after online resources.

03. Performance Analysis

Regenerative tourism

Through a regenerative tourism approach,
VisitEngland provided advice and guidance to
English regions to support the English visitor
economy to grow in an inclusive, accessible

P o and shigiainable waye d a't

VisitEngland | aunched
Regenerative
destination | eaders
Tourism Guided for
sized enterprises. These online resources
provide advice and guidance including self-
audits of their sustainable practices and identify
where improvements can be made. In just one
month, over 1,100 people have viewed the
Regenerative Tourism Guide.

Regenerative
Tourism

Read the Visi
Regenerative T
Learn mor e

42 British Tourist Authority 2024-25 Annual Report and Accounts

Performance Analysis

t he

Destinati on
and t
mi cr o,


https://www.visitbritain.org/business-advice/regenerative-tourism/regenerative-tourism-guide

Aligning to the guides are 10 business case
studies, bringing to life how different businesses
have embedded sustainability into the heart of
their operations, and how their business has
benefited as a result.

Holkham Hall and Estate,

Norfolk

Watch VisitEng

study of sust a

Hol kham Hal | ,
Watch

her e

03. Performance Analysis

Best practice in tourism

VisitEngland helps English tourism to thrive

through a range of activities that support quality

and best practice, improv
performance and productivity.

Through the VisitEngland Academy training
initiatives and in partnership with Wine GB, 168
vineyards attended bespoke training on
enhancing their offer to international tourists 1
with participants giving it a 77% Net Promotor
Score (NPS), showing high satisfaction.

Through LVEPs, we deliver
to the Worl dé trade educa
helping English destinations and tourism
businesses to become 6int
reach more international tourists. In 2024-25,

we also trained 103 LVEP staff, achieving 83%

NPS, and 250 small and medium enterprises

(SMEs) achieving a 64% NPS. Using
VisitEnglandds sector exp
covered working with the

Working with English 6 Co rkeyselice magkeissguigeage enmmarketing;r |

Liverpool, Bristol, Birmingham, Sheffield, Leeds
and Newcastle, for the third year VisitEngland
have enabled their involvement in the Global
Destinations Sustainability (GDS) Index. The
internationally recognised index measures,
benchmarks and ultimately helps over 100
destinations improve their sustainability
performance and leadership, with Bristol
showing the biggest jump in the global rankings
of all English cities.

ACol |l aboration amc
with support from
beemugely benefici
Manchester. Il n a
have been able to
|l earning about de

0

sustainabl e appr
economy, drawi ng
from around the wc
peer ci thiemefandng

expertise of

Ni ck BifSoklks, C

“ of Touri s m, [

Manchester

product development; how to use our freely
available data to inform targeted planning;
distribution and partnerships.

VisitEnglandds Quality Sc
Media, saw 3,275 businesses receive their
guality assessment visit, with 1:1 support,
recommendations, and feedback on how to
improve the quality of their welcome, expand
the potential for their business to grow and
deliver a first class offer to visitors. As part of
the Scheme, participants are encouraged to
display their accreditation via use of the Quality
Rose Marque and all businesses are eligible
through their visit scoring for a ROSE Award
(accommodation providers) and the Visitor
Attraction Accolades.

I n June 2024 VisitEngl and
Excellence, held at the Titanic Hotel Liverpool,
gave national recognition to 52 winners in 19
different categories spanning the full breadth of
English tourism. and were selected by expert
judges. The public-voted 2024 Tourism
Superstar, Pete Chambers from the Coventry
Music Museum also collected his award. The
Awards are a culmination of 20 local
competitions across England. Winners
significantly raise the profile of their business to
customers and in the media.
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Growing Business Events in England This resulted in 320 requests for proposals

o _ _ (RFPs) to English destinations and suppliers in
VisitEngland provided platforms for English 2024-25, worth an estimated £223.9 million in
regions to reach international buyers and potential delegate spend. To date, 75 of these
decision-makers, enabling them to win more events have been secured, worth an estimated
international business events. £18.3 million in delegate spend to the visitor
As MeetEngland, we exhibited at IBTM World, economy.

IMEX Frankfurt and IMEX America, with 46
English partners, facilitating scheduled
appointments and networking opportunities with
global event planners and associations. We
also hosted and attended client events, in-
market trade missions with LVEPs, attended
workshops and sales calls.

3 e e 5

S T T Ty s

_‘\‘\\

MeetEngland @

ACC Liverpool Leonardo Hotels UK&!
ASA Tours DMC Liverpool Convention Bureau
Conference Leeds Manchester Convention Bureau
Dae Vere Hotels Meet Bristol & Bath

DoubleTree by Meet Cambridge
Hiiton Brighton Metropole Meet Devon
Experience Oxfordshire Venues NewcastleGateshead
Farnborough International Limited Convention Bureau
HORIZONS England DMC Warwick Conferences

.

VEAB Chair, Lady Victoria Borwick with  England Business Events and partners attending IBTM World,
Barcelona
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In the third year of our 6 B uirigb d r
programme, we made transformative upgrades
to our systems to enable in better working
across the whole organisation.

Enhancing and streamlining our systems
and processes to provide efficient and
effective service operations

New cloud-based systems now support many of
our daily operations, the most significant of

which has been the migration of the whole
organisation to Microsoft 365, replacing file and
collaboration tools with Microsoft Sharepoint,
Teams and OneDrive, enabling our people to

work more effectively, efficiently and

compliantly regardless of where they are based.
As partofthis,we ran a pil ot of
t ool 6 Co p ihdwoAt add autormeatson to n g
reduce manual tasks, allowing our people to

focus on more value-added work.

Our new cloud-based finance system provides
faster and more intuitive processes together
with enhanced security. A new external
technology support desk provides faster, more
reliable, 24/7 support to our worldwide staff.

With these new systems and other security
enhancements, we achieved Cyber Essentials
certification, safe-guarding the organisation
against common internet-based cyber-attacks
and providing greater protection of our systems
and sensitive information. This certification
gives the foundations for further enhancements
to our security credentials, in line with the
Nati onal Cyber Security
Assessment Framework and Government
Cyber Security Strategy.

Data-enabled organisation

We further embedded the new business
intelligence tool, allowing internal and external
data users improved access to more timely and
layered data, with faster insights. 55% of staff
are using the 6 P o w e tool, &d 53% of staff
were trained in our Viewpoin tpltform. We
have been measuring the time this has saved to
process some of our larger datasets, saving an
average of 40 hours a month. For example,
analysing the number of quality visitors to our
website now takes 30 minutes, rather than 4
hours of staff time.

Future

03. Performance Analysis

Improved partner and customer
engagement

c\Ne enhanced our digital capability to keep pace
with the evolving expectations of consumers
and industry professionals.

Our consumer-facing international website
(visitbritain.com) saw 1.35 million quality
visitors, due to high traffic from the &tarring
GREAT Britainbcampaign (page 35). Key
developments include an interactive movie map
and TV/film based itinerary functionality. 7% of
these visits clicked through to the VisitBritain
Shop.

We launched a new VisitEngland consumer
website (visitengland.com), with curated
itineraries featuring LVEPSs best tourism
%pecri?n%eg, 8SfWF!|d"‘.% iting\r ries tailored to
visitors with accessibility needs.

The industry website visitbritain.org had an
average engagement rate of 78%, well above
the industry benchmark of 63%. Along with the
latest content for industry partners, we also
launched a new media centre on the site as
well as content to support the winning of
business visits to England.

Our customer relationship management (CRM)
system is critical for external stakeholder
engagement. We tracked overall usage, with
31,9000 staff interactions with the system in
2024-25.

Our new online learning management system
which helps deliver LVEP training through the

VisitEngland Academy was also launched.
Centreds Cyber _
Define the next phase of transformation

As our three-year programme came to a close,
we outlined the path forward to ensure
continued transformation and progress. Our
integrated digital, data and technology (DDaT)
strategy will enable even smarter ways of
working, by refining systems, processes,
innovation and governance. At the heart of this
approach is an Innovation Forum
complemented by an Al Council, both dedicated
to exploring the adoption of emerging
technologies accelerate innovation and
maintain a competitive edge in an ever-
changing landscape.
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Sustainability is a key priority for the visitor economy and for
VisitBritain/VisitEngland, shaping how we work with our stakeholders and how

we operate internally.

Task Force on Climate -related Financial
Disclosure (TCFD)

TCFDO6s disclosures
promote the management of climate-related
financial risks and opportunities across the
economy and financial system. While BTA is
not in scope for TCFD reporting we have laid
out this report against the four areas of
disclosure (Governance, Strategy, Risk
Management and Metrics and Targets) to
provide insight into t
exposure to climate risks and opportunities

and how these are managed. Looking ahead,
BTA will be enhancing our data and
transparency to better align with TCFD.

STRATEGY: A higher ambition of
regenerative tourism

Our 2030 visionisA To support t
growth of the tourism industry across the
nations and regions, enriching the visitor
experience, local communities and the UK

e ¢ 0 n o amyg Wwe have embedded the
principle of regenerative tourism into our
corporate strategy.

Regenerative tourism goes beyond
sustainability T it aims to enhance or improve a
destination Instead of maintaining status quo, it
focuses on positive change through tourism.
Economically it drives growth, generates jobs
and rejuvenates nations and regions by
harnessing the economic benefits that tourism
brings. Socially, it strengthens communities,
improves livelihoods, provides opportunities to
elevate standards of living for local residents.
Environmentally, regenerative tourism not only
safeguards natural and built resources but

have

he

he

actively contributes to their restoration and
enhancement.

b eRégr%e_ne@tlve tourism gr}gerqmg all we do,

shaping inftiativeS across the organisation in
various ways. For VisitBritaind s i
demand building efforts, a key objective is to
foster regional growth driving international
tourism to the nations and regions that stand
to gain most. VisitEngland has been a strong
advocate for regenerative tourism, leading
the industry to adppt more regenerative
Otrc}uri% ﬁrgctglz:gsfzp'agr;né ﬁ2§ ooking ahead,
as an organisation we will be enhancing our
data and transparency in line with the Task
Force on Climate-related Financial
Disclosure (TCFD).

METRICS AND TARGETS: Green House
Gas (GHG) Emissions *
egenerative

BTAG6s tot al gross GHG
25 were 274 tonnes, a reduction from 310
tonnes in 20231 24 and significantly below
the pre-COVID baseline of 548 tonnes in
20191 20. This decrease is primarily due to
reduced domestic air travel and, to a lesser
extent, lower indirect energy use following
the surrender of our London leased office
space in 2023.

As a global organisation, international travel
remains essential for promoting UK
industries through overseas events. While
the overall number of flights has declined in
recent years, international travel has
increased to support expanded global
campaigns, whereas domestic flights have
significantly reduced. In 20241 25, BTA staff
flew 400,000 (by 40%) fewer kilometres
domestically and 145,000 (by 9%) more
kilometres internationally. Since domestic

“Green House Gas calculations use met hodol ogy and rates set
out by Department of Farming and Rural Affairs where BTA
makes GHG submissions every quarter.
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flights tend to generate higher COF
emissions per kilometre, this shift contributed
to the overall reduction in emissions.
Increased international flight kilometres is
largely due to increased trade missions to
Australia, India, and Brazil, as well as
intensified promotional efforts in the US,
Europe, and the Gulf. These activities are
essential for supporting inbound tourism and
economic growth.

In December 2023, BTA vacated its leased
office at 3 Grosvenor Gardens, London. We
now operate from shared offices in London and
Birmingham under fixed-fee desk hire
agreements. These arrangements mean BTA
is not directly billed for utilities such as energy,
water, or waste, making the environmental
impact of our office estate minimal and not
easily quantifiable. As per HM Treasury
guidance, these indirect emissions are not
required to be reported. Furthermore, initiatives
like Locate Your Day have reduced
unnecessary travel and in-office resource use,
further supporting our sustainability objectives.

In line with best practice and to avoid double
counting, our emissions reporting focuses
solely on Scope 3 transport-related activities.
BTA does not operate a vehicle fleet; all
business travel emissions arise from public
transport (rail, bus, air, taxi) and private car
use.

BTA remains committed to reducing its carbon
footprint, prioritising virtual engagement
wherever feasible, and limiting travel to
essential business purposes aligned with our
corporate mission.

We are dedicated to minimising our carbon
footprint and continue to prioritise virtual
operations wherever possible. In-person travel
is only undertaken when it is essential for
business or advancing the corporate objectives
of BTA.

While BTA does not own or manage grounds,
we support nature recovery by working with the
industry. In line with our commitment to
sustainability, BTA follows Government
procurement standards and incorporates a
10% Social Value weighting in supplier
decisions. This ensures suppliers are aligned

03. Performance Analysis

with climate goals, including Net Zero
commitments.

This year, our technology team completed
the transition from on-premises
infrastructure to cloud services powered by

Mi crosoft. Webdbre excited

provider aiming for 100% renewable
energy by 2025 and achieving net-zero
deforestation and zero-waste by 2030.
Many of our partners also use Microsoft or
Amazon cloud infrastructure.

GOVERNANCE and RISK MANAGEMENT:

Governance of climate initiatives is overseen
by the CEO and BTA Board, with the England
Director managing efforts to encourage the
industry to reduce emissions. We provide
quarterly reports to the Department of Culture,
Media and Sport as part of the Greening
Government Commitment (GCC) framework.
While our current emissions data is based on
existing systems, we expect the new finance
system, launched in April 2025, to improve
data accuracy, particularly for flight-related
emissions, in line with GCC reporting
requirements.

The CEO and Board are regularly updated on
our progress in influencing industry
sustainability through board papers.

Consideration of climate-related risk is through
the organisation risk management processes
which are detailed in the Accountability Report
on pages 63 to 68. The corporate risk register
included a risk regarding the Impact of
regenerative tourism on the visitor economy.

49 British Tourist Authority 2024-25 Annual Report and Accounts

Performance Analysis















04. Accountability Report
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The Board is fully compliant with relevant
principles around governance best practice for
public service bodies as set out in the
corporate governance in central Government
departments: Code of Good Practice 2017.

During the year there were a number of
changes to membership. The Board was
deeply saddened by the passing of Welsh
representative Board member lan Edwards in
October 2024. He was succeeded by Michael
Bewick in January 2025. At the end of 2024
Peter Gowers and Karin Sheppard were both
reappointed for a second term of 5 years.
Dame Judith Macgregor stood down from the
Board in March 2025 after her second term of
office concluded. Fiona Pollard (VEAB
member) succeeded Dame Judith as Chair of
the Remuneration and People Performance
Committee. In March, William Burton gave
notice of his intention to step down from the
Board with effect from August 2025.The

Northern Ireland Tourist Board observer
position is an annual nomination that runs
January to December. Aileen Martin held this
position until December 2024 and was
replaced in January 2025 by Karly Greene.

In addition, as part of the UK Boardroom
Apprentice Programme Kaveh Navid was
selected to observe the BTA Board for a period
of one year ending in December 2024. Kendra
Blumsky has been selected for 2025.

The biographies of members are available on
our corporate website:
https://www.visitbritain.org/our-team.

The Chair ensures that all Members of the
Board, when taking up office, are fully briefed
on the terms of their appointment and on their
duties and responsibilities. All new Board
Members receive a comprehensive induction
pack, which includes copies of all relevant
governance material, and attend an induction
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session with the Chief Executive Officer and
Executive Directors.

The recruitment and appointment process for
those Board Members appointed by the
Secretary of State for the Department for
Culture, Media and Sport is carried out in
accordance with the Office of the

Commi ssioner of Public
Practice and takes full account of the Chair
and Boardds assessment
skills and competencies required to ensure a
well-rounded Board equipped to carry out its
responsibilities for BTA.

With the exception of the Chair, BTA Board
members are currently appointed for an initial
5-year term. Second term reappointments for 5
years need approval, and the member needs
to demonstrate why they should be
reappointed.

04. Accountability Report

The BTA Chair is currently appointed for 3
years and has not been appointed for a second
term, so will be standing down on 31 October
2025.

BTA Board Members receive timely, regular
and appropriate management and other
information to enable them to fulfil their duties

A [ispedcboxrbelowe Theysaléo h&ve direct aocess

to the advice and services of the Secretary to

o the BT Boargl and Baveiregular inf@mal

contact between meetings with the Chair, Chief
Executive, and Senior Management Team as
appropriate, particularly in relation to any
discrete areas of activity which individual
Members sponsor. This helps to foster an open
relationship and regular exchange of
knowledge and experience between the
Management Team and Board Members.

requests additional

internal and external Auditors.

are produced.

| andscape and the

Reports on
Board sub-committees

Data used by the Board

The Board considers the standard of the data and information it receives in terms of quality,
accuracy and timeliness as commensurate with its responsibilities but if it considers it necessary,

i nf or mandergamding and sciuteoy of thei ¢ a t
quality of data are also informed by the work of the Audit and Risk Committee and that of the

The type of data and information used by the Board are as follows:

Industry performance is assessed using data from independent third-party sources such as
the ONS International Passenger Survey and insights and market intelligence gathered on
territory by our managers. Inbound Tourism forecast data and assumptions.

Financial data is sourced from the Finance System from which the management accounts

Human resources data and metrics including diversity, off payroll and pay remit.
Non-financial performance reports, including a Key Performance Indicator dashboard which
enables the Board to monitor progress against corporate and business plan targets. These
include measures of campaign performance, updates on commercial contribution and
business events performance. Evaluation is based on tourism industry standards for
campaign performance, compiled by internal experts. Measures also exist for digital,
including social media, and marketing in-kind. The Audit and Risk Committee reviewed in
March the evaluation methodologies used by BTA.

Progress reports on major areas of programme activity and reviews of the competitive
ssues
each of the territories in which VisitBritain operates.
Vi si t En g |-fimamdabperfoimancesas well as the activites of o

which i mpact on B
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04. Accountability Report

VisitEngland Advisory Board

Advises the Executive and Board on
of VisitEngland priorities.
L
t

y account abAecewntihemg BOfafridc @&
r

Rol es/ Responsi
nance framework shown abo

es not receive any income direct
her source. All costs are met fr

Number of meet|4
year

Board Memb 20 2245 Term of Appoi
Attendance

Optimisation of the DMO structur e,
regenerative tourism

Review of progress against. VisitEnc

Areas of focus

year Deep dives into Business Events, T
Economy Stratvegyt&ndl ahd Awards fo

Hel d-day2joint strategy review with
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During the year Nadine Thomson was
reappointed for a second term of 5 years.
Sarah Fowler and Andy
extended for six months. Andy Wood
subsequently submitted his resignation from
the Board in February 2025.

In addition, as part of the UK Boardroom
Apprentice Programme Mel Harradine was
selected to observe the VEAB for a period of
one year ending in December 2024. Katie
Panagou has been selected for 2025.

04. Accountability Report

The biographies of members are available on
our corporate website

Wo ttthgi/svww. vesitbritesn.ong/eur-team.

The Chair ensures that all Members of the
Board, when taking up office, are fully briefed
on the terms of their appointment and on their
duties and responsibilities. All new Board
Members receive a comprehensive induction
pack, which includes copies of all relevant
governance material, and attend an induction
session with the Chief Executive Officer and
Executive Directors.
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