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What weõll cover today

ÅOur 2026 Content Framework & whatôs new for 2026

ÅStarring GREAT Britain update

ÅWeb & AI Deep Dive: Tips & Tricks

ÅHow to work together

ÅQ&A

Edinburgh, Scotland © The Johnnie Walker Experience



Our 2026 
content 
strategy & 
whatõs new for 
2026

The themes and 
stories weôll be telling

Crieff, Perth and Kinross, Scotland © The Glenturret Distillery



Our content strategy approach

Our goal is to drive greater engagement across our channels by creating audience-first, globally consistent,

and locally relevant content that inspires and converts.

Experience Seekers

Ç CULTURE(S)

Ç FOOD & DRINK

Ç TRAILS & ADVENTURE

Willing to spend on travel and 

experiences, passionate about 
travel, and love discovering new, 

unique, exciting experiences they 

can share with others.

Travel Trends

Ç EXPERIENCE LIKE A LOCAL

Ç HEALTHY HABITS

Ç BACK TO NATURE

Ç TRAVEL FOR GOOD

Ç REAL CONNECTIONS

Content Framework

Themes & product identified by our  

nation partners  ï Visit England, Visit 

Scotland, Visit Wales, London & Partners 

Ç SEASONALITY

Ç SPEND ï value over volume 

Ç REGIONALITY

Ç SUSTAINABILITY

+
Ç CAMPAIGN THEMES

Ç CHANNEL DATA
Ç MARKET INSIGHT 

Ç TRAVEL TRENDS

Channels

PAID MEDIA

Brand & partner campaigns ï 
creative, production, events & media 

buy to drive ROI & cut-through

ASSETS & PRODUCTION 

Building a bank of high quality, 
distinctive, rights-cleared image/video 

assets for industry, trade & media use

CONSUMER WEB, SOCIAL, 

PR & INFLUENCER

Maximising reach & engagement 

across owned & earned channels

B2B ENGAGEMENT & 

EVENTS

High impact branding placements 

at major B2B / trade events



VisitBritainõs 2026 Content Framework

Winter 
January ï March 2026

The spirit of British winter
Experience the warmth, wonder, and connection 

that makes Britain shine in winter.

The stories  weôll be telling :

Rejuvenating  breaks

Start your year with a revitalising dose of Britain. 

Relax and recharge with windswept coastal 

strolls, quintessentially British spa stays, and rural 

wellness retreats that will set you up for the year 

ahead.

Nights  to remember

With shorter days and longer nights, Britain truly 

comes alive from dusk until dawn. From spying 

dark skies to memorable sunset adventures, 

experience our countryside's wild side and cultural 

hubs after nightfall.

Key moments we will focus on
ÅWuthering Heights release (14 Feb)

ÅThe Immortal Man release (20 Mar)

Spring : 
April ï June 2026

Spring tastes and trails
Slow down and savour spring ï journey coast to 

coast and connect with Britain through local and 

seasonal flavours.

The stories  weôll be telling :

Coast  to coast  exploration

Discover Britain's best coast-to-coast adventures 

by train, car, bike or on foot in under a week, along 

trails that deliver ever-changing landscapes and 

unmissable experiences at every turn.

Farm to fork  flavours

Slow down and savour spring - journey via coast, 

city, countryside and connect with Britain through 

our local and seasonal flavours.

Key moments we will focus on

Å ICC Women's T20 World Cup (12 June-5 July)

ÅFIFA Men's World Cup (11 June ï 19 July)

Summer
 July ï September 2026

A grand British summer
Discover a different side of Britain this summer, 

from secret seaside escapes to intriguing regal 

settings.

The stories  weôll be telling :

Seaside  escapes

With one of Europe's longest and most accessible 

coastlines, Britain is perfect for a coolcation. 

These lesser-known spots put the spotlight on 

seaside adventures, coastal cuisine and our 

maritime past.

Your regal summer

Experience Britainôs castles, stately homes and 

palaces at their finest this summer - when grand 

halls open, gardens bloom, and history comes to 

life through events and captivating tours.

Key moments we will focus on

ÅCommonwealth Games (23 Jul-2 Aug)

ÅSense and Sensibility release (25 Sep)

Autumn
 October ï December 2026

The magic of autumn
Experience the magic of Britain in autumn, from 

misty landscapes filled with myths and legends 

to shared moments with locals.

The stories  weôll be telling :

Enchanted  Britain

As the leaves change colour and the mists rise 

over ancient stones, Britainôs buildings and 

landscapes reveal enthralling tales of haunted 

places and stories of magical legends.

Life  around  the pub

A pub is the anchor for experiencing British culture 

and friendly locals ï a base to explore surrounding 

areas, come together with communities and 

create shared stories.

Key moments we will focus on
Å25th anniversary of the first Harry Potter (Nov)

ÅNarnia: The Magician's Nephew release (26 Nov)

A
la

m
y S

to
c

k P
h

o
to

/J
a

ce
k N

o
w

a
k

V
isitB

rita
in

/S
a

m
 B

a
rk

e
r

V
isitB

rita
in

/S
in

 La
m

/D
ep

o
t C

ard
iff

V
isitB

rita
in

/T
o

m
o
 B

re
jc



Whatõs on? 

The spirit of British winter
January ï March 2026

Spring tastes and trails
April ï June 2026

Harry Potter 

themed
Coast to Coast 

exploration

óFarm to forkô 

links to film & TV

ICC Women's T20 

World Cup



Whatõs coming?

July ï September 2026
 

A grand British summer

Seaside escapes |  Your regal summer
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October ï December  2026

The magic of autumn

Enchanted Britain |  Life around the pub



Upcoming global content opportunities

2026

Genre -led approach

Costume dramas 

reimagined

February 2026 

Bridgerton, 

Wuthering Heights, 

Outlander, The 

Immortal Man 

ICC Womenôs T20 

World Cup 

12 June ï 5 July 

2026

Commonwealth 

Games 

23 July ï 2 August 

2026

Genre -led approach

Fantasy, Myths & 

Legends (tbc)

Autumn 2026

Narnia, House of the 

Dragon, Harry Potter

2027

Harry Potter series

Exact date TBC

Year of the Normans

2027

Tour de France

2 - 4 July 2027

2028

UEFA Euros

9 June - 9 July 2028

Beatles movies

April 2028 

2026 2027 2028

Genre-led approach

Costume dramas 

reimagined
February 2026 

Bridgerton, Wuthering Heights, 

Outlander, The Immortal Man 

ICC Womenôs T20 

World Cup 

12 June ï 5 July 2026

Genre-led approach

Fantasy, Myths & 

Legends (tbc)
Autumn 2026

Narnia, House of the Dragon, 

Harry Potter

Harry Potter series
Exact date TBC

Beatles movies
April 2028 

UEFA Euros
9 June - 9 July 2028

Tour de France

2 - 4 July 2027

Commonwealth 

Games 

23 July ï 2 August 2026

Year of the Normans

2027

VisitBr itain/Daniel Wildey

Visit Peak Distr ict & Derbyshire/Tony Pleavin

Alnwick Castle
Marketing Manchester

Alamy Stock Photo/Dave Timms

Shutterstock/Westend61 on Offset

VisitBr itain/Pinzutu VisitScotland/Kenny Lam/Svetlana Kondakova VisitBr itain/Zut Media



Social media

Eye catching, interactive experiences that involve 

participation

Strength of using local voices

Lead time: short, real -time

PR & Influencer

A compelling news hook or remarkable backstory

New or recently refreshed products

Lead time: 3 -4 months

Web

Bookable experiences via the web

High -quality, dynamic imagery & video (that can be 

used by third parties)

Lead time: 3 -4 months

Travel trade

Bookable experiences for trade providers

Accommodate a variety of bookings

Lead time: long, up to a year

Travel trade
Å Bookable experiences  for trade providers
Å Accommodate a variety of bookings

Å Lead time: long, up to a year

What makes great product for our audiences

PR & Influencer
Å A compelling news hook or remarkable backstory
Å New or recently refreshed products

Å Lead time: 3-4 months

Web
Å Bookable experiences via the web
Å High -quality, dynamic imagery & video (that can be used 

by third parties)
Å Lead time: 3-4 months

Social media
Å Eye catching, interactive experiences that involve 

participation

Å Strength of using local voices
Å Lead time: short, real -time

Weôre always interested 

in content covering the 

following categories: 
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Starring 
GREAT Britain 
update 

An update on our 
paid consumer 
marketing campaign 

Castle Howard, North Yorkshire, England © VisitBritain/Daniel Wildey



Starring GREAT Britain   

How VisitBritainõs blockbuster- 
inspired campaign turns film  
and TV magic into real -world  

travel, showcasing the nations  
and regions of Great Britain as  

the real star of the show   

Dudley, West Midlands, England © VisitBritain/Daniel Wildey



Starring GREAT Britain 

Objectives : 

Å Drive increased consideration to visit the nations 

and regions of Great Britain resulting in 

incremental spend & visits to the economy
Å Demonstrate a welcoming, dynamic, and diverse 

Britain to drive urgency to visit

Target audience and markets : 

Å 'Experience Seekers'  ï paid campaign in US, 
France, Germany, Australia, Gulf Co-operation 

Council (GCC) countries 

Å Owned, earned & trade channels in all global 

VisitBritain markets

https://www.visitbritain.org/who-we-are#where-we-work
https://www.visitbritain.org/who-we-are#where-we-work


Why film & TV? Set-jetting is on 
the rise globally

9 in 10 
potential inbound visitors

would be interested in  
visiting a film or TV

location in the UK

7 in 10 
UK visitors have visited

a film or TV location in  

the UK

1 in 6
UK holiday visitors were

influenced by a film or  
TV location to travel  

outside of London

Source: VisitBritain/IPSOS NBI 2023
Dudley, West Midlands, England © VisitBritain/Daniel Wildey



Our Mission : 

Letôs capitalise on this love of British entertainment and 

surge in set-jetting to encourage story-fuelled visits to the 

nations and regions of Great Britain 



Film studios 
weõve partnered 
with 



Photos and screenshots of the campaign


