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BACKGROUND 
 
The Triennial Review & Comprehensive Spending Review 
 
In March 2015 DCMS published the findings of the Triennial Review into VisitBritain and 
VisitEngland. This found that the functions delivered by the two organisations should be retained 
and that there was a continuing need for Government intervention. The Triennial Review also 
concluded that VisitBritain should have regional dispersal targets, set by DCMS.  
 
In the subsequent CSR settlement of December 2015, the UK Government asked us to bring the 
two organisations more closely together. The new BTA organisation will be an integrated business 
with focused resources and ring fenced budgets for both VisitBritain and VisitEngland, delivered by 
both dedicated and shared staff. There will be dedicated directors for England and for international 
markets alongside the CEO and a group of directors representing both Britain and England. 
 
VisitBritain is accountable for the tourism promotion of Britain, its nations and regions, overseas. 
VisitBritain will add value to the customer experience from inspiration to conversion. This will be 
delivered through the GREAT campaign and the management of an international marketing budget, 
in partnership with VisitScotland and Visit Wales, and through integration of the international 
marketing of England as determined by the CSR settlement of November 2015 
 
As a result of the TR, VisitBritain took upon the task to 

1. Generate customer insight, analysis, and generate commercial partnerships to support the 
growth of inbound tourism. 

2. Draw up a high level annual marketing plan in consultation with VisitEngland, VisitScotland 
and Visit Wales, and take accountability for its delivery. 

3. Support VisitEngland’s Discover England Fund, providing international consumer insights 
and delivering the agreed international promotion of English products overseas. 

4. Undertake international business events promotion at a Britain level alongside other GREAT 
partners and to add value to individual Visits, acknowledging the existing valuable work of 
London and Partners, VisitScotland, VisitEngland and Visit Wales. 
 

It is with respect to item 2 that this document seeks to address, and looks to support, the ambitions 
and strategies of the individual National Tourism bodies of Britain, VisitBritain’s key Strategic 
Partners. 
 
VisitBritain’s strength is its network, its knowledge of international customers and markets, the 
GREAT brand and its connectivity platforms; the Strategic Partners’ strength is their proximity to the 
product and the strength of their own brands.  
 
Devolved Administrations 
 
VisitBritain does not exist in isolation, and will absolutely require compelling content and themes 
from its Strategic Partners, commercial partners and industry in order to deliver its programme of 
marketing activity. Additionally, with significant distribution capabilities, VisitBritain will look to 
support Strategic Partners’ ambitions, themes and messaging to relevant international consumers 
by up-weighting Strategic Partner activity via its owned, earned and paid for channels. 
 
This High Level Marketing Agreement is therefore supported by a tailored Memorandum of 
Understanding and Service Level Agreement between VisitBritain and each Strategic Partner.  
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OVERARCHING TARGETS 
 
 
Ministers from the devolved governments have agreed with the SoS that the BTA, trading as 

VisitBritain, will deliver growth in visitor spend for Great Britain in terms of 1.5% above predicted 

growth (as identified by Oxford Economics). This will be delivered across England, Scotland and 

Wales with a focus on ensuring that visitors explore our nations and regions.  

 
MARKETING PRIORITIES 2016/17 
 
 

 Deliver on regional dispersal targets as set by DCMS 

 Drive the tourism promotion of Britain, as a solus proposition and as it incorporates its 
nations and regions overseas, as this complements and supports the international marketing 
of its Strategic Partners 

 Continue to deliver the GREAT tourism programme, including the FCO managed GREAT 
Challenge Fund, the GREAT Inverness Loch Ness Campaign, and Shakespeare 2016 
programmes as appropriate to market 

 Deliver the Holidays at Home are GREAT activity 

 Assist with the evaluation and legacy planning from the Northern & South West Tourism 
Growth Funds   

 Undertake international business events promotion at a Britain level, working alongside UKTI 
and other GREAT partners and for England as directed from the Triennial Review and CSR 
outcomes 

 Working with travel trade to improve connectivity, conversion and saleability of UK tourism 
product 

 
 
BRITAIN’S BEST PROSPECTS 
 
With a robust understanding of our customers as the core central foundation of all our marketing 
activities, in early 2014 VisitBritain commenced a significant segmentation study in our key markets. 
Existing customer information was dated and inconsistent. Many of our planning/strategy 
documents referred to old-fashioned segments (e.g. DINKs, SINKs and Empty Nesters), which are 
not relevant for an age of personalisation and fragmentation, and were insufficiently targeted to our 
incresingly digitally savvy audiences. We needed to be significantly more nuanced and 
sophisticated - to know in detail about our best prospects’ lifestyle, core values and needs - leading 
to the ”How and Who, Where, When, What and Why” behind our desired consumers’ 
media/information consumption. 
 
This study was undertaken through the Government Framework appointed supplier MediaCom and 
delivered through demographic and geographic segmentation methodologies. Utilising industry 
pioneering modelling we were able to apply psychographic methodology as an overlay. This was 
then superimposed with travel habits and to deliver rich, deep, compelling travel relevant segment 
information and reports per market. Typically 2-3 segments were identified per market. 
 
VisitBritain understands the key drivers of its best prospect segments and has defined the Global 
Segments as: 

- Adventurous Escapes - Travel is… an adventure, an escape, fun. They are… fun-seekers, 
adventure-seekers, risk-takers, trend followers and leaders, digital natives, under 34, child-
free, finishing school, at uni, pre/early career 

- Travel Connoisseurs - Travel is…their lifestyle, their passion. They are… Culturally engaged. 
Influencers, individualists, digitally savvy, knowledgeable, 25-55, child-free, careerists, some 
families 
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- Lifelong Discoverers - Travel…keeps their mind and body active. They are… Culturally 
engaged, enjoying freedom, keeping informed, keeping active. Experiences and sightseeing, 
55+, empty nest, hotel parents, retirees, grandparents 

 
These three segments represent an audience of 102.9m potential global travellers (based on those 
that travelled in 2013). 
 
VisitBritain has completed a segmentation exercise for all its key markets (with the exception of 
Australia, Japan and GCC - these are in plan) and snapshots of these individual market segments 
are available on the BMB extranet. VisitBritain will endeavour at all times to take a customer-centric 
approach to its activities. Further refinements to segmentation are planned for 2016/17. 
 
OUR ACTIVITY 
 
Consumer marketing – Inspiring the world to explore Britain – now! 
Leading on from the TR recommendations VisitBritain will continue to be accountable for the tourism 
promotion of Britain, its nations and regions, overseas. We will do this through the GREAT 
campaign as well as our core Grant-in-Aid (GIA). VisitBritain will continue to focus on global (multi-
market), high-profile campaigns that deliver high awareness and Returns on Investment (ROI), and 
allow VisitBritain to deliver economies of scale and reinforce our focus on marketing excellence, 
innovation and creativity.  
 
Building on the segmentation study in 2014/2015, in 2015/2016 VisitBritain initiated a large scale 
piece of work to identify the most relevant and attractive propositions and brand positioning for 
Britain’s best prospects. This supports the GREAT brand development work undertaken by the 
GREAT team working with VisitBritain. A “Masterbrand” is in development with sufficient flex to 
allow individual market specificities to be communicated whilst still maintaining a core unifying 
organisational thought to deliver economies of scale and consistencies amongst activities and 
markets. VisitBritain is working closely with its Strategic Partners to ensure that the developed brand 
works in harmony with and builds on and references the Strategic Partner own brand propositions. 
VB will support and push relevant messaging, product, propositions and content.  
 

Launched in January 2016, #OMGB GREAT Britain - Home of Amazing Moments is an evolution of 
our previous marketing campaigns and a new over-arching proposition for promoting tourism to 
Britain.  

Primarily launched in Brazil, China, France, Germany and the USA, by communicating our offering 
through fresh storytelling and raising awareness of the range of activities and experiences in Britain, 
the campaign promotes Britain's key cities whilst also highlighting them as gateways to Britain's 
countryside. 

The second phase of the campaign, starting in April 2016, will invite visitors to upload images of 
their own memorable moments and experiences from their holidays in Britain using the hashtag 
#OMGB. The best of these, reflecting a spread across Britain’s nations and regions will be shared 
across VisitBritain’s channels. 

This campaign complements our brand partnership campaigns for 2016, including a new year of the 
Premier League partnership, and ongoing programme of commercial partnerships (see below). 

The emphasis on high quality content (including video) is a strong element of our 16/17 activities. 
VisitBritain is heavily reliant on its Strategic Partners to deliver compelling internationalised themes 
and product to build into its Britain wide work. 
 
 
Brand Proposition 
VisitBritain is working on a programme to identify and define the GREAT Britain Tourism brand 
proposition – what is the Britain tourism story to overseas consumers? What is the entry point for 
consumers to recognise and engage with Britain? This must be an extension of the existing GREAT 
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Britain brand with a clear line of sight between the tourism proposition and the master GREAT brand 
and must identify and articulate what sets Britain apart from its competitors. The proposition must 
consider emotional drivers and the emotional connections that consumers make to Britain and that 
Britain offers to consumers. It must be evidence-based and led by the consumer and position Britain 
as a place to visit now. 
 
This work will guide the way we talk with the consumer in market and provide the organisation with 
the tools needed to deliver marketing campaigns that showcase the right product for the right 
market. It will deliver a destination brand that recognises the parts that make Britain, while 
maintaining an overarching core essence of Britishness and will develop, maintain and showcase a 
consistent Britain brand. 
 
It will engender a relationship with our consumers making Britain a destination brand that they trust 
and feel a part of (creating or strengthening an emotional connection). It will empower our 
consumer, giving them ownership of the brand and ensuring that the brand relationship is two-way 
and will guide where VisitBritain takes its activity over the next 5 years. This activity will deliver 
Inspiration, Awareness and Conversion – three key steps on the customer journey.  
 
In addition to first time visitors, the proposition must encourage and excite repeat visitors and drive 
regional exploration through the nations, regions, cities and towns across Great Britain.  
 
The work will be undertaken in partnership with VisitBritain’s Strategic Partners and will build on the 
individual nation brands to deliver a whole that is bigger than the sum of the parts. VisitBritain is not 
charged with, nor has the finances to brand build for, the Strategic Partner brands but will ensure 
that GREAT and the proposition work encompasses key elements of the individual nation brands. 
 
 
PR for Britain 
In the field of Destination PR, we continue to focus on the quality of coverage as well as the volume, 
with activity aimed at print, digital, social and broadcast media. We will track channel performance to 
establish the links between PR activity and user behaviours.  

Core activities to deliver this will be the Visiting Journalist Programme where we assist hundreds of 
quality media and influencers to come to Britain to cover key stories on all tourism aspects of the 
destination - in support of marketing campaigns for both VisitBritain and strategic partners. In 
addition, editorial content containing key messages is produced to support the GREAT campaign 
through pillar guides and a variety of newsletters and feature stories featured on the dedicated 
online media centre. An increased focus on bloggers and influencers - both paid and organic - will 
also help curate content through our PR/Social activity – this is measured through KPIs such as 
reach, Opportunities-to-See (OTS), messaging as well as Click-Through-Rates (CTRs) and 
engagement – additional content opportunities are factored in.  

Key themes and priorities of each Strategic Partner will be built into the media and social 
programmes of VisitBritain. VisitBritain will require on the ground support from its Strategic Partners 
to support its media programme and deliver its overall targets. VisitBritain will support the key 
themes of its Strategic Partners through its PR and Media activities (to include but not be limited to, 
for example, Year of Adventure 2016 and Year of Legend 2017 in Wales, Year of Innovation, 
Architecture & Design 2016 and Year of History, Heritage and Archaeology 2017 in Scotland). VB 
will deliver press and media visiting programmes but recognises that limited on the ground support 
for trips may constrain VB’s ability to deliver all targets. Support from strategic partners to both plan 
and deliver such visits will be crucial to mutual success.  

 
Content Creation, Curation & Distribution – Platforms to showcase the best of Britain 
We will ensure that when the customer does use our key communication channels – our 
redeveloped suite of digital platforms and e-CRM programme – the content will be flexible and 
tailored to their (increasingly individual) needs. When the customer does not use our channels we 
will take our content to the places where they are making destination choices and engage at critical 
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moments, such as major portals, commercial partner sites, travel sites, video search engines and 
blogs and independent apps from the developer community.  
 
We will harness user generated content and 3rd party endorsements to authenticate the 
experiences to be had in Britain. We will continue to evolve our social media presence to create 
advocates for the Britain brand – particularly those with a so-called ‘Millennial’ mind-set. We are 
moving to maximise the opportunities of the new technology at our disposal by engaging in a 
dialogue with consumers.  
 
The new VB platform is API based and will allow seamless import of content, curation where 
necessary by VisitBritain, and distribution via VB platforms and programmes and commercial, 
intermediary, media and brand partners as well as via Strategic Partner platforms where appropriate 
and desirable. 
 
 
GREAT Britain campaign – Encouraging the world to think and feel differently about modern 
Britain 
VisitBritain will continue to play a lead role in the GREAT campaign, working with government 

agencies and departments to position Britain as a great place to visit, study, invest in and do 

business with.  

In 2016/2017 VisitBritain will invest £30.7 million (tbc) in GREAT campaign activities to build 

Britain’s image, and promote travel to the UK. This includes £23.4m GREAT funding and £7.3 

million of additional value from matched investments and MIK from the private sector.  

In 2016/17 VisitBritain GREAT campaign activity will focus on global (multi-market), high-profile 
campaigns that deliver Returns on Investment (ROI) and increases in awareness, motivation and 
positive perceptions, and allow VisitBritain to deliver economies of scale and reinforce our focus on 
marketing excellence, innovation and creativity. Where applicable we will work with other GREAT 
partners (UKTI, BC, FCO, UKV&I) to support and leverage their own activities. We will deliver a 
quality, inspirational campaign to increase awareness of Britain as a tourism destination and 
enhanced motivation to visit Britain using additional funding committed by Government across a 
balanced portfolio of markets that deliver value now (France, Germany, USA and Australia), and in 
growth markets (China, India, GCC). This will include high profile above-the-line advertising.  
 
 
The international network – Monitoring the pulse of the market to connect UK tourism with 
buyers and influencers 
VisitBritain has a global footprint, through a strong digital presence and using commercial partners’ 
assets. From 2016, our overseas offices will cover global markets that currently offer the best 
immediate return and best future prospects for Britain.  
 
Thanks to our strong relationship with public diplomacy partners (FCO, UKTI and the British 
Council) and co-location overseas with the FCO, we will extend the reach and influence of tourism, 
as well as continuing to boost Britain’s image overseas contributing to Britain’s soft power agenda.  
 
Across all of our international markets, VisitBritain will continue to deliver ‘brilliant basics’, including 
the collection of market research and insights, destination PR, a digital and social media presence, 
eCRM activity and key account management of international travel trade businesses. 
 
Britain aims to attract 40 million visitors a year by 2020. 21% of projected growth is forecast to come 
from markets where VisitBritain does not currently have a physical presence. In 2016/17, 
VisitBritain’s new international footprint, and structure will address the potential for growth from the 
best performing markets, either through re-entry to the market (as in South Korea) or though light 
touch, low / no cost interventions, working with Public Diplomacy partners as appropriate.  
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Business to business - Working with the travel trade and using our global network to 
support tourism promotion overseas 
In 2016/2017 our business to business (B2B) activity will continue to focus on delivering 
improvements to the range of Britain product promoted overseas, and its route to market. Having 
reviewed B2B platforms throughout 2015, we will implement improvements in 2016/17, building on 
strengths, to ensure that UK suppliers are provided with effective routes to market.  
 
2016/2017 will see VisitBritain deliver a full range of B2B events, including overseas trade missions, 
and participate in World Travel Market, International Luxury Travel Market and other travel trade 
events. The success of ExploreGB in Liverpool heralds the start of planning for the 2017 event to 
build an effective platform for suppliers and buyers to meet, and for nations and regions to be 
showcased through associated fam trips. VB will also support Strategic Partner own key events 
(e.g. VS Expo and Discover Wales (tbc)) 
 
 
Business Visits and Events – Working with leading BV&E destinations, venues and 
government to win targeted business for Britain.  
The outcome of the Triennial review and CSR settlement will see VisitBritain fully re-engaging with 
the Business Visits and Events sector. This will include a strategic, Britain-level approach to win 
events for the whole nation, especially in identified sectors where Britain is a leading centre of 
excellence. VisitBritain will work closely with UKTI, and the wider GREAT Britain campaign to 
provide a bidding infrastructure for the benefit of Britain’s primary BV&E destinations, working to add 
value to national and regional activity. England, Scotland, Wales and Britain will be on the newly 
formed cross-Government Events Industry Board. 
 
 
Our partnerships - Maximising public sector investment through partner engagement and 
commercial activity 
Partnerships are critical to our success – they provide bookable product, they convert interest into 
action and they extend the visibility, duration and impact of our campaigns. Additionally VisitBritain 
has experience working with brand partners, especially in film tourism promotions. This important 
work, which helps to extend the reach of the Britain proposition to new audiences, will continue with 
film, TV, sport and music partnerships.  
 
VisitBritain has a non-exclusive partnering policy in line with EU competition law. VB does have 
mandatory requirements for different partnership types and weighted selection criteria by which it 
chooses partner participation across a range of marketing activity ranging from 50/50 co-created 
activity to paid access to VB consumer, trade and PR platforms. This weighting is fundamental to 
ensure VB’s partnering and partner-based activity contributes to our strategic efforts to attract 
incremental visits and spend to all parts of Britain.  
 
One of the Triennial Review recommendations is that VisitBritain should develop a long term 
strategy for commercial partnership working and funding. This will be delivered in 2016/17 showing 
how we can increase our range of partners and income to inspire and deliver international visits. 
 
 
Our Retail Offering – Maximising public sector investment through partner engagement and 
commercial activity 
VisitBritain will continue to develop its retail activities. In 2016/2017 we intend to generate revenue 
through new initiatives and business channels, which will enable us to maximise reinvestment in 
VisitBritain’s wider activity.  
 
As our retail operations expand, ‘virtual footfall’ increases, providing the business case for us to 
expand the online shop platform into new languages and markets as turnover grows.   
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Consistent with VisitBritain’s desire to inspire visitors to travel beyond London, we will continue to 
bring forward compelling and appropriate products to sell on the VisitBritain shop, and develop the 
route to market for new UK product. 
 
 
Evaluation 
All activities will be evaluated through a combination of  
- VB’s standard National Audit Office (NAO) audited incremental spend evaluation methodologies 
- VB’s subcontracted brand tracking methodologies that identify recall, motivation to travel and 

modelled ROI 
Additional reporting on reach, OTS and Advertising Value Equivalency as well as campaign KPIs 
 
VB will work closely with its Strategic Partners on the development of a common measurement 
methodology for evaluating the attributable impact of content marketing 
 
All activities will be GREAT branded. The brand evolution piece (as demonstrated by #OMGB) 
allows a greater level of authenticity and emotional engagement whilst still delivering strong brand 
recall. 
 
 
 
 
 
 
The following grid outlines key VisitBritain activities, how they relate to Strategic Partner input and 
priorities, the KPI measurements and input required from Strategic Partners.  
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ACTIVITIES 
 

Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

Consumer 
Marketing - 
funded from 
core GIA - 
global 

 Commercial partner 
marketing partnerships (to 
include carriers and OTAs) 
delivered in through the line 
bi-lateral campaigns. 
Development and 
implementation of 
Partnerships Strategy 

 Amplification of Strategic Partner (SP) brands 
and product and inclusion of key content 
related to key themes and thematic years. 
Influence on evergreen content 

 Opportunity to respond to content brief for 
each theme (copy, images, film) 

 Opportunity to put forward list commercial 
operators that meet criteria to be included in 
campaign related to available of relevant 
bookable product 

 Opportunity to up-weight Strategic Partner 
brand and tactical messaging within 
campaigns  

 Reporting on KPIs to assist in SP product 
development activities 

 VB to share communication calendar with 
Strategic Partners.  

 VB to build in reinforcing messages when 
Strategic Partner campaigns live in market. 

 Access to VB segment and market 
information.  

 Collaboration on SEO  

 VB to feature Strategic Partner campaigns 
and/or campaign messaging through owned 
and earned channels when live in market – 
VS Year of Innovation, Architecture and 
Design campaign) and VW Year of Adventure 
Campaigns, L&P Campaigns 

 VB to build in reinforcing messages when 
Strategic Partner campaigns live in market. 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires.  
 
Copies of evaluation 
reporting 
 
Reporting on inventory 
of content relevant to 
destinations and 
themes. 
 
Reporting of reach, 
campaign leads etc. 
 
Referrals to Strategic 
Partner sites (if there is 
relevant content that 
makes sense to link to 
from a customer 
journey point of view 
and if it is translated 
into relevant language).  
Action upon 
introduction of new 
digital platform in 
March 2016. 
 

Content (packaged 
product, imagery, 
copy, video) 

 Content creation, 
aggregation and distribution   

Content (packaged 
product, imagery, 
copy, video) 

 Digital marketing 
o E-CRM 
o SEO 
o Social media 

Communication of 
key themes and 
activities.  
 
Provision of media 
plans and timings. 
 

 PR and Media support 
through visits including 
Social Influencer activity 

 Itineraries, editorial content, events, story 
ideas/angles, contacts, 
characters/spokespeople, broadcast 

Reach, OTS, number of 
articles, AVE in relation 
to targets set by DCMS 

In destination 
support (financial 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

production guides, media assets like B –rolls 
and imagery. 

and human resource 
to support activities) 

 Brand guardianship and 
design support for the 
organisation. Brand 
proposition development 

 Mapping of Strategic Partner brand value over 
Britain brand proposition to amplify national 
brands where consumer relevant. Brand 
proposition workshops will be held with 
Strategic Partners to ensure alignment and 
synergies. 

tbc Brand guidelines. 
Input.  

 Development and 
transitioning of Digital 
platforms including 
development of BV&E portal 

 Pull and push of content (curated and direct) 
through VB platforms (trade and consumer) 

 Brand guidelines, 
content 

 Business Visits & Events 
 

 Undertake international business events 
promotion at a Britain level i.e. storytelling, 
signposting, alongside other GREAT partners 
and to add value to individual Visits, 
acknowledging the existing valuable work of 
London and Partners, VisitScotland, 
VisitEngland and Visit Wales. VB impartiality 
in associations market critical, where UK cities 
will each by vying for UK candidate city status.  
 

 The introduction of activity to deliver 
measurable economic benefit for the UK 
Visitor economy from new, existing and return 
business events, enhanced delegate 
numbers, business extenders, and for the 
wider economy through enhanced 
opportunities for trade, export and investment. 
 

 In addition to an enhanced profile for Britain 
as a centre of excellence in these key priority 
sectors, VB will work with HMG to attract 
business events in key priority government 
sectors and act as an enabler through GREAT 

Events influenced Support for EIB; 
support for pan-
Britain added value 
activities; brand 
guidelines; content 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

to coordinate and add value to regional and 
national activities recognising good work at 
national, regional and local levels and 
acknowledging the competitive nature of event 
bidding at national, regional and local levels. 

 Brand partnerships (e.g. 
English Premier League, 
Film, Music) 

 Inclusion of key content related to key 
campaign themes and focus years. Promotion 
of SP film tourism activity through owned and 
earned media. 

Social and digital KPIs Content 

 Route development activity 
(tied in with in-market activity 
and World Routes) 

 Working with Strategic Partners and key 
international gateways to sustain and develop 
(new and enhanced capacity) routes into the 
UK (with a key focus on regional gateways).  

 VB teams to share intelligence and 
information on relevant airline and route 
development activity in market as appropriate 
and in a timely manner. 

 VB to ensure that opportunities for route 
development relevant to SPs are included and 
flagged up as appropriate within discussions 
with airlines, and any potential leads or 
opportunities identified as part of this process 
are passed back to SPs for further 
development  

 VB to support route launch announcements 
and promotion of new and extended routes in-
market via their owned digital channels: B2C, 
B2B and PR/social media platforms. 

 VB to identify opportunities to support the 
marketing of direct routes to SP nations and 
regions within the context of wider VB airline 
campaign activity as appropriate, and lend 
support to SPs own airline activity and 
campaigns. 

 Work with UKTI in market to support activity.  

Sustained routes 
New routes 
Increased capacity  
Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires 

Support (financial 
and human) 
 
SP teams to share 
intelligence and 
information on 
relevant airline and 
route development 
activity in market as 
appropriate and in a 
timely manner. 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

 Image bank for industry, 
media and partner use and 
commercial image bank 

 Ability to share costs of shoots. Integration of 
shoot imagery within VB marketing activities. 
VB to inform SPs of planned image asset 
shoots. 

 Joint cooperation 
(and co funding) on 
potential shoots 
and/or sharing of 
image collections. 
SPs to inform VB of 
planned image asset 
shoots. 

GREAT 
funded 
marketing 
activities in 
France, 
Germany, 
USA, GCC, 
Australia, 
India and 
China 

 #OMGB Moments Campaign 
in  
USA 
Germany 
France 
Australia 
GCC 
India 
China 
 
In addition to: 

o Luxury (including 
ILTM Asia and 
Cannes) 

o Shakespeare 

 Inverness and Loch Ness 
GREAT delivery 

 Amplification of SP brands and product and 
inclusion of key content related to key themes 
and thematic years. Influence on evergreen 
content 

 Opportunity to respond to content brief for 
each theme (copy, images, film) 

 Opportunity to put forward list commercial 
operators that meet criteria to be included in 
campaign related to available of relevant 
bookable product 

 Opportunity to up-weight SP brand and 
tactical messaging within campaigns  

 Reporting on KPIs to assist in SP product 
development activities 

 VB to share communication calendar with 
Strategic Partners.  

 VB to build in reinforcing messages when 
Strategic Partner campaigns are live in 
market. 

 Access to VB segment and market 
information.  

 Collaboration on SEO  

 VB to feature and amplify Strategic Partner 
campaigns and/or campaign messaging 
through owned and earned channels when 
live in market  

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires and 
brand tracker (GREAT). 
 
Copies of evaluation 
reporting 
 
Reporting on inventory 
of content relevant to 
destinations and 
themes. 
 
Reporting of reach, 
referrals, campaign 
leads etc. 
 
 

Allocation of 
resource (human) to 
participate in  
specific campaign 
Project Boards to 
influence briefs, 
action plans 
 
Brand guidelines 
 
 
Content (packaged 
product, imagery, 
copy, and video). 
 
Financial investment 
to incorporate 
specific brand 
advertising (e.g. in 
supplements etc.) 
where applicable 

 Always on Digital activity 

 BBC Britain - content 
partnership on bbc.com 
supported by commercial 
media partnership with 
British Airways 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

 Carrier/OTA partnerships 
extending core themes 

 

 China specific GREAT 
campaign (following China 
Naming Campaign) 

 B2B support (including 
WTM, DEBNA, DEBI, 
Explore GB) – branding and 
theming key events in line 
with campaign activity to 
support and reinforce 

 PR and Media support 
through media visits and 
dedicated editorial content 

 Itineraries, editorial content, events, story 
ideas/angles, contacts, 
characters/spokespeople, broadcast 
production guides, media assets like B –rolls 
and imagery. Group press trips to support key 
campaign themes.  

Reach, OTS, number of 
articles, AVE in relation 
to targets set by DCMS 

In destination 
support (financial 
and human resource 
to support activities) 
and recognition that 
limited support for 
fam trips may 
constrain VB’s ability 
to deliver all targets) 

 Business Visits & Events  As above     

 GREAT Brand development 
– work with the GREAT 
central team and GREAT 
partners (UKTI, BC, FCO) to 
develop GREAT brand  

 Integrate SP brand values (tone of voice, 
proposition, essence, personality) 

tbc Brand guidelines 

 Delivery of Loch Ness and 
Inverness GREAT marketing 
activity 

 Close cooperation, integrated activity and 
strategic advice from VisitScotland 

Additional incremental 
nights in off season 
delivered as measured 
through consumer data 
questionnaires and 
brand tracker (GREAT). 

Partner 
management, 
resourcing for 
delivery 

 Support of L&P  Promotion of Pan Britain content and 
messaging and access to data for pan Britain 
marketing 

Additional incremental 
nights delivered as 
measured through 

Relevant content 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

consumer data 
questionnaires and 
brand tracker  

 Support of L&P and VS – 
Scotland and London 
proposition 

 Work with L&P, VS and GREAT to test joint 
London and Scotland proposition 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires 

Joint planning 
support and financial 
commitment 

 Development of a piece of 
GREAT print on behalf of 
wider GREAT partners for 
use in GREAT, core, nurture 
and ROW markets 

Amplification of SP brands and product and 
inclusion of key content related to key themes and 
thematic years. 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires and 
brand tracker (GREAT). 

Brand guidelines 
 
Content (packaged 
product, imagery, 
copy, and video). 

 Review the delivery of 
‘nurture market’ tourism 
promotion pilots. 

 Amplification of SP brands and product and 
inclusion of key content related to key themes 
and thematic years. Influence on evergreen 
content 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires. 
Feedback from FCO. 
Successful bids against 
the GREAT Challenge 
Fund 

Communication of 
key themes and 
activities. 

 Provision of world class 
insights. Generated by the 
network and by the Strategy 
and Communications 
Division, VisitBritain will 
deliver timely insights to 
assist the effectiveness and 
efficiency of industry and 
Strategic Partner 
programmes (including but 
not limited to qualitative and 
quantitative market 
research, customer and 

 Proposals for ad hoc research, filtered through 
the Britain Marketing Board (BMB). Delivery of 
more effective customer focused marketing 
programmes  

Feedback from SPs Communication of 
research requests. 
Financial support in 
some areas may be 
required to drill down 
to a national and 
regional level where 
possible. 
 
Sharing of own 
Strategic Partner 
Insights 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

segment insight and data 
derived from IPS, the CAA, 
and other sources)  

In market 
activity - 
global 
 

 Trade programme of 
packaging, incentives and 
sales support for tour 
operators, destination and 
product sales missions and 
trips, destination education 
programme, educational 
visits and inspirational and 
informative trade tools; 

 Amplification of SP brands and product and 
inclusion of key content related to key themes 
and thematic years. Influence on evergreen 
content 

ECorys evaluation to 
demonstrate value 
delivered in line with 
DCMS targets 

Relevant product for 
international 
intermediaries – 
packaged, 
commissionable 
itineraries  

 Maintain excellent working 
relationships with public 
diplomacy partners on 
territory using our influence 
to ensure tourism is high on 
the agenda for Ambassadors 
and visiting Government 
Ministers; 

 Support platform for SP events and activities. 

 Insights. 

tbc Information on 
where support 
required 

 Managing relationships on-
territory with commercial 
partners; 

 Ability to Key Account Manage relationships 
on behalf of Strategic Partners where 
requested 

 Respect bilateral relationships between SPs 
and partners and support as appropriate 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires 

Communication of 
SP commercial 
partner support 
required.  

 Review B2B platforms (e.g. 
sales missions, e-crm etc.) 
to ensure they remain fit for 
purpose 

 Evaluation of BritAgent 
scheme amongst 
suppliers, 
intermediaries 

Feedback from SPs 

 Route Development support 
– activities to help sustain 
and develop routes into the 
UK 

 Support for SP route development activities in 
market. 

  

 Introduce system and 
process to answer trade 

Leads and contacts for SPs Referrals to SP trade 
contacts and industry 

Resource to answer 
trade enquiries 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

enquiries across the 
organisation to a high 
service level and as 
standard 

 Continue to develop account 
management of key travel 
trade contacts, including 
putting processes in place to 
ensure effective Key 
Account Management (KAM) 
of B2B partners through the 
Client Relationship 
Management (CRM) 
database, and explore the 
potential for a ‘premium’ 
KAM service using senior 
VisitBritain staff 

 Inclusion of key content related to key themes 
and thematic years  

 Provision of insights to inform product 
development strategies 

 Promotion of SP B2B support mechanisms 
(where appropriate) 

 VB to share TT plan and key account info for 
top 5 inbound markets with Strategic Partners 
to ensure strategies align 

Additional incremental 
nights delivered as 
measured through 
consumer data 
questionnaires 
 
ECorys evaluation to 
demonstrate value 
delivered in line with 
DCMS targets  

Relevant product for 
international 
intermediaries – 
packaged, 
commissionable 
itineraries 

 Integrate Retail offers and 
activities into all relevant 
communications - increase 
trade sales to +9% of all 
online sales on the VB 
shops. 

 Distribution and conversion of product with SP 
geographic areas 

Turnover - profit Promotion of VB 
Retail opportunity to 
relevant audiences 

Business to 
Business 
activity - 
global 

 Continue to refine 
VisitBritain’s proposition to 
the travel trade to ensure 
that they know how 
VisitBritain can help; 

 Inclusion of key content related to key themes 
and thematic years  

 Support  SP events (e.g. VS Expo, Discover 
Wales) by segmenting and targeting 
appropriate buyers for participation 

 Promote SP events (in general) through 
newsletters 

 

ECorys evaluation to 
demonstrate value 
delivered in line with 
DCMS targets 

In destination 
support for  

 Attendance at 
key in-market 
events 

 Communication 
of events and 
opportunities to 
industry contacts 

 Coordination of 
industry into 
compelling 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

market fit 
attendance 

 Familiarisation 
trips (financial 
and human 
resourcing to be 
made available 
(as agreed at the 
bilateral business 
planning) and 
recognition that 
limited support 
for fam trips may 
constrain VB’s 
ability to deliver 
all targets) 

 Review the BritAgent travel 
agent training programme to 
ensure that it fits the needs 
of the trade; 

 Inclusion of key content related to key themes 
and thematic years  

 Support  SP events (e.g. VS Expo, Discover 
Wales) by promoting through the overseas 
network to recruit international buyers 

 Promote SP events (in general) through 
newsletters 

 Provision of insights to inform product 
development strategies 

 Distribution and conversion of product with SP 
geographic areas. 

ECorys evaluation to 
demonstrate value 
delivered in line with 
DCMS targets 
Turnover - profitability 

In destination 
support for  

 Attendance at 
key in-market 
events 

 Communication 
of events and 
opportunities to 
industry contacts 

 Coordination of 
industry into 
compelling 
market fit 
attendance 

 Familiarisation 
trips (financial 
and human 
resourcing to be 
made available 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

and recognition 
that limited 
support for fam 
trips may 
constrain VB’s 
ability to deliver 
all targets) 

 Promotion of 
VB Retail 
offering to 
relevant 
tourism 
suppliers 

 Promotion of 
VB Retail 
offering to 
relevant sales 
channels 

 Develop the trade website, 
to ensure that it has inspiring 
content for overseas travel 
trade, is easy to use by our 
staff, overseas and UK trade 
and has a 3-5 year 
development plan in place; 

 Inclusion of key content related to key themes 
and thematic years  

 Support  SP events (e.g. VS Expo, Discover 
Wales) by promoting through the overseas 
network to recruit international buyers 

 Promote SP events (in general) through 
newsletters 

 Send out an invite for VS buyer event at DB - 
APMEA in May 2015 

 Provision of insights to inform product 
development strategies 

 Distribution and conversion of product with SP 
geographic areas. 

 Provision of insights to inform product 
development strategies 

ECorys evaluation to 
demonstrate value 
delivered in line with 
DCMS targets 
Turnover - profitability 
Turnover - profitability 

In destination 
support for  

 Attendance at 
key in-market 
events 

 Communication 
of events and 
opportunities to 
industry contacts 

 Coordination of 
industry into 
compelling 
market fit 
attendance 

 Familiarisation 
trips - financial 

 Update and evolve the 
business toolkit – including 
evaluation of its 
effectiveness in order to 
ensure there is a good ROI; 

 Deliver all currently planned 
VB missions and events, 
including Explore GB in 
Liverpool in March 2016; 
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Activity  Campaign detail Strategic Partner References KPIs Strategic Partner 
Reqs 

 Partner with big brands / 
Developing business 
opportunities with third-
parties to generate new and 
incremental business which 
in turn lead to increased 
revenue 

 and human 
resourcing to be 
made available 
and recognition 
that limited 
support for fam 
trips may 
constrain VB’s 
ability to deliver 
all targets) 

 Promotion of VB 
Retail offering to 
relevant tourism 
suppliers 

 Promotion of VB 
Retail offering to 
relevant sales 
channels 

 Optimise and enhance the 
TfL shop on the new 
platform, to increase 
revenue, profit and 
conversion rates 

Retail 
activity - 
global 

 Increase affiliate income by 
targeting relevant 3rd parties  

 Provision of insights to inform product 
development strategies 

 Distribution and conversion of product with SP 
geographic areas. 

Turnover - profitability Promotion of VB 
Retail offering to 
relevant tourism 
suppliers 
 
Promotion of VB 
Retail offering to 
relevant sales 
channels 

 Ensure staff skills and 
development are relevant to 
their roles and updated as 
required so that we deliver 
better results due to 
improved knowledge and 
experience 

 Carry out user testing in 
selected markets, to ensure 
that we put in place changes 
which improve conversion, 
average basket value and 
revenue from these shops. 
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EVALUATION  
 
A variety of evaluation methodologies are used dependent on the outcomes desired to measure the 
effectiveness of all marketing activities.  
 
VB uses analytics and social monitoring tools to optimise activities while campaigns are active to 
monitor effectiveness.  
 
The evaluation methodology of our consumer marketing has been reviewed by the NAO, Deloitte and 
PWC. It aligns with (and was a forerunner for) the evaluation methodology of other leading national 
tourist boards. The evaluation is run by the Insights and Evaluation team in London (with a separate 
reporting line to Marketing) to generate efficiencies. 
 
We capture the contact details of those who are exposed to our marketing activities through data 
capture, partner bookings and after a suitable time lag invite them to participate in a short online survey. 
This survey (a minimum of 400 respondents is the norm) is used to establish whether or not the 
respondent recalls our activity, and if so the extent to which it influenced their decision to visit Britain 
and/or to stay in Britain for longer than originally planned.  
 
We capture the additional number of nights spent in Britain, the purpose of the trip, the area visited 
(thus allowing regional reporting) and the number of travel companions. This information is then used to 
estimate incremental visitor spend (based on IPS data on spend per night). We evaluate our activities 
around 2-3 months after the end of the campaign if it is in short-haul markets and 4-6 months after the 
campaign if it is in long-haul markets to ensure that the majority of trips that the campaign will have 
influenced have been completed. The evaluation is usually in field for 2-4 weeks and analysis and 
reporting then takes a further 2-4 weeks. A similar approach is undertaken for B2B in-market activity 
with overseas intermediaries. 
 
For brand, image and perception work, VisitBritain uses an external agency (through government 
frameworks) to set up online panels (typically 350 participants in the target segment (non-rejecters, 
living within an hour of the designated city, international travelers)) in each of the cities regions where 
the activities are delivered. These panels test awareness and recall (promoted and unprompted) of VB 
activities (also against key competitor set) and measures differences in awareness, motivation and 
travel planning between recallers and non-recallers. A benchmark having been established in 2012, VB 
is then able to measure the modelled ROI of these enhanced intentions to visit within the next 3 years, 
the next year and to have booked. Perception levels on key tourism factors are also measured. 
Currently GREAT activities are (as it is prospective and not retrospective modelling) at a Britain level. 
VB will investigate during the course of 2016/2017 the capability and robustness of regional reporting of 
GREAT.    
 
For UK B2B interventions we use ECorys who run intervention evaluation methodology across a 
number of Government agencies. They typically report 3 months after year end. VB will investigate 
during the course of 2015/2016 the capability and robustness of regional reporting of UK reported B2B 
activity. 
 
PR is measured using an outsourced global media evaluation company measuring a basket of 
measures including OTS, reach, positive sentiment, CTA, messaging, partner messages and regional 
reporting. These reports are published within c.one month of year end and on a half yearly basis.  
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PRINCIPLES, PROCESS AND PRACTICE 
 
Processes and protocols will be in place to support a collaborative way of working, underpinned by 
SLAs which commit all parties to working towards common KPIs and outcomes. The principles and 
practice will detail what VisitBritain will deliver, and what will be needed from SPs. 
 
Principles  

 VisitBritain should be accountable for the tourism promotion of Britain, its nations and regions, 
overseas. (Recommendation 11, TR) 

 VisitBritain should deliver this through the GREAT campaign and the management of an 
international marketing budget, in partnership with the national tourist boards. (Recommendation 
12, TR) 

 VisitBritain should retain its functions of generating customer insight, analysis, and generating 
commercial partnerships to support the growth of inbound tourism. (Recommendation 13, TR) 

 VisitBritain should have regional dispersal targets, set by DCMS (Recommendation 14, TR). 

 VisitBritain should support VisitEngland’s Discover England Fund, providing international consumer 
insights and delivering the agreed international promotion of English tourism products 
overseas.  (Recommendation 17, TR) 

 VisitBritain should undertake international business events promotion for England, and at Britain 
level alongside other GREAT partners and, where appropriate, the national tourist 
(Recommendation 18, TR) 

 
Process 
Captured in schematic on the following page, including: 
 

 BMB – Quarterly, rotating location and chair.  VB secretariat. Information exchange and deep dives 
on marketing issues common to all (e.g. research, evaluation, digital, content etc.) 

 Bilateral meetings. To include business planning sessions. To discuss SP themes and activities and 
share our plans, seeing where we can be mutually supportive and additive and discuss where we 
are both able to invest resources to deliver shared outcomes. Reporting of campaign outcomes and 
metrics. Arranged by agreement. Annual, with 6 month review and ad-hoc where necessary.  

 Frequent (quarterly) reporting of KPIs and outputs from VB to each SP. 

 Reporting to CEO group / VB Board [Frequency – tbc] – this forum will be used for any dispute 
resolution that cannot be achieved by the BMB 
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Practice 

 How Regional Targets will be set and VB position on how they should be achieved:  

 VisitBritain measures the impact of its intervention to understand and report on the additional 
nights and spend delivered for Britain. Targets build in alignment with the published 
expectations of each of the National Boards. VisitBritain’s regional targets are based on VB 
delivery in relation to its interventions and budgets, and uses visitor nights as the base measure 
and looks at channels and markets for Britain and for each of the nations. These have been 
discussed and agreed at the CEOs meeting in January, followed up with discussions with 
nominated research heads, and agreed at the VB Board. Final targets will be set by the 
Secretary of State for Culture Media and Sport. 

 

 How VB will deliver regional funded programmes, & GREAT Challenge Fund bids.  

 VB will work alongside VisitEngland, Visit Wales and Visit Scotland as the principle international 
delivery partner for Funded Programmes, and default international delivery partner for GREAT 
UK Challenge Fund delivery, depending on the nature of the bid, and the lead Strategic Partner 
[e.g. a Wales bid to the GUKCF may well be for VW to deliver, whereas an English regional bid 
would be VB to deliver] 

 

 How Strategic Partners will work together, along with VisitBritain 

 The Memorandum of Understanding which sits along this HLMP sets out how the Partners will 
work together.  

 As well as agreeing an HLMP, an SLA and targets, both parties will meet regularly to share 
priorities and plans striving to cooperate and find areas of joint working. Examples could include 
jointly commissioning research, running joint familiarisation trips for international media and 
trade, jointly commissioning films and photoshoots, joint marketing promotions on territory, 
sharing imagery and working together with key commercial partners.  

 Both parties agree to engage with each other early in planning and actively seek opportunities to 
work together where this would deliver enhanced returns. The Britain Marketing Board and 
Strategy Directors’ Interboard will be the senior groups, including representation from 
VisitBritain, VisitEngland, VisitScotland and Visit Wales, which will agree activity by all partners. 
There will be regular meetings at all levels to continue to explore joint working and exchange of 
information, from the regular interboards to ad hoc meetings to explore specific opportunities or 
campaigns.  

 Any dispute between VB and VS should first be addressed between CEOs; should any issue 
remain unresolved, it will be escalated to DCMS to address and ultimately to Ministers.  

 In the event of any perceived inconsistency in interpreting the agreements entered into, the MoU 
will be treated as taking precedence. 
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Performance Measurement 
 

Category 
 

Definition Measurement Tool Target 

Marketing 
 

   

Business 
generated – 
incremental 
spend and 
additional visits  

Additional visitors and 
incremental spend 
directly attributable to 
VB’s intervention 
(decision to visit, 
enhanced length of 
stay, regional spread 
and spend per visit)  

VB evaluation process   

Image building 
 

Awareness of our 
activity, recall of said 
activity, and effect on 
motivation to travel 

IPSOS-Mori brand 
tracker 

 

Reach and OTS 
and messaging 
 

PR industry standard 
measurement of the 
benefit to a client from 
media coverage of a 
PR campaign.  
 

Measurement through 
outsourced media 
evaluation supplier, 
Prime   

 

Visits to family of 
digital platforms 
 

Measuring the 
influence of our  
consumer-facing digital 
platforms through 
unique visitor 
numbers, dwell time 
and social 
engagement 
 

Analytics tbc 

Visits to content 
provided to 3rd 
parties 
 

Unique visitors Partner reporting, 
analytics 

In-excess of  
million content 
views 
 

Data acquisition 
 

Opted in, qualified 
customer contact 
details 
 

VisitBritain e-CRM 
system 

  

Social Media and 
Commerce 
 

Engagement and 
reach of social 
messaging. 
 
Additional visitors and 
incremental spend  
directly attributable to 
our intervention 
(decision to visit, 
enhanced length of 
stay, regional spread 
and spend per visit) 
 
 
 

Social media analytics 

 

VB standard evaluation 
methodologies  

Reach of 3.5 
million users 

Contribution to 
overall 
incremental 
spend targets  

 

 

 

Global Network    
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TARGETS 
 
With funding finalised for 2016/2017 in train, VisitBritain will deliver the following (to be confirmed): 
 

  2016-17 Targets Full 4 year targets 

  Core GREAT Total Core GREAT Total 

Budget,  Total £m £22,424,000 £23,500,000 £45,924,000 £89,696,000 £94,000,000 £183,696,000 

Budget - GIA, £m £19,500,000 £20,500,000 £40,000,000 £78,000,000 £82,000,000 £160,000,000 

Budget - NGF, £m £2,924,000 £3,000,000 £5,924,000 £11,696,000 £12,000,000 £23,696,000 

Budget - other £0 £0 £0 £0 £0 £0 

Spend, £m £813,484,807 £3,540,307,117 

Regional 
shares 

London 54.5% 54.5% 

Rest of 
England 

33.4% 33.4% 

Scotland 8.5% 8.5% 

Wales 1.7% 1.7% 

Visits, 000s 1,287,160 5,601,752 

Regional 
shares 

London 50.6% 50.6% 

Rest of 
England 

41.3% 41.3% 

Scotland 7.9% 7.9% 

Wales 2.7% 2.7% 

 
Visits are calculated on the assumption of £632 spend per visit based on IPS 2014. 
*Currently GREAT measures outcomes on a Britain wide level. VB will endeavour to introduce measurement during 2016/2017 on regional 
benefits so these targets are indicative at this point and for 2015/2016 this may be prorated. 

 

Export earnings VisitBritain’s 
contribution to export 
earnings for UK-based 
tourism businesses 
resulting from the use 
of VisitBritain’s 
overseas network and 
trade missions 

Annual survey of a 
representative sample of 
UK travel industry firms 
that interact with VB 

£ million of 
additional 
earnings by 
companies which 
use VisitBritain’s 
international 
network and 
trade missions 

Maximising Public Investment 
  

Partner 
engagement 
 

Private sector 
investment in core, 
GREAT and additional 
Fund activity 

  

Standard accounting 
methodologies, and 
VisitBritain’s value-in-
kind rate card and 
recording procedures  
 

£m cash private 
investment in 
core, £m in 
GREAT and 
target amount for 
Funds. 
Optimised MIK. 
 

Retail Revenues achieved 
through sales made, 
on and offline, by the 
VisitBritain shop 

Standard accounting 
methodology 

Net profit of 
£million in 
2016/17 


