
 
 

 
Consultation on devolving Sunday trading rules 

Submission from VisitBritain 
 
September 2015  
 
About VisitBritain  
 
VisitBritain is the strategic body for inbound tourism. A non-departmental public body, funded by the Department for Culture, 
Media and Sport, we are responsible for promoting Britain and its nations and regions worldwide. We aim to grow export 
earnings from inbound tourism and deliver jobs and growth across Britain by working in partnership with Government, 
industry and the National Boards. 
 
Inbound tourism is worth £26.2 billion a year to the UK economy and is Britain’s third largest service sector and seventh 
biggest export sector. Tourism supports 3.1 million jobs across Britain, representing 9.6% of all jobs in the UK. In 2014 
Britain welcomed 34.4 million visits (+5%) spending over £21.8 billion (+3%) - both records. This contributed almost £7 
billion in tax revenues to the Exchequer. 
 
VisitBritain plays a key role in building the value of tourism and over the last three years we have directly generated £1.8 

billion of additional visitor spend. Our marketing activities have a return on investment of 19:1, which means that every 

pound invested in our tourism marketing results in overseas visitors spending £19 in Britain.  

VisitBritain is one of the main partners in the GREAT campaign, the Government’s major initiative to promote the UK as a 

destination for tourists, trade and investment, and students in order to secure economic growth. One of the seven major 

pillars of the GREAT campaign is Shopping, recognising that this is one of Britain’s strengths as a destination (alongside 

Culture, Countryside, Heritage, Sport, Music and Food).  

Summary 
 
VisitBritain believes that local areas should have the power to extend trading hours on Sundays as it could help attract 
additional spending by international visitors. Shopping is a major pillar of Britain’s competitive tourism offering and 
competitor destinations have already relaxed Sunday trading restrictions. By removing barriers for overseas visitors 
shopping in tourist destinations in the UK, the retail sector can help increase the value of inbound tourism to drive growth 
and job creation across the UK.  
 
Shopping is one of the most popular activities for overseas visitors to Britain:  

 The most recent data available suggests 25% of all expenditure by overseas visitors is on shopping, meaning that 
in 2014, an estimated £5.5 billion of the total £21.8 billion spent by overseas visitors in the UK went to British 
retailers.  

 The highest average spend per visit is by visitors from the Gulf States, China and Nigeria. VisitBritain actively 
promotes Britain as an attractive destination in China and the Gulf States and uses the UK’s reputation as a world-
class shopping destination in our campaigns.  

 64% of all visits across all UK regions and nations involve shopping, while 50% of all inbound visits included 

shopping at Shopping Centres, on the High Street or in Chain stores, 26% at Outlets, Department Stores or 

shopped for Luxury Goods, 19% shopped for Gifts or Souvenir, whilst 15% went shopping at Boutiques, Markets 

or Craft stores. Those shopping in Outlets, Department Stores and luxury retailers had the highest average spend 

per visit at £960.  

 In 2014, those overseas visitors who had been shopping spent almost 80% more on average per visit than those 

who did not (£739 compared to £414).1  

 Last year there were 323,248 visits to the UK from overseas primarily for personal shopping.2  These visitors had 

the highest average spend per night of any type overseas visitors at £346, compared to £83 for the average spend 

per night.3 
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Removing restrictions on Sunday trading would have a positive impact on the value of inbound tourism: 

 Competitor countries such as France, Italy, Belgium, Greece, the Netherlands and Switzerland already deregulate 
Sunday trading in designated areas that are considered to be popular with tourists.  

 Although Sunday opening is generally not allowed, France has declared Paris, Marseille, Lille and 500 other cities 
as tourist towns which have been fully deregulated since 2009.4 

 Deregulation has increased turnover by 5%5 in Sweden, increased total revenue by between 3.9% and 10.7% in 
the USA6 and had a positive impact on both turnover and quantity of goods sold in Greece.7 
 

Deregulation of Sunday trading would have a positive impact on the UK’s international competitiveness:  

 The Globe Shopper Index, created by the Economist Intelligence Unit, compares 33 European cities according to 
their shopping advantages and disadvantages. Whether major shops open on Sundays and public holidays is 
used as one of the indicators to calculate a city’s overall ranking. 

 London is currently the top city for shopping in Europe, according to this Index. However, London is only ranked 
9th in the shopping hours rankings. 8 Allowing the decision on Sunday Trading to be made at a local level would 
help maintain London’s position as the premier shopping destination of Europe. 

 In CNN’s 2013 survey on the Top 12 Best Shopping Cities in the World, all of the top six cities, with the exception 
of London in third place, had extended Sunday trading hours.9 

o In New York, which topped CNN’s survey, shops are open into the evening 7 days a week. Almost 25% 
of visitor spend in NYC is spent on shopping.  

o In Dubai, where overnight visitor expenditure, per city resident, in 2015 was the highest in the world at 
$4,668, there are no restrictions on Sunday trading.  

o In Hong Kong, where the latest data shows that 87% of visiting tourists go shopping, there are extended 
Sunday traded hours.  

o In Shanghai, home to the International Tourism Resorts Zone, which includes Shanghai Disney Resort, 
there are extended Sunday trading hours.  

 London’s global competitors have extensive opening hours on Sundays and so there is an expectation amongst 
international travellers that shops will be open on a Sunday in major cities around the world. Deregulating Sunday 
Trading would help London retain its position as an attractive destination for inbound tourists and help increase 
the competitiveness of the UK’s other cities in attracting overseas visitors. 

 Restrictive Sunday trading laws have also been identified by the Tourism & Transport Forum Australia as a barrier 
to increasing spend by inbound tourists to Australia. In 2014 only 13% of total expenditure by visitors was on retail, 
with the bulk of spending dedicated to accommodation, attractions and travel. Australia’s national regulation, state 
trading laws and city ordinances all add complexity to retailers’ operations and some locales prohibit Sunday or 
late-night opening.10  

 Deregulating Sunday Trading would give the UK a competitive advantage in attracting visitors, particularly in the 
Chinese market. Over the last few years China has been one of the UK’s fastest growing emerging markets and 
last year Chinese visitors spent on average £2,688 per visit to Britain – this means that it takes just 21 visits from 
China to support one full time equivalent job in the UK. 

 According to the Hurun Report, shopping is the third most important travel activity amongst Chinese High Net 
Worth individuals, after sightseeing and relaxation. Shopping is also the third most common reason for travel by 
Chinese High Net Worth individuals after holiday and business.11 

 
VisitBritain uses the UK’s reputation as world-class shopping destination in our campaigns: 

 VisitBritain produces a Shopping is GREAT guide for international media12. Now in its fourth edition, the guide 
provides international press with story ideas and information designed to inspire journalists and bloggers to 
explore and write about shopping in Britain.  
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4 http://cep.lse.ac.uk/pubs/download/dp1336.pdf  
5 Pilat, D., “Regulation and Performance in the Distribution Sector,” OECD Economics 
Department Working Papers 180, OECD Publishing (1997) 
6 Goos, M., “Sinking the Blues: The Impact of Shop Closing Hours on Labour and 
Product Markets”, Center for Economic Performance Discussion Paper Series, No. 664 (2004) 
7 Prodromidis, P., Petralias, A. and Petros, S. “The economic impact of deregulating Sunday shopping among small retailers”, KEPE 
working paper (2012) 
8 http://globeshopperindex.com/en/Download/european_paper  
9 http://edition.cnn.com/2013/11/18/travel/worlds-best-shopping-cities/index.html  
10 http://dtxtq4w60xqpw.cloudfront.net/sites/all/files/pdf/am9-shopping-report_v2.pdf, p. 52 
11 http://www.hurun.net/en/Default.aspx  
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 Our marketing activities in China incorporate shopping as a strand amongst other experiences. Shopping will be a 
significant feature promoting British fashion as a part of aspirant lifestyle marketing in the coming months. 
VisitBritain is working with China UnionPay, the only domestic bank card organisation in China, and leading UK 
retailers to promote and establish the UK as a primary shopping destination for Chinese tourists. 

 In the Gulf market VisitBritain has taken members of the media on press trips to highlight the shopping experience 
on offer in the UK. In March 2015 VisitBritain took a Saudi Arabian women’s lifestyle blogger on a tour around 
Manchester including luxury shopping and the high street.13 In April 2015 Ahlan Magazine, a United Arab 
Emirates’ newspaper with a 25,000 circulation, was taken on a press visit around London and Surrey. Whilst in 
Harrods the tour specifically focused on the Fragrance Garden and Superbrands experience. The press coverage 
in UAE from this visit resulted in an Advertising Value Equivalent (AVE) of $12,266.49. VisitBritain is currently 
organising a tour of London and Bicester Village for the Saudi Gazette for September 2015. 

 

Response to specific questions 

Question 1: Should local areas have the power to extend trading hours on Sunday?  
 
Local areas should have the power to extend trading hours on Sundays. The potential of a destination for inbound tourism 
should be taken into consideration by the responsible authority when deciding Sunday trading rules in their area. The 
decision to change Sunday trading rules at a devolved level should be carried out in consultation with relevant Destination 
Marketing Organisations as well as local tourist attractions and businesses. 
 
Question 2: If the power is devolved, who do you think should be given the power to change Sunday trading rules? 
 
The decision to change Sunday trading rules at a devolved level should be taken by local authorities in consultation with the 
relevant Destination Marketing Organisations as well as local tourist attractions and businesses. Shopping is one of the 
most popular activities for overseas visitors to Britain and the attractiveness of a destination for inbound tourism should be 
taken into consideration by the responsible authority when considering whether to change Sunday trading rules in their area. 
 
Question 3: How would you be impacted by local changes to Sunday trading rules? 
 
Deregulation of Sunday Trading would give overseas visitors, who are higher spenders than domestic shoppers, greater 
opportunities to shop in the UK and would increase the value of inbound tourism, which is one of VisitBritain’s objectives.  
We have a particular focus on growing the value of tourism across the nations and regions of Britain, so the devolving of 
decision making would allow local areas to consider the importance and potential of inbound tourism to their local area. 
 
An individual’s shopping behaviour is different when on holiday and travelling away from home impacts tourists’ shopping 
habits. Spending increases, more non-essential items are bought, and purchases are made on unusual days, such as 
Sundays. When a domestic and overseas customer are offered the same retail environment, the customer from overseas is 
likely to purchase more items, while also spending more per item, and at a different time of day than the domestic 
customer.14 
 
Further Information:  
We are grateful to have had the opportunity to respond to this call for evidence. We would be happy to provide additional 
briefing on any of the issues raised herein, or other matters which arise in the course of the consultation. Please contact 
Timothy Jenkins (Timothy.Jenkins@visitbritain.org).   
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