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1. THE PERFORMANCE REPORT

CHAIRMAN’S FOREWORD

2015/16 was the fifth consecutive year of record visitor numbers and the best ever year for foreign exchange
earnings, underscoring the world’s continuing desire to visit Britain. This was also a year in which domestic tourism
returned to growth, with an 11% increase in overnight trip volumes to England, while expenditure reached an all-
time high.

| am delighted to report that the Tourism sector is making a significant contribution to Britain’s long-term economic
wellbeing by growing direct employment for 1.6 million people, as well as generating around £22 billion in foreign
currency earnings.

The British Tourist Authority (BTA) is responsible for the activities of VisitBritain and VisitEngland and has the
simple goal of inspiring:-

= Foreign travellers to explore Britain, and
= British residents to experience the best Britain can offer - across all its nations and regions.

Following the publication of the BTA Triennial Review at the start of 2015/16, work began to explore the benefits
of separating the VisitBritain and VisitEngland brands into two separate entities. This project was overtaken by
the publication of the Comprehensive Spending Review (CSR) in the autumn of 2015 which concluded that, in a
tight financial environment, the costs of separation materially exceeded the benefits. Accordingly the Government
asked the BTA to create a single unified organisation reducing overheads and liberating a greater share of our
funding and resources for marketing. Thanks to a concerted effort from the BTA leadership team this was
completed before the end of the financial year with only limited distraction from our marketing delivery
programmes.

During 2015/16 we benefited from the creation of the Northern and South-West Tourism Growth Funds which
supported regional tourism development through a wide range of activities; business visits & events, campaigns
and new products - many of which were implemented through public-private partnerships. Our experiences during
the year demonstrated the value of a more integrated approach to domestic and international activities.

One of our core programmes during the year was focused on developing the skills and infrastructure needed to
be effective in an increasingly digital world. Our award-winning digital platforms for both consumers and industry
are playing a key role in our global marketing strategy, helping us to cut through the crowded digital landscape.
The website is a valuable information hub for people looking to find out more about Britain as a destination as
well as a source of powerful tools to engage, support and connect with the industry.

Social media is a vital component of our marketing strategy. We are strongly positioned on Twitter, Facebook,
YouTube, Flickr, Pinterest, Instagram, WeChat and Weibo. These platforms allow us to engage actively with our
target audience, ensuring they feel part of a connected community.

Digital capabilities are at the heart of our marketing activities. We work closely with our devolved partners and the
English regions to provide curated content and distribution pathways for England and Britain.

We are also a key delivery partner for the “GREAT” campaign — domestically and internationally. Our work
focusses on highlighting the appeal of all the nations and regions of Britain as tourism destinations to international
travellers and British residents.

Our consumer marketing campaigns are supported by our work with the international travel trade and
intermediaries to ensure that customers can easily book regional destinations.
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Chairman’s Foreword (Continued)

One of our key strengths is the ability to develop successful partnerships with the private sector both domestically
and internationally. These leverage the value of the Government’s investment in tourism. Alongside this, we
continue to engage proactively with public diplomacy partners to support the Government’s prosperity agenda.

At an industry and market level, our teams act as a route to market for many small tourism businesses through
our travel trade, digital and retail activities and provide advice and support to tourism providers in England on
setting up their tourism business, as well as destinations.

As a trusted advisor to Government and industry on tourism issues, particularly those that affect the UK’s
international competitiveness, we have provided policy solutions, market intelligence and customer insights which
inform the Government Strategy and help to support a more joined-up approach across relevant Government
Bodies.

The debates about governance and organisational structure this year and the subsequent structural changes to
the BTA were exceptionally demanding for all concerned. | want to thank all our staff and the VisitBritain and
VisitEngland Board members for their hard work and to recognise the exemplary commitment and leadership of
Sally Balcombe our CEO. They all contributed to delivering a great year for British tourism.

A particular debt of gratitude is due to Dr. Mike Cantlay OBE, former chairman of VisitScotland and Dan Clayton-
Jones OBE, former appointee of the Welsh Assembly who both stepped down from the VisitBritain Board during
the year and also to James Beresford, who left us in January 2016 after a successful 6-year tenure as Chief
Executive of VisitEngland. James’ knowledge, engagement and passion for the England Tourism sector was
invaluable. On behalf of the Board and the whole English Tourism industry | would like to thank him for his work
and commitment.

It is a pleasure to welcome our new BTA Board Directors; Lord Thurso, as the Chairman of VisitScotland and
Margaret Llewellyn OBE appointed by the Welsh Assembly.

With our organisational changes behind us we can now look to the future with excitement and confidence.

Christopher Rodrigues CBE
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OVERVIEW

Chief Executive Report

We concluded 2015/16 with another record year for tourism; more international visitors than ever before visit
Britain, while domestic visitors enjoying a staycation spent a record amount in England. In the UK the value of
inbound tourism has grown from £13.9 billion in 2003 into the country’s third largest service export worth £26.2
billion in 2013. Tourism has continued to deliver jobs even in times of economic uncertainty — almost 1 in 10 jobs
in the UK are in tourism-related industries and jobs in the sector are growing at almost double the rate of the rest
of the economy.

The 2015/16 financial year has been a transitional year for both VisitBritain and VisitEngland. Following the
publication of the Triennial Review in March 2015, the organisations worked to implement the new
recommendations; VisitEngland with a clearer remit on domestic marketing and a new focus on the development
of English tourism products. VisitBritain and VisitEngland worked together on a range of activities such as the
Rugby World Cup, the Regional Growth Funds, supporting regions hit by the floods, and B2B events. We worked
closely with the Government and the wider industry to provide expertise, advice and support.

VisitBritain continued to deliver the GREAT tourism programme worldwide through campaigns such as Home of
Amazing Moments, Bond is GREAT, and a range of different partnerships. Public relations were a key activity
and contributed to developing VisitBritain’s digital presence by reaching influencers online, while the digital
transformation programme has driven improvements in our digital platforms.

Holidays at Home are GREAT, the Year of the English Garden 2016, and Home of Sport were some of
VisitEngland’s key marketing activities in 2015/16. VisitEngland led the work on the various regional funds and
focused on tools, events and projects (Business Support Hub, Twitter Hub, Access for All, and English Tourism
Week) to support destinations and businesses develop their activity.

In July 2015, the Prime Minister confirmed the Government's commitment to further growing the industry,
publishing a five-point plan Backing the Tourism Sector that set out how the benefits of this growth would be
spread across Britain. And this was followed by the Comprehensive Spending Review which concluded with a
favourable four-year funding settlement, from 2016/17, for VisitBritain/VisitEngland with core budgets unchanged
and the establishment of a £40m Discover England Fund to develop world-class English tourism products. Since
then we have also secured £23.3 million from 2016/17 from the GREAT budget for international and domestic
marketing.

The settlement also stipulated that VisitBritain and VisitEngland would work more closely together, with the
combined organisation focused on:

= Marketing the nations and regions of Britain overseas to drive growth in leisure and business tourism;

= Maintaining distinct activities to develop and market English tourism.

So consequently in the final quarter of 2015/16, the BTA restructured organisationally to meet the Governments’
agenda and ensure we can meet the future challenges in a highly competitive and changing market. We have
sought to build more flexibility in our overseas network through a hub and spoke approach, with more senior
people at the hubs and in central teams. Our nurture market strategy will evolve into a rest of the world strategy
as we can engage in markets as opportunities arise.
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Chief Executive Report (Continued)

In London, we have integrated teams delivering Britain and England activity as well as a distinct England division
focused on the delivery of the new Discover England Fund. Staff work collaboratively on projects across the
organisation, and this project based approach will be supported by a central Project Management Office and
streamlined business processes. In this change process we have incurred additional one-off costs related to staff
exit and office closure costs.

We have also delivered the savings and productivity gains across a number of areas of our business as set out
in our business plan; most significantly our Shared Business Services operation and Digital Transformation
programme. We have managed a number of cost pressures; in particular the change this year to our VAT recovery
methodology has resulted in a significant increase in the cost of irrecoverable VAT which will continue to be a
pressure into future years; we also saw increases in staff costs — as this was a transitional year and faced with
some uncertainty about future funding, we held-off permanent recruitment in some areas instead increasing
temporary staff numbers, with marginally higher cost, in order to achieve objectives and targets. We have also
sought to address longer term liabilities in relation to the BTB pension scheme deficit, making an additional
contribution to the deficit recovery plan for the second consecutive year.

During 2015/16 we have made good progress from the perspective of governance and operational effectiveness.
We commenced a programme to review internal processes and operating practices; in particular improving
policies and procedures around procurement. The BTA has also agreed a revised process for its advertising and
media requirements, using the OJEU “Light Touch Regime”, which has been approved by Cabinet Office and
DCMS.

It's been a successful year for our partnership strategy; we have extended our long-term relationships with The
Premier League, companies in the digital market who provide extended reach and insights into markets and
consumers, and developed new relationships with carriers such as Turkish Airlines. These partnerships provide
opportunities to promote Britain as a destination and improve connectivity for tourists. While partnership income
has fallen in comparison to previous years, partly due to the transition to new partner contract arrangements, we
have identified significant value in the non-financial elements of such partnerships. However, we have ambitions
in the coming year to increase partnership income.

Corporate Priorities 2016/17

Looking to the future, alongside our ambition to grow international visitors to 40 million by 2020, spending £31.5
billion, we have targets to deliver 1.5% above IPS" growth to the nations (England, Scotland and Wales) attributed
to our actions. England activity will be focused on the successful delivery of the Discover England Fund, supported
by research (some of it statutory) and domestic marketing under the GREAT Holidays at Home banner. This will
be set out in the England Action Plan.

With clarity on our baseline funding and remit we have reviewed our priorities and focus.

Our strength continues to be that we know customers and markets. We need to think about how we win with our
core customer segments in our key markets to ensure we have cut through. That means continuing to be outcome
focused. We need to drive conversion and advocacy as well as aspiration to travel. Our new work on product
development will be focused on delivering the right product to the right customer at the right time.

Partnerships will be fundamental to everything we do. We will be an enabler, building alliances to achieve common
aims. We will step up our relationships with our strategic partners, the tourist boards for Scotland, Wales and
London, to achieve these ambitions. Ensuring collaborative and cooperative working across the organisations,
sharing our expertise and experience, planning campaigns in a transparent and collegiate way supporting the
strategic partners’ priorities, using our resources to support every part of Britain and guaranteeing coverage
through our communications channels.

"IPS — International Passenger Survey
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Chief Executive Report (Continued)

The GREAT programme has changed the way in which we work with public diplomacy and GREAT partners —
the FCO (Foreign & Commonwealth Office), UKTI (UK Trade & Investment), British Council and UKVI (UK Visas
& Immigration). There is an opportunity here for us to harness the influence of these Government agencies to
amplify our message and build our global footprint. In markets our teams now sit on the FCO platform and have
close links to FCO colleagues.

We are seen by Government as a successful driver of commercial revenue. We want to continue to attract private
sector money in the future to build our marketing pot; the ambition here will be building partnerships that are about
more than money; accessing customers who have easy access to travel, data and intelligence to inform our
strategy and brand partners who appeal to our target customers and extend our reach. We have grown our online
retail operation which continues to make a positive net contribution to our financial position in 2015/16. We have
ambitious plans to grow this as well as to review the organisation’s platforms and activities to ensure we drive
commercial revenue wherever possible.

We will be more interventionist in our B2B activity; broadening our engagement with product distribution
intermediaries in key international markets, working with traditional tour operators and travel agencies, but also
more with online travel agencies, metasearch and aggregators. The focus will be on making proactive strategic
interventions to solve their problems in building the range and availability of bookable product and increasing
sales of Britain. We will also continue to produce tools and platforms that enable our industry to access
international markets.

We will re-enter the business visits and events sector, at a Britain level, supporting Events are GREAT activity to
add value to devolved and city activity. At an England level we will continue to support English cities and regions.
Many of the interventions we want to support - product development and distribution, route support, improving
visa policy, building welcome programmes — will not be delivered in a year. We will need to manage projects
across a 3-5 year timeframe.

Our world is digital and we are transforming into a digital organisation; enabling us to deliver across a global
footprint with our communications channels. But we still need people in markets to deliver our customer and
market knowledge, work with local trade and influencers and tailor the global proposition.

Our customer focus has shifted our digital strategy from driving people to our websites to getting content to our
targeted customers on the media they are naturally looking at. We will use data and analytics to deliver a more
tailored offer, ensuring we reach our targeted customers with appropriate content at every stage of the customer
journey. We will work with our partners to drive through to bookable product and deliver conversion. Our content
will be our key asset as we become a curator and distributer as well as a creator of content. We need to speak to
people in their own language and build advocates for England and Britain who amplify our messages in their own
social channels.
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Purpose, Objectives and Activities

Purpose

The British Tourist Authority (BTA) is a Non-Departmental Public Body funded by the Department for Culture,
Media and Sport (DCMS). The functions, duties and powers of the BTA are set out in the Development of Tourism
Act 1969 (the Act). The Act defines BTA'’s functions as:

= Encouraging overseas visitors to come to Great Britain;

= Encouraging people who live in Great Britain to take their holidays in Great Britain;

=  Promoting the provision and improvement of tourist amenities and facilities in Great Britain.

BTA also has a duty to advise ministers and public bodies on tourism matters in Great Britain.

The English Tourist Board (ETB, also known as VisitEngland) is the dedicated tourist board for England and has
similar functions and the same duty under the Act in relation to England but does not have power to encourage
overseas visitors to come to England unless it is acting on behalf of the BTA. Since November 2015, the ETB
provides advice on English tourism matters to the BTA Board. This is now an advisory board responsible for
advising the executive and Board of the BTA on how best to deliver English activity through an England action
plan, and monitor its implementation.

VisitBritain 2015/16 Corporate Objectives

VisitBritain is the strategic body for inbound tourism. VisitBritain’s mission is to build the value of tourism to Britain,
working in partnership with the industry, nations and regions. In 2015/16, VisitBritain’s four-point strategy to
increase overseas visitor spend to all parts of Britain and improve Britain’s ranking as a global destination was to:

1. Inspire travellers from overseas to visit and explore Britain;
2. Deliver a global network to support tourism promotion overseas;

3. Advise Government and the industry on tourism, particularly on issues that affect our global
competitiveness;
4. Maximise public investment through partner engagement and commercial activity.
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Purpose, Objectives and Activities (Continued)

VisitEngland 2015/16 Corporate Objectives

VisitEngland is the National Tourist Board for England. It ensures the success of tourism in England by driving
forward the quality, competitiveness and sustainable growth of England’s visitor economy.

In 2015/16, VisitEngland’s corporate objectives were to:

1. Drive forward the implementation of the Strategic Framework for Tourism in England to contribute to
the annual 5% growth target and deliver the actions for which VisitEngland is responsible;

2. Develop and implement a national brand and marketing approach for England which leverages
England’s best assets and encourages a range of partners to benefit from collaborative activities to
achieve a step change in domestic holiday taking and ensure England is visible in the international
market place;

3. Establish VisitEngland as the primary source of expertise on English tourism and its visitor economy
and make this expertise and intelligence widely accessible to our partners;

4. Develop a business model that provides England’s tourism sector with a more robust and sustainable
national tourism body for the longer term, which is effectively engaged with a wider range of partners at
the national and local level, whilst reducing overheads in accordance with the Management Agreement
with DCMS; and

5. Support Government to achieve its policy aspirations as appropriate and relevant to VisitEngland.

Our Network

Around 75% of Britain’s inbound tourism comes from the 21 markets where VisitBritain has a physical presence,
spanning Europe, America, Asia Pacific and the Middle East. VisitBritain activity reaches a global audience to
ensure that it captures the growth from some of the buoyant secondary markets, such as Malaysia, South Africa,
South Korea and Turkey.

Through our network we gather market intelligence, develop and maintain relationships with international media
and influencers, work with the trade to ensure that Britain is being sold to the customer, secure partners on-
territory and also look after public diplomacy liaison. We also ensure that relevant content is distributed to the
customer through the most appropriate channels.

Our approach is global, thanks to our focus on Europe, the Americas, Asia Pacific, Mid East & Africa and China
& North East Asia as well as our new ‘Rest of the World’ strategy. This approach aims to work closely with HMG
partners both in London and overseas to grow our understanding of tourism to the UK and its potential and the
levers for growth.

The focus is now on the development of regional tourism product working with the overseas travel trade, UK travel
industry and commercial partners. This activity helps VisitBritain deliver its objectives of providing access to
international markets for the UK industry, building a range of Britain regional product and ensuring the right product
is available to the end consumer in the right place at the right time.
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Purpose, Objectives and Activities (Continued)

2015/16 Key Activities

2015/16 has been a transitional year for both VisitBritain and VisitEngland. Following the publication of the
Triennial Review in March 2015, the organisations worked to implement the new recommendations; VisitEngland
with a clearer remit on domestic marketing and a new focus on the development of English tourism products.

During the 2015/16 financial year, VisitBritain and VisitEngland worked together on a range of activities such as
the Rugby World Cup, the Regional Growth Funds, supporting regions hit by the floods, and B2B events. We
worked closely with the Government and the wider industry to provide expertise, advice and support.

VisitBritain continued to deliver the GREAT tourism programme worldwide through campaigns such as Home of
Amazing Moments, Bond is GREAT, and a range of different partnerships. Public relations were still a key activity
and contributed to develop VisitBritain digital presence by reaching influencers online while the digital
transformation programme kept improving our digital platforms. The retail team focused on improving the online
experience for travellers which increased conversion rates straight away.

Holidays at Home are GREAT, the Year of the English Garden 2016, and Home of Sport were some of
VisitEngland’s key marketing activities in 2015/16. It led the work on the various regional funds and focused on
tools, events and projects (Business Support Hub, Twitter Hub, Access for All, English Tourism Week...) to
support destinations and businesses develop their own activity.

In the latter part of the year, the announcements from the Government’s Comprehensive Spending Review 2015,
reinforced the role of the BTA and its two trading entities over the next Parliamentary period (see page 15 for
more details).

Risk Management

BTA’s strategy is to recognise that good risk management can add value to its work by increasing the likelihood
that the organisation will achieve its objectives and targets and by enabling it to take action to reduce the impact
if something goes wrong. Good risk management also enables VisitBritain and VisitEngland to exploit
opportunities in a managed way. It helps us to use resources more effectively and leads to better decision-making
and management of activity. At the heart of our risk management process are documented procedures and an
integrated system of planning, allocation of responsibilities and budgetary control.

We aim to manage risk at an appropriate level to achieve and our policies, aims and objectives. We cannot
eliminate all risk, but we do aim to reduce risk to such a level as is reasonably practicable. The risk management
policy encourages the taking of controlled risk designed to maximise new opportunities and to promote the use of
innovative approaches to further the interests of BTA and to achieve its objectives, provided the resultant
exposures are within our risk appetite.

Our corporate risk register is kept under review by the Executive, Boards and Audit Committee and the principal
risks and uncertainties receive a high level of scrutiny within our internal audit work programme.

Our targets are primarily related to increasing visitor numbers and spend: in VisitBritain’s case, the ability to deliver
can be affected by changing economic factors such as strengthening of sterling and, changing conditions in
market and economies; changes in air capacity or world events such as terrorist attacks and pandemics. Any of
these factors can lead to potential visitors deciding not to come to Britain. We therefore endeavour to maintain
the flexibility to rapidly switch our activities between markets to mitigate any detrimental effects.
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Risk Management (Continued)

Risks of this nature also threaten VisitEngland’s ability to meet its targets: for instance a strengthening pound or
poor weather can lead to UK residents substituting a domestic holiday with an overseas one. However, they can
also present opportunities as we saw when the ‘staycation’ effect was at its height during the recent UK recession.

As an international organisation, we trade in several currencies around the world and are therefore exposed to
movements in currency markets. BTA believes that forward purchases of currencies provide a measure of
budgetary stability for overseas operations and represents the most effective approach to mitigating foreign
currency risk. A Foreign Currency Policy is in place which complies with the guidance in Managing Public Money.
Prospects for future years will continue to be influenced by the strength of sterling relative to other foreign
currencies.

BTA’s share of assets and liabilities in the British Tourist Board pension scheme were subject to an actuarial
valuation at 31 March 2016. Work is under way to seek agreement between the employers and the Pension
Trustees to agree proposals for a deficit recovery plan that reflects the share that each should pay in the light of
the latest revaluation.

HMRC (HM Revenue & Customs) advised us that they wished to formally review the VAT scheme and bring it
more into line with recovery schemes put in place for other tourist bodies. Discussions with HMRC were ongoing
through the year and finalised in April 2016. BTA has agreed with HMRC a new scheme for recovery of VAT Input
Tax to reflect a mix of statutory and business activities. The new methodology was applied retrospectively and as
such effective from 15t April 2015, and therefore the BTA had to manage and provide for the tax liability throughout
the year.
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Basis of Preparation and Going Concern

The financial statements have been prepared on a going concern basis, which assumes that BTA will continue in
operational existence for the foreseeable future. At the year-end 31 March 2016, BTA had a taxpayers’ deficit of
£26,491,000 (2014/15: £23,772,000).

The Board has considered the position of BTA, with respect to its obligations, to ensure the business can continue
in operational existence for the foreseeable future and confirms its approval to adopt the going concern basis for
preparing these accounts.

The main factors the Board of BTA have considered in reaching this conclusion are summarised as follows:

BTA is a non-departmental public body that is funded by the Department for Culture, Media and Sport
(DCMS) through the Comprehensive Spending Review (CSR) process.

BTA operating cash flows, taking into consideration Grant in aid funding, remains positive and based on
current forecasts and budgets it will continue to do so for the foreseeable future;

The taxpayers deficit is considered to be primarily caused by the retirement benefit obligation and related
actuarial losses recognised in 2010 in the amount of £21,714,000 and which reflects a balance of
£29,463,000 at 31 March 2016;

Negotiations with the UK Pension Trustees are in progress in respect of the Triennial Actuarial Valuation,
which aims to reschedule a programme of repayments to clear the deficit, underpinned by support from
DCMS. It is expected that this process will be concluded during the 2016/17 financial year.

On this basis, the Board considers it appropriate to prepare the financial statements on a going concern basis.

Sally Balcombe
Accounting Officer

BTA

27 June 2016
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

2015/16 National Policy Context

In March 2015, the Department for Culture, Media & Sport (DCMS) published its Triennial Review of VisitBritain
and VisitEngland and concluded a continued need for the core functions of both organisations. However their
roles and responsibilities needed to be clarified and, as a result, it was recommended they would formally
separate. VisitBritain would focus on the international tourism promotion of Britain and its nations and regions and
VisitEngland on the development of standout tourism products (through the management of an English tourism
challenge fund) and domestic marketing.

While VisitBritain and VisitEngland started to implement some of the recommendations, most of them depended
on the results of the Comprehensive Spending Review which would determine the organisations’ funding and

have a major influence on their future.

2015 General Elections

The United Kingdom general election on 7 May 2015 saw David Cameron form the first Conservative majority
government since 1992. In the following months, the Chancellor announced measures aimed to bring down public
debt in 2015/16. Whereas DCMS received a reduction of 1% in its own budget, the respective core grants-in-aid
of both VisitBritain and VisitEngland were reduced by 0.35% for the year as a whole. GREAT funding and tourism
growth funds were not impacted by these cuts. This was an excellent result in an environment where other
organisations have seen cuts of up to 3% and testament to the value the government places on both VisitBritain
and VisitEngland.

Thanks to robust risk management planning in respect of our 2015/16 financial planning, core operational budgets
and plans were not impacted as a result of this announcement - the shortfall being covered through the

contingency budgets.

Government's five-point tourism plan

On 17 July 2015, the Prime Minister announced the Government’s five point plan to boost tourism across the UK,
committing not only to promote the UK as a GREAT place to visit for international visitors, but also to expand and
develop the offer to tourists to spread the benefits of its growth across the country.

The 5-point plan focuses on the following areas:

= A better coordinated sector — to reduce fragmentation and encourage local attractions and tourism
organisations to collaborate to help grow the sector;

=  Skills and jobs — to drive and retain talent in the sector to support and encourage growth;

= Common-sense regulation — to sensibly reform regulation in order to drive competition and improve the
tourism offer for visitors;

= Transport - by forging innovative links between the transport and tourism sectors to help visitors travel
outside of the capital; and

= Animproved welcome — to deliver a world-class welcome at the border.

A new inter-ministerial group has been formed with the aim of coordinating and aligning action across Government

to ensure that Britain has the right infrastructure in place to make it easy for visitors to discover the best of what
the country has to offer.
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

2015/16 National Policy Context (Continued)

The group is headed by the Culture Secretary John Whittingdale, and includes ministers from across Government,
including the Department for Communities and Local Government, the Department for Business, Innovation and
Skills, the Department for Environment, Food and Rural Affairs, Home Office, and the Foreign and Commonwealth
Office. Ministers from the Scottish, Welsh and Northern Ireland Governments will also be invited to join the group
when relevant.

The Comprehensive Spending Review (CSR) and its implications

Throughout the year, VisitBritain and VisitEngland worked on building their respective cases for the spending
review and autumn statement which would determine their funding from 2016/17 onwards.

The financial settlement outlined in the Spending Review for both VisitBritain and VisitEngland, with core budgets

unchanged, an additional £40 million for the Discover England Fund and an uplift in the GREAT monies was
positive, and a real endorsement of the value of the tourism sector.

The settlement also clarified a number of new priorities that both organisations would need to deliver on, within
the context of the British Tourist Authority. To ensure that both VisitBritain and VisitEngland’s activities are co-
ordinated and aligned and that maximum funding is channeled to front line delivery, the Government announced
that VisitBritain and VisitEngland would not separate, and therefore in terms of governance arrangements,
VisitEngland would continue to report into the British Tourist Authority and the VisitEngland board would be an
advisory body.

Following the CSR announcements in late November 2015, both VisitBritain and VisitEngland were required to
move quickly to define the implications of the settlement and the subsequent organisational redesign.

The new priorities, focus and structure of VisitBritain and VisitEngland are detailed at the end of the Performance
Report (page 36).
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

VisitBritain and VisitEngland Performance Report for the Year

A. 2015/16 Key Performance Indicators

VisitBritain
Indicator Result Result
Descriotion Definition for for Status
P 2014115  2015/16
Incremental The amount visitors spend in Britain Not vet
. that resulted from VisitBritain £769m : y n/a
Visitor Spend . . available?
Core interventions
Marketing . . .
Programme Marketing & PR Grant-in-aid spent on Marketing and £10.9m £10.6m On
Spend PR target
Partner
Contribution Cash and In-kind contributions from £9.5m £9.7m On
(Cash and In-kind  partners to VisitBritain activities ' ' target
Offers)
Indicator Result Target Results
Describtion Definition for for For Status
P 2014/15 2015/16 2015/16
. The estimated visitor spend in £266m
GREAT Cids(ijtltt)?galen d Britain that resulted from (Target £277m a\,:laoi;[a{j(ta* n/a
Campaign P VisitBritain interventions £200m)
— £4.8m
OEEN contrlbgt!on§ f'jom I (Target £3m £3m On target
partners to VisitBritain activities
£4.3m)
Indicator Definition Result for Result for
Description 2014/15 2015/16
Other
(HGILEICI Overseas Number of top and emerging markets VisitBritain 21 21
Presence operates in

2 Results not available until autumn 2016.
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

VisitBritain and VisitEngland Performance Report for the Year (Continued)

VisitEngland
Indicator el
Description Definition for Status
P 2015/16
el Additional The amount visitors spend in Englanq that would not
.. have happened had there not been VisitEngland On
DO T Ul interventions, including GREAT and GIA funded S target
GREAT Expenditure L ’ 9 9
activities
Marketing and L . o
Grant-in-aid spent on marketing and PR activities, On
PR including the campaign Holidays at Home are GREAT =2 target
Expenditure 9 paig y 9
Indicator 3 Year Cumulative
Describtion Definition Target to Results to 31 Status
P 2015 March 2015
. The number of indirect jobs
Indlrefzt Job created as a result of the 9,139 19,490 Target
RGF Creation L exceeded
G . programme activities
rowing
Z’ounﬁm Incremental The amount visitors spend in Taraet
ocally o England that resulted from £429m £1.05b 9
Project Visitor Spend VisitEnaland interventions exceeded
2012-15 9
Value of additional contributory
Other Eligible project funding and the Target
Match Funding  monetised value of in-kind A Sk exceeded

contributions
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

VisitBritain and VisitEngland Performance Report for the Year (Continued)

B. 2015/16 at a Glance

April — June 2015

Marketing
= Regional Funds launched

Co-ordination and management of a wide range
of regional funds throughout the year (GREAT
UK Challenge; Northern Tourism Growth; South-
West Tourism Growth; GREAT Inverness Loch
Ness; Hadrian’s Wall Connect Project; North-
East / Scandinavia; Yorkshire Rural Tourism;
Access for All)

= BBC Britain
Launch of a dedicated content portal that told a
compelling story of modern Britain, in

partnership with BBC Worldwide and British
Airways, live all year in our key GREAT markets

=  Holidays at Home are GREAT
VisitEngland partnership with Aardman to use
Shaun the Sheep in the new campaign delivered
in partnership with the UK Travel Trade and the
National Tourist Boards; incremental spending
of £97.2 million (almost £618 million over the
four years of the programme)

Retail

= Retail web platform upgraded
Which led to an increase of the online
conversion rates by 20% year on year for 8
consecutive months

Trade

= BritAgent training tool launched
A new and improved training tool for
international travel agents; 800 new registered
users in 40 countries (on top of the 25,000 users
from the previous programme)

= Destination Britain APMEA in Bali
53 UK tourism suppliers and 84 buyers from the
APMEA region met and did business over
35,000 appointments (3 times as much as in
2014)

Supporting industry

= www.visitbritain.org
VisitBritain’s new corporate and industry website
launched with easier access to data and market
intelligence to help tourism businesses make
market investment decisions

= Business Support Hub
Launch of VisitEngland’s knowledge bank of
support tools and information for the
independent tourism operator

July — September 2015

Marketing

=  Rugby World Cup hosted in Britain
VisitBritain and VisitEngland PR teams
supported this main sporting event by organising
global press trips and welcome media event

= Premier League Partnership
Partnership renewed for the eight season,
promoting Britain as the home of football through
a competition (6,500 entries) and significant
press coverage (audience of 1.15 billion people)

18

Trade

= Destination Britain Americas in Mexico
198 buyers, suppliers and travel trade media
meeting and doing business to grown inbound
tourism from the Americas; 5,000 business
meetings; North and Latin American tourism
buyers and media in one place for the first time




British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

VisitBritain and VisitEngland Performance Report for the Year (Continued)

October — December 2015

Marketing
= Bondis GREAT

VisitBritain was the official national tourism
partner for the release of SPECTRE;
Partnership with Sony Pictures Entertainment
and Metro-Goldwyn-Mayer Studios; 6 million
views of the Bond is GREAT video across more
than 70 countries; global Marketing and PR
campaign across US, France and Germany

= 2016, Year of the English Garden
Launch in November 2015 via media and trade
events; Partnership with P&O Ferry

Trade

= VIBE, in London and Liverpool
3,000 appointments between UK based tourism
suppliers and VisitBritain’s overseas and
departmental staff to help businesses with their
export decisions

January — March 2016

Marketing
=  GREAT Britain — Home of Amazing
Moments

Drive and inspire more visitors to come to Britain
by bringing an element of engagement for the
first time through #OMGB; Partnerships with
British Airways and Qatar Airways

= #OpenforBusiness
Recovery programme to promote domestic and
inbound tourism to flood-affected areas;
Partnerships with Virgin Trains and Heathrow
Airports

= #ShakespeareLives
Co-ordination of a wide variety of Shakespeare
related activities to drive visits to Britain to mark
400th anniversary of Shakespeare’s death

= New route Beijing-Manchester
Open in June 2016; promotion through a range
of marketing and trade activities

Trade

= Explore GB in Liverpool
300 suppliers and 300 buyers; over 30,000 one-
to-one meetings; and 15 familiarisation trips to
grow Britain product featured in international
trade portfolios

Digital

= www.visitbritain.org
Launch of a consolidated corporate website for
both VisitBritain and VisitEngland — a one-stop
shop on tourism for the industry

= www.visitbritain.com
Launch of the new consumer website, merging
the contents from the existing website, VB Blog
and LoveWall

Supporting industry

=  English Tourism Week
2016 Tourism Superstar; VisitEngland Awards
for Excellence; 200 specially arranged themed
events; etc.

= Discover England Fund
Delivery of a series of regional roadshows to
engage industry on VisitEngland’s new role and
the £40m Discover England Fund
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VisitBritain and VisitEngland Performance Report for the Year (Continued)

2015/16 Awards

= Award of Excellence (Travel/ Tourism) for
VisitBritain's LoveWall website, — 21st Annual
Communicator Awards 2015

= People’s Champ Award for VisitBritain’s
Tumblr — Pixel Awards

= Gold Lion (use of digital platform) and
Silver Lion (use of co-creation and user
generated content) for GREAT China Naming
campaign — Cannes Lion D’Or

= Best Integrated Campaign award for
GREAT China Naming campaign — The Drum
Dream awards

20

= Gold award for Sounds of Great Britain —
International Tourism Film Festival

= Digital Campaign of the Year award for
England’s Hall of Fame campaign — 2015 Public
Sector Communications

= London voted favourite destination, for
arts and culture — Condé Nast Middle East
Traveller Readers’ Awards

= Gold (Best Integrated Campaign) for One
Break, Two Cities campaign, in partnership with
Tourism Ireland — MEPRA awards
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VisitBritain and VisitEngland Performance Report for the Year (Continued)
C. Marketing and Partnerships Activities

GREAT Highlights

GREAT Britain — Home of Amazing Moments

Launched on 14 January 2016 in Brazil, China, France, Germany and the USA, GREAT Britain - Home of Amazing
Moments brought together VisitBritain’s previous marketing campaigns, promoting Britain’s key cities whilst
highlighting them as gateways to Britain's countryside - inspiring more visitors to come to Britain and explore
culture and countryside offering. For the first time the GREAT brand brings an element of engagement by
encouraging industry and visitors to upload and share images through their own social media channels using the
hashtag #OMGB (Oh My GREAT Britain).

British Airways (BA) supported the launch of the campaign, with a focus on North America, by allowing consumers
to book a flight after they were inspired by the content on omgb.com.

The campaign was also adapted to local markets. In the GCC market (the Gulf Cooperation Council comprising
Saudi Arabia, Kuwait, the United Arab Emirates, Qatar, Bahrain, and Oman), the campaign involved celebrities
who shared their moments on social media, and a partnership with Qatar Airways provided promotional offers to
fly into Britain’s regional gateways. In China, the campaign focused on literature, food and fashion and users were
encouraged to share their moments for a chance to be entered into the British Airways competition.

Holidays at Home are GREAT

In 2015/16 VisitEngland partnered with Aardman to use Shaun the Sheep as the main protagonist in the new
marketing campaign delivered in partnership with the UK Travel Trade and the National Tourist Boards. The
campaign is estimated to have delivered incremental spending of £97.2 million, and over the four years, the
programme has delivered incremental spending of almost £618 million.

Bond is GREAT

Bond was back in SPECTRE in 2015 and once again VisitBritain ran a global Bond is GREAT Britain film tourism
campaign in partnership with Sony Pictures Entertainment and Metro-Goldwyn-Mayer Studios across more than
70 countries. As the official national tourism partner for the theatrical release of SPECTRE, VisitBritain used a mix
of outdoor billboards, print, digital and social media, generating 177 million impacts across US, France and
Germany. Results include more than 6 million views of a Bond is GREAT video, while the #HomeofBond tag had
the potential to reach over 28 million consumers worldwide. In parallel, a global PR campaign invited travel and
lifestyle media to live the Bond lifestyle in Britain.

Other Campaigns

Year of the English Garden 2016

In celebration of one of England’s greatest attractions and to mark the 300th anniversary of Capability Brown —
the Shakespeare of English garden design, VisitEngland launched the 20716, Year of the English Garden
campaign with press events in Paris and London, generating widespread coverage in national, regional and online
media.

A programme of domestic and international activity to showcase English gardens and attract visitors throughout
England was mounted, including a high-impact digital campaign in France with P&O ferries, consumer and media
activity in Germany and The Netherlands and feature areas at the Excursions trade show and the British Tourism
& Travel Show.
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VisitBritain and VisitEngland Performance Report for the Year (Continued)

#OpenforBusiness

In response to negative coverage of flooding in parts of northern England and Scotland, VisitEngland and
VisitBritain worked closely with the No.10 Cabinet Office, DCMS and the affected areas to create a recovery
programme to drive awareness that local businesses in affected areas were open for business and boost bookings
to affected areas during half-term and Easter breaks.

VisitEngland ran a four-week campaign, supported by media activity, and also partnered with Virgin Trains who
offered a 30% discount on all train travels to affected areas (which generated 2,676 rail tickets sold). Griff's Great
Britain, an 8-part series on ITV, showcased multiple English locations.

VisitBritain also extended its partnership with Heathrow Airport to support flood hit regions. Running for six weeks,
the campaign had a potential reach of tens of millions of British and international passengers across all of
Heathrow’s terminals.

Interim results indicate 48% of the audience say that the campaign made them a lot or a little more likely to
consider the destinations shown for a holiday or short break and 12% of those recognisers having booked
accommodation. Overall, we generated 19 pieces of media which had the opportunity to be seen more than 10
million times. Full evaluation and booking data will be available in September 2016.

BBC Britain

In partnership with BBC Worldwide and British Airways, VisitBritain launched a global content hub to drive
bookings to Britain from Brazil, China, GCC, Germany, France, India, and USA. Evaluation will be available later
in 2016.

#ShakespearelLives

Working with a range of partners around the world, VisitBritain undertook a wide variety of Shakespeare related
activities around the anniversary of Shakespeare’s death, including a guide for international media, Shakespeare-
themed global press trips, digital and social media, trade activity and local competitions. Key markets included
the United States, Spain, Italy and Russia.

VisitBritain also partnered with the British Council and the GREAT partners to amplify the tourism message around
the Shakespeare Lives in Britain global competition in January. The competition received more than 20,000
entries, and nearly 14,000 opt-ins to VisitBritain’s newsletter.

Partnerships
Once again, VisitBritain developed a wide range of partnerships in 2015/16:
= The Premier League, for the eight season, promoting Britain as the home of football through a competition
(6,500 entries) and significant press coverage (audience of 1.15 billion people);
= Expedia — in the US, Australia and the Nordics across GREAT Core, National Tourism Growth Fund and
South-West Tourism Growth Fund, via microsites populated with rich content and product for the North
and South-West;
= easylJet—in France, Italy, The Netherlands and Switzerland, encompassing the great holiday experiences
visitors can have in Great Britain, as well as celebrating the 20 years of easyJet;
= Turkish Airlines — in the GCC market and in India to promote Edinburgh, Manchester, Birmingham and
London as gateways to the British countryside;
= Hainan Airlines — in China to promote the new route between Beijing and Manchester

Television and Film

On top of its activity, VisitBritain capitalised on TV and film connections to raise awareness of and drive bookings
to Britain. Highlights included its continued partnership with Downtown Abbey and a partnership with Turkish
Airlines around Shaandar, a Bollywood movie showcasing regional Britain and targeting the young upwardly
mobile Indian audience.
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British Tourist Authority trading as VisitBritain and VisitEngland

Annual Report and Financial Statements for the Year Ended 31 March 2016

VisitBritain and VisitEngland Performance Report for the Year (Continued)

China Visa Refund Scheme

To increase the number of Chinese visitors to the UK, and encourage them to explore more of Britain on their
visit, VisitBritain was charged with designing and administering a pilot for a China Visa Refund Scheme — an
initiative to refund the approximate cost of a UK visit visa for up to 50,000 Chinese visitors to the UK in 2015/16,
via approved tour operators in China.

By the end of April 2016, the scheme had received 16,384 claims and verified and paid 14,700 of them. Due to
the nature of government funding, its legal requirements and the market conditions, the Visa Refund Scheme was
carried out with a range of restrictions which contributed to a shortfall.

= VisitBritain was the sole government agent appointed to deliver the scheme.

= Each eligible agent could only receive up to a maximum of £150,000 from VisitBritain in scheme refunds -
equivalent to a cap of 1,800 UK visit claims per agent.

= The scheme only accepted products with 8 nights stay in the UK.

= The scheme was difficult to implement with the trade due to its complexity.

= The agents had to refund the cost of the visa upfront to consumers first, before submitting an application to
claim money back from VB.

= The whole cost of designing, implementing and administering the scheme needed to be managed within a
budget of £100,000.

Tourist Information

Following the launch of VisitEngland’s new Twitter hub website www.realtimetravelguide.co.uk in April 2015 to
share tourist information with visitors, partner engagement has grown to a total of 125 tourist information centre
and destination Twitter accounts represented on the site. Following two workshops in London and Birmingham,
there has been a clear and demonstrable change in the way that partners message through their Twitter accounts
which has resulted in a 95% increase in followers, 653% increase in engagement, and a potential reach of 273
million users since the site was launched.

D. PR and Media Relations

International Media and Destination PR

Our overall results have shown that 65% of our coverage is consumed by digital channels, through online travel
and lifestyle websites, newspapers and blogs. 12,500 pieces of coverage were generated reaching a potential
global audience of billions worldwide.

Highlights of the year include:

=  Working with a greater number of bloggers, YouTubers and instagrammers, which has given VisitBritain
access to a different audience and grown its sphere of influence;

=  VisitBritain Visiting Journalist Programme which brought media and influencers to Britain;

= Increased number of global GREAT press trips to deliver coverage on the GREAT campaign pillar
themes, working in alliance with our Strategic Partners and the wider tourism industry;

= Increased editorial content with new content guides and strengthened online media centre, delivering
content on all of Britain’s regions and campaigns.

National Media

Highlights of England PR activity in 2015/16 include the following:
= St George’s Day social media campaign which generated the most click-throughs VisitEngland has ever
received for Facebook and the number of re-tweets were around ten times their usual level on that day;
= Home of Sport, designed to celebrate English sporting heritage across the country;
= A new partnership with Disney and Egmont Publishing to support the publication of the Poohsticks
Handbook;
= The first dedicated bloggers’ press trip organised by VisitEngland.
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VisitBritain and VisitEngland Performance Report for the Year (Continued)
These campaigns, among others, generated significant coverage in key media, such as press (The Independent,
The Sunday Mirror, The Sunday Times, National Geographic...), national and regional TV, radio outlets, blogs

and saw an increase in the number of the followers on our social media.

2015/16 PR Highlight: The Rugby World Cup

The spotlight was on Britain, with England and Wales hosting the Rugby World Cup in 2015. VisitBritain and
VisitEngland seized the opportunity to capitalise on the heightened media interest in Britain to generate significant
coverage on visiting England and Britain. Activity included a series of individual and global press trips with 15
journalists from South Africa, Argentina, Japan, France, Canada, UAE and Hong Kong, as well as national titles
including The Times, The Daily Telegraph, The Evening Standard, The Independent and The Daily Express; a
co-hosted welcome media event in Rugby; a briefing for the Foreign Press Association at Twickenham; and
supporting international rights holding broadcasters, such as South Africa Broadcasting Corporation, and NBC in
the US. 334 pieces of print, online and broadcast content were generated as a result of our international media
relations activity.

E. Trade

Reaching Trade Online

VisitBritain’s dedicated travel trade website has attracted over 67,000 visits from over 140 countries since its
launch in 2014. The site supports 9 languages making it easier for the UK industry to reach international travel
trade buyers.

In April 2015, we launched a new and improved training tool for international travel agents — BritAgent. The
scheme has obtained over 800 new registered users in 40 countries and is re-engaging with over 25,000 users

from the previous programme.

Travel Trade in England

England Expert, VisitEngland’s online training programme for travel agents, continued to grow with an additional
180 individual travel agents trained in 2015/16 (the total number to date is 1,116). A further 130 travel agents also
received face-to-face training through a series of roadshow events organised by Travel Weekly and 400 Thomas
Cook agents were trained through a series of product training sessions.

VisitEngland organised the annual Big English Breakfast at the ABTA Convention 2015 in association with Bourne
Leisure, Hoseason’s, Shearings Holidays and Superbreak. A panel discussion was organised covering key topics
from innovation to challenges and opportunities facing the sector. This event was attended by 17 media contacts
from key national and travel trade titles.

International Events

During the year, VisitBritain organised eight main events around the world, attended by nearly 700 UK delegates
and more than 700 buyers, to grow Britain product featured in international operators’ programmes. VisitBritain
also attended two international exhibitions, taking along 48 UK delegates.

A highlight of the year was the second edition of Explore GB which took place in March 2016 in Liverpool, with
300 suppliers and 300 buyers participating in a total of over 30,000 one-to-one meetings. A gala dinner was held
at Liverpool Cathedral and buyers then enjoyed one of the 15 familiarisation trips organised across Britain.

Results will be available later in 2016 and are expected to build on the successes of 2014/15, when VisitBritain’s

incremental spend from overseas B2B activity was £284 million and UK businesses increased turnover by £2.5
million as a direct result of participating in VisitBritain B2B activity.
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Bid Support for Business Visits and Events

The Ministerial Bid Support Initiative has been managed by VisitEngland, in conjunction with DCMS, since May
2013. It gives English destinations the opportunity to request ministerial support, in the form of bid support letters,
to include in bids to host major international business events including association congresses, corporate events
and exhibitions. In 2014/15, 11 bid support requests that VisitEngland received secured ministerial letters of
support; six of those events have now been won with four lost and one outstanding. In 2015/16 VisitEngland has
received eight requests with six letters secured and two outstanding. All these events are currently at bid stage
so none have yet been confirmed won or lost.

F. The Digital Transformation Programme
VisitBritain’s Digital Transformation Programme, launched in September 2014 to replace existing websites with a
single strategic platform underpinned by a new Customer Relationship Management system, has seen phase one

deliver £0.54 million of benefits per annum (vs a business case of £0.4m per annum).

2015/16 main deliverables

= April 2015 — BritAgent, the trade website
= June 2015 — www.visitbritain.org, the corporate/industry website
=  March 2016 — www.visitbritain.com, the consumer website
o Contents from the existing website, VB Blog and LoveWall merged
o Content management system designed to empower VisitBritain staff in each market to publish
content relevant to their local audience
= March 2016 — The consolidated VisitBritain/VisitEngland corporate/industry website and CRM

2015/16 online performance
= c. 9 million total visits to combined VisitBritain.com, Lovewall and blog

Facebook: 3 million total page likes on LoveGREATBritain

Twitter: 320,000 followers to @VisitBritain (+12% YQY)
Instagram: 200,000 followers to @LoveGreatBritain (+150% YQOY)
Weibo: 610,000 followers to @VisitBritain (+20% YQOY)

G. Retail

The VisitBritain online shops sell essential products that many tourists need when they visit the UK, covering
airport transfer tickets, train tickets, attractions, tours and sightseeing passes.

In order to develop and improve the online experience for travellers to the UK, an upgraded web platform was
launched in June 2015 to ensure that the experience met customer expectations and changing trends in
technology. The result has been an average increase in online conversion rates of 20% year on year for eight
consecutive months.

Currently the platform sells over 200 products across 12 different country websites in seven different
languages. It is on course to deliver £22 million revenue in the financial year ending March 2016, providing a

net contribution of £1.8 million to the VisitBritain business. This represents the fifth consecutive year of double
digit growth.
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H. Delivering Organisational Efficiencies

Good governance, along with efficient and effective business processes, serve to ensure the BTA can deliver its
strategic and operational plans and secure value for money from the deployment of public money. In general, we
have robust systems, policies and procedures in place to ensure that best practice is adhered to in all areas of
financial and non-financial governance, but we continually strive to make improvements.

The Shared Business Services team supports the organisation in these endeavours, providing professional and
technical advice and support. The team has made significant progress in supporting the recommendations from
the Government’s Triennial Review and subsequently the CSR15 process and outcomes.

The team led or supported a range of key projects and initiatives in 2015/16 which included:

= Providing support and advice on the organisation design development work and plans for development
of new capabilities and competencies.

=  Supporting the organisational restructuring in the final quarter of the financial year.

= A review of Shared Business Services which was undertaken engaging representatives across the
business as a whole; establishing baseline costs and service provision which were compared to other
public/ Government sector provision.

= The development of new technologies to ensure continued support for the global infrastructure of the
organisation.

= The development and improvement of business resilience.

= Areview of systems and processes to improve operational efficiency and effectiveness.

= A further review contracts to drive efficiency and best value.

= Progressing the Actuarial Pension Valuation; liaising with UK Trustees, The Pensions Regulator and
DCMS.

= The agreement of a new VAT recovery methodology with HMRC.

= Providing support to a range of projects and management of the various "Funds”.

BTA Shared Business Services made good progress in identifying and implementing a number of efficiency

and cost reduction initiatives in 2015/16; delivering £450,000 (TBC) in cashable savings to the organisation
through both internal reductions and savings in third party contracts.

Other key business developments included:

= Pension arrangements: both in terms of the Triennial Actuarial Valuation of the BTB scheme in the UK, the
pension arrangements in the USA and looking into the future. During 2015/16, the Board approved an outline
Pension Strategy, which initiated exploration of future pension arrangement options, with the aim to secure
affordable long-term benefits provision for the organisation which is Treasury compliant in the UK and enables
the organisation to offer suitable benefit packages.

= Procurement: Following the recommendations of the NAO review in 2014, the BTA has reviewed and put
in place a new suite of procurement policies and processes to ensure future compliance and match current
government requirements and legislation. Relevant staff have undertaken training for the new procedures and the
BTA has renegotiated agreements with private sector sponsors, or entered into new agreements where required,
to ensure that public money is spent appropriately within the Cabinet Office mandated approach. The BTA has
also agreed a revised process for its advertising and media procurement requirements, which uses the OJEU
“Light Touch Regime”, and has been approved by Cabinet Office and DCMS.
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. Trusted Advisor to Industry and Government

Supporting HM Government

Alongside their work with partners and the travel trade, VisitBritain/VisitEngland continued to be an essential
advisor to industry and government on matters affecting Britain’s standing as a leading tourism market, making
the case for tourism to be prioritised in policy making. It supported No 10, DCMS and Ministers throughout the
years and in the development of the Five Point Plan for tourism and continues to support in its delivery. It also
continued to support the wider government agenda, putting on an event for the Chancellor in Chengdu to launch
the Northern campaign and supporting the People to People dialogue between the British and Chinese
governments.

In 2015/16, VisitBritain has worked with the All Party Parliamentary Groups on China and the Visitor Economy
and provided briefings to MPs, Lords and Ministers for Parliamentary debates and overseas speeches. We have
responded to a variety of consultations, including: