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Our role

Drives growth from tourism 

across the nations and regions 

so local communities feel the 

benefits

Sells Britain internationally as a 

visitor destination

Delivers for Government & 

Taxpayers: supports people-to-

people connections

Simplifying a regional structure 

for English tourism to grow 

sustainable local visitor 

economies

Industry development support  

via accredited destinations to 

drive sustainable & inclusive 

growth

Win business events, 

positioning Britain as a global 

convener, supporting priority 

sectors and seasonal spread



Presentation overview

Priority 

areas for 

delivery

LVEPs – where are we 

2 years in?
LVEP 

Programme

Shaftesbury, Dorset: VisitBritain/Kelsey Harrington

Areas of support for 

LVEPs

International 
#StarringGreatBritain 



Recap - What did the de 
Bois review recommend?

• Accreditation process to create a national 
portfolio of Destination Management 
Organisations (DMOs) and minimise 
fragmentation

• The national portfolio split into two tiers – a top 
tier of Destination Development Partnerships 
(DDPs) and a second tier of accredited Tourist 
Boards (Local Visitor Economy Partnerships)

• VisitEngland responsible for new tiered 
accreditation structure

• Importance of Destination Management Plan as 
the strategy for the destination

Dedham: VisitBritain/Joel Whittaker
Swanage, Dorset: VisitBritain/The TravelBook



Implementing the DMO review 

VisitEngland is:

• Accrediting a portfolio of nationally supported, 

strategic and high-performing Local Visitor Economy 

Partnerships (LVEPs)

• Implementing Destination Development Partnership 

(DDP) pilots in the North-East and West Midlands

• Great destinations are great places to live and work as well as to visit

• Strong leadership and governance means more likely to generate sustainable growth in the 

local visitor economy

• They can drive place-shaping agenda

• They can create value-added jobs, bring in new talent and stimulate innovation



The New 
Structure

What is a Local Visitor 

Economy Partnership?

A strategic, high-performing 

DMO recognised by 

VisitEngland, DCMS and 

wider government. Over 38 

so far. 

What is a Destination Development 

Partnership?

A strategic partnership of LVEPs, delivering a 

visitor economy growth programme in line with 

national priorities, funded by government.



What does an LVEP have to demonstrate? (core criteria)

Covers an important 

geography 

(city region or county)

and no overlap with 

others

Recognition and 

funding from private 

and public sector

Well integrated with 

local tourism 

businesses and local 

government

A destination 

management plan 

or tourism strategy

Capacity of 

organisation 

reflective of size and 

importance of 

destination

Works in partnership 

with other 

destinations in the 

region



What we have seen & heard from LVEPs so far…

Reducing 
fragmentation 

Public sector 
engagement

Enabled cross 
government 

working

Increased profile 
with businesses

PR and 
Marketing 
platforms

Increased 
opportunities & 

profile



What does LVEP status mean for you?

• A clear strategic link from the local to the national level

• National network of peer-support and best-practice sharing opportunities 

• Support from Regional Development Lead, including development of 
Growth Plan

• Central thought leadership, expertise, support and tools, e.g. Accessibility, 
Sustainability/Regenerative tourism 

• Training programme for LVEPs and businesses 

• Enhanced destination insights and intelligence

• Opportunity to benefit from our marketing and travel trade activity, website, 
PR, trade missions and events 

• Recognised national status

• Working with DCMS to raise the profile of LVEPs amongst ALBs and other 
government departments 



Future of the LVEP programme - Engagement with 
government

Tourism minister speech – “We had 41 million visitors before the pandemic, 38 million last year - I want to reach 50 million by 2030….. 
The Local Visitor Economy Partnerships have been doing some great work and I’d like to roll them out further. We can build on the 
Destination Development Pilots too.”

Inputting into the Comprehensive Spending Review 2026-29 – positioning the LVEP programme and pitching for DDP rollout

Positioning LVEPs to deliver on DCMS priorities in new visitor economy strategy for England

• Growth and good jobs in every place

• Richer lives with choices and opportunities for all

• A more socially cohesive country with an inclusive national story 

Raising awareness of LVEPs across govt departments and engagement with other ALBs through the Regional Place Partnership

Working with LVEPs, DCMS and MHCLG on devolution and supporting MCAs



Priority LVEP Areas of Delivery
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VisitEngland LVEP Support Programme (25-26)

Visitor Economy 

Strategy

LVEP Growth Plan 

(incl. KPIs)

International Ready 

Programme

Data and Research 

Programme

LVEP Conference 

and Best Practice 

sharing

Public Affairs 

activity and MP 

engagement

Toolkits 

and training

Navigating 

devolution and 

mayoral 

engagement  



LVEP Training and Toolkits - 2025

• VisitEngland Academy 

• Grant Funding and Bid Writing 
Toolkits

• E-Commerce and Digital Marketing             
e-learning courses 

• Travel Trade Engagement content

• Business Events toolkit and training

• Welcoming LGBTQIA++ Customers

• Taking Englands Wine Tourism to 
the World  



Accessibility and Inclusion

• VisitEngland Accessible and Inclusive 

Tourism Toolkit for Businesses

• Holistic guidance with real-life case studies

• Downloadable business-specific actionable 

checklists and top tips

• Technical guidance

• AccessAble initiative

• 20+ LVEPs partnering with AccessAble

• LVEP Accessibility Support Programme

• Support LVEPs through the Toolkit and Kick-

Start Programme



Regenerative Tourism Handbook for Businesses



The Social Value of the Visitor Economy

The Social Value of Tourism | VisitBritain.org

https://www.visitbritain.org/research-insights/social-value-tourism


English Tourism Week 2026

• Next year, English Tourism Week will run from 13th-22nd March

• The focus will be on supporting people and places to drive growth, celebrating the people, places, businesses, 

attractions, experiences and destinations at the heart of England's tourism sector and recognising the vital 

contribution the sector makes to the UK and regional economies. 

• This will be reflected in the industry toolkit (launching next month) which will include the slogan “Local Stories, 

National Growth — Celebrating English Tourism”. The hashtag will be #EnglishTourismWeek26.



Tourism Superstar

• VisitEngland’s annual Tourism Superstar competition is 

now open for nominations

• The Tourism Superstar award, which was won last year by 

the Southampton Saints, is open to individuals as well as 

small teams of up to ten members who are actively working 

on the front lines of England's tourism industry..

• Nominations will close on 26 November



VisitBritain - attracting international visitors

Dorchester: Sculpture by the Lakes



Rebuilding Inbound Value

Position Britain as a dynamic, diverse, sustainable and inclusive destination, prioritising 

regional and seasonal dispersion and improved productivity.

Connect & Distribute

Supporting LVEPss International Strategy - Linking buyers and suppliers 

through familiarisation visits and trade shows

Inspire

Launch of new and innovative marketing campaigns

Convert

Working with Airports, airlines and booking agents



Inspire – Adopting a creative approach to offset 
challenge

• Our audience are familiar with Britain, especially London. Despite our efforts, 

Britain is still not viewed as a welcoming destination and there is little urgency to 

visit. It is viewed as a museum of things to see one day. 

• We need to get international consumers visiting Britain this year, not one day. We 

need to win hearts and minds.

• Competition is also fiercer than ever with competitors outspending Britain to win 

their share of the inbound market. 

• We need a bold, creative, ownable platform that breeds ideas and content that 

will drive fame, cut-through and create talkability across multiple years inspiring 

international consumers to consider and book a trip to Britain.  



#StarringGreatBritain 

• What’s been filmed in your destination or at 

your business? 

• What stories, products & experiences can 

you talk about on the back of film & TV and 

integrate into your tour programmes?

• Think creatively about milestones & 

anniversaries – how do you lean into these 

on social or through PR?

• What’s in production now? Keep an eye on 

series being commissioned for season 2 & 

beyond



Destination management plan 

• But how do you take advantage of all this…. 

• Partnership 

• Collaboration 

• Planning 



Thank You

For latest updates, 
subscribe to our 
industry newsletter here:

Connect to our socials:
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