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Destination marketing

LOBBYINGL$ONS
STATESIDE

Philip Cooke soys with swingeing cuts in government

budgets l ikely this yeor,  the UK must leorn from.the US dest inot ion
morket ing ond business tour ism's buying ond funding experience.

hey say that those who Live by the
sword die by the sword; and as far as
UK tour ism is  concerned,  those who

have lived by government funding are now
starlng into the abyss. Few pubtic-funded
agencies wiLl. be abl.e to withstand the
conseouences of  the UK recession and the
government's f824bn debt mountain.

Tour ism agency,  Vis i tBr i ta in,  is  t ry ing to
both capitatise on and prepare for the 201 2
London 0tympics against  a background of  a
20 per  cent  budget  cut .

Those who work for the government wit[
make the best  of  th ings;  those in
government  wi t t  t ry  to  just i fy  thei r  act ions;
and those in opposi t ion and the media wi t t
condemn the government  for  i ts  lack of
fores ight  and industry  support .

In  the USA, tour ism, or 'dest inat ion
marketing', is less retiant on federal
funding,  i t  is  targety dependent  on [oca[
government  at locat ions,  and the pubt ic  and
private sectors have come together to f ight
for the importance of the highLy-l.Lrcrative
conference and meetings sector.

Tourism professionats in the States have
always worked much more ctosety with the
private sector and traditionatty enjoyed
income produced by a range of [oca[ taxes,
such as the hote l  bed tax and the
restaurant sates tax.

Scottsdate in Arizona last year experienced
a 30 per cent slump in tourism-retated
business,  so the c i ty  counci I  is  consider ing
a two per cent increase in the locaI bed tax,
which coutd ra ise an addi t ional .  $5.5m per

annum to boost  the c i ty 's  tour ism
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THE RTTURN ON INVESTMENT
or U.S BUSINESS TRAVEL
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Stateside asociat ions have lessons for  the UK
meet ings industry in f ight ing negat ive rhetor ic

devetopment programme.
This tocatty determined action could never

happen in the UK where 'hypothecated ' ,  or
earmarked, taxation is virtually unheard of
and where government revenues are highty
centra[ised and controlted.

Most  tour ism organisat ions in  Amer ica
are members of  the Dest inat ion Market ing
Associat ion Internat iona[  (DMAI)  which
recent[y joined forces with the US Travel
Associat ion to estabt ish a fundrais ing
foundat ion.  A campaign war-chest  of  $4m
was ra ised,  now being used to f inance a
nat ionwide programme of  economic impact
modet l ing,  pot i t icat  advocacy and a
campaign against  the 'negat ive rhetor ic '

directed at the industry, after business
tour ism found i tset f  v ic t imised as both a
symptom of, and a scapegoat for, corporate
exceSs.

The foundat ion recent ty  pubt ished another
report, 'The Return on Investment of US
Business Trave[ ' ,  which concluded that
every doltar spent on business travel
produces US$12.50 in incrementaI  vatue,
and that curbing business traveI severe[y
damages business ef f  ic iency.

Senior  negot iat ing teams f rom the DMAI
and US Travel are taking key messages out
to the pot i t ic ians,  inc luding:

. The traveI industry is the fifth [argest
emptoyer in the US with 7.7m workers

. Domestic and internationaI travel is a
$7aOUn industry  producing $1 1 5bn in
federa[, state and iocal tax revenues

. Business travet, particu[arty meetings
and events, are core functions that hetp
companies st rengthen retat ionships and
educate emptoyees and customers

Those working in the pubticty-funded
sectors of the UK tourism industry are,
neverthetess bracing themselves for
d i f f icut t  t imes ahead,  as they are
increasingty decoupted f rom inf luence and
funding at atl levets of government.

So,  perhaps now woutd be a good t ime for
the UK to look more closely at US
pubtic/private sector partnership mode[s
and organise a uni f ied industry-wide
resoonse in defence of  the UK tour ism
industry ?

Phitip Cooke.is director of the Destination
Marketing Group. wwwthedmg.co.uk
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