[image: ]
Written evidence submitted by Landsec
[bookmark: _Hlk196713412]OVERVIEW 
As one of the UK’s largest real estate investors and developers, we curate places which are designed to stand the test of time. Whether it’s at One New Change in the heart of London, Liverpool ONE or St David’s Dewi Sant in Cardiff, our £11bn portfolio of destinations across England, Wales and Scotland gives us deep insight into the emerging trends within UK tourism.
The success of our places depends on strong partnership with our brands, local authorities and communities. We know what matters to our partners, and how government policy could be better used to drive further inward investment to the UK.
We therefore welcome the Committee’s inquiry into the future of UK tourism. The sector has regained momentum, but competition between destinations is intensifying and policy choices will play a decisive role in determining whether the UK captures a greater share of domestic and international visitor spend. There is significant headroom for growth across UK regions, and in places where we’re already invested, our business is well placed to support that wider regional growth. 
The impact of well run and well-connected places shows in results with our performance metrics outperforming the UK benchmark. Sales growth in the golden quarter of 2025 showing growth +4.9% vs –0.2.% benchmark; leisure and hospitality sales growth +6.2% vs +2.1% benchmark and retail portfolio occupancy at 96.6% vs 90% benchmarked data. 

WHY MAJOR RETAIL AND LEISURE DESTINATIONS MATTER TO TOURISM
Well-invested, regionally significant destinations can be powerful tourism assets. Landsec’s recent investment in Liverpool ONE (attracting over 33m visitors per year) together with ongoing investment in many other major destinations reflects confidence in premium retail and leisure as a sustained draw for visitors and brands.
These places do more than drive spend. They support city centre vitality, complement cultural and seasonal events, and create social value through jobs, skills and stronger public spaces.
Results show visitors increasingly favour destinations that combine retail, hospitality, leisure and high-quality public realm, helping to increase dwell time and support a wider mix of businesses.
Successful destinations should reflect local character and reinforce pride of place, rather than replicate a generic offer.
We believe the Government should recognise major retail and leisure destinations as part of the UK’s tourism infrastructure, with relevance for transport, marketing and regeneration policy.
Recommendation
· Government should more explicitly treat major regional retail and leisure destinations as strategic tourism assets and ensure they are reflected in national promotion, regional transport planning and local regeneration policy.

INTERNATIONAL COMPETITIVENESS AND TAX POLICY
A central issue for the inquiry is whether the UK remains competitive against comparable international destinations. 
From our perspective, the removal of VAT-free shopping for international visitors remains a material weakness in the UK’s tourism offer. It has reduced the country’s competitiveness for high-spending visitors and weakened a source of spending that benefits not just luxury retail, but also hospitality, transport and surrounding businesses.
Evidence from wider industry analysis suggests that the ending of tax-free shopping has diverted spending towards cities such as Paris and Milan, with research arguing that the policy has reduced GDP and deterred additional overseas visitors. More recent reporting has similarly indicated that European cities have gained ground while UK retail destinations have lost share of high-value visitor spend. (Source: Association for International Retail) 
For major destinations, the impact is broader than individual transactions. Lower international spend can reduce footfall, weaken brand confidence in UK locations and diminish the spillover benefits that visitor spending brings to regional economies.
Recommendation
· The Government should review new data sets and consider reinstating a modern, digital VAT-free shopping scheme for international visitors as part of a broader strategy to strengthen the UK’s competitiveness and increase visitor spend across the economy. 

DEVOLUTION, VISITOR LEVIES AND LOCAL PARTNERSHIP
The inquiry also asks how tourism policy should operate in a more devolved environment, including the proposed power for mayors to apply overnight visitor levies.
Our business has long been supportive of the devolution agenda. Overnight visitor levies are present across many European economies, and we do not fundamentally oppose them. However, we are concerned that with local authorities struggling to finance statutory spend, let alone other initiatives, the visitor levy may become another tool for councils to bridge funding shortfalls. For the levy to be effective and supported, funds accrued must be ringfenced for spend which directly improves the public realm and tourism in our cities. 
What’s more, we would like to see a national approach to policy in this area. A fragmented patchwork of different charges and rules risks confusing visitors and making the UK feel less straightforward and less competitive. 
Recommendation 
· Ensure a clear framework for any levy if introduced, operating within a consistent national framework. Proceeds should be transparently ring-fenced for tourism-related improvements such as public realm, signage, safety, cleanliness and transport connectivity (and not to ‘top up’ local funds)

PRIORITY ACTIONS FOR GOVERNMENT
We believe that the UK can strengthen the long-term resilience of its tourism economy by focusing on the following priorities:

1. Restore international competitiveness by reviewing the case for a digital VAT-free shopping scheme.
2. Avoid a fragmented approach to visitor levies by establishing national principles, clear transparency and ring-fencing for tourism improvements.
3. Embed sustainability and social impact more consistently across tourism policy so that future growth supports environmental objectives as well as local jobs, skills and community outcomes.
4. Recognise major retail and leisure destinations as strategic parts of the tourism offer and reflect them in transport, regeneration and destination development.
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