Written evidence submitted by WineGB

Why is the domestic UK wine sector interested in tourism?
The UK’s wine sector is geographically diverse, spanning counties and regions from Cornwall and Wales to Yorkshire, Essex, Sussex, Suffolk, and across the Midlands. It supports high-quality, multi-skilled jobs in rural communities and attracts individuals from varied backgrounds, including amongst others:
· farmers diversifying their holdings
· drinks industry professionals seeking independence, and
· career changers and families pursuing a passion-driven second career.

There were 1.5 million visits to a vineyard or winery in 2023 – up 55% from 2022[footnoteRef:2] – which shows that hospitality /tourism is a growing part of the domestic wine sector.   [2:  WineGB Industry Reports 2024 and 2023 ] 


Visit Britain has estimated that there are 16 million potential tourists, including 42% of inbound visitors, who have expressed an interest in a vineyard /winery visit[footnoteRef:3].   [3:  Visit Britain MIDAS Report December 2022 and VisitBritain 2023 annual report,] 


Tourism and tourism experiences are a key means of a vineyard / wine business growing their business while also diversifying their revenue stream and contributing to increased financial stability.  Wine tourism accounts for nearly 25% of total income for those vineyards that engage in it[footnoteRef:4].   [4:  WineGB Industry Report 2024.] 


60% of WineGB Industry Survey respondents expect over 20% growth in visitor numbers in next five years.  A similar percentage of respondents have said that they plan to invest in their on-site wine tourism in the next 12 months.  The top three targets of such investment is: 
· the food offerings at the vineyard
· their capacity to host on-site events, and 
· their on-site accommodation.

For wine businesses that embrace tourism, it is a vital part of their business model and resilience.  On-site sales, both one-off and repeat, help stabilise revenue and support adjacent sales.  In 2024, approximately 19% of UK wine sales (1.75 million bottles out of 9.1million) were made directly to tourists and repeat local customers via the cellar door[footnoteRef:5]. [5:  Ibid] 


Even among those without a formal tourism offering, most provide cellar door services to repeat local customers and, in some cases, offer seasonal or ad-hoc tourism experiences.


The Committee’s Call for Evidence
From the Terms of Reference of the Call for Evidence (CfE) the most relevant questions for the domestic UK Wine Sector are:  

Q 2)	How effectively do government structures and working arrangements support the tourism sector?

i. How well do VisitBritain/VisitEngland and Destination Management Organisations support the sector? How well do they compare to equivalent bodies in other countries?
WineGB has a very good working relationship with VisitBritain /VisitEngland.  They provide a strong national framework for tourism promotion, research, and international market access.  Their role in brand-building, market intelligence, and overseas exposure is widely recognised, and they compare reasonably well with equivalent national tourism bodies in other countries in terms of strategic capability while working with a fraction of the budget that their equivalents have.
VisitEngland provides targeted and effective support to the wine tourism sector, particularly through skills development, business capability‑building and access to international markets. Its strongest contribution is the direct delivery of sector‑specific tourism training in partnership with WineGB.  Programmes such as “Taking England’s Wine Tourism to the World” have been jointly developed and delivered by VisitEngland and WineGB, adapting internationally recognised wine tourism models (e.g. Wine Australia’s wine tourism training programme) for the English context.  These courses, delivered both online and in person to over 400 member representatives, focused on inbound visitor behaviour, experience design, distribution channels and pricing, and are made available free or at low cost, ensuring accessibility for the micro and small businesses that dominate the sector.
VisitEngland’s approach was particularly effective because it combined national market intelligence and tourism expertise with industry‑specific knowledge from WineGB.  By hosting VisitEngland‑led workshops for WineGB members and supporting tailored Academy courses, VisitEngland helped improved skills, confidence and market awareness among our member vineyards who were looking to expand their tourism offering.  
However, the impact of VisitEngland’s national‑level support has been constrained at local level by the limited capacity of destination management organisations (DMOs) such as Local Visitor Economy Partnerships (LVEPs) and Destination Development Partnerships (DDPs) to sustain delivery.  
DMO’s such as LVEPs and DDPs play a vital role in supporting tourism businesses at local and regional level.  For micro, small and medium‑sized enterprises such as vineyards and wineries, these bodies are often the main source of marketing support, coordination, skills development and destination planning.  However, LVEPs and DDPs lack stable public funding, restricting their ability to follow through with coordinated product development, workforce planning and destination‑wide support.  
Many LVEPs are highly dependent on commercial income to deliver on their remit.  Membership fees of £500 or more, alongside additional charges of £699–£1,999 to access services, are a significant barrier for micro and small businesses.  These risks excluding precisely those businesses that have the greatest potential to grow visitor experiences and diversify rural economies.  It also limits LVEP’s ability to focus on destination‑wide development rather than prioritising fee‑paying members.
As a result, VisitEngland’s intervention is most effective where it engages directly with the sector, but less consistently translated into place‑based growth.  
Strengthening the funding and delivery capacity of DMOs would allow VisitEngland’s support to achieve greater long‑term impact and bring England more closely into line with international competitors.
Guaranteed public sector funding would allow LVEPs to support a wider community of businesses and help vineyards grow their tourism offer.  National funding for DDPs would also enable more effective product and skills development across larger areas, improving access to staff and overseas markets.
A second priority is increasing the budgets of national tourist boards so they are comparable with those of competitor destinations.  VisitBritain, VisitEngland and Visit Wales operate with reduced marketing and promotion budgets following cuts and inflationary pressures.  Reinstating or increasing these budgets would help put the UK on a level playing field with other European destinations and strengthen the competitiveness of sectors such as English and Welsh wine tourism.


Q 3)	What opportunities exist to increase inward investment into tourism infrastructure and what changes may be needed to encourage it?

i. Which areas have seen the biggest growth in inbound tourism and why?
We believe that our sector, though small in the broad tourism ecosystem, has shown one of the larger growths in inbound tourism proportional to its size.  
As stated earlier in this submission there were 1.5 million visits to a vineyard or winery in 2023, up 55% from 2022[footnoteRef:6], which shows that hospitality /tourism is a growing part of the domestic wine sector.   [6:  WineGB Industry Reports 2024 and 2023 ] 

As also stated earlier, Visit Britain has estimated that there are 16 million potential wine tourists, including 42% of inbound visitors, who have expressed an interest in a vineyard /winery visit[footnoteRef:7].   [7:  Visit Britain MIDAS Report December 2022 and VisitBritain 2023 annual report,] 

In the predominantly rural areas of the UK where the UK’s wine sector is to be found it supports high-quality, multi-skilled jobs and the wider economy.  60% of WineGB Industry Survey respondents expect over 20% growth in visitor numbers in next five years.  A similar percentage of respondents have said that they plan to invest in their on-site wine tourism in the next 12 months.  

ii. How can investment be unlocked in all parts of the country?
From a domestic wine tourism perspective WineGB’s proposal for Wine Tourism Relief (WTR) which is an excise duty relief on wines sold directly through cellar doors would, we believe, help unlock greater investment in our sector’s tourism offering.  This targeted measure would support rural businesses, jobs, and communities by allowing vineyards to reinvest more of their revenue locally. 
WTR would encourage investment in skilled employment, business growth and would encourage diversification into wine tourism by those wine businesses not already engaged in it.  Those businesses (circa 300) who engage in wine tourism generate around a quarter of their income by offering tours, tastings, dining, and on-site accommodation.  Direct sales, both to tourists and repeat local customers, are central to this model and help stabilise income while boosting confidence to invest.
WTR would apply to on-site cellar door sales only, capped at 50,000 bottles per producer, with no cliff edge.  In 2024, such sales totalled 1.73 million bottles, just 0.125% of the UK wine market. Limiting the relief would reduce the duty base slightly (by around 1.4 to 1.6 million bottles) at an estimated cost of about £6 million to the Exchequer.  This modest fiscal impact would deliver disproportionate benefits in terms of rural growth, tourism expansion, and long-term industry sustainability.
Additionally, guaranteed public sector funding would allow DMOs, LVEPs and DPPs to support a wider community of businesses and help vineyards grow their tourism offer.  National funding would also enable more effective product and skills development across larger areas, improving access to staff and overseas markets.

Q 5)	How effectively is the domestic tourism sector functioning across the UK? 

Wine tourism is a rural activity.  Where it is offered it works well despite the challenges it faces.  The largest challenge to tourism in our sector, and we expect to many if not all tourist offerings in rural settings, is infrastructure connectivity.  By that we mean in particular transport infrastructure, energy and communications (broadband /WiFi connectivity).  
Where these key pieces of infrastructure function then, the ability of our sector’s tourist offering, to successfully function is a given.  Where they don’t work well, for example, tourists can struggle to reach vineyards to visit them.  And if there is no internet connection then the business does not have the ability to use electronic payments in their customer transactions.  
Effective, reliable infrastructure is key to the good functioning of the domestic tourism sector.  Rural growth depends on improved infrastructure which UK businesses cannot fund alone.
Linked to this is the situation with the planning process, which presents a significant barrier for vineyards and wineries seeking to invest in tourism, with outcomes varying widely by location.  We doubt very much that this is a barrier that only effects our sector.  
Planning decisions often depend on local factors such as the experience of individual planning officers, their understanding of viticulture and wine tourism, whether proposals fall under permitted development, and how effectively planning and legal teams work together.  This has created a postcode lottery that undermines confidence and slows investment in the sector.
Greater consistency is needed across the English and Welsh planning systems, supported by proper staffing and resourcing of planning departments.  Vineyard and winery applications should be allocated to planning officers with relevant knowledge of wine, viticulture and the sector’s business models.  A more informed and consistent approach would reduce delays, support sustainable development, and deliver wider benefits for local communities as well as the visitor economy.

Q 6)	How can tourism better support regional growth, community prosperity and wider Government objectives?

We believe that tourism has a role to play supporting regional growth, community prosperity and wider Government objectives. 
All wine businesses rely on the wines they sell directly to tourists and visitors through their cellar door.  Those with a tourist offering can generate additional revenue through tours, dining and over-night stays all of which are major drivers of local growth.  Even among those without a formal tourism offering, most provide cellar door services to repeat local customers.  
For wine businesses that embrace tourism, it is a vital part of their business model and resilience.  
More wine tourism means more multi-skilled employment in rural locations both on-site in the vineyards themselves and in support sectors supplying services as wine businesses invest in scaling up their offerings.  60% of WineGB Industry Survey respondents expect over 20% growth in visitor numbers in next five years.  This is potentially one of the largest increases in UK hospitality.  A larger number of seasonal (both for the summer tourist season and the autumn harvest) support roles would also be created.  
The best way to support wine tourism, support regional growth, would be for the Government to provide support to wine businesses in the form of our WTR excise duty proposal referenced already in this submission.  
WTR at a basic level, would see a portion of the excise duty collected on sales to tourists and repeat local customers through the cellar door, returned to vineyards and wineries to facilitate regular investment in the business.  
That in turn would, as the wine business grows, see an increase in high quality jobs both onsite in vineyards but also offsite in support services.  
Both one-off and repeat tourist-related sales currently help stabilise revenue for wine businesses that offer visitor experiences.  Expanding wine tourism would give these businesses greater long-term confidence to invest in both their wine production and tourism facilities, driving future growth not only for the businesses themselves but also creating wider economic benefits for local communities and suppliers.
Rural wine businesses, growing as a result of increased tourism could benefit the locality around them through:
· hiring more staff to fill production, scientific /technical, hospitality, marketing, distribution and retail roles
· creating both permanent and seasonal jobs, directly reducing local unemployment and increasing household incomes
· increasing the potential for apprenticeships / training programs in viticulture and hospitality
· growth in sectors related to tourism and tourist visitors such as hotels, restaurants, transportation, and retail, and
· sourcing of goods and services, such as agricultural products (e.g. more local grapes met by farmers diversifying what they grow), packaging, logistics, plant and infrastructure provision, and maintenance sourcing.

Q 7)	Cultural heritage and creative assets 

Wine related tourism can contribute to the cultural heritage of a region.  Wine businesses that are able to invest in marketing and tourism initiatives and their tourism infrastructure (e.g., tasting rooms, wine tours, restaurants, or event spaces) help raise the profile of the locality as a destination for food, culture, and leisure visitors which in turn helps boosting local hospitality businesses.
The growth of the UK’s domestic wine industry also presents a strategic opportunity to support integrated rural tourism in England and Wales.  Increasingly, vineyards and wine businesses are serving as hubs for a mixed consumer and tourism experiences that in one hit combines multiple experiences drawing in agriculture, food, sustainability, local and cultural engagement.
These experiences typically include:
· vineyard tours and tastings that highlight local viticulture and climate-adapted production methods
· on-site or partner-led food experiences, often featuring local produce and farm-to-table dining
· sustainability-focused activities, such as biodiversity walks, regenerative farming
· cultural and heritage components, including local crafts, historical sites, and community-led storytelling, and
· local immersion where stays are extended in local villages and small supporting local economies and encouraging longer stays.

Q 8)	Tourism workforce issues 

People are central to every English and Welsh wine business, from small artisanal producers to larger companies.  With the sector expected to grow to 30,000 by 2040[footnoteRef:8], there is a pressing need to support and train a diverse workforce for the skilled roles this expansion will create.   [8:  Looking to the Future, WineGB Report, 2018] 

Many of these roles are in the winemaking, viticulture, engineering, and chemistry side of things.  But the workforce required to boost wine tourism also feature.  
Marketing, hospitality and tourism, and adjacent skills such as customer service, wine knowledge, business and finance, e‑commerce, CRM, strategy development and tour guiding are key to any business growth and need to be focused on and supported.  Training provision must be tailored to the differing needs of micro, small, medium and larger businesses and be accessible across all the UK’s wine‑producing regions.
The Government’s Spending Review last year indicated that there would be more funding for training and upskilling and for seeking to make the UK the best place in the world to do business.  Some of that training and upskilling funding should be allocated in a way that the broad rural hospitality sector, including wine tourism, can avail of it.  
We welcome the strides that the Government has made to majority finance apprenticeships and would welcome this approach across the whole of education in up-skilling and CPD for existing workers to build their productivity.  Co-financing (in the form of grants, funding of courses (both in-person and online) and of educational / upskilling institutions) shows commitment and provides certainty. This can then be leveraged to generate further private sector investment in these areas to the benefit of all UK workers including those in hospitality.  
We need to ensure that the UK workforce is trained with the skills (including ancillary skills) to enable it, and businesses, to take advantage of /spur growth across all sectors.  This requires the Government to:  
· continue funding all education and training support committed to by the previous Government
· continuous commitment to apprenticeships as outlined (and in fact we as WineGB are using for our first apprentice)
· identify new routes to educate and up-skilling the UK’s workforce and to provide funding for them
· tailor courses to meet the disparate demands of micro, small, medium, and large businesses across the economy
· reform visa access to ensure that more skilled and experienced overseas workers can come to the country so that UK workers can learn from them.

In addition it would be appropriate to enhance cooperation and coordination between Government, local Councils, education providers to identify the specialist needs required to service the growth-driving, and other sectors, including agriculture.  This is a key to creating a pool of home-grown, geographically dispersed, skilled employees can help ensure the UK continues to be competitive.  
It would also be appropriate to reform the Apprenticeship Levy to offer greater flexibility to employers and employees over training.  It should be reformed to enable funding be used for other forms of training and to change its operation to offer greater flexibility to employers and employees.  
In particular, the Future Winemakers’ Scheme, which was committed to in the dying days of the last government[footnoteRef:9], should be re-confirmed and made permanent to develop domestic expertise and reduce reliance on overseas talent. [9:  New funding to unlock future winemaking talent, 16th April, 2024] 

 


