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Dear members,

Everyone enjoys a day out and even one hindered by a Tube strike can be fraught with interest. 
This year’s Hotelympia was no exception, with quality of attendees rather than quantity the order 
of the day.

The HOSPACE Hub was buzzing for the duration, as we report later in this issue, with members 
and non-members alike dropping by to check out what HOSPA does and meet up with colleagues. 
There were also a number of seminars keeping attendees informed and educated - read on for 
coverage of Carl Weldon’s interview with Simon Ewins, Business Development & Corporate 
Responsibility Director Whitbread Hotels & Restaurants.

Ewins was there to discuss the company’s new Hub concept, a product that makes up for size 
with style and content, not unlike this year’s Hotelypmia. 

Elsewhere in this issue Number Cruncher raises the contentious issue of Return on Investment 
on social media. This month saw Marriott International announce that it was offering members 
of its Marriott Rewards loyalty programme extra points for sharing content about the company 
on social media. The company obviously sees value in social media and is willing to commit 
points to it.

But is there value to be had? Number Cruncher goes as far as to describe it as “no more than 
online graffiti”. Are they onto something? Here at The Overview we are considering resurrecting 
a good old-fashioned letters page and there’s nothing like accusing a significant number of 
strategists and employees of being essentially worthless to kick off a debate, so why not write in?

Or if you’re not convinced of the ROI of a stamp, then why not get in touch on our Facebook 
page, or via Twitter where you can tweet us @HOSPAtweets or me @Kdoggrell. It’s cheaper and 
more effective than a spray can. 
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CARL WELDON

Carl Weldon, HOSPA CEO, interviewed Simon Ewins, Business Development & Corporate 
Responsibility Director Whitbread Hotels & Restaurants, about the company’s new Hub concept.

Premier Inn is the UK’s biggest hotel brand, with over 55,000 rooms in the UK and plans for 75,000 rooms by 2018. Part of this rapid 
expansion is focused on the newest brand in the Whitbread family, Hub by Premier Inn, a concept which Ewins describes as “compact, 
not small”. And he’s done the legwork. 

“I’ve done my research on small hotel rooms in London, having stayed in all of them, and as a 6’4” man that’s not enjoyable,” he told 
Weldon at the aptly-named HOSPACE Hub at this year’s Hotelympia in London. 

“It’s not for everyone,” says Ewins, with the company aiming at a younger audience than Premier Inn’s core market. Indeed, Whitbread 
describes Hub as “a new generation” of compact, city centre hotel with contemporary room design and smart technology, specifically 
designed to appeal to customers who value price, location and design over space. Hub is by Premier Inn, but it’s not Premier Inn 
and Ewins doesn’t see the two existing in the same building. It is, the company says, all about taking the comfort, convenience and 
consistency of Premier Inn and putting it into a smaller package. 

HUB
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The product started with the in-house nic-name of the “shed with 
a bed”, with the prototype beginning life in a portacabin. Ewins 
said: “The kids of today don’t place a price premium on space. 
Space is potentially an over-rated way of looking at hotel rooms. 
The 40-something businessman understands it on a value level. 
The 60-something couple on a break aren’t interested, but that’s 
not who we’re shooting for.”

The concept is focused towards single business travel and 
double leisure breaks, with rooms that are 45% smaller, leading 
to 25% lower build costs, 25% lower operating costs and a 30% 
lower price point. Each Hub room occupies just 11.4 sq metres, 
compared with an average 21.4 sq metres for a Premier Inn room. 
All critical savings when you are looking at expensive city centre 
real estate. Ewins says: “Urbanisation is here to stay - city centres 
are becoming more congested.”

Not all of the rooms will have windows and this had a mixed 
response in testing, with 10% of those asked loving the ideas, 
10% hating it - “I could be killed in that room and no-one would 
know” - and the rest ambivalent.

The product will also be technology driven. It will be the UK’s 
first hotel with its own app letting customers control their hotel 
experience alongside a comfortable bed, in-room TV, WiFi 
and AV. Each Hub hotel will have a simple food and beverage 
operation, including a takeaway breakfast and offering drinks and 
snacks in the evening. 

Ewins said: “If you can do decent F&B it has a halo effect on the 
hotel,” but food is not mandatory - the company offers a room only 
price, because, he says, “not everyone wants to commit to eating 
in a hotel”. But if they want, anyone can - you don’t have to be a 
guest.

Guests will be encouraged to download a Hub app. The app 
includes: chance to amend the booking, check in online, use 
your phone as key (once Near Field Communications technology 
has caught up), set up lighting and temperature before arrival as 
well as acting as a remote control for the room. Ewins says: “We 
have built a brain for the room” - but, a brain which can be used 
by someone without a smartphone as well as someone fully-
equipped. And all that run on those two magic words: free WIFI. 

Whitbread so far has a 10-site secured pipeline, of 2,000 rooms, 
eight in London and two in Edinburgh, with the first site due to 
open on St Martin’s Lane in London. Whitbread bought the St 
Martin’s site in October 2011, but have since been dealing with 
Westminster City Council, a delay which will be familiar to many 
central London developers. 

Ewins said that London was the primary focus, where the group 
would consider “any freehold building, please”.  Within the next five 
years, Whitbread envisages adding 23,500 rooms across Premier 
Inn and Hub. Of these, it expects 9,400 Premier Inn rooms and 
2,500 Hub rooms to come on stream in the greater London area, 
within the M25 motorway. Would he take it overseas, as Premier 
Inn has been? “Maybe, the world’s our oyster.”

The proof of the pudding will be in the eating: “We could spend 
£1m tomorrow [on research] and we wouldn’t know as much as 
we will 72 hours after the hotel opens,” Ewins says. Whitbread 
will now be relying on Hub to follow its parent to success. 
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 FM RECRUITMENT

The Pros and Cons of Social 
Media in the Workplace

Chris Denison Smith
Director, FM Recruitment

For Millennials, online social networking is as natural as chatting 
face to face in the pub or cafe. Whether you like it or not, a very large 
proportion of your employees are using Facebook, Twitter, or LinkedIn, 
not to mention the many upstart social networks that regularly launch. 
Smartphones mean staff can be online 24-7 in work and at home. This 
article focuses on the internal market: and the pros and cons of social 
media in the workplace.   
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Brands and social media

When brands realised that customers were talking to each other 
- unmediated - on social networks the race was on to join the 
conversation. Most consumer brands, including the large hotel 
chains, now have a presence on several such networks. The big 
ones are:

The behemoth Facebook (over 1 billion monthly 
active users on phones and tablets)

Twitter (250 active users )

LinkedIn (300 million members )

They get a sense of achievement from what they do

They feel they have made a positive contribution

They’re listened to

They feel respected

They get fair pay and decent conditions.

Being careful of mixing personal and work issues

Staying on-topic and being respectful

Using sound judgment and common sense when 
posting online. 

You don’t need to be told that there’s a vast industry grown up 
around how companies and brands try to harness social media 
for marketing purposes. Typically a hotel’s social media objective 
is to build relationships with customers. Too often the tactics 
are watered down into a poorly-crafted torrent of one-way sales 
messages, achieving the opposite of what was desired. 

Your employees can be brand ambassadors 

Yet the true marketing magic - the real connections and 
conversations - only happen when people know and like a brand 
enough to become its ambassadors on their own terms. What 
does this mean? 

Brand ambassadors are those extra special individuals who go 
out of their way to talk up your hotel, brand or business. They do 
it because they have enjoyed staying with you. And because of 
this, their voices are genuine. Such ‘platinum’ customers see a 
natural fit between your brand and their own lifestyle. They enjoy 
sharing an association with the brand because it reflects well on 
their personality and place in society. To honour, cultivate and 
leverage the power of a brand ambassador is the holy grail for 
every marketing manager. 

Yet few look within their own workplaces for brand ambassadors. I 
find that odd, because there are already established relationships 
with a large, contactable army of colleagues - potentially a quicker 
and better marketing win. 

The ranks of employees inside every big hotel or chain have no 
obligation to talk up your business. After all, they own their social 
profiles, and can use them however they see fit. But you can 
influence them by giving them every reason to be supportive. 

How do I get the team on board?

Employees will get behind the brand of their own accord when the 
conditions are right. Employees are happy when:

No, it isn’t rocket science. Hotel employee welfare is typically 
under the domain of HR. But oftentimes social media lands on 
the desk of the IT department. Yet it is the marketing manager’s 
responsibility to manage the brand. Social media is a commercial 
reality that requires executives to work together to optimise their 
internal market as an external salesforce. 

Happy employees are more than happy to share the good news 
about their day with their own networks. It makes sense to have 
happy employees! 

What’s the downside?

Imagine you had grumpy, overworked or unengaged staff. 
Perhaps there’s an ongoing dispute rumbling away in the 
background. Maybe the front of house team feel slighted or 
undervalued. Unhappy colleagues and team members are hardly 
going to post glowing updates about their day at work, are they? 
They will gripe about the situation between themselves, but 
chances are they’ll also grumble online, too. 

Negative word of mouth initially starts when a couple of people 
discuss a problem they’ve got face-to-face or over the phone. 
Before long, an angry or upset person can rashly post an 
unsavoury message on Facebook, for instance. A comment 
painting your hotel, company or service in a bad light can be 
incredibly damaging. 

Colleagues are very likely friends on Facebook. If the post is 
picked up, commented on and shared around, the ripples might 
spread a long way online. It might lead to an escalation of the 
dispute or grumble, and potentially cause a loss of business. 
Negative word of mouth can amplify quickly and in no time your 
business' reputation could take a severe hit.

Using social media guidelines

Most hotels and brand incorporate something within standard 
contracts about employees’ responsibility when representing an 
employer. However, it is worth developing a simple set of social 
media guidelines as a supplement. The key thing to emphasise is 
that, as an employer, you expect responsible behaviour in online 
social networks, blogs, bookmarking sites, forums and all other 
public online workspaces. This means:

The best way to get these messages over to colleagues is in one-
to-one onboarding sessions, or one-to-many group workshops, in 
support of a formal written document. 

Social media in the workplace is here to stay. It can work for 
good or ill. The simplest way to reap the benefits from positive 
sentiment by colleagues is to keep them happy and informed. 
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 MAZARS

HMRC & electronic 
computer data
When most people think of an HMRC 
audit, they tend to imagine an Inspector 
taking days and weeks to pore over a 
pile of ledgers and invoices, much in 
the style of Bob Cratchit in Dickens’s 
“Christmas Carol”. The reality is that 
these days HMRC undertakes such 
audits by asking for data in electronic 
format which they then ‘interrogate’ 
using data-mining software.

Tony Monger
Director, Tax Investigation &
Employer Solutions, Mazars LLP
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What can they ask for?

HMRC’s enquiry powers entitle the Inspector to examine 
documents and, as long ago as 1988, the Finance Acts were 
revised so that the definition of a document included a document 
held in an electronic format. The latest definition  has been 
expanded to include “anything in which information of any 
description is recorded” specifically to cover all of the many 
different electronic forms in which data might be held.

What information are they after?

When conducting an audit, HMRC will ask for a download of 
data from your accounting system and, typically, this will be for 
all of the sales, purchases and expenses for an entire year. They 
are now very experienced at this and will go so far as to specify 
the fields of data that they require – so that, for example, they 
might ask for the fields showing the date of the invoice and the 
date it was posted, the gross, VAT and net values, the supplier 
or customer, the code in the Chart of Accounts that the data was 
posted to (along with a copy of the chart of accounts) together 
with any narrative description attaching to the data.

What are they looking for?

Anything and everything. They have a raft of tests to run that 
will check for a range of tax sensitive issues. In terms of VAT 
that might involve looking at the VAT rate applied – on sales, 
purchases and expenses – to see if, in the case of a sale, the rate 
was appropriate to the nature of the supply and address of the 
customer (in the UK, in Europe or outside) or, in the case of the 
purchase or expense, whether that qualified for a reclaim of the 
VAT paid. They might look to see if any of the rates were unusual 
– with rates that are higher than expected perhaps suggesting 
overseas purchases and rates that are too low perhaps indicating 
‘mixed’ supplies of zero, exempt and standard rated goods or 
services.  In terms of direct tax, they will typically check to see 
whether (a) the expenditure is allowable for tax purposes and 
(b) whether it has been posted to the correct code in the chart 
of accounts (because the code will determine how the purchase 
or expense is treated for tax purposes). But they can and do 
undertake a vast array of different tests very quickly.

Will they look only at the larger and more 
material items?

Unfortunately, the answer is no. The nature of electronic data 
interrogation is that they can look at even the smallest of items 
and, if they find enough of them, the answer can quickly become 
material. But the reality is that there is no de minimis level for tax. 
If an item doesn’t qualify for a tax deduction then the Inspector’s 
view is that it doesn’t qualify for a tax deduction, no matter how 
small it might be. And ten thousand items costing two pound can 
give them a £20,000 disallowance.

Can I refuse to provide the data?

Not a good idea. There are penalties for failing to provide 

information with daily penalties of as much as £60 per day for 
continuing failures. But the worst penalty is that, if you fail to 
provide the information, HMRC will presume that your accounts 
are incorrect and make their own estimates. You are then in the 
position of having to prove them wrong.

Is there anything I can do in advance?

It can be a good idea to check the quality of your data processing. 
HMRC use a data interrogation tool called IDEA which is available 
on the open market and a number of accountancy firms may be 
able to undertake a review of your data, using IDEA, to check 
what strengths and weaknesses there may be in your systems. 
This can help you to improve those processes and systems in 
advance of an HMRC audit.

This can be particularly important if your company is big enough 
to fall within the ‘SAO’ (Senior Accounting Officer) regulations. 
SAOs are required to provide HMRC with a paper certificate 
for each financial year of the company which states whether 
the company had appropriate tax accounting arrangements 
throughout the financial year and, if it did not, give an explanation 
of the respects in which they were not complete. Tax accounting 
arrangements must be monitored and tested regularly to identify 
and correct any material risk areas. The failure to provide a 
certificate or the provision of a certificate that proves to be 
incorrect can result in the imposition of penalties of £5,000 on 
the SAO personally. But, even if you are not large enough to fall 
under the SAO rules, HMRC will still expect you to have computer 
processes and systems that result in the payment of the correct 
amount of tax.

For more information regarding HMRC electronic audits and 
IDEA data interrogation contact Tony Monger, Director, Tax 
Investigation & Employer Solutions, Mazars LLP on 0207 063 
4628 or 07989 352 991 or by email to tony.monger@mazars.
co.uk

¹Section 114 Finance Act 2008
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 FOOD WASTE

Food: Waste not want not
Government figures have recently estimated that 920,000 tonnes of 
food waste is thrown out by the UK hospitality industry each year; the 
equivalent of £1.7bn worth of good food being wasted. Whilst this is 
only a small proportion of the 15 million tonnes of food wasted across 
the UK each year, there is still a need for the hospitality industry to 
address this problem post-haste.

Statistics from the Waste Resources and Action Programme (WRAP) estimate that 75% of 
the hospitality industry annual food waste is avoidable and could be dramatically reduced 
through various initiatives including ‘waste auditing’ and ‘stocktaking food waste’.

An example of such an initiative is FoodSave, which was launched in November 2013 and 
funded by the Mayor of London in partnership with the European Regional Development 
Fund and the London Waste and Recycling Board. The FoodSave scheme, with help from 
the Sustainable Restaurant Association, involves installing a waste auditing system into a 
participating kitchen to categorise and effectively ‘stocktake’ the food waste.

Wayne Gosden
Professional Development 
Marketing & Communications 
HOSPA

920,000 TONNES OF FOOD WASTE IS THROWN 
OUT BY THE UK HOSPITALITY INDUSTRY EACH 

YEAR; THE EQUIVALENT OF £1.7BN
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Further statistics from WRAP suggest that 21% of food waste 
in restaurants arises from spoilage, 45% from food preparation 
and 34% from food that comes back on plates and the waste 
audit system has the ability to classify all food waste into these 
categories to then allow effective waste benchmarking for the 
kitchen. However, the system only has the ability to record waste 
and some human input is required in order to actually reduce 
these waste levels.

A typical use would be to recycle the food waste by anaerobic 
digestion but, in a recent report, the House of Lords EU 
Committee are encouraging food and beverage operations to 
redistribute unsold food for human and animal consumption 
(where safe to do so) quoting that the amount of food wasted by 
EU nations had reached “the equivalent of nearly the entire level 
of net food production of sub-Saharan Africa”. 

WRAP suggest that by not throwing away ‘good food’ and 
ensuring other food waste, like peelings, cores and bones are 
directed to anaerobic digestion, UK pubs, restaurants and hotels 
could save in the region of £720 million per year.

Research from WRAP also reports that the cost of food being 
wasted in the UK from the Hospitality and Food Service sector 
(HaFS) is estimated to be £2.5bn per year in 2011 and rising to 
levels of £3bn per year by 2016. The research goes on to say 
that these HaFS outlets produce nearly 3 million tonnes of waste 
per year; packaging accounts for 1.3 million tonnes, food waste 
produces 0.92 million tonnes and other ‘non-food’ waste, such 
as disposable paper towels, equates to 0.66 million tonnes.

In addition to the above, it is estimated that a further 130,000 
tonnes of food is wasted during the preparation of ready to serve 
foods, such as sandwiches, soups and ready-meals, at HaFS 
manufacturing sites.

It is clear there is much to be done in the UK and the EU to 
improve sustainability through reducing food wastage but 
the hospitality industry is in a very strong position to make a 
considerable contribution to the nation’s efforts to reduce the 
predicted £3bn per year of wastage that is expected to be 
reached by 2016.

This food wastage, coupled with the fact that 90% of UK 
restaurants have experienced a rise in food costs over the last 
year, is putting head chefs and food & beverage controllers 
under new pressures and the price of food is expected to 
continue to rise above the rate of inflation.

However, it must be noted that, although the aforementioned 
‘solutions’ are considerably reducing the amount of waste 
from the hospitality industry that is going to landfill, they 
do not address the problem at its core. These solutions, in 
their simplest form, are making use of wasted materials (i.e. 
recycling) but the hospitality industry needs to look at why this 
waste is being produced in the first place in order to learn how to 
eradicate it in the future.

As WRAP research reported, the largest form of waste from food 
and beverage operations is found during the food preparation 
process, which accounts for 45% of all waste in restaurants. 
One such way of reducing waste production at the kitchen level 
is to produce and use standardised recipes for all menu items.

A standard recipe is a list of the ingredients and their quantities 
and the procedures required to make a specific product so that 
it is exactly the same every time with minimal waste produced. 
This not only controls product usage, waste, and costs, but also 
quality and time taken to produce, so that customers know what 
they are getting each time. 

Using a standard recipe allows for accurate purchasing and menu 
costing because you know exactly how much of an item needs to 
be purchased to make the number of menu items required and 
you can therefore attribute the right amount of cost to each menu 
item and limit waste production as much as possible.

Other similar methods of cost (and waste) control, such as 
the cost-based approach to food and beverage pricing and 
approaches to menu analysis, are covered on the HOSPA 
Education programme in Financial Management. Whilst studying 
on the programme, which looks at both operational and strategic 
financial management for the hospitality industry, learners will 
be educated on how to control and forecast food costs as well 
as how to price menu items to achieve target gross profits. The 
HOSPA Financial Management Education Programme is a 
flexible distance learning programme aimed at aspiring hospitality 
accounting professionals who wish to gain the necessary 
knowledge to be able to manage a hospitality finance department. 
The course is studied in three Stages, each Stage costs £750 
excluding VAT and takes approximately six months to complete. 

We are currently enrolling for the September 2014 intake for both 
Financial Management and Revenue Management, to enrol or for 
further information, please contact Wayne Gosden on 
+44 (0)1202 889430 or email wayne.gosden@hospa.org. 

What are you currently doing (or planning to do) to reduce waste 
and control food and beverage costs in your organisation? Let us 
know on the HOSPA Blog or by email to education@hospa.org.  

Sources
www.catererandhotelkeeper.co.uk/Articles/7/4/2014/351966/
house-of-lords-demands-urgent-action-on-90-million-tonnes-eu-
food-waste.htm

www.wrap.org.uk/content/facts-and-figures
www.thesra.org/foodsave

A good standardised recipe contains the 
following information:

1.   Menu item name
2.   Total number of servings (yield)
3.   Portion size
4.   List of ingredients
5.   Preparation/method section
6.   Cooking time and temperature
7.   Special instructions, if necessary
8.   Recipe cost (optional)
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 INFOR

Unlikely to be unruly? 
The opportunity of disruptive 
revenue management

Revenue management has an undeserved reputation for being safe and established. 
Every minute of every day, millions of hotel bookings are processed and distributed 
across an increasing number of sales and marketing channels. In such a dynamic 

and sometimes volatile business environment, it is more a case of ruthless evolution - the 
survival of the fittest - as hoteliers are challenged to adapt and evolve their distribution and 
pricing processes in order to outpace their competitors. By looking at how this competition 
evolved we can garner real insight into what opportunities prevail for the next-generation of 
leading hotel organisations.

Revenue management really began in the early 90's when a large percentage of 
reservations were taken by agents over the phone. Each agent knew when they answered 
a phone call, they had two or three rates that they could quote before the guest would hang 
up. The primary metrics of length of stay and tactics such as overbooking were all based on 
manual forecasts and gut feel.  

Critically this all depended on the fact that guests only knew the full Rack Rate. There was 
no price transparency pressure, most bookings were managed via the hotel reservations 
department or the corporate travel agent and being a reservation agent was all about sales 
skills and selling a rate and product to the customer.  

Then came the Internet and evolution was forced upon the industry at an incredible rate.  
Customers can compare rates better than many reservation agents.  There is a wealth of 
review and service information that can impact a booking available at the touch of a button.  
Marketing promotions and mobile platforms have come to dominate in a blisteringly quick 
period of time.

Stan van Roij
Managing Director
Infor EasyRMS

Stan Van Roij boasts a 20+ career spent 
entirely within the hospitality industry – 
over fifteen of which were in managerial 
roles. At Marriott Hotels International, an 
initial role in the Purchase Department 
led to Area Director of Revenue 
Management.  Stan went on to become 
VP of Revenue Development for 
Radisson SAS Hotels & Resorts and 
then from 2004 to 2011 he held Director-
level positions at NH Hoteles, managing 
group hotels first in the Netherlands 
and Belgium; then in Benelux, UK, 
France and Africa; finally taking on the 
role of Corporate Director of Revenue 
Management, based at NH headquarters 
in Madrid, where he was in charge of the 
total revenue strategy for NH Hoteles 
worldwide.  In February 2011, Stan 
became Managing Director of Easy 
(Ez) Revenue Management Solutions 
provider of SaaS Revenue & Yield 
Management software and consulting 
services. This is now a part of the Infor 
Hospitality suite of software solutions.
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Against all expectations it is the established discipline of 
revenue management that has enabled hotels to continue to 
operate profitably against this evolution in consumer purchasing 
intelligence. In order to ensure a healthy distribution mix, hotels 
have started to analyse their channel production in order to 
understand the value of each of their partners.  

Moving forward this is only a small piece of the puzzle. In order 
to ensure a healthy business and distribution mix, data analytics 
will become more and more important. Real understanding 
of what different guests desire, how they book and what they 
spend - revenue management “in context” - is going to be vital. 

In order to truly comprehend this, hotels will have to start 
analyzing data on a transactional level and will no longer be 
able to rely on broad market segmentation. Some leading 
organisations already know how to use different levers for 
increased revenue, not only for rooms but also for all streams 
- conferences, food and beverage, even entertainment. The 
entire field of revenue management is evolving and the best 
companies already understand that it will be deep, granular 
levels of data and insight that maximizes revenue and in many 
cases, shapes the customer experience.

Revenue management is no longer a specialised analytical 
process understood (and practiced) by few, but a new way 
of looking at a hotels business that spans sales, marketing, 
operations, finance and senior management. It is at the heart of 
disruption in the industry and - with the benefit of the lessons of 
the past - revenue management is a critical evolutionary force 
for hospitality.  

glh hotels case study

glh, the London-based global hotel subsidiary of the Singapore-
listed GuocoLeisure Group, has successfully completed the 
second phase of its deployment of  Infor EzRMS across 10 
managed properties.  This follows the successful implementation 

of EzRMS across 19 owned properties in 2012.  glh has a 10 
year strategy to become the world's best managed hospitality 
company, using big data to deliver the best guest-centred 
experience. 

Deployed via the cloud, Infor EzRMS revenue management 
treats bookable hotel nights as a perishable commodity and 
helps optimise revenue by forecasting and modelling demand 
by rate as well as room category, which is crucial for delivering 
accurate recommendations and optimal room pricing. When 
rolled out to all properties, glh will standardise its revenue 
management processes on EzRMS. Future plans involve the 
development of business intelligence analytics and granular 
insight into financial data.  All of these factors are being 
implemented within a framework of using revenue management 
to radically innovate within the hospitality industry.

“glh seeks to disrupt the hotel market and readdress the risk/
reward balance within the hospitality industry,” explains Lynn 
Connon, Head of Pricing, Revenue Management Systems 
& Process, glh.“While the industry rushes to take even more 
decision making out of the hotels, glh is moving to put even 
more back in, giving autonomy to our individual hotels and a key 
part of this is revenue management and clear, deep insight into 
the most lucrative contracts for that property”.

About Infor Hospitality

Enhancing profits may seem at odds with pleasing guests. 
Yet more than 14,000 hotels and resorts worldwide are able 
to manage their reputation, build customer loyalty, streamline 
operations, deliver exceptional guest experience and maximise 
revenue potential with Infor Hospitality, the only hotel software 
that touches every area of the hotel business.  Infor provides 
flexible deployment options that give customers a choice to run 
their businesses in the cloud, on-premises, or both. To learn 
more about Infor, please visit www.infor.com/hospitality
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“How	  can	  you	  resist	  us?” 

Specialists	  in	  providing 

quality	  financial 
personnel	  to	  the 

hospitality	  industry. 

Please	  contact	  either	  Kerry	  van	  der	  Zyl	  or	  Rob	  Maloney 
At:	  Northway	  House,	  Suite	  641,	  1379	  High	  Road,	  London,	  N20	  9LP 
Tel:	  08450	  774123	  Email:	  recruitment@kerryrobert.com 

www.kerryrobert.com 

Professional Development

The HOSPA Education Programmes provide a framework for developing the skills and knowledge needed 
at first-line and middle management levels. Our courses have been developed by leading educators in the 
appropriate field of expertise in conjunction with hospitality industry experts.

Ideal as a stand-alone education programme or one that can sit alongside your existing in-house training, 
this suite of courses is pitched at undergraduate level and acknowledges the increasing significance of 
encouraging employees to not only obtain appropriate qualifications, but also to continue in full-time work 
– earning while learning.

Studying in their own time, learners are supported by a study pack, online classroom resources including 
EBSCO and subject tutors, plus all learners are encouraged to have a work-based mentor. Our study 
materials utilise both contemporary terminology and professional examples from the industry, together with 
a mix of work-based and academic assessments. This means that learners can apply what they learn 
directly to their workplace.

Each programme is studied in three separate stages, each taking six months to complete. 

For more information call Debra Adams, Head of HOSPA Education Services, 
on 01202 842809 or visit the HOSPA Education pages at: 
www.hospa.org/education/education-and-training-programmes

Enrolling now for the HOSPA 
Education Programmes 
in Financial Management and 
Revenue Management for intakes 
for September 2014
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HOSPA GLASGOW QUIZ NIGHT

Let's get quizzical

On May 15th we held HOSPA's first ever Quiz 
Night outside London.

Glasgow turned out to be a fantastic venue with thanks to 
Ian Ross and the Radisson Blu Hotel Team. The support 
from our members and sponsors resulted in a fabulous 

evening!  We gathered together eight competitive teams to 
answer questions on topics such as 'This Day In History',  
Current Affairs, Scottish History and The Royal Family. Hosted 
in the Collage Corner Bar at The lovely Radisson Blu, a lot of 
fun was had by everyone. The overall winners of the HOSPA 
Scottish Quiz Trophy and a Magnum of Vintage Champagne 
(courtesy of Kerry Robert Associates) were the Glasgow 
Marriott Finance Team with some very impressive full-scoring 
rounds. Runners up were the Radisson Blu, closely followed 
by Barclaycard.  A big thank you to all those who took part 
and helped create such a successful evening. We are already 
planning next year's Quiz - so watch this space!
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HOSPA Finance 
Community Breakfast 
seminar

Thursday 30th October 8-10am 
London

Finance &
Accounting 

Revenue 
Management 

Information 
Technology 

Join the finance community at HOSPA for a breakfast seminar run by BDO in the Auditorium at 
55 Baker Street. In this comprehensive 90-minute briefing you will hear from experts in financial 
reporting and tax in the hospitality industry. We will be covering the latest developments in reporting 
requirements under UK GAAP, including the implementation of FRS 102, and we will review the key 
tax issues affecting our industry.

To register for this meeting early, please contact Jenny Rose at  
jenny.rose@hospa.org / 0203 418 8196

Quiz Results...

Team Name R1

16

8

8

Glasgow Marriott Finance Team

Radisson Blu Glasgow

Barclaycard

R2

9

5

6

R3

10

7

5

R4

8

10

8

R5

8

6

12

R6

7

3.5

6

R7

10

18

10

R8

9

7

8

R9

10

8

7

R10

6

4

6

19

19

15

112

95.5

91

Picture Total
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Hotelympia 2014

The HOSPA team all came 
together on the 28th April – 1st 
May during Hotelympia at Excel 
London at the HOSPACE Hub. 
It was a great four days with a 
constant flow of Members and 
Patrons through our HSOPA 
‘Club lounge’. The familiar 
faces of Carl Weldon and Jane 
Pendlebury were joined this 
year by Jenny Rose from the 
new Membership and Events 
office plus other volunteeers. 
Jenny was delighted to be able 
to introduce herself to so many 
of HOSPA’s supporters.

We were honoured to be joined by 
Frank Wolfe and his President 
Jerry Trieber from our Texas 

based Strategic Partners HFTP throughout 
the week - especially at the Technology 
Conference organised by Hotelypmia to 
run alongside the event.

Despite the London tube strike, there was 
a steady flow of visitors each day which 
meant the show had a good buzz and 
welcoming atmosphere.

The HOSPACE Hub saw a variety of 
presentations and panel debates, which 
generated large audiences and much 
discussion. Carl Weldon’s interview with 
Simon Ewins, Business Development 
and Corporate Responsibility Director 
of Whitbread, was very well attended 
and received great reviews and featured 
elsewhere in the Overview. Other 
presentations were made by Liz Hall of 

PWC and Tony Oliveira of HOSTATs. We 
were also very pleased to host together 
with HFTP a Dinner and Debate evening 
overlooking the impressive Victoria 
Dock at Excel where after an excellent 
dinner for 42 IT, Finance Directors and 
Sponsors, Paul Nisbett of Puma Hotels 
started the discussion of on Guest 
Technology – debating whether it still 
requires an ROI or is it more like Utilities 
these days? There followed and very 
lively debate on many different angles 
and also managed to coin a new term 
– RGI – Return on Guest Investment – 
more of which in a later article.
  
As always the Hotelympia organisers 
were professional, friendly and a 
pleasure to do business with.  We thank 
Toby Wand, Charlotte Brown and their 
team for the opportunity to be part of 
Hotelympia’s success.

 HOSPACE HUB
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NUMBER CRUNCHER

In Whose Opinion?

Can you afford

not to be PCI 

Compliant with

Avenue9?

YES NO

--------------

Apply now to earn your 
10% discount off 
PCI compliance with this cardPCI compliance with this card

2012 
£380 

0000 
00.00

 

VALID
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MONTH/YEARFRAUD LOSS IN: MONTH/YEAR

EMAIL

conta
ct@av
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solut

ions.
com05/14
05/15EXPIRES

END

Making your company PCI compliant.
Not as expensive as you think.
Protecting your clients’ credit card details.
Not only Priceless, but Seamless.

Apply for your PCI compliance card now at contact@avenue9solutions.com or by calling 0191 2299660

C

M

Y

CM

MY

CY

CMY

K

pci ad2.pdf   1   08/05/2014   13:55

‘Online reviews aren’t worth the space they’re written on’  says a 
Times journalist quoting from some US academic research findings.  

These showed that only 1.5% of people who have used or bought 
services write reviews on the internet.  Even from those, many are 
found to have bought niche items and do not represent the whole of 
the market.

So why does the hospitality industry spend so much time, effort and 
money reacting to these ?  Is it an example of ‘the empty vessel makes 
most noise’ ?  And is the investment in monitoring and re-sponding to 
these messages really worth it ?

Clearly customer reviews are important. But from which customers, 
and from what sources are just as important to establish. Having someone monitoring a mass of social media messages 24/7 may 
seem cool, but is it really necessary ?  

Finance, IT, and marketing managers should pull together and find ways to test the validity of this data, and the return on investment 
gained from allocating valuable time and resources to handling what might often be no more than online graffiti.
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 BDO
Easter break drives growth in hotel sector

UK hotels have seen a strong month in April as a 
result of the Easter weekend and warmer weather, 
according to preliminary figures released by 
business advisory and accountancy firm, BDO.

Both the regions and the capital are expanding at similar rates 
as 3.4million UK holidaymakers planned a ‘staycation’ over the 
Easter break, according to figures from VisitEngland*.

Hotels in the regions saw a 9.1% increase in rooms yield to 
£41.36, when compared to the same period last year, while the 
average room rate rose to £55.91, a 7.9% increase on last year. 
Occupancy also increased by 1.2% to 74%.

Operators in London also saw a boost in rooms yield to £95.58, 
up 8.2% on last year. The average room rate increased 7.4% to 
£114.93 and at 83.2% occupancy was 0.7% higher than in the 
same period last year.

Robert Barnard, partner at BDO, commented: “Confidence in the 
UK hotels sector is increasing as month on month data shows a 
steady growth trend. The overall outlook for 2014 appears to be 
promising, however there might be some bumpy months ahead 
as the recent dips in economic growth in some EU countries 
demonstrate that there is still some uncertainty.”

Preliminary data for April 2014
UK Regional hotels

London hotels

UK Regional hotels

London hotels

Final data for March 2014

“While the corporate market is usually down during the Easter 
period, the leisure market has bounced back as the nation 
made the most of the four day break. The good weather will be 
behind the increase in average room rate in the regions, while 
increased visitation and poor performance in 2013 will have 
driven the increase in the capital.”

Rooms department

Average daily room rate 
per occupied room

Average daily room rate 
per occupied room

Average daily room rate 
per occupied room

Average daily room rate 
per occupied room

Average daily room 
occupancy

Average daily room 
occupancy

Average daily room 
occupancy

Average daily room 
occupancy

Average daily rooms yield 
per available room

Average daily rooms yield 
per available room

Average daily rooms yield 
per available room

Average daily rooms yield 
per available room

Approximate number of 
rooms per day

Approximate number of 
rooms per day

Approximate number of 
rooms per day

Approximate number of 
rooms per day

Rooms department Rooms department

Rooms department2014

£55.91

£114.93 £127.14

£59.50

74.0%

83.2% 79.8%

71.2%

£41.36

£95.58 £101.46

£42.38

93,300

31,850 35,800

99,350

2014 2014

20142013

£51.84

£107.00 £117.69

£55.91

73.1%

82.6% 78.8%

68.1%

£37.91

£88.38 £92.69

£38.10

2013 2013

2013% Change

7.9%

7.4% 8.0%

6.4%

1.2%

0.7% 1.3%

4.6%

9.1%

8.2% 9.5%

11.2%

% Change % Change

% Change
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March sales surge

Britain’s pub and restaurant groups saw collective like-for-like 
sales grow 4.6% in March against the same month last year, 
according to latest figures from the Coffer Peach Business 
Tracker. Total sales, including the impact of new openings, 
were up 7.1% on this time last year. The results mark 12 
consecutive months of positive growth for the sector.

“Much of the increase can be put down to significantly better 
weather this March than last, when snow and freezing 
temperatures gripped the country, but that is only part of the 
story,” said Peter Martin of CGA Peach, the business insight 
consultancy that produces the Tracker, in partnership with 
Coffer Group, Baker Tilly and UBS.

March 2013 was the UK's joint second coldest since records 
began more than 100 years ago. The mean temperature was 
just 2.2C, more than 3C colder than the long- term monthly 
average. In contrast, March 2014 was warmer, sunnier and drier 
than the long-term average.

“However, that shouldn’t disguise the fact that despite monthly 
fluctuations, the 27 companies contributing to the Tracker have 
now collectively recorded positive like- for-like sales for each 
of the past 12 months – and the 4.6% increase in March more 
than makes up for the 3% sales drop in the corresponding 
month last year,” added Martin.

“Also, March last year included the start of the Easter holiday 
weekend. The benefits of Easter this year have yet to come. 
The managed pub and restaurant sector as a whole is 
performing well and the eating and drinking out market is 
showing consistently healthy signs of post-recession growth.”
Both pubs and restaurants benefited equally from this March’s 
bounce, although operators in London had the best of the uplift, 
with like-for-likes inside the M25 up 7.3%, compared to 3.4% for 
the rest of the country.

Looking at the long-term trend, year-on-year like-for-like sales 
for the Tracker sample are 2.4% up for the 12 months to the 
end of March, with total sales running 5.1% ahead.

For more information please contact
 

Peter Martin, Peach Factory  |  01704 550383; 07889 209896  |  peter@peach-factory.com

An upbeat Mark Sheehan, managing director of Coffer 
Corporate Leisure said: “With the retail sector in disarray this 
is a positive growth story - 12 months of like for like growth is a 
clear demonstration that the eating and drinking out market is in 
long term growth. Not only in London and in traditional leisure 
destinations is there growth but across the board. Restaurants 
and bars are starting to breathe life into regional high streets 
up and down the country. This is a sector with innovation and 
tremendous prospects.”

Paul Newman, head of leisure and hospitality at Baker Tilly, 
said: “Continued consumer confidence has driven yet another 
hugely impressive set of sales growth figures for the UK pub 
and restaurant industry. London has again led the way with 
like-for-like sales increasing by a magnificent 7.3% despite the 
important Easter trading period not being included within this 
year’s comparables. With average wages rising, a low interest 
rate environment and food price inflation at its lowest rate since 
February 2010, the outlook for continued growth in the sector is 
as fine as the recent weather.”

Jarrod Castle, leisure analyst at UBS Investment Research, 
observed: “UK pubs and restaurants performed very strongly 
last month, and although March last year included the Friday 
and Saturday of Easter weekend, we think the benefit of Easter 
is still to come in April. As with previous months, LFL growth in 
London has outperformed the rest of the country, however site 
growth outside the capital continues to be stronger as chains 
build out. March completes a whole year of positive growth in 
the industry, and the 12 month moving average now stands at 
2.0%, having improved over the past few months.”

The Coffer Peach Tracker* industry sales monitor for the UK 
pub and restaurant sector collects and analyses monthly 
performance data from 27 operating groups, and is recognised 
as the established industry benchmark.
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MARKET REVIEW
MARCH 2014

In March, the UK hotel market continued its solid start to the year 
with South West hoteliers registering a 4.9% increase in total 
revenues per available room (TRevPAR), and a 6.2% surge in 
gross operating profit per available room (GOPPAR), according to 
the latest data from HotStats. 

A significant 6.0% increase in average room rate (ARR) and a 
slight uplift in occupancy (+0.4 pts) led revenue per available 
room (RevPAR) to rise by 6.5%. Besides the rooms department, 
food and meeting room hire were the other revenue drivers 
contributing to a 4.9% surge in TRevPAR, representing an 
impressive series of 18 consecutive months of year-on-on year 
increases for this metric. Astute payroll and operating cost control 
helped to enhance departmental operating profit per available 
room (DOPPAR) by 5.4% to £48.82 and although overheads per 
available room jumped by 4.5%, GOPPAR rose by 6.2%.  

When looking at the first quarter of 2014, South West hotels 
posted strong results across all key performance indicators and 
contributed to the positive dynamics of the rolling twelve month 
data for this region.

Despite an uplift of 0.9% in RevPAR in March for Cardiff hotels, 
both TRevPAR and GOPPAR showed year-on-year negative 
movements by 0.7% and 7.8% respectively, according to the 
latest data from HotStats.

With ARR slightly decreasing, RevPAR growth was fuelled 
by a 0.9 percentage point increase in occupancy. But mixed 
performances were recorded in non-rooms revenues, and 

TRevPAR decreased by 0.7% to £105.11. Rising payroll, 
operating costs and overheads further eroded profit conversion, 
by 2.2 percentage points to 30.7%, and as result GOPPAR fell by 
7.8% to £31.06, showing once again the importance of analysing 
operating performance beyond RevPAR.

On a more positive note, and looking at the first quarter 
performance, March’s downturn was not enough to offset the 
good start to the year with hoteliers achieving growth both in 
TRevPAR (+4.6%) and GOPPAR (+7.3%).

Hotels in Newcastle experienced year-on-year increases across 
all key performance indicators in March with TRevPAR and 
GOPPAR growing by 6.9% and 6.5% respectively, according to 
the latest data from HotStats. 

RevPAR growth of 4.3% was facilitated by a combination of 
increased occupancy (+1.4 pts) and rising ARR (+2.3%). With 
revenue per available room derived from food (+11.8%), beverage 
(+15.6%) and meeting room hire (+24.8%) increasing notably, 
TRevPAR grew by 6.9% to £95.06. Despite overheads per 
available room going up by 5.1%, efficient operating cost control 
and payroll management helped to deliver a GOPPAR growth of 
6.5% to £26.30.

Even though the month of March and the first quarter demonstrate 
cumulative positive trends across most performance metrics, the 
rolling twelve month data reveals Newcastle still has some ground 
to recover  with TRevPAR and GOPPAR being diminished by 
1.1% and 5.6% respectively.

South West soars
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The month of March 2014
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The Calendar year to March 2014

The twelve months to March 2014

BRIEFING DATA 
UK Chain Hotels - Market Review

Currency: £ Sterling

Average Room Rate (ARR) - Is the total 
bedroom revenue for the period divided by the 
total bedrooms occupied during the period.

Room Revpar (RevPAR) - Is the total bedroom
revenue for the period divided by the total 
available rooms during the period.

Total Revpar (TRevPAR) - Is the combined
total of all revenues divided by the total available
rooms during the period.

Payroll % - Is the payroll for all hotels in the
sample as a percentage of total revenue.

GOPPAR - Is the Total Gross Operating Profit
for the period divided by the total available rooms 
during the period.

For more information please:

call +44 (0) 20 7892 2222
email enquiries@hotstats.com

visit www.hotstats.com
or follow us on Twitter and LinkedIn
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Members’ Events

June 4
Proficiency in Distribution and Digital Marketing
London

Cost: £550 ex VAT - HOSPA member offer £449 ex VAT

This workshop uncovers the impact of social media, metasearch and mobile. 
We introduce the principal social media platforms and how they are being used 
within the hotel industry, and the impact of mobile on booking behavior and 
revenue strategies.

The workshop offers a practical approach to creating a distribution strategy 
covering the key stages of situation analysis, goal setting, planning and 
implementing a strategy, how to choose a technology supplier, and measuring 
and monitoring success.

All elements of the course are then consolidated into work on a one-day case 
study completed on day three of this workshop series.

To discuss your options, or request further information, please email ally@
revenuebydesign.co.uk or call 020 7635 6810.

June 5
The British Hospitality & Tourism Summit 2014
The event will be hosted by Accor at the Novotel London West.

The Summit has already established itself as the premier agenda-setting diary 
date for senior Hospitality & Tourism professionals. The summit in 2013 was 
the biggest yet and strengthened our industry’s call to government and partners 
– to unite British Hospitality & Tourism leaders, across the entire UK.

The Summit unites the British Hospitality & Tourism industry bringing 
together senior leaders from all leading organisations including airlines, 
hotels, restaurants, entertainments, sports, energy, tourism and hospitality. 
Summit 2014 will build upon the progress already made and demonstrate that 
Hospitality & Tourism touches upon every UK industry.

Register now to secure your place at the Summit www.bha.org.uk/events/
summit

June 11
National Hotel Marketing Conference
Hilton St George’s Park Burton-upon-Trent Staffordshire

HOSPA members are invited to this year’s National Hotel Marketing 
Conference, and bookings can be made at www.hotelmarketing.org.uk – with 
discounts for HOSPA members available by ticking the box “association 
member” on the conference website, or calling the conference office on 01904 
438100.

The conference is expected to attract over 200 hotel owners, General 
Managers and marketing and sales managers, and is organised in partnership 
with the Hotel Marketing Association and the Chartered Institute of Marketing. 
Bookings have already come in from leading national hotel groups, regional 
groups and leading independents.

A strong line-up of 20 speakers includes Pamela Carvell, President of the 
Hotel Marketing Association, Peter Hancock, Chief Executive of Pride of Britain 
Hotels, Matthew Gardiner, Digital Marketing for Choice Hotels, Cara Beggerow, 
Marketing Manager for East Anglia-based Gough Hotels, Justin Bowser, 
Director of conference sponsor HTK, Joel Brandon-Bravo, MD of Travelzoo, 
Ben Gateley, Director of leading social media agency Born Social, and Paul 
Charles, CEO of Perrone Charles Communications and a former Marketing 
Director of Virgin Atlantic and Eurostar.

June 12
Big Data - Join HOSPA for an intelligent approach to data aggregation 
and analytics
Jumeriah Carlton Tower Hotel
6pm

The HOSPA Revenue Management community have organised for their annual 
debate to be held on Thursday 12th June 2014 

Hotels collect data on their guests from all the channels that filter through their 
various platforms, which is often segregated and viewed in isolation.

How can a hotel try to make sense of all this information? What's the best way 
to make the most of the data? What can realistically be achieved today? How 
will this look in the future? And more importantly, how does the guest fit in to all 
this? What are their expectations around the use of their data?

Join HOSPA for a panel debate on the state of data today, and find the answer 
to  these questions and many others …

If you would like to register early for this event, please contact Jenny.Rose@
Hospa.org with your details or call 01202 889430.

September 18
HOSPA Revenue Management Workshop 
London Venue TBC 9am

The HOSPA Revenue Management community are pleased to provide a 
HOSPA Revenue Management breakfast workshop.

Venue, speakers and topic will be confirmed in due course, please save the 
date in your diary! To register early, please contact Jenny.Rose@Hospa.org 
with your details.
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HOSPA Sponsors 
& Patrons
Gold Sponsors include

Avenue9
Sky Business
Cardonet
ENER-G
EuroSite Power
Fourth
Global Blue
IDeaS – A SAS Company
WNS Global Services

Barclaycard
BDO
Capital Allowances Online Ltd
CHESS Partnership
CTB Accounts
Davidson Asset Management
Digital Alchemy
ETC Hospitality
First Data
FM Recruitment
Fretwell-Downing Hospitality
Guestline
HFTP
Hospitality Quality Consulting OG
HotStats
Infor
Infor | EasyRMS
Kerry Robert Associates
Keystep
Maxxton
m-hance
MICROS-Fidelio
PAR Springer-Miller
Portfolio International

Servicing
your needs

Hospitality & Leisure

We provide  
sale, acquisition, 
valuation, rating, 

property and 
building advice.

Sponsor of the HOSPA CalendarPremier Software Solutions
PricewaterhouseCoopers
Rate Tiger
Rieo Communications
RMG Enterprise Solutions
Sabre Hospitality Solutions
STR Global
The NAV People
The Ritz Hotel, London
Verteda
Xn Hotel Systems 

HOSPA Partners
HFTP (Hospitality Finance and Technology Professionals)
Hotel Marketing Association
Hotel Technology Next Generation
Smart Report

HOSPA Education Partners
CIMA
Open University
Oxford Brookes University
Cornell University
HFTP

HOSPA thanks the following companies for being Founding Sponsors of our relaunch as HOSPA as an Association for Finance, 
Revenue Management and IT Professionals. These companies have enabled the development of the HOSPA brand, new 
members’ website and other facilities.

Beacon, Global Blue, BT Wi-Fi, Daisy, Amex, Fourth, Watson, Worldline, Farley & Williams.

September 18, 19
Essentials of Distribution and Digital Marketing 
London

The workshop introduces the distribution landscape for hotels, and the 
business models associated with each channel, including OTAs, MetaSearch 
and private accommodation re-sellers such as AirBnB. We provide an 
introduction to digital marketing introducing search engine optimization (SEO), 
data analytics and pay per click (PPC) campaigns. Participants have the 
opportunity to work with case studies to evaluate channel cost and profitability 
and identify which channels to select to distribute inventory to optimise demand 
and profitability.

Cost: £395 ex VAT - HOSPA member offer £299 ex VAT

To discuss your options, or request further information, please email 
ally@revenuebydesign.co.uk or call 020 7635 6810.

Sept 22
HOSPA IT Members' Meeting - Technology Trends in Hospitality 
including news from HITEC 
London
6:00pm to 8.30pm Venue TBC.

Registration is necessary to attend. To register your place at this event, please 
email Jenny.Rose@Hospa.org with your details.

Sept 25
HOSPA Revenue Management Workshop 
Dublin

The HOSPA Revenue Management community are pleased to provide a 
HOSPA Revenue Management breakfast workshop taking place on 20th 
March 2014.

Venue, speakers and topic will be confirmed in due course, please save the 
date in your diary!

To register for this meeting early, please contact Jenny Rose at jenny.rose@
hospa.org / 0203 418 8196

21 October
Independent Hotel Show 2014
Olympia, London

Launched in 2012, the Independent Hotel Show has filled an essential gap in 
the market, connecting the highest quality suppliers with luxury and boutique 
hotel decisions makers from all over the UK.

Packed full of expert insight and advice, from informative business sessions 
to trend reports and new product and service showcases, the Independent 
Hotel Show is designed to be a one-stop business platform for the luxury and 
boutique hotel industry.



HOSPACE is a one-day annual conference and exhibition hosted 
by HOSPA which is the UK’s leading educational organisation 
for Professionals involved in Financial Management, Revenue 
Management and IT within the UK hospitality industry.

HOSPACE 2014 will enable UK and international delegates to get 
an informed and cutting-edge view from an international line-up 
of inspirational experts - all icons in their own field - about the 
latest key issues and hot topics.

Highlights include:
 
‘Leaders’ Panel’
Comprising a line-up of some of the hospitality industry’s most influential 
Senior Executives and leaders who will be looking at present issues, trends 
and developments affecting all hospitality professionals and organisations.
 
In addition to the Leaders Panel there will be three main Community Panels 
and discussions focusing on the current hot topics of the day for debate in: 

• IT
• Finance 
• Revenue management

HOSPACE is also home to a leading exhibition of hospitality technology 
solutions – providing delegates with a ‘one stop shop’ to view and interact with 
the latest and ‘best in class’ technologies – covering all eventualities for any 
hospitality business, whether they be start-up, established independent or multi 
chain-owned operations.
 
Early booking is strongly recommended. For full event information please visit 
www.hospace.net

bookings@hospace.net
+44 (0)203 4188196BOOK TODAY www.hospace.net

Who should attend this event?
   
      Senior Hospitality Business Directors
   
      Hospitality IT Professionals

      Financial Controllers and Accountants

      Revenue and Distribution Managers
  
      General and Commercial Managers
•    Young aspiring employees wanting to develop their skills & meet with 
00 industry specialists

Thursday 20th November 
Sofitel London Heathrow, Terminal 5

BROUGHT TO YOU BY 

And all those interested in keeping up to date on innovations and trends in the hospitality 
sector and mixing with the experts!


