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This summer is likely to see 
an increase in staycations 
in the UK, aided by the 
hot weather and the weak 

Pound, but also a rising taste for not 
indulging in quite so much ‘plane 
travel, as consumers start to suspect 
that the recent heat waves might not 
be happening quite by chance.

There are signs that the average 
traveller - and restaurant guest - is 
starting to think about their impact 
on the planet and, in turn, what the 
impact of the companies they use 
while out and about is.

While Airbnb may be the ultimate  
in recycling, sharing on that level is 
not for everyone and the hotel sector 
has been quick to burnish its green 
credentials, joining in the recent purge 
on plastic straws. 

The latest move has been 
InterContinental Hotels Group, which 
announced that it was ditching - but 
not dumping - the use of miniatures 
at its hotels, a move which it said 

would help achieve “a circular 
economy”. On the side, it may 
also help end air travel - those tiny 
bottles were an essential piece of 
kit for travellers forced to obey the 
100ml rules.

As we have reported in recent 
months, the hospitality sector has 
found itself swept up in a number 
of sustainable trends, including the 
end of plastic straws and support 
for veganism, as matters Green 
have become mainstream and found 
themselves mandatory for any 
company wanting its business to be 
equally sustainable. Much as smoking 
found itself de rigueur, the days of 
ordering veal at a business lunch 
and getting away with it in any moral 
capacity are long past us. 

The drive to lower consumption 
of all things is likely to be an ongoing 
theme and businesses which want 
their products consumed must 
ensure that their planetary footprint 
is spotless. 
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CEO’S MESSAGE

The new European Payment 
Services Directive regulations 
(PSD2) change the rules for 
accepting payments. This is the 

biggest change to credit cards since chip 
and pin. Strong Customer Authentication 
(SCA) is soon going to be a ‘must-have’ 
and no longer a ‘nice-to-have’. 

You may know all about it and if you 
do, great, but if you don’t know then 
read on and take action, as ignorance is 
guaranteed to lose you both revenue and 
guests. The best advice is to get on it, 
don’t delay.

In summary, most credit card 
transactions will need to jump through 
additional authentication hoops in an 
attempt to ensure the transaction is 
legal, genuine and with no criminal intent. 
Sometimes referred to as two step 
authentication, your guest will need to 
prove their right to make any payments 
in two of three ways. Knowledge 
(PIN, password etc.); Possession (the 
card itself, mobile phone enabled for 
payments); and Inherence (fingerprint, 
face ID). So, in the example of a retail 
outlet, presentation of a payment card 
combined with a correct PIN, ticks the 
boxes. This will also apply to a hotel 
guest paying their bill on departure. 

Whilst we are used to the two-
factor authentication in a face to face 
environment, the big difference now is 
that the new legislation also requires it 
for online transactions. You may have 
already experienced second validation 
whilst making an online purchase, with 
questions directly from your bank or 
by receiving a code via text message. 
This will become the norm. Whilst great 
for security, it adds time and frustration 
to the purchase and can increase the 
likelihood of an abandoned transaction.

The new rules come into effect on 14th 
September. The good news is we have 
had a stay of execution for 18 months 

from the Financial Conduct Authority 
(FCA) for UK banks. The FCA has recently 
announced it will not enforce compliance 
this month and expects card issuers to 
follow suit. However, you cannot sit back 
and relax, this 18 months delay is just for 
the UK. If a UK hotel is taking a payment 
from another country, they may not be 
benefitting from the same allowance and 
PSD2 will be in force.

The really bad news is that of all the 
industries taking payments, hospitality is 
perhaps the most complicated when it 
comes to PSD2. The international nature 
of both our guests and our properties, 
coupled with lots of customer-not-present 
transactions, means hoteliers and the 
like really need to take notice. The layers 
of intermediaries in hotel reservations 
only adds to the complications. 
Transferring customer authentication 
from one intermediary to another is tricky. 
Additionally, the authentication has a 
validity period of up to 90 days and many 
reservations are, of course, made further 
in advance than that. 

More positive news, thankfully, is that 
restrictions appear to have been removed 
from Merchant Initiated Transactions 
(MIT) – so any no-show charges or late 
charges are now out of scope. But the 

question mark here is whether a MIT 
would need SCA initially!

A payment for a booking taken by 
an online travel agent (OTA), booking 
engine or any third party with a different 
Merchant ID (MID) may no longer be 
straightforward (the new rules are quite 
vague). This would also impact a small 
central reservations or sales office, as 
each property in a chain would normally 
have its own MID. Historically, the central 
office would securely share the payment 
data for processing at a later time by the 
local property. That may no longer be 
possible under the new rules.

But it’s not all bad news. Mail Order 
Telephone Order (MOTO) transactions do 
not require SCA. Although you may wish 
to make sure you understand the correct 
definition of a MOTO order! None of this 
is easy! 

The best advice I can offer is to 
speak to your acquirer / payment 
gateway provider and make sure they 
understand the complexity of your 
business. Good luck!

Don’t make your 
customers pay
HOSPA CEO Jane Pendlebury comments on the latest payment regulations

Jane Pendlebury
HOSPA CEO 
jane.pendlebury@hospa.org
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Beryl has been studying with 
HOSPA on our Financial 
Management programmes 
and achieved the position of 

highest achieving student for Level One in 
Introductory Financial Accounting which 
she completed in August 2018. Beryl’s 
award was collected by David Nicolson, 
VP Finance for Jumeirah Corporate on 
her behalf from HOSPA President, Dr 
Harry Murray, MBE at the HOSPA Annual 
Awards Ceremony held earlier this year 
at the Jumeirah Carlton Hotel, London.

Beryl is now awaiting her results for 
her Level 2 in Operational Management 
Accounting studies due to be released  
at the end of August.

Beryl entered the hospitality  
industry 6 years ago when she joined 
the Jumeirah Group as a Guest Services 
Executive. Within a year and a half,  
she was able to progress into a 
finance role, having completed a 
post-graduation diploma in business 

administration and finance (PGDBA).
The journey from Guest Services 

to Finance Assistant and now Finance 
Executive required perseverance, a passion 
for numbers and a dedication to learn and 
grow.  Now working as a Finance Executive, 
Beryl deals with General Ledger, Accounts 
Receivable, Accounts Payable, Income 
Audit, Fixed Assets. 

Beryl says that the course has  
helped her better understand the  
finance structure and reasons behind  
the companies’ processes and policies 
and has helped her with analysing 
details and knowing the story behind 
the numbers.  She intends to go on 
to study for her CIMA qualification to 
further her career progression, extend 
her knowledge, add to her formal 
certifications for international job 
opportunities … and possibly someday 
head a team as Director of Finance!  
We wish her every success with  
her studies!

Leading learner
This month we meet Beryl Mathews, Finance Executive at the Jumeirah 
Restaurants Group, based in Dubai.

EDUCATION

HOSPA  
Education

HOSPA has an agreed path with 
CIMA with graduates of the HOSPA 
Finance courses able to gain 
exemption from two components 
of the CIMA Certificate in Business 
Accounting (2017 syllabus) – these 
components are:

• BA2 Fundamentals of 
Management Accounting (after 
successfully completing HOSPA 
Stages 2 & 3)

• BA3 Fundamentals of Financial 
Accounting (after successfully 
completing HOSPA Stage 1) 
BA3 Fundamentals of Financial 
Accounting (after successfully 
completing HOSPA Stage 1) 

Several past HOSPA students have 
gone on to further their careers with 
CIMA qualifications – to learn more 
from some learner case studies visit: 
www.hospa.org/static/cms_page_
media/12336/CIMA%20HOSPA%20
Case%20Studies.pdf

Studied in three Stages, the 
HOSPA programmes in Financial 
Management or Revenue 
Management cost £820 + VAT per 
Stage and enrolments are being 
accepted now for the September 
2019 programmes. 

Contact education@hospa.org or 
visit the website at www.hospa.org/
education
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GOING GREEN

No more downsizing

IHG has announced that its entire hotel 
estate of almost 843,000 guest rooms 
will switch to bulk-size bathroom 
amenities, with the transition to be 

completed during 2021. Building on its 
efforts to reduce plastic waste as part of a 
broader sustainability agenda, this pledge 
makes IHG the first global hotel company 
to commit all brands to removing 
bathroom miniatures in favour of bulk-size 
amenities.

Keith Barr, CEO, IHG, commented: 
“It’s more important than ever that 
companies challenge themselves to 
operate responsibly – we know it’s what 
our guests, owners, colleagues, investors 
and suppliers rightly expect. Switching 
to larger-size amenities across more 
than 5,600 hotels around the world is 
a big step in the right direction and will 
allow us to significantly reduce our waste 
footprint and environmental impact as we 
make the change.

“We’ve already made great strides 
in this area, with almost a third of our 
estate already adopting the change 
and we’re proud to lead our industry by 
making this a brand standard for every 
single IHG hotel. We’re passionate about 
sustainability and we’ll continue to explore 
ways to make a positive difference to the 
environment and our local communities.”

IHG currently has an average of 200 
million bathroom miniatures in use across 
its entire hotel estate every year. As the 
new brand standard is adopted between 
now and 2021, the company expects 
to see a significant reduction in plastic 
waste. This commitment builds on IHG’s 
pledge to remove plastic straws from its 
hotels by the end of 2019, and a number 
of broader waste reduction initiatives 
already in place. IHG remains a constituent 
of the FTSE4Good Index, and recently 

joined the Ellen MacArthur Foundation’s 
Circular Economy 100 network, signalling 
its commitment to working with cross-
industry partners to build a more 
sustainable world.

Joe Murphy, Lead of the CE100, the 
Ellen MacArthur Foundation said: “We 
welcome IHG’s action to reduce plastic 
waste through this new commitment. 
Achieving a circular economy will be 
a challenging journey, but by working 
together we can find solutions to design 
out waste, keep materials in use, and 
regenerate our environment.”

IHG, which joined other hospitality 
companies earlier this year in moving to 
end the use of plastic straws, was joined 
by Marriott International, which is also 
planning to replace small plastic soap, 
shampoo, and conditioner bottles with in-
shower dispensers at hotels it manages.

The programme was expected to save 
an average of 250 lbs. of plastic per year 
for a 140-room hotel - approximately 
23,000 plastic bottles.

Efforts to cut consumption have 
also been felt in the dining room, with 
Accor backing efforts to support zero-
waste kitchens as part of its Planet21 
programme, which looks to create a more 
sustainable business.

According to the United National 
Environmental Programme, one-third 
of the food produced to feed mankind 
is wasted every year, which equates to 
around 1.3 billion tonnes annually. That’s 
more than the total amount of food 
produced in sub-Saharan Africa. Then 
there’s the economic cost. The Waste and 
Resources Action Programme (Wrap) said 
that food waste cost the hotel industry 
approximately EUR367 million each year, 
“including food procurement, labour, 
utilities and waste management costs.” Of 

that, 45% is lost in food preparation, 34% 
is left behind on customers’ plates and 
21% is spoilage.

Many initiatives are already being 
taken across Accor’s portfolio as part 
of the company’s Planet21 program, 
which engages employees, customers, 
partners and communities to create a 
more sustainable business. Reducing food 
waste is a core commitment. 

At the Fairmont Hotel Vier Jahreszeiten, 
the F&B team uses glass storage jars 
instead of plastic bags wherever possible, 
and repacks produce into reusable plastic 
boxes on site, so wooden crates can be 
returned to suppliers. Trimmings are used 
for stock and sauces, coffee grounds are 
collected and given to local hobby farmers 
for fertiliser and smaller plates are used on 
buffets to discourage guests from over-
filling. The result, says Director of Food and 
Beverage Max Westphal, is the creation of 
an environment where, “guests can trust 
us 100% to be at the forefront of modern 
day sustainability standards.”

InterContinental Hotels Group has set the bar for its fellow hoteliers by 
cutting out bathroom miniatures, while the rest of the hospitality sector 
addresses waste, reports Katherine Doggrell.

“We welcome IHG’s 
action to reduce 
plastic waste through 
this new commitment. 
Achieving a circular 
economy will be a 
challenging journey, 
but by working 
together we can find 
solutions to design out 
waste, keep materials 
in use, and regenerate 
our environment.”
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At the Fairmont Quasar Istanbul, certain 
left overs are used to make signature 
spices included in the Spice Library at Aila 
restaurant, which are used in the kitchen 
and available for guests to purchase. In 
this way, carrot, beetroot, lemon peel and 
eggplant can be turned into powders and 
other spice mixes. “In 2018, we converted 
one tonne of various fruit and vegetable 
left overs and peels into 100 kg of spices 
to be re-used,” says Sevtap Polat, Director 
of Food and Beverage. The hotel also 
works with local animal shelters to donate 
food waste and left overs (which are kept 
in a special fridge) to feed their four-
legged friends, and has eliminated the 
use of individually packaged plastic items 
throughout the hotel.

It’s not just hotels. In May a new waste 
reduction campaign was launched at a 
government symposium to tackle the £3 
billion of food thrown away at hospitality 
and food service outlets in the UK, along 
with Wrap, which claimed that 75% of 
wasted food could have been eaten.

Food Surplus and Waste Champion 
Ben Elliot said: “This campaign brilliantly 
shines a light on the food waste epidemic. 
Initiatives like this provide a strong 
foundation for change. Less conversation, 
more action. We are all in this together. 
It’s time to stand tall and work towards a 
waste-less future.”

Guardians of Grub was developed 
to inspire action at every level of the 
hospitality and food service profession; 
from kitchen porter to business owner 
and across preparation and service. The 
theme of guardians helped stress the 
enormous environmental impact wasted 
food has on the planet, and makes the 
point that everyone has the power to 
defeat waste within their work.

The sector itself was responsible for 
10% (one million tonnes) of the total 10.2 
million tonnes of food wasted in the UK 
each year, with the cost of avoidable food 
waste varying between 38p and £1 for 
every meal it serves. Previous research 
by the World Resources Institute and 
Wrap across 700 companies operating 
in 17 countries found a high return on 
investment for activities implemented to 
reduce food waste. The average business 
saving, across multiple sectors, was 
shown to be more than £14 for every £1 
invested by a business into reducing food 
loss and waste. 

Marcus Gover, Wrap CEO; “We will not 
tackle the impact of global warming if we 

don’t fix the food system, and everyone 
needs to play their part. If everyone in the 
hospitality and food service industry put as 
much passion into reducing waste as they 
do into creating delicious food, it would 
make a massive difference to cutting the 
damage food waste is doing to our planet. 
Through this great new campaign, we are 
showing how everyone can reduce food 
waste without compromising on quality, or 
customer experience, and save money. It’s 
a double win; for the environment and  
for business.”

Juliane Caillouette-Noble, Sustainable 
Restaurant Association Development 
Director, said: “Food is such a precious 
commodity and everyone working in 
foodservice should value their role as 
Guardians of Grub. We wholeheartedly 
back WRAP’s campaign to engage 
professionals, across all roles in a 
concerted bid to reduce food waste. The 
SRA will be providing hands-on, tailored 
and practical support and advice to 
businesses to enable them to achieve 
the super-heroic targets worthy of the 
Guardians of Grub title.”

Kate Nicholls, CEO UKHospitality, 
added: “Food waste is a serious issue 
and one that consumers and businesses 
increasingly feel passionate about. 
UKHospitality, our members and the wider 
hospitality industry also take the issue 
seriously and we want to make sure we 
capitalise on our efforts to significantly cut 
down the amount of food we throw away. 
Guardians of Grub is a fantastic campaign 
and we are urging everyone in hospitality 
to get behind the campaign and help 
reduce the 1 million tonnes of food the 
sector currently wastes per year.”

Last year saw JD Wetherspoon start 
working with Veolia implement food and 
coffee ground recycling scheme which,  
it said, would result in 11,500 tonnes  
of food waste avoiding landfill so  
helping Wetherspoon’s reach a 100% 
diversion target.

Estelle Brachlianoff, senior executive 
vice-president Veolia UK & Ireland, said: 
“It is vital we treat unavoidable food 
waste sustainably and recognise both 
the environmental and economic benefits 
that can be produced by converting it 
into ‘green energy’ as part of a wider 
recycling scheme. As one of the most 
well-known names on the High Street, 
we’re proud to be working with the team 
at J D Wetherspoon and supporting them 
in achieving their goals of zero waste to 

landfill and protecting the environment by 
taking care of their recycling and general 
waste sustainably.”

Wetherspoon’s contractor 
performance manager, David Willis, said: 
“Wetherspoon is committed to leading 
the hospitality industry into a sustainable 
future. In line with our work with the 
Sustainable Restaurants’ Association, we 
take very seriously our commitment to 
minimise waste and opting for recycling 
wherever possible.

“ We are pleased to highlight our 
commitment to a genuinely sustainable 
future by entering into partnership  
with Veolia UK for the management  
of our general waste, food waste and 
glass recycling.”

Willis highlighted the company’s target 
of zero waste to landfill and a desire to 
send recyclables to UK reprocessors. 
He said: “ Currently 10% of the United 
Kingdom’s waste is exported to the EU 
and to Asia for processing, further adding 
to the carbon footprint of the producer. 
All Wetherspoon waste that is managed 
by Veolia will be managed within the UK, 
further reducing the carbon impact of our 
pubs and hotels.

“In addition we are also continuing to 
innovate in partnership with Veolia UK 
to enable wider use of our recyclable 
products, increasing the amount of 
sundry items that are manufactured from 
recycled products such as drinks trays or 
garden furniture.”

News of the shift in supply came as 
the Cornell Hotel School released its 
latest comments on energy consumption 
by the sector.

The sixth annual Cornell Hotel 
Sustainability Benchmarking study found 
that participating hotels generally had 

In May a new waste 
reduction campaign 
was launched at 
a government 
symposium to tackle 
the £3 billion of food 
thrown away at 
hospitality and food 
service outlets in the 
UK which claimed that 
75% of wasted food 
could have been eaten.

GOING GREEN
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continued to reduce their energy and 
water use, although the energy intensity 
recorded by luxury hotels continues to 
be relatively high. With information from 
over 11,000 hotels, the study included 
data from substantially more hotels than 
in all previous years. While the bulk of the 
data come from hotels in the US the study 
also recorded a greater international 
participation, with 48 nations and 17 
international brands represented.

Participating hotels contributed 
information regarding their energy and 
water use, as well as greenhouse gas 
emissions, with data complete as of 2017. 
While these data permitted hoteliers and 
potential guests to see benchmarks for 
various hotel segments and locations, 
individual hotel amenities cannot be 
accounted for in terms of energy or water 
use. This year’s study further analysed 
the range among data sets to identify the 
common “efficiency gap range” between 
the upper and lower quartile among similar 
hotels, presenting the opportunity and 
business case for designing and operating 
energy- and water-efficient hotels.

It’s not just what’s going on in the 
hotel, but in building the hotel. Energy 
and water conservation as well as waste 
reduction, were increasingly being 
incorporated throughout the hotel sector 
to add value and provide a competitive 
edge to properties.

Sustainability in Hotels: Opportunities 
and Trends Shaping the Future of 
Hospitality assessed the state of 
sustainability in the hotel sector by 
identifying best practices, highlighting 
industry trends in sustainability, and 
offering solutions to sustainability-
related obstacles. The report, published 
by ULI’s Greenprint Center for Building 
Performance, contained case studies 
and is informed by insights from 25 
leading hotel owners, developers, and 
investors, including members of ULI’s 
Hotel Development Product Council and 
Recreational Development Council.

“Sustainability efforts, both in 
construction and operations, speak to 
the character and development quality 
of a hotel property, and a responsible 
developer recognises both the need and 
the benefits that come with going green,” 
says James DeFrancia, ex officio member 
of the Recreational Development Council 
and Principal of Lowe Real Estate.

Sustainability in Hotels pointed out that 
of all commercial buildings, hotels were 

among the highest per-square-foot energy 
and water users, and that carbon emissions 
for full-service hotels exceeded emissions 
for limited-service hotels. However, it noted 
that opportunities are available across 
all hotel types for improvements that go 
far beyond existing “sustainable choice” 
programs such as those limiting linen 
changes or curbing water use by guests. 
Trends highlighted included:

• Modular construction – The use of 
prefabricated and identical modules 
built offsite and transported to the 
construction site to form the structure. 
Modular construction reduces 
construction time, minimises waste, 
requires far less energy use, and 
standardises quality across assets.

• Sustainable renovations — Incorporating 
sustainable fixtures and furniture 
into hotel room renovations. This can 
help reduce the property’s carbon 
footprint and help showcase the hotel’s 
commitment to sustainability.

• Smart guest room technology – The 
use of technology to conserve energy, 
from allowing guests to control the room 
temperature to in-mirror televisions.

• A heightened focus on health and 
wellness – Improving fitness offerings 
with amenities such as rental workout 
gear and in-room fitness equipment; 

and health-focused features such 
as aromatherapy, advanced water 
purification systems and circadian 
lighting that triggers the body’s natural 
rhythms for rest and wakefulness.

“Sustainability in hotel development is 
not a short-term trend; rather, it’s a lasting 
change,” said ULI Global Chief Executive 
Officer W. Edward Walter, former CEO 
of Host Hotels and Resorts, Inc. “It’s what 
the market wants — younger and older 
generations place a high priority on green 
and sustainable development. It’s also 
what cities want and need, as they seek 
to become more resilient, competitive and 
liveable. Clearly, resource-efficient and 
resilient development practices are good 
for the hospitality industry as well as  
our communities.”

While long-term investments in high-
efficiency energy management systems, 
heating, ventilation and air conditioning 
retrofits, and on-site renewable energy 
all required substantial planning and 
collaboration between owners and 
operators, such investments can pay long-
term dividends for hotels in terms of utility 
savings, improved guest experiences, 
and increased net operating income, the 
report noted.

There is plenty to be done. But the 
sector has realised that note taking 
action affects not only the planet - but 
how attractive it looks to consumers. 
Something to save indeed.

GOING GREEN
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A recent YouGov survey 
conducted for CAMRA has 
shown that real ale drinkers 
are reaping the personal and 

social wellbeing benefits of pub-going. 
The survey found that excluding those 
who don’t know, 56% of regular real ale 
drinkers who go to pubs have made one 
friend or more there, compared to 35% of 
the general pub-going population.

Furthermore, 30% of real ale drinkers 
report making five or more mates from 
their pub visits, compared to just 16% of 
all pub-goers, when excluding those who 
don’t know. Research conducted in 2016 
with Oxford University that shows people 
who have a local pub were happier, more 
trusting and better-connected to their 
local community.

Given the pivotal role that pubs play, 
CAMRA is calling for substantial reforms 
to better support the industry and keep 
pubs open and thriving. This includes 
the introduction of a preferential rate of 
duty for beer sold in pubs and on-trade 
outlets, greater support for publicans tied 
to large pub-owning companies and a 
significant reduction in the business rates 
currently paid by our nation’s pubs.

Nik Antona, CAMRA’s National 
Chairman said: “Pubs play a significant 
role in communities across the country, 
providing a space for local people to 
meet, helping to tackle loneliness, and 
having a positive impact on the personal 
wellbeing of pub-goers. It’s vital that the 
government continues to act to reduce 
pub closures so that pubs remain at the 
heart of communities. 

“In addition, it is imperative that beer-
drinkers continue to support the pubs 
trade by visiting them. Our Summer of 
Pub campaign aims to show what pubs 
have to offer and remind people how 
important the great British pub is to 
communities. From special screenings 
of the Women’s World Cup to comedy 

evenings, beer tastings or special talks, 
pubs have pulled out all the stops to 
celebrate this summer and provide 
something for everyone.”

Ian Cass, Managing Director of the 
Forum of Private Business, supported 
the study, adding: “It is clear that a 
viable and successful pub supports 
local communities as a central hub. It is 
therefore hugely concerning that the 
Government has done little to tackle the 
excesses of large Pub owning companies 
who have, in many cases treated, what is 
a vital part of our heritage and culture, as 
nothing more than a profitable asset to 
be squeezed and then sold when it has 
served its use. 

“Whilst the Forum agrees that Beer 
Duty in the UK is higher than the rest of 
Europe, evidence shows that reductions in 
duty have had little impact on prices at the 
pump as the large Pub owning businesses 
simply avoid passing this on to the 
operator and, by extension, the consumer. 

“Therefore, whilst we support CAMRAs 
continued campaign to address beer 
duty, until the greed within the industry is 
addressed, it will have little impact on the 
closure rate of pubs.”

Pubs ‘pivotal’
Pubs have a positive impact on wellbeing, according to CAMRA.

GOING OUT

“Pubs play a significant 
role in communities 
across the country, 
providing a space for 
local people to meet, 
helping to tackle 
loneliness, and having 
a positive impact on 
the personal wellbeing 
of pub-goers. It’s vital 
that the government 
continues to act to 
reduce pub closures so 
that pubs remain at the 
heart of communities.”
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EHOTELIER 

How tech and AI 
are reshaping the 
hospitality job market

The constant evolution in 
technology, at an ever-increasing 
pace, is changing our world and 
our working environment as 

never before. The impact of technology 
is reshaping occupations and new job 
categories are beginning to appear on the 
market requiring “hybrid” skills. Not only 
will staff have to know how to do their 
traditional job as in the past, but they will 
also be expected to have knowledge of 
the technological world that is evolving 
around them. The combination of the 
two creating hybrid positions that are in 
great demand but for which there is little 
supply. An example of this hybridisation is 
marketing roles that require understanding 
of sophisticated statistical analysis tools 
and even data science.

Add to this the competencies required 
to work in an environment which uses 
Artificial Intelligence, in one of its forms, 
the skills gap becomes even wider and 
the hidden gem who possesses this 
combination rarer.

The hospitality industry has not been 

spared from this disruption. Over the last 
decade, technology has transformed 
marketing, reservations, guest relations, 
service and many other aspects of this 
industry. With the introduction of Virtual 
Personal Assistants such as Amazon’s 
Alexa to assist with in-room service, 
Relay, the service robot by Savioke, and a 
multitude of algorithms processing huge 
amounts of customer data, the industry is 
struggling to keep up with the pace.

Employees in this industry observe 
that jobs, which involve simpler, easily 
automated tasks, are disappearing rapidly 
as they are more and more frequently 
being undertaken by technology. The 
dwindling number of unskilled jobs means 
that there is an urgent need to retrain and 
re-skill these employees to leverage the 
technological changes and to prepare for 
the future.

Retraining current employees will 
be essential, as the pure data scientists 
and engineers rarely have the soft skills, 
especially communication skills, that are 
essential to succeed in the hospitality world.

With the introduction of digital 
tools such as IPSoft’s Virtual Personal 
Assistants Amelia, EHL Lausanne has 
recognised the need to incorporate 
technology into education enabling 
students to control artificial intelligence in 
their future careers rather than competing 
with it.

But still the task of retraining or 
finding these hybrid individuals is not 
a simple one as Artificial Intelligence 
used in the hospitality industry today 
comes in several forms; natural language 
processing, machine learning, and 
predictive data analysis. These different 
types of Artificial Intelligence require 
different skill sets.

The main goal of this technology is 
to know your client better than they 
know themselves. To be able to propose 
products and services tailored to each 
individual, to make each person feel 
special and to create “empathy” and thus 
generate a competitive edge.

The art of understanding speech and 
text, with all its nuances, by machines is 
rapidly becoming an everyday occurrence 
in our lives. The Alexa in the room, which 
answers questions concerning the hotel, 
events, and room service, a machine 
which can also increase the temperature 
and dim the lights in the room, is a 
common sight. What the client does not 
know however is the amount of work that 
it takes to make a machine understand 
and how much more it takes to be able to 
reply with information that makes sense. 

Change has never been as rapid as today and EHL reports on the 
importance of developing hybrid skills.

The art of understanding speech and text, with all its 
nuances, by machines is rapidly becoming an everyday 
occurrence in our lives. The Alexa in the room, which 
answers questions concerning the hotel, events, and 
room service, a machine which can also increase  
the temperature and dim the lights in the room, is  
a common sight. 
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It is easy to take the off the shelf products 
such as Alexa and Siri and get them to 
answer questions about the weather, but 
they have to be trained to answer specific 
questions pertinent to your business to 
ensure customer satisfaction.

The language that we use when 
we ask questions has to be analyzed 
and the machine has to be trained 
to understand what we are asking. 
Linguistic analysis of the conversations 
between man and machine is 
required to ensure a sufficient level of 
comprehension to satisfy the client. The 
linguist will be able to guide the machine 
in its interpretation of the questions 
asked of it, so that it can provide the 
correct answer. This learning takes time 
and this is the case every time a new 
scenario is presented to the machine 
or a question is asked by a client for 
which the machine has not been able to 
provide an adequate response.

The speed that we can train these 
machines to be operational will be a 
differentiator.

The linguistic skills necessary can 
easily be taught to hospitality staff who 
have regular contact with clients of many 
nationalities and who are thus capable 

of teaching a machine the multiple ways 
each simple question can be asked.

Machine learning is an effective way 
of increasing productivity by allowing 
machines to use algorithms and statistical 
models to perform a given task without 
explicitly being programmed. Data 
analysis allows the machine the ability to 
predict an outcome. The machine must be 
given enough information to enable it to 
take a measured decision for the business 
and can learn from all information given 
to it. The creation of the algorithms and 
statistical models that it uses requires 
extensive knowledge of your processes 
and once defined must be closely 
monitored to ensure that they measure up 
to expectations.

The risk of leaving these machines 
unmonitored is that they can very 
quickly become monsters as shown by 
Microsoft’s Tay, which in 24 hours began 
sending out inflammatory and offensive 
information that it had learnt through its 
interactions with humans on social media.

Although the creation of algorithms 
does not come naturally to hospitality 
employees, they have the knowledge, 
which should be included in these 
algorithms to increase the likelihood of 

success. It is imperative that they be 
given the opportunity to learn the skills 
of modelling, data analysis, probability 
and statistics and to work alongside data 
scientists who are capable to produce the 
necessary models.

The true hybrids of this world are 
in great demand today. To ensure that 
we are not surpassed by the GAFAs of 
this world who can attract these highly 
prized individuals, it is imperative that the 
subjects of linguistics, artificial intelligence, 
data analysis and science are included in 
the curriculum of hospitality schools and 
in-career training is developed.

The most pertinent use of these 
technologies can only be defined by 
using the experience of those already 
in the industry, combined with the 
knowledge of the generations currently 
learning these subjects.

Jobs and careers will no doubt be 
greatly affected by this technology, 
but the future is bright if we ensure 
the correct education for hospitality 
employees. The industry is more than 
capable of creating its own hybrids.

Reproduced with kind permission  
of eHotelier

EHOTELIER 

IIt is easy to take the 
off the shelf products 
such as Alexa and 
Siri and get them to 
answer questions 
about the weather, but 
they have to be trained 
to answer specific 
questions pertinent to 
your business to ensure 
customer satisfaction.
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FREE access for HOSPA members

Log-in and access the Members’ Portal and select General then EBSCO

With full text coverage of thousands of business magazines, journals, trade publications, 
newspapers & newswires, SWOT analysis, market research reports, country economic 
reports, and company profiles, BSC+ serves your day-to-day business research needs.
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Competitive Intelligence   |   SWOT Analyses   |   Trade Publications   |   Market Research Reports 
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™

Online Tutorials Available at:
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The course, which will 
be delivered online in 
partnership with HOSPA’s 
professional development 

partner arena4finance, will provide 
an opportunity for all those working 
in the hospitality and related sectors 
seeking to develop their knowledge in an 
increasingly important area.

The course content will be designed to 
enable learners to develop outstanding 
analytical, numerical and interpretation 
skills. Participants will engage with theory, 
examples and case studies to develop 
their knowledge of the sector and to 
be able to interpret complex financial 
information based on hotel financial 
statements and data as well as to 
understand the underlying principles of 
operating structures.

Commenting on the Savoy Educational 
Trust award, HOSPA Head of Professional 

Development Debra Adams said: “We 
are greatly indebted to the Savoy 
Educational Trust for their generosity 
in supporting HOSPA over the years 
enabling us to continue to offer leading 
edge resources and professional 
development activities. This latest 
addition to our course offerings, which 
currently include hospitality finance and 
accounting and more recently revenue 
management, ensures that HOSPA 
maintains its position as the leading 
Association for all those pursing careers 
in the commercial support functions in the 
hospitality industry.”

David Bridge, Chair of the newly 
formed HOSPA Asset Management 
Advisory Group added “This is a very 
exciting time for HOSPA, we know that 
good asset managers are much in demand 
in the hotel and related operational real 
estate sectors , and we are delighted to 
be able to work with the industry, who 
have already supported HOSPA , to help 
the Association grow talent for the future 
for this sector and other operational real 
estate sectors.”

The Asset Management course will  
be available for enrolment from 
September 2020. 

For more information on our current 
Finance Management and Revenue 
Management Programmes and how  
to enrol for the 9th September start,  
please visit the HOSPA website:  
www.hospa.org/education

HOSPA secures 
Savoy Educational 
Trust grant
HOSPA is delighted to announce that it has successfully secured a 
grant from the Savoy Educational Trust, with additional investment 
from HOSPA, to develop a course for the sector in Asset Management.

EDUCATION

About the Savoy 
Educational Trust

The Savoy Educational Trust is 
an independent, grant giving 
charitable trust established in 1961 
whose main aim is to advance 
and develop education, training 
and qualifications within the 
hospitality industry. 

In order to fulfil this aim and help 
meet the current and future skills 
needs of an industry that is a major 
employer and contributor to the 
UK economy, the Trustees award 
grants for a variety of hospitality-
related projects to educational 
establishments, trade associations, 
charitable organisations/social 
enterprises, and individuals. 

For more information visit  
www.savoyeducationaltrust.org.uk 
or please contact:

Margaret Georgiou
Trust Administrator
0207 849 3001
info@savoyeducationaltrust.org.uk 

David Bridge, Chair of 
the newly formed HOSPA 
Asset Management 
Advisory Group added 
“This is a very exciting 
time for HOSPA, we know 
that good asset managers 
are much in demand in  
the hotel”
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Visit www.fourth.com to find out more



THE OVERVIEW | SEPTEMBER 2019    15

Putting the Back 
Office Centre Stage  

Faced with the constant challenge 
to deliver exceptional guest 
experiences every time, the 
hospitality industry in general has 

invested heavily in slick, intuitive, customer-
facing front-end systems and websites, 
providing a proactive, premium service to 
customers and members. However, when 
it comes to back office systems, it’s often a 
very different story. 

It’s still relatively common to see lots of 
paper-based, labour intensive processes 
and procedures at play, with a disparate 
network of creaking, legacy systems 
bolted together in an attempt to unite 
business functions, very much at odds 
with the cutting-edge front office solutions 
that represent the brand to the outside 
world. Nowhere is this more apparent 
than with the finance department, where 
it’s not unusual to find accounting teams 
manually inputting data into expensive 
legacy software and spreadsheets, having 
to physically amalgamate reports from 
across the business to get a true picture 
of business-wide financials.

Not only is this set-up inefficient, 
taking up an inordinate amount of 
staff time just to input data, but the 
information is rarely up-to-date, having 
already bounced from department to 
department, or from spreadsheet to 
spreadsheet. To stay competitive in our 
ultra-competitive marketplace, hospitality 
businesses need financial information 
they can rely on, with timely, accurate 
information the only way to underpin 
faster, robust decision-making for the 

ultimate in business agility. With this in 
mind, savvy hospitality businesses are 
investing in their finance function, with 
many opting for finance solutions that 
sit across the business, spanning all 
business processes, amalgamating key 
financial information for optimum levels 
of business efficiency.

Enhanced agility

What this serves to do is make the finance 
function more agile, more strategic and 
more timely, able to provide the right 
people, with the right information, at 
the right time, informing quick, effective 
decision making. By pulling information 
from right across the business, 
automatically generating reports without 
having to wait until a set date for manual 
reconciliations to occur, this avoids 
the inevitable manual errors, ensuring 
consistency and data integrity, automating 
routine, repetitive tasks and freeing-
up the finance team to concentrate on 

more value-add activities. By changing 
the focus from getting the data into 
the system, letting the technology take 
care of data input, and shifting towards 
a culture of data analysis, the finance 
function can add much more value to the 
entire business, furnishing the business 
with the levels of insight needed to 
optimise operations. 

Increased visibility

It’s not just the increased automation that 
benefits the business either. By spanning 
the entire business, the right finance 
system enables increased communication 
between departments, breaking down 
inefficient silos of information and giving 
all relevant staff access to crucial financial 
information. The ability to rapidly share 
accurate and up-to-date information is 
a major bonus, streamlining old time-
consuming business processes and 
providing a comprehensive view of the 
organisation to all those who need it. 

Chris Stock, Managing Director at Percipient examines why a lack 
of investment in the back office could be impeding the customer 
experience, and looks at what the future holds for financials 
within hospitality.

It’s still relatively common to see lots of paper-based, 
labour intensive processes and procedures at play, 
with a disparate network of creaking, legacy systems 
bolted together in an attempt to unite business 
functions, very much at odds with the cutting-edge 
front office solutions that represent the brand to the 
outside world. Nowhere is this more apparent than 
with the finance department.

PERCIPIENT
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When it comes to business expansion 
and growth, the best finance systems 
out there will scale-up alongside your 
business as well, unlike the systems 
and spreadsheets of old, where their 
inflexibility was often a hindrance 
to business development, unable to 
keep pace with the shifting demands 
of a growing business. And, they can 
automatically handle foreign currency 
transactions, as well as any local 
regulatory or compliance requirements, 
breaking down the barriers of 
international trade and again saving the 
finance team vital time and effort. 

Greater control
Performance management is enhanced 
too, with the direct ability to compare 
and contrast the performance of 
different business units or locations, 
or different departments and services 
within a single business. With internal 

process commonality in-place thanks 
to a centralised finance system, you 
can quickly and easily see profitability 
across the different parts of the business, 
enabling the business to take action 
where necessary, making informed 
decisions based on accurate, real-time 
financial insight, and giving you greater 
control over the business as a whole. 

For those hospitality businesses for whom 
internal IT resource is a concern, who 
have perhaps shied away from financial 
software in the past, cloud computing 
has made a real difference. By opting 
to host their chosen financial solution in 
the cloud, hospitality businesses reap all 
the aforementioned business benefits 
but without the cost and effort required 
to maintain hardware and software, as 
well as the need to manage software 
and upgrades, as this is all taken care of 
by the cloud provider. Whereas once a 
lack of in-house IT skills was sometimes a 

hindrance to particularly smaller hospitality 
businesses, the increasing popularity of 
the cloud has evened out the playing field 
massively when it comes to having access 
to cutting-edge technology that provides 
that all-important business agility.

The addition of centralised finance 
systems which span multiple business 
functions provides the in-depth, accurate 
and timely insight necessary to add real 
competitive advantage in any business 
environment. But for the hospitality 
sector in particular, the ability to respond 
quickly and effectively to changing 
customer demands, often in real-time, 
is an absolute must. The right systems 
mean that finance teams can embrace a 
customer-centric business model which 
allows the business to seize any growth 
opportunities that arise, and consolidate 
all-important reputation.

https://percipient.co.uk/

PERCIPIENT

Learn more about Revenue Management with HOSPA

This modular programme is delivered online and provides an opportunity 
to study in-depth the revenue management strategies and techniques 
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 Expert online tuition and guidance from leading practitioners

 Up-to-date web basedcourse materials 

 Free subscription to the online Journal of Revenue and Pricing Management
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All courses are  
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Enrolling now for September 2019, to learn more contact us at education@hospa.org
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* STARTIN
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9

*Enrol by the 2nd September in order to receive course packs and logins before the 9th September.

https://www.hospa.org/en/education/course-information/rm/#.XUBmtZNKhTa
https://www.hospalearning.org/
https://link.springer.com/journal/41272
https://www.hospa.org/
https://www.hospa.org/en/education/enrol/#.XWfe75NKii7
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The average British consumer 
goes out to eat 63 times a year, 
and goes out for a drink 85 
times a year, according to CGA 

Food Insights19, a newly released report 
on eating out compiled by out of home 
food and drink research company CGA.

But consumers spend the most on 
food and drink – £22.50 per head – when 
they’re on a date, the research reveals, 
while nearly a third of those who go out 
to eat on a date say they do so on a 
weekly basis.

“It’s good to learn that going out for 
a meal is still considered special enough 
for a date, and worthy of a higher 
spend than normal,” commented Fiona 
Speakman, CGA’s food client director.

“Informed operators are now thinking 
about the reasons diners are visiting them 
– whether it be a date, celebration or a 
quick bite to eat, and providing meals for 
these occasions such as sharing platters, 
light main meals or smaller plates, which 
can really maximise sales.”

The CGA Food Insights19 report details 
consumer attitudes to new and emerging 
food trends, ethical issues when dining 
out as well as diners’ attitudes to health 
considerations such as sustainability and 
ethically sourced food. It reveals the 
extent that Brits now eat out – with 57% 
drinking outside the home at least once a 
week and 43% eating out at least weekly 
– and the fact that 56% of consumers say 
that it’s important to them to be able to 
try new food trends when they dine out.

“Our research highlights consumer 
trends in eating out and areas of 
opportunity for operators. For example 
average spend per visit in the workplace 

is the lowest, but has one of the 
highest visit frequencies - an important 
consideration when location planning,” 
added Speakman.

Another area of opportunity is the 
growth of on-the-go snack purchasing, 
with 61% of consumers tempted by these 
at least once a week, spending an average 
of £3.75. Likewise the report reveals the 
popularity of late-night snacks, with over 
half (52%) of consumers buying a late 
snack on a weekly basis, spending an 
average of £6.20 when they do. Nearly 
half of respondents (47%) go out for 
breakfast at least once a week, spending 
an average of £8.75, demonstrating the 
opportunities that exist for operators at 
various times of the day.

“We have seen a rise in eating out 
on less traditional occasions, such as 
breakfast and brunch but late night 
snacking and on-the-go snacking have 
now become the most frequent reasons 
to eat out which highlights the evolving 
nature of the out-of-home market,” 
concluded Speakman.

Brits splash out on 
date-night dining
CGA reported that British consumers spend the most on dining out when 
they’re on a date – even more than they spend on any other occasion. 

“It’s good to learn that 
going out for a meal is 
still considered special 
enough for a date, 
and worthy of a higher 
spend than normal”

CGA
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Restaurant groups saw like-for-
like sales up a healthy 3.8% 
against last July, when trading 
was hit by hot weather and 

World Cup football. Managed pubs, which 
had a bumper July because of the World 
Cup and the sunny weather, saw sales 
slip back this July, but only to -0.2%.

“Considering the barnstorming July 
that pubs had last year, holding relatively 
steady this July will be seen as a good 
performance, and restaurant groups will 
be more than relieved with their sales 
recovery,” said Karl Chessell, director of 
CGA, the business insight consultancy 
that produces the Tracker, in partnership 
with Coffer Group and RSM.

“These figures are very much ‘steady as 
she goes’ for both the pub and restaurant 
sectors. Pub like-for-likes were always 
going to be challenging against a World 
Cup year and the exceptional weather of 
2018. Decent weather in 2019 as well has 
no doubt helped sustain performance 
on the wet-led side. We continue to see 
very good results from quality operators 

with good demand for new sites across 
the country from both established and 
emerging operators across both sectors,” 
said Trevor Watson, executive director, 
valuations at Davis Coffer Lyons.

“Following a good showing in June 
when collective like-for-likes across the 
sector grew 1.4%, the eating and drinking-
out market is showing some resilience. 
Nevertheless, with Brexit looming, there 
will be real nervousness about a crash in 
autumn,” Chessell added.

Regionally, trading outside of the M25 
was slightly better than in London, up 
1.3% against a 1.0%. Restaurants had a 
better time outside of London, up 4.3% 
against 2.4%, while pubs held up better in 
London, with like-for-like growth of 0.1% 
against a 0.3% decline outside.

Total sales across the 54 companies in 
the Tracker, which include the effect of 
net new openings since this time last year, 
were ahead 3.6% compared to last July.

“While managed pub groups continue 
to expand slowly, during July, restaurant 
groups registered more closures than 

openings,” observed Chessell.
Saxon Moseley, senior manager 

at RSM, said, “Sustained like-for-like 
growth will come as welcome news to 
Britain’s restaurant groups and provides 
further evidence that supply is reaching 
parity with demand. With pubs and 
bars buoyed by a summer heatwave in 
July, operators will be hoping for more 
good weather to stave off consumer 
uncertainty around Brexit.”

Underlying like-for-like growth for the 
Tracker cohort, which represents both 
large and small groups, was running at 
1.8% for the 12 months to the end of July, 
up from 1.6% at the end of June.

Pub and restaurant 
groups see steady 
sales growth in July
Britain’s managed pub and restaurant groups saw collective like-for-like 
sales grow 1.2% in July against the same time last year, with restaurant 
chains recovering strongly after a poor summer in 2018, latest figures 
from the Coffer Peach Business Tracker show.

“Total sales across the 54 
companies in the Tracker, 
which include the effect of 
net new openings since this 
time last year, were ahead 
3.6% compared to last July.”

COFFER



THE OVERVIEW | SEPTEMBER 2019    19

FOODSERVICE PRICE INDEX

Beverage inflation 
pushes Foodservice 
Price Index to new 
record high

The CGA Prestige Foodservice 
Price Index recorded a colossal 
21.6% year-on-year increase 
in its non-alcoholic beverage 

categories in June 2019—taking the 
overall measure to its highest index point 
to date.

Inflation in the Mineral Water, Soft 
Drinks & Juice category has risen since 
September 2018 and shows no sign of 
slowing. It follows a swing in drinking 
habits that has seen adult soft drinks 
become one of the UK’s fastest growing 
beverage categories, with one in five 
adults choosing to not drink alcohol 
and its sales up 15.4% in five years. An 
explosion of new lines with refined flavour 
profiles and innovative packaging has led 
to premiumisation in the category and 
subsequent high levels of inflation.

By contrast, some food categories of 
the Foodservice Price Index recorded only 
small increases in inflation in June 2019. 
Contrary to the traditional seasonal drop, 
Fruit was one of the few food categories to 
see month-on-month inflation. Continued 
issues in recruiting fruit pickers in the 
UK have resulted in lower yields, forcing 
wholesalers to import more from European 
countries including Italy and Spain—which, 
with the pound performing poorly against 
the Euro, has led to price inflation.

“Foodservice price inflation over the 

next few months is likely to be affected 
by Brexit, and fears are mounting that 
a no-deal departure from the European 
Union could have a catastrophic effect on 
UK food supply,” said Prestige Purchasing 
CEO Shaun Allen. “Meat could be an 
especially volatile category, with the 
National Farmers’ Union recently declaring 
that it could result in the mass slaughter 
of lambs, as the UK cannot consume the 
amount it produces.”

The Meat category is not the only 
one that will be hit by the issues of no-
deal Brexit, recently The Environment 
Secretary Michael Gove warned the 
National Farmers Union that the food 
sector may never recover from no-deal 
even if a deal was struck in the future.

The Meat category is also being 
disrupted by an African swine fever 
epidemic in China that has wiped out an 
estimated 15% of the world’s pig population 
in less than four weeks. As Asia turns to 
imports to fill the drop in pork supply, 
availability and price in the UK are likely 
to be impacted, with a knock-on effect on 
other meats pushing local UK prices up as 
supply becomes stretched.

Prestige Purchasing CEO Shaun Allen 
said: “There have been severe challenges 
in the procurement landscape for some 
time, with issues in dairy, salmon, meat, 
and many more categories over the 

past couple of years. This uncertain 
environment is not likely to change over 
the coming months, as further insecurity 
in supply from Europe and the strength of 
the pound adds to the volatility.”

CGA Client Director of Food Fiona 
Speakman said: “CGA’s research has 
indicated a steady premiumisation in 
drinks over the last few years, and the 
latest edition of the Foodservice Price 
Index indicates the trend’s significant 
impact on prices. More modest increases 
in some food categories will be welcomed 
by some operators, but with the overall 
Index hitting a new record high and 
so much uncertainty around Brexit, 
businesses will be braced for more 
turbulence in the months.”

The new edition of the exclusive market measure from CGA and 
Prestige Purchasing also reveals that food price inflation is levelling off 
in the month leading up to Brexit.

“Foodservice price 
inflation over the next 
few months is likely to be 
affected by Brexit, and 
fears are mounting that 
a no-deal departure from 
the European Union could 
have a catastrophic effect 
on UK food supply,”
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GOPPAR for June was up 10.8% 
year-over-year, hitting £75.47, 
which is a recent high and 61.5% 
above the year-to-date figure.

This was the first month in 2019 in which 
hotels in the UK recorded a YOY increase 
in profit and the margin of increase was so 
great that YTD GOPPAR is now only 0.7% 
behind the same period in 2018. 

The strong bottom-line performance 
was led by a punchy top-line showing 
with a 0.7-percentage-point increase 
in room occupancy to 84.6%, 
complemented by an 8.6% YOY increase 
in achieved average room rate, which 
grew to £137.36. 

At £116.24, RevPAR in June was almost 
£20 higher than in May. 

This was supported by increases in 
ancillary revenues, led by a 4.2% increase 
in food & beverage revenue, to £45.78 
on a per-available-room basis, which 
contributed to the 7.6% increase in 
TRevPAR to £172.30. 

And whilst payroll levels continued to 
rise, increasing by 4.8% YOY to £43.21 in 
the month, the pace of revenue growth 
meant hotels in the UK recorded their 
strongest margin of YOY profit increase 
since October 2018. 

One big assist: The 2019 ICC Cricket 
World Cup, which was hosted by England 
and Wales and proved to be a huge 
demand generator. It ran from 30 May 
through the final, played at Lord’s in 
London, on 14 July. 

Manchester’s Old Trafford was the 

host venue for six games of the World 
Cup, which included the clash between 
India and Pakistan, one of the world’s 
most watched sporting events.

The significant increase in visitor 
numbers to the city enabled hotels to 
drive a 12.5% increase in GOPPAR to 
£61.30, which was on the back of an 8.9% 
increase in RevPAR, which hit £98.53. 

This was more than £5 higher than the 
previous RevPAR peak recorded in the city, 
in October 2018, and was complemented 
by an 8.7% increase in ancillary revenues to 
£46.81 per available room. 

The only blight was a 5.3% increase 
in payroll to £33.92 per available room. 
Despite this, profit conversion at hotels 
in Manchester was recorded at 42.2% of 
total revenue. 

It was an equally positive month for 
hotels in Southampton, where the Rose 
Bowl hosted five matches from the 
Cricket World Cup and the cruise season 
kicked off in earnest. 

As a result, hotels in the city were 
able to record a 7.3% YOY increase in 
GOPPAR to £38.82. This was 74.5% above 
the YTD measure at £22.25. 

The growth was fuelled by a 10.3% 
increase in RevPAR, which came as a 
result of room occupancy hitting a lofty 
84.2% and achieved average room rate 
increasing by 2.3% YOY to £82.05, a high 
for the year. 

It has been a positive year of trading 
so far for hotels in Southampton, with 
GOPPAR increasing by 10.4% for YTD 2019. 

Cricket World Cup 
swings UK hotels 
The new edition of the market measure from CGA and Prestige 
Purchasing reveals that food price inflation is levelling off.

Profit & Loss Key 
Performance Indicators  
Total UK (in GBP)

June 2019 v. June 2018
RevPAR: +9.5% to £116.24
TRevPAR: +7.6% to £172.30
Payroll: +4.8% to £43.21
GOPPAR: +10.8% to £75.47

Profit & Loss Key 
Performance Indicators  
Manchester UK  
(in GBP)

June 2019 v. June 2018
RevPAR: +8.9% to £98.53
TRevPAR: +8.9% to £145.34
Payroll: +5.3% to £33.92
GOPPAR: +12.5% to £61.30

Profit & Loss Key 
Performance Indicators  
Southampton UK  
(in GBP)

June 2019 v. June 2018
RevPAR: +10.3% to £69.11
TRevPAR: +10.6% to £102.85
Payroll: +8.2% to £26.35
GOPPAR: +7.3% to £38.82

HOTSTATS
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Study with us on our flexible online programmes in 
Hospitality Finance

The HOSPA Financial Management and Accounting programme is the only 
online course of its kind providing finance managers in hotels, restaurants 
and leisure with an industry specific in-depth programme of study.

The course is focused on the requirements of the sector combining best 
practice from the Uniform System of Accounts for the Lodging Industry with 
statutory accounting. Studying with us:

 Is very easy - all the materials are online and you receive expert tutor support

 Develops the skills and knowledge to manage a hospitality finance department

 Gives exemption from the CIMA Certificate in Business Accounting, Papers 1 & 2

 Leads to HOSPA Associate (Cert Finance) membership of HOSPA on completion

 Is convenient and relevant to your career in hospitality finance

 Costs just £820 + VAT per stage

All courses are  
endorsed by the  

Institute of Hospitality. 

Enrolling now for September 2019, to learn more contact us at education@hospa.org
+44 (0)1202 889430   |   www.hospa.org

* STARTIN
G  

9TH  SEPT '1
9

Upcoming Events

6pm
London

HOSPA host a  
HITEC update  
sponsored by Keystep 

12
SEPT

“A Postcard from Minneapolis” 

Jane Pendlebury will present a summary of her notes from 
the keynote speeches at HITEC and will share what she 
learned about the next big industry threat, the role of AI in 
hospitality and if chatbots will replace our front desk staff.

Hear from Andrew Evans about his journey from deepest 
Derby to Minneapolis. He will tell you about his brush with 
US immigration, the sights and sounds of Minneapolis and 
his Northern accent being a challenge for American ears! If 
you’ve never been to the United States and you’re curious 
about what it’s like, here’s a glimpse into the American way 
of life told by Andrew in his own unique style. While it won’t 
be the same as living the American dream we can promise 
you a fun night.

In Room Technology 
sponsored by SKY

7
OCT

From TVs to WiFi and voice recognition. What guests actually 
do and don’t want....

6pm
1 Aldwych, Westminster, London WC2B 4BZ

HOSPACE 201928
NOV

Our one-day annual international conference hosted by HOSPA. 
Each year HOSPACE brings something new, whilst maintaining our 
core values of delivering great content to hoteliers and the wider 
hospitality industry. With our reputation as the best networking event 
of the year and the best Gala Dinner - make sure you book soon!

Royal Lancaster London

EVENTS

Please visit www.hospa.org for all registration details and all other events.

https://www.hospa.org/en/education/course-information/fm/#.XWffC5NKii7
https://www.hospalearning.org/
https://www.hospa.org/static/cms_page_media/6942/FM%20Syllabus%20(all%20stages)_1.pdf
https://www.hospa.org/en/what-is-hospa1/#home
https://www.hospa.org/en/education/enrol/#.XWffQpNKii7
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 Align your brand with the most respected 
hospitality industry body. 

 Develop product/brand advocacy with key 
industry influencers. 

 Utilise a platform to showcase new 
product developments. 

 Increase brand awareness, generate new sales 
and acquire new customers. 

 Engage in unrivalled networking opportunities. 

 Conduct face-to-face engagement with key 
industry decision makers and clients. 

 Be part of the UK’s only organisation representing 
senior professionals in the hospitality industry.

 HOSPA offers a vast array of sponsorship opportunities 
running across our platforms including HOSPACE our 
annual conference and exhibition.

For Further Information please contact 
Helen Marshall - Helen.marshall@hospa.org

S P O N S O R S H I P  
O P P O R T U N I T I E S

H   SPA
The Hospitality Professionals Association

We offer an audience of highly 
targeted industry specialists.

HOSPA members are key decision 
makers in the Hospitality Industry. 
We have members represented from all 
key hotel chains across the UK, various 
international chains as well as many 
higher profile independent hotels. 

We provide direct contact with these 
members through our sponsorship 
opportunities via unrivalled networking, 
face to face engagement, targeted 
email marketing and social media.

HOSPA Sponsorship  
provides the opportunity to: 



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 industry specialists

Follow us on Twitter @HOSPAtweets 
for all the latest news on HOSPACE.

Thursday 28th November
Royal Lancaster London

www.lancasterlondon.com  |  www.hospace.org

Save the 
date…

Hospitality  
Conference 
& Technology  
Exhibition

BROUGHT TO YOU BY 




