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The hospitality sector is currently preparing for the event of a generation with the advent of 
Brexit, which is made all the more complex by no-one knowing what it looks like. So while 
you cast the runes and disembowel the pigeons for Brexit, best to concentrate on what can 
be prepared for. The most pressing event which most businesses have never heard of is 
the General Data Protection Regulation, which applies from 25th May. The GDPR replaces 
the Data Protection Directive 95/46/EC and was designed to harmonise data privacy laws 
across Europe, to protect and empower all EU citizens’ data privacy and to reshape the way 
organisations across the region approach data privacy. 

If you process data about individuals in the context of selling goods or services to citizens in 
other EU countries then you will need to comply with the GDPR, irrespective as to whether 
or not the UK retains the GDPR post-Brexit. If your activities are limited to the UK, then the 
position (after the initial exit period) is much less clear. The UK government has indicated it will 
implement an equivalent or alternative legal mechanisms. Most pressingly, organisations can 
be fined up to 4% of annual global turnover, or €20 million, for breaching GDPR.

Tom Page, Partner, Head of the CMS Hotels & Leisure Group, warned: “Hotel operators are 
way behind in preparing hotel management & franchise agreements for GDPR.” And the rest 
of leisure too. 

CMS said: “The GDPR will have a major impact on the hospitality industry, bringing with 
it requirements to change and adapt operations, truly understand the flow of data through 
businesses in the sector and potentially impact on business models and structure. With possible 
large administrative fines for breach of GDPR and significant reputational risks from misuse or 
breaches of personal data, it is key for businesses in the industry to focus on compliance.”

We will have more information from our HOSPA specialists on the subject, but in the meantime 
it is important to check what data you hold and how it is treated. Across the leisure sector 
attempts to drive repeat business have led to a myriad of loyalty schemes holding vast tracts 
of personal data. It is these stores of knowledge, intended to drive business, which could yet 
pull it down.
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jaNe peNdlebury
Spreading the knowledge

I would be happy to dedicate my whole column to the awards ceremony in January - however the 
event seems to have ample coverage already within The Overview! 

To briefly summarise though, it was a lovely celebration and a 
wonderful opportunity to recognise and reward the highest 
achieving learners. We were also delighted to welcome Harry 
Murray, Chairman of Lucknam Park Hotel, as HOSPA’s new 
president who delivered a warm opening speech and went on to 
present the awards - so, many thanks to Harry. We are grateful 
to Peter Jones MBE, Chairman of the HOSPA Professional 
Development Committee for chairing a lively debate prior to the 
awards ceremony itself. Thank you also to Martin Christian-Kent 
from People 1st and Hugo McNestry from Trothco Ltd, as well as 
Ally Northfield, Head of the HOSPA Revenue Management 
Community and Director of Revenue by Design for discussing 
the educational needs and recruitment of hospitality finance and 
revenue managers. It really was an interesting and thoroughly 
enjoyable afternoon.

Our fabulous industry charity ‘Springboard’ has featured a fair bit 
in my life just recently. In January, I attended an annual event 
where they carefully choose someone - who has directly 
benefitted from Springboard’s great work - to speak to an 
audience of influential people within the industry. These 
courageous individuals who stand up in front of a roomful of 
people (many more than twice their age) always have a story to 
tell and are typically from a background that has not been easy 
or straightforward. But, with the support of Springboard and the 
wider hospitality industry, they have been able to turn their lives 
around to become confident enough to talk inspiringly about 
their experiences and the rewards of working in hospitality. 

Some of the same faces were next seen on stage at Aladdin - 
Springboard’s hilarious pantomime - this year in London’s West 
End. It was as entertaining as expected and a great way to 
contribute and support Springboard. 

This month sees another meeting of the GEMS steering group. 
GEMS is Springboard’s mentoring programme, which we help 
to sponsor. HOSPA members are ideally placed to lend a 
helping hand to the next generation of hospitality professionals, 
by becoming a Springboard GEMS mentor. Now in its 10th 
year, GEMS is a UK-wide programme dedicated to supporting 
degree-level hospitality students - or ‘mentees’ - in finding their 
feet within the industry. There are many benefits to being a 
mentor, including: 

• A sense of accomplishment
• Having a positive impact on a young person’s life
• Developing your own leadership and coaching skills
• Broadening your network and establishing relationships with 

other mentors and mentees

Not only this, but you will ensure the industry is filled with 
highly-skilled, well-equipped professionals that will keep the 
talent pipeline flowing. If you would like to become a mentor, 
either get in touch with me or directly at:
industry.springboard.uk.net/gems
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prOFeSSIONal develOpmeNT
Time to celebrate!

The 2017 ‘Outstanding Learners of the Year’ for the Association’s Financial Management and Revenue 
Management courses were proudly announced by HOSPA at the Association’s dedicated HOSPA Annual 

Learner Awards Ceremony held in the Crystal Rooms at the Hilton on Park Lane, London on 25th January.

Awards were also presented to the two highest achieving learners 
overall for HOSPA’s 2017 Professional Development Programmes 
in Financial and Revenue Management. The association also 
recognised two hospitality organisations for their commitment to 
professional development in the fields of Revenue Management 
and Financial Management. See page 6 for all the details.

Over 70 industry colleagues gathered to celebrate the 
achievements of our learners and honour the awards which 

were presented by Debra Adams, Head of Professional 
Development at HOSPA and Harry Murray, newly-elected 
President of HOSPA and Chairman of Lucknam Park         
Hotel & Spa.

The presentations were followed by a celebratory afternoon tea 
and an opportunity for learners and their colleagues and family 
to relax with members of the HOSPA team. 

HOSPA Professional Development Programme in 
Financial Management

Stage 1: Introduction to 
Financial Accounting

Monika Hyde
Management Accounts 
Assistant, Quay Hotel & 
Spa, Deganwy, Wales

Stage 2: Operational 
Management Accounting

Natalia Zaremba
Assistant Financial 
Controller, Renaissance 
Hotel, Paris

Stage 3: Strategic 
Management Accounting

Matthew Bennett
Financial Controller, The 
Derbyshire Hotel, Alfreton, 
Derbyshire

The March 2017 HOSPA Professional Development Learner Award Winners in Financial and Revenue Management, who each 
received a certificate and cash prizes, were as follows:

HOSPA Professional Development Programme in 
Revenue Management

Level 1: Introduction to 
Revenue Management

David Clancy
General Manager, 
Leonardo Edinburgh Capital 
Hotel, Edinburgh

Level 2: Operational 
Revenue Management

Sam Jennings
Key Market Revenue Manager - 
South West, Whitbread - Premier 
Inns, Luton, Bedfordshire

Level 3: Strategic 
Revenue Management

Diane Little
Assistant Cluster Rooms 
Revenue Manager, 
Principal Hotels, Edinburgh

The September 2017 HOSPA Professional Development Learner Award Winners in Financial and Revenue Management, who each 
received a certificate and cash prizes, were as follows:

HOSPA Professional Development Programme in 
Financial Management

Stage 1: Introduction to 
Financial Accounting

Emalyn Gretton
formerly Accounts 
Assistant, Jurys Inns; now 
at DS Smith Packaging 
Services Ltd., Bristol

Stage 2: Operational 
Management Accounting

Monika Hyde
Management Accounts 
Assistant, Quay Hotel & 
Spa, Deganwy, Wales

Stage 3: Strategic 
Management Accounting

Ketan Bhakta
Cluster Accounts Manager, 
Jurys Inns, Birmingham

HOSPA Professional Development Programme in 
Revenue Management

Level 1: Introduction to 
Revenue Management

Miriam Waldmeyer
Revenue Centre Manager, 
Royal Lancaster London 
Hotel, London

Level 2: Operational 
Revenue Management

Henry Rouse
Revenue Manager, 
Hoseasons, Lowestoft, Suffolk

Level 3: Strategic 
Revenue Management

Sam Jennings
Key Market Revenue 
Manager - South West, 
Whitbread - Premier Inn, 
Luton, Bedfordshire
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We will be featuring each of our amazing learners in The 
Overview in the coming months. You can also read about our 
students on the HOSPA website at http://www.hospa.org/en/
events/awards-ceremony/award-winners-2017/

Our thanks also to our wonderful sponsors:

MRK Associates is the only recruitment business in the UK with 
a dedicated Revenue/Yield Management and Pricing division. 
Consisting of specialist consultants, this market has seen huge 
growth recently across numerous industry sectors but none 
more than in Hotels. The types of vacancies in which MRK 
Associates specialise:

• Revenue Analyst, (Cluster) Revenue Manager, Director/ 
Head of Revenue

• Pricing Analyst, Manager and Director
• Yield Analyst, Manager and Director
• Data Analyst and BI

In a skill-short marketplace where experienced individuals are 
at a premium, MRK has proved successful in sourcing the right 
talent and opening the market up for them. They partner with 

the only sector specific job board in the world: 
www.revenuemanagementjobs.com 

COREcruitment is a leading international recruitment 
consultancy with a friendly team of market specialists covering 
multiple markets across the service industry. Established in 2005 
it has rapidly earned an enviable international reputation for its 
professionalism and high-quality service delivery founded on its 
three core principles; integrity, efficiency and transparency.

The deadline date for enrolment for both the Financial 
Management and Revenue Management programmes is 5th 
March 2018. Both courses are available at three levels - 
Introductory, Operational and Strategic - each at a cost of £820 
(ex VAT). For more information visit: www.hospa.org/education; 
or email: education@hospa.org.

Links:

• www.hospa.org/education
• MRK Associates: www.mrkassociates.co.uk and www.

revenuemanagementjobs.com
• Corecruitment: http://www.corecruitment.com/ 
• Arena4finance Ltd: www.arena4finance.co.uk
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prOFeSSIONal develOpmeNT
HOSPa recognises two companies for outstanding 

commitment to professional development
On Thursday 25th January, HOSPA celebrated the success of its highest achieving learners at the 

association’s Annual Learner Awards Ceremony, held at the Hilton on Park Lane, London. After announcing 
the 2017 ‘Overall Learners of the Year’, HOSPA recognised two companies for their outstanding 

commitment to supporting professional development in Financial Management and Revenue Management.

The ‘Commitment to Education in Revenue Management’ 
award was presented to the Principal Hotel Company; a 
collection of award-winning hotels located in city centre 
locations across the UK. Amy Jageneau, Revenue Director De 
Vere, Principal Hotel Company received the HOSPA glass 
trophy on behalf of the organisation.

Alan Corlett, Group Commercial Revenue Director for Principal 
Hotel Company, commented: “The Principal Hotel Company 
owns and operates over 30 landmark buildings across the 
length and breadth of the U.K, comprising of PRINCIPAL in city 
centres and De Vere, modern country estate hotels with 
mansion houses at their heart.

A £250 million investment programme is currently underway, 
which will see many of the group’s properties refurbished and 
repositioned, including The Principal London, the former Hotel 

Russell, which will open in Bloomsbury this April following a 
£75 million restoration.

By enrolling members of our revenue and finance teams on 
HOSPA’s accredited courses, we’re ensuring that we give our 
colleagues the opportunities to progress within our business by 
achieving a credible, industry qualification. Working with 
HOSPA also ensures that our teams are kept fully up-to-date 
with industry trends and developments, future proofing our 
business for years to come.”

The ‘Commitment to Education in Financial Management’ 
award was presented to The Carden Park Hotel, an 
independent luxury country hotel located in Cheshire. Wendy 
Carman, Director of Finance, collected their glass trophy on 
behalf of the hotel. Commenting on the award, she said:

Amy Jageneau, Revenue Director De Vere, Principal Hotel Company received the HOSPA glass trophy on behalf of the organisation.
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“When we were looking for a Finance Learning Programme we 
knew instantly that HOSPA was the right fit for Carden Park 
Hotel. It is an industry recognised programme that not only 
ensures our employees are gaining the right qualifications and 
knowledge but one that #teamcarden are also enthusiastic 
about completing. 

“The nature of hotel accounting is very different to many 
industries and we wanted an exciting Finance Learning 
Programme that reflected this. At Carden Park our ethos is to 
‘grow our own’, we ensure that our team has the opportunity to 
develop within their roles and HOSPA has been a big part of 
this for our finance and food and beverage teams. The team 
turnover is very low for which we can partially attribute to them 
feeling valued and being able to progress by completing 
appropriate training. The support from HOSPA throughout our 
learning journey has been fantastic and we will certainly be 
continuing to grow our team with their programme.”

HOSPA’s programmes in Financial and Revenue Management, 
delivered in association with arena4finance, are aimed at 
aspiring hospitality professionals who wish to gain the skills 
and knowledge necessary to excel in their careers in hospitality 
finance or revenue management. 

Both courses have been specifically written for the hospitality 
sector by specialist educators and industry-leaders and reflect 
the need for learners to be continuing in full-time work       
whilst studying.  

The Financial Management programme is studied in three 
separate stages over 18 months:

• Stage 1: Introduction to Financial Management
• Stage 2: Operational Management Accounting
• Stage 3: Strategic Management Accounting

The Revenue Management programme is offered in three 
separate levels, each taking five months to complete:

• Level 1: Introduction to Revenue Management 
• Level 2: Operational Revenue Management Level 
• Level 3: Strategic Revenue Management

The deadline date for enrolment for both the Financial 
Management and Revenue Management programmes is 5th 
March 2018. Both courses are available at three levels - 
Introductory, Operational and Strategic - each at a cost of £820 
(ex VAT). For more information visit: www.hospa.org/education; 
or email: education@hospa.org.

Wendy Carman, Director of Finance for Carden Park collects the trophy on behalf of the hotel.
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prOFeSSIONal develOpmeNT
Congratulations to HOSPa 
‘Learners of the year 2017’

The 2017 ‘Learners of the Year’ for HOSPA’s Professional Development Programmes in Financial 
Management and Revenue Management were announced at the Annual Awards Ceremony on Thursday 

25th January 2018 at the Hilton on Park Lane, London.

Financial Management Learner of the Year

Monika Hyde, winner of the ‘Overall Learner of the Year’ 
award for Financial Management, joined the hospitality 
industry in 2008, when after completing a Masters in 
Tourism & Recreation, she started working as a Food and 
Beverage Assistant at the Quay Hotel & Spa in Wales. 

She soon moved to the Reception Department and within 
two years was promoted to Assistant Reception Manager.

In 2011 Monika secured a position as Accounts 
Assistant in the Finance Department where she has 
been working since. 

Monika says that the HOSPA course has helped her to 
develop further within her job role and has enabled her to 
undertake more senior tasks and progress in the past 
year. She hopes that the course will help her achieve the 
role of Financial Controller in the future, where she can 
take full charge of a finance department within the 
hospitality industry.

Revenue Management Learner of the Year

David Clancy, winner of the ‘Overall Learner of the Year’ 
award for Revenue Management, was initially 
considering a career in business and accounting after 
studying Mathematics and Geography at Glasgow 
University. However, he was convinced that he wanted a 
career in hospitality, and more specifically as a General 
Manager, whilst working at a nearby country house hotel.

After completing a yearlong graduate management 
programme with Portland Hotels (PHM), David secured 
the position of Front Office Manager at PHM’s airport hotel 
in Aberdeen where he stayed for 18 months, leading a 
team of 20. It was during this time that he was introduced 
to some revenue management concepts and techniques 
by the General Manager. David received Revenue 
Management training through HIT Scotland and Ecole 
hôtelière de Lausanne and was soon offered a General 
Manager’s position within a small city centre hotel in 
Edinburgh where he became more involved in room 
revenue decisions. These experiences led him to his 
current role as General Manager at The Leonardo 
Edinburgh Capital Hotel, a full service 3-star hotel where 
David leads a team of 70.

The two outstanding learners, who gained the highest 
combined course work and examination results for 2017, 
were; Monika Hyde, Management Accounts Assistant, Quay 
Hotel & Spa, Conwy, Wales, for Financial Management; and 
David Clancy, General Manager, Leonardo Edinburgh Capital 
Hotel, Edinburgh, for Revenue Management. Both recipients 

were presented with specially engraved glass trophies, 
sponsored by Core Recruitment, and complimentary day 
delegate spaces for HOSPACE2018, at the HOSPA Annual 
Learner Awards Ceremony - a stand-alone celebration, 
sponsored by MRK Associates and dedicated to the 
achievements of HOSPA learners.

For more information about our courses visit: www.hospa.org/education; or email: education@hospa.org.
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The HOSPA Financial Management and Accounting programme 
is the only course of its kind providing future 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:

• Provides the first step towards a professional 
accounting qualification

• Develops the skills and knowledge to manage a hospitality 
finance department

• Graduates receive exemption from two components of  
the CIMA Certificate in Business Accounting (2017 syllabus)

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

• Is convenient and relevant to your career in hospitality finance

Enrolling now for March 2018, to learn more contact us:

Study with us on our flexible online programmes 
in Hospitality Finance

education@hospa.org  /  +44 (0)1202 889430

www.hospa.org

This modular programme is delivered online and provides 
an opportunity to study in-depth the revenue management 
strategies and techniques applicable to the hospitality sector. You 
will benefit from:

• Expert tuition and guidance from leading practitioners
• Up-to-date course materials and access to industry journals
• A convenient modular approach 
• Relevant and practical learning
• HOSPA Associate (Cert Revenue Management) membership 

of HOSPA on completion of the full programme

Introductory modules are available for those new to Revenue 
Management leading to modules designed specifically to enable 
learners to apply the techniques to every day practice.

Enrolling now for March 2018, to learn more contact us:

Learn about revenue Management with HOSPa

education@hospa.org  /  +44 (0)1202 889430

www.hospa.org
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ehOTelIer
Five ways technology is changing consumer 

expectations in hospitality

Technology has transformed our lives and the way we run businesses. But it’s worth remembering that 
every new piece of tech not only changes the way we operate, but also our customers’ expectations.

In hospitality, as we’re in the business of finding ways to 
exceed customers’ expectations, it is perhaps more important 
than in any other sector to understand how new technology is 
changing the way customers think.

1. People want things done quicker

Consumers increasingly want things done quicker than before 
- and they are much less willing to wait. Analysts call this the 
‘Amazon effect’. The name comes from e-commerce company 
Amazon, which has created an expectation among customers 
that they should be able to buy and arrange delivery of 

products - with just a few clicks - from the safety and comfort of 
their own home.

This change in expectation has filtered down to other industries 
outside of online retail. For example, many people now expect 
to be able to pre-order their coffee so they can pick it up on 
their way to work; get their car repaired overnight; and even 
get their shopping delivered within hours, potentially by drone.

A survey by Apica found that 77% of people expect websites 
and apps to perform faster than they did just three years ago, 
and according to research by comScore, 38% of online 
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shoppers will abandon their order at the checkout stage if 
shipping will take longer than one week. The need for urgency 
will only accelerate.

But what does this mean for hospitality? Speed and on-
demand access to facilities is essential. Hotels can use 
technology to provide quick and efficient services to their 
customers - this could mean launching an express in-dining 
menu which can be ordered via a phone app, and delivered to 
customers’ rooms within 15 minutes.

It also certainly means providing customers with the tools they 
need to access hotel facilities and services online; people do 
not want to wait on the phone any longer. They want to be able 
to book their rooms, restaurant tables, spa treatments, 
activities and meeting rooms quickly online.

2. Companies are expected to anticipate 
customers’ needs

In the past, great companies were expected to exceed people’s 
needs but tech has changed that: people now expect companies 
to go one step further and predict and anticipate their needs in 
advance. Customers today expect customised, personalised 
products and services without asking for them first.

This has been driven by the growth of big data, which gives 
companies unrivalled access to information to better 
understand their customers. In fact, six million developers 
worldwide are currently working on big data, and spending on 
the technology is expected to reach more than $57 billion this 
year, according to SNS Research.

Hotels can use this technology to better understand their 
customers. The latest tech gives hotels the opportunity to pick 
up patterns from their data that would not have been possible in 
the past, and anticipate customer needs. For example, it may be 
that guests who book longer meeting rooms, finishing at 5pm, 
tend to then book a table in the restaurant. That gives hotels an 
opportunity to suggest a table to the guest in advance.

However, the less obvious implication is that to gain a 
competitive edge, hotels should take the opportunity to collect 
high-quality customer data in the first instance - the more 
information you can capture at booking, the better you will be 
able to anticipate a guest’s needs.

3. Shareability of experiences

The emergence of social media has had an incredible knock-
on effect on our lives. Today, people are increasingly looking 
for opportunities to broadcast and share their experiences via 
videos and photos. They don’t want to just tell their friends 
about their lives, they want to show them every aspect.

Take restaurants: according to research by Zizzi, 18-35-year-
olds spend up to five days per year browsing food images on 
Instagram, and 30% of them would avoid a restaurant if their 
Instagram presence was poor. And this trend is not confined to 
the hospitality industry. In fact, PwC Global found that 39% of 
people say that social networks including Instagram provide 
their main inspiration for retail purchases.

This trend for visually documenting your journey and 
experiences is a perfect opportunity for hotels. Hotels can look 
for ways to create photo opportunities, ‘Instagrammable’ 

environments and experiences. Hotels can make sure that the 
experiences they’re giving customers are not only top quality 
but look good enough to share with family and friends.

4. Two-way relationships with brands

Social media has also changed consumers’ expectations about 
company engagement. In the past, it was largely impossible for 
consumers to contact companies directly but the emergence of 
Twitter and Facebook has changed that.

Customers now expect to have direct contact and engagement 
with the companies that they buy from, and brands are starting 
to recognise that it’s a two-way street than can increase profits. 
According to a recent survey by Clutch, more than half of social 
media marketers said social media has helped increase their 
company’s revenue and sales. But there is still a way to go 
before customers are satisfied. A State of Engagement report 
from martech firm Marketo in the US found that 65% of 
business-to-business customers believe brands could do better.

Given that consumers want this intimacy with brands - and in 
many cases they feel that they’re not getting it - this is an 
opportunity for hotels to build long-term relationships with their 
customers using social media and other means such as 
regular, personalised email newsletters. Of course, you can’t 
do this if you don’t have your customers’ full details, which just 
underlines the importance of owning your customer data, so 
you can follow-up with them after their stay.

5. Access services whenever and wherever 
they want

Just 10 years ago people expected to be able to engage with a 
company or, when it comes to hotels, make a booking, over the 
phone, fax, or on the computer.

People now expect to access these same services 
everywhere and anywhere - on whatever device they happen 
to have, be that a tablet, phone or even a smartwatch. Today, 
according to PwC Global, 47% of people own or intend to 
own a wearable device.

That means hotels should take this opportunity to make sure 
that their services are accessible on as many different devices 
as possible.

Technology has made a huge difference to our lives and 
opened a vast number of new doors for the consumer. But it 
has also changed the way people think, and what they expect 
from the companies that they buy from. Hotels can steal a 
march on their competitors by meeting their changing 
customers’ needs better and faster than their rivals.

About the author

Matthew Stubbs is CEO and founder of BookingTek, a London 
and California-based tech company whose software enables 
hotels to launch real-time direct booking platforms for their 
meeting rooms and restaurants. Used by some of the world’s 
largest hotel chains, Meetings Maker and TableRes increase 
efficiency; reduce cover charges and referral fees; drive direct 
revenue and optimise guest spend.

Reproduced with kind permission of eHotelier 
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buSINeSS raTeS
rates hike hits restaurants

Many in the restaurant sector are finding that rake hikes are the tipping point, 
reports Katherine Doggrell.

The restaurant sector has, since the EU Referendum, found 
itself challenged, with staffing - already a tense issue - 
becoming more worrying and supply costs rising, putting 
pressure on margins. Throw in supply chain issues such as 
that suffered by KFC and running a restaurant is looking less 
hospitable by the second.

The latest figures from The Insolvency Service illustrate how 
some are buckling under the pressure. The government 
department reported that 984 restaurants across the UK fell into 
administration in 2017, a 20% increase on the previous year. 

In total, the Insolvency Service said that, across the economy, 
an estimated total of 17,243 companies entered insolvency in 
2017, a rise of 4.2% on the year before. This was driven by an 
increase in creditors’ voluntary liquidations of 8.2%. This total 
was inflated by two “bulk insolvency” events: large numbers of 
connected companies entering insolvency following changes to 
claimable expense rules. In 2017 these bulk insolvencies 
accounted for an estimated 2,131 of the total.

There have been a number of high-profile chains featuring in the 
news. Jamie Oliver’s Barbecoa may be on the brink of collapsing 
as costs run out of control, leaving management unable to meet 
liabilities, followed by a month in which Byrons announced it 
may close some restaurants as part of its restructuring, and was 
asking landlords of 20 restaurants to agree to a 55% cut in rent 
for six month and Jamie Oliver announced he may have to close 
13 of his restaurants in his Italian Kitchen chain, following a 
£10m loss last year.   

Prezzo’s private equity owners TPG have appointed specialist 
turnaround advisors at Alix Partners to help the Italian 
restaurant chain ahead of a potential financial restructuring. 
TPG bought c300-strong Prezzo in 2015 for £304m from stock 
market investors and the Kaye family, who established the 
business in 2000, and funded a 50-store roll out with debt.

Moore Stephens said the last 10 years had seen an 
“unprecedented” level of openings creating an “over 
restauranted” market.

Jeremy Willmont, restructuring and insolvency partner at firm 
Moore Stephens, said: “The restaurant sector is one of the most 
competitive for a business to survive in at the best of times and 
current market conditions make it even tougher.

“Restaurants have been particularly impacted by rising costs 
linked to the weak pound, and will continue to face difficult 
decisions over how much of their increased costs they try to 
pass on to consumers.

“The increase in the number of insolvencies in the last year is 
indicative of how difficult the market conditions are now. 
Finances can be uncertain in the restaurant sector, but this is 
beyond the norm.

“A restaurant’s fortune can change remarkably quickly as 
consumers look for the next new and exciting opening. A 
restaurant not completely on top of market trends is going to 
struggle in this environment.”

The impact of rising costs, rising competition and an 
increasingly-cautious consumer ahead of expected interest rate 
costs are being exacerbated by the business rate regime, 
according to Colliers International, the commercial real estate 
agency and consultancy.
 
According to John Webber, Head of Business Rates at Colliers: 
“Casual dining chains are also seeing the negative impact of the 
2017 Rating Revaluation, which we believe has substantially 
added to their already spiralling costs as they grapple with the 
rate rises this year.”
 
Analysing some of the chains’ Business Rates Liability, Colliers 
estimated that Byron’s total rateable value had increased 40% 
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with the 2017 Rating Revaluation, increasing from £7.764m to 
£10.63m, with some restaurants, particularly in London seeing 
some massive rises. The Pavement, SW4 saw an enormous 
253% rise in rateable value, from £51,000 in 2010 to £180,000 
due to the Revaluation. and the Cut in SE1 saw a 283% rise 
from £28,500 to £133,000. Indeed, London and Greater London 
restaurants seemed to show the biggest rises in RV.
 
Turning to Jamie Oliver’s Restaurants, the total RV bill appears 
to have risen 28%, up £5.7m to £7.3 million with rises highest in 
Brighton (up 154% from £68,000 to £173,000), Cheltenham (up 
80% to from £44,500 to £800,000) and Guildford (up 78% from 
£79,00 to £141,000).
 
And Prezzo saw RV up 23% from £12.8m to £15.9m, with again 
London outlets most affected: a 116% rise in RV in North Audley 
Street (£78,000 to 169,000) and in Northumberland Avenue a 
113% rise (from £168,000 to £357,500), and the Haymarket 
restaurant saw an 80% increase also.
 
Any outlet seeing a decrease in its rateable value was very 
much in the minority following the Revaluation.
 
Casual dining has not been the only sufferer. French chef 
Raymond Blanc’s restaurant venture Brasserie Bar blamed the 
business rates hike following the 2017 Revaluation for adding to 
“an increasingly hostile trading environment.” The restaurant 
business had seen a 12% spike in its business rates, which 
alongside higher debt payment pushed it further into the red.
 
Webber said: “Several dining chains are now suffering from the 
same woes as the high street retailers who are also seeing 
reduced footfall as consumer confidence falls, diners cook at 
home or have take-aways, whilst inflation rises impact on costs 
and wages rise.”
 
“With the business rate multiplier so high at nearly 50p in the 
pund, property costs are therefore increasingly becoming an 
important factor as chains decide which outlets to keep open 
and which to consider closing. Many companies are now asking 
their landlords for a reduction in rent as the physical costs of 
running a property become an increasing burden. Business 
rates are playing their part in the difficulties as some of the 
massive rises for particular restaurants show, particularly those 
in London. 
 
“As for the high street, many former void retail units were taken 
up by restaurants, and if this sector is now finding the current 
environment tricky, one wonders about what the high street is 
going to look like going forward.
 
“Moving to three-year business rates revaluations is all well and 
good, but this won’t impact until after 2022. We could be seeing a 
significant change on the high street landscape in the meantime if 
nothing is done to support it. The Government must act now- to 
properly reform the system and bring the multiplier down.”

The ALMR has warned that Government action on wholesale 
business rates reform is required at the earliest opportunity to 
support high street businesses struggling against rising costs.

The warning follows a report that UK councils have enlisted the 
services of bailiffs to take action against 41,000 businesses for 
unpaid business rates bills.

ALMR Chief Executive Kate Nicholls said: “The revelation that 
councils across the UK have resorted to deploying bailiffs on 
businesses for failing to pay business rates bills highlights how 
acute the problem of exorbitant rates is.

“High street businesses have been hit hard by business rates 
increases last year, with hospitality businesses particularly 
punished by crippling rises.

“Recent figures on consumer spending have pointed to a tough 
Christmas for many high street businesses. Reduced spend 
combined with increased businesses rates creates a toxic storm 
of costs for high street businesses and underlines how seriously 
flawed the current system is.

“The Government has acknowledged the problem, but so far has 
only made modest efforts to address the issue in the shape of 
short term reliefs. We have been promised full-scale reform of 
business rates twice in the space of two years, but we are still 
waiting for action.

“The Government would do well to heed this bad news and act 
accordingly to support valuable high street businesses, not least 
of all hospitality businesses. Otherwise, the only possible 
outcome is that more and more businesses struggle to pay 
extortionate bills.”

The government has noted the issue but has made only a 
limited response. The last Budget saw planned cut to business 
rate rises in England brought forward by two years to this year, 
when, from April, rates will rise in line with the lower Consumer 
Prices Index measure of inflation, not the Retail Prices Index. 
Philip Hammond said that the move would be worth £2.3bn to 
businesses over the next five years.

Adam Marshall, director general of the British Chambers of 
Commerce, said: “While more remains to be done to reduce the 
impact of business rates on investment and growth, the 
Chancellor’s decisions will lessen the impact of rate rises on 
hard-pressed firms in many parts of the country from next April. 
Chambers campaigned hard for a reduction in the relentless 
rises of this iniquitous tax, and will be pleased that the 
Chancellor has listened and taken action.”

Marshall’s colleague, Mike Spicer, Director of Economics, added:

“Businesses welcome any attempt to blunt the rise in business 
rates, and the switch from RPI to CPI indexation is a step in the 
right direction. However, this still leaves firms facing a 3% 
increase in April. The government could have done more to 
boost confidence and productivity by going further, and 
abandoning the uprating altogether this year, given the climate 
of sluggish growth and uncertainty.

“As a share of national income, the UK already has the highest 
commercial property taxes of any major economy. The Chamber 
Network has been calling for the Chancellor to bring forward the 
switch in indexation to CPI for many years to ease some of the 
burden of upfront costs, which include the Apprenticeship Levy, 
National Living Wage, and pensions auto-enrolment, to name 
but a few.

“With rates bills increasing further, UK firms will be dissuaded 
from investing in their plant and premises because they are 
penalised with even higher bills for doing so. Successive 
governments have tinkered with the business rates system, but 
fundamental change is really what’s needed.”

With the government’s bandwidth consumed by Brexit, it is 
unlikely that anything will be done to resolve the rate 
environment without concerted lobbying across the sector. Time 
to pick up the phone. 
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Tax allOWaNceS
exploring tax reliefs on hotel property

In simple terms, capital allowances are one of the most valuable and low risk methods to reduce an 
hotel businesses taxable income. They are the tax equivalent of accounts depreciation on hotel property 
expenditure. Depreciation is added back increasing taxable profits while capital allowances on qualifying 
plant and machinery items are deducted to reduce taxable profits. They are calculated based on the tax 

legislation at Capital Allowances Act 2001, case law and by referring to HMRC guidance.

What is a plant and machinery fixture?

Essentially it is something used in the hotel business that is  
attached to the property and would not normally be removed in 
the event a property is sold. For tax purposes qualifying plant 
and machinery is widely drawn and plant fixtures often form 
part of the fabric of the property.

Common items to be found in hotel property include: 

• Machinery such as that to powered doors 
• Unitary to guest bedrooms 
• Decorative assets 
• Telecommunications and CCTV systems  
• Fire alarm and sprinkler systems 
• Security alarm systems 
• Moveable partition walls 
• Signage 
• Swimming pools

What happened to Hotel Buildings Allowances?

These were phased out several years ago. It was possible in 
the past to claim allowances for the total capital cost, excluding 

land for qualifying hotels on a 4% per annum basis over 25 
years. This made claiming easier as the plant and machinery in 
the hotel did not need to be separately itemised as it does now. 
The upside now however, is that plant and machinery 
allowances can be obtained at a faster rate than before, 
usually either at 8% per annum for special rate pool 
expenditure on integral features or 18% per annum for main 
pool expenditure.

What are Integral Features?

The following are integral features and this classification was 
introduced for expenditure from April 2008. Tax relief is given at 
8% per annum in the “Special Rate Pool” on a reducing 
balance basis and comprises: 

• Electrical systems, including general wiring and        
lighting systems 

• Cold water systems 
• Space or water heating systems, powered systems of 

ventilation, air cooling or air purification 
• Lifts, escalators and moving walkways 
• External solar shading
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Can I do anything to accelerate tax relief?

Yes, you can ensure qualifying plant fixtures are correctly 
segregated and allocate them to the correct category or ‘pool’ 
in tax terms. Repairs should also be identified which means a 
detailed analysis of your costs is ideally undertaken before 
signing off your annual accounts. There is also an Annual 
Investment Allowance (AIA) of £200,000 which is a 100% 
upfront allowance. 

How are energy efficient products like LED 
lighting treated?

Enhanced capital allowances or ECAs give a 100% full first 
year deduction for expenditure incurred on energy saving or 
water-efficient plant. To qualify for ECAs the particular make 
and model of the product must be included on the technology 
lists or relevant performance criteria met especially for lighting. 
Manufacturers and suppliers of lighting often need to be 
contacted for written confirmation of performance criteria to 
support ECA claims.

Examples of qualifying items include: 

• Pipe insulation 
• Refrigeration equipment 
• Radiant and warm air heaters 
• Heating, ventilation and air conditioning zone controls
• Automatic monitoring and targeting equipment, White   

LED lighting 
• Combined heat & power schemes and technologies that 

reduce water use or improve water quality

Hotel refresh and refurbishments

What level of allowances would you normally 
expect to find?

In a Refresh project total allowances and repairs could be over 
90% of total expenditure and fees. These projects include 
redecoration, replacement of fittings and equipment and minor 
changes to specification to satisfy current tastes. 

For full refurbishment and fit out projects a little less at 70% to 
80% is typical. The main reason these levels are higher than 
you may expect is that associated building works and 
alterations specific to the installation of plant and machinery 
itself are allowable.  

Examples of the associated works that qualify are;

• Incidental costs such as adding a lift shaft within     
existing buildings

• Trade drainage to commercial kitchens, guest rooms, spa 
fittings and water features

• Acoustic insulation for guest rooms and entertainment areas
• Thermal insulation to existing hotel property 
• Builders work in connection with mechanical and   

electrical installations

What about design, preliminaries and project 
management fees?

Where its not possible to specifically attribute professional 
fees HMRC accepts a specific or pro-rata apportionment 
approach. With fees and preliminaries commonly in excess of 

20% of total project costs this is a significant area to 
investigate for tax relief purposes.

Repairs

How are capital improvements different from 
repairs for tax purposes?

The benefit of capital improvements is enjoyed over a period of 
several years and are included on the balance sheet. The tax 
relief is matched to this longer useful lifespan and spread over 
a period of years. In contrast the full cost of repairs is 
deductible in the year of expenditure. Clearly, maximising the 
repairs element identified in a building project will provide 
accelerated tax relief.

Is there a general rule for what can be classed 
as repair for tax purposes?

HMRC guidance gives a repair deduction where there is ‘like 
for like replacement’ of an original item. Replacement with 
“nearest modern equivalent” is perfectly acceptable as a repair 
within HMRC guidelines.

A repairs deduction is useful to give tax relief for expenditure on 
the structure of the property that does not otherwise qualify for 
tax relief. For example replacement windows and resurfacing car 
park areas, redecoration and localised roof repairs. 

It is entirely legitimate to separately claim genuine repairs 
carried out at the same time as improvements, indeed they are 
often done at this time to reduce disruption. 

Trade related features

Our recent fit out works included high quality 
floor and ceiling finishes, do these qualify for 
allowances?

They may qualify and despite tax legislation making provision 
for decorative assets, in practice it is important these costs are 
accurately described and referenced in the capital allowances 
cost analysis to reduce risk of HMRC enquiries. The reason is 
there are conflicting case law decisions as to how distinct the 
decorative features are from the building structure.

Previous cases have held that in order to decide what is 
allowable and what is not it is important to apply two tests: the 
premises test and the business use test in this case. 
Accordingly, under the first test, those things which become 
part of the building cannot be considered as plant, unless of 
course the premises themselves are plant. 

We built a bespoke wall feature into           
our reception…

Hotels try to create a welcoming ambience throughout with 
decorative features. If this is the reason you commissioned the 
work it should qualify for main pool plant and machinery 
allowances. Although there is no definition of ‘ambient plant’ 
many specific items have become allowable through tax payers 
winning cases and items becoming accepted by HMRC as 
trade specific. 

Current best practice and case law evolves continually 
regarding ‘ambient’ or trade related plant and machinery. 
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Where possible, it is recommended you briefly document the 
rationale for choosing a design option, particularly for 
decorative features and possibly take advice on the 
presentation and description of these sorts of items within a 
claim for capital allowances.

Hotel asset purchases

What about allowances on hotel purchases?

For purchased properties the allowances are essentially a 
property valuation matter as much as a tax technical one. 
Purchase contracts may be silent on allowances. For properties 
acquired, accurately quantifying the capital allowances requires 
a ‘just and reasonable apportionment’ of the purchase price 
using the Valuation Office Agency approved formula.  

Purchase claims include identifying and valuation of the plant 
and machinery fixtures at the property, a rebuild cost estimate 
of the rest of the non-qualifying building structure and finally a 
land valuation for the site.

What are the Mandatory Pooling rules 
applying from 1 April 2014?

Since that date buyers and sellers need to formally agree 
between themselves the proportion of the purchase price to be 
attributed to fixtures for capital allowances purposes. This is 
entirely separate from any allocation to chattels or loose 
furnishings. This mutual agreement for plant fixtures is included 
on a joint tax election (sometimes referred to as a ‘Section 198 
election’ ) and this must be considered part and parcel of 
negotiating the commercial deal for hotel acquisitions.

The latest rules mean the purchaser will only be able to 
claim capital allowances on fixtures where the items of 
expenditure have been included in a capital allowance return 
by the seller. Purchasers must very much drive this process 
or it will be overlooked.

We intend to sell one of our hotel properties in 
the near future, do I need to take any action?

Whether or not you have ever claimed allowances on the plant 
fixtures in your hotel, you can use this as an opportunity to 
either quantify and claim allowances now and retain these 
using a £2 tax election (CAA01 s198) to be included with the 
sale agreement or consider obtaining a high level estimate of 
potential allowances to be used for marketing purposes.

I am about to make an offer for a hotel purchase, 
what are the capital allowances issues?

We recommend including wording in your offer letter stating 
your interest in allowances. Furthermore, it is important to 
include a ‘vendor’s cooperation clause’ in the contract and 
mechanism for agreeing for the basis and value of allowances 
to pass from seller to buyer. If these matters are not addressed 
at contract stage there is real risk all potential allowances will 
be forfeit.

Parting thoughts

Why are capital allowances often overlooked?

Improvement expenditure is often capitalised in the fixed 
assets land and buildings category. This is a low risk area for 
audit purposes and sometimes these costs are never 
interrogated. Main building contractors will provide lump sum 
stage payment invoices or payment certificates without 
underlying cost breakdown. In many cases there are no 
obvious detailed costs to review.

Who can research, documented and agree 
claims with HMRC?

This is most easily carried out by a specialist with a tax and 
surveying skill set.

Hotels tend to have a high proportion of bespoke trade 
related plant that ordinarily would not qualify for allowances at 
all in other commercial properties. A specialist will be 
comfortable claiming and assessing the full qualifying value 
these items, even when they are not specifically costed out by 
the building contractor. This includes collating cost 
information at the time builders or project team are still 
available and cooperative and usually involves a site survey 
specifically for capital allowances purposes.

Professional Development

Enrolling now for Finance or Revenue Management programmes for March 2018
education@hospa.org  |  www.hospa.org/education

Mark Hoskyns specialises in capital 
allowances with a particular interest 
in trade related and leisure 
properties. This is an extract from a 
30 minute CPD presentation. Mark 
can be reached at mark.hoskyns@
mkcapitalallowances.com
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barclaycard

Discretionary spend slows 

• Consumer spending grew 3.9% year-on-year in January, 
driven by a 4.1% increase in spending on everyday 
essentials, with rising prices leading to a strong uplift in 
supermarket expenditure.

• Spending growth on non-essentials was 3.8%, down from 
4.2% in December, with clothing and travel recording 
weaker growth than the month prior.

• Entertainment remained a bright spot, driven by double 
digit growth in pubs (12.8%) and restaurants (10.5%), as 
Brits cured the January blues with meals and evenings out 
with family and friends.

• Consumers’ confidence in the UK economy fell to 29%- the 
second lowest level seen in the past 12 months.

Consumer spending performed robustly in January, growing 
3.9% year on year, partially driven by price increases that 
continued to drive uplifts in ‘essential’ spending, such as the 
weekly supermarket shop.

Data from Barclaycard, which processes nearly half of the 
nation’s credit and debit card transactions, shows that 
spending on day-to-day necessities surpassed 4% for the first 
time in seven months as inflationary pressures fuelled a strong 
start to the year.

This was driven by a similar seven-month-high increase for 
supermarket spend, which rose 4.4% year-on-year. In contrast, 
growth in discretionary categories slowed, falling to 3.8% as 
consumers pared back on ‘nice-to-have’ items to balance      
the books.

Spending on clothing (1.6%) and travel (4.5%) saw weaker 
growth, especially when compared with December figures of 
4.1% and 7.3% respectively. This suggests that, for many 
consumers, this year’s January sales proved to be less of a 
lure than the increasingly popular Black Friday and pre-
Christmas discounting period.

The ‘experience economy’ remained a bright spot, as Brits 
continued to prioritise leisure activities. Entertainment spend 

recorded growth of 9.4%, as consumers splashed out in pubs 
(12.8%) and restaurants (10.5%) to help cure the ‘January blues’.

Yet despite this increased propensity to spend on social 
occasions, concerns around the wider economic picture are 
evident. In the wake of a broadly positive December, when six in 
10 Brits expressed confidence in their household finances, just 
54% now say the same. 

Confidence in the UK economy is also deteriorating; just 29% of 
consumers say they feel confident. At the same time, almost half 
(46%) of Britons worry that the ongoing Brexit talks will leave 
them worse off. The gap between those confident in the UK 
economy and those not confident has steadily widened on 
average since September 2017.

There is evidence, too, of a future fall in perceived spending 
power as a result of inflationary pressures. More than half 
(54%) of Brits say that additional rises in supermarket prices 
would force them to cut back on spending, with 29% saying the 
same about rising fuel prices, and one in eight (13%) saying 
they would cut back amid news of job losses or business 
uncertainty in the UK.

Paul Lockstone, Managing Director at Barclaycard, said: 
“January’s uplift in spending represents a strong start to the 
year. But faltering confidence levels across the board suggests 
that consumers are feeling the effects of a post-Christmas 
slump, as well as the wider impact of inflation, on their 
everyday lives. 

“While spending on the ‘experience economy’ proved to be a 
natural and welcome antidote to the January blues, the dip in 
sentiment revealed by our consumer confidence data, allied to 
concerns over economic and political uncertainty, is quite 
telling. It suggests that caution will continue to be the 
watchword for many consumers as they allocate their 
household budgets in the months ahead.” 
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cGa

Foodservice Price Inflation at 9.3% 

CGA reported that foodservice price inflation was at 9.3% year-on-year for August 2017. With the 
exception of meat, prices are up month on month across all categories of food and non-alcoholic 

beverages. Year on year, all categories are more expensive except sugars. The highest rates of year on 
year inflation are in fish, oils and dairy - at 22.7%, 15.4% and 14.7% respectively.

Foodservice Price Inflation bounced back up in August 2017, 
sitting at 9.3% compared to July’s figure of 7.0%. There is 
evidence that some domestic issues, such as the increasing 
difficulty of securing foreign labour, are starting to affect the 
market far sooner than was originally expected.

Fish is once again the standout category, with an abrupt 
increase in prices compared to the month before. While 
Norwegian salmon prices are down, at least domestically, 
increased shipping costs and the weaker pound serve to erode 
some of the potential savings. Tuna prices, meanwhile, are up 
in the marketplace as the new, more restricted quotas in place 
for this year look to be fulfilled more quickly than expected, 
fuelling fears that supplies will be more constrained.

While sugar and cocoa prices have remained down compared 
to last year, there is every indication that they could soon be 
pushed up as cocoa growers move their beans from Ivory 

Coast to Ghana to secure a better price for them, driving up 
costs. Sugar, on the other hand, could well see prices fall 
further, as EU controls on the growing of sugar beet come    
to an end at the start of October, with the potential for it to 
mirror the explosion of milk production when quotas there 
came to an end.

Meat prices are also up year on year, by 8.7%, but here again 
we can see several indicators that prices for some kinds of 
meat will move down. Chinese pork production is recovering, 
reducing the country’s imports from the UK, and there are 
aggressive plans to expand domestic Chinese production 
further, which should ease pressure on prices. The beginning 
of the Comprehensive Economic & Trade Agreement between 
the EU and Canada (CETA) will also see additional supplies of 
red meat made available across the EU, once initial teething 
problems are solved.



The Overview February 2018 | 19 

delOITTe
uK consumers defy income pressures

to spend on leisure

• Deloitte’s Leisure Consumer Q4 2017 report reveals leisure 
spending optimism;

• Eating and drinking out, in-home leisure and culture and 
entertainment see quarterly rise in spending;

• Consumers to prioritise discretionary leisure spending for the 
next three months;

• Millennial consumers drive the resurgence in spending in 
pubs and bars as well as in-home leisure.

 
The UK’s consumers were less constrained in their leisure 
spending in the fourth quarter of 2017 compared to the previous 
year, according to the latest findings from the Leisure Consumer 
Q4 2017 report by Deloitte.
 
The quarterly survey of more than 3,000 UK adults found that 
2017 ended positively for the leisure sector, with consumer 
spending increasing in seven out of 11 leisure categories 
compared to the previous year. In an indication that consumers 
are continuing to spend on experience-led activities, short break 
holidays have seen a two percentage point rise in spending 
compared to Q4 2016. In addition, going to the gym, drinking in 
pubs and bars and attending live sporting events also saw 
spending rise year-on-year, each by one percentage point.
 
Only three sub-sectors have seen a year-on-year decline in 
spending, including drinking in coffee shops (down three 
percentage points) and eating out (down two percentage points), 
which may have been due to inflationary pressures.
 
The quarterly view was also positive, with spending increasing in 
the majority of leisure categories compared to Q3 2017, in line 
with seasonal expectations. In-home leisure, including takeaways, 
video gaming and media subscriptions, increased by eight 
percentage points from the previous quarter as consumers chose 
to spend more time at home in the run up to Christmas. Spending 
on culture and entertainment, which includes museums, theatre 
and cinema trips, as well as drinking in pubs and bars, have also 
seen quarterly increases in spending, up by seven and six 
percentage points respectively.
 
Simon Oaten, partner for hospitality and leisure at Deloitte, 
comments: “These findings paint a positive picture for the leisure 
sector, which ended 2017 on a high as consumers continued to 
seek out experience-based activities. The increase in leisure 
spending comes against a backdrop of various income pressures 
that have been squeezing consumer pockets in the last year, 
including rising inflation and slow wage growth.
 
“In the year ahead, consumers expect their spending on many 
habitual leisure activities, such as drinking in pubs and eating out, 

to remain unchanged. In a sign of improved confidence, big-ticket 
leisure items, such as holidays and theatre trips, are likely to see 
an increase in spending compared to this time last year.”
 
Consumers to spend more on discretionary 
leisure in 2018

When asked about their spending intentions for the first three 
months of 2018, respondents were broadly optimistic, with six out 
of 11 sub-categories seeing a positive movement compared to the 
previous quarter.
 
Consumers are expecting to spend considerably more on 
big-ticket leisure activities, including holidays, in the next three 
months. Spending on long stay holidays is expected to increase 
by four percentage points compared to last year, with short stay 
breaks also rising by one point. Spending intentions for the next 
three months are up year-on-year for culture and entertainment, 
for doing exercise or attending live sports events as well as 
betting and gaming.
 
Oaten adds: “Despite the well-publicised cost pressures facing 
them, consumers are making considered decisions about their 
discretionary spending, saving their income with the intention to 
spend on holidays and other experience-led activities rather than 
on discretionary retail purchases.
 
“By contrast, meals out, drinking in pubs and bars or coffee shops 
as well as leisure at home appear to be so habitual to consumers 
that they have less intention to scale back on them in the next 
three months.”
 
Millennials drive resurgence in leisure spending

According to the survey, consumers aged 18-34 years-old appear 
to be the most optimistic about leisure spending in the next three 
months, intending to spend more on leisure in eight out of 11 
categories. Consumers in the millennial age group are continuing 
to spend on habitual activities such as gym and exercise; they are 
also planning to spend more on expensive experiences, such as 
holidays or culture and entertainment.
 
Oaten adds: “Significantly, 18-34-year-old consumers appear to 
be driving the resurgence in spending in pubs and bars as well as 
in-home leisure. As the same time, millennials are limiting their 
spending on eating out and drinking in coffee shops, and as a 
consequence these categories have seen spending drop-off 
compared to a year ago.”
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cGa
business leaders hopeful for growth amid 

mounting challenges

Leaders in the eating and drinking out sector anticipate a tough 
year of trading in 2018, but remain resilient yet realistic around 
their future prospects.

That is the headline finding of CGA’s exclusive 2018 Business 
Leaders’ Survey, produced in partnership with Barclaycard. This 
annual poll of senior industry leaders pinpoints the opportunities 
and challenges facing pubs, bars and restaurants over the next 
12 months. 

The report shows that operators have entered this year on the 
back of a difficult 2017. For the first time in the history of the 
survey, more leaders reported that their performance had been 
below expectations (33%) over the last six months than above 
expectations (26%). Only a third of leaders (34%) say they are 
now optimistic about the eating and drinking out market as a 
whole over the next 12 months.

Causes for concern

The dip in confidence is the result of a cocktail of challenges. 
CGA’s Survey identifies business rates as the leading cause for 
concern in 2018, followed by the implementation of the National 
Living Wage, rising food costs and market saturation. After a 
string of news stories about casual dining restaurant closures, 
and with CGA’s Outlet Index measuring 4,000 more restaurants 
than in 2013, there are mounting concerns that supply is 
outstripping demand in many areas of Britain. 

Difficulties are being intensified by Brexit, the poll shows. Two in 
three leaders (67%) say their business has been negatively 
affected by the UK’s vote to leave the EU, and there is alarm 
that the move may impact staff availability, especially in London.

The combination of challenges is leading many brands to scale 
back their new openings in 2018, and the majority of leaders 

(60%) predict fewer new entrants to the market this year than 
last. Nine in 10 leaders (90%) expect to see more business 
failures in 2018 than in 2017. 

Grounds for optimism

Despite the hostile trading environment, leaders remain upbeat 
about their own businesses. Nearly two thirds (64%) say they 
are optimistic for their companies’ prospects over the next 12 
months - down only slightly from the figure (68%) at the start of 
2017. Only one in 11 (9%) is pessimistic about the year ahead. 

CGA’s Business Leaders’ Survey identifies optimism among 
drinks-led operators in particular. More than two in five leaders 
(43%) in this sector are optimistic about the general market over 
the next 12 months, compared to fewer than a third (30%) of 
food-led firms’ leaders. With evidence of a more sustainable 
level of supply in drinks-led venues, and the Coffer Peach 
Business Tracker identifying faster growth for pubs and bars 
than restaurants in 2017, this part of the market is tipped for a 
better 2018 than restaurants. 

Phil Tate, chief executive of CGA, said: “Our Business Leaders’ 
Survey paints a complex and fascinating picture of prospects for 
British pubs, bars and restaurants in 2018. With property, people 
and food costs rising and the twin threats of saturation and 
Brexit looming large, brands face something of a perfect storm 
of challenges this year.

“But this is a very resilient industry, and our poll shows there are 
bright spots and opportunities for growth in the market too. 
People will continue to enjoy eating and drinking out in 2018, 
and operators that can best understand and deliver the 
experiences that consumers crave will be the winners in an 
ultra-competitive market.”

Exclusive CGA survey reveals the impact of rising costs, over-supply and Brexit - but shows optimism 
for drinks-led businesses in particular
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cOFFer
January sales stand up for pub and 

restaurant groups

• Like-for-likes sales up 0.6% nationally, against January 2017
• Eating and drinking out, in-home leisure and culture and 

entertainment see quarterly rise in spending;
• Pub businesses have best of month’s trading
 
Britain’s managed pub and restaurant chains saw collective 
like-for-like sales come out slightly ahead in January, despite the 
doom and gloom stories surrounding the eating-out market. Latest 
figures from the Coffer Peach Business Tracker, the sector’s 
established sales barometer, showed a 0.6% increase on the 
same month last year.

While restaurant groups across the country collectively recorded 
flat trading - up 1.0% in London and down 0.3% outside the M25 
- managed pub operators were ahead 1.0% nationally, driven 
mainly by drink-led businesses.

London traded better than the rest of Britain in January, with 
collective like-for-like sales ahead 1.6% compared to 0.4% 
outside the capital. Managed pubs in London were up 2.0%.

“A string of site closures announced by some of the sector’s more 
high profile casual dining brands has done little to bolster 
confidence in the sector lately, but these latest figures suggest 
that overall the market remains relatively stable. People are 
continuing to go out to eat and drink,”’ said Phil Tate, chief 
executive of CGA, the business insight consultancy that produces 
the Tracker, in partnership with Coffer Group and RSM.

“But that doesn’t disguise the fact that the market is experiencing 
increasing cost pressures on a number of fronts and that 
competition is intense. Consumers have more choice than ever. 
Brands that may have over extended themselves are now feeling 
the pain,” Tate added.

“Nonetheless, January is one of the quietest months of the year 
and also one usually most affected by weather, so we usually 
have to wait until later in the year to discover any real shifts in the 
market,” he said. 

“Notwithstanding an increasing number of disposals and 
receiverships occurring mainly in the restaurant sector, these 

Coffer Peach Tracker figures for January show a degree of 
resilience against trend especially in drinks-led businesses,” said 
David Coffer, the Chairman of the Coffer Group. 

“As it is traditional for consumers to seek out such venues during 
a recessionary or challenging political and economic period, we 
feel that this trend will continue and that there will be further 
growth in the drinks-led sector and also a recovery in well-run, 
sophisticated restaurant brands. It is interesting to note that the 
drink-led businesses which are comparatively more productive 
are those which are managed.

“Some would say ‘an adjustment’ in the restaurant sector was 
overdue following a lemming-like expansion programme from 
London to the provinces over the last five years or more. We 
believe that lessons have been learnt and that possibly 
expansion will be comparatively slower but operators will be 
redirecting investment into quality products, service levels and 
value,” Coffer added.

“There are still challenges to be dealt with especially property 
rates and the stabilising of employment from Brexit effected 
countries. It still remains a difficult period for the food and 
beverage sector but the outlook still remains optimistic and 
positive,” he said. 

Paul Newman, head of leisure and hospitality at RSM, added: 
“With dry January now a seemingly increasing trend, the latest 
numbers for wet-led operators, particularly in London, will be 
viewed with cautious optimism. On the other hand, the New Year 
for the eating out sector has heralded the announcement of a 
hefty number of site closures. Flat trading amid fierce discounting 
will have done nothing to quell fears that there is more of the 
same to come.”

Total sales growth among the 39 companies in the Tracker cohort 
was 3.7%, compared to January last year, reflecting the 
continuing if much more subdued effect of new openings. 
Underlying like-for-like growth for the sector was running at 1.1% 
for the 12 months to the end of January.
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However, the 23.1% year-on-year increase in Rooms Cost of 
Sales (ie the HotStats measure of Travel Agent’s Commissions, 
Reservation Fees, GDS Fees, Third Party Fees and Internet 
Booking Fees) suggests the proportion of demand sourced from 
third party sources increased significantly. 

For December, Rooms Cost of Sales was recorded at £5.55 on 
a per available room basis, equivalent to approximately 9.9% of 
Rooms Revenue, which is a significant proportion. 

As a result, and in spite of the strong RevPAR growth, on a 
conversion basis, the increase in Rooms departmental profit was 
marginal, at +0.3 percentage points to 66.1% of Rooms Revenue.
 
Despite the growth in Rooms Revenue, hotels in Bristol suffered 
declines in Non-Rooms departments, including Food & Beverage 
(-1.8%) and Conference & Banqueting (-8.5%) on a per available 
room basis, which contributed to TrevPAR growth shrinking to just 
3.0% year-on-year, to £105.93. 

However, cost savings, which included a 2.9-percentage point drop 
in Payroll to 26.2% of total revenue, meant astute Bristol hoteliers 
were able to record a 2.9% increase in profit per room, to £36.49. 

Meanwhile, whilst hotels across a number of regional cities in the 
UK recorded punchy growth this month, properties in the capital 
struggled to keep up, recording a 3.3% decline in GOPPAR on 
the back of a 1.2% drop in TrevPAR. 

Profit & Loss Key Performance Indicators - 
London (in GBP)

December 2017 v December 2016 
RevPAR: -1.2% to £128.50
TrevPAR: -1.2% to £188.45
Payroll: +1.2 pts to 25.0%
GOPPAR: -3.3% to £83.83 

RevPAR in December was challenged by falling room occupancy 
levels, which dropped by 1.3-percentage points, to 77.9% and 
cancelled out the 0.4% increase in achieved average room rate, 
to £164.94. 

In addition to the drop in Rooms Revenue, falling Non-Rooms 
Revenues contributed to the overall picture of decline in 
December, as TrevPAR fell to £188.45.

“The London hotel market is heavily reliant on the commercial 
sector, which fell away, as always, towards the end of December 
as the Christmas holidays kicked in. 

Furthermore, the room occupancy performance in the capital has 
been tested in 2017 by the addition of almost 5,800 bedrooms. 
This is an issue which is unlikely to go away anytime soon, with a 
further 10,000 rooms entering the market in 2018,” added Pablo.
 
Falling revenue levels in the capital were further exacerbated 
by increasing costs, which were led by a 1.2-percentage point 
increase in Payroll, to 25.0% of total revenue. As a result of 
the movement in revenue and costs, profit per room at hotels 
in London fell by 3.3% year-on-year in December, to £83.83, 
equivalent to a profit conversion of 44.5 per cent of total revenue. 

December was a lacklustre end to a positive year for hotels in the 
UK, as a decline was recorded across all key metrics, including 
profit, according to the latest worldwide poll of full-service hotels 
from HotStats. 

Despite recording a 1.0% increase in achieved average room 
rate in December, to £116.43, hotels in the UK suffered a 
0.8-percentage point decline in room occupancy, to 70.3%, which 
forced a 0.1% decline in RevPAR, to £81.90. And although hotels in 
the UK achieved an increase in Non-Rooms Revenues, including 
Conference & Banqueting (+0.4%) and Leisure (+1.3%) on a per 
available room basis, this growth was cancelled out by a 0.1% drop 
in Food & Beverage revenue, to £49.44 per available room. 

As a result, this month, TrevPAR at hotels in the UK fell by 0.1% 
year-on-year, to £139.43. 

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

December 2017 v December 2016 
RevPAR: -0.1% to £81.90
TrevPAR: -0.1% to £139.43
Payroll: + 0.5 pts to 27.8%
GOPPAR: -0.3% to £53.00

The decline in TrevPAR was further exacerbated by rising costs, 
led by the 0.5 percentage point increase in Payroll, to 27.8% of total 
revenue, which were in spite of a 1.8% saving in ‘Overhead’ costs. 

As a result, GOPPAR at hotels in the UK dropped by 0.3% to 
£53.00 in December, which is equivalent to a profit conversion 
of 38.0% of total revenue. The limited year-on-year growth in 
revenues highlighted the marginality of the increases in profit 
being recorded at hotels in the UK on a departmental basis, 
with falling revenues and rising costs contributing to a drop 
in departmental profit in both the Rooms (-0.7%) and Food & 
Beverage (-3.9%) department, on a per available room basis. 

“December is always a tough month of trading with the 
interruption of the Christmas break and whilst the performance at 
hotels in the UK this month will be somewhat of an anti-climax, 
owners and operators in the UK will be pleased that losses have 
been minimised and it has been a pretty positive year overall,” 
said Pablo Alonso, CEO of HotStats. In contrast to the UK-wide 
trend, hotels in Bristol performed well in December, but leant 
heavily on third party intermediaries to achieve growth. 

Hotels in the South West city recorded an 8.3% increase in 
RevPAR this month, to £55.73, which was entirely due to a 
5.0-percentage point increase in room occupancy, to 64.8%, as 
achieved average room rate fell by 0.1%, to £85.97. 

Profit & Loss Key Performance Indicators - 
Bristol (in GBP)

December 2017 v December 2016 
RevPAR: +8.3% to £55.73 
TrevPAR: +3.0% to £105.93
Payroll: -2.9 pts to 26.2%
GOPPAR: +2.9% to £36.49

Positive year ends with profit drop
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Gold Sponsors include:

Agilysys
Allied Irish Bank
Atos
Avvio
Cardonet
Equiom
Euronet Worldwide
Exponential-e
Guestline
Premier Software Solutions 
Sky Business
The Nav People
Wi-Q
XN Protel Systems Limited
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Avenue9

Barclaycard

BDO
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Digital Alchemy

FM Recruitment

Fourteen IP

Infor

JamJou

Kerry Robert Associates

Keystep

MK Capital Allowances

Moore Stephens

Oracle Micros

Pelican Procurement

Pitmans Law

Prologic First

QDOS Communications

Springer-Miller

HOSPA Partners

Fresh Montgomery

HFTP

Hotel Marketing Association

Hotel Technology Next Generation

HotStats

ICAEW Tourism and Hospitality 
Special Interest Group

The IOH

HOSPA thanks the following companies  
for being Premier Sponsors of HOSPA:

HOSPA Sponsors & Patrons

members’ events
March 5th
Members Meeting at Hotelympia - Revenue Management

March 15th
HOSPA IT Community Members Event - GDPR

Event Details
Thursday 15th March - 6pm

Join us for an event hosted by BT Wi-Fi, focusing on the 
subject of GDPR, which will be followed by drinks and canapes 
at the top of the BT Tower.  If you have not been to the top of 
the Tower then you are in for a real treat!  Presentations will 
include speakers looking at the subject from both a legal and a 
hoteliers’ perspective.

March 19th
Revenue Management Members Meeting - ’Attract Untapped 
Markets & Demand by Utilising Payments Systems’

Location
Strand Palace Hotel

April 9th
Finance Members Meeting

April 24th
Cross Community Members Meeting - Manchester

June 6th
Glasgow Quiz Night

June 11th
Revenue Management Meeting - Blockchain

Location
New Bridge Street House, 30 – 34 New Bridge Street, London. 
EC4V 6BJ

July 10th
Cross Community Members Meeting - Bristol

July 28th
Annual HOSPA London Quiz Night

September 3rd
Asset Management Meeting

September 10th
Revenue Management Members Meeting - Booking Direct & 
Meta Search

Location
London

September 17th
Cross Community Members Meeting - Birmingham

To Register for ANY of the above meetings, please send the 
below details to hospa@hospa.org with the following in the 
subject line: HOSPA *COMMUNITY NAME* Members Meeting - 
*DATE OF MEETING*.
  
Full Name:
Job Title:
Company Name:
Membership Number:
Invoice Details (If Non-Member):
 
Please Note: unless stated otherwise, all of our HOSPA 
Members Meetings are FREE for members to attend and only 
£10 for any Non-Members!



Application For Membership

Status (Please tick) Ordinary Ordinary Student Associate Fellow

Correspondence Address
(Please tick)

Home Work

Title (Please tick) Other (Please specify)Mr Ms Mrs Miss

Forenames

Surname

Date of Birth Nationality

Job Title

Company Name

Parent Company

Work Address

Postcode

Work Email

Work Telephone

Work Mobile

Postcode

Home Address

Home Email

Home Telephone

Mobile 

Which grade of membership are you applying for?
You would normally be granted Ordinary status, but if you wish to be considered for a higher grade then please indicate which and ensure 
you submit a CV to support your application. Corporate membership is available for 5 or more colleagues. Please call +44 (0)203 4188196 
to discuss or email hospa@hospa.org.

Your Signature Date

HOSPA, Longdene House, Haslemere, Surrey, GU27 2PH


