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The festive season did not begin well for Marriott International, when the company 
reported a data breach of information belonging to 500 million people who had 
stayed at Starwood properties. Information included passport details for around 
327 million of them.

Marriott immediately did everything right, reporting the incident to law enforcement 
and notifying regulatory authorities. The group’s share price fell almost 6% when the 
news broke. 

“We deeply regret this incident happened,” said Arne Sorenson, Marriott’s President 
& CEO. “We fell short of what our guests deserve and what we expect of ourselves.
We are doing everything we can to support our guests, and using lessons learned 
to be better moving forward.”

Marriott acquired Starwood in 2016 and one of the key attractions for the company 
was the database of loyalty members that it bought with it, giving the group scale not 
just physically. It seems that, while Marriott has a reputation for rigorous security, this 
was not mirrored by Starwood and it was very much a case of caveat emptor. It could, 
in other words, have happened to anyone caught up in the current round of M&A. 

But what to do? The incident will blow over and is likely to do no lasting damage 
to the Marriott brand, although it may give owners something of a stick to beat the 
company with in the short term. On the consumer side, the group will be hoping that 
no significant fraud has taken place. The success of both large brands like Marriott - 
and any company, no matter how small, hoping to use customer data to drive better 
service - is built on the trust needed to hand over personal data. If the consumer 
feels that their details won’t be safe, they will retreat and the customer relationship 
will suffer. Guard your assets carefully. 
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JANE PENDLEBURY
Onwards and upwards

Last week was the HOSPA Christmas lunch, and it was an 
exquisite way to end a year of successful HOSPA events. We were 
in the Ballroom at the very elegant Bulgari Hotel in Knightsbridge, 
and we had tables of 10 hosted by BDO, Euronet, FM Recruitment, 
Elavon and Melia Hotels, plus lots of other HOSPA supporters on 
their own or in small groups. A lot of fun was had with a Christmas 
themed quiz, Christmas headwear and Santa snow globes 
sponsored by our supporter Andrew Evans at KeyStep. We also 
raised money for Hospitality Action (www.hospitalityaction.org.uk) 
one of the main charities for our industry.

Those with staying power ended up in a pub behind the hotel, 
where the party continued some more and it was great to see 
so many in the festive spirit. Thank you to all who attended and 
added to the fun and success of the event.

As mentioned in my column last month, HOSPACE next year 
will be at the end of November, and at the Royal Lancaster 
once again. Hopefully you already have the 28th November 
2019 blocked out in your diary, but if not, now’s the time to 
do so! Whilst we are delighted that we have returned to our 
traditional spot at the end of November, it is both good news 
and bad news, as it may mean that our re-launched Christmas 
lunch event is short-lived. Our feeling is that the two events so 
close together might be too much - but please do let me know 
your thoughts! 

It’s always lovely to look back at the year gone by and be 
proud of what we’ve achieved. The most significant change to 
HOSPA was the addition of the Asset Management Community, 
something that has been a real positive and one that has helped 
to make 2018 a standout year.

Looking ahead to 2019, HOSPA will have a full calendar of 
members’ meetings, an expanded team and social events. 
I don’t doubt that next year will continue to send its challenges, 
both for the UK and hospitality. Brexit still casts clouds over so 
much of what we do, with a weakening economy never good 
for our industry. The strength (or otherwise) of the Great British 
Pound has both positives and negatives for us. Weak local 
currency means that the money overseas staff send home to 
their families has less value, so they may question their reason 
for being away. Potentially losing these employees adds to 
staff shortages that have already been impacted by the very 
prospect of Brexit. On the positive side though, a weak pound 
often prompts an increase in visitor numbers from abroad which 
can be a real boost for the hospitality industry. However this 
is something that is then tempered by the higher cost of any 
imported supplies eating into profit margins. But while our sector 
can be one of flux, one thing you can be sure of, is that we are a 
resilient and hardworking industry - and our smile never falters!

Merry Christmas to you all and good wishes for 2019. 

HOSPA CEO Jane Pendlebury looks forwards to a hopeful 2019 
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WINNERS

We’re looking forward to celebrating the achievements of all our learners on 24th January at the 
Jumeirah Carlton Tower Hotel, London and, in particular, the achievements of those with the highest 

grades for their Stage or Level of study in Revenue Management or Financial Management.

Highest Achieving Learners  
of 2018 Announced!

The event commences at 2pm with a Panel Debate - chaired by Professor Peter Jones MBE, Chairman of the HOSPA Professional 
Development Committee. This will be followed by the presentation of awards and a celebratory high tea with champagne.

We’re proud to announce the winners as follows:

Financial Management prize winners, 
completed in February 2018:
Stage 1 - Introduction to Financial Accounting:  
Maria Gutierrez Mondragon, Accounts Assistant, Delta Norton 
Park Operations Company, Winchester

Stage 2 - Operational Management Accounting:  
Yan Zhang, Assistant Finance Manager, Jumeirah Restaurants 
Group, Dubai

Stage 3 - Strategic Management Accounting:  
Amy Kimbel, Finance Manager, Plus Rooms, London 

Financial Management prize winners, 
completed in August 2018:
Stage 1 - Introduction to Financial Accounting:  
Beryl Mathews, Finance Executive, Jumeirah Restaurants Group, Dubai

Stage 2 - Operational Management Accounting:  
Simon Leech, Assistant Financial Controller, Sheraton Grand Hotel 
& Spa, Edinburgh

Stage 3 - Strategic Management Accounting:  
Hien Nguyen, Assistant Financial Controller, Banyan Tree Hotels 
& Resorts, Vietnam

 Revenue Management prize winners, 
completed in February 2018:

 Level 1: Introduction to Revenue Management:  
Antonio Sans, Cluster Revenue Manager, LABTECH London Ltd

 Level 2: Operational Revenue Management:  
Gretchen Abrahams, Deputy Group Revenue Manager, Mantis 
Collection South Africa

 Level 3: Strategic Revenue Management:  
Dasline Muvwanga, Cluster Rooms Reservations Manager, 
Radisson Hotel Group, Edinburgh

 Revenue Management prize winners, 
completed in August 2018:

 Level 1: Introduction to Revenue Management:  
Kris Franklin, Cluster Revenue Manager, Amaris Hospitality, Watford

 Level 2: Operational Revenue Management:  
Kris Franklin, Cluster Revenue Manager, Amaris Hospitality, Watford

 Level 3: Strategic Revenue Management:  
Gretchen Abrahams, Deputy Group Revenue Manager, 
Mantis Collection South Africa

In addition to the presentations to the award winners already named, the prestigious ‘Overall HOSPA Learner of the Year 
Award Winners 2018’ - for the Professional Development programmes in Financial Management and Revenue Management - will 

be announced at the Ceremony and presented with their special prizes. The two top awards are based on the highest combined 
course work and examination results, recorded in the 2018 HOSPA Financial Management and Revenue Management courses.

The association will also recognise two organisations for their commitment to education in the  
fields of Revenue Management and Financial Management.

Awards Ceremony places are still available, so if you’d like to celebrate with us, contact education@hospa.org  
or visit the online shop at www.hospa.org

Enrolment on both programmes is now open for March 2019 start date. Both courses are available at three levels - 
Introductory, Operational and Strategic - each at a cost of £820 (ex VAT). For further information,  

visit: www.hospa.org/en/education/course-information or email: education@hospa.org
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Professional Development

Learner Awards  
Ceremony
Jumeirah Carlton Tower -  
24th January 2019

Celebrating the accomplishments 
of the highest achieving learners 
from HOSPA’s respected programmes 
in Financial Management and 
Revenue Management.
Join us at this celebratory event on  
Thursday 24th January 2019 in the 

Garden Rooms at the Jumeirah Carlton Tower, 
London, SW1X 9PY

Commencing at 2pm with a panel debate with 
distinguished speakers, followed by certificate 
presentations, the announcement of the “Employer 
of the Year” and “Learners of the Year” for Revenue 
and Financial Management and concluding with a 
celebratory afternoon tea with networking.

Sponsorship Opportunities
Increase brand awareness at this event which is 
aimed at key decision-makers for learning & 
development in hospitality, senior finance and 
revenue managers and directors, cluster and 
financial controllers and revenue analysts.  

Sponsorship offers can include but not 
limited to: 

Logo on all correspondence, website, event 
programme, email marketing and social media 
concerning the event; promotional banners.

Contact: helen.marshall@hospa.org or  
education@hospa.org

Individual tickets:  
£50 + VAT from the online shop at 
www.hospa.org/en/shop/product/learner- 
awards-ceremony/

Or email:  
education@hospa.org
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BDO

Structures and Buildings Allowance 
Since the withdrawal of Industrial Buildings Allowances (IBA) 
which 10 years ago there has been no tax relief available for 
expenditure on buildings including qualifying hotels. The new 
Structures and Buildings Allowance (SBA) seeks to redress this, 
albeit at a very low rate of straight-line writing down allowance 
of 2% a year for 50 years.

The new relief is restricted to ‘qualifying expenditure’ on non-
residential buildings with a ‘qualifying use’, incurred on or after 
29 October 2018, for contracts entered into on or after that date.

What is included in SBA?
SBA will be subject to consultation before draft legislation is 
published in respect of the specific details. While these terms 
have yet to be defined in detail, initial indications are that there 
will be a move away from the convoluted and very nuanced 
usage classes of the old IBA regime. 

The new approach will include only a very broad-brush 
requirement that the structures or buildings be in use simply for 
any trade, profession or vocation. HMRC has confirmed in a 
Technical Note that structures and buildings includes hotels. 

The Finance Bill 2018-2019 includes some significant changes to capital  
allowances that were unexpected and will have an impact for the hotel sector. 

Unexpected Changes to Capital Allowances
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One of the main issues to consider is in relation to the 
commencement conditions and whether a construction project 
was contracted into on or before 29 October 2018 particularly if 
certain preparatory works commenced prior to this date. There 
will also be anti-avoidance provisions to prevent manipulation 
of the commencement rules.

As may have been expected, expenditure on land and dwellings, 
and associated legal and stamp duty costs, has been excluded.

UK tax legislation contains many definitions of a ‘dwelling-house’ 
depending on the context and tax or relief in point. HMRC 
will consult on the terms of the definition for SBA purposes 
before the final legislation is published. This will be relevant 
for providers of serviced apartments, for example. 

As an allowance for capital expenditure, the SBA will not be 
available to property developers who hold their projects as 
trading stock. When a developer sells a building, the buyer may 
well be able to claim the SBA once the building is brought into 
use. A valuation will be needed to identify that element of the 
purchase price that relates to the land on which the building sits.

Improvements, refurbishments and repairs to existing hotels 
will also fall within the SBA regime. There will not be a pooling 
system as for plant and machinery allowances, but expenditure 
will need to be noted separately and will receive the allowance 
for 50 years - even if this goes beyond the expiry of the 50 years 
applicable to the original construction cost.

Other considerations
Obviously, a tax relief that lasts for 50 years will place a 
significant emphasis on adequate record keeping, especially 
in view of the intent to transfer the benefit of the relief 
between tenants and landlords, and buyers and sellers, 
as the circumstances of the building’s usage and ownership 
change over time.

One possibly unintended consequence is the implied withdrawal 
of Land Remediation Relief (LRR) for removing asbestos or 
similar contaminants from existing commercial properties. The 
LRR legislation in CTA 2009 precludes a claim on expenditure 
that could otherwise be eligible for capital allowances regardless 
of whether or not those capital allowances are actually claimed. 

It has been a common misconception that claiming capital 
allowances would reduce the base cost for Capital Gains Tax, 
which has never been the case for gains (only losses) - until 
now. Any claims to SBA will reduce the base cost taken into 
account when calculating the capital gain. This will have the 
effect of reducing the value of the SBA by the CGT rate - 
currently 19% (for corporation tax), bringing the net benefit of 
the SBA to 1.62%.

One final point to note is that the SBA cannot be covered by 
the Annual Investment Allowance, which remains for plant and 
machinery expenditure only.

Annual Investment Allowance 
The 100% Annual Investment Allowance (AIA) for qualifying 
expenditure on plant and machinery will increase to £1m for 
2019 and 2020. As the new allowance takes effect from 1 
January 2019, any businesses that operate on a different year-
end will need to be aware of the transitional rules.

For accounting periods that straddle 1 January 2019, the current 
£200,000 and the new £1m allowance must be apportioned to 
calculate the maximum qualifying expenditure. The total AIA is 
apportioned on a calendar basis - for example a business with a 

30 June year end will have a total available AIA for the year ending 
30 June 2019 of £600,000 (being six months x £200,000 plus six 
months x £1,000,000). However, it’s not quite that straightforward.

Because eligibility for the AIA hinges on when costs are incurred, 
careful thought is needed in planning and timing expenditure. 
For example, the maximum AIA for expenditure incurred in the 
period 1 July to 31 December 2018 will be the current annual 
limit of £200,000, which if used will have the effect of limiting the 
allowance available for expenditure between 1 January 2019 
and 30 June 2019 to £400,000.

The full £1m AIA will then be available for expenditure in 
the year to 30 June 2020, with apportionment again applying 
the following year as the AIA is expected to revert to its 
previous level.

Any plant and machinery expenditure that does not qualify for 
relief under the AIA rules or ECA, will only obtain relief at the 
much lower writing down allowance rates. You should ensure 
that all qualifying plant and machinery expenditure is identified 
and that relief is claimed under the AIA and/or the ECA in the 
most beneficial way.

Enhanced Capital Allowances 
The 100% Enhanced Capital Allowances (ECAs) and first 
year tax credit for loss making companies for purchases of 
energy or water-saving plant and machinery on the energy 
and water technology lists are abolished from April 2020. 
These allowances were well-intentioned, but the regime 
had become so complex that for many taxpayers the 
administrative burden of making a claim outweighed any 
perceived benefit. Ironically, these allowances were a very 
inefficient means of encouraging energy-saving objectives. 
However, it is disappointing to note that no replacement has 
been announced, leaving no meaningful fiscal incentive for 
investment in energy-efficient plant. 

ECA expenditure incurred on qualifying items up to April 
2020 will still be eligible. You should consider the projects and 
eligible expenditure that may be incurred in the period to April 
2020 to ensure that any available ECAs are claimed before 
they are withdrawn.

Qualifying expenditure will still obtain writing down allowances 
at the 18% main rate and 8% special rate (now reducing to 6%). 
Furthermore, much of the qualifying expenditure will be covered 
by the extended AIA (see above).

Special rate pool
The annual deduction for Special Rate plant and machinery 
such as long-life assets, integral features and cars emitting more 
than 110g/km CO2 will reduce from 8% to 6% from April 2019. 
For accounting periods that span April 2019, a hybrid rate will 
apply to the writing down allowance for the year.

Your next steps
For help and advice on all capital allowances issues 
please contact one of our specialists:

James Welch 
Partner

t: +44 (0)20 7893 3600 
e: james.d.welch@bdo.co.uk 

Steve Watts 
Director

t: +44 (0)20 7893 3369 
e: steve.watts@bdo.co.uk 
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OPTIMISM

While 63% - slightly down from the last poll in July - are optimistic 
about their own businesses’ prospects for next 12 months, just 39% 
are upbeat about the market as a whole over the same period.

The exclusive poll of senior executives from across the pub, bar 
and restaurant sector, from big corporates to entrepreneurial 
start-ups, shows that confidence levels have shifted only a few 
percentage points over the year.

Market optimism has moved from 34% in February to 36% in 
July and 39% last month, following a temporary jump to 47% 
in May. However, the number of leaders confident in their own 
company’s prospects has actually slipped slightly from 64% in 
February and 69% in July to 63% now, despite the fact that last 
month more than three quarters said they had traded ahead of 
or in line with their expectations in the last six months. 

“This simply reflects the volatility and uncertainty in the market,” 
said CGA group chief executive Phil Tate. “This quarterly survey, 
conducted in November 2018, shows that operators are getting 
on with business, focussing on improving service and customer 
experience, as well as increasingly embracing trends in healthy 
eating and sustainability.”

More than a third (38%) of leaders report that their performance 
over the last six months had been ahead of their expectations - a 
rise of nine percentage points from three months earlier. A similar 
number (39%) say they have traded in line with expectations, with 
less than a quarter (23%) trading below expectations.

But there is pessimism about footfall in 2019, with half (50%) of 
leaders predicting a decrease in consumers’ frequency of eating 
and drinking out, and only one in 20 (5%) expecting a rise. The 
downbeat assessment comes amid growing concerns about the 
impact of Brexit on consumer confidence.

CGA’s Phil Tate said: “Our latest CGA Business Confidence 
Survey reflects a complex and mixed picture in the market at the 
moment. Many businesses continue to find conditions extremely 
challenging, and confidence clearly remains fragile as the year 
ends. Christmas trading will now have an enormous impact on 
the levels of optimism as we enter 2019.”

The Business Confidence Survey also reveals that more than 
two thirds (69%) of drink-led companies now feel optimistic 
about prospects for their business - more than their counterparts 
in food-led businesses (63%). It follows a strong period of 
trading for drink-led pubs, whose recent sales growth as 

Business optimism under pressure 
Business confidence among leaders of Britain’s eating and drinking-out  
market remains strained, reveals the latest edition of the CGA Business  

Confidence Survey, produced in partnership with Fourth.

 

Grow your direct bookings 
by 25%

Experience Avvio’s innovative hotel 
booking engine for yourself

www.avvio.com/guarantee
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EHOTELIER

The times, they are a-changin’ - and boy they are changin’ quickly. I doubt that Bob Dylan 
had hotel marketing in mind when he wrote those words, but they are certainly appropriate 
these days. With new technologies like AI, chatbots, VR, AR, automation, smart this, that, 

and everything else, it is getting harder and harder to keep up. And while I cannot overlook 
the importance of keeping up to date, it is also important that you are laying down a strong 

foundation before jumping on the bells and whistles.

Five strategies to improve your hotel marketing plan

To help you do this, we’ve put together a list of five essential 
strategies to lay the foundations of a strong hotel marketing plan.

Collect the data you want to report on
An effective hotel marketing plan should start with your data 
collection strategy. It is a common misconception that an 
email address is all you need, but as personalisation rapidly 
becomes the pinnacle of marketing, a simple email may not 
be enough. Afterall, those email addresses aren’t going to 
segment themselves!

Collecting full postal addresses, birthdays, and/or guest 
preferences will increase your potential for segmentation and 
allow you to tailor your hotel marketing to an individual or group 
of guests. Which brings me to my next point…

Personalise everything!
Okay, well maybe not everything, writing a personal email to 
each person in your database probably isn’t feasible but if 

you can create the illusion that you did, then you’ve nailed it. 
Personalisation is the key to loyalty. The reality is that to be 
interesting, you have to be interested.  Understanding your guests 
- who they are, what they want and what motivates them - will 
bring you closer to giving them what they want. And with all the 
extra data you will be collecting, you will be better equipped to 
understand your guests and cater to their preferences through 
targeted and engaging marketing.

With unlimited options and expectations on the rise, you should 
be making your guests feel like their every need has been 
anticipated and every desire fulfilled. Entice, encourage, engage 
and re-engage your guests with personalised, experience-driven 
interactions to drive direct bookings and brand loyalty, and 
ultimately improve guest experience.

Be easily searchable online
There is no point in having a website if prospective guests can’t 
find you! When you are up against the likes of OTAs, that are 
more than often ranking higher in the search results of your 

measured by CGA’s Coffer Peach Business Tracker has been 
significantly higher than that of restaurants.

The new survey also reveals:

• Service and the quality of consumers’ experience are leaders’ 
two most important priorities at the moment - ahead of food 
quality and value for money

• Operators are embracing the trend for healthier eating, with 
more than half (55%) indicating that healthy options have 
increased in importance for them

• Sustainability is a growing priority, with half (50%) of leaders 
saying their business has dedicated more time to the issue 
over the last year. 

Tate added: “Many drinks-led pub businesses are clearly buoyant 
at the moment, riding high on the hot summer and football World 
Cup and anticipating a strong festive period. However our Survey 
shows that they, like all operators, will need to stay resolutely 

focused on the consumer next year - supplying not just good food 
and drink but embracing key trends and delivering the high-quality 
all-round experiences that guests now demand.”

Ben Hood, CEO of Fourth, said: “Despite the lingering 
uncertainty of Brexit, the results do show the confidence of 
hospitality operators remains steady as they prepare for the 
year ahead. To manoeuvre through this tough period of rising 
costs, operators are rightly harnessing the power of technology 
to support most, if not all, aspects of their businesses. However, 
this is creating a complex digital infrastructure, with multiple 
logins and technologies working independently. The big 
challenge the industry now faces - operators and their lead tech 
partners - is to work together to bring myriad digital business 
systems into a single, integrated and coherent platform, and 
our focus for 12 months is to continue to support our operators 
and to work collaboratively with our fellow technology providers 
to deliver this.”
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brand name than you are, your SEO game needs to be strong. 
Nay. Bulletproof.

The good news is, it isn’t as hard as you may think. The key to 
SEO is to create the content that your guests are searching for.

Aside from the technical optimisation and functionality of your 
website, SEO comes down to two main pillars; Relevancy and 
Authority. Relevancy is simple; make sure that your website is 
optimised with rich, relevant content and strong keywords to 
maximise the chance of being searched and clicked. Whereas 
authority just simply comes down to popularity; the more popular 
your site is, the more likely search engines are going to believe 
you are the real deal.

Get social media savvy
While social media strategy may not be anything new, the to-dos 
and the taboos are forever changing. With so many social media 
sites that already exist and even more popping up each day, 
where do you begin?

Fundamental to a strong social media strategy is consistency 
and cohesion. For starters, make absolutely sure that you have 
got your brand identity straight. That means your logos, colours, 
designs and imagery, as well as your tone of voice and message.

Once your branding is on point, link it all up! Consider how that 
beautifully designed Instagram post can click through to that well-
thought-out landing page and encourage them to subscribe to 
your next killer email marketing campaign. Obviously, you should 
be tailoring your message to suit different social networks, but you 
can still be presenting a consistent and cohesive brand.

Remain faithful to email marketing
Email is still one of the most powerful methods of getting and 
staying in contact with your guests because it not only allows for 
direct contact, but also automation, better targeting and more 
strategic content. More specifically, an effective email marketing 
strategy opens up a world of opportunities in regard to leveraging 
the guest journey.

By implementing intelligent segmentation and automation at 
each stage of the customer journey, you can better manage 
unsubscribes, increase engagement and build a loyal following. 
Personalisation is the aim of the email marketing game, and 
fortunately, it is getting easier to achieve with the technology 
we have available.

To improve your hotel marketing plan, you should be asking 
yourself; who is staying in my hotel? Why are they staying? 
Where are they coming from? Knowing the answers to these 
questions will improve your hotel marketing strategy and bring 
you so much closer to giving your guests what they want.

Georgia-Mae Smith
www.intouchdata.com/

Georgia-Mae Smith works as Creative Coordinator at Intouch 
Data. Intouch Data work with individual and boutique hotels 
through to national and international hotel chains, providing 
Customer Relationship Management, Business Intelligence 
and Email Marketing applications, assisting them to turn 
hotel data into revenue.

Reproduced with kind permission of eHotelier 

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 for March 2019, 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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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.

Business Magazines   |   Business Journals   |   Newspapers, Newsfeeds and Wires 
Competitive Intelligence   |   SWOT Analyses   |   Trade Publications   |   Market Research Reports 

Company Information   |   Industry Reports   |   Country Economic Reports

The Most Comprehensive  
Collection of Premium Business  

Information from Leading Publishers

™

Online Tutorials Available at:
https://help.ebsco.com/interfaces/EBSCO_Guides/General_Product_FAQs/tutorials_on_EBSCO_interfaces
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GUESTLINE

Today, hospitality is a global multibillion-dollar industry, employing 
millions of people around the world. And with an ever more 
sophisticated and expectant consumer on all our minds, it’s easy 
to fall prey to the growing pressure to do more, and become ever 
more ‘switched on’ in the most literal sense. At Guestline, despite 
our world-class tech R&D, we work very hard to remain focused 
on the needs of our customers - the hotelier - and their guests. 
It’s often easy to forget that sitting at the heart of this most exciting 
industry is the simple premise that, hospitality professionals are 
passionate about delivering a great guest experience. That’s why 
most of us entered the profession in the first place, and that’s 
what gets us to turn up at the back office or front desk every day, 
ready to give guests a warm welcome.

Working with our hotelier clients across the globe on a daily 
basis, we see that passion for the guest and their experience. 
We can relate to it too: more than two thirds of the team at 
Guestline originally came from the hospitality industry. 

Total Guest Focus
Delivering a great experience - at every touchpoint - demands 
an unwavering focus on the guest, and their needs, from the 
moment they check-in to when they leave the property at the 
end of their stay. 

Technology can help hotels achieve this total guest focus, 
by enabling them to streamline processes and simplify 
management tasks. Modern cloud-based PMS systems give 
hoteliers even more scope to transfer time-consuming manual 
processes to digital platforms, freeing them up to direct their 
time and attention to the guest and giving the all-important 
human touch.

Technology - a critical enabler of 
guest experience
We know that hotels are more and more aware of the critical 
role technology plays as an enabler, allowing them to focus 
on the guest experience. There’s a huge appetite out there 

for change and experiment. Hotel professionals can see what 
today’s plug and play technology is doing in their everyday lives. 
They can download an app to their phone and add powerful 
new functionality in just a few moments. They’re asking: 
why can’t I do something like that in my hotel? 

We wanted to find out - on an industry-wide level - what 
hoteliers want from technology and to understand their priorities 
for the future. That’s why we partnered with hospitality research 
specialists, h2c, to develop a global research study.

One message emerges loud and clear from 110 hotel chain 
executives who contributed to the study: they want the future to 
be flexible. Hoteliers’ number one priority for their technology 
platforms is “better integration”.

This is a really encouraging finding, because it suggests that 
hoteliers have grasped a key principle of modern technology 
strategy: the importance of APIs. They understand the potential 
to mix and match and build together their integrated IT solution 
that matches their individual needs and equips them to deliver 
better guest experience. 

As well as giving hoteliers the ability to craft the technology solution 
that’s right for their guests, this approach to third party interfaces - 
combined with the inherent flexibility of the cloud - allows hoteliers 
to grow and adapt their IT over time in response to the business.

Service counts
So, it seems hoteliers have a vision for how technology can help 
them achieve total guest focus - but how successful are they at 
turning that vision into strategy and executing it?

One finding that gave us pause for thought was the fact that, 
on average, hoteliers only make use of two thirds (66%) of 
their hotel technology. Whilst it’s unlikely that any business 
will achieve complete efficiency, it remains the case that one 
third of their IT investment is unused and making no productive 
contribution to the one thing the hotelier really cares about: the 
guest experience.

Title

The right technology strategy  
for total guest focus

Sarah Jones, Customer Success Director, Guestline looks after the guest
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In our view, the missing piece of the puzzle is service. Perhaps 
the single biggest factor in a hotel choosing to work with us is 
our ability to give them expertise and support. With so many 
technology choices out there - and dozens more becoming 
available every month - they are looking for a single vendor who 
will guide them through the process and take overall responsibility 
for delivering the technology products and services they need. 

And, indeed, the h2c research findings bear this out: asked what 
they want from technology vendors, the hotelier’s number one 
priority is consultancy and support. Without this guidance, we 
suspect that many hoteliers will be deterred from making the IT 
investments that can help them improve their guest focus. 

Back to the guest
Given their work at the front line of guest service, it’s not 
surprising to see that hospitality professionals place so much 
importance on the support relationship they have with their 
technology providers. With so many of us at Guestline having 
roots in hospitality, that makes perfect sense to us. We know 
that hoteliers don’t enter the profession to become IT experts. 
They want to leave the technology to the experts while they get 
on with what they do best: delighting the guest.

For more information please visit www.guestline.com 

About Guestline:
● Established in the UK, Guestline provides innovative 

property management, channel distribution and digital 
marketing solutions to the hospitality industry

● Founded on cloud-based technology, Guestline’s revenue 
generating solutions enable hotel groups, independents, 
serviced apartments and pub companies to achieve 
maximum occupancy at the most profitable rate

● Fully integrated into the Guestline distribution and central 
reservation platforms, the property management software is 
currently growing revenues in hospitality businesses in 20 
countries across five continents

● The range of products include Rezlynx PMS, online 
booking, CRS, channel distribution software, PCI 
compliance, EPoS and digital marketing solutions

● Guestline has been acknowledged by the London Stock 
Exchange Group as a Company to Inspire Britain

Media information and images 
● Deanna Papanagiotou, Anita Lo or Ushma Chhipa at Siren 

Communications on guestline@sirencomms.com or call 
+44(0) 20 7759 1150

● Guestline marketing team on marketingteam@guestline.
com or call +44(0) 1743 282 300

EXPLORE ’18

Ben Blake, VP, global customer & business development, 
Expedia Group, kicked off the two-day event with an overview of 
the current state of the market. He said: “We used to talk about 
how many people are online, we now talk about how many people 
are online constantly. The Netflix generation want it all - but they 
want you to find it for them.

“Trust is a very broad concept online and as the internet has 
matured, this has only gone up. Customer expectations around 
privacy rights have fundamentally shifted. Customers want 
a tailored experience, but they want protection. The cost of 
misunderstanding this can be huge.”

Delegates were reassured by Expedia CFO Alan Pickerill, who 
said: “We can’t predict exactly what will happen with the economic 
cycle, but we can look at history and we know that travellers are 
very resilient. Travellers want to travel.”

CEO Mark Okerstrom said: “We have become the largest travel 
platform that exists in the world. We are sitting in the centre 
empowering all of it. It’s not about traffic and transactions 
any more, it’s about customer behaviour. They’re trying to tell 
you something, listen to them. You will see our brands tailor 
experiences for our customers. 

Expedia Group used its annual partner conference in Las Vegas  
to outline its new customer-centric strategy

Expedia Group targets the consumer 
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“If Amazon is the global platform for thee ordering of consumer 
goods, then Expedia is the global platform for the physical 
movement of people.”

The CEO pointed to the data which the company held, which could 
be used to power the tools it offered its partners, including revenue 
management: “AI changes the game. We used to take huge data 
sets and run algorithms on them to tell us what to do next, it would 
take us days in many cases. We’re now doing that in hours, soon it 
will take minutes and then seconds. With that type of power, you can 
start to treat every individual as an individual in real time. A subset of 
that is what happens with personalisation, what happens with voice. 

“We’re now using AI to suggest to our hotel partners what to change, 
what to improve and it is getting more and more like real time.”

The rise of the sharing economy in the sector was a key focus for the 
event, with a number of attendees quizzing the group’s executives. 

Okerstrom told the travel partner conference that, in the sharing 
economy, the owners, brands and operators: “Have let an incredible 
opportunity go by. It’s virtually impossible to book a hotel room with 
interconnecting rooms - if they could wake up and use the data that 
they already have they could have an incredible opportunity. There’s 
a lot that hotel operators and brands and owners could learn from 
the sharing economy, but they choose not to.

“We’ve got a tonne of respect for Airbnb, they solved a need to 
get this rental offering online. They’ve got a great brand and a 
great reputation. Airbnb is sharing a 3% commission and then 
charing the customer sometimes uncapped fees - we are looking 
very closely at how we are pricing our services. 

“They have raised a fair bit of money from the capital markets and 
one of the concerns we hear from our lodging partners is that you 
can sometimes get customers to choose something they might 
not otherwise choose, [on the sharing economy] based on price. 

It’s sometimes been subsidised by the capital markets.”

The way to battle this was, Okerstrom said, to use the data which 
Expedia Group had gathered. He added: “I think that gives us an 
opportunity, we can use information from our flights and lodging 
stack to make pricing appropriate for hotels and we can get a 
more equal playing field with Airbnb.”

Cyril Ranque, president, lodging partner services, Expedia Group, 
added: “When it’s priced right. when it’s not subsidised, the use case 
for booking a vacation rental is more about where people are looking 
for accommodation for a group of four or more, which doesn’t really 
impact hotel partners as long as we can organise search results in 
the right way. 

“We have to push more what the customer wants. More 
alternative accommodations in the rankings doesn’t mean less 
customers for the hotels.”

When asked about Airbnb’s move into listing hotels, Okerstrom 
said: “If you want to have a scale marketplace, you have to 
have choice, so it makes sense to me that Airbnb is adding this 
inventory. It’s a question as to whether the customer will want it.”

As for Expedia Group’s own appetite for the sharing economy, 
where it has the HomeAway brand and VRBO, Okerstrom said: 
“Airbnb have created an industry which is much bigger than we 
had anticipated. We think alternative accommodation is incredibly 
important but it’s only part of our strategy, you are not going to stay 
in alternative accommodation every time you go away. We need to 
have everyone. Our strategy is to be customer centric. Alternative 
accommodations is just one small piece of a larger strategy.”

The data breach suffered by Marriott International was on 
the mind of many at the gathering. Okerstrom said: “This is 
a reminder for the world that there is no distinction any more 
between offline and old economy and technology companies. 
They are the same. This is a wake-up call for everyone, cyber 
attacks are very sophisticated, they are being carried out by 
nation stakes. There are pots of money to be made.

“We have a security operations centre, we have AI looking for 
things, we are segmenting all of our data to make sure that the 
important stuff is sitting in a virtual vault with 12 feet of virtual 
concrete around it. I think Marriott took this very seriously, but you 
have to be able to detect when people got in and how they got in 
and you have to set traps to catch them. 

“The problem is that humans are still involved in this and it only 
takes one email to someone that looks like it’s from their boss, 
asking for their password and they have you. The weak link is 
humans. You know someone is going to get in. We hope like 
hell that Expedia Group never gets hit but it’s a case of man vs 
machine and we have some of our smartest machines and our 
smartest men on it.”
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ENVIRONMENT 

A new report has found a real lack of commitment amongst UK 
hospitality businesses to drive sustainable change, with only 
7% having set a carbon reduction target - while just under half 
of companies in this sector (48%) use even the most basic 
sustainability measures, such as recycling bins for office waste.

The findings follow the recent and most comprehensive study 
to date into climate change by the Intergovernmental Panel on 
Climate Change which made headlines worldwide. The IPCC 
report was the most extensive warning yet on the risks of rising 
global temperatures, with leading international scientists saying it 
was the final call to save the world from climate catastrophe.

‘The Carbon Commitment report’ from Carbon Credentials found 
that out of the 500 heads of sustainability and business owners 
questioned in the hotel and leisure sector, none had set science-
based targets. Science-based targets demonstrate a company’s 
commitment to a low carbon future and reflect the level of action 
needed globally to help the world align with the Paris Agreement - 
the pledge by nearly 200 countries on tackling climate change and 
a commitment to keep global warming below 2°C.

Employees sceptical of sustainability claims
A further 500 junior managers and below working in the hotel and 
leisure sector were also questioned and just under half (45%) said 
their employers aren’t doing enough to involve them in cutting their 
carbon footprint at work.

While many organisations’ lack of transparency and engagement 
means that 73% of hospitality employees have no idea what their 
organisation’s carbon reduction targets are and 56% of those 
questioned said they don’t, or don’t always trust UK organisations 
to deliver on their sustainability claims.

Just 14% of large hospitality businesses with over 250 employees 
have set staff personal goals and targets to cut their own workplace 
carbon footprint, only 9% incentivise staff to save energy at work, and 
a mere 7% regularly communicate internally the energy savings made 
and the benefits of any savings to their business and environment.

Only 3% of employees said their organisation links staff bonuses 
to cut carbon emissions and to save energy at work (despite 65% 
of employees saying they’d support such a scheme), and only a 
few offered other incentives to reduce employees’ individual carbon 
footprint such as increased annual leave, or financial benefits for 
cycling to work. In fact, just 14% said they have an official company 
‘car share’ policy and 13% have a ‘cycle to work’ scheme.

Employees take personal action
70% of hotel and leisure employees have resorted to taking their 

own action to cut their carbon footprint at work in the last six 
months, but not necessarily in the right areas.

When asked for their most innovative ideas for cutting workplace 
energy use the main ideas comprised, banning personal mobile 
devices, or old-fashioned suggestions such as foil to cover walls 
or foil to cover wall spaces near heaters/radiators, and mandatory 
screen savers and sleep mode on all laptops, tablets & phones.

More management support needed to drive 
sustainable change
Sixty per cent of respondents, including heads and managers of 
sustainability, environment and energy, said that a lack of leadership 
support, insufficient funding and competing inter-departmental 
budgets and resources were the biggest challenges preventing 
organisations from rolling out successful sustainability programmes.

32% of hospitality employees questioned said their organisation 
had acted to improve the sustainability of their procurement 
processes, but 15% said that engaging with suppliers on reducing 
emissions is also a major barrier to sustainable progress.

Paul Lewis, CEO at Carbon Credentials, commented on the 
findings: “Our report has shown that hotel and leisure staff are 
engaged and willing to help organisations to be more carbon 
efficient, but that they aren’t being given the incentives, tools and 
sometimes the support to do this.

“48% of hospitality businesses are rightly inviting staff to put 
forward sustainable ideas but it appears that few are engaging with 
employees to drive them through. Getting leadership buy in and the 
budgets to implement these energy saving innovations remains a 
challenge for many environmental and sustainability professionals.

Paul continued: “For there to be any chance in meeting the IPCC 
warming recommendations and to make a real dent in the side of 
climate change then organisations must play their part by having 
clearly defined environmentally sustainable policies in place 
that are centred around ambitious emission reduction targets. 
These targets should be science-based to give an organisation 
a well-defined pathway to reduce its greenhouse gas emissions 
in line with the level of decarbonisation required to keep global 
temperature increase to 2°C or below.

“56% of employees working in the hospitality sector we 
interviewed said they don’t trust organisations to always deliver 
on their sustainability claims. Setting targets not only sends out 
a clear message on the organisations’ commitment to climate 
change but reduces energy spend; which benefits the planet, your 
people, your business reputation, and your bottom line.”

Sector warned on climate change 

New study finds that 73% of hotel and leisure sector employees have no idea what their organisation’s 
carbon targets are, while 70% have taken their own action to reduce their organisation’s energy consumption
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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 for March 2019, 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

25 & 26 March 2019
Whittlebury Hall, Northamptonshire

NEW for hospitality technology specialists – covering everything from Accounting Software to 
CRM Systems, Digital Signage to Wi-Fi, Social Media to Guest Room Entertainment.

It is entirely FREE for senior hospitality professionals to attend.

A unique pre-matching process will mean you connect with suppliers relevant to your requirements 
for face-to-face meetings, while you can also attend a series of seminars.

Plus all hospitality, including overnight accommodation and an invitation to a 
gala dinner, is complimentary.

To find out more contact Craig Ross on 01992 666726 or c.ross@forumevents.co.uk

thehospitalityforums.co.uk/hospitality-tech-innovation-forum/
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UK REGIONS

Analysis of Q1, Q2 and Q3 2018 data showed that demand for 
UK hotels has been strong, with many regions of the UK enjoying 
significant double-digit growth.

Whilst London naturally enjoyed the strongest demand amongst 
tourists, with almost 40% of inbound travellers heading to the capital, 
other locations have also witnessed increased visitor numbers.

International and domestic demand for Essex and Bath saw 
growth of 25% year on year, while demand for Cambridge was 
up by 30% year on year. Other notable regional winners include 
Chester (up more than +25%), Southampton (up more than 
+20%) and Dorset (up almost +20%).

In Scotland, Edinburgh kept its spot as the second most popular 
destination by market share after London for tourists visiting the 
UK, but it was the Highlands and Islands that saw the biggest 
year-on-year booking growth with over 20% increase in demand 
year over year. 

Hoteliers are expected to benefit from the upcoming festive and 
new year period, with the UK a popular choice for an increasing 
number of overseas visitors. London and Edinburgh remained 
the top two most popular destinations for travellers in Q4 2017, 
Expedia Group data reveals. Both capital cities recorded an 
increase in travel demand across that period. Elsewhere, 
Manchester, Birmingham and Liverpool and Glasgow were 
also among the top 10 popular destinations.

For the UK as a whole across the first nine months of 2018, 
hoteliers continued to experience positive growth from overseas 

visitors, with the US ranking as the top international market. 
Demand from the US grew by almost 45% year-on-year.

While demand remained buoyant from the traditionally strong 
visitor markets of Germany, Canada, Australia and France, 
some of the fastest-growing markets included Brazil, Spain, 
Switzerland and Ireland.  

Looking at average daily rates for hotel rooms, the data 
showed some bright spots with Bath (up around 10% y-o-y) 
and Edinburgh (up almost 15% year-on-year).

According to the figures, a strong increase in UK mobile demand 
made via app, mobile web or tablet devices was driven by 
visitors from all over the globe, but significantly from the US 
(up by 35% y-o-y), Germany (up by 40%) and Canada (up by 
almost 30%).

Irene Roberts, Director of Market Management, Expedia 
Group: “Our data reveals that our lodging partners enjoyed a 
successful first nine months of 2018, a trend we hope continues 
during the festive period. Despite uncertain times, UK hoteliers 
have benefitted from a surge in overseas tourism along with 
a continuation of the booming staycation trend. More and 
more people are choosing to visit the UK, which is hugely 
positive news.

“Our data clearly shows that we are successfully working with 
our lodging partners to increase demand from key international 
markets, as well as emerging markets, and these visitors are 
enjoying more locations across the UK.”

The latest data from the Expedia Group revealed that hotels all over the  
country have enjoyed consistent growth throughout the first nine months of  

2018 ahead of an expected boost in demand across the festive season.

Strong year so far for regions 
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Both pub and restaurant operators saw positive sales during 
the month - with collective like-for-likes ahead 2.1% and 0.6% 
respectively. London outpaced the rest of Britain with like-for-
likes up 2.3%, compared to 1.3% outside the M25.

“The November figures will be welcome for a market that has seen 
generally flat trading across the year, and operators will hope this 
upward trend continues into the festive season,” said Karl Chessell, 
director of CGA, the business insight consultancy that produces the 
Tracker, in partnership with Coffer Group and RSM.

“Managed pubs have continued to trade better than the 
restaurant market, and especially in London where collective 
like-for-likes were up 3.1%. Restaurant chains also did 
marginally better in the capital, with sales up 0.9%, compared 
to 0.5%, but as the figures show remain under pressure from 
increased costs and tough competition,” Chessell added.

“Drink sales were the main driver of pubs’ better performance, 
up 3.0% against a 0.6% uplift in food sales,” said Chessell. 
“Chains are continuing to open new sites, and although the 
rate of expansion has slowed there were more openings than 
closures among the Tracker cohort over the month.”

“With retailers recently reporting the biggest drop in footfall 
for the month of November since 2009, the relative health of 
eating and drinking out is a better indicator of where the future 
of the High Street lies,” said Paul Newman, head of leisure and 

hospitality at RSM. “For operators, many will be hoping that the 
growing Brexit uncertainty drives consumers to seek solace in 
their restaurants, pubs and bars throughout the all-important 
Christmas trading period.”

“The figures reflect what we are experiencing at the “coal-face” 
with an ever-increasing demand for public houses and indeed, 
late night licence bars, not only in the capital but across the 
country,” added David Coffer, the Coffer Group’s chairman. 
“The demand for restaurant space is increasing but is reflective 
of the current political uncertainty. Traditionally, there will be an 
acceleration in restaurant trade as we approach the seasonal 
period and hopefully that will give an injection of confidence in the 
market. There is no doubt that currently drink-led operations are 
leading the way. Comparatively, there is a considerable amount of 
restaurant stock hitting the market and once this has been taken 
up, we anticipate further growth in this part of the sector.”

Total sales, which include the effect of new openings since this 
time last year across the 49 companies in the Tracker, were 
ahead 3.7% compared to last November.

Underlying like-for-like growth for the Tracker cohort, which 
represents both large and small groups, was running at 0.8% 
for the 12 months to the end of November, virtually the same as 
at the end of October, showing that the eating and drinking out 
market remains essentially flat.

Trading across Britain’s managed pub and restaurant sector improved in 
November with collective like-for-like sales up 1.5% against the same month last 

year, according to latest figures from the Coffer Peach Business Tracker. 

Pubs and restaurants  
see November growth

COFFER
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FOODSERVICE PRICE INDEX 
Fish floats to the top 

Both Fish and Oils and Fats continue to trade at prices over 25% higher than last year. Recent 
falls in the Hot Beverages index have corrected this month, while Fruit prices continue to reduce 

from the highs of the summer months. Sugar, Jams, Syrups & Confectionery has fallen back 
again in line with the recent trend, declining a further 5.2% month on month.

Of the 10 categories featured in the Foodservice Price 
Index, six were down year on year in September, while four 
increased. But the size of the swings were very different, with 
Fish at 25.7% and Oils and Fats at 31.2% the largest upward 
movers, while only Sugar, Jams, Syrups & Confectionery 
showed any meaningful reduction at -8.4%.

Over 70% (by value) of the fish and seafood we consume in 
the UK is made up of salmon, prawns, tuna and the leading 
white fish, cod and haddock. When these markets come 
under pressure the impact can be significant. This category 
of the Foodservice Price Index is now showing record levels 
of inflation, and the outlook over the winter months remains 
uncertain. Salmon pricing continues the recent trend of violent 
swings, with a near-20% drop in the summer now reversed, 
and prices have crept slowly down again since. And of course, 
all imported fish has been affected by recent further declines in 
the value of the pound, and trade turbulence has been created 
in world markets by the imposition of a 10% tariff by the US on 
Chinese fish imports, which in turn is pushing up demand and 
price in other countries.

In February this year the edible Oils and Fats category of the 
Index was at 117 and since then it has risen every month, to 
a high of 156 in the most recent edition. Much of this rise has 
been driven by a huge surge in the price of butter over the past 

two years, and the upstream wholesale price reached a peak 
in October 2017 of almost three times the level of the previous 
year. Around 70% of this price spike came off in the early part 
of 2018, but weather problems contributed to a further rise mid-
point between the two. We expect things to ease as we enter 
the winter period as the upstream wholesale price eases off.

At the end of 2016, the price of arabica coffee on the New 
York Stock Exchange had fallen to $1.55 per pound. Since 
then the price has dropped further to a dramatic low point of 
less than one dollar per pound, following surplus supply from 
Vietnam, the world’s second largest coffee producer. While 
this is good news for operators, the price is below the cost 
of production, jeopardising both the livelihoods of up to 25 
million coffee-farming families worldwide, and potentially even 
future supply capability.

The Fruit category of the Index has dropped by over 5% 
this month, continuing a downward trend seen since July, 
following a difficult start to 2018 for many producers. This 
reflects news of a bumper apple crop, particularly in Poland. 
Fruit prices surged up in the summer months, mainly due to 
the well documented challenges experienced with the UK soft 
fruit harvest, but we expect this part of the Index to stabilise 
in the months ahead, even though we see some challenges 
emerging with banana imports in the lead up to Christmas.
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MARKET REVIEW
OCTOBER 2018

Festivals drive  
strong Europe

European hoteliers had cause for celebration in October, as 
hotels recorded a 6.1% year-on-year increase in profit per room. 
Performance was boosted by a number of major festivals hosted 
in key cities, according to the latest data tracking full-service 
hotels from HotStats.

Whilst GOPPAR levels actually dipped against September - 
dropping to €79.57 for the month, against €96.80 last month 
- the considerable year-on-year growth in October was sufficient 
to continue to drive a strong year-to-date increase in profit per 
room, which is now 9.8 percent above the same period in 2017.

Growth in profit this month was aided by a 6.1% increase in 
RevPAR, fuelled significantly by a 5.2% increase in achieved 
average room rate to €171.79.

In addition to year-on-year growth in rooms revenue, hotels 
in Europe recorded a revenue increase across non-rooms 
departments, including Food & Beverage (up 0.6 percent) on a 
per-available-room basis, which contributed to the 3.6 percent 
uplift in TRevPAR this month to €197.42.

Top-line performance was led by demand from the commercial 
sector, which accounted for almost 40 percent of all 
accommodated roomnights.

And whilst there was a decline in the achieved rate in the 
individual leisure segment in the month (down 2.4 percent), this 
was cushioned by year-on-year growth in rate in the residential 
conference (up 6.8 percent), corporate (up 0.6 percent) and 
group leisure (up 10.8 percent) segments.

Profit & Loss Key Performance Indicators - 
Europe (in EUR)

October 2018 v October 2017

RevPAR: +6.1% to €133.27 Payroll: -0.6 pts. to 29.7%
TRevPAR: +3.6% to €197.42 GOPPAR: +6.1% to €79.57

The growth in revenue this month was complemented 
by cost savings, which included a 0.6-percentage-point 
reduction in payroll to 29.7 percent of total revenue - despite 
a 0.1-percentage-point increase in overheads to 20.2 percent 
of total revenue.
As a result of the movement in revenue and costs, profit 
conversion at hotels in Europe was recorded at 40.3 percent 
of total revenue in October.

“Profit performance for hotels in Europe is proving to be very 
consistent, with just two months of year-on-year GOPPAR 
decline recorded since October 2016,” said Michael Grove, 
Director of Intelligence and Customer Solutions, EMEA, at 
HotStats. “This is despite slowing economic growth across 
the Eurozone.”

Strong performance across the region was led by contribution 
from a number of key city markets that hosted major festivals 
and conferences.

The greatest margin of year-on-year performance growth was 
recorded in Munich, which hosts the renowned Oktoberfest. The 
16-18 day festival annually attracts more than six million people, 
significantly driving up demand for hotel accommodations in the 
city. This year was no different, with hotels in Munich recording a 
52.4% year-on-year increase in profit per room for the month to 
€132.38, which is a high for 2018, and was 85.9 percent above 
the year-to-date GOPPAR of €71.22.

The growth in profit was led by an increase across all 
departments, which included a 33.5% increase in RevPAR to 
€188.30, as room occupancy grew by 5.2 percentage points to 
82.2 percent, and achieved average room rate soared by 25.0 
percent to €229.11.

Profit & Loss Key Performance Indicators - 
Munich (in EUR)

October 2018 v October 2017

RevPAR: +33.5% to €188.30 Payroll: -6.1 pts. to 21.1%
TRevPAR: +29.4% to €248.99 GOPPAR: +52.4% to €132.38 

The significant increase in revenue enabled huge cost savings 
to be made, which included a 6.1-percentage-point reduction in 
payroll to 21.1 percent of total revenue.

Beyond Octoberfest, the city was supported by a range of major 
international conferences hosted at the ICM - Internationales 
Congress Center München, including the 2018 ESMO oncology 
conference, which attracted more than 24,000 attendees.

As a result of the robust top-line performance and reduction in 
costs, profit conversion at hotels in Munich was recorded at 53.2 
percent of total revenue.

Outside Munich, hotels in Budapest also performed well in 
October, due in large part to the Hungarian capital hosting the 
city-wide CAFe Budapest Contemporary Arts Festival, which 
helped drive a 15.6% increase in RevPAR to €123.26.

The growth in rooms revenue in the city was supported by 
increases in non-rooms revenues, including Food & Beverage 
(up 14.5 percent) and Conference & Banqueting (up 12.7 
percent), which contributed to the 12.2% year-on-year increase 
in TRevPAR to €171.31.

Falling costs, which included a 0.5-percentage-point decrease 
in payroll, to 22.1 percent of total revenue, added to the positive 
story for hotels in Budapest and equated into profit conversion of 
47.7 percent of total revenue.

Profit & Loss Key Performance Indicators - 
Budapest (in EUR)

October 2018 v October 2017

RevPAR: +15.6% to €123.26 Payroll: -0.5 pts. to 22.1%
TrevPAR: +12.2% to €171.31 GOPPAR: +17.1% to €81.75
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24 January 2019 
HOSPA Learner Awards Ceremony 
Location:  
Jumeirah Carlton, London
Event Details: 
Celebrating the achievements of learners on the HOSPA Revenue 
Management and Financial Management programmes.
The event commences with a panel debate with expert participants 
chaired by Professor Peter Jones MBE, Chairman of the HOSPA 
Professional Development Committee.
We will then be celebrating the achievements of all our highest 
achieving learners on the HOSPA Revenue Management and 
Financial Management programmes with a presentation of 
certificates and the announcement for the “Learner of the Year” 
for both programmes. The afternoon concludes with a celebratory 
Afternoon Tea with champagne and will finish by 5pm.
We will also be presenting our company awards for “Commitment to 
Education” in Financial Management and in Revenue Management.
For tickets, please visit: 
www.hospa.org/en/shop/product/learner-awards-ceremony/  
or email education@hospa.org

11 February 2019  
Marketing 101 - PR Strategy

Location: 
Kimpton Fitzroy London, 1-8 Russell Square, Bloomsbury, 
London, WC1B 5BE

Nearest tube: Russell Square (Piccadilly Line) 
Nearest train: London Euston

Event Details: 
As we continue our series of Marketing 101 seminars, we focus 
on the important area of PR. With the growth of mobile news 
aggregators, influencer marketing and the ongoing debate on ‘fake 
news’ we focus on getting the best results from your PR strategy.
• How to develop a PR strategy that will achieve your objectives
• How to be truly integrated with your PR
• Should you use influencers? We look and the pros and cons
• Top tips and best practice you can go away and implement
Guest speakers will include top PR agencies, a top lifestyle blogger 
and a hotel case study to show how it all comes together in practice.

Agenda: 
1800 - Registration / 1830 - Presentations / 2000 - Drinks & networking

The HMA would like to thank Kimpton Fitzroy London for 
co-sponsoring this event.

There are limited spaces for this event so book early!
Free to HMA/HOSPA Members. £30+VAT for non-members.
Interested in sponsoring the drinks reception for this event? Please 
email us on hma@hospa.org

12 February 2019  
Opportunity 2019 - Revenue Management and the 
Connected Customer

Location:  
London Hilton Bankside, 2-8 Great Suffolk Street, London, SE1 0UG

Event Details: 
Today, everyone is a connected customer. Today’s customers are 
more informed, more empowered and more connected to the world 
around them than ever before. They demand personalisation, 
immediacy and simplicity in all areas of their life.

What does this mean for revenue management? How do we 
rationalise our technology landscape today with the customer 
demands of tomorrow? How do we deliver on personalised pricing, 
instant gratification, and remove barriers we weren’t even aware of?

Revenue by Design is unrivalled in its relationship with the 
revenue management community, both in the UK and increasingly 
internationally. The annual “Opportunity” conference is one of 
the most well-respected and well-attended events in the revenue 
management calendar year. Join us and those spearheading change 
within the industry to find out what you need to focus on in 2019.

Topics on the agenda include: 
• Engendering Loyalty in the Digital Age
• Personalisation vs Privacy - delivering a highly individualised 

stay in a post GDPR word
• Revenue Management Systems - David takes on Goliath
• Customer First - who is winning at guest-centricity?
• Driving a truly personalised experience
• Navigating the potholes, pitstops and diversions of the 

increasingly complex Customer Journey
• Data Management for the 2020’s
• The role of Revenue Management in the Customer-Centric 

organisation

BOOK YOUR TICKETS NOW - HOSPA DISCOUNT CODE - 
10% OFF USING: HOSPA10

View their website for more information

18 March 2019  
Hotel Marketing Awards 2019

Event Details: 
Now in their 24th year, these prestigious awards recognise best 
practice in Marketing within the UK hotel industry and the best 
young talent. All award categories are as relevant to branded chain 
hotels and groups, as they are to independent hotels. Entrants 
don’t need to be a member of the HMA, and, thanks to our 
sponsors, the awards are free to enter. We are happy to receive 
entries from agencies, so long as they have secured agreement 
from their client. You can also enter a campaign or activity in as 
many categories as it is relevant to! 

Take a look at how to enter:  
hotelmarketingassociation.com/hotel-marketing-awards/

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

Members’  
Events
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HOSPA thanks the following companies for  
being Premier Sponsors of HOSPA:

HOSPA Sponsors  
& Partners

HOSPA Partners



HOSPA Sponsorship  
provides the opportunity to: 

 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.
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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.net

Save the 
date…

Hospitality  
Conference 
& Technology  
Exhibition

BROUGHT TO YOU BY 


