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In a break from the all-consuming Brexit carnival of the undecided, some good 
news for the hotel sector this month from the CMA, which, after extensive and 
repeated probing of the way in which rooms are sold online, came down against 
some practices used by - although not exclusively - the online travel agents. 

In July last year the CMA identified a number of concerns, including whether 
commission affected rankings, whether pressure-selling tactics were being used and 
whether discount claims made on sites offered a fair comparison for customers. 

Now that it has made its decision, ‘unfair practices’ listed by the CMA include: 
misleading sales tactics, hidden charges, deceitful discount claims and the 
quality of search results.

Alongside increasing clarity on their hotel search rankings, all six sites named agreed 
to comply with the following actions by 1 September this year: Eliminate aggressive 
pressure selling tactics (e.g. provide more information when telling customers that 
there are people looking at the same hotel as you and eliminate the appearance 
of booked-out hotels in search results); make discounts and promotions clearer by 
giving more details into how the discount was worked out. In some cases spotted by 
the CMA, the displayed discounts were irrelevant to the customer’s search criteria; 
display all previously hidden charges in the headline price.

The CMA will also explain to other hotel booking sites, including metasearch 
engines and hotel chains, their expectations for how they should be complying 
with the UK’s consumer protection law. 

The latter is key. The hotel sector has been rejoicing over the ruling, while not 
being above tactics which could be charitably described as ‘nudging’. The CMA 
is interested in what is good for consumers, not hotel companies. It is of far 
greater importance that hotels aren’t seen to be indulging in bad practice, as 
they attempt to forge a relationship with the customer which distracts them from 
the OTAs. They must now be whiter than white. 
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JANE PENDLEBURY
Support system

Given that our membership is full of senior hoteliers and 
hospitality executives, it seems right that we consider some 
‘giving back’ to the industry. At recent events we have made 
collections for the better known organisations (Hospitality 
Action and Springboard), but we also work alongside two others. 
I thought it useful to share some of the highlights of where we 
have offered HOSPA’s support.

Hospitality Action (HA) supports anyone involved in the industry 
who has fallen on hard times. This support can take the form 
of financial grants, advice and emotional support. Its Employee 
Assistance Programme is a great way for hoteliers to enable 
their staff with a route to specialist, independent and confidential 
advice, support and assistance. HA also runs seminars on 
topics around alcohol and drug awareness. I also have a soft 
spot for the organisation’s ‘Golden Friends’, which ensures that 
volunteers are around and about offering friendship over the 
phone or in person to those that have fewer people looking out 
for them as they get older. You can see much more about all 
these initiatives at www.hospitalityaction.org.uk

Springboard helps young people achieve their potential and 
nurtures unemployed people of any age into work within 
hospitality. Over the years I have heard many personal 
success stories of people who were heading towards a life 
of dependence on benefits (or worse), who are now gainfully 
employed and achieving remarkable success via Springboard’s 
support mechanism. HOSPA plays an active role on their Gems 
mentoring programme, which, given our membership, seems 
to be the most pro-active way we can help. If you take a look at 
Sprinboard.uk.net - there are many projects that may spark your 
interest, from Future Chef to INSPIRE work experience.

Our two more recent partnerships are with the lesser known 
Only A Pavement Away and Room to Reward.

Only A Pavement Away (OAPA) has created a powerful link 
between the better known national charities for the homeless, 
which includes ex-offenders/ex-service personnel, and the 
hospitality industry. There are many roles in hospitality that can 
be given to those people who are currently struggling, giving them 
the platform to allow them to get back on their feet through the 
stability that working brings. OAPA is doing its best to help bring 
people into full time, fulfilling roles in hospitality. Whilst staffing 
(and the dwindling availability of our European workers) is at the 
top of many people’s current concerns, this seems an ideal time 
to look elsewhere for talent. Please visit OnlyAPavementAway.org 
to see if you can get your business involved! 

And, finally, Room to Reward is a heart-warming concept that 
rewards our hidden heroes with breaks in hotels. From hospice 
nurses to fire fighters and from children’s charities to community 
projects, those (often unsung) volunteers can be rewarded 
with a hotel break. As a hotelier, you can donate unsold rooms 
at times to suit your business, and not only know that you are 
providing the opportunity of a lifetime to an individual, but you 
can also nominate local charities to help create a story for press 
around the event. This has the double fold benefit of promoting 
the work of the charity, while also highlighting your hotel’s 
offering, thus gaining an additional bonus on top of the feel-good 
factor. You can read more at www.roomtoreward.org. 

So, to end then; go on! It feels great to help these worthy 
groups, and if every HOSPA member did something; imagine 
the impact we could have!

HOSPA CEO Jane Pendlebury reports on the work the 
organisation is doing in the hospitality community 
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GUESTLINE

James Surridge, Senior Product Manager, Guestline, discusses how, to drive adoption of 
hotel technology, IT vendors need to understand how hoteliers think.

Understanding hoteliers is key to
unlocking IT opportunity

Working with thousands of hotels every year, at Guestline we 
know that most hoteliers - and particularly in independent hotels 
and small chains - are keen to introduce technology to their 
business if they believe it will improve the guest experience. 
However, despite this enthusiasm, it seems some hoteliers 
struggle to get the most from their IT. 

To complement our day-to-day experience of working with 
hotels, we partnered with hospitality research specialists h2c to 
develop a global study on hotelier attitudes to technology and 
their plans for the future. According to the results of the study, 
hoteliers are only using 60 per cent of the functionality of their 
PMS (Property Management System) and just over a third of 
hoteliers have deployed guest-facing technology.

So, what’s holding them back? We know hoteliers can be wary about 
technology, and are concerned that it can come between them and 
the guest. This makes perfect sense to us, as we’ve got the same 
instinct for the guest and the guest experience in our bones. 

Lack of unity on tech holds hotels back
The same h2c research suggests that more fundamental factors 
might be preventing hoteliers from optimising their technology. It 
appears hotels are not taking a unified approach to technology. 
Respondents told researchers that there were conflicts between 
internal PMS stakeholders, including disagreements about what 
role the PMS should play in stakeholders’ operations.

These figures tally with our experience working with hotels on 

technology projects. The human factor is critical - particularly 
in the hotel environment, where there is a need to achieve 
change quickly and with minimal disruption to hotel operations. 
The marketing department wants to analyse data and drive 
traffic online and reservations just want to get bookings into the 
system as quickly and efficiently as possible. Each department 
expects something different from a solution, which can be 
difficult to balance.

Define the vision
The first step to a successful hotel IT installation is to reconcile 
individuals and departments with differing views about what 
they want to achieve from new technology. This means bringing 
together stakeholders to discuss their requirements and gain an 
understanding of their colleagues’ needs. Housekeeping could 
have concerns about room statuses; the restaurant manager 
might have questions about cross-charging, and management 
and owners need data from every department to make decisions 
for the business as a whole. 

Even in a smaller property or chain, where one individual may 
wear several hats, different processes or functions will have 
their own requirements. The key thing is to gain insights into 
these various requirements as soon as possible and use them 
to help the hotel define a coherent vision for technology.

A hotel is a busy environment and everybody’s got a job to do 
so getting everyone together in one room can be a challenge. 
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Study with us on our flexible online programmes in 
Hospitality Finance

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

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

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

Develops the skills and knowledge to manage a hospitality finance department

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

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

Is convenient and relevant to your career in hospitality finance

Costs just £820 + VAT per stage

All courses are  
endorsed by the  

Institute of Hospitality. 

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

It’s probably most practical to carry out a series of one-to-
one conversations with different stakeholders: once you’ve 
gathered the requirements and joined the dots, you can hold 
larger meetings where you share your findings and finalise the 
installation programme.

Hoteliers will welcome your advice - 
but know when to step back
For many hotels, a technology installation brings a rare 
opportunity to think about operations and see where 
improvements can be made. Be prepared to find yourself in 
conversations that may stray beyond the original technology 
brief and into strategy. 

The h2c research confirms that hoteliers value support, with 
advice on the options available to them and guidance through 
implementation. Indeed, consultancy and support are the 
hotelier’s number one requirement from a PMS technology 
vendor. The data also suggests hoteliers want vendors to bring 
them innovations. This certainly rings true for our experience: we 
have encountered a real appetite in the profession to learn about 
emerging technologies such as AI and e-learning platforms.

Clearly, there are opportunities for IT vendors who are ready 
to work with the hotelier to define their vision, and can offer 
advice and support to deliver solutions that enable the business. 
Two-way dialogue is critical: hoteliers get very frustrated with IT 
vendors who won’t listen. But it’s also important to understand 
when it’s time to step back and allow the hotelier to make 
decisions about the future of their business.

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

https://www.hospa.org/en/education/course-information/fm/#.XHe_ZlP7RTZ
http://www.hospalearning.org/
https://www.hospa.org/static/cms_page_media/6942/FM%20Syllabus%20(all%20stages)_1.pdf
https://www.hospa.org/en/what-is-hospa1/#home
https://www.hospa.org/en/education/enrol/#.XHfARVP7RTZ
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AWARDS

Kris Franklin is Cluster Revenue Manager at Amaris Hospitality. 
She has been studying with HOSPA on the 18 month long online 
programme in Revenue Management. Kris began her career in 
hospitality working part-time as a waitress. With initial designs 
on being a teacher, she studied Natural Sciences at university, 
before recognising how much she enjoyed hospitality, and in 
particular the aspect of helping people and making a difference 
to their stay. 

Given her desire to help people, her work in hospitality has 
tended to be operationally focused, and it was while working as 
a front office manager that she realised her affinity for numbers 
and her enjoyment of the ins and outs of reservations and 
restrictions. Despite working as a Deputy GM, Kris recognised 
that revenue management was her true calling and she 
progressed from a revenue analyst at Company Revenue Head 
Office, to taking on a revenue manager role full time, working on 
different hotels and projects as and when required.

In January we were delighted to welcome our award winners from the HOSPA 
Professional Development programmes to a celebratory ceremony held at the Jumeriah 
Carlton Tower Hotel, London. The event was attended by over 70 people and included 

members of the HOSPA Board including HOSPA President Harry Murray MI MBE and CEO, 
Jane Pendlebury as well as our prize winners accompanied by colleagues, family and friends. 

This month we feature the “Revenue Management Learner of the Year 2018” and  
the “Financial Management Learner of the Year 2018”. Both winners achieved the highest  

grades in their studies for both coursework and examinations. An outstanding achievement!

Celebrating success

Sponsor

Kris receiving her award from HOSPA President,  
Harry Murray MBE MI

Revenue Management Learner  
of the Year 2018
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Of her time as a HOSPA learner, Kris said:

“I started this course not long after transferring to the position of 
Revenue Analyst, initially to give me some support in that role 
and to see how I wanted to progress. The knowledge I have 
learnt has helped me to progress quickly up the Revenue ladder, 
and I try to apply the techniques I’ve learnt to my current role. 

Studying Customer Centric Revenue Management has also 
helped me to see that my initial reasons for joining the hospitality 
industry are still valid even when away from the operations.”

Kris hopes to be able to continue her journey within revenue 
management in more complex roles while continuing to learn 
new techniques that can be of assistance to others.

Maria Jesus Gutierrez Mondragon is Accounts Assistant at the 
Delta Norton Park Operating Company Ltd based at the Norton 
Park Hotel, a contemporary hotel set amid 54 acres of grounds, 
with rooms tucked inside a manor house and a 17th-century 
barn. She has been studying with us on our programmes in 
Hospitality Financial Management.

Moving to the UK to look for a new challenge and to improve 
her command of the English language, Maria initially started 
as a room attendant and public area cleaner at the Norton 
Park Hotel, before moving into a position in the accounts 
department after a year. 

With a degree in Business and Administration Management 
from her time at university in Spain, skills wise, Maria was well 
equipped for a successful career in accounts and it was while 
in this position that she embarked on her HOSPA education, 
as she looked to further her accounting capabilities.

Of her time as a HOSPA learner, Maria said:

“Our Financial Controller encouraged me to start the course 
and I’m really glad I did. It has helped me to refresh the 
knowledge I acquired at university, while providing better 
understanding of my daily duties and learning new tasks such 
as budgeting and forecasting.”

Maria hopes to keep gaining experience within the accounts 
department, developing her career and looking to progresses 
to a more senior position in future.

We are very proud of all our winners and learners who have 
successfully completed their studies.

We are currently enrolling for the March intake to the 
HOSPA courses in both Revenue Management and Financial 
Management. Applications need to be send by the 4th March. 

To learn more contact us at education@hospa.org or visit  
www.hospa.org/education/

Financial Management Learner  
of the Year 2018

Enrolling now for Finance or Revenue Management programmes for March 2019
education@hospa.org  |  www.hospa.org/education

Maria receiving her award from HOSPA President,  
Harry Murray MBE MI
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AGILYSYS

For many working within the hospitality industry, the prospect of 
Brexit casts a looming cloud, creating uncertainty around any 
future plans and forecasts.

With the Brexit landscape seemingly changing on a daily basis, 
it’s difficult for any business in any sector to prepare definitively 
for the long term, yet the consequences for the hospitality 
industry could be particularly profound.

The Impact on UK’s Hospitality Market
Hospitality, perhaps more so than any other sector, has a strong 
reliance on a migrant workforce. The percentage of EU workers 
in the hospitality industry is estimated by KPMG to be 23.7% - 
which equates to almost one in four UK hospitality professionals. 
Given such a strong reliance on continental workers, the 
apprehension in the industry is certainly understandable.

But while there’s no real danger of a quarter of the 
hospitality workforce simply upping and leaving UK shores 
upon the implementation of Brexit, there is a clear risk of 
disenfranchisement and a gradual erosion as workers feel 
less valued and less welcome. With some workers already 
questioning their position, and with less opportunity for those 
looking to immigrate, hoteliers and the wider industry are faced 
with an ever-shrinking talent pool.

Given that hospitality is a service industry, much of a hospitality 
establishment’s success revolves around its workforce and the 
service delivered by individuals. With Brexit already having an 

impact, and one that’s potentially set to increase exponentially 
in the coming months, hoteliers should be looking to do all they 
can to maximise the efficiency of their existing staff.

One of the key weapons in a hotelier’s arsenal is that of 
technology. The hospitality industry is fortunate to have a wealth 
of technological advancements that can be utilised to ease the 
workload of staff - whether that be improved communication, 
automated guest-service functions, more expedient food service 
or more productive kitchen and bar staff.

Optimising Foodservice Efficiency 
When it comes to evaluating your current offering, a good place 
to start is to take a holistic approach, as opposed to individually 
evaluating each separate area. By taking the broader view, 
rather than focusing on the minutiae, you can help to improve 
productivity across your entire enterprise.

Taking mobile Point-of-Sale (POS) as an example, this is 
something that makes it easier for front-of-house staff to serve 
guests, improving the quality and speed of service. This benefit 
alone is great, but it also has the added effect of improving the 
flow of incoming orders for back-of-the-house staff, giving them 
more time to prepare orders and to organise their workflow, 
thus aiding their efficiency in turn. Through making use of the 
technology that’s available, hospitality venues can deliver a better 
quality of service by managing resources more proficiently.

On-demand, mobile ordering is another guest engagement tool 

Maximising hospitality efficiency  
in the face of Brexit

James Slatter, Managing Director, Agilysys EMEA, looks at the looming split with the EU
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that’s coming to the fore as technology improves. With guests 
able to place orders themselves, it removes the need for the 
server, freeing up staff to work elsewhere and focus on other 
pressing tasks. Mobile order, using the guest’s own device, 
provides for a productivity-enhancing alternative, while also 
being cost-effective to deploy and easy to maintain. 

Optimising Resort Efficiency 
Booking a room online is nothing new, but as people change 
the way they use technology, it’s expected that the mobile 
reservation experience becomes not just easy, but enjoyable. 
A side benefit of a smooth and seamless booking experience 
is that hoteliers can now encourage restaurant reservations at 
the same time - providing the opportunity to upsell and increase 
hotel revenue before guests have even arrived.

As technology continues to evolve, the concept of front desk 
check-in is much more flexible. Equipped with tablets or lobby 
kiosks, staff are no longer tethered to the front desk. They 
are free to engage with guests in a more authentic manner, 
delivering a warmer welcome.

Mobile devices also allow for the opportunity to display images 
of room upgrade options - or spa, golf and dining experiences; 
something that, again, can improve revenue elsewhere in a 
hotel or resort beyond the initial offering.

Guests can even complete a pre-check-in in advance, before 
completing a final check-in via their mobile device upon arrival, 
allowing them to bypass the front desk entirely should they 
choose. In busy resorts and hotels, this can be a much more 
appealing first impression than that of standing in line and 
waiting to be served by hard-pressed staff.

Maximising Guest Service Efficiency
In the not so distant past, a hotel’s housekeeping staff often 
depended upon a manual checklist to ensure each room was 
properly prepared for guests’ arrival, while maintenance requests 
and room service orders were similarly manually tracked - an 
inefficient method that presents the opportunity for human error. 
Failing to meet guest expectations through procedural oversight 
can have a negative impact on a hotel’s reputation.

Thanks to the advent of mobile though, digital task 
assignments can work wonders in ensuring that each need 
is met. Automatic updates on room conditions also update 
the property management system in real-time, which, when 
combined with hotel-wide communications via smart devices and 
wearable technology, alerts staff to any outstanding guest or room 
requirements. These automated processes help to streamline 
and guarantee housekeeping, maintenance requests and room 
service orders, which all combine to deliver an outstanding guest 
experience - even if staffing levels are under pressure.

So, while the UK’s post-Brexit future may be uncertain, and 
hospitality professionals are understandably nervous about its 
impact on their industry workforce, hoteliers and others can at 
least be reassured that the technology is out there to ease some 
of the burden. With UK waters set to be rocky for some time 
yet, it pays to invest in the efficiency tools that can help your 
establishment weather the worst of it. 

James Slatter is EMEA Managing Director at Agilysys, a global 
hospitality technology company providing PMS, POS, Inventory 
and Document Management systems. Based in Windsor the 
UK, James heads Agilysys’ regional team, which is focused on 
building lasting customer partnerships.

It is a well-known fact that thoughtful hiring is critically important for the wellbeing of an organisation. 
Of the myriad factors considered before a final selection is made, the most controversial, perhaps, is 

to do with origin - should the employee be hired from within the company or from outside?

EHOTELIER
The recruitment dilemma:  

talent from within or from outside

Employers often resort to a judicious mix of both to maintain a 
balance in the smooth working of the organisation. It is, therefore, 
necessary to understand the pros and cons of each choice.

Hiring from within the organisation works well when:

• An older employee has been diligent and motivated, 
and shows readiness to assume a larger role;

• The employee understands the finer nuances of the 
organisation’s operations; and

• The employee is liked by her/his peers in the sense that 
the elevation of rank and role will not upset the smooth 
functioning or the overall wellbeing of the organisation.

Hiring from within is inherently time and resource friendly. 
Organisations are spared the time, cost and effort involved in 
identifying and recruiting the right fit, and then helping him/
her acclimatise to the company and the new role. Instead, the 
newly-promoted employee can be hands-on almost immediately.
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However, the company does not benefit from the fresh ideas, 
the unique skills and the industry knowledge that a team 
member from outside typically brings. Also, management might 
not always give the same free hand to the inside recruit that it 
might to a professional brought in from outside, which may result 
in a less-than-satisfactory outcome.

Hiring from outside works better when:

• There is a clear intent to bring in new skills and diverse 
talents, and broaden networking capabilities;

• A system or function overhaul needs to be introduced, 
which could require tough decisions; or

• The firm is looking to reinvent itself in some way, by adding 
a new business line or invigorating an existing function with 
new competencies.

The retention dilemma: getting the best to stay

Finding and holding on to the best talent needs a dedicated 
approach focused on the following:

• Mission: Organisations have missions, and so do individuals. 
They want to work well and be successful. Aligning an 
employee’s mission with that of the company’s is imperative. 
Without direction, there can be a lot of turbulence that can keep 
people, and their company, from getting ahead.

• Compensation: Do you pay as per industry standards? If 
not, then top talent might just walk away to a better paying job 
within a few months. Difference in salaries at the higher level 
of the hierarchy, especially for women, is yawningly wide. An 
equitable and competitive compensation structure is necessary 
for the employee’s self-esteem as well as job commitment.

• Mentorship: Having recruited well, companies must take a 
step further by mentoring the talent well - motivating them to 
try something new, providing regular feedback and offering 
support and guidance are key elements. This is especially 
important for top leadership as it not only inspires them to chart 
higher growth but also enables them to further mentor others 
within the organisation to contribute in an efficient manner.

• Empowerment: Employees must feel empowered 
by the virtue of the work they do. They must feel that 
they are integral to the company and add credibility to 
the organisation they work for. Giving the employees 
challenging projects not only engages them, but also 
makes them feel important.

• Promotion: Every appraisal season, there are 
heart-breaks. Some make it, while others are left without 
promotions. We urge companies to be mindful of the fact 
that in some countries, a promotion is often considered 
more valuable than a pay rise. Hence, if the employee is 
eligible to get that coveted jump, do not deprive him/her. 
For professionals, especially those in top management 
positions, recognition and respect from the owner or 
managing director, being part of the core decision-making 
group, and having the flexibility and the freedom to take 
important decisions make a world of difference.

• Team Bonding: Activities that increase team bonding 
across all levels of the hierarchy promote comfort and a 
sense of belonging in an organisation. It is often said that 
people leave managers, not companies. The relationship 
between a manager and his/her team member is a unique 
bond that plays a critical role in employee retention.

• Work-Life Balance: We live in a 24/7 culture. The ability 
to stay connected round the clock has greatly enhanced 
people’s abilities - and their desire - to maintain a better 
work-life balance. Today’s professional is unwilling to 
sacrifice valuable family time to remain tied down to a job, 
and this applies equally to top management. Companies 
that recognise and accommodate people’s needs for 
their personal time, whether it be for family, for recreation 
or for other pursuits, substantially increase their 
chances of retention.

For more information, please contact Shruti Mathur on  
shruti@hotelivate.com

Reproduced with kind permission of ehotelier
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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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TRAINING

The UK’s hospitality industry and hospitality education are both 
suffering from multiple political, economic and funding impacts 
that are having an adverse effect on recruitment. It’s not just the 
continuing problem of staff recruitment - there is also the additional 
problem of recruiting students to hospitality courses and training. 

The degree of uncertainty over the future and the Brexit factor 
is already a major factor in staff recruitment. There are added 
difficulties and potential additional costs for employers in 
obtaining visas for international staff - including those from the 
European Union - which does nothing to alleviate employers 
concerns. The general sense of creating a “hostile environment” 
for immigration is hardly conducive in encouraging potential 
international employees. This when seen against the lowest UK 
unemployment levels for decades, begs the question where are 
the staff going to come from? Unfortunately, the answer is not 
from an increasing number of hospitality students.

The demand for professional staff will continue to increase, 
whilst the supply, through the uncertainties of Brexit and a 
reduction in the number of students entering hospitality related 
courses, will diminish.

For hospitality education and the industry, there are a number 
of indicators that suggest a significant cause for concern. The 
first is in the recruitment of hospitality related apprentices 
including chefs, and the second is in the number of hospitality 
focussed higher education courses now being offered. The 
available evidence indicates there has been a reduction 
in the number of apprentices as well as a reduction in the 
number and scale of hospitality courses. It is recognised that 
these are only two indicators and that the story is incomplete. 
Evidence from the further education (vocational) sector is 
difficult to establish other than through anecdotal evidence, 
which suggests a similar picture is emerging for those colleges 
offering hospitality courses.

As one example, the recently published Liverpool City Region, 
Skills for Growth Action Plan - Visitor Economy 2018 - 2020, 
highlighted this issue and summarised it well; “Most employers 

reported problems with recruitment, and a number of colleges 
were finding increasing difficulty enrolling students in courses 
relevant to the Visitor Economy”.

The first hospitality education and training quantitative indicator 
is the marked reduction in the number of apprentices at all 
levels. Over the past five years there has been a net decline 
in the number of hospitality related apprentices from 35,500 in 
2011/12 to 25,500 in 2016/17. (Graph 1) What has also changed 
is the age profile of apprentices, with the largest age group 
now aged 25+. (Graph 2) This may be a reflection of the more 
advanced apprenticeships now on offer but for the ‘traditional 
apprenticeships’ offered to school leavers in the under 19 age 
group, the number has now dwindled to less than a 1000.

Anecdotal evidence suggests that some large companies paying 
the apprentice levy are recouping that payment through putting 
current employees and more senior staff on intermediate and 
advanced level apprenticeships. This could be seen as a form of 
professional development, but is rather counter to the traditional 
view of what an apprentice is. Whilst they may be classified as 
“apprentices”, they are not new entrants to the industry. It may 
help with the retention, but not the recruitment of new staff.

What is also surprising, for an industry that employs 1 in 13 
people in the UK, hospitality apprenticeships only account 
for less than 2% of the total number of apprentices, (Graph 
3) with accounting apprentices now outnumbering hospitality 
apprentices! (Graph 4)

The second quantitative indicator is in the reduction in the number 
of hospitality related courses being offered through universities 
and colleges. In 2014, there were 142 hospitality related courses 
being offered in 64 institutions. That figure has now reduced to 
127 courses although the number of institutions remains at 64. 
The number of institutions, however, masks some significant 
changes in the types of institutions offering hospitality courses.

Some universities, for example Glasgow Caledonian University, 
are withdrawing from hospitality, whilst a number of London based 

UK hospitality education - in decline?

Peter Jones investigates the reduction in hospitality education at a time when 
the need for additional staffing has never been more pressing 
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private colleges (12) are now offering Higher National Diploma 
programmes. As Table 1 shows, there has been a reduction in the 
number of courses where hospitality is offered as the primary or 
single subject, as well as a reduction in courses where hospitality 
is offered in combination with other subjects. Both suggest 
that the role of hospitality as a major subject area within higher 
education institutions is on the decline.

This indicator is supported by the indications that two 
universities, Bournemouth and Oxford Brookes, have signalled 
that they are considering, or intend to close their hospitality 
provision within the next three years.

This is a snapshot of hospitality education in the UK using the 
two indicators of apprenticeships and higher education courses. 
In both cases, the data suggests that hospitality as a course 
and career choice is on the decline. It has not been possible to 
access relevant further education data sets, but the anecdotal 
evidence indicates a similar pattern emerging. The scale and 
rate of the decline is of concern and mirrors reported similar 
international trends.

As an industry, hospitality is facing a ‘perfect storm’ of the 
recruitment and staffing impacts of Brexit, at the same time 
that the number of students entering hospitality education and 
training is on the decline.

Peter Jones
Professor Peter Jones is the Dean of the eHotelier Academy. 
With a distinguished career in hospitality, education and training, 
Peter has been involved in national and international projects 
for clients involved in hospitality education. Peter holds the 
following directorships; The Edge Hotel School, Wivenhoe 
House Hotel and Hotel Future, he is a Visiting Professor at the 
University of Derby and the University of West London snd has 
recently been awarded a Doctor of Science (Hon DSc) from that 
university. He was made a Member of the Order of the British 
Empire for his services to the hospitality industry.

https://ehotelier.com
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 Apprenticeships - 
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Total Accountancy - 
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Starts 7,230
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Apprentice 

Starts 5,070

Hospitality/ Hotel 
Management is:

HND 
2014

HND 
2018 +/- FD 2014 FD 2018 +/- BA/BSc 

2014
BA/BSc 

2018 +/- Totals 
2014

Totals 
2018

Difference 
2014 - 2018 

Primary single subject 7 13 6 17 11 -6 35 33 -2 59 57 -2

Secondary subject 1 2 1 9 9 0 24 23 -1 34 34 0

Combined with 2 3 1 14 9 -5 33 24 -9 49 36 -13

Totals 10 18 8 40 29 -11 92 80 -12 142 127 -15

Graph 1 - Hospitality & Catering Apprentice Starts 2002/02 - 2016/17 (Full Year) 

Table 1 - Hospitality Related Full Time Course Comparisons 2014 - 2018

Apprentice Starts -
Hospitality by Age

2016/17

U19: 19%

19-24: 33%

25+: 48%

Graph 2

Graph 3 Graph 4
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ZONAL

According to the latest GO Technology report from Zonal and 
CGA, which tracks the technology habits of 5,000 UK adult 
consumers, order and pay apps are a huge untapped revenue 
opportunity for the hotel sector.

Hotels need to move quickly as competition stiffens, not only 
from local bars and eateries, but from fast growing food delivery 
services, such as Deliveroo and Uber Eats.  

Despite it being the norm and preferred method to book a room 
using a hotel’s own website (67%), this is where the technology 
journey for guests seems to end. 

Three in five (60%) consumers have never used a technology 
solution to check in to a hotel, although there is demand for this 
service with nearly half of those surveyed (45%) wanting to see 
automated check in in the future.

During their stay, well over half of consumers say they have 
never used tech to order room service (70%), book activities or 
excursions (67%), reserve restaurant tables (64%) or pre-order 
food and drink (63%). These figures contrast sharply with the 
restaurant and pub sector, where smartphone pre-booking and 
order-and-pay are now firmly embedded.

These stats also demonstrate how far behind the curve the UK 
hotel sector is to overseas operators, who are upping the ante 
when it comes to the guest experience by adopting futuristic 
tech features such as robot butlers, keyless entry, blockchain 
reward systems and chatbots as in-room concierge. 

Zonal’s sales director, Tim Chapman, said: “There is a clear 
opportunity for hoteliers to use mobile-friendly and in-room 
technology to facilitate the customer journey, so that the guest 
experience is as fun, personal and hassle free as possible.”  

Chapman continued: “There are financial gains to be made from 
additional income generated from on-site food and beverage 
sales, to activities such as spa treatments and trips. Pre-order 

and pay has quickly become the norm within hospitality and the 
research shows that consumers are expecting the same type of 
service when staying at or visiting a hotel. 

“Looking overseas, to Asia in particular, hoteliers are leading 
the way in using the latest technology to help address staffing 
shortages and rising costs, from which our domestic operators 
could take learnings.” 

GO Technology also identifies that when it comes to room 
service, more than a quarter (28%) of hotel consumers consider 
ordering or paying for it to be a challenge, however, among this 
group, three quarters (73%) think a technology solution to the 
problem, such as an in-room tablet or phone app, would be an 
attractive idea.

Karl Chessell, CGA Business Unit Director, Food and Retail 
said: “Technology is now an integral part of the out of home 
eating and drinking experience, but so far it has been more 
conspicuous by its absence in hotels. 

Online reservations through hotels’ websites, apps and third-party 
platforms have transformed the way consumers discover and 
engage with hotel brands, and automation is starting to emerge 
at check in. But beyond those first few steps in the customer 
journey, the hotel experience is generally much lower-tech. 

“As GO Technology shows, this presents a huge opportunity 
for hotels. For restaurants and bars, positive experiences with 
apps, tablets, order-and-pay and online feedback show the 
way forward, and there is clearly scope to use technology to 
grow food and drink sales in hotels. Our data proves that the 
consumer demand for better use of technology is there: it is up 
to hotels to meet it and reap the benefits it provides. Bedding in 
these solutions will build loyalty and drive sales.”

To access a copy of the full report, visit  
www.zonal.co.uk/news/zonal/hotel-technology-research/

Hotels check in late with technology

Hoteliers are playing catch up with restaurants, pubs and bars when it  
comes to adopting technology to drive sales and build loyalty.
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OTAs

The CMA said that it “secured a victory for UK holidaymakers” as some of the biggest online 
hotel booking sites made formal commitments to change their ways, reports Katherine Doggrell.

Falling in line, online

The Competitions and Markets Authority has the agreement of 
Expedia, Booking.com, Agoda, Hotels.com, ebookers and Trivago 
that they will not engage in practices including pressure selling.

In July last year the CMA identified a number of concerns, 
including whether commission affected rankings, whether 
pressure selling tactics were being used and whether discount 
claims made on sites offered a fair comparison for customers. 

All companies under investigation by the CMA have co-operated 
with its work and voluntarily agreed to the following:

Search results: making it clearer how hotels are ranked after 
a customer has entered their search requirements, for example 
telling people when search results have been affected by the 
amount of commission a hotel pays the site.

Pressure selling: not giving a false impression of the availability 
or popularity of a hotel or rushing customers into making a booking 
decision based on incomplete information. For example, when 
highlighting that other customers are looking at the same hotel as 
you, making it clear they may be searching for different dates. The 
CMA also saw examples of some sites strategically placing sold out 
hotels within search results to put pressure on people to book more 
quickly. Sites have now committed not to do this.

Discount claims: being clearer about discounts and only 
promoting deals that are actually available at that time. 
Examples of misleading discount claims may include 
comparisons with a higher price that was not relevant to the 
customer’s search criteria. For example, some sites were 
comparing a higher weekend room rate with a weekday rate or 
comparing the price of a luxury suite with a standard room.

Hidden charges: displaying all compulsory charges such as 
taxes, booking or resort fees in the headline price. Sites can still 
break that price down, but the total amount the customer has to 
pay should always be shown upfront.

CMA Chairman, Andrew Tyrie, said: “The CMA has taken 
enforcement action to bring to an end misleading sales tactics, 

hidden charges and other practices in the online hotel booking 
market. These have been wholly unacceptable.

“Six websites have already given firm undertakings not to 
engage in these practices. They are some of the largest hotel 
booking sites. The CMA will now do whatever it can to ensure 
that the rest of the sector meets the same standards.”

Not all firms engaged in all of the practices cited above, but all 
have nonetheless agreed to abide by all the principles set out in 
the undertakings.

Expedia Group, which said that it did not think its practices 
breached consumer laws, added: “We are however pleased 
the CMA has been clear that it views this new standard as one 
applicable to all participants in the industry, whether online travel 
agents, search engines and metasearch sites or the direct sites 
of accommodation providers.”

Booking said that it was pleased that the CMA had not found 
evidence of infringement, adding: “We have agreed to test and 
implement new commitments, like pricing inclusive of all fees, to 
ensure we meet all standards for consumer transparency in the UK”. 

Jane Pendlebury, HOSPA Chief Executive, said: “Whilst I truly 
believe Online Travel Agents can offer a great service to guests 
and hotels alike, the sometimes underhand tactics in enticing 
the guest to purchase is neither fair nor ethical. 

“There would be a better working partnership between the hotels 
and the OTAs if the OTAs were a little less blatant with their 
sales messages online. 

“Some of the OTAs have quoted GDPR as their reason for not 
sharing more details regarding the guest with the hotels, but 
it would be in the interest of the guests if they were to do so. 
It is clear why they don’t want to share too much information 
- as they are keen to retain the business rather than the hotel 
approaching the hotel directly, cutting out the commission 
earning middle man.”
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Utilising the advanced capabilities of Sage Enterprise Management, 
Percipient have supported many leading hospitality brands in the aim 
to put finance at the centre their operations. 

With projects ranging from a collection of premium holiday 
retreats to leading multi-chain hotels and single site luxury 
hotels and spas, Percipient have been achieving some 
impressive results for their customers.

Industry Challenges
It became apparent to Percipient that whilst different in size and 
audience, their customers were facing very similar pain points 
when it came to their finance systems.

Hospitality Challenges:
● The inflexibility of existing finance systems
● Lengthy inputs of data from Excel
● A lack of insight across product portfolio’s
● The inability to adequately report across multiple  

lines of business
● The difficulty in integrating with some of the more  

modern front of house systems
● Issues with legacy systems that have been outgrown  

by the business
● A lack of compliance which exposes the business to risk
● Consolidated group profit and loss

Whilst implementing a modern ERP system like Sage Enterprise 
Management made solving these challenges a straightforward 
process for the Percipient team, they also recognised that in addition 
to simply addressing the pain points of their customers, their systems 
also to needed align with industry compliance on a global scale.

The Uniform System of Accounts for the Lodging Industry 
(USALI) provides a consistent approach for finance 
professionals to report on the financial activities of a hotel in a 
globally uniform manner. It also provides metrics to value and 
benchmark properties and businesses, as well as standard 
opening statements and departmental schedules.

Aligning Sage with the USALI
‘We quickly recognised the need to tailor our systems to better 
suit our hospitality customers. This recognition started us on a 
journey. Talking with industry experts, we wanted to ensure that 
the foundation on which we implement our systems, aligned with 
the requirements of the accounting standard for hospitality. This 
is why we’ve built the Percipient Sage Enterprise Management 

solution for the hospitality industry, from the ground up’, 
explains Chris Stock, Managing Director at Percipient.

Percipient Sage Enterprise Management
Breaking down the barriers of international trade, Percipient 
Sage Enterprise Management brings a commonality to 
internal processes and enables users to easily compare 
the performance of individual hotels and cost centres.

Percipient has also ensured their systems compliance not 
only to the USALI but also the Making Tax Digital (MTD) 
initiative that’s due to be enforced from April 2019; IFRS16 and 
future proofed against the economic uncertainty surrounding 
international trade in light of Brexit. 

Karen Dundee, Finance Director at Galgorm Resort and Spa said, 
‘We embarked on a journey to bring technology to the forefront 
of how we do business. Integral to this process was ensuring 
our finance system at the heartbeat of the company, is modern, 
flexible and scalable to future proof our business. We selected 
Percipient to implement Sage Enterprise Management for this 
reason, coupled with their knowledge of the hospitality industry.’

Recognised Benefits of Percipient Sage 
Enterprise Management:
● Simplified profit and cost control across multiple lines 

of business to form one unified source of the truth
● The ability to easily change and adapt to evolving 

requirements of the hotel business
● The ease of integration with with the latest industry 

technology
● Intercompany reporting aggregation
● It’s a modern, intuitive and flexible system
● Support of property acquisition and business growth
● Full control of inventory
● The Cloud based deployments have eased the challenges 

of managing and administering locally hosted solutions

Providing Clear Business Insight
Percipient specialise in implementing Sage Enterprise 
Management in the hospitality sector. Supporting multi-tier 
architecture with complex reporting structures whilst ensuring 
full compliance to industry and international legislation.

For more information on Percipient or the use of Sage 
Enterprise Management in hospitality, visit percipient.co.uk.

PERCIPIENT

Celebrating 15 years in business, Percipient are proud to be recognised as pioneers in the 
implementation of enterprise management solutions for the hospitality sector.

Percipient put finance at the heartbeat of hospitality
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Learn more about Revenue Management with HOSPA

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

 Expert online tuition and guidance from leading practitioners

 Up-to-date web basedcourse materials 

 Free subscription to the online Journal of Revenue and Pricing Management

 A convenient way to study

 Relevant and practical work based learning

 HOSPA Associate (Cert Revenue Management) membership on completion 
of the full programme

 Fees from only £820 + VAT per level of study

All courses are  
endorsed by the  

Institute of Hospitality. 

Enrolling now for March 2019, to learn more contact us at education@hospa.org 

+44 (0)1202 889430   |   www.hospa.org

 

Grow your direct bookings 
by 25%

Experience Avvio’s innovative hotel 
booking engine for yourself

www.avvio.com/guarantee

https://www.hospa.org/en/education/course-information/rm/#.XHfA-VP7RTY
http://www.hospalearning.org/
https://link.springer.com/journal/41272
https://www.hospa.org/
https://www.hospa.org/en/education/enrol/#.XHfByVP7RTY
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“After strong trading over the festive season, which saw 
sector like-for-like sales 4.1% up on 2017, operators will be 
disappointed that there has been no follow-through into January 
- even though the weather, and in particular the lack of snow 
early in the month, was better than last year,” said Karl Chessell, 
director of CGA, the business insight consultancy that produces 
the Tracker, in partnership with Coffer Group and RSM.

“However, it is worth remembering that January is always a 
relatively quiet month. The first big test of the year for the market 
is the February half-term holidays, then Easter - although this year 
Brexit is bringing more anxiety for the industry,” Chessell added.

Both pub and restaurant operators saw a negative sales 
increase during the month, although pubs did marginally 
better with collective like-for-likes down 1.4% against 2.5% 
for restaurant chains. Overall like-for-like trading in London 
was essentially in line with the rest of the country, down 1.9% 
compared to minus 1.7% outside the M25.

The big contrast was between the performance of managed 
pubs and group-owned restaurants in the capital, with the former 
down just 0.5% against a more significant 4.1% sales decline for 
restaurants during January.

In the rest of the country outside the M25, the difference in 
performance was less stark, with pubs’ like-for-likes down 1.6% 
and restaurants down only 2.0%.

“Branded restaurant operators continue to have a tougher 
time than pubs, despite many closing under performing sites 
in the last year, and that is most marked inside the M25 where 
competition is more intense and consumers are more likely to 
look for, and find, somewhere new to try out,” Chessell added.

“The figures are indicative of the malaise affecting consumers 
in the post-Christmas period. Trading prospects are likely to 
remain weak, which mirrors statistics for the wider UK economy 
where there is a clear indication of a slowdown,” said Trevor 
Watson, executive director, valuations at Davis Coffer Lyons. 
“The strongest innovative operators who continue to exceed 
customer expectations in terms of service and value are trading 
well as indicated in Christmas trading statements.”

“Despite Dry January, drink sales in pubs held up better than 
food sales, down 0.7% compared to minus 2.0%, suggesting 
underlying food growth in pubs appears to be peaking, as 
competition and choice in the food out-of-home increases 
generally, and premiumisation of the drinks sector is stimulating 
alcohol sales,” added Karl Chessell.

RSM’s head of leisure and hospitality, Paul Newman said: 
“Even if consumers went out to eat and drink in similar numbers, 
the increased uptake of Veganuary compared to last year 
reduced spend per head as diners opted for cheaper vegetable/
plant-based dishes over meat options. Wet-led operators were 
also hit by the growing influence of Dry January with much of 
December’s uplift being undone by these disappointing results. 
We expect discretionary spending on eating and drinking out to 
remain constrained as Brexit uncertainty continues to weigh on 
consumer sentiment.”

Total sales across the 49 companies in the Tracker, which 
include the effect of net new openings since this time last year, 
were ahead 0.4% compared to last January.

Underlying like-for-like growth for the Tracker cohort, which 
represents both large and small groups, was running at 1.2% 
for the 12 months to the end of January. 

Britain’s managed pub and restaurant groups saw sales slump in January after a strong Christmas, 
according to latest figures from the Coffer Peach Business Tracker, with collective like-for-like sales 

down 1.8% against the same month last year.

Pubs and and restaurants suffer  
January sales hangover

COFFER



The Overview February 2019 | 19 

FOODSERVICE PRICE INDEX 
Dairy drives up prices 

The Milk, Cheese and Eggs category has continued to increase in December, with year-on-year 
inflation now sitting at 13%, whilst the highest inflation numbers this month remain within the Fish 
category and the Oils and Fats category, both of which have seen prices holding relatively firm for 
the second half of 2018. The Sugar category is another that has seen some large movements from 

the previous year, with a year on year deflation of 12.2%, still mainly down to overproduction.

December has seen seven of the 10 categories of the 
Foodservice Price Index rise, while three categories are down. 

As we reported last month within the Milk, Cheese and Eggs 
category, milk production has remained remarkably strong in the 
UK, despite the harsh weather experienced over the course of 
this year, healthy grass growth across September and October 
has helped. However, farmgate milk prices have continued to 
increase and there are some concerns for milk production over 
the coming months with silage forecast to run short. Demand 
for Eggs is expected to increase in the UK following a revision 
of Food Standards Agency (FSA) guidelines on consumption 
of raw and runny eggs. 

As seen in previous months, the Fish category is substantially up 
year on year, with a movement of 30.4%. By contrast, month on 
month inflation has seen a decrease of 3.5% from October 2018, 
but this drop is unlikely to continue, with Barents Sea fish quotas 
impacting supply, and demand for salmon rising over Christmas. 

We reported last month that movements within the Oils and 
Fats category were comparable to the Fish category. This month 
we have seen the same, with the year on year movement for 
Oils and Fats up 32.6% but the month on month movement 
decreasing by 3.4%, helped by UK wholesale butter prices 
declining following a period of high and volatile prices. This has 
been helped by the improvement in EU availability of butter, 
as a result of overall strong global milk production in 2018. 

The Milk, Cheese and Eggs category has continued to increase 
this month, with year on year inflation now sitting at 13%, whilst 
the highest inflation numbers this month remain within the 
Fish category and the Oils and Fats category, both of which 
have seen prices holding relatively firm for the second half of 
2018. The Sugar category is another that has seen some large 
movements from the previous year, with a year on year deflation 
of 12.2%, still mainly down to overproduction.

Cocoa farmers have had some good news from the revision 
of the minimum price paid for Fairtrade cocoa, as the revision 
raises the new minimum price for conventional cocoa by 20% 
and will make a significant difference to farmers. The movement 
for the Sugar category is showing a 12.2% decrease year on 
year, continuing the downward trend in sugar prices. 

The vegetable shortages we predicted continue to have a 
negative impact on the supply market, with prices rising due 
to availability. Potato shortages are now further impacting the 
prices seen from manufacturers of crisp and chip products due 
to availability of raw ingredients. The Food Standards Agency 
(FSA) are also warning of the norovirus being detected in fruit 
and vegetables sold in British supermarkets. 

Other categories have seen smaller movements in the 
inflation numbers, with categories such as Meat showing a 
year on year increase of 0.4% and Fruit recording a year on 
year decrease of 1.2%.
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MARKET REVIEW
DECEMBER 2018

Year-end  
flourish for hotels 

The UK recorded a strong 6.7% year-on-year increase in profit 
per room in December, helping hotels to a 1.6% YOY increase 
in GOPPAR for 2018. While positive, it is well off the 5.1% YOY 
increase in GOPPAR set in 2017.

Profit growth in December was led by increases in the Rooms 
(up 7.2%) and Food & Beverage (up 1.0%) departments and 
came despite declines in Conference & Banqueting (down 1.7%) 
and Leisure (down 2.8%) revenue, on a per-available-room basis.

The uneven contribution still resulted in a 5.2% uptick in 
TRevPAR in the month to £147.38.

December’s heady increases in both TRevPAR and GOPPAR 
were not overly impacted by the 3.0% YOY increase in total 
labour costs on a per-available-room basis. Annually, they, 
identically, were up 3.0% YOY.

Meanwhile, as a percentage of total revenue, payroll costs fell 
by 0.5 percentage points to 27.3% of total revenue in the month.

On a per-available-room basis, total overheads were up for the 
year, growing 3.3% YOY. This came as a result of increases 
in key undistributed operating expenses, including Admin & 
General (up 2.1%), Property and Maintenance (up 5.7%) and 
Utilities (up 9.0%).

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

December 2018 v. December 2017

RevPAR: +7.5% to £88.37 Payroll PAR: +3.0% to £40.17
TRevPAR: +5.2% to £147.38 GOPPAR: +6.7% to £56.88

“The UK hotel market is strong despite it being entrenched in the 
mire of Brexit and the impact on the economy as a whole,” said 
Michael Grove, Director of Intelligence and Customer Solutions, 
EMEA, at HotStats. “Regardless of the macro climate, and as 
evidenced by December’s strong profit numbers, savvy hoteliers 
are wringing out as much revenue gained on the top line, 
leading to solid bottom-line growth.”

Hotels in London were also toasting an increase in profit in 
2018, which came in spite of a rocky start to the year, as the 
capital recorded eight consecutive months of profit decline 
before staging a comeback in May 2018.

Since then, the city has only faltered once, in September, but 
has now recorded a 3.6% increase in profit per room for the 

year, punctuated by a 17.0% increase in December to £98.05.

London hotels recorded increases across all revenue centres 
in 2018, fuelling a 3.9% YOY increase in TRevPAR for the 
year to £194.33.

It remains to be seen what the outcome of Brexit will be for 
hotels in London in 2019, but the 4.4% YOY increase in RevPAR 
in 2018 to £140.56, as well as astute cost management, has 
enabled hoteliers in London to record a robust 44.9% profit 
conversion in 2018.

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

December 2018 v. December 2017

RevPAR: +11.8% to £143.56 Payroll PAR: +2.4% to £49.04
TRevPAR: +9.3% to £207.76 GOPPAR: +17.0% to £98.05

Meanwhile, Glasgow GOPPAR fell by 6.5% YOY to £40.26 
in December; however, this did not impact the city’s positive 
annual result, as profit per room for 2018 increased by 6.2% 
to £41.42.

It was a mixed month of performance in December, as a 
0.2% decline in RevPAR was countered by increases across 
non-rooms revenues, including Food & Beverage (up 3.0%) 
and Conference & Banqueting (up 4.9%), on a per-available-
room basis.

As a result of the movement in revenues, TRevPAR at hotels in 
Glasgow increased by 1.1% YOY to £119.89 in December and 
grew a solid 5.4% for full-year 2018.

Despite the TRevPAR increase for the month, hotels in Glasgow 
were hit by rising costs, which included a 3.9% jump in total 
labour costs on a per-available-room basis, pushing total hotel 
labour costs as a percentage of total revenue to 28.7%.

For the total year 2018, labour costs were up 5.1% compared to 
the same period last year.

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

December 2018 v. December 2017

RevPAR: -0.2% to £55.95 Payroll PAR: +3.9% to £34.41
TRevPAR: +1.1% to £119.89 GOPPAR: -6.5% to £40.26

A strong finish to 2018 secured a second consecutive year of GOPPAR growth for UK’s hotels, 
as they sidestepped challenging economic and political conditions, according to the latest data 

tracking full-service hotels from HotStats.
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Monday 18th March 2019 
Hotel Marketing Awards 2019
Location:  
St Pancras Renaissance Hotel, London, NW1 2AR

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.

This year, the event is taking place in the evening of the 
18th March 2019, at the iconic St Pancras Renaissance 
Hotel, London. 

The event will be by invitation only so please register your 
interest below and come and join us for a wonderful night with 
your peers in Hotel Marketing. Tickets are priced at £50+VAT 
for suppliers to the industry. Come down and meet the stars 
and personalities of the UK Hotel Marketing Industry. 

Purchase tickets here,  
www.eventbrite.co.uk/e/hma-awards-2019-hotel-marketing-
awards-2019-tickets-53858037841?discount=HOSPA

Monday 25th March 2019 
The Hospitality Tech & Innovation Forum
Location:  
Whittlebury Hall, Northamptonshire, NN12 8QH

The Hospitality Tech & Innovation Forum is a unique  
two-day event which brings together hospitality procurement 
professionals with suppliers to the sector for a series of  
pre-arranged, face-to-face meetings.

It’s free for hospitality professionals to attend and you 
will also have the opportunity to attend seminar sessions 
throughout the event. Overnight accommodation, all meals 
and refreshments, plus an invitation to the gala dinner with 
entertainment, is also included.

For more details, please visit their website,  
thehospitalityforums.co.uk/hospitality-tech-innovation-forum/

Contact Craig Ross on 01992 374100 or  
c.ross@forumevents.co.uk for further information.

Wednesday 3rd April 2019 @ 2pm 
How to use EBSCO
Location: Online

Would you like to learn more about the online libraries of 
resources freely available to HOSPA members?

This is your opportunity!

Join us online for a webinar hosted by experts at EBSCO who will 
be demonstrating how to reach the most amazing range of online 
content including access to ejournals and business reports.

To register - please email education@hospa.org and we will 
send the log-in details to you as soon as they are available.

Wednesday 3rd April 2019 
Hotel Britain Launch 2019 - BDO
Location:  
BDO, 55 Baker St, Marylebone, London W1U 7EU

Please join BDO on Wednesday 3rd April to celebrate the 
release of Hotel Britain 2019. 

During the evening there will be an overview of the report 
findings and the opportunity to network with industry peers 
and meet BDO’s hotel team.

You will also receive your personal copy of the report to take 
home with you.

BDO will release their report to the public a few days after 
the event so you will be amongst the first to hear our analysis 
and views.

• 18:00 - Arrival
• 19:00 - Welcome/Report Overview
• 21:30 - Bar closes

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 




