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Inside this issueHappy new year and, since the 

last edition of The Overview, 
happy newish government to 
you all, I trust everyone got 

everything they wanted on all fronts. 
Now, with the word Brexit to be 

banned from 31 January, us hacks are 
going to have to find something else to 
write about - or conjure another word - 
but early signs suggest that, for investors 
in any case, the installation of Boris 
Johnson with a majority means that all 
that pent-up cash can be deployed and 
those of us who write about such matters 
will be very busy indeed. 

At the Whitebridge Hospitality New 
Year Summit earlier this month, Nick 
Pattie, the group’s managing director, 
commented that, after mounds of GDP 
lost to debate and discussion we were 
“undoubtedly moving forward to Brexit 
this year, not necessarily a bright and 
shining star, but a light at the end of 
the tunnel” and this was the mood from 
the sidelines too, where the feeling was 
very much that, after an uncertain fourth 
quarter, it was full steam ahead.

For the consumer, as we see 
elsewhere this issue, the position 
was a little more uncertain, although 
Christmas remained good news for 
pubs, with the annual hair-letting-down 
meaning a strong month for purveyors 
of anything mulled. 

Where both investors and consumers 
were likely to meet was in the middle of 
the year, when commentators believe 
that the honeymoon period with our 
fluffy-haired leader will come to an end 
and concerns over what happens to the 
UK’s relationship with the EU at the end 
of the year will start to bubble up.

As a distraction from these creeping 
fears and in the spirit of self promotion, 
if you’re not already overwhelmed with 
books after Christmas I recommend 
picking up a copy of Checking Out: 
What the Rise of the Sharing Economy 
Means for the Future of the Hotel 
Industry, by, well, me. It was out on 23rd 
January and features comments from 
many people you’ll know as well as 
thoughts on the musical majesty that 
was Prince. 
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I hope January has been a good  
one, and for those committing to  
dry January – I trust that has gone 
well too.

As promised in the January edition 
of The Overview, I will now share more 
details of the winners of our Inspirational 
Leader Awards, presented back at 
the end of November. The overriding 
values were knowledge, experience and 
consistency – descriptive words that 
appeared on so many of the applications. 

Given the amount of amazing 
nominations, narrowing down the winning 
four was a hard task, but each of them 
was incredibly deserving; recognised for 
their understanding, ability to motivate 
and lead by example, calm temperament 
and for consistently delivering results, 
among many other outstanding attributes. 

So to the winners themselves, then: 
Robert Henderson from The Doyle 
Collection was named Inspirational 
IT Leader of the Year and presented 
with his award by Andy Tierney; Barry 
Dawson from Interstate Hotels and 
Resorts took home the award for 
Inspirational Financial Leader of the 
Year, presented by Mark Edwards; Joi 
Izilein from The Ritz Hotel was awarded 
Inspirational Marketeer of the Year and 
presented with her award by Stephen 

Moran; and finally, Jamie Blackmore from 
Langham Hotels was named Inspirational 
Revenue Management Leader of the 
Year and presented with his award by 
Adrienne Hanna. 

As in previous years, the Inspirational 
Leader Awards took place following 
our HOSPACE conference at the Royal 
Lancaster London on 28th November, 
a particular highlight in our events 
calendar. In the run-up to the event, 
members were asked to nominate the 
leaders they felt had made the biggest 
impact in the fields of IT, Finance, 
Marketing and Revenue Management. 

We always look forward to these 
awards. With so much hard work being 
carried out each and every day, they’re a 
fantastic way to recognise those people 
who have made a real impact in their 
field, those people who may otherwise 
be classed as an ‘unsung hero’. 

It’s an incredible honour to be 
recognised so highly by one’s colleagues 
and team members and the nominations 
this year were no exception, so a huge 
well done and congratulations to all our 
winners; I think you’ll agree that they 
should all be very proud. 

We should recognise too that these 
awards are so much more than just an 
‘award’. Having your name announced 
can add that extra step up for so many 
people, opening doors and opportunities. 

Speaking of opportunities, with 2020 
now in full swing, we are busy planning 
our member’s events for the coming year. 
We have some exciting plans which we 
are looking forward to sharing with you.

CEO’S MESSAGE

Jane Pendlebury
HOSPA CEO 
jane.pendlebury@hospa.org

Guiding lights
HOSPA CEO Jane Pendlebury takes inspiration from  
award-winning leaders

We always look forward 
to these awards. With 
so much hard work 
being carried out each 
and every day, they’re 
a fantastic way to 
recognise those people 
who have made a real 
impact in their field, 
those people who may 
otherwise be classed as 
an ‘unsung hero’.



HOSPA BOARD

Cowls for  
HOSPA board

Chris Cowls, Eproductive CEO has 
been appointed to the HOSPA 
board. He told us: “I’ve been a 
member of first BAHA and then 

HOSPA for nearly 20 years and it has been 
wonderful to watch the evolution of the 
organisation. It has a lot to offer.

 “All membership organisations are 
facing challenges, not just in hospitality, 
but I’m eager to help HOSPA play to its 
strengths and help it to succeed. It is 
quite hotel focused and I think I can help 
broaden that into other areas of hospitality.

“I’m looking forward to playing my part 
in HOSPA’s next phase of development. 
The challenge is to keep it relevant. We 
need to ensure that the organisation 
meets our members’ needs: networking, 
development, keeping up to date with 
trends and providing an authentic voice. 
I think we’re well on the way to being a 
strong voice in the very strong sector that 
is hospitality.”

Jane Pendlebury, HOSPA CEO, said: “I 
am so pleased to welcome Chris Cowls 
on the HOSPA board. He will bring both 
energy and wisdom. I have got to know 
Chris very well over the last couple of 
years and appreciate his knowledge of 
the industry and his willingness to share 
his experience and thoughts. He has done 

amazing work with his own company, 
Eproductive, by pioneering the use of 
the Gift Aid scheme in charity shops and 
through EPS, the People Management 
System they provide to hotels. He has 
also been a dedicated non executive 
director at St Martins in the Fields for 
many years and has been a great support 
to them. His desire to work for the good 
of the hospitality industry and encourage 
all of us to see the wider picture of life in 
general will be of great benefit to HOSPA 
and the membership.”

Chris was appointed a Member of 
the Order of British Empire in the New 
Year’s honours last year for services to 
the Church and to charity. He has been a 
voluntary non-executive director/trustee 
for nearly 30 years at St Martin-in-the-
Fields , the iconic church on Trafalgar 
Square. He also has other voluntary roles 
including coordinator of the Hospitality 
leaders’ network, fiftytwenty. Additionally 
Chris is visiting professor at the School of 
Hospitality & Tourism Management at the 
University of Surrey.

Chris was appointed to the role for 
a three-year term in 2015. During that 
time he was involved in several projects 
including a major ESRC funded study on 
hotel productivity as well as teaching 

Hospitality undergraduates. The most 
recent work Chris instigated was on the 
impact of Brexit on hotel staffing which 
he and Professor Andrew Lockwood 
presented at HOSPACE in November 
2017, 2018 and 2019.

Early in 2018 the term of Chris’s 
honorary professorship was extended 
for a further three years. Chris said: “I 
am delighted to be able to continue my 
work with the school at Surrey which the 
UK’s number one and world’s number 
five hospitality educator. I see my main 
role there as helping to bring Hospitality 
operators and academics together 
through meaningful projects which help 
the sector as a whole.”

HOSPA welcomes Chris Cowls MBE, to the HOSPA board.

25% off at www.bloomsbury.com/checkingout using the code CHECKINGOUT25 
Offer ends 31st March 2020

Print Ad.indd   1Print Ad.indd   1 17/01/2020   13:59:1017/01/2020   13:59:10
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The event, sponsored by 
Entegra Europe, took place on 
Thursday, 23rd January in the 
Screening Rooms at the Soho 

Hotel in London.
Recognising the hard work and 

aptitude of participants on HOSPA’s 
online professional development courses 
in Financial Management and Revenue 
Management, prizes were given to the 
standout learners in each of the three 
stages of both courses; totalling 12  
prizes in all. 

The awards for ‘Outstanding Overall 
Learners’ for 2019 were presented by 
HOSPA President, Harry Murray MBE. The 
Financial Management Learner of the Year 
– sponsored by FM Recruitment – was 
Sarunas Spakovas, Finance Assistant at 
The Sloane Club, London. 

The Revenue Management Learner 
of the Year - sponsored by Edwards and 
Finn - was Leanda Laughey, Revenue 
Manager for Coombe Abbey Hotel in 
Coventry.

The De Vere Group was honoured for 
its continued commitment to financial 
training in the hospitality industry 
with Karen Maratta, Cluster Financial 
Controller, collecting the Commitment to 
Education Award.

Meanwhile, Coombe Abbey Hotel 
was also honoured for its commitment 
to revenue management professional 
development with Finance Director, Mark 
Lightbound collecting the award.

Following the ceremony, Jane 
Pendlebury, CEO of HOSPA, said: “Huge 
congratulations to our two outstanding 
learners and all our prize-winning highest 
achievers, who have demonstrated 
outstanding commitment to their careers, 
combining study with demanding full-time 
roles in the sector. We are extremely 
proud of them.

“We are delighted to be at the Soho 
Hotel for the first time for this stand-
alone event which has enabled us to 
showcase the professional development 
of the next generation of revenue 
managers and financial managers. 
Importantly, the event has also enabled 
our learners to network with industry 
leaders. We would like to thank our 

AWARDS CEREMONY

To the winners 
HOSPA celebrates its ‘Outstanding Overall Learners’  
at the Annual Learner Awards Ceremony.

“Huge congratulations 
to our two outstanding 
learners and all our 
prize-winning highest 
achievers, who 
have demonstrated 
outstanding commitment 
to their careers”
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AWARDS CEREMONY

sponsors for their continued support.”
The courses provide skills and 

knowledge for hospitality professionals 
seeking to excel in their careers in finance 
or revenue management. 

With both introductory and advanced 
levels available, the online modules 
provide the opportunity for in-depth 
learning bespoke to the hospitality 
industry, while reflecting the need for 
learners to continue to be in full-time work 
whilst studying.

The start date for the next intake 
of both the Financial Management and 
Revenue Management programmes is 
Monday, 9th March. Both courses are 
available at three levels – Introductory, 
Operational and Strategic – each with a 
cost of £820 (ex VAT). 

For further information, visit: https://
www.hospa.org/professionaldevelopment; 
or email: education@hospa.org.

 

About Entegra Europe
Entegra Europe is a margin 
enhancement business supporting the 
hospitality and catering industries. 
We provide procurement, operational 
and system solutions for our clients to 
enhance their profitability. Our mission is 
to improve the margin of every client we 
serve. Entegra Europe is wholly owned 
by Sodexo, the world leader in Quality 
of Life services.

About FM Recruitment
FM Recruitment are hospitality finance 
recruiters who are ongoing and long-
standing supporters of HOSPA. 

As experts in their market, Chris 
Denison Smith and Andrea Shaw are 
best placed to offer professional advice 
and support to candidates and clients 
alike. We regularly mentor hospitality 
graduates, as well as providing ongoing 
support and career advice to senior 
finance individuals.

Working with many of the major hotel 
& restaurant brands, owners and asset 

managers in the hospitality industry, our 
network reaches across Europe, Middle 
East, Africa, SE Asia and the Caribbean.

FM Recruitment should be your first 
contact when recruiting for your finance 
team in the UK or internationally.

For more information, visit:  
https://fmrecruitment.co.uk

About Edwards & Finn
Edwards & Finn is the specialist in 
revenue management recruitment, 
focussing on the development of the 

commercial leaders of tomorrow. Their 
clients consist of the largest hotel 
brands in the world, smaller hospitality 
groups, hotel management companies 
and prestigious single properties. They 
create tailored development plans and 
workshops with the top universities and 
institutes in the world to secure students 
their desired first job.

Due to their market knowledge and vast 
connections, Edwards & Finn are able to 
offer solutions to candidates ranging from 
graduates looking for their first role through 
to senior level revenue professionals. 

For more information, visit:  
www.edwardsandfinn.co.uk
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KEYSTEP

Will the Magnetic 
Card become extinct?

Without making the jump 
to RFID / Contactless 
door locks the industry 
is going to miss out on 

the benefits contactless can bring to other 
area of operation. Moving to contactless 
is the key to guests using Smartphones to 
open doors and self-service check-in. 

As an industry we have been slow to 
respond to emerging technology that 
could have assisted the hotelier, but 
instead we let others come up with new 
concepts that have eroded margins. OTA’s 
for example. For those working at any level 
in hospitality, success is built upon fostering 
enduring relationships with guests in order 
to maintain sustained growth and repeat 
bookings. In strengthening such bonds, 
the role of technology is a vital factor in 
promoting guest loyalty. 

Best Western have already stipulated all 
of their properties in the UK had to be on 
RFID door locks by the end of 2019. With 
all the leading lock suppliers announcing 
the end of life of mag-card it’s better to 
accept we need to change and plan the 
investment rather than hoping the problem 
will go away. The writing is on the wall and 
other sectors read it a long time ago.

In 1967, the airlines were flying Boeing 
727s and Douglas DC-8s. Air travel was 
still special, and the airlines were raking in 
cash. But a problem loomed. The airlines 
had placed their orders for the first 
wide-body aircraft and these giant planes 
would dramatically boost the number 
of people arriving simultaneously at 
customer service counters. 

Banks, too, were facing difficulties. 
Credit Cards were surging in popularity, 
and merchants were swamped with 
paperwork: Every time a customer 

charged an item, the merchant had to 
write out a slip and make a phone call to 
get the charge authorised. 

The only way to solve these problems 
without hiring large amounts of staff 
was to let customers serve themselves, 
with the help of a computer. The answer 
turned out to be the magnetic-stripe card. 
Developed by IBM, it rolled out in the ’70s, 
caught on globally in the ’80s, and was 
essentially ubiquitous by the ’90s. it has 
withstood many challenges over the years 
to become one of the most successful 
technologies of the past half century. 
At its peak 6 billion bank cards around 
the world, along with tickets and other 
magnetic-strip media, went through card 
readers some 50 billion times.

The end is finally in sight for the mag-
card. The banks and airlines have already 
worked this out and have made the 
move away from magnetic card, but the 
hospitality sector is dragging its feet. 

For hoteliers seeking to enhance 
a sense of loyalty with their guests, 
RFID / Contactless Cards can serve 
as a primary method of physically 
demonstrating a property’s commitment 
of keeping up with shifts in industry 
threats and trends. In the short-
term hotels will use near field RFID 
technology to enable guests to unlock 
their room door. In the future as the 
guest enters the room, they will find 
their room amenities such as lighting, 
window shades, room temperature, 
music and TV. will be set to meet their 
preferences. Often called “building 
intelligence,” these capabilities deliver a 
much smarter guest experience.

That same hotel will also run smarter 
operations with RFID by using the 

technology to track things like how long 
it takes the cleaning staff to clean rooms, 
quickly determining which rooms are ready 
for guests, what’s been taken from a mini-
bar and more. This knowledge will not only 
help managers make smarter immediate 
decisions around staffing, guest needs and 
room re-supply, but over the long term the 
information can be aggregated to spot 
opportunities for greater productivity and 
more efficient operations.

RFID enables the use of Smartphones 
for guests to open their doors. This means 
online check-in and skipping those queues 
at reception. Despite much hype in the 
industry and some large brands making 
a lot of noise about Mobile Key and self 
-service check in the truth is that most 
hotels still have mag-card door locks and 
until the locks are upgraded its pointless 
investing in mobile apps or running the 
slick adverts in the press.

Mobile access will not suit every 
operation and in establishments that offer 
a luxury experience it may be seen by 
the guest as a back-ward step. It is also 
important that guests are not forced to 
use mobile access, they need to be given a 
traditional alternative of going to reception 
and getting a key card. Batteries go flat, 
phones are lost or stolen, and networks 
fail from time to time. You need to have a 
contingency in place for system failures to 
prevent guest disruption.

Andrew Evans is the CEO of Keystep 
Solutions; a leading supplier of doors 
access systems for hospitality. He has 
written several white papers on fire 
safety and door locking systems in the 
hospitality environment. Andrew can be 
contacted at andrew.evans@keystep.co.uk 
if you would like any more information.

It’s becoming a rare bird, but you can still find the magnetic card in its last 
sanctuary of hotels. Although hospitality is slow to change as an industry 
we have got to move on from mag-card and accept its going to be costly 
in the short term says Andrew Evans.
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PLASTICS

Accor to eliminate 
single-use plastics 

The move followed a range of 
commitments by other hotel 
groups over the past year, with 
varying degrees of action.

Accor said that it would join the 
Global Tourism Plastics Initiative led 
by the United Nations Environment 
Programme and the World Tourism 
Organisation, in collaboration with the 
Ellen MacArthur Foundation.

Single-use plastics were defined as 
disposable items that are used only 
once and then discarded. Examples 
include plastic straws, cotton buds, 
coffee stirrers, plastic cups, plastic 
bags for laundry or extra pillows, plastic 
water bottles, all plastic packaging (for 
food, welcome products, etc), plastic 
take-away dishes and tableware, plastic 
gifts and welcome products (toiletries, 

slippers, pencils, etc), plastic keycards. 
Relevant alternatives to plastic will 
be proposed for each specific item, 
considering Life Cycle Assessments 
to ensure better environmental 
performance for the solution proposed 
to our hotels.

With more than 200 million single-use 
plastic items used every year in all areas, 
hotels are already reducing significantly 
their impact. Several have deployed 
effective solutions by choosing more 
sustainable alternatives. For instance:

94% of Accor’s hotels have eliminated 
the use of straws, cotton buds and 
stirrers. The remaining 6% (mostly in 
China) will do it by end of March 2020

89% of ibis’ hotels are using 
dispensers for amenities as shampoos. 
This means 2087 ibis family hotels have 

already dropped single use plastic for 
this equipment. Accor ibis family hotels 
in Latin America will follow the same 
initiative this year.

Fairmont has used new construction 
and renovation standards in another 
example of one of our brands’ efforts. 
Its hotels incorporate water filtration 
taps in guest rooms to eliminate bottled 
water altogether.

“Plastic pollution is one of the major 
environmental challenges of our time, 
and tourism has an important role to 
play in contributing to the solution,” 
said UN Environment Programme 
Economy Division Director, Ligia 
Noronha. “Through the Global Tourism 
Plastics Initiative, tourism companies and 
destinations are supported to innovate, 
eliminate, innovate and circulate the way 
they use plastics, to advance circularity 
in our economies and reduce plastics 
pollution globally.”

Sébastien Bazin, chairman & CEO, 
Accor, said: “We are aware of the 
significant impact we have on our 
planet and our responsibility to create 
tangible benefits for our employees, 
guests, suppliers, partners and host 
communities. What guides us is the 
consciousness and social awareness that 
drives every person who strives to be 
a good citizen. It’s about being aware, 
socially conscious and consistent.”

The group will remove individual 
plastic toiletry amenities and cups 
by the end of 2020 and eliminate all 
remaining single-use plastic items in 
guestrooms, meeting areas, restaurants 
and all leisure activities areas by the end 
of 2022.

Bazin added: “Our efforts do not 
stop here. We are an innovative group 
by nature and we continuously search 
for more areas where we can reduce 

Accor has committed to eliminating all single-use plastics which formed 
part of the guest experience by 2022.
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PLASTICS

our impact on the global environment 
while helping our local communities in 
their efforts to create a healthier, more 
sustainable future.”

Last year saw IHG announce that 
its entire hotel estate would switch to 
bulk-size bathroom amenities, with the 
transition to be completed during 2021.

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

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

IHG had an average of 200 million 
bathroom miniatures in use across its 
entire hotel estate every year. The 
commitment built on IHG’s pledge to 

remove plastic straws from its hotels 
by the end of 2019, and a number of 
broader waste reduction initiatives 
already in place. IHG remained a 
constituent of the FTSE4Good Index, and 

joined the Ellen MacArthur Foundation’s 
Circular Economy 100 network.

IHG was joined by Marriott 
International, which was also planning 
to replace small plastic soap, shampoo, 
and conditioner bottles with in-shower 
dispensers at hotels it manages.

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

Arne Sorenson, president & CEO, 
Marriott International, said: “Our guests 
are looking to us to make changes that 
will create a meaningful difference for 
the environment while not sacrificing 
the quality service and experience they 
expect from our hotels.”

In 2018, Hilton announced that it 
would cut its environmental footprint 
in half and double its social impact 
investment by 2030. Christopher 
Nassetta, president & CEO, Hilton, said: 
“In this Golden Age of Travel, we are 
taking a leadership role to ensure that 
the destinations where travellers work, 
relax, learn and explore are vibrant and 
resilient for generations of adventurers 
yet to come.”

Commitments included reducing 
carbon emissions by 61%, in line with the 
Paris Climate Agreement and reducing 
water consumption and produced waste 
by 50%.

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



10    THE OVERVIEW | FEBRUARY 2020

A hotel may be a superior service 
provider with renowned 
facilities, but customers need 
have a way to know about 

the hotel and its service quality versus 
of all its competitors. As the market is 
saturated with countless hotels, brands 
and offerings that can tap into today’s 
consumer tastes are the successes in the 
industry. Crystallizing and differentiating 
your brand’s vision is ever more crucial.

As the hospitality market is overloaded 
with advertising messages, how can hotels 
work strategically to gain customers’ 
attention and to, ideally, create the right 
premise for a loyal customer base?

Hotel branding tip #1:  
Create a strong narrative  
for your hotel

In a nutshell: Turning your hospitality 
differentiator into a story can be a 
powerful business tool.

Business case studies across the years 
have proven that focusing solely on 
product, such as room types and facilities, 
is not sufficient. Such tangible features do 
not leave a lasting imprint in consumers’ 
minds and are unable to generate 
enduring desires.

Hospitality is about selling a dream and 
creating a lasting experience, and that is 
why truly successful hotel brands focus 
on their brand stories.

Humans are wired for stories as they 
lead to a better understanding, trust, 
comprehension and receptivity. Unlike 
facts and statistics, a story engages both 
the brain and the body, eliciting emotional 
responses, which people are more 
attracted to.

The narrative – or the magic operator 
of your story – creates the desire: well-
developed brand narratives traditionally 
touches on a brand’s history, mission, 
values or people. The story must be 
authentic, based on truths, and then built 
upon to create the dream and aspiration 
which capture clients’ needs and wants. In 
that way travelers are significantly more 
likely to build a connection with you and 
to embrace the beginning of a long-lasting 
relationship with your brand.

Industry example – Novotel, Beijing:
Novotel hotels in China are a great 
example which realizes successful brand 
differentiation through strong storytelling. 
General Manager, Thierry Douet, of the 
Novotel Beijing Peace Hotel says: “Twenty 
years ago, when we first arrived in China, 
the concept of traveling with children was 
not very common. Also, mid-scale hotels 
for pleasure or business did not really 
exist here. Our story was very foreign to 
the Chinese, but we took advantage of 
our French origins and built upon this. We 
were able to differentiate ourselves by 
offering a family place of leisure, where 

you can also conduct business meetings 
and events. We focused on the needs of 
the family and have continued to tell the 
story based on family.”

We are not a luxury hotel, nor are we an 
economy hotel. So we focus our story on 
family and business – Thierry Douet, General 
Manager Novotel Beijing Peace Hotel.

Hotel branding tip #2:  
Set up the premise of a good 
loyalty program

In a nutshell: Remember that your 
guests are your brand ambassadors.

A loyal customer base, captured by 
novel reward programs, is essential for a 
brand’s development. The kind of brand 
you want to be has to be directly related 
to the type of guest you want to target.

All the brand activities you undertake 
should be consistent and authentic, 
rooted in the needs and expectations of 
your customers.

Just like in any relationship where 
trust is essential, it is crucial for hotels to 
fulfill their promises in order to maintain a 
loyal customer base. Rewards programs, 
recognition and redemption become 
drivers of your loyalty force. When a 
guest stays at one property of your 
brand, they deserve to be recognized 
on their returns to any other property of 
yours. Their previous information should 
have been stored and protected, then 

EHOTELIER

Hotel branding: How 
to take your hotel 
brand to the next level
Businesses can seldom thrive nowadays without carefully-planned 
marketing strategies – especially not in the hospitality industry where 
there is at least one new property is opening somewhere in the world 
almost every week. Moreover, the ubiquity of technology and the 
replicability of products means that branding has become one crucial 
differentiator for hospitality businesses.
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EHOTELIER

reapplied to ensure preferences are 
respected and remembered.

Such a high-level of global recognition 
conveys a sense of belonging for your 
clients. With such sense of fulfilment, 
these returning guests will depart the 
hotel as brand ambassadors, spreading 
recommendations through word-of-
mouth and online reviews. As some of 
the most prominent hospitality players 
nowadays, you could even go a step 
further and offer opportunities for 
engagement and redemption outside of 
your own brand’s world.

Industry example – Kimpton Hotels:
Lead by the core idea of “good things 
come to those who stay”, Kimpton Hotels 
has a long history of using recognition 
and redemption to give guests something 
beyond expectations. Its reward 
program, Kimpton Karma Rewards, is a 
new approach to loyalty. Karma’s style 
is Kimpton’s style and the program is 
composed of name, identity, messaging, 
digital touchpoint and small details of 
identity like icons that represent program 
levels. These patterned icons have subtle 
numerical references, but also tie into 
color, textile and design patterns found 
recurring across hotel interiors. The 
loyalty program and the properties weave 
together a physical and digital experience 
highlighting Kimpton’s brand personality. 
Database technology communicates with 
digital devices to deliver personalized 
experience; from the front desk to the 
mobile phone or tablet, Karma is a more 
personal, contextual, meaningful rewards 
program. Kimpton Karma Rewards is 
an innovative way that goes beyond 
traditionally loyalty to become a true 
brand relationship platform. For example, 
guests may get credit for liking things on 
Facebook or get served what seems like 
a random perk unexpectedly anytime 
during their stays.

Hotel branding tip #3:  
Deliver hospitality and  
service excellence

In a nutshell: Creating a strong hotel 
branding and brand personality is about 
defining your offerings.

Aside from the basic offerings such 
as the quality of the rooms, facilities, or 
service delivered by well-trained staff, the 
best hotels should stretch their definition 

beyond these elements to incorporate the 
concept of hospitality.

Hotels are in the business of taking 
care of people and a hotel’s staff should 
aim to deliver a transformative experience 
for customers.

All great brands begin with a customer-
centric perspective and experience 
mapping is a great asset which helps to 
identify and rollout universal touchpoint 
of brand experience. The delivery of 
hospitality should create cherished 
memories, enrich clients’ experience and 
become part of their life story.

As world-renowned sommelier Bobby 
Stuckey defines it, service is “what you 
do to someone” and hospitality is “how 
you make someone feel”. When care is 
offered, it provokes a feeling and builds a 
connection which transmits such feeling 
between people. Hospitality is the genuine 
care which is capable of changing one’s 
mood and perspective. Successful hotel 
brands should truly nurture hospitality and 
service excellence – the very concepts 
upon which they are built – and integrate 
it into its brand culture.

Industry example – The Peninsula Beijing:
The Peninsula is one brand which creates 
transformative experiences through 

delivery of hospitality. The General 
Manager of The Peninsula Beijing,  
Vincent Pimont, explained his concept  
of hospitality:

Anticipating the needs of your guests. 
Guests arrive from all around the world. It 
is vital to go beyond cultural difference by 
not judging the difference, but to deliver 
the care even before the guests know 
they are in need. Hospitality in Asia is 
different than in the West. It is about care, 
I mean really caring. Our brand originates 
from China and we respect our brand’s 
origins. We train our staff to embrace and 
manifest our cultural difference.

About the author
Jennifer Luo is a bachelor student at the 
Ecole hôtelière de Lausanne studying 
International Hospitality Management. She 
is a student ambassador of EHL and has 
taken leadership roles in multiple student-
run committees such as Students Helping 
Students and EHLSmile Association.

In 2017, Jennifer has conducted an 
operational internship at Four Seasons 
Hotel Hong Kong for six months and 
gained insights into the hospitality industry.

Reproduced with kind permission  
of eHotelier 



12    THE OVERVIEW | FEBRUARY 2020
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A recent online article by Mballa 
Mendouga, published by 
the Chartered Institute of 
Management Accountants 

(CIMA), suggested that the three key 
items that should be on every finance 
professionals list for 2020 are:
1. Automating dated and tedious 

processes – the world of technology in 
the finance area is constantly evolving. 
To find out more come along to some 
of HOSPA’s events, take a look at the 
wealth of articles in the online libraries 
on the HOSPA website and of course 
book for HOSPACE in November!

2. Practice mindful technology use – 
Mendouga recommends reflecting 
on “the importance of learning to be 
present in every moment, especially 
shared moments to keep our 
interpersonal relationships fruitful  
and healthy”. 

3. Pursue learning and development –  
to keep up-to-date, we must all remain 
perpetual learners and the finance 
professional is no exception. Checkout 
HOSPA’s forthcoming events calendar 
to see what will help you in 2020 with 
furthering your career and updating on 
industry issues.

If you are looking to take a more in-depth 
course to learn more about hospitality 
finance, then HOSPA’s professional 
development programme could be just 
what you need.

The set of three HOSPA Financial 
Management courses provide the 
opportunity to take a deep dive into 
the different aspects of hospitality 
accounting. Whether you start with the 
Introductory Level or join us at a higher 
Level:
 • All the course materials are available 

online, hosted on our very own new 
look bespoke virtual classroom  
(www.hospalearning.org)

 • The theory and examples have been 

written specifically to match the  
needs of finance professionals  
in the hospitality industry

 • Your learning will be based on  
best practice as outlined in the  
Uniform System of Accounts for  
the Lodging Industry

 • All learners are supported by an 
experienced accounting tutor who  
will be available online 5 days per  
week to answer questions and guide 
your learning

 • As well as the course materials, learners 
have access to members benefits 
including a database of online business 
journals with current and past articles 
from a range of excellent sources

What courses are available? 
The Programme is available at three 
Levels, each taking five months to 
complete, and has been designed to 
enable learners to undertake work-based 
activities as a part of their assessed 
coursework. The three Levels 
available are:
Level 1: Introductory 
Financial  
Accounting focusing  
on the basics including 
bookkeeping, 
accounts 
preparation  
and audit;

Level 2: Operational Management 
Accounting focusing on costing, 
budgeting, pricing including revenue 
management, breakeven analysis and 
information management;
Level 3: Strategic Management 
Accounting focusing on capital investment 
appraisal, performance measurement and 
strategic planning of resources.

There are more details about the 
syllabus at each level on the HOSPA 
website or contact education@hospa.
org for more details. A certificate of 
achievement is issued on successful 
completion of each level of study.

How does it work? 
Learners are provided with a study pack 
to work through and are required to 
complete four assessed assignments, 
submitting them according to a timetable 
at approximate five-week intervals, and 
then pass a 3-hour examination for each 
Level. Examinations are held in January 

COURSE DETAILS

Happy New Year, 
Happy New You?
If you work in hospitality finance what are your New Year resolutions?
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and July each year at our exam centres 
in London, Birmingham, Manchester, 
Scotland and Dubai. Overseas 
examinations can be arranged as well – 
ask for details on application.

What do I get?
Completion of the full programme of 
courses, through study or exemption, 
leads to Certified Associate membership 
of HOSPA enabling you to use the letters 
AHOSPA (Cert FM) in your business 
correspondence and demonstrates that 
you have the competence to manage the 
hospitality finance function at Unit level. 

We appreciate you may well want to 
continue your studies, so we can confirm 
that successful graduates of the HOSPA 
Financial Management programme receive 
exemption from two components of the 
CIMA Certificate in Business Accounting 
(2017 Syllabus). These components are:
• BA2 Fundamentals of Management

Accounting (on successful completion
of HOSPA FM Levels 2 & 3).

• BA3 Fundamentals of Financial
Accounting (on successful completion
of HOSPA FM Level 1).

For examples of learners who have 
successfully followed this route visit the 
professional development page on the 
HOSPA website.

Does industry recognise the courses? 
The programme is endorsed by the 
Institute of Hospitality, demonstrating that 
it adheres to good practice standards in 
training and training delivery, is relevant to 
the needs of the industry and meets a wide 
range of essential criteria relating to quality 
standards and quality learning outcomes. 
The IoH particularly commended:
• The quality of materials and access

to e-libraries and databases
• The work-based nature

of the assessments
• The explicit timetable of events for

each Level of the programmes
• The support mechanisms available

to learners at Level and in particular,

the Tutors
• The expertise of the staff involved in the

running and support of the programmes,
and the advisory committees

To read the comments from our learners 
take a look at the Learner Profiles on the 
HOSPA website.

What does the course cost? 
The cost for each Level of the course is 
£820.00 plus postage of the study pack 
and VAT. 

What next? 
We are now accepting applications for the 
March 2020 intake. 

To enrol visit https://www.hospa.org/
financial-management-programmes 
or contact education@hospa.org

And that Reference?
https://www.cimaglobal.com/Members/
Insights/New-Years-resolutions-for-every-
accounting-and-finance-professional/

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 2020, to learn more contact us at education@hospa.org
+44 (0)1202 889430  |   www.hospa.org

* STARTIN
G  

MARCH 2020

COURSE DETAILS

https://www.hospa.org/financial-management-programmes
https://www.hospalearning.org/
https://www.hospa.org/financial-management-programmes
https://www.hospa.org/hospa-membership
https://www.hospa.org/enrolment-form
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The good news is that the hotel 
sector has and will continue 
to perform strongly. Analysing 
the latest historic and forward-

looking UK data from their Business 
Intelligence solutions, Amadeus looks 
back at 2019, and what’s on the horizon 
in early 2020. 

Global Distribution System (GDS) 
room nights are stable, and regional 
markets are growing in popularity

When comparing year over year 
January to November 2018 versus 2019, 
GDS room nights have increased by 

2.3%, showing stability even in the face 
of uncertainty. Regional markets also 
continue to see positive YOY growth, 
with Manchester increasing by 5.8% and 
Cork 5.3%. This is great news for hotels 
both high and low, with opportunities to 
target travellers looking for city breaks 
or nature escapes. 

Looking ahead, hotels should focus 
on transient business.

Focusing on the first quarter of 
this year, occupancy is on the rise, 
particularly in January and February. 
As many seek an escape from the 

January blues, transient business is 
to thank for this, and is set to account 
for 86% of bookings over the next 
six months. Of this, 38% of bookings 
are expected from OTAs. Amadeus’ 
recommendation? This channel 
provides the lowest Average Daily Rate 
(ADR), so hotels should think about 
diversifying their channel mix to attract 
higher priced bookings or employ rate 
parity practices on remaining bookings 
to help drive up ADR. 

©TravelClick, Inc. 2020

A strong start for hotel 
bookings in 2020
It’s a big year ahead for the U.K and Ireland with movement  
on the horizon for Brexit.

AMADEUS
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FOODSERVICE PRICE INDEX

October typically sees a jump 
in inflation from the onset of 
winter pricing, a switch to 
imported fruit, vegetables and 

salad and an increased demand in the run-
up to Christmas. This year, however, the 
Index indicates a settling of inflation, with 
the year-on-year measure at the lowest 
point for the month of October since 2016.

But the new edition of the Index also 
indicates supply and demand pressures 
in some categories, including Fruit. 
Weather and labour issues have negated 
the usual drop in prices over the summer, 
and inflation remains at a high level 
of 14.9%. The category has also been 
affected by recent high global demand 
for avocados, especially Hass and high 
quality ‘ready to eat’ crops, which has 
left growers short on supply and resulted 
in a dramatic rise in price. There have 
also been supply problems in South 
Africa and Chile, where crop yields have 
been down 30% and 25% respectively.

The Fish category of the Index has 
also maintained high year-on-year 
inflation into October—predominantly 
due to pressure on exchange rates, 
since the UK imports around 70% of its 
fish. Increased demand for salmon in 
the festive season also forces the price 
upwards, and coincides this year with a 
decline in Scottish salmon harvest as cold 
and turbulent weather kicks in. Alongside 

restrictions on volume being enforced 
by Norwegian farmers, this will likely see 
prices increase here and across Europe 
at a higher rate than usual. There is some 
positive news for the category, however, 
as better than expected weather in the 
North East Atlantic has seen an increase 
in the quality and size of cod and 
haddock catches.

Prestige Purchasing COO Phil 
McGuinness said: “Food pricing generally 
increases over the winter months. 
However, we have had a variety of issues 
over the summer, which has meant pricing 
has stayed steady month-on-month 

despite the supply switch. This should 
come as some relief to operators, who 
have been incurring heavy costs and 
inflation for the majority of the year.”

CGA Client Director Food and Retail 
Fiona Speakman said: “At the end of a 
tough year for the foodservice sector, 
it is pleasing to see some stability in 
prices. If businesses can secure greater 
clarity around Brexit, a strengthening of 
the pound to reduce import costs, and 
an easing of some of the global supply 
pressures affecting prices, they can look 
forward to planning their buying strategies 
with a little more confidence in 2020.”

Foodservice inflation 
stabilises but 
pressures mount  
on fish and fruit
Foodservice prices showed strong signs of stabilisation as we 
neared the end of the year, the latest edition of the Foodservice 
Price Index from CGA and Prestige Purchasing shows.



18    THE OVERVIEW | FEBRUARY 2020

Data from Barclaycard, which 
sees nearly half of the 
nation’s credit and debit card 
transactions, reveals that 

spending on essentials declined 0.9% in 
December, with supermarkets contracting 
by 0.9% compared with December 2018. 
Petrol expenditure also fell by 0.5%.

Many retailers also continued to see 
contractions in year-on-year spending: 
clothing spend was down 3.3%, while 
specialist retailers such as toys and 
computer game stores saw a decline of 4%.

However, spending on non-essentials 
grew 1.8% year-on-year. Partly driving 
this growth was eating and drinking, 
which increased by 9.7% as Brits enjoyed 
themselves during the festive period. 
However, the nation prioritised going to 
the pub (11.7%) and takeaways (12.5%) 
over eating out, as restaurants saw a 
2.6% decline.

Entertainment was also a bright spot, 
increasing by 5.5% – bolstered by a rise in 
cinema sales of 19% as crowds flocked to 

watch Star Wars: The Rise of Skywalker 
and Frozen II – both in the top four 
performing films of 2019. Digital content 
and subscriptions services also continue 
to enjoy strong growth, rising 14.7%.

Following the General Election 
consumers showed renewed confidence 
in the UK economy, with four in 10 (41%) 
indicating they were feeling upbeat – up 
10 percentage points on November and 
the highest level throughout all of 2019.

UK consumers also remain upbeat 
about their household finances, with 70% 
feeling confident. For those who are more 
assured in their personal finances than 
normal, the primary reason is greater 
certainty around Brexit (33%) and UK 
politics (30%).

Despite this, just one in five (21%) 
consumers plan to buy a big-ticket item 
(such as a new vehicle or furniture) during 
2020. Consumers’ reluctance to make any 
major purchases is reflected in the fact 
that, if given an additional £100, half of 
Britons (49%) would put the money aside, 
into either savings or to pay off debt.

Esme Harwood, director at 
Barclaycard, said: “Consumer confidence 
is finally improving after a long period of 
political uncertainty. This optimism hasn’t 
yet translated into high street sales, but 
spending on experiences continues to 
grow, with Brits enjoying box office hits 
and trips to the pub. While consumers 
remain reluctant to spend on big ticket 
items, the mood seems to be changing”.

CONSUMER CONFIDENCE

Brits prioritise pubs
Consumer spending reached just 1% year-on-year growth in 
December, representing a decline in real terms when accounting  
for inflation, according to Barclaycard, while pubs bucked the trend.

“Consumer confidence 
is finally improving 
after a long period of 
political uncertainty. 
This optimism hasn’t 
yet translated into 
high street sales, but 
spending on experiences 
continues to grow”
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Pub, bar and restaurant groups 
saw collective like-for-like sales 
grow by 2.5% over the six weeks 
of the festive season, compared 

to the same period in 2018, with food and 
drink spend both increasing, according to 
the Coffer Peach Business Tracker.

“It has been a challenging year for 
the eating and drinking-out market, so 
these figures will be a welcome boost for 
operators. Christmas and New Year is a 
vital time for the industry, so to see positive 
growth is good news,” said Karl Chessell, 
director of CGA, the business insight 
consultancy that produces the Tracker, in 
partnership with The Coffer Group and RSM.

“These results underline the fact that 
the public still wants to go out to enjoy 
themselves over the holiday period, but 
also emphasise how important this time 
of year is to the health of the market, 
and that operators have to keep creating 
good reasons for people to go out,” 
Chessell added.

Trading was positive across all parts of 
the market. Restaurant chains saw a 2.3% 
uplift in like-for-likes, with managed pub 
and bar groups up 2.7% on 2018. Drink-led 
pubs out-did their food-led counterparts, 
but food sales also did well. Across the 
managed pub sector, drink sales were up 
2.4%, with food up 2.2%.

“For the first time, the Coffer Peach 
Tracker has been able to pull out separate 

figures for bar companies in the Tracker 
cohort, providing a more detailed analysis 
of the trading landscape. While the 
whole market performed well, the star 
performers were bar businesses, which 
saw a collective 3.9% uplift in like-for-like 
sales,” added Chessell.

Paul Newman, Head of Leisure and 
Hospitality at RSM said: “Operators will 
be celebrating a festive gift that ends a 
challenging year on a welcome high. Like-
for-likes improved for both restaurants 
and wet-led businesses despite strong 
performance in the same period last year 
on top of the heavy rain and the political 
uncertainty affecting much of December. 
With consumer confidence finally 
improving, brands will look to carry this 
sales momentum into the New Year by 

capitalising on the trends for veganuary 
and alcohol alternative drinks without 
resorting to heavy discounting.”

“There is a post-election sense of 
optimism, and food and drink consumers 
have driven the first wave of this during 
the pre-Christmas period,” said Mark 
Sheehan, Managing Director at Coffer 
Corporate Leisure. “This year, we are 
starting to see cautious confidence in the 
market although expect that any uplift 
in trade and consumer confidence will 
be steady rather than spectacular. We 
expect market activity in 2020 to see an 
increase on 2019 levels.”

Total sales over six week festive period, 
which include the effect of new openings 
since this time last year, were ahead 5.4% 
compared to same period in 2018.

COFFER

Positive festive 
trading cheers  
eating and drinking-
out market
Britain may have fallen out of love with shopping on the High Street 
over the festive period, but consumers continued to go out to eat and 
drink over Christmas and the New Year, latest industry figures show.
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HOTSTATS

Discordant Hotel 
Performance at UK 
Hotels Continues 

In a tale that is becoming all too 
common for the region, RevPAR at UK 
hotels was up in November, but profit 
against the same time last year was 

negative, according to data from HotStats. 
RevPAR grew slightly 0.3% YOY, while 
GOPPAR was down 1.8% YOY, illustrating 
the sometimes incongruous relationship 
between revenue and profit.

Yearly numbers note the trend: 
RevPAR is up 1.9% YTD, while GOPPAR 
is down 0.9%. Moreover, while 2019 has 
seen eight months of YOY TRevPAR 
increases, it’s also seen eight months of 
YOY GOPPAR declines.

Growing revenue has not been a 
problem for UK hotels this year (though 
revenue gains have narrowed toward the 
end of the year), but flow-through has, 
evidenced by the expense creep that is 
having a pernicious bottom-line impact. 
Total labour costs on a per-available-room 
basis were up 2.3% YOY in November, 
while Property & Maintenance expenses 
saw a 5.1% YOY jump. Year-to-date, labour 
costs are up 3.4% while total overhead 
costs are up 2.3%.

Profit margin was down 0.6 percentage 
points in November to 37.5%.

The divergent revenue and profit 
picture across the totality of the UK  
held true in November in Birmingham, 
where both RevPAR and TRevPAR were 
up YOY, 3.6% and 1.1%, respectively, 
against a resulting YOY decrease in 
GOPPAR of 1.5%.

Profit was dragged down by a 5.8% 
YOY jump in total overhead costs, though 
which was blunted by a 5.0% overall drop 
in total hotel labour costs, a number that is 
down 1.6% YTD. Meanwhile, undistributed 
expenses saw increases across the board, 
including Admin. & General (up 8.6% YOY), 
P&M (up 7.3% YOY) and Sales & Marketing 
(up 13.4% YOY).

London hotels checked in with similar 
results. RevPAR in the month was up 0.7 
percent YOY on a 2.6% YOY increase 
in average room rate. Occupancy was 
down 1.5 percentage points to 82.3%. 
Total revenue was down 0.4% YOY, 
as total F&B RevPAR decreased 2.4% 
YOY. The drop in TRevPAR helped to 
explain the 2.4% decrease in GOPPAR, 
which was exacerbated by a 3.5% jump 
in labour costs on a PAR basis (up 
5.3% YTD) and a 0.9% increase in total 
overheads. Utility expenses did come 
down 1.4% YOY in November.

For year-to-date, hotels in London have 
recorded a 2.6% increase in TRevPAR and 
a 1.0% increase in GOPPAR, signs of a still 
strong, if not more restrained in growth 
market. Profit margin for the month of 
November was recorded at 44.7%, a 1.0 
percentage point drop from the same 
time last year.

Revenue growth hasn’t been an issue for UK hoteliers  
this year. It’s driving profit that has them frustrated.

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

KPI
November 2019 v November 2018
RevPAR: +0.3% to £96.95
TRevPAR: -0.3% to £153.54
Payroll: +2.3% to £43.14
GOPPAR: -1.8% to £57.65

Profit & Loss Key 
Performance Indicators – 
Birmingham (in GBP)

KPI
November 2019 v November 2018
RevPAR: +3.6% to £78.83
TRevPAR: +1.1% to £120.68
Payroll: -5.0% to £26.99
GOPPAR: -1.5% to £51.62

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

KPI
November 2019 v November 2018
RevPAR: +0.7% to £153.51
TRevPAR: -0.4% to £223.30
Payroll: +3.5% to £55.44
GOPPAR: -2.4% to £99.92

Growing revenue has 
not been a problem 
for UK hotels this year 
but flow-through has, 
evidenced by the 
expense creep that 
is having a pernicious 
bottom-line impact.
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Upcoming Events

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

EVENTS

Man Vs. Machine: Where  
Next for Revenue Management

11
FEB

Emirates Stadium, London

We are delighted to invite you to Opportunity 2020 - the 
industry-shaping one day revenue management conference 
which takes place on Tuesday, 11th February at the iconic 
Emirates Stadium, London. ‘Man Vs Machine - Where Next 
for Revenue Management?’ will explore the future of revenue 
management in this age of technological innovation. Some 
of the industry’s sharpest minds will gather for a day of 
solution focused debate, thought leadership and unparalleled 
networking, looking at the impact of technological change on 
the function. As a valued member of HOSPA, you can get 10% 
off all registrations to the event by using the code ‘HOSPA10’ 
at the online checkout. For more details visit here: https://www.
opportunity2020.co.uk

55 Baker Street London, W1U 7EU

Join the HOSPA finance community for a breakfast seminar 
with BDO.

Finance Update hosted by BDO11
JUN

Royal Lancaster London

Our one-day annual international conference and gala dinner 
hosted by HOSPA.

HOSPACE 202019
NOV

https://www.hospa.org/revenue-management-programmes
https://www.hospalearning.org/
https://www.hospa.org/membersportal
https://www.hospa.org/hospa-membership
https://www.hospa.org/enrolment-form
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SPONSORS & PARTNERS

HOSPA Annual  
Sponsors & Partners

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

HOSPA Charity Partners

HOSPA Partners
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IDEAS  |  PEOPLE  |  TRUST

HOSPA Sponsors



 Align your brand with the most respected hospitality 
industry body. 

 Develop product/brand advocacy with key 
industry influencers. 

 Utilise a platform to showcase new 
product developments. 

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

 Engage in unrivalled networking opportunities. 

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

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

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

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

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

H   SPA
The Hospitality Professionals Association

We offer an audience of highly 
targeted industry specialists.

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

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

HOSPA Sponsorship provides the opportunity to: 




