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June 2020
Inside this issueAs a society we have become 

used to being accused of living 
in bubbles; well-edited ones on 
Instagram, curated-list ones on 

Facebook, justified rage ones on Twitter. 
But thanks to the pandemic we are living in 
bubbles close to tangible. And reassuring 
they are too.

But the Government (at the time of 
writing - guidance subject to change by the 
hour) wants us out of our bubbles and back 
earning taxable income. The sector wants 
to be out and serving again. The consumer 
wants to be out and served again.

But we still need to stay in our bubbles, 
because the danger has not passed. 
How to ensure that people can bring 
their bubbles with them to work and play 
has become a key head scratcher for 
hospitality businesses across the UK, in 
lieu of any Government guidance. Every 
company is working on a plan and we can 
all look forward to no jostling at the bar. 
One restaurant in Germany even bought 
in special hats with helicopter rotor-style 
protuberances ensuring social distancing 
was adhered to.

Bubbles are also set to be a feature of 
our lives when we want to get away from 
the UK, with countries negotiating bubbles 

between them which will allow for travel 
and, whisper it, holidays. So far Australia 
and New Zealand have started negotiating 
one. Greece, Cyprus and Israel are also 
in talks. The European Commission has 
recommended bubbles be agreed between 
countries which have similar approaches to 
the virus and at similar infection levels. On 
that basis, it seems likely that the US and the 
UK will be kept out of others’ travel bubbles. 

This is not brilliant news for hospitality 
operations looking to an influx of overseas 
guests this summer, although it is good news 
for those hoping to lean on staycations. 
Anecdotal evidence suggests that 
destinations which can be driven to - so 
the whole of this tiny isle - will benefit as 
people are eager to include their cars in their 
bubble - but that remoteness will be key. No 
one wants to be crammed up against fellow 
travellers on quaint cobbled streets.

The question perplexing this hack is 
where is the fun? It’s fair to say at this point 
that drinking a warm can of cider within 
eyesight of a pub feels like the height 
of decadence, but one hopes for more. 
Second only to the challenge of reassuring 
customers that their health is being looked 
after is the challenge of keeping to the 
promise of hospitality. 
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Has it really only been a month 
since the last edition of The 
Overview? Such a lot, and yet 
so very little has happened! 

At least now we have a re-opening date 
for some hospitality businesses, although 
sadly not all. While it’s great news that 
some revenue streams will start again, they 
are unfortunately not likely to match pre 
COVID-19 expectations. Social distancing 
will also prevent some places opening 
at all and will severely restrict others 
from operating profitably. Despite these 
stumbling blocks though, there is, at last, 
light at the end of the tunnel for most!

As HOSPA members know only too 
well, re-opening is not a straightforward 
process. There remain many unanswered 
questions as to how things are going to 
work moving forward. Hard work and 
determination will, of course, help but 
it will need plenty of positive attitudes 
and smiles, with committed support from 
every single team member if it’s to be a 
success. From the finance director to the 
owner, the guest facing team and the 

back of house crew – never has pulling 
together and caring for colleagues been 
more important than now. 

I know many of you have tuned in to 
our new series of webinars – so thank you 
for that! I hope they have been both useful 
and inspiring. The most recent one was all 
about sentiment. Will guests rush to return 
to our venues or will there be a reluctance, 
especially for those usually busy town 
and city centre properties? Will the rural 
and coastal local communities welcome 
visitors? Will our staff be willing and able 
to return to work? If you missed it, you can 
listen to it (and the previous editions) by 
going to https://www.hospa.org/webinars. 
Our webinar the previous week focussed 
on using tech focused on using technology 
to increase engagement whilst reducing 
contact – some ingenious new products 
were discussed alongside some more 
established solutions that have suddenly 
found a whole new world of relevance.

The first two webinars were broadcast 
with the support of the experts from 
the HOSPA board. We kicked off with a 

finance related one, during which our 
panel of finance specialists were able 
to answer many diverse queries and 
explain some of the ins-and-outs of the 

recent Government 
support schemes. 
The second board 
webinar was more 
general and also 
very well received. 
We covered revenue 
management, 
staffing, and the 
impact of the 
closing of venues on 

hospitality technology systems.
To move onto forthcoming events 

briefly (yes, they do still happen), I 
trust you all have this year’s HOSPACE 
in your diary? It will be on Thursday 
19th November. Please keep the day 
clear. We are working closely with 
The Royal Lancaster on a plan to run a 
more exclusive (and potentially socially 
distanced) event at the hotel, but also to 
widen the delegate reach through a virtual 
platform. There are a plethora of virtual 
conference solutions out there, but we are 
confident we have found a great solution 
that will offer benefits beyond our initial 
expectations. The HOSPA team remain 
focussed on making an enormous success 
of the event and will use all the people 
and technology we can to make it our 
best yet! 

Stay safe and best wishes, until the 
next time.

CEO’S MESSAGE

Jane Pendlebury
HOSPA CEO 
jane.pendlebury@hospa.org

A cautious welcome
HOSPA CEO Jane Pendlebury is hopeful as the sector looks to reopen 
at last, with support along the way from HOSPA’s webinars and events.

Hard work and 
determination will, of 
course, help but it will 
need plenty of positive 
attitudes and smiles, 
with committed support 
from every single team 
member if it’s to be a 
success. From the finance 
director to the owner, 
the guest facing team 
and the back of house 
crew – never has pulling 
together and caring for 
colleagues been more 
important than now. 
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INSOLVENCY BILL

The government said that the new 
law would include provisions 
introducing a “moratorium for 
companies giving them breathing 

space from creditors enforcing their debts 
for a period of time whilst they seek a 
rescue or restructure”.

The corporate governance measures 
will introduce temporary easements and 
flexibility to businesses where they are 
coping with reduced resources  
and restrictions.

This Bill will do this through:

 • introducing a new moratorium to give 
companies breathing space from their 
creditors while they seek a rescue;

 • prohibiting termination clauses that 
engage on insolvency, preventing 
suppliers from ceasing their supply  
or asking for additional payments  
while a company is going through  
a rescue process;

 • introducing a new restructuring plan 
that will bind creditors to it;

 • enabling the insolvency regime to flex 
to meet the demands of the emergency;

 • temporarily removing the threat of 
personal liability for wrongful trading from 
directors who try to keep their companies 
afloat through the emergency;

 • temporarily prohibiting creditors from 
filing statutory demands and winding up 
petitions for COVID-19 related debts;

 • temporarily easing burdens on 
businesses by enabling them 
to hold closed Annual General 
Meetings (AGMs), conduct business 
and communicate with members 
electronically, and by extending filing 
deadlines; and

 • allowing for the temporary measures 
to be retrospective so as to be as 
effective as possible

Jonathan Geldart, Director General of 
the IoD said:

“Directors have significant legal 
obligations, and this Bill provides 
some reassurance that those who 
act responsibly won’t be caught out 
by the insolvency system. It’s crucial 
that directors are able to sustain their 
organisations and the people who rely on 
them during these difficult times.”

FSB National Chair Mike Cherry said:
“The incoming Corporate Insolvency 

and Governance Bill will be an important 
step to helping many small firms during 
this crisis.

“The measures will immediately 
go some way to mitigate some of the 
problems small businesses are facing, such 

as the relaxation of wrongful trading rules 
which will allow directors of struggling 
companies to continue trading without 
fear of legal repercussions. The company 
moratorium, filing extensions and voiding 
of statutory demands are particularly 
important for smaller businesses, it is 
important that these provisions continue 
for as long as is necessary.”

Commenting on the presentation of 
the Corporate Governance and Insolvency 
Bill to Parliament, UKHospitality CEO Kate 
Nicholls said: “This is a very important 
piece of legislation from the Government 
and something for which UKH has been 
pushing. The Bill should provide businesses 
with some very welcome respite from 
aggressive landlords and valuable 
breathing space to restructure their 
businesses. It is very encouraging to see 
the Government listening to the concerns 
of tenants and landlords, and acting 
decisively on what is a complex issue.

“It should give some impetus for 
bringing landlords to the table to 
understand the pressures that tenants 
are facing. The majority of landlords 
have been cooperative but a minority 
have aggressively pursued hospitality 
businesses that are moth-balled, have no 
revenue and cannot hope to pay. It is also 
positive to see protection extended to 
landlords to ensure they are not obliged 
to pursue tenants.

“Extension of the moratorium would 
allow more time for businesses and 
Government to get to grips with the scale 
of the crisis so we can begin to work 
out long-term solutions to protect local 
communities. Measures in the bill will 
provide more breathing space to deliver 
rent solutions with lower rent liabilities 
through mandated agreements.”

The Bill introduces a moratorium on the 

Insolvency Bill  
offers hope on rent
The UK government has proposed for retrospective changes to reform 
insolvency law, designed to protect companies and their directors 
during the COVID-19 outbreak.

“This is a very important 
piece of legislation 
from the Government 
and something for 
which UKH has been 
pushing. The Bill should 
provide businesses with 
some very welcome 
respite from aggressive 
landlords and valuable 
breathing space to 
restructure their 
businesses. It is very 
encouraging to see the 
Government listening to 
the concerns of tenants 
and landlords, and acting 
decisively on what is a 
complex issue.”
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use of statutory demands made between 
1 March 2020 and 30 June 2020 and 
winding up petitions presented from 27 
April 2020 through to 30 June where a 
company cannot pay bills due to COVID-19.

UKHospitality had written to the 
government urging it to intervene and 
broker a solution that solves the current 
stalemate on rent in the sector.

The organisation said that hospitality 
businesses were still being “aggressively 
pursued by a minority of landlords”. 

In a letter to Business Secretary, Alok 
Sharma MP, UKHospitality said that 
these businesses, the vast majority of 
which had virtually no income and were 
closed during lockdown, were still being 
threatened with winding-up petitions, 
having deposit funds taken and being 
served with County Court Judgements.

UKHospitality warned that, although 
the government has urged tenants 
and landlords to work together to find 
solutions, the commercial property market 
was “effectively broken”. In a recent 
survey of sector business leaders from 

CGA and Fourth, rent payments and 
securing landlord agreements were the 
top priority for 67% of respondents.

The letter called on the government to 
urgently step in to broker a solution at a 
high-level Ministerial summit, based on the 
following principles:

 • All relevant stakeholders must be involved
 • Government intervention – both 

financially and legislatively – is necessary
 • The assumption that the vast majority 

of hospitality and leisure businesses 
will not be able to pay rent for the 
remainder of 2020

 • There must be a ‘sharing of the pain’ 
between tenants, landlords, investors 
and Government

 • Action must be taken swiftly, with a 
resolution before the next quarterly 
rent date at the end of June.

UKHospitality CEO Kate Nicholls said: 
“In June, sector businesses are due to 
pay nearly £800m in rent, having been 
forcibly closed and generated no income 

for over three months. We appreciate 
that landlords have their own financial 
pressures and the majority of landlords 
have been happy to work with tenants to 
find solutions, but a damaging minority 
continue to put pressure on beleaguered 
hospitality businesses at the worst time.

“Having discussed this issue with a 
vast number of industry bodies, it’s clear 
we need a National Time Out on rent as 
the vast majority of hospitality and leisure 
businesses will simply not be able to pay 
for the rest of the year. The Government 
must step in quickly to help hospitality 
businesses, landlords and investors find 
a mutually beneficial solution. We are 
ready and eager to sit down with all 
stakeholders to thrash out an equitable 
solution, with the Government acting as 
honest broker.

“If the commercial rental market 
collapses, it will be to the long-term 
detriment of the whole economy and lead 
to millions of hospitality workers losing 
their jobs and swathes of businesses 
permanently closing their doors.”

Study with us on our flexible online programmes in 
Hospitality Finance

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

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

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

 Develops the skills and knowledge to manage a hospitality finance department

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

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

 Is convenient and relevant to your career in hospitality finance

 Costs just £820 + VAT per stage

All courses are  
endorsed by the  

Institute of Hospitality. 

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

STILL 

ENROLLIN
G

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


6    THE OVERVIEW | JUNE 2020

Celebrating with  
our top learners!

Kasia achieved the highest overall 
grade for her studies on Level 
Two of the HOSPA Revenue 
Management course which she 

completed in February 2019. All the prize 
winner awards for 2019 were presented by 
HOSPA President, Harry Murray MBE, at 
the HOSPA Annual Awards Ceremony held 
earlier this year in January in the Screening 
Rooms at the Soho Hotel in London.

At the time of her studies, Kasia was 
employed as a Revenue Manager at 
CitySuites Manchester and this company 
supported her in her studies.

CitySuites is Manchester’s only 
aparthotel with an 18m indoor swimming 
pool, jacuzzi, state of the art gym, 24 hour 
reception and concierge.

Kasia first joined the hospitality industry 
through her schoolwork experience and 
later completed the Rooms Graduate 
Scheme at Soho House, London. 
She wanted to specialise in Revenue 
Management and relocate to Manchester.

Kasia explains how the course will help 
her now and in the future:

“It is a fantastic theoretical foundation 
with great examples applicable in real life, 
great knowledge from industry experts. 
The course is recognisable throughout the 
industry so great to have on CV! 

In the future I would like to work as 
an Area Revenue Manager looking after 
multiple properties within the 5-star 
luxury market.”

Kasia has deferred her studies for Level 
3 at the current time.

What is the HOSPA Revenue 
Management Programme?

The set of three HOSPA Revenue 
Management courses provide the 

opportunity to take a deep dive into  
the different aspects of hospitality 
revenue management. 

The three Levels available are:

Level 1: Introductory Revenue Management
The Introductory modules at this level are 
designed to provide Revenue Managers of 
the future with the knowledge required to 
work in a Revenue Manager role and will 
also provide operational managers with 
some knowledge of the function within a 
hospitality property. 

Level 2: Operational Revenue Management
These modules deliver a more detailed 
insight into the Revenue Management 
discipline providing learners with the theory 
to support a range of practical activities.

Level 3: Strategic Revenue Management
Level Three modules provide the 
opportunity to study the strategic role of 
revenue management in the wider business 
context as well as considering more detailed 
approaches to Revenue Management.

A certificate of achievement is issued on 
successful completion of each level of study. 

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 
bespoke virtual classroom  
(www.hospalearning.org)

 • The theory and examples have been 
written specifically to match the needs 
of revenue management professionals 
in the hospitality industry

 • Your learning will be based on best 
practice with course materials written 
by industry practitioners and leading 
authors in the field

 • All learners are supported by an 
experienced tutor who will be available 
online five 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 from a range of excellent 
sources including a subscription to 
current and past copies of the Journal 
of Revenue and Pricing Management 
worth over £200 per annum.

Courses typically commence in March and 
September each year. We are currently 
keeping enrolments open to all those 
who might like to spend some time on 
their professional development during 
these unprecedented times. Our course 
tutors are ready to welcome applicants to 
the current online courses with a revised 
timetable for coursework submissions 
and tutor support to keep you on track 
- contact us today for more details at 
education@hospa.org or visit www.hospa.
org/professionaldevelopment The cost per 
course is £820 + VAT with discounts and 
instalment schemes for payment available.

This month we feature Kasia Serafin, who is currently Revenue Manager 
for King Street Townhouse and Great John Street Hotel in Manchester, 
part of The Hut Group. 

LEADING LEARNER
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TRUST IN TRAVEL

Which? warns on 
trust in travel

Only 22% of respondents to the 
poll said they trusted airlines 
and holiday companies.

The Which? research 
showed that trust in the travel industry 
had dropped from a net score of 
9 in February 2020 to -12 in May 
2020 – a drop of 21 points, as, it said, 
“many holiday companies and airlines 
continue to deny and delay refunds for 
coronavirus cancellations”. 

Eight weeks on since international 
travel halted, Which? surveyed more 
than 2,000 people about their level of 
trust in airlines and holiday operators. 
One in five said they trusted these 
industries. The group said: “The majority 
(58%) of people told us they were still 
waiting for refunds for cancelled flights 
and holidays. Nearly half of those are 
owed at least £500, and nearly three in 
10 are owed more than £1,000.”

The Competition and Markets 
Authority in the UK has established 
a COVID-19 Taskforce, after seeing 
increasing numbers of complaints in 
relation to cancellations and refunds.

The CMA said that concerns include 
people being pressured to accept 
vouchers for holiday accommodation 
which could only be used during a more 
expensive period.

The CMA said that, in most cases, it 
would expect a full refund to be offered 
if: a business has cancelled a contract 
without providing any of the promised 
goods or services; no service is provided 
by a business, because this is prevented 
by restrictions that apply during the 
current lockdown or a consumer cancels, 
or is prevented from receiving any 
services, because of the restrictions that 
apply during the current lockdown

Andrea Coscelli, CEO, CMA, said: 
“Our COVID-19 taskforce is shining a 

light on some of the big issues facing 
consumers in wake of this pandemic. 
We are now seeing cancellation 
issues in their thousands. So far, the 
CMA has identified weddings, holiday 
accommodation and childcare as 
particular areas of concern.

“The current situation is throwing 
up challenges for everyone, including 
businesses, but that does not mean that 
consumers should be deprived of their 
rights at this difficult time. If we find 
evidence that businesses are failing to 
comply with consumer protection law 
then we will take tough enforcement 
action to protect those rights.” 

Last month ABTA’s CEO, Mark Tanzer 
wrote an open letter to customers of  
the Association’s Members to ask for 
their support.

Tanzer said that, in the absence 
of government guidance, ABTA had 
developed temporary guidelines to deal 
with refunds, based on a system of 
refund credit notes.

Tanzer said: “Travel agents and 
operators are working extremely hard in 
the most trying of circumstances to do 
their best for their customers. But many 
travel companies are unable to provide 
immediate cash refunds.

“It’s in nobody’s interests for normally 
healthy travel businesses to go under. 
As well as the loss of thousands of 
jobs, the government-backed ATOL 
financial protection scheme would be 
overwhelmed by a large-scale failure of 
businesses and it would take many more 
months for customers to get a refund.”

The CEO said that many companies 
were unable to adhere to the 14-day 
refund rules but that, notwithstanding 
the credit note scheme, should refund 
customers “as soon as they are able to”.

The WTTC joined the call for more 

“flexibility” around Package Travel 
Requirements, giving travel agents  
and tour operators more time to  
refund customers.

The group said that more than six 
million jobs were at risk in the EU and one 
million in the UK.

The organisation described the 
comments as an “urgent call to prevent 
travel & tourism sector buckling under the 
pressure of COVID-19”.

Gloria Guevara, president & CEO, 
WTTC, urged EU authorities and the 
UK government to implement flexibility 
around consumer refunds to “alleviate 
the unbearable pressure on the travel & 
tourism sector”.

Research conducted by WTTC showed 
that 75 million travel and tourism jobs 
were at risk globally due to the COVID-19 
pandemic, with at least 6.4 million losses 
across the EU, and one million in the UK.

WTTC said that the existing Package 
Travel Requirements, were “not 
appropriate or fit for purpose in the 
present crisis circumstances, and should 
be suspended at least until August. 
Consumer protection will be unaffected, 
but travel agents and tour operators 
will have more time to refund those 
customers choosing to cancel their 
existing bookings.

“The current 14-day timeline for 
refunds is putting enormous burdens 
on businesses in the Travel & Tourism 
sector and will lead to major bankruptcies. 
These, in turn, will lead to more claims 
by consumers on credit card firms and 
ultimately government bonded schemes.”

Guevara said: “This measure 
should be implemented immediately 
and help lift the already crushing 
financial pressure on Travel & Tourism 
organisations and save the millions of 
livelihoods that depend on them.”

A study from Which? reported that trust in the travel industry was at a 
seven-year low as the result of issues around refunds. 
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Why small hotels 
must jump on 
the sustainability 
bandwagon

In this day and age, many industries 
and businesses tend to consider 
sustainability and green practices in 
their operations; the tourism sector of 

course is not an exception. It is a fact that 
tourism is among the growing industries 
with tremendous environmental impact. 
That shifts the concern toward tourism and 
its impact on an international scale.

In an era of climate change, with global 
interest focused growingly on renewable 
energy sources and environmental 
protection, hotel facilities are among the 
top five in terms of energy consumption 
in the tertiary building sector. Hotels use 
energy intensively via a wide range of 
services offered. That happens because 
clients request for more quality amenities, 
and because of their 24h operation as well.

In one hand, tourism has a significant 
positive impact on the global economy, 
but on the other hand, it puts pressure 
on the natural and built environment. 
Tourism activities result in increased 
production and demand for energy. Also, 
at the disruption of ecosystems, because 
of the buildings and infrastructure it 
requires. According to the Hotel Energy 
Solutions project, the total energy 
consumption by end use in a typical 
hotel is significantly huge (due to total 
energy demand for space conditioning, 
domestic hot water and lighting). The 

‘movement’ of sustainable development 
and environmental issues becomes reality. 
Hence, destinations and businesses must 
formulate new policies to harmonise 
tourism and environment through 
sustainable practices.

Whilst consumers demand green 
services and green products, the tourism 
accommodation sector has positively 
responded to green consumers’ demand. 
Green hotel concepts with the background 
of sustainable tourism have gained 
recognition as a business strategy. That 
certainly has gained a competitive edge in 
the global tourism market. Studies reveal 
that “one of the most important reasons 
for going green is the customer”. The 
customer can be the main stakeholder 
in driving hotels to be environmentally 
friendly. In reality an increasing “consumer 
base exists” and is attracted by the 
ecological appeal of lodging facilities.

Furthermore, green consumers’ 
demands affect green hotels’s requiring 
practices that are in line with sustainability. 
Nevertheless, consumers’ demand plays 
a significant role in mediating hotels’ 
green practices. Fatma et al notes that 
awareness increases among consumers 
toward social and environmental issues. 
That of course leads to a demand that 
tourism companies protect the cultural 
heritage and places visited by tourists.

Sustainable Hotels

The good news is that not only big hotel 
chains adopt sustainable practices, but 
also smaller ones. Generally, in SMEs, 
energy demands are smaller per hotel 
unit due to their much smaller floor 
area and thus small-scale strategies 
can make a difference. The small hotel 
called ‘Kinsterna’, near Monemvassia 
in the Peloponnese Greece employs a 
series of energy conscious strategies 
such as: energy saving light bulbs, room 
thermostats, energy efficient windows, 
key cards, non toxic biodegradable 
cleaning products and so on. For 
production of hot water and electricity, 
solar panels and PVs are usually placed 
on flat or sloped roofs. Furthermore, in the 
case of renovated old buildings, the hotel 
complex gains from the passive design 
principles of traditional Greek architecture.

Small hotels could still gain the edge 
with a few small green changes. This is 
possible by just:
 • switching to energy saving light bulbs
 • offering organic food options
 • recycled toilet paper & soap
 • offering alternative transportation  

like bikes
 • incorporating reusable dishes, glasses
 • compost and donating food
 • eco friendly cleaning products, etc

Sustainability is “the primary moral and economic imperative of the 21st 
century.” If a business hopes to continue into the indefinite future, it can 
no longer be half-hearted when it comes to sustainability.
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There are plenty of tips and strategies 
to bring sustainable best practices to 
properties. Some might not be right or 
achievable, but that depends on each 
property’s financial status and size.

Nowadays, more than ever travellers 
agree to the small adjustments they 
need to make to stay somewhere 
eco-friendly. Some examples of eco 
friendly hotels are: the Kip in Sri Lanka 
with ethical furniture, no plastic and 
raw food, the Bohème in Mykonos 
that serves glasses of lemonade made 
from the trees in the hotel garden, 
the Thirty-Seven Hotel in Malta that 
asks their guests to save water when 
showering and to monitor their use of 
the AC, and the Hotel Terra in Jackson 
Hole, Wyoming that offers radiant floor 
heating and all-natural Terra Beds, in-
room recycling, chemical-free cleaning 
products, fair-trade coffee and so on.

Sustainable practices  
and changes

Even small green changes can make 
a huge difference. In fact it is much 
simpler for smaller hotels to become 
more sustainable than it is for huge 
chains. Think that the owners of 
small hotels give focus on the overall 
ambiance and homey atmosphere 
rather than just making money. These 
hotels focus on the smallest details by 
even growing their own vegetable and 
engaging guests in harvesting. They 
look beyond what is currently provided 
to customers and they develop novel 
experiences and services that have an 
effect on customer’s eco consciousness.

Without a doubt, all businesses 
involved in tourism are being asked 
to do more than ever to solve social 
and environmental problems. As a 
result, a growing number of leading 
companies are taking the challenge of 
sustainability seriously. They do that 
not only to reduce their environmental 
footprint and enhance their reputations 
but also to improve operations and 
financial performance. All these 
companies have certain things in 
common: inspiring purpose, a complete 
strategy, a novel and engaging culture 
and collaboration. They have the skill 
and the will to partner with a range of 
other organisations. Such can be other 
businesses, NGOs, social enterprises, 

public sector agencies, academia, and 
so on, to quickly drive sustainability.

Businesses ultimately recognise the 
growing importance of collaborations 
for sustainability and the need for their 
representatives in partnerships to be 
effective. Then, they will be rightly 
expecting management educators and 
leadership training providers to offer 
training in collaboration. This training 
is essential to independent directors 
serving on the boards of sustainability 
coalitions and coalitions’ staff.

Hilton’s ‘Sustainable’ 
Partnership

Four years ago Hilton Worldwide 
announced an initial three-year 
commitment with World Wildlife Fund 
(WWF) to reduce its impact on the 
environment. As part of the partnership, 
Hilton and WWF collaborated to 
develop a multi-year water “stewardship 
strategy”, expand Hilton’s sustainable 
seafood efforts globally and accelerate 
the adoption of renewable energy. Such 
collaborations of hotels with NGOs 
enable hotels to analyse and monitor 
operations. It also helps them to build 
up practical and impactful solutions that 
can be smoothly integrated into hotel 
operations and guest experiences adding 
to positive changes for the environment. 
In reality there are plenty of eco 
challenges that require changes beyond 
the capabilities of individual businesses. 
In such cases, the best approach is 
to partner up with local communities, 
investors, local unions, etc.

Collaboration is a “must”

Collaboration, specifically through 
various stakeholder partnerships, is 
seen as an effective way to support 
initiatives in tourism development. 
Many ecosystem challenges generate 
jurisdictional boundaries and require 
systemic changes beyond the capabilities 
of individual companies. In these cases, 
the best approach for business can be to 
partner up—with governments, investors, 
local communities, nongovernmental 
organisations (NGOs), and other companies.

We are in an era of climate change. 
Global attention focuses more and 
more on renewable energy sources and 
environmental protection. So, every hotel 
owner can decide upon a series of small 
actions with a short payback period. Results 
will be: financial savings and an eye-
catching and notably a sustainable tourism 
product. Developing green best practices 
now to address these expectations is the 
key to boosting hotel’s bottom line.

Additionally, hotels that apply deep 
sustainable programs will lower the risk of 
losing customers to competitors. Hotels that 
work to incorporate sustainable principles in 
their operations are not only saving costs, 
but also positioning themselves as market 
leaders. After all, “sustainability is now the 
key driver of innovation.”

About the Author
Philia Tounta has been working in Tourism 
sector for 25 years. She has worked in 
various hotels, travel agencies and unions 
in Greece and abroad. Reproduced with 
the kind permission of eHotelier.
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FREE access for HOSPA members

Log-in and access the Members’ Portal and select 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
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™

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

For the hospitality sector, the urgent 
need to stop the spread has meant 
the closure of restaurants, cafes, 
pubs, hotels and more almost 

overnight – and the situation looks set 
to stay that way for some time now. Not 
since the Spanish flu of 1918 has a world 
pandemic been so devastating.

No one is claiming that Business 
Intelligence (BI) can solve the problems 
faced by the UK hospitality sector as  
a result of Covid-19. Rolling out BI is  
not going to appease the concerns  
of 2.9 million people employed in 

restaurants, hotels and bars across the 
country, who have been hit harder than 
most by the crisis.

However, what good BI can do is 
prepare businesses so you can get back 
up and running as quickly as possible 
when the closure imposed by the UK 
Government comes to an end. And as 
‘business as usual’ has been unavoidably 
been put on hold, now may be a good 
time to implement good practices that 
we are usually too busy for.

While your hospitality business waits 
to re-open, ask yourself a few questions 
to see if implementing or optimising BI 
should be a priority.

Measuring and reporting  
on business performance  
in real-time

Before the current crisis, how were you 
measuring success? Did the metrics 
generate actionable insight? If monthly 
reporting was standard practice, did it 
provide timely information so that you 
could implement immediate changes to 
improve business performance?

Proper metrics and reporting can 
provide a clear, measurable heartbeat 
on the true performance of a business 
beyond the basics. If you weren’t 
measuring your performance with 
scorecards and you weren’t generating 

real-time reports, maybe it’s time to 
explore what is achievable.

Reviewing and enhancing 
existing systems

Are you getting the best value out of the 
tool and systems that you currently have 
in place? Data Analytics tools are often 
under-utilised, and businesses fail to really 
get the benefit from them. If you have 
tools that have unused capabilities now 
is a good time to explore how they could 
help you or revisit whether this is the best 
tool for the job.

During this temporary closure period, 
hospitality businesses can take the 
time to run server patching, or version 
upgrades of key tools and potentially 
even software rollouts without causing 
disruption to the running of the business. 
There is also time to record faults with 
existing systems and get these resolved 
before re-opening to the public.

There’s no doubt that this is a 
challenging time for all, and much is 
uncertain. The best we can do is to be 
as prepared as possible to get up and 
running again. The last crisis of this kind 
was the outbreak of SARs in 2003. The 
hospitality sector weathered the storm 
then, it will overcome the challenges it 
faces now.

www.changepp.co.uk

How can Business 
Intelligence software 
support the hospitality 
industry in a crisis?
The rapid spread of novel coronavirus has taken the world completely by 
surprise and has brought about seismic changes in the way we conduct 
our business and live our lives. 

As ‘business as usual’ 
has been unavoidably 
been put on hold, now 
may be a good time 
to implement good 
practices that we are 
usually too busy for.
While your hospitality 
business waits to re-
open, ask yourself a 
few questions to see 
if implementing or 
optimising BI should  
be a priority.
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POST LOCKDOWN PLANNING

Industry stepping up 
plans for a depleted 
market post-lockdown

Most businesses across Britain’s 
eating and drinking-out 
market are now actively 
engaged in planning for life 

after lockdown – although the majority of 
bosses are not expecting to reopen until 
June or July, if allowed, and then taking a 
phased approach.

The poll of over 120 senior executives 
and entrepreneurs was conducted by 
CGA, in association with hospitality 
technology specialist Fourth, during the 
week beginning April 20.

Life after lockdown

“This is undoubtedly the most important 
business leaders’ survey we’ve delivered 
in a decade,” said Karl Chessell, Director 
of Food & Retail at CGA. “At this critical 
juncture, how hospitality leaders plan for 
the recovery will be critical to the long-
term success of their businesses.”

Just 36% of leaders believe they will 
eventually re-open all of their sites for 
trading, with another third yet to decide 
on closures. But almost all expect to 
see a much-reduced market overall in 
the future, with somewhere between 
70% and 80% of sites across pubs, bars, 
restaurants, late-night venues and hotels 
continuing to trade.

The vast majority (81%) of operators 
have now started recovery planning, with 
most considering a range of different 
scenarios. But, 13% said they were still 
waiting for more information before 

starting, while 5% did not currently have 
the capacity to plan.

Most businesses will be starting 
recovery from scratch, as only 27% of 
those surveyed had any sites open, 
either for delivery (8%), grocery and food 
supply to the public (4%) or for NHS or 
community support (14%).

When the poll was taken, most leaders 
assumed lockdown would be lifted in one 
to three months’ time, with 39% predicting 
between one and two months and 
another 29% between two and three.

The vast majority (96%) of bosses 
are expecting a phased reopening for 
hospitality, with half believing that will be 
based on a number of criteria including 
sector, location and type of site. Only 4% 
expect a mass reopening.

More importantly, 62% are planning for 
a phased reopening of their own estates. 
However, a sizeable 31% expect a full-
scale reopening of their operations, but 
dictated by what the Government allows.

While a third of operators expect to 
be permanently closing a proportion of 
their own sites, most anticipate a much-
reduced size of market overall, with late-
night venues and restaurants expected to 
be the hardest hit and hotels most likely 
to survive. On average, they expected to 
see 69% of late-night operations, 71% of 
restaurant, 77% of drink-led pubs, 79% of 
pub restaurants and 85% of hotels to be 
left in business.

More optimistically, two thirds of 
bosses believe it will take them less than 
two weeks to get their sites ready to 
trade after lockdown is lifted, including a 
third (33%) who think they can do it in less 
than a week, while another 22% anticipate 
a two to four week preparation period.

James England, Senior Vice President 
at Fourth, said: “Operators are increasingly 
focusing their thoughts on reactivation. 
While it’s not yet clear when the lockdown 
will be lifted, it is apparent that the market 
will have a fundamentally different outlook 
when it reopens. Reigniting dormant 
supply chains and accurately forecasting 
demand in the volatile climate of COVID-19 
will require collaboration up and down the 
supply chain, across technology platforms 
and operator to operator. At Fourth, 
we are determined to do our bit to help 
achieve this.”

The latest CGA Business Confidence Survey reveals that operators 
remain deeply pessimistic about both market prospects and the future of 
their own businesses, with a third (32%) of senior executives anticipating 
the need to permanently close pub, bar and restaurant sites.

The vast majority (81%) 
of operators have 
now started recovery 
planning, with most 
considering a range 
of different scenarios. 
But, 13% said they were 
still waiting for more 
information before 
starting, while 5% did 
not currently have the 
capacity to plan.
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POST LOCKDOWN PLANNING

Focus on front-line workers

Losing quality staff during lockdown is a 
concern for 47% of bosses, although the 
vast majority of companies have been 
engaging with furloughed teams at least 
weekly, and some daily, with WhatsApp 
and email groups being the most 
common mode.

Almost all businesses in the sector 
have furloughed nearly all staff; 83% have 
furloughed over 90% and 96% over 70%. 
Three quarters (76%) with furloughed 
staff are not topping up wages.

When it comes to readying staff for 
reopening, most bosses (63%) believe 
teams can be prepped and trained in less 
than a week, with 32% saying less than 
three days. Health, safety and hygiene is 
seen as the main area where training will be 
required, followed by emotional well-being, 
people management, and customer service.

Most (73%) operators say they 
are either confident in accessing the 
funds needed to reopen or don’t 
require funding, leaving 27% who are 
apprehensive about financing a return. 
In that context, extending furloughing 
has wide support, with a three-month 
extension after sectors re-open backed 
by 36% and a sector-by-sector extension 
dependent on opening backed by 33%. 
Exactly half (50%) of businesses back 
extending furloughing in three-month 
blocks, with 40% favouring a month-by-
month approach.

Operational adaptation

Adapting to operational changes forced 
by the continuing threat of the virus is 
seen as the main challenge after opening, 
rather than suppliers or staff. Increased 
hygiene measures, reduced occupancy, 
reduced menus and reduced hours are 
the most anticipated changes to business.

That also reflects in part what leaders 
expect to be the main long-term changes 
in customer behaviour, namely increased 
hygiene demands, lower frequency of 
eating and drinking out, a reluctance to 
visit city and town centres and a desire to 
support local businesses.

“The size and shape of the eating and 
drinking out market is projected to look 
very different post-lockdown,” added 
Chessell. “The offer will inevitably change 
as leaders have to change their operating 
model to thrive once they open their 

doors again.”
Against these challenges, the 

survey found that market optimism 
had plummeted from a four-year high 
in February, when 60% of bosses were 
positive about future prospects to just 
5% now, with 89% pessimistic. While, 
confidence in their own business was 
slightly higher, with 15% being optimistic 
that marked a fall from 83% in February 
and 31% in March. Now 69% are pessimistic 
about their own company’s future.

England added: “With great swathes 
of workers on the job retention scheme, 
businesses are focused on driving 
engagement with their teams supporting 
health and well-being and retaining the 
best workers. Whilst the crisis has brought 
many challenges, a renewed focus on 
culture absolutely feels like one of the 
positives. More and more businesses are 
seeking ways to further engage their 

workforce in order to support, train and 
retain them. 

“Social distancing and the fallout from 
the pandemic will demand that businesses 
take a fresh look at their operating models 
and, of course, labour productivity and 
increased automation. This might see the 
rise of the ‘host’ role, in order to oversee 
social distancing measures, along with 
likely additional bussing and cleaning 
activities and procedures. Ultimately, 
hospitality’s post-COVID-19 complexion 
will look fundamentally different to the 
start of 2020, but we are a resilient 
industry that will evolve, adapt, innovate 
and overcome the challenges presented.”

Chessell concluded: “CGA is already 
working with partners across the sector, 
both operators and suppliers, using our 
range of insight capabilities to help them 
map out routes forward through what will 
be an ever evolving landscape.”
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AMADEUS

Introducing: 
‘Generation Clean’

While global travel markets 
continue to grapple 
with the implications of 
COVID-19, one thing is 

becoming increasingly clear – the crisis 
will have a deep and lasting impact on the 
industry. One area we know for certain that 
will be changed forever is our approach to 
health and safety. The way that travelers 
will book hotels will change, and hoteliers 
need to take note of this now as they 
prepare to welcome guests. Moving 
forward, marketing cannot just be focused 
on Baby Boomers, Millennials, or Gen Xers. 
Instead, we are welcoming ‘Generation 
Clean’ – a singular segment with elevated 
expectations for cleanliness standards, and 
a make or break factor when it comes to 
booking properties.

What does this mean  
for hotels? 

The creation of “Generation Clean” will 
impact the customer buying journey, with 
previous decision factors replaced in favor 
of hotels that clearly display updated health 
and safety protocols. Trust will be key, as 
guests want to know that the initial promise 
of enhanced cleanliness will be delivered 
throughout their stay. And those hotels who 
can provide the right experience, will be the 
ones who are more likely to create loyalty. 

To help you on your way to satisfying 
the needs of “Generation Clean”, consider 
the following steps: 

 • Cleaning vs. Disinfecting: When it 
comes to housekeeping, there’s a clear 
difference between the two. Cleaning 
does not kill germs, disinfecting – 
using chemicals – does. For this 
reason, make sure disinfecting plays 
an essential role in housekeeping 
moving forward. This includes using 
disinfectants in guest rooms and public 

spaces and when washing sheets and 
linens. Make sure your staff is supplied 
with proper personal protective 
equipment and following specified 
procedures to remain safe.

 • Make it part of your brand: No matter 
your hotel type, those that incorporate 
this into their DNA will eventually 
become synonymous with the higher 
standard of safety, security, and 
cleanliness necessary to attract this 
new generation of loyal guests.

 • Introduce a “Cleanliness Theater”: 
Cleanliness theater refers to visible 
cues provided to on-property guests 
that demonstrate you take cleaning 
seriously. Good examples of this 
include additional signage, staff 
regularly cleaning public areas, and the 
introduction of self-cleaning stations 
with hand sanitizer. 

 • Communicate a clean culture: In 
addition to making cleanliness part 

of your brand promise, you’ll want 
to highlight your unique “culture of 
clean” by leveraging the capabilities of 
your central reservations system and 
booking engine to make your property 
attractive to shoppers. Use social tags 
to call out special cleaning technologies. 
Share images and videos on your 
website that show your sanitization 
procedures in action and position your 
property as safe and germ-free. In-
room cleanliness or wellness-focused 
amenities will likely be well received in 
a more health-conscious era. This can 
easily be personalized, communicated, 
delivered, and automated with 
the help of customer relationship 
management (CRM) and service 
optimization solutions. Thoughtful 
in-room offerings can be translated 
into meaningful hands-off experiences, 
ensuring guests return to where their 
individual needs are known and met. 
And don’t forget to include all of this in 
your guest communications. Use your 
CRM to adapt pre, on and post-stay 
communications highlighting changes to 
your procedures and where guests can 
find any additional information. 

Learn more about “Generation Clean” 
in the upcoming Planning for Hospitality 
Recovery: Operations two-part eBook. 
Amadeus partnered with HOSPA and the 
Institute of Hospitality to conduct extensive 
industry research and create a framework 
for crisis recovery for hotel operations. 
And if you want to go beyond Operations, 
explore the other eBooks available in the 
same series with insight for Marketing, 
Sales and Revenue Management. 

Visit the Amadeus dedicated crisis 
management landing page for more 
tools to help your property: https://
www.amadeus-hospitality.com/crisis-
management-resources/ 

The new traveler segment with health and safety top of mind.

One area we know 
for certain that will be 
changed forever is our 
approach to health 
and safety. The way 
that travelers will book 
hotels will change, and 
hoteliers need to take 
note of this now as they 
prepare to welcome 
guests. Moving forward, 
marketing cannot just 
be focused on Baby 
Boomers, Millennials, 
or Gen Xers. Instead, 
we are welcoming 
‘Generation Clean’
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PULLING TOGETHER

Pulling together - 
positivity in the face 
of coronavirus

But while the seriousness of 
the current situation can’t 
be downplayed, amidst the 
gloom of the lockdown and 

all that means for hospitality, there are 
still inspirational and uplifting examples 
emerging from our sector. Be that fighting 
hard to both retain and pay staff, or 
revolutionising business models to adapt, 
displaying extraordinary agility and 
fortitude in the process; many hospitality 
businesses are rising to the challenge 
and doing all they can to respond to the 
situation in a positive way.

“Of course, not everyone has 
the capabilities to do so, with many 
businesses faced with no choice but to 
close, given the enormous strain caused 
by the outbreak. However, we want to 
champion those hospitality businesses 
that are managing to survive and, in some 
instances, even thrive – serving as an 

inspiration to all of us.
“If you know of any that you’d like us 

to highlight on our website https://www.
hospa.org/crisis-positive-news, then 
do please get in touch and we’ll look to 
include them – the more good news we 
hear the better!”

The Berkeley 

Knut Wylde and his team at The 
Berkeley in London are producing about 
350 meals a day for the drive-thru 
for the emergency services. It is fully 
operated by volunteers from across the 
hotel. On top of this, they cook another 
250 meals for the elderly and vulnerable 
in isolation and sheltered housing. They 
teamed up with Westminster Council to 
have these meals delivered to the front 
door of the individual.

Best Western

Best Western Great Britain is has offered 
15,000 hotel bedrooms and over 1,000 
meeting rooms to help the NHS and local 
authorities through the Coronavirus crisis.

The rooms are available for NHS staff, 
care workers, families, lower risk patients 
and the over 70s to help take the strain 
off hospital wards and allow clinicians to 
treat the most vulnerable patients.

The company said: “Every day counts 
now for people on the frontline of this 
crisis. We are serious about helping 
reduce the number of deaths.

Brewdog

The company started making hand 
sanitiser at its distillery in Aberdeen in 
response to the national shortage and 
since then, production has been running 
round the clock. 

The company said: “Since our plan 
came to light we have been blown away 
by the number of requests from those 
at the front line who have (or will soon) 
run short of sanitiser. We delivered free 
cases to Aberdeen Royal Infirmary’s 
Intensive Care Unit and are continuing 
to work with NHS Grampian. We are 
happy to say that we have now agreed 
distribution for keyworkers across 
the UK from next week and our own 
crew, plus we are also working with 
the NHS and a number of charities. We 
will be delivering free Hand Sanitiser 
to Aberlour, a charity working across 
Scotland to support vulnerable families 

Jane Pendlebury, CEO, HOSPA, said: “As an industry, we’re facing 
unprecedented challenges, with the impact of the coronavirus 
presenting an existential threat.
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PULLING TOGETHER

and The Archie Foundation, for their 
parent’s accommodation at Aberdeen 
Children’s Hospital.

“We have now packed & donated  
ver 50,000 units to the NHS and  
local charities.”

Crerar Hotels 

CEO Chris Wayne-Wills of Crerar Hotels 
has promised to pull the pints himself 
when he gives away 2,000 night stays 
to NHS heroes – to enjoy a luxury break 
after the lockdown.

Whitbread

Whitbread has donated over 27 tonnes 
of food to charity, the majority of which 
will be to food redistribution charity 
FareShare as part of its new partnership 
with the organisation. The food, which 
has been diverted as a result of the 
closure of its restaurants and is enough 
to provide 64,387 meals, most of which 
will be redistributed through FareShare’s 

nationwide network of thousands of 
frontline charities as they work to support 
those most vulnerable through the 
Coronavirus crisis.

Phil Birbeck, Managing Director at 
Whitbread Restaurants said: “We are 
extremely proud that we are able to 
act as a Force for Good through our 
partnership with FareShare by enabling 
us to donate food that would potentially 
have gone to waste, and that community 

groups and charities will benefit. This is 
an extremely difficult time for everyone, 
but we are so pleased that something 
positive is able to come from this as we 
continue to find ways to support our 
teams, our guests and our suppliers in 
unprecedented times.”

Strand Palace

Strand Palace, one of London’s most 
iconic hotels has announced it will be 
delivering free meals to the London 
Ambulance Service daily and will remain 
open to key workers only, as it closes its 
doors to the general public, due to the 
Covid-19 pandemic.

As part of the MealForce initiative, 
over 600 much needed meals for those 
on the frontline will be supplied daily to 
Ambulance control rooms across the 
capital including Barking, Bow, Croydon 
and Waterloo. They will be delivered 
by Steve Norton, Head of Transport at 
Adelie Food Group along with the Strand 
Palace team. 

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 based course 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 September 2020, to learn more contact us at education@hospa.org

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

STILL 

ENROLLING

“If you know of any 
businesses that you’d 
like us to highlight on 
our website https://www.
hospa.org/crisis-positive-
news, then do please get 
in touch and we’ll look  
to include them – the 
more good news we 
hear the better!”

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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FOODSERVICE PRICE INDEX

This is clearly positive news 
for food pricing, but with 
the Covid-19 pandemic now 
gripping industries across the 

globe in a lockdown, pricing is likely to 
become far more unstable over the next 
two to three months. 

Covid-19 continues to impact the Fish 
& Seafood category. A fall in demand 
from Asian markets has increased the 
availability of Norwegian salmon, and 
improvements in weather have also 
helped to create more stable pricing. 
UK fish markets continue to operate 
during lockdown, and March saw an 
increase in sales to France, particularly 
into supermarkets, who were struggling 
to find supply from elsewhere. This 
increase in sales to Europe seems 
unlikely to continue however, as relaxing 
of the rules for French fishermen will 

see the markets return to favouring their 
own domestic landings. 

The Fruit category has also been 
hit badly by the pandemic. March saw 
Europe’s fresh produce trade fighting 
to come to terms with the sudden, 
dramatic and complicated impact of the 
recent coronavirus outbreak. Importers 
and exporters faced great hurdles in 
accessing Asian markets, which would 
regularly supply the UK and Europe 
with large quantities of apples and 
conference pears. 

Logistical issues remain one of the 
biggest problems for supply from Asia, 
as shipping lines have responded to 
China’s slowdown by reducing capacity, 
causing a sharp decline in the availability 
of refrigerated containers. These issues 
however are not isolated to Asia, as a 
grounding of air freight across most of the 

globe has also caused a dramatic drop in 
the availability of exotic fruit. 

Elsewhere, the Meat & Poultry 
category has remained remarkably stable 
this month but is unlikely to stay so for 
long. The Meat industry is still adjusting 
to Covid-19 which, as with a lot of 
categories, is an extremely fast moving 
and volatile situation. On 24th March, 
a number of auction markets closed, 
leaving producers unsure if they would 
be able to sell their meat As a result of 
this uncertainty liveweight lamb prices 
fell sharply. The effects will also be hard 
to bear for meat processors who service 
the foodservice markets. 

The immediate and significant drop 
off in demand in the foodservice sector 
following the UK lockdown could mean 
processors are left with high stocks, and 
need to divert product elsewhere.

Virus to cause 
volatility in pricing
This month saw the Foodservice Price Index continue to fall, dropping 
into deflation for March. This is the first time the Foodservice Price Index 
has been in year-on-year deflation since it began. 

March saw Europe’s 
fresh produce trade 
fighting to come 
to terms with the 
sudden, dramatic and 
complicated impact of 
the recent coronavirus 
outbreak. Importers 
and exporters faced 
great hurdles in 
accessing Asian 
markets, which would 
regularly supply the UK 
and Europe with large 
quantities of apples 
and conference pears. 
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COFFER

Hospitality prepares a 
new trading landscape

Numerically the independent 
sector remains the largest 
segment of the market, with 
74,271 sites, almost two-thirds 

of the total. The future of those largely 
small businesses, alongside almost 41,000 
group-owned sites, is now under threat as 
a result of the COVID crisis.

That rate of decline is set to accelerate 
rapidly once the hospitality sector begins 
to reopen from July 4. Although the vast 
majority (96%) of business leaders in 
the pub, bar and restaurant industry are 
expecting a phased reopening, only a third 
(36%) believe they will eventually re-open 
all their sites for trading.

According to CGA’s latest Business 
Confidence survey, another third (32%) of 
business leaders are already anticipating 
the need to permanently close sites, with 
the remaining third yet to decide.

“Industry estimates of the scale of 
closures vary widely, from below 10% to as 
high as 30% of total sites. The challenge for 
business owners, directors and planners – 
as well as industry investors and suppliers 
– will be to understand not just how long 
the casualty list will be, but which will be the 
worse hit areas, what type of businesses 
are most under pressure and how individual 
sites will pivot to new styles of operation,” 
said CGA group CEO Phil Tate.

To help that process, CGA and 
AlixPartners will be increasing the 
frequency of Market Recovery Monitor 
(the renamed Market Growth Monitor) 
from quarterly to monthly once the market 
begins to reopen. The new service will 
map out developing recovery activity, 
highlighting the areas and types of 
operations that open up and return to 
business first, which are slower, and which 
might remain dormant, giving the industry, 
and individual companies and investors, 

greater insight to guide decision-making.
Graeme Smith, Managing Director at 

AlixPartners, said: “Many operators have 
got their tape measures out to assess the 
impact of social distancing restrictions 
on operations and capacity. Even with 
well-configured space, cover counts 
will be meaningfully reduced and may 
prompt further questions on whether it is 
sensible to reopen, or not, from a profit 
perspective. Location considerations will 
be another factor – it’s easier to foresee 
rural and suburban venues opening faster 
than those located in large city centres 
given there will be a significant period 
before offices reopen and footfall numbers 
return to prior levels, particularly where 
mass-transit is key for commuters.”

The latest Monitor includes figures up to 
the end of March and the COVID lock-down, 
providing a starting point and highlighting 
the parts of the market already in decline – 
and those that until now were growing.

In the last year, independently-
owned operations have borne the brunt 
of closures, while group-owned and 
operated pubs, bars, restaurants and 
hotels have grown in numbers, backed by 
corporate investment.

Numbers of independent food-led 
businesses, including restaurants and food 
pubs, fell 2.6% in the last year; drink-led 
sites, including pubs and bars, were down 
1.5%; and accommodation-led businesses 
numbers dropped 8.8%. In addition, the 
leased pub segment declined 5.5% over 12 
months to 19,376.

In contrast, group-owned and managed 
sites saw a 1.6% uplift in numbers to 21,461. 
Managed food pubs grew 2.2%, group-
owned full-service restaurants grew 7.6%, 
hotels were up 3.9%, bar numbers grew 
13.1% and even managed community pubs 
saw a 1.4% uplift in numbers. The exceptions 

were in the over-crowded casual dining 
market, which saw a 0.2% decline in chain-
operated sites, managed high street pubs 
(down 0.4%) and chain-owned night clubs 
(down 1.7%).

Phil Tate added: “While corporate-
investment has sustained growth 
programmes to date, the COVID crisis has 
thrown everything in the air. The question 
is whether the bigger corporate players will 
be best placed to emerge post-lockdown 
still in a relatively strong position? Will 
independents continue to struggle, or will 
it be the medium sized groups, especially 
in the casual dining arena, that will be 
squeezed the most?”

Monitor figures suggest that casual 
dining might be more vulnerable than 
other operations. The sub-sector, including 
independents as well as the branded 
chains, declined 3.1% overall in the year 
to March, and with its dependence on 
retail, business and urban locations may 
need longer to recover than other parts 
of the market. The strength of brands will 
be tested, and those with a multi-channel 
approach, including delivery and takeaway 
may be the best equipped.

Local pubs and restaurants have also 
been out of favour, with community pub 
numbers continuing to decline by 3.7% 
last year, the Monitor data shows. But with 
home-working continuing and consumer 
research pointing to the public’s inclination 
to return to local establishments before 
heading back to city and town centres, 
these businesses may have an opportunity 
to win back trade.

“How the overall hospitality market 
reopens will be dependent on a range of 
factors: Government timetables, support and 
continuing restrictions; the financial strength 
of individual businesses; wider economic 
and business activity; the creativity of 

Latest figures from the CGA AlixPartners Market Recovery Monitor show 
that at the end of March this year, the pre-lockdown number of licensed 
premises in Britain stood at 115,108, a 2.4% reduction on March 2019.
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The growing chasm in YOY 
comparison suggests that 
month-to-month performance 
measurement may be more 

reliable in tracking a rebound during the 
COVID-19 era, signs of which are slowly 
emerging out of China and suggestive 
that other global pockets are a month 
out from an eventual upswing.

As world cases of COVID-19 continue 
to mount, the travel industry is bearing  
a large brunt of the pain, especially when 
looking back on April, a month where 
many hotels remained shuttered to  
guests who, regardless, weren’t 
vigorously booking rooms.

Much of the world’s regions  
and cities remained in shutdown  
mode, which negatively impacted 
performance numbers. Gross operating 
profit per available room (GOPPAR) 
expectedly saw triple-digit YOY 
percentage drops across regions: U.S. 
(down 122.8%), Europe (down 131.9%), 
Asia-Pacific (down 124.1%), Middle East 
(down 115.3%).

The numbers were a trend that started 
in China in February, after the late-January 
Wuhan shutdown, and were carried 
forward like a contagion across the globe, 
showing no let-up.

U.S. Mood

Although many now, including President 
Donald Trump, are coaxing states to 
reopen, April was a lockdown month. 
Occupancy was anticipatedly abysmal 
and combined with an almost 50% YOY 
drop in average room rate, led to a 95.2% 
YOY decrease in RevPAR. The steep drop 
in rooms revenue, combined with basically 
zero F&B gain, resulted in total revenue 
(TRevPAR) dropping 95% YOY.

April was an especially brutal month for 
New York, the epicenter of the COVID-19 
pandemic in the U.S. Deaths from the 
disease spiked in the month; the good 
news is that new cases ebbed toward the 
back half of the month, a trajectory that 
continued through May. New York City 
hotels saw GOPPAR collapse to $-50.60, a 
145.7% drop over the same time last year.

According to the American Hotel & 
Lodging Association, some 70% of hotel 
rooms were empty across the U.S. as of 
May 20; this in addition to the thousands of 
hotels closed completely. For the hotels that 
remain open, operators have significantly 
scaled down operations by closing guest 
room floors and meeting spaces and 
suspending F&B outlet operations. While 
many variable costs have been removed, 

some fixed costs remain that are not 
impacted by fluctuation in occupancy or 
sales. As a result of scaled-back operations, 
total overhead costs were down 66.6% 
YOY, while total labor costs came down 
73.5% YOY. All undistributed expenses were 
down double-digit percentages YOY.

Cost savings, however, did not cushion 
profit. For the second consecutive month, 
GOPPAR turned negative to $-26.34, a 
122.8% YOY decrease and 107% greater 
than March.

European Scene

Like the U.S., Europe was deep in the red 
in April. In fact, the numbers were strikingly 
similar. In a propitious sign, new cases of 
COVID-19 are reportedly falling across 
Europe’s capitals as the European Union 
readies to reopen to tourists. (Europe’s 
tourism industry accounts for approximately 
10% of all EU economic output.) But that’s 
happening later this summer and had little 
bearing on April data, when countries 
remained on lockdown.

A sub-10% occupancy and 43% YOY 
drop in rate led to a 95.4% YOY decrease 
in RevPAR. TRevPAR was off 93.2% 
YOY amid a dearth of ancillary revenue 
combined with the absence of room sales.

COFFER

Signs of a hotel rally 
emerge from covid-19
The vertiginous drop in global hotel revenue and profit performance 
depicted in March data, continued its free fall in April, marked by 
dramatic year-over-year decreases across the operating spectrum, 
according to data from HotStats. 

management teams; and the willingness of 
customers to return,” added Tate.

Graeme Smith concluded: “Restarting 
a business into a market where demand 

levels are uncertain and significantly below 
previous levels is not sustainable without 
further support from key stakeholders and 
the Government. While the extension of 

the furlough scheme is welcome, operators 
will be working closely with their investors, 
lenders and landlords to help them 
navigate this crisis.”

HOTSTATS
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Despite total overhead costs coming 
down 59% YOY for the month, coupled 
with a 70.2% decrease in labor costs, the 
appreciable amount of lost revenue led to a 
131.9% YOY decrease in GOPPAR to €-17.80, 
a second consecutive month of negative 
GOPPAR and 113% increase over March.

Looking East to APAC

While overall Asia-Pacific numbers 
remained depressed in April, in China, 
some shoots of hope emerged.

APAC as a whole had a relatively strong 
occupancy story compared to other 
regions, reaching 20% for the month. Still, 
RevPAR was down 83.8% YOY, as average 
room rate was down 39% YOY.

TRevPAR also suffered, down 83.3% 
YOY amid heavy YOY losses in food and 
beverage, along with enervated ancillary 
revenue. A look to F&B revenue reveals an 

understandable downward slide, hitting 
$7.85 per available room in April, down 
86% from January.

Asia-Pacific’s expense story was similar 
to other global regions. Total overhead 
costs were down 51.3% YOY, while labor 
costs came down 49.5%. Utility expenses 
were down 54% YOY, a result of large-
scale energy not having to be consumed.

GOPPAR for the month was down 
124.1% to $-13.92, almost $3 more negative 
than in March.

Though Asia-Pacific as a whole 
displayed numbers indicative of the 
time, China, while still in a soporific state, 
is trending upward. For the second 
consecutive month, occupancy rose, up 
10 percentage points over March (though 
still down 44.5 percentage points YOY).

Across the board, key performance 
indicators saw incremental improvement, 
including TRevPAR, which showed a 73% 

improvement on March to $30.29.
GOPPAR, meanwhile, is slowly inching its 

way back to positivity. After a January that 
saw GOPPAR at $20.70, it turned negative in 
the ensuing months, starting with $-28.31 in 
February. However, each subsequent month 
has improved, with April GOPPAR clocking 
in at $-2.57—down 106.2% YOY, but a 90% 
increase from February’s GOPPAR total and 
75% better than March’s total.

Middle East Malaise

The Middle East had no such luck 
escaping profit pain in April. While 
occupancy hit close to 20% for the 
month, average rate was still down 32.8%, 
resulting in RevPAR decreasing 83% YOY. 
TRevPAR was down 85.4% YOY, while 
GOPPAR was down 115.3% YOY.

Ramadan (April 23-May 23) did little 
to improve hotel performance, as even 
partial easing during the holy month led to 
a spike in infections.

Meanwhile, a more dire picture is 
emanating from Dubai, where a recent 
survey by the Dubai Chamber of Commerce 
revealed that 70% of businesses in the 
emirate expected to close within the 
next six months. Dubai is one of the most 
diversified economies in the Gulf and hyper 
reliant on travel and tourism dollars. Within 
the survey, some 74% of travel and tourism 
companies said they expected to close in 
the next month alone.

In April, Dubai saw its GOPPAR drop to 
$-31.29, a 122% decrease over the same 
time a year ago.

Outlook

At this point, some four months into 
the pandemic, the deleterious and 
widespread impact of COVID-19 is now 
readily apparent. As such, it’s virtually 
obviated the need for yearly performance 
measurement. Improvement will be 
measured in baby steps, presenting 
a clear-cut case for month-to-month 
comparison, as the global hotel industry 
looks to build itself back up, one hotel 
opening at a time.

It’s not alone in the endeavor. While 
drive-to markets are expected to underpin 
leisure demand for the near-term, air lift 
recovery will be key to the global hotel 
industry’s convalescence. The question 
of—“If you open it, will they come?”—
hangs in the balance.

Profit & Loss Key 
Performance Indicators – 
Total U.S. (in USD)
April 2020 v April 2019
RevPAR: -95.2% to $8.81
TRevPAR: -95.0% to $14.40
Payroll PAR: -73.5% to $25.54
GOPPAR: -122.8% to $-26.34

YTD 2020 v. YTD 2019
RevPAR: -42.8% to $97.43
TRevPAR: -41.3% to $159.32
Payroll PAR: -22.7% to $74.28
GOPPAR: -67.7% to $32.62

Profit & Loss Key 
Performance Indicators – 
Total Europe (in EUR)
April 2020 v April 2019
RevPAR: -95.4% to €5.31
TRevPAR: -93.2% to €11.51
Payroll PAR: -70.2% to €16.35
GOPPAR: -131.9% to €17.80

YTD 2020 v. YTD 2019
RevPAR: -41.8% to €58.39
TRevPAR: -39.3% to €92.65
Payroll PAR: -22.4% to €41.67
GOPPAR: -74.1% to €11.26

Profit & Loss Key 
Performance Indicators – 
Total APAC (in USD)
April 2020 v April 2019
RevPAR: -83.8% to $16.17
TRevPAR: -83.3% to $27.35
Payroll PAR: -49.5% to $23.99
GOPPAR: -124.1% to $-13.92

YTD 2020 v. YTD 2019
RevPAR: -57.1% to $41.31
TRevPAR: -55.1% to $73.97
Payroll PAR: -27.6% to $34.50
GOPPAR: -91.3% to $5.01

Profit & Loss Key 
Performance Indicators – 
Total Middle East (in USD)
April 2020 v April 2019
RevPAR: -83.0% to $22.97
TRevPAR: -85.4% to $34.28
Payroll PAR: -52.3% to $28.57
GOPPAR: -115.3% to $-14.62

YTD 2020 v. YTD 2019
RevPAR: -39.7% to $77.44
TRevPAR:-40.1% to $133.23
Payroll PAR: -22.7% to $45.84
GOPPAR: -57.9% to $36.83



Upcoming Events

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

COVID-19 UPDATE
Due to the Covid-19 HOSPA live events have temporarily 
been postponed. We may still be able to run Innovations 
In Technology - Hosted by HOSPA and HMA - on 15th 
September. HOSPACE on 19th November will run as a live  
and virtual conference. Stay safe until we meet again and in 
the meantime, keep up to date on events affecting the sector 
with our blog. 

Manchester Central Convention Complex

The Annual Hotel Conference is a conference for hoteliers; 
individual, boutique, branded and consortium hotel owners, 
operators and managers segment of the industry. Joining 
hoteliers at the event are developers, architects, consultants, 
marketing and social media experts, investors, bankers, advisors 
and government agencies who all gather to learn, network and 
do business in a forum which deals with the issues of the day.

Annual Hotel Conference21-22
SEPT

HOSPA want to support the industry as much as we can in 
these challenging times and feel strongly that HOSPACE should 
go ahead as planned on 19th November. Therefore we are 
delighted to announce that HOSPACE 2020 will be a ‘Hybrid’ 
live and virtual conference. This means that we plan to run a 
reduced ‘live’ TV Studio type event with a socially distanced 
studio audience, while a simultaneous virtual event capturing 
the same content takes place online. We aim to run a similar 
programme to last years event, including plenary sessions as 
usual, with presentations and panel discussions. We will also 
run workshops with online break-outs for those attending both 
in-person and virtually. One of the core strengths of HOSPACE 
is the networking opportunities and we are looking at creative 
and new ways to facilitate as much interaction and networking 
as we possibly can, however you attend the event.

Further details will be released soon, but in the meantime 
please keep 19th November free.

HOSPACE 2020 
The ‘Hybrid’ Edition 
Live and Virtual Conference

19
NOV

Central London / On Line Event 
6.30 - 8.30pm

HOSPA and the HMA associations are delighted to host a joint 
members Networking event themed Innovations in Technology. 
The event will take place in Central London subject to Covid-19 
restrictions. Further details to follow.

Innovations In Technology15
SEPT

Online Webinar

BDO Finance Update, Breakfast Seminar. 
8.30 - 10.00am

Robert Barnard (Partner / Hospitality 
Leisure and Tourism) will set the scene 
on where he sees the market. He will be 
joined by fellow experts from BDO who 
will present on finance, corporate tax, VAT, 
employment tax, restructuring and debt. 

11
JUN

HOSPA COVID-19 WEBINARS 
While the lockdown continues the following  
events will take place online: 

Wednesday Webinar

HOSPA Legal Update - Furlough,  
Employee Rights, Redundancy Risks

The rapidly changing landscape and 
Government grants will be explained by 
our expert - Emma O’Connor. This will be 
an interactive session, so please send in 
questions to HOSPA@HOSPA.org or ask 
live on the day!

3
JUNE

Please visit Hospa.org for further details.
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HOSPA Annual  
Sponsors & Partners

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

HOSPA Charity Partners

HOSPA Partners
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HOSPA Sponsors



Save the date
Thursday 19th November

The Hybrid Edition
Live and Virtual Conference, 

further details to follow.

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

www.hospa.org  |  www.hospace.org
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