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Dear members,

The sun has got his hat on, hip hip hip hooray, the sun has got his hat on and we’re all on holiday. 
Well, not quite, but here at The Overview this month we have got our eye on London’s luxury 
hotel market, where rising asset prices are pricing out all but the most wealthy. As geo-political 
troubles grow in the oil-rich regions, more and more money will be seeking a safe haven and the 
rise looks set to continue. Turn to p16 for HVS’s thoughts on the matter. 

One alternative for those of us priced out of the luxury market - both guests and investors - are 
serviced apartments, a rising sector in the UK and one which Guestline’s Rupert Gutteridge 
reports on this month. 

If you’re just looking for a bite to eat rather than a place to stay - and the latest CGA Peach 
BrandTrack research suggests that you are - then where would you like to go? With the restaurant 
sector continuing to boom, there have never been more options for your three solid meals a day, 
with offerings from around the world just around the corner. The study found that 8.4% of those 
surveyed voted for Nando’s, which, when extrapolated across Great Britain, means 4.2 million 
adults. Fast-casual dining looks to be here to stay.

Finally, I’d like to draw your attention to a charitable event featuring a number of members of 
the hospitality community. This September will see two teams make a world record attempt 
on the highest game of cricket ever played - at the top of Mt Kilimanjaro, raising money for 
Cancer Research UK, Tusk and the Rwanda Cricket Stadium Foundation, with a target of 
£500,000. Your correspondent is also helping out as virtual scorer, technology allowing. Check 
out mtkilimadness.com for more details. 
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CARL WELDON

This month Carl Weldon takes on the mantle of 
roving reporter as he tours an array of industry 
events - from the Boutique Hotel Summit to 
HITEC.

In the past month or so I have attended a number of industry 
events, including: the BHA Hospitality & Tourism Summit, HITEC 
in the US, HOSPA’s Revenue Management Debate, the Boutique 
Hotel Summit and the Serviced Apartment Summit.

While the events themselves were in different locations around 
the world, similar viewpoints were heard which point to positive 
things for the sector. The industry is definitely heading for busier 
times, with STR Global showing a healthy pipeline of hotels and 
with greater scope comes greater responsibility and a sense of 
standing up for itself.

The sector is making its voice heard through the campaign to 
cut VAT (www.cuttourismvat.co.uk ) which has been picked up 
by The Sun (sign the petition here: http://www.thesun.co.uk/sol/
homepage/news/5724058/sun-campaign-to-cut-uk-holiday-vat-
to-five-per-cent.html ). Hopefully the involvement of a national 
newspaper will mean that the issue stops being seen as niche. 
As performance and scope increases, the industry is starting to 
invest – or starting again to re-invest in its technology solutions 
to compete with the online travel agencies and meet consumer 
expectations when it comes to fast free wifi. We are of course still 
a fractured industry in this regard but we are starting to get there. 

No sleep ‘til HOSPACE
HITEC experienced its highest ever attendance outside its 
traditional Orlando location in LA, with almost 5,800 delegates 
over its three days and over 500 exhibitors nearly all of whom 
reported doing excellent business this year. An interesting item to 
experience was Google Glass and how it may impact hospitality 
(see http://www.google.co.uk/glass/start/). Myself and Acting 
Chair Chris Upton both tried it out..but to find out more join in the 
IT Community review of HITEC on 22 September (for a preview 
see above).

The different segments of the sector are starting to become more 
pronounced and act as industries in their own rights. I went to 
events specifically for boutique hotels and serviced apartments 
– both events with a great attendance and agenda but two 
separate sets of attendees with very different agendas. 

The Serviced Apartment Summit event was packed with 
attendees facing a varying set of challenges, with segmenting 
not just on a product level but by average length of stay and 
whether they were consumer or B2B-led businesses. All were 
united with a similar set of technology challenges.

The serviced apartment sector struggles to enjoy the 
benchmarking which is now established in the hotel sector, due 
to a lack of data sharing. Consequently it is suffering with funding 
support not always forthcoming. Interestingly enough the STR 
Global data that is available in this segment shows some clear 
differences in trends to the current hotel trends – in terms of 
numbers but also regional and London.
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HOSPA’s Revenue Management Debate saw a great panel 
discussing the challenges for hotels in terms of Big Data  - how 
to use it and what its benefits may be. 

With Expedia reporting its investment of £360m in technology 
last year (without even owning a hotel asset) the challenge is 
there for hotels to analyse and learn from their own information 
and trends – and help limit how much they use the OTAs and 
the attendant cost. 

The theme was echoed at HITEC, in the CMO (Chief marketing 
officer) vs CIO (Chief Information officer) session. I was able to 
tweet a number of fascinating soundbites from Red Roof Inns, 
Schneider Company and Destination Hotels & Resorts - follow 
me @CarlWel for more in the future;

• Red Roof Inns’ CMO said that, as hoteliers we really have 
moved towards becoming publishers of content.

• They added that the more effort a guest has to put in to 
book in, the less loyal they are likely to be.

• Destination Hotels & Resorts’ CMO said that the group’s 
42-strong portfolio made her feel as though she had 42 
children but none of them had her last name. It was crucial 
to remain in touch with the guest throughout their stay 
- it’s where hotels can differentiate themselves from the 
OTAs. She added that guest wifi could be bundled into the 
room rate.

• Fittingly for a conference held in the heart of the film 
industry, John Lasseter, Chief Creative Officer of Walt 
Disney and Pixar Animation Studios, was quoted: "The art 
challenges the technology, and the technology inspires the 
art". Surely this must apply to hotels as well.

The importance of teamwork between CMO, CIO and indeed 
revenue manager was emphasised throughout the discussion. 

At the Financial Executives Exchange at HITEC I received 
my first real live copy of the USALI 11th edition – the Uniform 
System of Accounts for the lodging Industry – one of only three 
worldwide Management Accounting Standards. There are 
some key changes (not least of which is an ability for the first 
time to access a digital version of the now Blue Book). You will 
hear a great deal more about this new standard over the next 
few months (plus see last month’s Howard Field article - now 
available on the HOSPA website).

Key changes are:

• A combined F&B department.

• Two Top Level Formats – one for Operators and one 
for Owners.

• A new 5th Unallocated/Overhead Department for internet 
and telecoms.

• Average Rate NOT to include complimentary rooms – just 
rooms sold.

The 11th edition is also now part of HFTP’s Common Hospitality 
Accounting Practices Project (CHAPP) and database so you 
will be able to compare differences and changes in a number of 
different ways.

I felt time and time again through these events that here is an 
industry coming alive again, adapting itself and growing in some 
areas but struggling in others.

Wherever I went however I was most pleased to discover how 
many people were now well aware of HOSPA and HOSPACE – 
with great interest in our educational programmes especially in 
revenue management.

As I speak we are struggling with the knowledge that we are 
sold out for the ever popular HOSPA Quiz-  and in fact having 
to disappoint at least two late booking teams! Watch this space 
next month for the results!

The Overview would like to draw readers’ 
attention to last month’s summary of the 

Uniform System of Accounts for the Lodging 
Industry, written by Howard Field. The article 
was only intended as a guide to the changes 
from the Tenth Edition listed by the American 

Hotel & Lodging Association Education 
Institute on their website, and some of the 

comments made by Howard may have 
appeared to be from the AHLEI. Apologies 
from the Editor for any confusion caused. 

A revised version of Howard’s article is now 
available on the HOSPA website. Please 
click on: http://hospa.org/static/uploads/

uniformsystemofaccountseleventhedition.pdf
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 FM RECRUITMENT

How to get ahead in hospitality

Chris Denison Smith
Director, FM Recruitment

Hospitality has its own set of values and core skills. This article 
offers advice and insight into how to enjoy progress and variety in a 
hospitality career, with particular reference to roles in Finance, Revenue 
Management (RM) and Information Technology (IT).

You can have it in any colour... so long as it is black

If Henry Ford developed, produced and marketed the original Model T today, it’s unlikely 
dealerships would be swamped by demand. Today’s car buyers are so demanding and 
sophisticated, Mr Ford’s head would spin. In 2014 people buying a new motor want bucket-
loads of personalisation: paint, interior, extras. They insist on flexible payment options; yet at 
the same time demand immediate delivery. Oh, and everything has to be at the right price. 
Does this ring any bells with you? 
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What is Revenue Management?

RM is the art and science of maximising revenue under 
variable conditions. It is a management tool that has the 
objective of increasing sales revenues by manipulating 
the prices at which hotel rooms are made available for 
sale in relation to the current and forecasted demand.

This definition implies an array of skills necessary for a savvy 
revenue professional to get ahead in hospitality. An RM expert 
will need far more than number-crunching nous. He or she will 
need to be trained and confident in many of the traits of a typical 
marketing manager: 

●  An understanding of how markets work

●  A thorough grounding in customer profiling and how 
customers make purchase decisions

●  Market segmentation and how to do it

●  Positioning and the competitive landscape.

These skills are really just the ‘tip of the iceberg’ but serve to 
debunk a belief that RM is a cold world of spreadsheets. 

A one trick pony won’t win the race

Today’s hot-shot hospitality managers within RM, IT or Finance 
more generally are almost certainly ambitious people, but they will 
also be multi-skilled. 

Paul Pisani, SVP Hotel Development at Corinthia Hotels, believes 
that young executives just starting in hospitality need to be open-
minded:

“My advice to someone who is new to the industry is to grasp 
whatever opportunities come your way. It’s important to have 
operational experience but it’s also important to cover the 

investment, feasibility and marketing perspectives. Ultimately, 
after seeing as much as you can across various sectors of 
the industry, the complete professional is the one who takes 
experiences from all these different elements, and makes them 
his own. My advice is: don’t be too focussed and restricted in the 
early years, you want to see as much (of the hospitality industry) 
as possible.”

Those who pursue a career in IT will need an equally broad 
understanding of the business. IT touches almost all aspects of 
work within hotels:

●  Aspects of marketing, such as a brand’s digital presence, 
SEO and online asset management through to customer 
CRM and the importance Big Data will play in marketing.

●  The booking process from engaging with OTAs on 
technical implementation to a role managing the multi-
platform initiative alongside the marketing and brand team.

●  Customer experience from check-in/out to service delivery 

within the hotel (such as wifi, business services and even 
monitoring operations aspects such as heating and lighting), 

Where technology plays an increasing 
important role  

An IT professional will need to have a solid grasp of many 
functions within a hotel, and be able to build relationships with 
key functional heads. Long gone are the days when managers 
hid away in offices, isolated from the wider ecosystem that the 
modern hotel has become. 

Hospitality careers outside traditional roles

In the old days, to get your foot on the career ladder one became 
a chef, a front office manager or a food and beverage manager; 
these were the three fundamental starting points from which 
to begin a career in the industry. But hospitality now offers a 
hugely varied range of career options, and crossover between 
departments is encouraged. 

Michael Devereux, Director, Acquisitions & Development, 
Starwood Hotels & Resorts describes how the hospitality industry 
offers many career paths: 

“Looking at the global industry now there are lots of new very 
exciting jobs: marketing, PR, feasibility. Technology is a huge 
area. There are US universities specialising in hotel design. Asset 
management... it’s one thing opening a hotel but to manage that 
asset for the owner or operator is quite another. There are a lot of 
youngsters coming out of hotel school in Cornell (US) and going 
into feasibility and deals roles.”

One thing all hospitality insiders will agree on is that a hungry 
young executive will need to put in some graft — and be humble 
— if they are to claim top positions at leading brands. As has been 
covered in earlier articles, Millennials (also known as Generation 
Y) carry a sense of entitlement that may sometimes be perceived 
as arrogance. This attitude might be helpful in some aspects of 

If anything, hotel customers are an even more demanding lot! 
As customers have become increasingly sophisticated in their 
purchasing habits, so hospitality professionals have raised the 
bar to match them. Today’s hospitality professionals have refined 
the art of selling space and experiences. 

For this reason, those seeking high-flying careers in Finance, 
RM and IT within the hospitality sector must be multi-skilled, 
worldly and have a well-rounded understanding of the business. 

Revenue management = spreadsheets. 
Wrong

To a hospitality outsider RM might reasonably be considered 
‘a finance role’. But arguably RM is more closely aligned to 
marketing than finance. 
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aggressive career development, but Sinai Pedreschi, Director of 
Sales & Marketing at The Stafford London by Kempinski offers 
this measured advice:

“You have to work hard and very diligently. People want to run 
before they can walk; they want to be a manager immediately. 
It’s very important to earn your stripes so that when you’re at that 
certain level, you... have a maturity about how to deal with things. 
You don’t necessarily have to have worked everywhere, but you 
must understand that different departments have to work together. 
It is a team effort and you are only as good as your colleagues 
around you in those other departments.”

The implication behind the last part of this statement is that 
when looking for a new position to progress your career, it 
pays to have a deep understanding of a hotel’s wider workings. 
Operations, procurement, marketing, HR... Only that way 
can you take a measured look at the calibre of people in key 
positions. Are they going to be a help or a hindrance to you as 
you climb the greasy pole? 

Only as good as the team around you

Successful entrepreneurs often put their success down to the 
appointment of gifted, committed experts into key positions. When 
reviewing your next potential employer, ask to talk with managers 
across the business. Are these the sort of people you would 
recruit yourself? 

Measuring what you value and 
valuing what you measure 

 
A course to help finance 

managers support 

responsible business 

programmes and maximise 

resource efficiency savings. 

 

Date: 21st October 2014 (AM) 

Location: Oxford 

 

Making waste work for your  
business 

 
A course to raise 

awareness of the role that 

food waste prevention can 

play in an organisation and 

reducing the cost of waste.  

 

Date: 21st October 2014 (PM) 

Location: Oxford 

 

Single AM or PM session: £195 + VAT per delegate 

Both AM & PM sessions: £312 + VAT per delegate 

A 15% discount is available to clients of arena4finance, RHP, and members of HOSPA. 

 

To register, or for further information, please contact RHP on 0845 5913 635 or 

email info@rhpltd.net. 

Younger managers may find it hard to envision how their careers 
will pan out. There certainly is a long list of new skills to learn:

●  Confidence and ability in technical delivery 

●  The ability to train others and lead teams

●  A total dedication to the hospitality industry

●  Strong attention to detail, 24-7 

●  Ability to stay abreast of current codes of practice

●  Learning how to command respect within the hospitality sector. 

But while early-stage managers may be daunted by industry 
‘whitebeards’ who harp on about tough it is work in hospitality, 
Mohammed Al Nashwan, Chairman & Managing Director, HARTT 
Hotel Consulting sends them an upbeat message:

“Working in hospitality is a lifestyle, not a job. If you have the 
stamina to travel, to meet a lot of people, and always have 
an authentic and genuine smile then this career can be very 
rewarding. The beginnings are hard. It’s tough. But once you are 
in management, the rewards are high, well worth all the effort you 
put in at 20 years old!” 

Ambitious hospitality managers should heed this advice: keep an 
eye on the prize, work hard and enjoy the journey.
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 GUESTLINE

Guestline solutions maximise revenue 
streams in the rising apartment market 
Hospitality software providers, Guestline, have developed a portfolio of technology 
solutions aimed directly at the apartment market to help them manage their properties 
more effectively and maximise the amount of revenue they generate from them.

Guestline’s cloud based property management software - Rezlynx PMS - is currently growing revenues in apartments 
across the UK and is fully integrated into the Guestline distribution and central reservation platforms. Rezlynx 
incorporates full PMS functionality, including front of house, reservations, housekeeping, back office, sales ledger, 
billing and business analysis reporting whilst the Guestline Distribution Channel Manager delivers a solution to 
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maximise the yield potential of apartment stock by offering real 
time availability to all online sales channels.

Greater availability and increased consumer demand are 
driving the growth of the serviced apartment sector, according 
to the Association of Serviced Apartment Providers (ASAP). 
As a result, the need for software solutions to help apartments 
manage their portfolios more efficiently and profitably is also on 
the rise. 

Ideal for managing multiple properties, the combination of 
Rezlynx PMS and Channel Manager equips apartment vendors 
with a centralised property management solution that facilitates 
real-time head office management reporting, provides seamless 
cross-property bookings and manages live online reservations 
through a variety of online channels (including bookings from 
their own website, third party booking agents and the GDS) from 
one location.

With more people waking up to the benefits of serviced 
apartments - more flexibility, more space, a home away from 
home and great value – apartment owners need to ensure they 
have the systems in place to serve this growing market. 

Since installing an integrated suite of solutions at SACO – The 
Serviced Apartment Company, online bookings have doubled 
over the last year. The market leading serviced apartment 
vendor with over 30,000 stylish, serviced apartments worldwide 
(see above photos) has the following solutions: Rezlynx PMS, 
Distribution Channel Manager, Central Reservation System and 
PCI Manager.

Lesley Freed, CEO, SACO commented: "We have been hugely 
impressed with the Guestline solutions that we implemented. 
SACO online bookings have doubled in the last twelve months 
as a result of implementing Rezlynx PMS which has helped 
us maximise revenue streams in this competitive market. We 

were also pleased with the Guestline team - they are all clearly 
experts in their field and whilst it was a complex project because 
of the integration with Dynamics, they did a great job for us."

Other apartment vendors that have implemented Guestline 
solutions include Prestige, The Spires Serviced Apartments, 
Fountain Court, Town and Country and Base Serviced 
Apartments. 

Rupert Gutteridge, Sales and Marketing Director at Guestline 
added: "Serviced apartment vendors choose Guestline's PMS 
and channel management solutions as we can supply this 
market with fully scalable, next-generation solutions which 
help increase occupancy, room rates and RevPar. Between 
them, ASAP’s 73 members have opened 809 units so far this 
year - expected to reach nearly 1,000 by the end of 2014 - and 
everything points to even more growth in the coming years."

The rising popularity of the serviced apartment and extended 
stay sector was recently reflected in the Serviced Apartment 
Summit. Guestline exhibited at this innovative new b2b 
conference that was attended by over 300 delegates. Rupert 
hosted a breakout session on ‘Future technology, distribution 
and guests’ and added ‘this event gave us a great opportunity 
to meet some of the leaders in this sector to learn of their future 
plans and visions. 

Although the sector is growing fast and evolving at a rapid rate, 
the market is still in its infancy. An emerging trend that was in 
evidence is the requirement for vendors to invest in technology 
and the need for bespoke software solutions for the serviced 
apartments and extended stay market. Technology is going to 
affect the way operators run their properties, market and sell 
their inventory, communicate with their guests, and manage their 
revenue streams. It’s an exciting time for this sector which is set 
to grow and advance over the next 12 months.’
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 AVENUE 9

Avenue 9 launched

Avenue9 officially launched to provide bespoke, 
independent and seamless roadmap to greater 
IT efficiency for hospitality and leisure sectors, 
providing maximum ROI and allowing managers 
to concentrate on delivering first-class customer 
experience

A highly experienced IT solutions delivery company – 
specially designed to take the fear out of IT systems 
management in the hospitality and leisure industry through 

a clearly defined, seamless and independent bespoke approach 
to solving client IT challenges – has been officially launched 
across the UK and overseas to all sizes of operation.

Following a soft launch to ensure the highest standards of IT 
service delivery to the hospitality and leisure sectors, Newcastle-
upon-Tyne-based Avenue9 has been officially unveiled. Formerly 
part of the highly reputed Claritas Solutions Group of Companies, 

Avenue9 was the focus of a management buyout in December 
2013 by former Claritas employees Kevin Edwards and Philippa 
Witheat. 

Based on their extensive industry experience and market 
knowledge, the new company’s Managing Director Kevin 
Edwards and Sales and Marketing Director Philippa Witheat 
identified a key challenge common to many hospitality and leisure 
Finance and IT directors – namely, the need for a seamless 
and independent approach to managing a multitude of vendor 
relationships and disparate systems, often inappropriate to the 
nature of many hospitality and leisure operations.

“Avenue9 aims to assist in overcoming these challenges,” 
explained Edwards. “Through an independent approach built 
upon industry experience and market knowledge, we are in a 
position to consult upon, supply, manage and host any aspect 
of IT within the hospitality and leisure sector. Most importantly, 
this is underpinned not just by technical expertise, but a deep 
understanding of how hotels operate and the unique challenges 
they present.

 “We believe that it is the software vendors who are driving 

Pictured:  Avenue9 Founders Kevin Edwards, Managing Director; and Philippa Witheat, Sales and Marketing Director
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requirements and functionality in hospitality and leisure 
operations, rather than the vendors listening to operators’ 
requirements. With such a diverse marketplace, it is not the case 
of one size fits all. A 5-star spa, aimed at international travellers, 
is very different to that of a one-star operation focussing on the 
domestic market. This is where Avenue9 has excelled. We want 
to understand fully the nature of our clients, understand their inner 
workings and fundamentally comprehend how they operate. It is 
only once the process is complete that we are able to suggest 
and recommend solutions that will fit their respective businesses.

“In a hotel, for example, our IT solutions are designed to deliver 
services that enhance every customer touch-point – including 
reservations, in-room technology, EPoS (Electronic Point 
of Sale) and much more. Avenue9 solutions are delivered 
as a service with associated assurances of availability and 
performance, allowing managers to concentrate on delivering 
first-class customer experience which will, in turn, improve 
profitability. We work with clients to maximise existing 
technology investment and provide a seamless roadmap to 
efficiency improvement.” 

The ever growing portfolio of Avenue9 clients – including De 
Vere Village Hotels (urban resorts), Shire Hotels & Spas, 
Hotel Collection (formerly known as Puma Hotels), and the 
independently owned Crieff Hydro in Perthshire – bear witness to 
the success of the company’s approach to IT solutions delivery.

Nowhere is Avenue9’s hotel industry expertise more apparent 

than in the appointment of the company’s Hospitality Consultant 
Mark Jelley, who has worked in the hotel industry for over 30 
years and has an impressive history of implementing successful 
IT solutions. Prior to joining Avenue9, Mark was Senior 
Consultant at Deloitte Consulting, following spells as Director of 
IT at Principal-Hayley Hotel & Conference Venues, Director of 
IT at Malmaison and Hotel du Vin Hotels, and Business Analyst 
at Le Meridien Hotels & Resorts. In addition, Mark is a Board 
Director of HOSPA (Hospitality Professionals Association for 
Finance, Revenue Management and IT). 

A key area of Mark’s expertise is PCI: DSS (Payment Card 
Industry: Data Security Standard), required at all levels of 
hospitality and leisure businesses, which currently is one of 
the hottest topics in the hospitality industry; and a standard 
Avenue9 believes should not fundamentally change the way a 
business operates. “PCI isn’t expensive,” said Edwards. “It is 
about taking a measured approach to understanding risk and 
non-compliance, and provisioning a plan to implement controlled 
measures to mitigate risk and use the standard to enhance 
the guest journey. Avenue9 has already completed work in this 
vitally important field with a number of clients.”

Philippa Witheat summed up Avenue9’s chief objectives: 
“Avenue9 works with hospitality organisations to understand 
their business, understand their culture, and deliver seamless 
IT solutions that are handcrafted and delivered to the maximum 
return on investment, rather than advancing our own technology 
status in the industry.”

A leading end-to-end provider of best of breed business
solutions to the hotel and leisure markets worldwide

0845 094 2220

Cloud PMS - protel Air
On premise / Hosted PMS - protel SPE / MPE
CRS / Distribution
EPoS / Stock & Procurement
Business Intelligence
Spa & Leisure
Marketing Communications
Profit Optimisation

sales@xnhotels.com www.xnhotels.com

XN17173 - HOSPA 2014 ad v2:Layout 1  24/2/14  12:28  Page 1
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XN Hotel Systems 
release Serviced 
Apartment 
Management System

Xn Hotel Systems is delighted to announce the release of Xn 
Serviced Apartment Management System (“Xn-SAMS”), a fully 
integrated module used in conjunction with the protel MPE / SPE 
property management system, to meet the specific requirements 
of the serviced apartment and long stay residence sector.

Developed with input from its global client base, the Xn-SAMS 
embraces Xn Hotel Systems’ extensive domain expertise in the 
serviced apartment and residence sector supporting a diverse 
range of long stay guest management and related business 
processes.  

With over 200 installed serviced apartments across 24 countries 
for clients including: The Ascott Limited, Adina Apartment Hotels, 
Cheval Residences, Roomzzz  and House of Fisher, Xn Hotel 
Systems has established itself as a leading supplier to this 
important and growing market sector. 

The solution is provided as an optional add-on module for all 
Protel PMS users. 

Comprehensive long stay management and serviced apartment 
functionality includes the following key features:

XN HOTEL SYSTEMS

• Customisable billing periods, for flexible long stay contracts

• Configurable security deposits 

• Advanced tax invoicing 

• Deferred revenue accounting 

• Precise revenue recognition, spread over guest stay period

• Accurate forecast of business-on-the-books and related 
statistics 

• Calendar based daily, weekly and monthly rates 

• Multi-property sales inquiries and monthly rate quotations 
with daily splits

• Visual identification of gaps and termination periods 
between bookings

• Fully integrated with leading protel PMS functionality  

The Xn-SAMS is highly configurable to meet a wide range of 
specific requirements and workflows.

Greg Spicer, Chief Executive - Xn Hotel Systems, commented: 
“We have long recognised that the serviced apartment and long 
stay sectors of the lodging market are specialised and have been 
poorly served by standard PMS solutions. With the release of the 
Xn-SAMS module, Xn and protel can now offer a comprehensive 
integrated PMS solution for the growing serviced apartment sector“  
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Professional Development

Completed learners

We recognise that nurturing talent and building expertise is 
key for the future success and growth of your organisation.

Our courses are developed with credible content, rigorous 
assessment and recognised accreditation, meaning your 
investment in developing your career in finance or revenue 
management is in capable hands.

We are currently enrolling for the September 
2014 intake on the Financial Management 
and Revenue Management programmes.

Make contact with HOSPA today to find out 
how you can kick-start your career in hospitality.

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

www.hospa.org

Anne Alexander, Dubai Marriott Harbour Hotel & Suites

Aileen McKenna, Grand Central Hotel, Principal Hayley

Andreea Mihalca, Cambridge Belfry Hotel, Q Hotels

Anna Kobylnik, St Johns Hotel, Principal Hayley

Annika Kischkel, Vibrant Media Ltd

Charlotte Howell, The George Hotel, Principal Hayley

Chinthaka Periyapperuma, Jumeirah Madinat

Craig Burns, Moor Hall Hotel and Spa

Gavin Utting, Dunstan Hall Hotel

Jolanta Pieczulis, Jurys Inns

Laura Franks, Principal Hayley

Oliver Broicher-Azen, Sedgebrook Hall, Principal Hayley

Suzanne Howell, Grand Central Hotel, Principal Hayley

Svetlana Simcenoka, The Legacy Falcon Hotel

Tyronne Don Paul, Jumeirah Beach Hotel

Congratulations to the following members 
who have just completed the Finance 
programme and been awarded 
Associate Cert (FM) membership:

These members have all completed the 18-month Financial 
Management programme which is a flexible blended 
learning course aimed at aspiring hospitality accounting 
professionals who wish to gain the necessary knowledge to 
be able to manage a hospitality finance department. To find 
out more, please email education@hospa.org.
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LONDON TECHNOLOGY WEEK

London to become digital hub
Hospitality venues wondering which industries 
to target would be wise to focus on the 
technology sector, according to research 
released during London Technology Week.

A study by Oxford Economics, commissioned by London & 
Partners – the Mayor of London’s promotional organisation 
– found that over the next decade, London’s digital tech 

sector was expected to grow at a rate of 5.1% per annum, 
creating an additional £12 billion of economic activity and 46,000 
new jobs in the capital.

The report demonstrated how rapidly London’s tech sector is 
expanding and the increasingly important role that tech plays in 
the London economy.

Meanwhile, separate research by South Mountain Economics 
and supported by Bloomberg Philanthropies said that the tech 
and information sector in London, Southeast and East England – 
including Oxford and Cambridge – was growing faster than that of 
California. Its analysis also reveals that London is the world leader 
in financial technology, employing more workers in the sector than 
New York City and San Francisco Silicon Valley.

The Mayor of London, Boris Johnson, said: “Tech Week is a 
superb opportunity to hail the success of London’s tech sector, 
which despite only being in adolescence already makes a 
tremendous contribution to our economy and is outperforming 
our rivals around the globe. The tentacles of our digital army now 
spread to every corner of the capital and far beyond. We forecast 
that they will generate a whopping £12 billion of economic activity 
and 46,000 new jobs in the capital over the next decade.”

Sir Michael Moritz, Chairman of Sequoia Capital, said: “In Silicon 
Valley we are often too busy bathing in our private sunshine. But 

the change in London's technology climate has got us checking 
our weather apps. The weather alerts show that there will be 
plenty of opportunities to invest in technology companies based in 
London in the coming years – some of which will become global 
powerhouses."

Joanna Shields OBE, Chair of Tech City UK, said: “London is a 
digital powerhouse. In recent years the tech sector has played 
a crucial role leading economic recovery, accounting for 27 
per cent of new job creation. We are producing world-leading 
digital businesses, which in turn are fuelling wealth creation 
and employment. London is one of the fastest growing tech 
hubs and is proving its credentials as the location of choice for 
entrepreneurs to start and scale a successful digital business."
Sir Richard Branson, Pioneer-at-Large for Virgin Media Pioneers 
and Virgin Start Up, said: “The tech entrepreneurial spirit in 
London is thriving. Today, there are more great ideas, investors 
and working spaces across the city. It’s a great time to showcase 
the capital’s successes and opportunities to the global tech sector 
and demonstrate what London has to offer.”

Michael R. Bloomberg, Former Mayor of New York City, said: “Ten 
years ago, no one thought of New York or London as a competitor 
to Silicon Valley – but today, more and more tech companies 
are looking to our cities as places to launch and grow, because 
they offer such diversity, creative talent, and high quality of life. 
Tech companies thrive on data, and the new Center for Urban 
Science and Progress in London will harness the power of data to 
make London an even better place, just as NYU-CUSP is doing 
in New York. Bloomberg Associates is looking forward working 
with Mayor Johnson and his team to build on London’s tech 
momentum and create more jobs in the city.”

At last, an incentive for hotels, restaurants, coffee shops and bus 
stops to offer the elusive free wifi? 
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JON DEE
DIRECTOR, RISK & 

ADVISORY SERVICES, BDO

The Strategic Report and The Directors’ Report

Revised requirements that 
affect the "front end" of 
companies' annual reports 
became effective on 30 
September 2013. The result 
of this is that most UK 
companies must now prepare 
a strategic report, as well as a 
directors' report, within their 
annual report. This change 
was introduced to ensure the 
annual report communicates 
to shareholders how the 
business makes its money 
along with information on how 
the directors have performed. 
Whilst the changes are most 
marked for quoted companies, 
it is not just the largest 
companies that are affected. 
The requirements impact upon 
all UK incorporated companies 
including most hotel 
businesses to some extent.

Reasons for change

The 2008 financial crisis provoked 
considerable change in corporate 
governance and reporting. One aspect 
highlighted was the need for companies 
to report in a clearer and more coherent 
way, so that their activities can be 
more readily understood. There was 
a perception that the "front end" of 
companies' annual reports often did not 
provide adequate information on what 
they did, why they did it and, crucially, the 
risks that they faced as a result of those 
activities.

In the summer of 2013, the UK 
Government introduced revised 
requirements which, together with 
application guidance issued by the 
Financial Reporting Council (FRC), were 
intended to address these perceived 
deficiencies.

Whilst the revised requirements represent 
a relatively modest change in UK 
company law, they have had the greatest 
effect on companies that have a listing on 

an EU-regulated market, the NASDAQ 
or the New York Stock Exchange 
(quoted companies). It is hoped that their 
introduction will help to re-energise and 
refocus narrative reporting in the UK.

What has changed?

The changes are largely structural. 
Prior to 30 September 2013, the annual 
report of an unquoted company was only 
required to include a directors' report and 
the financial statements.

Quoted companies were also required 
to include a directors' remuneration 
report (DRR) and corporate governance 
statement in their annual report. 
For periods ending on or after 30 
September 2013, the annual reports of all 
companies, other than those that qualify 
for the small companies' exemptions, 
must include a strategic report in addition 
to the other elements previously required.
In terms of content, all companies 
benefit from the removal of a number of 
directors' report disclosure requirements. 
Quoted companies, however, have 
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become subject to some significant new 
disclosure requirements as a result of the 
changes.

Strategic report – all 
companies that are not small

All of the matters previously required 
to be addressed in the business review 
section of the directors' report must now 
be covered in the strategic report instead.
The strategic report should provide the 
readers of the annual report with a fair 
review of the company's business and 
a description of the principal risks it 
faces. The review should be balanced 
and comprehensive and, to the extent 
necessary for an understanding of the 
development, performance or position 
of the business, include analysis using 
financial Key Performance Indicators 
(KPIs). Large companies should also 
include non-financial KPIs in their 
analysis, where appropriate.

The review should, where appropriate, 
include references to and additional 
explanations of amounts included in the 
annual accounts (eg "exceptional" or 
other items separately identified on the 
face of the primary statements).

Whilst the Companies Act's requirements 
are set out as a prescriptive list, best 
practice will be achieved when the 
interrelationships between the matters 
described are drawn out in the strategic 
report (eg the review includes analysis of 
the effect of the entity's risks on its KPIs 
and business performance).

The strategic report is intended to 
be a separate discrete component of 
the annual report. Whilst the required 
information can be included by cross-
reference, this method should be used 
sparingly. Due to the nature of the 
information included in it, the strategic 
report will generally be positioned close to 
the front of the annual report.

The strategic report must be approved by 
the board and signed on its behalf by a 
director or the company secretary.
Strategic report – small companies
As was previously the case with the 
business review, companies that qualify 
for the small companies' exemptions are 
not required to prepare a strategic report.

Directors' report – all 
companies

All companies, including those that qualify 
for the small companies' exemptions, 
must still include a directors' report in their 
annual report. However, in addition to 
moving the business review requirements 
to the strategic report, a number of other 
directors' report disclosure requirements 
have been repealed completely, including:

• charitable donations; 

• the acquisition of own shares (by 
private companies); 

• asset values; and 

• the policy and practice on payment 
of creditors.

The explicit requirement to disclose the 
company's principal activity has also 
been repealed. For quoted companies, 
this has been replaced by the business 
model disclosure requirement but it is 
likely that other companies will need to 
include some description of what the 
company does in order to meet the more 
general strategic report requirements. It 
should also be noted that, for companies 
reporting under International Financial 
Reporting Standards, IAS 1 still requires 
a similar disclosure to be included 
somewhere in the annual report.

An option to "up-grade" directors' report 
disclosure requirements to the strategic 
report is available where the directors 
consider that information is "strategically 
important". This approach is most likely to 
be considered for:

• particulars of important events since 
the end of the financial year; 

• an indication of likely future 
developments; and 

• an indication of activities in the field 
of research and development.

Where directors choose to "up-grade" 
any information, the directors' report must 
state which information has been treated 
in this way.

The directors' report will generally be 
positioned further back in the annual 
report than the strategic report. There is 
no reason why it should not be positioned 
right at the back.

As before, the directors' report must be 
approved by the board and signed on 
its behalf by a director or the company 
secretary. The directors' report and 

the strategic report do not have to be 
approved by the same person.

Summary financial 
statements

The option to send summary financial 
statements to shareholders in place of the 
full annual report has also been replaced 
with a similar option to send the strategic 
report and certain supplementary 
material. However, as was previously the 
case, shareholders retain the right to ask 
for the full annual report and accounts.
Where this option is taken, the full 
strategic report must be sent to 
shareholders, including any information 
that is intended to be included in it by 
cross-reference to another part of the 
annual report. This is a key difference 
from the previous requirements where it 
was common for summarised excerpts of 
the business review to be sent along with 
the summary financial statements.

In addition, companies must also 
include certain specified supplementary 
information with the strategic report. 
This supplementary material includes 
information on the audit report and 
how to obtain a copy of the full annual 
accounts. For quoted companies, the 
supplementary material also has to 
include selected excerpts from the DRR. 

Unlike under the previous requirements, 
no formal financial information need be 
sent, although directors may include it in 
the pack if they consider it appropriate.

Implementing the 
requirements

Since the requirements have come into 
force for accounting periods ending on 
or after 30 September 2013, Finance 
Directors need to ensure that they are 
taking the steps necessary to collect the 
information required in good time for 
inclusion in the strategic report for the 
business. The requirements only set out 
the information that should be contained 
in the strategic report, not how it should 
be structured or presented. This provides 
companies with flexibility but also 
uncertainty when drafting the strategic 
report.  There has been some recognition 
of this uncertainty by the FRC and the 
guidance published Guidance on the 
Strategic Report goes further than simply 
setting out the required content- it also 
provides suggestions on the way it might 
be written.  This at least provides a helpful 
starting point for Finance Directors.
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London Luxury Hotels - 
can the market rise forever?

Christof Bertschi and Luisa 
Pott from HVS look at London’s 
seemingly unstoppable luxury 
hotel market.

London’s luxury hotels are amongst 
the most prestigious in the 
world and are the darlings of the 

hotel investment community. Market 
performance has gone from strength 
to strength over recent years. London 
continues to benefit from steady demand 
from leisure and business guests alike. 
It has been placed in the spotlight even 
more since hosting the Olympics in 2012. 
However, with the various proposed 
additions to London’s luxury segment, 
will the market be able to absorb and 
continue to grow at the same pace? HVS 
presents a study of the London luxury 
hotel market and answers the question by 
examining its hotel demand and supply 
characteristics, as well as investment 
market. 

Luxury Hotel 
Overview

Market Characteristics

Main source countries for the luxury 
hotels continue to be the UK and USA, 
which in some hotels make up to 70% of 
total bookings, closely followed by other 
European countries. Chinese travellers 
have experienced a great facilitation 
in travelling to Europe, owing to easier 
access to visas and the introduction of 
Unionpay terminals at the luxury hotels. 
Overall Chinese arrivals to London have 
increased by a compound annual growth 
rate of approximately 9% between 2002 
and 2012. As a nation with high net worth 
individuals, Brazil has been branded 
as the country to watch for increases in 
luxury travel. However, this trend has not 
materialised in the luxury London hotel 
scene as yet. 

The Middle Eastern market continues to 
strengthen, with a trend of bookings now 
also being made outside of the classic 
‘Arab Season’. In terms of the highest 
propensity to spend, the highest rated 
suite bookings and average length of stay, 

the Middle Eastern market is still leading 
the trend.

Current Supply

London’s luxury hotels tend to be 
concentrated in the following areas: 
Knightsbridge, Park Lane, Mayfair, and 
to a certain extent Piccadilly, Trafalgar 
Square and the Strand. 

Luxury hotels account for around 
12% of total room supply in London 
(approximately 14,900 out of 129,000 
rooms). Most major brands are present 
in London or are actively seeking 
development opportunities. The London 
luxury hotel market has recently seen an 
addition of several new hotels, amongst 
them are the following:

The 45 Park Lane, a sister hotel of the 
Dorchester and located opposite it, 45 
rooms, opened in 2011;

The Corinthia Hotel, 294 rooms, opened 
in April 2011 at Trafalgar Square;

The Bulgari Hotel, 85 rooms, opened in 
May 2012 in Knightsbridge;
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The Café Royal, 160 rooms, opened in 
December 2012 near Piccadilly Circus;

The London EDITION (Marriott’s 
lifestyle brand), 173 rooms, opened in 
September 2013 in north Oxford Street;

The Rosewood, 306 rooms, opened in 
October 2013 in Holborn;

Shangri-La, 202 rooms, opened 
partially in May at the Shard in 
Southwark.

Additionally, two established luxury 
hotels recently reopened after extensive 
renovation: the Savoy Hotel at the end of 
2010 and the Four Seasons Park Lane in 
early 2011. 

Development Opportunities

London has experienced a considerable 
increase in new supply over recent years. 
However, the market has shown to be 
resilient and even during the economic 
downturn luxury hotels managed to 
achieve high-rated business.

London is in strong demand from 
developers and every luxury hotel 
operator aims to have a presence in the 
capital. The majority of the international 
luxury hotel companies have managed to 
establish their brands in the city, however, 
there are still companies searching for 
opportunities. Particular interest was 
observed in recent years from two Asian 
luxury brands Shangri-La and Peninsula. 
Both have now managed to secure 
properties for their brands; Shangri-La 
at the Shard finally opened its doors in 
May and in a joint-venture Peninsula 
is developing a hotel and residences 
at 1-5 Grosvenor Place but with no 
communicated opening date yet.

Hotel Performance 

Despite the vast increase in supply that 
London has experienced in the recent 
years and its strong pipeline, the city 
appears to be still under-supplied in good 
quality hotels which is illustrated by the 
strong marketwide performance.

Overall performance in the luxury 
segment has seen a decline in rate as 
most hotels reached records in 2012 
during the period of the Olympic Games. 
The outlook for 2014 remains positive as 
year-to-date numbers are promising albeit 

there are a number of new hotels due to 
open which could have a negative impact 
on performance. 

The Importance of Food and Beverage 
Getting the restaurants, bars and 
banqueting concepts and positioning right 
are essential in the luxury category. 

Hotels have different approaches 
to food and beverage, as for some, 
the department is a strong revenue 
contributor and can account for almost 
half of total revenues. Generally 
speaking, most luxury hotels do not focus 
strongly on large meetings and events 
and therefore do not have extensive 
banqueting facilities (with the exception of 
the Dorchester and the Savoy). However, 
outlets and lounges can be very profitable 
and high profile restaurants and famous 
chefs can add value to the profile of the 
hotel. Traditional afternoon tea, which is 
available in all hotels, remains popular 
and generally very profitable. 

Profitability 

A comparison of London’s luxury hotels’ 
gross operating profit (GOP) margins 
indicates that profitability ranges 
typically between 40-45% for a stabilised 
operation. It should be noted that the 
hotels with high food and beverage 
contribution generally have a lower GOP 
margin due to the lower profitability of the 
food and beverage operations. Naturally, 
profitability for hotels that have recently 
opened and are still in a build-up phase 
tends to be lower. Essential for strong 

profitability are high room rates which are 
mainly driven by the suite performance. 
It should be noted that due to their 
prestigious (and expensive) locations, 
the ability to generate strong annual cash 
flows is expected from luxury hotels in 
order to justify the high acquisition cost, 
annual loan or lease payments. 

Hotel Investment 

Given the resilience of London’s hotel 
performance, as well as a generally 
strong appetite for real estate in the 
city, London remains one of the most 
desirable hotel investment markets in the 
world with strong interest from a cross-
section of buyers including private equity 
funds, REITs, institutional investors, 
private investors, Sovreign Wealth Funds 
and hotel operators. Between 2007 and 
2013, total hotel investment volume in 
London was €10.4 billion, which was the 
second highest globally after New York. 

A notable feature of the London hotel 
investment market has been the growth 
in the proportion of overseas investors, 
which increased from 46% in 2011 to 54% 
in 2013. Increasingly, there is interest 
from Chinese and other Asian investors 
as evidenced by the recent acquisition 
of the Marriott Grosvenor Square by 
Joint Treasure International Limited. With 
the Chinese economy cooling and the 
increasingly positive outlook for the UK 
economy, the number of Asian investors 
seeking to enter London is expected to 
continue to grow.    

Against the strong investor appetite for 
high-end London assets, the stock coming 
to market is very limited and it is not 
unusual for high-end assets to transact 
at sub-5% yields, with investors focusing 
on capital preservation. The limited 
stock has also led to investors looking 
beyond established hotels in traditional 
upmarket areas, such as Mayfair, towards 
development opportunities in regeneration 
areas such as One Nine Elms, as 
mentioned earlier, where Dalian Wanda 
is developing a £700 million mixed-use 
scheme that includes a five-star hotel to be 
operated under its Vista brand. 

Luisa Pott is a Senior Associate in the 
London office of HVS. Christof Bertschi is 
an Associate with HVS London.

For the full report, please visit HVS.com
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CGA PEACH BRAND TRACKER

Big eating-out brands get local welcome

Is the road running out for big restaurant and 
pub brands? The latest CGA Peach BrandTrack 
research suggests not. In fact, a sizeable 
proportion of the population would welcome the 
likes of Nando’s, Wetherspoons and Harvester 
opening closer to where they live.

The survey carried out in April asked the public if they could 
choose one eating-out brand to be more local to them, which 
would it be? Nando’s topped the poll, with Wetherspoon’s 

and Harvester coming second and third respectively. TGI Friday’s 
and Wagamama completed the top five.

In a free choice, 8.4% of those surveyed voted for Nando’s, 
with 7.6% going for Wetherspoon’s. That may not sound many, 
and does reflect the broad range of brands and concepts that 
the public picked out, but across Great Britain as a whole that 
equates to around 4.2 million adults wanting a new Nando’s and 
3.8 million waiting for a Wetherspoons. Another 3.2m would dearly 
love a Wagamama near them

On a regional basis, Nando’s was top choice in Scotland, the 
North West, West Midlands and the South East. Wetherspoon’s 
topped the vote in The North East, Yorkshire and the South 
West, while Harvester was top choice in Wales and the East 
Midlands. Toby Carvery won the popular vote in East Anglia, while 
Wagamama won it in London.

“Big brands regularly come up against councils and developers 
keen to keep them out,” commented CGA Peach vice president 
Peter Martin. “The public, however, generally have a more 
positive view. Although around 5% didn’t want any, large numbers 
welcome the reliability that branded chains bring. It’s about 
choice.”

CGA Peach BrandTrack provides unrivalled insight into consumer 
and brand metrics in the eating and drinking out markets. This 
data is based on a survey of 5,000 adults in April 2014. For more 
details, contact Jamie Campbell at CGA Peach on 0161 476 8375 
or jamie.campbell@cgapeach.co.uk. 

Brands that consumers would like more locally
(% if the adult GB population)
Nando's

Wetherspoons

Harvester

TGI Friday's

Wagamama

Toby Carvery

Bella Italia

Pizza Hut

Pizza Express

Frankie & Benny's

CGA Peach BrandTracker, April 2014

8.4%

7.6%

7.0%

6.6%

6.4%

6.3%

3.8%

3.6%

3.5%

3.4%
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MARKET REVIEW
MAY 2014

Outside London, in May South East hoteliers achieved a growth 
of 4.9% in gross operating profit per available room (GOPPAR), 
according to the latest data from HotStats. The UK provinces in 
general also saw growth for the 5th consecutive month.

Despite a drop in demand in May with occupancy going down by 
0.3 percentage points (77.4%), hotels in the South East managed 
to increase rooms revenue per available room (RevPAR) by 
4.3% thanks to a 4.7% uplift in average room rate (ARR). Total 
revenue per available room (TRevPAR) surged by 3.5% to 
£105.61 despite a 2.9% decrease in food and beverage revenue 
per available room. With operating costs rising, departmental 
operating profit per available room (DOPPAR) remained virtually 
flat (+0.2%). Overheads per available room also remained stable, 
which coupled with payroll declining by 0.6 percentage points led 
to a GOPPAR increase of 4.9% to £35.22.

In May, Glasgow hoteliers confirmed a great period ahead of the 
Commonwealth Games with TRevPAR and GOPPAR growing by 
14.1% and 27.6% respectively, according to the latest data from 
HotStats.

Occupancy reached 85.2% (+4.7 percentage points) while ARR 
climbed by 11.9% to £75.41 leading to an impressive RevPAR 
growth of 18.4% to £64.25. Similar movements were recorded 
in non-rooms revenues with meeting room hire per available 

room increasing by 17.0% and as a result, TRevPAR went up by 
14.1% to £109.81. Cost control helped to enhance the overall 
performance with a DOPPAR surge of 16.3% to £64.03. Despite 
a slight increase in overheads per available room (+0.6%), 
GOPPAR rose by 27.6% to £40.88 representing a gross profit 
conversion of 37.2% from 33.3% for the same period last year.
 
Chester hotels recorded positive year-on-year performances 
across all key indicators in May with TRevPAR and GOPPAR 
increasing by 7.3% and 24.2% respectively, according to the latest 
data from HotStats.

Hoteliers experienced a 12.5% increase in RevPAR driven 
primarily by ARR (+10.3%). With the exception of the Residential 
Conference segment rate declining by -5.2%, all other segments’ 
rates increased ranging from the lowest rate derived from Tours 
/ Groups (+17.9% to £54.44) to the highest rate derived from the 
Best Available Rate segment (+4.7% to £97.13). Despite the fact 
that travel agents' commission as a percentage of rooms revenue 
increased by 1.0 percentage point to 9.8%, rooms operating profit 
went up by 2.0 percentage points to 67.6%.

Mixed performances were achieved in non-rooms departments; 
TRevPAR surged by 7.3% to £111.76 but efficient operating cost 
control helped to boost DOPPAR by 13.1%. Despite overheads 
rising, payroll decreased by 1.6 percentage points and GOPPAR 
shot up by 24.2% to £32.77.

South East Surges: London Loses
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The month of May 2014
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The Calendar year to May 2014

The twelve months to May 2014

BRIEFING DATA 
UK Chain Hotels - Market Review

Currency: £ Sterling

Average Room Rate (ARR) - Is the total 
bedroom revenue for the period divided by the 
total bedrooms occupied during the period.

Room Revpar (RevPAR) - Is the total bedroom
revenue for the period divided by the total 
available rooms during the period.

Total Revpar (TRevPAR) - Is the combined
total of all revenues divided by the total available
rooms during the period.

Payroll % - Is the payroll for all hotels in the
sample as a percentage of total revenue.

GOPPAR - Is the Total Gross Operating Profit
for the period divided by the total available rooms 
during the period.

For more information please:

call +44 (0) 20 7892 2222
email enquiries@hotstats.com

visit www.hotstats.com
or follow us on Twitter and LinkedIn
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Members’ Events

Sept 16
HOSPA Finance Community USALI seminar 
Location: RAC on Pall Mall, London

The HOSPA Finance Community will be hosting a breakfast seminar to 
highlight the changes introduced in the new, updated Uniform System of 
Accounts for the Lodging Industry. Come along to discuss whether Version 
11 is "new and improved" or just different! How will you accommodate the 
changes in the way revenue should be recognised? Will you need to revise 
your reporting templates and your chart of accounts? What impact will it have 
on the readers of your management accounts and the results reported to third 
parties, for example management contracts and banking covenants? This 
seminar will aim to provide an overview of the USALI v11 to a wide audience 
including FCs, AFCs, FDs, Hotel Owners, Consultants and Bankers.

HOSPA has ordered 100 Blue Books into the HOSPA Bookshop for HOSPA 
Members and copies will be available at the event.

Register early to confirm your attendance as this is expected to be a very 
popular seminar.

Free to HOSPA members, £20 for non-members.

Sept 18
HOSPA Revenue Management Workshop - London
London Venue TBC - 9am

The HOSPA Revenue Management community are pleased to provide a 
HOSPA Revenue Management breakfast workshop.

Venue, speakers and topic will be confirmed in due course, please save the 
date in your diary!

To register early, please contact Jenny.Rose@Hospa.org with your details.

September 18, 19
Essentials of Distribution and Digital Marketing
London

The workshop introduces the distribution landscape for hotels, and the 
business models associated with each channel, including OTAs, MetaSearch 
and private accommodation re-sellers such as AirBnB. We provide an 
introduction to digital marketing introducing search engine optimisation 
(SEO), data analytics and pay per click (PPC) campaigns. Participants 
have the opportunity to work with case studies to evaluate channel cost and 
profitability and identify which channels to select to distribute inventory to 
optimise demand and profitability. 

Cost: £140 ex VAT per day reduced from £195 ex VAT for HOSPA members
To discuss your options, or request further information, please email ally@
revenuebydesign.co.uk  or call 020 7635 6810.

Sept 22
HOSPA IT Members' Meeting - Technology Trends in Hospitality 
including news from HITEC
London - 6:00pm to 8.30pm Venue TBC. 

Registration is necessary to attend. To register your place at this event, 
please email Jenny.Rose@Hospa.org with your details.

Sept 25
HOSPA Revenue Management Workshop - Regional

The HOSPA Revenue Management community are pleased to provide a 
HOSPA Revenue Management breakfast workshop.

Venue, speakers and topic will be confirmed in due course, please save the 
date in your diary!

To register early, please contact Jenny.Rose@hospa.org or call 
0203 418 8196.

Oct 21
Independent Hotel Show 2014
Olympia West Hall, London

Launched in 2012, the Independent Hotel Show has filled an essential gap in 
the market, connecting the highest quality suppliers with luxury and boutique 
hotel decisions makers from all over the UK.

Packed full of expert insight and advice, from informative business sessions 
to trend reports and new product and service showcases, the Independent 
Hotel Show is designed to be a one-stop business platform for the luxury and 
boutique hotel industry. 

The Independent Hotel Show will be returning with a number of new ideas & 
concepts in place we look forward to delivering another quality event for the 
independent, luxury and boutique hotelier.

Oct 21
Waste Prevention & Sustainability Training
Oxford 

We are delighted to provide a one-day training event in partnership with 
arena4finance and the Responsible Hotel Partnership (RHP) covering 
'sustainability for finance managers' during the morning and then moving on 
to cover 'waste prevention' in the afternoon.

Cost: single AM or PM session: £195 + VAT per delegate, both AM & PM 
sessions: £312 + VAT per delegate. 

A 15% discount is available to clients of arena4finance, RHP, and members 
of HOSPA.

To register, or for further information, please contact RHP on 0845 5913 635 
or email info@rhpltd.net.

Morning
Sustainability training for finance managers

Afternoon
Waste prevention training - making waste work for your business
“Hospitality businesses that maximise savings from responsible business 
initiatives have the full commitment of their finance team. This course 
provides financial managers with all the know-how they need to start 
maximising savings.” Debra Adams, HOSPA.
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HOSPA Sponsors 
& Patrons
Gold Sponsors include

Avenue9
Sky Business
Cardonet
ENER-G
EuroSite Power
Fourth
Global Blue
IDeaS – A SAS Company
WNS Global Services

Barclaycard
BDO
Capital Allowances Online Ltd
CHESS Partnership
CTB Accounts
Davidson Asset Management
Digital Alchemy
ETC Hospitality
First Data
4Sight Communications
FM Recruitment
Fretwell-Downing Hospitality
Guestline
HFTP
Hospitality Quality Consulting OG
HotStats
Infor
Infor | EasyRMS
Kerry Robert Associates
Keystep
Maxxton
m-hance
MICROS-Fidelio
PAR Springer-Miller
Portfolio International
Premier Software Solutions
PricewaterhouseCoopers
Rate Tiger
Rieo Communications

Servicing
your needs

Hospitality & Leisure

We provide  
sale, acquisition, 
valuation, rating, 

property and 
building advice.

Sponsor of the HOSPA Calendar
RMG Enterprise Solutions
Sabre Hospitality Solutions
STR Global
The NAV People
The Ritz Hotel, London
Verteda
Xn Hotel Systems 

HOSPA Partners
HFTP (Hospitality Finance and Technology Professionals)
Hotel Marketing Association
Hotel Technology Next Generation
Smart Report

HOSPA Education Partners
CIMA
Open University
Oxford Brookes University
Cornell University
HFTP

HOSPA thanks the following companies for being Founding Sponsors of our relaunch as HOSPA as an Association for Finance, 
Revenue Management and IT Professionals. These companies have enabled the development of the HOSPA brand, new 
members’ website and other facilities.

Beacon, Global Blue, BT Wi-Fi, Daisy, Amex, Fourth, Watson, Worldline, Farley & Williams.

Oct 30
HOSPA Finance Meeting
Venue: 55 Baker Street, London - Time: 8-10am

Join the finance community at HOSPA for a breakfast seminar run by BDO in 
the Auditorium at 55 Baker Street. In this comprehensive 90-minute briefing 
you will hear from experts in financial reporting and tax in the hospitality 
industry. We will be covering the latest devlopments in reporting requirements 
under UK GAAP, including the implementation of FRS 102, and we will review 
the key tax issues affecting our industry. To register early, please contact 
Jenny.Rose@hospa.org or call 0203 418 8196.

Nov 20
HOSPACE

HOSPACE is a one-day annual conference and exhibition hosted by HOSPA 
which is the UK's leading educational organisation for Professionals involved 
in Financial Management, Revenue Management and IT within the hospitality 
industry.

HOSPACE 2014 will enable UK and international delegates to get an informed 
and cutting-edge view from an international line-up of inspirational experts 
– all icons in their own field – about the latest key financial, revenue and IT 
management issues and developments; as well as the commercial aspects that 
connect these together to maximise profitability and create value. 

Highlights will be a line-up of top hospitality industry experts for the Leaders 
Panel, a top-level Finance Panel discussion; a thought-provoking Hospitality 
IT Debate; and a highly informative Revenue Management Debate. In 
addition, delegates will be able to benefit from HOSPACE’s popular, highly 
topical programme of hospitality industry specific educational workshops – all 
led by top specialists in their subjects.

As in past years, HOSPACE will be supported by a growing and increasingly 
influential exhibition of hospitality technology solutions – providing delegates 
with a ‘one stop shop’ to view and interact with the latest and ‘best in class’ 
technologies – covering all eventualities for any hospitality business, whether 
they be start-up, established independent, or multi chain-owned, operations.
For further information, please visit www.hospace.net.



HOSPACE is a one-day annual conference and exhibition hosted 
by HOSPA which is the UK’s leading educational organisation 
for Professionals involved in Financial Management, Revenue 
Management and IT within the UK hospitality industry.

HOSPACE 2014 will enable UK and international delegates to get 
an informed and cutting-edge view from an international line-up 
of inspirational experts - all icons in their own field - about the 
latest key issues and hot topics.

Highlights include:
 
‘Leaders’ Panel’
Comprising a line-up of some of the hospitality industry’s most influential 
Senior Executives and leaders who will be looking at present issues, trends 
and developments affecting all hospitality professionals and organisations.
 
In addition to the Leaders Panel there will be three main Community Panels 
and discussions focusing on the current hot topics of the day for debate in: 

• IT
• Finance 
• Revenue management

HOSPACE is also home to a leading exhibition of hospitality technology 
solutions – providing delegates with a ‘one stop shop’ to view and interact with 
the latest and ‘best in class’ technologies – covering all eventualities for any 
hospitality business, whether they be start-up, established independent or multi 
chain-owned operations.
 
Early booking is strongly recommended. For full event information please visit 
www.hospace.net

bookings@hospace.net
+44 (0)203 4188196BOOK TODAY www.hospace.net

Who should attend this event?
   
      Senior Hospitality Business Directors
   
      Hospitality IT Professionals

      Financial Controllers and Accountants

      Revenue and Distribution Managers
  
      General and Commercial Managers
•    Young aspiring employees wanting to develop their skills & meet with 
00 industry specialists

Thursday 20th November 
Sofitel London Heathrow, Terminal 5

BROUGHT TO YOU BY 

And all those interested in keeping up to date on innovations and trends in the hospitality 
sector and mixing with the experts!


