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A happy new year to everyone reading this as we careen into knowing, finally, 
how Brexit is going to look. By the end of this year we should have sovereignty 
coursing through our souls, one way or another and, with any luck, we will be 
able to think of Other Things.

Other Things which leap to mind is a Thing which will be a feature for the UK’s 
hospitality sector, whatever Brexit looks like; the War for Talent. If only one 
could joust for staff, but, despite the catchy title, the battle is likely to hit the 
coffers rather than being something we can all resolve by getting a black belt. 

According to JLL’s hotels team: “With the Brexit date looming, one of the key 
questions being raised is: ‘Where will all the staff come from?’ A large majority 
of people employed in the hospitality industry are from EU countries. The Office 
of National Statistics reported that the number of people moving to the UK from 
EU countries fell to its lowest level in 2017 and almost 93,000 vacancies in the 
sector were recorded each month on average, a position largely unchanged 
over the last year, according to the UK Labour Market Survey. 

“As a result, in an industry that relies heavily on people to deliver its products 
and services, the shortfall in availability of EU nationals in 2018 has pushed 
up the cost of attracting and retaining staff. This problem will only intensify 
in 2019.”

It is not, fortunately, all about more wages - training and acquiring skills are also 
a lure to staff. A cost, yes, but one which one where clever solutions can come 
into play. Talk to our Professional Development team for more information. 

I’d also like to take the opportunity to congratulate Chris Cowls, CEO at 
Eproductive, on his MBE. Chris has been a great source of wine and wisdom 
to this hack for many years and this recognition could not be more deserved. 
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JANE PENDLEBURY
New year, new team

Happy New Year to you all. So much has happened at HOSPA 
in January already - let me give you an update.

I believe the majority of The Overview readers know that Suzie 
Rose leaves us at the end of this month - she is going travelling 
around the Far East with a friend for a few months, and planning 
to end up in Australia where she hopes to find a job and stay for 
a year. Suzie has worked with HOSPA for nearly three years - 
so she has also had a busy January handing over. We all wish 
her well with her adventures.

As is so often the case when people move on, Suzie is being 
replaced by two people! 

Firstly, Jan Sullivan, who will be based in the Haslemere office. 
Jan will work closely with me to ensure the office and HOSPA’s 
membership and events run smoothly and efficiently. She is 
already a valuable asset to the team and she has fitted in well. 
I am looking forward to Jan keeping me organised and relieving 
me of some of the administrative work.

Secondly, many of you already know Caroline Leighfield. Caroline has 
worked with us over many years helping out with HOSPACE. She 
knows the hospitality industry well and understands all about HOSPA. 
Caroline will work part time and will look after everything related to 
HOSPA membership. Her IT background has enabled her to get stuck-
in from day one and is ironing out the last few ‘blips’ in our membership 
system and making sure all the interfaces and integrations are running 
securely and accurately. Caroline will ensure our membership data 
remains secure and up to date. I know that Caroline will do a great job 
and I am sure you will all notice the change. Having a single person 
focused on members will be of great benefit.

Alongside Jan and Caroline, Helen Marshall loyally works with 
us and our sponsors, whilst Helen Rhodes takes on many of 
the office based tasks - so we have a team of highly skilled 
professionals working towards a more powerful presence in the 
UK. We are a happy team - which I hope is obvious to you all.

This edition of The Overview covers the Professional 
Development Awards - a fine occasion at The Jumeirah Carlton 
Tower. This is the third year we have hosted this event as an 
afternoon tea - and we continue to receive very positive feedback. 
Thank you to all those that put people on our Finance and 
Revenue Management courses, and huge congratulations to 
all those who have completed the various stages of their study.

HOSPA’s professional development team is run out of our 
Wimborne office, ably led by Debra Adams. She and her team, 
Jane Scott and Gill Sommerseth, orchestrated the awards so 
we congratulate them too for producing such an inspiring event. 
Not only did we present awards to the highest achievers, we 
also heard the thoughts and opinions of a panel discussion, 
moderated by Debra. Harry Murray - HOSPA’s president, along 
with Liz Woodsell from Best Western, David Nicolson from 
Jumeirah and Roland Seddon from MRK Associates - who 
also sponsored the afternoon tea - discussed the challenges 
associated with employment in hospitality.

Finally, we are on the brink of announcing our plans for members’ 
meetings for the year. Hopefully by the time this goes to print, 
our calendar will be updated. I hope you will be impressed by 
the wide variety of topics we plan to cover during 2019.

HOSPA CEO Jane Pendlebury looks forward to a packed 2019
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HONOURS

Chris Cowls, Eproductive CEO, has been appointed a Member of the Order of British Empire (MBE) 
in the New Year’s honours for services to the Church and to charity.

HOSPA salutes Chris Cowls

Chris Cowls, Eproductive CEO, has been appointed a Member 
of the Order of British Empire (MBE) in the New Year’s honours 
for services to the Church and to charity.

Chris has been a voluntary non-executive director/trustee for 27 
years at St Martin-in-the-Fields , the iconic church on Trafalgar 
Square. He also has other voluntary roles including coordinator 
of the Hospitality leaders’ network, fiftytwenty. Additionally 
Chris is visiting professor at the School of Hospitality & 
Tourism Management at the University of Surrey.

Chris was appointed to the role for a three-year term in 2015. 
During that time he was involved in several projects including 
a major ESRC funded study on hotel productivity as well as 
teaching Hospitality undergraduates. The most recent work 
Chris instigated was on the impact of Brexit on hotel staffing 
which he and Professor Andrew Lockwood presented at 
HOSPACE in November 2017 and 2018.

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

Commenting on the MBE, Chris told us: ’I have been very fortunate 
in my hospitality career and it’s been good to give something back 

through volunteering in different ways, especially all the years I 
have been a non-executive director of the commercial activity at 
St Martin-in-the-Fields on Trafalgar Square. I received the news 
of my MBE appointment in a letter a few weeks before it was 
announced - it’s a great honour and one that I will always cherish’. 

Jane Pendlebury, HOSPA CEO, said: “Chris has created a 
remarkable networking event fiftytwenty for senior UK hospitality 
leaders - he ensures it’s success by keeping his involvement 
personal and constantly producing an amazing speaker for 
each event.

“Through his company Eproductive and their work with the 
charity sector, Chris and his team pioneered use of the Gift 
Aid scheme in charity shops, a programme that we are now 
all familiar with.

“His recent inclusion in the honours list is well deserved and he joins 
other ‘greats’ of the hospitality industry, such as HOSPA’s president 
Harry Murray and Springboard’s CEO Anne Pierce as MBEs.

“HOSPA is proud to have worked with Chris and Eproductive for 
many years. At our recent conference HOSPACE he expertly 
delivered some of his knowledge - from research - about the 
impact of Brexit on staffing in hospitality. It perfectly set the 
scene for the audience before Chis introduced a panel debate 
on Brexit lead by BDO and included KPMG, Watson Farley & 
Williams Lawyers and ETOA.

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

• Expert tuition and guidance from leading practitioners
• Up-to-date course materials and access to industry journals
• A convenient modular approach 
• Relevant and practical learning
• HOSPA Associate (Cert Revenue Management) membership 

of HOSPA on completion of the full programme

Introductory modules are available for those new to Revenue 
Management leading to modules designed specifically to enable 
learners to apply the techniques to every day practice.

Enrolling for March 2019, to learn more contact us:

Learn about Revenue Management with HOSPA

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

www.hospa.org

“The growth of tourism in recent years confirms that the sector is 
today one of the most powerful drivers of economic growth and 
development. It is our responsibility to manage it in a sustainable 
manner and translate this expansion into real benefits for all 
countries, and particularly, to all local communities, creating 
opportunities for jobs and entrepreneurship and leaving no one 
behind” said UNWTO Secretary-General Zurab Pololikashvili. 
“This is why UNWTO is focussing 2019 on education, skills and 
job creation,” he added.

UNWTO’s long-term forecast published in 2010 predicted 
the 1.4 billion mark of international tourist arrivals for 2020. 
Yet stronger economic growth, more affordable air travel, 
technological changes, new businesses models and greater 
visa facilitation around the word have accelerated growth 
in recent years.

International tourist arrivals in Europe reached 713 million 
in 2018, a notable 6% increase over an exceptionally strong 
2017. Growth was driven by Southern and Mediterranean 
Europe (+7%), Central and Eastern Europe (+6%) and Western 
Europe (+6%). Results in Northern Europe were flat due to the 
weakness of arrivals to the United Kingdom.

Based on current trends, economic prospects and the UNWTO 
Confidence Index, UNWTO forecasts international arrivals to grow 
3% to 4% next year, more in line with historic growth trends.

As a general backdrop, the stability of fuel prices tends to 
translate into affordable air travel while air connectivity continues 
to improve in many destinations, facilitating the diversification of 
source markets. Trends also show strong outbound travel from 
emerging markets, especially India and Russia but also from 
smaller Asian and Arab source markets.

At the same time, the global economic slowdown, the uncertainty 
related to the Brexit, as well as geopolitical and trade tensions may 
prompt a “wait and see” attitude among investors and travellers.

Overall, 2019 is expected to see the consolidation among 
consumers of emerging trends such as the quest for ‘travel to 
change and to show’, ‘the pursuit of healthy options’ such as 
walking, wellness and sports tourism, ‘multigenerational travel’ 
as a result of demographic changes and more responsible travel.

“Digitalisation, new business models, more affordable travel and 
societal changes are expected to continue shaping our sector, 
so both destination and companies need to adapt if they want 
to remain competitive”, added Pololikashvili.

ECONOMIC GROWTH
Tourism swells

International tourist arrivals grew 6% in 2018, totalling 1.4 billion according to the latest UNWTO World Tourism 
Barometer. UNWTO’s long term forecast issued in 2010 indicated the 1.4 billion mark would be reached in 
2020, yet the remarkable growth of international arrivals in recent years has brought it two years ahead.
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AWARDS

Recognising participants on the professional development 
courses in Financial Management and Revenue Management, 
the awards acknowledged the high level of aptitude displayed 
by individuals, awarding a prize to the standout learner in 
each of the three stages of both the Financial and Revenue 
Management courses, making 12 prize winners in all.

Sponsoring the event for the third year in succession was 
MRK Associates Ltd. MRK Associates is the leading Revenue 
Management/Pricing recruitment business in the UK with 
specialist consultants knowledgeable about the market and 
solely dedicated to finding the right people the right jobs.

MRK partners with the only sector specific job board in the world: 
www.revenuemanagementjobs.com

The awards also acknowledged the two 
‘Outstanding Overall Learners’:

• Maria Gutierrez Mondragon in Financial Management, who 
is an Accounts Assistant at Delta Norton Park Operations

• Kris Franklin in Revenue Management, a Cluster Revenue 
Manager for Amaris Hospitality

Maria Gutierrez Mondragon and Kris Franklin were both 
presented with a glass trophy and a complimentary delegate 
space at HOSPA’s prestigious annual HOSPACE2019 
Conference and Exhibition, to be held on 28th November 
2019 at the Royal Lancaster London Hotel. The awards 
were presented by Debra Adams, Head of Professional 
Development at HOSPA and Harry Murray, President of 

HOSPA and Chairman of Lucknam Park Hotel & Spa.

Maria and Kris were amongst 10 different learners who each 
received certificates and prizes for achieving the highest 
combined course work and examination scores during their 
studies in Financial Management and Revenue Management 
with HOSPA on courses completed in February 2018 and 
August 2018.

HOSPA recognised the highest achieving learners and ‘Outstanding  
Overall Learners’ amongst its 2018 course participants at the Annual Learner  

Awards Ceremony held at the Jumeirah Carlton Tower on 24th January.

HOSPA celebrates its outstanding  
learners and employers at annual  

Learner Awards Ceremony

Kris Franklin, Cluster Revenue Manager of Doubletree by 
Hilton London Chelsea and Doubletree by Hilton Coventry 
with Amaris Hospitality collects her award from Harry 
Murray MBE, President of HOSPA.

From Left to Right we have: Yan Zhang, Hien Nguyen, Amy Kimbel, Maria Gutierrez Mondragon, Antonio Sans, Kris Franklin, 
Dasline Muvwanga and Simon Leech

Sponsor
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The 10 2018 HOSPA Professional Development 
Learner Award Winners, who each received a 
certificate were as follows:

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

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

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

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

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

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

Revenue Management prize winners, 
completed in February 2018 were:
Level 1: Introduction to Revenue Management:  
Antonio Sans, Cluster Revenue Manager, LABTECH London Ltd

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

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

Revenue Management prize winners, 
completed in August 2018 were:
Level 1: Introduction to Revenue Management:  
Kris Franklin, Cluster Revenue Manager, Amaris Hospitality, Watford

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

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

Also honoured at the ceremony were two organisations 
for their outstanding commitment to education in 
the fields of Revenue Management and Financial 
Management. Glass trophies were each awarded to:

• Commitment to Education in Financial Management:  
Jurys Inn & Leonardo Hotels UK & Ireland, collected by 
Declan Gallagher, Group Management Accountant

• Commitment to Education in Revenue Management: 
Hoseasons

Declan commented on Jurys Inn & Leonardo Hotels award 
saying “It is a fantastic accolade to be recognised by HOSPA 
for the company’s commitment to supporting the development 
of hospitality professionals to achieve more within the industry. 
To be informed that we were going to be the recipient of this 
award for the second time in the last number of years was by 
far the icing on a very positive 2018. At Jurys Inn and Leonardo 
Hotels UK & Ireland, we are pleased as an employer to be able 
to assist the industry in ensuring people have the right skills and 
knowledge to further their careers within all facets of hospitality.”

David Groves, Head of Commercial at Hoseasons, says the award 
is well-deserved recognition for a company that is completely 
committed to the growth and development of its people.

 “As one of the country’s biggest providers of domestic holidays, 
we do everything we can to ensure our people have the skills 
and support they need to offer the best possible commercial 
advice to our owners,” he said, adding: “That’s why receiving 
this accolade from our partner HOSPA is so pleasing and why 
development of the next generation of revenue managers will 
continue to be such a vital focus for the Hoseasons business.”

Commenting on the award winners, Chief Executive Jane 
Pendlebury said: “Huge congratulations to our two outstanding 
learners and all our prize-winning highest achievers, who have 
each demonstrated outstanding commitment to their careers, 
combining study with demanding full-time roles in the hotel and 
restaurant industry. We are extremely proud of them.”

Jane also took the time to thank the host venue and award 
sponsors: “We are delighted to be at the Jumeirah Carlton 
Tower for the first time for this stand-alone event which has 
enabled us to showcase the professional development of the 
next generation of revenue managers and financial managers. 
Importantly, the event has also enabled our learners to network 
with industry leaders. We would also like to thank our sponsors, 
MRK Associates, for their continued support.”

HOSPA is enrolling now for the next intake and the deadline 
for enrolment is 1st March 2019 - for both the Financial 
Management and Revenue Management programmes. Both 
courses are available at three levels - Introductory, Operational 
and Strategic - each at a cost of £820 (ex VAT).

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

Maria Gutierrez Mondragon, Accounts Assistant at the 
Delta Norton Park Op Co Ltd with Harry Murray MBE.
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AGILYSYS

Executive Summary
The renowned Hastings Hotels Collection offers refined hospitality 
at each of its venues, which are spread across Northern Ireland. 
The hotel group recently opened its seventh location - the Grand 
Central Hotel Belfast - located in the heart of the city. Hastings 
Hotels Collections offers its guests tranquillity amidst some of the 
world’s most historic streets and the new property infuses glamour 
and grandeur with a uniquely Belfast spirit. Having partnered with 
Agilysys for more than 11 years, the team at Hastings Hotels was 
keen to ensure guest experience continuity at the launch of their 
newest location. The property is among the latest to include Visual 
One® as their property management solution for the hotel’s 300 
well-appointed rooms and suites.

“Visual One gives us consistency across all seven properties - not 
just from the user’s experience, but also the guest’s experience is 
seamless. We save time and labour costs with a familiar PMS tool 
that makes it easy for staff to keep business momentum. It’s the 
perfect fit.” Pamela Shaw, Group IT Manager

Challenges
While bringing their newest property online, the leadership 
team’s goal to excel in delivering quality, personalised service was 
challenged. They required access to individual guest profile data that 
would enable staff to personalise the guest experience. Hastings 
knew they had to get ahead of their prospective guests’ needs prior 
to the grand opening at Grand Central Hotel Belfast. Without this 
important staff insight, guests would not receive the same personal 
attention to which they had become accustomed. They also needed 
real-time data related to guest room inventory and availability. 
Hastings’ leadership knew that their property management solution 
(PMS) must interface with their existing web reservations and 
channel management tools to bring in the necessary real-time data 
if they were to deliver consistent guest service at their new Grand 
Central Hotel Belfast and not miss a beat.

Solution
The power of Hastings Hotels’ long-standing partnership with 
Agilysys and its Visual One PMS solution assures the most 
accurate guest room inventory and availability, something that’s 
vital for saving valuable staff time and delivering an exceptional 
guest experience. The enterprise-wide PMS integration simplifies 
digital management of travel bookings and gives Grand Central 
Hotel Belfast the distinct competitive advantage of providing 
seamless guest service.

Insights
Hasting Hotels has established itself as a brand that brings 
consistent guest service to each of its destinations. Having had a 
long-standing relationship with Agilysys, the group was firmly of the 
belief that the Visual One was the best choice for the Grand Central 
Hotel Belfast, making it the seventh location in the group to use the 
leading PMS solution. All seven properties now interact with one 
another via the property management technology, sharing guest 
profiles and enabling Hastings Hotels to continue its long-standing 
tradition of delivering five-star service. 

Staying abreast of technology while striking the right balance of 
providing personalised guest interaction, the use of Visual One 
data allows staff to customise experiences that make guests feel at 
home during their stay, adding a personal touch that encourages a 
return visit.

“Not only can we cross-sell between our properties because we have 
the insight between locations, but we can use that insight to identify 
when a guest is planning a stay at our new Grand Central Hotel 
where we may not yet have their favourite brandy. This advance 
knowledge allows us to be proactive and make sure that guest will 
have the same experience as they have everywhere else in the hotel 
group, even though they’re staying at a property that’s entirely new 
to them. It’s about creating that consistent experience in an inviting, 
welcoming atmosphere,” Pamela Shaw, Group IT Manager.

Grand Central Hotel Belfast sets the
standard for inspired guest service
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EHOTELIER

David Lund identified the top 10 interview questions for  
a GM about the hotel’s finances and the best answers

Final countdown

Interviews are tricky, for both the candidate and the interviewer. 
A GM’s job interview is a challenge for the incumbent because 
they need to be ready for just about anything. This is especially 
true as it relates to the financial picture of the business as seen 
through the interviewer’s eyes.

The opposite is also true as many times the person doing the 
grilling does not have a broad base of experience relating to the 
daily inner workings and nuances of the hotel world. Here is a 
list of common questions and good answers you can ask the 
person doing your audition.

1. What makes you qualified to be the person 
in charge of the financial direction and 
health of my hotel?
This is a wide open and leading question. Wide open because 
the health of the hotel is like your body and every inch counts 

and needs to be properly looked after because it all adds up. 
Leading because it’s designed to catch up the fair weather GM’s 
that think the finances are the Controllers baby. The best answer 
here is: as the GM, my job is to lead all aspects of the hotel. The 
finances are what I consider to be one of the three pillars of our 
business. The guests, the colleagues, and the money are all that 
I come to work to manage every day.

2. Who in your opinion is ultimately 
responsible for the finances in this hotel?
Again, this is a leading question. The inexperienced answer 
is: the Controller or Director of Finance is responsible for the 
numbers since they run the accounting department and produce 
the financials. The correct answer is: as the General Manager I 
am ultimately responsible for all aspects of the business and in 
this case “especially the numbers.”

About
Hastings Hotels operates Northern Ireland’s finest destination hotels. 
The hotel portfolio has expanded over the past 50+ years to include 
seven luxurious properties, each with their own distinct character. 
Every property offers guests an impressive venue choice; above 
the glittering city lights, located amidst breath-taking scenery or on 
a world-famous golf course. Lavish rooms and suites make each 
location in the portfolio an unforgettable experience for guests. 

ABOUT AGILYSYS
Agilysys has been a leader in hospitality software for more than 
40 years, delivering innovative guest-centric technology solutions 

for gaming, hotels, resorts and cruise, corporate foodservice 
management, restaurants, universities, stadia and healthcare. 
Agilysys offers the most comprehensive software solutions in the 
industry, including point-of-sale (POS), property management 
(PMS), inventory and procurement, payments, and related 
applications, to manage the entire guest journey. Agilysys is known 
for its leadership in hospitality, its broad product offerings and its 
customer-centric service. Some of the largest hospitality companies 
around the world use Agilysys solutions to help improve guest 
loyalty, drive revenue growth and increase operational efficiencies. 
Agilysys operates across North America, Europe, Asia-Pacific, 
and India with headquarters located in Alpharetta, GA. For more 
information visit Agilysys.com.
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3. As the GM what is the most important 
thing you will do to ensure the hotel is a 
financial success?
This is a pinpointed question and there are several good 
answers. The one that I like the best is: as the GM, my job is 
ultimately to ensure each department in the hotel has their 
financial plan. I am also responsible to ensure the plan is 
executed on a consistent basis with a high level of success.

4. What exactly does each hotel department 
head need to do to be successful with their 
financial plan and how will you ensure this 
happens during your tenure?
This is a vision and planning question. You already laid out the 
vision for the departmental finances in your answer to question 
3, and the best plan is to ensure each manager is trained to F 
TAR W on a consistent monthly basis. That is - Forecast, Track, 
Adjust, Review and Write. For my complete F TAR W recipe 
read my article at http://hotelfinancialcoach.com/f-tar-w-the-
secret-recipe-for-creating-financial-leadership-in-your-hotel/

5. Under your tenure as the GM,  
what are each manager’s financial 
responsibilities?
This is a wide-open question that cries out for a crackerjack 
answer. Exactly what is it you will be asking each leader to 
accomplish with their financials? The best answer is: there 
are sometimes three things, but always at least two for which 
each manager is accountable to me. These are departmental 
revenues in some cases, but always their payroll and expenses. 
The answer is simple, but most people miss this because they 
don’t see the effective strategy of having each person on the 
team charged with their own piece. Many fumble this one with 
mumbo-jumbo about the Controller and director/divisional 
organisation; the simple and effective method and the response 
is if someone does the schedule or orders the supplies for their 
area, they are the ones with whom we will organise and create 
agreements on the necessary financial responsibilities.

6. What will you do when you have a 
bad month and miss the forecast?
This is a great question and one that you should expect. We will 
all have months when we miss the forecast; that’s just part of 
the game. But what will you do when you screw up is a tough 
question to answer. The most effective response is: learn from 
what didn’t work, analyse the areas where we missed, examine 
why and determine what we can do going forward so as not to 
repeat the same mistakes. There will always be challenges to 
overcome and learning from our mistakes is the best answer. 
Skip the Trumpesque answer that we never miss a month or 
get captured (sorry I could not resist).

7. What are your thoughts  
on managing and measuring  
flow thru?
This is a very technical question, but it’s easily handled if you 
understand and utilise the concept. A super answer is: it’s 
always our focus to maximise profits when revenues are higher 
in the current period compared to the last and focus on retention 
when revenues are lower. Each area should have a detailed 

plan for their payroll and expenses as well as utilise a monthly 
flow-thru analysis to determine exactly where costs are higher. 
With this information, we can take the appropriate actions going 
forward to ensure we don’t repeat the same missteps. The 
answer shows you know how to analyse the variances with the 
flow-thru concept and most importantly how to manage into the 
next month to continually get better.

8. Can you tell me your  
specific ideas on controlling  
payroll in the hotel?
These guys are tough and it sounds like they are really trying 
to nail you down, but again if you know your stuff the answer is 
right in front of you. Each department must have an approved 
staffing guide and formula in my hotel. An approved list of fixed 
positions by department and a formula for determining variable 
payroll should be provided based on rooms occupied or cover 
counts in rooms and F&B. From this, a weekly schedule is 
produced that revolves around measuring productivity with 
the goal of always making or beating the monthly productivity 
targets. Wow - I think you just got the job!

9. How do you go about  
writing an effective monthly  
commentary that the owners  
will find useful?
This question is calling out your understanding of the 
“full disclosure principle” as well as your broader leadership 
philosophy. The seasoned answer falls off the W (Write) in 
#4. The commentary serves three main purposes to help 
your hotel move forward:

• To tell the stakeholders what you see coming in their 
business that the financial statements cannot reveal like: 
competition, impending regulations, capital issues, human 
resource challenges, etc.

• It’s an incredibly effective way to let your stakeholders 
know you’re on top of the many challenges you collectively 
face, and you use these current variances to plan and 
manage future activities to mitigate negative impact and 
capitalise on the positive.

• By having your management team participate in the 
creation of the commentary you ensure that the future 
direction and challenges of the business are being met 
in all areas by your team.

10. As the GM what  
would be your personal  
leadership style?
This is a wide-open question that gives you an opportunity to 
demonstrate how you see your role and what you will bring to 
the table during your tenure, should you get the job. I think a 
great answer goes something like this and it’s two-fold. One, 
my belief as the GM of the hotel is that leadership is about 
developing my team and communicating the wants and needs 
of all stakeholders. This is done while continually moving the 
business forward. Secondly, leadership in a hotel is about 
knowing that all three pillars of the business are equal. We all 
come to work every day with a high level of enthusiasm and 
energy all the while knowing that the job is never done, and 
things will never be perfect! Sounds great right?

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 General then EBSCO

With full text coverage of thousands of business magazines, journals, trade publications, 
newspapers & newswires, SWOT analysis, market research reports, country economic 
reports, and company profiles, BSC+ serves your day-to-day business research needs.

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

Company Information   |   Industry Reports   |   Country Economic Reports

The Most Comprehensive  
Collection of Premium Business  

Information from Leading Publishers

™

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

The Italian government has approved a new tax in Venice which will see 
visitors charged up to €10 to enter the city, as popular destinations take more 
draconian measures to try and control numbers, reports Katherine Doggrell

Overtouristed cities  
look to levies

Plans for the new tourist tax in the city were passed in Italy’s 
budget, with visitors paying up to €10 per day, depending on 
the time of year, replacing the existing bed tax. The charge was 
likely to be included in the cost of visitors’ bus, train or cruise 
ship tickets and then passed onto the city authorities. The city 
believed that the new tax could bring in between €40m and 
€50m, which could then be used to restore the city’s monuments 
and contribute towards its cleaning fees, but had yet to decide 
how the new tax would be applied.

The historic city, which has a population of 50,000 citizens, 
attracts around 25 to 30 million foreign visitors per year, 
according to the Italian tourist bureau. Less than a third of 
them stay overnight in Venice. The tax will target these kinds of 
tourists, many of whom arrive on cruise ships, which flock to the 
canal city year-round. According to Statista, 1.4 million cruise 
passengers on hundreds of ships came to Venice in 2017.

The city’s mayor Luigi Brugnaro said: “From today, the 
disembarking tax in the historical centre of Venice is law. This 
will help us to better manage the city, keep it clean, and offer 
visitors better services.”

Claudio Scarpa, head of the Venice hotel managers’ association, 
said: “Whoever visits from morning to evening, contributing just 
a tiny amount to the revenue from tourism, but imposing costs 
on our services, must understand that it’s not all there for free.”

Tourists already pay a similar landing tax when they visit Italy’s 
Aeolian Islands.

In Edinburgh, the city is also looking to control the influx of 
visitors and take some of the strain of services, with the city 
council pushing for a bed tax and made claims that it is closer 
to achieving its goal, which must be approved by the Scottish 
government. A consultation on the proposals found 85% of the 
public and 51% of accommodation providers strongly supported 
the plan, with most respondents (47%) saying the charge should 
be a flat rate per night.

Adam McVey, City of Edinburgh Council leader, said: “Once 
again, we are finding that there is a huge swell of support for a 
tourist tax in Edinburgh with residents and all types of business 
backing a scheme that is fair, sustainable and one which would be 
reinvested into the ongoing success of our tourism and hospitality 
industry and the services which matter most to local people.

UKHospitality refuted the claim by City of Edinburgh Council that 
accommodation providers in Edinburgh support the introduction 
of a tourist tax. 

William Macleod, UKHospitality Executive Director for Scotland, 
said: “UKHospitality is concerned at the assertion by City of 
Edinburgh Council that 51% of accommodation providers in the 
city are supportive of a tourist tax or transient visitor levy (TVL) 
being introduced in the city. UKH is in no doubt that the vast 
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majority of accommodation businesses in the city (including 
hotels, serviced apartments, B&B’s, hostels and self-catering 
properties) are opposed to a TVL. This is clear from among the 
independent operators and larger chains in UKH membership 
and from the membership of the Edinburgh Hotels Association.

“The Council fails to make clear that the survey response refers 
to 87 of the 170 accommodation businesses that responded 
to the council’s survey and representing, respectively, 4% 
and 8% of the city’s accommodation businesses. It would be 
helpful if the Council made clear which types of accommodation 
businesses have responded. This is an important point as, 
unlike the larger hotels and accommodation businesses, a 
significant number of smaller accommodation businesses in the 
city make no contribution to public finances through business 
rates (being exempt under the Small Business Bonus Scheme) 
or VAT (as they trade below the annual turnover threshold of 
£85,000) and have less to lose if consumers are saddled with 
a further and uncompetitive tax.

“UKH opposes the introduction of a TVL in Edinburgh, or for 
that matter anywhere in Scotland, primarily on grounds of 
price-competitiveness. The UK is one of only three EU countries 
which do not apply a reduced rate of VAT to accommodation 
and tourism services (on average, the rate of VAT on 
accommodation in the EU is around half of that in the UK). 
Moreover, while it is true that many EU countries do impose 
some form of tourist or bed tax, this is done against a much 
lower rate of VAT. To impose an additional tax on visitors to 
Edinburgh and Scotland is potentially damaging to tourism and 
fails equitably to compare the competitive position.

“Our visitors are price-sensitive and it is naïve to assume that 
any additional tax will come without cost have no effect on 

visitor behaviour. Using robust academic studies of tourism 
price-sensitivity and data from a survey of visitors to Edinburgh 
conducted over the Autumn of 2018, UKH has estimated that 
the annual negative economic impact which will arise from the 
imposition of a TVL at £2 per room, per night will be in the region 
of £175m - £200m in Scotland (£44m - £94m in Edinburgh) being 
far greater than the amounts expected to be raised by a TVL.

“The Scottish Government is in the midst of conducting a 
national discussion on TVL and has been clear that is has 
no plans for the introduction of any such tax on consumers 
(which will be payable by residents of Scotland as well as 
by visitors to the country). Instead of pushing ahead with its 
proposals for the introduction and administration of a TVL the 
City of Edinburgh Council would do well to await the outcome 
of the Government’s deliberations on the principle of such a 
tax which, if to be taken forward, will require clarification of 
many unanswered questions, primary legislation, and formal 
consultation which will, hopefully, take more account of the 
views of an industry which understands its consumers than 
has the City Council.”

Venice and Edinburgh are not alone. Barcelona and Amsterdam 
have limited hotel development and the sharing economy and 
in the UK, Bath is also looking at a bed tax. The risk here is 
that such measures will mean a wholesale rejection of visitors, 
rather than looking to focus on the higher-paying guests, such 
as the business market. Coach trippers and cruise visitors 
contribute less to the overall economy and should face extra 
charges, is the feeling. The additional fear is that councils 
would look to use the tourist tax to top up their coffers, rather 
than on improving the services hit by tourism. A more nuanced 
approach than a blanket - or bed - tax is required. 
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HACKING

Hyatt Hotels Corporation has claimed an industry first with the 
launch of a public bug bounty programme with HackerOne in 
which ethical hackers are invited to test Hyatt websites and 
mobile apps for potential vulnerabilities and securely disclose 
them to Hyatt. 

In working with HackerOne, Hyatt said, it is able tap into the 
“vast expertise of the security research community to accelerate 
identifying and fixing potential vulnerabilities”.

“At Hyatt, protecting guest and customer information is our top 
priority and launching this programme represents an important 
step that furthers our goal of keeping our guests safe every day,” 
said Hyatt Chief Information Security Officer Benjamin Vaughn. 
“As one of the first global hospitality brands to launch this type 
of programme, we extend the ways we care for our guests and 
deepen our commitment to protecting their sensitive information.”

Through the bug bounty programme, security researchers will be 
able to earn cash rewards, also known as bounties, if they report 
valid security flaws on Hyatt.com, m.hyatt.com, world.hyatt.com, 
and the iOS and Android versions of the Hyatt mobile app so 
they can be safely resolved. All ethical hackers that have agreed 
to HackerOne’s terms and conditions, and adhere to disclosure 
guidelines are eligible to participate in this program.

“Bug bounty programmes are a proven method for advancing 
an organisation’s cyber security defences, trusted by leading 
enterprises across industries,” said HackerOne CEO Marten 
Mickos. “In today’s connected society, vulnerabilities will always 
be present. Organisations like Hyatt are leading the way by taking 

this essential step to secure the data they are trusted to hold.”

The announcement came as Marriott International updated 
customers following its data breach reported at the end of 2018. 
The company said that the total number of guest records involved 
in the incident was less than the initial disclosure. Also, the 
number of payment cards and passport numbers involved was a 
relatively small percentage of the overall total records involved.

“We want to provide our customers and partners with updates 
based on our ongoing work to address this incident as we try to 
understand as much as we possibly can about what happened,” 
said Arne Sorenson, Marriott’s President and Chief Executive 
Officer. “As we near the end of the cyber forensics and data 
analytics work, we will continue to work hard to address our 
customers’ concerns and meet the standard of excellence our 
customers deserve and expect from Marriott.”

In November, Marriott International announced that the company 
determined that there was unauthorised access to a Starwood 
guest reservations database. The company said that it believed the 
incident involved information about up to approximately 500 million 
guests who made a reservation at a Starwood property on or before 
10 September 2018, although at that point the company had not 
completed the analytics work to identify duplicative information.

Marriott now believes that the number of potentially involved 
guests is lower than the 500 million the company had originally 
estimated. Marriott has identified approximately 383 million 
records as the upper limit for the total number of guest records 
that were involved in the incident. This does not, however, mean 

Title

Hyatt’s bug hunt

The hospitality sector is taking the fight  
to the hackers after a series of breaches 
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that information about 383 million unique guests was involved, 
as in many instances, there appear to be multiple records for the 
same guest. The company has concluded with a fair degree of 
certainty that information for fewer than 383 million unique guests 
was involved, although the company is not able to quantify that 
lower number because of the nature of the data in the database.

Marriott now believes that approximately 5.25 million unencrypted 
passport numbers were included in the information accessed 
by an unauthorised third party. The information accessed also 
includes approximately 20.3 million encrypted passport numbers. 
There is no evidence that the unauthorised third party accessed 
the master encryption key needed to decrypt the encrypted 
passport numbers.

Marriott is putting in place a mechanism to enable its designated 
call centre representatives to refer guests to the appropriate 
resources to enable a look up of individual passport numbers 
to see if they were included in this set of unencrypted passport 
numbers. Marriott will update its designated website for this 
incident (https://info.starwoodhotels.com) when it has this 
capability in place. The website lists phone numbers to reach 
the company’s dedicated call centre and includes information 
about the process to be followed if guests believe that they have 
experienced fraud as a result of their passport numbers being 
involved in this incident.

Marriott now believes that approximately 8.6 million encrypted 
payment cards were involved in the incident. Of that number, 
approximately 354,000 payment cards were unexpired as of 
September 2018. There is no evidence that the unauthorised third 
party accessed either of the components needed to decrypt the 
encrypted payment card numbers.

While the payment card field in the data involved was encrypted, 
Marriott is undertaking additional analysis to see if payment card 
data was inadvertently entered into other fields and was therefore 
not encrypted. Marriott believes that there may be a small number 
(fewer than 2,000) of 15-digit and 16-digit numbers in other fields 
in the data involved that might be unencrypted payment card 
numbers. The company is continuing to analyse these numbers 
to better understand if they are payment card numbers and, if 
they are payment card numbers, the process it will put in place 
to assist guests. 

Under the new GDPR rules in Europe, Marriott International 
could see a significant fine on any breaches which occurred after 
May last year. 

Four in 10 UK CEOs believe becoming a victim of a cyber 
attack is now a case of ‘when’ and not ‘if’ for their organisation, 
according to a survey of CEOs undertaken by KPMG. KPMG 
surveyed 150 UK leaders and a further 1,150 CEOs from across 
the world about their future investment plans and the challenges 

and opportunities facing their companies.

With reports of cyber-attacks and breaches almost daily, 39% 
of UK CEOs surveyed believe they will be targeted by a cyber-
attack. Though disheartening, this view was quite optimistic in 
comparison to their global counterparts, where 49% said they 
envisioned a cyber-attack on their business.

Bernard Brown, vice chair at KPMG in the UK said: “The 
seeming inevitability of a cyber-attack crosses all borders 
and has now crossed firmly over the threshold for board-level 
discussions. Protecting the business from a cyber-attack has 
jumped further up the boardroom agenda and we are seeing 
businesses making their defences the best that they can be.”

With the GDPR affecting all global businesses interacting with 
EU businesses and customers, it is worrying that only 40% of 
UK CEOs view customer data protection as one of their most 
important personal responsibilities in enabling long-term growth 
of the customer base. However, the survey also found that UK 
business leaders believe that a strong cyber-security strategy 
is critical to engender trust with key stakeholders, with 74% 
agreeing that cyber-security is an enabler of trust, in comparison 
to only 55% of global CEOs.

“It is reassuring that UK CEOs see the value in having a good 
cyber-security strategy which enables trust. The reality is that 
without trust, customers are likely to be increasingly resistant to 
sharing personal information, potentially undermining business 
models and strategies. Businesses need to turn privacy into 
a source of competitive advantage which will no doubt enable 
long-term growth of the customer base,” added Brown.

Nonetheless cyber awareness amongst UK leaders is changing, 
with four in 10 (39%) believing that their organisations are 
either ‘very well’ or ‘well’ prepared for a future cyber-attack. 
Cyber-security specialists are also seen as an effective part of 
the business with 45% of UK CEOs seeing their value, coming 
second to data scientists who are seen as being effective by 
62% of the CEO cohort.

“It’s encouraging to see that CEOs are developing a more mature 
understanding of what cyber security actually means. Helped 
by non-executive directors, they are beginning to ask more 
awkward and searching questions of their IT teams: what are the 
challenges that face us specifically, what risks are we carrying, 
what do we need to be resilient to a cyber-attack? Organisations 
are spending more time planning for worst case scenarios, 
running simulations and thinking in detail about how they would 
deal with the uncertainties that arise during a cyber breach,” 
concluded Brown.

With cash on the wane and gold rarely taken over the counter, 
further reassurance that hospitality companies are being proactive 
when it comes to security are welcome. 

Enrolling now for Finance or Revenue Management programmes for March 2019
education@hospa.org  |  www.hospa.org/education
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25 & 26 March 2019
Whittlebury Hall, Northamptonshire

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

It is entirely FREE for senior hospitality professionals to attend.

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

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

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

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

UKHospitality Chief Executive Kate Nicholls said: “Whilst we wait to 
review the full year figures for 2018, data showing the UK’s latest 
performance is a concern - particularly during a time of such great 
political and economic uncertainty. These figures arrive at a time 
when an ill-advised proposition of a Tourist Tax remains a possibility, 
Business Rates continue to damage the growth of the hospitality sector 
as a whole and more clarity is desperately needed on the Brexit deal 
and future immigration system. The decisions made in Westminster in 
2019 will have a significant impact on our sector and we are making 
every effort to ensure that the Government fully understands what the 
sector needs to fulfil its growth potential and continue its significant 
contribution to the UK’s economic and social wellbeing.”

Latest Hotel Data[1]:
Monthly results - RevPAR change by country  
November 2018 vs November 2017 
• Euro average +4.5% • UK +1.7%

Monthly results - Occupancy Rate change by country 
November 2018 vs November 2017 
• Euro average +1.2% • UK +0.6%

Monthly results - ADR change by country  
November 2018 vs November 2017 
• Euro average +2.7% • UK +1.0%

YTD results - RevPAR change by country  
November 2018 vs November 2017 
• Euro average +4.1% • UK +1.0%

YTD results - Occupancy Rate change by country  
November 2018 vs November 2017 
• Euro average +1.0% • UK +0.6%

YTD results - ADR change by country  
November 2018 vs November 2017 
• Euro average +2.7% • UK +1.1%

[1]Data collated from MKG x Hotrec Europe latest report, 
November 2018. The report presents the results of corporate 
brand hotels in Europe. The sample consists of a total of more 
than 6,500 hotels, representing more than 800,000 rooms. 
The breakdown by segment is as follows: 30% for Budget 
and Economic hotels, 30% for midscale hotels and 40% for 
upscale hotels. 

UK HOTELS WEAKEN

The latest data released by UKHospitality has revealed that the UK hotel market is 
underperforming compared to the EU average on every key metric. As we move into 2019, 

UKHospitality is urging the Government to foster an operating environment that enables the 
hotel market to thrive and remain competitive against European counterparts.

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

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

• Provides the first step towards a professional 
accounting qualification

• Develops the skills and knowledge to manage a hospitality 
finance department

• Graduates receive exemption from two components of  
the CIMA Certificate in Business Accounting (2017 syllabus)

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

• Is convenient and relevant to your career in hospitality finance

Enrolling for March 2019, to learn more contact us:

Study with us on our flexible online programmes 
in Hospitality Finance

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

www.hospa.org

 

Grow your direct bookings 
by 25%

Experience Avvio’s innovative hotel 
booking engine for yourself

www.avvio.com/guarantee
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Both pub and restaurant operators saw positive sales growth 
over the festive season, with pubs enjoying the biggest uplift 
with collective like-for-likes ahead 5.1% against a 2.4% 
increase for restaurants.

London also benefited more than the rest of Britain, with 
like-for-likes over the six weeks to January 6 up 5.0% 
compared to 3.8% outside the M25.

“This is all in stark contrast to the gloom hanging over retail, 
which according to the British Retail Consortium suffered its worst 
Christmas for a decade with zero sales growth,” said Karl Chessell, 
director of CGA, the business insight consultancy that produces the 
Tracker, in partnership with The Coffer Group and RSM.

“What these Tracker figures suggest is that consumers are 
being more selective about where they spend their money, 
and are looking for memorable experiences - like going out 
for a meal or drink with family or friends over Christmas - 
rather than just buying ‘things’,” added Chessell.

“The fact is the eating and drinking-out sectors had an excellent 
trading period in their busiest time of the year,” said Mark 
Sheehan, managing director of Coffer Corporate Leisure. 
“Consumers escaped the political turmoil and headed for pubs 
and restaurants to escape the tedium. Pre booked sales in 
particular were strong and the months ahead are going to be 
tough but at this crucial time trading was robust.”

“This is a strong result for the sector, with both pubs and 

restaurants benefitting, driven in part by both helpful weather 
comparatives and an extended holiday period for many families,” 
added Paul Newman, head of leisure and hospitality at RSM. 
”That said, discounting is already picking up and we won’t know 
until later in the year if increased sales have converted to profit. 
This conversion level will be crucial for operators who continue 
to face rising costs and more cautious consumer spending.”

Drink sales were the major driver of growth in pubs over the 
period, up 6.4% on last year compared to a 3.6% rise in food 
sales, the Tracker figures show.

“Premiumisation will be a big part of that, and trading-up appears 
to have helped restaurants too, as the number of covers served 
rose only 1.3% from last year,” Karl Chessell observed.

“What will be most encouraging for these pub and restaurant 
groups is that trading was positive throughout December, 
following a 1.5% sales uplift in November,” he added.

Underlying annual like-for-like growth for the Tracker cohort, 
which represents both large and small groups, was running at 
1.0% for the 12 months up to the end of the year, up from 0.7% 
at the end of November.

Total sales over the six week festive period, which include the 
effect of new openings since this time last year across the 49 
companies in the seasonal Tracker cohort, were ahead 7.1% 
compared to same period in 2017.

While the retail sector struggled, Britain’s managed pub and restaurant companies had cause to 
celebrate over the six-week Christmas and New Year period with collective like-for-like sales up a 

healthy 4.1% on 2017, according to latest figures from the Coffer Peach Business Tracker.

Strong festive trading boosts eating 
and drinking-out market

COFFER
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FOODSERVICE PRICE INDEX 
Inflation peaks in November

Year on year inflation in wholesale foodservice prices climbed to  
over 6% in November, the highest point of 2018, the latest edition of the  

Foodservice Price Index from CGA and Prestige Purchasing reveals.

The Index was pushed up by the Milk, Cheese and Eggs 
category, where year on year inflation sat at 13%. The highest 
numbers of November were within the Fish and Oils and Fats 
categories, both of which saw prices hold relatively firm in 
the second half of 2018. By contrast, the Sugar category saw 
sharp movement in the opposite direction, with year on year 
deflation of 12%, mainly due to overproduction.

In the dairy sector, healthy grass growth has helped the UK’s milk 
production to remain relatively strong despite harsh weather earlier in 
2018. However, farmgate milk prices have continued to increase, and 
there are some concerns for production over the coming months, 
with silage forecast to run short. Demand for eggs is expected to 
increase in the UK, following a revision of Food Standards Agency 
guidelines on the consumption of raw and runny eggs.

The Fish category of the Index has continued a trend of 
significant year on year inflation. Although there was a small 
month on month decrease in November, Barents Sea fishing 
quotas and heavy demand for salmon in the run-up to Christmas 
means this downward movement is unlikely to continue.

There is a similar trend in the Oils and Fats category of 
the Index, with very high inflation year on year and a slight 
fall month on month. This was helped by a decline in UK 
wholesale butter prices after a period of high and volatile 
prices, and an improvement in the EU availability of butter 
following overall strong global milk production in 2018.

The Index also indicates that the downward trend in sugar and 
confectionery prices continues, with a 12% decrease year on 
year in November. Cocoa farmers have received welcome news 
from a 20% raise in the minimum price paid for Fairtrade cocoa.

In the Vegetables category, UK shortages of some items have 
continued to push up prices, with potato shortages also now 
having a knock-on effect on the prices of manufacturers of 
crisp and chip products.

Shaun Allen, Chief Executive of Prestige Purchasing, said: 
“These latest inflation figures show how volatile the supply 
markets continue to be within the foodservice and hospitality 
sector, and it is only anticipated to become more challenging 
as we head into 2019 with the outcome of Brexit still to be 
determined. It is crucial that businesses take appropriate 
measures and actions to manage the future risks of inflation.”

Fiona Speakman, CGA Client Director - Food, said: “As 
2019 opens, the latest figures from the Foodservice Price 
Index are a reminder if it were needed that inflation will be a 
major challenge for the foodservice sector over the next 12 
months. Indications of deflation in sugar-related categories 
are more than offset by high inflation in key areas like fish, 
dairy, oils and fats, and with more turbulence in supply on the 
horizon businesses will need to stay right on top of market 
developments and trends.” 

The foodservice sector has been challenged by relatively high 
levels of inflation throughout 2018, and as the year draws to 
a close the upward trend shows no sign of abating. Weather 
patterns have worked against the supply chain, and micro 
factors like the soft drinks industry level and trade tariffs have 
made conditions even tougher. Businesses will be hoping for 
a more stable 2019, but the ongoing effects of the weather on 
production coupled with the shadow of Brexit means further 
uncertainty is more likely.”
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MARKET REVIEW
NOVEMBER 2018

UK hotels’ profits growth 
Building on October’s GOPPAR gains, UK hotels successfully 
produced a second consecutive month of profit growth in 
November, positioning hotels in the region to achieve another 
successful year of trading, according to the latest data tracking 
full-service hotels from HotStats.

UK’s hotels have fought back to profitability following the 4.9% 
year-on-year decline recorded in Q1 2018. Now having chalked 
up five months of YOY profit growth, including two consecutive 
monthly increases in October (up 9.0%) and November (up 
2.3%), hotels in the region have now recorded a 1.1% increase 
in GOPPAR year-to-date 2018. 

The growth in profit in November was led by increases across all 
revenue centres, including Rooms (up 3.1%), Food & Beverage 
(up 3.0%) and Conference & Banqueting (up 3.2%), on a 
per-available-room basis.

As a result, TRevPAR increased by 3.0% this month to £151.27. 
The solid November performance put YTD TRevPAR at 2.1% 
above the same period in 2017, at £142.44. 

Growth in revenue in the month was supported by cost savings, 
which included a 0.3-percentage-point drop in payroll to 27.5% 
of total revenue. 

The positive movements in revenue and cost enabled hotels 
to record a profit conversion of 38.1% of total revenue for the 
month. Whilst this is slightly below the conversion recorded in 
November 2017, at 38.3% of total revenue, it is in line with the 
YTD figure. 

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

November 2018 v. November 2017 

RevPAR: +3.1% to £94.97 Payroll: -0.3 pts. to 27.5%
TRevPAR: +3.0% to £151.27 GOPPAR: +2.3% to £57.58

Growth in rooms revenue in November was led by an increasingly 
rare increase in both room occupancy, which grew by 0.6 percentage 
points to 79.1%, as well as a 2.4% increase in achieved average 
room rate, which increased to £120.03 for the month. 
“Whilst other other investment sectors, particularly retail, 
appeared to wobble ahead of the Christmas break and the 
unknowns of 2019, the UK hotel market is remaining resilient. 
The stronger performance in the second half of 2018 means 
hotel owners and operators in the UK are all set for another 
year of profit growth following the 5.1% increase in 2017,” said 
Michael Grove, Director of Intelligence and Customer Solutions, 
EMEA, HotStats.

In line with growth across the UK, properties in the challenging 
Aberdeen market recorded a slight 0.8% increase in profit per 
room in November. 

The GOPPAR increase came as RevPAR decreased 3.6% YOY. 
It fell to £42.83 - disappointing following a relatively positive 
period of performance throughout the summer. 

The drop in RevPAR was in spite of a 2.8-percentage-point increase 

in room occupancy, which grew to 72.5%, as volume in the city 
maintains its recovery. However, achieved average room rate 
declined 7.3%, dropping to £59.04. TRevPAR declined 0.3% YOY. 

Meanwhile, the increase in volume in November helped to drive 
ancillary revenues, which included a 6.6% YOY increase in 
Food & Beverage, as well as a 48.7% increase in Conference 
& Banqueting, on a per-available-room basis. 

In addition to a 0.3-percentage-point decrease in payroll, hotels 
in Aberdeen successfully recorded a 1.8-percentage-point 
reduction in overheads, to 28.6% of total revenue.

Still, YTD profit levels remain 1.5% below the same period in 
2017, with profit conversion of just 24.9% of total revenue. 

“It has been a very tough few years of trading for hotels in 
Aberdeen due to the fall out of demand, as well as increases 
in supply, illustrated by the poor rate performance this month, 
which was ahead of only August,” said Grove. “However, the fact 
that hoteliers have managed to generate a profit increase from 
a fairly substantial RevPAR decline is highly commendable.”

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

November 2018 v. November 2017

RevPAR: -3.6% to £42.83 Payroll: -0.3 pts. to 32.5%
TRevPAR: -0.3% to £60.69 GOPPAR: +0.8% to £15.23

In contrast to the static performance of hotels in Aberdeen, 
properties in Bournemouth recorded a 12.9% YOY increase in 
profit per room in November to £13.23. 
This was the first month that hotels in the coastal town have 
recorded a YOY increase in profit per room following a punchy 
summer performance when GOPPAR hit a record £63.66 in August. 

The growth in profit was led by an 11.7% increase in RevPAR, 
which was fuelled by an 8.1% increase in achieved average 
room rate to £79.72. This in spite of recent challenges to rate 
performance in the city. 

In addition to the growth in rooms, an increase in revenue was 
recorded across all non-rooms departments. As a result, TRevPAR 
for hotels in Bournemouth grew by 10.4% YOY to £77.05.

The growth in revenue was further supported by costs savings, 
which included a 1.1-percentage-point drop in payroll, which 
remained high at 34.2% of total revenue. 

As a result of the movement in revenue and costs, profit conversion 
at hotels in Bournemouth was recorded at just 17.2% of total 
revenue - a reasonable number for the off-season in the resort town.  

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

November 2018 v. November 2017 

RevPAR: +11.7% to £55.61 Payroll: -1.1 pts. to 34.2%
TRevPAR: +10.4% to £77.05 GOPPAR: +12.9% to £13.23
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5 February 2019 
Hotel Alternatives 2019
Location: Jumeirah Carlton Tower, London 

Hospitality is infecting all segments of real estate. Once excluded 
from the dominant three sectors of commercial property - offices, 
retail and industrial - hospitality is now part of the reshaping of 
at least two of these segments and is helping to reshape the 
understanding of residential.

At the Hotel Alternatives Event (HAE19) on February 5th 2019 in 
London, delegates will learn about how co-living and co-working are 
rooted in providing a hospitality experience. And the impact of the 
experience economy on what accommodation providers supply will 
be examined.

“Hospitality has the operating models and the understanding of how 
to deliver experiences that will make it a key force in how real estate 
will look in the future. Our Hotel Alternatives Event is where these 
forces are discussed and debated,” says Andrew Sangster, editorial 
director and owner of Hotel Analyst, the creator of the conference.
HAE19 sessions will cover:
• The current marketplace as mainstream investors move in
• How the investment landscape is shifting
• How consumer behaviour is changing
• Subsectors that attract - and those with a riskier outlook
• CEOs reveal their plans for growth
• The alternatives pitched head to head
• How lenders view alternative plays
How to make space work harder with new 
accommodation concepts
• Corporate travel wakes up to alternatives
• Creating more profit from leisure travellers
• How co-living is impacting the rental market
• Why consumers increasingly demand an experience -  

and how to deliver it
• Making sense of blurring boundaries
HAE will feature:
• Equity and debt financiers
• Investors, developers and key consultants
• Presentations detailng returns and key outlook data
• Panels featuring industry leaders

Book onto the Hotel Alternatives Event with the early bird rate of 
£550 + VAT (rather than £650 + VAT). The early bird rate will remain 
open to you. Please email sarah@zerotwozero.co.uk and quote 
HOSPAHAE19

11th February 2019  
Marketing 101 - PR Strategy
Location: Kimpton Fitzroy London, 1-8 Russell Square, 
Bloomsbury, London, WC1B 5BE

As we continue our series of Marketing 101 seminars, we focus 
on the important area of PR. With the growth of mobile news 
aggregators, influencer marketing and the ongoing debate on ‘fake 
news’ we focus on getting the best results from your PR strategy.
• How to develop a PR strategy that will achieve your objectives
• How to be truly integrated with your PR

• Should you use influencers? We look and the pros and cons
• Top tips and best practice you can go away and implement

Guest speakers will include top PR agencies, a top lifestyle blogger 
and a hotel case study to show how it all comes together in practice.

Agenda: 
1800 - Registration 
1830 - Presentations 
2000 - Drinks and networking

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

There are limited spaces for this event so book early!

Nearest tube: Russell Square (Piccadilly Line)

Nearest train: London Euston

Free to HMA/HOSPA Members. £30+VAT for non-members.

Interested in sponsoring the drinks reception for this event? 
Please email us on hma@hospa.org

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

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

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

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

Revenue by Design is unrivalled in its relationship with the 
revenue management community, both in the UK and increasingly 
internationally. The annual “Opportunity” conference is one of 
the most well-respected and well-attended events in the revenue 
management calendar year. Join us and those spearheading change 
within the industry to find out what you need to focus on in 2019.
Topics on the agenda include: 
• Engendering Loyalty in the Digital Age
• Personalisation vs Privacy - delivering a highly individualised stay 

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

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

organisation

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

View their website for more information   #Opportunity2019

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

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

HOSPA Sponsors  
& Partners

HOSPA Partners



HOSPA Sponsorship  
provides the opportunity to: 

 Align your brand with the most respected 
hospitality industry body. 

 Develop product/brand advocacy with key 
industry influencers. 

 Utilise a platform to showcase new 
product developments. 

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

 Engage in unrivalled networking opportunities. 

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

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

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

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

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

H   SPA
The Hospitality Professionals Association

We offer an audience of highly 
targeted industry specialists.

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

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



BROUGHT TO YOU BY 

Who should attend this event?
 Senior Hospitality Business Directors

 Hospitality IT Professionals

 Financial Controllers and Accountants

 Revenue and Distribution Managers

 General and Commercial Managers

 Young aspiring employees wanting to develop their 
skills & meet with industry specialists

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

Thursday 28th November
Royal Lancaster London

www.lancasterlondon.com  |  www.hospace.net

Save the 
date…

Hospitality  
Conference 
& Technology  
Exhibition

BROUGHT TO YOU BY 


